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COURSE DESCRIPTION:

Principles for Corporate Sustainability and Social Responsibility (CSR) is a course
founded on the premise that businesses and organizational activities are organized
and conducted for the purpose of making money for their shareholders. However, the
emerging concept of Corporate Sustainability and Social Responsibility (CSR)
suggests that businesses and organizations also have obligations and responsibilities
to the many other entities affected by their decisions. These are called “stakeholders”
and they include employees, suppliers, customers, communities and even the
environment. This course unit therefore intends to equip learners (who are the future
/ current managers) with knowledge of how to integrate CSR into their business
strategy and operations. It starts by giving a definition of CSR, then shows how to get
involved in CSR, how to identify CSR opportunities, communicating CSR activities to
stakeholders and tracking CSR performance, and ends with giving learners practical
skills in designing CSR strategies and highlights on how to use them for
competitiveness as well as tracking performance of CSR programs. Learners are also
taught about international bodies that provide guidelines and benchmarks for CSR
activities, e.g., UN Global Compact, Global Reporting Initiatives, etc.

COURSE OBJECTIVES
The main objectives of this course are:
1. To introduce learners to the basic principles of corporate social responsibility
(CSR).

2. To equip learners with knowledge of how to integrate CSR into business
decisions.

3. To equip learners with knowledge about CSR and enable them to become
champions of CSR.

4. To prepare learners for future lessons and challenges in the field of CSR.



LEARNING OUTCOMES:

Learners who successfully complete this course should be able to:

1. Observe and integrate corporate sustainability and responsibility (CSR)
principles in the workplace, supply chain, and the wider marketplace.

2. Spread CSR awareness to others who have not had a chance to get it from

class.

allocate a budget for its implementation.

the company.

COURSE CONTENT

Appreciate and participate in CSR activities in their communities.

Influence their organizations to adopt CSR in their core values and actually

Link CSR to business strategy and see the competitive advantage of CSR for

TOPIC

DETAILS

FACILITATOR

1.

Introduction to
Corporate
Sustainability and
Social
Responsibility
(CSR).

Definition of and distinction between
CSR and its related core concepts
(Philanthropy, Sustainable business,
corporate citizenship, business ethics
etc).

Evolution of CSR and its brief theories
(Stakeholders theory, triple bottom line,
etc).

The evolution of CSR in Uganda and its
current position.

Sustainability Management Principles.

Assoc. Prof.
David Katamba

2. Getting involved in e Arguments for and against CSR. Assoc. Prof.
CSR. e How CSR enters a company /|DavidKatamba

organization (CSR as boardroom
challenge, top level management
involvement and endorsement).

e CSR Responsibility and leadership.

e CSR dimensions (work place,
marketplace, environment, community, &
Governance).

3. ldentifying and e Stakeholders’ engagement in CSR | Mr. Tom
Managing CSR decisions. Tamale
activities. e Balancing CSR with organizational

needs /goals.

e Application of Stakeholder theory and
Social contract theory.

e Sustainable management of CSR
activities.

4. Integrating CSR e What is organizational culture? Mr. Tom
into organizational e Principles for integrating CSR into | Tamale

culture and

organizational culture and making CSR a
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making CSR part business strategy (transparency,

of a business accountability and sustainability).

strategy. e Developing a suitable CSR strategy for
socially and environmentally responsible
products and services, workforce, and
community relations.

e Using CSR as a competitive advantage.

5. Legal and e Laws Mr. Tom
Institutional e Regulations and Standards. Tamale
frameworks

6. Implementation of e Tracking CSR performance Mr. Tom
CSR e Communicating progress. Tamale

7. Tools for e Tracking CSR activity progress (a simple | Mr. Tom
measuring CSR M & E Tool). Tamale
results. e Balanced scorecard.

e Environmental audit.

e Existing performance reporting (Dow
Jones Sustainability Index, FTSE4 Good
Index).

e Communicating to stakeholders about
CSR undertakings.

8. Globalization and e How globalization affects CSR. Assoc. Prof.
CSR e Globalization as an opportunity vs. threat | David Katamba
for CSR.
e International bodies and benchmarks of
CSR

e The UN Global Compact.

e The Global Reporting Initiative.

e World Business council for sustainable
development.

e Organization of Economic Council and
Development (OECD).

METHOD OF DELIVERY:
Case studies, group discussions and class presentations, Lectures and guest lectures.

MODE OF ASSESSMENT

The students shall do coursework assessment as well the final exam. The course work
assessment shall account for 30% of the final exam mark while the final exam shall
account for 70% of the final exam mark. The pass mark of this course unit is 50%.

FACILITATORS
1. Assoc. Prof. David Katamba +256 702 972532
2. Mr. Tom Tamale +256 702 323654
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