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Abstract: 
Modern society demands responsibility and contribution from its members. 
Social responsibility in business is related to the obligation of companies 
and other business organizations to increase their positive influence and 
reduce their negative influence on society. Corporate social responsibility 
represents a voluntary commitment on the part of an organization and 
its decision to choose and apply the appropriate business practices that 
contribute to the community. Nowadays, the concept of corporate social 
responsibility is standardized and represents an integral part of integrated 
management systems. The concept of corporate social responsibility in the 
domestic market has been applied in practice since the beginning of the 
process of economic transition, mostly in companies that are privatized 
by foreign capital. This study presents a model for the improvement of 
corporate social responsibility (CSR) in local business organizations, as 
a result of investigations related to the attitudes of managers in domestic 
companies regarding the question of corporate social responsibility.
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INTRODUCTION

Modern society is placing increasing demands on 
companies to take over full moral and legal responsi-
bility for their actions, especially when it comes to the 
protection of consumers’ interests and environmental 
protection. Modern business philosophy assumes that 
an organization must be responsible for its actions and 
deeds that a� ect all active members of the community. 
Companies that want to be competitive should satisfy 
the interests of a large number of interest groups oper-
ating within a particular business environment.

Corporate ethics has become an important re-
quirement in every business, from the management 
boards of the world’s largest corporations to class-
rooms in business schools and universities world 

wide. Nowadays,  a large number of huge corpora-
tions are faced with having to meet the increasing 
requirements for the protection of the environment. 
� erefore, they should incorporate thinking based on 
those requirements when managing their business.

In terms of changing attitudes of the modern 
businessman towards the principle of social respon-
sibility, sir Richard Branson (2010, p.7), British entre-
preneur and innovator and the owner of � e Virgin 
Group best said: “As a capitalist I was confronted 
with an unpleasant and di�  cult question: ‘Do I cause 
damage?’ A� er some careful research and investiga-
tion, I discovered that it is in fact possible to be a cap-
italist and still maintain the philosophy of environ-
mental protection I have already been practicing for 
some time. I created the expression Geja Capitalism 
as a principle, slogan, and directive for progress.” 
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Today we hear more and more about corporate 
social responsibility (CSR). It represents the com-
mitment to advancing the well being of society 
through discretion business practices and contribu-
tions at the expense of company resources (Kotler 
and Li, 2007, p.3). � e keyword of this de� nition 
is discretion. It represents a willful commitment of 
the organization to choose and apply business prac-
tices that contribute to the community. � e concept 
of corporate social responsibility is now standard-
ized and represents an integral part of integrated 
management systems. 

One of the most signi� cant issues in domes-
tic economy, which contributes greatly to the bad 
market performance of our companies on the in-
ternational market, is the inadequate use of modern 
methods and techniques of management. � is refers 
in the � rst place to knowledge necessary for the ef-
� cient business management. One possible variant 
for progress in business is the process of implemen-
tation of foreign experience and the expansion of 
knowledge with the aim of improving the quality of 
business and achieving competitiveness.

Factors such as the insu�  cient experience of a 
company regarding the application of modern man-
agement concepts and techniques, lack of respect to-
wards foreign experience, inadequate approaches to 
marketing, as well as little or no knowledge of mar-
keting technology, lead to the fact that domestic com-
panies cannot keep up with the international com-
petitors. Acquiring knowledge in line with the world 
experience represents a signi� cant factor for business 
advancement of the domestic companies.

� e question regarding the need for a strategic 
shi�  in the attitudes of local managers towards ac-
cepting the necessity for continuous improvement 
of labor productivity and business, based on the 
application of knowledge, is not a matter of daily 
politics but of business philosophy changes. � e 
purpose of education in the � eld of management 
skills and techniques is to acquire knowledge neces-
sary for the successful management of a company 
and/or its operations with the aim of increasing the 
productivity of both labor and knowledge. 

One of a series of problems of the local business 
organizations, which is distinguished by its impor-
tance, is raising the level of social responsibility in 
everyday business practices. � e problem of apply-
ing the concept of corporate social responsibility 
(CSR) in domestic business organizations has not 
still been understood in an adequate manner, thus 

making the question of CSR a matter of manage-
ment standards set by the International Organiza-
tion for Standardization. 

