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The article deals with an approach to strategy of formation of corporate social responsibility of enterprises. The proposed
approach will allow the enterprises with the limited budget to plan and achieve good results for the social environment.
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Formulation of the problem. The transition of Ukraine to sustainable economic develop-
ment, its integration into the European and world community requires the introduction of
modern practices of interaction between the state and business, as well as business and socie-
ty, which would allow to strengthen the mutual responsibility of all participants in public life,
create conditions for the further stable development of a society based on taking into account
the widest range of interests.

Modern requirements for social responsibility necessitate the integration of social policy
and corporate strategy. Different approaches to the understanding of social responsibility by
top management of the enterprise, inconsistency of actions and the lack of mechanisms for
targeted management of socially responsible behavior determine the unstable platform for fur-
ther development of Ukrainian enterprises.

Analysis of research and publications. The theoretical questions of corporate social re-
sponsibility, its economic, institutional and legal aspects are discussed in the works of such
foreign and domestic scholars as H. Bowen [7], A. Williams [8], V. Vorobey [1], F. Kotler
[3], T. Savaeva [5], N. Shiroy [6], R. Freeman [9], and others. However, under the current
conditions of global economic challenges, the need for new approaches to the formation of
social responsibility of business, the mechanism for its functioning, and the application of
world experience of corporate social responsibility in the activities of national enterprises has
become more urgent. In addition, constant updating requires an analysis of the principles on
which the social responsibility of the business is based.

The earlier unsolved parts of the general problem. The urgency of developing a strategy
of social responsibility is determined by the number of economic problems and the increase in
the level of competition between economic entities, as well as the increase in the importance
of consumers in the process of relationship seller-buyer. As a rule, social responsibility of the
business is confirmed only by the "minimum set" - timely payment of taxes, regular payment
of dividends, provision of social package and individual charitable actions and shares. But, as
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various studies in the area of social responsibility show, in order to meet the emerging de-
mands of society, it is necessary to base not only on individual social measures but also to
formulate a comprehensive policy of business in the field of social responsibility.

Creation of special units and coordination groups for the implementation of the system of
social responsibility of business, introduction of the corporate governance structure of enter-
prises by the vice president of corporate social responsibility, introduction of ethical codes
and corporate culture, permeated with the spirit of social activity and responsibility, develop-
ment of social investment projects, preparation and publication of social (non-financial) re-
ports - far from being a complete list of managerial innovations that are now widespread and
used in practice as businesses and other organizations.

The purpose of the research is to study the basic principles of the formation of social re-
sponsibility of business, which is oriented to meet the social requirements of the external and
internal environment of enterprises.

Main results of the research. For the period of existence of the concept of "social respon-
sibility" many of its definitions were proposed. But in 2010, when the International Standard
ISO 26000 "Social Responsibility Guide" came out, most experts stopped saying that "social
responsibility is the responsibility of the organization for the impact of its decisions and activ-
ities on the environment through transparent and aesthetic behavior [13].

From the scientific point of view, F. Kotler's approach defines the corporate social respon-
sibility as a business commitment to promote economic development, working with wage
workers, their families, the local community and society in general in order to improve the
quality of life [3]. The corporate social responsibility of the business is also considered in the
form of a voluntary initiative by the owner of the company or the founders of the organization
for the development and implementation of certain socially-oriented, non-profit activities
aimed at qualitatively improving the external and internal environment of the enterprise.

In our opinion, the social responsibility of business is to be considered correctly through a
system built on the constant interconnection of enterprises with stakeholders.

The subject of social responsibility is an enterprise that performs various roles: an enter-
prise acts as a participant in a civil society, producer of products and / or services, an employ-
er, an investment object, an investor, a participant in a competitive struggle, an element of so-
cial development. According to such roles, the content of social responsibility includes
compliance with the regulatory framework, norms of public life, care for the material situa-
tion of workers, protection of investors' interests, stimulation and support of innovations, the
refusal of unethical methods of competition, etc.

