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Abstract

One of the characteristics of business in the 21st century is the use of the corporate
social responsibility (CSR) concept. The modern trends in the hospitality industry
condition the firms to maintain a competitive advantage in the market by applying
the CSR. The firms can use the CSR concept through different dimensions. Ecological,
social and employee protection dimensions are most common among them. The firms
can come across certain hurdles while realizing the CSR. On the other hand, they can
achieve some advantages for the internal and external environment of the enterprise.
The aim of this paper is to determine whether Serbia has a small number of hotels
which use the CSR concept.
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JPYHITBEHO OJI'OBOPHO ITOCJ/IOBAIBE ITPENY3ERA
Y XOTEJ/ICKO] MHAOYCTPUJN CPBUJE

ArncrpakTt

Jeona 00 xapaxmepucmuxa nocnosara npedyseha y 21. eexy jecme npumeHa
KoHuenma opyuimeero 00z060pHoz nocnosarwa ([JOII). Caspemene menoenyuje
Y Xomesnckoj uHoycmpuju ycnoemwasajy npedyseha 0a xpo3 mnpumeny KoHuenma
JOII-a o0dpice KoukypeHmcKy npedHocm Ha mpacuwimy. IIpumeny koHuenma
JOII-a npedyseha mozy ocmeapumu Kpos pasnuuume oumensuje. Hajueushe cy mo
eKoNIOWIKA, COUUJanna u OumeHsuja sauwmuma 3anocnenux. Tokom peanusayuje
JOII-a ce mosce Hauhu Ha o0pehene b6apujepe. Ca Opyee cmpare, mozy ce ocreapumu
u oopehene Kopucmu 3a UHMeEPHO U eKcmepHo okpyscerve npedyseha. Lum osoe
paoda jecme ymepoumu 0a nu xomenu y Cpouju npumeroyjy KoHyenm opyuimeeHo
002080pHO2 NOCTI0BAA.

Kmwyune peuu: opywmeana odz06oprocm, xomenujepcka unoycmpuja, npedyseha,
Cpbujau

! irena.celic994@gmail.com

* The paper is a result of research within the project 179066, funded by the Ministry of Education, Science and
Technological Development of the Republic of Serbia.

©Society of Economist “Ekonomika” Ni§ 21
http://www.ekonomika.org.rs



©Society of Economist “Ekonomika” Ni§ http://www.ekonomika.org.rs

Introduction

The firms often encounter numerous challenges on the market. The solutions for them
have to be in accordance with the principles of ethics, economy, and law. Apart from producing
revenue, the companies are expected to take care of the environment, employees, and local
communities (Cramer, 2017). Today, the competition is ruthless and it’s difficult to sustain in the
market. The companies should accept the CSR concept in order to increase the competitiveness
and have dedicated and engaged employees (Zientara et al., 2015). In his paper, Cirikovi¢ (2012)
points out that the use of the CSR leads to a better competitive position of the company both on
the national and international market which creates an efficient and effective business.

The social responsible behavior brings benefits not only to the company, but also
to the community. There are numerous examples of the firms in the hospitality industry
which are socially responsible. This has helped them sustain and become leaders on the
market. Abram & Jarzabek (2016) write that the hotels that implement the CSR concepts
will not solve the social macro problems such as unemployment, poverty, social exclusion
and demography. However, they can contribute to the reduction of problems on the local
scale. Such an approach is consistent with the statement “Think globally, act locally”

Certain corporations have created their own dedicated organizational units to
effectively manage their social obligations. (Wang et al., 2016). Leipziger (2017) indicates
that the investors and management of a company have to realize that the corporate
management, social and ecological results are the important elements of the sustainable
financial profitability. So, the CRS is a chance for the firm to achieve the adequate gain
through the positive impact on the environment.

However, there are companies which are not sufficiently engaged in the CRS
concept. They don't even show whether they are dedicated to the implementation of the
social responsibility concept. In his paper, De Grosbois (2012) states that, even though
a large number of companies report commitment to CSR goals, much smaller number
of them provide details of specific initiatives undertaken to contribute to these goals and
even less of them report actual performance achieved in the field of the CSR.

On the other hand, numerous hurdles can influence the insufficient implementation
of the CSR. The results of the Bello et al. (2017) research show that the major barriers to the
implementation of the CSR are the financial restrictions and thelack of interest and understanding
of the CSR by the higher management. Given that the companies are extremely sensitive to the
financial aspect of business, this can present a major barrier in the introduction of the CSR

Many companies try to respect the CSR concept. However, there are those that only
focus on gaining profit without regard to the community, ecological and social issues. The
aim of the paper is to determine whether the hotels in Serbia implement the CSR concept.