ANALYSIS OF MAJOR FACTORS AFFECTING 
THE OPERATIONS OF A MODERN 
ORGANIZATION

New economic conditions require new approach-
es to the study of organizational management, in ad-
dition to business practices. Changes in the market 
area most directly a� ect the way of thinking related 
to the company management. Also, the changes in 
science and technology are quickly evolving – for 
instance, a product’s lifetime in microelectronics 
is shortened to only 18 months. According to Kot-
ler (2004, p.156), any new technology is a force of 
creative destruction – the greatest danger for any 
company is not its competition, but the use of new 
technological solutions.

An organization striving to be successful and to 
maintain and develop a competitive advantage in 
the market must be willing to learn. � is means that 
a company must keep up with changes not only on 
the market, but also in science, in order to achieve 
business excellence. � e companies must monitor 
not only the direct competitors, but also those who 
are the best in their � elds, even if they are not direct 
competitors. 

Business excellence means that companies should 
constantly work on the implementation of the qual-
ity of business of the organization, which is based on 
the increase of labor productivity and knowledge of 
every employee. Japanese companies were among the 
� rst to accept the need for action in order to build 
a successful future for themselves. � e current ac-
tivities of an organization result in e� ects that are 
visible not only in the present, but that can signi� -
cantly a� ect the sequence of future events. One of 
the basic postulates of Japanese companies is pro-
activity. Namely, responsibility for one’s own task 
is the imperative for every individual, the entire 
organization, as well as for all businesses and other 
organizations in an economy.

In information society, knowledge becomes the 
basic resource of business, which makes it possible 
for the remaining three resources, consisting of man-
power, capital, and natural resources, to be produc-
tive. Knowledge becomes a tool, a means for accom-
plishing results in social and economic development. 
It is understood in terms of economic knowledge, 
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that the management will confront usual prejudices 
– reorganization, reengineering, new stylization, re-
de� nition of own goals, searching for new purpose, 
refocusing, revitalization, and revision (Tiesen et al. 
2006, p.159).

Today’s business can be observed as enterpris-
ing economy. � is expression dates from the early 
1990’s, and it is concerned with the reality of mod-
ern economy in which dominates enterprise man-
agement. � e existence of an enterprising economy 
makes way for new applications in the � eld of man-
agement – in new companies, small companies, 
non-economic activities, small businesses, and in 
the domain of system innovations. In an enterpris-
ing economy, all organizations, regardless of the 
type of the task, also have to act enterprisingly and 
implement the basic postulates of enterprising in 
their organizational structure. 

According to Adizes (2006, p.56), enterprising 
is a function of creativity and taking risks. Accord-
ing to some modern opinions, an entrepreneur no 
longer has to be de� ned as an individual who is the 
owner of a business. � e entrepreneur can be a sin-
gle person who is employed by an employer, but who 
must possess skills characteristic of entrepreneurial 
conduct. According to Drucker (2003, p.173), jobs in 
an organization have to run in an enterprising man-
ner, in order for a company to become an enterpris-
ing organization. In that sense, a model is developed 
for corporate enterprise, which gives team work po-
tential, and in turn its members are motivated to 
work on achieving success and accepting risks. 

Modern society is based on the production and 
distribution of information, which in turn demands 
a high level of awareness, education, and the use of 
information pertaining to all interest groups in an 
area (participants). Information technology makes 
it possible for the communication development pro-
cess to reach a global level in real time, and at the 
same time reduces the � oating information. � at 
means that business organizations have to become 
aware of the demands of all segments of the public. 
Furthermore, it means that business organizations 
have to establish an adequate level of understanding 
with all segments of social and business areas. As 
can be observed, the level of understanding must be 
further developed and raised to a higher standard 
for every subsequent plan-cycle in order to maintain 
a successful business organization.

Every business organization has signi� cant in� u-
ence on the environment in which it operates. An 

organization a� ects the environment economically, 
technically-technologically, ecologically, culturally, 
and in a social sense. Moreover, the organization 
has to carry out substantial actions for increas-
ing the positive in� uence on its environment for 
each of these � elds. According to Miljević (2008a, 
p.173), modern nature of working in post capital-
istic organizations in the world of business, which 
is based on scienti� c and technical knowledge and 
their results, has been accumulated and created a 
new world – a world of things. � is new world of 
things demands new business ethics – far-reaching 
responsibility ethics – no matter if it is in� uenced by 
non-human or human nature.

