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SOCIAL RESPONSIBILITY IN THE ACCOMMODATION ESTABLISHMENTS
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Abstract

Relevance. The first forms of tourism appeared already in Egypt, became popular in Ancient Greece and Rome.
However, it went through a long period of formation until the end of the 19th century took its present form, and after
the Second World War, it degenerated into a mass phenomenon. In the 21st century, tourism became an integral part of our
leisure time (BaleZentis and Zuromskaite, 2012). The tourism sector is identified as one of the largest and fastest-growing
sectors in the world. Although tourism is currently one of the worst affected areas due to the pandemic, it has been observed
that CSR activities gained momentum when company managers realised that they had to ensure that their immediate
operating environment facilitated smooth business to achieve their profit-oriented goals (Idahosa, 2019). Tourism has
great potential to affect the lives of local people and can have a positive and negative impact on the destination community
(Su, Huang & Huang, 2018). We know that there are different views on corporate social responsibility. Corporate Social
Responsibility (CSR) has gradually become a concern for many businesses in the tourism industry, with more than 70%
of articles on the topic published in the last five years. (Font & Lynes, 2018). are currently facing a major challenge in
adopting responsible treatment of the community and the environment (Tigu, Popescu & Hornoiu, 2016). Responsible
tourism and corporate social responsibility (CSR) can play a significant role in the sustainable development of tourism.
The international community and therefore institutions such as the European Union (EU) invite the tourism industry
to implement CSRs as part of its business strategy and to offer responsible tourism products (Manente, Minghetti &
Mingotto, 2012). Problem of research the question is what is the level of social responsibility in the tourism organization
from the point of view of managers and employees and how to increase it. The aim — of the research is to propose a plan
of measures to increase corporate social responsibility after establishing social responsibility in a tourism organization.
Research tasks: define social responsibility and benefits in tourism organizations; to single out the criteria set for social
responsibility in a tourism organization; identify social responsibility in the tourism organization and submit a plan
of measures to increase social responsibility. Research methods- analysis of scientific literature, questionnaire survey
and analysis of the description of statistical data. Results. According to the criteria of social responsibility, the quality
of services, consumer information, health and safety, and a high level of social responsibility in the environment have
been established. The value of the study was the expression of social responsibility according to the criterion — the degree
of coverage of social responsibility, which includes environmental, social and economic elements and the implementation
of responsible business practices. The application of social responsibility practices in the activities of tourism organizations
includes tangible indicators and enables the implementation of environmental, human safety standards or other standards
or a green key program. The majority of respondents confirm that CSR covers all the above elements of coverage, and that
organizations develop and maintain contact with the public / the client by publishing publicity on CSR indicators.
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Concept of social responsibility

