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Analysis of the concept of corporate social responsibility and the relationship with
management culture. The article outlines the essence of the concept of corporate
social responsibility strategies, and its theoretical foundations. Issues of
competition, competitive advantages, competitiveness in the period of
informatization and globalization, generated the concept of Corporate Social
Responsibility (CSR). The peculiarity of the strategic concept of CSR and the
relationship with management culture is characteristic to each society, according
to the peculiarities, their specifics of culture and are revealed, CSR creates a
certain imprint on the social thought in general and enterprises in particular.
Categories and concepts of CSR and management culture are analysed. World
models in the formation of corporate social responsibility strategies at the world
level are considered. Among the conceptual models of CSR, two common models
have been identified, they are the American model and the European one. After
analysing the concept-categorical apparatus of related concepts and direct terms
related to CSR and management culture, the traditional-cultural nature of
enterprises, the moral and ethical component, as well as the set of norms planned
during the process of interaction of the organization with the external and internal
environment were revealed. The similarity of the categories that arise among
various scientists in the defined corporate culture is outlined. Analytical
observations are selected in accordance with the formation of the concept of CSR.
The features of corporate social responsibility in Ukraine, where CSR is under
development and originated from the experience of foreign companies and
international organizations, were named.
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Kirouosi cioBa:

KOpITOpaTHBHA COLliAJIbHA BiJMOBINANBHICTD,
cTparerii, Ky/lIbTypa MEeHEXKMEHTY,
KOHIIEMIIi{, KOPIOpaIlii, CyCIiJIbCTBO.

BuCBiTIIEHO CYTHICTP  KOHLENNii CTpaTerii  KOPIOPaTUBHOI  COLaJbHOT
BIJIMOBiMANBLHOCTI, Ta 1 TeOpeTHYHi OCHOBU. [IuUTaHHS KOHKYpeEHIIii,
KOHKYPEHTHHUX IIepeBar, KOHKYpEeHTOCIIPOMOXHOCTI B niepio]] iHdopmaru3zamii ta
rnobamizamii  3ymoBwiM TosBY KoHHenmii KopmopatmBHOI — comianbHOL
BianosinansHocTi (KCB). Busneno ocobmuBicTh crpateriunoi konuerniii KCB
Ta B3aEMO3B’SI30K 3 KyJIbTYPOIO MEHE/DKMEHTY, sKi INpHUTaMaHHI KOXXHOMY
CYCHIUTBCTBY 3TiTHO 3 OCOONMBOCTSMH KYIBTYPH Ta iX crenu(ikoro, 3aBIsSKd
SIKHM CTBODIOETBCSI TIEBHHI BIUIMB Ha CYCHUIIbHE MHCICHHS 3arajioM Ta
mignpuemMcTBa 30kpema. IIpoananmizoBani kateropii Ta mnousarts KCB Ta
KyIbTYpH MEHEIKMEHTY. PosrnsHyTo cBiTOBI Momenmi mpu ¢opMyBaHHI
CTpaTeriii KOpPIMOPAaTUBHOI COINaJbHOI BiANOBIAAaIBHOCTI IINPUEMCTB Ha
cBitoBoMy piBHi. Cepen KoHIenTyanbHuX Mozeneit KCB BusiBieHo 1Bi 3arajbHi:
AmepukaHcbka Ta €Bporeiicbka. [IpoaHasi3yBaBIIN MOHATIHHO-KaTeropiaabHUMA
amapaT CyMDKHHMX HOHATh Ta INpPSMHUX TepMiHiB, siki moB’szani 3 KCB Ta
KyJIBTYPOI0 MEHE/)KMEHTY, BHABICHO TpPAIULIHHO-KYJIBTYPHHH XapakTep
HiIPUEMCTB, MOPAJIbHO-€TUYHY CKJIaJ0BY, a TaKOX CYKYyIHICTb HODM,
CIUTAaHOBAHUX IIPH IPOIeCi B3a€EMOJIi opraHizalii i3 30BHIIIHIM Ta BHYTPIIIHIM
cepe/lOBHIIEM. BHSBICHO CXOXICTh Kareropiif, sKi BHHHKAIOTh Cepel Pi3HHX
HAayKOBLIB TPH BU3HAYCHI KOPIOPATUBHOI KyJbTypu. BuaizeHo aHamiTH4HI
criocTepexkeHHs 3riiHo 3 QopmyBanHsm koHnenuii KCB. BwusxaueHo
0COOJHBICTh KOPIIOPATHBHOI COIialIbHOI BiAMOBinAIBEHOCTI B YKpaiHi, 1e KCB
nepeOyBae B CTajlii CTAHOBICHHS W 3apOKYETHCS 3 TOCBIZIOM Bif 3apyOiKHUX
KOMITaHii Ta Mi>KHAPOHUX OpraHi3allii.
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Statement of the problem

