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At present «corporations ceased to be simply
some legal tools through which business transac-
tions, individual deals are being done. Despite of
the fact that exaggerated efforts are dedicated to
this view; the corporation has acquired a greater
and more extended significance. The corporation
has actually become both a method of exerting the
property and a means of organizing the economic
life. Reaching some unprecedented proportions, it
can be said that a corporation system has emerged
and evolved, which has attracted a mixture of
attributions and powers, reaching some very
prominent level, that justify it to be regarded as
an important social institution» [1, p. 18].

When establishing the firm’s mission, the
managers must take into account the increasing
requirements in what concerns assuming an ac-
tive role in the society, an action which bears the
name of «organizational social responsibility».
This problem becomes even more urgent and
complex as companies cross the national borders.

Literally by responsibility we are to understand
«the obligation to comply, to report, to manifest
a conscious attitude towards social responsibili-
ties». From this point of view a formal definition
of social responsibility provides the following
«the manager’s obligation to choose and apply
those actions which contribute to the individual’s

wellbeing in consensus with the interest of the so-
ciety and organization that he leads».

The concern with the social responsibility of
the firm dates back from the XIXth century, thus
in 1889 A. Carnegie published the work «The
Gospel of Wealth», where he promoted ideas that
money gained from business, must return to the
society through some charity and civic actions.
But gradually these concerns take some differ-
ent forms of approach, so that at present specialty
literature present to us the responsibility from
the economic and social point of view. In what
concerns the economic aspect there are two ap-
proaches:

Classical approach — according to this point,
firms perform in order to bring benefits to the pro-
prietors or so as to reduce transaction costs. Mil-
ton Friedman argued that the main responsibility
of the managers is to handle the business in such
a way as to maximize the proprietors’ benefit, re-
spectively the shareholders one; and these ones
in their turn, have only one concern: financial re-
sults. From the author’s view, any «social good»
paid for by the firm undermines the market mech-
anism, «social goods» would be paid for either
by shareholders (which diminishes the profit),
or by employees (which reduces the salaries), or
by customers (by rising costs). In the latter case,
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sales might decrease and the firm might have dif-
ficulties [2].

The socio-economic approach — argues that
«maximizing the profit is a firm’s second priority;
the first one being ensuring its survival». Argu-
ments:

+ commercial societies are legal entities, re-
gistered in a given country and they must con-
form to the laws of the country in which they
operate; thus they are not responsible only to-
wards the shareholders;

* time horizon of a firm’s existence is a large
one, thus it must pursue long-term economic re-
sults and with this view it would accept some so-
cial commitments (such as not to pollute, not to
discriminate etc.) and the related costs;

* the practice shows that firms are not some
pure economic institutions, but they are also in-
volved in politics, in sports (sponsorship), sup-
port national or local authorities etc.

From this point of view it is the businessman’s
duty, in his capacity of citizen, to obtain a rea-
sonable profit. Whereas «the business reason is,
certainly, to make available goods of a high qual-
ity and at reasonable prices with the aim to fulfill
the customers’ needs. This point of view is repre-
sentative of our modern aim in what concerns the
firm’s responsibility.

Therefore, the social responsibility of or-
ganizations «...to support the popular belief that
there aren’t any zones of but business completely
private — which is to mean that there aren’t any
matters placed beyond public examination [...].
Nevertheless, when a business gets closer to the
governmental sphere, it will reflect to a greater
degree the political process. Hence the conflicts
resulted in most of the cases from the utilization
of mass-media information by officials and the
reverse.» [3, p. 13].

In former-soviet states the concept of social
responsibility is still in an incipient stage of de-
velopment. While multinational companies start-
ed to gradually develop an own culture of social
responsibility, the concept of CSR (Corporate So-
cial Responsibility) is little known in the sphere
of Small and Middle Businesses, from this arial,
while, in many cases, public authorities from cen-
tral, local and regional level are not sufficiently
involved in activities to promote the CSR concept

to the benefit of communities. Thus, the involve-
ment in social responsibility campaigns is still
very weak at this level, but in the context of glo-
balization and European integration, companies
and organizations must adopt a responsible social
attitude in order to resist on the market.

