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ABSTRACT 

CSR now plays an important role, and many large companies are integrating it into their 

operations. In addition to their impact on the environment and society, which the paper reviews 

throughout, it is also worthwhile for companies to examine how aware their employees are of 

these efforts.  In the competitive environment in Hungary, they must compete with other 

companies in this area too. The CSR activities of companies can have a positive impact on 

employee perception and engagement, so it is worth communicating these to them in the most 

effective way, which the paper traces in the case of SPAR Hungary.  Therefore, action is not 

enough if the visibility of these activities is low for employees and customers. These are the 

topics this paper will examine.  
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1. The definition of CSR

Corporate Social Responsibilities (CSR) is a management concept, made for companies to 

integrate social and environmental concepts to their business operations to the well-being of 

communities. (Reckmann 2023) But there is increasing pressure to dress up CSR as a business 

discipline and demand that every initiative deliver business results. That is asking too much of 

CSR and distracts from what must be its main goal: to align a company’s social and 

environmental activities with its business purpose and values. (Rangan et al. 2015) To date, 

corporate social responsibility (CSR) has primarily been treated as a corporate issue. The 

majority of the literature on this topic takes a management perspective. It discusses how 

companies can best respond to specific demands of largely external stakeholders, which CSR 

initiatives enhance corporate performance, and what motivates companies to become engaged 

in CSR (Öberseder et al. 2013). One problem here is that CSR as a concept simplifies some 

rather complex arguments and fails to acknowledge that ultimately, trade-offs must be made 
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between the financial health of the company and ethical outcomes. And when they are made, 

profit undoubtedly wins over principles. CSR strategies may work under certain conditions, but 

they are highly vulnerable to market failures. (Doane 2005)  

 

2. CSR performance effects on the firm 

A firm’s CSR is aimed toward promoting long-term profit and establishing a positive 

relationship with society and investors’ trust, thereby enabling the firm’s survival. Evidence 

increasingly suggests a positive association between CSR and the value of a firm making it a 

major issue for firms and other interested parties, including individual investors, policymakers, 

and scholars. (Yoon et al 2018) Perception is a significant factor influencing consumer 

purchasing intentions. Perception is reality when it comes to greenwashing, as consumers often 

base their purchasing decisions on how a brand expresses its impact on the environment. (Brand 

Finance 2023)  

 

3. CSR activities in Hungary 

Corporate Social Responsibility is a relatively new phenomenon in Hungary. As the external 

pressure from the civil society, public authorities and the media has so far been fairly low this 

important corporate activity emerged only at the beginning of the last decade. However, CSR 

awareness and implementation are advancing rapidly (Karcagi-Kováts 2012). There are 

significant differences between the companies with regards to integrating social responsibility 

into their business programmes and strategies. As for foreign-owned companies, the PR and, 

less frequently, the HR-departments are simply responsible for the adaptation and practical 

implementation of the mother company’s plan or strategy in Central and Eastern Europe (Ligeti 

– Oravecz 2008). In principle, the Hungarian Government has objectives “to promote the 

implementation of the economic, social and environmental dimensions of sustainable 

development and to create policies, economic and financial rules promoting voluntary CSR” 

(Karcagi-Kováts 2012). 

 

4. Introducing SPAR 

SPAR Hungary is an international food chain that celebrated 30 years of presence in Hungary 

in 2021. In 2012, the firm started to set up its franchise system in the country, where it’s the 
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fifth largest employer with nearly 14,000 employees. The first and the only one among food 

retail chains to operate its own Regnum meat plant in Bicske since 2004 and expanded its 

Regnum meat plant in Perbál in 2020. In 2018, it also opened a SPAR enjoy.convenience 

sandwich and salad plant. (SPAR 2024) 

 

5. Methodology 

The aim of my research was to investigate employees' views on the company's corporate 

sustainability efforts, to understand how much information about these activities flows within 

the company and to compare the views of a sustainability expert and employees. In order to 

achieve this goal, I conducted qualitative research in the form of an online interview with Zsófia 

Török, Sustainability Specialist at SPAR on 4 April 2024, on the company's sustainability 

efforts. Questions included how the company communicates these efforts, what the future goals 

are and what the results are. In addition to qualitative research, quantitative research was also 

needed to gauge the position of the employees and to explore the issues raised from two 

different perspectives, so on 3 May 2024, I designed and circulated a questionnaire survey to 

SPAR employees in email format, with questions asking how informed they were about the 

company's sustainability efforts and how interested they were. This questionnaire was filled out 

by 57 employees, giving me the opportunity to get their perspectives and to compare opinions. 