The concept of corporate social responsibility
(CSR) has existed for more than 60 years. The theory
of SSA is being studied and practiced is implemented
in many countries around the world, but to date,
there is no generally accepted definition. social
responsibility has remained the subject of debate for
decades. For companies to become more competitive,
a strategic approach to corporate social responsibility
becomes increasingly important (Kontautieng,
2016). There is a long and varied history related to
the development of the concept of corporate social
responsibility (CSR). However, there is a lack
of historical review in academic literature, which,
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together with the public and international events,
depicts the development of academic understanding
of this concept, which influences social expectations
regarding the behaviour of companies (Agudelo,
Johannsdottir & Davidsdottir, 2019). The majority
of authors agree that the social responsibility
of organisations is to be considered as a set of efforts
and commitments of organisations that do not pursue
business goals, but contribute to the well-being
of social groups. Social responsibility is identified
as conscious, based on values and accountable
to stakeholders (Zickiene, 2015). According to
J. Jakuleviciené, social responsibility is important
because it reduces costs (e.g. saving raw materials
and energy resources, lower turnover of employees,
increased efficiency of their work); ensure better
management of business risks (e.g. reducing
the risk of reputational loss or sanctions by
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supervisors); helps to earn a more favourable attitude
of customers; attracts workers; creates a better
brand; stimulate innovation. socially responsible
organizations, employees are allowed to learn, create
and realize themselves, as a reward for the work
performed to receive not only money but also to
strengthen self-esteem, the organization understands
the importance of combining family and work
obligations, therefore it creates favourable working
conditions for employees. organizations have a well-
functioning information system for employees, give
employees more powers, take care of their working
capacity and safety at work, increase the diversity
of work, equal rights and equal pay for women
and men (Pauzuoliené and Daubariené, 2015). Social
responsibility is a business obligation that businesses
must morally continue and supplement (Basariya &
Al Kake, 2019). CSRs in tourism can be defined as
guiding business policies whereby tourism companies
incorporate social and environmental issues into their
business mission, strategies and operations, as well
as communicating with stakeholders. It is essential
to preserve the legal interests of society and fulfil
a financial commitment. CSR is today seen as a cross-
stakeholder approach where stakeholders are not only
partners in the implementation and implementation
of CSR strategies. CSR is a business contribution to
sustainable development. Although many different
definitions are used for the description, and many
terms CSR are economic, social and environmental
indicators, together with a voluntary nature that takes
into account the relationship between stakeholders
describing the detailed scope of CSR (Lund-
Durlacher, 2015). The concept of social responsibility
in the scientific literature is extremely complex,
covering the citizenship of the company, sustainable
development, management of interest groups,
environmental — management, business  ethics
and theresults of the company’s social activities. On the
other hand, modern scientific literature on corporate
social responsibility emphasizes the links between
socially responsible activities and the profitability
of the company (Andriukaitien¢, 2015). Economics,
Legal, ethical and philanthropic responsibilities
towards stakeholders, both internal and external,
are important. Summing up the social responsibility
of business, it is to be proposed to be defined as
a set of measures that the organization incorporates
into its natural activities, objectives and decision-
making processes, creating constructive relations
with interest groups and respecting their needs to
contribute to the general good (Seilite, 2013).

Importance and benefits of the application
of social responsibility practices in tourism
service organisations. Tourism is an important
industry with great growth potential and generating
profits that will be used for the development
of the country (Su, Huang & Huang, 2018). Tourism
is an industry with the greatest growth potential.
The number of tourists is increasing their travels
throughout the year. Increasing efforts are being
made to promote the socially responsible behaviour
of tourism companies (Zdravkovi¢ & Pekovié,
2020). In recent years, corporate social responsibility
has quickly become the key to the company’s
success and competitiveness. This trend is associated
with income growth and changes in consumer
behavioural psychology  (Blinova, Gregoric,
Dedusenko & Romanova, 2018). responsibility has
become one of the modern core areas of enterprise
activity and many social responsibility issues are
essentially becoming corporate problems that need
to be tackled effectively. Traditionally, corporate
social responsibility (CSR) has been used to assess
the impact of business on the environment and society
as a question of business ethics and governance
principles. Later, scientists made a revolutionary
aspect, meaning that corporate responsibility could
increase the profits of their owners and shareholders.
the theory of stakeholders, many economists had to
stress that OSR is a rational tool for good justification
and can be an invaluable source of innovation,
opportunity and competitive advantage (Hassan,
Shehata, El-Dief & Salem, 2020). And while tourism
rates have changed drastically in a negative direction
over the lasttwo years due to the COVID 19 pandemic,
tourism is slowly recovering. Social responsibility
is particularly relevant at this time.) The objectives
of sustainable tourism development relate to local
economic prosperity, quality of employment, social
equality, visitor satisfaction, local control, community
well-being, cultural richness, physical integrity,
biodiversity, resource efficiency and environmental
cleanliness (UNEP and UNWTO 2005).) (Lund-
Durlacher, 2015). In the strategies of tourism
companies, the concept of CSR has become a key part.
Environmental protection, fair working conditions for
workers and contributing to the well-being of local
communities are key issues in international tourism
strategies. Nowadays, tourists are more informed
and more concerned about various aspects, such as
the environment or health. In addition, markets are
overcrowded and businesses are forced to find new
ways to reach out to consumers. Corporate social
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responsibility schemes are therefore a great way to
communicate their values to businesses. Secondly,
and as a result, companies are helped by corporate
social responsibility programmes to improve their
reputation. social responsibility programs help grow
sales, income and the market attracts and supports
valuable employees, innovation and learning,
reputation, media opportunities in ethical business
activities (Tigu, et al 2016). Are several arguments
that confirm the benefits of social responsibility
for the company (Jui¢ius and Sneideriene, 2013).
Corporate social responsibility contributes to
the successful implementation of corporate business
during the economic globalisation phase. The
perception of social responsibility and social activity
opens up prospects for favourable business results
and ultimately ensures greater prestige and profits.
The main strategic aspects of CSR that contribute to
the implementation of CSR in difficult economic times
are the safety of workers and socially responsible
treatment of them, the promotion of business
transparency. Implementation of corporate social
responsibility. This affects not only businesses butalso
many institutions, and they must also act responsibly
during the economic downturn (Kontautiene, Janciute
& Navickas, 2010). In modern business, companies
cannot ignore social responsibility or organizational
culture to be competitive. Organisations exist only
with the consent of the public, so each organisation
should carry out its activities with the least possible
threat to the environment and man (Pauzuoliené ir
Daubarien¢, 2015).

