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The main trend in recent times has been the impact of business on all aspects of society,
which in turn, has increased the importance of corporate social responsibility. Business
is directly related to the well-being of people, their material, social and intellectual
needs, the reduction of inequality and the eradication of unemployment. The enterprises
social responsibility is an objective stage in their further development, responding to
the challenges of a world economy with a dynamically changing environment. The
aim of the study is to support a strategic corporate social responsibility management
approach that addresses the social needs of the external and internal environment of
enterprises. The article proposes a scientific approach to the choice of methods and tools
for strategic planning of enterprises social responsibility. The usage of generally accepted
recommendations for the development of a company strategy to justify the stages of
CSR strategy development has been proposed. Throughout the development of the
Strategic Management Theory, the stages of strategy development have been formed,
the usefulness of which is uncontroversial. The methodological basis of the study is a
set of general scientific methods, such as theoretical synthesis, comparison, as well as
a systematic approach to the development of coherent strategies for different levels of
enterprise management, with an emphasis on CSR principles.

The strategy development methodology includes the phases of mission and goal
identification, strategic analysis, development of strategic options, selection of strategies
and evaluation of strategy implementation. The content of each phase should therefore be
consistent with the other strategies of the strategic management process in developing the
CSR strategy. Certain tools are proposed for each stage of the CSR strategy management.
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OCHOBHOIO TEH/ICHITI€}0 OCTAHHBOTO YaCy € BIUIAB Oi3HECY Ha BCi CTOPOHU JKUTTS
CYCIITBCTBA, IO 00YMOBIIOE 3pOCTAaHHS BUCOKOI 3HAYMMOCTI COIiaIbHOI BiJIO-
BigasbHOCTI MiANpHEMCTB. bi3Hec Mae Oe3mocepeane BiAHOMEHHS 10 J0OpoOyTy
JIFOIICH, 10 3aI0BOJICHHS 1X MaTepiajibHUX, COLIIAIIbHUX 1 IHTEICKTyaIbHHUX IOTPEO,
JI0 CKOPOYCHHSI HEPIBHOCTI 1 BUKOPIHEHHIO 0e3po0iTTs. ColiaabHa BiAMOBIIATb-
HICTh HIANPUEMCTB — [1e 00’ €KTHBHHUH €TaIl B X IIOATBIIOMY PO3BHUTKY, BIAIOBIIb
HA BUKJIMKU [I00AJIIbHOT €KOHOMIKH, 30BHILIHBOTO CEPEIOBHUINA IO JHMHAMIYHO
3MiHIOETBCSI. METOI0 TOCIiKEHHS € OOTPyHTYBaHHS TiIXOMY IO PO3POOKH CTpa-
TEriYHOTO YIPABIIHHA KOPIIOPATHBHOIO COI[IaIIHOIO BiAMOBINANBHICTIO, SKHH
OpIEHTYETHCSI Ha 33/I0BOJICHHSI COLlIAJIbHMX BUMOI 30BHIIIHBOTO T4 BHYTPIIIHHOTO
CepeNloBHUII MiIPUEMCTB. B pobOTI MPONMOHYETHCSI HAYKOBHHI MiJXia A0 BUOODY
METOJIIB i IHCTPYMEHTIB CTPATCTiYHOTO IIAHYBAHHS COLIATBHOT BiIIOBINATBHO-
CTi miampueMcTB. B ipoBeieHOMY TOCITIKEHHI IPOTIOHY€EMO JIJIsl 00T pyHTYBaHHS
etariB po3po0ku ctparerii KCB BukoprcTOBYyBaTH 3araTbHONPUITHSTI peKOMEHA-
il A7 po3poOKH cTparerii Ha MiAMPUEMCTBI. 3a epio PO3BUTKY TeOpii cTpaTe-
rIYHOTO yrpasiiHHs c()OPMOBaAHI eTary po3poOKH CTparerii JOLUIBHICTh SIKHX HE
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BUKJIMKA€ MPOTHPIY a00 00TOBOPEHHS. METOMOIOTIYHOI0 OCHOBOIO JIOCTIIKCHHS
€ CYKYIHICTb 3araJlHOHAyKOBUX METOJIB, TAKHX, K TEOPETUYHE y3araJbHEHHS,
MOPIBHSIHHSI, & TAKOX CUCTEeMHMU MMiIXix moa0 (GopMyBaHHS B3a€EMOTIOB’ SI3aHUX
cTparerii JJisi pi3HUX PiBHIB YIPaBIIHHS MIAMPUEMCTBOM 3 OpPIEHTAIII€I0 HA TIPHH-
unu KCB. Metonvka ¢popmyBaHHS cTparerii BKIIOYAE TaKi €Tarnu, 1K BU3HAYCHHS
Micii Ta nijei, cTpareriyHuii aHasi3, po3poOka cTpaTeriyHuX albTepHaTUB, BUOIp
cTpaTerii Ta OIiHKa peaii3aiis crpaterii. Tomy po3pobmsroun crpaterito KCB
3MiCT KO)KHOTO €TaITy CJIi/I y3ro/pKyBaTH 3 iHIIUMH CTPATETiIMU TPOIIeCy CTpaTe-
TigHOTO yrpaBmiHHs. i1 KoyKHOTO eTany ynpaiiHHs crpaterieto KCB 3amporo-
HOBaHO BUKOPHCTOBYBATH TI€BHI IHCTPYMEHTH.

