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Annotation. In recent years, the issue of corporate social responsibility has become
particularly relevant. Accelerating technological advances and increasing consumption are
increasingly causing negative impacts on the environment and society that is why the
organizations’ social responsibility is becoming more and more relevant every year. The
experience of foreign countries shows that social responsibility is useful not only for business
but also for its environment, determines the increasing number of socially responsible
organizations in Lithuania and a more favorable attitude of consumers towards the activities
of organizations [36]. According to Mauriciene and Pauzuoliene (2014), the priority of
socially responsible organizations is the expectations and needs of consumers. Socially
responsible organizations emphasize in their activity reports the importance of socially
responsible activities to the organization, its employees, society and consumers. Consumers
are more likely to appreciate such an organization, prefer to choose its products, encourage
others to do the same, and believe more in what it does.

Analysis of the literature. The issues of corporate social responsibility are investigated
by both Lithuanian (Kovaliov et al., 2009; Golubaviciute, Guzavicius, 2009; Simanskiene,
Pauzuoliene, 2010; Laurinavicius, Reklaitis, 2011; Juscius, Sneideriene, 2013;
Skackauskiene, Valentinovic, 2016; Sneideriene, 2016, and others) and foreign scientists
(David, 2004; Misani, 2010; Walls, 2011; Lindgreen et al., 2009; Kumar et al., 2017
Muhumed, 2018; Evans et al.(2010) and others). It is noticed that foreign scientists
Henderson, 2007; Rodriguez, Cruz, 2007; Grosbois, 2012; Dolores, Vargas-Sanchez, 2014;
Joon-Ho, Bong-lhn, Ki-Tai, Jong-Pil, 2017, Ponnapureddy et al. (2017) Robin et al (2016),
Mensah,(2013) Lee and Heo (2009) et al sufficiently widely analyze hotel social
responsibility. The aim of the work is to investigate the social responsibility of the
organization from the point of view of consumers. The objectives raised in the work: To
discuss the concept of corporate social responsibility and the peculiarities of implementing in
the activities; To describe the models of corporate social responsibility; To assess the social
responsibility of accommodation providers in terms of consumers. The following research
methods were used to achieve the aim and objectives: analysis of scientific literature,
questionnaire survey and statistical analysis of the obtained data.

The result of the study. Taking into account the social responsibility of accommodation
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companies from the point of view of consumers, as an interested party and one of the most
important market participants, according to the ethical, legal and economic responsibility
components it is stated that the social responsibility of accommodation companies is of
medium level and should be improved according to all criteria.

Keywords: corporate social responsibility, model CSR, consumers.

Introduction.

Socially responsible activities help
the organization to keep and attract
the best and most promising
employees, develop employee loyalty
to the organization, ensure the safety
of employees in the organization,
create the opportunity for greater
financial success and profitable
orders, promote cooperation with
other socially responsible
organizations, help meet the needs of
all stakeholders, create the image and
reputation of the organization.
Analysis of the literature. When
defining the social responsibility of
organizations, it is important to note
that the actual concept of corporate
social responsibility and conception
began to develop in the 19th - 20th
centuries. This concept was launched
by North American workers' trade
unions who fought for workers' rights.
At that time, a particularly sensitive
issue was the defense of human rights,
but gradually other important
problems were discussed

environmental, labour safety, etc.
Initially these ideas were more
supported only by theoreticians who
understood their importance, and
helped to spread them, but gradually
they penetrated into business world
[30].  Contemporary  Lithuanian
Language Dictionary explains that the
word social is related to society life,
public (s.security, s. provision, s.
insurance, s.status, s.changes) and
responsibility - respect for moral,
office and legal requirements:
(personal , collective r., legal r.).
Linking these concepts, social
responsibility would mean: respect for
moral, office and legal requirements
related to society and its life. The
conception of corporate  social
responsibility is widely considered in
scientific literature, but Sneideriene
(2016) emphasizes that this concept is
poorly defined and often difficult to
understand. Table 1 presents the
definitions of corporate  social
responsibility from the point of view
of various authors.

Table 1. Conception of corporate social responsibility from the point of view of various authors

Author, year

Conception

Gruzevskis et al.,
(2006)

Corporate Social Responsibility is a concept that enables
entrepreneurs to incorporate social and environmental concerns into their
businesses and relationship with stakeholders on a voluntary basis.

