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Abstract 

Socially responsible business practices constitute a concept in which the business entity 

voluntarily decides, through interaction with other stakeholders, to contribute to the goals of 

achieving a better society and a cleaner environment. Social responsibility means showing 

commitment by exceeding the minimum legal requirements in issues related to improving the 

social standard, protecting the environment and human rights. This also means adhering to 

higher standards of proper and transparent management, while at the same time bearing in mind 

the interests of the various stakeholders encountered on the path to improving the quality of 

living through sustainable development. Improving social responsibility in corporations has been 

linked to the emergence of the issue management process and a proactive approach to predicting, 

identifying, evaluating and responding to social and political questions that affect the 

relationship between organisations and the concerned public. This is based on two defining 

actions: the early identification of issues that have a potential impact on the organisation and a 

strategic response that aims to minimise or take advantage of the consequences in a positive 

manner. This paper presents the results of empirical research on the implementation of socially 

responsible business practices at CEMEX Hrvatska d.d. The following qualitative methods were 

used: analysis, synthesis, description and surveys. Finally, the collected qualitative data was 

processed statistically and made quantitative. The results confirm that international guidelines 

related to socially responsible business practices have been thoroughly implemented and are 

strongly present in the operation of CEMEX Hrvatska d.d. throughout the economic crisis and 

declines in the construction sector.    
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1. Introduction 

Companies and corporations are one of the most important and most represented areas in the 

application of public relations. With the aim of achieving results and survival in the market, 

corporations cannot be focused only on themselves, their customers, profits and employees, but 

must also show responsibility towards the community and the society in which they operate 

(Jugo, 2012).  Corporate social responsibility is a business concept in which an entity voluntarily 

decides to contribute to a better society and a cleaner environment, interacting with other 

stakeholders. By showing social responsibility through commitment that exceeds the minimum 

legal requirements, companies positively affect the fields of social development, environmental 

protection and human rights. In this way, they aim to set up good and transparent management, 
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while simultaneously promoting the interests of various stakeholders on the path to improving 

quality and increasing sustainability (Pavić-Rogošić, 2004). 

Peach claims that there are three levels on which socially responsible business practices affect 

corporation management (Tench, 2009):  

1. Base level – the company adheres to all the social rules and regulations of the community 

in which it is active and to whose development the company significantly contributes; 

2. Organizational level – the company seeks to reduce its negative impact on the 

environment, but without taking major positive actions that would lead to the next level; 

3. Social level – the company receives increasing public recognition for their positive social 

action.  

Strengthening social responsibility in corporations is associated with the emergence of issue 

management and a proactive process of forecasting, identifying, evaluating and responding to 

socio-political issues affecting relations between the organization and its public. It has two 

determinants: the early identification of issues that could have a potential impact on the 

organization and the related strategic response, which seeks to mitigate or exploit their 

consequences in a positive way. With socially responsible business (SRB), the management 

should be responsible enough to cover costs and ensure the further development of the 

organization, aiming for long-term maintenance. Responsible management also assumes 

profitability, which allows the further development of the organization and thereby also of the 

community, which receives part of the funds through various statutory levies (taxes, surtaxes, 

etc.). At a later point, this also implies additional involvement on the organisation’s part in 

solving important community issues (Argenti, 2009).  Responsibility towards employees implies 

the equalization of employment opportunities, ensuring additional professional training and 

follow-up of career development in order to allocate them to the job where they can make the 

best use of their potential and thus contribute to the development of the entire company (Kotler 

and Lee, 2011). The next level of socially responsible business is related to the segment of the 

company’s work that is visible in the community. The best example is responsible environmental 

practices, which can either be at the basic level of responsibility, i.e. within the minimum 

requirements as defined by law, or can go beyond these requirements, as the result of the 

organisation’s voluntary practices. The last level refers to responsibility towards the community 

in which the organisation operates and is, as such, the most outwardly visible segment of the 

