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Abstract: Corporate social responsibility is a voluntary approach based on ethical principles and structured management 
controls. These principals and controls are based on a variety of activities that an enterprise can choose from according to 
its orientation and on the requirements of the surroundings. The primary motivation for this approach is to remain 
sustainable, build a strong company culture and maintain the good name of the enterprise to attain a competitive advantage. 
These principals are usually fruitful, lead to better stability, attract new employees and open up new business opportunities. 
This is also proven in the research presented in this paper where CSR managers declare the most common reasons why CSR 
methodology implemented by a company are to build and maintain corporate values and gain a competitive advantage on 
the market. The first research phase was conducted using a questionnaire survey from June to September 2019 to map the 
current level of CSR implementation in large companies in the Czech Republic. A research panel of forty CSR managers 
completed fifteen open, matrix and scale questions. The purpose of the survey was to verify the research process 
methodology and identify trends in the area. The conclusions from the first research phase show interesting trends in the 
field of corporate social responsibility of enterprises in the Czech Republic and the mapping of the current level of CSR 
implementation in companies in the region. Interesting findings were made based on the research presented in the paper 
and these will serve as a base for further studies. One of the findings shows that very few companies have a clear 
methodology or a strategy for deciding the direction of CSR. Companies often act randomly or based on individual 
preferences so that CSR management in enterprises is not centralised with a clear focus but instead divided across different 
departments (HR, CEO´s office, marketing or sales department).  
 
Keywords: corporate social responsibility, sustainable development, enterprise, corporate values, CSR, company culture  

1. Introduction: The current situation in the CSR area 

In a market economy awash with social networks, hoax and fake news and a lack of trust, companies face a 
challenging environment when presenting themselves. Paradoxically, the availability and excess of information 
coupled with the ease of reaching a company complicate the decision-making process within the framework of 
social responsibility. The basis of the sustainability of the CSR model is an elaborate integrated system of social 
responsibility rules, based on the specifics and uniqueness of a company, which is an indivisible part of company 
culture. Therefore, enterprises focus more on trustworthiness and maintaining their good name through a 
system of CSR activities. These trends can also be observed in large Czech enterprises.  

1.1 The Czech Republic in the SDG Index and Dashboards 2019 

There are different ways to compare the level of CSR and I chose this index as a measure because it compares a 
large number of states based on equal attributes of CSR. Even the Czech Republic, as a post-communist country, 
reached a very high position. The United Nations began tracking sustainable development goals (SDGs) in 2015 
as a guideline to move towards a sustainable and equitable society. In 2019, the Czech Republic ranked seventh 
out of 162 countries evaluated under the SDG Index, just behind the Scandinavian countries and Germany. It 
reached a score of 81.9, which is above average worldwide and within a region where the average is 77.7 
(Sustainable Development Report 2019). Based on a high SDG index level, the Czech Republic can be a good 
model as a country and using it as an example, can verify the effectiveness of CSR activities and measure their 
impact on sustainable business development.   

1.2 Sustainable development 

Sustainable development is regarded as the base for a CSR branch because the implementation of its principles 
into an enterprise should lead to sustainable development and maintain a company’s value in the long term. In 
Bruthland´s (1987) point of view, sustainable development should meet the needs of the present generation 
without compromising the ability of future generations to meet their own needs. Hopking (2009) says: “Enough, 
for all, forever”. These simple concepts provide the initial definition for the complexity of sustainable 
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development and help to frame the global search for solutions to the social, economic, and environmental issues 
that threaten the planet. Forty-three years ago, Daly (1977) came up with some basic sustainable development 
principles, which surprisingly, have not dated. 

 The consumption of renewable resources should never exceed the speed of renewal. 

 Renewable resources should not be consumed faster than the substitution can be developed. 

 Pollution intensity must not exceed environmental assimilation capacity. 

 Part of the current technology should be invested in decreasing pollution, reducing waste and increasing 
the efficiency of the resources used. 

WILLARD, 2012 describes sustainable strategies as something that gives companies a competitive advantage. Its 
business benefits are quantifiable and real. I would summarise this quote with the claim that sustainable 
development is an ongoing process for ensuring progress while preventing the destruction of the resources 
needed to keep our society productive.  