Thanks to the quantitative and qualitative research, a deeper insight into SPAR's sustainability 

efforts was gained, and the employees' point of view was also revealed. The research focused 

on the employees' access to information, as during the interview the expert mentioned the forms 

of transmission of this information, and expressed his opinion that the reach of people with the 

sustainability program is very high, so this statement was the basis of the research. Since the 

surveyed employees covered a wide range of age groups and years of work at the company, it 

can be concluded that the results of the answers received can be considered relevant. 

6. Results 

SPAR sustainability efforts/Interview analysis 

Qualitative research was carried out through a semi-structured interview to investigate the 

operation of the company and the following question: 

Do firms' CSR efforts have a positive impact on employee morale? 
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The research involved interviewing sustainability expert who have insight into the company’s 

sustainability operations and CSR activities, and employees who commented on how the 

company's sustainability efforts affect their perception of the company and their work ethic. 

Starting from the company's beliefs, through major milestones and employee perceptions. The 

aim of the research was to find answers to questions that were not revealed by the seconder 

research, but were relevant to the topic, and to draw conclusions by comparing the information 

obtained. 

The core activities 

For more than 25 years, SPAR has been pursuing a CSR strategy, and together with it, its 

biggest partner in this endeavour is the Hungarian Maltese Charity Service. SPAR is taking an 

active role in issues affecting the future of the earth, as shown by the fact that from 2019 it has 

organised this part of its activities into a single framework. SPAR's sustainability strategy is 

based on 5 pillars: for employees, environment, society, food safety and health. These were 

created in 2019 based on the SDG targets, each of which can be integrated into the company's 

objectives. In recent years there has been a shift from SDG to ESG-based typology, but this has 

not changed the content of the 5 pillars. The environment/society sector stands out in the 

company's philosophy, as it is the main focus of the company, as its activities demonstrate. 

Their second largest partner is the National Association for the Protection of Animals, with 

whom they organise monthly animal food collections. In addition, their activities are spread 

over 3 months of the year, covering the main periods: May, with the National Association for 

the Protection of Animals, August, and Christmas with Hungarian Maltese Charity Service. The 

Christmas campaign is the largest commercial fundraising campaign in the country, with more 

than 150 stores participating last year, helped by the fact that people's willingness to give is 

much higher during this period. In addition to these events, there are also ongoing cooperations 

with their biggest partner, Hungarian Maltese Charity Service, so customers can support the 

charity with a gift card or buy their canvas bags in any SPAR store and the proceeds are 

transferred each month to the organisation. This collaboration takes many shapes and forms, 

with employees able to buy souvenirs from them at work two times a year and by collecting 

products that are close to expiry, the Hungarian Maltese Charity Service were able to save food 

in 54 stores.  

Choosing the collaboration 

All their initiatives are at a national level, the Austrian mother company does not regulate the 

CSR operations of the Hungarian company, as they know that the people working in the country 
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have a better understanding of these relationships. When the SPARs from each country come 

together for a joint meeting, they have the opportunity to present the goals they have achieved 

and get ideas from the other countries. When selecting partner organisations, it is very important 

that the given cooperation can be integrated into the core activities of SPAR Hungary. The way 

the collaborations are currently being set up shows this, as the collections are held in SPAR 

stores where people can donate the products they buy there, which of course generates profit 

for the company, while the organisations also have space to set up shop, which allows them to 

reach more people. In terms of evaluating their activities, they focus mainly on the 3 big events 

mentioned earlier: the school supplies fundraising and the Christmas fundraising in 

collaboration with the Hungarian Maltese Charity Service, and the pet food fundraising together 

with the National Association for the Protection of Animals.  