Golubaviciute and
Guzavicius (2009)

Corporate social responsibility can be divided into three categories,
i.e. social commitment, social reaction and social sympathy. Social
commitment means that the organization, as a socially responsible unit,
must endeavor not to violate public rights, observe the law, care for the
employees, and prevent corruption. Social reaction means that the
organization has to respond to societal problems and contribute to their
solution. Social sympathy - voluntary activities of the organization for the
benefit of society and the country.
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Jasinskas,
Simaviciene (2010)

The corporate social responsibility is to ensure the success of its
business by incorporating a wide variety of social and environmental
issues into the company's activities

Simanskiene,
Pauzuoliene (2010)

The social responsibility of an organization is more a question of
observing moral norms than of investing, especially in small businesses
that need less expensive production equipment

Evans and Sawyer
(2010)

Corporate Social Responsibility elements: Organizational entities are
responsible not only for profitable production of goods and services, but
there is a social agreement between business and society; among the
commitment of the organization there is also support in solving social
problems, especially those that they have helped create; organizations
have more supporters than shareholders; organizations have more rights
than market transactions alone and foster not only economic values.

Skackauskiene,
Valentinovic (2016)

Corporate Social Responsibility is when organizations not only take
care of their employees and clients but also take into account the needs of
society and try to reduce environmental damage.

Zadek (2004) presents five stages
in the development of an organization
that each organization has to go
through to understand and consolidate
real social responsibility within the
organization:

1. The first stage - denial, during
which corporations deny the harmful
effects of their activities.

2. The second stage — compliance
to requirements. At this stage,
organizations respect public interests
for possible legal cases and
reputational risks.

3. The third stage - management,
when social issues are involved in the
main management processes.

4. The fourth stage is strategic. In
it, issues of public interest are
included in business strategies.

5. The fifth stage is civic. The
organization strives for the social
responsibility of the entire business
area in which it works.

Scientists analyze the socially
responsible organization's activities by
dividing them into levels. Kotler and
Lee (2005) divide the social
responsibility of organizations into
two levels - internal and external. The
internal level is the workforce of the

organization, their safety, health and
psychological well-being at the
workplace. When implementing social
responsibility at the internal level of
the organization, the organization
must take care of the employees, their
training, and the safety at work.
Besides, the  organization is
inseparable from the external level.

In particular, the local
communities, suppliers, customers,
subcontractors  with  whom the

organization cooperates in the course
of its activities, therefore, the
organization must also take into
account the interests of these groups
in carrying out socially responsible
activities. Thus, the organization's
social responsibility covers not only
its own activities but also the entire
supply chaintO Scientists name public
relations as one of the factors that
influence the social responsibility of
an organization. David (2004)
emphasizes the role of proactive
social ~ responsibility in  crisis
situations as reputation management.
The author emphasizes publicity,
practice and the role of public
relations agency, noting that the
understanding of corporate social
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responsibility initiatives can positively
influence corporate identity,
contribute to the organization's image
formation and socially responsible
activities. In order to achieve the goals
of socially responsible activity,
organizations can use certain tools.

The following key tools are
distinguished: Code of Ethics,
Certified Management Standards,

Networks and Agreements, Social
Responsibility and Implementation
Reports [24,35]. In addition to these
tools, Seiliute (2013) also
distinguishes other tools of social
responsibility implementation, such as
education and training of employees
and employers, because it is the latter
that  determines how  social
responsibility will be perceived and
implemented in an organization. One
of the advantages that an organization
promoting social responsibility has is
that there are created long-term
favorable prospects for business. This
is explained by the fact that the social
factors of organizations raise the
general trust of their surrounding
environment and thus raise the
purchasing power of the people living
in that region [26].

Pruskus (2003) points out that
socially responsible activities of
organizations are beneficial not only
to the organizations themselves, but
also to the public, as these activities
justify the needs and expectations of
society. With business expanding,
society's expectations are gradually
increasing, buyers and service
recipients expect and are more and
more courageous to demand from
organizations that operate in their

environment to contribute more to
solving the most pressing community
problems. Organizational leaders are
increasingly trying to keep up with the
public and their expectations. While it
cannot be said that organizations only
take  social  responsibility  for
advertising purposes, it can be
assumed that this is one of the main
incentives for entrepreneurs to decide
whether or not to contribute to solving
social problems. Researchers
Simanskiene and Pauzuoliene (2010)
conducted a study to find out the
benefits of socially responsible
activities for organizations:

e Help keep and attract the best
and most promising employees;

e Create employee loyalty to the
organization;

e Ensure the safety of the
employees in the organization;

e Create the opportunity to gain
greater  financial  success and
profitable orders;

e Promote cooperation with other
socially responsible organizations;

e Help meet the needs of all
stakeholders;

o Create the image and reputation
of the organization.

