tepHety B Pocii (32,0) Ta Basiui B Kurai (22,3). Ille Gunbimii po3pus
3a MOKa3HUKaMH KOPHCTYBAaHHS HIMPOKOMACIITAOHHM Ta MOOLTBHUM
IntepueroM. B Vkpaini smme 3,5 Ha 100 oci6 HaceneHHS KOPUCTY-
I0ThCS IIMpoKkomaciiTabuuM [urepuerom (npotu 23,7 — 41,2 B kpai-
Hax-igepax Ta 6,6 B Pocii) Ta 1,8 ocobn — Mob6inmeHUM [HTEpHETOM
(npotu 20,9 — 82,6 B pO3BUHEHHX KpaiHaXx).

B minomy mMoHa migcymyBaTH, 110, BITHOCHO JIOCTYIy Ta BUKO-
puctanns IKT Ykpaina HabnmkaeTscs 10 epeoBUX KpaiH CBITy, ajie
CYTT€BO BIJICTAE 3a TIOKa3HUKAMHU OLIBIN SKICHUX TMOCTYT, IO Hazua-
IOTBCSI MOXKJIMBOCTSIMU Cy4YacHUX 1H(OpMaliiHO-KOMYHIKAIIHHUX
TEXHOJIOT1H.

O. Lozachevska, Ph. D., Professor,
Head of the Department,

A. Ammari, Postgraduate student,
International Economics Department, National Aviation University

SOCIAL RESPONSIBILITY
AS A COMPONENT OF CORPORATE CULTURE

The problem of Corporate Social Responsibility in the context of
globalization is very important. This is due primarily to efforts of
Ukraine to come nearer to international standards of economic
relations. Instability of economic legislation, political skirmish that
sharpen relations between the state authorities and their economic
partners, regulatory policy uncertainty — it is only the visible part of
the problems that businesses must constantly overcome. Organizations
are the social entities that operate in a wide social environment, which
includes territorial regional and confessional communities, nations
and peoples, and the world at large. This provides a responsibility of
organizations to social environment, which they contact with. Social
responsibility is not determined by regulations.

Building a communication strategy of social responsibility based
solely on information about products or services is not effective. It is
necessary to define the principles and areas of social activity and
develop an effective program of social responsibility.

Social responsibility is one of the key elements of corporate
culture. Each company determines its own ethics, by which is
understood a set of actions of people who meet the standards of
morality, conscience or the order prevailing in the society.
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In practice, we meet a lot of deviations from ethical standards. The
reasons for unethical behavior are:

— competition;

— desire to achieve goals and fulfill the mission of the orga-
nization at any cost;

— unethical behavior of partners;

— ineffective motivation of managers for ethical behavior;

— decrease the value of ethics in the society;

— uncontrollable desire to have high profits;

— conflicts, stress in the organization;

— unsuitable selection and inefficient practice of management
styles;

— extremely complicated system of planning and decision making
in organizations.

A world experience shows that social responsibility evolves under
development of business and society. By 1970 social actions of
developed countries remained the prerogative of the state and society.
Later, the attention of state and society attracted the social functions
of businesses. Since the early 1990’s corporate socialization trans-
forms into one of the most important trends in modern social and
economic development.

Developed high standards of social protection need further
investment and can not be supported solely by state. Business begins
to implement new functions that help to prevent growth of problems
in social and labor sphere.

In this context, social responsibility is considered as an
optimization of social terms of business development and business
processes. It dictates precisely the vector of social investment in:

— Own staff — as a contribution to the development of human
capital;

— Environment protection;

— Infrastructure of regions where business is located;

— Support of the government and local authorities and constructive
opposition, i.e into development of legal state and civil society;

— Support of educational and R&D structures and creating the
corporate educational and R&D institutions;

— Support of confession organizations and different directions of
art, optimizing the aesthetic components of corporate culture.

One of the brilliant characteristics of successful managers is that
they carry out socially responsible policy and convinced: business
should participate in solving social and environmental problems.
This distinguishes «socially foremost managers» from passive
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«managers-practitioners». Though the «managers-practitioners» are
forced to implement social responsibility, they believe at the same
time that the solution of social problems is predominantly the
function of state agencies, and the main function of businesses is a
pay off profits (dividends) to owners (shareholders) and taxes to
the state. Over half the companies surveyed followed an estab-
lished position of non-interference the businesses into the social
sphere.

Development degree of social responsibility of developed count-
ries is significantly higher than in developing countries and countries
in transition. For example, in France there is a law that requires
companies to report on the implementation of social responsibility in
preserving the environment.