organisation’s work. This implies the company’s active involvement in addressing the key issues 

of the community, e.g. violent behaviour among young people, computer illiteracy, 

unemployment. Projects are chosen on the basis of whether they are in accordance with the 

business strategy of the company, useful for both the community and the company in the long 

term and whether they can help solve current problems (Jugo, 2012). Being socially responsible 

means doing more than fulfilling just the basic legal obligations. It also means investing in 

human resources, the environment and relations with stakeholders.  Investing in technologies that 

are not harmful to the environment can contribute to the competitiveness of the company. The 

current global financial and economic crisis has prompted the development of sustainable control 

in management, which is now responsible for both the set goals and the overall success of the 

company (Osmanagić-Bedenik, 2010). Investing in education, working conditions and 

maintaining good relations with employees can also contribute to productivity (Pavić-Rogosić, 

2004). Business ethics and moral capitalism are important themes in the education for managerial 

functions in globalization, a process in which private interests and the common good need to be 

reconciled within the predefined rules of the global economy and in accordance with the 

principles of socially responsible business (Tafra-Vlahović, 2011).   
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Professional ethics (Cutlip et al., 2000) – proper conduct consists of procedures that are 

consistent with the moral values generally accepted as the norm by a particular society or culture. 

The application of the principles of professional ethics is called applied ethics (Brody and 

Fogelin, 1983). Professional behaviour is based on noble motivations. Ethical codes are used for 

monitoring and evaluating behaviour and are explained to individuals who deviate from the 

accepted standards of conduct (Wilcox et al., 2003). 

Trust as an imperative – a person entrusts a professional with information that they might be 

hiding from even their closest friends, often entrusting them with their entire person and property, 

thus entering into a fiduciary relationship. In other words, the professional treats the client and 

his/her property as something that was given with trust and confidence and is obliged to work for 

the good of the client. 

Professional benefits – society gives professionals special privileges through the very fact that 

their jobs are well paid; on the other hand, professionals have to invest a lot of time in acquiring 

and retaining knowledge and skills, while simultaneously working on protecting the profession 

itself and fulfilling its implied obligations. If a professional breaches the trust invested by the 

client or uses the client in any way, he not only harms the client but also the well-being of the 

entire profession. In order to protect its clients and its privileged position in society, each 

profession develops its own code of ethics, which is often elevated to the same status as law or 

government regulations. Each profession is specific to such a degree that it can only be 

performed by qualified individuals. Professional benefits are based on an implicit agreement 

between the profession, the public and the state (Cutlip et al., 2000). A profession and those 

working within it must serve society. Professionals are obliged to put their knowledge at the 

clients’ disposal and provide them with their professional services. They are also responsible for 

improving the institutions that ensure the provision of such services (Kultgen, 1988). Through 

various professional associations, public relations officers take collective responsibility for 

determining the necessary level of expertise, defining the standards of conduct and determining 

the required education and prerequisites for obtaining licenses. Moreover, they take responsibility 

for encouraging research in order to expand the body of knowledge and representation of the 

profession in matters related to professional privilege and social mission. Public relations will be 

assessed in accordance with their effect on society. Public relations officers also strive to become 

qualified in a functional manner. Professionalization can institutionalise the best practices and 

establish quality standards that serve the public interest. In order to gain professional status, 

public relations must have specialised training programs and an appropriate body of knowledge, 

it needs to be socially recognized, have personal responsibility and abide by the codes that protect 

the public interest and emphasize social responsibility. Through education, individuals acquaint 

themselves with the values and expectations of their future job. Partaking in mutual exchanges 

standardises practices and strengthens the relationships between colleagues (Cutlip et al., 2000) 

An environmental approach (Cutlip et al., 2000) is the fundamental role the organizations need 

to play to adapt to changes in their environment. In order to successfully operate and survive, all 

organizations must: accept public responsibility as imposed by society, communicate with 

audiences, integrate into the community within which they exist.  

