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SOCIAL RESPONSIBILITY AS A COMPONENT OF ENSURING THE
ORGANIZATION'S COMPETITIVENESS

In the article, it has been grounded that social responsibility is related
to the organization’s competitiveness. The main approaches to defining the
concept of «social responsibility» have been analyzed. It is established that
the concept of «social responsibility» has different interpretations in various
scientific papers, legislation, and regulations and in essence, covers the
multifaceted business’ aspects. The article proves that competitiveness is
influenced by technical and economic, commercial and regulatory factors of
the enterprise. The authors propose a set of motivational factors for social
responsibility’ implementing at the enterprise. It is grounded that efforts to
promoting the socially responsible steps are profitable, efficient; on the one
hand, they increase profits, and on the other — enrich the company with new
strategic competencies.
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Formulation of scientific problem and its significance. During the
years of Ukraine's independence, the problem of competitiveness
increasing has become the number one problem for the national
economy and domestic enterprises. To be competitive for an enterprise
means to work at the market, to make a profit, to perform social
functions. In Ukrainian realities, enterprises use certain strategic
alternatives of competitive behaviour that occurs mostly intuitively,
without a fundamental theoretical basis and careful strategic analysis.
Therefore, the effective operation and further development of domestic
enterprises are impossible without the scientifically grounded
measures to develop and implement a competitiveness management
mechanism aimed at increasing resilience, maintaining existing and
achieving new competitive advantages, ensuring the sustainability of
competitive positions of economic entities by constantly balancing their
potential with the requirements of the environment. Business
integration into the international economic space obliges domestic
organizations to consider the issue of increasing the competitiveness’
level from new positions. In the context of globalization, traditional
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methods of assessing the enterprise’'s competitiveness require an
additional tool that contains not only economic but also social aspects
[1].

It is believed that to ensure sustainable development and a high
level of enterprise’ competitiveness, corporate social responsibility is no
less important than a developed economic infrastructure, political
stability or innovative projects’ implementation. Today, an organization
is not just an economic entity, it is an organic part of a complex,
interconnected, interdependent set of institutions. These institutions
have a significant impact on the organization, acting as consumers,
suppliers, authorities, intermediaries, arbitrators and more. So. The
economic, social, environmental, political interests, motives and
aspirations are intertwined in this difficult network of relations.

Recent theoretical and applied studies of competitiveness’
methodological aspects show that the activities of socially responsible
business organizations demonstrate different, differentiated effects of
certain areas of social responsibility on the enterprise’'s
competitiveness. This actualizes the choice of the optimal version of the
social responsibility system, the need of finding the most acceptable
solutions for the volume and structure of social investment to ensure
competitiveness. That is why the impact’ problems of social
responsibility of the organization are key to ensuring a high level of
competitiveness.

Analysis of recent research and publications shows that the topic
of the social responsibility impact on the level of competitiveness is
constantly in the field of interests of foreign and domestic scientists,
such as V.Borysov, M. Korsakov, S.Lytovchenko, E.Panchenko,
A. Kredisov, P.Drucker, K.Davis, M. Mescon and etc. The scientific
works of leading foreign scientists as G. Assel, F. Kotler, M. Porter,
F. Taylor, A. Smith, A. Fayol, R. Waterman, E. Chamberlain,
J. Schumpeter and others are devoted to the study of theoretical,
methodological and practical issues of competitiveness management. A
wide range of issues related to the characteristics of the enterprise’s
competitiveness’ components, the assessment of factors influencing the
products’ competitiveness, considered by such Ukrainian scientists as
D. Bogynia, A.Voronkova, V. Herasymchuk, S.Dovbnia, M. Doronina,
Yu. Ivanov, A. Kolot, N. Lukianchenko, O. Novikova and others. However,
due to the complexity of social and economic processes, the practical
aspects remain unclear, namely the role of social responsibility in its
competitiveness and the implementation of the social component in the
business environment of Ukraine.
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The purpose of the article is to study the essence, define the
conceptual content and justify the need to implement social
responsibility in the system of the enterprise’s strategic management
as a necessary prerequisite for ensuring a high level of competitiveness
in the long run.

