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Abstract
Background:

Corporate Social Responsibility has grown since the late 1950s to become an important and wide-

ranging topic in todays businesses. The media industry slowly starts to integrate CSR practices in

their corporate vision and policies. Due to the numerous amount of different definitions,

perceptions and concepts of CSR in media companies are divided, reaching from sustainable

practices throughout public duties to ethical responsibilities. Also in Austria's media industry, where

CSR has just begun to develop and take shape, efforts and activities in this field diversify while

t r y i n g t o f i n d c o m m o n g r o u n d .

Problem:

Although there is a comprehensive amount of literature about CSR in general, not as many

publications and previous studies about CSR in media companies can be found. Especially Austria

is a rather unexplored market when it comes to Corporate Social Responsibility, which makes

research in this field more complicated. The media industry relies on governmental guidelines and

restrictions made by the state and therefor does not see an urgent need for efforts that go beyond

what is demanded and prescribed by law and what exceeds their own, personal interests.

Purpose:

The purpose of this study was to find out if and how Austrian media companies have already

implemented CSR and sustainability in their corporate philosophy, further if and how their

approaches are being communicated within as wel l as outside the company.

Method:

After the theoretical framework, where a comprehensive literature review was compiled and

previous studies in the research field were collected, an exploratory research has been conducted

with two chosen media companies and one media expert's view on this topic that has not been

studied in Austria before. Therefor qualitative semi-structured interviews were used as empirical

method and were complemented with secondary data, provided by the respondents. The collected

d a t a w a s t h e n a n a l y z e d b y c o m p a r i n g i t t o t h e t h e o r y .

Findings:

The findings in this thesis show that even though Corporate Social Responsibility is not a new

topic, media companies, especially in Austria where this thesis draws its attention to, have not fully

developed and elaborated a general valid understanding and concept of CSR but a clear

movement towards this direction can definitely be perceived. 
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Introduction

Media has a “responsibility to foster a more ecologically and socially sustainable society”.

(Media CSR Forum, 2001, p.4) The establishment of the Media CSR Forum in 2001 was a

reaction to the rather poor performances of the media industry in social responsibility

corporate reporting of rating agencies and investment analysis. Due to unique features

that sets it apart from other industries and business sectors, there is a need of developing

'Corporate Social Responsibility' and 'Sustainability' - practices and understanding for the

media sector. (Media CSR Forum) The forum was one of the first official associations

realizing the slow, if ever existing progress of CSR in the media. Media companies are

economic subjects that carry responsibility in a democratic system. They impart knowledge

and ideas and function as role models. At the same time they are active as stakeholders

for other corporations which means that they rely on media's goodwill to communicate their

social actions. Having the big advantage of the direct ability to communicate at the same

time means having a huge democratic as well as educational responsibility towards

recipients and society as a whole. (Schranz, 2007) Other more traditional industries

however have become increasingly aware of their role in society especially in times of

social changes and globalization as well as digitalization. A countless number of definitions

of the term 'CSR' in general exist, going back to the early 1950s when businesses began

to flourish and social responsibility became an issue, but there is still no universally valid

and encompassing explanation of this wide-ranging topic. (Crane et al., 2008) The

Organization for Economic Co-operation and Development (OECD) deducts the relation

between CSR and sustainability in its follows definition: “CSR is business's contribution to

sustainable development. Consequently corporate behavior must not only ensure returns

to shareholders, wages to employees and products and services to consumers, but they

must respond to societal and environmental concerns and values.” (OECD, 2001)

Sustainability in that sense has to be seen as a pre requirement of Corporate Social

Responsibility. Although there is a comprehensive amount of literature about CSR and

sustainability in general, not as many publications about this issue in relation with media

companies can be found. By means of literature research, the core-issue, namely the

importance and progress of CSR in the media industry, has been approached in this

master thesis, involving the overlapping terms of 'sustainability' and 'media ethics' with a

special focus on the Austrian media industry. Empirical findings, taken from qualitative

interviews, underline, emphasize but also disprove the theoretical framework in the first
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part of the thesis. To the author's knowledge, at the time when the master thesis was

written, very few studies and publications about CSR and sustainability in the Austrian

media existed, one of the main deciding factors to do further research in this field of study

with a special focus on Austria. Two approaches are being combined in this thesis: media

and communication studies and the business approach. The link between those two is

very important and necessary. Media companies have a very special status and

responsibility in society, they are the voice of the citizens (Media CSR Forum) To focus on

MCS (media and communication studies) and at the same time  the 'business' approach is

relevant in this work because media companies cannot operate with either one or the

other, they always combine both, communication and business strategies. They are

economic subjects with a daily exchange of communication internally and especially

externally, meaning their duty to provide their citizens with news and information.

(Schranz, 2007) This dual task sets them apart from other industries and makes it even

more interesting to find out how the media industry combines their economic as well as

democratic and educational responsibility with a social responsibility. Furthermore the

expectations towards communicational qualities of media companies are much higher than

towards other industries, as it is their area of expertise. (Schranz, 2007)

The purpose of this thesis is to carry out a media and communication study in order to get

a closer insight in the communication of CSR within and outside media companies. The

aim was to find out how far and in what way media companies have already implemented

Corporate Social Responsibility and sustainable practices in their corporate philosophy

and how those approaches are being communicated internally as well as externally. The

subject “communication” as such, more precise, the importance and role of communication

in a media company when it comes to promote CSR, has been the field of interest during

this study. The success of CSR is built upon communication, starting within the company.

If the concept and main idea of CSR is not being clearly communicated to the employees,

they might not approve and support it. The staff, as integral part of the company, needs to

know what Corporate Social Responsibility in an enterprise actually means, how it helps

and what the employees can or should do to get involved in the activities. It is not enough

to just implement CSR concepts into the corporate policies, it is just as important to inform

all parties, that are affected by those policies in some kind of way. Whats more, investors

need to conform to the CSR policies and support the company in its initiatives. That is an
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important factor, especially in cases where businesses depend on their investors. “CSR is

fundamentally about ensuring that companies forward broader public objectives as an

integral part of their daily activities and this can only be ensured with the appropriate

communication channels with stakeholders.” 

On the other hand, industries – in the case of this thesis the media industry – have to

communicate with and to the outside of the company. Media has the role of an opinion

leader and can be a very powerful channel to draw attention to or make aware of different

kinds of topics and problems. “The media sector - broadly defined - could become the

dominant industry of the 21st century. No other industry will so powerfully influence how

people and politicians think about Corporate Social Responsibility (CSR) and sustainable

development (SD) priorities.” (SustAinability, 2002) The wide range of means of

communication the media has to offer, gives them a bigger responsibility and leading

position towards society. Informing people about the importance of CSR should therefor

form a constituent component of the corporate culture in the media industry.

(SustAinability, 2002) According to the Forbes magazine (2012) customer engagement as

well as employee engagement are core factors of CSR activities in a company, because

there is no point of doing CSR if no one knows about it. CSR can help to engage with

customers in a different and new way and at the same time raise awareness about the

environment and possible product choices made by consumers. (Forbes, 2012) 

Underlining once more the great importance of CSR and sustainability in businesses, the

European Commission defines it as “the responsibility of enterprises for their impacts on

society”. (2001) Based on this research field and aim of the study, the following research

questions have been formulated:

 How have media companies in Austria implemented CSR in their corporate policy

and philosophy?

 How is CSR and sustainability in Austrian media companies being communicated –

both within and outside the company?

 How can Austrian media companies keep a balance between business and ethics

while maintaining their responsibilities towards society? 

In order to delimitate the study field, it has been focused on the Austrian media industry,

therefor the qualitative interviews have only been conducted in this country. As it is the

author's country of origin, the choice fell on Austria as the area of research which is also a
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rather small and manageable operating field. The same mother tongue of both author and

interviewees can be seen as a supporting and helping factor for conducting the interview.

The non-existing language barrier helped preventing possible misunderstandings that

might happened easier in an interview where the native language of the two participants is

not the same. The two companies chosen for the empirical part of the paper both belong to

the group of the largest media houses in Austria. Both interview partners are journalists

and representatives of two of the most influential media companies in the country. The

third questionnaire was answered by a well known Austrian media expert and author. A

comprehensive description of the interviewees can be found in the empirical chapter, later

in this work, where the author directs the attention to the choice of the interview partners. 

The first chapter presents the theoretical framework for the study. It introduces the reader

to the research field of CSR and gives an overview of definitions, theories as well as

previous studies. Further it focuses on Corporate Social Responsibility and ethics in media

companies and ends with an emphasis on the status quo in Austria's media industry.

Chapter number two will present the methodology used in the empirical part of the thesis.

Approach and strategy as well as reason for the choice of qualitative interviews as method

for this study will be elucidated. After introducing the study participants and outlining the

interview design, the empirical findings will be presented in the following chapter, one

interview at a time. The analysis as the last chapter connects the empirical findings with

the theoretical framework and verifies or falsifies the research questions which is

summarized in the conclusion at the end of this thesis.

1. Theoretical Framework

1.1. Corporate Social Responsibility

CSR has been defined in many different ways over the last sixty years, starting in the

1950s when businesses began to develop and the question of social responsibility and

obligation towards society was raised. There is no unique and universally valid definition of

CSR. In order to explain this complex subject, it is necessary to take a closer look into its

long and wide-ranging history. (Crane et al., 2008) To give an overall understanding of

Corporate Social Responsibility, at the beginning this chapter will give an insight of how

the concept of CSR has evolved and changed over the past six decades, based on a

comprehensive literature research. In order to consider the current status of this topic,

concepts, practices and theories will be further examined. Sustainability as a core issue
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will then emphasize the role of CSR and the chapter will be completed with a general

overview of CSR and Sustainability in the media industry with a focus on media's impact

and influence on environmental issues.

In the early 1950s Corporate Social Responsibility was more referred to as social

responsibility. A reason for this might be the lack of literature about CSR in the business

sector. Howard R. Bowen set a milestone with his publication Social Responsibilities of the

Businessman (1953). Herewith began a new era for businesses. Their responsibilities

towards society were put in a different light and CSR flourished into a serious matter of

discussion. According to Bowen (as cited in Crane, 2008) the social responsibility of

businesses “refers to the obligations of businessmen to pursue those policies, to make

those decisions, or to follow those lines of action which are desirable in terms of the

objectives and values of our society.” (p. 25)

In the 60s, Keith Davis, another leading character in the history of CSR, broadened the

horizon by stating that it refers to “Businessmen's decisions and actions taken for reasons

at least partially beyond the firm's direct economic or technical interest” (as cited in Crane,

2008, p. 26). Both, Bowen as well as Davis argue, that a company's social actions lie in

the hand of businessmen. The focus is still on individual people, rather than on the

business as a whole. Only Clarence C. Walton (1967), an influential contributor to the early

interpretations of CSR initially lead the focus on the corporation: “In short, the new concept

of social responsibility recognizes the intimacy of the relationships between the corporation

and society and realizes that such relationships must be kept in mind by top managers as

the corporation and the related groups pursue their perspective goals.” (p. 18). 

He was followed by Archie Carroll in the 1970s who categorized four different types of

responsibilities a company has and offered one of the basic CSR definitions: “The

responsibility of business encompasses the economic, legal, ethical, and discretionary

expectations that society has of organizations at a given point in time.” (Carroll, 1979, p.

500). He has been quoted many times over the last decades until nowadays. Based on

Maslow's hierarchy of needs, Carroll created a pyramid to rank the four mentioned levels

of responsibility in order of importance:
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Fig. 4 Carroll's CSR Pyramid (Carroll, 1991)

“In summary, the total Corporate Social Responsibility of businesses entails the

simultaneous fulfillment of the firm's economic, legal, ethical, and philanthropic

responsibilities. Stated in more pragmatic  and managerial terms, the CSR firm should

strive to make a profit, obey the law, be ethical, and be a good corporate citizen.” (Carroll,

1991, p. 43) Another definition that stresses a company's obligation to divide CSR tasks,

rather than shifting it on businessmen or managers as individuals can be found in Harold

Johnson's book Business in Contemporary Society (1971) where he claimes that “a

socially responsible firm is one whose managerial staff balances a multiplicity of interests.

Instead of striving only for larger profits for its stockholders, a responsible enterprise also

takes into account employees, suppliers, dealers, local communities, and the nation.” (p.

50). 

