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Chapter 30 
Corporate Community Involvement - Agency 
Perspective 

Monika Kwieciriska 

1. Introduction 

The increa e of west rn ciety s wealth a well a th ir government ' inabil ity to re olv 
ocial and welfare i ue ha eau ed a growing inter t in what the companie are doing apart 

from their ervice producti n or di tribution. What ha been attracting m t att nti n o far ar 
then gative extemaliti and un thical bu in practi s. 

temal takeh ld r are focu ing n companie ju t like pr iou ly lient ha 
been focu ing on i sue f quality, ervice and price and ar b ginni ng t ra is the lev l of x­
pect d standard . They don t want to impl giv clearan e for the finan ial r ult . The al o 
want to h Id the companies a countabl for ocial re ults 1

• 

The articl aim is to et the th oretical and empirical ground for application of ompani 
ocial action . Various form in \ hich companie a hie th ir so ial goal \J ill b analyz d, 

along with th institution that are respon ibl for thee ecution fth e goa l a well a pr sand 
on of parti ular olutions. 

One fth e forms ar c rporate fl undation . Their gr wing number in recent 
relat d to the ommon a knowledgment of the r I that companies play in th pro 
change . The reati n f corporate foundation i an xpr ion of th companies trat gic ap­
proach t ocial and philanthr pie acti ns and giving them an institutional framework that hould 
contribut to the c mpany ucce 

2. Theoretical premises for corporate community Involvement 

The numb r of diffi rent c n pts and i w n whom the mpany hould erv i at le 
equivalent to the number ofmanagem nt the rie . Th ir ev !uti n g fr m empha izing x lu-

. Par ton [in:] Th organi:ation o the Futur , F. He elb in, M. G Id mith R. B ckhard. an Franci o, 
Jo ey-Ba Inc., January 1997. 
Fundacje kmporaCJjne w Pol ce - raport = badmi, Proje/..1 CE£1 ERG! Pol. ka, 2 9, \' \ .fi nundarczyn \ .pi. 
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i ely th inter t of own r to in luding the int rest fall group of stakeholders in ryday 
ompany a ti ns. 

The European concept f owner hip rights clearly links the right to own things manage and 
pr fit from them with uch a way of doing so that do not endanger the int re ts of the ociety 
a a wh le. Thu the owner i not nly granted with rights but al o mbark d with bligation . 

Ex rei ing the right of ownership er ates extemalitie which also affect third partie and 
while p sitiv xternalitie created out ide the market and legal sy tern are not contro ersial 
th negati e one lik en ironmental pollution or natural resources exploitation ar the ource of 
many controver ies and prote ts in the socjety. 

ot all I gal regulation r stricting owner hip right and forcing the owner to int rnaliz 
the xternalitie are effi ctiv . There is a growing count ractiv influence that organized group 

f own r are a le to ert in their urrounding . This ha to b taken into account while spelling 
out the company strat gy. ot doing so may hurt the company in the long run3. 

At th end of the 19th century a new theory began t perc i e the company a a social en­
tity. It main tatem nt was that from a wider p r pective, the large cale of companie acti i­
ti along with the ne ded capital and professi nal rnanag ment team is making th company 
I ok more like an ass iation of in estors rather than pecific owners. Furthermore the quality 
fthe mpany's acti n decides on the fat ofth employes upplier , client and ther citizen . 

Thus the compan should fulfill sp cific expectations of the soci ty such a :care for the mploy­
honesty and social justice. In ther words th company hould achi e social goal apart 

from e nomical on 4
. 

P rcei ing the company a a o ial entity ha later n evolved into the takeh lders theory. 
Although thi theory ha al been evol ing in the past d cades the basis has remained th ame. 
It p re ive the company a a sy tern of takeholders ach f whom has specific e p ctation 
t ward the c mpany. tak h lder are all thos group of p ople, who affect the achie ement 

f company s g als or remain under its influence. Thes group are: hareholder , mploye in­
fluential group go mment, union competition clients suppliers, cooperation partner local 
ociety tc.-. Th stak hold r theory highlights that proper management of contact with take­

h lder allows the company to achieve its goal . Due to huge differentiation among compani 
th meaning of particular takehold r groups will ary. Thu it i up to th v isdom exp rienc 
and prudence of the managing team to d cide whose exp ctation will be fulfilled in what ord r 
and to what e tent6. 

Th most fundarn ntal or first 1 el stakehold r i th local oci ty along with variou form 
of its organization lik local government or GO's. Without proper relationship with the e 
tak holders th company cannot urvi e nor expand. 

