Dinocodis

UDC 316.64:338.48
DOI https://doi.org/10.26661/hst-2022-10-87-14

TRENDS IN THE IMPLEMENTATION OF CORPORATE
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Abstract

Relevance. Social responsibility is becoming increasingly important for every modern organization and an integral
part of the business strategy. According to Garcia, Leal, & Lee (2021)corporate social responsibility is gaining more
and more scientific attention as it has become increasingly important in political, economic and business agendas in
recent years, therefore, in modern society, organizations/companies want to create positive opinions, reputations and look
attractive to consumers. Research problem: Corporate social responsibility is gaining more and more attention as it has
become increasingly important in political economical and business agendas, and in modern society, organizations want
to build a positive opinion, reputation and look attractive to consumers. Tourism businesses need to take responsibility
for the impact of their activities and contribute to sustainable development, so integrating corporate social responsibility
into business practices is a priority for tourism organizations. The question is what the trends are, what trends are in
the application of social responsibility in the catering and travel sectors and how social responsibility is applied in
practice in the activities of these organizations. The aim: to identify trends in the implementation of social responsibility
in the tourism sector. Research methods. Analysis of scientific literature, online questionnaire, statistical data analysis,
descriptive statistics. A quantitative study was selected for the study. Result sand conclusion: Obtained results have
shown that catering is the least involved in CSR-oriented management and environmental protection compared to other
tourism organizations. Also in the socio-economic category of CSR, tourism organizations are involved at a similar level.
CSR has been found to offer both advantages and disadvantages. Comparing tourism organizations, there is a tendency
that the worst of the social responsibility activities of tourism organizations are catering and the best care is provided for
accommodation. Social responsibility is most and most actively pursued in the category of economic activities in tourism
organizations.
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Trends in the implementation of Social Corporate social responsibility gradually becomes
responsibility a commitment of tourism enterprises/organisations.
In tourism, as in other business sectors, corporate  significant number of companies implement
social responsibility as a voluntary practice has  social responsibility programmes for economic
become a key part of organisations’ strategies. and environmental benefits. The implementation
According to Lund-Durlacher, D. (2015), in order to  of social responsibility becomes a mutual benefit
be successful in the future, tourism companies will ~ for both the organisation and the environment.
have to constantly implement and adapt the principles ~ (Horng, J. S., Hsu, H., ir Tsaai, C. Y., 2018).
of corporate social responsibility. Liu, Y., Kumar & Kumar (2018) identifies social
Xiao, T., Fon, Z. P., & Zhao, X. (2019) states that  responsibility as a practice for tourism organisations
tourism companies must take responsibility for  on the social orientation towards meeting people’s
the impact of their activities and contribute to  needs and improving quality of life. M. A. Camilleri
sustainable development, therefore the integration  (2016), the main recommendations of the guidelines
of the company’s social responsibility into business  for responsible tourism:Skatinti pagirtinus verslo
practices is a priority part of the activities of tourism  procesus, kurie teikia ekonoming, socialing ir
organisations. aplinkosauging verte
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e constructive communication, trust and awareness;

* Governments can create a kind of regu-
latory framework that allows and promotes the
implementation of sustainable and responsible
behavioural practices in tourism enterprises.

(Gonzalez-Rodriguez,M.R.,Martin-Samper,R.C.,
Koseoglu, M. A., & Okumus, F., 2019). development
of CSE in the tourism sector has become one
of the latest trends in the global tourism industry.
Blinova, E., Gregoric, M., Dedusenko, E., &
Romanova, M. (2018), that corporate social
responsibility in tourism should cover a wide range
of activities, including;

* Creation and improvement of social conditions
for staff (favourable conditions for work and leisure,
training and professional development, social
packages for employees, motivation;

» Safety of workers and tourists (safe workplaces,
health care of staff, protection of users of tourism
services, compensation for unused excursions);

* Local development (financial support for
culture and historical, sporting and educational sites);

* Environmental protection and sustainability
(pollution prevention, tourism activities include
effective environmental management, economic
and prudent use of natural resources).

