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Abstract

The importance of socially responsible practices in the area of: market, natural environment, socie-
ty, employees is growing. Business is more and more involved in the implementation of sustainable
development goals. The aim of the article is to present the results of research on the issue of corpo-
rate social responsibility in the field of entrepreneurship of small and medium enterprises in Poland
and Turkey. The detailed objectives of the conducted research are: - the level of knowledge of entre-
preneurs from the SME sector on CSR, - recognition of the approach (differences and similarities)
to the implementation of CSR solutions in the surveyed enterprises. The research covered enterpris-
es of the SME sector in Poland in the Masovian voivodeship and Turkey in the Mediterranean
region. The article is a contribution to further research on the relations of CSR strategies condi-
tioned by the historical and cultural differences of both countries. In the SME sector, the strategy is
still little known. Entrepreneurs are more and more often implementing CSR solutions specific to
their strategies, thus benefiting from specific benefits. Factors such as: strengthening the brand’s
reputation, attracting and retaining talented employees, increasing efficiency, meeting society’s
expectations, protecting the natural environment, creating new business opportunities are high-
lighted. as: increased trust in the company on the market, energy saving, employment of better
quality human capital, improvement of economic results.

Keywords: Social Responsibility, Sustainable Development, Culture, Ethics.
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KOBI'lerin Kurumsal Sosyal Sorumluluk Rolii:
Tiirkiye ve Polonya Ornegi

Oz

Sosyal sorumluluk tasiyan uygulamalarim énemi: Pazar, dogal cevre, toplum, ¢alisanlar biiyiiyor.
Is siirdiiriilebilir kalkinma hedeflerinin uygulanmasinda giderek daha fazla yer almaktadir. Maka-
lenin amaci, Polonya ve Tiirkiye'deki kiiciik ve orta dlgekli isletmelerin girisimcilik alaminda ku-
rumsal sosyal sorumluluk konusu ile ilgili arastirma sonuclarimt sunmaktir. Yapilan arastirmanin
ayrintilt hedefleri sunlardir: - KOBI sektoriinden KSS konusunda girisimci bilgi diizeyi, - Ankete
katilan igletmelerde KSS ¢oziimlerinin uygulanmasima yaklagimn (farkliliklar ve benzerlikler)
tammmast. Arastirma, Polonya’daki KOBI sektériiniin Masovian voyvodaliginda ve Tiirkiye'de
Akdeniz bolgesindeki isletmelerini ele almigtir. Makale, her iki iilkenin tarihsel ve kiiltiirel
farkhiliklar: olan KSS strateji iligkileri hakkinda daha fazla avastirma yapilmasima yardimct olacak-
tir. Girigimciler, stratejilerine 0zgii ¢oziimlerini gittikce daha ¢cok uygulamakta ve boylece belirli
faydalardan faydalanmaktadirlar. Bu konudaki cesitli faktorler: markamn itibarim giiclendirmek,
yetenekli calisanlar1 cezbetmek ve elde tutmak, verimliligi artirmak, toplumun beklentilerini
karsilamak, dogal cevreyi korumak, yeni is firsatlart yaratmak, sirkette piyasada artan giiven, enerji
tasarrufu, daha kaliteli insan sermayesi istihdami, ekonomik sonuclarin iyilestirilmesi.

Anahtar Kelimeler: Sosyal sorumluluk, siirdiiriilebilir kalkinma, kiiltiir, etik
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Introduction

In recent decades, a number of changes and innovative socio-economic
approaches have appeared. The marketization of the economy and then
Poland's accession to the European Union has influenced changes in all
areas of life. The entire change process related to the EU Common Policy
also initiated a debate on new business models and paradigms. Signifi-
cance has gained the issue of sustainable development and social re-
sponsibility in the activities of various organizations.

In 2015 during the UN General Assembly there were adopted 17 Sus-
tainable Development Goals, (SDG) allocated for the years 2015-2030
(Envision2030).

