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KOPMOPATIBHAA COLIMANIbHAA OTBETCTBEHHOCTb
MOSMTUKA YCTONYMBOCTH

PEMYTALIMA NPEANPUATIAA

3BOMOLINA NOTPEBUTENA

KPUTWYECKOE MOTPEBNEHWE

/i3MeHeHWe coLmManbHO-3KOHOMUYECKOH CUTya-
LIMK B MUPe NOBAEKNO 3a CO60M U3MEHEHWe noBee-
HUS NoTPebUTENENn, KOTOpbIE CTAHOBATCA BCe 6onee
BHMMaTENbHbI KaK K CaMiM TOBapaM W yciyram, Tak
U K JedTenbHOCTU NpeanpusTMi. YTobbl ocTaBaTb-
€Sl KOHKYPEHTOCMOCOOHbIMA Ha PbIHKE, KOMMNaHWK
JOMKHbI pa3pabaTbiBaTb HOBbLIE MOMMUTUKM W CTpa-
Ternun, CTPEMACh YA0BNETBOPSATL 3anpockl BCEX 3a-
MHTEPECOBaHHbIX CTOPOH. B cTaTbe xapaKTepuaytot-
€Sl UBMEHEHUS NOTPEBUTENLCKOrO NMOBEAEHNS M UX
B/IWSIHWE Ha AEATENbHOCTb U NONUTUKY OpraHnU3aLnit.
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Bausinve NOIMTUK KOPNoOpaTUBHOM
coLHaNIbHOW OTBETCTBEHHOCTH

M YCTOUYMBOCTH

Ha NOTpeoUTeNIbCKHE PeLUeHHUn

BTequme MOCNeAHNX AeCATUNETUN
PbIHOK MpeTepnen raybovaiwve
M3MEHEHNS, aKLeHTbl CMECTUIINCD C PbIHKA
NpofaBLa Ha PbIHOK MOKynaTens. Takoe n3-
MEHEHMe MO3BOAUIO MOCTABUTb B LIEHTP
JKOHOMUYECKON CUCTEMbl He mnpeanpu-
ATUE, KaK 3TO ObINO paHblue, a NoTpebuTe-
N5, PAaCCMaTPUBAEMOTO, C OHON CTOPOHBI,
KaK aKTUBHBI 3KOHOMUYECKUN CYyObeKT,
HaZleNEHHbIN ONpefeneHHbIMU 3HaHUAMY,
XKenaHWAMN 1 NPeSNoYTEHUAMU, a C APYrol
CTOPOHbI, KaK YacTb 0bLiecTBa CO CBOMMU
LIeHHOCTAMU 1 nepexuBaHuamu. O6cTos-
TENbCTBA COLMANIbHO-IKOHOMUYECKOTO Xa-
paKkTepa MOATBEPXKAAKT 3HAaYeHVe NoTpe-
OuTeNs Ha COBPEMEHHOM PbIHKE:

® oBbIlEHNE YPOBHA GnarococTos-
HUA HEN30EXHO MPUBOAMT K U3MEHEHWIO
XU3HEHHOTO CTuna oblectBa — JOCTYn-
HOCTb HGOMbLUMX SKOHOMUYECKIX PECYPCOB
MO CPaBHEHMIO C MpoWbIM MobyXaaeT
noTpebutenen UcKatb NPOAYKTbI W YCiy-
Iy, CNOCOGHbIE YAOBNETBOPUTH HE TOJb-
Ko ¢u3nonornyeckre noTpebHOCTH, HO W
noTpe6HOCTM 6oniee BbICOKMX YPOBHEN.
YnoBneTBOpss BCe YPOBHU NOTPeOHOCTEN,
noTpebuTenb BUAUT B TOBAPaX U yCNyrax He
TOMbKO UX QYHKLIMOHANbBHYIO CTOPOHY, HO U
NCUXONOTNYECKWI 1 COLMANbHbIN CMbICHT;

® pacTeT UHGOPMMPOBAHHOCTbL NOTPE-
OuTeneli, KOTOpble BOCMUTLIBAOT B Cebe
«yMHOe noTpebneHuer. Mpexage yem co-
BEPLIUTb MOKYMKY, NOTe6UTENMN 3aHNMAKOT-
¢ cOOpPOM, COMOCTABNIEHVNEM U OLEHKOW
KaX[oro ee BapuaHTa;

® noTpebuTeNnb WLLET 3STUYECKYID CO-
CTaBNALYI0 B MOBCELHEBHON paboTe
npeanpuATUA — LEHHOCTY, KOTopble 3a-
CTaBNAT GUPMY AENCTBOBATb B MHTEPECaX
BCEX PYNM 3aMHTEPECOBAHHBIX CTOPOH W
oblecTBa B LenoM. Tak Bblpaxaerca 3a-
WKMTa NPUHLMMOB CMNPABEANMBOCTY, MPO-
3PaYyHOCTU» 1 B3aUMHOCTU. Takum 06pa3zom,
npeanpuATUEe JOMKHO rapaHTNPOBATh:

1) ycTaHOBNEHWE paBHOBeCWst B MpO-
rPaMMUPOBAHNN 1N PA3AEeNeHUn UHBECTU-
LIMIA C LieNbo COKPaLLieHNs 3aTpaT, NoBbiLle-
HUA KauyecTBa, YIyUlleHns YCIOBUA TPyaa,
CHVKEHMSA YPOBHSA LieH (MPWHLMN cnpaBeg-
NINBOCTN);

2) pacnpocTpaHeHne uHbopmaumm o
LEATeNbHOCTU MPegnpuATAs U MPUHATHIX

peleHusx; HanaXwuBaHne KOMMyHMKaLu-
OHHOTO MOTOKa Kak BHYTPU, TaK 1 BHe Opra-
HU3aLMK C LeNblo UHGOPMMPOBATL NOTPe-
buTeneil 0 KayecTBe U XapaKTePUCTUKaxX
TOBapa W MPEAOCTaBUTb MHbOPMALMIO,
[OCTaTOYHYI0 AnA CPABHEHWA C TOBapamui
KOHKYPEHTOB (MPUHLMM «NPO3PaYHOCTUY);

3) BOBNeueHMe Kak COTPYAHNKOB, TaK 1
KNMEHTOB B TEUEHME BCETO MPOLIECCa pea-
nn3auyun ToBapa (MPMHLMN B3aUMHOCTMY,
obotofHOCTH).