CSR concepts and practices proliferated and accelerated, a countless number of

explanations emerged and were discussed throughout the following years until the early

1980s. Definitions became more precisely and the responsibilities a company carries

internally as well as externally, towards society, became clearer. But still, the perceptions

of the term Corporate Social Responsibility diverged. The main point of discussion was if

businesses are able to remain fundamentally an economic institution and at the same time

be socially responsible. Many authors in this era struggled with finding the one, true

explanation of CSR, one, the whole business world could rely on. Dow Votaw (1973) cut

right to the chase of the matter and articulated this general concern in a very refreshing

way: “The term 'social responsibility' is a brilliant one; it means something, but not always

the same thing, to everybody. To some it conveys the idea of legal responsibility or liability;
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to others, it means socially responsible behavior in an ethical sense; to still other, the

meaning transmitted is that of 'responsible for', in a causal mode; many simply equate it

with a charitable contribution; some take it to mean socially conscious; many of those who

embrace it most fervently see it as a mere synonym for 'legitimacy', in the context of

'belonging' or being proper or valid; a few see it as a sort of fiduciary duty imposing higher

standards of behavior on businessmen than on citizens at large.” (as cited in Crane, 2008,

p. 31).  

As already said before, the 1970s just as the 1960s were a decade of many different

theories and definitions, several suggestions and ideas of CSR practices such as

employee improvements and customer relations, but still more talk than action. What the

1080s and 1990s had in common were new CSR concepts and themes such as corporate

social responsiveness and performance, business ethics, public policy and the stakeholder

theory, presented by Freeman (2010) which expresses the involvement and role of

stakeholders when it comes to the promotion of CSR. Sustainability and Corporate

Citizenship were added to the list of topics, characterizing CSR as a process.

Finally, the 21st century has been a period full of renewal, alternative themes, approaches

and refinements; it is the era of emerging CSR industry and what is most important, the

era of actions. Businesses started to have their own CSR departments, to organize

charitable events and CSR conferences, to act ethical by trying to improve the quality of

life of citizens or fighting against corruption. In his analysis of 37 definitions of Corporate

Social Responsibility, Dahlsrud (2006) determined five different dimensions of CSR, which

he categorized as followed: 

 The environmental dimension

 The social dimension

 The economic dimension 

 The stakeholder dimension 

 The voluntariness dimension 

(Dahlsrud, 2006, p.4)

The issue, if those five dimensions, or, in other words, the economic, social and ethical

can be combined, is highly controversial. The question is, where does CSR start and

where is the border of a corporation's own interest and its contribution to its surrounding

world. Its main goal is to make profit, but that doesn't mean, that the firm does it only for

itself. The economic component at the same time implies the creation of value and jobs, as
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well as providing goods to the people. The discussion reaches from extreme position like

Milton Friedman's opinion, that “the social responsibility of business is to increase its

profits” (Friedman, 1970, p. 1) right up to absolute ethical attitudes. Edward Freeman on

the other hand elucidates that drawing a line between the business and ethics is the

biggest problem. The question if a corporation acts socially responsible by offering goods

to society, being part of a fair market competition and making a lot of profit, is pointless, he

claims. His picture of CSR leaves the path of mostly all other conceptions of this field by

stating that Corporate Social Responsibility on the one hand reinforces the so called

“separation thesis” which according to Freeman implies that business can be separated

from ethics or society, but at the same time responsibility implies, that what is being done

in the workplace cannot be separated from ethics. In Freeman's opinion, the problem of

combining business and ethics in a balanced and profitable way for both sides has not

been solved yet and the line between those two components is definitely a very fine one.

This topic will be discussed later in this paper with regard to and focus on media

companies. (Freeman, 2010)

Corporate Social Responsibility or more precisely the responsibilities of business in

society can be underlined by the following four theories:

(1) Corporate Social Performance

(2) Shareholder Value Theory

(3) Stakeholder Theory

(4) Corporate Citizenship Theory

(Crane, 2008, p. 48)

The first theory, the so called 'Corporate Social Performance (CSP)' emphasizes a

business' responsibilities and expresses even stronger the importance of certain

requirements such as philanthropic actions. This means that businesses should not only

focus on wealth creation, they have power which requires the responsibility to solve social

problems, act ethically correct and produce less harm. In other words, to produce more

beneficial outcomes for society, businesses have to go beyond its economic and legal

responsibilities. The main idea of this theory is, that corporations serve society whilst

contributing to social needs and continuously acting in favor of society. It does not

integrate economic perspectives, which is considered as one of the main weaknesses of

this theory. It completely separates economics and ethics. (Crane, 2008, pp. 49-55)

'The Shareholder Value Theory (SVT)' on the other hand holds, that a firm's main goal

should be to maximize the economic value for its shareholders and that social

11



responsibility is the only way to make profit. In their book Milton Friedman and his wife

(1961) completed this approach by saying: “In such an economy, there is one and only

one social responsibility of business – to use resources and engage in activities designed

to increase its profits so long as is stays within the rules of the game, which is to say,

engages in open and free competitions, without deception or fraud” (as cited in Crane,

2008, p. 55). This model is absolutely efficient in creating wealth and increasing profits.

Many companies are running under the guidance of the shareholder value theory in order

to achieve a better economic performance of the whole system and it is widely supported

by law. What is missing here is the ethical component. Opponents criticize that being

heedless of the exploitation of workers or environmental damage while only concentrating

on the economic performance, does not work. Running a business successfully, requires

more than self-interest and concern for profits. Corporations have obligations towards

society that go beyond what is prescribed by law. The stakeholder theory follows exactly

this device. Stakeholders as individuals or as a group, who benefit from or can be harmed

by a corporation's actions are taken into account in this model. The top priority of the

stakeholder theory is the corporation's responsibility to create value for their stakeholders

because without them, a company would not exist. The model takes into consideration

their rights as well as their interests. The stakeholder theory was originally detailed by R.

Edward Freeman in his book Strategic Management: A Stakeholder Approach. 

Stakeholder management is highly appreciated in many companies because, in contrast to

the SVT it also includes employees, customers, suppliers, financiers, communities and

political groups. (Crane, 2008)

'The Corporate Citizenship (CC)' that comes from the political concept of citizen, should

point out the role of business in society. Good corporate citizenship for companies means

involvement in philanthropic activities as well as economic and legally appropriate

behavior. For Carroll (1991) it also includes “actively engaging in acts or programs to

promote human welfare or good-will” (as cited in Crane, 2008, p. 68). Corporate

Citizenship is a concept with multiple definitions. Investors use an internal definition

including transparency, governance and ethics as key citizenship elements. It is seen as

the full range of both internal and external corporate activities that contribute to the well-

being of society; those which embrace the related concepts of sustainability and Corporate

Social Responsibility. Many leaders believe to align and integrate corporate citizenship

with the firm’s core business objectives and strategies will generate long-term sustainable

value. Corporate citizenship complements CSR on every level, which could also be seen
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as a weakness as there is no generally applicable definition or fully clarifying theory that

would explain a relation of the main dimensions. (Crane, 2008)

Dahlsrud's five dimensions of CSR are revisited in those theories and again show that

there is a lack of an all embracing definition of CSR which may have several reasons. The

different terminologies mentioned above, together with other similar characteristics such

as 'Corporate Governance', 'Corporate Sustainability' or 'Corporate Accountability' overlap

and boundaries of corporate responsibility are being redrawn. Topics like globalization,

environmental pollution as well as the involvement of stakeholders outside the immediate

economic activities complicate the CSR agenda even more. There are still problems with

some of the major terminologies like for example what 'Sustainability' means or how

stakeholders can be classified. CSR is an ever changing concept, it expands, emerges

and grows all the time due to pressure and the increasing demands from society. As

mentioned before, according to the shareholder approach CSR is used only to increase or

maximize profits of a company's shareholder. For Milton Friedman (1970) social and

ethical activities are only used as a tool to reach the main goal of the business and meet

the stockholders' economic interests. Freeman (2010) on the other hand argues that the

stakeholders of an organization are just as important as their shareholders. Their interests

should be considered just as important. His main concern was to strike a balance between

stakeholder interests and business profit. Furthermore, what goes much deeper into

societal approaches, business has become a powerful institution and therefor has a

responsibility to fulfill regarding the needs of society. 

Although there is a lack of a universally agreed upon definition of CSR, still numerous

theoretical approaches give a historical review of the topic. The Commission of the

European Communities (2001) states that CSR is “a concept whereby companies

integrate social and environmental concerns in their business operations and in their

interactions with their stakeholders on a voluntary basis” and that “Corporate Social

Responsibility is essentially a concept whereby a company decides voluntarily to

contribute to a better society and a clearer environment.” To sum up, a balance of the

following basic dimensions resulting from the major theoretical message provides the main

image of CSR:

 Obligation to the society

 Stakeholders' involvement

 Improving the quality of life

 Economic development
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 Ethical business practice

 Legal action

 Voluntariness 

 Human rights

 Protection of Environment

(Crane, 2008)

That means companies should perform in a socially responsible manner, balance financial

requirements and the needs of various stakeholders or in David Marsden's words:

“Corporate Social Responsibility is about the core behavior of companies and the

responsibility for their total impact on their societies in which they operate. CSR is not an

optional add-on nor is it an act of philanthropy. A socially responsible corporation is one

that runs a profitable business that takes account of all the positive and negative

environmental, social and economic effect it has on society.” (as cited in Dahlsrud, 2008,

p. 9) In broad terms, CSR should be seen as a voluntary long-term obligation of business

with the goal to help building a better society.

Dahlsrud's five dimensions of CSR can be classified into nature-based and content-based

dimensions. The voluntariness and stakeholder dimensions are nature-based, economic,

social and environmental can be assigned to the content-based or issue-based dimension.

Nature-based categories focus on the inherent character and actionable value whereas

content-based dimensions refer to the main areas of CSR. Voluntariness has been

considered as the nature and basic character of CSR. Combined with the social dimension

and focus on stakeholders, they form the key factors to build up a better society, set up a

good relationship between business and society, integrate social concerns in business

operations and assure a better working and business environment of a company as well

as its good citizenship in the society. (Schranz, 2007, p. 38) 

The activities of corporations have a great impact on the economic and social life of the

people and also the natural and human environment. Therefore, the fundamental areas of

CSR are economic, social and environmental issues, what can be summarized as

corporate citizenship. It has become an important aim to try to balance the three main

issues social responsibility, environmental responsibility and economic responsibility,

which are interrelated and tend to influence each other in multiple ways. This concept, also

known as the 'triple-bottom-line', was originally introduced by John Elkington, director of

SustainAbility Ltd. and classifies a corporation's report into social, ecological and economic
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criteria, the three key elements of sustainability. (Hauff, 1987, p.46) In this context, the

point of intersection between CSR and the term 'sustainable development' or

'Sustainability' comes up for discussion. The Organization for Economic Co-operation and

Development (OECD) describes it as follows: “CSR is business's contribution to

sustainable development. Consequently corporate behavior must not only ensure returns

to shareholders, wages to employees and products and services to consumers, but they

must respond to societal and environmental concerns and values.” (OECD, 2001, p. 13) In

other words, sustainable development requires CSR. Sustainability is not only part of

Corporate Social Responsibility, at the same time it is its own category, which defines CSR

but also differs from it in certain ways. Sustainability is innovative and prospective in

contrast to CSR, which is more relevant to present times. Corporate sustainability (CS) is

future-orientated and constantly looking for new social solutions. CSR has its focus on

present demands of society, to meet those and if applicable to accomplish them. (Schranz,

2007, p. 24) The main goal of CS in contrast is to find sustainable future designs to solve

former conflicts. But in recent years, firms have concentrated more on short-term gains,

which in Thomas Dyllick's (2001) opinion is contra productive: “Such an obsession with

short-term profits is contrary to the spirit of sustainability, which requires the firm to meet

the needs of its stakeholders in the future as well as today.” (p. 134) By trying to

differentiate between CSR and CSS again the aspect of voluntariness, one of Dahlrud's

dimensions comes up, which can be found more in the field of CSR. Sustainability can be

implemented on a voluntary basis as well as involuntarily initiated by pressure coming from

stakeholders and society. Dyllick distinguishes between the terms 'eco- or socio-efficiency'

and 'eco- or socio-effectiveness', both basic components of sustainable acting of

businessmen. While efficiency means the optimal utilization of natural resources,

effectiveness is the interaction between creation and utilization of resources, especially

relevant in the social sector. (Dyllick, 2002, p. 136) Sustainability expands CSR in many

ways, what both concepts have in common is the missing universally valid definition and

agreement of their meanings.