In Poland, in the context of sustainable development and CSR we are
not in the fore front, but there were changes in the absorption of the new
rules. They are visible in many fields, especially in the area of relations of
employers with employees, the ways of building a competitive ad-
vantage by the companies and gaining credibility in the local communi-
ties (by investing in the development of local communities, the activity
in the field of education as well as more and more apparent patronage of
culture and commitment to sport) (Stawicka, 2015).

The development of the concept CSR (Corporate Social Responsibil-
ity), due to the country’s historical and cultural background has been
following a path somewhat different in Poland then in Western coun-
tries, from which international enterprises considered leaders in sustain-
able management originate. Similarly, in Poland, in compared with Tur-
key, the development of the CSR concept dates back to the time of acces-
sion to the European Union. With the fact that Poland has been an EU
member since 2004. Whereas the establishment of relations between Tur-
key and the European Union (EEC) took place in 1963. In 1987, the gov-
ernment in Ankara applied for the admission of Turkey to the EEC,
which was rejected. However, it was only in 1999 that Turkey obtained
the status of an EU candidate. Since 2005, the country has started acces-
sion negotiations, the date of which will be completed by adapting Tur-
key's internal law to the Community in thirty-three negotiation chapters.
Most of them concern the sphere of the economy directly and indirectly.
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As in Poland, when it participated in the accession process, in EU-
Turkey relations the Accession Partnership program is being implement-
ed. Turkey is the beneficiary of various assistance programs under the
Instrument for Pre-Accession Assistance.

In the contemporary form CSR appeared in Poland but in Turkey in
similar time. CSR its connecting (appeared) with international corpora-
tions that transferred their standards and culture to local branches, im-
posing certain criteria upon their business partners.

The aim of the article is to show the changes and good practices in
CSR on the Polish and Turkish market. CSR activities relate to business
strategies for sustainable development. CSR is also interested in ethical
systems in business. The article discusses the issues of historical ethical
conditions in both countries. Differences and similarities in CSR strate-
gies will be shown in both countries. Attempts were made to observe
whether companies' actions towards CSR are the pursuit of a resource-
efficient economy that is more environmentally friendly as well as more
competitive. Do countries strive for sustainable development through
CSR? How the CSR strategy is implemented in the areas of: market, soci-
ety, natural environment, employees? The article is a contribution to
further research on the determinants of ethical systems as an element
shaping the economic system towards the development of socially re-
sponsible business strategies.

Materials and Methods

The study concerned the opinion of entrepreneurs on the concept of CSR,
its scope and application of the principles of social responsibility. The
research was carried out in January and February 2018. It covered 110
micro, small and medium-sized enterprises conducting economic activi-
ty in Poland in the Masovian Province and the Mediterranean region of
Turkey. The study was conducted using a diagnostic test, and the basic
research tool was a questionnaire addressed to the surveyed entities. The
study contains an overview based on literary documents and the au-
thors' own experience. In the total number of respondents 110 (58 com-
panies from Poland and 52 companies from Turkey) were dominated by
men (55% Poland and 72% Turkey), women entrepreneurs accounted for
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45% in Poland and 25% in Turkey. The sample was dominated by small
and medium enterprises (86%). Respondents were in the age group of
30-45 years, it was 50% of entrepreneurs from Turkey and 34% from Po-
land. Over 60% of entrepreneurs from Turkey and 47% from Poland had
a high level of education. Respondents were selected randomly.

1. Opinions on Corporate Social Responsibility in Poland

Corporate Social Responsibility is a concept enabling to manage a com-
pany by taking into account wider interests of the company’s social envi-
ronment. The literature gives many definitions of the term, which often
differ significantly. The popular definition of the European Commission
perceives CSR as a concept whereby companies integrate social and en-
vironmental concerns in their business operations and in their interac-
tions with their stakeholders on a voluntary basis. Given the develop-
ment of the idea of CSR it is necessary to unify standards used and ad-
just them to the needs of not only the largest corporations but small and
medium enterprises and other institutions, including government agen-
cies and non-governmental organizations, as well. This duty was taken
up by the International Organization for Standardization, which in 2004
commended work over a draft standard including guidelines relating to
social responsibility. The process ended in 2010, when ISO 26000 was
published. It treats CSR as the organization’s responsibility for the im-
pact of its decisions and actions on the society and the environment
throughout transparent and ethical behavior, which:
- contributes to the society’s sustainable development, health and
prosperity;
- takes into account expectations of stakeholders;
- is consistent with applicable law and the international standards of
conduct;
- isimplemented and practiced in the whole organization!.
Speaking of CSR in Poland, one should keep in mind that it is a coun-
try with a relatively young market economy, that has been evolving only
since 1989. Previous experiences, associated with decades of communist

