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The degree of social involvement of organizations is the preferred subject 
of researchers for qualitative studies. This paper highlights some of the 
most common motivations and forms for social involvement emphasized 
by different studies and organisations around the world and in Romania, 
considering both internal and external factors. 
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INTRODUCTION 
 
The motivation for the social involvement of organizations can be 

achieved only in a favorable context for them. Most of the concepts related 
to this area - community involvement of the business, corporate social 
responsibility, corporate citizenship - have their roots in the tradition of 
philanthropy. Increased resources available to companies, a range of 
involvement and the needs and expectations of company loyalty to 
employees are major challenges to most companies, by creating a positive 
attitude towards the company and in relation to other employees. 

 
SOCIAL INVOLVEMENT OF BUSINESSES 

The degree of social involvement of organizations is the preferred 
subject of researchers for qualitative studies. Many of these studies follow a 
few directions that define important social aspects involved. The most 
important directions are: intrinsic and extrinsic factors that promote the 
involvement of firms, the motivations and decision involvement, challenges 
and limits the involvement of companies and partnerships with non-profit 
organizations.  
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FACULTATEA DE MANAGEMENT AGRICOL 

According to the study conducted by the Romanian Association for 
Community Relations, with the launch of 13 interviews with companies in 
various fields, in particular, multinational motivations that shape social 
involvement are those who support community: the desire to help employee 
retention, promotion of values that are important for the company (initiative, 
entrepreneurship, innovation), the training of future employees, company 
image, the combination with a good cause (among customers).  

Employee retention is a major challenge to most companies, by 
creating a positive attitude towards the company and in relation to other 
employees. Modalities of perception and understanding of the concept of 
social business differ from company to company, starting from the 
sponsorships, donations from salary combined with corporate volunteering 
programs. However, the involvement of social organizations can not be 
achieved only in a favorable context for them. Therefore, factors that are 
favourable for the involvement of organizations, according to the same 
study, include: 

• presence of a need / perceived need both at the level of employees, 
media or non-governmental organizations;  

• existence of a trust in the employees and beneficiaries (as the 
phrase business culture emphasizes human quality employees);  

• approach long term solutions;  
• understanding and knowledge of the added value of projects for the 

beneficiaries, community or company;  
• exploitation of clear marketing elements reliefarea and added value 

of projects that are well positioned on the market;  
• credibility to the important target groups for the firm.  
 

COOPERATION WITH NON-PROFIT ORGANISATIONS 
 
Expectations of the non-profit organizations start from the project 

managament stage (design of structured and documented projects, 
monitoring and evaluating results and impact of project participation by 
qualified human resources, expertise and logistics), including the 
assumption of an existing constructive attitude and targeted action.  

In addition to resources, organizations have access to individual 
donors, whether employees or customers, by promoting and supporting the 
involvement of social causes. Also, large firms have significant human 
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resources to facilitate involvement in software development, such as 
lawyers, specialists in marketing, public relations or community. Benefits of 
the relationship between non-profit organizations and social businesses 
involved are: access to beneficiaries, geographical coverage, through a 
network of offices and subsidiaries, efficiency, expertise offered by them; 
mobilizatoare capacity to support further risk reduction, impact assessment, 
greater confidence in project in public. With a major emphasis, however: 
there is a relationship of partnership, with the chance of successful long-
term, based on a quintessential justification for strategic and commercial 
company in question. 

 
MOTIVATIONS FOR INVOLVEMENT 

 
Lynes and Andrachuk (2008) explore the reasons for firms to be 

involved and to adopt policies of social and environmental responsibility. 
They assert that companies are influenced by a number of external factors 
and specific sector, such as available technology, leadership, economic 
situation, industrial standards and agreements. According to Rennie (2001), 
these factors can be grouped in four systems of influence*:  

• the market-development policies are based on cost-benefit analysis 
of the company on the market economy  

• political and institutional system - the development of policies 
based on political culture and system of governance in which firms operate  

• scientific system - in which development policy is based on 
scientific knowledge about causes and consequences  

• social system - created as a result of exchange of knowledge about 
the market, the political and scientific systems 