Statement of the problem

Strategic planning research aimes at the elaboration of
well-funded strategies whose main purpose is to satisfy the
interests of owners (shareholders). Accordingly, the choice
of different strategic alternatives and the formation of prod-
uct and marketing strategies have been extensively studied.

Social responsibility nowadays is seen only as the need
to take into account the social and political factors influ-
encing economic policy. In the process of the business
social responsibility characterizing most scientists focused
only on verbal description of its integration into the cor-
porate governance system without detailing and modelling
the process. Today, there is limited development in this
area and weak strategic management. In view of the above,
the relevance of the article is obvious and timely.

Analysis of recent research and publications

At present, many authors point to the need to adapt the
experience of social planning on the basis of new economic
realities, stressing the need to expand the scope of social
planning, to include social investment in social plans,
aimed at solving social problems in the external environ-
ment. The development of a corporate social responsi-
bility (CSR) strategy is covered in their research by for-
eign and domestic scientists T. Grybtsova [1, p. 90-97],
O. Lazorenko [2], G. Mysko [3, p. 112-124], N. Shmygol
[4, p. 212-216] and others. They see the development of an
CSR strategy as key to the implementation of CSR in an
enterprise’s operations.

For example in research on strategic management,
G. Mysko [3, p. 112-124] examines how "the process based
on a set of management decisions and their processes con-
cerns the detail of measures within the overall direction of
enterprise development". This proves that «the choice and
formation of a strategy requires careful study of the current
results of the activity, research of short-term goals and the
establishment of a long-term strategic directiony.

Foreign scholars have also paid attention to the devel-
opment of corporate social responsibility strategies. In
1954, P. Drucker in the book «Management Practices» pro-
posed the concept of management by objectives (MBO).

Under this concept, an organization will be more
effective if it has established a clear hierarchical system
of objectives in which each successive level of objectives
contributes to the achievement of higher-level goals and all
individual objectives, Together, they should be coordinated
with each other and ensure that the overall objectives of
the organization are achieved. At the same time, the com-
plexity of the control and self-monitoring system should
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be within the limits necessary to achieve the objectives
of the organization, control should not be an end in itself
[S, p. 62-63].

In 1962 A. Chandler published the book «Strategy
and Structure» [6], in which the foundations of strategic
management were revealed. But the most comprehensive
issues of strategic social responsibility planning are devel-
oped in I. Ansoff’s work, which argues for the need for
companies to formulate commercial socio-political strate-
gies that take into account the interests of all constituencies
[7, p. 449-461].

Objectives of the article

The purpose of the study is to support a strategic cor-
porate social responsibility management approach that
addresses the social needs of the external and internal envi-
ronment of enterprises.

