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ABSTRACT 

The subject of the paper is "Socially responsible marketing in the transport of passengers and 

goods." The theoretical basis of socially responsible business and marketing in the transport of 

passengers and goods is described. Trends, opportunities, and challenges of socially 

responsible marketing in the transport industry are explained. Using the analysis of examples 

in practice, the course of implementation and the results of research on a sample of 220 

respondents on the attitudes of potential users or users of transport towards the application of 

socially responsible marketing in transport are described, as well as the research on the 

attitudes of carriers towards the same issue. By processing the collected data and analysis, it 

was determined that HŽ Passenger transport and FlixBus transport companies respect the 

principles of corporate social responsibility in conducting their business policy. They 

intensively carry out socially responsible marketing activities supported by digital technology. 

They emphasize their comparative advantages and focus on environmental protection and 

passengers' safety and satisfaction in marketing activities. On the other hand, users of 

transportation services do not think that these companies do enough for environmental 

protection but generally agree that they successfully use digital marketing to improve their 

business and create a positive image in the environment. Reasoned conclusions are drawn 

based on the systematized results of the conducted research.   

Keywords: socially responsible marketing, corporate social responsibility, sustainable 

development, transport of passengers and goods 

 

1. INTRODUCTION  

For the sustainable development of business entities, the premise of corporate social 

responsibility and socially responsible marketing is necessary. In market business conditions, 

the company's constant aspiration is to achieve business profitability following the community's 

generally accepted goals and interests. In the transport of passengers and goods, there are many 

possibilities and specifics of the application of corporate social responsibility and socially 

responsible marketing to achieve sustainable mobility, which is necessary to meet the transport 

demand. The aim is to explain the theoretical basis of the role and importance of socially 

responsible marketing, to examine the attitudes of transport companies and transport users, to 

analyze the current situation in the application of responsible marketing in this industry, and to 
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identify trends, opportunities and challenges of socially responsible marketing in passenger and 

freight transport. To achieve these goals, collecting and researching relevant sources 

(professional literature and scientific papers), describing the factors of socially responsible 

marketing in the transport of passengers and goods, examining the attitudes of carriers and 

transport users, and analyzing collected data were used. The empirical research includes a 

survey of actual or potential transport users' attitudes on a sample of 220 respondents and a 

survey of transport companies' attitudes in passenger transport by rail and road through 

available information from their websites.  

 

2. CORPORATE SOCIAL RESPONSIBILITY AND MARKETING 

Social responsibility is defined as an intelligent and objective concern for society's well-being 

that limits individuals' and corporations' behavior from extremely destructive activities, no 

matter how quickly they can become profitable, and leads to positive contributions to human 

well-being defined in different ways (Glavočević, Radman, Peša, 2013:29). The concept of 

corporate social responsibility offers several practical solutions and business principles by 

which the company can further build its reputation. Thanks to the better reputation gained based 

on the company's recognizability, which was, on the other hand, achieved by applying the 

concept of corporate social responsibility, the company can receive support in its actions from 

the state authorities and civil society bodies (Rajić, 2019:2). Based on research by one of the 

leading non-profit organizations, Business for Social Responsibility, cited in Kotler and Lee 

(2009), it can be concluded that companies operating according to the concept of social 

responsibility have achieved some different benefits, such as, among others:  

• increase in sales and market share 

• strengthening the brand position 

• strengthening corporate image and influence 

• strengthening opportunities to attract, motivate and retain employees 

• reduction of operating costs 

• increase attractiveness for investors and financial analysts. 

 

Doing business according to corporate social responsibility principles brings numerous 

advantages both for the company/organization and society. By applying corporate social 

responsibility practices, companies increase their competitiveness (increased market share, free 

advertising, higher productivity resulting from increased employee satisfaction, easier 

availability of capital, consumer loyalty) while doing a good deed for the community 

(Glavočevi, Radman Peša, 2013:31). The definition of corporate social responsibility and the 

definition of marketing, which shows its practice through the concept of social marketing, 

actually complement each other and are in no way contradictory. All definitions emphasize 

cooperation as the main precondition for achieving benefits for all participants in the exchange 

and other individuals and groups that affect or may affect it. However, to establish cooperation 

and relationship, it is necessary to communicate and thus achieve exchange and value creation 