The implementation and implementation of social
responsibility can give the organization advantage
and greater employee satisfaction with work. Kim,
Woo, Uysal and Kwon (2018) study found that
philanthropic and economic social responsibility
of enterprises had a positive impact on the quality
of employees’ work. The results confirm the authors’
insights that organizations need to strive not only
for potential financial benefits for the business, but
also for employees, as this can increase the quality
of employee work, which can bring additional
benefits to the organization. According to Lund-
Durlacher, D. (2015), in order to be successful
in the future, tourism organizations will have
continously implement and adapt the principles
of corporate social responsibility.

The same opinion about CSR in tourism have
others researchers studying CSR in tourism sector
who added that tourism companies must take
responsibility for the impact of their activities
and contribute to sustainable development, so
integrating corporate social responsibility into
business practices is a priority part of the activities
of tourism organizations (Liu, Xiao, Fan & Zhao,
2019). In tourism, as in other business sectors,
corporate social responsibility as a voluntary practice

has become a key part of organisations’ strategies.
(Gonzélez-Rodriguez, M. R., Martin-Samper, R. C.,
Koseoglu, M. A., & Okumus, F., 2019). The
development of CSE in the tourism sector has become
one of the latest trends in the global tourism industry.

Blinova, E., Gregoric, M., Dedusenko, E., &
Romanova, M. (2018) states that corporate social
responsibility in tourism should cover a wide range
of activities, including: Creation and improvement
of social conditions for staff (favourable conditions
for work and leisure, training and professional
development, social packages for employees,
motivation; of workers and tourists (safe workplaces,
health care for staff, protection of users of tourism
services, compensation for unused excursions);
local development (financial support for culture
and historical, sporting and educational objects);
environmental protection and sustainability (pollution
prevention, tourism activities include effective
environmental management, economic and prudent
use of natural resources).

According to Font and Lynes (2018), corporate
social responsibility is a concept that encompasses
aspects that can be defined separately in
a different ares of governance, involving consumers,
shareholders, governance, employees, communities,
ecosystems, suppliers and goverment. During this
period, social responsibility is increasingly embedded
in new sustainable business models designed to
address environmental, societal and governance
weaknesses. a result, organisations are increasingly
using responsible processes in their for-profit
(Camilleri, M. A., 2017).

Tourism organisations can use CSR to promote
economic development, environmental protection
and cultural assessment. At the same time,
the implementation of CSRs in tourism organisations
can have an impact on a wide range of stakeholders.
OSR is a key element of organisations contributing to
sustainable development (Farrington, T., Curran, R.,
Gori, K., O’Gorman, K. D., & Queenan, C. J., 2017).
Tourism enterprises/organisations must take care not
only of economic results, but also of social objectives
and the impact of their activities on the environment.
Social responsibility and economic benefits/
benefits are not contradictory but complementary
(Zdravkovié, S., & Pekovié, J., (2020).

Issues of implementation of CSR practices in
the field of theoretical and research are increasingly.
For organisations in the tourism sector, the practice
of CSR is acceptable in the context of the processes,
advantages in attracting visitors, saving resources

Trends in the implementation of corporate social responsibility in the tourism sector
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and increasing the attractiveness of organisations.
There is a general opinion, confirmed by studies, that
the application of social responsibility in the long
term creates added value for the organization through
trust in the company, customer loyalty and increasing
competitiveness.

Results of research

The reliability of the questionnaires used in this
study was found that questioning scales in CSR —
oriented management, CSR environment activi-
ties and CSR social activities to be high and reliability
of CSR economical activities was found to be avarage.