2. Corporate social responsibility (CSR) 

The theory of social responsibility dates back to its development since the second half of the 20th century, 
especially in the United States of America where its principles have existed a lot longer (patronage, philanthropy, 
etc.). CSR theories have permeated throughout Europe since the 1990s and CSR is considered an excellent tool 
to achieve sustainable development by offering a mutually beneficial strategy. In principle, CSR can be divided 
into two parts. The first area of responsibility is determined by law (equal opportunities and rights, occupational 
safety, protection of the employee, etc.) while the second part provides extensive creativity and opportunities 
and can lead to increasing an enterprise’s value and business sustainability. Lee & Chen (2018) state that CSR 
enables companies to improve their performance while providing social benefits; Gangi (2020) points out in his 
study that the higher the CSR engagement then the lower the corporate risk of financial distress; LI, 2019 
highlights that the impact of CSR on a firm’s value is what gives all corporate stakeholders satisfactory returns 
under a value-centred approach and the rule of law; McBarnet (2007) refers to CSR as a market-driven complex 
of interactions between government, business and civil society, private law, state regulation and self-regulation 
at national and international levels.  
 
In literature, the term CSR is often confronted with the concepts of business ethics. It is widely accepted that 
social responsibility is an applied set of rules of business ethics. This view is taken, for example, by Professor 
Dytrt (2017). In his insight study, Bangsa (2019) summarises the relationship between sustainable product 
attributes and consumer decision-making. The conclusions are not one-sided, although the study confirms some 
types of products are more likely to be chosen by consumers when they are sustainable. In her studies, 
Spodarczyk, 2017 and 2019 claims that some enterprises identify social responsibility as a tool to build company 
image and that social responsibility complements the value system that underlies their business. These are the 
activities that companies are undertaking to strengthen their reputation, support stability, build a corporate 
culture and increase employee loyalty. 

2.1 Communication with stakeholder groups 

Stakeholder groups usually rapidly influence and evaluate CSR activities and are the reason why CSR activities 
are implemented in an enterprise. In 1983, Freeman declared that in a corporation, a stakeholder is a member 
of a group without whose support the organisation would cease to exist. CSR must be an essential part of a 
communication strategy and should fulfil the mission and vision of the company. A high level of internal and 
external communication is essential. Arvidsson (2010) points out that from a management perspective, 
communication problems arise when determining how CSR information should be communicated to meet the 
stakeholders’ information requirements. Due to an insufficiently established framework for CSR communication, 
e.g. Ellerup Nielsen and Thomsen (2007) argue that many companies are not ready for this task. Communication 
is half the success of CSR – Williams, 2015 invented the term “Truthsparency”. Dang (2019) also confirms that 
pressure from stakeholders (e.g. governments, suppliers, consumers and local communities) has gradually 
driven business firms towards taking environmentally responsible action. While communicating sustainability, 
Ottman, 2011 recommends beginning the planning process by considering the challenges.  
 
If stakeholders suffer from a lack of information about CSR project outputs, it is very difficult to defend the 
budget for these activities, as the benefits may be invisible to others if they have not been directly affected. Each 
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project must be prepared and planned and have a long-term outlook. Kucharska, Kowalczyk (2019) pointed out 
that companies with short-term orientation are unlikely to ever implement CSR strategies that are strong 
enough to affect their reputation and support company performance. Ferro-Soto (2018) claims that stakeholder 
orientation also focuses on competitor actions, since this stakeholder group is of crucial importance in the 
marketing strategy design, which is highly relevant to their success in the marketplace. Therefore, the results 
are only seen in the long term and it greatly depends on the good relations with different stakeholders’ groups 
in the whole process. It is necessary not only to understand what stakeholders want but also why they want it 
(Ferro-Soto, 2018). Only by identifying their needs and defining a "problem", can the right solution be found that 
will thus improve the company's reputation and, in the longer term, integrate the CSR principles into the 
company culture. “CSR has been proven to lead to greater loyalty among customers” (Marin, 2009). By 
implementing a corporate responsibility system, a company influences customer purchasing behaviour, so CSR 
activities should be conducted to meet the needs of customers as one of the major stakeholder groups. 

