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The highest level of social responsibility is elesliby an active attitude
which means that an organization perceives itseH aitizen in society
and actively looks for opportunities to contribtisethe social googHabek, 2010).

RESPONSIBILITY ASA DETERMINANT OF THE
ACTIVITY OF CONTEMPORARY ENTREPRENEURS

The article shows selected results of empiricaéaech. The state of knowledge on CSR
in society among business faculty students in Pgudicée was presented on its base. The aim
of the research was to learn about the attituddsogimions of young, potential managers
(graduating from this field) about their awarenes€SR activities in Poland.

CSR is a current theme which is widely discusseldrarea of management. The salience
of this concept may be demonstrated by the fatitttstaken into account in the development
of business models of modern enterprises.

The first part of the article presents the théoattfoundations for the principles of
corporate social responsibility. It addresses thestion of the essence of corporate social
responsibility. CSR was described as the art of niagagodern enterprises, which put
a considerable emphasis on this aspect, sinceatigegware of the role of establishing rela-
tionships with stakeholders. Stakeholders are ackeept when it comes to undertaking
business activities in the area of corporate soegdonsibility.

The second part of the study presents the resille research carried out among final-
year students from the Faculty of Management aRireszow University of Technology.

CSR is a challenging path, but it may bring londitesbenefits. It changes business pa-
radigms, rediscovering and emphasizing the impoganf relationships between the
organisation and its surroundings. It is a modeodeh of managing an organization that
facilitates its operation on a competitive marked aimultaneously increases the company's
innovativeness.

The principles of CSR are simple: honesty, relighibensitivity, loyalty, righteousness.
These values cannot be purchased, it takes yeatevielop them, and they are becoming
a valuable resource in the modern economy.
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1. INTRODUCTION

Over the centuries, views related to the functitwag enterprises should perform have
changed. In terms of the classic approach, the aagp priority should be to maximize
profit. However, with time, these issues startechéoperceived somewhat differently.
Attempts were made to encourage economic entdi@®t only achieve its business goals
but also to contribute to the growth of social wieahttempts were made to involve enter-
prises in social issues in the field of corporateia responsibility (CSR).

The CSR concept was created in the 1960s in theet&itates. The growing competi-
tive advantage of the USA meant that this concegah to attract a broad group of sup-
porters in Europe as well. The process of globatinavisible in every sphere of economic
life, was also of great importance for the inte@SR.

The modern and simultaneously responsible busisesmstantly looking for synergy
between economic, social and environmental aspeatge, international corporations are
doing a lot to be perceived as responsible. Theytwabe well-perceived both by their
consumers, as well as by non-governmental orgaoimatCSR is not applicable solely to
large companies. Small and medium-sized enterptiggsplay an important role in the
development of local communities and are not alveayare of their CSR potential are also
increasingly observable.

In Poland, during the transformation period, aruargnt was often used that the econ-
omy is not fully mature for it to be able to takéa account social and environmental issues,
and companies are forced to fight for survivalha tnarket.

Corporate social responsibility has been seemather peculiar way in Poland thus far.
Usually social responsibility has been discussedhi context of financial donations
supporting a good cause or social campaign. Thesmrissions were accompanied by
assurances regarding the selflessness of thesasdBut after all the management theory
defines corporate social responsibility as a modesimument to build the company’s value
and leverage. This kind of charity actions could &emost, a form of redistribution of
elaborated profitsRok, 2012)

However, the relatively high economic growth obselin recent years and the current
economic crisis should encourage enterprises togehtheir management model to a more
responsible one. These are the activities in whidfusiness should seek its competitive
advantage in the market.

2. THE ESSENCE OF CORPORATE SOCIAL RESPONSIBILITY

The concept of corporate social responsibility isread and complex issue. A clear
definition of the scope and type of socially resgible activities cannot be offered. A lot in
this respect depends on the local culture, thesingin which the company operates, but
also on the development of the country and the tir@ivsocial awareness. Some theoreti-
cians pay attention to the voluntary nature ofdbmpany's activities, for others, it is im-
portant to build positive relationships with staékters. The moment when the company
should make the decision to conduct activitiestti@r benefit of the society is also an im-
portant issue. Should it be done at the very béginaf its business activity or only when
it has achieved a suitable position on the markdttes guaranteed adequate profits.

A new moral contract between society and corpavegenisations is based on linking
corporate economic success with social and econdmielopment which is enhancing
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social welfare. Therefore, corporations should kEating values instead of only picking
them up (Paliwoda-Matiofeska, 2014).