CobntogeHre faHHbIX NPUHLMMOB MO-
MOraeT MpeanpuAaTAio CAeNaTb ero npep-
noxeHue anddpepeHLpPoBaHHbIM OTHOCK-
TENbHO JPYrux CyObEeKTOB, OnepupyroLmnx
Ha PbIHKE, 1 TEM CaMbIM MONYYUTb BaXKHOE
KOHKYPEHTHOE MperMylLecTBO, TakK Kak
peyb UAET O LIEHHOCTAX, KOTOPbIM KIMEHT
NprcBavBaeT GOMbLUYI0 3HAYMMOCTb MpPW
Bbl6OpE [6].

B cBA3M C COLMANbHO-3KOHOMUYECKN-
MW U3MEHEHVSIMU 1 C TEUEHUEM BPEMEHN
M3MEHWIICA TaKXKe NMOAXOA K PbIHKY. [laneko
He BCerga MapKeTUHr Obll OPUEHTUPOBaAH
Ha noTpebuTens n Ha 6narococTonHNe 06-
wecTBa. MapKeTWHr npoLuen yepes Takue
$asbl, KaK OpUEHTALMA Ha NPOU3BOACTBO,
Ha MPOJYKT, Ha PbIHOK, 1 TONbKO C HeAaB-
HEro BPEMEHN MAPKETVHT CTaj CoLuanbHO
HanpaBNeHHbIM, OTMeYast Bce bGonee BO3-
pacTaloLni NHTEPEC K 3TUKE U COLMalb-
HOW OTBETCTBEHHOCTM npeanpuAata [9].
AKTVBUPYA HOBbIN PbIHOYHbIA MNOAXOH W
OpMEHTALMI0 HAa  COLMANbHO-3TUYECKNI
MapPKeTUHI, HeobXoAuMO TaKke pPaccMo-
TpeTb CneaytoLe GeHOMEHDI:

KopnopamueHas coyudsabHas om-
semcmeeHHocme (Corporate Social Respon-
sibility - CSR), cdokycrpoBaHHas Ha BO3-
OENCTBAN LEeATENbHOCTM NPEANpUATAS Ha
COLMANbHYI0 CPey U NX OLIEHKE;

KopnopamueHaa coyuasbHas 80c-
npuumyugocme (Corporate Social Respon-
siveness), choOKycMpoBaHHas Ha ynpas-
NeHNK NpoLieccamyt, HanpaeneHHbIMU Ha
BbISIBNIEHNE 1 OCO3HAHME 3anpOCOB BCEX
CTENKXONAEPOB;

amuka 6u3Heca, CHOKyCHPOBaHHaA
Ha yrnybneHUM OpraHM3auMOHHbIX LieH-
HOCTEl, Ha KOTOPbIX OCHOBaHA MONUTMKA
NpeanpuATUSs, coBragaowas ¢ noTpebHo-
CTAMM 0bLeCTBa.



Impact

of Corporate Social Responsibility
and Sustainability Policies
on Consumer Decisions

Forthe recent decades the market has
undergone profound transforma-
tions having switched the main focus from
seller’s market to buyer’s market. This grad-
ual change placed consumer in the center
of economic system but not company as it
was before at this regarding consumer, on
the one hand, as an active economic sub-
ject having particular knowledge, wishes
and preferences, and, on the other hand, as
a part of a society with its values and feel-
ings. A number of social-economic circum-
stances prove the significance of consumer
in today’s market:

e increase in welfare inevitably leads to
the transformation of the society lifestyle -
access to greater economic resources com-
pared to the past makes consumers look
for products and services which can satisfy
not only physiological needs, but also the
needs of higher levels. Through satisfying
the needs of all levels the consumer under-
stands not only functional side of products
and services, but also their psychological
and social context;

o growth of consumers’awareness who
foster the sense of “intelligent consump-
tion” Before buying anything consumers
gather information, compare it and evalu-
ate every alternative thoroughly;

e consumers’search for ethical element
in companies'routine functioning - the val-
ues which make the firm act in the interests
of all stakeholders and society as a whole:
protection of the principles of fairness,
transparency and reciprocity. In this way, a
company must guarantee:

1) equilibrium in planning and alloca-
tion of investments to reduce costs, in-
crease quality, advance working conditions
and decrease prices (the principle of fair-
ness);

2) distribution of the information about
the company’s activities and decision-mak-
ing process, improvement of communica-
tion both within and without an organiza-
tion in order to let consumers know about
the quality and characteristics of a product
and give enough information for consumer
to compare the company product with
competitor's (the principle of transpar-
ency);

3) involvement of both the employees
and the clients during the whole process
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of the product realization (the principle of P> Maria S. MENSHIKOVA

reciprocity).

Meeting the listed requirements ena-
bles the company to differentiate its supply
compared to other subjects operating in
the market, and in such way gain an impor-
tant competitive advantage for the reason
that it addresses the values which are high-
ly respected by the client when he or she
makes his/her choice [6].

