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EXPRESSION OF SOCIAL RESPONSIBILITY
IN A COMPANY PROVIDING TOURISM SERVICES
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Abstract

In today’s society, there is more and more talk about the importance of social responsibility in enterprises. The concept
of social responsibility is widely used, but in Lithuania it is not yet talked about enough, many often do not understand
the meaning of social responsibility. Many articles state that responsibility in an organization manifests itself when
an employee and society are involved in its activities. Various economic, environmental, legal and other important issues are
studied, which are aimed at improving the results of the company and the quality of the work of employees. often, companies
that implement the principles of social responsibility create greater trust and their reputation looks higher than those that are
not socially responsible. According to Lukosiiité (2018), those companies that carry out social responsibility are more likely
to innovate, their services and goods are of higher quality, and consumers value such services or goods more favorably.
Previous studies have shown that corporate social responsibility is an important and necessary part of an organization’s
strategic tool in improving reputation, satisfaction, image and trust (Lee et al., 2022). For example of tourism services
is that air travel has had a significant impact on the economic, natural and social environment, and stakeholders continue
to expect airports to reduce the negative impact through corporate social responsibility (Yang et al., 2020). In foreign
studies, most of all it is taken into account that airports provide very high noise levels. In Lithuania, research related
to the social responsibility of the airport is missing, so it is relevant to talk about it. In conclusion, it can be said that
the topic of social responsibility is new on the scale of airports in Lithuania, and this is a very relevant topic in order
to improve the activities of organizations. The attitude of employees is relevant when assessing social responsibility, not
they can evaluate all internal processes as the main stakeholder. The problem of work: at what level is social responsibility
manifested in the company in the provision of tourism services and by what means to increase the level of corporate social
responsibility? The purpose of the study: to assess the level of social responsibility in the organization providing tourism
services from the point of view of employees. Research methods: analysis and systematization of scientific literature,
questionnaire survey (quantitative study), mathematical statistical descriptive analysis.
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Relevance of the topic. Tourism and corporate
social responsibility are closely intertwined,
and according to Kumar & Kumar (2018), social

the quality of life in society (Madanaguli, et al., 2022).
According to literary sources, responsible tourism
derives from the sustainable movement of tourism

responsibility is especially important for tourism
organizations, as for improving the quality of life
and meeting people’s needs. Over the past decade,
corporate social responsibility has received more
and more attention (Madanaguli et al., 2022).
Corporate social responsibility is a place that
supports actions that promote the sustainable
development of tourism, since corporate social
responsibility includes the environment, community
and local wisdom (Achmad, W. and Yulianah,
2022). companies carry out strategic corporate
social responsibility when they integrate responsible
behavior into the work of the organization (Camilleri,
2020). By launching corporate social responsibility
activities, tourism companies can improve
the chances of economic development, improve
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(Idahosa, 2019). In the world, tourism gives not
only positive sensations, but also has many negative
aspects. According to Sica et al., (2020), concerns
about the environment and the perception that mass
tourism can have a strong negative response to the
environment have led to the control and greater focus
on responsible and sustainable tourism. Responsible
tourism includes points in the field of the environment,
legal, economic, ethical. Each of them is important
in its own way and contributes to the improvement
of tourism and consumer understanding

According to Idahosa (2019), the community
and the natural environment are the backbone
and main product of the tourism industry, it can
be said that the emergence of responsible tourism
is fully understandable, due to the increased climate
change and the call for sustainability, along with
the increase in corporate social responsibility,
in private sectors, therefore, the community
and society are encouraged to assimilate this