3 D. ogman. J.M. Opp nheim, Kontrowersyjn 1 bizne dla spo/ecznie odpowiedzialnych, 'Trz ci ektor" 200 , 
nr 13, p. 76. 

4 W. T. All n Our Schizophrenic one ption of the Bu ine s C01poration "Card zo La Review" 200 I, o. 14 
pp. 261-2 I aft r: J. Je.lak, lad k01pora yjn . Doswiadczenia \viatowe oraz kierunki rozwoju Wyda" nicn: o 

.H. Beck, War zawa 2 10. 

s R.E. Fr eman .L. Red Sto kholder and Stakeholder. :A ew Per. 'P ?Ctive on C01porate Go' eman e, "Cali­
fornia Management Review' 19 3 o. 3, p. 91 . 

. G la zewska-Kaczan, Zaangaiowanie spoleczne pr=edsi~biorstv.a, ia{yst k 2009 p. 38. 



447 

Theoretical a pect that may explain th meaning f th t nn lo al oci ty r ar und 
the tenn: community. It is one of the most ba ic iologi al cone pts, meaning a group ofp pl 
haring mething in c mm nor a local so iety. 

There i a well kn wn analysi conduct d by G .A. Hillary who r iewed 94 ariou om­
munity d finitions and concluded that mo t f them includ thr elem nts: pace, c mm n on­
n ctions and ocial int ractions . 

Another approach to this term i represented by R.L. Waren, who considers ommunity a 
a certain unity compo ed of a combination f social entitie and ystem erving imp rtant cial 
function and having local r le ance8. 

For exampl the functi n of mutual help or the fun tion f social parti ipati n atta h d to 
th church local association busine and other . A ery important charact ristic i the alled 
horizontal community pattern. It refer to th tructural and fun tional mutual linkages b tween 
variou local entitie including: churche 1 cal busine a octatl n a well alu y -
tem norms and patterns that work toward the integration of peopl within th 1 cal commu­
nity. 

Linkages within a I cal c mmunity may be functional when appear after u ing the am net­
work of ervice or organizations of social and cultural life. Some of the fun tionallinkag may 
be ome economical linkage when the local people begin top rform transacti ns with each other 
via local organization or with local organization 9

. 

ln the Poli h literature among the mo t imp rtant finding one could point to the w rk f 
P. taro ta who pro id d finition of th local community10

• It is a type of spatial and ci tal 
structure, constructed from: 
• ge graphical territory outlining ne gathering ofpe pie inhabiting that t rritory; 
• sy t m of linkag dependenci and in titution making the whole sy terns altog th r inte­

grated from within which mean that it is abl to undertak common a tion in re olving it 
problems; 

• certain le el of mental unity of the whole or part of) cat p pulati n with the patial and soci­
etal tructur yielding a ignificant cultural lue. 
Each company therefore enter with it activitie into a so i ty intr ducing n w t chn 1 gie 

employing work rs and more or le con ciou ly xerting influ ne on th urrounding . 
Th re is al o th oppo ite going on. The local soci ty inftu nee the company at each tag 

f dev 1 pment. Th le el of edu ation in the region in:fluenc s the quality f per onnel oth r 
entitie in the regi n becom cooperating partn rs and suppli rs. The local o i ty a cepting 
the company and buying it produ t legitimize it' further d elopm nt. 

Vari us 1 cal gr up may be mpow red to proclaim th ir xpe tation . It may be rooted in 
the law, morality or r al acti n and may influence th company' beha i r, path of d lop-
m nt it operating pr ces and result of it a ti n 11 • 

7 G.A. I lillary, D ifinition of Communi! :Area ofAgre men/ 'Rural ociology' 1955, No. 20. 
R.L. Waren Th Community in Am rica, hicago 1972, p. . 

'
1 H. Hallaman Neighb rhood · th ir Pia e in Urban Life, alifornia 19 4 pp. 13-15. 
10 P. taro ta, Poza metropoliq 6di 19 5, pp. 1-32. 
11 G .T. avag et al., /rat gie for A ses ·ing and Managing Organizational S1ak hold r , A cad my of Manage­

me t xecutiv "19 I, o. 5. pp. 61 -75. 
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Memb r of the local community not only choo the government but also influence it deci­
si n and attitude towards the company12

• Therefore the be t soluti n is to "create a sense fcom­
mon intere t betwe n the company and local people. Th p pie mu t under tand that th busine 
sh uld be profitable in order to ke p going, and the company has to under tand that it goal is to 
serv the ne ds of I cal people a good a possibl 13 

Ea h company' basic mi ion i to participate in the ocial development, to provide welfare to 
th peopl to ach ie e profit, a part of which hould b directed to s cial needs and development of 
the country to act in bannony with the so i ty and peopl 14

• Companies ha e to manifest that they 
de erve tru t from the soci ty. Local communitie are amazingly quick in their re pon e to any 
sign of danger be it en ironmental deprivation or interfer nee with the patial harmony. Thi type 
of reaction has to b cons id r d a ery p iti e and within the longt nn interest of compani s15

• 

Reassuming it has to b concluded that under tanding the role of c mpany's tak holder 
should lead to increa ed interest in ocial a tions. 