1 https://www.pkn.pl/informacje/2012/11/konferencja-dotyczaca-normy-pn-iso-26000
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rule, have largely determined the character of Polish entrepreneurship,
and how society perceives the role of private sector.

CSR in Poland still applies mainly large enterprises, most of them
with the share of foreign capital. Since 2007, a Ranking of Responsible
Enterprises is published a list of largest companies operating in Poland,
assessed in terms of the quality of Corporate Social Responsibility man-
agement. The firms participating in the Ranking are audited for CSR
criteria. In total, more than 880 good practices gathered in CSR reports
were analyzed — Responsible Business Forum (FOB) Report, Responsible
Business in Poland in 2011-2016 (Fig. 1).

Fig.1. Number of good practices in CSR areas according to ISO 26000 in companies
preparing social reports of good practices on the Polish market in 2011-2016

900 - —
800 -
700 - 72
Social involvement
600 - and local
community
— development
500 - H Consumer issues
400 -
7 & B Commercial
300 - g practice
8 .
200 Environment
1
1 0
100 / 4
M Practice in
0 workplace

2011 2012 2013 2014 2015 2016

Source: Own compilation based on [Raport Odpowiedzialny ... 2011, 2012, 2013, 2014,
2015,2016].
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The information presented in figure 1 shows that interest in carrying
out socially responsible activities in all areas of responsibility according
to the ISO 26000 Standard is growing. The greatest number of practices
has emerged in the following areas: social responsibility and develop-
ment of the local community, workplace practices and the environment.
According to the guidelines contained in PN-ISO 26000: 2012, social re-
sponsibility and the development of the local community are an essential
part of sustainable development. The greatest number of practices was
most often related to charity and philanthropic activities, educational
campaigns, socially involved marketing, health prevention, entrepre-
neurship development, creation of workplaces, competence develop-
ment, social innovation and social investment. Likewise, the number of
practices in the field of environmental protection has increased. The ac-
tivities related to biodiversity, eco-building, eco-efficiency, pro-
environmental programmes or eco-products.

A very important driving force of CSR development in Poland is the
first stockmarket index in this part of Europe, launched in 2009, based on
enterprises identified as socially responsible- the RESPECT index.
Curently it is composed of a 28 companies, verified in terms of observ-
ing the corporate and information order, as well as environmental, social
and labour standards?.

In Poland, the approach and awareness of corporate responsibility is
gradually changing. Corporate Social Responsibility was once consid-
ered as an element of reputation and risk management. Today, CSR is
recognised as an important driver of social innovation and long- term
value creation. It is becoming one of the most dynamic and challenging
subjects corporate leaders are facing and one of the most important chal-
lenges shaping the future of world.

Today, some of the barriers to sustainable growth, such as climate
change, demographic change or ageing populations, can only be over-
come with help of social innovation. As a result, it is increasingly seen as
a proces and strategy to solve some society’s most dificult problems.
Nevertheless, taking into account the scope and urgency of these chal-

2http://www.odpowiedzialni.gpw.pl/spolki?ph_main_content_start=show&ph_main_content_arti_id=11
05, data aktualizacji 29.12.2017.
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lenges, business acting on their own can only have a limited impact. The
company with CSR stategy operate profitable through mainstreamed
responsibility and transparency, and innovate solutions for the planet
and its people, in close cooperation with all stakeholders.