When it comes to the benefits of
socially responsible activities to the
organization, it is important to note
that there are some shortcomings
noted by scientists. The concept of
social responsibility of  the
organization violates the principle of
maximizing profits as maximizing
profits - the core principle in business.
Meanwhile, the allocation of a portion
of money or human resources for
social purposes reduces profit and

The concept of corporate social responsibility and its implementation in the activity of
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thus deprives some profit from the
owners of the organization [26].
Kumar et al. (2017) discuss another
drawback of socially responsible
activity, i.e., costs of inclusion into
social activities. It is important to note
that these additional costs are usually
passed on to users and service
recipients. Lack of competence is
another drawback that scientists are
writing about analyzing socially
responsible  activities.  Specialized
state bodies whose employees are
professionals in the relevant field are
responsible for dealing with social
problems, while  business and
economics experts, who work in the
business sphere, are not competent
enough to deal with social problems
[23].

Kazokiene (2010) argues that one
of the drawbacks is the insufficient
level of public accountability. This
explains the fact that society does not
elect company heads and they are not
directly responsible to the general
public. The market economy system
has good control over the economic
indicators of the company, but very
poor control of social engagement
with society. However, according to
Kitzmueller and Schimshack (2012),
an increasing number of consumers
consider socially responsible
businesses to be an important
indicator and are willing to pay a
reasonable price for that. Two-thirds
of the users were found to want the
companies they use to contribute to
solving social problems, and more
than half of the respondents are
looking for information about their
CSR initiatives before choosing a
service provider or product supplier.

Also, 52% of the USA consumers say
that, according to them, a socially
responsible company has a
competitive advantage, and 70% of
the UK consumers agree to pay more
for their products or services
(\Vaiciulis, 2013). However, it can be
noted that in the case of our country,
corporate social responsibility as a
practice is not yet widely established,
and the pressure and demands of
consumers do not appear so that
companies try to actively implement
CSR principles in their business
processes. To sum up, it can be said
that an  organization's  social
responsibility is social factors that aim
to meet social needs by incorporating
them into the organization's activities.
Socially responsible organizations
take into account the needs of society
and try to reduce environmental
damage. Five phases of corporate
social responsibility activities are
presented, i.e., denial, compliance,
management, strategic and civic.
Socially responsible activities help the
organization to keep and attract the
best and most promising employees,
develop employee loyalty to the
organization, ensure the safety of
employees in the organization, create
the opportunity for greater financial
success and profitable orders, promote
cooperation  with  other socially
responsible organizations, help meet
the needs of all stakeholders, create
the image and reputation of the
organization. In summary, it is worth
noting that in the literature there are
mentioned drawbacks of socially
responsible activities, i.e., violation of
the principle of maximizing profits,
costs of inclusion into social
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activities, lack of competence and
insufficient accountability to the
public.

Walls (2011) points out that social
responsibility is assessed differently
in different countries because of
differences in the legal frameworks of
countries  that  foresee legal
regulations, application of standards.
In order to assess an organization's
social responsibility, it is necessary to
understand the assessment methods
and their positive and negative
features. Having analyzed the
scientific literature [1,7,2,9] it is seen
that many social response strategies
are being studied, but there are three
main models, i.e., profit-oriented
model (social commitment), corporate
social responsibility model (social
response) and stakeholder model
(social sensitivity).

Classic profit-oriented model.
This model is analyzed by scientist
Brummer (1991) who states that
different institutions should have
different functions, which means that
the function of business organizations
is economic, and of social ones -
social. Supporters of a classic profit-
oriented model emphasize the
satisfaction of shareholder interests
and the importance of maximizing
profits.

Corporate Social Responsibility
Model. This model covers economic,
legal, ethical and philanthropic areas
that are linked by hierarchical
relationships. In this way, the pyramid
is considered a unified or integrated

whole [3]. According to Carroll
(2008), the lowest level of
responsibility IS economic

responsibility, the highest -
philanthropic. According to Carroll
(2016), the CSR pyramid is intended
to be seen from a stakeholder
perspective where the focus is not on
different parts. The pyramid should
not be interpreted in such a way that it
IS expected that the business will carry
out its social duties on a certain
consistent, hierarchical, fashion basis.
Business is expected to fulfill all its
responsibilities at the same time. The
determination of the position of the
four categories of responsibility aims
to illustrate the basic nature of these
four categories of business existence
in society. Economic and legal
responsibility is required; ethical and
philanthropic  responsibilities  are
expected and desirable, and it is
therefore portrayed that all business
social responsibility includes
realization of economic, legal, ethical
and philanthropic responsibility of the
company. This can be expressed by
equation: Economic responsibility +
Legal responsibility +  Ethical
responsibility + Philanthropic
responsibility = Common Corporate
Social responsibility. From a practical
and managerial point of view, a CSR-
led company should seek profit,
adhere to the law, practice ethics, and
be a good business citizen. Carroll
(1991) points out that the most
important areas of social
responsibility highlighted in the social
responsibility model of organizations
reveal that society expects fair, honest
and beyond the legal requirements

activities. Socially responsible
organizations should share their
resources with the public and
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contribute to improving their quality
of life. Corporate Social
Responsibility parts define the actions

of organizations in each area of
responsibility (see Table 2).