Market relations at the international and national levels have
already existed for more than half a century, along with the
concept of competition. It caused the urgency of the details
of these phenomena and the differentiation of the related
issues and attracted the attention of scientists at this time
and the society to participate in the analysis and synthesis of
the category data.

Contributing to the issues of competition, competitive
advantages, competitiveness in the period of informatization
and globalization, a concept such as Corporate Social
Responsibility (hereinafter CSR) was created. This concept
was embodied in the current trends of science, business,
politics, sociology, marketing and ecology.

All human activity is considered to be an integral part of the
prevailing cultural environment. Each society has its own
specific features of culture, that create some imprint on
social thought, which in its turn has an imprint on the
internal cultural level in the organization's activities. Due to
this, individualization of management concepts and social
requirements arise in accordance with their specific
parameters and characteristics in management. Recently,
corporate social responsibility and charity began to be
considered as a real impact on the level of credibility of the
company.

The issues of the article involve admitting the public lack of
awareness of corporate social responsibility by medium-
sized and small-sized companies, as well as the weak level
of management interest in the image and reputation of the
company. However, the use of the corporate social
responsibility principles will improve the competitive
position of the companies.

Analysis of recent studies and publications

Social responsibility as a component in the context of the
culture of management is considered and outlined in the
works of R. Andriickete, P. Zucukas, V. Voronkova, K.
Apelia, G. Jonasa, V. Kanke, J. Khabermas. The formation
and development of the concept of social responsibility are
highlighted in works of G. Bowen, D. Windzor, E. Garrig,
D. Melle, J. Simmons, R. Frimen. Among the scholars of
the United States who made fundamental contribution to the
process of institutionalization of corporate social
responsibility there are A. Carroll and F. Kotler, whose
scientific works and knowledge have created a basic part in
the development of classifications and components of the
concept of socially responsible business activities.

However, the issue of implementation, application of the
concept of corporate social responsibility strategies in
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modern conditions at Ukrainian enterprises, remains
controversial. The conclusions presented in the article were
made on the basis of the author's own analysis and work of
scientists.

Obijectives of the article

The purpose of the paper is to analyse, reveal the peculiarity
in the concepts of business, cultural categories of business
and their relationship with corporate social responsibility; to
set the models, examples, the role of the CSR concept and
related concepts. For solving the problem, the following
tasks are set — to consider the concept of CSR and to
describe the conceptual-categorical apparatus of the related
concepts in connection with CSR; to analyse the models of
CSR; to identify the role of the state in shaping the CSR
strategies; to highlight the general principles of the CSR
concept.

The main material of the research

Research at the level of world market relations is of
particular importance in the modern period of globalization
and informatization, because it is the research of
competitive issues, the categories of quality of works and
services, the responsibility of enterprises, the culture of
management and the organization of entrepreneurial activity
that bears the overall result for a business entity.

Thanks to the research of the Doctor of Economic Sciences
A.V. Cherep, the problem of the competitiveness of national
enterprises decline and the problem areas, in which many
industrial enterprises reduce production together with
simultaneous reduction of the profitability, are identified.
Among the reasons, we distinguish the general ones:
unfavourable market conditions, significant depreciation of
fixed assets, outdated technologies, lack of sources of
investment. Innovation area is allocated the basis of
sustainable development of enterprises [1, c. 75].