Evaluation 

The evaluation criteria are how the numbers compared to previous years' collections, how many 

shops, how many people, how many tonnes of food were collected and how many people were 

reached. These events are always accompanied by a PR campaign and social media advertising. 

For the Christmas campaign, influencers are used to advertise and for all the campaigns articles 

are published in various press outlets such as Telex, HVG, to reach as many people as possible 

directly and indirectly.  

Measurement 

CSR's impact on consumers has not yet been measured by the company, but based on the 

interview, the sustainability expert said that they hope this will make their consumers see them 

as a more responsible company. For fundraising and campaigns, they try to advertise with 

instore communication and flyers to reach as many people as possible. According to the expert, 

this can give SPAR the impression of a responsible company, which helps its image and also 

generate profit to the company, but based on no official measurements she based her opinion 

on the number they reached with each of the activities and the huge amount of advertisement 

they do.  

Aspirations for the future 

Future plans include making these activities even more visible to colleagues and customers 

automating processes. In short, the expert said in the interview:  

"Optimising, looking for new ideas on social responsibility and deepening the existing 

ones." 
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Until now, due to lack of capacity, there were fewer opportunities to do this, but now that the 

team is expanding, they want to do more to deepen them. These 3 big existing campaigns cover 

good periods in her opinion, they can be satisfied with that. In the future, the aim is to increase 

employee engagement by involving them in voluntary activities. This could be a direction of 

development for the company, so that employees also identify with the company's views on 

sustainability, but this would require more encouragement from the company. 

Consumer access 

These efforts are also very well known to consumers, as the expert mentioned press coverage 

was a form of free marketing that brought information to a wide audience by communicating 

through different media. They also advertise all their campaigns to employees internally, for 

example on spar.hu and as a banner on the main website, in the -Myspar newsfeed and in the 

Supershop newsletter. These sources of information are the same as those provided by the 

company to its customers, but they are presented more prominently on the platforms used by 

employees. According to the interviewee, the current forms of advertising are sufficient and 

extensive and would not change. 

Employee opinions/ survey analysis 

Quantitative research was carried out, using a questionnaire to assess employees' perceptions 

of the company's sustainability performance, the extent to which they have access to 

information on sustainability and their interest in the topic. 

More than 60% of respondents were women and most were in the 40-50 age group. Respondents 

were almost equally divided between those who had been with the company for longer and 

shorter periods. A total of 57 emloyee filled in the survey. Based on the results of the 

questionnaire, the following can be concluded: 

The first question focused on where they find out about SPAR's sustainability efforts, listing all 

the websites and places where information is provided to them, yet the option 

"friends/colleagues" was the most popular with 34 votes. This conveys to the research the 

information that the sites listed, with the exception of myspar newsfeed, for which it received 

12 votes, the other sites have no information flow to the attention of their employees. 

Surprisingly, only 11 of them nominated the company's official sustainability page, which they 

are justifiably proud of as the main channel for their sustainability achievements.  

The second question asked whether employees feel that they have access to all information 

about these activities, and the answers were very mixed. The majority agreed with the 
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hypothesis, 31 people, but what was less predictable was that some chose the strongly disagree 

option, which choose with the disagree option all together 15 people, and there was also a high 

proportion of those who chose the neutral option, which can therefore be counted as neither a 

positive nor a negative. 

The next question asked if employees would like to know more about SPAR's sustainability 

programme, to which a huge percentage agreed, 41 people. There were only one disagree 

responses and neutral also 15 people, which shows the curiosity and interest of employees in 

the topic. 

The next question was aimed at the employees' assessment of whether the company's 

sustainability policy is widely known. For this question, the same number of agreeing and 

disagreeing responses were received, yet the neutral opinion was the highest with 23 votes. This 

shows that it is difficult for people to form an opinion about the company's reputation widely 

due to the probable lack of information. 

23 people agreed that they would be happy to participate in a fundraiser organized at work. 6 

people of them completely agreed and five respondent voted negatively. 

The answers to whether they would participate as a volunteer in this SPAR fundraising event 

were more divided, 24 of them voted neutral, although in this question this percentage has 

probably not yet taken a place in the topic, so they would be persuasive. 20 people voted 

positively, 15 people negatively, although this is not surprising, as volunteering requires a lot 

of free time and effort, which can be stressful for many people. 

