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SOLUTION OF THE QUESTION OF CSR
AND MARKETING CHALLENGES
The topic of sustainability has taken center stage around the world and has driven the
attention and focus of a growing number of powerful voices and interests around the world.
Constantly increasing competitive and social tension forces companies to find new approaches in
business behaviour. Increasing needs force companies to support these demands sustainably.
Initiatives of corporate social responsibility (CSR) should be incorporated into strategy in every
business entity. The purpose of this paper is to determine the importance of CSR and new
marketing approaches through sustainable marketing in business activities. In order to fulfill
defined objectives of the paper were collected and used primary and secondary sources of
information, as well as the method of interview using a questionnaire (total number of respondents
was 120 agrifood entities).
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Introduction
Over the years, companies have started to recognise that they are responsible for their
actions, Awhich has developed into having a positive impact on stakeholders, the
environment and society.1 CSR is a concept whereby companies voluntarily decide to
respect and protect the interests of a broad range of stakeholders with contributing to
a cleaner environment and a better society through an active interaction with all.2 This
concept also poses important questions still difficult to resolve (International Chamber of
Commerce). As a strategy considers social, economic, ethical and ecological aspects of
business operations, but also exposes the issues involved in creating the right work
relationships.3 Current definitions about CSR are more about integrating social and
environmental behaviour into the business, instead of just taking responsibility for their
actions.4 Many companies see CSR as an easy way to improve sales, enhancing a
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company’s image and attracting investors.5 Coombs & Holladay claim that corporation’s
CSR initiatives should be driven by the organization’s vision and purpose.6
It is important to acknowledge that sustainability is no way an objective, scientific or
neutral concept, but rather a normative or subjective topic, which always contains a set
of implicit or explicit values.7 Sustainability is an development that meets the needs of
present generations without compromising the ability of future generations to meet their
needs.
The term of sustainable marketing is not new in the world, marketing began focus on
sustainable development in 90s of the 20th century. Sustainable marketing by creating
ecological and social value creates also added value for customers.8 CSR concept as we
understand is the concept of implementation 3P to thinking and doing business, and
therefore we can say that is closely related to the concept of sustainable marketing but
we find a difference in that is not specifically focused on customers and marketing.9

Aims and Methods
The aim of this paper is to determine the importance of CSR and new marketing
approaches through sustainable marketing in business activities and to highlight to the
application of CSR activities in agrifood entities in Slovakia. In order to fulfill the
defined objective of the paper were collected and used primary and secondary sources of
information. The theoretical part is divided into CSR, sustainability and sustainable
marketing. Sustainable marketing includes a definition of the concept, as well as benefits
of sustainable marketing. Underlying data for the theoretical part were gained from
published sources, such as books and articles, as well as the internet. When processing of
individual underlying data and formulating conclusions of paper were used methods of
analysis, synthesis, induction, deduction and the comparative method.
For the purpose of the present paper marketing research was conducted. Marketing
research was realized in 2014 by the method of interview using a questionnaire. The
research was focused directly on agrifood companies in Slovakia. The research involved
120 chosen companies. The questions were asked concerning on the implementation
CSR in agrifood entities.
For deeper analysis of the obtained results, there were set out assumptions about
the correlation between the reasons for the introduction of social responsibility and the
place where the agrifood company is situated (city, village), as well as between the most
frequent orientation of the agrifood company and the place where it is situated (city,
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village). To test the dependence were used Pearson's chi-square test and Cramer's
contingency coefficient.

Research results and discussion
CSR from Viewpoint of Sustainability
Corporates have to grapple with an ever-growing list of key issues that cover the three
pillars of sustainability - social, environmental and economic. A sustainable business
acts to achieve short, medium and long term success. Sustainable means successful today
and tomorrow.
Continual population growth, technology progress in form of the Industrial Revolution,
the creation of mass production made continuous economic growth and growth in
consumption possible. This came at a high price. Climate change, loss of biodiversity, a
rapid depletion of non-renewable resources and even on resources, which are deemed
renewable, to name only a few of the environmental issues the world is facing.
Consumers are aware of and worried about these issues. Besides environmental impacts,
consumers also express their concerns about the social impacts of products they purchase
and more than ever demand ‘green’ products.
Nevertheless, consumers expect companies to be socially responsible and operate in an
environmentally friendly way, and do more than just comply with legal regulations. At
the same time, marketers are confronted with unsustainable consumer behaviour and
have to lead consumers towards more sustainable consumption.
These challenges, which marketers have to face, cannot be solved by means of
conventional marketing. Instead there has to be a change in conventional marketing
practices.
Nevertheless, CSR approaches are often end-of-pipe solutions instead of changing
processes within the company. Overall, CSR has to be practiced carefully.
There are, however, certain tools companies can utilize, which help to implement CSR
or sustainability into business operations and communicate those efforts to stakeholders:
¾

Standards - can help companies to integrate social and environmental
responsibilities into their operations.

