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Introduction. The integration of Ukrainian enterprises into the world economic environment
determines the feasibility of implementing corporate social responsibility standards into the business activity
of modern companies. The development of a system strategic approach to the implementation of a corporate
social responsibility increases the competitiveness of enterprises and solves social problems of society.

Within the framework of the national program of sustainable development goals in Ukraine, modern
companies must be "agents" of social changes and transformations in society. The knowledge economy must
implement social development principles, sustainable economic growth, and reach an environmental balance.
This issue is especially relevant to the tourist enterprises, which are the "drivers" of urban economic
development and the bearers of social responsibility values. The development of a corporate social
responsibility strategy is important for all enterprise management levels since that new competitive
advantages are formed. The company's competitive advantages are ensured at the internal level and enhance
the leading positions in business at the external level. Both levels are crucial for forming the socially
responsible economy and should be considered in corporate strategic decisions making. Business is currently
facing the challenge of COVID-19, and tourism is one of the most vulnerable areas of business. Therefore,
Ukrainian tourist companies need to create a systematic approach to the formation of strategic social
responsibility, implement social development projects, and attract socially oriented investments in the sphere
of tourism.

Actual scientific researches and issues analysis. The role of socially responsible business in the
company's strategic development is studied by both domestic and foreign scientists such as Kolot A. M,
Carroll Archie V., Craig Smith N.

Domestic and foreign scientists Kolot A [1]., Carroll Archie V. [2], Craig Smith N. [3] investigate a
socially responsible business and emphasize its role in the strategic development of the company. In the
study [4], Kolot A. defines Corporate Social Responsibility (CSR) as a process of harmonizing the
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conflicting interests of stakeholders and the sustainable development goals of the company. Nevertheless,
implementing the measures for ensuring CSR requires further investigation, particularly the process of
justification, the choice of CSR strategy.

The research objectives. The analysis of published studies in the areas of CSR in various sectors of
the economy, including the tourism sector, shows that issues of the CSR development strategy for domestic
enterprises are insufficiently investigated. In particular, types of CSR strategy, identification of key
directions for CSR assurance, and basic appraisal CSR metrics require further findings. The purpose of the
study is to classify the basic strategies of CSR development and justify the choice of CSR strategies for
tourist enterprises.

Basic material and results. International institutions, specialized associations, and leading global
companies who are representatives and agents of the social responsibility development processes call for
new challenges and highlight key areas for enhancing CSR in a new, extremely dynamic environment with
significant social challenges. Global Impact Sourcing Coalition incorporates global companies such as
Google, Facebook, Microsoft, etc. by providing social benefits. [5]. In Bloomberg Impact Report 2019, "The
world is changing" [6] the main CSR challenges are defined and point to vulnerability to respiratory illnesses
like COVID-19. Moreover, COVID-19 causes loss of 850 million to 1.1 billion international tourists, loss of
US$ 910 billion to US$ 1.2 trillion in export revenues from tourism, 100 to 120 million jobs at risk [7]. Thus,
Bloomberg's CSR directions comprise business, environmental and social issues as they have a straight and
considerable impact on the company, its employees, and strategic partners.

The World Tourism Organization (UNWTO), the United Nations agency, launched the Global Code
of Ethics in Tourism, which refers to tourism's social and responsible contribution to society. "As the leading
international organization in the field of tourism, UNWTO promotes tourism as a driver of economic growth,
inclusive development, and environmental sustainability" [8].

The CSR strategy implementation enables companies to benefit from enhancing corporate reputation
and its brand, as well as providing trust relationships with key stakeholders such as consumers, regulators,
suppliers, and investors. As a result, these improvements lead to better risk management, innovative
performance, and effective cost management [2].

Certainly, the formation of CSR at the strategic management level of the company is essential. Indeed,
the combination of different functional areas of the company for ensuring its development through the
principles of corporate social responsibility within the interests of the stakeholders is a complicated process.
Consequently, based on the definition [4], we consider that CSR is a set of social obligations of the company
to stakeholders, which simultaneously contribute to sustainable development.

Today, for tourist enterprises, it is not enough to provide high-quality services — consumer demands
from the company to be socially-oriented in business. Consequently, development and implementation of the
principles of corporate social responsibility is an essential issue. Social responsibility in tourism is a
company step to key stakeholders through its social position and a desire to be responsible for its services.
Hence, the main principles of corporate social responsibility are voluntariness, reliability, and timeliness,
value creation for all levels of the company environment. An example of CSR in tourism is the travel agency
"Travel Professional Group" ("TPG") tour operator's project: Charitable project of the Neonatological Center
NDSL "Ohmatdyt" and Scholarship Program "Future of the Tourist Industry".