(Hubak, 2010:7). In strategic marketing, corporate social responsibility is reflected in the 

perception of market opportunities that a company can use to create a partnership and its 

integration into the organization and brand's cultural network, which, if properly approached, 

results in a competitive advantage differentiation. This does not mean that corporate social 

responsibility is a marketing tool, but suggests a long-term consideration and integration of 

corporate social responsibility into marketing (Hubak, 2010:25). The concept of Corporate 

Social Responsibility (CSR) emerged in the United States, and most studies on the subject have 

been conducted there. Numerous academic publications analyze the concept of CSR from 

different perspectives, such as core business approaches or public contributions from 

companies (Zlatar-Vulić, 2020: 2). 
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The concept of corporate social responsibility and its scope differs between countries, regions, 

and even between stakeholders. It includes environmental issues and various social, ethical, 

administrative, health, and other business challenges (Actor, 2018: 4). If we look at corporate 

social responsibility from a social perspective, such as investing in education, working 

conditions, and adopting good relations with employees, it can contribute to productivity. 

Further, in countries where there are no regulations, such practices may lead to adopting a legal 

framework for socially responsible practices (Kovačić and Đukec, 2016: 4). In October 2011, 

the European Commission published a new CSR strategy for the period 2011-2014 with a new 

definition: Corporate social responsibility is the responsibility of companies to impact society. 

It is a concept by which companies voluntarily integrate social and environmental issues into 

their business activities and interact with other stakeholders. There are plans to create a 

European award for CSR, monitor trust in business, develop a collection of good practices, 

create legislation for reporting on social and environmental indicators, and further integrate 

CSR in education, training, and research (Salarić and Jergović, 2012: 2,3). CSR facilitates 

attracting and retaining desired employees through a system of lifelong learning and employee 

training; the better flow of information within the company; the better balance between work, 

family and leisure, equal pay and conditions for women's advancement; safety at work, non-

discriminatory practices that contribute to the employment of members of minorities, older 

workers, women, the long-term unemployed and people with special needs, etc. (Salarić and 

Jergović, 2012:3). According to Kotler and Lee, there are six ways for an organization to 

integrate its socially responsible activities into marketing activities and business: 

• Corporate promotion of social goals - by providing funds, in-kind contributions, or any 

other resources needed to raise awareness, increase interest, or understand a social problem, 

the organization seeks to help collect contributions and encourage volunteering, i.e., 

socially useful work. 

• Socially related marketing - of all other ways that integrate social responsibility into 

marketing activities, socially related marketing, i.e., cause-related marketing, is a direct link 

between a particular product or product line and a particular social goal 

• Corporate social marketing - To improve public health, safety, environment, and social 

well-being, organizations undertake activities related to social marketing, which, in addition 

to raising awareness of a particular problem, also has a voluntary change or modification of 

the behavior of consumers and members of society. 

 

Corporate philanthropy - the most traditional social initiative within the organization, is usually 

a non-refundable financial contribution by which the organization wants to support a 

humanitarian organization's work and its activities. What characterizes the newer corporate 

philanthropy is the strategic approach in choosing the social problems towards which resources 

will be directed, the orientation towards monitoring and measuring results, and the long-term 

partnerships that arise through cooperation. In today's modern age in which a new paradigm is 

in force, money is not the only means of assistance, but with the intensive involvement of 

employees, it is manifested through the provision of surplus products, educational programs, 

scholarships, equipment for use, and the like. 

 

• Socially useful work - Socially useful work is an initiative within an organization where 

employees and partners are encouraged to dedicate their time and abilities to volunteer work 

to local humanitarian organizations. Through internal communication and marketing, 

employees are encouraged to get involved in volunteer projects, and through them, as a kind 

of ambassador, a bridge is created between local humanitarian associations. 

• Socially responsible business practice - socially responsible business practices include all 

the above social responsibility activities integrated into marketing.  
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The business practice goes beyond each of them and marketing as a function in the 

company. This concept implies that the organization and its management independently 

adopt practices that benefit the community and protect the environment. Thus, it is not a 

matter of complying with the law or activities expected, such as the payment of wages, but 

a higher level of social responsibility that includes all stakeholders who have increasing 

power and influence on the likelihood of long-term survival of the organization (Hubak, 

2010: 8). 