2.2 What CSR brings to companies and does it pay off?  

In the research presented, I also focus on the motivation of companies to use CSR tools. A key benefit of the CSR 
system is to assist the work-life balance of employees by improving working conditions, creating benefit systems 
and increasing employer loyalty. Corey (2016) insists that letting employees actively participate in a CSR project 
delivers results. While it is not possible for everyone to identify with projects equally, it is possible to reach a 
wider group of employees in this way. However, theorists and practitioners claim that corporate social 
responsibility is not just pure philanthropy and that socially responsible interventions should bring benefits to 
society and businesses. Żychlewicz (2017) comments that it is understandable that companies expect benefits 
from these activities. I view CSR as a comprehensive strategy that must help and support companies’ goals, 
although it is equally important that it delivers the expected effect on the company.   
 
The sustainable development of modern societies is based, among other things, on their social responsibility. 
This is due to a competitive environment and a less stable economic environment, where it is necessary to be a 
highly trustworthy company to maintain the value of the company (Baumann-Pauly, 2013). Company 
reputations are becoming more important than ever. Customers now push companies towards socially 
responsible behaviour and are fully aware that they have a choice of companies. 

2.3 The CSR decision-making process  

Due to the focus of the research, I address the issue of the decision-making process in the field of CSR in literary 
research. I am interested in the evaluation of projects from the position of the stakeholders, the evaluation of 
the success of projects and, in particular, I want to thoroughly investigate the basis of the information used for 
decision-making by the CSR manager responsible for evaluating the suitability of the project for the given 
business area. 
 
Interesting findings were raised in the research by Toliver (2013), which addressed the measurement of socially 
responsible behaviour of the company through the company's value chain – e.g. a significant correlation was 
found between the satisfaction of the company’s employees and the socially responsible behaviour of the 
company. Cheney, 2006 examines the decision-making process in CSR from the perspective of eight key areas 
of the so-called FPILEPAR (facts, parties – stakeholders, interests, laws, ethics, practicality, alternatives and 
rationalisation). At the end of the study, he adds: “The broader decision-making model will take more time and 
will cost some money, but it is very likely to pay off in the long run.” 
 
Weber (2008) is engaged in the evaluation of the impact of CSR projects, after implementation, on the 
performance of the company according to indicators in the study for Philips. The evaluation includes quantitative 
data, such as the number of employees involved, the number of children supported, rate of increase in subsidies, 
media outputs and project costs. The author thus provides CSR managers with a suitable evaluation tool for 
assessing the impact of projects. The study by Rogers (2013) focuses on the decision-making model of one of 
the stakeholder group of investors evaluating the value of a company, where a strong positive correlation 
between the value of the company and a correctly implemented CSR system was also found. Rodrigo (2017) also 
confirms in his study that strategic CSR helps to generate an effectively committed workforce. 
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A challenge for each CSR manager arises when a company creates a CSR strategy and aims to focus on specific 
areas. Since budgets are usually precisely defined, companies must have systems to help them decide which 
direction of support and communication they should take. It is here that I found a research gap, which I would 
like to explore with my research. The literature deals with the decision-making processes of companies who are 
thinking about CSR but less often the effectiveness of decision-making from the practical point of view of a 
manager who is already following the principles, looking for the right areas of support, facing many variants and 
projects and has the complex task of what to choose to best support the goals and values of the company. 
 
Proven and well-functioning methods of project cooperation within the framework of social responsibility are 
close cooperation with the non-profit sector and establishing partnerships with non-profit organisations. Non-
profit organisations change the lives of disadvantaged people, who the state cannot take full care of, develop 
talent, fill up free time, help, cure and protect. They are closer to people, know their needs and can help them 
in better and cheaper ways. Over time, non-profit organisations have come to understand the market and are 
aware that companies want counter-service for their cooperation and support. This is where the non-profit 
world can cooperate with commerce in a unique synergy. 
 