CORPORATE SOCIAL RESPONSIBILITY 
AND MODERN BUSINESS

Social responsibility permeates modern business. 
Trends in the development of the concept of busi-
ness ethics and the implementation of this practice 
to the organizational structure of a company have 
been occurring for over three decades. During the 
time-frame of the twentieth century, between the 
two world wars, the International Chamber of Com-
merce made a certain code of conduct for this specif-
ic � eld of business (e.g. International Code of Con-
duct in the � eld of economic advertising was passed 
for the � rst time in 1937 by International Chamber 
of Commerce in Paris).

Japanese managers have made a signi� cant con-
tribution to the development and application of busi-
ness ethics. Namely, during the � � ies, they actively 
started developing concepts for quality management 
based on a range of American management systems 
and Japanese philosophical principles, such as kaize-
na. In this way, Japanese companies developed a per-
manently evolving system for business productivity, 
concern for human resources and partners, and, on 
an international level, they managed to avoid com-
petition between domestic companies – compete, 
yes, but exclusively in their domestic market. � e 
Japanese model for developing business quality, in 
addition to managing to be perceived in a broader 
perspective, was copied in the USA and in Europe 
at the end of the eighties. Since then, it has become 
one of the most dominant management models and 
has, at the same time, become a base for the wider 
acceptance of corporate ethics. 

According to Drucker (2003, p.53), the main re-
sponsibility of one professional was clearly de� ned 
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in Hippocrates’s oath, in an ancient Greece two and  
a half thousand years ago: “Primum non nocere” – 
above all, do not harm anyone consciously. A pro-
fessional is a private person, but also a public person, 
in the sense that the well being of the client sets lim-
its to his actions and words – the principle “do not 
cause damage consciously” is in fact the basic rule of 
professional ethics, but also a basic rule of ethics for 
public responsibility. Fayol (2006, p.45) listed fair-
ness (11th principle) as one of the 14 principles of 
administration, “Business ethics is de� ned as a set of 
principles, norms and standards of behaviour used 
for guiding an individual or a group in business, or 
as a group of principles and standards leading to 
the acceptable conduct in the business world. In the 
most general sense of the word, it is understood as 
moral behavior and actions” (Miljević, 2008, p.27). 

Corporate social responsibility (CSR) is a con-
cept framework, in which companies integrate so-
cial interests and challenges concerning the envi-
ronment and their business in integration with all 
stakeholders by freewill.

State administration in the most developed coun-
tries around the world has, for the last three decades, 
been developing legislations in order to prevent 
the degradation of the environment and natural 
resources, improve and protect the environment, 
and de� ne speci� c guidelines for sustainable de-
velopment on a global level. Business entities have 
to satisfy the goals of a greater number of interest 
groups in their environment. Modern society is in-
creasingly signifying the demand for companies to 
de� ne their social responsibility. 

Social responsibility (SR) in business is related 
to the obligation of the company and other business 
organizations to increase their positive in� uence 
and reduce their negative acting on society. Accord-
ing to Eric Reinert (2010, p.200), a Norwegian econ-
omist, capitalism is based on own interests, due to 
the fact that private vices can be converted to pub-
lic bene� ts. Conclusion of debt debate during  the 
time of enlightenment was that the best warranty 
for public sector was to ensure that own interests 
matched with social interests. Successful capitalists 
earn money through imperfect competition. When 
this imperfect competition is realized through new 
technology, as is o� en the case, it is possible to ob-
serve the relation between one`s own interests and 
social interests.

According to the World Council for Sustain-
able Development, corporate social responsibility 

represents a company’s commitment to contribute 
to sustainable economic development through co-
operating with the unemployed, their families, the 
local community, and society in general in order 
to improve the quality of their lives. In the Green 
Book, the European Union states that being socially 
responsible is not only to respect legal obligations, 
but to go further than the mere compliance with the 
law and to invest even more in human capital, the 
environment, and relations with stakeholders.

� us, to be socially responsible means to look 
a� er the needs of individuals as well as of the com-
munity – invest in health-care, human resources, 
culture, and healthy environment. Simply put, it 
means to develop human relations with di� erent 
social subjects.

Generally speaking, CSR assumes that for the 
pro� t they have made, companies are responsible 
not only to their shareholders, but also to the indi-
viduals and groups that are in any way a� ected by 
that pro� t.