2. Opinions on Corporate Social Responsibility in Turkey

The concept of Corporate Social Responsibility introduced in the litera-
ture by Howerd Bowen's "The responsibilities of the business man" idea
firstly and increasingly important in this period of globalization efforts
(Akmege, Cetin, Akmese, 2016). Corporate social responsibility idea de-
velop in the Turkish business World with the study of globalization and
international competition and With the influence of factors such as the
integration process with the European Union in Turkey.

Although structurally characteristic of Middle Eastern societies Turk-
ish business world according to working principles current requirements
with the scope of the liberalization and international trade enhancement
studies that started in 1980 (Tirker, 2008).

When examined in terms of corporate social responsibility, the most
striking characteristic of the Turkish society is the "charity" culture.
Charity culture based on volunteerism. The Turkish community has set
up foundations to work on meeting the needs of some disadvantaged
people. These foundations are supported by the primary purpose of ed-
ucational activities and sponsored by the students. One of the other im-
portant objectives of the Foundation's work is to ensure strong relations
between the companies and society (Akgeyik, 2005).

The corporate social responsibility activities had started in particular
under the leadership of multinational companies are reflected in the cul-
ture of charity, taking into account the social characteristics of the Turk-
ish society. This culture, from the work of establishing a modern art cen-
ter in a metropolis like Istanbul, to a school built in a rural Anatolian
city, also manifests itself in a wide range (Robertson, 2009).

The Turkish social culture has a fatalistic structure due to its Islamic
thought structure and it is characterized by its high priority such as a
large power distance, collectivism and downsizing of uncertainty. The
existence of large power distances increases the inequalities in society
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and these inequalities are tried to be solved by the charity activities of
large and interdependent family structures that collectivism requires. It
is expected that these studies will be solved by the leaders of the com-
munities (Ararat, 2007).

Corporate social responsibility activities carried out through non-
governmental organizations in developed societies but its expected
through charity culture and social relations in Turkey. Turkey have been
subject to constant restrictions about civil society and its activities due to
the military coups that he experienced during the 19th century. Howev-
er, with the efforts for democratization and participation in the European
Union, civil society organizations and companies are seen to increase
their contemporary corporate social responsibility activities (Ararat,
2007).

When we considered social, cultural and political characteristics in
Turkey, social responsibility activities appears to be shaped around two
basic principles. The first of these; the development of institutional be-
haviors in the light of normative and ethical considerations; second one
is; risk management and protection of reputation studies in term of com-
panies. In this context, a non-governmental organization named "Private
Sector Volunteers Association" was established by a group of companies
in 2002 in order to improve the social responsibility behavior of the com-
panies (Akgeyik, 2005). Except this Corporate Governance Principles
which adopted by the OECD and including companies' corporate social
responsibility activities in 2003 turned into a necessity and adoption in
companies' applications by the Capital Markets Authority (Balaban, Ci-
cioglu, Okutan, 2012).

Corporate social responsibility activities in Turkey seems to be differ-
ent between multinational companies and family companies. The majori-
ty of firms are organized in the form of individual or family companies
in Turkey. Due to the characteristics of the management structures of
these companies, their activities also continue on an individual basis.
However, when we look at multinational companies, we see that corpo-
rate social responsibility activities in the modern sense and it is seen that
these companies are an example of family companies which are especial-
ly in the target of growth. However, corporate social responsibility activ-
ities in Turkey is developing under the European Union membership
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process to cover topics about European Union members share consumer
protection, environmental protection and fair competition (Robertson,
2009).

3. Socially responsible case of Polish and Turkish companies

On basis of surveys the awareness was assessed of the concept of Corpo-
rate Social Responsibility in the micro, small and medium enterprises
sector from the Masovia voivodeship (on sample of 58 enterprises). The
results were listed and compared with the result of the Turkish edition of
the assessment (on sample of 52 enterprises from the Mediterranean re-
gion).