The development of a corporate social responsibility requires the implementation of an appropriate
strategy. Based on the definition of the strategy [9], we consider CSR strategy as the specific way to satisfy
stakeholders' needs, create shared value and form various kinds of social responsibility values through
strategic planning and strategic realization tools. [10].

We suggest that criteria for classifying strategies for corporate social responsibility development
should be based on the performance of four management functions according to the I. Adizes concept [11]:
the achievement of results, administration, entrepreneurship, and integration. In the theory of strategic
management, management style determines the following strategies types: resource-oriented, process-
oriented, project-oriented, and communication-oriented strategies. Appropriately, the development of
corporate social responsibility of the tourist enterprises has its features (Table 1).
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Table 1
Features of strategies for development of CSR of tourist enterprises
CSR development Target object of managerial actions Dominant managerial technologies
strategies for strategy implementation
Resource-oriented Resource set and, social capital of Operational management; Risk
tourist enterprise management
Process-oriented Compliance with the standards of Knowledge management; Strategic
social responsibility at all stages of the management; Business Modeling
value chain of a tourist product Ecological management; Value-
based management
Communication- Processes of interaction between Customer Relationship Management
oriented internal and external stakeholders (CRM); Reputation management;
(society, tourists, local communities) Leadership and team building
Project-oriented Realization of social projects by Project management; Innovation
tourist enterprises management; Investment
Management

Source: developed by the authors

One of the most important stages of CSR formation and development is its evaluation. We consider a
base for assessment as a system of indicators, which characterizes all CSR strategic directions in business.
Based on approaches to CSR evaluation of [12, 13], we suggest a Balanced Scorecard (BSC) method,
adapted to the characteristics of CSR (Table 2).

Table 2

The system of indicators for evaluation of CSR development level for different types of stakeholders

Projections Indicators on major types of CSR stakeholders

of a Consumers Investors Employees Society
balanced
system of

indicators

Financial Market capitalization | The profitability | Profit and income | Level of social
of the company of social | dynamics investment  and

investment their dynamics
(SROI)

Customer | Level of customer | Dynamics of the | Saving resources | Percentage of
loyalty, number of | client base because of highly | social projects
positive reviews, skilled employees aimed at
brand value (Brand development  of
Equity), number of local community
people with special and society
needs

Internal Percentage of | Level of | The development of | Transparency level

business environmental innovations in the | socially-oriented of the company,

processes u | projects, compliance | sphere of CSR management level of energy
with CSR standards efficiency
and corporate culture

Learning Percentage of social | Work-Life The level of staff | Dynamics of

and growth | education programs Balance Index for | involvement in CSR | wages and

employees development, the | expenses on social
percentage of training | staff
in CSR sphere

Source: developed by the authors

- ExoHomika i pezioH Ne 3 (78) — 2020 — HauioHanbHuli yHieepcumem im. lOpisi Kondpamioka - #8 - 65




Demography, labor economics, social economics and policies _

It is valuable to note that the proposed system of indicators for evaluation CSR level needs adaptation
for a particular tourist enterprise. The assessment of the social responsibility level of the tourist enterprises
can be demonstrated using the strategic profile of CSR development. This profile allows comparing the level
of CSR development of the tourist companies and determines strategic directions of its strengthening.
Consumers and staff are vital stakeholders in the process of forming CSR in tourist enterprises.

The tourism sector is represented by many tourism enterprises, where tour operators play a critical role
(more than 100) [14].

Given the key stakeholder groups and their importance in CSR strategy formation, a map of strategic
groups of significant tour operators of Ukraine is proposed to build. In constructing the map, one of the
indicators was selected in each group (table.2). In particular, in the group Consumers — Level of customer
loyalty, in group Investors — Dynamics of the client base, in group Employees — Level of staff involvement
in CSR development, in group Society — Dynamics of wages and expenses on social staff (fig. 1).
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Fig. 1. Strategic group map of key tour operators
Source: developed by the authors