1.2. Sustainability

The term 'Sustainable Development' was first used by the World Council of Churches in

1974 and put forward by the International Union for Conservation of Nature and Natural

Resources in 1980 when concerns about human beings suffering from poverty and

deprivation in many parts of the world started to rise. In 1987 the United Nations World
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Commission on Environment and Development published its report Our Common Future,

also known as the 'Brundtland report' because it was chaired by the Norwegian prime

minister Gro Harlem Brundtland, where sustainable development was introduced as

“development that meets the needs of the present without compromising the ability of

future generations to meet their own needs.” (Dresner, 2002, p. 34)  The topic 'Sustainable

development' was further discussed and expanded by world's political leaders at the

United Nations Conference on Environment and Development (UNCED) in Rio de Janeiro

in 1992  (Dresner, 2002). 179 world governments committed to concrete sustainable tasks,

that were set down in the so called Agenda 21. (Dresner, 2002) One example was the

international cooperation to accelerate sustainable development in developing countries,

where a special partnership was agreed upon: 

In order to meet the challenges of environment and development, States have

decided to establish a new global partnership. This partnership commits all States

to engage in a continuous and constructive dialogue, inspired by the need to

achieve a more efficient and equitable world economy, keeping in view the

increasing interdependence of the community of nations and that sustainable

development should become a priority item on the agenda of the international

community. It is recognized that, for the success of this new partnership, it is

important to overcome confrontation and to foster a climate of genuine cooperation

and solidarity. It is equally important to strengthen national and international policies

and multinational cooperation to adapt to the new realities. (Dresner, 2002, p. 44)

After some initial difficulties of enforcing the new partnership, a true story of success

followed. The level of awareness increased and the term 'Sustainability' gained more

public popularity. It was manifested in several governmental principles, contracts and

policies. In 1998, the goal of sustainable development was included in the preamble of the

treaty of Amsterdam, in 2001 the strategy of sustainable development was decided by the

European council and several governments introduced councils and panels of

sustainability as a new sanction. Although several state-run institutions and governmental

authorities deal with the matter of sustainability, there are still doubts regarding the quality

as well as the quantity of those sanctions. The main concern of the complaints is the

insufficient connection between economic issues and the sustainability discussion. Defined

goals often cannot be transformed into practice and there is still no real consensus of the

term 'sustainable development' among the majority of the population as well as
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stakeholder groups, even though they confessed to act sustainable. (Rogall, 2004, pp. 25-

29) Another policy that was declared by the United Nations Conference on Environment

and Development in Rio de Janeiro in June 1992 stresses exactly the just mentioned

concern: 

Economic policies of individual countries and international economic relations both

have great relevance to sustainable development. The reactivation and acceleration

of development requires both a dynamic and a supportive international economic

environment and determined policies at the national level. It will be frustrated in the

absence of either of these requirements. A supportive external economic

environment is crucial. The development process will not gather momentum if the

global economy lacks dynamism and stability and is beset with uncertainties.

Neither will it gather momentum if the developing countries are weighted down by

external indebtedness, if development finance is inadequate, if barriers restrict

access to markets and if commodity prices and the terms of trade of developing

countries remain depressed. The record of the 1980s was essentially negative on

each of these counts and needs to be reversed. The policies and measures needed

to create an international environment that is strongly supportive of national

development efforts are thus vital. International cooperation in this area should be

designed to complement and support - not to diminish or subsume - sound domestic

economic policies, in both developed and developing countries, if global progress

towards sustainable development is to be achieved. (The Rio Declaration on

Environment and Development, 1992)

The careful balance between environmental concern and the endorsement of economic

growth is the core aim of sustainability. One depends on the other in the circle of

sustainable development, they cannot function without another. To understand sustainable

development it is necessary to agree on what 'development' merely means as well as on

their underlying values. The development of the planet earth has become an important

issue over the last decades. Human impact and its effects have resulted into climate

change, global warming, natural disasters and environmental pollution but also financial

meltdowns, terror and poverty. Our globalized planet is now going through a “global

crises.” (Boyce & Lewis, 2009, p. 5) At the same time, awareness as grown and terms

such as “environmental friendly”, “biological”, or “renewable” have become common

knowledge in society. Behaving sustainable as an individual means giving back what has
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been taken from the earth and leaving an ecological footprint as a good example for

posterity. It involves a conscious reflection of how to treat the planet earth in an

environmental friendly and protecting way and to go easy on resources, which starts for

example by saving water and electricity in the daily routine. Society is aware of the fact

that there has to be a change and global rethinking in order for future generations to be

able to grow up in a healthy and livable environment. But adjusting to a completely

sustainable lifestyle has its difficulties. Sustainable, biologically produced goods have their

price, and so does changing ones living standards. Simple things like using public

transport instead of the car, turning off the tap while brushing teeth or buying seasonal and

regional groceries can be a hindrance but every little move counts and might already make

a difference. (Boyce & Lewis, 2009)

1.3. CSR in Media Companies

“McDonald's and Coca-Cola are in the business of putting stuff inside people's bellies, so

everyone (especially the media) expects them to take responsibility for their nutritional

impact. Equally, Shell and BP are in the business of taking stuff out of the ground, so

everyone (especially the media) expects them to take responsibility for their environmental

impact. The media are in the business of putting stuff inside people's heads. But does

anyone think they take responsibility for their cultural impact?” (Hilton, 2002, p. 1)

Comparing media companies with oil giants like Shell or BP might seem a little

exaggerated and maybe misplaced. Fact is, the media and communications industry not

only has an impact on culture, it equally plays a part in the climate change. Media

companies for example contribute as much to GHG emissions as aviation. Media,

especially the printing sector, is being reproduced and renewed every single day, without

considering their environmental impact. Radio and television have been digitized, without

considering the consequences like increasing energy required and additional costs. New

technologies improve the quality of sound and images or better reception and nice

features, things that are taken for granted and things, consumer capitalism needs. While

people keep consuming endlessly, the media industry will keep producing and GHG

emissions will not decrease. As long as there are no significant government interventions

on a national as well as global base, there won't be an imminent solution in the

technological development that prevents the worst impact of climate change. Besides,

pleasures of consumerism are very well promoted and too tempting to resist and be

sat is f ied w i th the th ings tha t a re a l ready there . (Boyce and Lewis)

18



In this context Boyce and Lewis (2009) argue that it is hard to realize that “a media and

communication industry fueled by advertising and profit maximization is, at the moment,

part of the problem rather than part of the solution.” (pp. 8-9) The question is, whether this

vicious cycle starts with demands of society, leaving the news media no other choice than

to constantly proliferate and emerge in new technologies or if its the media companies

themselves and the pressure to increase their profit. The media's impact on the

environment can be tracked back to the end of the nineteenth century with the start of

printing paper and consequently deforestation. To make matters worse, the pulping

process and bleaching of paper required a noxious chemical process that poisoned land

and water. With media's technological convergence, not only electricity consumption rose,

e-waste started to become a serious issue, entering groundwater and passing into soil.

Between 20 and 50 million tons of e-waste are generated by the global information and

communication industry each year, estimated by Greenpeace. (Boyce & Lewis, 2009)

Moreover satellites discharge toxic chemicals and nuclear waste which leads to toxic

emission poisoning wildlife. In the United States for example, communication towers and

wires kill up to 50 million birds annually. The media are able to claim and to encourage

CSR and Sustainability. But are they actually aware of their impact on the planet? They

contribute to our understanding of political, economic and cultural citizenship but yet they

have been rather silent on technology and environmental topics. Existing research on

media coverage of environment and its public impact mostly comes from outside media

studies. (Boyce & Lewis, 2009)

Media companies can be seen as an economic subjects that carry responsibility in a

democratic system. They impart knowledge and ideas and function as role models. At the

same time they are active as stakeholders for other corporations which means that they

rely on media's goodwill to communicate their social actions. (Schranz, 2007, p. 31)

Having the big advantage of the direct ability to communicate at the same time means

having a huge democratic as well as educational responsibility towards recipients and

society as a whole. Despite technical and legal regulations media companies influence the

process of change in social structures and values which makes them producers of social,

real and culture capital at the same time. Although there is a comprehensive amount of

literature about CSR in general, not as many publications about CSR in media companies

can be found. The core of Corporate Social Responsibility lies in establishing a voluntary

commitment towards stakeholders and integrate it into the company's visions. The media
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industry is subject of informal regulations, surveillances and requirements more than any

other social sector. (Mc Quail, 2005)

1.4. Media Ethics and the Social Responsibility of Media 

“Always fight for progress and reform. Never tolerate injustice or corruption; always fight

demagogues of all parties — never lack sympathy for the poor; always remain devoted to

the public welfare; never be satisfied with merely printing the news; always be drastically

independent; never be afraid to attack wrong.” Joseph Pulitzer (1847-1911), media mogul.

(Cited in Mc Quail, 2005) 

Ethical responsibility in general refers to doing what is right, just, fair and non-harmful.

Media ethics build an elementary basis for sociopolitical and economic questions. Further

they try to explore the impact of media and their ethical responsibility on human behavior.

Ethics in media and journalism have always been shaped by the social, technological, and

economic structure of news media. (Mc Quail, 2005) In 1900s as journalists in the United

States and elsewhere established professional associations, those associations

constructed codes of ethics such as the principles of objectivity, truth-telling, and editorial

independence. Later, as other forms of media developed, the term “media ethics” was

used to summarize the norms of professional media practice in general. Media ethics

referred to the ethics of journalism, advertising, marketing, and public relations. Journalism

ethics was considered a branch of media ethics. Media ethics, in all forms, were

established as the responsible use of the freedom to publish, from journalism to

advertising. It was seen as a guideline of norms that define responsible media practice and

practitioners. In times of digital journalism new ethical standards have come up. With

fundamental changes in news media, their ethics change as well. New forms of journalism

and practitioners create new values, media revolutions challenge and reemphasize the

existing conceptions and principles of media ethics. Next to traditional new media, new

forms of communication have developed. Blogs and social media such as Facebook or

Twitter enable not only media companies to reach more recipients but at the same give

citizens access to publishing technology and let them become rapporteurs. This

democratization of media has increased a lot in recent years and developed from

conventional to mixed media and journalism. In addition, the globalization of media as a

recent trend puts news coverage under a new perspective. Media report on global issues

and events such as immigration, climate change, world trade policies, war and poverty or

international politics. Thanks to emerging technologies, news spread around the globe in
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just a view seconds. But it is questionable if this global media network consisting of not all-

professional but also amateur journalists spreading news around the globe, copying from

often unreliable or flawed sources really is an asset for the education of society. (Ward,

2013)

Media should be the intermediary between political, economic and social coherence and

make the overflow and complexity of information assessable and transparent for everyone.

On one side they connect government body with the people, on the other side media also

has a control function and should reveal social injustices. (Brosda & Schicha, 2000) Next

to a political function media should be entertaining, giving good advices and integrate

citizens, in other words be a platform for society to socialize. Furthermore, as voice of

democracy, media are obliged to respect individual and public human rights and make

sure not to cause any harm. (Mc Quail, 2005) As media companies usually are private,

profit-orientated organizations, their own economic goals might collide with the demands

and expectations placed upon them. They find themselves in a field of tension between

journalistic, economic and societal power. In fact media representatives always

emphasize, that quality and profit are closely interlinked and mutually dependent. But due

to emerging technologies, economization, convergence of content as well as the

increasing market consolidation and the dissolution of boundaries between private and

public this interaction does not work as easy: “In recent decades, media markets were

seen as a new panacea for the problems of public and/or government-controlled media:

inefficiency, inflexibility and bureaucratization, paternalism and lack of interest for popular

taste and culture, lack of innovation, and so forth. More recently, the dark side of market-

driven media is getting more attention; its mainstream orientation, its interest in consumers

(not citizens), the influence of sponsors, et cetera.” (Bardoel & Leen d’Haenens, 2004, p.

10) This could become a major issue because media companies carry a special

democratic as well as educational responsibility towards society in the first place. Their

role as economic subjects at this point is secondary, because the media industries

influence the process of changing value and structures of society. (Karmasin, 2006, p.

119) What has to be mentioned at this point is that media produce merit good which

means that in order to justify their special market conditions like freedom of press, press

subsidies etc., a presumed contribution to the benefit of society needs to be secured.

Media companies have to be aware of the fact, that those special regulations and

privileges have been instituted to protect ethical and social worthwhile goals. To represent
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the reality of media markets in the right way, their cultural relevance in society has to be

treated equally important as media's economic dimension. (Karmasin, 2006)

Media companies have a dual role: they report about enterprises and are at the same time

enterprises themselves. By reporting about a subject in society they automatically have

influence on its relevance and on how people perceive it. At the same time, as an

enterprise, they are obliged to orientate their political and journalistic actions towards

social responsible principles and publish them in form of CSR-reports for example. Media

companies are responsible for and involved in the content of those reports, thus they

decide about granting or refusal of publicity on one side and are always subject of public

dialogue on the other side. (Karmasin, 2006)

In the context of CSR and sustainability reporting, media industries play an important role.

