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Abstract - Corporate social responsibility (CSR) is becoming a topic that is increasingly being discussed. Successful 
companies are no longer enough to focus on making profits. It considers in cooperation with stakeholders in the company's 
business activities. Stakeholder is any person or organization that has direct or indirect influence. The history of CSR dates 
back to the early 1950s. There are four pillars with specific activities – economic, social, environmental and philanthropic. 
One of the possibilities of introducing CSR into the company strategy is using the PDCA cycle. It must be taken into account 
on the basic characteristics of an organization such as the subject and field of business, the mission of the company, its 
culture, business strategy or environmental policy. 
 
Index Terms - Corporate Social Responsibility, Sustainability, Implementation 
 
I. INTRODUCTION 
 
Social responsibility has been the subject of many 
studies over the last few decades. It has evolved from 
the philanthropic activities of executives until it has 
become a valuable component of the management of 
all stakeholders (Kolodinsky et al., 2010). 
Involvement in socially responsible activities 
permeates different types of businesses in different 
sectors and countries. 
At present, corporate social responsibility (CSR) is 
becoming a topic that is increasingly being discussed. 
The public and the competitors are more aware of 
how the business behaves towards consumers, the 
social and the environment, the employees and the 
social needs of society. Successful companies are no 
longer enough to focus on making profits. Also, the 
popularity of social responsibility is growing in the 
Czech Republic, and the number of organizations 
involved in this concept is increasing. There are 
competitions of companies where social 
responsibility is the main measure, looking at how the 
enterprise is perceived by the public. 
The situation is summed up by Peter Drucker's 
quotation (Chandler et al., 2014), the founder of 
modern management, which is related to the topic of 
this article: "Profit for a company is like oxygen for a 
person. If you do not have enough of it, you're out of 
the game. But if you think your life and about 
breathing, you're really missing something." 
 
II. CORPORATE SOCIAL RESPONSIBILITY 
 
Jakubíková (2013) explains CSR as a voluntary 
commitment by companies to behave responsibly 
towards the environment and the company they are 
doing. Putnová (2004) defines CSR as such as 
companies' behavior when they take into account the 
needs of their internal and external environments to 
generally help to improve the overall state of society 
within and beyond their commercial operations. Dytrt 

(2006) describes social responsibility as a voluntary 
integration of social and environmental 
considerations in cooperation with stakeholders in the 
company's business activities. 
Alexander Dahlsrud, who has analyzed dozens of 
CSR definitions in his study "How Corporate Social 
Responsibility is An Analysis of 37 Definitions" 
(Dahlsrud, 2008), resulted in the definition of the five 
basic areas that were the most common in the 
definitions (at least 80 % of them): environmental, 
social, economic, stakeholders and volunteering. 
 
A. Stakeholders 
The term "stakeholder" or "stakeholders" has already 
been mentioned above. Trnková (2004) states that an 
interested party (group, individual) is any person or 
organization that has direct or indirect influence, 
whether positive or negative, to the functioning of the 
company or, on the contrary, the company influences 
it. These groups of stakeholders (Mádlová, 2010; 
Trnková, 2004; Dědina and Malý, 2005): customers, 
employees, suppliers and business partners, owners 
and investors, managers and local community. 
These groups always vary by organization. However, 
depending on the type, it is possible to estimate what 
their interest is and what they are trying to do. 
Customers can be expected to be interested in the 
quality of the product or service, the reasonable price 
of the product and after-sales service. Employees 
assess working conditions in the organization, 
reasonable wages and non-financial benefits, 
reconciliation of work and personal life. Owners and 
investors are interested in profit, growth and the 
prosperity of the organization. Business partners 
expect quality contracts and negotiations as well as 
timely performance of commitments. The local 
community assesses the impact of the company's 
business on the environment, and the goal of 
managers is above all to harmonize the legitimate 
interests of each of these major groups. (Steinerová, 
2008) 
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The Business Leaders Forum "Social Responsibility: 
A New Corporate Competitiveness Factor" (BLF, 
2008) has revealed that CSR activities have the most 
impact on employees, customers and suppliers. 
However, Kunz (2012) adds that the business must 
focus on all stakeholder groups because 
understanding their needs is the key to successful 
CSR implementation. The result should be a two-way 
satisfaction or a win-win situation that will lead to the 
company launching precisely such CSR activities that 
interest groups are interested in. 
 