Corporate social responsibility represents deter-
mination for the development of the well-being of 
a community through discretion business practices 
and contributions at the expense of company re-
sources (Kotler and Li, 2007, p.3). � e keyword of 
that de� nition is discretion. It refers to the goodwill 
of the organization and its decision to choose and 
use business practices that contribute to the com-
munity. Some reasons for using and developing cor-
porate social responsibility are as follows: increasing 
market participation, strengthening the position of 
brands, strengthening corporate image, improving 
the ability to attract and motivate employees, reduc-
ing operating costs, and increasing attractiveness for 
investors.

According to some opinions, we can today ob-
serve six social initiatives that act upon the domain 
of corporate social responsibility:

1. Promoting social goals,
2. Marketing associated with social goals,
3. Corporate social marketing,
4. Corporate philanthropy,
5. Volunteer work for the community,
6.  Socially responsible business practices (Kot-

ler and Li, 2007, p.3). 
Promoting social goals implies that a company 

provides funding, in-kind contributions, or other 
resources, to develop awareness of social order, or 
to collect certain funds for the bene� t of this social 
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goal. Marketing associated with social goals means 
that a company is obliged to associate a certain per-
centage of income, realized by selling products or 
services, with a certain social goal. Corporate social 
marketing means that a company facilitates the de-
velopment and/or implementation of a campaign 
for a change in conduct towards the progression of 
health, security, environment, or well being of the 
community. Corporate philanthropy is a practice in 
which a company directly contributes to a charity 
or social action; this is mostly given in the form of 
grants as cash or through in-kind donations. Vol-
unteer work for the community means that a com-
pany upholds and encourages its employees, just as 
employees at partnership organizations volunteer to 
help local social organizations and projects. Socially 
responsible business practices can be understood as 
situations in which a company, in its sole discre-
tion, adopts and implements business practices that 
support a cause, which should improve the quality 
of life in the community and the protection of the 
environment.

THE ROLE OF CORPORATE SOCIAL 
RESPONSIBILITY IN ACHIEVING 
BUSINESS EXCELLENCE

� e latest trend in the development of quality 
management is the integration of management stand-
ards and the process of organizational management. 
One of the practical ways to implement corporate eth-
ics and corporate social responsibility is the imple-
mentation of integrated management systems (IMS). 
� e International Management Standards that are 
published by ISO (such as ISO 9000, ISO 14000, ISO 
18000) incorporate elements related to social respon-
sibility. In addition, the standard ISO 26000, which 
is directly related to the question of corporate social 
responsibility, is being developed. � e implementa-
tion of an integrated management system allows for 
a reduction in the time necessary to create a concept 
of total quality of management – TQM, which creates 
conditions for companies in less developed countries, 
in response to the demands of the international stand-
ards, to build a business system that allows the formu-
lation of world-class products and the implementa-
tion of business excellence. Applying the concept of 
IMS may be of great importance for companies com-
ing from countries undergoing transition. Instead of 
the lengthy creation process of TQM, it is possible 
to achieve business excellence in a shorter period of 

time through the application of modules, one by one, 
into integrated management systems in compliance 
with the requirements of international standards ISO 
9001, ISO 14001, ISO 18002 and SA 8000. Each of 
these standards incorporates some of the assump-
tions of the concept of corporate social responsibil-
ity, and standard SA 8000 is directly related to the 
development of this principle. Social Accountability 
8000 (SA 8000) represents an international standard 
for social responsibility created by CEPAA (Council 
on Economic Priority Accreditation Agency) and is 
intended to provide an ethical source for products 
and services. � is standard is voluntary in nature 
and can be applied to any company regardless of its 
size or activity. Also, this standard can replace or be a 
supplement to companies or industries with a speci� c 
code for social responsibility. International standard 
SA 8000 was created in 1997 and revised in 2001. � e 
Standard SA 8000 is based on ISO 9000, but its goal 
is to improve working conditions in factories all over 
the world. � e di� erence between these standards 
lies in the fact that SA 8000 includes characteristics 
required in addition to the system. Namely, require-
ments in SA 8000 require from the employer not to 
exploit his employees but to provide a safe working 
environment, not to employ children or force anyone 
to work, and not to demand from employees to work 
more than 48 hours per week. SA 8000 is based on 
nine elements, as follows: 