I believe, that based on the value chain of a company and NGO projects, a strong connection can be found based 
on the type of project that supports companies’ values. The goal is to confirm this hypothesis in my research. 
The second aim is to create an evaluation tool that can be easily applied to simplify the decision-making process 
for supporting specific types of projects. 

3. Research design and field of research 

3.1 Research design  

Based on the literature, interviews with CSR managers and participation in professional conferences, as well as 
my knowledge of the issue, a target group of respondents was approached regarding CSR decision-making in 
large companies in the Czech Republic. A pilot pre-survey was prepared, which was verified by ten respondents 
from the target group. The main reasons for this preparation were to obtain the correct information, verify the 
correctness of the wording of the questions, avoid any misunderstandings by the respondents and find out the 
time-consuming difficulties of completing the questionnaire.  
 
The methods of data collection and the wording of some of the questions have been changed. The panel was 
comprised of four representatives from small or medium-sized companies and six from large companies. Based 
on the pilot and the subsequent analysis of the completed questionnaires and telephone calls with the 
respondents, I drew several conclusions.  
 
Only CSR managers in companies could answer the questions correctly – in the case of the wrong person, the 
data must be removed from the resulting file. Marketers from small companies do not understand all concepts 
and either do not or only partially carry out activities related to social responsibility. Some questions needed to 
be reworded, which sometimes turned closed questions into semi-open ones. This was because the approaches 
to CSR are highly creative. After verifying the correctness of the methodology of the data collection and the 
modifications resulting from this pilot, an updated survey was launched. 
 
Research project 

3.2 Data collection 

Data collection took place from June to September 2019 using electronic questionnaires. This form was chosen 
because of its flexibility and processing options in the managers’ free time, for example, via mobile phone.  

3.3 Data analysis 

At this stage, I found that the statistical quantities express the frequency of the occurrence of the phenomenon 
of mean values as well as the habits of the individual companies in these areas. The choice of the method of 
analysis depends on the objective of the research and the method of obtaining data. I used Survio software to 
process the data, as well as Excel with advanced functions to determine the correlation and filtration of the 
selected data. 
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3.4 Processing and presentation of the final report 

The results of the research were further sorted. I excluded responses from respondents who were not decision-
makers in CSR (13 out of 55 questionnaires) or worked in a smaller than large company (7 out of 55 
questionnaires) because the answers could be distorted. I processed data from forty respondents who matched 
the profile – the CSR manager of a large company. I have drawn preliminary conclusions from each area, which 
will be refined, and have a growing sample of respondents. The target number is eighty people (respondents) 
from the sample, which represents approximately half the total sample of CSR managers from large companies 
in the Czech Republic.  

3.5 Techniques for measuring attitudes and obtaining information  

The questions in the questionnaire were chosen to obtain the maximum range of information within the 
segment. In areas where trends in the industry are very much reflected, I have chosen evaluation scales to gain 
an idea of the industry's customs. The target was not to exceed fifteen minutes to finish the questionnaire. 

4. Research – Current situation of CSR in large companies in the Czech Republic 

Respondents were filtered by the first two questions focused on the size of the company and the personal 
responsibility of the respondents to keep the sample as relevant as possible.   
 
The basic information about the companies involved in the research was:  

4.1 Type of enterprise 

 

Figure 1: Source: Blažková, 2019, own research 

Most large enterprises in the Czech Republic (77.5%) involved in the research were international, which shows 
that this trend (having a CSR position and principles in the structure) is often set by companies’ headquarters 
abroad.  

4.2 CSR budget 

 

Figure 2: Source: Blažková, 2019, own research 

The budget varies a lot although this may be influenced by different approaches to CSR budgeting, such as 
splitting CSR costs between different departments (HR, marketing, General manager’s office etc.), which can 
influence this chart (Figure 2). Interesting information would also be, for example, to know what methodology 
the budget created is based on.  
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4.3 Decision-making process  

 

Figure 3: Source: Blažková, 2019, own research 

The research significantly focuses on the decision-making process of the managers, which is influenced by 
different factors and brings many challenges. The chart (Figure 3) shows that most decisions are made based on 
some kind of strategy, although only 5% of the respondents answered that there is a decision-making matrix to 
help them decide.     