Corporate social responsibility and sustainability of hotels

The social responsibility is the company’s realization that equal chances for all,
equality, racial equality, workplace equality, appropriate work conditions, harmless
products and services exist (Vukovi¢ & Voza, 2016).

According to Atanackovi¢ (2011) the corporate social responsibility (CSR) is
a concept within which the companies willingly integrate social and environmental
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challenges into their business. The CRS is characterized by the strategy of the ethics and
sustainability management (Sekuli¢ & Pavlovi¢, 2018). When talking about the hotels,
numerous factors can exert influence on their strategy of the CSR. Calveras (2015) states
that the factors can be the economies of scope and the internal organization of the hotel.

The company has a chance to show its social responsible behavior in different
fields. According to the ISO 26000 standard, there are seven major principles of the
social responsibility: organizational governance, human rights, labor practices, the
environment, fair operating practices, consumer issues, community involvement and
development (Image 1).

Image 1: Seven main principles of social responsibility

Holistic approach
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Source: International Organization for Standardization. ISO 26000 and the International Integrated
Reporting Framework briefing summary, available at: https://www.iso.org/files/live/sites/isoorg/files/
store/en/PUB100402.pdf )

According to Jovanovi¢ (2017), the CSR is the important indication of the
corporate sustainability and sustainable development. Szczuka (2015) states that the CSR
is a response of the economic sector to the sustainability challenges.

Gawet et al. (2015) say that the benefits of the CSR implementation are visible
within the company and in its external environment. According to these authors, they
include:

1. Financing environmental protection,

2. Creating new jobs,

3. Lowering prices of products,

4. Improving product’s quality,

5. Complying with legal regulations,
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6. Fair competition,
7. Improving communication,
8. Reducing pollution.

The sustainable business can help the hospitality industry to obtain the benefits.
Vujosevi¢ & Krsti¢-Furundzi¢ (2015) write that, by following the sustainable business,
the following subjects can benefit:

1. The management and employees of the hotel by achieving results,

2. The guests by providing the high level of service,

3. Environment by decreasing the negative impact on it.

The CSR is the factor of the sustainable business promotion (Mili¢, 2017). As such,
it exerts a positive impact on the specific aspects of business, shown in Table 1.

Table 1: The positive influence of CRS

Business Aspects

Competitive Advantage

Reputation

The ability to attract and retain the employees, buyers, clients, or users

CSR Maintaining employees’ morale, dedication, and productivity

The attitude of the investors, owners, donors, sponsors, and financial community

The relation with the companies, governments, media, suppliers, colleagues, users, and
community within which one works

Preservation of the natural resources and energy efficiency

Source: The author’s presentation according to Milié, Z. (2017)

An empirical study of Benavides-Velasco et al. (2014) in the Spanish hotels of the
Andalusian region shows that the adoption of the CSR improves the capacity of hotels to create
benefits for their stakeholders. These results then have a positive effect on hotel performance.

Tolusi¢ et al., (2014) think that the company which takes care of the economic,
social, and ecological impact is successful in the CSR. Also, Vukovi¢ & Voza (2016) say
that the CSR concept means that one company should achieve its business goals and
expectations of the owner. In addition, it should balance the economic, ecological, and
social imperatives. Quien (2012) believes that the CSR is produced as a response of
the way a community, region, and society perceive the social issue. The idea is that the
organization is not only focused on its work, but it considers the entire context, i.e. the
community within which it operates.

The Forms and Dimensions of the Social Responsibility

Salari¢ & Jergovi¢ (2012) say that the CSR exists both inside and outside the
company. The CSR inside the company refers to the areas such as: investing in human
capital, health and safety, managing changes and natural resources used in the production.
On the other hand, the CSR outside the company entails: the local community, business
partners and suppliers, consumers, government, local associations, etc.
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The companies through their sustainable development have a chance to show they
are socially responsible in numerous dimensions. According to Jovanovi¢ (2017), aside
from the economic and legal dimensions, the following responsibilities are important
to the company’s business: ethical and philanthropic. According to Ivanovi¢ & Krsti¢
(2017), the basic dimensions of the social responsibility are:

1. Ecological responsibility - emphasizes the major social responsibility of the
company regarding the sustainable development and sustainable economy in
terms of protection and preservation of the healthy environment.

2. Social responsibility — stresses the company’s responsibility to participate in
the resolution of different social issues.