Indeed in most firms assessed (62% in Poland and 53% in Turkey)
awarness of the CSR concept was declared, but further results of re-
search ay suggest a considerable variety of occurrences and activities
that are incluted by the assessed in the concept in question. A large part
of the assessed associate CSR with ethics in activities, perceived as re-
sponsibility for decision and actions taken, reliability, fairness, morality
or observing the rules of fair play (fig.1)

Fig 1. Awarness of the term corporate social responsibility
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Source: Own research.
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The CSR concept is salso often associated with practices at workplace,
and care for the natural environment. These domains have already be-
come evidently permanently engraved in the concept of corporate social
responsibility, at the same time offering the advantage that at proper
management they may bring tangible business profits.

The term ,corporate social responsibility” was familiar to 62% of
Polish companies and 53% in Turkey.

Most companies did not see any financial benefits resulting from the
implemented CSR principles. The relationship between the financial re-
sults of the company and the implemented CSR principles was noticed
by 36% of entrepreneurs from Turkey and 19% of entrepreneurs from
Poland.

The respondents indicated the diversity of defining the CSR issue in
practice (fig 2).

Fig. 2. Understanding the social responsibility of business issues by entrepreneurs
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Source: Own research.
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Generally, the entrepreneurs pointed to running the company in ac-
cordance with the principles of sustainable development, activities
aimed at protecting the natural environment. The benefits are noticed
much less often by representatives of micro businesses. Turkish entre-
preneurs have often described CSR in practice as a sponsorship and
charity. In Poland, CSR was analyzed in relation to employees. The re-
spondents additionally indicated: the ability to attract and retain the best
employees, improve management processes, easier resolution of conflicts
with neighbors, easier access to capital and a better business environ-
ment.

Social responsibilty in relations to market relations, was appreciated
the most in declarations by assesed enterprises. Figure 3 shows the
summed up answers, definitely important and rather important to the
question on the importance of individual areas of responsibility for the
future development of the enterprise. Responsibility in relations with
target market issues related to clients and comercial practices is im-
portant for over 60% of the surveyed (73% in Turkey).

Fig3. Responsibile market relations in Poland and Turkey

65% 66% 67% 68% 69% 70% 71% 72% 73% 74%

Responsible market relation

Source: own research.
Respondents, especialy from Turkey declared their very high level of

social responsibility in both commercial practices and in consumer is-
sues.
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Entrepreneurs have noticed that social involvement offers the possi-
bilities to develop new ideas, present one’s technologies, solutions and
products, to find and create new markets and even to create new busi-
ness solution. About 34 % of Polish respondents and as many as 43% of
Turkish are actively involved in the issues of local communities. Which
illustrates a profound gap on Polish SMEs side (fig 4).

Fig 4. Corporate community involvement and development of local community in
Poland and Turkey
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Almost 41% of surveyed enterpreuners in Poland and 43% in Turkey
accept the statement that their enterprise’s activities affect the natural

environment (fig 5)

Fig 5. Responsibility for natural environment in Poland and Turkey.
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Conntrary to the common opinion, the activity of each enterprise,
even the smallest one has a negative impact on the natural environment.
Therefore, all institutions should take up actions to minimise such influ-
ence. Here, the standard enumerates: the prevention of pollution, the
balanced use of raw materials, the reduction of climate changes, the pro-
tection and restoration of the nature. In the case of Polish and Turkish
entrepreneurs, the most important reasons for environmental protection
were mainly economic factors. Polish enterprises declared high energy
costs and the search for alternative energy sources. In Turkey, the entre-
preneurs pointed to the problem of water deficit.

The last analyzed area was practices at workplace. Best practices in
this respect should apply to relations with employees, working condi-
tions, social suport, social dialogue, health and safety, employee devel-
opment, training at workplace. That 51% of surveyed in Poland and 34%
in Turkey declared practices at the workplace as important element of
social responsibility (fig 6.)

Fig. 6. Practices at workplace in Poland and Turkey
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Source: own research.

What has the company ofered to its workers? In Turkey it was em-
ployee pension program declared (44% of answers). In Poland the entre-
preneurs declared activities based on: additional medical care for every
workers — 36%, flexible forms of employment (teleworking, flexible
working hours) — 58%, partial or full refund of cost of studying at uni-
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versities, postgraduate studies, courses which help to improve profes-
sional skills etc. — 18%.