a con equence of and on the basis of the takeholder the ry, the idea of c rporat social 
r ponsibility ha merged. orporate re p nsibility is de cribed a a concept according to which 
th company willingly includes ocial intere ts the en ironm nt a well a relationship with 

ari us takeholder group at the tage of trategy building. Thu a responsibl c rporation fu l­
fill three ba ic ta k : 
• prom t re ponsibility a the ba is fl r the company s actions 
• improve the way of pr enting result to suit then eds of all takeholder 
• supports the proc ss of company impro ement in ethical ecological and economical a pect . 

ocial re ponsibility i a proces through which companies manage their r lation hip with 
arious stak bolder who may have actual influence on the success of the bu ine s. Th refor 

ju t like quality management they are con idered an in e tment, and not a burd n. 
In the recent years the idea of u tainability i attracting a lot of attention. It was populari z d 

in 19 7 by the World Commi si on on Environment and D velopment. It i concept of conducting 
bu iness acti itie using the en ironment and organizing the social life in a manner, that nab le 
a dynamic increa e in quality of new production proces and managem nt syst ms while main-
taing high quality oflife16• Con equently the foundation of the u tainable growth m an that: 
• the company ro le is to creat value and support economic d velopment 
• growth and d elopment of the company dep nd on how effectively it uses it res urce 
• the corn pan runs on th basi of good relati nships with it surroundings which are rooted 

in common interest17• 

12 M. Grzybow ki Firma odpowiedzia/na spolecznie. Filozofia przedsi~bior llva XXI wieku [in:] Spoleczna rola 
w polczesnego marketingu. Materialy konfi renCJjne, Fundacja I OWA JA War zawa 2004, p. 40. 

13 D. Bollicr, Mierzyc wytej. Hi torie 25 firm, k16re osiqgn~ly sukce , /qczqc skule zne zarzqdzanie = realizacjq 
mi ;ji spolecznych, Bu ine Pres Warszawa 1999. p. 61. 

14 Zar=adzanie z pa UCL c=yli ro=mowy = Konosuke Mal u hitq, Wyda~ nict\ o Forum, Poznan 2004 p. 4 . 
15 

• Kucin ki Pr:e trzen operacyjnafirmy ajej otoczenie lokaln [in:] Lof<alizacja przedsi~bior twa a konku-
r ncyjno c, Wyda' nict\ o GH, War zawa 200 I p. 34- 5. 

16 
• Kosmicki, Kon epcja lr.,valego rozwojujako modiwo.vc pr::e=wyci([ienia dorcenosci [in:] Zrownowaiony ro=-

woj. Wybrane problemy teoretyczne i imp/emen/acja w 'wietle dokumentow Unii Europejski :J, (red.) B. Po krob­
ko . Kozlow ki Komitet zlowiek i rodowi ko przy prezydium PA , Biatystok-Warszawa 2005 p. 7. 

17 J. Adam zyk, T. itkiewi z, Programowanie zrownowaionego rozwoju przedsi~biorsh~, PWE, War zawa 
2007, pp. 92-93. 
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What attracts attention i the imilarity b tween the c rporate o ial r pon ibility ne pt 
and th sustainable gr wth concept. However the fl rmer i based mainly n tran parency dia-
logu with stakeholder rep rting to the ociety whil th latter i focu d on lu creation 
n ir nmental i sue , human capital etc.• . Therefor ustainable growth can be con idered more 

a an erarching idea. In both concepts the community inv l em nt of the ompany i a part of 
a gr at r wh I , thu becoming a bridge b tw en economi al ecol gical and o ial a pect . 

3. Empirical premises for corporate community involvement 

Figure and tab! hould be placed a clo e as p ible t wh re the r cited. Figur and 
tabl s hould be numb red parat ly and n ecuti ly. Th premi es for c rporat community 
in olvement are ba ed primarily on a conviction that it leads to: increased profit team pirit 
among the mploye and m r cu t mer l yalty 19

• Th pr mi e are purel p y hological and 
ethi al philanthropy based on doing the society a favor) a well a focused on company profit 
(pro iding n w instrument f competition 20 . 

Re earch conducted by Donor orum among Polish companie h w that the strongest 
"moti ational factor for community in olvement were: building brand image moral obliga­
tion , con icti n that one h uld help other re p nding to ocial expectation building li nt 
tru t •21. 

The abo e cited factor m ju tifi d if w lo kat stati tical data. In the year 2 02 a man 
as 345 000 British citizen hav bought a product or a er ice, with a ocial donati n includ d in 
the price22 • R earch perform d by Busine in The Community Re earch lnt rnational LTD bows 
that urrently m or than half f con umers de ide to buy a product linked to a ocial goaF3

• 

Other r arch in the U A show that 2/3 of r pond nt lay more tru t in c mpani that 
conduct so ial acti iti and could witch their pr fl rred brand to a brand a ociat d with a good 
eau if oth r factor remained the ame2-t . Re ear h condu t d by ouncil fFoundation how 
that increasing the company' community in olvement by I ha led to an increa f company' 
reputation by 0 27 in the ea of pr ducti on companie and ,55 in the ea of r tail companie . 
Further on an incr a in r putation by 1 ha led to an incr a in cu tomer loyalty by 0 42 for 
producers and 0 32 for retailers25 . 