The main material of the research

In order to enhance the positive impact of social respon-
sibility on the development of an enterprise, it is important to
consider it as an object of management and thus to exercise
managerial influence through management functions such as
planning, organization and control. Strategic planning plays
a leading role in a social responsibility management system
aimed at harmonizing the interests of pressure groups in order
to ensure the sustainable development of the enterprise.

To this end, the interests of the groups are analyzed,
contradictions are agreed, mechanisms of interaction are
developed, social investments are made according to the
enterprise’s internal capacities.

Other management functions (organization, motivation,
control) aim at maintaining the highest possible and stable
level of achievement of the organizational objectives of an
enterprise as set out in the strategic planning process. They are
generally presented in terms of objectives to individual units,
which include them under their direction and control. Strate-
gic planning for social responsibility includes the following:

— development of an economic strategy;

— development of a social strategy;

— development of a policy strategy.

The strategic planning of social responsibility ensures the
link between economic and social policy. This relationship is
based on the fact that economic processes always have a social
dimension, without which their effectiveness cannot be achieved.

In turn, social phenomena always have an economic
basis without which they cannot be realized. In order to
ensure the competitive development of an enterprise’s eco-
nomic strategy, it is important to anticipate and take into
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account the economic, social, legislative, moral and ethical
requirements of society.

In the management of social responsibility, current
problems include the analysis of social activities, the fore-
casting of social problems, the elaboration of a strategy
of social responsibility, the definition of the relationship
between social responsibility and economic activities,
Economic policy of the enterprise, financing systems,
incentives, supervision and control. These complex man-
agement challenges are central to strategic planning in
social responsibility management.

The CSR concept helps to address the long-term rela-
tionship not only with the target segment but also with
the rest of society. When a buyer buys a product/service,
it values the company as a whole, which is the result of
coordinated organizational, marketing, social initiatives. In
marketing, the concept of building long-term relationships
with consumers, counterparties (suppliers, intermediaries)
and other stakeholders is based on a customer relationship
management system.

Companies, implementing the principles of strategic
management, have voluntary responsibility for the for-
mation and development of long-term mutually beneficial
relationships in the process of interaction of the organiza-
tion with customers and society as a whole.

The theoretical and practical issues of reconciling the
interests, goals and objectives of the socio-economic devel-
opment of systems at different levels are of great impor-
tance. Leading scholars predict in the near future another
gradual transition to an economy based on something other
than the existing operating principles.

First of all, it involves the efficient use of resources and
the construction of fundamentally different business mod-
els (co-ownership and consumption, etc.). As a result of
these changes, profound changes and management prac-
tices are taking place. They will be transformed from tra-
ditional to innovative through new approaches and tools.
Strategic management is one such tool.

The alignment with the stages of a comprehensive cor-
porate (business) strategy with an CSR focus enhances the
implementation of CSR principles in strategic manage-
ment. Corporate and business strategies integrated with
CSR objectives are becoming the basis for improving the
operational efficiency of enterprise management systems.

Many definitions of strategic management (manage-
ment) are used in the scientific literature. Thus, according
to one approach, strategic management is one of the man-
agement activities aimed at achieving the long-term goals
of the system (State, region, organization). According to
other authors, strategic management is the process of ana-
lysing the situation, designing, adopting, implementing
and monitoring the implementation of a strategic decision.

Alfred Chandler is considered one of the founders of
strategic management. In 1960, for the first time, he intro-
duced the concept of «strategy» as a definition of the main
long-term goals and objectives of the enterprise (organi-
zation) and a statement on the course of action, allocation
of resources necessary for the achievement of these goals.

In his work «Strategy and Structure: Chapters on the
History of the American Industrial Enterprise» A. Chandler
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formulated the key concepts and objectives of modern stra-
tegic management theory.

According to the proposed concept, the strategy should
define the main long-term goals of the economic system
and optimize the systematization of actions and resources
to achieve them. It was A.Chandler who discovered the
great differences between the strategy and the structure of
the economic system, and between the processes of poli-
cy-making and implementation.