¾

Sustainability reporting - a sustainability report should inform readers about an
organization’s environmental, social and economic performance (GRI 2012).
However, there is no general standard which is used by all organizations reporting
on sustainability, which is why reports vary greatly in quantity and quality. Reports
can be utilized to present just the goals a company sets itself or to indicate positive
performance, which then lacks evidence. Thus, sustainability reports are still
regarded with suspicion by some because there are still companies which use these
reports to improve their image. Nevertheless, there are standards for sustainability
reporting, such as the guidelines of the Global Reporting Initiative (GRI). The aim is
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that companies keep track of their performance and impacts, while reporting in an
accountable and transparent way to stakeholders.10
¾ Labelling - labels enable companies to communicate sustainability to consumers at
the point of sale, which is often where the ultimate purchase decision is made.
Typical consumer products which carry labels are food, household appliances,
wood- and paper-based products and cleaning supplies. Labels can be divided into
environmental and social labels, which focus on either single or multiple attributes,
which can concern characteristics of the product, the whole life-cycle or how a
business operates.11 Labelling can also be used to indicate recycled content and how
to recycle or dispose of products.12
Why to apply CSR into business
More companies than ever before are investing in corporate social responsibility
activities such as cause-related marketing, minority support programs and socially
responsible manufacturing practices. Consumers patronize these companies because they
see personal benefits from the CSR initiatives and because the initiatives resonate with
their own values.
At present the principles of responsible business acquires more and more companies.
There is a direct proportion in increasing demand for evidence of benefits in this
enterprise. These questions are asked by customers, employees, government, community
and the shareholders of course. They are most interested in the financial effect of such an
approach to business. None of the defenders CSR claim that the company should give up
its primary legitimate objective of making a profit instead of devote charity.
They try to show that if firms attempt to generate profits also added interest in the
overall functioning of society and the environment will benefit not only themselves, but
also society.
CSR advocates argue that "being good is good from financial reasons "that the
enhancement of society and environment brings to companies financial gain through
increased reputation and employee productivity.

Benefits that the implementation of CSR brings are shown in Figure 1.

10

D. Martin – J. Schouten: Sustainable Marketing. PEARSON PRENTICE HALL, Upper Saddle River 2012.
J.A. Ottman: The New Rules of Green Marketing: Strategies, Tools, and Inspiration for Sustainable
Branding. SHEFFIELD, Greenleaf 2011.
12
F.M. Belz – K. Peattie: Sustainability Marketing: A Global Perspective. WILEY 2009.
11

46

Maintain competitiveness
Sustainable profits
Productivity

Company image

Cost savings

Safety at work

Employee motivation

Market development
Profit

Market share
CSR

Figure 1: Benefits of CSR
Source: Adapted and elaborated based on Münstermann (2007) 13
The existence of social responsibility offers companies a number of advantages.
However, the problem still remains detection, quantification and evaluation of these
benefits.