Due to the social-economic changes
the approach to market has also evolved.
And by no means always the marketing
has been oriented to consumer and society
welfare. Marketing has gone through such
stages as: production orientation, product
orientation, market orientation and only
recently it has become socially oriented,
emphasizing the company’s increasing in-
terest in ethics and social responsibility [9].
In terms of a new market approach and
orientation to social-ethical marketing it
is also necessary to consider the following
phenomena:

Corporate social responsibility (CSR)
which is focused on the company’s impacts
on social environment and their evaluation;

Corporate social responsiveness fo-
cused on the management of the processes
which target identifying and perceiving the
demands of all stakeholders;

Business ethics focused on deepening
the organization values that the company
policy is based on and that match society
needs. The synthesis of all mentioned di-
rections may be called the corporate social
policy process. In addition, it is worth paying
attention to the concept of environment
protection that plays a substantial role in
shaping company policy at the current
stage of economic development.

Company social responsibility is evolv-
ing along with the new idea of market or-
ganization that combines the interests of
its participants and where company opera-
tions are closely linked with ethical, social
and ecological aspects. Modern enterprise
is aimed not only at gaining profit, but also
at creating high quality products and servic-
es, satisfying consumer needs, finding po-
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Changes in social-economic situation worldwide
trigged the changes in consumer behaviour with con-
sumers paying even greater attention to both goods/
services and company activities. To retain competi-
tiveness the companies need to develop policies and
strategies focused on adaptation to the new market
conditions and satisfaction of all stakeholders’ de-
mands. In the article the author analyzes changes in
consumer behaviour, their impact on the organiza-
tion’s activity and policy.
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CuHTe3 BCeX BblLUENepeunceHHbIX Ha-
NpaBfEHNn MOXHO Ha3BaTb KOpNopamus-
HbIM COUUAbHLIM NOIUMUYECKUM Npoyec-
com (Corporate Social Policy Process). Takxe
CTOUT 00PATUTb BHUMAHME HA KOHLENLWIO
3alKTbl  OKpYXalollen cpepbl, KoTopas
1rpaet BaxHyto posib B GOpMMPOBaHNM No-
NNTUKN NPEANPUATIA Ha 3Tane COBPeMEH-
HOFO 3KOHOMMNYECKOTrO Pa3BUTHA.

CounanbHas OTBETCTBEHHOCTb Npea-
NpUATUA pPa3BMBAETCA BMeCTeé C HOBOM
Maeei YCTponcTBa pbiHKa, KOTOPbIA 06b-
e[UHAET NHTEpechbl BCEX ero Cy6beKkToB 1
Ha KOTOpPOM OYHKLMOHMPOBaHWE npef-
NPWATWA BCTYNAET B TECHYIO B3aMOCBA3b C
3TUYECKIM, COLIMAMNbHbBIM 1 SKONOTUYECKIM
acnekToMm. Lienbto coBpemeHHOro npeanpu-
ATUA ABNAETCA He TONbKO MONyYeHne npu-
OblNM, HO W CO3[aHNE BbICOKOKAUYECTBEH-
HbIX NPOAYKTOB W YCNyr, YAOBNETBOPEHME
notpebHocTen noTpebuTenen, NOUCK Ho-
BbIX K/IMEHTOB, OROOPEHNE CO CTOPOHDI
coumyma 1 BKnaj B pa3sutue obllectsa B
Lenom. IHBeCTLMK, HanpaBneHHble Ha pe-
nyTaLmio, STUYECKUI KoLieKC opraHu3aLmu,
BKNa[l B GnarococtosiHue obuiectsa — BCE
3TO OCHOBa ANA CO3[aHUA KOHKYPEHTHOrO
npenmylLecTsa 1 6naronpuaTHoro obpasa
Ha pblHKe. Ha 3Tane coBpeMeHHOro pbiHOY-
HOrO Pa3BUTUA ANA NPeANPUATUI, KOTOpble
XOTAT OCTaBaTbCA KOHKYPEHTOCMOCO6HbI-
MW, Mano NPOCTO [eiCTBOBaTb B pPaMKax
3aKoHOJaTeNbCTBa, HE0OXOANMO Ha L0bpo-
BOJIbHOW OCHOBE CO3AaBaTb W Pa3BKBaTh
TaKuMe LIEHHOCTW, KaK YenoBeUYeckuin Kanu-
Tan, counym, okpyxatowas cpega [1].

PacnpocTpaHeHue Takoro nogxopa K
3KOHOMMKE TPaHCPOPMMPOBANO NOTPedu-
TeNA 13 NacCUBHOrO CybbeKTa B aKTUBHOTO,
006M1afaoWEro 3HAHWUAMU 1 MHPOPMALIMEN,
B MOTPEOUTENS-NNYHOCTD, NOTPedUTens-
rpagaHnHa cO CBOMMK MNOTPeOHOCTAMM
NO3HaHMA METOLOB MPOW3BOACTBA TOBa-
poB 1 ycnyr. Ytobbl npocnefuTb 3BOMOLMIO
noTpebuTens, Mbl MOXEM PasfennTb 3TOT
NPOLECC Ha HECKONbKO 3TarnoB, B TeueHue
KOTOpbIX NOTpebutenb  AeMOHCTPUpYeT
NPOrPecCUBHbLIA POCT 1 OCO3HaHME CO6-
CTBEHHbIX MPaB, UHTEPECOB, OXWUAAHWIA B
OTHOLLEHUW KaK MPOAYKTOB U YCIyr, Tak U
BCEr0 KOMMEKCa AeATeNbHOCTY Npeanpu-
ATUA HE TONbKO NOA YINIOM XapaKTepUCTuK

TEXHONOTMM NPOK3BOACTBA M KauecTBa Npo-
OYKLMK, HO W 330CTPUB noTpebuTenbckoe
BHMMaHMe Ha Taknx acnekTax, KaK ycnosus
TpyAa v BAMAHUE [eATeNbHOCTY OpraHu3a-
LIMIA Ha OKpYy»KatoLLyto cpegy (Tabn. 1).