Table 2. Content of Corporate Social Responsibility Components [3,39]

Economic responsibility

Legal responsibility

To maximize earnings per share.

To be as profitable as possible.
To maintain a strong competitive position.
To maintain a high level of performance
efficiency.
To seek steady profitability.
To achieve profitability honestly

To carry out activities according to
government expectations and legal norms.
To adhere to regulated rules in business and
environment.
To seek the status of a law-abiding citizen.
To carry out your legal obligations.
To supply products or services that meet at least
the minimum regulatory requirements.

Ethical responsibility

Philanthropic responsibility

To act in accordance with public
expectations and ethical standards.
To respond and recognize new or evolving ethical
norms of society.
To take into account the expectations of society
carrying out business philanthropy and charity
initiatives.
To contribute to raising the level of culture in
society by supporting arts.
To conduct activities based on moral and ethical
expectations of society.
To realize that corporate integration and ethical
behavior is more than required by law and various
regulations.

To take into account the expectations of
society carrying out business philanthropy and
charity initiatives.

To contribute to raising the level of culture in
society by supporting arts.

To promote volunteering and charity for
managers and employees in the local community.

To collaborate and provide support to
educational institutions.

To carry out on a voluntary basis or contribute to
projects that improve the quality of community
life.

Stakeholder model.

This model is analyzed by scientist
Donaldson (1995) who states that the
stakeholder model is an organization's
management and business ethics
theory that focuses on values,
relationships and morals. This model
pays great attention to relations with
stakeholders. Ginevicius and Sudzius
(2008) present nine groups interested
in the organization’s activities and

expectations of these groups (see
Table 3). The table below shows that
different stakeholders have different
expectations. Shareholders seek the
highest possible capital, reliable
investments and dividends, employees
seek employment security, fair pay for
work and satisfaction with their job.
Suppliers and partners want long-term
cooperation and regular payment.

Table 3. Stakeholder groups interested in organization’s activities and their expectations [9].

Stakeholder groups Expectations of stakeholder groups
Shareholders Capital gains, investments, dividends
Employees Pay for work, job security, job satisfaction
Suppliers and . .

partners Regular, timely payment, long-term cooperation
Consumers Minimal risk of consumption, service, quality and value
Creditors Credit guarantees, interest
Authorities Compliance with legal acts, taxes, legality of activities
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Society

Charitable activities, employment, environmental protection

Minorities

Equal rights and service opportunities

Consumers of the organization
expect minimal consumption risk,
service, quality and value. Creditors
expect a credit guarantee and low
interest rates. Legitimacy of activities,
compliance with laws and taxes are
the most important activities for the
authorities. The most important public
expectations  are  environmental

protection, employment and charity.

Minorities  seek  to  eliminate
discrimination, opportunity for equal
rights and service. Jonker and

Marberg (2007) present a model of
social consequences of expression of
corporate social responsibility (see
Figure 1).

Expression of makiavelism <

» Expression of altruism

. CSR
Achieving company

goals in socially ~ [*
unacceptable ways

Rationally-based pursuit
of company goals
Minimal maximum

Achieving company
goals in socially
incomprehensible
wavs vet

Y

Figure 1. Model of social consequences of expression of corporate social responsibility [16]

Based on the model presented, it
can be said that the formation of an
ideal business implementation is
assessed positively, but it must not
exceed the limits of public awareness
and understanding. This is due to the
fact that the implementation of social
responsibility by methods that are
incomprehensible to society can push
the organization to become marginal.
The authors emphasize that in this
case the marginal organization should
be understood as a socially
incomprehensible but not socially
damaging organization. In summary,
it is noticed that there are three main
models of socially responsible
organizations, i.e., a classic profit-
oriented model, a corporate social

responsibility model and a stakeholder
model.  Shareholders, employees,
suppliers and partners, consumers,
managers, creditors, authorities, the
society and minorities are identified as
stakeholders.

The presentation of the main
material. The object of the empyrical
research is the social responsibility of
hotels in terms of consumers.
Participation in research is voluntary.
204 people participated in the
research, but after the selective
question 11.8 percent of survey
participants’  questionnaires  were
rejected, because they did not use
hotel services, so 180 questionnaires
were analyzed. More women (54.9%)
than men (45.1%) participated in the

The concept of corporate social responsibility and its implementation in the activity of
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research, the majority (54.9%) of the
study participants are from 20 to 30
years of age, have a secondary
education (42.2%). The results of the
study provide an opportunity to
formulate conclusions that show
certain tendencies in the activity of
accommodation establishments in the
assessment of organizations from the
point of view of social responsibility.
Consumer attitudes towards
hotel social responsibility.