Almost all the respondents support that SPAR takes sustainability so seriously, so it can be said 

to be almost unanimous.In the last question, an answer was sought as to whether it is important 

when evaluating a workplace if it engages in social responsibility activities. 46 of respondents 

answered yes, which shows a big change compared to recent years. Here, the proportion of 

those who answered neutral also decreased, and there was only four person who answered no. 

Conclusions, practical implications 

Information transfer 

The answers to the survey revealed that the employees mainly get information about the 

company's sustainability events and programs from acquaintances, which means that the 

promotion of currently operating ads and pages would be of key importance in order for the 

information to reach them, and also for them in the future be involved in such endeavours.  
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Also, the question about obtaining information revealed that employees feel that they do not 

always receive the information they need about social responsibility events and sustainability. 

This question contrasted with what was said during the interview about how many places 

information is provided and to how many people. In addition, it should not be ignored that half 

of the respondents felt that all information reached them, which could also mean that the 

information network built so far is probably working, the company just needs to find a way to 

reach people who are not easily accessible.  

Based on the answers to the third question, the most important thing that can be seen is that the 

employees are very open to the company's sustainability efforts, as 41 of 57 respondents want 

to find out more information on the subject. This also shows that they are aware that something 

is happening in the background on this topic and that receiving the necessary information would 

probably help in their support. Since, according to them, not many people have all the necessary 

information, the answers also show that they have difficulty forming an opinion on how well 

known the company's sustainability efforts are. They were just as confident in his fame as those 

who were not, so the large amount of advertising costs and media exposure, which was said in 

the interview, was not enough to convince them of his fame. 

Participation 

The questionnaire also measured the proportion of employees who would participate in 

organized fundraising at the workplace, as there have been similar examples in the past, and in 

the interview the expert also stated that a greater involvement of employees in these activities 

was set as a future goal. This aspiration was confirmed by the respondents who mostly 

supported the realization of such events, and those who responded mostly neutral can be seen 

as potential participants who only need a good reason or motivation. Since only few people 

opposed this suggestion, it can be said that the first step in involving employees can be a locally 

organized event, where those who are just getting to know the world of donation and want to 

take advantage of the workplace's efforts to ensure this can spend the amount of time they 

require.  

On the question of whether they would also participate in the event as a volunteer, the opinions 

were more divided, since it would also mean an occupation outside of working hours, which 

would entail a greater commitment. A lot of neutral responses were received, which can also 

be attributed to a lack of motivation or information. 20 of 57 respondents still voted yes, which 

is a high percentage, so the loss of these people would be a serious mistake on the part of the 

company if it did not give them space to develop this endeavor, as this shows that there are 
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plenty of committed people among the employees, who would spare no time and energy to 

stand up for a good cause and probably with this behavior could set an example to the other 

workers, who until now did not know how to relate to this topic.  

Judgement 

The fact that the employees support the company's sustainability efforts almost 100% suggests 

that the company's movements of this kind can easily influence the employees' opinions on this 

topic. This can also mean that the employees' way of thinking can be very similar to your 

company's and the company's goals can be easily achieved with employee support. The use of 

human resources could be a very important direction from the point of view of the sustainability 

department, not only in the realization of goals, but also in their planning. 

When evaluating the workplace, almost 46 of 57 respondents stated that the aspect of 

sustainability and social responsibility plays a positive role. This is also an underutilized area 

in terms of the company's PR activities, since if the employee's perception depends a lot on 

these activities, then they should play a bigger role in communication and advertising. This 

question is also interesting because, as mentioned earlier, the respondents were present from all 

age groups, which also means that sustainability is not the only concern of the younger 

generation, as many believed. The research may also show that if the company were to better 

integrate sustainability into its visible and well-known activities, it would not only increase its 

reputation, but also attract potential employees more easily, and it could also play a major role 

in retaining current employees and increasing their loyalty, if with their contribution to 

sustainability, they would not only help the company, but they could also record it as personal 

development and altruism.  