New Approaches- Marketing Challenges and Implications
At present, marketing management needs to be adapted to new conditions periodically.
This leads to the development of modern approaches. The biggest difference between the
modern approaches and the approaches from the past is that nowadays companies do not
only consider its own profits and customers´ needs and wants, but they also take into
account the society at large. There are more approaches which deal with this aspect.
A strategic approach to CSR is increasingly important to the competitiveness of
enterprises. It can bring benefits in terms of risk management, cost savings, access to
capital, customer relationships, human resource management, and innovation capacity.14
Marketers, as communicators and influencers of culture, are in a privileged position to
make a difference to their companies' 'triple bottom line'. However, marketing
departments have traditionally been quite reluctant to integrate CSR and sustainability
agendas into their work.
CSR concept as we understand is the concept of implementation 3P to thinking and
doing business, and therefore we can say that is closely related to the concept of
sustainable marketing but we find a difference in that is not specifically focused on
customers and marketing.
13
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Sustainable marketing
Sustainable marketing embraces the idea of sustainable development, which requires a
change in the behaviour of virtually everyone, including both producers (responsible
business) and consumers (responsible consumers).15 Considering all specific features of
agrifood business and food market, we can think about the possibilities how to
implement sustainability features into marketing practice in those areas. Figure 2 can
help to understand the concept of combining traditional marketing with new approaches
in the area of relation of combining traditional marketing with new approaches in the
area of relation and triple dimensions (market/society/planet). It is evident an important
role of eco-marketing, ethical marketing and in generally, modern approach, considering
the aspect of proper and long-lasting professional relations (Figure 2).
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Figure 2 Towards sustainability marketing
Source: Adapted and elaborated based on Belz and Peattie (2009)16
Sustainable marketing is a tool of improving competitive ability and position in the
market as well as the necessity for more sustainability. Sustainable marketing is
concerned with sustainable development and offers marketers a holistic approach to
make the products and the companies themselves more sustainable.
The concept of sustainable marketing is based on the following steps: the analysis of
socio - environmental problems, the analysis of customer behavior, the values and
15
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objectives, as well as sustainable marketing strategy, sustainable development of the
marketing mix and on marketing sustainable transformation.
Application of the concept of sustainable marketing means:
¾ new business opportunities,
¾ improve corporate reputation,
¾ motivated and productive employees,
¾ better relationship with society and stakeholders,
¾ cost savings,
¾ environmental responsibility,
¾ quality products and services,
¾ profitability of the company.
Sustainable marketing is finding a long-term or short-term relationship between the
organization and customers, where sustainable marketing is moving towards to creating
long-term goals in the area of obtaining resources from nature and their return back,
whether in the form of environmental and ecological benefit or sales promotion of green
products and their impact on consumers, the environment and future generation of
companies and consumers.17,18
Results of the research
Primary data for meet the objectives of the paper were obtained through marketing
research, which was attended by 120 agrifood companies. The aim of the first question
was to determine if chosen companies apply corporate social responsibility into their
business practise. Research results indicate that 104 entities incorporated CSR into their
strategy to achieving sustainable positive results. The next table (Table 1) shows the
difference between companies which are situated in city and in village and apply or
don´t apply CSR.
Table 1: Difference between village and city
POSSIBLE ANSWER
VILLAGE

CITY

SUM

Yes

55

49

104

No

10

6

16
120

Source: Results of the research
We can see that 84,6 % of all companies situated in village practice CSR and there are
89,1 % companies from city with a positive access to CSR. We can conclude that
business entities from city are more aware of importance corporate responsibility and its
benefits as well.
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A healthy environment and healthy style of living goes hand in hand with a hhealthy and
valuable suurvival of eveeryone´s life. The
T next chartt shows the most
m targeted aarea of CSR
in agrifoodd companies (F
Figure 3). Thee research fou
und, that the most
m targeted aarea of CSR
is environm
ment protectioon which accoounts for 27 % of all answeers. Almost onne-fifth (19
%) of com
mpanies indicaated health annd safety of employees
e
ass an importannt area. The
third bigggest area witth 16 % share is comm
munication. Next
N
targetedd areas are
developmeent and humann resource maanagement wiith 15 % sharre, innovationn with 12 %
share and finally,
f
sport and
a healthy liffestyle with 11 % share. From the chart ffollows that
organizatioons are the moost focused onn environmen
nt, health and safety of empployees and
communication.
environnment protectiion
111%
12%
19%

227%

15%
16%

sport annd healthy lifeestyle
innovattion and sustaiinable
growth
health and
a safety of eemployees
commuunication
developpment and hum
man
resourcce managemennt

T most targeeted area of CS
SR in agrifoodd companies
Figure 3: The
Source: Results of thee research
In connecttion with the issue
i
of the most
m targeted area
a
of CSR in
i agrifood enntities, there
has also occurred
o
the question
q
relating to the rellationship bettween the moost frequent
orientationn of the agrifood entity and the place wheere it is situateed (city, villagge). For the
evaluation of the interdeependence, resspectively thee independence between thee mentioned
variables have
h
been usedd the methodss of Pearson's chi-square tesst (Table 2) annd Cramer's
contingenccy coefficientt (the result of
o Cramer's contingency coefficient weere equal to
0.052836, what can be interpreted as a weak relatio
onship betweeen tested variaables) based
on which results
r
the nulll hypothesis cannot be on the level of significance
s
5 % adopted
and adopteed must be thee H1 hypothesis talking abo
out the interdependence betw
ween tested
variables. From
F
the Figure can be seeen, that whilee companies which
w
are situuated in the
village as the most frequent orrienntation the environmenta
e
al protection, companies
situated in the city state the inovation and sustanabile growth.
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Table 2: The relationshiip between thee most frequen
nt orientation of the agriffood company
and the plaace where it iss situated (cityy, village)
f
store is
Plaace where the food
situatedd
City
Village
7
21
10
1
6
12
1
5
9
11
3
9