Participants of the research were
asked to indicate on a 5-point scale (1-
totally incompatible; 5-fully
compatible) how the hotels meet the
presented social responsibility
aspects. In assessing the importance
of the criteria defining the social
responsibility of the organizations to
the consumer and the relevance in the
real situation, the gap has been
calculated in points (see Table 4).

Table 4. Comparison of the Importance of Social Responsibility of Organizations and the
Assessment of the Current Situation from the Point of View of Consumers

Importance Current The
port: situation from the | difference
from the point of . . . ;
Statements . point of view of (in points)
view of consumers .
(in points) consumers (in
points)

Focus on user needs 4,28 3,72 -0,56

_Prowde guality goods and 4,33 3,58 -0,75
services

Increase company -0,81
transparency and responsibility 4,01 3,20
to the public

Save the environment, -0,68
reduce any negative impact of 3,88 3,20
the company on the environment

Fight bribery, corruption 3,79 3,00 -0,79

Allocate funds for charity, 3,40 2,83 -0,57
support

Provide ergonomic 4,02 3,24 -0,78
workplaces for employees

Ensur_e _equal rights (by age, 4,26 3,37 -0,89
gender, origin, etc.)

Analyzing the results presented
according to all criteria, a negative
difference has been identified between
what is important to consumers and a
realistic ~ assessment  of  hotel
performance. Consumers point out
that they expect a high level of user
needs orientation from the
organization, but in the actual
situation a negative difference of 0.56
points was found. The importance of

high-quality services is rated by 4.33
points by the respondents, but having
used the service the consumers score
0.75 points less. The biggest negative
differences were found in the criteria
of company transparency and public
responsibility (-0.81 points), equal
rights assurance (-0.89 points). From
the consumers' point of view,
environmental preservation is an
Important activity, but in this area
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hotel activities are rated at 0.68 point
less.

In order to assess the social
responsibility of accommodation
companies from the point of view of
consumers, as an interested party and
one of the most important market
participant groups for companies, the

criteria are presented which the
consumer can assess by getting the
accommodation service (see Table 5).
The criteria are grouped in order to
assess the services provided by
accommodation companies based on
CSR components according to ethical,
legal and economic responsibilities.

Table 5. Assessment of Corporate Social Responsibility of Accommodation Companies from the
Point of View of Consumers at the Moment of Service

Statements Component of Average
responsibility according score
to Caroll
Accommodation customers are treated ethically Ethical responsibility 4,01
The activities of the accommodation company meet Ethical responsibility 4,01
customer expectations
Average score 4,01
The aim is to meet the needs of the customers Legal responsibility 3,72
The quality of accommaodation and other additional Legal responsibility 3,72
services is guaranteed
Consumer health and safety are taken care of Legal responsibility 4,33
The hotel uses technology that meets ecological Legal responsibility 3,20
standards
Respects environmental requirements Legal responsibility 4,33
The hotel sorts the waste Legal responsibility 4,33
Uses renewable energy sources (e.g., geothermal Legal responsibility 2,83
heating, etc.)
Uses organic hygiene products and means Legal responsibility 4,33
Average score 3,7
The price of the accommodation service corresponds Economic 3,58
to the quality responsibility
The company provides information to clients about Economic 3,0
the principles and benefits of corporate social responsibility
responsibility
The company provides information on opportunities Economic 3,0
for customer participation in resource conservation responsibility
Average score 3,19
Total average score 3,63

The ethical responsibility of the
accommodation company is rated by
consumers with a high score (4,01).
Although  the  expectations  of
consumers regarding ethics and real
communication are well rated, the
accommodation companies should
still try to improve the nature of
customer communication and increase
the reputation of the company to meet

the expectations of consumers. Most
of the criteria that can be assessed by
consumers are criteria defining legal
responsibility, which were rated by
consumers at 3.7 points. This means
that legal responsibility activities need
to be improved. Satisfaction of
consumer needs, and assurance of the
quality of accommodation and other
additional services is to be improved

The concept of corporate social responsibility and its implementation in the activity of
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because it does not reach the average
of 4 points. Analyzing individual
statements, it can be said that
accommodation companies that take
care of consumer safety and health,
focus on ecology by using eco-
friendly hygiene products and means,
care for the environment by sorting
waste and complying with
environmental requirements are rated
with a rather high score (4.33 points).
However, accommodation companies
have the potential to instill
technologies  meeting  ecological
standards and to use renewable energy
sources, thereby enhancing the levels
of  resource  preservation  and
environmental conservation [42, p.15-
35].