Table 1
The reliability of the questionnaires
Questioning scales Cronbach’s Alpha
CSR-oriented management 0,914
CSR environment activities 0,945
CSR social activities 0,942
CSR economical activities 0,872

Data analysis is carried out by analyzing
dimensionsaccordingtoscales: managementfocuses
on CSR, environmental activities, environmental
activities, economic and socialactivities. The
results of the study were processed by SppSS
program and their analysis was performed using
descriptive statistics. Data were analyzed using
one-dimensional and two-dimensional statistical
analysis methods.

This mean, standard deviation and percentage
distirbutions were used in the matte analys alone.
In a two-dimensional analysis, a non-parametric

Kruskal-Walls criterion was used for inter-group
comparisons due to the small sample size.

Results of the study revealing trends in CSR-
oriented management in tourism organizations are
presented in Table 2.

Respondents assessed the current situation
about the introduction of CSRs practices in their
own organization with scores (1 point — not at all,
2 points — not match, 3 points — corresponds on
average, 4 points — corresponds, 5 points — fully
corresponds).

Statistically significant (p<0.05) differences were
found in the calculation of CSA-oriented mana-
gement data under the “CSA reports submitted by
the organization” “the promotion of higher-level mana-
gers is linked to the achievement of CSR objectives”.

Based on the data obtained, it also has been
found that accommodation organisations are mostly
reporting and are encouraging managers to achieve
CSR goals compared to other organizations. In overall
scale also has been found statistically significant
differences that restaurants and cafes are less
involved in CSR orientied management than others
organizations Other data, no statistically significant
differences (p<0.05) were found when comparing by
the organisation.

The analysis of CSRs-oriented environmental
performance showed similar trends.

Results of the study revealing trends in CSR
activities in the environment in tourism organizations
are presented in Table 3.

A statistically significant difference was found in
the overall scale and 3 others statements of 15 about

Table 2
From CSR oriented management
Restaurants, | Accom- Mixed Travel Kruskal-
cafes modation type arrangements | Walls H P
Average(standard deviation)
The organisation is a member of the
Global Compact initiative 2,0(1,1) 2,3(1,6) | 2,8(1,2) 3,0(1,4) 3,782 0,286
The organisation discloses and explains
how it engages stakeholders 2,3(1,2) 3,3(L,1) | 2,9(1,1) 3,5(1,5) 5,027 0,170
The organisation has a CSR (corporate
social responsibility) committee or team 2,2(1,4) 34D | 3,40.2) 3,2(1,5) 3,937 0,115
Organization reports different ISA 2,0(1,0) 3,3(1,0) | 3,2(0,9) 2,6(1,2) 7,838 0,049*
The organisation is audited by external
auditors on the reported 2,2(1,0) 3,3(1,4) | 3,0(1,1) 2,8(1,3) 6,174 0,103
Promotion of senior management is
linked to the achievement of CSR 2,0(1,1) 3,6(1,3) | 3,3(0,7) 3,0(1,4) 9,874 0,020*
objectives
Overall scale 12,8(5,5) 19,1(6,1) | 18(3,4) 19,3(8,2) 8,659 0,034*

* Statistically significant differences p < 0,05.
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Table 3
CSR activities in the environment
Restaurants, Accom- Mixed Travel Kruskal- p
cafes modation type arrangements | Walls H
Average(standard deviation)
The organization has its own 1,4(0,7) 3,4(1,5) 2,4(1,2) 3,.2(1,8) 10,618 | 0,014*
environmental management team
The organization shall provide
at least one product line that is
designed to I})mve a positive impact 2101y 3,9(1,3) 3:4(1.2) 2,7(1,0) 9,873 | 0,020
on the environment
The organization carries out
environmental and ecological 2,3(0,96) 4,0 (1,4) 3,0(1,2) 3,0(1,4) 7,836 0,050*
protection
Overall scale 35,0(10,9) 53,4(13,7) | 43,009,0), 43,9(17,0) 8,892 ]0,031%*

CSR activities in the environment when comparing
groups of organizations, and catering organizations
are less focused on CSR activities in the environment
compared to other tourism organizations. Catering are
less focused on its own environmental management
team, take less care of own product line that is
designed to have a positive impact on the environment
and cattering organizations show less concern about
environmental and ecological protection than others
tourism organizations.