Social responsibility practices and goals to
achieve the right level. Tourism is a complex
business, described as an existing system of complex
pooling of stakeholders and resources (Salvado,
Ferreira, Serra & Marujo, 2020). In addition to
achieving economic objectives, tourism companies
must take care of these, social objectives
and the environmental impact of their business
activities. Social responsibility and economic profits
are not contradictory, but complementary. Nowadays,
corporate social responsibility (CSRs) in the tourism
and hotel industry is increasingly represented.
and more tourists are showing concern (Zdravkovi¢
& Pekovi¢, 2020). Wherever tourism exists,
society has certain expectations of good business
conduct, which includes compliance with various
societal and environmental standards. Companies
are expected to devote most of their resources to
the development, livelihoods of workers, the local
community and a sustainable environment (Bello

& Kamanga, 2018). tourism, as in other business
sectors, the concept of corporate social responsibility
has become a key part of company strategies. In
a representative study (Dodds & Joppe, 2005),
the authors outlined the main directions and measures
that could achieve CSR tourism goals:

* Gradually comply with international standards;

* Include quality in the guidelines, together
with environmental and social criteria, accreditation
and submission of reports;

* Encourage associations to harmonise and apply
the guidelines;

* Develop industry-specific and comprehensive
guidelines and charters;

* Implement the current certification system, but
still continue construction, and the actions of the local
community aimed at CSA as a business to perceive it
as a functional business activity;

e Link development funds to CSRs so that
developers and managers have a long-term goal
of achieving the life expectancy of their products;

+ Ratify and pursue sustainable supply chain
initiatives;

* To inform about corporate social responsibility
initiatives;

* Approval of certification or use of certified
products with the assistance of supply chain partners;

» Formulate appropriate investment structures to
promote and promote tourism destinations in terms
of sustainable development;

* Encourage industry associations to provide
information on their way of achieving more
sustainable tourism;

» To prepare laws for the preparation of corporate
social reports; laws or encourage companies that
apply certification schemes to be recognised
at the international level or standard national level
(Tigu, et al. 2016).

Many CSRs recommend that the first step that
companies seeking to comply with CSRs should take
is to join one or more designated United Nations
organizations — including the United Nations Global
Compact.

Results

Thelevelofsociallyresponsiblebehaviourofatourism
organisation in the market and the environment was
measured by scoring (1 — extremely low 2 — low;
3 —average; 4 — high; 5 — extremely high) (see Table 1).

In summary, the average scores were derived
and the level of scoring was determined.

The interviewees revealed that the quality
of services in the organisation is sufficiently high
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(4.4 points), while consumer information, health
and safety also reaches high rates (4.5 points), a little
less (4.1 points), but environmental responsibility is
still carried out at a high level.

When assessing the impact of CSR practices on
customers’ choice when purchasing services, 49.3%
of respondents believe that it is very important
for customers that a tourism company applies
social responsibility practices. Similarly, 26.4%
of respondents believe that CSRs are important to
clients.

A smaller proportion of employees (14.3 percent)
believe that it is neither important nor irrelevant to
customers whether or not the company has such
practices (as it can be assumed that the majority
of customers appreciate the efforts of a tourism
company to operate in a socially responsible manner
and it is likely that this will be important when
choosing services).

