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Abstrakt: Network organizations largely determine the contjpeti advantage
today. Collaboration between companies and theacsss is based primarily on
the image and trust. The network relations managerseincluded in the supply
chain, and the more complicated the chain, the miduzzy " the responsibility for
the external effects of the business. In practietwork relationships result in
numerous abuses, mostly in relations with compgstitoustomers and clients.
However, it can be assumed that increasing conipetitlso on the Polish mar-
ket, will force companies to apply socially respblespractices, also in the context
of cooperating with local enterprises. The conadptorporate responsibility (CSR
— Corporate Social Responsibility) is, in Polismddions, a relatively unpopular
concept, and the rare practice, especially amonmelstic enterprises. The situa-
tion is different on the Western Europe marketinahe USA. Companies operat-
ing in these markets are obliged to adapt the ssirstandards to expectations of
various stakeholders, and also contractors. The aifrthe article is an attempt to
justify the socially responsible practices by comipa in today's and future market
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conditions. In addition, the article aims to deserinetwork connections, different
types of these relations, but also various mettards tools of improving existing
network relations. In the context of socially respible business, it seemed im-
portant to also analyze the relationships betwesyaoizational culture and actual
practices taken by companies.

Inroduction

Nowadays, the development of enterprises largehenés on the relation-
ship with other various operators. This situatexplains why so many
companies, establish cooperation with other estitie order to improve
their competitiveness.

In the globalized world, business networks devetbfargely through
subcontracting, which is a particular form of owtstng and includes di-
rect contacts and bidirectional exchange of knogégednd information
between the two parties to the contract (Taymazil&#&slan, pp.633-645).

The benefits of these network relationships apploth international
corporations as well as small (often local) firmbist provide various
services for the former ones (Gorynia, 2005, pj2-235). The tendency of
corporations to enter into the network structurepethds on the motives
influencing investment decisions in the hostingntoy the type of tech-
nology used by multinational corporations, the degof autonomy of enti-
ties and the sector in which the corporation opsré®rzybylska, 2010).

Certainly, business networks can create and thegreate a group of
small businesses, or medium sized businessesdmutiie point of respon-
sible business , it is particularly important tediss the relationships that
are created by the large ones. In case of intemealtcorporations, network
relationship management is a part of the supplyn¢tzand the more com-
plex is the chain, the more " fuzzy " is responiibfor the external effects
of functioning of such enterpriseéwik (Ed.), 2011, p. 22) .

To give an example, the well-known Swedish clotiingipany H & M
cooperates with a network of over 700 independappleers in Europe and
Asia. The company has been criticized for humahntsigiolations, particu-
larly the rights of workers, as well as for envinmental pollution (Cen-
trumCSR, 2013, p. 23). It has been shown thatablenique of manual and
mechanical sanding is still used in factories pobay for H & M despite
the evidence that such actions lead to fatal luegade including silicosis
(CentrumCSR, 2013, p. 23).

Also, Samsung Group, which employs more than 34D@®ple, is ac-
cused of numerous abuses in the area of produdtioluding the use of
highly toxic substances in the production procedthiout proper protection
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and without informing employees of this fact, and the use of child labor in
companies associated with Samsung (CentrumCSR, 2013, p. 29). Im-
portantly, these charges apply to both factories belonging to these corpora-
tionsaswell as to their suppliers.

R. H. Raobbins discusses the problem of corporate fraud in the context of
the so-called Polanyi paradox. He stresses that besides the direct cost of
the product (the price on the package ), there are external costs that are
passed on to stakeholders cooperating with the company, and finaly to
employees and the local community, where suppliers are located (Rabbins,
2006, pp. 177-182).