Overall, the other supermarket chains present on the market also pursue a sustainability policy, 

as in today's world the importance of both social responsibility and people's judgment is 

increasing. As these chains are characterized by a high degree of competition, the sustainability 

segment is also increasingly characterized by rapid changes and large contributions. In the case 

of SPAR, it can be concluded that its sustainability efforts have been in operation for a long 

time and that it pays more and more attention to their visibility and expansion. However, in the 

case of a multinational company, employees are an indispensable factor in the creation and 

support of innovations, so these efforts cannot be maximized without their involvement. Since 

the sustainability department in SPAR was not established long ago and there is no capacity to 

measure these activities in order to analyze the data and get help on future directions, they 

operate their activities mainly through collaborations, with reliable and long-standing partners 
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such as the Maltese Charity Service, with whom the cooperation developed over the years and 

worked well. Since it is a multinational company, they can reach many people with their events 

and the number of donations can be very high, although the employees feel that they do not 

always get enough of this information. However, as the company policy and employee 

commitment show, they would have a need to help the company with such activities, and to get 

more information in this regard, regardless of age.  

The company's future direction of development can be defined as the greater involvement of 

employees, as well as the search for those who are willing to participate as volunteers in events 

and support their efforts. The control of the information system would also benefit the company 

so that it can communicate more effectively with the employees, as they organize a lot of great 

events and fundraisers, but if these do not reach the employees, then the positive effect of such 

efforts on the perception of the company will not be relevant either. Measuring the activities of 

the sustainability department would also be a useful way to examine the relationship between 

sustainability and profit, how the organization of fundraising affects store revenues, and how 

customers think about the company's sustainability efforts. Of course, the expansion of the 

sustainability department can bring many changes in the future, as well as their growing 

experience in the field of sustainability. 

References 

Brand Finance (2023). Sustainability Perceptions Index. 29-30. 

https://static.brandirectory.com/reports/brand-finance-sustainability-perceptions-index-2023-

full-report.pdf  

Doane, D. (2005). The Myth of CSR, The problem with assuming that companies can do well 

while also doing good is that markets don’t really work that way. Stanford Innovation Review, 

23-29. 

Karcagi-Kováts, A. (2012). Performance indicators in CSR and sustainability reports in 

Hungary. Applied Studies in Agribusiness and Commerce, 6(3-4), 137-142. 

https://doi.org/10.19041/APSTRACT/2012/3-4/20  

Ligeti, G. - Oravecz, Á. (2009). CSR communication of corporate enterprises in Hungary. 

Journal of Business Ethics, 84, 137-149. https://doi.org/10.1007/s10551-008-9678-3  

Öberseder, M. - Schlegelmilch, B.B. - Murphy, P. E. (2013). CSR practices and consumer 

perceptions. Journal of business research, 66(10), 1839-1851. 

https://doi.org/10.1016/j.jbusres.2013.02.005  

https://static.brandirectory.com/reports/brand-finance-sustainability-perceptions-index-2023-full-report.pdf
https://static.brandirectory.com/reports/brand-finance-sustainability-perceptions-index-2023-full-report.pdf
https://doi.org/10.19041/APSTRACT/2012/3-4/20
https://doi.org/10.1007/s10551-008-9678-3
https://doi.org/10.1016/j.jbusres.2013.02.005


 
219 

Rangan, V.K. - Chase, L. - Karim, S. (2015). The truth about CSR. Harvard Business Review, 

93 (1/2), 40-49.  

Reckmann, N. (2023). What Is Corporate Social Responsibility? Business News Daily 

https://www.businessnewsdaily.com/4679-corporate-social-responsibility.html 

SPAR (2021). 30 éve Magyarországon. https://www.spar.hu/content/dam/sparhuwebsite/spar-

csoport/informacios-kiadvanyok/spar-30-ev.pdf  

Yoon, B. - Lee, J.H. - Byun, R. (2018). Does ESG performance enhance firm value? Evidence 

from Korea. Sustainability, 10(10), 3635. https://doi.org/10.3390/su10103635 

https://www.businessnewsdaily.com/4679-corporate-social-responsibility.html
https://www.spar.hu/content/dam/sparhuwebsite/spar-csoport/informacios-kiadvanyok/spar-30-ev.pdf
https://www.spar.hu/content/dam/sparhuwebsite/spar-csoport/informacios-kiadvanyok/spar-30-ev.pdf
https://doi.org/10.3390/su10103635