OTBETCTBEHHOCTb, KOTOPas NPOABNAET-
€A Ha COBPEMEHHOM PbIHKE, HE HOCUT NINLUb
VHAVBUAYanbHbI XapakTep, a 3aTparmeaeT
BCex ueHoB 06LecTBa, Ha ypPOBHe Kak Nno-
Tpebutenei, Tak n NnpeanpuATMiA. Mostomy
MpW ONUCaHUN CoLManbHbIX AUHAMUK BCer-
pa pAagom ¢ obLecTBOM Mpow3sBoguTenei
cTouT 06LecTBO noTpebuTtenei, Kotopble
VIMEIOT OrpOMHOE BIWAHME 1 UrpaloT aK-
TUBHYIO POfb B Pa3BUTUN HOBbIX TEHAEH-
LM pbiHKa.

B aKkTyanbHOM PbIHOYHOM KOHTEKCTe
peLueHnA O MOKyMKe Bonblue He NPUHUMA-
I0TCA NMOJ BO3AENCTBMEM PbIHOYHBIX CUL.
MoTpebuTenb Kak akTUBHbIA CyObEKT Mo-
AenupyeT CBOWN BbIGOP CaMOCTOATENbHO, a
TakXe BNMAET Ha NpeAnoXeHue TOBapOB
W YCNYT, Ha Hero HampasneHHbIX. [lencTau-
TeNbHO, B 3amMafHblX CTpaHax BCe uvalue
MOXHO BCTpPeTUTb noTpebutenbckoe no-
BefieHe, oLeHMBaloLLee He TONbKO QYHK-
LIMOHaNbHble XapaKTepUCTVKK, npucylume
MPOAYKTY, HO 1 STUYECKYI0 COCTaBNAIOLLYIO
1 Apyrne HeocAsaemble (intangible) xa-
paKkTepucTKu. Kputmnueckoe, oTBeTCTBEH-
HOE, 3KONOrnYecKn YncToe notpebneHve,
dopmbl  6OIMKOTa, TpyNMbl COAMAAPHOTO
notpebneHna — BCE 3TO NNWb HEKOTOpble
npumMepbl NOTPedUTENbCKOrO NoBefeHNA,
Bce 6onblue pacnpocTpaHAWMecs CPeam
rpaxpaH. Ml peub naet He o Bo3BpaLleHnm
B MpoLoe Wiy npeaBapuTeNbHOM «3a-
KpbITUW» ANA OnpefeneHHbIX BWUAOB MO-
TpebneHna, a 0 NOUCKe HOBbIX MyTel, No-
TpebuTenbCknX Mogeneil, COBMECTUMbIX C
3alMTOl OKpY»XKaloLlen cpedbl 1 NpUpoa-
HbIX PeCcypcoB, YCIOBUI TpyAa COTPYAHU-
KOB NPeanpuATWIA, MeCTHbIX COOBLLECTB 1
TeppuTopuii, a B 6onee obLMX TepMUHaX
- 0 HEPaBHOAYLWINW K HEPABEHCTBY MEXAY
CeBEepPOM 1 I0TOM MaHETbI, 3aLLnTe SKOCK-
cTembl 1 6yayLeMy HOBbIX MOKONEHNIA.

Wtak, notpebutenb-rpaxpaHnH He nc-
nonb3yeT 6osbLLe TOBapbl 1 YCIYr TONbKO
B WHCTPYMeHTaAbHOW MaHepe [NA yAoB-
neTBopeHnA camoro cebs, a CTaHOBUTCA
JMLOM, KOTOPOe C MOMOLbIO MPaKTHKM

Ta6nunya 1 — 9Bonoymnsi notpebutens (6]

Tun notpebutena

Onuncanue

I'|0Tp96|/|Ten b-Nonb30Batesb

Mmeet €AVHCTBEHHYIO ONLMI0 NpoTecTa

MoTpebutenb-KnueHt

Vimeer cBo6oay BblbOpa

MoTpebuTenb-rpaxaaHuH

He Tonbko moxer BblﬁpaTb MeX Ay anbTepHaTBaMK, HO U NPeTeHAYeT Ha
0CBEOMJIEHHOCTb 0 NpoLecce NPoU3BOACTBA

MoTpebutenb-nuyHOCTb

He Tonbko NPUHUMAET peLleHne 0 NOKYNKe, HO U NPETEHAYET Ha yBaXKeHue,

NOANBHOCTB, 3260TY 06 OKPyXatoLLeit Cpefie U COTPYAHMKAX NPeANPUATHIA

noTpebneHna yyactByeT B CO3[aHUU HO-
BbIX COOOLLECTB, K KOTOPbIM NPUHAANEXNT
M C KoTopbIMU npeHTUOUMUMpyeTca. Peub
MAeT o HoBbIx TpWby (tribl), ocHOBaHHbIX
Ha onpefjeneHHOM BufeHWe npoLecca no-
TpebneHws [9]. Takve n3meHeHUs B NoBese-
HUW KIIMEHTOB HE MOT/IN He OTPa3nTbCA Ha
CTpaTernax NpeanpuAaTWiA, NOJUYNHEHHDBIX
HOBbIM TPEBOBaHMAM CO CTOPOHbI NOTpe-
6uteneit. C fpyroit CTOPOHbI, PacTyLynii
BeC NOTPedUTENbCKOrO MHEHUA Ha PbIHKE
ABNAETCA MPUUYMHON  PacnpOCTpaHeHUs
noTpebuTenbcKmx accoumaL i (oTaensl no
3alwuTe npas notpebuTens u ap.), KOTopble
VIMEIOT OFPOMHOE BAVAHKE Ha SKOHOMIYE-
CKue cyObeKTbl.