Innovation in modern Ukraine is a progressive current with

the several or more components, which create an effective
complex system for the strategic development of
enterprises. In the author’s opinion, the development of
corporate social responsibility concept promotes socially
oriented businesses to improve the level of competitiveness
in the market in the current conditions and also has an
impact on the image, prestige, and appreciation of the
company in the society. It can be attributed to the promising
trend. The concept of CSR combines multidimensional
directions of work; we select the common ones in the
diagram (Fig. 1).

Constituents of the CSR concept

m Social
Ecological
® Human

® Cultural

Fig. 1. Components of the CSR concept
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According to the author, this proportion of CSR project
exists in the modern world. We will analyze every

Table 1 — Description of constituents of the CSR concept
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constituent element of the CSR concept, the description
of which is presented in the table (table 1).

Component of the CSR
concept

Description of components

Social

The policy of the corporation and its actions are aimed at social relations, taking into
account the interests of communities.

Ecological
environmental issues.

The direction of action aimed at preserving, protecting the environment and solving

Human

The most popular manifestation of the company when the policy has a local
direction of CSR development, where attention is focused on the staff and close
social categories of people: clients, suppliers. Attention is paid to personal needs,
and local strategies are developed.

Cultural

The philosophy of CSR, defines the ethical principles of the company and the moral
constancy of management, which embodies the CSR strategy, because the level of
ethics is determined by the managers, and the general directions of this strategy are
the establishment of standards, ethical rules, the rule of conduct, control of the social
responsibility of the company.

The needs arising from the implementation of the CSR
concept include the change in management apparatus,
structural changes in units and the development of
individual or general-specific enterprise strategies. One
of the major changes is the alteration of the overall
spectrum of attention from the economic indicators to
focusing on social, organizational and structural issues
and issues that may relate to the quality of goods or
services and to the social and environmental impact. In
this regard, we will consider in more detail the cultural
components of the CSR concept in the context of the
culture of management.

Among the general concepts, we consider the category of
“culture” under the prism of business. According to the
author, culture is a moral category of each individual or
organization as a whole. It conveys constancy, education,
principles, outlook of the management apparatus and
authorized persons transfer who the view of the inner
world to the external level.

Management culture is a comprehensive concept that
consists of many factors, the general of which is the
qualification of managerial staff, the level of moral
sustainability and the social orientation of the
management apparatus. We immediately note that the
priority task here is to increase the skills of a complex of
management and related sciences for the senior staff [2,
p. 53].

Management culture is a complex characteristic of
management that highlights its qualitative features and
features, including philosophy, moral values, spiritual
orientation,  attitudes, policy of  management,
psychological skills (for understanding both oneself and
others).

Comprehensive development of the components of the
management culture is mandatory for the employees of
the management lane. It helps to achieve a highly
effective work of individual departments and the
organization as a whole, which is possible only at a high
level of employees’ culture.

Management culture allows determining the level of the
process of management, the organization of management
work, the use of modern management systems, as well as

the requirements of the organization, on the basis of
moral standards, ethical and aesthetic principles.

The organizational culture is the character, feature, style
of functioning of the enterprise, which manifests itself in
the behaviour of individuals and social groups of
workers, in their judgments, attitudes, ways of resolving
organizational issues and internal aesthetic vision.

Corporate culture is a set of norms and behavioural
patterns that are inherent in organizations in the process
of influencing the external environment influence and
internal constituent factors. They have efficiency and are
accepted by the most people of the organization. Among
the separate components of corporate culture, we
distinguish — leadership, its system and functions; the
policy of conflictology (their solution and avoidance);
relations and communication system; centralization and
decentralization in the organization; the gender policy of
the organization; personal cultural status (symbols,
slogans, rituals, etc.).