When it comes to economic
responsibility  assessment, it is
important for companies to profit
fairly, so the quality and price ratio of
a service can illustrate the honesty of
business companies when making
profit. ~ Consumers  value the
conformity of the quality of the
accommodation service and price on
average, Wwhich cannot satisfy
consumers. Companies providing
accommodation services must make
decisions to improve the quality of
services. The role of consumers in
saving resources is important, but the
consumers do not value sufficiently
the information about the principles of
corporate social responsibility,
benefits and attracting customers to
participate in resource sustainability
when living in hotels and thus
contributing to increasing hotel
profitability. It is difficult to assess
philanthropic responsibility in
accommodation companies, it is only

a matter of feeling if companies
should engage themselves in an active
customer information program on
how to get involved in solving social
problems. The overall responsibility
for accommodation is assessed at 3.63
points in terms of ethical, legal and
economic  responsibility,  which
indicates that the performance of
accommodation companies should be

improved in terms of social
responsibility.

Conclusions:

1. The analysis of scientific

literature concludes that corporate
social responsibility is a social factor
that aims to meet the needs of social
responsibility by incorporating them
into the organization's activities.
Socially responsible organizations
take into account the needs of internal
and external stakeholders, and seek to
minimize  environmental damage
through ethical, legal and
philanthropic principles. Three main
tools used by socially responsible
organizations are distinguished: the
Code of Ethics, Certified Management
Standards and  Networks and
Agreements.

2. The main models of socially
responsible organizations are
distinguished: classic profit-oriented
model, model of corporate social
responsibility pyramid and
stakeholder model.  Shareholders,
employees, suppliers and partners,
consumers,  managers, creditors,
authorities, the society and minorities
are identified as stakeholders. There
are no unified systems for assessing
the social responsibility  of
organizations due to different cultural,
legal and economic aspects of
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different countries, and therefore in
every case there are selected
reasonable models and criteria
according to the situation.

3. From the point of view of
consumers, the studied hotels meet the
requirements of socially responsible
activities  because they  orient
themselves to the needs of consumers,
provide quality services and ensure
equal rights, but in terms of corporate
social responsibility according to the
importance of the analyzed criteria to
the consumer and the assessment of