4.4 Departments involved 

 

Figure 4: Source: Blažková, 2019, own research 

This chart 9Figure 4) shows the diversity of CSR structures. Very few companies have a “CSR department”. CSR 
tasks are split between Marketing, HR and the CEO’s department.  

4.5 Supported CSR projects 

 

Figure 5: Source: Blažková, 2019, own research 
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This part of the research shows the most actively supported CSR projects in large companies from the sample. 
The most likely supported projects are those that help disabled and disadvantaged people, support education, 
events for children, health and general charity projects. This table (Figure 5) also serves as a base for comparing 
how supported projects are related to company values (future research).  

4.6 Company values importance 

 

Figure 6: Source: Blažková, 2019, own research 

This chart (Figure 6) shows the most important company values (reliability and consumer care stands on highest 
points followed by quality an expertise). It brings very important data for further research, which will compare 
the link between company values and supported projects.  

4.7  Motivation for CSR activities 

This research question was inspired by the Business Leaders Forum research conducted in 2004. 

 

Figure 7: Source: Blažková, 2019, own research  

Based on the research, it can be observed that the top CSR priorities are company values (77%) and reputation 
(good name) (77%). These are followed by support for employees (39 %) and marketing activities (36%).   

5. Summary and next steps  

5.1 Research conclusions 

Although the research was based only on a representative sample of a target group (which is not much larger in 
the framework of the Czech Republic), the respondents were more than capable of describing strong trends in 
the industry because they are the people who most influence the development of Czech CSR. The research shows 
that even though there is quite a strong trend for implementing CSR principles in large companies in the Czech 
Republic, the approach in every firm is still very different and leadership and competence structure is not united. 
The lack of methodology (different names for CSR positions, competences and departments, different positions 
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in companies´ structures, no decision-making matrix) can also be observed. The following research findings show 
the increasing importance of CSR, which is caused by trends, the changing and unstable environment and 
recruitment motivation.  

5.2 Most interesting findings  

 1. Most companies do not have a place in the company chart for a CSR manager; it is often designated as a 
part-time task for the HR Director/Marketing Manager/Managing Director.  

 2. CSR is perceived as an essential part of a company's reputation, its strategy and as a tool for building a 
good name. 

 3. In questions related to CSR, the respondents mentioned the HR department, marketing department and 
the CEO office in equal proportion as the departments that were involved. 

 4. Very few enterprises have a clear methodology or strategy for deciding what CSR direction to take. They 
often act randomly or based on individual preferences or go for “safe projects”. 

 5. The most common reasons why CSR methodology is implemented by a company is to build and maintain 
corporate values and gain a competitive advantage on the market.  

 6. The most frequently supported projects are those that support children’s events, education, disabled 
people, vulnerable and disadvantaged children and general charity projects. 

Even the Czech Republic stands very high in SDG index chart, there is still much to improve in approach to CSR. 
The survey shows that there is a lack of CSR strategy in large Czech firms as this trend is still brand new. This 
survey will serve as a basis to establish the foundation for building a decision-making model, through which it 
will be possible to define the main weaknesses in the system.  

5.3 Next steps 

The first phase of the research showed interesting data, which needs to be analysed, structured and commented. 
To verify all information, the sample of the respondents needs to be extended. The second phase of research 
will be focused on enlarging the group of respondents to verify the findings made in the first phase. The last part 
of the planned research will contain a comparative analysis according to the specific values of the companies 
and the values linked to different supportive NGO projects. Finally, the conclusions will be specified to build a 
new decision-making system for CSR managers. In this system, I would like to connect company values to 
supported CSR projects to recommend the most efficient and useful cooperation to fulfil CSR strategy.    

Acknowledgements  

The author is grateful to the International Grant agency of FAME TBU, Grant. No. IGA/FaME/2018/010 for 
financial support. 

References 

Arvidsson, Susanne (2010) Communication of Corporate Social Responsibility: A Study of the Views of Management Teams 
in Large Companies. Journal of Business Ethics [online]. 96(3), 339-354  

Bangsa, Adjengdia Bunga a Bodo B. Schlegelmilch (2020) Linking sustainable product attributes and consumer decision-
making: Insights from a systematic review. Journal of Cleaner Production [online], 245.   