The results of the research show that the tourism
organisation carries out a high level of social
responsibility practice, but there is potential to
achieve a higher level especially in environmental
matters. In addition, the success of the application
of social responsibility is guaranteed by the constant
integration of principles into the company’s business
processes and socially responsible decision-
making by identifying disruptions to achieve

the desired goal in the field of social responsibility
in relations with customers, community, employees
and the environment. Increasing the level of social
responsibility of a tourism organisation is linked to
continuous monitoring and feedback.

According to the tourism organisation (see
Table 2), 58.4% of respondents rate the level
of social responsibility of the services provided by
the organisation extremely high, while a little less
(33.8%) say that services are at a high level and only
7.8% value the average.

When disturbances in the field of social
responsibility are detected during the audit or
during the control of operational processes, ways
of eliminating problems are adopted, taking into
account the uniqueness of the situation and making
improvement or innovative decisions. in line with
the practice of scientific sources, (Tigu, Popescu
and Hornoiu (2016); Lebe and Vrecko (2014);
Manente, Minghetti and Mingotto (2012); Salvado,
Ferreira, Serra & Marujo (2020), Bach et al., (2014);
Ghoul et al. (2011); Liu et al (2019) the increase
in the level of social responsibility can be carried
out in accordance with the steps for continuous
improvement. Figure. 1 proposed increase in the level
of social responsibility under the proposed phases.

In the case of the study, it became clear that
social responsibility in the environment is assessed

Table 1

Level of socially responsible behaviour of tourism organisations in the market and the environment

q Score Average Level of social
Claims oo
amount score responsibility
1 Quality of service 2048 4,4 High/Extra High
2 | Consumer information, health and safety 1710 4,5 High/Extra High
3 Environmental responsibility 2811 4,1 High
Table 2
Respondenty pasiskirstymas pagal bendrg atsakomybés lygio vertinimg
Criteria Level Number Percent
of respondents
The level of social responsibility of the 3 points (average) 6 7,8 percent
services provided by the organization in 4 points (high) 26 33,8 percent
scoring 5 points (extra high) 45 58,4 percent
Table 3
Distribution of respondents according to the influence of THEA on customers’ choice of service
Criteria Level NGO Percent
respondents
The choice of customers when purchasing Yes, this is very important when customers 38 49,3 percent
services is conditioned by the fact that the | choose services
tourism company applies the practice of | This is important 28 26,4 percent
social responsibility Neither important nor irrelevant 11 14,3 percent
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v

Increasing the level of social responsibility
of the tourism company

v

Application of CSR practices on the basis
of the principles of social responsibility

v

Self-assessment of SETTLING practices according to the

criteria:

1. Degree of social responsibility coverage according to the responsible
business elements provided (social, economic, environmental elements)

2. Level of implementation of responsible business practices

3. Level of integration of the certification method and responsible tourism.
4. Level of integration of the certification method and responsible tourism
(internal and external audits)

v

Identification of disruptions to CSR practices to achieve
a high level of social responsibility

v

A

Selection and application of CSRs, the most suitable
for a tourism organisation

Fig. 1. Plan to increase the level of social responsibility of the tourism organisation

below, therefore decisions are linked to this issue.
The analysis of the studies carried out shows
that environmental initiatives and the education
of employees and customers in order to increase
the level of environmental protection are likely to
have a positive impact.

Conclusions

The concept of corporate social responsibility is
interpreted and understood in different ways. Corporate
social responsibility can be described as covering several
components, i.e. economic, legal and environmental,
ethical and philanthropic responsibilities. Corporate
social responsibility is becoming increasingly popular
and increasingly integrated into business activities. To
ensure the success of the organisation, it is important to
take into account the stakeholders of the organisation.
Integrating social responsibility as a good management
practice into business processes can improve relations
with stakeholders and contribute to better business
performance.

The investigation found that the hotel managers
and staff involved considered social responsibility
in the tourism organisation to be of a high level.
The good results of the study were likely due to
the fact that the survey was conducted in high-
level accommodation companies belonging

to a single network, where a unified social
responsibility policy is applied. In terms of criteria,
quality of service, consumer information, health
and safety, environmental responsibility have a high
level of social responsibility, but environmental
responsibility is assessed at the lowest score.

