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Abstract

With the rapid expansion of the sports sector, the expression of social responsibility in various business structures is
also high. Although social responsibility factors are increasingly being applied in Western organizations, this is not yet
the case in Lithuania and in companies. (Giziené, Palekiené, Simanavi¢iené2011). The economically growing sports
sector is becoming attractive not only to the public sector, which is pursuing national goals, but also to private business
structures that see the potential for economic benefits from certain sports. In this way, leaders of sports organizations can
use social responsibility initiatives as a tool to enable their organization to improve their strategic and financial position
(Smith, Westerbeek, 2007). It is observed in the literature that not only the governing bodies but also the employees
occupying another hierarchical position have an influence as a socially responsible organization (Sheth, Babiak, 2010).
For organizations that want to succeed, the priority must be not only the financial situation, shareholders, sponsors, etc.,
but also the community, non-governmental organizations, because business must interact with its environment in order
to be successful. (Juscius, Griauslyté, 2014). In order to be a socially responsible sports organization, it is necessary to
understand in which areas of social responsibility the expression of the members belonging to the organization is most
important. The question is: how do people, executives and athletes in sports organizations view the level of corporate
social responsibility and what are their social responsibility priorities? The aim of the research: Determine the level
of expression of social responsibility in terms of managers, athletes and employees. Objectives of the research: discuss
the components of social responsibility in organizations; o analyze the theoretical aspects of the expression of social
responsibility of organizations in sports organizations; to conduct a comparative analysis of the opinion of sports
organization managers, employees and athletes on the level of expression of social responsibility in a sports organization.
Research methods: Analysis of scientific literature sources, Quantitative study — Questionnaire. The questionnaire was
based on an analysis of the scientific literature and studies by Smith and Westerbeek (2007), Camilleri, (2015), Zhou,
Wang and Zhao (2020) et al.

Results. Factors promoting CSR According to the leaders of the organization, improved financial results
of the organization, increased attractiveness of the organization to sponsors, greater employee loyalty and a better work
atmosphere, athletes believe that CSR is most promoted by increased attractiveness of the organization to sponsors. In
the segment of employees and athletes, respondents do not care what ecological or non-ecological technologies their
organization uses and, in their opinion, environmental sustainability is not important to the organization. In the leadership
segment, CSR has been found to be beneficial for the conservation of environmental resources, and eco-education is seen
as a beneficial activity. The difference of opinion on the expression of social responsibility shows that the integration
of social responsibility into the policy and strategy of sports organizations needs to be coordinated more effectively,
as members of the sports organization community have different perceptions of social responsibility towards society,
customers and environmental responsibility.
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Statement of the problem important attraction for companies and their
According to Adams & Zutshi (2004), stakeholders around the world. A business-friendly
entrepreneurship, which fosters the principles  concept of sustainability becomes a core business
of social sustainability, has become a particularly strategy. Companies are increasingly striving to be

socially responsible for the good of society. According
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their actions as a spirit of responsibility geared toward
greater societal goals. Author McWilliams (2011)
argues that corporate social responsibility actions
include: recycling, sorting, reducing pollution,
and other environmentally friendly modern practices.
Social responsibility can also manifest itself through
support, social campaigns, and other supported
services (Popescu, 2018).

Corporate social responsibility is largely seen
as a Western phenomenon characterized by strong
companies, which are seen as a role model. Other
authors point out (Font, Walmsley, Cogotti, Mc
Combes, & Hausler, 2012) that corporate social
responsibility as a concept or phenomenon is very
widely understood and used in a variety of ways.
Despite the fact that corporate social responsibility
is one of the most important topics in the marketing
literature, and corporate strategies, it is not easy to
specify and provide accurate information on the use
and definition of the term. According to Carroll (2015),
the interest of the business community in the concept
of social responsibility is not solely due to altruistic
incentives. Corporate social responsibility has never
been pure altruism, although some idealists would
like it to be the driving force. In fact, business engages
in social responsibility because it sees benefits in
the system not only for them but also for society.
It is by far the most widespread form of conscious
capitalism, and as the global economy grows, so
will the number of companies that will be socially
responsible (Soundararajan, Jamali, & Spence, 2018).