The object of social responsibility has a complex structure - an enterprise responsible for
the nature and outcome of its activities to shareholders, employees, managers, creditors, con-
sumers, the public, business partners, government and management bodies.

According to our beliefs, social responsibility of a business is possible provided that the
sustainable development of independent and responsible enterprises, consistent with their
long-term interests, contributes to the achievement of social peace, security, well-being of cit-
izens, preservation of the environment, observance of human rights, etc., is possible.

The implementation of social responsibility should take place without the interference of
the state and its relevant bodies with the operational activities of enterprises. Excessive regu-
lation of such activities deprives corporate social responsibility of the spirit of voluntariness,
socially-oriented enterprise activity. One of the ways of developing and regulating corporate
social responsibility activities is the dialogue between the state, public organizations and
business representatives. Therefore, a policy of social responsibility can be developed and
implemented as a result of social dialogue, and in this process the key role belongs to the em-
ployers' organizations.
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International practice shows that corporate social responsibility helps businesses to im-
prove their business reputation, establish trust relationships with the state and society. Ac-
cording to the study of Cone/Roper, 78 % of respondents said they were more likely to buy a
product that is associated with a social initiative that is indifferent to them, while 66 % were
ready to change their brand thinking in support of such an initiative [12].

Consequently, social responsibility of business is a necessity both for owners of enterpris-
es and for workers, consumers of goods and services, business partners, state institutions and
society as a whole. The combination of the interests of all these parties reflects the need for
corporate social responsibility, which is aimed at achieving social harmony.

They allocate external and internal corporate social responsibility (Fig. 1).
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Fig. 1. Types of corporate social responsibility

Source: [4].

Among the main factors that urge corporations to implement socially responsible
measures, the front lines are internal beliefs: moral considerations and internal motivation.
However factors such as company sales growth, copying of competitors' actions and demand
from local authorities are quite significant.

Implementation of the principles of corporate social responsibility involves the develop-
ment and implementation of a sound strategy for enterprise management, monitoring its activ-
ities, compiling corporate social reporting.

Formation of the system of corporate social responsibility is a complex process that takes
a long period of time and requires enterprise-focused efforts. The model of corporate social
responsibility proposed by D. Wood is shown in Fig. 2.

The corporate social responsibility strategy is a systematic approach to social activity,
which a lot enterprises have been pursuing for a long time.

Smartly planned and implemented strategy of corporate social responsibility can bring
benefits to enterprises, it affects share value and brings profit.

When formulating a strategy for corporate social responsibility, it is necessary to clearly
identify the key indicators of successful implementation of the activities, including the effect
on the reputation of the enterprise.
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Principles of corporate social responsibility
e Institutional principle of legitimacy:
Society provides business legitimacy and gives it power. In the long run, this power is lost by
those who, in terms of society, do not use it responsibly.
¢ Organizational principle of public-legal responsibility:
Organizations in business are responsible for the results that relate to the areas of their pri-
mary and secondary interaction with society.
e Individual principle of freedom of managerial choice:
Managers are moral agents. In each area of corporate social responsibility, they are obliged
to use the freedom of choice available to them to achieve socially responsible results.
Processes of Corporate Social Responsiveness
e Evaluating the business environment [context]
Stakeholder management [actors]
e Managing problems [interests]
The results of corporate behavior

Impact on society
Social programs
Social policy

Fig. 2. The model of corporate social responsibility

Source: [11].

As fairly recognized by experts, socially responsible enterprises can afford to be only
when investors are guaranteed an adequate return on their deposits [1]. Today, Ukrainian en-
terprises have successfully structured their tangible assets and came to find the tools to man-
age intangible assets — human capital and reputation.

The development of a corporate social responsibility developing strategy should include
the implementation of measures taking into account the external and internal environment of
the enterprise.

