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The conducted research of CSR as a competitiveness factor in an economic
downturn confirmed the CSR influences on competitiveness through its determinants
in an economic downturn.

On the basis of complex empirical research results it can be said that CSR
implementation ensures a “license to operate”, i.e. to compete in the market, to
compete with major competitors in the business sector, during different periods of the
economic (business) cycle for socially responsible companies.

With reference to the model of corporate social responsibility as a
competitiveness factor, businesses can assess their realizable socially responsible
initiatives and their influenced competitiveness indicators, compared to indicators of
their competitors/business partners.

Based on the model, competitiveness indicators of individual sectors, industries
and even firms of different countries can be compared. Enterprises’ competitiveness,
conditioned by their realizable socially responsible activities, and changes in its
indicators time-wise could be assessed by stakeholders, and that should encourage
companies to actively declare implemented CSR initiatives.

That would encourage the development of CSR ideas and practice. Business
and society are highly related. Socially responsible business has a positive impact on
solving relevant public problems and the public interest for responsible business
growth. The implementation of social and environmental responsibilities does not
reduce the importance of main business responsibility, i.e. economic responsibility,
or the significance of the main purpose of businesses, i.e. to aim for profit. A
successful and responsible business guarantees the successful development of
society. Essentially, CSR is a guarantee of competitive business, competitive society
and a competitive State. Severe competition in the market enforces companies to look
for new sources of competitiveness. To society, as to companies, looking ahead, CSR
initiatives will be more beneficial if the sources for competitiveness are increased.
CSR promotes a responsible attitude in business, society and the environment that
shows what we are today and what we want to be in the future. Sustainable
enterprises mean a sustainable State.
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BUKOPUCTAHHA METOAY CEKTOPIB
JJIA OHIHKHU MOTEHIIAJIY HNIAIIPUEMCTBA

Kocapesuu A.B.
Hayxosuii kepienux: /{ocadaiino A.B., k.e.H., 0oyenm
Xapxiscbkuil HAYiOHATLHUL ABMOMOOLILHO-00POICHIU YHIBEpCUMEem

VY cydJacHMX €KOHOMIYHUX yMOBaX MIANPUEMCTBA BCE OUIbIIE AKIEHTYIOTh
yBary Ha JIarHOCTHIIl BJIaCHOTO ToTeHmiany. OIIHKY MOXJIMBOI Bimjgayi Bij
BKJIAJICHOTO KaIiTally MPOBOMASTH, BUXOJIAYM 3 TIEBHOTO PIBHS BUKOPUCTAHHS
NOTeHIlaTy Tpuadannx abo HaBHUX PECYPCIB.

AJle He 3aBXIUM MOXKHA 3 JIOCTaTHHOK BIPOTIHICTIO BU3HAYMTH HAWBHUIILY
BIJIJa4y MPU CKIAAHINA CYKYIMHOCTI B3a€MOJIIOYMX €JIEMEHTIB, TOMY L0 y JaHOMY
BUITAJIKy MOBa M1 PO BpaxXyBaHHS iX B3a€MOBIUIMBY, B3a€MOJOIIOBHCHHS Ta 1HIIIMX
MOA10HUX SIKOCTEH.
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