	Contents
	Economic drivers of firms’ purpose driven choice of climate change disclosures: evidence from listed Nigerian firms.
	Abstract
	1. Introduction
	2. Background, Literature Review
	4. Empirical Results
	Conclusion
	References


	Green Bonds: Introduction and regulatory framework
	Abstract
	1. Introduction and course of analysis
	2. Green transformation of capital markets
	3. Green bonds
	4. Regulatory framework
	5. Conclusion
	References


	How do business enterprises in developing countries comprehend sustainability? Evidence from Mongolia.
	1. Introduction
	2. Literature review
	3. Methods
	4. Results
	5. Conclusion
	References

	The impact of free SHS on quality education: a cross-sectional study in the SHS in the greater ACCRA region
	Abstract
	1. Introductions
	2. Literature review:
	3. Objective of the study
	4. The concept of quality assurance in higher education
	5. Cost of free senior high school in Ghana
	6. Benefits of the free senior high school programme (FSHSP)
	7. Features Of the Free Senior High School Policy

	Six (6) essential components of the Free Senior High School policy emerged from the thorough analysis of the literature (Abdul-Rahaman et al., 2018; Asher, 2018; Asumadu, 2019; Mensah, 2019; Mohammed & Kuyini, 2020; Salifu & Ayamba, 2018; Tamanja & Pa...
	8. Research questions
	9. Methodology
	10. Results and discussions
	Access vs. Quality debate:
	Infrastructure and resources:
	Teacher capacity and training:
	Curriculum adaptation:
	Equity concerns:
	Monitoring and evaluation:
	Further research directions
	Summary
	11. Recommendation
	References


	Breaking barriers: advancing gender equality in the video games industry
	Abstract
	1. Introduction
	2. Literature Review
	3. Methodology
	4. Results
	5. Discussion
	6. Conclusion
	References


	Payments for Environmental Services: experiences from the globe
	Abstract
	1. Introduction
	2. Payments for environmental services: Experiences from the globe.
	1. Costa Rica: Payments for Environmental Services of forests
	2. Kenya: PES scheme in the lake Naivasha.
	3. Indonesia: Experiences from PES schemes.
	4. France: The PES scheme on Vittel waters.
	3. Conclusions
	References


	The link between sustainability performance and value creation
	ABSTRACT
	1. Introduction
	2. Theoretical Background
	3. Methodology
	4. Findings and Discussion

	Source: Authors work
	5. Conclusion
	References


	Zumente, I. & Bistrova, J. (2021). ESG Importance for Long-Term Shareholder Value Creation: Literature vs. Practice. Journal of Open Innovation: Technology, Market, and Complexity, 7, 127; https://doi.org/10.3390/joitmc7020127
	Diversity, Equity and Inclusion at Boehringer Ingelheim
	Abstract
	1. Introduction
	2. Theoretical background
	3. Research Questions and Methodology

	3.1. Research questions
	3.2. Case study as research method
	3.3. Case selection
	3.4. Data collection
	4. Case study

	4.1. Company portrait
	4.2. Vision and Values
	4.3. Introduction in diversity, equity and inclusion at Boehringer Ingelheim
	4.4. The DEI-Strategy at Boehringer Ingelheim
	4.4.1. Cultural and social development
	4.4.2. Creating the necessary framework
	4.4.3. LEARN/Qualification
	4.4.4. Company reputation
	4.5 Results
	4.5.1 Corporate Culture
	4.5.2 Employee Satisfaction
	4.5.3 Talent acquisition
	4.5.4 Customer Satisfaction
	4.5.5 Productivity
	5. Discussion
	6. Conclusion
	References


	Refining Brilliance: A Multiple Case Study on Sustainable Innovation in Fine Jewellery
	Abstract:
	1. Introduction
	2. Case study
	3. Conclusion and recommendations
	References