Their public influence enables them to communicate social values and have an impact on

markets and society. Further they are capable to educate their audience and maybe even

influence actions as well as buying behavior. Media companies are among others a

decisive factor of global sustainable development. The dimension of CSR obliges media

companies to provide proof identification of their acting as organizations themselves and

among other organizations on the economic level. Further, the dimension of corporate

communicative responsibility (CCR) describes the cultural responsibility of media

companies. It includes the creation of communicative publicity, reproduction of

communication processes as well as manifestation of communication channels among

stakeholders. (Karmasin, 2009) 

In that sense, next to media companies' wide spectrum of duties, their responsibility of

communication has to be added. Media companies are however not as much a subject of

the CSR-competition as commercial enterprises in other sectors are. This fact results in

less commitment and a different view of CSR duties of media companies. They see

themselves more as means for the purpose of change and development of CSR and

sustainability rather than taking their own actions in this field. Their focus clearly lies on

their journalistic responsibility. Nonetheless the pressure to get active in CSR issues rises

with the demand of ensuring a sustainable existence of media in a political, social,

economic and technological environment. More and more problems and perils have come

up that clarify this pressure:

 conflicts of social responsibility in organizations
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 constant market pressure

 high degree of uncertainty 

 complex process of change in the media industry resulting from

◦ change in lifestyle of consumers

◦ current media consumption and new technologies

◦ increasing heterogeneity of recipients (Küng, 2009, p.32) 

Due to the complexity of the topic it appears to be rather difficult to include CSR and

sustainability in a media company's policy, internal as well as external. The lack of news

coverage might come from the social, journalistic or technological development and

changes mentioned above that complicates the provision of this service. Another reason

could also be the topic itself and the decreasing interest of audience in CSR and

sustainable issues. Nevertheless CSR activities in media companies are being measured

and examined increasingly, especially from rating agencies. (Grayson, 2009)

1.5. CSR and Sustainability in the Media - Studies

The results of the following studies will not be presented in the greatest detail because it

would go beyond the scope and relevance of this scientific work.

When SustainAbility published their study called Good News & Bad (2002), they were

aware of the fact that “the media represent one of the most powerful - yet least trusted and

least accountable institutions - in the world”  and that media companies were both, carriers

as well as barriers of CSR and sustainability agendas. In their study SustainAbility

investigated the following three major points:

 The roles of the media in building the 

CSR and SD agendas for business; 

 The ways in which media people perceive, 

prioritize and cover these issues; and 

 Governance, accountability and 

transparency challenges for the media industry itself.

(SustAinability, 2002)
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The Good News & Bad report is part of the Engaging Stakeholders program for the United

Nations Environment Programme (UNEP). 50 people who are actively involved in the field

of CSR and Sustainability in different media, mainstream as well as niche, and different

countries were interviewed. In addition books, reports and websites covered the media

sector and associated issues. The aim was to provide a comprehensive overview of the

qualitative and quantitative proliferation of social, economic and ecological issues in the

media over the time period  of 10 years, from 1991 until 2001. To classify the report the so

triple-bottom-line was used, known as “the basic of integrated measurement and

management systems focusing on economic, social and environmental value added.”

Right at the beginning of their work SustainAbility notes that it is important to distinguish

between CSR and sustainability. They are linked in Good News & Bad but that does not

mean that they are identical. Sustainable development requires the involvement of all

sectors of society, not just business, that is what media often are missing. One of the

major findings of the report was, that whether in the media world or elsewhere,

responsibility should be proportionate to power and influence in order to achieve a real

progress in sustainable development. Media needs to be independent, otherwise the world

would be less democratic, less efficient and also less sustainable. A degree of skepticism

concerning the media companies was found: Media conglomerates hold power and

because they benefit from consolidation, they will continue holding power. One of the

media analysts predicts: “They all donate to charity - you know, give the minimum required

amount. But they are not charities themselves. Sure the media will cover climate change

but it probably won’t happen until Florida sinks and New Jersey is under water.” (cited in

SustainAbility, 2002, p. 3) The term globalization as one of the key issues of CSR and

sustainability and profound challenge for the media industry was also focused on in the

report. It was regarded as one of the major problems that the world will face in the 21 st

century next to population growth, poverty, disease, mega-urbanization, terrorism, global

warming, the loss of biodiversity, and the increasingly urgent competition for water as

water. 

The findings yielded some profound challenges and weaknesses, it was uncovered that

CSR is not the media's main concern. Ten recommendations how to progress and

advance media governance, accountability, transparency and trust were offered by the

participants of the study:

 Governance: To model the highest standards of corporate governance, media
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companies should:

1. Establish - at board level - whether the balance between public interest and commercial

imperatives is being strategically reviewed, properly managed and publicly disclosed; and 

2. Review their goals, targets and performance against leading governance codes

(including the UN Global Compact, the Global Sullivan Principles and SA 8000) and

socially responsible investment (SRI) criteria. 

 Accountability: Given the enormous influence the media have on public opinion,

public interest and, ultimately, public behavior, it is important that media owners and

directors meet the highest levels of accountability. In this sense they should:

3. Consider compliance with laws, regulations and industry codes as the absolute

minimum for good governance - and commit to ‘beyond compliance’ standards wherever

possible;

4. Adopt and publicize ethical codes of conduct, and clear statements of their corporate

values and principles; and 

5. Engage regularly with key stakeholders, ensuring that inclusive policies and processes

are adopted right across the business. 

 Transparency: Media industry's greatest public service is to uncover corruption at all

levels of society and to hold governments and business to account. They need to

be transparent towards society and all their stakeholders and should:

6. Provide leadership in terms of triple bottom line accounting, auditing and reporting; 

7. Disclose all proprietorial cross-ownerships and influence; 

8. Declare editorial policy - both general and issue specific - and political allegiances; 

9. Be open in relation to all sources of funds that could influence editorial and

programming content - including their biggest advertisers, sponsors and production

subsidies; and 

10. Regularly report direct and indirect lobbying activities, both undertaken and accepted.  

(SustainAbility, 2002)

In 2001 the UK Media CSR Forum was founded, counting twenty members from the media

sector including BBC, Sky, Pearson, Bertelsmann and Reed Elsevier. It is a group of big

media enterprises developing CSR and sustainability practices and understanding for the

25



media sector. The forum was established following recognition that the practice of CSR

and sustainability for media companies has many unique features that sets it apart from

traditional industry and other business sectors. Its work includes:

 developing an understanding of the implications of CSR for media members

 identifying areas for prioritization

 sharing best practices

 engaging with stakeholders

 running collaborative projects on key issues

(Mediacsrforum.org)

In February 2004 the Media CSR Forum published a document with their conception of

CSR key issues of the media industry: “Media organisations are in a position to promote

creativity, enable freedom of expression, encourage good citizenship and act as a catalyst

for community activity – all key elements of the Corporate Social Responsibility (CSR)

agenda. Sustainable media organisations will be those whose work is credible, trusted and

reflective of the diverse culture in which they operate.” (Mediacsrforum.org) Together with

KPMG, one of the world's largest professional service companies, the Media CSR Forum

carried out a stakeholder consultation and analysis to help refine the media organization's

thinking about CSR. KPMG consulted over 130 stakeholders from the media industry, the

CSR community, such as NGOs, socially responsible investors and the financial

community like rating agencies. The methods used were face-to-face interviews,

workshops, written feedback and a web-based questionnaire. The aim was to identify

stakeholder's views and concerns about CSR which the media industry should address to

respond better to their stakeholders in future engagements. The results, classified as

'common issues with distinct implications for the media', were:

 Content access and labeling

 Interaction

 Accessibility

 Responsible advertising 

The key issues for the overall media industry, not necessarily relevant to each company

were:

 Transparent and responsible editorial policy

 Corporate governance

 Integrity of information
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 Impartial and balanced output

 Investing in and supporting staff

Fig. 3 Key CSR Issues for the Media Industry (KPMG LLP, Media CSR Forum, 2004)

In the same year, the WWF published a discussion paper called 'Through the looking

glass' where they, in cooperation with SustainAbility, intended to help the media and

entertainment sector understand what corporate responsibility actually means. Further

they wanted to shed light on what media companies are doing and will need to do in the

future. The paper should be seen as a contribution to an important debate and as an

urgent request for media companies to engage on crucial social and environmental issues

as their role they play in shaping how society thinks and behaves is becoming increasingly

controversial. According to WWF a n d SustainAbility the media's main impact is

psychological and intellectual, another reason why they play such a central role in

education, informing and empowering corporations, governments and society to pay more

attention to sustainable products, services and policies. Media is able to shape public

opinion and influence buying decisions of citizens. One of this paper's basic assumption is

that the media plays an enormously important role in holding other parts of society to

account and, ultimately, in underpinning an effective democracy. In order to understand

how media and entertainment companies see their responsibilities 10 organizations in

Europe and the US were reviewed. To assess the reports the UNEP/SustainAbility

benchmark methodology from 1994 was first refined then used to evaluate the companies.
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As benchmark of news reporting, the results of the study Trust Us Global Reporters 2002

(GR02) were used. Only one company was inside the scope of this benchmark: BSkyB,

owned by News Corporation just made it into the top 50 with 31 per cent. However some

media and entertainment companies have been reporting for some time. EMI and Time

Warner published their first social responsibility reports. It is clear that the companies in

this sector must significantly improve their reporting, especially The Walt Disney

Company, News Corporation, Viacom and Mediaset report very low or not at all. Although

the media sector usually has a low environmental footprint, many reports in this area score

strongest on environmental performance, especially the BBC and BSkyB focus on this

topic. Vivendi Universal is also planning their next report on environmental issues and

general responsibilities of a media company. As the benchmark of CR reports indicates,

good practices are emerging, however a brief analysis of ownership and governance

trends in the report brings out much more need on this agenda. A 'Media Manifesto'

presented in the final chapter of the WWF and SustainAbility – report presents suggestions

for improvement for media and entertainment companies as an effort to encourage them to

focus on the essential issues that need to be addressed in order to make progress.

A study, done in 2007 by a German company called Schlange & Co GmbH investigated

strategy, implementation and communication of CSR in media companies. The aim was to

examine if and how many 'hot topics' concerning CSR are dealt with by media companies

and to evaluate the best examples out of those topics for CSR management in the

companies. Seven media organizations were chosen and an analysis of their CSR-

reporting was made. Axel Springer, BBC, Sky and TimeWarner, GMG, itv and TF1 were

the research objects. 

Schlange & CO GmbH wanted to ascertain the impact of news coverage and how it effects

the worldview of the audience. Another goal was to find a way to ensure high quality and

independent reporting and open access on media products for the whole population. The

two last points were support of employees and sustainable supply chain. The overall

outcomes were satisfying: all seven media organizations did relatively well in reporting

CSR, either online, in their print sector or their annual report. The second result was, that

their needs to be improvement in implementing CSR practices as essential prerequisite,

because in comparison with other industries, the media sector showed less approaches as

well as quality. Their support of staff and the sustainable paper purchasing policy resulted

in being acceptable. To conclude, the seven companies are going in the right direction, but
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to acquire a pioneering role for other industries, some major steps still have to be made.

1.6. CSR in Austrian Media

A comprehensive literature research on CSR and sustainability with focus on media

companies in Austria, its history, current status, relevant stakeholders and actions has

been done in this chapter, which will be round off with relevant studies of Austrian media

s c h o l a r s .

Even though the literature review and theoretical approach done earlier in this paper

showed a development and increase of socially responsible and sustainable actions in

media companies in general, the findings are rather weak when it comes to the Austrian

media industry. However there has been an emphasis on studies about media ethics and

responsibility in the republic that show that this topic has always been discussed in the

past years as well as recently. Among journalists and representatives of the media it is a

very controversial issue and it was agreed that there is still a lot of work that needs to be

done, starting with sensitizing the society in order to achieve a rethinking. The Austrian

history including practices and initiatives of Corporate Social Responsibility and

sustainability can be tracked back to the early 1990s. Several different environmental and

social friendly economic development programs, especially the UN summits in Rio in 1992,

Kyoto in 1997 and in Johannesburg in 2002 got going a societal transformation progress in

Austria:

 The Austrian Institute for Sustainable Development (founded in 1995) and the

Climatic Alliance Austria (founded in 1997) foster and implement the sustainable

development process on a national basis.

 The official coordination of the Austrian Strategy for Sustainable Development

(2002), administrated by the Federal Ministry of Environment.