Baumann-Pauly, Dorothée, Christopher Wickert, Laura J. Spence a Andreas Georg Scherer (2013) Organizing Corporate 
Social Responsibility in Small and Large Firms: Size Matters. Journal of Business Ethics [online]. 2013, 115(4), 693-705 
[cit. 2019-04-04].  

Blewitt, John (2008) Understanding sustainable development. London, UK: Earthscan 
Bris, Petr, Jiri Svoboda a Hana Brisova (2013) The Growing Importance of the Practical Application of Corporate Social 

Responsibility in the Management of Companies in the Czech Republic. Journal of Competitiveness [online]. 5(2), 
124-138  

Brundtland, Gro Harlem. (1987) UN world commission on environment and development. Our Common Future: World 
Commission on Environment and Development. 1. Oxford: Oxford University Press, 400 s.  

Cohen, Daniel a Marcelo Soto (2007) Growth and human capital: good data, good results. Journal of Economic Growth 
[online]. 2007, 12(1), 51-76  

Cheney, Tim D. (2006) A Decision Making Model To Enhance Corporate Ethics / Business Ethics / Social 
Responsibility. Business Renaissance Quarterly [online]. Business Renaissance Institute, 1(3), 15-20  

Daly, Herman E. (1977) Steady-state economics: the economics of biophysical equilibrium and moral growth. San Francisco: 
W. H. Freeman 

747



 
Jaroslava Blažková 

 
Dang, Van Thac, Nine Nguyen, Xiangzhi BU a Jamming Wang (2019) The Relationship between Corporate Environmental 

Responsibility and Firm Performance: A Moderated Mediation Model of Strategic Similarity and Organization Slack. 
Sustainability [online]. 11(12)  

Dytrt, Zdeněk, Pavla Staňková a Lucie Tomancová (2007). Manažerská etika: etika v managementu a podnikání. Zlín: 
Univerzita Tomáše Bati ve Zlíně 

Ellerup Nielsen, A. a C. Thomsen (2007). Reporting CSR – What and How to Say It?. Corporate Communication: An 
International Journal. 12(1), 25-40. 

Ferro-Soto, Carlos, Luz Macías-Quintana a Paula Vázquez-Rodríguez (2018) Effect of Stakeholders-Oriented Behavior on the 
Performance of Sustainable Business. Sustainability [online]. 2018, 10(12)  

Freeman, R. Edward a David L. Reed (1983) Stockholders and Stakeholders: A New Perspective on Corporate Governance. 
California Management Review [online]. 25(3), 88-106  

Gangi, Francesco, Antonio Meles, Stefano Monferrà a Mario Mustilli (2020) Does corporate social responsibility help the 
survivorship of SMEs and large firms? Global Finance Journal [online]., 43(43)  

Hopking, Charles (2009) Enough, for All, Forever: The Quest for a More Sustainable Future. Education Canada. 1. Canada: 
Canadian Education Association, 1(1), 42-46.  

Kucharska, Wioleta a Rafał Kowalczyk. How to achieve sustainability?-Employee's point of view on company's culture and 
CSR practice. Corporate Social Responsibility and Environmental Management [online]. 2019, 26(2), 453-467  

Li, Zhenghui, Gaoke Liao a Khaldoon Albitar (2019) Does corporate environmental responsibility engagement affect firm 
value? The mediating role of corporate innovation. Business Strategy and the Environment [online]. 29(3), 1045-1055  

Lee, L., & Chen, L. F. (2018). Boosting employee retention through CSR: A configurational analysis. Corporate Social 
Responsibility and Environmental Management, 1–13.  