The Wal-Mart could be used here as an example to explain the above
situation, the so called high cost of low prices of goods offered in the
American retail chain. In his opinion, the corporation is so competitively
priced because it puts tremendous pressure on their group of more than 21
thousand suppliers, forcing them to reduce the cost of production and labor.
Consequently, the reduction in employment , low wages , unsafe working
conditions and environmental degradation, are the costs of goods not in-
cluded in the package, and the greater it is, the lower the prices of the goods
drop (Robbins, 2006, pp. 180-181). Moreover, this practice is copied by
other companies, which have to cope with the realities of competition im-
posed.

Therefore many global problems due to the external effects of the mar-
ket and is part of the cost coveted by the customer of goods and services
(Robbins, 2006, p. 181).

In practice, network connections mean numerous abuses, mostly in rela
tions with competitors, customers and clients.

The question is whether under strong price pressure, in terms of com-
plex network relationships, socialy responsible actions are justified?
Where does the responsibility of the principal manufacturing and services
end?

The aim of the paper is to answer the above questions. In addition, the
article aims to describe network connections, different types of these rela-
tions, but aso various methods and tools of improving the existing network
relations. In the context of socially responsible business, it seemed im-
portant to also analyze the relationships between organizationa culture and
actual practices taken by companies.

It seems that increasing competition and uncertainty on the international
markets means that companies should focus on the key areas of their busi-
ness. These redlities cause (and will continue to cause) a greater demand for
network services (largely in outsourcing).
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It can be assumed that in the near future, in exidib the traditional
risks, like for example risks related to the problef intellectual property,
trademarks, patents, logistics, quality goods, whet called, reputational
risk, will play an important role.

In an era of growing pressure from the public araldasing awareness
of consumers the expectations for companies haeechlanged (especially
for the largest ones, whose power and influencesgsignificant opportuni-
ties in the market).

Companies should now put into practice not onlydbst effectiveness,
but also the integrated effectiveness which incduttieir impact on society,
economics and the environment.

Research Methodology

The thesis of the dissertation is that the sociabponsible actions in the
network organization determine the long-term dewelent of companies
in a highly competitive market and the analyticakdriptive method has
been used in this dissertation.

Cooperation within the Network Organization

Network organizationsia modern form of organization showing the way to
organize relations between companies or (and) ite af a single compa-
ny. Its existence was made possible by reducingsaetion costs and
transport as a result of the revolution in commatans technology and
shipping(Mikuta, 2006, p.75).

About network organization, according to the above talk in the con-
text of the corporate network , as well as in toatext of independent
businesses cooperating with each other .

J. C. Jarillo, however, presents a different apghipindicating that the
network organization can cooperate with independentpanies in which
one company plays the role of the chief inspeatt is in charge of or-
ganizing the flow of tangible and intangible assk&ween companies
(Jarillo, 1995, p. 8).

Cooperating with each other, organizations ofteange into the form
of a business network in which the complex relatiops and dependencies
come from competition, and often become a sourceoofipetitive ad-
vantage of the company (companies) in the marketohfirmation of the
above, M. Ratajczak-Mrozek indicates a continugusraction and inter-



Network Organizations and Corporate Social Respwlityi 657

dependence of network connections (as well asiiypfin the context of the

internationalization process) as a source of coitiy@tadvantage in for-

eign markets (Ratajczak, 2010, pp. 52-76). Longiteelationships be-

tween networks through strategic sharing of resssjrentities and activi-
ties, reduce the risk and uncertainty of the funmitig of the market; affect
the speed, flexibility and activities innovatiors, well as reduce operating
costs. Looking at the international situation, tieyp access foreign mar-
kets by reducing all sorts of barriers (Ratajc24K,0).

K. Przybylska mentions the additional positive ef$eof the operation
of small businesses within international networksch as (Przybylska,
2005, p. 118):

— increase in the reliability of the company in fgreimarkets,

— increase in the size and intensity of joint bussneghin the network ,

— chance to gain knowledge about foreign markets,

— chance to improve the financial conditions of tbepany,

— chance to change the way owners and managers df lsusnesses
think and act.