 The Austrian Business Council for Sustainable Development (ABCSD): own forum

for Austrian enterprises, founded in 2000.

 The 'Arbeitsgemeinschaft Entwicklungszusammenarbeit' (AGEZ) is an official

association on development cooperation, established in 2001. Around 30 NGOs

from the field of environmental and social development are members of this

platform.

 'Sozialwort' (social word), an initiative of the Austrian church fellowship opened a
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debate on sustainability and started a program called 'Pilgrim' to teach and train and

educate about sustainability.

Fig.1 Corporate activities in Austria regarding sustainability and CSR (Schmidpeter, 2005, p. 56)

The main instrument of the Austrian CSR policy is the so called CSR Austria Initiative,

founded in late 2002 by the Austrian Federation of Industries and the Ministry for

Economic Affairs and Labour. The two mains goals CSR Austria aims to achieve are for

Austrian business to make evident their work for the state and society and to motivate

entrepreneurs to intensify their CSR efforts and communicate them to a broader public.

Three main steps done by CSR Austria were the basis of a CSR strategy for Austria: A

broadcast discussion in 2002 on corporate responsibility, the formulation of the Austrian

CSR-Guiding Visions (as shown in Fig. 2) and last but not least the CSR Austria Initiative

concentrates on helping Austrian companies to adopt and implement CSR practices. In

2003 CSR Austria did a study about small and medium sized enterprises in Austria and

found that 97% of the companies acknowledge their responsibility as corporate citizens.

Only 17% of enterprises with a low public attention are actively pursuing CSR activities,

whereas the percentage of enterprises with a higher public attention rises to 47%. Public

owned companies are clearly more committed to social engagement and to support CSR
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and sustainability than the private ones. 

Fig. 2 CSR Austria Guiding Vision: Economic Success. Responsible Action. Produced by the CSR Austria

Initiative. (Schmidpeter, 2005, p. 57)

It is an undisputed fact that CSR practices increase and develop in the field of research

and management but it is not certain that German-speaking media will follow this trend. In

2012 Franzisca Weder, media researcher in the German-speaking area, published a 200

pages research paper called 'Die CSR-Debatte in den Printmedien' (The CSR-debate in

print media). It is a content analysis of German-language media which tries to answer

three essential questions: If CSR is being covered by the media, if yes, what kind of events

and happenings are being focused on and in what kind of way. 3.000 articles were

analyzed in order to answer those research questions. Weder comes to the conclusion

that CSR must be some sort of 'hype', without major impact on the media sector. As it

originates from the economic context, the relevance and importance of CSR in the media

is rather low, a reason why this topic is being neglected from the majority of scientist in the

German-speaking area. Even if Weder's study fills the gap of CSR-research in german-

language media, is still regarded as a 'niche-topic' in the Austrian media industry.

The connection between media and ethics is still not a matter of course in Austria,

however in todays information, knowledge, media and network society, it has evolved and
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gained in relevance. In April 2006 three Austrian media scholars published a study that

addresses ethical questions respectively the education and training of journalists and

regulatory mechanisms in media companies, using three different methods to collect their

data. First, an exploratory study about education and jobs in the field of journalism and

communication was done. Further data was collected by doing a qualitative interview with

Austrian journalists and the last results came from a study about media self-regulation

using international best practice models. Since 1961 the Austrian press council has been

responsible for discussion and judgement of ethical disputes in the media. But after it was

dissolved in 2002, no regulatory body of the press exists anymore which is an exception in

western democracies. However the code of honor, underlining freedom and responsibility

of press, is still legit even without sanctions. Although it has been working out quite well

without regulations, a lot of things concerning responsibility towards society, ethical issues

and sustainable development need to be done which brings up the question how Austria's

media industries could be handled and regulated better in the future. The media are not

only seen as central watchdogs, responsible for creating and maintaining publicity, they

also play a very important role economically. In that sense four areas could be identified

during the study that indicated a different direction and new approaches of self-regulation

in Austria: Internationalization of enterprises, technical convergence, economization of the

media industry and last but not least a change of values in society as a whole. In summary

it can be said that responsibility of media ethics in Austria is an issue that concerns

journalists and media companies, the political factor as well as society and it will only

improve and work out if the just mentioned levels interact and cooperate. The major issues

where work needs to be done are the lack of media ethics in the education of journalists –

Austria's universities still do not see the point of incorporating this subject in their

curriculum – the missing awareness for the necessity of implementing ethics in a media

company's policies as well as the missing instrument for self-regulation, especially in times

of growing and emerging media in Austria. (Karmasin & Weder, 2007)

In 2004 and 2005 122 Austrian journalists from different media genres have been

interviewed on their ethical attitudes. To get a longitudinal comparison, they were asked

once more in 2006. The results were rather surprising as journalists evaluated their own

ethical skills much worse than society assess them. However their professional skills have

improved over the years and the possibility to implement ethics as a matter of course in

their work increases. In general, journalists state to come into moral conflict quite often
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and the admit that it is very hard to stay objective all the time. Media ethics, as subdivision

of Corporate Social Responsibility definitely is a very controversial discussion in the

Austrian media. But as presented in the studies, much more work and effort needs to be

made in order for ethics to become a matter of course in Austria's media companies. In

previous years no further research has been done in this area, accordingly improvement

can only be assumed and any related development will be seen in the course of new

scientific research. (Karmasin & Weder, 2007)

“A single, coherent theory of the media’s social responsibility simply does not exist, as

relevant literature shows” (McQuail, 2005) but one theory that underlines, complements

and rounds off the studies as well as theoretical approaches explained earlier in this

chapter, will be specifically discussed at this point. It can be seen as a linkage between

media companies, their CSR, ethical responsibility and regulatory policy and is considered

a m i l e s t o n e i n t h e h i s t o r y o f m e d i a a n d m a s s c o m m u n i c a t i o n .

In December 1942 the 'Commission on Freedom of the Press' was launched by Robert

Maynard Hutchins, University of Chicago chancellor. Consisting of 17 members, the

commission worked on the principle of social responsibility of media and in 1947 they

issued a report, dealing with 5 requirements the press must established in order to provide

a free society with the knowledge and information necessary to remain free:

 a truthful, comprehensive, and intelligent account of the day’s events in a context

which gives them meaning;

 a forum for the exchange of comment and criticism; 

 the projection of a representative picture of the constituent groups in the society; 

 the presentation and clarification of the goals and values of the society;

 full access to the day’s intelligence. 

(Hutchins, 2942)

According to the commission, the media have obligations to society and media ownership

is a public trust. News media should be accurate, fair, objective and relevant as well as

free but at the same time self-regulated. The media should follow agreed codes of ethics

and only under some circumstances, government may need to intervene to self guard the

public interest. Hutchins' main goal was to maintain freedom of the press and still give

owners of the press the responsibility to control and judge because in his opinion,

33



“freedom requires responsibility” (Hutchins, 1942) As already mentioned before, this work

was considered a milestone because it was the first of many following investigations of

social responsibility of the media that had impact on other states and enabled a

development in this field. In most western democracies there is a strong coherence

between democratic, political institutions and the role of the media as opinion-formers and

information carrier. (Mc Quail, 2005) Further, this theory enhances the sociopolitical power

of the media, their general responsibility and influence to constitute competing opinions

while still guaranteeing freedom, independency and diversity of communication. Most

definitions of CSR in the media draw on to Hutchins' requirements of social responsible

media companies, especially the ethical standards. 

In order to sum up the theoretical approach and narrow it down to the core theories which

will be used and applied to problematize the empirical findings, the author concentrates on

a few similar definitions and approaches that were referred to earlier in this theory part.

Over the course of a comprehensive literature research, certain definitions by divers

authors have emerged and run like a common thread through the previous pages, one of

the reasons for the choice of those particular definitions. Further, a clear connection

between the research questions and the chosen theories is discernible, which is another

reason for this choice. 

Carroll's summary of the total Corporate Social Responsibility of business states that all

businesses, no matter which branch, should fulfill economic and legal just as ethical and

philanthropic responsibilities as a whole. (Carroll, 1979) Freeman emphasizes this

statement but at the same time he points out that the challenge lies in exactly those

claims, namely keeping a balance by combining business and ethics in a profitable way.

(Freeman, 2010) The same question, how to balance ethical and economical strategies,

was asked by Carroll and Buchholtz (2000) when they summarized the new 'imperative for

business', “make a profit, obey the law, be ethical and be a good corporate citizen”. (p. 36)

The 'Corporate Citizenship Theory' completes this approach by adding active engagement

in internal as well as external corporate activities in order to contribute to the well-being of

society. (Crane, 2008) 

Focusing just on the media industry and its obligations to society, the theories have to be

complemented by one outstanding factor: Medias's duties to form opinions and carry

information due to their role as channel of communication. Their direct ability to

communicate gives media an educational and democratic responsibility towards society,
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more than any other social sector. (Mc Quail, 2005) According to Robert Maynard

Hutchins, the media companies should follow agreed codes of ethics and use their

sociological power to enhance the diversity of communication. (Hutchins, 1942) In that

sense, balancing ethics and business for the media industry means being a platform for

society to socialize on the one hand (Brosda & Schicha, 2000) and being economic

subjects that carry responsibility in a democratic system on the other hand. (Schranz,

2007) Karmasin adds media's cultural and journalistic responsibilities which round up the

broad spectrum of duties. (Karmasin, 2009) To conclude the main theoretical approaches

used before, the focus here clearly lies on media's task to combine business and ethics,

supplemented by the educational and democratic responsibility towards recipients, which,

according to Karmasin, can be seen as part of journalistic responsibilities. Finally media's

distinctive duty, the responsibility of communication. It sets the industry apart from all other

business and defines its dual characteristic, also in the context of communicating CSR, as

explained earlier in this paper.  

2. Empirical Framework

2.1. Choice of Method and Research Approach

The research method applied in this thesis is qualitative because the aim of the work is to

seek a deeper truth and to develop an understanding of the field of research from multiple

perspectives. A qualitative method is used to build “a complex and holistic picture of the

phenomenon of interest conducted in a natural setting” (Orb et.al., 2001, p. 94) and to

uncover and discover patterns of theories that help explain this phenomenon. This type of

research allows a much deeper view into the research problem than the quantitative

method. Accordingly it takes a greater amount of time (Hansen & Machin, 2013). The

qualitative approach can be divided into three types, the case study, ethnography and

narrative experience (Murray Thomas, 2003). One unique feature of qualitative research is

its narrative data (Teddie and Tashakkori, 2009). In the particular case of this thesis, it was

important to see narrative data like motivations and even emotions, rather than plane data

like numbers as it would have been the case with quantitative research, because the aim

and purpose of the research ask for personal statements, opinions and experience.

Qualitative research asks 'why', 'how' and 'in what' and provides much richer, in depth

data, which a quantitative approach might miss. (Orb et.al., 2001) The research questions

of this thesis ask for a deeper understanding of the field of research by asking “how” can
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something be explained or “how” is something being done. For this research it was

necessary to give the interviewees enough space to think first and answer later. Only then

the person had the chance to talk about his or her personal view on a particular problem,

which was an important in order to get a broader picture and the information needed. The

interview partner had the chance to articulate his or her motivation and attitude but at the

same time keep the professional perspective. Moreover it is a useful method for an

exploratory research in the early stages of theory development, which is the case in the

field of research of this thesis, because no comparable study in the Austrian media

landscape has been done before. Most of the collected data of qualitative research

“involves the examination and interpretation of observations for the purpose of discovering

underlying meanings and patterns of relationship” (Orb et.al., 2001, p. 94). Findings

usually consist of words, pictures or observations, offering a lot of freedom in terms of

what to study (Orb et.al., 2001). The qualitative research method was preferred over

quantitative in order to get not only new information on this very unexploited field of study

but also to get the best possible understanding as well as personal and individualized

insight on the investigated subject. 

