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ABSTRACT: 

 

Environmental and social issues draw increasing attention of business and investment circles all 

over the world. This research paper focuses on the importance of corporate social responsibility 

(CSR) within the hospitality and tourism industry. Over the recent several decades, the industry 

has observed significant changes in business environment that have stressed the role of 

corporate social responsibility. Recent researches have shown that CSR may determine a 

company’s long-term success and profitability. There are different approaches to explain the 

nature of CSR influence on the internal and external processes of the enterprise, which applies 

also to the hotel companies. The article examines the issues related to the best practices of 

socially responsible corporate behavior of the international and local hotel enterprises in the 

Croatian and Russian hotel sector representing different developing markets. Methodology 

includes desk research as a secondary research and quantitative method as a primary research. 

Quantitative method was conducted by distribution of questionnaires with major indicators of 

CSR amongst Russian and Croatian international, local and small family hotels with the aim to 

find out the implementation and challenges they face with CSR practices. Other methods are 

analysis and synthesis of collected data and research results. The companies included in this 

research have contributed more or less their efforts and resources in solving the environmental 

and social issues through their CSR policies which increases awareness of their brand. The 

comparison of the practice in two selected destinations was aimed to identify the common trends 
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and differences in CSR manifestation; both by local and international brands. The research 

results can be beneficial for the national authorities and local companies in the hospitality as 

well as tourism industry to indicate the best practices in CSR policies, idenitfy key concern areas 

to be focus of development of CSR management. 

 

KEY WORDS: corporate social responsibility, Croatia, Russia, international hotel chains, 

local hotels, Russia, socially oriented behavior, hotel brand, tourism and hospitality 

 

 
1. Introduction 

Corporate social responsibility is the topic that is engaging increasingly greater attention in 

business and investment services all over the world. Over the previous several decades, 

industries of different kinds have been facing sea-changes of business environment, these 

changes emphasizing the role of corporate social responsibility (CSR). A large body of research 

provides evidence that CSR may ensure a company’s long-term success and profitability when 

the company is able to meet competition and is a boon to society at the same time. There are 

different approaches that explain how CSR affects internal and external corporate processes and 

this makes it an important topic for hospitality and tourism industry, too.  

 

2. Literature review 

The notion of corporate social responsibility (CSR) according to Chander (1994), nearly hundred 

and fifty years ago and started to be in the spotlight in 50th (Frederick, 2006), CSR received 

numerous of definitions and explanations, reflecting relationship of a business and society 

(Bitchta, 2001). Most of the present day authors on CSR agree that businesses should maintain 

CSR practices in order to receive support from the investors and be roughly split into two broad 

groups. One group of authors focus mostly on the structure of CSR (Benson and Kirsch 2010; 

Welker 2014), another one is, focusing on CSR’s effects on the local communities, customers 

and other influence groups (Rajak, 2011).  

 

Although there is a view on CSR  as a business practice resulting mainly from global 

corporations activity and the local reaction to it the focus of attention of the research is now 

shifting into  SCR as a practice widely applied both by the global and local companies, being a 

tool  of  increasing the competitiveness on an enterprise. As today’s business practice shows, big 

corporations show their activities within the framework of corporate social responsibility in 

reports available to the public. Today there is a practice that companies provide opportunities to 

audit the information provided in such reports (Xavier, 2012). Nevertheless, a number of 

researchers have suggested that such corporate social reports do not so much reflect a successful 

impact on the company's stakeholders as they are aimed at window dressing (Adams, 2004; 

Clarkson et al., 2008, Lauer, 2003). It is noted that reporting on CSR, each company often reflect 

different aspects of it (Paul, 2008), which may show different focused practices, different CSR 

effectiveness, or different intents what to disclose. 