MoTpebutenbckue accoumauum moryt
UrpaTth ABOWHYIO POJb Ha PbIHKeE:

© N0 OMHOWeHUID K hpednpusmusam
— BO3[eCTBME C MOMOLLbIO KaMMaHWii ©
VHULUMATUB C LENblo  OPUEHTUPOBAHWA
NpeanpuATUA Ha NpPefoCTaBfieHne [OCTo-
BepHON UHbOPMaLMK 06 STUYECKUX YCNO-
BMAX, @ TaKKe O BAMAHWM MPOW3BOACTBA
1 NPOAAXM TOBApPOB U YC/Yr Ha COLMYM 1
OKpyXatoLlyto cpeay;

© N0 OMHOWEHUIO K 2pAX0aHAaM — Npo-
[BUXeHNe 06pa3oBaHUA U OCBELOMIIEHUA
notpebuteneil B pamkax TeMaTvK W WH-
cTpymeHToB CSR, B 0CO6EHHOCTU CCbiNasch
Ha KpuTMyeckoe noTpebneHue Kak pac-
NPOCTPaHEHKe Cepbe3HOTO U 0CO3HAHHOTO
nopxopda, NCNonb3ya AaHHbli NHCTPYMEHT
B LienAx BblpaXeHWA CBOUX OMUAAHUN W
NpeAnoYTeHN, @ He Kak dopmy paspyLun-
TeNbHOro U He060CHOBAHHOTO NpoTecTa [6].

Yto6bl 0CTaBaTbCA KOHKYPEHTOCMOCO6-
HbIMW 1 COOTBETCTBOBATb 3anpocam HOBO-
ro pblHKa 1 HOBOW NOTPebUTENbCKON Napa-
QMrMe, NpeanpuATUAM Heobxofrma HoBas
OpraHu3aLMoHHasA MONUTUKA U KynbTypa,
KOTOpas PacrnpoCTPaHAETCA Ha Tak Hasbl-
Baemyto supply chain, Bkniouyas npAmMbIX
1 KOCBEHHbIX MOCTaBLIMKOB, CO CTOPOHbI
KOTOpbIX B CBOIO OYepefib TaKkke 3amnpallu-
BaeTCA coLManbHas 1 3Konornyeckas Kop-
PEeKTHOCTb MpoLecca MPOW3BOACTBA, TaK
Kak AnA KOHeYHOro noTpebutens BaKHO,
yTobbl BCE OPraHK3aLMOHHbIE MOAUTUKN
(B TOM uncne 1 cHabxeHwe) COOTBETCTBOBA-
1IN 3TUYECKUM HOPMaM.

[leatenbHOCTb KaXgoro npeanpuaTus
3aBWCUT He TONbKO OT TOro, YTO OHO Npef-
naraeT Ha PblHKE, HO U OT penyTauum, Ko-
TOpYI0 OHO MMeeT. PenyTauma BKIOYaeT B
cebs cnefytoLLme KOMMOHEHTbI, TECHO CBSA-
3aHHble Mex gy coboi [6]:

® CMOCOBHOCTb  NPeAnpUATAA  Bbi3bl-
BaTb YBaXKeHWe U JoBepue K cBoell Aes-
TENbHOCTY;

® 3pPEeKTUBHOCTb CTpaTerin U Kaue-
CTBa PYKOBOACTBA;



tential customers, earning respect from the
society and generally contributing to the
society development. Investments made
to enhance reputation, ethical code of an
organization, contribution to the society
welfare represent the basis for getting com-
petitive advantage and projecting positive
image in the market. At the current stage of
the market development for the enterprises
that wish to retain competitiveness it is no
longer enough to operate within legislation,
it is necessary to volunteer to establish and
develop such values as human capital, com-
munity, and environment [1].

Spreading such approach widely to the
economy has transformed consumer from
passive into active subject that possesses
knowledge and information, into consum-
er-individual, consumer-citizen with cor-
responding needs of learning the meth-
ods for producing goods and services. In
order to track consumer evolution we can
divide this process into several stages dur-
ing which the consumer has demonstrated
progressive growth and realized his or her
own rights, interests, expectations concern-
ing both products/services and the entire
complex of enterprise’s activities not just
from the perspective of characteristics of
production technologies and product qual-
ity, but also have been paying meticulous
attention to such aspects as working con-
ditions and organization’s impact on the
environment (Table 1).

The responsibility observed in today’s
market is not of individual character, it in-
volves all society members at both the con-
sumer and enterprise levels. That is why in
description of social dynamics the society
of producers is found side by side with the
society of consumers which exerts power-
fulimpact and play a meaningful role in the
development of new market tendencies.

In current market context the decisions
about purchases are no longer being taken
under the influence of the market powers.
The consumer is behaving as an active sub-
ject and modelling his or her choice inde-
pendently affecting the supply of goods
and services targeted at him/her. Indeed, in
Western countries there can be increasingly
noticed the consumer behaviour which as-

sesses not only functional characteristics
inherent in the product, but also elements
of ethics and other intangibles. Critical, re-
sponsible, ecologically friendly consump-
tion, forms of boycott, groups of solidarity
in consumption are just a few examples of
consumer behaviour which is spreading
among citizens. And what is meant here is
not returning to the past and proactively
rejecting consumption of particular goods,
but looking for the new ways, consump-
tion patterns that are compatible with the
protection of environmental and natural
resources, employees'rights for good work-
ing conditions, existence of local communi-
ties and territories and generally emphasiz-
ing that a consumer is not indifferent to the
North-South inequality, ecosystem protec-
tion and the future of later generations.

In this way, a consumer-citizen no long-
er uses goods and services only in instru-
mental manner to satisfy his/her needs, but
becomes an individual that through con-
sumption practice participates in creation
of new communities that he/she belongs to
and indentifies him/herself with. This refers
to “tribt” (communities) which are based
on a particular vision of consumption pro-
cess [9]. Such changes in customer behav-
iour cannot but have affected enterprises’
strategies which have surrendered to the
new consumer requirements. On the other
hand, growing importance of the customer
opinion in the market is the reason behind
the spread of consumer associations (De-
partments for consumer rights protection
and others) that have a great impact on
economic actors.