 

The marketing area in which responsible business practice is of great importance is internal 

marketing, which refers to '' marketing efforts of the company aimed at employees to select, 

motivate and retain the best people who will do their jobs in the best possible way. When it 

comes to social responsibility within internal marketing, then it is about ethical behavior in 

communication through which the identification of employees with the organization and its 

customers is developed due to greater satisfaction, which is manifested in the reduced number 

of turnovers, resulting in the benefit for both employees and the company, making social 

responsibility a lever for effective internal marketing. (Hubak, 2010: 9) 

 

3. ANALYSIS OF RESEARCH RESULTS 

In order to address the topic of socially responsible marketing in public transport of passengers 

and goods, a survey was conducted for this paper on the example of HŽ Passenger transport 

and FlixBus using their website to collect information on their marketing activities and data on 

the perception of transport users through an online survey. The reason for choosing these 

companies is that they belong to different traffic branches and operate throughout the Republic 

of Croatia (RH). Thus they are recognizable to the respondents in the survey. The survey 

questionnaire aimed to determine the respondents, actual or potential users of transport services, 

how they assess the importance and image of selected public transport companies, and their 

focus on sustainable development and socially responsible marketing. Respondents also filled 

in personal data related to gender and age group and answered several personal preferences 

when choosing the model and type of transport. The answers to the questions asked are analyzed 

individually, followed by comparing the two selected companies, and finally comparing the 

perception of transport users and carriers on the essential factors of socially responsible 

marketing. 

 

3.1. Attitudes of the HŽ Passenger transport company 

Railway transport in the Republic of Croatia has a long history that began back in 1860 and was 

a dominant form of public transport in a certain period. Its recent history began in 1990 when 

the Republic of Croatia founded a company called Croatian Railways on the Yugoslav 

Railways' legacies. Since then, the vehicle fleet's modernization, transport infrastructure, and 

work technology have begun, and these processes continue today. The main activity of the 

company is the transport of passengers in domestic and international traffic. Which makes it 

belong to significant international associations. Although the company's founder is the state, 

which largely finances the company's operations with budget funds, the company is 

increasingly oriented to market conditions in performing its activities. This implies the 

obligation of corporate social responsibility, sustainable development, and socially responsible 

marketing. Accordingly, "Passenger transport by providing reliable, quality, economically and 

environmentally friendly services in urban-suburban, local-regional, international and domestic 

long-distance transport with modern mobile facilities. Also with a vision that expresses the idea: 

"To become the leading transport company in Croatia focused on mass and quality passenger 

rail transport, by market principles, guided by the owner's interests and protecting them, and to 

the satisfaction of transport users and workers."  
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To achieve the stated mission and vision, digital marketing is used to a significant extent. In 

their business, they emphasize environmental well-being for the society as a whole and safety 

for users of following Rail transport is the most environmentally friendly type of transport and 

sustainable for a longer period of time, which has a much smaller impact on the climate and the 

environment. They have also improved their business in ticket sales and customer information, 

providing additional benefits like purchasing a ticket using digital technology in business and 

marketing. The most common form of donation or sponsorship is in the form of free or 

preferential transportation (for young people), and to a lesser extent, these are financial 

resources (to veterans' associations). 

 

3.2. Attitudes of FlixBus transport company 

Public road passenger transport in the Republic of Croatia is performed by numerous companies 

oriented to market business conditions. FlixBus is a German bus operator that provides 

passenger transport services on intercity and international bus lines throughout Europe. It was 

founded in 2013 after the end of Germany's railway monopoly as a small start-up company. 

Today it has branches in several countries, one of which is in Zagreb. In the market of road 

transport services, the company offered a new business concept to digitize the traditional way 

of traveling under the slogan "Discover the world, traveling in a green and innovative way." 

The company bases its corporate social responsibility on transport services, respecting safety, 

sustainability, transport users' satisfaction, eco-friendliness, and price competitiveness. 

Providing travel safety is substantiated because the bus is the safest means of road transport, 

especially if we consider that their buses are equipped with the latest electronic auxiliary 

systems with the highest safety standards. The company business's sustainability is based on 

respect for generally accepted social goals and a responsible environmental protection attitude. 