The most comprehensive view is presented in Gasfsamdefinition, according to
whom, a responsible business should increase theamy's value over a longer period of
time, ensure proper relationships with the compastgkeholders, and should oblige to act
in accordance with the law and socially establiskthital standards (Rok, 2008).

While analysing the concept of social responsibitiis worth to point on the broad range
of responsible actions which corporations may t&keSpearman has extracted five main
areas of corporate social responsibility (Grudzewskjduk, Sankowska, Wituchowicz,
2009):

1) elimination or weakening of conflicts of intete resulting from the diastase of

objective and subjective goals;

2) securing the workers’ satisfaction with theutesof their work;

3) caring for the wellbeing of the own society;

4) protection of the environment from destructéonl leaving it to future generation in

a state that allows humans to continue living iyt

5) caring for the wellbeing of humanity.

An important document detailing CSR was the Davasifésto, which stated that man-
agement should serve clients as well as co-workevestors and the whole society, but
also balance the different interests of these gr@§Rpjek-Nowosielska, 2006).

One of the first scientists to pay attention tdeti#nt types of organizational responsi-
bility was Archie Carroll. He called this distinati the pyramid of corporate social respon-
sibility.

Voluntary
responsibility

Ethical
responsibility

L egal
responsibility

Economical
responsibility

Fig. 1. Pyramid of Corporate Social Responsibility

Source: www.csr.szczecin.pl/baza-wiedzy/czym-jasst-c
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« The company's economic responsibility refers taré¢iern on the investment that the
owners have made.
< An important element of obtaining economic benafitthe legal responsibility and
the obligation to act within its boundaries.
* The company has a duty to act in accordance wélethical standards adopted in
society.
« Companies have a discretionary responsibility, leiihiy behaviours that can help
both the company and the public (www.csr.szczellbapa-wiedzy/czych-jest-csr).
Corporate social responsibility is described inaas ways. This issue is discussed by
many different scientific disciplines and eachhan offers a different perspective and new
conclusions related to social responsibility.
All the definitions of CSR, irrespective of theirgin, agree on several aspects:
« compliance with stricter requirements than thosgaioed in legal regulations;
« taking into account the business objectives ottirapany;
 taking into account the interests of the environnieiits activities.
The idea of corporate social responsibility is sgbjo constant evolution. However, it
might be said that it is based on the fact thatrapany strives to achieve its goals, taking
into account the expectations of its employeegpooers, local communities, etc.

3.CSR ASTHE ART OF MANAGEMENT

One can speak about the modern understanding off@@&R1953, when H.R. Bowen
introduced the term “social responsibility”. At thime, and for a long time later, it was
thought that social responsibility is an attribof¢he entrepreneur, and not as it is nowadays
— of the organization.

Davis claims that social responsibility grows froime society’s strength and corpora-
tions should work like a bidirectional open systaimed at signals from society’s site and
openly, publically revealing its work (RoszkowsRa11).

Adamczyk (2009) claims among other things: “Corp@scial responsibility might be
interpreted as a commitment to act transparentiyedhically in accordance with sustaina-
ble growth and the pursuance of social wealth ctemsig the stakeholders’ expectations,
but in accordance with the law and norms of acting”

The results of scientific research clearly indichi@ CSR is of key importance for the
company's stability over a long period of time. Bess ethics and the implementation of
CSR principles in a comprehensive manner in aldsamef the company is an important
element in building its sustainable value and athgmin the market.

The benefits of implementing corporate responsjbgirategies should be considered
in the long term. These are the following (www.saczecin.pl/baza-wiedzy/czych-jest-
Ccsr):

 Influencing the loyalty of consumers and stakehdde

» Correct relationships with the community and lcaathorities;

« Influencing the level of organizational culture;

« creating a positive image of the company;

« Securing the best employees;

e Anincrease in the company's competitiveness;

* Anincrease in the interest of contractors andstoss;
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« Employees' interest in taking up employment wioaially responsible employer;

< An improvement in the company's reputation and enag

« Development of the company;

< Anincrease in pro-ecological activities.

One of the basic principles of effective companyhagement is shaping long-term re-
lationships based on cooperation. Each companyseinii® various types of relationships
with various organizations and individuals. Socedponsibility management is a form of
seeking a balance between its effectiveness arffitigiitity and a broadly understood social
interest.

It might be said that corporate responsibilitynsedfective management strategy which,
when conducting a social dialogue at the localllemereases the competitiveness of com-
panies in the global area, while at the same timapisig good conditions for economic and
social development (gap.uek.krakow.pl/images/dokatgnesympozja/odpbiz.pdf.) Such
activities should benefit everyone.