It seems that for Polish small businesses, theasbenefits are not to
be underestimated, due to the financial and méyagiers that often ac-
company the development of national companies thenother hand, for
international corporations network relationships an essential part of the
supply chain .

Network links may relate in practice to supply,esalcooperation with
enterprises running competitive businesses (B0O@12p. 110). These are-
as correspond to terms: backward linkages, forwakadges and horizon-
tal linkages.

In practice, the subject of network connections loarany field of eco-
nomic activity, for example, logistics, marketirdgsign, modernization of
the products; provision of technical equipment apdcialized staff; trans-
fer of modern technology, etc .

For local businesses — because of the frequenogairrence and the
potential benefits — particularly important is ceogtion so called
backward linkages.

Below are the measures taken by multinational cetpms to develop
and deepen vertical network relations ,backwards".
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Table 1. Measures by foreign affiliates to create and dedipkages

Finding new local -
suppliers

Making public announcements about the need for IRrppand the
requirements that firms must meet on cost and yuali
Supplier visits and quality audits.

Transferring technol- Product technology:

ogy -

Provision of proprietary product know-how.

Transfer of product designs and technical spetifina.

Technical consultations with suppliers to help themster new tech-
nologies.

Feedback on product performance to help supplierdve perfor-
mance.

Collaboration in R&D.

Process technology:

Provision of machinery and equipment to suppliers.

Technical support on production planning, qualignagement,
inspection and testing.

Visits to supplier facilities to advise on lay-oaperations and quality.
Formation of “cooperation clubs” to interact withppliers on tech-
nical issues.

Assistance to employees to set up their own firms.

Organization and managerial know-how assistance:

Assistance with inventory management (and the fise o

just-in-time and other systems).

Assistance in implementing quality assurance system

Introduction to new practices such as network meamamt or finan-
cial, purchase and marketing techniques.

Providing training

Training courses in affiliates for suppliers’ parael.

Offering access to internal training programmeaffiiates or abroad.
Sending teams of experts to suppliers to proviggant training.
Promotion of cooperative learning among suppliers.

Sharing information

Informal exchanges of information on business pland future re-
quirements.

Provision of annual purchase orders.

Provision of market information.

Encouraging suppliers to join business associations

Giving financial -
support -

Providing special or favorable pricing for suppdigoroducts.

Helping suppliers’ cash flow through advance puselseand payments,
prompt settlements and provision of foreign excleang

Long-term financial assistance through the provigibcapital; guaran-
tees for bank loans; the establishment of fundsmMarking capital or
other suppliers needs; infrastructure financingrisiy of the costs of
specific Project with suppliers.

Source: UNCTAD (2001b, p. 214).



Network Organizations and Corporate Social Respwlityi 659

The growing importance of vertical linkages "backiais due to
changes that occur in the design of technologyltieguin the need for
frequent modifications of production factors anddarcts (Przybylska,
2001). In addition, this type of network links i&ey channel of technology
transfer, which in international relations and lobasinesses is a signifi-
cant advantage for the local businesses.

Technology transfer alone, however, does not gteeahe company its
long-term improvement on the market. What is alf@r small and medi-
um-sized companies participating in this type ofwoek relationships is
the capacity to absorb technology and learn througing of a particular
technology (UNCTAD, 2001a). Only after meeting #ne®nditions it can
be expected to see positive changes in technoiotheilocal businesses.

The tendency to use the abovementioned transfewitinational cor-
porations depends to some extent on the levelafymt compilation. For-
eign entities producing standard products usingproprietary technolo-
gies, choose local suppliers, and do not need velde any of their skills
(Belderbosat al., 2001, pp. 189-208). On the other hand, in pladesre
the products are specialized and technology isrambdy branches develop
production in their home countries or establishpavation with selected
suppliers in the host country who are able to nteethigh demands of
corporations (Belderbast al., 2001, pp. 189-208).