1. Accept public responsibility imposed by the society 

2. Communicate with the public 

3. Integrate into the communities because of which they exist 

Alvin Toffler predicted that the technologically fostered information age will result in a more 

dynamic environment (Toffler, 1984).  
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Specific changes and forces must be identified, investigated and understood in the context of 

the situation and the organizational environment. At the same time, however, certain vague 

fundamental changes lead to other changes and have consequences for all organizations. 

Environmental ethics play a special role as a means for learning about the foundation of 

ethical norms as a criterion of moral conduct towards the living world and natural ecosystems 

(Cifrić, 2009). 

Environmental protection – environmental issues dominate the public debate and public policy, 

which is expected to continue in the future. Faith Popcorn calls this movement S.O.S. (Save Our 

Society) and says that these are the issues of the generation that will soon take power (Popcorn, 

1991). Due to the problems of climate change and the destruction of the protective ozone layer in 

the atmosphere, international action is required. Opinion polls show that people believe the 

destruction of the environment is the most serious misdeed that a corporation can commit. It is 

evident from a number of examples how the environmental movement influences the 

development of the economy and the decision-making process with increasing speed and power. 

Consumers are increasingly looking for products created in an environmentally friendly way, and 

wholesalers and retailers are increasingly looking for suppliers with a certificate guaranteeing 

that their products comply with internationally accepted environmental standards (Fisher, 1997). 

Monitoring trends – the People for the Ethical Treatment of Animals movement (PETA) has 

forced many large and well-known manufacturers to stop testing their products on animals; which 

resulted in the closure of numerous individual institutions and businesses. Educational reform is 

also a current issue, as more individuals enter the labour market without a basic background in 

written expression, mathematics and the arts, which in the case of the US economy has resulted 

in a loss of advantage in the global market. Very few organizations can avoid the problems 

caused by the crisis in education, the changes in family structures, the development of new 

technologies and global competition (Cutlip et al., 2000). 

Systemic point of view – the concepts of adjustments and adaptations, as well as the definition of 

public relations, contain ideas and concepts taken from system theory. A system is a set of 

interdependent parts that exist in time and within clearly established limits. The system reacts and 

adapts to changes in the environment in order to achieve and maintain target objectives. In public 

relations, a set of interdependent parts refers to an organization and the various publics with 

which it can be engaged in current or possible future relations. The public-organisation system 

consists of an organisation and the people associated with it or that are somehow affected by it. 

The organisational component of the system is defined as follows: publics are abstractions 

defined by the manager of public relations through the application of the systemic approach. 

Different publics and different system limits have to be specifically defined for each individual 

situation or problem. The definition of the public includes those with whom the organization 

must establish and maintain a lasting and mutually beneficial relationship. 

Environmental pressure – system theorists generally define the environment as something that 

puts pressure on the system in the direction of change. The inputs of the environment can take 

many forms in a public-organisation system. The relationships between an organization and its 

public change in response to pressures from the environment. If they do not change, the old 

relationships become dysfunctional, as the organisation behaves in a manner that is not in line 

with the new circumstances. If a system is unmanaged and purposeless in its responses to 

changes in the environment, it tends to descend into a state of maximum disorder, which system 

theorists call entropy. Such systems eventually fall apart. 

Subsystems and suprasystems – a public-organisation system can be part of a larger set of 

mutually dependent parts. It then becomes a component within a social system of a higher order. 
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The systemic perspective suggests that the system’s level and definition must be appropriate to 

the concern or problematic situation at hand. The component of one system can be analysed as a 

system in another context. If the reason for conducting analysis changes, the system can become 

a component or subsystem within a higher systemic order. System environment: the immediate 

environment amounts to the suprasystem minus the system itself. To survive, a system must be 

able to interact with its environment and adapt to it. Unsurprisingly, living systems generally 

adapt to their environment and change it in turn. After a period of permeation, the end result is 

that both become the mirror of the other in some way (Miller, 1969). 