Presentation of the main material. Today, social responsibility in
its evolution goes through a number of stages of development and is an
innovative vector in Ukraine’'s business, and therefore the study and
search for solutions to the interaction of government, business and
society raises the problem of enterprise competitiveness to a
gualitatively new level. Now there is a need for full integration of social
responsibility in the activities of economic entities, while the
implementation of its principles in the practice of domestic enterprises
should expand the range of opportunities for long-term competitive
advantage in a new technical and economic paradigm that takes into
account changing economic development and intense competition.

Entrepreneurs who implement social responsibility programs gain
a competitive advantage in various areas of their activities. These
benefits do not appear immediately, because different social projects
have different periods of appearance of their effectiveness for the
business. Competitive advantages are positively significant in terms of
quality lines of the behavior of the firm, which in various respects
provide it with an advantage over competitors [2]. Competitive
advantages are a criterion for the competitiveness of any enterprise,
their availability and implementation provide an economic advantage
over competitors. Competitiveness has many definitions, and in each
case has different manifestations. In general, competitiveness is an
opportunity for a company to sell its products on the market.
Competitiveness is due to technical and economic, commercial, and
regulatory factors of the enterprise.

Technical and economic factors include: the products’ quality,
market price and costs of operation (use) or consumption of products or
services. These characteristics, in turn, depend on productivity and
labor intensity, production costs and so on.

Commercial factors determine the conditions of goods’ sale in a
particular market and include: market conditions, the competition level,
the relationship between supply and demand for this product, national
and regional market characteristics, the level of consumer profits, etc.);
level of service (availability of dealer-distribution points of the
manufacturer and service stations in the region of consumption, quality
of service, repair and other services provided), advertising (the
presence and effectiveness of advertising and other means of
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influencing the consumer in order to generate demand) and the image
of the company (brand popularity, reputation of the company, company,
country).

Regulatory factors include the requirements of legal, technical,
environmental, moral and ethical and other safety types of the
enterprise’'s products in this market. In case of non-compliance of
products with the norms of standards and legislation in force in the
given market during the considered period, the products cannot be sold
on this market.

In the context of globalization of the economy and intensification of
competition, it becomes obvious that the social policy implemented by
organizations affects both the organization’s positive image and the
compliance of enterprise behavior with the expectations of the
population and government, acting as a competitive advantage. The
reputation of a socially responsible organization is especially important
for those enterprises that, due to the specifics of production, need highly
qualified specialists of a narrow profile, i.e. the labor supply for them is
quite limited. Social responsibility programs implemented by the
company become competitive advantages that attract the most
intelligent and creative workers, for the management of which are
particularly effective intangible incentives.

Ukraine’s focus on socially-oriented business management,
without which Ukraine’'s successful integration into the world economic
system is impossible, poses new challenges for domestic companies,
the importance of which is related to social responsibility, i.e., at the
state level — responsibility to society and separately to each citizen, and
at the business level — responsibility to the state itself, its staff and
consumers [3].