In addition to the possible benefits of verticabperation ,backwards”,
negative outcomes may also appear at the entefprisl, for example, the
co-operator could be pushed to development " ttaskich may result in
the reduction of social and environmental standaadd also in the ongo-
ing pressure for cost, which has already been st in the introduction
of the article (Hansen & Schaumburg-Muller, 20061%).

Responsible Relationships in the Network Organization

The increased role of network links can be obseiwélde retail sector, and
is largely due to an increase in the role of thentr Trade mark, as defined
by the agency AC Nielsen, belongs to the retailvbolesale, and applies
only to products sold by the company or under tiectl control of the
company (Colla, 1997, p. 161).

The fundamental role of the own brand in the rethidins development
is not only linked to the functions it is playing pricing and assortment
policies, but is also associated with a very imgatrttrend in retail, so-
called " blurring " the formats of stores (e.g s@e in three formats under
the same banner). The result of such practicdseisnicreasing role of the
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store's own brand. The major role is played by petslwith a store's label.

Products which meet the requirements of the custoofehe company, are

a kind of added value that ensures the loyaltyho§¢ customers and helps

to create a positive image of the entire brand/adt (Krall, 2001, p. 4).
What is more, having a strong own brand allows ox@tions to put

more pressure while negotiating with brand manufaecs and in the result,

to get favorable terms of the financial transact®inong commercial brand
may pose a risk of withdrawing manufacturer’'s b{tmel danger is greater
the weaker the manufacturer's brand is) from strains. Manufacturer
dependence on commercial corporations also conoas & double func-
tion, which they often have in these entities, nlgmproviding its own
brands for the network, and manufacturing (contrddhe trade brands for
these corporations (contractor of outsourcing sesv).

The example given above shows the complexity ofvoek relations
and a growing need for outsourcing, understood @®lanot only used to
reduce costs and restructure, but also as a tedl W@sincrease innovation
and to get strong competitive market position.

Nowadays, because of outsourcing, companies car aptv markets
faster, without the need to build necessary, eXperand time-consuming
powers. Moreover, external suppliers guaranteeir dhients flexibility and
quick reactions to meeting consumers needs. lelig important for busi-
nesses competing at today’s markets.

However, the success of outsourcing projects issalt of the compe-
tence of managers and professionals who are rabjmifar its implemen-
tation on the receiving end of service, but algocfumpetence and prepara-
tion of suppliers who implement them.

Skillful management of such relationships in thmes of increasing
public pressure and increasing consumer awarergggsres not only being
cost effective, but implementing integrated perfance in which the so-
cial, economic and environmental effects of nekv@lations are includ-
ed.

The issue of responsibility for the consequencab@itompany’s activ-
ities is evaluated by the economic science, phibgdespecially ethics )
and the social sciences, which in practice causeshroontroversy. How-
ever, it can be specified that in the literatureréhare two main approaches
to definitions of corporate social responsibiliyIR) (Nakonieczna, 2008,
pp. 56-58):

— ethical dimension of the concept, where the conisegéfined as ethical
business behavior towards society including theiness 's ongoing
commitment to act ethically and contribute to ecnitodevelopment
while improving the lives of workers and their fdies, as well as the
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local community and society S\iatowa Rada Biznesu ds. Zréwn-

owazonego Rozwoju);

— the economic dimension of the concept, where saesponsibility is
treated as part of a strategy of the company tutsthalized and ration-
alized, and could become a new source of compettilvantage.

The second approach, which is also more populapocate social re-
sponsibility- is treated as an element of thouglitsirategy. Attention is
drawn to the fact that the current competitive retudituation requires en-
terprises to support a competitive advantage usimgsual factors, also
taking care of groups associated with the comp#lows to generate loyal-
ty among potential customers in relation to the gany’'s brand. On the
other hand, neglecting the needs of these grougscowaribute to the so-
called consumer boycott (Nakonieczna, 2008, pgbhH6

Companies’ (and their workers) attitude to the alo@sponsibility tasks
is closely related to the organizational culturéhef company.