Expression of social responsibility in a company providing tourism services



Dinocodis

reality. main idea of responsible tourism is related
to tourism, paying the greatest attention to persons
involved in tourism activities, entrepreneurs, tourists
and moral and ethical responsibilities (Saarinen,
2021). Social responsibility in tourism companies
is conveyed through various eco-labels, aspects
of sustainable tourism, such as “Green Key”, “Blue
Flag”, ISO standards. “Green Key” began to be used
in hotels to encourage employees, customers
to take care of the environment. Another important
ecolabelling that is widely used is the 'Blue Flag’.
It is an international ecolabel administered by the
non-profit foundation for environmental education,
which promotes sustainable tourism in the waters,
thus rewarding the operators of beaches and marinas
who meet strict environmental requirement. (Lissner
et al., 2020). The Blue Flag Ecolabel includes four
main criteria that must be met in order to be granted
the status of “Blue Flag” (Slater and al., 2018).
Another important aspect is the ISO standards. There
are a lot of them and each is assigned to a certain
area of life. Very popular is ISO 9000. This standard
is classified as a quality management. According
to Grebliauskiené¢ (2020), companies applying
ISO 9000 standards claim that the results of operations,
the quality of services, communication between
employees have improved, important knowledge
about the organization’s activities has been acquired,
partnerships with other organizations have improved.
According to Slapikaité (2017), the environmental
and social points of enterprises are best defined
by a triple concept: the UN Global Compact, the
ISO 14001 standard and the Global Reporting
Initiative. Csr and ISO26000 are also included
in corporate social responsibility. Each standard
is important in its own way, since it covers a certain
area. SA 8000 covers the activities of organizations,
personnel issues, the ISO 14001 standard covers
environmental issues and the ISO 26000 standard
covers social responsibility issues. Corporate social
responsibility includes environmental, economic
and social responsibilities. Climate change
and the greenhouse gas effect have a negative
impact on the tourism system. The tourism system
seeks to mitigate all this, to adapt to the situation
that has arisen, so that it is through corporate social
responsibility that suffers as little as possible. From
an economic point of view — a fair profit, from
an environmental point of view, so that as little harm
as possible to nature, tourist areas. From a social point
of view, so as not to reduce the number of travelers,
consumers. community is also able to adapt in such

a situation by transmitting information about climate
change more and more widely, raising awareness.
Ignoring the limitations of social responsibility
as a means of solving real-world problems, they
could conceal their irresponsible behavior. The
prospect of social responsibility can be particularly
useful in the case of regional airports, as it favours
genuine relations between stakeholders. According
to Dhakal et al. (2020), for example, in Australia,
the discourse of social responsibility is usually
understood through the prism of shared values,
when companies encourage and / or cooperate with
various stakeholders to achieve mutually beneficial
ormutually beneficial solutions. The economic growth
caused by airports and the associated noise pollution
must be seen as asymmetric factors and as a path
to the development of airport social responsibility
measures. The implementation of social responsibility
initiatives can be a way out of improving relations
between airports and the regional community, for
example by applying the ISO 26000 guidelines
to involve all stakeholders in the development
of'social responsibility and to meet their expectations.
stakeholders’ concerns have been addressed, airports
can position themselves as socially responsible.
In this case, synergies between social responsibility
initiatives achieve tangible economic, environmental
and social benefits (Dhakal etal.,2020). The principles
of social responsibility, which are rapidly being
integrated into tourism, enable companies to behave
more responsibly, in accordance with the principles
of fairness and coherence from the point of view
of stakeholders.

Research methodology. Airport staff were
interviewed to conduct a quantitative study.
83 respondents agreed to participate in the survey
and responded. this accounted for 79% of all
employees, the questionnaire survey is conducted
using a questionnaire, which was placed on the
website  www.apklausa.lt. This  questionnaire
is designed to assess the level of corporate social
responsibility. The online survey is carried out
by sending the questionnaire link by sending through
social networks. Structure of the test instrument
(Table 1).

Statistical methods of data processing. The
analysis was carried out using the SPSS and exel
programs. The data were statistically described
and depicted in a tabular way. The questionnaire
used the method of the ranked Likert scale, in which
the responses of the respondents were grouped, which
means that all the answers are presented in ascending
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Table 1

The structure of the questionnaire

Scales and subscales

The questionnaire is based on the authors

1) Importance of corporate social responsibility

Brin and Nehme, (2019); Caroll (2016);
Slapikaite (2017); Achmad and Yulianah (2022);
Madanaguli, et al. (2022); Saarinen (2021);
Strielkowski and al, (2021);

Perko (2020); Navickas ir kt. (2021)

2) Expression of social responsibility in the activities of the | Caroll (2016); Brin and Nehme, 2019;
company: Liability in the market: Services and their quality;
Market responsibilities: consumer information, health and |Font ir Lynes (2018)
safety; Environmental responsibility; Responsibility in relati-
ons with employees; Responsibility in relations with society

Zukauskas et al. (2018); Slapikaite (2017);

3) Demographic data for respondents

Zukauskas et al. (2018)

order: starting with a response in which the respondent
completely disagrees with the statement made,
and ending with a response in which the respondent
fully agrees with the statement made (1 — I completely
disagree; 2 — I disagree; 3 —neither agree nor disagree;
4 — agree; 5 — I fully agree. With the help of the
Liqueur scale, a general assessment of the opinion
of the respondent was determined.