Social responsibility belongs to a class of such concepts that do
not have a single precise definition. The concept of social responsibility
includes, first, the fulfillment by businesses of social obligations
provided by law, and the willingness to strictly bear the relevant
mandatory costs. Secondly, social responsibility is the willingness to
voluntarily bear the nonobligatory costs of social needs that go beyond
the limits set by tax, labor, environmental and other legislation, based
not on the requirements of the law, but on moral and ethical
considerations. In the scientific literature, social responsibility is seen
as a dialectical relationship between the individual and society,
characterized by mutual rights and responsibilities to comply with the
requirements of social norms and the use of various means of influence
in the event of their violation.
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Social responsibility is a certain level of voluntary useless support
for solving social problems by the entrepreneur, which takes place
outside the requirements of government agencies and over them [4,
P. 189]. Social responsibility is a sphere of enterprise’ activity, which is
characterized by the solution of socially significant problems both in the
business and outside it, i.e. at the production (local), local, regional and
national levels [5, P. 188]. Social responsibility is an integral part of the
overall economic efficiency of enterprises. it must be inherent in every
enterprise and the entire business sector of the state. Awareness of the
importance of this factor will increase the attention of entrepreneurs to
the parameters of socio-economic activities of companies, such as
timely remuneration of staff not lower than the minimum set, payment
of taxes in full, production of goods and services according to quality
standards, compliance with environmental standards [6].

Issues of social responsibility have recently become very relevant.
All over the world, both large multinational companies and small local
businesses are rethinking the meaning of their operations and
formulating new strategies that will enable them to better respond to
the needs of consumers, partners, staff, society and the environment.
The principles of social responsibility become one of the components of
a successful strategy that strengthens the image and reputation and
competitiveness of the enterprise, attracts customers and retains the
best employees [7].

In our opinion, the set of motivational factors for the social
responsibility implementation at the enterprise should include two
directions:

1) receiving benefits (active motivation) — the formation of
favorable conditions for business in the future; compliance with the
expectations and moods of society, building an attractive image of the
company; improving the economic performance in the long run;
attracting new investments, etc.

2) avoidance of risks (reactive motivation) — avoidance of litigation,
which may be caused by lawsuits from consumers and employees;
maintaining a good reputation; maintaining partnerships with
companies that work on the principles of social responsibility and
require the same from partners, etc.

The tools for implementing the concept of social responsibility are
qguite simple to understand and implement some of its elements in the
management of any enterprise. After getting acquainted with the
theoretical basis of socially responsible business, each manager can
choose the necessary elements for him and improve and combine them
in their activities to obtain maximum competitive advantages in the
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market. At the same time, the spread of these tools in the management
of domestic enterprises will create a growing positive effect on the
country’s economy and society as a whole. Types of social programs:
companies’ own programs; partnership programs with local and
regional government bodies; partnership programs with non-profit
organizations; programs of cooperation with public organizations and
professional associations; information cooperation programs with the
media.

Thus, the enterprise’s social responsibility becomes a key factor of
competitiveness, because it: meets the growing needs of the external
environment in which it functioning; is an argument in favor of attracting
young professionals who are now becoming more attentive to the
obligations of their company; a certain mechanism for the development
of the innovations; paves the way for change management and the
integration of social development and competitiveness growth, ensuring
sustainable long-term development; has a positive impact on the overall
behavior of employees at work, which leads to increased organizational
efficiency and economic performance through better communication,
improving product quality and tracking by employees themselves.

Efforts to promoting the socially responsible steps are profitable,
efficient; on the one hand, they increase profits, and on the other -
enrich the company with new strategic competencies.

Conclusions. Thus, today to ensure the enterprise’s
competitiveness, various methods are used and one of the most
effective is social responsibility. Acting as a kind of innovative vector of
domestic enterprises development, social responsibility, as a system of
stakeholder relations, should be integrated into all areas of the
company, become its philosophy and, ultimately, fit organically and
reasonably into a long-term strategy to ensure competitiveness. The
social responsibility of domestic enterprises will help to improve the
competitive position not only of the companies themselves but also of
the state. In addition, the development of the social responsibility of
Ukrainian businesses will allow domestic companies to integrate into
the global business community, and such a competitive advantage is
difficult to overestimate. Thus, the use of the principles of social
responsibility is an integral part of the development of market relations,
an effective tool in competition and a prerequisite for the integration of
the Ukrainian economy into the world market.
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"HavuioHanbHMiA yHiBEPCUTET BOAHOIO rocrnoAapcTsa Ta npupoLoKOPUCTYBAHHS, M. PiBHe