The International Organization of Standardiza-
tion came to support the enterprises on this issue,
by elaborating and publishing ISO 26000 stand-
ards, on 1 November 2009, that represents a guide
of good practices to which all organizations that
have social responsibility programmers would
voluntarily adhere. These ISO concerns could be
noticed since 1997-1998, when during almost a
year projects have been debated by the council of
experts, where for the first time the SA8000:1998
standard appeared which included practices re-
garding engagements with a social responsibility.

SA 8000 is a management standard with social
implications which targets improving the work
conditions and which has as basis the principles
of Human Rights Convention. This standard is
a tool which helps at applying the national and
international norms regarding the labor laws in
concrete work situations. This a well adapted
standard in order to be applied for the audit of
the companies from different countries and with
varied domains of activity.

The programmer SA 8000 offers two separate
ways for the companies that want to prove their
commitment for the social responsibility.

The First Way, the capacity of member, is
described for the businesses that deal with retail-
ing. It assumes engagement in commercial rela-
tions only with socially responsible suppliers.

SA8000 members are offered a self-evaluation
package and other supporting tools in the imple-
mentation of policy of social responsibility.

It is necessary that the organization should
worn its suppliers about the intent to implement
SA8000 standards, and to establish a schedule for
withdrawing gradually from relations with those
companies that have failed in meeting criteria.
Member companies are also required to develop
a yearly report in which to describe in minor de-
tails the SA8000 objectives and to emphasize the
recorded progress.

The Second Way, SA 8000 certificates that are
addressed for manufacturers and suppliers. The
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process is a rigorous on and it starts by getting in
contact with an accredited auditor.

The SA 8000 Standard includes the following
domains:

* The labour of underaged;

e Labour force;

e Health and ensurance;

* Freedom to associate;

» Discrimination;

* Disciplinary practices;

*  Working hours;

e Management system.

When this standard is being implement-
ed some advantages are being obtained for
employees, business sphere and consumers.

Benefits for employees, commercial unions
and non-governmental organizations:

» Improved opportunities in the organization
of commercial unions and other types of collec-
tivities;

* A powerful tool for the education of em-
ployees concerning the fundamental labour rights;

* The opportunity to directly communicate
with the business spheres concerning the isuues
of employees rights;

* Rising awareness at public level for the
companies dedicated to ensuring human working
conditions.

Benefits for business environment:

* Activating the company values

* Enhancing the company image as well as
the commercial bran;

* Improving the activities of recruitting, re-
taining and increasing the performance of the la-
bour force;

* A better administraion of the supply link.

Benefits for consumers and investors:

* Clear, credible ensurance regarding deci-
sions of aquisition on an ethical basis;

* The facile identification of goods manu-
factured in ethical conditions and of companies
dedicated to obtaining raw materials in ethical
conditions;

* The coverage of diverse categoies of goods
necessary for the consumption.

The content of this standard has evolved and
has been subject to a multitude of changes, con-
stituting the point of departure in the elaboration
of the ISO 26000 standard.

The ISO 26000 standard is an international
standard which provides guiding lines regarding
the social responsibility. The standard is intended
for all types of organizations, from both the pub-
lic and private sector, from developed, emerging
or in transition countries. It includes instructions
for voluntaries but not requirements and it is not
to be utilized as a certification standard such as
ISO 9001:2008 and ISO 14001:2004.

The ISO 26000 Guide for Social Responsibili-
ty aims, thus, to offer organizations, regardless of
their objectives and size, a set of clear and practi-
cal tools in order to: define a social responsibility
policy; integrate in own activities social respon-
sibility principles; identify interested groups and
to involve them in those decisions that may affect
them; to report about their social performance
and to develop sustainable. In such a way, the ISO
26000 standard encourages organizations that in
their decisions and activities they should relate
not only to legal obligations but also to all those
social and environment protection responsibili-
ties.