18 M. Van Marriewijk, oncept and Definition of SR and 01porat ustainability: Between Agency and Com-
munion, ' J umal f Bu ine thic ' 2003 o. 44 p. I 0 I. 

19 
• Millie, J. Jacob on, Employee and the Special constabul01y: A Reviewfor the Foundation, Th Poli oun-

dation 2002 p. 6. 
~ .M. Go le ka- tafi j W. t(lj), cz; li o c::ym je 1 ta ksiqika [in:] PR a polec::ne ::aangaiowanie bizn 11, c::yli 

jak budowai: relacj • z grupami wainymi d!afirmy i r alnie zmi niac \viatna lep ::e, (red.) .M. G I ' ska­
tafiej Fundacja K munikacji poleczn j Warszawa 2004, p. 11. 

~~ Zaangaio·wanie pol czne instytucji finan owych w Pol ce. Raport = badwi Forum Dar zpi ow, War za, a 
20 11 , 19 kwi tnia . 

.,., http://www.ip o -m ri.com/. 
23 I. Komuda, Causa Related Marketing to pozytywne d::ialanie na l}'nku, "Magazyn dp ' ied1ialneg Bizne u' 

2002, nr I p. 25. 
24 Cone/Roper Cau Related Trend Report: Evolution ofCau e Branding ne Inc., Bo ton I 99. 
25 Mea uring the bu ine Valu of corporate Philanthrop): Re ear h r port recutive . ummary, for the ouncil 

on Foundation , Wa lker Information Inc., Octob r 2000. 
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Corp r te community in olv ment i al o a non-financial in trument for moti ating mploy­
. Variou res ar h on thi ubject hows that among others: v luntary ervice within the fram -

w rk of ial programs gi e th employe a chan to d elop th ir skills and they b come 
more loyal toward their c mpany more willingly r commend their employer t other and ar 
m re de oted to their work26• 

ccording to th ocial In e tm nt Forum in the year 2 1, almo t one in e ery dollar 
in e ted in the U A ha r inforced cially re pon ibl enterpri es27

. 

Resear hp rformed by The McKin ey Quarterly among 4238 managers of 116 variou coun­
tri s, sh ws that a a t majority of manager ( 4% of respond nt ) i positi that in rder to 
gen rate high ROI the company ha to in e t in the widely p rcei ed public go d 2 • 

Resp ndent fthe C nt r for orporat Community Relations research would willingly gi 
up on their coop ration ith a company that did not manifl t any concern for the public inter­

t 29. 

Would consumer rath r choose the produ ts of c mpani s that are socially orient d? Rather 
d finitely the public opinion is not indiffer nt towards companies that engage in social action . 
I would lik to point to th r ults fresearch conducted among more that 12 thou and con umer 
fr m 12 uropean c untri . It wa perform d for C R Eur pe by the MORI company (Mark t 
and Opinion Re earch Int mational) in S pt mb r 2 00 and focu ed n the attitude toward 
the role of business in todays oci ty. Around 70 % of consumers confirmed the imp rtance of 
community in ol ement in choosing a company product or rvice and one out of five re pond-

nt declared th willingne to pa more for product manu fa tured in condition pro cological 
and pro cial. It i worth mentioning that it was th fir tea e of such complex r search on prod­
uct ocial r spon ibility in urope30• 

Oth r re earch c nducted among 23 thou and resp ndents from 23 c untries bows that 60% of 
re pond nt evaluated the company according to it cial input and 40% of respondent evaluated 
negati ly those companie that do not act in accordanc with th rule of social re pon ibility al 
more than 90% of r pond nt thought that bu iness hould not be fo u d ol ly on profit31 • 

Comp ting on the global market fore s the companies to publish detailed social rep rts, un­
d rgo cial and thical auditing and adapt to emerging standards in thi matt r. Thu it can b 
said that an increa in th awaren s of th ociety has £ reed th ompanie to change th ir 
manag m nt y tern. Thi change ha proved benefi ial in th economical aspect which further 
r inforc d trategie dir t d towards social dialogue with all takeholder . 

Curr ntly mo t of the c mpani inve ting huge financial r ource into social activities per­
ceiv it a ine itable cost f doing busin s and n t a an investment into future benefits. Thi 

26 ee U. ta zew ka-Kaczan, Zaangaiowanie spol czne przed i~bior. ·r. a Wydawnictwo Uniwer. 1 tu w Bia-
lymstoku, Bia{y tok 2009, pp. 136-139. 

ocial lnve tment Forum Report on ocial/y R :pon ible Jm·esting Trends in the United State . Wa hingt n 
DC 2001. 