In the opinion of O.N. Shynkarenko, corporate culture is
a system, consisting of a set of rules of conduct, symbols,
rituals, traditions and values, adopted in the organization,
obligatory for all its employees, adopted and performed
by them. This system should operate for a long time to
become familiar to workers, to promote successful co-
operation and coherence of the actions of employees and
managers at all levels of management of the organization
in order to achieve its goals, thus confirming its ability to
be transferred to new employees as an example of
implementation [3, p. 219-220].

In addition, E. Shane believes that corporate culture is a
set of basic assumptions invented, discovered or
developed by the group in order to learn how to cope
with the problems of external adaptation of the internal
integration that functions for a long time to confirm its
ability and is passed on to a new member organization as
the only correct one [4, p. 178].

Consequently, it is possible to conclusively highlight the
similarity of the categories that arise among various
scholars in determining the corporate culture, namely,
that is: 1) a complex system of peculiar rules; 2)
officially accepted traditions and values; 3) distribution
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to the whole organization; 4) have a manifestation in
consciousness, thinking and contemplation of workers; 5)
when the system is proved, it is transmitted as an
experience.

At the current level of corporate relations in the market
economy in Ukraine, it takes time to form the category of
“social responsibility of business” as a component of the
management culture.

The social responsibility of business is the system of
operation of the enterprise, which manifests itself in a
responsible attitude towards its product or service, to
consumers, employees, partners. It is an adequate cultural
and social policy of the company, acting in harmonious
cooperation and coexistence with society and the state. It
is an active, not indifferent part of the company in
solving socially important issues [5, p. 58].

Corporate social responsibility has a focus on expanding
the organization's view from the inner circle, to the social
external level. Social responsibility has such positive
effects as contribution to the welfare and community
development; honesty with current legislation and
international standards of conduct; integration into the
activities of the organization.

Corporate social responsibility is the responsibility of
senior managers who make managerial decisions for
those employees on whom these decisions concern.

Social responsibility is the concept of an organization
that takes into account the interests of both the society
and the community. It shows direct responsibility for the
activities of the organization and the consequences it
carries for consumers, workers, society and the natural
environment.

It should be emphasized separately that the social
responsibility of the business is a voluntary concept of
each enterprise, which, according to a high level of
management culture, is a trustworthy enterprise with high
standards and quality of work. All these aspects are
mainly governed by international SO standards.

So, it can be noted that the culture of management is a
comprehensive concept, which covers both the traditional
and cultural nature of the enterprise, its moral and ethical
component. The corporate culture is a set of norms,
planned for the process of interaction of the organization
with the external and internal environment. Social
responsibility acts as a manifestation of interaction with
society. Corporate social responsibility in Ukraine is at
an advanced stage, and it uses the experience of foreign
companies and international organizations. In addition,
Ukrainian enterprises do not cease to initiate their own
independent steps, experience in this very important
social theme.

We will consider the historical component of CSR
concept and ideas using the example of progressive states
such as Great Britain, Germany, the USA, Japan. The
launch of social responsibility in these countries has led
to the formation of a concept based on persuasion of
business that they should pay attention to the actual
social and environmental problems and share the
responsibility of the society and the state for their
existence.
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One of the scientifically official notions of “Corporate
Social Responsibility” was formulated by the scientist A.
Carroll. In her opinion, it is the correspondence with
economic, legal, ethical and discretionary expectations of
the society to a certain organization in this period [6, p.
43].

The social responsibility of business is an active social
position of the enterprise; it is the interaction with the
society, consumers and personnel, as well as reaction to
society's life and participation in solving real problems.

There are two general models of CSR, such as the
American model and the European one. The American
model is based on the philanthropic approach that
involves dividing the profit share of a business into the
investment in its socio-environmental initiatives. These
initiatives include, for example, investment of resources
in charity projects of local communities, direct financial
support of funds, of charitable communities, financing of
children’s institutions, the national initiative in the form
of reconstruction of historical monuments, buildings,
investing in humanitarian projects, support of national
culture and events, etc. [7, c. 25].