The choice of these indicators is conditioned by the availability of open data on the websites of
companies, consumer reviews, and travel agencies [15] and official statistics [16]. In order to obtain adequate
data, the scoring method was used, where the minimum score of 1 was assigned to the lowest score in the
group, and the maximum 5 — corresponding to the highest score within the group. The x-axis is represented
by the average scores of the "Consumers" and "Investors" groups, the y-axis is represented by the score of
the "Employees" group, and the size of the balls corresponds to the score of the "Society" group. Based on
the results of Fig.1, we can distinguish two main groups of enterprises. The first group includes tour
operators, which have low rates for different stakeholder groups, and therefore it is necessary to enhance or
start to implement CSR measures for this category. The second group is characterized by both the best
performance in working with stakeholders and the direct availability of social programs. Tour operator
"Anex Tour" cannot be included in the second group because the information is not completely represented
for this company. Therefore, considering available data from open sources, we have identified a strategic
profile of CSR development level for stakeholders "Consumers" (Table 2). Three companies, which operate
in Kyiv, Ukraine ("TPG", "TEZ TOUR", "TUI Ukraine") have been selected as objects for analysis.

An expert assessment of CSR development level for selected tour operators in Kyiv was conducted
according to the results of each company’s site data analysis [17; 18; 19] and analytical studies. All
indicators were evaluated through the application of the 5-point system, where 5 points address the highest
score of indicator, and 1 point refers to the lowest one. The choice of these indicators was caused by
specifics of the tourist enterprises. Graph interpretation of the results is shown in Fig. 2.

66 L #8 [ Economics and Region Ne 3 (78) — 2020 — Yuri Kondratyuk National University |




_ Hemozpadpisi, ekoHOMiKa npayi, coyianbHa eKoOHoMiKa i nonimuka

Market capitalization

Number of positive
feedbacks about

Social training

compan
programs pany
5 5 - 4 = «TEZTOUR»
el « TPG»

-=&==«TUl Ukraine»

Advantage of
The level of agencies
corporate culture > collaboration with
tour operators

Fig. 2. Strategic profile of CSR development level of the tourist enterprises
Source: developed by the authors

In conclusion, the “TPG” enterprise demonstrates a high and balanced level of CSR development
according to BSC projection. The company has a high transparency level and operates based on the
principles of socially responsible business. Tour operator "TUI Ukraine" shows developed corporate culture
and successful collaboration with business partners. In our opinion, the most effective for these companies
CSR strengthening is a process-oriented development strategy, which implies strict compliance with CSR
standards at all stages of the value chain for tourism business. The low level of CSR development is revealed
for "TEZ TOUR" because of undeveloped social training programs, insufficient positive feedbacks and
ineffective performance of the BSC projection in general. Recommended strategies for implementation are a
combination of communicative and project-oriented strategies for managing customer relationships,
increasing brand recognition, and business reputation.

Conclusions. This study's results in areas of strategy for the development of corporate social
responsibility prove the necessity of a systematic strategic approach to CSR formation. In particular, the
criteria for classifying strategies for CSR development are suggested. The strategies for CSR development
are justified as resource-oriented, process-oriented, project-oriented, and communication-oriented strategies.