The most frequent
f
orientaation of food stores
Environmennt protection
Sport and heealthy lifestyle
Innovation and
a sustainablee growth
Health and safety
s
of emplooyees
Communicaation
Developmennt and human resource
managemennt

9

Number of organizations

TC = 16.054
1
Source: Reesults of the reesearch

25
20
15
10
5
0

3

Together
28
16
17
20
12
12

CV = 11.07

21

7

12
2

10
6

9
5

11

9
3

8
3
city
village

Thee most frequent orientation
o
of ag
grifood entities

Figuree 4: The relatiionship between the most frrequent orienttation of the aggriffod
companny and the placce where it is situated (city,, village)
Source: Results of thee research
In response to the evaluuation of the question
q
regarding to reasonns for the intrroduction of
social respponsibility in agrifood
a
entitiies, was subseequently veriffied the interddependence,
respectivelly the indepenndence between the chooseen answer andd the size of ffood store´s
sales area, which has been evaluatedd with the usee of Pearson'ss chi-square teest (Table )
and Crameer's contingenccy coefficientt (the result off Cramer's conntingency coeffficient was
equal to 0.05215501,
0
w
what
can be interpreted
i
ass a weak relaationship betw
ween tested
variables). Based on thhe results of both
b
mentioneed tests, it caan be stated, that the H0
hypothesiss must be on thhe level of siggnificance 5 % rejected andd adopted musst be the H1
hypothesiss talking abouut the interdeppendence betw
ween tested vaariables. The rrelationship
between teested variabless is also reflected in the Fiigure , from which
w
it can be seen, that
while com
mpanies whichh are situatedd in the villag
ge mostly staate as the reason for the
introductioon of CSR the
t
increase of customers´ satisfaction and conceern for the
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environmeent, companiees which aree situated in the city staate the conceern for the
environmeent, increase of customers´ satisfaction
s
an
nd the reductioon of costs.
Table 3: The relationnship betweeen the reaso
ons for the introduction of social
responsibillity and the pllace where thee agriffod com
mpany is situatted (city, villaage)
Place wh
here the food sttore is situated
City
y
Village
10
0
7
0
1
14
4
21
19
26
6
0
TC = 9.685 CV = 9.488

The most frequent
f
orientaation of food stoores
Cost reducction
Public eduucation
Increase cuustomer satisfacction
Concern foor the environm
ment
Increase inn reputation

Together
17
1
35
35
11

Number of organizations

Source: Reesults of the reesearch
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3
2
25
2
20
1
15
1
10
5
0

26
21

19
14

7

10
6
1

cost
reduction

0

0

public
education

village
city

con
increase
ncern for increaase in
reputtation
customer
the
s
satisfaction
env
vironment

Size of
o the sales area

Figuure 5: The relaationship betw
ween the reaso
ons for the intrroduction of social
responnsibility and thhe place wheree the agrifood company is situated
s
(city, village)
Source: Results of thee research

Conclusiion
New approoaches bring great
g
benefitss to companiees, of which thhe most impoortant is the
overall coompetitive addvantage. Unndoubtedly CSR
C
is cleaarly inspiringg corporate
governancee and manageement at the dawn
d
of the tw
wenty-first cenntury. The new
w approach
to sustainaable business is
i a commercial opportunity
y. The alternattive is a businness risk.
In practicee, this means thhat companies that have ad
dopted the conncept of CSR ddeliberately
set high ethical standdards. They also try to minimize neegative impaccts on the
environmeent, maintain and
a care aboutt their employ
yees. For entitty this brings oopportunity
to differenntiate it from
m the compettitors, becom
me a requesteed business ppartner and
attractive employer.
e
The researrch found thhat the most targeted areaa of CSR is environmentt protection
followed by
b health and safety of empployees and on
n the third impportant place iis sport and
healthy liffestyle. We caan confirm thhat consumers patronize thee company beecause they
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see personal benefits from the CSR initiatives and because the initiatives resonate with
their own values.
We can formulate one important recommendation for the practice in the area of CSR - in
future, public pressure will be so strong that all companies will be forced to respect and
apply all the principles arising from the concept of CSR. It can be stated that consumers
are becoming more sophisticated and they buy product when expecting more than
functional benefits. In addition to factors such as price and quality, they take also ethical,
social and environmental criteria into account.
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