Organisations as systems – public relations are part of what organisational theorists call 

adaptive subsystems. Adaptive subsystems differ from manufacturing, supporting-purifying, 

supportive and management subsystems. The management subsystem is defined in terms of 

routing, adjudicating and control over other subsystems. Adaptive subsystems vary according to 

their sensitivity to the environment. The adjustment and adaptation of an organisation to new 

circumstances depends in part on how open the organisation is to its environment. This is a good 

basis for further systemic analysis of the functions of public relations. 

Corporate Social Responsibility – changing ethical standards and the increasing importance of 

corporate social responsibility have helped define the main role of public relations in business 

organisations: public relations assist companies in doing and saying the right things. In the past, 

many business leaders rejected the idea that a company’s social responsibility should extend 

beyond providing jobs, earning a profit in order to pay investors and finance development, paying 

taxes and donating to non-profit healthcare, social and educational institutions. This way of 

thinking has not been completely eradicated. It is now evident that public relations officers play a 

central role in the formulation of policies and programs for the socially responsible behaviour of 

their organisations (Cutlip et al., 2000). CSR can help improve the corporate image and 

reputation. The importance of a good reputation can be seen in the following facts (Tench, 2009): 

1. Others will be more willing to see things from the organisation’s point of view. 

2. Having a good reputation helps strengthen the link between the information structure of 

an organisation on the one hand and society on the other, thus adding to resources in all 

areas. 

3. A good reputation can help a company motivate and find new employees, as well as 

increase employee morale. 

4. A good reputation has a supporting role and adds to the value of the products and services 

offered by the organisation.  

 

 

 

2. An organisation’s obligations regarding interest and influence groups 

An analysis of influence and interest groups helps clearly identify the groups and individuals that 

have a significant relationship with a particular organisation. Interest and influence groups are 

those groups whose relationship with the organisation’s activities is based on interest. The typical 

interest and influence groups for a profit organisation are as follows (Tench, 2009): 

a) suppliers 

b) the general public 

c) the community 

d) pressure groups (e.g. groups interested in activities related to the organisation's products) 

e) competitors 

f) employees 
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g) customers 

h) capital investors (e.g. banks, shareholders). 

For an organisation to be socially responsible, it is necessary for it to understand the basic 

elements of its own organisational activity and its relationship with interest and influence groups. 

In order to achieve this, the following questions have to be considered (Tench, 2009): 

1. Who finances the organisation? 

2. Who are the buyers of its products and services? 

3. What are the working conditions of its employees, including their status, contracts and 

hierarchical structure? 

4. Does the organisation interact with the community at the local, regional, national and 

international levels? 

5. Do various forms of government, environment and legal activity affect the organisation? 

6. What is the effect of competition on the organisation? 

7. What is the effect of the supply and procurement process on the organisation? 

8. Are there any issues or potential risks that could be affected by local, national or 

international groups or interests?  

In order to achieve the set goal, it is necessary to coordinate public relations and synchronise 

market activities. It is not enough to organize and implement, but also to plan, track and monitor, 

synchronise, modify, analyse and explore (Osredečki, 1995). Grunig and Hunt point out that CSR 

can bring the organisation closer to interest and influence groups and improve the two-way flow 

information, i.e. understanding. When these groups are identified, it is necessary to define the 

responsibilities of the organisation towards them and develop strategies for managing these 

relationships (Tench, 2009). 

Business ethics theorist Carroll lists four types of social responsibility (Tench, 2009): 

1. Economic responsibility – to be profitable; profit is the foundation upon which 

everything else is built. 

2. Legal responsibility – to respect the law; the law is the social codification of what is 

good or bad. 

3. Ethical responsibility – to be ethical; the obligation to do what is right, just and fair. 

4. Philanthropic responsibility – to be a good corporate citizen and provide resources to 

the community.  