3. Employees health and workplace safety - encourages the managers and
employees to decrease the risks (accidents and injuries at the workplace).
Also, it teaches them to realize or improve the existing programs that make
sure employees’ preserve their health and are safe at the workplace.

4. Ethical behavior - refers to the behavior that follows the principles of the
social moral and ethical norms.

Today, a company has to create an environment where it can use one of the three
corporate social opportunities. Grayson & Hodges (2017) refer to these corporate social
opportunities as commercially viable activities, which also advance environmental and
social sustainability. According to these authors, the social opportunities are based on:

1. Innovations in developing new or improved products and services,

2. Organizing the business differently in a new business model,

3. Serving under-served or creating new markets.

Social Responsibility of Hotels in Serbia

The implementation of the CSR concept is a characteristic of the developed
countries. In Serbia, this concept is used in numerous industries. Regarding the hospitality
industry, Milovanovi¢ (2014) thinks that the pioneers in the CSR implementation are
those hotels which are a part of the international hotel chains.

Grayson & Hodges (2017) stress that about 2,000 international companies regularly
report on their impact on the environment and society. Also, the same authors write
that in some countries (e.g. France, Australia) it is mandatory to publish reports. The
understanding of the CSR in Serbia is insufficient and it requires increased education
and motivation of the owners, managers, and employees in tourism and hospitality
(Stojanovi¢-Aleksi¢ & Boskovi¢, 2016). Milovanovi¢ (2014) and Kicosev et al. (2017)
in their papers stress that the social responsibility isn’t sufficiently represented in the
hospitality industry in the Republic of Serbia.

There are hotels which operate in Serbia and serve as an example of how to behave
socially responsible. Milovanovi¢ (2014) mentiones the following programs of the social
responsibility of hotels in Serbia:

o The hotel chain InterContinental (IHG) implemented the Green Engage

system in 2009. The system is for the evaluation, management, and reports in
order to efficiently use the energy an water, decrease waste and the negative
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impact of it on the environment and community. The results of this program
are manifested in the energy reduction of 25%.

o Hotel Palace received an award for educating students, many of whom work
in the prestigious national and international hotels as managers. Hotel Palace
employes the best candidates.

o Hotel Hyatt Regency in Belgrade has reduced energy use by 20% thanks to the
new technologies. The hotel has also introduced the paper recycling program.
The hotel’s cleaning department uses microfiber-based cloths which don’t
require them to use a lot of cleaning products. At the same time, they use the
aerosol chemicals, thus reducing the pollution.

Also, certain local hotels in Serbia implement the CSR. They usually do that by
improving the employee and client satisfaction and providing education in the field of
hospitality (Mandari¢ & Milovanovi¢, 2016).

Ivanovi¢-Duki¢ (2011) concludes that the hotel management in Serbia has to
realize that the CSR is a strategic priority. It is not a temporary activity which attracts the
attention of the public and secures a free promotion. Her conclusion can be a basis for the
introduction of the CSR in the international and national hotels in Serbia.

Therefore, we can see that the CSR is implemented in the hotels in Serbia. However,
the level of implementation remains low and it is more visible in those hotels which are a
part of the international hotel chains.

Conclusion

The imperative for the successful business of a company is to apply the CSR. The
CSR, as a business strategy, is the concept which helps one company be recognizable in
the market.

The CSR is an important part of the sustainable business. The CSR relies on
the three basic dimensions of sustainability, i.e. economic, social, and ecological. The
company achieves its social responsibility on a local and global scale by implementing
the concept in these dimensions.

If a hotel supports the CSR concept, it can achieve the concept through internal
and external business. In this way, it will gain benefits for the employees, managers,
stakeholders, local community, country, and nature, etc. The path to implementing this
concept isn't by any means an easy one. The hotel has to overcome numerous barriers.
As the major barriers, authors stress finance and the disinterest of managers in the
implementation of the CSR.

The fact is that the state of the hospitality industry in Serbia is improving. There
are attempts to modernize the hotel business in different destinations. Certain hotels in
Serbia already use the CSR concept. These are usually the venues which are a part of the
hotel chains. A small number of local hotels also implement the concept. In the end, we
can conclude that the CSR is not sufficiently developed in the hospitality industry in
Serbia.

In order to achieve the desired effects, the hospitality industry in Serbia should
perceive the CSR as a chance for improvement. The CSR has to be an activity which will be

26 ECONOMICS OF SUSTAINABLE DEVELOPMENT EX=]



©Society of Economist “Ekonomika” Ni§ http://www.ekonomika.org.rs

carried out in the companies all the time. This is a concept which should be implemented
in the business strategy of the hotels in Serbia.
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