Consumer associations may play a dual
role in the market:

e in relation to the enterprises - they in-
fluence firms through different campaigns
and initiatives motivating them to provide
true and reliable information about ethical
conditions as well as about the influence of
sales and production of goods and services
on the society and environment.

e in relation to the citizens - they pro-
mote consumer education and increase
people’s awareness within the frames of
themes and tools of CSR, particularly re-
ferring to the critical consumption mean-

Table 1 — Consumer evolution [6]

Consumer type

Characteristics

Consumer-user

With the sole protest option

Consumer-client

Has freedom of choice

Consumer-citizen

Able not only to choose between alternatives, but also claiming for being aware of
the production process

Consumer-individual

Able not only to take decisions about the purchase, but also claiming for respect,
loyalty, company’s environmental concern and care of its employees.

Economics « Management e Marketing

ing serious and conscious approach to
purchasing goods, so in this way using this
tool to express the expectations and prefer-
ences, but not as a form of destructive and
unreasonable protest [6].

To remain competitive, meet the de-
mands of the new market and comply
with the new consumption paradigm en-
terprises need new organizational policy
and culture which also cover supply chain
- direct and indirect suppliers - that are
asked to maintain social and environmen-
tal correctness of their production process,
for the reason that for the end consumer it
is essential that all organizational policies
conform to the ethical norms.

The activity of every enterprise de-
pends not only on what it offers to the mar-
ket, but also on the reputation it enjoys. The
reputation includes the following elements
closely connected to each other:

e emotional appeal - the ability of an
enterprise to inspire respect and establish
trust to its activities;

o efficiency of the strategy and leader-
ship qualities;

e financial activity and gaining profits;

e goods and services;

e working conditions - the level of the
employees’ specialization and compliance
with working norms;

e social responsibility - attention to the
environment and society [6].

In the situation when all groups of
stakeholders are engaged into the assess-
ment of an enterprise, organizations should
supply them with reliable and timely infor-
mation about their activities which is nec-
essary to take decisions and make a free
and conscious choice. That is why during
the purchase the consumers must be well-
informed of all the impacts the company’s
activities have on the environment and
must be able to track those impacts from
the product/service design to waste recy-
cling (problems of faulty products, packag-
ing recycling and others). In turn enterpris-
es should be disposed towards obtaining
information from the consumers, adjusting
their business to consumers’ expectations.

Organizations that have embarked on
this will have to inform all groups of stake-
holders (especially consumers) about their
social performance that characterizes their
brand and builds organization’s image in
the market using “social’ reporting (social
balance, quality certificates and marketing
communications). Socially responsible en-
terprise, therefore, adds to their goods and
services some intangible characteristics at
ethical level. A consumer inspired by his
own values and informed with the help of
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SKOHOMUKa ® MeHexMeHT ® MapKeTuHT

Ta6aunua 2 — OCHOBHbIE TUIMbI KOMMYHUKaLMW NPEANpUSTUS

Tun KOMMYHUKaLMK

Onucanue

BHyTpeHHMe KOMMYHUMKaLun

BoBneueHue COTPYAHUKOB KOMMAHUM — MEPUOLNYECKUE BCTPEYM Ana
03HAKOMAEHUA C LIENAMI NPEANPUATAA U JOCTUTHYTBIMU PE3ynbTaTamin;
NPOLECC PACMPOCTPAHEHIS OPraHN3aLMOHHOI KyNbTYpbl

KommyHukaumn, HanpasneHHble Ha
0CBeZOMAIeHIe 0 IPOU3BOACTBE TOBAPOB
W yCnyr ¢ fONONHUTENbHORA 0CO6EHHOI
NoTPe6UTENbCKOI LEEHHOCTBIO

CooTBeTCTBME NOTPEOHOCTAM NOTPebUTENEIl C HEKOTOPBIMM OTKNOHEHN-
AMU U HeJOCTaTKaMIn

Yuactue B u3HM 06LiecTBa

I'IonapKM, CNOHCOPCTBO, COLManbHaA pekiaMa, MapKeTUHroBble Kamna-
HUW, HanpaBNeHHble Ha NOMOLLb 06mechy

/HpopmmpoBaHme 0 MpoxoxaeHm aT-
TecTaLum unm cepTuuKaLIm KauecTsa

CepTiuduKaThl KauecTsa NPOAYKLMM 1 NPOU3BOACTBA, KOPPEKTHAA Nepe-
paboTKa OTX0/10B M YNAKOBKM TOBAPOB

My6nuKaLma HeKoTopbIX AOKYMEHTOB

ITUyecKuii KOBEKC, IKONOMYECKMii 1 COLManbHbIA 6anaH, KoTopble C03-
JA10T HEOOXOAMMbIE YCIIOBHUS 415 GIArONPUATHOTO STHYECKOro KKMaTa W
[0BEPUA KaK BHYTPU OPraHin3aLyy, TaK U B OTHOLIEHUSX C APYTAMM 3a-
WHTEPECOBAHHbIMY CTOPOHAMM

Tabnnuya 3 — PopMbl NPOSBAEHNUS KPUTUYECKOIO NOTPe6eHUs [4]

Tun notpebutenbckoro Bbibopa

Tunonorus npoaykTa u Bbl60pa, CBA3AHHOrO0 C HOTpEﬁl’IEHVIeM

Motpebnenue MpomyKTbl C 3KONOTMYECKUM COAEPMKAHUEM (<3eeHble TOBApbI»):
bronpogykTbl;
MPOAYKTHI, He 3arpA3HAIOLLMe OKpYXaloLLylo cpeay;
MPOAYKTbI € HU3KVM YPOBHEM BO3LEIICTBINA Ha OKPYKatoLLyIo Cpepy
MpomyKTbI KyNbTYPHO-COLUANBHOTO COREpXKaHNA:
MPOAYKLMA CONMAAPHOIA, YECTHOI KOMMeEpLIK;
3THUYECKaA NPOAYKLMS;
TUMUYHAA (MeCTHaA) NPoRyKLMA
JTNYECKI1e MHBECTULN.
(oumanbHo 3HaYMMbIii MapKETUHT
0tKa3 ot notpebnenua boiikoT (konnekTBHaA Gopma Bbibopa).
MpozyKTbI HexenatenbHoro notpebnexya (MHAVBMAYaNbHbI Bbi6op)
[pyroit Bblbop (okpaLLieHve ypoBHA noTpednexus.