Lešingrová, Romana (2008) Baťova soustava řízení. 3. vyd. Uherské Hradiště: Romana Lešingrová 
Lin-Hi, Nick a Igor Blumberg (2018) The Link Between (Not) Practicing CSR and Corporate Reputation: Psychological 

Foundations and Managerial Implications. Journal of Business Ethics [online]. 150(1), 185-198  
Marin, L., Ruiz, S., & Rubio, A. (2009). The role of identity salience in the effects of corporate social responsibility on 

consumer behavior. Journal of Business Ethics, P. Grover et al. International Journal of Information Management 48 
(2019) 39–52 

McBarnet, Doreen, Aurora Voiculescu a Tom Campbell (2009) The New corporate accountability: Corporate social 
responsibility and the Law. 2. New York: Cambridge University Press 

Ottman, Jacquelin A.(2011) The new rules of green marketing: Strategies, Tools, and Inspiration for Sustainable Branding. 
1. San Francisco: Berret-Koehler Publishers 

Park, J., Lee, H., & Kim, C. (2014). Corporate social responsibilities, consumer trust and corporate reputation: South Korean 
consumers' perspectives. Journal of Business Research, 67(3), 295–302.  

Pavlík, Marek a Martin Bělčík (2010) Společenská odpovědnost organizace: CSR v praxi a jak s ním dál. Praha: Grada, 
Management (Grada).  

Poplawska, Jolanta, Ashraf Labib a Deborah M. Reed (2017) From vicious to virtuous circles: problem structuring for 
quantified decision making in operationalization of corporate social responsibility. Journal of the Operational 
Research Society [online]. 68(3), 291-307  

Rok, B. (2007) CSR to nie filantropia. Harvard Business Review Polska. (54), 92-93. 
Rodgers, Waymond, Hiu Lam Choy a Andrés Guiral (2013) Do Investors Value a Firm’s Commitment to Social 

Activities?. Journal of Business Ethics [online]. 114(4), 607-623  
Rodrigo, Pablo, Claudio Aqueveque a Ignacio J. Duran (2019) Do employees value strategic CSR? A tale of affective 

organizational commitment and its underlying mechanisms. Business Ethics: A European Review [online]. 28(4), 459-
475  

Sachs, J., G. Schmidt-Traub, C. Kroll, G. Lafortune a G. Fuller (2019) - Sustainable development solutions network (SDSN). 
Sustainable development report 2019: Transformations to achieve the sustainable development goals [online]. New 
York: Bertelsmann Stiftung and Sustainable Development Solutions Network, 2019, 5.(1), 478 s.. yearbook. 

Spodarczyk, Edyta (2019) An attempt to determine the determinants of an effective impact of corporate social 
responsibility on consumer behaviour. A pilot study report. Management [online]., 23(2), 64-79  

Siegele, Linda a Halina Ward (2007). Corporate social responsibility: A step towards stronger involvement of business in 
MEA implementation?. Review of European Community and International Environmental Law. pp. 135-144 

SULPHEY, M. (2017) Corporate Social Responsibility or Corporate Social Irresponsibility: where should be the focus?. 
Problems and Perspectives in Management [online], 15(4), 293-301  

Sustainable Development Report (2019): Transformations to Achieve the Sustainable Development Goals. SDG index 
[online]. Sustainable Development Solutions Network, Available from: https://www.sdgindex.org/ 

Toliver, Adria Denise (2013) Measuring corporate social responsibility through organizational values: A scale validation 
study. Ann Arbor: The University of Texas at Arlington 

Trnková, Jana (2004) SPOLEČENSKÁ ODPOVĚDNOST FIREM: kompletní průvodce tématem & závěry z průzkumu v ČR. 
Www.blf.cz: Business leaders Forum [online].  

Urban, Jan (2014) Firemní kultura a identita. Praha: Ústav práva a právní vědy, Právo a management.  
Wang, D. H. M., CHEN, P. H., YU, T. H. K., & Hsiao, C. Y. (2015). The effects of corporate social responsibility on brand equity 

and firm performance. Journal of Business Research, 68(11), 2232–2236. 