Analysis of the results of the study data.
The social responsibility of the organization
providing tourism services was assessed according
to the scales indicated in the table, each of which
consisted of distinguished criteria and was evaluated
by employees. A rating of 1 or 2 points means a very
low and low level, 3 points — an average level, with
a score of 4 and 5 — a high and very high level.

The summarized results of the study show
that the level of responsibility of a company
providing tourism services in the market is above
average. The highest number of points was scored
by the responsibility of the company providing
tourism services in relations with the public,
and the lowest number of points was scored by the
scale of responsibility of the company providing
tourism services in relations with employees. a very
small extent, there is a very small difference in the

assessment of the level of responsibility of a company
in environmental protection. It can be noted that
no area reaches a high or very high level, therefore,
the company’s decisions to improve the level of social
responsibility should be focused on all stakeholders,
paying special attention to the formation of relations
with employees and responsibility in environmental
protection.

Conclusion

When analyzing social responsibility, various
models are applied, in which partially different aspects
are highlighted. To determine the level of social
responsibility in the studies, the most commonly
used model of social responsibility is the Caroll
pyramid, most often the models emphasize the legal,
environmental, social, ethical and economic aspects
of social responsibility and discuss the content of the
means of application.

Social responsibility is relevant in the field
of tourism, and its principles are applied in the
provision of tourism services in hotels, restaurants,
cafes, spas, in the transport sector. Social
responsibility measures are implemented through
participation in the Green Key, Blue Flag or other
programs and by applying ISO standards, including
the standard SA 26000. Tourism actively integrates

Table 2

Level of social responsibility of the organization providing tourist services

Claims Total scores

The': level‘of responsibility of the company providing tourist services in the market: services and 367
their quality )

The level of responsibility of the company providing tourist services in the market: Consumer 37
information, health and safety '

Of environmental responsibility of the company providing tourism services 3.5
Level of responsibility of the company providing tourism services in relations with employees 3.45
The level of responsibility of the company providing tourism services in relations with society 3.96
Overall average of the level of expression of social responsibility 3.66
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the principles of social responsibility, enabling
companies to behave more responsibly, in accordance
with the principles of fairness and coherence from
the point of view of stakeholders.

The results of the survey showed that for
respondents — employees, the application of social
responsibility in the organization is important.
As a result of the research, it was found that
according to all groups of scales, employees agree
with the statements that the company is socially
responsible. The summarized results of the study
show that the level of responsibility of a company
providing tourism services in the market is above
average. The highest number of points was scored

by the responsibility of the company providing
tourism services in relations with the public,
andthe lowest number of points was scored by the scale
of responsibility of the company providing tourism
services in relations with employees. To a very
small extent, there is a very small difference in the
assessment of the level of responsibility of a company
in environmental protection. It can be noted that
no area reaches a high or very high level, therefore,
the company’s decisions to improve the level of social
responsibility should be focused on all stakeholders,
paying special attention to the formation of relations
with employees and responsibility in environmental
protection.
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BUPAKEHHS COIMIAJBHOI BIIIMTOBITAJTBHOCTI B KOMITAHII,
O HAJA€ TYPUCTUYHI MOCJYT'H