On basis of research performed it may be concluded that SMEs often
operate in scope that is too small to trigger their equally deep interest in
all areas of CSR (Responsibile market relations, corporate community
involvement and development of local community, responsibility for
natural environment , practices at workplace). Developing one coherent
model of CSR for sector of small and medium enterprises is not possible.
Their diversity determinates the differences in needs, relations with en-
vironment.

The given enterprises must find its own approach to social responsi-
bility, closely associated with conducted activity, its place in given envi-
ronment and the market situation.

Conclusion

CSR is a multi-faceted phenomenon. The article is a contribution that
aimed at capturing various elements of CSR creation at various levels:
social, economic and political. In both countries, CSR was based on ethi-
cal systems and historical conditions. The political system and religion
were not without significance. In Poland, thanks to 14 years of function-
ing in the EU, CSR is at the stage of creating business strategies, CSR
innovations and building a competitive advantage. In Poland, since 2011,
CSR activities have been implemented in accordance with the ISO 26 000
standard, and since 2015 in accordance with the 17 goals of sustainable
development. The number of good CSR practices is increasing over time
and they are becoming more and more innovative. It can even be said
that CSR is an element conducive to the creation of CSR solutions.
However, in Turkey since 2005 and so far the country has started ac-
cession negotiations. In Turkey, CSR is at the volunteer stage. In Turkey,
CSR activities are more often implemented in the following areas: mar-
ket, natural environment, society, employees. However, corporate social
responsibility activities in Turkey are developing as part of the process of
membership in the European Union, covering topics related to European
Union members, such as consumer protection, environmental protection
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and fair competition. This approach was popular in Poland about 10
years ago.

The similarity in the development of the CSR concept is: the emer-
gence of international corporations. An increasingly popular concept is
in the area of employees, it concerns responsible companies in which
employees prefer to work. CSR activities increase employee productivi-
ty, positively affecting organizational commitment. Ecological innova-
tions take on meaning. Referring to the results of the concept of corpo-
rate social responsibility, we can say that this is a modern perspective for
Turkey. It is interesting that in Turkey one can also talk about the ap-
proach to CSR, which results from trends such as halal, eco-Islam and
green Muslim. The article is a contribution to further research related to
cultural differences and even ethical and religious systems as an element
shaping CSR practices in countries.

References

Akgeyik, T. (2005). The human research management dimension of cor-
porate social responsibility in Turkey: A survey. Journal of Aca-
demic of Business and Economics,V,V/1, 26-33.

Akin, A. Yilmaz, 1. (2016). Drivers of corporate social responsibility dis-
clasures: Evidence from Turkish Banking sector. Procedia Econom-
ic and Finance, 38, 2-7.

Akmesge, H. Cetin, H. Akmese, K. (2016). Corporate social responsibility:
A Comperative analysis of tourism and finance sector of G8
countries. Procedia Economic and Finance, 39, 737-745.

Ararat, M. (2007). A development perspective for corporate social re-
sponsibility: Case of Turkey. Access: www.researcgate.net/ pub-
lication/228220716.

Aslan, $. Sendogdu, A. (2012). The mediating role of corporate social
responsibilty in ethical leaders effect on corporate ethicial values
and behavior. Procedia Social and Behaviroal Science, 58, 693-702.

OPUS © Uluslararasi Toplum Arastirmalari Dergisi ¢ 1731



The role corporate social responsibility of SMEs : Turkish and Poland Case

Atakan Duman, S. Ozdora-Aksak, E. (2014). The role of corporate social
responsibility in online identity constuction: An analysis of Tur-
key’s banking sector. Public Relation Reviews, 40, 862-864.

Balaban, O. Cicioglu, F. Okutan E. (2012). A survey aimed at role and
importance of Nongovermental organization in the corporate so-
cial responsibilies. Procedia Social and Behavioral Science, 58, 1174-
1182.

Bazin M., Tapia, S.,(2014). Turcja geografia wschodzacej potegi, Dialog,
Warszawa 2014, s.128.