Under the modern process of globalization and economic
conditions, the American model of CSR is used wider,
because it is implemented easily. The results of its
implementation are publicly visible and perceptible by
the community. Also, from the perspective of the
investor, the company's participation in the social
initiative describes it as promising, developed and
economically sustainable one. It is this model in the case
of its competent implementation, that finds the most
lively response from the population, public
organizations, social associations and personnel.

The second most popular CSR model is European, which
is related to the achievement of business goals and is part
of the strategy to create additional investment
attractiveness of the company. Most of the projects and
initiatives sponsored by the company within the
framework of this model have a financial interest and a
direct relation to the increase of profit. Among the most
popular investment objects, there are the following:
development of company personnel; development of
municipal formations where production facilities are
located; environmental activities; development of
science, education and technology; standardization,
programs to bring the company in line with the world
industry standards [8, p. 26-27].

Consequently, unlike the American model, the basis of
the European model of responsibility is not the
philanthropic view, but the realization of state initiative.
Because the state is directly interested in a highly
economically developed society, and since the society is
represented by the majority of employees in corporations,
then the social responsibility strategy is aimed at
developing programs for employees.

The implementation of the European model of CSR in
practice is most widely represented in the Northern and
Central States of the Euro-Continent, where the
promotion and regulation of corporate social
responsibility are dealt with by state and local authorities.
Thus, in Italy, the Ministry of Labour and Social



Bicnux 3anopizvro2o nayionansrno2o ynisepcumenty. Exonomiuni nayxu. 2 (42), 2019

Development is actively monitoring the process of
developing social responsibility and accountability. And
in Spain there is the State Expert Technical Commission
on CSR. Lithuania has developed the CSR strategy at the
state level. In Poland, the Ministry of Labour created the
CSR Working Group. According to the author, the
European CSR model is acceptable in countries where
the level of the economy is high, where the social
protection of the population and person is high and any
social or personal problems are supported by the state.
Such countries are Norway, Luxembourg, Portugal,
Sweden, Switzerland, and so on.

Thus, the current global experience in corporate social
responsibility allows the management to test the
theoretical and practical models that have been
introduced and invented by the European and American
scholars, who have two opposing points of view in
implementing social responsibility strategies but have
world practice in economically developed countries.

In the opinion of the author, it is generally more effective
to have an independent moral constancy of enterprises
towards social responsibility by means of successful
indirect regulation of the state together with encouraged
actions on its part and creation of a favourable
foundation.

Conclusions

In this research the features of the strategic CSR concept
were considered. The connection of CSR and related
concepts of the management culture, were analysed. The
categories, the models and roles in the formation of
strategies of corporate social responsibility of enterprises
at the world level.

The conceptual models of CSR were considered include

two models — American and European. More remarkable
for the business in the Ukrainian market is the European
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model for shaping CSR strategies, where the state is
interested in a highly economically developed society
and it introduces its own initiatives. Corporate social
responsibility strategies are aimed at creating programs
for employees.

Having analysed the concept-categorical apparatus of
related concepts and direct terms of CSR, it was
discovered that the culture of management encompasses
the traditional cultural nature of the enterprise, its moral
and ethical component. Corporate culture is a set of
norms, planned in the process of interaction of the
organization with the external and internal environment.
The similarity of the categories that arise among various
scholars in the definition of corporate culture, including:
1) a comprehensive system of peculiar rules; 2) officially
accepted traditions and values; 3) distribution of rules to
the organization as a whole; 4) manifestation of this
culture in consciousness, thinking and contemplation of
workers; 5) experience to be transmitted when the system
is proven.

Thus, it can be generally noted that corporate social
responsibility in Ukraine is in the stage of development.
It is emerging with the experience of foreign companies
and international organizations. The major enterprises
and apparatus of management of state and commercial
institutions become a big part of the CSR.

The CSR Roles and Concepts, that were highlighted in
the article, enable not only theoretically but also
practically, to understand a more detailed subfield
strategy of social responsibility, relationships and
formations. Thanks to that, Ukrainian enterprises have
the opportunity to take their own independent steps and
gain experience in this very important social sphere of
CSR.
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