AHoTauis

VY cydacHOMY CyCITiIbCTBI BCE OLIbIIIE FOBOPSITH PO BAXKIMBICTH COIIa/IbHOI BiAMOBIAAIBHOCTI HA MIAMPHEMCTBAX.
[ToHsTTs conianbHOT BiIOBIAAIBHOCTI IIMPOKO BUKOPUCTOBYETHCS B CBITI, ajie B JINTBI PO HHOTO TOBOPSTH HEJOCTAT-
HBO, 6araTo XTo 4acTo HE PO3YMIIOTh CEHCY COIIabHOT BIAMOBIAAIBHOCTI. Y 0ararboxX CTaTTsX TOBOPHUTHCS, 110 BiAIO-
BiJTAJIBHICTH B OpraHi3amii MPOsBISETHCS, KOJIU B 11 TisUTBHICTE 3aTy4eHI CIIBPOOITHHK 1 CyCIUIBCTBO. BUBYaIOTHCS pi3HI
€KOHOMIYHi, €KOJIOTIUHi, TPAaBOBi Ta 1HII Ba)XIWBI MUTAHHS, SKi CIIPSIMOBaHI Ha MOJIMNIICHHS Pe3yJabTaTiB POOOTH Mij-
MIPUEMCTBA 1 SIKOCT1 poOOTH criBpoOiTHHKIB. HaifuacTime koMmaHii, Ki peai3yloTs NPHHIUIH COIiaIbHOI BiIMOBIIATb-
HOCTI, CTBOPIOIOTH OLIBINY JOBIPY 1 TXHs peryTallisi BUIVISIIAE BUINE, HDK Y THX, SIKi HE € COLIAJIBHO BIAMOBIAAIbHIMU.
3a cioBamu Lukosiiité (2018), Ti koMIaHil, siKi 3A1HCHIOIOTE COLIIAJIbHY BiIMOBIIAIBbHICTh, OUIBII CXUJIBbHI 0 IHHOBAIIIM,
IXHI OCTYTH Ta TOBApH MAlOTh BHIILY SIKICTh, @ CIIOXKMBaui IHYIOTh TaKi OCIYTH YK TOBapH Ok cripusTiuso. [Tome-
peIHI TOCTiKCHHS ITOKa3aH, IO KOPIIOpaTHBHA COIliajibHA BiAIMOBIIAaIBHICTE € BAXKIIUBOIO Ta HEOOXiTHOI YaCTHHOIO
CTpaTETIYHOTO IHCTPYMEHTY OpTaHi3allii y IOKpalleHHi peryTailii, 3aJ0BoJIeHOCTI, iMiKy Ta nosipu (Lee et al., 2022).
OnHUM 13 IPUKITAIB TYPUCTUIHUX TTOCIYT € T€, IO aBialepeBe3CHH Majll 3HAYHUH BIUTMB Ha €KOHOMIYHE, TIPHUPOIHE
Ta COLIaJIbHE CEepeIOBHINE, 1 3alliKaBlIeHI CTOPOHH MPOAOBKYIOTh OYiKyBaTH, L0 aepONOPTH 3MEHILIATh HEraTHBHHUN
BIUIMB 3a JIOTIOMOTOI0 KOPIIOPAaTHBHOI coliainbHol BianosigansHocTi (Yang et al., 2020). V 3apyOiKHHUX JOCIHIIKEHHIX
HaKOUIbIIE BPaXOBYETHCS, 1[0 AepOIIOPTH 3a0€3MeUyIOTh y’Ke BUCOKHMH piBeHb ymMy. Y JIUTBI BiCyTHI TOCIiKEHHS,
OB’ s13aHi 3 COLIANBHOI BIANOBITANBHICTIO aepPOIOPTY, TOMY PO L€ AOPEYHO TOBOpUTH. Ha 3aKiHYCHHS MOXKHaA CKa-
3aTH, IO TeMa COIliabHOI BiIOBINAIFHOCTI HOBA B MacIITabax aepornoptis JINTBH, i e Ayke akTyajbHa TEMa 3 METOIO
TIOJIMIICHHS TiSUTbHOCTI opranizamiid. CTaBieHHs CIIiBPOOITHHKIB aKTyaJ bHO TPH OIIHII COIialbHOI BiNMOBIJAIIBHOCTI,
HE BOHM MOXKYTb OLIIHMTH BCI BHYTPILIHI POLIECH SIK OCHOBHHH cTeiikxonep. [Ipodnema poboTu: Ha sikoMy piBHI po-
SIBJSIETHCSL COLliaJIbHA BiJIIOBIIAIBHICT B KOMIIAHIT IPH HAJ@HHI TYPUCTHYHUX HOCIYT 1 SKUMH 3aC00aMH iJIBUILUTH
PiBEHB KOPITOPATUBHOI COIIAIbHOI BiIOBIqaIbHOCTI? MeTa JOCHiIKCHHS: OLIHUTH PiBEHb COIIaIbHOT BiIMOBIJATEHOCTI
B Oprasisaiii, o Hagae TyPUCTHYHI ITOCITYTH, 3 TOYKH 30pY CIIBPOOITHUKIB. METOMU HOCITIHKEHHS: aHalli3 1 CHCTeMa-
THU3aIlisl HAYKOBOI JIiTepaTypH, aHKSTYBaHHS (KUTbKiCHE TOCIIKEHH ), MATeMaTHYHIH CTAaTUCTHYHIIA OTIMCOBHUN aHAJII3.

KurouoBi c1oBa: cortianbHa BiAMOBINATBHICTE, TYPH3M, IOCTYTH, apOTIOPT.
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