	Spar hungary’s social sustainability efforts
	ABSTRACT
	1. The definition of CSR
	2. CSR performance effects on the firm
	3. CSR activities in Hungary
	4. Introducing SPAR
	5. Methodology
	6. Results
	SPAR sustainability efforts/Interview analysis
	Employee opinions/ survey analysis
	Conclusions, practical implications
	References


	Brand Finance (2023). Sustainability Perceptions Index. 29-30. https://static.brandirectory.com/reports/brand-finance-sustainability-perceptions-index-2023-full-report.pdf
	Doane, D. (2005). The Myth of CSR, The problem with assuming that companies can do well while also doing good is that markets don’t really work that way. Stanford Innovation Review, 23-29.
	Öberseder, M. - Schlegelmilch, B.B. - Murphy, P. E. (2013). CSR practices and consumer perceptions. Journal of business research, 66(10), 1839-1851. https://doi.org/10.1016/j.jbusres.2013.02.005
	Rangan, V.K. - Chase, L. - Karim, S. (2015). The truth about CSR. Harvard Business Review, 93 (1/2), 40-49.
	Reckmann, N. (2023). What Is Corporate Social Responsibility? Business News Daily https://www.businessnewsdaily.com/4679-corporate-social-responsibility.html
	Yoon, B. - Lee, J.H. - Byun, R. (2018). Does ESG performance enhance firm value? Evidence from Korea. Sustainability, 10(10), 3635. https://doi.org/10.3390/su10103635
	Flexibility and equality: unraveling the nexus of labor market dynamics and gender equality in developing countries.
	ABSTRACT
	1. Introduction
	2. Literature review
	3. Research design
	4. Results and discussion:
	5. Conclusion
	References


	Promoting sustainable food choices with nudging techniques
	Abstract
	1. Introduction
	2. Theory
	3. Methodology
	4. Findings
	5. Conclusion
	References


	Factors deterring African SMEs from adopting sustainable practices.
	Abstract
	1. Introduction
	2. Literature Review
	3. Ghana
	4. SMEs
	5. Sustainability
	6. Methodology
	7. Screening Criteria
	Theme Identification
	Themes emerging from the sample of articles
	Theme: Sustainability Reporting
	Theme: Sustainable Business Practice
	8. Results and Discussion
	9. Limitations
	10. Recommendations
	References


	“Thrifted fit check”: Generation Z's knowledge-attitude-practice gap in second-hand clothing consumption - a preliminary study
	Abstract
	1. Introduction
	2. Research purposes, specific aims and objectives
	3. Structural outline
	4. The backdrop for the renewed popularity of second-hand fashion
	5. Potential motivations and barriers for second-hand clothing consumption
	6. KAP gap and SCC discourse in second-hand clothing consumption
	7. Methodology
	8. Findings
	9. Discussions
	10. Conclusions
	11. Appendices
	References
	List of abbreviations


	Food waste management in restaurants: A case study of H.N. Vietnamese restaurant in Budapest
	Abstract
	1. Introduction
	2. Literature review
	2.1. Key definition
	2.2. Food waste and environmental management in food service sector
	2.3. Hotels and restaurant’s food waste and its management
	2.4. Hungarian & Vietnamese context
	2.4.1. Food waste management in Hungary
	2.4.2. Food waste management in Vietnam
	3. Methodology
	3.1. Goal and scope of the study
	3.2. Data sample and data collection
	3.2.1. Data sample
	3.2.2. Data collection
	3.3. Data analysis
	3.4. Research questions
	4. Results and discussion
	4.1. Introduction about the H.N. case study
	4.2. Food waste measurement
	4.2.1. Volume of food waste (FW)
	4.2.2. Leftover classification and the ratios
	4.3. Results from the surveys
	4.3.1. Sociodemographic characteristics
	4.3.2. Impacts of customers on food waste generation
	4.3.3. Impacts of the employees on the food waste generation
	4.4. Result from the interview
	4.5. Feasible improvement options
	5. Conclusion and recommendations
	5.1. Conclusion
	5.1.1. Correlations between customer’s socio-demographic data & food waste awareness
	5.1.2. Summary
	5.2. Recommendations
	References, List of Figures & Tables and Appendices
	Appendix