It is expedient to include in the components of the external corporate strategy of social re-
sponsibility: credits (grants) for charitable purposes; financial and material assistance; schol-
arship programs; work in associations on legislative initiatives; retraining courses for work-
ers; partnership projects with authorities, educational institutions; volunteer activities and
activities of civic organizations. Components of the internal strategy of corporate social re-
sponsibility: social investment; scientific and practical developments; ecological program;
ethical and other work standards; career growth of personnel; transparency and concreteness
in reporting; stimulation of workers (bonuses, allowances, compensations).

A balanced and well-grounded corporate social responsibility strategy should consist of
the following steps:

1. Conducting analytical work (analysis of the internal and external environment of the
operation of the enterprise. This stage provides possible directions of investment of funds,
analysis of the development of the external and internal environment of the operation of the
enterprise, which will justify the position of the enterprise in the «sectoral coordinate sys-
tem», identify its strengths and weaknesses parties, to develop possible directions for the de-
velopment of socially responsible behavior.

2. Definition of strategic alternatives for development (formulation of scenarios for the
development of corporate social responsibility of the enterprise). Taking into account the re-
sults of the strategic analysis, the enterprise's mission, as well as medium and long-term goals,
are determined based on which alternative target programs are developed, which consist of
interconnected blocks of measures aimed at achieving the goals and thus defining a specific
strategy for the development of corporate social responsibility.
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3. Formation of a set of criteria for assessing the quality and effectiveness of the imple-
mentation of programs, directions, projects.

4. Assessment and selection of the optimal strategy for the development of corporate so-
cial responsibility. Generated probable business development scenarios should be analyzed
using criteria that can determine the effectiveness of each block of social programs (scenari-
os). At the given stage it is expedient:

- identify the persons responsible for the implementation of programs, areas, projects that
are an integral part of the implementation of the strategy of corporate social responsibility;

- to conduct training and counseling of those responsible for implementation of programs,
directions, projects of persons.

5. Official documentation of the chosen strategy of corporate social responsibility and
consolidation of responsible for its implementation and achievement of the planned results
and developed indicators of individuals efficiency.

6. Implementation of measures included in the strategy approved by the strategy of corpo-
rate social responsibility.

7. Submission of interim summaries of each stage of the strategy implementation and as-
sessment of the results of the implementation of the target programs, with the necessary adjust-
ments taking into account the changes in the external and internal environment of the enterprise.

8. Creation, submission and publication of reports on the implementation of corporate so-
cial responsibility.

The strategy of corporate social development must be formulated taking into account the pur-
poseful establishment and development of relations with the main groups of interested persons.

Conclusions. Introducing corporate social responsibility strategies at the enterprises pro-
vides them with specific benefits, in particular, improvement of management through risk
prevention; improvement of reputation management; increase in sales volumes and market
share; motivation of employees; optimization of operational processes and cost reduction;
loyalty of investors; improvement of financial performance indicators; establishing relations
with the public sector and society, etc.

References

1. Vorobei, V. (2008). Korporatyvna sotsialna vidpovidalnist chy vyhoda? [Corporate Social
Responsibility or Benefit?]. Kyievo-Mohylianska Biznes Studiia — Kyiv Mohyla Business Studio, 10,
25-36 [in Ukrainian].

2. Derii, Zh. V., Zosymenko, T. I. (2016). Ekolohichna komponenta korporatyvnoi sotsialnoi
vidpovidalnosti: svitovyi dosvid ta ukrainski realii [Environmental component of corporate social re-
sponsibility: world experience and Ukrainian realities]. Aktualni problemy ekonomiky: naukovyi zhurnal
— Actual problems of the economy: a scientific journal, 11,278-290 [in Ukrainian].

3. Kotler, F., Li, N. (2005). Korporatyvna sotsialna vidpovidalnist [Corporate Social Responsibility].
Yak zrobyty yakomoha bilshe dobra dlia vashoi kompanii ta suspilstva — How to make as good a good
thing as possible for your company and society (Trans. S. Yarynych). Kyiv: Standart [in Ukrainian].