The same trend remains that organizations in
the accommodation sector implement high-level
socially responsible environmental solutions, i.e. set
emission targets or targets, use and avoid climate
change and risks in the organisation, seek to ensure
resource efficiency and ensure that the services
provided have a positive impact on the environment.
This behaviour is useful for attracting customers to
the organization, as Zdravkovi¢ & Pekovi¢ (2020)
found that more and moretourists are showing
concern about the environment and choosing to stay
in eco-friendly hotels during the trip.

The analysis of social (ethical and philanthropic
activities) across all components did not reveal
statistically significant differences, therefore, it can
be said that organisations located in the tourism
sector very similarly implement social activities in
relation to employees and the community. It has been
found that organizations are most concerned with
setting goals and tasks, on equal pay or promotions,
providing employee safety training, and promoting
partnerships with the local community.

According to Zdravkovi¢ & Pekovi¢ (2020),
tourism organizations must take care not only
of economic results, but also of social goals, since
social responsibility and economic profits do not
contradict each other, but complement each other.

average, there is a tendency for accommodation
organizations to be more involved and most actively
interacting in terms of social responsibility with
internal (employees) and external stakeholders
(community, customers, partners).

Conclusions

Social responsibility practices are acceptable in
the process of organizing activities, understanding
the benefits of attracting visitors and clients,
saving resources and increasing the attractivness
of organizations.

The social responsibility of tourism organizations
in tourism should cover a wide range of activities,
including the creation and improvement of social
conditions for staff (favourable conditions for work
and leisure, training and professional development,
social packages for employees, motivation; security
of workers and tourists, development of local
businesses (financial support for culture and history,
sports and educational objects); environmental
protection and sustainability (pollution prevention,
effective environmental management included in
tourism activities), economy.

Researchers  summarize both  advantages
and disadvantages of applying CSR, but there is
a general consensus that the application of social
responsibility in a long-term tourism organization
adds value through trust in the company, customer
loyalty and much greater competitiveness.

These trends are revealed through the components
defined in the social responsibility models,
i.e. economic, social (legal and environmental),
ethical and philanthropic responsibility. In recent
years, emphasis has been placed on the need to act
responsibly in the local market, ensuring the resolution
of global problems in the local area, which is
particularly important for the tourism industry.

Trends in the implementation of corporate social responsibility in the tourism sector
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Social responsibility trends are studied by  applies in organisations in the hospitality sector
distinguishing categories of management focused and the weakest CSR implemented is in catering
on CSR, environmental activities, social partnership ~ companies. Economic social responsibility is
activities, economic activities. CSR is most the strongest support.
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TEHAEHIII PEAJIBAIIIL KOPIIOPATUBHOI COIIAJIBHOI BIANTOBIJAJBHOCTI
Y COEPI TYPU3MY

AHoTanisa

AxkTtyaabnicTh. ColliajibHa BIiJIOBIJANBHICTh CTA€ BCE OUIBII BaXKIUBOIO U KOXKHOI CydacHOi opraizariii
Ta HEBiJ €MHOI0 4acTHHOW Oi3Hec-ctparerii. 3rimHo Garcia, Leal, & Lee (2021), xoprioparuBHa colliaibHa BiJIOBi-
TAIBHICTD TPUBEPTAE Bce OLTbIE 1 OLIBIIe HAYKOBOI YBard, OCKITbKH B OCTaHHI POKH BOHA CTAa€ BCE OULTBIT BasKIHBOIO
Y TONITHYHOMY, EKOHOMIYHOMY Ta TiIOBOMY MOPSAKY JCHHOMY, TOMY Y CY9acHOMY CYyCIIiJIbCTBI OpraHi3allii/koMmaHii
XO4YyTh CTBOPIOBATH MTO3UTHUBHY JYMKY, PEITyTaIlil0 Ta MPUBAOIMBICT IS CIIOKUBAIB.