Taking into account the insufficient development of evaluation methods for CSR development level,
we suggest solving this problem using a Balanced Scorecard approach and appropriate system of CSR
indicators for different types of stakeholders: consumers, investors, employees, and society. Under empirical
data of the tourist companies and according to their CSR strategic profiles, it is recommended to implement
appropriate strategies for CSR development. Further research should be done to investigate the
organizational and managerial aspects of CSR implementation for tourist enterprises and to evaluate
precisely CSR development.
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Ky0apeBa Ipuna BosnoammupiBHa, KaHAMIAT €KOHOMIUYHUX HAyK, AOLUEHT. Maaspuyk
Oabra TeopriiBHa, xaHgugaT eKoHOMIYHMX Hayk, noreHT. JIBH3 «KwuiBchbkuii HaimioHambpHUN
eKOHOMIuHUI yHiBepcuTeT iMeHi Bamuma ['erbmanay. Iloryna Hartanis BiktopiBHa, kanmuaar
€KOHOMIYHUX HayK, JOLIEHT. XapKiBCbKUI HalllOHAJIbHUI €KOHOMIYHMN yHIBepcuTeT iMeHl CemeHa
Ky3nena. OOrpyHryBanHsi BHOOpPY crTparterii PO3BHTKY KOPHOPaTHBHOI COLIaJbLHOI
BiAMOBIAANBHOCTI TYPUCTHYHMMH HiAnpueMcTBaMH. JIOCHIDKEHO CYTHICTH  COIAJBbHO
BIJNOBIJAJILHOTO Oi3HEecy Ta WOro 3HAa4YeHHs JAJIsl CTPATEriyHOro PO3BUTKY MiANpPHUEMCTB. MeToro
JOCT/KEHHsT € Kiacu@ikaiisi OCHOBHMX CTpaTerii pO3BUTKY KOPHOPATHUBHOI COLIaJIbHOI
BignosiganeHocti  (KCB) 1 oOrpynryBanHs BubGopy crparerii KCB  typuctnunumu
nignpueMcTBamMu. 3azHadeHo, o KCB Bkitouae nmutaHHs Ol3HECY, €KOJIOTii Ta coliaibHOI cepu,
OCKUJIBKM BOHHM MAlOTh NMpPSIMUN Ta 3HAUHUM BIUIMB HAa KOMIIaHiIoO, ii MpAI[iBHUKIB 1 CTpAaTEr1yHUX
naptHepiB. BusnHaueno, mo ocHoBHuMu mnpuHiunamu KCB € noOpoBuIbHICTH, HAIIMHICTH Ta
CBO€YACHICTb, CTBOPEHHS I[IHHOCTEH JJIsI BCIX PIBHIB KOPIOPAaTUBHOTO  CEpEJIOBUINA.
3anpornoHoBaHO Kiacudikamito crparerii po3Butky KCB Ha o0OcCHOBI 4YOTHPbOX (yHKIIIN
MEHEJKMEHTY 3a KoHuemnuiero [. Anmizeca. Y pe3ynbTaTi AOCHIPKEHHS BU3HAYEHO OCOOIMBOCTI
dbopmyBanHs crpaterii po3BuTky KCB migmpueMcTB Ha OCHOBI iIeHTU()IKOBAHMX HAIMpPSMIB ii
3abe3neueHHs. OOIPYHTOBAaHO CHCTEMY METPUK IOAO0 OLiHIOBaHHS po3BUTKY KCB i3
3aCTOCYBAaHHSIM 1HCTPYMEHTApII0 KOHIEMIi 30aJlaHCOBAaHOI CHCTEMHM TIOKa3HHWKIB 1 Teopil
crerikxonzaepiB. IloOynoBaHO KapTy CTpaTeriyHMX TPyl OCHOBHHMX TYPUCTHYHHMX OIEpaToOpiB
VYkpainu 13 BpaxyBaHHSIM 1HJIMKATOPIB KOXKHOI I'PyH CTEUKXOJJIEPIB KOPIOPATUBHOI COLIaIbHOI
BIJNOBIJAIBHOCTI  (CIIO’KMBA4i, 1HBECTOPH, TMPALIBHUKH, CYCHUIbCTBO). YCTAHOBJEHO, IO
3alporoHOBaHa CUCTEMa IMOKa3HHMKIB s ouiHioBaHHA piBHA KCB mnorpelye amanrtaumii 10
KOHKPETHOTO TYpUCTMYHOro mignpuemctBa. [loGynoBaHo crpareriunuii mpodinb TYpUCTHYHHX
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MIPUEMCTB, SIKUHA JO3BOJIAE TIOPIBHATH piBeHb po3BUTKY KCB TypucTHyHUX omeparopiB Ta
BU3HAYUTU CTpaTeriuHi HampsMmu i1 mocuieHHs. OOIpyHTOBaHO BHMOIp BIAMOBIIHMX CTpaTerii
PO3BHUTKY KOPIIOPATUBHOI COIIiaJIbHOI BiJOBITAILHOCTI, i PEKOMEHIOBAHUMH CTpATETisIMU LIS
BIIPOBA/KEHHS TYPUCTHYHUMH IIJIPUEMCTBAMH € CUMO103 KOMYHIKaTUBHHX Ta OPI€HTOBAaHUX Ha
MPOCKT CTPATErid yMNpaBIiHHSA B3a€EMOBIIHOCHMHAMH 3 KJII€HTAaMH, MiABUIIEHHS PO3Mi3HABAHOCTI
OpeHny i AiI0BO1 penmyTariii.

Knrwowuosi cnoea: KopnopaTWBHa CoIlaJibHA  BiANOBIJAIBHICTh, CTPATETisi PO3BUTKY
KOPIIOPAaTHUBHOI COIIaJIbHOT BiINOBIJAIILHOCTI, TYPUCTHYHI IiIIPUEMCTBA.
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