They emphasize the "green bus" as a road vehicle that saves energy and thus reductively 

pollutes the environment with greenhouse gases, and they also include "Climate Protection 

Contribution" of 1% to 3% of the travel price in the price of the bus ticket. Special importance 

is given to transport users' satisfaction and to monitor and question passengers' opinions 

continuously. As per the survey results, which encompassed 20,000 passengers, 97% were 

satisfied with the service and would recommend it to friends and relatives (94%). They 

especially praised the bus's punctuality, their drivers' cooperativeness, and the great comfort of 

traveling with free Wi-Fi on all buses. With this level of service, they offer very competitive 

prices, lower than the price of railway tickets (which are subsidized by the budget) and various 

benefits for children, for group travel, for people accompanying people with disabilities and the 

like. In their business, they rely on partnerships with local transport companies and travel 

agencies. In line with the business goals, the company directs its marketing activities primarily 

using digital technology. Corporate social responsibility and socially responsible marketing in 

HŽ  Passenger transport and FlixBus companies are also manifested in their agreement on 

cooperation of 19th December 2019 bus's punctuality integrated transport of passengers using 

a joint ticket was introduced in the Republic of Croatia. This form of transport will be 

increasingly important in the future because it brings into effect the advantages of different 

modes of transport in achieving sustainable mobility of the population.  

 

3.3.  Attitudes of transport users towards socially responsible marketing 

To determine the attitudes of existing or potential transport users about socially responsible 

marketing of transport companies, a survey was conducted on a sample of 220 respondents. 

The survey questionnaire was created in the Google docs program from April 7, 2020, to April 

20, 2020. Invitations to complete the survey were sent via e-mail, mobile applications, and 

social networks to various people's addresses from the author's environment. Of the total 

number of respondents in the survey, 2/3 are men, and 1/3 are women.  
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Most respondents belong to younger age groups. 46.8% of them are aged 26-32, and 23.2% are 

aged 18-25. The research is conducted on the population of younger generations traveling for 

work and study purposes. Among the respondents, the group of persons with completed 

secondary education (50.5%) predominates, followed by the group with a college education 

(26.4%) and with higher education (15.5%). The share of a group of unqualified persons or 

unnamed education is less than 10%. Out of 220 surveyed persons, 122 or (55.5%) are 

employed persons, and 41 persons (18.6%) belong to the group of students. It follows from the 

above indicators that active persons (employees and students) were surveyed, which is also a 

more mobile population group. Respondents most often use public transport occasionally for 

various purposes (23.2%) or travel to an educational institution (22.3%). Immediately after that, 

the reason for using public transport is tourist travel (18.6%). Work travel was as frequent as 

travel for recreation (15%), while business travel was represented by (12.3%). When traveling, 

respondents most often use road transport (54.1%), followed by rail (25.9%) and air (13.2%). 

Water transport is used the least because the respondents are mostly from the continental part 

of the Republic of Croatia. According to the subjective experience, the respondents estimated 

that they were partially satisfied with transport companies' services in 53.2%. ¼ of respondents 

are satisfied, and 9.5% are delighted. 12.3% of them are dissatisfied. Of the respondents, the 

overwhelming majority, 70.5%, believe that transport companies do not operate under 

sufficient social responsibility. They are positively assessed by 29.5% of respondents. How 

respondents assess the application of socially responsible marketing in transport companies is 

illustrated by the fact that 60.9% of residents believe that such a marketing method is not used, 

while 39.1% positively perceive them. Respondents ranked the listed carrier selection factors 

by importance as follows: 

1) Security 

2) Comfort 

3) Punctuality 

4) Eco-friendliness 

5) Transportation cost 

6) Speed 

7) Regularity 

8) Availability. 

 

In the survey related to HŽ Passenger transport company, they expressed very indicative views 

when evaluating the respondents' statements. They have a predominantly positive opinion about 

the perception of the company's attitude towards socially useful initiatives in the community, 

contribution to the development of regional companies, focus on sustainable development, 

investment in lifelong learning and employee well-being, employees' attitude towards transport 

users, the use of digital marketing, the importance of public transport and the company's image. 

In the stated opinions, the predominant score is good (3), and the remaining scores have a 

distribution similar to the Gaussian curve. They have a predominantly negative perception of 

the company's attitude towards environmental protection and investment in a "green" vehicle 

fleet. 