Carroll has devised a responsibility matrix for interest and influence groups in order to make the 

assessment of an organisation’s social responsibility possible according to economic, legal, 

ethical and philanthropic criteria. Fombrun and Shanley point out that the public will perceive an 

organisation as having a better reputation if it is seen as charitable and socially responsible. 

According to Zetter, this does not apply to political parties, where there are strict rules governing 

the role of organisations and donations (Zetter, 2007). There are a number of implications, 

including the increasing need for directing the company, which has in turn led to an increased 

amount of new standards and guidelines in the field of CSR and sustainable development (Tench, 

2009). They include the following: 

a) the Dow Jones Sustainability Index 

b) FTSE4Good Index 

c) Business in the Community corporate responsibility index 

d) Global Reporting Initiative (GRI) guidelines for reporting 

Critics of CSR are unsure why there is celebration and reward for just a swollen nail, rather than 

the behaviour of the entire body (Šimleša, 2010). 
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Ethical decision-making – Snell cites two main approaches in studying and analysing business 

ethics (Tench, 2009): 

1. systematic modernism – the explanatory, conservative voice of business and political 

leaders on social issues; 

2. critical modernism – takes business ethics one step further from the superficial 

explanations of why something is seen as good or bad.  

Categories of deontological theories place emphasis on either actions themselves or the 

respective motives and intentions, rather than consequences or results. Virtue ethics highlights the 

integrity of the agent, going beyond the act itself. 

The aim of this study is to determine through empirical research the differences in the level of 

awareness and opinions among the general and concerned publics (with respect to predefined 

target groups) on the socially responsible business practices of CEMEX Hrvatska d.d., Croatia’s 

largest cement producer and the receiver of several national and international awards in the field 

of socially responsible business. 

The following general hypothesis was created based on the previously defined goal: 

(HG)There are statistically significant differences between respondents from different predefined 

target groups when it comes to the level of awareness and opinions on the socially responsible 

business practices of CEMEX Hrvatska d.d. 

 

 

3. Methodology 

The conducted study was qualitative. A qualitative approach implies the learned use and 

knowledge of a set of various empirical materials that describe the routine, problematic moments 

and meanings in the lives of individuals. Researchers that employ a qualitative approach have 

accordingly introduced a wide range of unrelated methods in the hope that each new method will 

help better understand the subject of the study (Denzin and Lincoln, 1994). In a qualitative study, 

the term “triangulation” would imply the use of several different methods at the same time in 

order to collect more accurate and complete information on the subject (Mejovšek, 2013). 

The sample consisted of 79 people that took part in the survey, 40 of which are employed by 

CEMEX Hrvatska d.d. (administration and upper management, white-collar office workers and 

plant workers). The remaining 39 are people who live in communities that are close to and 

gravitate around the CEMEX production facilities (Split-Dalmatia county, the majority being 

from the cities of Kaštela, Solin and Split). 

Inductive and deductive methods were used on the data, as well as the method of analysis and 

synthesis, the comparison method, the classification method and the descriptive method 

(Silverman, 2006). 

Focusing on the application of CSR principles in Cemex Hrvatska d.d., the survey used in the 

study consisted of 12 statements with additional explanations. Participants could express their 

opinion by rating statements with scores ranging from “strongly disagree” to “strongly agree”, 

corresponding to values on a 1-5 Likert scale, with an additional value of 0 for “I do not know”. 

The 12 statements encompassed all the key areas of activity in socially responsible business: 

climate protection, the responsible use of resources, the reduction of emissions, employee health 

and workplace safety, the preservation of biodiversity, community cooperation and the further 

development of socially responsible business practices. 

Data processing methods included calculating the descriptive statistical indicators of the 

distribution of the 12 statements on socially responsible business: the average value (arithmetic 

mean, AM), standard deviation (SD), minimum value (Min) and maximum value (Max). 
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The T-test for independent samples was used to determine, with a significance level of p≤0.05, 

the difference in scoring between predefined respondent groups. 