1. Child labour,
2. Forced labour,
3. Health and safety,
4. Freedom of association and right to a collec-

tive agreement,
5. Discrimination,
6. Discipline,
7. Working hours,
8. Compensation,
9. Management system.
� e elements of these standards demand from 

the employer not to hire children under 14 (ac-
cording to the criteria in the UN, children under 
14 should not be employed), not to apply forced 
labor (for example, worker has to work overtime, 
otherwise he will be � red), and to organize in such a 
way so that the processes are in accordance with the 
need to protect the worker’s health. � e employer 
must ensure the employee the freedom to join trade 
union organizations and prevent various forms of 
discrimination against workers (gender, religion, 
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race, age). � e employer must establish an adequate 
level of labor discipline that does not violate the dig-
nity of the individual worker, and working hours 
that are in accordance with International Labor 
Organization (ILO) and the conference of the Free 
Labor Union. � e employees should be adequately 
rewarded for their work and their employer must 
provide such a management system that complies 
with the standards of the International Management 
Standard.

In the policy document “ISO Horizon 2010 – 
standards for sustainable world”, Central Secretariat 
ISO identi� ed as key elements: urgent approxima-
tion towards development of social responsibility, 
covering aspects of the economy, society, and en-
vironment, in which all participants in society have 
their role, and in addition, companies and other 
organizations create new commitments. � e Inter-
national Organization for Standardization de� ned a 
series of standards ISO 26000 and provided guide-
lines for social responsibility (SR) at the internation-
al level. Standard ISO 26000 is directed towards all 
kinds of companies, in public and private sectors, in 
both developed and transitioning countries. Stand-
ard ISO 26000 has added value to the existing initia-
tives for SR by providing harmonization and global 
guidelines based on an international consensus by 
the leading representatives of professional groups of 
stakeholders, thus promoting the application of the 
best practices of SR around the world.

CORPORATE SOCIAL RESPONSIBILITY 
AND COUNTRIES IN TRANSITION 

� e question of the establishment and develop-
ment of corporate social responsibility is concerned 
with achieving competitiveness in all developed 
countries around the world. Nowadays, CSR is a 
ubiquitous concept which allows companies from 
developing countries to maintain and develop a 
competitive position on the global market, to de-
velop understanding with stakeholders in the re-
gion. Companies from the countries in transition 
still have problems with the establishment of CSR. 
� e problems that economy undergoing the pro-
cess of transition faces represent the consequences 
of incompleteness of the socialist economic system. 
Transition represents the transformation of a na-
tional economy, from a centrally planned economy 
(or socialist economy), to a market economy. Tran-
sition represents ownership, a structural and insti-
tutional change in the manner of doing business, 

and improvement of the e�  ciency of business in ac-
cordance with the requirements of the international 
market and global market trends.

� e transition from planned to market economy 
requires time. A generally accepted theory is that a 
“general model” of transition does not exist - every 
national economy has its own particular way of de-
termining the pace of economic change and the hi-
erarchy of priorities that guides the process of tran-
sition. Improving competitiveness of one national 
economy in the global economy is closely related to 
the economic development, the increase of employ-
ment, and e� ective earning which is based on the 
imperative to increase productivity. 

On the other hand, the global economy is reality, 
and the business imperative in the global economy 
is permanently increasing productivity for all key-
business resources (primarily labor and knowledge). 
� e inadequate use of knowledge represents the 
biggest problem for most companies coming from 
countries in transition and with a capital of domestic 
origin. Namely, habits inherited from the past in� u-
ence the inappropriate treatment of education; espe-
cially knowledge – not enough attention is paid to 
the fact that knowledge represents the basic business 
resource that should be constantly improved. Speci� -
cally, this means that companies from transitioning 
countries still do not apply all foreign business expe-
rience and modern management techniques in order 
to constantly improve their business.

When it comes to the implementation of CSR, the 
situation is particularly unfavourable. Ethical princi-
ples in business are still developing. Very few com-
panies apply the concept of CSR. Companies usually 
choose corporate responsibility only declaratively, 
while their business is solely based on personal inter-
ests. � e public interest is only a declarative category.

A particular problem for countries in transition 
are branches of multinational and transnational cor-
porations that behave inappropriately in relation 
to the developing market and that generally avoid 
applying the integrated model of business ethics in 
markets in transitioning countries. As a result, multi-
national and transnational corporations make higher 
pro� ts on the one hand and delay the development of 
local markets on the other.