Organizational culture can be understood as a rayste commonly
shared believes, values, which develops in orgtaizand controlls the
behaviour of its memberKlimkiewicz, 2011, p. 137)The way of under-
standing and taking responsibility for existing iness is dependent on
mentioned values, which are part of the culture emhections between
this culture and the company’s strategy.

Core values relevant to this concept, promoted Hgy drganizational
culture are in practice (Klimkiewicz, 2011, p. 13i§e company'’s respon-
sibility for the consequences of its operationBabde communication with
internal and external environment, environmentatqution, fulfillment of
obligations to employees and contractors, promatioathical behavior of
stakeholders, transparency of taken actions, geeattitude of the staff, the
freedom of decision-making and dialogue within dinganization.

Moreover, there are three levels of organizatiandidure development
in the context of dependence between creating salnd CSR:

— level 1 — compliance culture — where relations sittkeholders (public,
business partners, employees) do not play an impiorole, and culture
is adapted only to the basic standards requiratdoypublic;

— level 2 — relationship management culture — whegamzation under-
stands the importance of systematic communicatibin business part-
ners, but the process of building relations is thet part of long term
strategy development of company, but is createddas recognition of
current needs of stakeholders;

— level 3 — sustainable organization culture — whanganization recog-
nizes interactions between its actions and theremwvient and therefore
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is more focus on the integrating and multiplicatafrsocial, ecological

and economic values.

The three levels mentioned above reflect threeilpes€SR strategies
which are based on different values rooted in tlgamizational culture.
This means, at the first level, to adapt to theauiregnents, at level 2, to
respond to the needs of stakeholders and at lev@gb3nake an attempt to
respect and implement social, ecological and ecanoalues while mak-
ing business decisions. Taking social respongdsliby the company at the
international level requires from the company tasider the cultural dif-
ferences in each of the hosting countries.

This fact was often used to justify the actionsetaky companies for
using the so-called double standards of corporatialsresponsibilities.

Focusing on corporate responsibility to the comresiin highly de-
veloped countries was explained by cultural reistiv Based on what was
said above, the international environment cannoggicone right system
for the entities evaluation process. Different ddes have different ethical
standards — therefore, morality is relative andedels on culture and socie-
ty. If, therefore common global system of moralgagknts cannot be speci-
fied, it is also not possible to create one systech standards of corporate
social responsibility (Nakonieczna, 2008, p. 49).

This approach however has not found many suppottezsdea of cul-
tural relativism was negated by the developmertiurhan rights and their
practical application and as well as with the quila of the bipolar interna-
tional order (Michatowska, 1994, p. 259). Considgrthis approach, the
minimum obligations in the area of corporate sooésponsibility should
be based precisely on the fundamental internationatan rights (Don-
aldson, 1989, p. 62).

The problem of corporate responsibility in the @faglobalization
largely deals with business relations, includingoaplex supply chain. It
is connected with the aforementioned outsourcimgl, i makes it neces-
sary for companies to define the social commitmémtgheir actions and
for actions taken by other entities. In the Pol&sh, civil liability for taking
unwanted actions is governed by the rules in arddl5-449 in Civil Code.
Articles 415 and 146 of Civil Code imposes the gddiion to repair any
damage caused by their actions, even to a legabper

From the point of view of civil law, any illegal t.an can be defined as
the behavior that is illegal and leads to injutyvik (Ed.), 2011, p. 26).