B. History of CSR 
The history of CSR dates back to the early 1950s. 
The roots of this concept can be found in the United 
States, when Howard Bowen first used the term CSR 
in its Social Responsibility of Businessman (1953) to 
demand social management considerations. 
In the 1970s, the United Nations held its first debates 
and created the basics of CSR content. The concept 
became more significant in the 1990s, when the 
European Union became interested in it. In 1996, 
CSR Europe, the most important European 
headquarters dedicated to CSR, was established. Its 
aim is to provide a Europe-wide promotion of CSR, 
to provide education and advice in this area. 
Another milestone was the Lisbon Summit in 2000, 
where top EU officials agreed that CSR development 
across Europe needs to be strategically promoted and 
promoted. 
One of the most important documents in the area of 
corporate social responsibility is the so-called Green 
Paper issued in 2001 by the European Commission. 
The Green Paper contains the basic principles, tools 
and approaches to CSR, as well as the first official 
definition of CSR from the European Union, which is 
based on three pillars of socially responsible 
behavior. The Green Paper (Kunz, 2012) unleashed a 
wide-ranging discussion between the representatives 
of companies, non-profit organizations and the 
general public. He points out that CSR is not only a 
matter for large companies, but must also become an 
integral part of small and medium-sized enterprises, 
because they also depend on the competitiveness of 
the future Europe. 
In the years to come, two important organizations - 
Multistakeholder Forum (2002) and the European 
Alliance for CSR (2006) - have been formed, 
bringing together European businesses to help 
develop CSR. Tetřevová (2017) lists examples of 
exchange of experience, monitoring existing CSR 
tools, creating new job opportunities, etc. 
As part of the Economic 2020 Strategy, the European 
Commission issued a Communication on a renewed 
EU CSR strategy for 2011-2014. 
 
C. Four Pillars of CSR 
The starting point for the next draft CSR activities 
within individual areas (pillars) is the fact that the 
authors previously inclined to the view that CSR has 

three pillars today rather prefer four pillars. It is also 
advisable to use current trends to analyze CSR 
activities in four pillars. 
Economic pillar, it means for example to behave 
transparently and credibly towards all stakeholders, to 
maintain and build good relationships with 
customers, suppliers, shareholders and owners, to 
promote innovation and sustainability and to fulfill its 
obligations on time. There are some indicators how to 
measure economic area: financial indicators like 
ROA and ROE, market share, results of questionnaire 
survey, media feedback, number of repeated orders, 
number of complaints, customer satisfaction index, 
number of product or service modifications, number 
of non-maturity. 
Environmental pillar comprises to ensure 
environmentally friendly production, produce 
environmentally friendly products and provide 
services that do not pollute the environment, to 
introduce environmental management in the 
enterprise (ISO standards), to use environmentally 
friendly technologies, to protect and treat natural 
resources, reduce energy and water consumption, to 
ensure waste management, recycle, to create 
conditions to minimize traffic load (Myšková and 
Oborilová, 2015), to monitor the environmental 
impact. Also it could be measured by: energy 
consumption, share of recycled waste, quantity of 
emissions, quantity of hazardous substances used and 
eco-efficiency (environmental impact of one 
product). 
Third, philanthropic pillar, includes to actively 
participate in charity projects that help solve current 
social problems, to act as a responsible business in all 
respects beyond the legislative requirements, to 
support the local community through financial 
contributions, in-kind donations, lending property to 
the business, providing services, volunteer work, to 
participate in local sports, educational or cultural 
projects, to help to solve local social problems 
(prevention of unemployment, crime). There are 
some indicators: number of prizes received, amount 
of contributions donated, ratio of contributions to 
gross profit, number of hours of corporate 
volunteering, media reports on business activities. 
Finally, social pillar, contains to create the conditions 
for employees to reconcile their work and personal 
life (so-called work life balance), developing human 
capital (continuing education, training, courses), to 
provide employees with adequate wages and social 
and other employee benefits, to respect equal 
employment opportunities, to ensure an open and 
friendly business climate, a healthy corporate culture, 
to take account of occupational safety and health at 
work, regular medical check-ups, to employ minority 
and vulnerable groups of the population. How it 
could be measured: by staff structure, employee 
survey results, employee absences and fluctuations, 
number of trained employees, number of flexible 
employment, salary levels and benefits. 
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Ethical pillar is not the fifth pillar in a row, as defined 
by most authors, but blends with all four pillars. It 
means to respect and respect human rights, to ensure 
the prohibition of child labor, to observe basic ethical 
laws (eg to correctly label products), to create an 
ethical code, to provide complete and true 
information about products and services, to respect 
the protection of intellectual property, to increase the 
safety of products and services beyond the legal 
obligations, to pay attention to selected groups (eg 
foreigners, retirees) and tailor their communication to 
the information, to abide by laws and regulations, to 
avoid corruption, to respect the rules of honest 
competitive combat and to take care of employees 
who get outplacement. 
Steinerová et al. (2008) states that social 
responsibility is perceived as an investment in 
intangible assets that can be evaluated on the basis of 
indicators. In the long run, CSR brings measurable 
financial benefits to the enterprise, but the individual 
benefits (given the intangible nature) can only be very 
difficult to quantify. For example Fiala and Prokop 
(2013) found positive link between reputation and 
performance. 
 