Processing was carried out using the Statistica Ver.12.0 software suite (Petz et al., 2012). 

 

 

4. Results and Discussion 

Tables 1 and 2 show the descriptive indicators (arithmetic mean, standard deviation, minimum 

and maximum value) for the applied variables (statements on socially responsible business 

practices in CEMEX) in the sample with respect to whether the respondents are employed by 

CEMEX Hrvatska d.d. (N=40) or not (N=39).   

 

Table 1. Descriptive statistics for respondents who ARE NOT EMPLOYEES of CEMEX 

Hrvatska d.d. (N=39) 

VARIABLE AM SD MIN MAX 

CEMEX is constantly collaborating with the community on 

developing various environmental projects. 
3.41 1.12 0 5 

CEMEX informs the various stakeholders about measures 

undertaken related to environmental protection. 
3.56 1.19 0 5 

CEMEX regularly measures its impact on the environment and the 

results of these measurements are publicly available. 
3.54 1.35 0 5 

CEMEX takes care of the environment and works on protecting 

elements of biodiversity harmed by its activities. 
4.08 0.84 2 5 

CEMEX uses the limited available resources (raw materials, power, 

water) in a rational manner, thus contributing to sustainable 

development. 

2.08 1.72 0 4 

CEMEX reacts promptly to community complaints (ecological 

incidents related to the operation of the production facilities). 
2.56 1.79 0 5 

Donations to the local community help improve the public image of 

CEMEX. 
3.74 1.07 0 5 

CEMEX invests in capital development projects in the local 

community. 
3.64 1.29 0 5 

CEMEX invests in workplace safety and is concerned with the 

health of its employees. 
3.82 1.07 0 5 

CEMEX employs local people for both technical and management 

jobs. 
3.08 1.46 0 5 

CEMEX donates to various organisations, clubs and associations 

whose projects help improve the quality of life in the community. 
3.46 1.29 0 5 

CEMEX encourages communication between the management and 

all other stakeholders. 
2.56 1.43 0 4 

Legend: AM – arithmetic mean; SD – standard deviation; MIN – minimum result; MAX – 

maximum result;  

 

Descriptive statistics for respondents who are not employees of CEMEX Hrvatska d.d. are shown 

in Table 1. The average score for the listed statements ranges from 2.08 to 4.08, with the 

statement “CEMEX uses the limited available resources (raw materials, power, water) in a 

rational manner, thus contributing to sustainable development” having the lowest score and the 
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statement “CEMEX takes care of the environment and works on protecting elements of 

biodiversity harmed by its activities” having the highest score. 

 

Table 2. Descriptive statistics for respondents who ARE EMPLOYEES of CEMEX Hrvatska 

d.d. (N=40) 

VARIABLE AM SD MIN MAX 

CEMEX is constantly collaborating with the community on 

developing various environmental projects. 
4.48 0.68 3 5 

CEMEX informs the various stakeholders about measures 

undertaken related to environmental protection. 
4.60 0.59 3 5 

CEMEX regularly measures its impact on the environment and the 

results of these measurements are publicly available. 
4.75 0.44 4 5 

CEMEX takes care of the environment and works on protecting 

elements of biodiversity harmed by its activities. 
4.40 0.63 3 5 

CEMEX uses the limited available resources (raw materials, power, 

water) in a rational manner, thus contributing to sustainable 

development. 