The four systems of influence determine the elements that will 
motivate a company to act in a certain direction or another. Lynes and 
Andrachuk (2008) mentions several themes in this regard†:  

                                                
* Rennie, O., (2001) - The role of social science in environmental policy-making. Science 
and Public Policy 28 (6), 427–437 
† Lynes J K, Andrachuk M (2008)- Motivations for corporate social and environmental 
responsibility: A case study of Scandinavian Airlines, Journal of International 
Management, vol 14, nr 4, p 380 
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- Financial strategy of long-term business - investment in efficient 
technologies and low emissions  

- Eco-efficiency - reducing costs as a result of savings achieved by 
reducing waste or loss  

- Competitive advantage  
- Corporate Citizenship efficiency  
- Improving the image and reputation  
- Pressures interested parties  
- The desire to avoid or delay regulatory action  
Not all of these motivations apply to all companies; however, some 

are more relevant to others. London Business Group has identified three 
main motivations for engaging in the business community:  

- A moral sense of social responsibility  
- Long-term interest of companies in the development of healthy 

communities 
- Benefits of direct business involvement in community  
The motivations underlying the three types of community 

involvement in the business:  
- Charitable contributions - intermittent support a range of spheres 

nonprofit causes in response to the request of community organizations, 
lately increasingly msi much psrteneriat between the company, employees, 
customers and suppliers  

- Community Investment - involving strategic, long-term 
partnerships in the community for a number rapunde Social limitatde chosen 
by the company to protect its interests in the long term and to increase the 
reputation  

- Trade Initiative in the community - activities in the community, 
usually at the initiative of the company's commercial department, which 
directly support the company's success by promovaea trademark and other 
commercial policies in partnership with nonprofit community organizations.  

The above are just general motivations, but a more careful analysis 
would emphasize the concept and other key factors behind the involvement 
in the community. In this sense, the same institution mentioned above, 
identify the following elements:  

-   The relative power and desire to help / support;  
-   Promotion of values important to the company  
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- Positioning the company in relation to existing or potential 
employees  

- Positioning the company in relation to important target groups, 
development partners network  

- Image, reputation, public visibility  
- Positioning in front of potential clients and differentiation from 

competitors  
International Business Report published at the beginning of 2008, a 

study made by the prestigious consulting firm Grant Thornton business 
covered 34 economies worldwide. The research revealed that small and 
medium companies will have to review very quickly their attitude towards 
the concept of social responsibility.  

In general, until now, the multinational ethical practices were in the 
spotlight. From them it is expected more in terms of financial resources, 
time and involvement and management actions with a view to the 
sustainable development of society. According to the report, multinationals 
focus in the traditional manner, on the following areas*:  

- Human rights;  
- Conditions of work; 
- Environment;  
- Fight against corruption.  
One of the key questions that the study aims to answer is: "What are 

the most important factors that determine corporate responsibility?" 
Managers of private companies indicated the following issues as the most 
motivating†:  

-   Keeping key employees (65%);  
- Keeping costs under control in an efficient resource and 

environmental (63%);  
- The need to enhance customer trust and loyalty - to strengthen the 

brand (56%);  
- Tax reductions (44%);  
- Saving the planet (40%);  
- Better relations with investors (39%);  

                                                
* CSR nu mai este o necesitate doar pentru marile corporatii, CSR in Romania, martie 2008 
www.responsabilitatesociala.ro 
† Idem. 
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- The government (38%).  
Keeping key employees is the main reason for involvement in social 

responsibility activities, while orientation to the external environment of the 
company occupies one of the last positions in the ranking.  
Most of the concepts related to this area - community involvement in the 
business, corporate social responsibility, corporate citizenship - have their 
roots in the tradition of philanthropy.  

 
CONCLUSION 

 
In the current context of economic globalization, turmoil and 

uncertainty, business managers need to take into account all forms of social 
participation and contribute to providing positive change through serious 
investment in research and social innovation, to encourage studies and 
research by creating new competitive products and services. The main 
driving factors for social involvement are embodied in the current global 
financial evolutions and require a concerted action for creating positive and 
equitable change at a large scale. 
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