When it comes to competitive relationships, free 
competition is only declaratively understood, while 
in most countries in transition the state monopolies 
still prevail (public companies). � ere are compa-
nies in transition countries that rely on close ties 
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with state administration when achieving their own 
interests.

� e issue of corruption is certainly the one of the 
most important issues concerning the development 
of market mechanisms in countries in transition. 
Corruption is more obvious and present in coun-
tries in transition, due to the underdevelopment of 
market mechanisms, the degree of economic free-
dom, as well as the underdeveloped democratic sys-
tem. � e democratic system of government, market 
mechanisms and legal infrastructure which is ad-
equate to economic and social development, are the 
basic requirements for minimizing corruption.

� e � eld of corporate philanthropy is particularly 
suitable for corruptive actions in countries in transi-
tion. Namely, undeveloped market mechanisms and 
the lack of an adequate tax system that clearly dis-
tinguish philanthropy from other bene� ts, make it 
possible for certain companies from transition coun-
tries to use this form of CSR in order to achieve their 
personal pro� t interests (the � nancing of a certain 
group with the aim to achieve pro� t). Particularly 
interesting is the case of lobbying, done by compa-
nies coming from the most developed countries of 
the world, which � nance certain foundations that are 
turned to political education (politicians, o� spring 
of political parties, young experts, etc.). By � nancing 
certain foundations, multinational and transnational 
corporations attempt to achieve their own economic 
interest by using individuals, or groups, who have 
been o�  cially � nanced by foundations (training, 
scholarship abroad, study visit abroad, etc.).

Competition from abroad is looking for a way 
to avoid the mechanism of free competition in 
cooperation with quasigovernment companies or 
public companies, to enlarge pro� t and develop the 
market. In most countries in transition, consum-
ers are inadequately protected, from both domestic 
and foreign producers. It is well-known that some 
large multinational and transnational corporations 
have a higher quality products for developed mar-
kets and lower quality products for markets in the 
transition countries.

� e issue of the protection of the environment 
is still insu�  cient even though there is a legal in-
frastructure. � e reason for that is that there is not 
enough experience in its application, and in some 
cases it is deliberately avoided. Companies from de-
veloped markets buy companies from the so-called 
“dirty technology” sectors in transition countries to 
take advantage of the existing resources and quali-

� ed workforce, but also slight legislations in this 
� eld. � e situation is even more critical for the same 
companies that were purchased by local entrepre-
neurs, who are doing their best to avoid legal norms 
in the � eld of environmental protection.

Workers are particularly targeted in countries 
in transition. Undeveloped social infrastructure, 
the absence of social dialogue institutions, and at-
rophied unions a� ect the domestic and foreign en-
trepreneurs’ behavior very inappropriately regard-
ing the globally accepted standards in the � eld of 
worker’s right.

In all developed economies, unions represent the 
crucial factor for employment and problem solving 
in the domain of employment. On the other hand, in 
transition countries, the underdevelopment of union 
organizations is evident, which in turn has negative 
impact on the protection of worker’s rights, espe-
cially in the early stage of the transition process. It 
has also been observed in the � rst phases of the tran-
sition process that some union organizations look 
much more like political organizations than like or-
ganizations that should represent worker’s interests. 
Unions must have a signi� cant role in the process of 
privatization in order to protect workers and their 
rights. � e chamber system includes almost 2/3 own-
ership (state property), and with its members (mostly 
comprised of social companies) is currently exempt 
from acting in tripartism.

� e near future already points out the need to 
include the elements of CSR in business practices in 
companies from transition countries. � ese compa-
nies are expected to take part in fair competition, the 
protection of consumers’ interests, the protection of 
workers’ rights etc. When speaking about competi-
tion and elements of business ethics, all developed 
markets require of companies from countries in 
transition to have at least one, and o� en multiple, 
certi� cates of the standards applied in management 
(quality management system, environmental man-
agement, management of health and safety, etc.). 
All exporters and food producers from countries in 
transition, wishing to export to the EU, must have 
food safety certi� cation (HACCP), while products 
incurred as a result of certain treatments that may 
be harmful to the environment require certi� cation 
of environmental management (ISO 14000). � e 
question here is not whether companies from tran-
sition countries need to deal with the implementa-
tions of business ethics, but how fast they can keep 
pace with the developed world.
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ANALYSIS OF APPLICATION OF THE 
CONCEPT OF CORPORATE SOCIAL
RESPONSIBILITY IN LOCAL BUSINESS