Its global support is growing daily in both
developed and emerging economies, and this trend
guarantees that it will remain in its current or changed
form for years to come. This is the philosophy
that underpins all business functions. .In recent
years, corporate social responsibility has become
an important business entity in the face of global
challenges. Pollution, climate change, depletion
and depletion of natural resources, economic crises,
mombing, etc. that is, corporate activities that seek to
positively impact customers and stakeholders.

According to the authors (Park & Kim, 2019),
social responsibility has become one of the most
important issues in academia, industry, and society,
as corporate activities have a significant impact
on the growth of society and the development
of customer awareness. The concept of corporate
social responsibility encompasses various aspects,
such as economic, philanthropic, ethical and legal
factors, that are essential to today’s success in
the marketplace. The World Council for Sustainable

Business Development has proposed one of the most
widely accepted definitions of corporate social
responsibility (Benitez, Ruiz, Castillo, & Llorens,
2020).

This definition encompasses a broader meaning
that goes beyond philanthropy. This definition states
that “corporate social responsibility is a continuing
commitment of a business to conduct ethically. It also
contributes to economic development by improving
jobs, the quality of life of the community and society
as a whole” (Payne, 2006). The World Council for
Sustainable Business Development has also stated
that corporate social responsibility is an integral part
of sustainable development and is divided into three
categories.

These categories are considered to be key
aspects of sustainable development. That would be
the environment, the economy and society. corporate
social responsibility is a complex term broadly
defined as the active and (sometimes) voluntary
contribution of a company to environmental, social
and economic development. According to Wang
(2017), the best way to demonstrate a high level
of corporate social responsibility and increase
customer satisfaction is to do everything possible
to meet the expectations of stakeholders or groups
of individuals and to simultaneously develop
and implement their corporate social responsibility
goals. According to the author of Welford (2008),
social responsibility, when it is necessary to know
how it is communicated, as well as what significant
information is included, is known to the public and all
members of the company.

According to the author Simanaviciené (2011),
Lithuania, which is in a post-communist society
where society is still reluctant to find its way to
the aspect of corporate social responsibility. For these
reasons, it is very important to encourage companies
and organizations to implement various concepts
of human resource ethics and social management
models. In summary, the concept of corporate
social responsibility is very diverse and examined
in detail in various aspects. This gives rise to many
different views of the authors on the definition
of the concept, and the concept of the phenomenon
itself as what it is. No matter how differently each
researcher expresses the concept of corporate
social responsibility, the overall conclusion is that
corporate social responsibility is an activity related
to the improvement of the environment and society
and the creation of more harmonious interactions
between these factors.
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Methodology

The object of the research is the expression
of social responsibility. Contingent of subjects
the survey involved 58 persons belonging to a sports
organization: managers, employees, athletes. Of
all the respondents, employees (54.3%), athletes
(32.6%) and the rest (10.9%) were in management
positions. The survey sample. A non-probabilistic
random selection of a quantitative study sample was
selected for the study. Convenient selection includes
those units in the general set that are readily available.
The non-probabilistic sample can be applied in
quantitative exploratory research in order to approve
the instrument and research procedures and can be
applied for the purposes of study work.

Research methods: To find out
the concept of social responsibility, its components
and expression in sports organizations with the help
of the analysis of scientific literature; Quantitative
research — a questionnaire survey is conducted
using a questionnaire to assess the company’s social
responsibility; statistical analysis.