the real situation in hotels, there is
established a negative gap according
to all the criteria. Taking into account
the social responsibility of
accommodation companies from the
point of view of consumers, as an
interested party and one of the most
Important market participants,
according to the ethical, legal and
economic responsibility components it
Is stated that the social responsibility
of accommodation companies is of
medium level and should be improved
according to all criteria.
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OUTBII aKkTyadbHOIO. JIoCBi 3apyOi’KHUX KpaiH CBIUUTH, IO COLIajbHA BiJNOBIJAIBHICTD €
KOPHCHOIO HE TUTHKHU JUIs O13HECY, aje W JUIs Moro cepeoBHUIla, BUSHAYAE 3POCTAHHS YHCIIa
COLIIANIbHO BIAMOBIAANBHUX oOpraHizanid y JIuTBi 1 OibIIl GJAarONpUEMHOTO BiTHOIICHHS
crokMBaviB 0 mismbHOCTI opramizamiii  (Skackauskiene, Valentinovic, 2016). 3rigHo
Mauriciene u Pauzuoliene (2014), npiopuTeToM cCOIiadbHO BiANOBiJAJILHUX OpraHizaiii €
OUiKyBaHHS 1 MoTpeOm crmokuBadiB.CoIialbHO BIAMOBIAAIIBHI Oprasizaiii y CBOiX 3BiTax
MIJKPECIIOITh BaXUIMBICTh COLIATBHO BIAMOBINATBHOI MISUIBHOCTI JJIsi  OopraHizamii, ii
MpaIiBHUKIB, CYCHUIbCTBA 1 crmokuBadiB. CroxuBadi OUIBII MPUXWIBHI IIHUTA TaKy
oprasizalito, MaTy nepeBaru BUOMPATH ii MPOIYKTH, 320X0UYBaTH POOUTH 1HIIMX T€ XK cCaMe 1
OutbIlle BIpUTH B T€, 10 BOHA poOWTH. AHam3 miteparyd. [luTaHHsS KOpHmoOpaTUBHOL
COLIaTBHOI BIAMOBITAIBHOCTI JOCHIIKYIOThCs sk nuToBCchKi (KoBampoBa Ta iH.., 2009;.
Golubaviciute, Guzavicius, 2009; Simanskiene, Pauzuoliene, 2010; Jlaypinasiuyc, Reklaitis,
2011; Juscius, Sneideriene, 2013; Skackauskiene, Valentinovic, 2016 Sneideriene, 2016 ta
inmi) i 3apyoixkui Bueni (David, 2004; Misani, 2010; Walls, 2011; Lindgreen u ap 2009;
Kymap Ta in., 2017; Muhumed, 2018; u ap.). leno3emni Bueni Henderson (2007)b Rodriguez
Cruz (2007); Grosbois (2012); Dolores Baprac-Canuec (2014), Joon-Ho Bong-IHN, Ki-Tali,
Jong-ITun (2017), Ponnapureddy et al. (2017) Robin et al (2016), Mensah,(2013) Lee and Heo
(2009) Ta iH.. TOCTaTHBO HIMPOKO AHATI3YIOTh COILiaJbHY BiAMOBIAAIBHICTH TOTEICH. MeToI0
POOOTH € TOCTiKEHHSI COIiaJIbHOT BiMOBIAIFHOCTI OpraHi3amii 3 TOUYKH 30py CIIOKUBAYIB.
3agaui, mnocraBjieHi y poOoOTi: OOroBOpUTHM TMUTAHHS KOPIOPATUBHOI COIIAIbHOT
BIJIMOBIAAILHOCTI Ta OCOOIMBOCTI ii peamizamii B AISUTBHCOIT OpraHi3ailii; omucaTd METOIU
KOIMOPAaBUHOT  COIIaIbHOI  BIANOBIAAMBHCOIT, OLIHUTH  COIIAbHY  BIANOBIAATBHICTH
MMOTCCCCCCTABIIMKIB JKUTIIA 3 TOYKU 30PY CIIOKHUBAdiB. [|JIsi TOCSATHEHHS LiJIi Ta 3aBJIaHb OyiH
BUKOPCTaHI HACTYIHI METOJIW JOCIHIIKCHHs: aHali3 HAayKOBOI JITepaTypu, aHKETYBaHHS 1
CTaTUCTHYHHMH aHaNi3 OTpUMaHHUX AaHuX. Pe3ymbrar mocmimkenHs. [Ipwiimatoun no ysaru
COLliaNmbH1 BIAMOBIIAJIBHICTh KOMIIAHIA IIOAO PO3MIIIEHHS 3 TOYKU 30pYy CIIOKHUBAUiB, 5K
3alliKaBJICHOI CTOPOHM 1 OJHOTO 3 HAHOUIBII BaXJIMBUX YYaCHUKIB PUHKY, 3TiIHO
KOMITOHEHTIB €TUYHO{, MPAaBOBOi Ta €KOHOMIYHOI BiJIOBIJAIBHOCTI, 300JICHO BHCHOBOK, IIIO
colliaibHa BiIOBIJAIbHICTh KOMITAHIH 1010 PO3MIIICHHSI Ma€ Cepe/IHIN PIBEHb Ta BIIOBUHAH
Oyuu MOKpallleHa 3TiHO BCIX KPUTEPiiB, OCOOIMBI 3 €KOHOMIYHOI B, 30KpeMa, MpaBOBOI
BIJIITOBIJAJILHCOIT.
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KOHIIENIINA KOPIIOPATUBHOM COIIMAJIBHOM
OTBETCTBEHHOCTHU 1 OCOBEHHOCTH EE PEAJIM3ALINU B
JESITEJIbHOCTH OPTAHU3ALIUI