748



 
Jaroslava Blažková 

 
Weber, Manuela (2008)  The business case for corporate social responsibility: A company-level measurement approach for 

CSR. European Management Journal [online]. 26(4), 247-261  
Willard, Bob (2012) The New Sustainability Advantage: Seven business case benefits of a tripple bottom line. 2. Canada: 

New society publishers 
Williams, E. Freya (2015) Green Giants: how smart companies turn sustainability into billion-dollar business. 1. New York: 

Amacom,  
Żychlewicz, Maja. (2017) Corporate Social Responsibility in Large and Medium-sized Companies in Poland. Journal of 

Corporate Responsibility and Leadership [online]. 3(1), 69-80  

749



xiv 

 
Kaija Arhio, Ph.D. (econ.) working as a principal lecturer at Centria University of Applied Sciences in Ylivieska, 
Finland.  Her background is in engineering (wood technology) and in the field of entrepreneurship research her 
interests has been focused in networks of small woodworking companies. Nowadays she is teaching 
entrepreneurship and other business related topics and is involved also in regional projects of entrepreneurship 
education.     
 
Yuliya Asaturova, PhD (Econ.), Peter the Great Saint-Petersburg Polytechnic University, Russia. Currently 
employed as associate professor for Higher School of Economics and Engeneering. Presently the research is 
focused on Financial management, innovative models, digital economy. Yuliya teaches Economics, Financial 
Management, Financial Analysis, Economics of enterprise. 
E-mail: asaturova_yum@spbstu.ru 
 
Natália Augustínová completed her master's degree at the University of Ss. Cyril and Methodius in Trnava, 
Faculty of Mass Media Communication in 2019. Since that she has been working at the faculty as a full-time 
doctoral student. She deals with issues of CSR, sustainability and graphic design. 
 
Manuel Luís Au-Yong Oliveira did his post-doctoral studies at the University of Aveiro (2016-2019) with the title 
“Elements that contribute to organisational competitiveness". Manuel has a PhD in Industrial Engineering and 
Management, from FEUP (University of Porto, 2012; distinction awarded to the thesis), an MBA from Cardiff 
Business School (UK, 1993; distinction awarded to the dissertation). Manuel is an Assistant Professor at the 
University of Aveiro (DEGEIT) where he lectures at the undergraduate, master's and doctoral levels on 
marketing, innovation, strategy and research methods.  
 
Stratos Baloutsos is a doctoral candidate at AUEB and Business Development Manager at ACEin. His research 
interests concern entrepreneurship, innovation, and specifically drivers that accelerate start-up within broader 
innovation ecosystems. He holds a B.Sc. and M.Sc. in Mechanical Engineering and an M.B.A. He is also working 
on business modelling and commercialization for several EU projects.  
 
Yulia Balycheva, PhD, is a senior research associate of the Central Economics and Mathematics Institute of RAS. 
Her research areas are the innovative behaviour of firms. 
 
Raphael Bar-El is Professor Emeritus at Ben Gurion University and faculty member of the of the Applied 
Economics Department at the Sapir Academic College, where he established the specialization of 
entrepreneurship and innovation. He specializes in regional economic development and innovation policy. He 
has extensive experience in consultancy in Israel, Brazil and many developing countries. 
 
Gediminas Baublys is a PhD Candidate at Vilnius University, Lithuania. He is focusing his scientific research on 
the business organization’s proactive transformation competence identification and development. His main 
areas of interest are organizational resilience, sustainability, and agility 
 
Jaroslav Bednárik graduated from the STU in Trnava and he received a PhD degree in 2009. Since 1997, he has 
been working at University of Ss. Cyril and Methodius in Trnava, Faculty of Mass Media Communication. In 2012 
he received the title of Associate Professor. He deals with personal management, sustainable development and 
CSR. 
 
Marcin Bielicki – research project manager at Poznan University of Economics and Business (Poland) and 
Fulbright Fellow from Texas Christian University (USA). His research interests are related to entrepreneurship, 
including above all business pre-incubation and problem-based learning.  
 
Jaroslava Blazkova (Nemcova) is a CSR passionate Director of corporate communication and PhD student at 
Tomas Bata University. In her work at optics production company Meopta - opitka she focuses on brand, 
communication, CSR strategy and company culture. Her main research is focused on connections between how 
companies would like to be perceived and what projects are appropriate to help them achieve this goal.  
 

mailto:asaturova_yum@spbstu.ru


Reproduced with permission of copyright owner. Further reproduction
prohibited without permission.