Today’s realities show that Ukraine’s economy ranks 84 in the
Global competitiveness index (for comparison, Estonia — 20,
Slovenia — 32, Czech Republic — 38). The main reasons of such
situation are outdated philosophy of managers of large enterprises;
low level of internally oriented social responsibility; imperfect mana-
gement and poor culture of administration in most business structures;
unfavorable conditions for the development of civilized business; poor
level of management in state authorities which generates non-
professional decision-making, in particular on taxation matters in the
case, when business expresses the active social activity and imple-
ments quality systems.

Modern business uses the effective tools of social responsibility
to encourage the development of competitiveness. Strong
corporations interest in a healthy society, so they try to form full-
fledged relationships with the community. Social partnership,
namely the long-term investments, creates a good image and
reputation of the company. The more transparent reputation of
company, the higher is its market value of shares. The main goal of
social partnership is to establish a constructive interaction between
three forces: government agencies, nonprofit organizations and
private businesses.

The example of social activities of enterprises in developed
countries shows that consumers are concerned about the quality-price
ratio, and also about «humane social face» of the producer. Increa-
singly, consumers choose socially responsible companies: buying
their products, investing money into their shares, associate profes-
sional career with them.

Charity and sponsoring projects complement the marketing tools
of PR activities (relations with the communities) of any enterprise:
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creating more opportunities for advertising, developing a corporate
culture, strengthen the reputation of the enterprise and the region
where it is located.

In order to increase competitiveness it is necessary to improve
simultaneously, quickly and substantially social responsibility mecha-
nisms in many domestic enterprises, organizations, government and
local authorities.

H. O. TamapeHKo, KaHA. EKOH. Hayk,

npod., kKadeapa eBpoONenchKoi iHTerpadii,
JOBH3 «KuniBcbkuii HauioHanbHWUIA EKOHOMIYHWUIA
yHiBepcuTeT imeHi Baguma MeTbmaHa»

COUIANBbHA KOMMOHEHTA MDKHAPOHOI CTIMKOCTI
HALIOHAJNIbHUX EKOHOMIK

OcTaHHIM YacoM BapiaTHBHICTh Ta €(PEKTUBHICTH MOJENEH CO-
IaJIbHUX TOJITHK K JOMIHYIOUHMX, TaK 1 nepudepiiHux aepikas,
nepectae OyTH IpeIMEeTOM OOTOBOPEHHS HaYKOBOKO CIITBHOTOI —
O11bII aKTyaJbHOIO 1 ’KBaBOIO, HA JKallb, CTa€ MOJIEMiKa JOBKOJA
CKOPOYCHHS BUTPAT HA COLIAJbHY ccpepy, sKa, HAa TyMKy Iparma-
TUYHO HAJIAIITOBAHUX YUYEHHUX 1 MOJITHKIB, KOH(prHTye 3 €KOHO-
MIKOIO Ta BIITATY€E Ha cebde pecypcH pO3BHTKY. 3MEeHIIeHHST BUTPAT
Ha CONiaNnbHy chepy MPAMO OB’ A3YETHCA HUMH 3 IIIAXaMH BHXOTY
31 CBITOBOT GKOHOMIYHOT KPH3H, TOAI SIK K0Talii 6aHKIBCAKOMY CEK-
TOPY PO3TIISIAAIOTHCS Y SIKOCTI €UHO MOXJIMBOTO HampsaMmy ii mo-
JOJIAaHHSI.

B3aeMOBUKIIOYHICT YCHIITHOTO, O€3KPHU30BOI0 PO3BUTKY Halli-
OHAJIbHUX €KOHOMIK 1 30UIbILIEHHS] BUTpPAT HAa yTPUMaHHS COLiaJb-
HOT chepu Ta 11 iHPpacTPyKTypH € CYMHIBHOIO T€3010, SIKa BUMarae,
HMIOHAHMEHIIIe, HAYKOBOI yBaru, sIKIIO HE MIOBHOT'O CIPOCTYBaHHS 1,
MepII 3a Bce — IMOBEPHEHHS J0 iCTOpii Ta BUTOKIB CTAHOBJICHHS
coliaiapHOi cepu.

Hesamepedynum € To#l ¢akT, MO B OCHOBY Oyab-sKOi Mojeli
€KOHOMIYHOT'0 TPOPUBY 3aKjaAaBCS MPUHIUI COIiaJbHOTO BUPIB-
HIOBaHHS Ta COJigapu3My, AK ii HeoqMiHHAa KOMHoHeHTa. Hampu-
knan, mojeni O. bicmapka, /. Py3sensra, @. ne I'omid 1 HaBiTH Cy-
yacHi — JIi Kyans 1O, He BumankoBo nependavanu BUKOPUCTAHHS
KOIITIB Ha oO0JjamTyBaHHs 1HQPacTpyKTypHu couiajlbHOI chepu Ta
TpaHcQepTiB: 3BHUAHO, caMe Ha 110 CKJIAJOBY IMOKJIaaanack (QyH-
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