It is very important for standards of social rasgibility, to assume that
the illegal action is not only an act prohibitedaiegal obligation, but also
breaking the rules of social intercour§avik (Ed.), 2011, pp. 26-27).
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Inciting, aiding and conscious use of the damagesed to another per-
son are also considered as the own actiomgk( (Ed.), 2011, pp. 26-27).
Intentional action is crucial in such situationgl ainis why the manager of
the company can bear responsibility, for exampteirfoiting his subcon-
tractor to take illegal actions against stakehald®rfor tolerating the sub-
contractor’'s negative practices in his own intevest

However, the responsibility for actions taken llyess (tasks assigned
to another entity) refers directly to the actiwgtief subcontractors. The
company that assigns certain tasks shall be lfabldamage caused by the
contractor, unless the company proves that doesaketresponsibility for
faults in the selection of the contractor, or thatcactor is a professional in
the area of given taskywik (Ed.), 2011, pp. 27-28). Such legislation pro-
tects companies that work professionally with conigs dealing with the
specific task, which in turn means that in the éninjury the responsi-
bility is on the contractor side only. This raiseproblem in terms of re-
sponsibility in the supply chain; commercial cogigns in relationships
with manufacturers of commercial brands often pigisrous cost; howev-
er, the responsibility for the quality of manufaeh goods remains with
the contractor of outsourcing services .

lllegal activities with the participation of inteational corporations on
the Polish market (but especially in underdevelop@ahtries) occur quite
often. Often companies , which usually declareube of corporate social
responsibility, in practice take actions that srik the basic needs of their
stakeholders. According to the report of Supremender of Control
(NIK), the multinational corporations FMCG (fastatting) in relationships
with contractors on Polish market, dictated conggignored the terms and
dates for payments, which in practice led to aasiten where the economi-
cally weaker producers had to pay foreign partr{sii&, 2002, p. 21).
Other abuses are, for example: dictating the terimelivery by the retalil
chains, including charging suppliers with the cadtgansport and storage;
charging producers for not ordered promotional GEgns, or imitating
popular brands by own brands (NIK, 2002, p. 21)tdting popular brands
means building an opposing own brand. In practibe, brand imitation
refers to the selection of products name, forne,giesign and colors of the
packaging. Such a large similarity in marketingrelsteristics is aimed at
confusing consumers (Dorfmski, 2001, pp. 127-128).

These kinds of practices very rarely find theiafiat court. Producers,
afraid of making the situation worse or even endimg cooperation with
foreign corporations, often agree to such actisitie
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Meanwhile, to improve the competitiveness of congaithat base their
development on complex network relationships, gdasting and social-
ly responsible relationships is crucial. Firstlstrong network relations,
built on trust, reduce transactional costs and ter¢he framework to
achieve a competitive advantage in the market. I&ilyj lack of trust in
partners reluctance to exchange strategic resolme®geen partners, the
need to incur additional costs associated withtamtdil control and protec-
tion from cooperator, opportunism and loss of vhleaime because of
rotation of partners (a consequence of the ladkust).

Building long lasting relationships with partneexjuires actions to be
based on the principles of CSR. Responsible, hdneshess practices are
not only the chances for prospective and profitatdevork relationship,
but also the chances for new business opporturidgiethe creation of in-
novation , the benefits for the image of the entiiganization network and
larger favor from customers and employees.

On the one hand, responsible business relationstig socially desir-
able practices of a company, but on the other halsd, company’s efforts
focused on ensuring ethical behavior of ones whkoirarolved in the sup-
ply chain. The management of such relations reguir@nsideration of
codes of conduct which provide guidance to supplerd employees. The-
se codes of conduct and standards contained in shemd reflect the ac-
tual individual needs of the company and its emvinent, including also its
subcontractors , and therefore should be establishelialogue and mutual
understanding between the company and subcontsa€iwik (Ed.), 2011,
p. 30).

The effectiveness of codes and standards in busirestions largely
depends on the monitoring of their compliances Itiucial how it is car-
ried out — are they independent audits? How oftenimplemented? Do
they relate only to first-order suppliers or albeit subcontractors ? Are
the results of the audits know by the public? WAwions are taken in case
of suppliers constantly breaking human rights axetteng negative impact
on the environment? Is the monitoring orienteddiivdies which increase
awareness CSR of supplietdwik (Ed.), 2011, pp. 30-31)? The answer to
these questions is essential to comment the corigpaagnmitment to the
principles of responsible business.