4. MANAGING RELATIONSHIPSWITH STAKEHOLDERS

The contemporary reality of business operatiogeoming more and more complex.
Good relationships with customers are not enoudietoompetitive. In order to survive in
today's market, a company has to establish rekttips with a wide range of stakeholders.
Therefore, companies which are aware of the rolsuch relationships considerable em-
phasis on building proper relationships with brgadiderstood stakeholders, because they
see the benefits that result from proper managenofeahese relations.

Each company, as well as various institutions (pufplic administration units, non-
governmental organizations, etc.), have their $takkers because none of them operates
in a vacuum and is always either influenced byhfluences other entities.

In case a corporation undertakes socially resptmsibtions the corporation, being
a collection of a certain people, undertakes thbsation of a specific vision and afterwards
the motivation arises to act on certain goals getific tasks assigned to both internal and
external stakeholde(8artkowiak, 2011).

Stakeholders are a key concept when taking actiottee field of corporate social re-
sponsibility. The European Commission defines CSRl& responsibility of enterprises
for their impact on society" and postulates thatéeprises should have in place a process
to integrate social, environmental, ethical, hunights and consumer concerns into their
business operations and core strategy in closeabmihtion with theirstakeholders
(http://odpowiedzialnybiznes.pl/hasla-encyklopexdiéresariusze/).

The classification of stakeholders can take plaoem@ing to various criteria (e.g. due
to the degree of relevance to the company, thegtineof impact or the nature of the rela-
tionship, etc.) The basic division concerns inteemal external stakeholders.

Internal stakeholders may include (http://odpowialig/biznes.pl/hasla-encyklopedii/
interesariusze/):

« employees;

» shareholders;

e Supervisory Boards.

External stakeholders may include (http://odpowigidybiznes.pl/hasla-encyklopedii/
interesariusze/):

* customers;
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suppliers;

competitors;

state authorities;

the media;

trade unions;

non-governmental organisations;

The issue of stakeholders is very important fopooate social responsibility because
it draws attention to both the interest of the omsres well as the broader social interest,

whose inclusion affects the sustainable d

evelopmwktite organisation.

Skillful management of relationships with stakelotdmay contribute to benefiting the
company. The first stage of managing these relatstiould be their correct identification.
This may be achieved by assigning one of two valoedl the company's stakeholders:

e Stakeholders who have a large or small influencthercompany;

» Stakeholders who are interested or

Table 1. Relationship management model

uninterestéteicompany's activities.

Plan

ning

Preliminary stage

Executive stage

- reflection on the role of relationships;
- analysis of the company's potential;
- possibilities of adapting the concept

- internal and inter-organizational arrangeme

- conditions for the activation of relationshipg;

- evaluation

2. ORGANIZING

Preliminary stage

Executive stage

- selection of entities and forms of cooperatig

- establishing cooperation;

- designing information and decision-maki
systems

n;coordination in the area of processes, struct
and strategies;
hgsolidifying cooperation;
- evaluation

3.MOTIVATION

Preliminary stage

Executive stage

- development of an incentive system;
- identification of incentives

- exchange of information and experiences;
- a system of relationship values and norms;
- implementation of the incentive system;

- evaluation

4. CONTROLLING

Preliminary stage

Executive stage

- expected condition of a relationship;
- evaluation indicators;
- monitoring;

- ongoing assessment of relationship conditig
- analysis of variations;

- perfecting solutions;

- evaluation

- possible event scenarios;

Source: study based on (Danielak, 2012).

nts;

ures

Identifying and classifying stakeholders in ternfisnopact and interest allows one to
take appropriate actions. Precise identificatiokef stakeholders is important in order to
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effectively involve them in the company's operasioRour basic forms of engaging stake-
holders may be distinguished as (http://odpowiddyk@znes.pl/artykuly/zarzadzanie-rel-
acje-z-interesariuszami-jako-jeden-z-elementowegpoiej-odpowiedzialnosci-biznesu/):

e Communication;

» Consulting sessions;

e Partnerships;

« Dialogue.

The management of relationships with stakeholdeasdomplicated and complex pro-
cess that requires various activities with regarglanning, organizing, motivating or con-
trolling (tab. 1).

The activities presented in Table 3 are coupleéttuay. Valuable relationships allow
the company's stakeholders to obtain a satisfaetded value.

5.RESULTSOF CONDUCTED STUDIES

The aim of the research was to learn about thiei@#ts and opinions of young, potential
managers (graduating from this field) about theiaeeness of CSR activities in Poland.
How are CSR activities understood and what are theefits? Do people pay attention
whether a company is socially responsible while imgburchasing decisions? Is govern-
ment and society trying to move the costs of sqmiablems costs into the business area?