Nature of the study. A quantitative study was
selected for the study. A questionnaire survey was
used to conduct the study. The research questionnaire
was based on an analysis of the scientific literature
and studies by Smith and Westerbeek (2007),
Camilleri, (2015), Zhou, Wang and Zhao (2020) et
al. The questions are adapted to the problem at hand.
Structure of the questionnaire: the introductory part
ofthe questionnaire describes the purpose of the survey,
explains that the survey is conducted anonymously
and the respondents’ views are very important, then
introduces the instructions for completing the survey.
The questionnaire consists of 45 questions.

Statistical methods of data processing. The
questionnaire used the ranking Likert scale method,
where the respondents’ answers were grouped,
which means that all answers are presented in
ascending order: starting with the answer in which
the respondent completely disagrees with the given
statement, and ending with the answer in which
the respondent fully agrees with the given statement

(1 — strongly disagree, 2 disagree, 3 — neither agree
nor disagree, 4 — agree, 5 — strongly agree The
likelihood scale was used to determine the overall
assessment of the respondent’s opinion. — extremely
low level, 2 points — low level, 3 points — medium
level, 4 points — high level, 5 points — extremely high
level.The first aim was to assess whether the members
of the Sports Center consider the company to be
socially responsible. Respondents first had to answer
the question whether they know enough about what
a socially responsible company is (see Table 1).
Based on the results of the survey, it can be stated
that the leaders of the organization are most familiar
with the concept of CSR (4.4 points), while the athletes
belonging to the organization (4.1 points) showed
that they know the concept of social responsibility
well (4.3 points). Both employees and managers
of the organization indicate that the application
of CSR creates extremely high added value for
the organization (4.5 points), athletes (4.1 points).
Next, the respondents had to indicate what in their
opinion the characteristics of social responsibility
in Sports Center and at what level (see Table 2).
According to the leaders of the organization,
the organization is most responsible for supporting
social projects (4.8 points) and participation in them,
as well as respect for the ommunity (4.8 points).
From the employees’ point of view, the factors
for which Sports Center is most responsible are
the transparency of activities (4.8 points), and in
the opinion of athletes, respect for the community
(4.9 points). According to all groups of respondents,
the lowest scores were obtained from all the presented
components: environmental protection, managers
(4.4 points), employees and athletes (4.3 points).
Also, the aim was to clarify the expression of social
responsibility through an approach to the environment
(see Table 3). In the segment of managers, the highest
score (4.7 points) was obtained by the statement:
the organization is environmentally friendly (energy
and water saving, waste reduction). In the segment
of employees and athletes, the statement was
the highest: 1 don’t care what ecological or non-

Table 1
The concept of corporate social responsibility and its benefits for managers, employees and athletes
. Sum of Avegare of scores
Claims int
PoINts | Staff | Managers | Athletes
Have you heard and know the concept of corporate social responsibility (CSR)? | 217 | 4,4 4,3 4,1
Does the application of corporate social responsibility (CSR) add value to a 28 | 45 45 4.1
company?
Question group average 4,5 4,4 4,1
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Table 2
Expression of organizational social responsibility from the point of view of respondents
. Average of scores
Sum of points Staff managers athletes
Compliance with public norms 221 4,7 4,6 4,6
Supporting and participating in social projects 212 4,8 4,6 4,4
Fair treatment of employees 213 4,7 4,7 4,5
Transparency of activities 230 4,7 4.8 4.8
Respect for the community 237 4,8 4,7 4.9
Compliance with the law 217 4,6 4,6 4.5
Environmental protection 207 4.4 473 43
Taking care of customers 206 4,3 473 4.5
Stakeholder communication 204 4,3 4.4 43
Enforcing the interests of stakeholders 207 4.4 4.5 473
Question group average 4,6 4.5 4.4

ecological technologies the organization uses
(4.8 points) and the lowest (4.3 points) "Environmental
sustainability is important for the organization".

In the segment of managers, the statements “I don’t
care what ecological or non-ecological technologies
the organization uses” and “Ecological education
of employees is a waste of time” (4.3 points) received
the lowest score.