III. MODEL OF IMPLEMENTATION 
 
For the successful implementation of CSR activities 
in the company strategy, the most important is the 
approach of the company itself, which has to define 
the values, goals and visions it wants to achieve based 
on the expectations and expectations of the 
stakeholders, and to include them in all activities. At 
the same time, it is necessary to communicate and 
collaborate with existing employees to strengthen 
their motivation and show interest in the business and 
its values. Employees will be more involved and 
faithful to the business, which will then increase their 
performance. Adaptation of the corporate structure 
will also contribute to a more successful 
implementation of CSR. It is recommended to move 
this issue from the communication and public 
relations units and create a separate organizational 
unit that will connect the processes with units 
throughout the enterprise in the spirit of socially 
responsible activities. 
One of the possibilities of introducing CSR into the 
company strategy is according to Steinerová (2008) 
and Prskavcová et al. (2008) using the PDCA cycle 
(see Figure 3). It must be taken into account on the 
basic characteristics of an organization such as the 
subject and field of business, the mission of the 
company, its culture, business strategy or 
environmental policy. 
The Figure 1 shows ten basic steps that should be 
performed within each cycle of the PDCA cycle. The 
first step is the management commitment, with an 
emphasis on employee involvement and decision-
making. Secondly, key stakeholders will be identified 
with whom they will work together (questionnaires, 

discussions). Subsequently, values and principles are 
set for stakeholder groups (eg employees – education 
and development, business partners - quality, 
customers - personal approach, own and investors - 
transparency). The fourth step analyzes the current 
state of the internal and external environment. It is 
then necessary to set goals that will be SMART and 
linked to corporate values and principles. The sixth 
step should be the creation of an action plan that 
includes a list of CSR activities to meet the set goals. 
The Action Plan is then put into practice and 
individual activities are implemented. In the eighth 
step, monitoring is carried out, the implementation of 
the Action Plan is assessed on the basis of 
quantitative and qualitative indicators. Reporting 
takes place in the ninth step of communicating CSR 
externally through press releases and media, 
organizing charity events and corporate parties, 
publishing CSR activities in annual reports. The last 
step is the improvement measure, the improvement 
phase that closes the entire process and is the start for 
the next cycle. 

 
Figure 1:  Implementation of CSR 

 
The most common barriers to the implementation of 
the CSR concept include lack of knowledge, lack of 
time, need for experts, high implementation costs, 
unfavorable business climate. Mistakes in 
implementation can be confusing words social 
responsibility and charity. In fact, charity does not 
replace CSR, but may be a part of the concept. Very 
often the concept is realized and it does not produce 
any results. This may be caused by inadequate 
communication, the leadership's reluctance to listen 
to all the parties involved, and to understand what 
people really care about. 
 
CONCLUSION 
 
Corporate social responsibility is a modern business 
concept that expresses the company's focus on long-
term goals and intervenes in all areas of its business. 
The actual implementation of social responsibility 
principles implies the need to include it in core 
corporate values, business strategies and processes at 
different levels. At present, Grewatsch and 
Kleindienst (2015) see several shortcomings, such as 
lacking anchorages, investment in the theoretical 
base, and measurement tools. 
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The long-term financial success of businesses is 
increasingly linked to corporate social responsibility 
and reporting. In the future, we can assume the rapid 
development of modern technologies, which are 
increasingly demanding transparency (disclosure is 
increasing not only due to regulations but also to 
better access to information and greater public 
interest), building consumer confidence through CSR 
activities, involving businesses in global challenges 
(education, environmental protection, health) and 
employee involvement in decision making as they are 
the working capital of each enterprise. 
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