 

 

 

 

Graph following on the next page 
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Graph 1: Attitudes of respondents about the transport company HŽ Passenger transport 

(Author's own processing) 

 

Respondents' opinions on the perception of FlixBus in the survey; predominantly, respondents 

give a very good (4) and excellent (5) grade for supporting socially beneficial initiatives, the 

contribution to the development of regional companies, focus on sustainable development, 

employee attitude towards transport users, use of digital marketing, the importance in public 

transport and public image. They score lower than good (3) for environmental protection and 

investment in a "green" vehicle fleet. They rated the importance of public transport for 

passengers the best and protecting the environment the worst.  

 

Graph 2: Attitudes of respondents about the FlixBus transport company 

(Author's own processing) 
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Based on the collected data on transport companies that are leaders in passenger transport in 

the Republic of Croatia, and the collected data of respondents on the perception of these 

companies and their own preferences concerning corporate social responsibility and socially 

responsible marketing, it is evident that companies see themselves differently. The mission, 

vision, and business goals in the HŽ Passenger transport and FlixBus companies are focused 

on corporate social responsibility and socially responsible marketing supported by digital 

technologies. The HŽ Passenger transport company uses marketing activities to present its 

comparative advantages, which primarily relate to railway transport's environmental 

friendliness and safety in passenger transport. The road passenger transport leader, FlixBus, 

points out the same advantages comparing its services to road transport of passengers by car. 

Undoubtedly, their claims are true, but service users do not perceive them that way. On the 

contrary, it is precisely these characteristics that users rated the lowest. Accordingly, users 

estimate that no company invests enough in "green" means of transport, whereas the companies 

point out that they invest in this development component. At FlixBus, they are aware that road 

transport is a major polluter of the environment and that they have limited opportunities to 

reduce greenhouse gas emissions, so they encourage the payment of "climate protection 

contributions" by increasing the price of a transport ticket by 1% to 3%. It is certainly a socially 

useful idea, but it is only feasible by raising the awareness of transport users about the need to 

protect the environment and a higher level of passengers' purchasing power. Given that 

respondents ranked environmental friendliness fourth as a factor influencing their choice of 

carrier when traveling, it is not expected that they will significantly support the idea of paying 

"climate protection contributions." However, it is encouraging that the transport price is behind 

(in the fifth place) the said factor. Safety and comfort of travel are the main factors influencing 

carriers' choice, and carriers know this, so marketing activities emphasize this feature through 

all channels, especially digital technology. According to the respondents, FlixBus is a far more 

successful company in creating a positive image, which also implies a better assessment of the 

company's perception of sustainable development and the use of digital technology in 

marketing and business in general. The data collected from the respondents indicate that the 

majority of passengers using public transport are younger people (18 to 40 years), and it is the 

working population who travel to work, school/college, or for leisure. They most often use road 

transport, and half as much rail. Therefore, it is imperative to introduce integrated passenger 

transport using the comparative advantages of road and rail with HŽ Passenger transport and 

FlixBus single ticket. Implementing such a mode of transport, the current, relatively 

unfavorable assessment of respondents on satisfaction with public carriers' transport service, 

socially responsible business, and the use of socially responsible marketing, will certainly be 

better.  

 

4. CONCLUSION  

Corporate social responsibility has gone through many stages and definitions throughout 

history. As time goes on, technology advances and the world changes. This leads to greater air 

pollution and damage to the environment, but these are not the only factors that are an integral 

part of corporate social responsibility. Every company has a different corporate social 

responsibility. For some, environmental protection is more important, while it is more important 

to care for employees for others. Today's coronavirus crisis is an excellent indicator of CSR's 

basic principles and how companies differ in this situation, although they are engaged in the 

same activity. In HŽ Cargo, there is an increased interest in providing freight transport services 

among companies that previously transported their cargo by truck. Given that these are mostly 

smaller quantities of cargo compared to the quantities normally transported by rail, HŽ Cargo 

says that they have enough capacity to become an alternative to road transport in this situation 

and the future. With the advancement of technology, digital marketing is also advancing.  
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The example of FlixBus shows clearly how important representation on all social networks is, 

how important ticket booking applications, or, for example, public transport for people with 

disabilities are. The analysis of transport companies and users' attitudes concludes that users do 

not share the same opinion with companies about corporate social responsibility. According to 

the respondents, FlixBus is a far more successful company in creating a positive image, which 

also implies a better assessment of the company's perception of sustainable development and 

the use of digital technology in marketing and business in general. 
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