Conclusions

Social responsibility is multi-level, based on
economic responsibility, which is identified as
an essential function in the market of producers
of goods and services, which allows to meet
the expectations of buyers and make a profit. Legal
responsibility is distinguished because the public
expects companies not only to be profit-oriented, but
also to comply with the law when pursuing economic
goals. Although economic and legal responsibility
governs ethical standards of fairness and justice,
ethical responsibility includes those activities
and practices that are expected of members of society
or prohibited by society, even if those activities are

not specified in law. Ethical responsibilities include
standards, norms, or expectations that reflect concerns
about what consumers, employees, shareholders,
and the community, and in this case, athletes, are
doing. Philanthropic responsibility is the actions
of an organization to maintain and enhance the well-
being of society by voluntarily participating in
the implementation of social programs.

There are various social health promotion
practices and policies through which various socially
responsible projects are implemented in sports
organizations. Those projects include: the prevention
of sports injuries, the spread of smoking harm,
the responsible supply or consumption of alcohol,
protection from environmental factors, ecology,
healthy eating, the revelation of a welcoming
environment and the reduction of consumption.

Social responsibility in sports organizations may
also be more focused on governance itself. Through
socially responsible governance, efforts should be
made to involve as many different social groups as
possible in the activities of organizations in order to

Table 3
Expression of social responsibility in Sports Center in terms of environmental approach
. . Sum of Average of scores
Attitudes towards the environment points Staff Managers | Athletes

Environmental sustainability is important to the organization 207 4,4 43 43
Itdoesn tmatter to me what ecological or non-ecological technologies 23 43 438 48
an Orgamzatlon uses
Environmental initiatives only increase costs 207 4,4 43 43
The. organization, not the employees, has to take care of the 212 44 45 45
environment
Eco-education of employees is a waste of time 202 43 4.4 4,6
The organization protects the environment (energy and water saving, 227 47 46 45
waste reduction)
Average of question group 4,5 4,5 4.6
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reduce exclusion, as well as to develop opportunities
for those who do not have them.

The expression of social responsibility is
revealed through the following criteria: the behavior
of managers, the behavior of employees and athletes,
the responsibility of the organization in public
relations, the attitude towards the environment
and the responsibility towards the customer. The
comparative analysis shows that there is a consensus
between employees and the organisation’s
management, as the application of corporate social
responsibility provides significant added value to
the sports organization. When evaluating other criteria,
the opinions of managers and employees and athletes
differ. The study found that the opinions of managers,
athletes and employees of a sports organization differ
about the responsibilities of the organization.

According to the leaders of the organization,
the organization is most responsible for supporting
and participating in social projects and respecting
the community. From an employee perspective,
the factors for which an organization is most
responsible are transparency of operations,
and athletes see respect for the community as
important. Factors promoting CSR According to

the leaders of the organization, improved financial
results of the organization, increased attractiveness
of the organization to sponsors, greater employee
loyalty and a better work atmosphere, athletes
believe that CSR is most promoted by increased
attractiveness of the organization to sponsors. In
the segment of employees and athletes, respondents
do not care what ecological or non-ecological
technologies their organization uses and, in their
opinion, environmental sustainability is not important
to the organization. In the leadership segment, CSR
has been found to be beneficial for the conservation
of environmental resources, and eco-education is
seen as a beneficial activity, although in the segment
of employees and athletes the statement is highest:
I don’t care what ecological or non-ecological
technologies the organization uses.