 

The largest number of publications describes best practices in relation to environmental 

protection (Ayuso, 2007; Bohdanowicz, 2007; Calaveras, 2003; IHEI, 2005). Very few papers 

deal with the practice of human resource management in the context of CSR (ILO, 2001), 

(Morimoto, Ash and Hope, 2005) (Bohdanowicz, Zientara and Novotna, 2011). At the same time, 



the SCR practice is not always revealed by hotels pursuing it (Merwe and Wöcke (2007). There 

is no unity about the importance of CSR practices and its reflection in reporting in present 

literature. Some of the authors reveal practices of CSR maintained formally as  for making 

“better image “ on the enterprise without real commitment  and not effectively enough.  

Despite all criticism, CSR practice importance is acknowledged both by the business community 

and on the governmental levels. This fully applies to Russia and Croatia. CSR is now supported 

both by international business and non-business organizations and by the governments. Croatia, 

being member of EU is subject of the 2015 EU legislation on non-financial reporting whereby 

large companies are required to disclose information on their environmental, labor, and human 

rights impacts (European union, 2014); of Russia CSR practices of business enterprises is both 

encouraged on the governmental level and business community level it is also expected to be 

pursued by the companies as viewed by customers, employees and the local communities.   

Although conceptual and empirical research on the emerging CSR reporting practices (Carroll, 

Archie, 2015) have received growing attention from researchers in Europe, regarding the hotel 

industry  both conceptual and empirical studies regarding CSR are not of a majority. One of the 

recent research related to Croatian companies including hotels, showed that estimation of 

parameters by the respondents is 3 and more on the scale from 1 to 5, which showed positive 

estimation of CSR practices by the majority of respondents (Gregoric, 2015).  

 

The focus of our research is to measure the awareness of the employees of the hotel enterprises 

in Russia and Croatia on the CSR practices. CSR practicing and disclosure is at the moment to 

more of less extent mandatory to the biggest  international  enterprises both in Russia and 

Croatia, while to the most of the business it is the issue mostly concerning the image of the 

company in the eyes of the stakeholders. Despite this fact as it was confirmed by this study, CSR 

practices are pursued by hotel companies and recognized not only by the top management of the 

company, but also by the front line employees.  

 

3. Research results  

 

This research focuses on the importance of corporate social responsibility and the key aspects of 

corporate social responsibility as perceived and recognized by in-house hotel staff (key staff). 

Particular research methodology has been developed so that it allows to examine the issues that 

relate to the best corporate behavior practice of the leading international and local hotels 

operating in Russian and Croatian markets.  

 

Research purpose and objectives were the following: 

- to discover the main trends and patterns in CSR of Russian and Croatian hotels;  

- to attain insight into the key aspects of CSR that receive or lack attention of Russian and 

Croatian hotels.   

 

The research tool selected was the quantitative analysis which primary focus is the response of 

respondents to a particular event. In our case, we have used a specific quantitative analysis 

method, i.e. survey of respondents about their satisfaction with the discovered CSR aspects in 

hotel business. The respondents filled out a questionnaire that was based on a discrete scale with 



descriptors and scores (the respondents were to rate their answers from 0 to 5 where 0 stood for a 

negative evaluation and 5 stood for a positive evaluation). The scope of the research covered 

Russian hotels (Moscow) and Croatian hotels (Zagreb) represented both international and 

Russian hotel brands. All hotels involved in the research were 4- or 5-star hotels located in the 

capitals that held guests who had come on business or vacation. Each hotel provided from 1 to 3 

respondents.  

 

Based on the analysis of the respondents on manifestation of CSR in a hotel practice as well as 

the review of previous research (Blinova et al., 2018), the following basic estimable parameters 

have been included (forming the base for structured questionnaire). Identified list included both 

“internally oriented” and “externally oriented” parameters (were supplemented with the 

descriptors): 

1. High quality of the product  

2. Compliance with legislation 

3. Transparency of corporate reporting 

4. Environment protection 

5. Investments in production 

6. Charity 

7. Assistance in social programs in regions 

8. Creation of new working places 

9. High level of payment to the employees 

10.Bonuses for high results 

11.Social programs for the employees (health insurance) 

12. Improvement of working conditions  

13. Social programs for the employees (bonuses for the employee families) 

14. Support of educational programs for the employees) 

15. Programs of career development 

16. Positive psychological climate 

17. Attention to the staff motivation 

 

The results of the research demonstrated that the respondents’ average satisfaction score was 

3.70. This is a very low score even despite the fact that it is a little bit higher than the average 

index of 3. Depending on the regional cluster, respondents from Russian hotels showed the lower 

level of satisfaction with the CSR conditions (3.64 points average) and respondents from 

Croatian hotels indicated the higher level of satisfaction with the CSR conditions (3.84 points 

average).  