2 The McKinsey Global Surre of Bu ine · · Executive : Busine s and ociety "The McKin ey Quarterly" 2006. 
0. 2, pp. 33-39. 

29 R. Barn American value bu ines 'philanthropic performance, ·tudy find , "Tb hr ni le ofPhilanthrop " 
1995. 

0 http://www.ip -mori.com/rcsearchpublication .a px. 
31 Badani Millennium Poll 1999 aft r: D. Cogman J.M. ppenheim Kontrowe~ yjny biznes dla polecznie 

odpowiedzialnych, "Trz ci ktor' 200 , tat nr L3. 
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i especially important in contro ersial sectors such as: new technologies in biotech medicine 
agricultural production, pri ate firm entering the ducational sector healthcare insurance, en­
tering de eloping markets gambling etc. mpany activity in these fields ev ke su picion and 
public debate. To participate in such debate and influence their outcomes the compani ha to 
be perceived as acting in accordance with the rule of social responsibility32. 

A mature business especially a large one has to understand its specific role in the todays econ­
omy. It main ta is to organiz th work of the s ciety create foundation for producti ity and 
technological growth, and foundations forth competitivene sand growth of the whole economy. 
As pr ented re earch results show a company's attitude that is socially re ponsibl may po i­
ti ely influenc its perception by the en ir nment and generate po itive outcome in the longrun 
there i trong dependence between this type of spending and consumer sati faction, which lead 
to increa ed sales and profit33 . 

4. Essence, levels, forms and types of corporate community 
Involvement 

C I - corporate community in olvement also called corporate community inve tm nt re fi r 
to th company's engagement in ocial initiative which i expr ssed through financial mate­
rial and human engagement into fulfilling the social and conomi at needs and exp ctation of 
the community that it operate in. This is m re narrow than the term corporate ocial re ponsibil­
ity because it i narrow d down to just one takeholder group)- the local community or society 
in gen raJ. Participants fthis stakeholder al o belong to other groups of tak holder uppli rs 
clients employee ) therefore CCI action impact those groups as w 11. 

According to the World Economic Forum definition, C I is th input that the company pro­
vides to the society as if it wa it citizen through activities social investment , charity programs 
and in olvement in public refonns34 • It embrace ariou form of acti ity but alway within 
the framework f company s participation in resol ing social probl ms regardless oft he program 
or tool used bringing benefits to the society and the company alike35 • 

In the literature one could also find a term corporate citizen hip that is associated with 
the company's links to the community. In my opinion the citizen hip of a company i an id a 
that expresses the organization's internal value system through external acti ns. It i a mani£ ta­
tion of a social contract b tween the bu iness and the society that merges a a con qu ne of 
a debate on social matters between busine government ariou cial gr ups and NGO's. This 
debate i about the company's role in erving the public good . Th refore l claim that corporate 
citiz n hip is an overarching idea and a bigger concept than corporate community in ol em nt 
or even corporate social respon ibility. 

32 D. ogman, J.M . Oppenheim, op. cit. 
3 L. Baruch h. Petro it , . Radhakri bnan, is Doing Good Good for You ? flow Corporate Charitable Contri­

bution Enhance Revenue Growth. " trategi Management Journal" 20 I 0, o. 31, pp. I 2-200. 
34 P. Lukasiuk, Spoleczne zaangaiowanie (CCJ) a spoleczna odpowiedzialno: · bizn u (CSR). arz~dzia CC! 

www.corporategi ing.pl. 
35 Odpowiedzialny bizne 2007. Raporty poleczne I innowacyjne strategie CSR. Mat rialy konferencyjne, FOB, 

War zawa 2007. 
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CCI can be per i d through the pri m of pow rand it int nsity. There are four lcv I of 
ocial in ol m nt di tingui h d by B. Rok through th p wer criteria: 

The fir t le I mbra th o called obligatory acti n that involve ba ic bu ine activ-
ity. t thi le el mainly bu in s goal predominate. The company manufacture pr duct or 
pr ide ervic u ing lo al natural or human r ourc . The ociety benefits from a ce t 
these re our e al o th r ntiti benefit ia cooperati n i. e. public private) or th tax payed. 
In the end in contribute t the d velopment of the r gi n. 

ubsequent le el de ccnd from the so call d oluntary actions. 
At the second l I we ar dealing with commercial und rtakings performed in the cial n-

vironment. They ar plann d actions aimed at providing c mm rcial success and at the sam time 
bringing b n fits t the local community. They are rath r on time initiatives and compani pattiCl­
pate in them al ng with g v mmental and ci il organizati n . They contribute to the de lopment 
of the regiona infra tru tur , employment growth and n mic growth36

. At thi tage al pon-
oring b gin helping to pr m t the compan . Th cond level i mainly about s rving th bu i-

ness goal . The o ial g al ha e econd place but th y an become huge in size and rang . 
The third l l i ab ut in e ting in the local community. It refer to acti n that th manage-

and consid r a significant t r in for ing the company s inter t and r puta­
tion. The e acti n ar about resolving certain ial i ue like rai ing en iron mental awarene , 
supporting ducati n ora health care. They do n t bring direct profit to the company but provide 
future benefit in the fotm of healthy, educated and nvir nmentally consciou ciety37 . At thi 
level one can b rve a r lati e balance betwe n bu iness goals and social goal . 