4. KSV — korporatyvna sotsialna vidpovidalnist [CSR — Corporate Social Responsibility]. Mar-
ketynh v Ukraini: Bloh Yevhena Tryshyna — pro marketynh — Marketing in Ukraine: Yevhen Tchyshy-
n's blog about marketing. Retrieved from www.ua-marketing.com.ua/?page id=667.

5. Syvaeva, T. (2002). Faktory formyrovanyia sotsyalnoi otvetstvennosty byznesa [Factors of for-
mation of social responsibility of business]. Moscow: Fond «Institut ekonomiki goroda» [in Russian].

6. Shyra, N. O., Ivashchenko, A. I. (2013). Napriamy vprovadzhennia systemy korporatyvnoi sot-
sialnoi vidpovidalnosti v praktyku ukrainskykh pidpryiemstv [Directions of implementation of the sys-
tem of corporate social responsibility in the practice of Ukrainian enterprises]. Efektyvna ekonomika —
Effective economy, 11,23-26 [in Ukrainian].

7. Bowen, H. R. (1953). Social Responsibilities of the Businessman. New York: Harper & Row [in
English].

53



IMPOBJIEMU I IIEPCIIEKTUBH EKOHOMIKU TA YIIPABJIIHHA Ne 3 (15), 2018
TEOPETHYHI ITPOBJIEMU PO3BUTKY HAIIIOHAJILHOI EKOHOMIKH

8. McWilliams, A., Siegel, D. (2001). Corporate Social Responsibility: a Theory of the Firm Per-
spective. Academy of Management Review [in English].

9. Freeman R. Edward, S. Ramakrishna Velamuri, Brian Moriarty (2006). Corporate Stakeholder Re-
sponsibility: A New Approach to CSR. Business Roundtable Institute for Corporate Ethics [in English].

10. Measuring the Value of Corporate Citizenship (2008). Council on Foundations, Inc. Washing-
ton, DC, 13-20 [in English].

11. Wood, D. J. (1991). Corporate social performance revisited. Academy of Management Review,
16 (4), 693—695 [in English].

12. Corporate social responsibility: understanding and implementation (2005). Sotsialna vidpovi-
dalnist biznesu: rozuminnia ta vprovadzhennia — Social responsibility of business: understanding and
implementation. Retrieved from http://brc.undp.org.ua/img/publications/ua_wdp src csr05.pdf.

13. International standard ISO/FDIS 26000, Guidance on social responsibility (2010). Kerivaytstvo z
sotsialnoi vidpovidalnosti — Social Responsibility Guide. Retrieved from http://www.ksovok.com/doc/
iso_fdis 26000 rus.pdf.

References (in language original)

1. BopoGeii B. KopnoparuBra comianbHa BigmoBinaneHicTh unM BHUroma? Kueso-Moeunancovka bisnec
Cmyois. 2008. Ne10. C. 25-36.

2. Hepiit XK. B., 3ocumenko T. 1. Exomoridna KOMITIOHEHTa KOPIIOpaTHBHOI COMIaJIbHOI BiIIOBIIAIBHOCTI:
CBITOBHIA IOCBIJ] T YKPAiHCBKI peattii. Axmyanwbui npobnemu exonomiku: HaykoBui xyprai. 2016. Ne 11. C. 278-290.

3. Kotnep @., JIi H. KoprnioparuBHa comiaibHa BiNOBIJANBHICTE. K 3p0bumu sikomoza binvuie 006pa ois
sauioi komnanii ma cycninecmea / niep. 3 anr. C. Spunana. Kuis: Cranmapt, 2005. C. 4.

4. KCB — xoprniopaTHBHa coLliajbHa BiANOBIAaNbHICTE. Mapkemune 6 Ykpaini: Broe €ezena Tpuwuna — npo
mapkemune. URL: www.ua-marketing.com.ua/?page _id=667.

5. CuBaeBa T. @akropbl (QOpPMHPOBAHMS COLHUAIBHOW OTBETCTBEHHOCTH Ou3Heca. MockBa: DoHA
«HCTUTYT S5KOHOMUKH ropoga», 2002. 42 c.