The research, whose results are presented intthldy svas carried out at the turn of
March and April 2018 among the students of the Ra@dJniversity of Technology in the
field of Management and specialization of a pratesd manager. 60 students who were
completing the last semester of part-time studiesevexamined — 36 women and 24 men.
16 people living in the countryside, 32 in the aitigh less than 100,000 inhabitants and 12
people in a city with more than 100,000 inhabitaAlsrespondents live in Podkarpackie
Voivodeship.

Table 2. Respondents’ gender and place of residence

City over City of up to
WOMEN MEN 100,000 100,000 Countryside
inhabitants inhabitants
N % N % N % N % N %
36 60 24 40 12 20 32 53 16 27

Source: own research.

For the most part, they were young people who artéhé process of looking for or
changing their job, as well as those who have tgcéaken up work. The method used to
carry out the research was the method of a diagnagtvey, which allows to gather per-
sonal opinions on the analysed issue. The appéisearch technique consisted of a ques-
tionnaire form completed by the students. As masB@% of the surveyed students de-
scribed themselves as responsible consumers. Témsfasts itself primarily in making
thoughtful purchases like purchasing only necessagucts. It is worth noting that slightly
more than 6% of the respondents who had found thlwesto be responsible consumers
admitted buying products from companies actingcethy.

Selected research results are presented on charts.
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BENEFITS FROM RUNNING BUSINESS IN
ACCORDANCE WITH THE CSR PRINCIPLES

Improving the quality of management 26%
Greater customer loyalty 28%
Increased employee motivation 30%
Acquiring and keeping the best employees 30%
Achieving a competitive advantage 35%
Sustainable development of the country... 38%
Greater media interest 43%
A greater chance for the company to... 47%
Increase in the level of organizational... 73%
Image improvement 78%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

Chart 1. Benefits from running business in accordavitethe CSR principles
Source: own research.

Chart 1 illustrates the benefits of carrying outivaiies in line with the principles of
corporate social responsibility. The largest petagea of respondents indicated an improve-
ment in the organization's image (78%) and an as&én the level of organizational culture
(73%). The following benefits were indicated tosaerage degree: a greater chance for the
company to stay on the market (47%), greater matbaest (43%), balanced development
of the country and the region (38%) and achievernémt competitive advantage (35%).
The remaining indicated benefits were also highlgd among the respondents: attracting
and retaining the best employees, as well as isgrgaheir motivation (30%), greater
customer loyalty (28%) and improvement in the duadf management (26%). It might
be said that respondents see very large beneditdtirey from activities based on the prin-
ciples of corporate social responsibility. The t&sof the survey confirmed the conclu-
sions from the discussion which state that genagatie company's economic value by
means of generating its social value constitutesutual benefit for both the company
and the society.

As shown by the studies, people entering the lab@anket pay most attention to the
media image of the company (78%), the issue of emdjng with social organizations
(72%) is also important to them. Another factorytlaétach importance to is whether the
organisation participates in pro-environmental caigips (57%) and supports for local in-
itiatives (45%). A quarter of respondents also teEnto some other aspects that are im-
portant for new employees.
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PERCEPTION OF CSR BY YOUNG PEOPLE
ENTERING THE LABOR MARKET

Other

e 25%

Supporting local initiatives (donations) 45%
| o

Engaging in pro-environmental campaigns
gaging In p P —— 57Y%

Cooperation with social organizations
P g I 72%

Company's image in media
pany's image | ! I 78%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

Chart 2. Perception of CSR by young people enteriadatihor market
Source: own research.

IS GOVERNMENT AND SOCIETY TRYING TO
MOVE THE COSTS OF SOCIAL PROBLEMS COSTS
INTO THE BUSINESS AREA?

Hard to say — 4%
Rather yes I 27%
Y O 38%
L S —— 17%
NO  —— 14%
0% 5% 10% 15% 20% 25% 30% 35% 40%

Chart 3. Is government and society trying to mowedbsts of social problems costs into the
business area?

Source: own research.

99



100 H. Sommer, G. Zakrzewski

The image of companies translates into the attitodards the products and services
offered by a given company. It may be concludetehéerprises which aim to meet market
requirements must take into account the issueoigfocate social responsibility in their
activities. Nowadays, CSR is not merely a matterhafice, it is a necessity.

It is difficult for the respondents to give a défive opinion on the fact that the govern-
ment and society are making companies bear the obsblving social problems (chart 3).
Despite the fact that the answers "yes" (38%) aathér yes" (27%) clearly predominate,
there is also a significant number of responderiits disagree with this statement (rather
no —17% and no — 14%). Additionally, some of trepmndents were not able to take a stand
on the analysed issue (4%).