Th t1 urth le l i th highest level in terms of community involvement and consi ts of 
philanthr pie acti itie . lt i a responsibl and ffici nt designation of pri ate money t achi ve 
ocial bjecti . (. .. it i increa ingly becoming a trat gic activity( ... ) it i aim d at re olving 
p cific ocial i u with th use of ad anc d tool and pecialized personneP8• 

¥ ry ft n thi i done in collaboration with l al gov rnment organizati n and GO . In ad­
dition t financial re urces companie offer their mploy e a sistance (1 gal, accounting a 
well a d nati n in kind. Philanthropic acti iti are voluntary and elfle which i why bu i-
ne s g al corn ar put into econd place or not at all taken into account. 

t ach tag corp rate community invol em nt take different forms . Th m t popular 
am ng them ar financial assistance mat hing time matching funds and pay-roll. inancial a -
si tanc con i t of giving a donation for a pe ific purp se to a specific ben ficiary thu obtain-
ing a p ibility f tax d duction. There are h w er situations when donor d n t p cify th 
goal n r the mann r in which m on y mu t b p nt and run th risk of ha ing that m ney spent 
again t th ir primary int ntions. That why huge c mpanie create foundations which realize 
grant program r pa donations and o r e th p nding of financial re urc . Th c mpany 
might a! o ord r p cific ervice in non-pr fit rganizati nand pay forth m. 

It hould be not d that ingl donation f m n y by companie rai e many c ntr r ie 
relat d in m tea e t the justification for gi ing away hareholder m n y by manag rs who 
hav n olving ocial probl m . 

36 B. Rok, tem spoleczn U odpowiedzialnos i, [in:] Wi cej nii zysk, czyli odpowiedzialny bizne . Program , 
I rat gie, stcmdardy, r d.) B. Rok, Forum dp i d7ialn g Biznesu, War zawa 2001 p. 52. 

37 ta z w ka-Kaczan, op. cif., p. 102. 
3 M. P~ka ka, Wl'wiad z Magdalenq P~ko kq Forum Dar z nc6w, w w.odpowicdzialnybizn .pi. 
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As for the pay-roll, it relies on the voluntary declaration of employee on i ting in regular 
donation of small part of their wages to a cho en non-profit organization or a ocial program. Of­
ten the company doubles the amount collected by employees wh ich i kn wn as matching funds. 
In addition the company can measure the tim of employee work and pas its money equi alent 
for a specific purpo e or to a chosen organization. 

In Poland 'participants of the Philanthropy L ader competition have d nated 1 771 133 
polish ztoty in 2010. Its more than 30 million more than the pre iou y ar wh n philanthropy 
exp nditure dropped due to the crisi . Thi competition attracted 35 companie ''9. The results 
prov that financial in olvement is the mo t preferred form of community in ol em nt among 
companie . 

Another form of community involvement i material help. It con i t of gi ing products or 
lending fr e of harge infrastructure r quipment to other institution or per ons in need. There 
are variou benefits to the company from thi form of social invol em nt. There is no need of 
engaging financial recourses, the company can make use of its exce stocks that would expir 
otherwise, xcess production capacitie can also be engaged to help non-profit organization at 
minimum costs. Thi form however i not very popular among compani s du to the necessity 

f arching and monitoring the recipients so that the merchandi e i properly used. Another 
problem is the ne d to pay the V T tax by the donor and by the recipi nt to ab orb the osts of 
tran port and storage and the i ues oftim and quality. 

nother form of corporate community invol ement is pro iding free ervic to a cho en or­
ganization thus allowing a better u e f the company s own recourse like mployes office and 
machines. The disadvantage ofthi form i the lack of tax deduction in thi matter. 