AnHoTanmusi. B mocnegHue Tompl  mpoOrieMa  KOPHMOPATUBHOM  COIMAIBHOM
OTBETCTBEHHOCTH CTaja OCOOEHHO aKTYalIbHON. Y CKOPEHUE TEXHOIOTUYECKUX TOCTHKEHUN U
yBeJIMUYEHUE NMOTPEOICHHS BCE Yallle OKa3bIBAlOT HETaTUBHOE BO3JIEHCTBUE HA OKPYKAIOLIYIO
cpeny u O0IIecTBO, TOPTOMY COIMAlIbHAS OTBETCTBEHHOCTh OPTaHH3AIMI C Ka)XIbIM TOJ0M
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CTaHOBHTCS Bce Oosiee akTyanbHOM. ONBIT 3apy0eKHBIX CTPaH MOKa3bIBAET, YTO COLMATbHAS
OTBETCTBEHHOCTH II0JIE3HA HE TOJBKO JIsi OM3HEca, HO ¥ JUISl €ro CPEe.bl, OMpeaessieT pocT
Yrclia COIMAJIBHO OTBETCTBEHHBIX oOpraHu3zamuii B JlutBe u Oosiee OnmaronmpusiTHOE
OTHOIIIEHHUE TMoTpeduTenerd k aestenpbHocTH opranu3anuii (Skackauskiene, Valentinovic,
2016), Cormacio Mauriciene u Pauzuoliene (2014), npuopuTeToM  COIHAIBHO
OTBETCTBCHHBIX OpTaHW3alMid SBISIOTCS OXUIAHUA W TMOTPEOHOCTH TOTPEOHTEICH.
CornuanbHO OTBETCTBCHHBIE OPTaHHW3aIMM B CBOMX OTYETaX IMOAYECPKUBAIOT BAXKHOCTHh
COLIMAIBHO OTBETCTBEHHOW JEATEIBHOCTH Ul OPTaHU3AIMH, €€ COTPYIHUKOB, OOIIEeCTBA U
norpedureneii. [Torpedurenu Gonee CKIOHHBI IICHUTHh TaKyK) OPraHU3alUI0, TPEIIOYUTATh
BBIOUPATH €€ MPOAYKTHI, MOOMIPATH IPYTUX AETaTh TO K€ caMoe U OOJIbIIe BEPUTH B TO, YTO
OHa JielaeT. AHaIM3 JUTepaTyphl. BOompockl KOPIIOpaTUBHON COLMATBHONW OTBETCTBEHHOCTHU
uccienyercs kak nuroBckame (Kosanmea m np, 2009;. Golubaviciute, Guzavicius, 2009;
Simanskiene, Pauzuoliene, 2010; JlaypunaBuuyc, Reklaitis, 2011; Juscius, Sneideriene, 2013;
Skackauskiene, Valentinovic, 2016 Sneideriene, 2016 u apyrue) U 3apyOeKHbIC YYCHBIC
(David, 2004; Misani, 2010; Walls, 2011; Lindgreen u np 2009; Kymap u np 2017;
Muhumed, 2018; u np.). Mnoctpannsie yuenbie Henderson (2007)b Rodriguez Cruz (2007);
Grosbois (2012); Dolores Baprac-Canuec (2014), Joon-Ho Bong-IHN, Ki-Tai, Jong-ITu
(2017), Ponnapureddy et al. (2017) Robin et al (2016), Mensah,(2013) Lee and Heo (2009) u
Jp. JTOCTAaTOYHO NIMPOKO aHAIM3WPYIOT COLHAaIbHAs OTBETCTBEHHOCTH oTeneiito llenmbro
paboTHI SBIISETCS UCCIICAOBAHUE COIIMATIBHON OTBETCTBEHHOCTH OPraHU3aluU C TOUYKU 3PCHHUS
norpedbureneil. 3agauu, IOCTaBIEHHblE B paboTe: 0OCYIWUTh MOHATUE KOPIIOPATUBHON
COLIMAILHOW OTBETCTBEHHOCTH W OCOOCHHOCTH peai3alliu B JesTenbHocTH, Onucarb
MOJICTTM  KOPIOPaTHBHOW  COLMAIBHOW  OTBETCTBEHHOCTH; OIEHUTh  COIHAIBHYIO
OTBETCTBCHHOCTh TOCTABIUKOB HIIbsi C TOYKH 3pCHHUs morTpedurteneid. s mocTHxkeHus
[eMH W 337a4 ObLTM WCIOJB30BaHbI CIEAYIONINE METOIBI MCCICAOBAHUS: aHATN3 HAYYHOU
JUTEPaTyphbl, AHKETUPOBAHUE U CTATUCTHYCCKHI aHAIIM3 TOJYYCHHBIX JaHHBIX. Pe3yabTart
uccjaenoBanus. [IpuHMMas BO BHHMaHWE COIMATBHYIO OTBETCTBEHHOCTH KOMITAHUK II0
Pa3MEIICHUIO C TOYKHU 3pEHHs MOTPeOUTENeH, KaK 3aMHTEPECOBAHHOW CTOPOHBI M OJIHOTO U3
Han0OoJIee BAXKHBIX YYaCTHUKOB PBIHKA, COTJIACHO KOMITOHCHTAM JSTHUYECKOW, MPaBOBOH M
9KOHOMHUYECKOW OTBETCTBEHHOCTH, 3asIBJICHO, YTO COIMAJbHAs OTBETCTBEHHOCTh KOMIIAHHUI
M0 Pa3MEIICHUI0 UMEET CPEAHHA YPOBEHBb M JOJDKCH OBITh YIIYYIIICH TI0 BCEM KPHTEPHSM,
0COOEHHO TT0 SKOHOMHMYECKOM 1 B YaCTHOCTH MPABOBOM OTBETCTBEHHOCTH.

KuroueBbie cioBa: KopriopaTHBHAs COIMAlbHAs OTBETCTBEHHOCTh, Monenb KCO,
NOTpeOUTENH.
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