 



Figure 1. Average satisfaction score 

 

 
Source: author's interpretation 

 

 

The research has made it possible to identify the parameters that have been rated as the best and 

the worst (see Table 1. below).   

 

Table 1. Rating of parameters as assessed by respondents (Russia, Croatia, Average) 

 

Question RF HRV 

Average  

value 

High quality of the product 4.39 4.83 4.61 

Compliance with legislation 4.13 4.67 4.40 

Transparency of corporate reporting 2.68 4.33 3.50 

Environment protection 4.02 3.67 3.85 

Investments in production 4.02 2.83 3.43 

Charity 4.40 3.00 3.70 

Assistance in social programs in regions 1.25 2.67 1.96 

Creation of  new working places 3.96 3.67 3.81 

High level of payment  to the employees  3.19 4.00 3.59 

Bonuses for high results 4.05 4.00 4.03 

Health insurance 4.97 4.33 4.65 

Improvement of  working conditions  4.10 4.00 4.05 

Bonuses for the employee families 2.21 3.00 2.60 

Support of educational programs for the 

employees 
4.01 4.17 4.09 

Programs of career development 2.56 3.67 3.12 

Positive psychological climate 4.04 4.17 4.11 

Attention to the staff motivation  3.83 4.33 4.08 

Source: author's interpretation 

 



In addition to the high value  (see Fig.2 below) of the Health Insurance parameter (4.76 points 

average), respondents also gave high points to the High Quality of the Product parameter (4.53 

points average)  which proves the commitment of the employees to their company brands. 

Another parameter that scored the top-value was Compliance with Legislation (4.31 points 

average) which demonstrates that legislative regulations and rules are observed clearly by each 

hotel. Positive Psychological Climate (4.08 points average) completes the list of the best 

parameters. This suggests that the hotel staff feels comfortable with their working environment, 

which is an important psychological parameter.  The average level of the staff’s satisfaction with 

and awareness of the CSR policy is 3.7 out of 5.  

 

Figure 2. Best parameters 
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Source: author's interpretation 

 

One more important outcome of the research is the list of the parameters that received the worst 

evaluation (Fig. 3 below). Besides the low value of the Assistance in Social Programs in Regions 

parameter (1.72 points average), another noteworthy parameter is Bonuses for the Employee 

Families (2.47 points average). It is a significant parameter in hospitality business and deserves 

more attention if a company wants to improve CSR indicators in this segment. The Programs for 

Career Development parameter was also valued at a low rate (2.93 points average). It should be 

noted that based on the survey, the companies of both regional clusters do not have paying 

sufficient attention to their staff’s career development within the company according to the 

employee opinion. 

 

 

 

 

 

 

 

 

 

 



 

Figure 3. Worst parameters 

 

 
Source: author's interpretation 

 

Within the regional cluster of Croatia, the respondents chose High Quality of the Product (4.83 

points average) and Compliance with Legislation (4.67 points average) as the best parameters. 

Other three parameters out of 17 were also given big points (4.33); these parameters are 

Attention to the Staff Motivation, Health Insurance and Transparency of Corporate Reporting. 

 

It stands to mention that this regional cluster does not have respondents’ evaluations that would 

be lower than 2.67 points average (the high initial value of the rating scale). The worst 

parameters are Assistance in Social Programs in Regions (2.67 points average) and Investments 

in Production (2.83 points average).  