Corporate volunteering on the other hand consists of the commitment of the employes to 
participate in social activitie for an GO. The olunteering empl ye donate arious types of 
work to persons in need using their skill and talents and at the ame tim developing new skill 
in different fields. The company upports the employee in such actions fo r example through 
th delegation of another employe in their working tim or provi i n of I gi tical or financial 
backup 40• As expre sed by the ompany personnel sent to coordinate lunteering program in 
Poland there are ariou b nefit to th company like: 
• 'building new relation hip with o ial partners and trengthening th xisting ones'· 
• the possibilite to take part in olunt ering actions of bu ine partn r for example cu tam­

ers· 
• reinforcing the company' p itive image among emplo e and rai ing the 1 eJ of their 

identification with the c mpany· 
• better ambience at the workplac , ' positive attitude of p ple toward each other and th 

company i nothing but the p pl "; 
• increase in motivation among mploye · 
• taking on the role of company ambas ador by the employ in the local en ironment· 
• integrating the mploye of ariou r gion and department ; 
• acquiring new forms of ompet n e de elopment su h a : the ability t coordinate proje ts, 

work in a team communi ate and gi e feedback on the effecti ene · 

39 Liderzy filantropii 2011/ 5 /at konkursu, re earch re ults - w .forumdarczynco .pi. 
40 B. Rok, Odpowiedzialny bizne w nieodpowiedzialnym s·wi cie, Akad mia Ro1.' ~u Filantropii w Pot ce i Fo­

rum Odpowiedzialnego Bizne u, War zawa 2004 p. 51. 
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awarene s of i sues that ar r I ant to company value cial 
r p n i ility and c rporate community in olvem nt· 

• tr ngthening the c mpany s imag a a R leader 
• str ngth ning the imag of the company a a g d empl yer who creates a good ambi nee in 

th workpla and tak care of the empl yee de lopm nt 4 1
• 

Th ben t acquir d by olunteering compani ar difficult to o erprice. 
rporat mmunity involvement can hav diffi r nt ranee, strength and frequ n y. That 

why w are peaking of various types of activitie like: a tions social program and campaign . 
Action ar ingle or repeated social activities like: c llecting funds for flood victim , they can 
:tl rm part fa bigger ocial program. 

o ial pr grams ar u ually planned and longterm activities aimed at counteracting negati e 
o ial effect . Often th y are performed in co p rati n with other institution lik non-profit or­

ganization r local go ernment. Social Campaign on th other hand con ist of participating and 
helping t organiz ocial media campaign r garding a a p cifc social program or pr moting 
c rtain alu and changing attitude . 

Within th fram work of corporate c mmunity in olv ment there are al o th r a ti itie that 
are difficult t qualify as b longing to a pecific 1 I r form like sponsoring or CRM Cau Re­
lated Marketing). Thi difficulty corn from th c mmercial character of the e acti itie which 

rv mainly bu iness purpo es and bring quantifiable b nefits like better company image or 
increased al and at the same time help tor 1 e cially relevant issues. 

p n ring i a partnership agreement in which the sponsor pro ides the pon ored entity 
with fin n ial m a ure necessary for achi ving it goals in return for the corn rcial p t ntial that 
g with th pon or d entity and enabl to pr mot th sponsoring company or it product . 

coming part of the initiati the spon or acquire th effect of connotation with what th initia­
ti c r pr ent and th po iti e imag of the pon ored entity i being project d to the ponsor. 
Th p n r brand goe along with th acti n and happening og the sp n ored in titution. 
Th b n fit are therefore mutual. 

D. Mai nand . Mali zew ki th author of a chapter dedicated to RM in the b k Good 
h art pr paganda - a thing about ocial advertising define cause related mark ting a commer­

ial a ti iti performed by the company with the u e of money techniqu and mark ting strat -
gi s in order to upport ocially r Ievant eau and imultaneou ly trengthen the company 

wn bu in s . In the author ' view thank to the types of activities th company promote its 
own image in rei ance to the eau e it fight for obtaining an increa e in funding f that cause 
and at th am time gaining bett r image, pr duct differentiation con umer loyalty and increase 
in al fit products42 . 

n ther phenomena is ocial pon ring r mark ting alliance ba ed n a c n ci u upport 
fan in titution or a ocial acti n in r turn for promoting the company' logo. Th r lati n hip 

b tw n the c mpan and th pon r d ntity may ha e long-term chara t r and build long­
la ting r lati n hip between them ba d on mutual b nefits. 

p put r phenomena in th U i th alled corporate giving hi h imilar t patron-
age and th r fl r related to philanthr p . It con i t of collecting donation b companie acting 

41 Wo/ontariat pra owniczy w Pot ce. Przewodnik dla bizne u C Rinfo War za a 2 0 I, p. 14. 
42 • Mai n P. Wa ilewski (red. , Propaganda dob1y ·h ere, czyli rzecz o reklamie polecznej, Agen ja Wa i-

1 w ki, Krak6w 2002. 
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with th id a oftaking the responsibility for c rtain area f social life. Their moti e i upp rt 
ocially u eful undertakings that are made available totally free of charg . 

The ab e pre ented characteri tic f differ nt type and forms of community in lv m nt 
although it do not completely exhaust them y t points to their ariety and pro th need of 
their application. 