COLIIAJIbHA BIAMOBIAANIBHICTb IK KOMMOHEHT 3ABE3MEYEHHSA
KOHKYPEHTOCMPOMOXXHOCTI OPFAHI3ALII

B ctatTi 06rpyHToBaHo, Wo couiasnibHa BiANOBiAaNbHICTb Ma€E TiCHUMN
3B'A30K i3 KOHKYPEHTOCNPOMOXKHICTIO nignpueMcTBa. MutaHHsA
BNPOBaA)KeHHSA coliasibHOI BiANoBiAasNbHOCTi 6i3HEeCY PO3rNAHYTO He TiJibKK 3
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TOYKM 30py npobnem couianbHoi cdepu cycninbcTtBa Ta HeobXxigHOCTI
3a6e3ne4yeHHA couiaJIbHUX FapaHTIU NpPauUlolYoro HacesieHHA, a U 3 no3uuii
BMKOPUCTAHHA couUiaNbHOI BignoBiganbHocTi 6i3Hecy pAnsA CTBOPEHHA
KOHKYPEHTHUX nepeBar pAJIA OKPEeMOoro niANPUMEMCTBA, HaNaromXXeHHs
3B’'A3KIB 3 FPOMAaACHLKICTIO Ta OpraHaMM LEeHTpPanbHOI i MicueBol Bnagwm,
NiATPUMAHHA NO3MTUBHOrO iMigXKy Komnadil. B craTti npoBepeHun aHanis
nigxoaiB [0 BU3HAYEHHA TMOHATTA  «coWiaNbHa BiANOBIAANbBHICTb».
MinkpecneHo Heob6xigHicTb 30anaHcyBaHHA couiasibHUX 3060B’'sAI3aHb
KOMMAaHii, OCKiJIbKMW BOHM MOXYTb OYyTM UMHUTM SK NO3UTUBHMUW, TaK i
HeraTMBHUM BMNJIUB Ha KOHKYPEHTOCMPOMOXXHiICTb opraHisauii. BctaHoBneHo,
O NMOHATTA «couiaNbHa BiANOBIAANbHICTb» MA€E pi3He TJIYMA4yeHHA B Pi3HUX
HAayKoBMX po6oTax, 3aKOHOAABYMX aKTax i HOPMATUBHUX AOKYMEHTax i 3a
CBOEK CYTTHO OXOMJIOE OaraTorpaHHi acnekTu BeaeHHA Gi3Hecy. ABTopammu
3anponoHOBaHO BU3HAY€HHA KOHKYPEHTOCMPOMOMXHOCTIi Ta KOHKYPEHTHUM
nepeBaraM, AeTaNi30BaHO CKJ/laA TEeXHIKO-eKOHOMIYHMX, KOMepuiuHuX Ta
HOPMaTUBHO-NPaBOBUX dakTopiB, o obyMoBnOIOTH
KOHKYPEHTOCNPOMOXHICTb KOXXHOro nianpueMcTBa. ABTOopammu
3anponoHOBAaHO KOMMAEKC MOTUBAUIMHMUX (PaKTOpiB  BNPOBAMKEHHS
couianbHoi BignoBiganbHOCTi Ha nignpueMmcTBi. [laHo onuc 6a3oBoro
iHCTPYMEHTapilo BMNpPOBaf)XeHHA KoHuenuii couianbHOI BiANOBIAANBHOCTI
6i3Hecy, BUKOPUCTAHHA SIKOr0 y Pi3HUX KOMOiHauUiAX [03BOJINTb KOXXHOMY
ynpaBniHUuw 3HaWTU HeoOXxigHY KoMOiHaWilO Ain Ta MOTUBIB CTBOPEHHSA
couianbHo BignoBiganbHoro 6i3Hecy ceoro nignpuemcrea. 06rpyHTOBaHO, WO
3ycunna i3 NpocyBaHHA couianbHO abo cycninbHO BiANOBIAANBHUX KPOKIB €
peHTabenbHUMK, BUrigHUMMK, 3 OAHOro 60Ky, BOHM NiABULLYIOTb NPUOYTOK, a 3
iHworo — 36ara4vyoTb NiANPUEMCTBO HOBUMU CTPATEriYHUMU KOMMETEHLiAMMU.