� e concept of CSR has been applied and de-
veloped in local business organizations from the 
beginning of the transition process. � e corporate 
social responsibility awareness is present in Serbia, 
but on the level of concept in formation, which is 
just beginning to be recognized as important and 
socially desirable, rather than on the level of realized 
behavior with which we have experience. � ere are 
signi� cant barriers when it comes to promoting the 
idea: many companies still do not understand the 
long-term bene� ts that bring forth socially respon-
sible access. Namely, many businessmen and entre-
preneurs believe that they do not have enough of the 
required resources or knowledge at their disposal to 
engage in various strategies. � e concept of CSR is 
developing in our country, and the major carriers 
have so far been NGOs (e.g. Smart Collective). In 
the Serbian Chamber of Commerce (which adopted 
the codex of corporate behavior and business ethics 
and participates in awards for CSR), the media (B92, 
an economist magazine group), and scienti� c insti-
tutions (universities and social institutes), have been 
adopting CSR, but in practical sense, CSR has been 
widely applied in companies with foreign capital.

Certain elements of the CSR concept had been 
applied, both in the time before the transition pro-
cess began and several decades before that. One of 
the most signi� cant forms of CSR applied in Serbia 
was corporate philanthropy.

Although certain forms of actions existed before 
transition, the concept of CSR has actually been ap-
plied only for the last ten years and primarily by 
large local government systems, such as EPS and 
Telecom Serbia etc., and in corporations where 
the foreign capital prevails. � e reason for this is 
the fact that many local companies belong to the 
group of small- and middle-sized companies, which 
by de� nition have no funds for investment in this 
area, and no knowledge. Foreign Corporations have 
the funds and the human resources necessary for 
the implementation of activities in the domain of 
CSR, and they also realize CSR for their own goals 
related to market development.

On the other hand, it is observed, in theoretical 
and methodological terms, that the concept of CSR 
is still under study – it is mainly studied in the the-
matic areas of management and corporate ethics, or 

possibly integrated management systems. � e self-
study of CSR concept has not yet reached the local 
scienti� c community. Regarding this, there is a need 
for a more comprehensive study of this important 
area that touches both management and business 
ethics and quality management. 

Research on the application of the concept of 
corporate social responsibility in companies oper-
ating in the domestic market was undertaken from 
June to October 2010 on the territory of Serbia, in 
order to obtain the opinion of managers of the com-
panies regarding the implementation of the concept 
of corporate social responsibility. Some of the most 
important results of the research are as follows: 

 ◆ � e managers emphasize the following factors 
as the basic one for business advancement: up-
grading employees’ skills – 27.6%, improvement 
of the quality of business –17.3%, applying mod-
ern methods and techniques of management – 
11.2%, development and application of infor-
mation technology – 10.2%, increasing business 
productivity – 8.2%,

 ◆ � e essential elements for the development of 
competitiveness of local companies are as fol-
lows: continuous improvement of skills and 
knowledge of the management and employees – 
22.2%, applying modern methods and techniques 
in management – 21.2%, standardization of the 
quality of business – 15.1%, purchasing modern 
technological solutions and equipment – 12.1%, 
the importance of investment in marketing – 
9.1%,

 ◆ Major obstacles in development of competitive-
ness for local companies are: shortage of � nan-
cial capital – 24.7%, lack of knowledge – 21.6%, 
obsolete equipment and technology – 15.7%, 
lack of resources – 8.8%, insu�  cient stimulation 
of the business environment – 8.8%,

 ◆ � e most frequent activities within the domain 
of CSR in the analyzed business organizations 
are as follows: socially responsible business prac-
tices – 37.7%, promoting social goals – 26.4%, 
corporate social marketing – 15.1%, corporate 
philanthropy – 9.4%, marketing connected to 
social goals – 5.6%.
Most of the respondents or more precisely 81.25% 

of them believe that there are local companies that 
can be characterized as business executive organiza-
tions. Taking into consideration all the limitations 
this model reveals, factors for the improvement of 
business and elements for the development of com-
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petitiveness as well as social initiatives in the � eld of 
CSR which are to be applied, local companies can 
achieve certain level of business excellence.

