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STAKEHOLDER MANAGEMENT
(GRI 10240, 10242, 10243, 
10244, 10246)

Porsche engages in twoway conversation 
with relevant stakeholder groups and continu
ously strengthens this dialogue. In addition, in 
2017 the company expanded its stakeholder 
management in relation to sustainability themes
and added a further international  dimension  
to it. For example, the regular stakeholder
surveys were extended to take in the Chinese 
and British markets, and direct  dialogue with 
key suppliers was strengthened through the 
organisation of workshops. 

Dialogue with external stakeholders
(GRI 10240, 10243, 10244, 10247, 
10248)
A range of communication channels and event 
formats support Porsche’s engagement with 
external stakeholders. The Porsche magazine 
Christophorus is published in eleven languages 
around the world. The commu nity newspaper 
targa – Nachrichten für die Nachbarn (targa, 
the residents’ journal) addresses local residents 
who live in proximity to Porsche’s sites. The 
online newsroom with its Twitter and Instagram 
channels, the webbased TV channel 9:11 
Magazin and the Porsche website are all exam
ples of key sources of information for thought 
leaders, decision makers and customers. 
Porsche also seeks to address stakeholders 
personally. Three events in 2017 provided 
progress updates on construction projects at
Porsche sites. For the first time these included 
the communities of Weissach and Mönsheim 
in the immediate vicinity of the Porsche Devel
opment Centre. More than 500 interested 
locals took the opportunity to find out about 
how work was progressing, ask questions, 
make suggestions and voice their opinions.

Cooperating in networks and engagement in 
sustainability initiatives also form part of
our stakeholder dialogue. Since 2016, Porsche 
has been a member of the Bundesdeutscher 
Arbeitskreis für Umweltbewusstes Manage
ment e.V. (B.A.U.M. – German Environmental 
Management Association). In 2017, Porsche 
joined the German Business Ethics Network
and became a signatory to the state of
BadenWürttemberg’s WIN! charter for sus
tainable business, marking its commitment  
to economic, environmental and social respon
sibility. The company engages in dialogue  
with local politicians through an “intermunici
pal working group”. In 2017, Porsche organ
ised sustainability workshops for selected 
suppliers for the first time. Participants in these 
events discussed new approaches to collabo
ration on sustainability aspects.

The Porsche Sustainability Advisory Commit
tee, formed in 2016, met the Executive Board
of Porsche AG on two occasions in 2017. 
The committee is composed of internationally 
renowned representatives from the scientific 
and public communities (Prof. Sonja Peterson, 
Prof. Lucia Reisch, Prof. Maximilian Gege,  
Prof. Ortwin Renn and Prof. Klaus Topfer) and
acts as an idea generator and driver for change 
related to sustainability. This cooperation will 
be further deepened in 2018.

Dialogue with internal stakeholders
(GRI 10240, 10243, 10244, 10247)
Transparency, featuring open and direct  
communication, is a major component of
Porsche’s daytoday corporate culture. 
Employees have a wide range of opportunities 
to learn about the company’s activities and 
latest developments, for example through the 
employee magazine, local site newsletters, 
the inhouse TV channel and also the intranet. 
Since 2017 employees have been able to 
download an app to use the Porsche intranet 
on their own devices. Regular works and 
depart mental meetings, employee information 
events and specific topic and innovation weeks
also form part of the diverse programme  
of internal communications. In 2018 a week 
dedicated to the topic of sustainability will 
aim to raise employee awareness on the sub
ject even further. 

Porsche encourages its employees to con
tribute their own ideas through its internal 
ideas and innovation management setup. 
Complaints and personal concerns are treated 
in confidence where requested. The Porsche 
ombudsman system receives anonymous 
complaints and reports on any illegal behaviour
in relation to the company. In 2017, more 
than 18,000 employees took part in the mood 
barometer (Employee Opinion Survey),
which questioned Porsche employees along 
with those at subsidiaries.

Our stakeholders
(GRI 10240, 10242, 10243, 10244) 
The most important internal and external stakeholders for the company,
established on the basis of internal analysis.
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Porsche engages in 
two-way conversation 
with relevant stakeholder 
groups and continuously 
strengthens this  
dialogue. In addition, in 
2017 the company
expanded its stakeholder
management in relation 
to sustainability themes 
and added a further 
international dimension 
to it. For example, the 
regular stakeholder 
surveys were extended 
to take in the Chinese 
and British markets, 
and direct dialogue with  
key suppliers was 
strengthened through 
the organisation of
workshops. 