The study assessed the expression of social
responsibility accordingto criteria—the degree of'social
responsibility coverage, whichincludesenvironmental,
socio-economic elements and the implementation
of responsible business practices, the application
of social responsibility practices in the activities
of tourism organizations includes tangible indicators
and allows the implementation of environmental,
human safety standards or other standards or a green
key program.

The majority of respondents confirm that CSR
covers all the above-mentioned elements of coverage
and communicates with the public/community
and customers when making public about CSR
indicators in public, but the tourism organisation
has the potential to increase the level of social
responsibility. A higher level of social responsibility
is also associated with higher quality services, so it
makes sense to invest efforts in changes in the level
of social responsibility.
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COLIAJIBHA BIAIMOBIJAJBHICTD B OB’€EKTAX PO3SMIIIEHH S

AHoTauis

AxryanbHicTb. [lepiui Buau Typusmy 3’siBuiics Bxke B €runrti, HaOynu nommpenss B Craponasuiid ['peuii ta Pumi.
OnHak BOHM NpOHIIUIA TPUBAIMH MIEpioj CTAHOBICHHS, TTOKK HanpuKiHmi XIX cTomiTTs He HaOyIM Cy4acHOTO BHIVIALY,
a micnst [lpyroi cBiTOBOI BilfHM Iepepociiu y MacoBe siBUIIe. Y 21 CTONITTI TypU3M CTaB HEBiJ'€MHOIO YaCTHHOIO HAILIOTO
no3sims (banexenric ta XKypomckaiite, 2012). Cextop Typu3My BBa)Ka€ThCs OAHUM 13 HAHOUIBIIMX Ta MIBHIKO3POC-
TalOYUX CEKTOPIB y CBITi. X04a Typu3M B JaHUH 9ac € OAHI€I0 3 HAMOLIBII MOCTpakaaInX obacTell yepes MaHIeMiro,
Oy10 momideHo, mo AisnpHicTs KCB HaOpanza 00epTiB, KoM KePpiBHUKH KOMITaHIN YCBIIOMILUTH, III0 BOHH [TOBHHHI 320€3-
MEYUTH, 1100 IXHE Oe3MocepeHe onepamiiHe CepeIOBUIIE CIPUsIIO Oe3nepediitHoMy Oi3HECY Uit TOCSTHEHHS X LiJICH,
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OpIEHTOBaHUX Ha OTpUMaHHs pulOyTKy Aiinaxocy (2019). Typusm Mae BEJMKHIA OTEHIIaJl BIUIMBY Ha )KUTTS MiCLEBHX
JKUTEJIIB 1 MOKE MATH sIK IO3UTUBHUM, TaK i HETaTUBHUI BIUIMB Ha CIUTBHOTY nipu3HaueHHs (Su, Huang & Huang, 2018).
Mu 3Ha€eMO, IO € Pi3HI MOIVIAIM Ha KOPIIOPATHBHY COLiabHY BiNOBifanbHicTh. KopriopaTtiBHa collialibHa BiIMOBIAAb-
Hicts (KCB) nocTtymnoBo crana mpo0nemMoro it 6araTbox MiANPUEMCTB IHYCTpii TypHU3MYy, i 32 OCTaHHI I1’SITh POKiB OyJ10