In Poland, the concept of corporate responsibitityot very popular,
and the opinion is that companies look at it wittistance rather than with
interest as an important area of their businesis. i§tevidenced by various
studies on the awareness and involvement in tleia af management, as
well as on awareness of the consumers. It is wordking at the study of
management of the projeCbrporate Social Responsibility — a report from
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the first part ASM, 2013, or the repofResponsible business in Poland.
Good practice 2013 , by the Responsible Business Forum. Thearel
shows that the implementation of CSR in the Patisinket is the matter of
declaration, and audits of entities involved in gupply chain are rather
selective. This is evidenced by the abuses of catjpms in the domestic
market (presented in the text in the example of BWCbreaking the prin-
ciple of fair competition and cooperation on therkaa Serious limitations
in this issue are also visible on the side of cares. It is well illustrated
by the results of research carried out in 2010HeyResponsible Business
Forum, where the majority of respondents showdlé imterest in fraud in
the production process in geographically distantnties and could not
answer what they associate with the responsiblplgghain Cwik (Ed.),
2011, pp. 63-64).

However, it can be said that the situation on toksR market is slowly
changing. Standards for suppliers and balancedoapprto materials
sourcing are important evaluation criteria for teenpanies in the rankings
of responsible companies, or for the creation ofcalled ethical stock
indices — The Respect Index, established in Pala2609 should be men-
tioned here. For many firms, producing for expdmeTRespect Index is an
important differentiator when applying for contrséor export Cwik (Ed.),
2011, p. 14).

The importance of reputation on the Polish markidit depend on the
intensity of competition and on the publicity ofgag¢ive and positive busi-
ness practices, on promotion of the concept of GBi, above all on the
level of consumer awareness, as they hold the ptmiefluence the com-
panies.

Conclusions

In the era of globalization, the success of comgmuobnsists of a complex
network connections between entities. It can hav®razontal character
(co-competing companies) or vertical (for exam@epplier — recipient
service).

The second form of integration is growing stronghcause of outsourc-
ing, and is the subject of criticism and the symorigr low social and envi-
ronmental standards.

In the times of social pressure (especially indbeeloped markets), the
companies declare to shift from the priority of tcefficiency and using
various marketing procedures trying to communidhte message about
their commitment to responsible business. Howetvexrse are often selec-
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tive activities which at the international levekaralled ,double standards’
of social responsibility.

The problem of company responsibility for taken@aw, including also
responsibility for actions of other companies iveal in the supply chain,
is essential to clarify the obligations of corperabcial responsibility.

The importance of reputation risk in a complex symbain is increas-
ing. In many of the examples, we have seen thaswoers often are not
familiar with whether the company has its own fagt@mr cooperates in
with suppliers. The suppliers abuse is identifigd donsumers with the
retailer Cwik, 2010, p. 2).

The implementation of the rules of socially resploiesactions is de-
signed to limit the risk and is directly relatedtte organizational culture
of the company. The most important here are valoet®d in the culture of
the organization and the ability to link this cuéiwith the strategy adopted
by the company.

Socially responsible activities (throughout the mypchain) become
a market requirement, but on the other hand, tmigmumerous benefits
to those who implement them. They provide a basisirhproving the
competitiveness of enterprises by reducing trafmaatosts, additional
opportunities to create innovative solutions, reédg©pportunistic actions,
increase loyalty of consumers, employees and aciotsa.

The importance of socially responsible activitiedPoland is small, but
this situation is slowly changing and it is infleed by actions taken to
promote this approach in business and increaseeofdle of the so-called
ethical stock market, which are important charastierfor the company
when applying for contracts .

However, the key role in promoting CSR in Polangleyed by social
attitudes. Indeed, consumers have a great opptyttmichange the way
companies operate in the market .
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