The difference of opinion on the expression
of social responsibility shows that the integration
of social responsibility into the policy and strategy
of sports organizations needs to be coordinated
more effectively, as members of the sports
organization community have different perceptions
of social responsibility towards society, customers
and environmental responsibility.
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BUPAKEHHS COIIAJBHOI BIIMOBIJTAJIBHOCTI Y CIIOPTUBHINA OPTAHI3AIIIL

AHoTanis

3 HMIBUJIKMM PO3IIMPEHHSIM CIIOPTUBHOTO CEKTOPA MPOSIBIISETHCS TAKOXK BUCOKHH PIBEHb MPOSIBY COLIIAIBLHOT BiJIITOBIIAIIb-
HOCTI y pi3HHX 0i3Hec-cTpyKTypax. Xoda (PaKTOpH COLIabHOI BiIIOBIIaIFHOCTI BCE YACTIIIE 3aCTOCOBYIOTHCS Y 3aXiJHUX
oprami3arisx, y JIMTBi Ta Ha MiANpHEMCTBAX 1HOro MokH 1o Hemae (Giziene, V., Palekiené, O., Simanavidiené, Z., 2011).
ExoHOMIYHO 3pocTaroda CriopTuBHA cepa CcTae MPUBAOIMBOIO HE TUTBKH IUIS IEPKABHOTO CEKTOpa, IO Mae 3araibHOICD-
JKaBHI LIiJTl, aje ¥ JuIs1 MPUBATHNX Oi13HEC-CTPYKTYP, SIKi BU3HAIOTh OTEHIIIAJI €KOHOMIYHOT BUTO/IM BiJl OKPEMHUX BUJIIB CIIOPTY.
TakiM 4MHOM, KEPIBHUKH CIIOPTUBHHX OpraHi3ailiii MOKyTh BUKOPHCTOBYBAaTH 1HIIIaTHBH COLIAJIbHOT BiIOBINAIBHOCTI SIK
IHCTPYMEHT, 1110 JI03BOJISIE X OpraHi3allisiM ITOKPAIUTH CBOE cTpareriyHe Ta (iHaHcoBe craHouie. (Smith, A., Westerbeek,
H.,2007). Y niteparypi HaroJouIy€eThCs, 0 He JIMIIE OPraH| yIPaBIIiHH, a i CIBPOOITHUKH, SIKi 3aiiMalOTh IHIITY i€papXidHy
TIO3HIIi10, MAFOTh BIUTHB SIK COIIaJIbHO BimmoBinampHa opranizamis (Sheth, H., Babiak, K., 2010). J{ist opranizartii, sKi X09yTh
JOCSITTU YCIIXY, Y MPIOPUTETI Mae OyTH HE TUILKU (PIHAHCOBE CTAHOBHIIE, aKI[IOHEPHU, CIIOHCOPH TOIIO, ajle i CIUIBHOTA,
HEYpsIZIOBI OpraHi3arlii, a/pke 0i3HeC Mae B3aEMOISATH 31 CBOIM OTOYEHH:M, 100 Oytr yemimanM (Jusius, V., Griauslyte, J.,
2014). 11106 OyTH corianbHO BiANOBIIATHFHOIO CIIOPTHBHOIO OpraHi3arliero, HeoOX1THO PO3yMiTH, B SIKMX c(epax COmiabHOT
BI/INOBINAJIBHOCTI HAMBAYKITUBIIIIE CAMOBHPAYKCHHS WICHIB, 1110 HAJICXKATH JI0 OpraHi3ailil. BUHUKaEe MUTaHHS: SK JIFOIU, KePiB-
HUKH Ta CIIOPTCMEHH y CIIOPTUBHUX OPTaHi3allisX OIiHIOIOTH PIBEHb KOPITOPATUBHOI COIIAIBFHOI BiIIOBIJATBHOCTI Ta SIKi TIPi-