As tool to collect data for the study of the thesis, semi-structured interviews have been

conducted because it was considered to be the most appropriate method by the author of

this paper. The reason for this choice is that semi-structured interviews give the

interviewer the possibility to dig deeper, to inquire when needed and to be more

spontaneous during the interview which might lead to a much more precise and

comprehensive result. (Cohen & Cabtree, 2006) 

2.2. Tool of Data Collection: Semi-structured Interview

The 'interview' in general is a managed verbal exchange and as such its effectiveness

heavily depends on the communication skills of the interviewer. These include the ability to

clearly structure questions, listen attentively, pause, probe or prompt appropriately and

encourage the interviewee to talk freely. (Ritchie & Lewis, 2003). Semi-structured

interviews are particularly helpful where little is already known about the study

phenomenon or where detailed insights are required. According to Bernard (1988), “the

semi-structured interview is best used when there is not more than one chance to

interview someone. Questions can be prepared ahead of time which allows the interviewer

to be prepared and appear competent during the interview. The semi-structured interview

provides mostly reliable, comparable qualitative data because it allows informants the
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freedom to express their view in their own words.” (p. 117) Usually this kind of interview

consists of several key questions that help to define the areas to be explored. The

interviewer follows a general guideline but is able to change the order of questions in the

course of the conversation and so is the interviewee. This flexibility is a benefit compared

to the structured or in-depth interview, because information that is important to participants

but may not have been thought of before, can be discovered and elaborated. Still, the

probing of future information is more limited than in unstructured, in-depth interviews.

Those methods on the other hand require a profound foreknowledge of the study area on

the part of the interviewer, which in the case of this thesis was not given before. (Richie &

Lewis, 2003)

The study participants were chosen using the non-probability sampling method, which

does not involve random selection and consequently does not represent the entire

population accurately because a very large unknown proportion of the entire population

was not sampled and therefore results cannot be used in generalizations pertaining to the

entire population. (Richie & Lewis, 2003) However in this case non-probability was

considered the right interview method because it is the practical, feasible and theoretically

sensible alternative to probability sampling and it fulfills the purpose of this study. As time

was limited and sampling for proportionality was not the primary concern, this method was

selected to get knowledge and opinion from the targeted test persons. The main focus of

the interrogation was on the interviewees' personal opinion, attitude and mindset as well

as personal experience and knowledge especially due to the sensibility of the topic which

has not been exhaustively investigated in Austria yet. Time was one factor why

convenience sampling, the most common and least time consuming of all techniques, was

applied. With this type of sampling, the samples are selected simply because they are

easy to recruit and accessible, another main reason for choosing the convenience

sampling technique for this thesis. To the authors' knowledge, the three selected interview

partners have not been part of this kind of study before at the time when the thesis was

written. 

2.3. Interview Design

The interview could not be conducted in person, because at the time when the thesis was

in progress, the author's current place of residence was Sweden and due to the limited

time frame as well as cost concerns the author had no possibility to travel to Austria,

where the study participants are domiciled. Therefor the survey, consisting of eight
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questions, was sent out via email. Two different questionnaires were created, one for the

two media companies and another one for the media expert. The questionnaire for the

media companies included a short introduction to the study field, backed up by literature

sources, in order to give the interviewees an overall idea. The questions for the two media

companies, based on the theoretical framework of the thesis, were more focused on

content and facts whereas the expert interview was aimed to cover personal opinion,

attitude and experience. The mail-questionnaires were submitted in English with the

possibility for the respondents to reply in German to facilitate the conduction and increase

the chance to get deeper, more detailed and exhaustive answers. Both media companies

responded in German language while the media expert found it easier to answer the

survey in English.  An advantage of conducting the interview via email, was the amount of

time the interviewees had to respond. Compared to a face-to-face interview, the

participants had a chance to think about questions and answers without the current time

pressure they would have had in case of a personal interview, where an answer would

have been anticipated immediately. Moreover answers could be rethought and changed

again later on, before sending the interview back to the author. As disadvantage, the

missing possibility to build up trust first has to be mentioned as well as the option to

observe behavior, take notes, get and give a direct feedback or have possible queries.

2.4. Selection of Respondents and Conduct of Interview 

All three study participants share one characteristic which is their field of activity, namely

the Austrian media industry. The two media companies were chosen as representatives of

two of the biggest media enterprises in Austria, one private and one public-law medium.

The expert is a very well known author in the Austrian media landscape and therefor

considered as a valuable completion of the two representatives of the media companies.

As the author of the thesis sought for similarities as well as differences and new findings to

analyze and compare with the theory, it was important to get interviewees with different

professional profiles in the same field of application. The search for interview participants

proved to be difficult at first, because out of sixteen interview requests that were sent out,

ten to Austrian media companies of all kinds and six to media experts, no response came

back. After contacting each of them via telephone multiple times, three positive responses

were the result. A 'yes' came from one of Austrians most popular quality newspapers,

DER STANDARD, fourth biggest in the country and ranked number one among

academics. The weekly newspaper was founded in 1988 by Oscar Bronner, based on the
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model of the New York Times. The first issue of DER STANDARD was published on the

19th of October, 1988. Furthermore it was the first german-language newspaper with a

website, 'derStandard.at', which went online in 1995. After it was working separately from

the printed version for several years, finally since 2013, both online and print share

organization, management, editorial department and team. Now the online edition is

available as entire e-paper. Further, it is represented in the social media with a Facebook-

page and a Twitter-account and its mobile app is available for free download. DER

STANDARD media stock corporation is owned by Oscar Bronner's private foundation and

belongs to its cooperative, the Austrian press agency, just like almost every other

newspaper in Austria. The newspaper's reach in 2014 was 5,7% with 410.000 readers in

total. DER STANDARD is a liberal medium, neutral and politically independent for readers

with high expectations of an exhaustive, comprehensive reporting, profound and objective

coverage in the fields of economics, politics, culture and society. DER STANDARD

advocates the parliamentary democracy and the republican political culture for

constitutional objectives and refusal of political extremism and totalitarianism. Furthermore

for strengthening Austria's economic competitiveness according to the principles of a

social market economy. (derstandard.at) DER STANDARD is committed to the code of

honor of the Austrian press and described by scientists as independent and left-wing

liberal. In March 2000 the female counterpart to the online version of 'derStandard.at' was

created and available at 'dieStandard.at' where the male article 'der' was replaced by the

female 'die'. In 2010 the online portal 'daStandard.at', an online news platform for

immigrants in Austria was launched. Every monday, the newspaper provides eight pages

of English news, including articles from the New York Times. The headquarter of DER

STANDARD is located in Vienna. (derStandard.at) As a consequence of the local distance

between the author of the paper and the potential interview partner, the interview could not

be conducted in person and alternatively had to be carried out via email correspondence.

The first contact was a general email sent personally to Annali Manzana-Marín, deputy

marketing director of the newspaper, to introduce author and purpose of the thesis, give an

overview of the topic and explain a possible procedure of the interview including number of

questions, time frame, and communication process. Manzana-Marín's contact dates could

be found on the newspaper's website and the author's first attempt to contact the

marketing department, assuming to most likely get the needed information there, appeared

to be right. After one week without reply the second contact followed via extensive phone

call. After a detailed explanation of the thesis, research questions, field of study and aim of
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the interview, the questions, on Manzana-Marín's request, were sent via email before the

decision to participate in the interview was finally made. Annali Manzana-Marín agreed on

answering the mail questionnaire on the condition that she would have the unlimited

possibility to change the order, cancel or reformulate questions freely according to her

information, knowledge and personal opinion and attitude. The semi-structured interview

method made this prerequisite possible, as the questionnaire only served as a basic guide

and direction select in order to get the needed data and therefor could be modified. The

interviewee answered the questionnaire during four days and sent back the complete

interview without any further queries, including additional information in form of website-

links, pdf-files and articles which will be further explained and illustrated under the chapter

'findings'. 

The second consent came from OE3, one of Austria's three biggest radio stations with the

widest reach and highest number of listeners. OE3 belongs to the public service media

company ORF (transl. 'Austrian public broadcast') which means that it has to fulfill the

Austrian public-law program mandate, the so called 'ORF-charter' (appendix). According to

the treaty of Amsterdam and its protocol on the system of public broadcasting in the

member states, “[...]the system of public broadcasting in the member states is directly

related to the democratic, social and cultural needs of each society and to the need to

preserve media pluralism[...]” (ORF public value report 2014/2015) It and can be classified

as 'Contemporary Hit Radio', known under the slogan “we play the best music-mix”. The

radio station is headed by a director, Alexander Wrabetz and a program director, Georg

Spatt. It's main genre is pop and rock music from the early 80s up to the latest hits. OE3

tries to keep up with trends, to be entertaining, surprising and informative at the same

time. The radio station was founded in 1967, when the new Austrian broadcasting

legislation entered into force. In 1977 OE3 started it's 24/7 program. The radio station is

located in Vienna, Austria's capital city in one of the most advanced and contemporary

radio studios in Europe. (enterprise.orf.at) On its website, the audience can find

information and news as well as charts. Via live stream and webcam, people can have an

insight and listen to the current broadcasting show at any time. It is possible to trace back

played tracks until April 2009. OE3 is also represented on Facebook and Twitter. Another

online service offered by Austria’s public radio station is the possibility to download

selected podcasts for free. Every full hour OE3 reports the news, followed by weather and

traffic information. (oe3.orf.at) The radio station hosts 150 own events each year, ranging
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from concerts to festivals and parties. (kundendienst.orf.at). Moreover OE3 organizes

numerous charity events and projects which will be discussed within the framework of the

interview findings in the following chapter of the thesis among further relevant thematics,

activities and areas of responsibilities. The procedure of this interview was similar to the

one of the weekly newspaper 'DER STANDARD', because the circumstances such as the

distance between whereabouts of both parties and initial difficulties to get hold of an

interview partner. The only difference was the way of contact that in this case was only

established via email, not via telephone. First, a general email to explain the thesis and the

concern to find an interview partner who can give the right information about the field of

study, was sent to the main customer email address of the broadcasting studio in Vienna,

found on the radio station's website. A reply came after eight days including the contact

date of a radio host called Philipp Hansa, who was willing to answer the questions and

give firsthand insights into the work, practices and CSR efforts of OE3. The reason why

the marketing department itself was not willing to give disclosure was the fact that it had

never been part in such kind of research before and argued that a young radio host who is

constantly involved in every event, always in the middle of happenings and permanently

on-site all actions would be a greater help and better fit in the case of a student's research

project. As a next step Philipp Hansa was contacted by the author via email to give a short

explanation and follow-up on the facts he already knew. After his approval, the

questionnaire was sent out to have it answered but first clarifying the purpose of a semi-

structured interview and inform about the possibility to change the outline and order, which

served as a guideline and general structure to limit the frame of the interview. The

questionnaire was the same as the one sent to DER STANDARD. After 11 days it was

sent back to the interviewer including an attachment of the public value report, because it

was relevant and mentioned in the responses which will be focused on in the next chapter

as well. Philipp Hansa answered the questions as far as his knowledge allowed him to and

used the public value report of the ORF (Austrian public broadcast) – where OE3 is part of

– to back up his answers. He sent the pdf-file attached in the email with the completed

interview and noted to draw on it in case of any uncertainties or problems of

comprehension. As a radio host he does not have all the detailed insight information

concerning company structure, policies and legal issues, but he is very up to date on

everything that is currently going on, on which topics OE3's focus lies at the moment and

what is being done besides the company's obligations. 
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Matthias Karmasin is university professor and expert of CSR and media ethics in Austria

and was the only one of the media experts who replied to the interviewer's enquiry. He

was chosen during a preselection as one of the six media experts to be contacted because

the works he published as well as his field of knowledge and science reflect the topic of

this thesis very well. He has published more than 30 books and over 100 scientific papers

around the topics CSR, media ethics, media convergence and accountability. Karmasin is

co-founder of the 'Media House Vienna', research consultant and part of the research

team. Moreover he teaches as professor of communication studies and media

management at two universities in Austria. In previous years he taught at the university of

Vermont/Burlington and the university of Tampa/Florida. His research focus and activities

lie in the field of media economic and media ethics. Most of his publications deal with CSR

and media ethics in the Austrian media industry. After having contacted Karmasin via

email, the reply came only a few hours later with the demand for the questions and his

direct consent to answer them. The questionnaire (appendix) sent to the media expert

differs from the one that was sent to the media companies, due to the characteristics and

profiles that distinguishes him from the two other parties. The questions asked in this case

were intended to get a general picture of the present state of the Austrian media and how

they are related to CSR and sustainability, issues and concerns, recent developments as

well as a future prognosis based on know-how, experience and personal opinion of a

media expert in Austria. Karmasin returned the complete interview without changes and

the opportunity to enquire when needed. In the following chapter the findings of the three

semi-structured interview will be revealed and discussed.

3. Analysis of the Empirical Data

In the following, the analysis concentrates on the empirical findings, which are presented

and discussed by comparing them to each other, furthermore by connecting them to the

research questions and the theories chosen by the author and listed at the end of the

theoretical approach. The data that was collected in the empirical part helps to answer the

research questions that were created and is therefor very useful for the research design

and its analysis. The aim was to underline and strengthen the theory and research

questions by the empirical data which was collected throughout the interviews and later

link and connect the theoretical to the methodological approach using a qualitative

analysis. The responses and outcomes of the three interviews can be seen as a

complement to the theoretical part, furthermore the empirical data helps to approve or
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disapprove the research questions. Before completing the formulations of the questions

and conducting the interviews, the website of both media companies was investigated in

order to acquire some prior knowledge and to get some essential basic information at first.