KnrwyoBi cnoBa: couianbHa BiANOBIAANbHICTb; KOHKYPEHTOCMPOMOXXHICTb;
OpraHiszauis; MeHem)XMEeHT; iIHHOBaLiA; KOHKYPEHTHI nepesaru; nignpueMCTBO;
cTapran.

U.lepﬁaKOBa A. C. [1; ORCID ID: 0000-0003-0972-821X]
K.3.H., JOLEHT,

CynyK E. 10 [1; oRrCID ID: 0000-0002-4620-4389]
K.C.-X.H., OOLeHT

1HaLlMOHaJ'IbeII;I yHunBepcuTet BOAHOro X03a4CTBa M npupoaonosib30BaHuA, r. PosHo

COUMAJIbHAA OTBETCTBEHHOCTb KAK KOMIMNOHEHT OBECMNEYEHUA
KOHKYPEHTOCMNOCOBHOCTU OPrAHU3ALUUU

B ctraTtbe 060CHOBaHO, YTO coLMasibHas OTBETCTBEHHOCTb UMEET TeCHYI0
CBSI3b C KOHKYPEHTOCNOoCO6GHOCTbIO NpeanpuaTus. B ctatbe npoBeaeH aHanus
NoaAXoAoOB K ONpeaesneHVi0 MOHATUA «COUMaNibHas OTBETCTBEHHOCTbY.
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YCTaHOBNIEHO, U4YTO TMOHATME <«CcouManbHasl OTBETCTBEHHOCTb» WUMeeT
pa3nMyHoe TONIKOBaHMEe B pas3/IMuHbIX Hay4HbIX pab6oTax, 3aKOHoAAaTesNbHbIX
aKTax U HOPMATUBHbIX [AOKYMEHTaXx M nNo CBoeW CyTM oOXBaTbiBaeT
MHOrorpaHHble acnekTbl BeAeHus 6u3Heca. B cTaTbe poOKasaHo, uTO
KOHKYPEHTOCNOCOGHOCTb o6ycnoBneHa TeXHUKO-3KOHOMUYECKUMMU,
KOMMEpPYECKMMU U HOPMATUBHO-NPaBOBbIMM ¢aKTOpaMuU [AeATeNIbHOCTU
npeanpuatTusa. ABTopaMu nNpepsioXXeH KOMMJEeKC MOTUMBALMOHHbIX ¢daKTopoB
BHeAPEHUs COLUaNIbHOW OTBETCTBEHHOCTU Ha npeanpuaTun. 060CHOBaHO, YTO
YCUUSA NO NPOABWMIKEHMUIO COLMANIbHO WM O6LECTBEHHO OTBETCTBEHHbIX
lWIaroB SIBASIOTCA pPeHTabenbHbIMK, BbIFOAHLIM, C OQHOW CTOPOHbI, OHMU
noBbiWaT Npubbinb, a ¢ Apyrom — o6orawalwT npeanpusiTUe HOBbLIMU
CTpaTernyecKMMU KOMNeTeHUUSMMU.

KnioueBbie cnoBa: coumnanbHas OTBETCTBEHHOCTb;
KOHKYPEHTOCNOCOBHOCTb; opraHusaums; MEHEeOKMEHT; WHHOBALWS,;
KOHKYPEHTHble NpenMyLLecTBa; NnpeanpuaTne; ctapran.

OTtpuMaHo: 07 yepBHs 2021 p.
MpopeueH3oBaHo: 12 yepsHs 2021 p.
MpunHATo po ApyKy: 25 yepBHa 2021 p.

250