HOBTOPHOE UCNoNb30BaHIe TOBAPOB.

PE)ITI/IJ'I U3aumna matepranos

® DMHAHCOBaA [EeATeNbHOCTL W MOny-
yeHue NpmobLIK;

® TOBapbl U YCNyru;

® YCNOBUA TPYAa — YPOBEHb CrneLunani-
3aUMn COTPYAHUKOB W cobMofieHne HOPM
Ha pabouem mMecTe;

® CoLManbHas OTBETCTBEHHOCTb — BHU-
MaHVe K OKpy»KaloLLen cpefe 1 0bLiecTsy.

B Takol cuTyaumm, Korga Bce rpynmnbl
CTeXonaepoB 3aHNMaIOTCA OLIEHKOW Npeg-
NpUATUA, OpraHM3aLnKu LOMKHbI Npeno-
CTaBNATb UM [JOCTOBEPHYIO 1 CBOEBPEMEH-
Hy0 MHbOPMaLMIO O CBOEN AeATENbHOCTH,
HeobXoauMyl0 ANs MPUHATUA PeLeHns |
OCyLecTBNeHNA cBOOGOAHOrO U OCO3HaH-
Horo Bbibopa. MosTomy noTpebutenu npw
COBEpLUEHNN MOKYMKM AOMKHbI ObiTb OC-
BEIOM/IEHbl O BO3[ENCTBMU BCEX BWIOB
[eATENbHOCTU MPeanpuATUA Ha OKpYyXa-
IoLLY0 Cpedy, HauMHaA C NPOEKTUPOBaHMA
npoayKuun/ycnyr 1 3akaHumBas nepepa-
60TKOI 0TX0A0B (MpPobNEMbI, CBA3aHHbIE C
Opakom TOBApOB, peyTUiM3aLyeil YNakoB-
Kn 1 gp.). NMpeanpuatia B CBOK ouepedb

JOMXHbI OblTb MPefpacrnonoXeHbl K BOC-
NPUATUIO NHPOPMALIMM CO CTOPOHBI CBOUX
noTpebuTeneil, cornacys CBOW AeATeNb-
HOCTb C X OXUAAHUAMM.

OpraHuszaumam, cregyiowym no 3To-
My nyT¥, HeobXOAMMO cCoobWaTb BCeM
rpynnam crteiixongepos (B 0Co6eHHOCTU
noTpebuTenam) o CBoeil coumanbHoil ges-
TenbHocTK (social performance), Kotopas
XapaktepusyeT 6peHg W co3gaeT obpa3
OpraHM3auny Ha pbiHKE C MOMOLbIO CO-
CTaBNEHUA  «COLMANbHOW»  OTYETHOCTN
(coumanbHblin 6anaHc, cepTdrKaTbl Kauye-
CTBa U MapPKETMHIOBble KOMMYHUKaLuK).
CoumanbHO OTBETCTBEHHOE NpeanpuATye,
TakMM 06pa3oM, HaMoSHAET CBOV TOBapbl 1
YCNYryi HeOCA3aEMbIMU XapaKTePUCTUKaMK
Ha 3TNYeCKoM ypoBHe. [oTpebuTens, BLOX-
HOBJIEHHbII CBOMMMW COBCTBEHHBIMU LIEH-
HOCTAMM 1 MHPOPMMPOBAHHDIA HOBBIMU
VHCTPYMEHTaM1 KOMMYHMWKauun (Tabn. 2),
WLLET NPOLYKT, KOTOPbIE COOTBETCTBYET €10
MPeANoUYTEHNAM,

CoBpeMeHHble noTpebuTen Bce 60Mb-
LUe HTepPecylTCA BONPOCaMu 3TUKM B NPO-
Llecce NPUHATMA pelleHns O NMOKyrKe, Bce
6onee BaXHbIMW CTAHOBATCA TaKue napa-
METpbI, KaK KauecTBo, 3ab0Ta 06 oKpyato-
Len cpefe, coumanbHaa OTBETCTBEHHOCTb
N yBaXeHWe K COTPyAHMKaM npeanpu-
ATvn. lMocnepgcTBvem [aHHOrO WMHTepeca
ABNAETCA MNOTPebuTeNbCKoe MOBEAEHNE,
OXapaKTEPU30BaHHOE KaK «KPUTUYECKOEY,
«3TNYECKOE» U «OTBETCTBEHHOEY. [ToTpebtu-
TeNb, TaKUM 06pa3om, 0bpaLLaeT BHUMaHWe
Ha MeTofbl NPOM3BOACTBA U PacnpocTpa-
HEHWA TOBApOB, a TaKXe Ha ¢asbl MOCT-
notpebneHna (Hanpumep, nepepaboTKa
ynakoBkw). B 1abn. 3 npeactaBneHbl 0CHOB-
Hble TUMbI KPUTNYECKOTo NOTPEOEHNA Kak
MeTOoAbl BO3AENCTBUA NOTpebuTeneil Ha fe-
ATENbHOCTb U NONIUTUKY OpraHun3aLmu.