A.Chandler argued that it was the economic system’s strat-
egy that determined its structure, not the other way around.

"If the strategy follows the structure, the result will
always be ineffective," A.Chandler stressed in his work. In
addition, he indicated the importance of professional man-
agement, calling it the «visible hand» of the market, which
determines the structure of the whole state economy [6].

J. Wissema [8, p. 176] defines strategic management
as management style (driven by consumers, future-ori-
ented, competitive) and methods of communication, com-
munication, decision-making and planning through which
managers and line managers make and decide decisions in
a timely manner, linked to related to business objectives.

Strategic management provides strategic direction to all
employees and synchronization of plans of units responsi-
ble for the realization of company objectives. Thus, strategic
management is the system of actions needed to achieve the
goals set, often with limited resources [8]. The economic
categories given in table 1 represent the essence of strategic
management.

Table 1 — Economic categories that represent the essence
of strategic management

Category Definition
Strategy A long-term plan Qf action under
uncertainty.
Mission Ar_l _element of strategy reflecting the
ability to meet existing market needs.
Internal Human resources, means of production,
environment information and money.
External The set of conditions and factors in which
environment the action takes place.
A strategic management tool that identifies
Strategical and evaluates current activities in order to
analysis identify the most perspective directions for
development.
Strategical 1.The process of maintaining strategic
lanning alignment between objectlves,. cap_acmes,
P resources and the market situation.
. A collection of interrelated, focused and
Strategical .
Mt coherent management actions that support
decision
long-term goals.
A tool of corporate culture in the form of
Strategical vision | a description of the future and perspective
directions of development.
Strategic The process of building a framework
objectives of basic guidelines for long-term
elaboration development.
.. The combination of factors (assets,
Competitive . L
characteristics and characteristics) that
advantage. I
create a favourable market position.
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Scientists distinguish the following five strategic man-
agement phases:

1. strategic analysis;

2. definition of strategic objectives;

3. strategy development;

4. strategy implementation;

5. monitoring and evaluation of results.

The first phase is strategic analysis. This phase is a key
analytical element of strategic management. It determines
the strategic possibilities and prospects for the develop-
ment of the system (State, region, organization, etc.). The
main objective of strategic analysis is to assess the key fac-
tors in the external and internal environment, as well as
their impact on future development.

The results of the strategic analysis address much of the
uncertainty in the management decision-making process.
This is made possible by converting the information on the
state of the external and internal environment of the system
into a database of indicators used for management decisions.

Second stage - setting objectives. Strategic objectives for
the development of the system are currently being formu-
lated. Strategic objectives are a framework of benchmarks
for long-term development. In contrast to the strategic vision
and strategic assets, as well as missions (which precede the
formulation of strategic objectives), the strategic objectives
have a number of specific characteristics. These figures
are given in the method for determining a reasonable goal
SMART proposed by P. Drucker in 1954 [5, P. 62-63].

According to this methodology, the strategic objectives
should be:

— Specific;

Measurable;
Achievable;
Realistic;

— Timed.

The outcome of the strategic objectives phase is the
establishment of a system of long-term development cri-
teria, as well as the formulation of policies in key areas of
vision.

The third stage is the development of a strategy. This
phase builds on the two previous ones and aims at selecting
one of the strategic alternatives. The final form of the strat-
egy is chosen from forecasting (second phase of strategic
management) to strategic planning (third phase) based on
strategic analysis (first phase).

The fourth step is the implementation of the strategy.
This phase contains specific strategic objectives and the
achievement of defined quantitative and qualitative strate-
gic targets. The project approach ensures good results from
the strategy. The characteristics and principles of which
best meet the requirements of achievable strategic objec-
tives. It should be noted, however, that in order to enhance
the effectiveness of the implementation phase of the strat-
egy, it is necessary to ensure:

— establishment of effective mechanisms for the
implementation of the strategy envisaged by the organi-
zationally (separately distributed structure) and resources
(personnel, finance, materials, information, etc.);

— development of theoretical knowledge and practical
skills for strategic and project management;
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— establishment of an effective system of motivation
for actors involved in the implementation of the strategy.