Based on the research results, a model has been 
developed for the improvement of CSR in local 
business organizations and it includes the following 
elements: satisfying interest groups, basic factors to 
improve business, necessary elements for the de-
velopment of competitiveness in local companies, 
major obstacles in developing competitive local 
companies, process of organizational management, 
implementation of CSR activities with the aim to 
satisfy interests groups, analysis of the ful� llment 
of the requirements of interests groups, and perma-
nent improvement of business.

� is model points out the need to build strong 
relations between the application of integrated man-
agement systems, the continuous improvement of 
the knowledge of employees and managers, pro-
ductivity, and business excellence. Quality and CSR 
are closely connected – the concept of integrated 
management systems contains essential elements 
of corporate social responsibility, the quality edu-
cation and application of the concept of quality di-
rectly develops the concept of CSR in local compa-
nies. � e implementation of social initiatives in the 
� eld of CSR by a feedback system, and continuous 
improvement of business, increases satisfaction of 
interests groups in the environment, and thus con-
tributes to the success of the business.

CONCLUSION 

Modern business requires new approaches to the 
management of an organization. Social responsibil-
ity is the supreme principle in modern business. All 
the corporations that are successful in global propor-
tions are socially responsible organizations. Business 
practices of the world’s most successful corporations 
show that there is a high degree of correlation be-
tween the positive opinions of interest groups within 
the company and the quality of business. Companies 
that actively and continually apply modern methods 
and management techniques have a much better 
chance of strengthening their competitiveness on 
the global market and acquiring a stable market po-
sition with perspectives for further market growth. 
Nowadays, the concept of social responsibility rep-
resents one of the most important principles of 
modern business, which has a direct in� uence on 
the developing market position of a company and 

on strengthening the competitiveness of an organi-
zation. Making a pro� t today is closely related to 
social responsibility and socially responsible busi-
ness practices. 

A recent analysis of the local market shows that 
all socially responsible companies are at the same 
time leaders in the � eld of quality. � e improvement 
of competitiveness of local companies is under di-
rect in� uence of the development of the concept of 
quality management and corporate social responsi-
bility. Local companies need to clearly design their 
own development strategy in accordance with the 
European and global integration trends, and the 
application of modern methods and techniques of 
management, as integrated management systems, 
which represents the basic assumption of success-
ful market development. Applying the concept of 
corporate social responsibility may be of great im-
portance for the companies coming from transition 
countries. CSR allows for improvement and com-
petitiveness in the global market.

� e most important trends in the development 
of competitiveness of local business organizations 
are the adequate use of knowledge in organiza-
tions, the development of institutions in a business 
environment, and the development of legislation. 
Operation of domestic companies must be based 
on the application of management techniques that 
support competitiveness, innovations and � exibil-
ity, and the fact that CSR concept occupies a very 
important place. 
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ANALIZA PRIMENE KONCEPTA KORPORATIVNE DRUŠTVENE 
ODGOVORNOSTI U DOMAĆIM POSLOVNIM ORGANIZACIJAMA
Rezime: 
Moderno društvo zahteva veliku odgovornost i doprinos svih svojih članova. 
Društvena odgovornost u poslovanju se odnosi na obavezu kompanija i drugih 
poslovnih organizacija da povećaju pozitivni uticaj a smanje negativni uticaj 
na društvo. Korporativna društvena odgovornost podrazumeva dobrovoljno 
opredeljenje kompanije i njenu odluku da izabere i primenjuje odgovarajuće 
poslovne prakse koje doprinose zajednici. Koncept korporativne društvene 
odgovornosti je danas standardizovan i predstavlja sastavni deo integrisanih 
sistema menadžmenta. On se primenjuje na domaćem tržištu od početka procesa 
ekonomske tranzicije, uglavnom u kompanijama koje su privatizovane stranim 
kapitalom. Ovaj rad prikazuje model za poboljšanje korporativne društvene 
odgovornosti (CSR) u domaćim poslovnim organizacijama, kao rezultat ispi-
tivanja stavova menadžera u domaćim kompanijama o pitanjima koja se tiču 
korporativne društvene odgovornosti.

Ključne reči: 
korporativna društvena 
odgovornost, 
poslovna izvrsnost, 
konkurentnost, 
kvalitet, 
poslovanje.
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