B T0 e Bpems XoTenocb 6bl OTMETUTD,
UTO CYLLECTBYIOT HEKOTOpble COMHEHWA B
NpeanpPUHNMATENbCKON YeCTHOCTU B OT-
HoweHumn CSR, B BOCTOBEPHOCTM N UCTUH-
HOCTW MHdOpMaLMKM 06 OCyLLEeCTBRAEMbIX
npeanpuaTuamm mHuumateax. Lubin u
Esty B Harvard Business Review (2010) oxa-
pakTepu3oBanu TepMuH sustainability Kak
HOBbI MeraTpeHa. OHY OTMEeYaloT TOT daKT,
uto GONbLWIKHCTBO PyKOBOAMTENEN pac-
CMaTPMBAIOT NONTUKY COLManbHOW OTBET-
CTBEHHOCTU 1 3aLLUTY OKpY»KatoLleil cpefbl
KaK KOHKYpPEHTHOe NperMyLLecTBO U Aaxe
KaK OfMH 13 CNoco6OB BbKMTb Ha PblHKe
[8]. OTciopa BO3HMKAET NOJO3peHue, YTo
HEKOTOpble OpraHM3aunMu pacnpocTpaHs-
I0T HeJOCTOBEPHYI0 MHOPMALMIO 1 CO3[a-
I0T NMOBOAbI ANA CoobLeHn B mass-media
00 MCnonb30BaHWM HOBbIX KOHLIENLIMIA B
CBOEN AeATeNbHOCTY NNLLb )15 TOTO, YTOObI
0CTaTbCA KOHKYPEHTOCMOCOOHBIMU 1 CO3-
AaTb 6GnaronpuATHLIN UMWUEX B rNasax 06-
LWECTBEHHOCTU 1 noTpebuTtenen, He uUmen
C HUMK HUYero obuiero 1 He npuberas K
HUM B [ENCTBUTENBHOCTU. TaKM 06pasom,
HeKOTOpble NPeanpPUATMA paccmaTpuBaloT
HOBbIE 3KONIOrMYEeCKNe 1 CoUManbHble UHU-
LMaTyBbI LWL C LeNbIo NPVBIEYEHNA BHIA-
MaHWA BCeX rpynn CTenxonaepos, 1 noTpe-
6uTtenein B ocobeHHOCTH, 3a60TACH NWLLb
0 CBOEM 3KOHOMMYECKOM Gnarononyumu,
TEM CaMbiM CTUMYNMpya noTpebutenen K
notpebneHnio M cosaaBas ¢$eHOMeH Tak
Ha3blBaeEMOro «CBEpXMnoTpebneHus» (over-
consumption), KoTopoe B CBOIO oYepegb
CO3[aeT BCE HOBble COLMaAbHbIE 11 SKONO-
rnyeckune npobnembl, a He peLlaeT ux.



Table 2 — Main types of enterprise communications

Type of communication

Description

Internal communications

Involvement of the company employees — meetings arranged from time
to time to familiarize company employees with the company aims and
performance; the process of spreading organization values and culture

Communications aimed at the growth
of consumer awareness about production
of goods and services with extra customer
value

vantages

Responsiveness to the consumers demands that indicated some disad-

Participation in the life of the society

Gifts, sponsorship, social advertising, marketing campaigns that provide
assistance to the society

Communications about getting quality
approval or certification

Certificates of production and products quality, appropriate waste and
packaging recycling

Publication of some documents

Ethical code, environmental and social balances that create necessary
conditions for favourable ethical climate and trust both within and with-
out an organization

Table 3 — Forms of critical consumption [4]

Type of consumer choice

Typology of the product and the choice connected with the consumption

(Consumption
hio-products;

Products with environmental concern (eco-friendly products):

products not polluting the environment;
products with small impact on the environment

Products with cultural and social content:
the products of solidary and fair commerce;
typical (local) products

Ethical investment.
(ause Related Marketing

Rejection of consumption

Boycott (collective form of choice).
Products of undesirable consumption (personal choice)

QOther choice
Re-utilization

Reduction of consumption.

the new communication tools (Table 2) is
looking for a product which fits his or her
personal preferences.

Modern consumers are increasingly in-
terested in the issues of ethics while taking
the decision about the purchase. Such pa-
rameters as quality, environmental concern,
social responsibility and respect for the en-
terprises employees are becoming more
and more important. This results in the type
of consumer behaviour characterized as
“critical”, “ and “responsible”. Thus, a

|Il

ethica
consumer pays attention to the methods
of production and distribution as well as to
the phases following the consumption (for
example, packaging recycling). The Table 3
lists main types of critical consumption pre-
senting them as the techniques how con-
sumers may influence organizational policy
and company activities.

Having considered the social-economic
changes in the enterprise activities and
policy, marketing orientation, the role of
consumers we can conclude that there are
some doubts about entrepreneurial fair-
ness in terms of CSR, company initiatives,
and reliability and verity of information pro-
vided. David A. Lubin and Daniel C. Esty in

Harvard Business Review (May, 2010) char-
acterized the term “sustainability” as a new
megatrend. They pointed out the fact that
the majority of executives regard the policy
of social responsibility and environmental
concern as a competitive advantage in the
market and even as one of the ways how to
survive in the market [8]. This leads to the
feeling that the information released by
organizations is not trustworthy and com-
panies just create coverage opportunities
to speak about the new concepts in their
behaviour only in order to remain competi-
tive and maintain a good image for their
customers and society not actually having
anything in common with that and not
resorting to them in reality. Hence, some
companies consider new environmental
and social initiatives only as a way to draw
attention of all groups of stakeholders (es-
pecially consumers) and take care just of
their economic well-being thus motivat-
ing people to consume more what gener-
ally leads to the phenomenon of overcon-
sumption which in turn causes new social
and environmental problems but does not
solve them.m
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