omy6mnikoBano nonaxa 70% crareii Ha 1o Temy. (LLpudr ta Jlaitac, 2018). B ganuii yac opraizamii cTHKarOThCS 3 cepiios-
HOIO ITPOOIEMOT0 TPUHHATTS BiATIOBITaIFHOTO CTABICHHS /IO CIUIBHOTH Ta HAaBKOJIHUITHROTO cepenoBuma (Tigu, Popescu
& Hornoiu, 2016). BigmnoBinaneHuid Typu3M Ta KOpIoparuBHa colianbHa BianosiganbHicth (KCB) MoxyTh Bigirparu
3HAYHy POJIb y CTAJIOMY PO3BHUTKY TypH3My. MiKHapoaHa CHUIBHOTA 1, OTXKE, TaKi IHCTUTYTH, sIK €Bponelchkuii Coro3
(€C), mpononyroTs iHAYCTpil Typu3my BrpoBapkyBatn KCB y Mexax cBoei Oi3Hec-cTparerii Ta MpOIOHYBaTH MPOIYKTH
BiamoBinansHOTO TypHu3mMy (Manente, Minghetti & Mingotto, 2012). [Ipo6iemoro gociipKeHHs € IMTaHHS, SKAH piBeHb
COIIaTBPHOT BIAMOBIAAFHOCTI B TyPUCTCHKIM OpraHi3amii 3 TOYKH 30py KePiBHHUKIB i CIIBPOOITHHUKIB i K 11 MTiABHUIIUTH.
Merta — 3anmpOmNOHYBaTH IJIaH 3aX0/iB IOAO IMiABHUIICHHS KOPIOPATUBHOI COIIabHOI BiIIOBIAAIBHOCTI MICI BCTAHOB-
JICHHSI COIL[iaJIbHOT BIAMOBIAAIBHOCTI y TYPUCTCHKiil opranizaiiii. 3aBIaHHs TOCIIIKCHHS: BH3HAYUTH COLIAIbHY Bij-
TOBIJJAJILHICTD Ta MUIBTU B TYPUCTCHKUX OpraHi3allisix; BUAUIMTH KPUTEPii COLiaNbHOI BiAMOBIAAIBHOCTI TyPHCTHYHOT
opraHizarlii; BA3HAYUTH COIiaJIbHY BiJIOBIIaIBHICTE B OpraHi3alii Typu3My Ta MOAATH IUIaH 3aXO0iB MO0 ITiIBUIIICHHS
COLIATBHOT BIAMOBIHaTbHOCTI. METOMU TOCIIIKEHHS — aHaJIi3 HAyKOBOI JTITepaTypH, aHKSTyBaHHS Ta aHANI3 OIMUCY CTa-
THCTHYHUX MaHWX. Pe3ympraTu. 3a KPUTEpisIMH COIIalbHOI BiNMOBIMATBHOCTI BCTAHOBIEHO SAKICTH IOCIHYT, iHPOPMY-
BaHHS CIIOKMBAYiB, 3I0pOB s Ta Oe31eKy, BUCOKUI PiBEHb COIiaJIbHOI BiATIOBIAaIFHOCT] Y HABKOIHUIITHBOMY CEPEOBHIIII.
[{iHHICTD TOCIIHKECHHS MOJISITAE Y BUPAKEHHI COIIAIbHOT BIAMOBIIATBHOCTI 32 KPUTEPIEM — CTYIICHS OXOIUICHHS COIIi-
AJIBHOT BIIMOBIIATBHOCTI, 10 BKJIFOYA€E SKOJIOT1YHI, COMiabHI Ta CKOHOMIYHI €JIEMEHTH Ta BIPOBAKCHHSI BIIIIOBIAIb-
HOI JIJIOBOT MPAKTHKH. 3aCTOCYBAaHHS MPAKTHK COLIaIbHOI BIAMOBIAIBHOCTI Y MiSUIBHOCTI TYPHUCTHYHHMX OpraHizamii
BKJIFOYA€ MaTepialibHi MOKA3HUKH i IO3BOJISE Pealli3yBaTH CTAHIAPTH OXOPOHH HABKOJHMIIHBOTO CEPElOBHILA, Oe3MeKH
TonuHY ab0 1HII CTaHAAPTH 200 TIPOTpaMy «3eTICHUN KITF0W». BITBIIICTh peCIIOHICHTIB MiATBEPAKYIOTh, o KCB oxomn-
JIIO€ BCi MepepaxoBaHi BHIE €IEMEHTH OXOIUICHHS, 1 1[0 OpraHi3alii po3BUBAIOTH 1 MIATPUMYIOTh KOHTAKT 3 TPOMaJ-
CBKICTIO/KJIIEHTOM, IyOJTiKytouH iHpopMmarito npo nokazuuku KCB.
KurouoBi ciioBa: comianbHa BiANOBIIAaNbHICTD, TYPU3M, PIBEHb COIIaJIbHOT BiAIIOBITAILHOCTI.
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