4.53 0.64 3 5 

CEMEX reacts promptly to community complaints (ecological 

incidents related to the operation of the production facilities). 
4.40 0.67 3 5 

Donations to the local community help improve the public image of 

CEMEX. 
4.43 0.75 2 5 

CEMEX invests in capital development projects in the local 

community. 
4.53 0.64 3 5 

CEMEX invests in workplace safety and is concerned with the 

health of its employees. 
4.70 0.46 4 5 

CEMEX employs local people for both technical and management 

jobs. 
4.15 0.78 2 5 

CEMEX donates to various organisations, clubs and associations 

whose projects help improve the quality of life in the community. 
4.28 0.76 3 5 

CEMEX encourages communication between the management and 

all other stakeholders. 
4.23 0.71 3 5 

Legend: AM – arithmetic mean; SD – standard deviation; MIN – minimum result; MAX – 

maximum result;  

 

Descriptive statistics for respondents who are employees of CEMEX Hrvatska d.d. are shown in 

Table 2. The average score for the listed statements ranges from 4.15 to 4.70, with the statement 

“CEMEX employs local people for both technical and management jobs”  having the lowest 

score and the statement “CEMEX regularly measures its impact on the environment and the 

results of these measurements are publicly available” having the highest score. 

The results of the T-test significant difference analysis for values assigned to statements by both 

CEMEX employees and the respondents who are not employed by CEMEX Hrvatska d.d. are 

shown in Table 3. 
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Table 3. Difference analysis for respondents who ARE and who ARE NOT EMPLOYED by 

Cemex Hrvatska d.d. 

 

VARIABLE 

NOT 

EMPLOYEES 

OF CEMEX D.D.  

EMPLOYEES 

OF CEMEX D.D. t-test P= 

AM SD AM SD 

Statement 1. 3.41 1.12 4,47 0.68 5,13 0.000*** 

Statement 2. 3.56 1.19 4.60 0.59 4.93 0.000*** 

Statement 3. 3.54 1.35 4.75 0.44 5.38 0.000*** 

Statement 4. 4.08 0.84 4.40 0.63 1.94 0.057 

Statement 5. 2.08 1.72 4.52 0.64 8.41 0.000*** 

Statement 6. 2.56 1.79 4.40 0.67 6.07 0.000*** 

Statement 7. 3.74 1.07 4.42 0.75 3.29 0.002** 

Statement 8. 3.64 1.29 4.53 0.64 3.88 0.000*** 

Statement 9. 3.82 1.07 4.70 0.46 4.75 0.000*** 

Statement 10. 3.08 1.46 4.15 0.78 4.07 0.000*** 

Statement 11. 3.46 1.29 4.28 0.76 3.41 0.001** 

Statement 12. 2.56 1.43 4.23 0.71 6.53 0.000*** 

Legend: AM – arithmetic mean; SD – standard deviation; t-test – t-test coefficient; P= – 

coefficient of statistically significant difference in results; ** - significance of difference at 

p<0.01 level; *** - significance of difference at p<0.001 level. 

 

It is evident from Table 3 that the values assigned by respondents to statements on socially 

responsible business differ between the two predefined groups, with the level of significance 

being p≤0.01. An exception is Statement 4, “CEMEX takes care of the environment and works on 

protecting elements of biodiversity harmed by its activities”, where there is a tendency towards 

significant difference. In other words, an increase in the number of respondents would most 

likely make the difference in values assigned to this statement statistically significant as well. The 

average values assigned to the statements on the 0-5 Lickert scale are significantly lower among 

those respondents who are not employees of CEMEX Hrvatska d.d. 

According to the results of the survey and the three levels on which socially responsible business 

practices affect corporation management defined by Peach (Tench, 2009), it is clear that 

respondents who are not CEMEX employees largely express a view corresponding to the Base 

level - the company adheres to all the social rules and regulations of the community in which it is 

active and to whose development the company contributes significantly. On the other hand, 

respondents who are employed by CEMEX have expressed a view corresponding to the Social 

level – the company receives increasing public recognition for their positive social action.  