The answers that were given in German language by DER STANDARD and OE3 were

translated into English by the author. The conceptualized data will first be presented

without interpretation in the subchapter 'results' and will then be analyzed and

problematized in the 'discussion'. Chapter four concludes the anaylsis. 

Findings

The first interview was conducted with Anna Manzana-Marín (A.M.) from the newspaper
DER STANDARD. 

The newspaper does not have a special CSR-department but all environmental and

sustainability and CSR issues are being handled by the marketing department with impact

and help coming from all other departments occasionally when it is needed. As a few

examples of a sustainable working process in the media house, the interviewee listed

compliance-rules to avoid internal corruption, sustainable hardware recycling and careful

return of newspaper. DER STANDARD deals with CSR and sustainability within the media

house and tries to balance economical, legal, ethical and philanthropic responsibilities

even though it is not always easy to harmonize those requirements. The newspaper is

tolerant towards ethnical and religious communities and stands for equality of all citizens.

DER STANDARD give its readers enough scope to form their own opinion. Journalists and

editors of the media group are aware of their responsibility regarding information and

opinion-forming of the society. Independence and neutrality is the very basis of their work.

The journalists working for this newspaper have the due diligence to follow the press code

of honor and the policy of the Austrian press council which means they have ethical

obligations and responsibilities as a medium and they are absolutely aware of this duty. 

All CSR activities and efforts are being communicated to the public online as well as in the

printed edition of the newspaper. Other than that, social media plays an important role in

the communication process. To keep their readers informed about all kinds of happenings,

news, projects or events the newspaper posts several articles on their Facebook-page and

Twitter to reach younger readers, a very important target group, as fast as possible.The

newspaper considers its responsibility of communication as one of the main CSR tasks.

Furthermore internal sustainable activities  are always being communicated to employees

and recipients, primarily to keep the parties informed but also to open people's eyes on the
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great importance of sustainable behavior. 

The online edition of the newspaper includes a section called 'Greenlife', which is an extra

news platform for environmental, ecological and sustainable topics. Journalists report from

sociological, economic and scientific perspectives and try to cover every event, happening

or issue related to sustainability. The aim is to raise awareness and keep the society

informed. 

The second interview was conducted with Philipp Hansa, radio host at the public radio

station OE3. Comprehensive and widespread information about global issues is part of

OE3's perception of CSR. For the radio station CRS means to fulfill all public value duties

as a public-law and service media company. OE3 has a responsibility towards the country

and its citizens including the building of bridges across nations to open gates to the world

and widen people's minds and horizon. Moreover the media enterprise aims to maintain

Austria's integrity and foster the identity of the country. When it comes to daily issues and

questions on a national basis, such as consumer protection, health and medicine but also

traffic and weather information, OE3 is aware of its responsibilities to keep the society

informed and at the same time entertained, which is part of the journalistic responsibility. 

Sustainability inside the company is another big topic and long-time goal of the radio

station. However it is a very complex one as well and carries a lot of barriers with it.

Environmental pollution has its price and the community pays. As long as the costs for

usage, recycling and pollution are not priced into worldwide resources, the market will not

regulate it.The focus is on adding economic and cultural value by for example supporting

artists from the national creative scene and by producing and cooperating with the

Austrian film industry. The term 'culture' is especially emphasized, more as a cultural duty

that connects majorities with minorities and acknowledges diversity in society. 

According to the host, the communication of those public values is one of the crucial

characteristic of public-service media and OE3 is aware of the fact that it has the social

responsibility to ensure freedom of expression, quality of communication and most

important the tolerance and solidarity of integration. The radio station wants to offer

accuracy of facts, trustworthy and coherent news about global politics, business, society

and culture and have a wide network of correspondents all over the world. 

In this context environmental interested people play an important role in the agenda

setting. They help to spread news and reports about sustainability issues not only as

headlines but also everywhere else. Environmental protection and sustainability are

statutory in the public-law duty of the Austrian broadcast. The CSR news coverage in the
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year 2014 contained 700 radio reports, including topics around climate change,

sustainability and environmental protection. The ORF guarantees economic efficiency,

transparency and innovation and  radio OE3 as one of its daughter companies does

everything in its power to help achieve those goals. Center of attention are all relevant

public values that are essential for the democratic, social and cultural solidarity of the

society. OE3 does a lot to maintain its position as a social responsible and sustainable

radio also in the future and to handle the changes of the media industry in the society. The

key and at the same time biggest challenge of sustainability is to foster quality media,

provide content easy to understand for the broad audience and to get citizens to act

sustainable and ecological and environmentally conscious. 

A recent example of an international integrated CSR activity is the 60th Eurovision Song

Contest that takes place in Austria in May 2015. It is being organized as an event,

conforming the certified environmental standards. Furthermore the campaign 'Mikroplastik'

(micro plastics) helped to raise people's awareness concerning the use and danger of

micro plastics by reporting about different companies every day during one week. 

The third interview was conducted with Matthias Karmasin, university professor, author

and expert of CSR and media ethics in Austria. Karmasin argues that corporate social

responsible and sustainable actions coming from the media is more important than ever.

Especially in a globalized and digitalized society, it is indispensable to raise public

awareness about environmental, ecological, ethical and social issues in order to make a

progress. CSR should be an integral part of a media company's business model and a pre

requisite for public fundings. In Karmasin's view and experience, the whole responsibility

for the appropriate implementation of CSR in the media industry lies in the hands of quality

media and goes hand in hand with the journalistic responsibility that sets media apart form

other industries. CSR should become an even more important factor: both in reporting as

well as in internal structures. I n times of social media where society has turned into

rapporteurs media's influence should be used stronger to contribute to a better future of

the planet earth. Karmasin describes Facebook, Twitter or personal blogs as media

companies who should be hold accountable just like every other media enterprise. The

issue for media companies to find a balance between their economical as well as legal

responsibilities but at the same time ethical and philanthropic responsibilities describes

Karamsin as a basic question in CSR - for all industries. The question is how to balance

ethical and economical strategies. This is a present issue and will stay one until CSR

becomes a self-evident requirement for the media industry. 
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Discussion of Findings

Referred to the first research question, how Austrian media companies have implemented

CSR, the results from interview one with DER STANDARD clearly show, that there is no

special CSR-section in the media house and that all CSR strategies like sustainable

activities but also environmental issues are handled by its marketing department with the

occasional help from other departments. From the results of interview two with OE3 it is

not clear to discern whether there is a special CRS-section in the company or not.

However both results show how the two media houses have implemented CRS and

sustainability in their corporate policy. Whereas the newspaper lists far less approaches

than the radio. In this context DER STANDARD only mentions the internal sustainable

working process that involves compliance rules, hardware recycling and return of paper.

OE3, the public-law and service media company on the other hand has a different

perception of CSR coming from the public value duties as part of their responsibility

towards the citizens. Spreading information and building bridges across nations can be

seen as part of media's educational and democratic responsibility, complemented by

media's duty to form opinion and carry information as Mc Quail (2005) formulates it. At this

point, it is clear to see that OE3 is aware of their journalistic responsibility, according to

Karmasin (2009), one of media's main duties next to cultural responsibility because it sets

them apart from other industries. For the radio station the cultural duty is also essential

because in their case it connects minorities with majorities and acknowledges diversity in

society. In the interview, the media expert argues that CSR should be an integral part of a

media company's business model especially in quality media, which applies to both, DER

STANDARD and OE3. The radio station includes CSR more on an external basis by

concentrating on their journalistic responsibility to inform and entertain the consumer

whereas the newspaper focuses on internal sustainable behavior, which OE3 names to be

a big future topic, because for the public-law and service media companies, this project

still carries a lot of obstacles with it. Even though two of the biggest media houses in

Austria have already implemented CSR in their corporate philosophy, the media expert is

still not satisfied with the sustainable actions in the Austrian media landscape and argues

that CSR should become an even more important topic. 

Now, that it is clear that CSR and sustainability are already part of the Austrian media

industry, sometimes more, sometimes less, the next question is how do media companies

communicate issues connected to CSR and sustainability. Once again Mc Quail's theory
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that media's direct ability to communicate, at the same time means an educational and

democratic responsibility towards society can be applied at this point. (Mc Quail, 2005)

Again the answers of the two media companies differ in a similar way than with the first

question. The newspaper's communication is more towards new means of communication

like social media in order to reach younger people, as they are a very important target

group. Next to the printed and online version of the newspaper, DER STANDARD uses

Facebook, Twitter and other similar channels to spread CSR activities, sustainable efforts

and news concerning this topic but also other happenings, projects or events. This

approach is being supported by Karmasin who argues that social media turns the society

itself into rapporteurs, a clear sign for the media to use their influence as much as possible

in order to help contributing to a better future. He even takes the discussion to a higher

level by calling Facebook and Twitter as well as personal blogs media companies who

should be held accountable just as much as other media enterprises. DER STANDARD

considers the responsibility of communication in general as one of the main CSR tasks

and that includes the communication of CSR and sustainability within and outside the

company just as always keeping recipients up-to-date. This approach can be related to

Hutchins demand on the media to use their sociological power to enhance the diversity of

communication. (Hutchins, 1942) For OE3 the communication of public values just as the

spreading of trustworthy global news play an important role, more than communication of

CSR as such. That again is attributable to the the rules and requirements, a public-law

media has to follow, including the freedom of expression and quality of communication.

The radio station's approach of communicating CSR and sustainability goes more towards

agenda setting and raising awareness when it comes to environmental protection and

sustainability which are part of the public-law duty of Austrian media. Consequently, the

CSR news coverage of OE3 in 2014 contained several reports about climate change and

sustainable activities. Unlike DER STANDARD, the radio station does not put great focus

on the internal communication of CSR topics, according to the interview. The newspaper

on the other hand, mentions the two reasons why the communication within the company

is important: first to always keep employees informed of every action taken but also at the

same time to enhance the great importance of sustainable behavior in general. 

The third research question asks how media companies combine business and ethics in a

balanced way and at the same time fulfill economic, legal, ethical and philanthropic

responsibilities, which according to Carroll should be the summary of the total Corporate
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Social Responsibility of businesses. (Carroll, 1979) DER STANDARD is aware of the

challenge of balancing those four responsibilities but still tries to deal with it in a profitable

way, which was also emphasized by Freeman (2010). Nevertheless in both cases,

newspaper and radio, the interviews clearly stress the ethical approach, rather than the

economical. Both media companies follow values which can closely be connected to the

'new imperative for business' by Carroll and Buchholtz (2000). The newspaper is tolerant

towards ethnical and religious communities and stands for equality of all citizens. Further,

the journalists follow the press code of honor which means that they have ethical

obligations to fulfill. Similarities can be found in parts of the imperative such as “be ethical

and to be a good citizen”. (Carroll and Buchholtz, 2000). The theory of media being a

platform or society to socialize (Brosda & Schicha, 2000) and an economic subjects that

carry responsibility in a democratic system (Schranz, 2007) applies for OE3, where again

the public values are essential for democratic, social and cultural solidarity of the society.

For the company this means to try to maintain its position as a social responsible and

sustainable radio also in the future and to handle the changes of the media industry in the

society. The radio's biggest challenge is more towards providing qualitative content for the

broad audience and at the same time to get citizens involved in sustainable activities, a

goal that is also found again in the 'Corporate Citizenship Theory', emphasizing the

importance of internal and external active engagement in corporate activities to contribute

to a better environment (Crane, 2008). DER STANDARD on the other hand lists the duty

of opinion-forming as one of the most important and states that journalists need to be

aware of their responsibilities to carry information for readers to form their own opinion

which leads once more to Mc Quails theory of media's duties to from opinions and carry

information due to their role as channel of communication (Mc Quail, 2005). The results

clearly show the strong meaning of the word 'challenge' in this case. Although Karmasin

describes the balance between economical and ethical responsibilities as a basic question

in CSR and emphasizes again its importance, he knows, that this issue is very present and

not easy to solve until CSR becomes a natural part in all industries. 

One example in each of the interviews with the two media companies demonstrate not

only the practical implementation of CSR activities but can also be connected to the other

two research questions. OE3 launched the 'micro plastics' during one week, while DER

STANDARD includes 'Greenlife' as an extra section in the online edition of the newspaper.