6. Iupa H. O., IBamenxko A. 1. HampsiMm BIpOBa/pKEHHS CHCTEMH KOPIIOPATHBHOI CONiaIbHOL
Bi/IMIOBITAJIEHOCTI B MPAKTUKY YKPAaTHCHKUX MIANPUEMCTB. Epexmusna exonomixa. 2013. Ne 11. C. 23-26.

7. Bowen H. R. Social Responsibilities of the Businessman. New York: Harper & Row, 1953. 167 p.

8. McWilliams A., Siegel D. Corporate Social Responsibility: a Theory of the Firm Perspective. Academy of
Management Review, 2001. 91 p.

9. Freeman R. Edward, S. Ramakrishna Velamuri, Brian Moriarty. Corporate Stakeholder Responsibility: A New
Approach to CSR. Business Roundtable Institute for Corporate Ethics, 2006. 77 p.

10. Measuring the Value of Corporate Citizenship. Council on Foundations, Inc. Washington, DC, 2008. P. 13-20.

11. Wood D. J. Corporate social performance revisited. Academy of Management Review. 1991. Ne 16 (4).
P. 693-695.

12. Corporate social responsibility: understanding and implementation. Coyiarsna ionosioansnicms 6isme-
cy: posyminnsa ma enposaoddicenns. (2005). URL: http://brc.undp.org.ua/img/publications/ua_wdp_src_csr05.pdf.

13. International standard ISO/FDIS 26000, Guidance on social responsibility. Kepisnuymeo 3 coyiarbnoi
sionogioanernocmi. 2010. URL: http://www.ksovok.com/doc/iso_fdis 26000 rus.pdf.

Tkachenko Nataliia — Doctor of Economics, Professor, Institute of Continuing Education Taras Shevchenko
national university of Kyiv (36 Vasylkivska Str., 03022 Kyiv, Ukraine).

Trauenko Haranisn BonoaumupiBHa — TOKTOp €KOHOMIUHHX HayK, npodecop, IncruTyT micisaumioMHoi ocBitTi Kuis-
CBKOTr'0 HAI[IOHAIBHOr0 YHiBepcuTeTy iMeHi Tapaca I1leBuenka (Byn. BacunbkiBepka, 36, M. Kuis, 03022, Ykpaina).
Trkavenko Haramnsa BiagumMupoBHa — TOKTOp SKOHOMHYECKHX HayK, mpodeccop, MHCTHTYT mociequIuioMHOTr0O
oOpa3oBanusi KueBckoro HammoOHANBHOrO yHHMBepcHTeTy uMMeHH Tapaca llleBuenko (yn. Bacmmbkosckas, 36,
r. Kues, 03022, Ykpauna).

E-mail: tkachenko nt@ukr.net

Seliverstova Liudmila — Doctor of Economics, Professor, Professor of Department of Finance, Kyiv National
University of Trade and Economics (19 Kioto Str., 02156 Kyiv, Ukraine).

CeaisepcroBa Jlrogmuiaa CepriiBHa — JOKTOp €KOHOMIYHHX HayK, mpodecop, nmpodecop kadenpu ¢inancis, Kuis-
CBHKHI HaIliOHAIFHHI TOProBO-eKOHOMIUHHH yHiBepcuteT (Byn. Kioto, 19, m. Kuis, 02156, Ykpaina).
CemmBepcrosa Jlrogmuia CepreeBHa — TOKTOp S9KOHOMHUYECKHX HAyK, podecop, mpodeccop xadenps! ¢purnanco
KueBckoro HalMoHAIEHOT O TOPTOBO-3KOHOMIYECKOro yHuBepcutera (yi. Kuoro, 19, r. Kues, 02156, Ykpauna).
E-mail: drls25@ukr.net

Tkachenko, N., Seliverstova, L. (2018). Formation of corporate social responsibility. Problems and prospects of economics and
management, 3 (15), 49-54.

54



