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The concept of corporate social responsibility has grown from the perception
of CSR as a philanthropic action in order to meet the needs of public members to
systematically pursued activity and intensive interaction with stakeholders based on
social, economic and environmental interests with the aim of long-term sustainable
economic development and raising of public welfare. There is still no generally
accepted definition of corporate social responsibility. Corporate social responsibility
remains an evolving and multifaceted, concept created by society. On the basis of the
accomplished analysis of corporate social responsibility concept development, in the
thesis CSR 1is defined as an enterprise’s daily activity based on the social,
environmental and economic responsibilities, conditioned by the intense interaction
with stakeholders, with a view to long-term economic development and to increase
community welfare. CSR is a long-lasting process, the formation of which may take
the enterprise’s whole lifetime. Depending on the time and business environment
alteration, the nature and the number of socially responsible initiatives are changing,
but the needs and importance of CSR implementation remain. The implementation of
corporate social responsibility should include the integration of all three CSR
elements into the day-to-day activities of business and should be realized in both
levels, and the results shall be evaluated in the context of their synergies. Delgado et
al. (2012) and Porter et al. (2007) pointed out that competitiveness at a micro-level
depends on the interaction of four major micro-economic business environment
quality determinants groups, i.c. demand conditions, terms of factors, enterprise’s
strategy, structure and competitors, related and supporting sectors and its competitors.
General development of these factors creates fundamentals for the development of
micro-economic welfare, enabling national enterprises to gain and maintain
competitive advantages, useful for the countries in which they operate. The
implementation of CSR elements, i.e. environmental, economic and social
responsibilities, has an impact on the development of business strategy and
management processes, on the quality of human capital resources, on the increased
demand of production, on the development of related and supporting sectors, and on
the effectiveness of natural resources use. The positive impact on competitiveness
factors determines the greater implementation of CSR elements.
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TEHEBASA DKOHOMMUMKA B YKPAUHE
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TeHeBasgs SKOHOMHKA B YKpaumHE — 3TO pe3yJbTaT CUCTEMHOIO Kpu3Hca
SKOHOMUKHU. TeHeBas 3KOHOMHMKA B YKpauHe 3HauutTelbHa — oOkoino 40% ot
opunmansHoro BBII. Haubosiee koppyMOHpPOBAHHBIMU SBISIOTCS YUYPEKICHUS H
opraHu3anuu ['0CaBTOMHCIIEKIUHU, TAMOKHU, MUJIUIIUU U HAJIOTOBOW MHCIIEKIIUH.

TeHeBas 3KOHOMHMKA BKJIIOYAET B CEOSl BCIO AKOHOMHUYECKYIO NIE€ATEIbHOCTD,
KOTOpas M0 KaKUM-JI100 MPUYMHAM HE YUUTHIBAETCA OQUIMATBHON CTATUCTUKOM

OgHuM W3 THABHBIX MOCIEACTBUM TEHU3AIMM HIKOHOMHKHU  SIBIISETCS
nedopmaisi  HamoroBod cucrembl. OHa TMPOSIBISIETCS B HEPAaBHOMEPHOCTU
OTpaciieBOM HAJIOTOBOM HAarpy3KH U COKPAILEHUU PacXO0B OI0KETA.

CouunanpHO-TIOJUTUYECKUMU TMPUYMHAMHU KUBYYECTH TEHEBOM SKOHOMUKH
SBJISIFOTCSL:

- BO-TIEPBbIX, HECTAOMIBHOCTH OJUTHYECKON CUTYalluu B Y KPauHeE;

- BO-BTOPBIX, HEIOOIIEHKA OOIIECTBEHHOMN OMACHOCTH CYIIECTBOBAHUS TEHEBOM
YKOHOMMUKU;
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