Both campaigns aim to raise awareness and keep the society informed about
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environmental issues. Here again, media's direct ability to communicate underlines the

educational and democratic responsibility towards society (Mc Quail, 2005). The online

articles as well as the daily radio broadcasts during one week is a way to communicate

CSR and sustainability to citizens, so here the focus of communication is set outside the

company. The two campaigns are a perfect example for the balance of business and

ethics. Both, newspaper and radio station call attention to the media companies

themselves by producing new and different content as usual and at the same time they

provide recipients with valuable information about their environment, in other words fulfill

their social responsibilities towards society. The two theories which explain media's aim to

balance business and ethics, can be applied for the campaigns as well because in that

sense the companies provide a platform for society to socialize on the one hand (Brosda &

Schicha, 2000) behave like economic subjects that carry responsibility in a democratic

system on the other hand (Schranz, 2007).

4. Conclusion and Suggestions for Future Research

The results of the interviews answer the three research questions as precise as the

present state of things in the Austrian media landscape in terms of CSR allows. The

findings give a slight insight into the future development of CSR and sustainability in the

Austrian media. The first research question shows clear outcomes of how the Austrian

media implements CSR in their corporate policy and philosophy. Both media companies

record at least the base of including CSR and sustainability. For the newspaper as well as

for the radio station Corporate Social Responsibility is a very broad term that can be

interpreted in numerous different ways. Karmasin rounds it all up by saying that CSR will

become more and more important in the Austrian media industry. The second research

question asks for the way the Austrian media communicates CSR, within and outside the

company. And again, the answers differ in some ways, but still draw a good picture if and

how media companies communicate internally as well as externally. The main difference

between the newspaper and the radio that become evident in both questions, clearly is the

fact, that OE3 is a public-law service medium that needs to fulfill certain duties, required by

the Austrian law, which the newspaper doesn't have to. In that sense, OE3 needs to be

more conservative in means of communication, whereas DER STANDARD for example

uses social media such as Facebook or Twitter more often to quickly spread news.
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Karmasin appeals to the media to use their sociological power even stronger for the

communication of CSR and environmental issues. The third research question was

probably the one with the widest range of answers. Both media companies slightly struggle

with balancing the economic, legal ethic and philanthropic levels of CSR. They try hard to

pay enough attention to all four categories but at least one of them is being pushed back

by the other areas once in a while. Although both are very much aware of their

responsibilities towards society and the demand for an equal understanding and

implementing of economic efficiency, transparency and innovation as well as democratic,

social and cultural sectors in the company's CSR vision. But still the challenge is a real

one and a good middle course has yet to be found. Karmasin sees it as a present issue

that will stay such until CSR is taken for granted by the media industry. Further he argues

that it is indispensable to raise public awareness about environmental, ecological, ethical

and social issues in order to make a progress. Media ethics as integral part of corporate

social responsible practices are the first signs of a small progress in this study field,

because as the empirical findings show, the investigated companies as well as the

interviewed media expert consider media ethics as a pre requisite for CSR. Ethical

responsibility refers to doing what is right, fair and does not do any harm. Media ethics

have always been shaped by the social, technological and economic structure of news

media therefor they build the basis for sociopolitical and economic questions and want to

explore the impact of media and their ethical responsibility on society. (Ward, 2013) The

outcomes in the empirical part of the thesis clearly emphasize the ethical importance as

part of CSR. Both, the newspaper as well as the radio station have a social responsibility

to fulfill including ethical obligations. But in addition their actions go beyond what is

requested by law and implement all sorts of ethical and social responsible efforts and

practices as the previous findings show. Despite technical and legal regulations the media

companies influence the process of change in social structures and values which makes

them producers of social, real and culture capital at the same time. Media should be

entertaining and integrating and most of all they should foster cultural diversity. (Karmasin,

2006) The cultural dimension is another distinct emphasis which can be found both in the

theoretical as well as empirical findings. According to Karmasin the focus on the cultural

impact and effects should be even stronger because it is the basis for all further

happenings and consequences including globalization, climate change and several other

environmental issues. However the most significant result of the interviews and main

operational area of CSR clearly can be found in sustainable efforts and practices of the
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media companies. Even though Karmasin does not consider sustainability and ecology to

be the initial topic of CSR, previous studies show the opposite. Much more effort is being

put into sustainability and environmental issues than focusing on the cultural perspective,

as Karmasin enhances. Both interviewed media companies provide a comprehensive list

of projects covering sustainability and environmental issues. Their CSR mainly happens

on this level, besides, all those efforts and activities are being communicated to the public

as examples of their social responsibilities. Acting sustainable for both media companies

means acting social responsible towards their stakeholders, which in their case are their

readers and towards society as a whole in order to provide public value and fulfill their duty

as voice of the citizens. In both cases, the internal level namely employees was brought

forward very weak in the interview and consequently needs to be further developed. Fact

is, that Corporate Social Responsibility and sustainability are more important than ever

and should be an integral part of media companies as well as a pre requisite for public

fundings. In Karmasin's opinion it is indispensable to raise public awareness about

environmental, ecological, ethical and social issues. Especially in times of social media it

has become much easier to communicate this topic to the public and call people's

attention. Previous studies consider the media as carrier and at the same time barrier of

CSR and note that no other industry can influence how people and politicians think about

Corporate Social Responsibility and sustainable development as powerfully as the media

industry. (SustainAbility, 2002) Despite several attempts to bring the theoretical

considerations surrounding the concept of CSR in a terminological order, the general

research is still far away from a universally legit definition. An extensive amount of

literature treating this topic already exists, however, CSR in media companies stays to be

a barely investigated field. Social responsibility in the media is indeed an existing

phenomenon but the focus is still on media ethics, considering CSR as partial aspect of

media governance and interface between media and business ethics. (Schranz, 2007) 

The analysis of the findings shows that all three research questions were answered

throughout the empirical part. Though at this point there has to be said, that the picture

would be more complete if connected to the actual practice of CSR by the media

companies in society. That means to measure the effects it has the citizens to see if media

companies really do have the power to raise peoples awareness in a way that a rethinking

can be perceived and how people in general react to this topic, when informed by the

media and to find out if the picture media companies have of their CSR practices, can be
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mirrored in society's actual picture of media's CSR practices. In the case of this theses, the

author wanted to stick to a clear line and do a research of the present state of affairs as a

start, to see how far CSR in the Austrian media landscape has already developed.

Furthermore, the aim was to find out how media businesses in Austria think about CSR,

about their attitude towards sustainable activities as well as approaches and motivation to

engage in practices. Therefor the opinion of employees in a media company just as much

as the media expert's knowledge was absolutely valuable and sufficient to fulfill the

purpose of this thesis. As the study field obviously is in progress and has been emerging

over the previous years, it would be interesting to do a similar research again in the

coming years, this time combined with the analysis of actual practices of CSR as well as

perceptions and reactions of the audience as mentioned before, in order to see how far

and how successful CSR and sustainability in media companies have actually developed

by then and to expand the current state of research in Austria's media landscape.
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Appendix

Appendix 1 – List of Figures

Figure 1: Corporate activities in Austria regarding sustainability and CSR. Schmidpeter, R.

(2005). Corporate Social Responsibility Across Europe. Springer. Online available:

https://books.google.se/books?

id=zNMgqJijZUUC&pg=PA134&lpg=PA134&dq=initiative+CSR+Austria&source=bl&ots=_i

mwVhBgk9&sig=3yvk7zsHhInnULxUUq52kfliLuQ&hl=de&sa=X&ei=_7lXVZLzMISLsAG__

4HgBw&ved=0CGAQ6AEwCQ#v=onepage&q=initiative%20CSR%20Austria&f=false. 

Figure 2: CSR Austria Guiding Vision: Economic Success. Responsible Action. Produced

by the CSR Austria Initiative. Schmidpeter, R. (2005). Corporate Social Responsibility

Across Europe. Springer. Online available. 

Figure 3:  Media CSR Forum. (2004). Key CSR issues for the media industry. KPMG LLP.

UK.

Figure 4: Carroll, Archie B. (1991). The Pyramid of Corporate Social Responsibility:

Toward the Moral Management of Organizational Stakeholders. In: Business Horizons.

Appendix 2 – Interviews 

Survey 1: DER STANDARD & OE3

Question 1
Is Corporate Social Responsibility an integral part of your company's business model,
internal as well as external? 
If yes, could you explain your approaches and strategies/projects in a few words please.
If no, can you name similar projects that can be classified as sustainable and deal with
environmental or charity issues?

Question 2
Which of the following examples of CSR apply to your company's practices? Could you
state why and give some examples please?

Economic Responsibilities
A company's first responsibility is its economic responsibility -- that is to say, a company
needs to be primarily concerned with turning a profit. This is for the simple fact that if a
company does not make money, it won't last, employees will lose jobs and the company
won't even be able to think about taking care of its social responsibilities. Before a
company thinks about being a good corporate citizen, it first needs to make sure that it can
be profitable.
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Legal Responsibilities
A company's legal responsibilities are the requirements that are placed on it by the law.
Next to ensuring that company is profitable, ensuring that it obeys all laws is the most
important responsibility, according to the theory of Corporate Social Responsibility. Legal
responsibilities can range from securities regulations to labor law, environmental law and
even criminal law.

Ethical Responsibilities
Economic and legal responsibilities are the two big obligations of a company. After a
company has met these basic requirements, a company can concern itself with ethical
responsibilities. Ethical responsibilities are responsibilities that a company puts on itself
because its owners believe it's the right thing to do -- not because they have an obligation
to do so. Ethical responsibilities could include being environmentally friendly, paying fair
wages or refusing to do business with oppressive countries, for example.

Philanthropic Responsibilities
If a company is able to meet all of its other responsibilities, it can begin meeting
philanthropic responsibilities. Philanthropic responsibilities are responsibilities that go
above and beyond what is simply required or what the company believes is right. They
involve making an effort to benefit society -- for example, by donating services to
community organizations, engaging in projects to aid the environment or donating money
to charitable causes.

Question 3
How do you communicate your CSR strategies to the public? Which medium is used? 
Social media?

Question 4
Where is your CSR based? Business development, human resources, public relations? Or
separate unit? Or no clearly defined team/program?

Question 5
A firm's implementation of CSR goes beyond compliance, beyond the interests of the firm
and what is required by law and engages in actions that appear to further social good.
Would you say this is also true in the case of your firm?

Question 6
Greenwashing vs. being green – if you are completely honest, does your company actually
try to minimize environmental impact, instead of spending more time and money claiming
to be “green” through advertising and marketing?

Question 7
Keyword „News coverage“ – does it lie in your personal interest to keep your audience
informed about environmental issues such as climate change? That means, do you
specifically want to use your influence on society as a daily newspaper to raise public and
political awareness of these topics and are you aware of your responsibilities towards
society?

Question 8
Can you name and explain current projects and/or strategies such as charity, educational
or social programs hosted by your media company?
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Are there any future projects planned with special focus on CSR and sustainability? If yes,
could you give a brief explanation? 

Survey 2: Matthias Karmasin

1. What is your personal relation to Corporate Social Responsibility and Sustainability? Is it
a topic close to your heart, that in your opinion needs to be paid more attention to?

2. How important do you personally find CSR and sustainable actions/activities/practices in
media companies? Do you think it is essential in order to raise public awareness about
environmental/ecological, ethical and social issues?

3. Regarding the social responsibility a communication medium has towards society, do
you think CSR should be an integral part of a media company's business model?

4. Do you think that CSR and sustainability-issues are communicated properly and
sufficiently to society or is it still a topic that needs to be focused on more? Should media's
influence on society be used stronger to contribute to a better future of our planet or is this
a rather utopian thought in times of Facebook, twitter and blogs, where society has turned
into rapporteurs?

5. Do you think that in times of digitalization and its resulting financial savings it is still
possible for a media company to find a balance between their economical as well as legal
responsibilities and at the same time ethical and philanthropic responsibilities?

6. Speaking of digitalization – the future of our newspapers is uncertain due to the
increasing use of e-papers. Many media companies claim, that they start switching to
digital media more and more because the use of printing paper, hence a number of its
consequences such as deforestation, can be reduced. Fact is, that some of the worlds
biggest media companies constantly leave carbon footprints due to e-garbage which is
caused by digitalization. In your opinion and from what your experience tells you, what is
the real truth in this case?

7. To your knowledge, has CSR developed over the last couple of years and become a
more important factor in Austria's media landscape? 

8. Can you give personal prospects into the future of CSR as a natural part of Austrian
media companies – will this ever be the case and what is needed in order to get there?
Financial support by the state?
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