OPHTETH X COIIATBHOI BiMOBIAATLHOCTI? MeTa JOCIIKCHHS: BU3HAYUTH PIBCHb BUSIBJICHHS COIIaIbHOI BiMOBIAIBHOCTI
y KepiBHUKIB, CIIOPTCMEHIB Ta CHiBPOOITHHUKIB. 3aBIaHHS JOCTIKEHHS — OOTOBOPUTH KOMIOHEHTH COLIIAJIbHOI BiIIOBITaITh-
HOCTI B OpraHi3allisix; MpoaHaJli3yBaTH TEOPETUYHI aCIIeKTH MPOSIBY COLIAIBHOI BiOBIIAIBHOCTI OpraHi3awii y CrOpTHB-
HUX opraHiaaui;IX' TPOBECTH nopiBHsmme‘/'I aHaJT3 JIyMOK KepiBHI/IKiB npauiBHHKiB Ta cnopTCMeHiB CIOPTHBHHX oprasizarii
1pO PiBEHB IPOSBY COLIABLHOI BiATOBINAILHOCTI Y CIIOPTHBHIIH opranisawii. MeTo J0CIiPKeHHS: aHaIl3 JUKepel HayKOBOI
JITeparypu, KUIbKICHE JOCIIKEHHsI — aHKeTyBaHHs. AHKeTa OyJia 3aCHOBaHa Ha aHaJli3i HAyKOBOI JIITEpaTypy Ta A0CHiIKEHb
Cwira ta Becrepbexa (2007 p.), babiaka ta [era (2010 p.), Kamimrepi (2015 p.), Yoy, Bana Ta YWkao (2020 p.). Pesymsrarm.
UMHHHKY, 1110 COPHSIOTH BUPAKEHHIO COLIaJIbHOT BiANOBIAanbHOCTI? Ha MyMKy KepiBHUKIB opraHi3artii, nosiniieHHs ¢piHaH-
COBHIX PE3yNbTaTiB OpraHizaliii, MiIBUIEHHS TPHBAOIUBOCTI OpraHi3allii A1 CIIOHCOPIB, TiABHUIIEHHS JIOSUTBHOCTI CIIBPOOIT-
HUKIB Ta MOJIIIIICHHS. poO040i arMocdepr, BUSBICHHS COMIaIbHOT BiIIOBIIAIBHOCTI Yy CIIOPTHUBHIN opraHi3aui'1' HaiObIIIe
CIIpUSIE TTiABUIIICHHIO anBa6nHBOCT1 opraH13au11 JUIsl CIIOHCOPIB. Y CerMeHTi MepcoHay Ta CIIOPTCMEHIB PeCrioH/IeHTaM
BCC OJIHO, SIKi GKOJIOTTYHI YH HECKONOTiHi TeXHOIOrii BUKOPHCTOBYE iXHs OpraHi3aLlis, i, Ha iXHIO JYMKY, €KOJOIT4HA CTii-
KICTB JIUIs OpraHi3allii He € BKJIMBOIO. Y CErMEHTI KepiBHUKIB OyJi0 BUSBJICHO, 110 KOMITOHEHTH COIIiaJIbHOT BIITOBIIAJIBHOCTI
KOPHCHI JUTs 30epe)eHHsI pecypciB TOBKLLIA, a €KOYTBOPEHHS CIIPUIIMAIOTHCA SIK KOPUCHA JisUTbHICTh. BiqMiHHICTE yMOK
PO BUP&)KEHHI COLIaJIbHOT BIATIOBIJAIBHOCTI CBIUMTb, 1110 IHTErpallisi COLialbHOI BIIMOBIIAIILHOCTI Y TOJITHKY Ta CTpare-
Tif0 CHOPTUBHUX OpraHizailiii morpedye Oubi e)eKTUBHOI KOOPAMHALT, OCKUIBKY YWICHH CIIUIBHOTH CIIOPTHBHOT OpraHizariii
TI0-PI3HOMY CIIPHUIMAFOTh COIIATEHY BIATIOBITABHICTD ITEpPe]] CYCILTLCTBOM, KIIIEHTaMH Ta €KOJIOTTIHOIO BiIIIOBIIAabHICTIO.

KarwuoBi ciioBa: corfiajibHa BiIIIOBIANIBbHICTh, 00’ €THAHHS, CIIOPTHBHI OpraHi3allii.
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