5. Corporate foundations as a manifestation of a strategic 
approach to achieving the company's social goals 

A corporate foundation is a separate identity e tablished and financ d b the company. 
It goal i to undertake socially useful a tivities. It eems to be the most mature form f under­
taking the company s social acti itie and thank to stable corporate funding th y ar the mo t 
imilar t the traditional foundation de cribed a an in titution equipped by th found r with 

prop rty d ignated to serve purpo tabli hed by the founder). Corporate foundati n enjoy 
a tabl and indep ndent source of financing which enable them to d v lop l ngt rm programs 
of community in ol ement. Thi characteri tic make them an important upporting factor for 
ocial initiative 43

. 

orporatc foundations are p rcei ed a a tool in fulfilling the idea f trategic philantrop . 
Thi idea i ba ed on the possibility r v n nece ity from the longterm per p ti upport 
ocial initiatives in uch a manner which ti charity with bu ines goal lik brand building, hu­

man capital management reputation manag ment tc. 
Fir t of all e tablishing a foundation all w for a eparate tructure managing corp rate char­

ity and therefore is not a burden to empl ye , at the same time enjoying a contr lled ind pend­
ence from th company s core acti iti . econdly it allows for a m re c n i t nt trat gy of 
community in olvernent. The third r a n i the owners or found r per nal moti e . Finally the 
fi urth eau e i reputation and ben fit a iated with it. 

In the Polish financial sector 15 ut f22 companies ha e rpm·ate fi undati n 44
• Th y are 

a corporat in trum nt u ed for condu ting cial acti ities. "The foundat ion i suppo ed to ere­
at th image of a bank it i ry imp rtant in the banking sector which 'thri e n opinion' 
and ocial project are suppo ed to build it pr tig and act a in titution of o ial tru t 45

• 

indicated by the BI-NGO Ind re arch 4 ut of 500 firm - b ing 6. %-ha d cid d to 
e tabli h a foundation. 

Th refore I believe that corp rat foundation in our country ar b coming a ignificant group 
f organizations, being the effi et of companies' thoughtful in lv ment in r olving our coun-

trie cial problems. Thes entitie allow the companie to build l ng-t rm trategie carefully 
h s partners acquire additi n l finan ing and make better u e of a ailable tax d du tions and 

legal regulations. 
Apart from that the foundati n p r pectiv i longs-term they are financially independent 

from th company s goal and it financial ituation. Th refi r c rp rate foundations can all w 
th m 1 e to e perim nt and di c er n w or le popular field . Th y can b inn vative, future 

43 Fundacje k01poracyjne w Polsce- raport = badm1, Projekt EE ER I Pot ka 2 09,' v .forumdarczyncow.pl. 
14 Zaangaiowaniespoleczne instytucjifinanso~' h » Pol ce Warszawa www\ .fi rumdar zyncow.pl [19.04.2011]. 
45 FOB ofundacjach korporacyjnych \ \ \. dp wi dzialnybizn .pi. 
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ntr pr neurial and acti e without the exce i e ri k46
• The are al endow d \ ith 

mor ial trust du t their non-mark t identity. Thu in order to pro ide the b t quality of 
th ir ervice they an undertake mor ri ks than commercial organization . 

It i worth con idering what attribute a rporate foundati n should ha e in rder to for it t 
the abo menti ned and play a trategic rol in implementing the rp rate community 

tudi on could di tinguish th foil \ ing factors that should guarantee 
the u ce s of a corp rate foundation if th act simultan ou ly Tab. 1 ). 

Tab! 1. Eight key ucc trategic role of th corporate foundation in implement-
ing orporate community in ol 

in Eng-

46 M. Westhue . inwiller Corporal Foundations: Their Rol f or otporat ocia/ Re ponsibility · orpo-
rate Reputation R i ,. ' 2006 Vol. 9 . 2, p. 146. 
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8 fore a company decides to tabli ha foundation it i worthy t 
dil mma in ol ed uch a : 
• Will the foundati n tak on all f th company ial acti itie ? 

457 

n id r th key i u and 

• [ the foundation the proper way of implementing the c mpany s ial pr gram . 
• The degre of the ~ undation ind p ndence and r lationship with the mpany (i.e. m pi y-

participati n in foundation tatut ry bodies · 
• Longterm financing form th ompany and/or from t mal ource ; 
• trategi action plan including the eh s ocial pr bl m for the fi undati n to focus on· 
• Tran par nt and cti e manag m nt tructur · 
• Regular m nit ring and mea uring th r sult of c nducted program · 
• Fair erificati n f int nd d ffe t fr m th o ial and bu iness per pc tive'17 • 

ertainly am ng the corporal foundation p rating in Poland ne could find tho e, that in 
a ry complex and ffi cti wa ar uccessfully impl m nting so ial pr gram and c uld rve 

ample to th ial tor. 
Th r fore in th author \ i v. it would be ad i ab I to creat tudi , 

a catalogue f g d practi e in the functioning of corporate foundation 
an exampl in the future. 

rv" a 

6. Conclusion 
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