IIpo6iema gocriaKeHHsI: KOPIIOPATUBHA COIliabHA BiIIOBIIANBHICTh IPUBEPTAE BCE OLIbIIE YBaru, OCKIJIbKH BOHA
CTae Bce OLIbII BaXKJIMBOIO Y IMOJITHKO-€KOHOMIUHHMX Ta JUIOBHX MpOTrpaMax, a y Cy4acCHOMY CYCHUIBCTBI Oprasizarii
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XO4yTh CTBOPUTH MO3MTUBHY JIyMKY, PEMyTAallil0 Ta BUIISIATH NPUBAOIMBO Ul CHOXUBa4iB. TypHCTHYHI MIAPUEM-
CTBa TIOBHHHI B35TH Ha ceOe BIAMOBINANbHICTD 32 BIUIMB CBOEI MISIIBHOCTI Ta 3pOOHMTH CBilf BHECOK Y CTaJWi pO3BHU-
TOK, TOMY IHTETpallis KOpIOpaTHBHOI COLIAJILHOT BI/IITOBIIANIBHOCTI y Oi3HEC-NIPAKTHKY € TIPIOPUTETOM ISl TYPUCTUYHUX
opranizaniii. [IutaHHs, sIKi TEHACHIIT Y 3aCTOCYBaHHI COLIATBHOI BIAMMOBINATBHOCTI ¥ cepi rpOMaaCEKOTO XapuyBaHHS
Ta TypU3MYy 1 K COIliaJibHA BiAIMOBINATBHICTH 3aCTOCOBYETHCS HA MPAKTHUII y MiSUTBHOCTI WX OpraHizamii. Mera moci-
JOKEHHS: BUSBUTH TCHJEHIIIT peasi3alii comiaabHOl BiIMOBIIANBHOCTI y cdepi TypusMy. MeTonu TOCTiKeHHS: aHami3
HayKOBOI JIiTepaTypH, OHJIAiiH-aHKETYBaHH:I, aHaJ13 CTATUCTUYHUX JIAaHHUX, OITUCOBA CTATHCTHKA. Byso 006paHo KijbKicHe
JIOCITIJPKSHHSI.

PesysnbraTu Ta BUCHOBOK: OTpHMaHi pe3ysIbTaT! MOoKa3ay, O ITiIPHEMCTBA TPOMaICEKOT0 XapuyBaHHs HalMEHII
3amy4eHi 1o ynpasiiaas KCB Ta 0xopoHM HAaBKOJIMITHEOTO CEPEIOBHILA IIOPIBHAHO 3 IHITMMHU TYPUCTHYHUMH OpTaHi3a-
missMu. Takox y corianbHO-ekoHOMiwHIN Kateropii KCB Ha ananorignoMy piBHI OepyTh y4acTh TYPUCTHYHI OpraHi3arii.
Bussneno, mo KCB mae sk mepeBary, Tak i Hegomiky. [TopiBHIOIOUH TypHUCTHYHI OpraHi3alii, ClocTepiraeThecsl TCHICH-
Iis1 IO TOTO, 1[0 HANTIPIIUM BHIOM COIiaJIbHOT BiIIOBIJAIbHOCTI TYPUCTHYHUX OpPTaHi3alliii € rpoMaiCbKe XapuyBaHHs,
a HalKpaia yBara NpHIUIseThCsl po3minienHio. ComianbHa BiANOBITAIBHICTh HAHAKTHBHIIIE pealli3yeThbesl y KaTeropil
€KOHOMIYHOT JiSTIBHOCTI Y TYPUCTCHKHX OpTraHi3allisx.

Kuaro4oBi ci10Ba: TypucTHYHI oprasizaiiii, colliabHa BiAIOBIIaIbHICTE, TCHACHIIT PO3BUTKY, peaizallis.
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