 

Figure 4. Respondents Preferences rating (Croatia)  

Source: author's interpretation 

 



Within the regional cluster of the Russian Federation, the best respondents’ preferences were 

given to such parameters as Health Insurance (4.97 points average), Charity (4.40 points average) 

and High Quality of the Product (4.39 points average). The worst parameters are Assistance in 

Social programs in Regions (1.25 points average), Bonuses for the Employee Families (2.21 

points average) and Programs of Career Development (2.56 points average).   

 

Figure 5. Respondents Preferences Rating (Russian Federation) 

 

 
Source: author's interpretation 

 

Authors compared responses of Russian and Croatian respondents and created the rating of 

differences in estimation of CSR parameters (see Table 2 below).  

 

Table 2.  CSR parameters estimation differences rating  

  

Question 

DIFFERENCES IN 

RESPONSES 

Bonuses for high results* 0.05 

Improvement of  working conditions  0.10 

Positive psychological climate 0.13 

Support of educational programs for the 

employees 

0.16 

Creation of  new working places 0.29 

Environment protection 0.35 

High quality of the product 0.44 

Attention to the staff motivation  0.50 

Compliance with legislation 0.55 

Health insurance 0.64 

Bonuses for the employee families 0.79 

High level of payment  to the employees  0.81 

Programs of career development 1.11 

Investments in production 1.19 

Charity 1.40 



 

 

*”internally oriented practices” 

 

Source: author's interpretation 

 

4. Conclusion  

 

The list of parameters were valuated identically or similarly for both clusters, Russia and Croatia; 

Bonuses for High Results, Improvement of  Working Conditions, Support of Educational 

Programs for the Employees and Positive Psychological Climate (differences in evaluations did 

not exceed 0.20 point). There is also a group of parameters identified which show significant 

differences in responses:  

▪ Transparency of Corporate Reporting (this indicator is 1.65 points higher for Croatia than 

for the Russian Federation);  

▪ Assistance in Social Programs in Regions (this indicator is 1.42 points higher for Croatia 

than for the Russian Federation);  

▪ Charity (this indicator is 1.40 points higher for the Russian Federation than for Croatia);  

▪ Investments in Production (this indicator is 1.19 points higher for the Russian Federation 

than for Croatia);  

▪ Programs of Career Development (this indicator is 1.11 points higher for Croatia than for 

the Russian Federation).  

Both Croatian and Russian respondents think highly of the quality of the product, which proves 

their brand loyalty. They also give high points to Compliance with Legislation. Meanwhile, High 

Level of Payment to the Employees and Programs of Career Development remain the internat 

CSR parameters that are valuated as low, which states that there is a range of problems, which 

should be the area of attention of the hotel management.  The analysis of the quantitative data 

collected during respondents’ preferences survey has allowed to define general trends and 

patterns together with the differences in CSR of Russian and Croatian hotels. The research has 

enabled to discover the key aspects of CSR that receive or lack attention and areas in which each 

of the countries in focus hotel management can study from each other. The answers obtained in 

the course of the research also reveal areas for further research.  

 

5. Limitations of the study and recommendations to further research. 

 

As a continuation of the research a full range of exploratory and casual researches to carry, in 

particular: In-depth interview of the Russian and Croatian international and local companies’ 

management and top-management and comparative analysis of their experience in relation to the 

experience of the foreign states as well as extension of the research geographical borders in 

accordance with the priority region,  conduction of focus group discussions in order to discover 

particular areas of the CSR influence on the staff as well as to get insight into the level of the 

staff’s awareness and immersion into these data, arrangement for media monitoring, i.e. analysis 

of social media and news sources to evaluate the openness of the corporate social responsibility 

policy and awareness of the population and company staff of the activities and events being held 

as well as to compare these data depending on the regional cluster, description of the strong and 

Assistance in social programs in regions 1.42 

Transparency of corporate reporting 1.65 



weak points of CSR in these regional clusters and development of recommendations on how to 

improve Russian and foreign business in order to attract investors and staff through pointing out 

the social importance of the business.  
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