The fifth step is to monitor and evaluate the results of
the strategy. At this stage, the following tasks are being
carried out:

— establishing a benchmarking system;

— establishing criteria for assessing compliance with
the strategic objectives of adopted standards and standards;

— taking into account the timeliness and completeness
of objectives;

— monitoring the achievement of intermediate and
final strategic objectives;

— determining the reasons for deviations from the
strategy;

— performing corrective actions if necessary.

Existing theoretical and methodological support for
strategic management at different stages uses such tools
(table 2).

It could be seen that the main tools of strategic man-
agement are: SWOT analysis; Porter’s Five-Step Model;
SMART target-setting system; balanced scorecard system;
financial and marketing planning system; Budgeting sys-
tem; Key Performance Indicators Systems (KPI) [9].

Scientists divide all existing methods used in strategic
management into:

— formal models;

— quantitative methods;

— qualitative methods;

— authorial methodological developments.

Theory and practice show that strategic management
uses specific tools such as, for example, a method of craft-
ing tricks. In addition, risk management tools such as fail-
ure method, acceptance method, etc. In turn, project man-
agement tools are actively used in strategic management
(Gantt diagram, Ishikawa diagram, etc.) [9].

Thus, the modern theory of strategic management has
a well-structured and well-developed toolbox. Existing
methodological developments in strategic management
can be used not only in the corporate sector but also in
public and municipal management.

This is due to the universality of approaches and prin-
ciples of strategic management of systems at different
(macro, meso, micro) levels. Consequently, theoretical
approaches and strategic management tools, with the nec-
essary adaptations, can be used to implement a corporate
social responsibility strategy.

Conclusions

A priority for enterprises at this stage is the integration of the
principles of social responsibility into the company’s strategy
for achieving systemic impact in the field of social activities.

The benefits of implementing corporate responsibility
strategies for companies include increased staff satisfac-
tion, lower staff turnover and higher brand costs.

Companies that do not join this game lose opportuni-
ties in business, lose competitive advantage and lag behind
in management. Without CSR strategies, they do not, first,
control and control the impact of their production on soci-
ety and the environment, and, second, realize their full eco-
nomic potential.
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Table 2 — Characteristics of key strategic management tools

Tool | Short description

Stage 1. Strategic analysis

A method of analysis used to assess the impact of external and internal factors on the project. All factors
fall into four categories: strengths, weaknesses, opportunities and threats. The method involves defining
the project objective and identifying internal and external factors that contribute to or complicate the
achievement of strategic objectives

SWOT-analysis

Methodology of sectoral analysis and development of business development strategy. It includes an
Porter’s model analysis of five forces: threat of substitution; threat of new players; market power of suppliers; market
power of consumers; level of competition.

Stage 2. Setting objectives

A method of formulating objectives that requires compliance with specific requirements. According to

SMART- method the SMART methodology, the objectives should be: specific; measurable; achievable; realistic; timed.

Methodology for the allocation of key perspectives and activities and the formulation of fundamental

Guiding Policies approaches and principles in the formulation of strategic projections and development scenarios.

Stage 3. Development of a strategy

The methodology for drawing up a short initial plan in the form of an action algorithm based on a
Stratagems thorough study of the situation and a specific competitive environment. Stratagems are constructed for
each of the possible development scenarios.

Road maps Detailed planning methodology based on the accepted mission and strategy developed, describing the
key stages of each activity

Stage 4. Implementation of the strategy

Balanced score card

A system of accessible and reliable activity indicators that provides timely information on deviations
from these planned values, as well as prevents or removes the reasons for such deviations by performing
corrective actions.

Stage 5. Monitoring and evaluation the results of the strategy

Key Performance
Indicators Systems (KPI)

A tool of measurement the achievement of a goal. A system of quantitative and qualitative indicators
reflecting the effectiveness and efficiency of each of the activities under each of their objectives

Source: Compiled by the author on the basis of [9]
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