This standard supplies:

* Social responsibility concepts, terms and
definitions;

* Origins, tendences and characteristics of
the social responsibility;

* Principles and practices in terms of socil
responsibility;

» Social responsibility central subjects;

» Field of action of social responsibility;

* The integration, concretization and promo-
tion of a socially responsible behaviour within the
organizationthrough its policies and practices, re-
lated to its field of influence;

* The identification of the interessed factors
and a having a dialogue with them;

* Reporting the engajements and perfor-
mance in terms of social responsibility.

Guiding lines included in ISO 26000 are in-
spired from the best practices developed by the
social responsibility incentives of both public and
private sector. They are correlated and comple-
mentary for the relevant declarations and conven-
tions of the United Nations and its specialized
institutions, especially ILO (International Labor
Organization), with which ISO has established an
agreement, in order to ensure a concordance with
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the ILO labor standards. ISO also signed an agree-
ment with UNGCO (ILO International Office for
Conventions) and with OECD (Organization for
Economic Cooperation and Development) with
the aim to improve the collaboration concerning
the elaboration of the ISO 26000 standard.

The ISO 26000 standard is conceived in what
concerns its structure as follows:

Foreword

Introduction

1. Scope/field of application.

2. Terms and Definitions.

3. Understanding social responsibility.

4. Social responsibility principles.

5. Acknowledgement of all parts interessed in
social responsibility and engagement.

6. Guidelines regarding basic topics of social
responsibility.

7. Guidelines regarding integrating the social
responsibility in the entire organization.

Annex A — Exemples of voluntary initiatives
and tools for social responsibility.

Annex B — abbreviated terms

Bibliography.

The guidelines provided for these sections are
intended to be clear and comprehensible even for
non-specialists.

AMBIBAJIEHTHICTD

In conclusion we can say that a company irre-
spective of the size of production factors, labour
force used or the profile of its activity, must take
into account the responsibilities which are a result
of the relations that are defining during the func-
tioning of the respective organization, reported
to the customers’ and employers’ needs and the
power to involve in everything that regards the
society. It depends on an external medium with
which it has close ties (material, financial, tech-
nological or human) and that it influences in a
certain way.
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EKOHOMIYHUX

BITHOCHUH 1 EKOHOMIYHA BE3IIEKA

B. B. Iloxmwiok, KaHAMAAT eKOHOMIYHUX HAYK

Sk cam TepMiH «EKOHOMIYHa Oe3reka», II0
Briepie 3’siBuBcs Y 70-Ti pp. XX cT., Tak i po3-
BUTOK TEOPETHYHHX JOCIIKEHb HABKOJIO IIHOTO
MOHSITTSI TIBUIKO OXONWJIH Bci cepu 3HaHb. Lle
TEOPETUYHE TOHATTSA JOCTAaTHBO IIBUJIKO HaOy-

J10606 | Henagucmv KUnisime 8 Oyuti Moiil.
Mabymo, womy? mu 3anumaeut — s He 3HATO.
Ane cuny yux 08ox npucmpacmeti

Y cobi s 6iduysato i cepyem ecim cmpadicoaro...
(Opesnvopumcokuii noem Kamynn, I cm. 0o H. e.)

JIO TIOLIUPEHHSI B PO3BUHEHMX KaIliTaJiCTHYHUX
kpaiHax. Came TO[i, BiJICTOIOIOUM peasliCTHYHY
OLIHKY MIDKHApOJHOTO CTaHy, HpPEACTaBHUKU
TepI 3a Bce KpaiH 3axinHoi €Bporu, BUCTYIIHIIN
3a BUKOPHCTAHHS CKOHOMIYHMX METOIIB 3a0e3-
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