It is becoming more and more evident that raising public awareness and public participation 

within a corporate environment play a central role in the formulation of policies and programs for 

the socially responsible behaviour of their organisations (Cutlip et al., 2000). This has been 

confirmed by the survey on CSR in CEMEX - the implementation of CSR principles in CEMEX 

and the related recognition and awards are only known to company employees, while the local 

community remains largely uninformed about these facts. Some aspects of CSR can help improve 

corporate image and reputation. The importance of a good reputation can be seen in the following 

facts (Tench, 2009): 
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1. Others will be more willing to see things from the organisation’s point of view. 

2. Having a good reputation helps strengthen the link between the information structure of 

an organisation on the one hand and society on the other, thus adding to resources in all 

areas. 

3. A good reputation can help a company motivate and find new employees, as well as 

increase employee morale. 

4. Good reputation has a supporting role and adds to the value of the products and services 

offered by the organisation.  

In order to achieve the set goal, it is necessary to coordinate public relations and synchronise 

market activities. It is not enough to organize and implement, one must also plan, track and 

monitor, synchronise, modify, analyse and explore (Osredečki, 1995). Grunig and Hunt point out 

that CSR can bring an organisation closer to interest and influence groups and improve the two-

way flow information, i.e. understanding. When these groups are identified, it is necessary to 

define the responsibilities of the organisation towards them and develop strategies for managing 

these relationships (Tench, 2009). 

The following general hypothesis was created based on the results of the study: 

 

(HG)There are statistically significant differences between respondents from different predefined 

target groups when it comes to the level of awareness and opinions on the socially responsible 

business practices of CEMEX Hrvatska d.d. 

 

and is confirmed and accepted in its entirety. 

 

 

5. Conclusion 

The 12 statements encompassed all the key areas of activity in socially responsible business: 

climate protection, the responsible use of resources, the reduction of emissions, employee health 

and workplace safety, preservation of biodiversity, community cooperation and the further 

development of socially responsible business practices. When it comes to the two predefined 

target groups, there is a statistically significant difference in the values assigned by respondents 

in 11 out of the 12 statements. 

The values assigned by the respondents to statements on socially responsible business differ 

between the two predefined groups, with the level of significance being p≤0.01. An exception is 

Statement 4, “CEMEX takes care of the environment and works on protecting elements of 

biodiversity harmed by its activities”, where there is a tendency towards significant difference. In 

other words, an increase in the number of respondents would most likely make the difference in 

values assigned to this statement statistically significant as well. The average values assigned to 

the statements on the 0-5 Lickert scale are significantly lower among those respondents who are 

not employees of CEMEX Hrvatska d.d. 

The descriptive parameters for the group of respondents who are not CEMEX employees show 

that the average scores for the listed statements range from 2.08 to 4.08, with the statement 

“CEMEX uses the limited available resources (raw materials, power, water) in a rational 

manner, thus contributing to sustainable development” having the lowest score and the statement 

“CEMEX takes care of the environment and works on protecting elements of biodiversity harmed 

by its activities” having the highest score. 

The descriptive parameters for the group of respondents who are CEMEX employees show that 

the average score for the listed statements ranges from 4.15 to 4.70, with the statement “CEMEX 
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employs local people for both technical and management jobs” having the lowest score and the 

statement “CEMEX regularly measures its impact on the environment and the results of these 

measurements are publicly available” having the highest score. 

The two predefined groups have expressed contrasting views on the level of impact of socially 

responsible business practices in CEMEX Hrvatska d.d. Respondents who are not CEMEX 

employees largely express a view corresponding to the Base level - the company adheres to all 

the social rules and regulations of the community in which it is active and to whose development 

the company significantly contributes. On the other hand, respondents who are employed by 

CEMEX have expressed a view corresponding to the Social level - the company receives 

increasing public recognition for their positive social action. 

In order to minimise the difference between the two views on the impact of the company’s CSR 

practices, it is necessary to coordinate public relations and synchronise market activities, as well 

as public informing and public participation. Organising and implementing is not sufficient – this 

process also requires planning, monitoring, synchronising, modifying, analysing, exploring and 

reporting. 
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