DECLARATIONS OF PURCHASING PRODUCTS
FROM SOCIALLY ENGAGED COMPANIES

Hard to say ? 58%
Deﬁnitely YES b 22%
Rather Y S e e— 5%

Probably NOT e =yye7 17%
Definitely NOT 8

0 0,1 0,2 0,3 0,4 0,5 0,6 0,7

B Men EWomen

Chart 4. Declarations of purchasing products fromadly engaged companies
Source: own research.

Respondents were asked how corporate social engageaffects their perception of
companies, as well as their interest in the prodfiet given company and possible pur-
chases. The variable was the respondents’ gendemuth as 58% of men and 17% of
women expressed their indecision in regards torahgse declaration of a product from
a socially engaged company. 50% of women and 25&teof were rather decided and 22%
of women were determined to buy products from dlycengaged companies while there
was no such declaration among men. The answeelratit’ was indicated by 17% of men
and 11% of women. None of the respondents indictitecanswer ‘definitely not’ in the
examined question. On this basis, it can be coedukat women pay far more attention to
companies that are socially involved and declareenaften the purchase products from
these companies. This result looks optimistic,altih it must be remembered that this is
only a declaration and in a real purchase situdtiafactor might have lower significance.
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THE EXPECTED DEGREE OF CORPORATE SOCIAL
INVOLVEMENT

Lack of social involvement g

- 370
Greater social involvement W 31%
18%
Earning and non-business 50% 7%
involvement | b— 7%
0

0% 10% 20% 30% 40% 50% 60% 70% 80%

. Earnmg.and Greater social Lack of social
Earning non-business K
R involvement involvement
involvement
City over 100,000 inhabitants 0 67% 33% 0
m City of up to 100,000
fty ot up to 19% 50% 31% 0
inhabitants
B Countryside 63% 25% 12%
H Total 35% 47% 18%

City over 100,000 inhabitants  m City of up to 100,000 inhabitants

B Countryside H Total

Chart 5. To what extent do the respondents expealsovolvement from corporations?
Source: own research.

The respondents expect social involvement from corigs. Upon request to indicate
one main purpose of the existence of companiesiditgoals differing in the degree of
social involvement), the majority of residents dfes with more than 100,000 inhabitants
indicated that the goal of companies and enterpiéwuld be earning money and non-
commercial involvement at the same time (67%). @8%ountryside residents believe that
the goal of companies is earning money. None ofélspondents expects any kind of in-
volvement, and 47% of all respondents believe éaating money should be accompanied
by some involvement in non-commercial activitieeeTest, more than 30% of urban resi-
dents, and 18% of all respondents expect explititjger engagement for society from
corporations — active support of various types aivdies and initiating them (not only
responding to the demands of the environment).
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6. CONCLUSIONS

The concept of corporate social responsibility,akhihas recently gained popularity, is
a voluntary decision, which means that there i®hbligation on enterprises to carry out
activities in this field. However, the current marlconditions force them to look for new
ways to gain a competitive advantage and thus aseréhe company's value.

Providing support for local communities, environraprotection, ethical code, proper
care of the professional and personal developmieamployees — these ought to be the
main activities within the boundaries of CSR. Désphe fact that such activities can be
undertaken by all companies, the companies thatndiertake them are mainly the large
ones.

According to a report by a consulting company ch#PMG, as well as Forum Od-
powiedzialnego Biznesu, 96 per cent of companieBdland are aware that the duty to
undertake CSR activities lies on enterprises, hewewnly 46 per cent of them actually
complies with it. Meanwhile, over 70 per cent ofdaaare still not familiar with the concept
of CSR.

To survive in the current market, a company shestablish relationships with a wide
array of stakeholders. Ignoring their voice in irecess of designing and implementing
activities within the area of social responsibilityay result in the inadequate identification
of social needs, inappropriate tools to resporttiem, or lower efficiency. Therefore, it is
worth to identify key stakeholders and establistiazdogue with them in order to take ad-
vantage of the potential benefits for the compamy its social environment, which lies in
a properly implemented strategy of corporate saeigponsibility.

Statistical data and customer behaviour surveyslglelemonstrate that characteristics
related to Corporate Social Responsibility are b@ng significant. The conclusion is ob-
vious — companies which aim to meet market expiecisiwill need to take into account
the issues of corporate social responsibility whinning their strategies. Nowadays, CSR
is not merely a matter of choice, but a neces3ihe notion of responsible business has
entered the language of the media, has becomébjaet @f public interest and, above all,
has become a comprehensive concept of managingoesés and for these reasons it
cannot be ignored.
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