Drucker P,(1973). Management. Tasks, Responsibilities and Practices,
Harper and Row, New Year 1973, chapter 3.

Envision 2030: 17 goals to transform the world for persons with disabili-
ties,
www.un.org/development/desa/disabilities/envision2030.html
[accessed May 05. 2018]

Ersoy, I. Aksehirli, Z. (2015). Effects of perception of corporate social
responsibility an employer attractiveness. Research Journal of
Business and Management, 2(4), 507-518.

FOB (2010). CSR in Poland, Managers of 500 / CSR leader, Warszawa,
2010.

Gorkem, S.Y. (2014). Corporate communication in large scale organiza-
tions in Turkey: Structure and responsibilities. Public Relation Re-
views, 40. 859-861

Karaye, Y.I. Ishak, Z. Che-Adam, N. (2014). The mediating affect of
stakeholders influence capacity on the relationship between cor-
porate social responsibility and coporate financial performance.
Procedia-Social and Behavioral Science, 164. 528-534.

Ozdora-Aksak, E. (2005). An analysis of Turkey’s telecominication sec-
tor’s social responsibility practice online. Public Relation Review,
41, 365-369

Ozdora-Aksak, E. Ferguson, M.A. Atakan-Duman, $. (2016). Corporate
social responsibility and CSR fit as predictors of corporate repu-
tation: A global perspective. Public Relation Review, 42, 79-81

Poroy-Arsoy, A. Arabaa O. Ciftcioglu A. (2012). Corporate social re-
sponsibility and financial performance relationship: The case of
Turkey. The Journal of Accuanting and Finance Raport PARP

1732 ¢ OPUS © Uluslararasi Toplum Arastirmalar Dergisi



Ewa Stawicka - Hasan Bilgehan Yavuz

(2011), Ocena stanu wdrazania standardéw spotecznej od-
powiedzialnosci biznesu, Warszawa 2011.

Raport, Odpowiedzialny biznes w Polsce, za lata 2011, 2012, 2013, 2014,
2015,2016 Aktualizacja: 13.06.2016, 14:06

Robertson, D.C. (2009). Corporate social responsibility and different
stages of economic development. Singapore, Turkey and Ethio-
pia. Journal of Business Ethics. 88. 617-633

Rzeczpospolita, Publikacja: 13.06.2016, Na CSR firmy wydaja coraz
wigksze pienigdze. Korzystaja na tym pracownicy i lokalne
spotecznosci.

Selvi, Y. Wagner, E. Tiirel A. (2010). Corporate social responsibility in the
time of financial Crises: Evidence from Turkey. Amales Universi-
tation Apulensis Series Qeconomia 12 (1)

Stawicka E. (2015). Corporate Social responsibility in the SME sector. An
analysis of the key aspects and pillars of developing the CSR
strategy. In M. Rojek — Nowosielska, (Eds.). Social Responsibility
of Organizations Directions of Changed (pp. 172). Publishing
House of Wroclaw University of Economic, Wroctaw.

Tiirker, D. (2008). How corporate social responsibility influence organi-
zational commitment. Journal of Business Ethics. 89. 189-204.

Tiirker, D. (2009). Meosuring corporate social responsibilitiy. A scale
development study. Journal of Business Ethics. 85. 411-427.

Yilmazdogan, O.C. Segilmis, C. Cigek, D. (2015). The effect of corporate
social responsibility perception on tourism student intention to
work in sector. Procedia

Economics and Finance. 23. 1340-1346. https://www.pkn.pl/informacje/
2012/11/konferencja-dotyczaca-normy-pn-iso-26000

Kaynakga Bilgisi / Citation Information

Stawicka, E. & Yavuz, H. B. (2018). The role corporate social responsibil-
ity of SMEs : Turkish and Poland Case. OPUS —International Journal of
Society Reseraches, 8(15), 1716-1733. DOI: 10.26466/0pus.428346

OPUS © Uluslararasi Toplum Arastirmalart Dergisi ¢ 1733