	Pollution of the aviation industry and its effect near airports “Global challenges – local solutions”
	Abstract
	1. Introduction
	2. Evaluation and statements
	2.1 Pollution itself
	2.2 Impact on Hungary
	2.3 Economic decisions to solve air pollution
	2.4 Actions of Budapest Airport
	2.5. Proposals
	3. Conclusions and recommendations


	Air pollution from aviation is a significant environmental concern globally, with adverse effects on human health and the environment. Budapest Airport, like many others, faces challenges related to air and noise pollution due to its operations and ex...
	The aviation industry's reliance on fossil fuels leads to significant emissions of CO2 and other pollutants, contributing to climate change and poor air quality. Airports, including Budapest Airport, serve as focal points for air pollution due to vari...
	The global challenge of air pollution from aviation manifests locally at airports like Budapest Airport due to emissions from aircraft engines and airport activities. Factors certifying this problem at the local level include the expansion plans of Bu...
	Proposals for Budapest Airport include collaborating with airlines to reduce emissions, investing in cleaner vehicles and infrastructure, optimizing energy use, and implementing stricter measures to control pollution. Strategies to reduce noise pollut...
	It's acknowledged that there's uncertainty about the actual implementation status of the proposed measures at Budapest Airport. Further research or direct inquiry with airport authorities is necessary to determine the extent to which these proposals h...
	The suggestions provided serve as a proactive framework for potential future actions, demonstrating a commitment to enhancing environmental sustainability efforts and mitigating the impact of pollution on surrounding communities.
	References

	Bridging the Gender Gap: Mitigating the Impacts of Climate Change on Women in MENA with a Focus on the Agriculture Sector
	Abstract:
	1. Introduction
	Overview of Climate change crisis in the MENA region
	1.2 Rising Level Sea (SLR)
	1.3 Temperature Heat Trends
	2. The Gendered Impact of Climate Change in the MENA region


	Sustaining resilience: a dual agenda for both greener and resilient supply chains in the house care product sector
	ABSTRACT
	1. Introduction
	2. Literature review
	3. Methodology
	4. Results
	5. Discussion
	6. Conclusion
	References
	Annual and Sustainability reports


	Could food supplementation of athletes be sustainable?
	ABSTRACT
	1. Introduction
	2. Literature review
	3. Results
	4. Discussion
	5. Acknowledgements
	References


	The Sustainable Human Resource Management (HRM): A Systematic Literature Review
	Abstract
	1. Introduction
	2. Method
	3. Result and Discussion
	4. Conclusion
	References


	Governance Framework and Implementation Paths of the Green Transformation of Vocational Education and Training in the European Union
	Abstract
	1. Introduction
	2. The Drivers of Green Transformation in Vocational Education and Training (VET) Governance in the European Union
	2.1. Responding to Global Sustainable Development Initiatives
	2.2. Addressing Labor Market Supply and Demand Challenges
	2.3. Enhancing the Resilience of Vocational Education and Training Development
	3. The Governance Framework for Green Transformation in Vocational Education and Training in the European Union
	3.1. Actors: Tripartite Governance in the Policy Network
	3.2. Content: Key Competencies Under Green Orientation
	3.3. Direction: Integrated Triple Helix Transformation Path
	3.4 Tools: Indicator System under Digital Empowerment
	4. Implementation Paths for the Green Transformation of Vocational Education and Training in the European Union
	4.1 Leveraging Policy Goals to Guide and Promote the Spread of Green Transformation Concepts
	4.2 Advancing Pedagogical Reforms to Foster Coordination with the Labor Market
	4.3 Ensuring the Enhancement of Teacher Capabilities to Implement the Green Transformation in Vocational Education and Training
	4.4 Diversifying Funding Sources to Ensure Inclusivity and Equity in the Green Transformation
	5. Governance Case Studies of Green Transformation in Vocational Education and Training in the European Union
	5.1 Skills Demand Forecasting
	5.2 Multilateral Collaborative Cooperation
	5.3 National Financial Support
	5.4 Education for Vulnerable Groups
	6. Conclusion
	References





