
STRENGTHENING THE CAPACITY OF ROMANIAN 
COMPANIES TO DEVELOP SOCIAL PARTNERSHIPS – 

CORPORATE SOCIAL RESPONSIBILITY 

Cristina Vişinoiu[1] In October 2011 the EU Commission defined CSR as „the responsibility 
of enterprises for their impacts on society” and encouraged enterprises to have a process in place to integrate social, environmental, ethical, human rights and consumer concerns into their business operations and core strategy in close cooperation with their stakeholders. The EU strategy 2011-2014 for corporate social responsibility under-lines the significant contribution of the enterprises to the European Union’s treaty objectives of sustainable development and the creation of a competitive social market economy, by integrating the international CSR principles. To maximize the creation of shared value, enterprises are en-couraged to adopt a long-term strategic approach to CSR, and to explore the opportunities for developing innovative products, services and business models that contribute to societal wellbeing and lead to higher quality and more productive jobs. CSR underpins the objectives of the Europe 2020 strategy for smart, sustainable and inclusive growth, including the 75% employment target. The business environment can manifest only throghtout the other segments of society. The two entities are interdependent and it is necessary for the business’ role in building a better future to be recognized and encouraged within the society by means of mutual understanding and responsible behaviour. As an engine of the social 
                                                [1] Expert public relations, cristina.visinoiu@undpaffiliates.org 
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progress, CSR supports companies, despite their dimensions, to assume responsabilities as global citizens and local partners living in a world of continuous change. Beyond charity and volunteering, CSR overlaps today more and more with business’ sustenability – a welcome evolution that places social res-ponsability in the strategic core of business operations. Today’s CSR envi-sions how to make business and counts on assuming the reality accord-ing to which the business can be durable and can create value through partnership, by involving all the relevant interested parties and focusing upon the real progress and lasting inovation in business operations and not upon considering social responsibility in marginal terms.  These aspects mean that for insuring its durability, an enterprise must satisfy its clients, generate profit and respect the expectations of the people who are affected or do affect it, hence the employees, suppliers and/or the community where they activate. In this context, the managers and entrepreneurs must be supported in admitting that operating in a responsible manner – socially speaking, can add direct benefits to their business and can ensure the long term strategic competitiveness by proactively and in an innovative way solving problems also through creating a support team which maximizes the opportunities.  In this context of offering an increased attention to CSR at the European level, the National Association of Romanian Exporters and Importers (ANEIR) shall implement starting with March 2011, the project Strengthening the capacity of Romanian companies to develop 
social partnerships in partnership with United Nations Development Programme (UNDP) and the Programmes and Projects Implementation Agency for Small and Medium Enterprises (AIPPIMM). The project is co-funded by the European Social Fund through Sectoral Operational Programme for Human Resources Development (SOP HRD) 2007-2013, as part of its 3rd priority axe - Developing the flexibility of workers and enterprises and Major Intervention Area „Development of partnerships and encouraging initiatives for social partners and civil society”. 
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To be developed until February 2013, the project has as maine objective promoting the integration of CSR principles in the business strategy of Romanian enterprises. The activities pursue the awareness-raising of the involvement options for the enterprises in such CSR activities and the benefits inlcuded which are encompassed in 4 general objectives of the project:  • Improving the knowledge and expertise of the Romanian com-panies in the CSR field by providing them working guides; • Strengthening the capacity of Romanian companies to implement CSR strategies through CSR test running recommended within six selected Romanian companies; • Training CSR managers; • Raising public awareness of CSR. Selected from different regions of Romania, covering business sec-tors such as manufacturing, services, mining and energy, the companies benefit of: • One year free management counseling, according to the latest Euro-pean standards and adapted to Romanian market and to the enterprise profile; • Establishing a socially responsible business strategy to fit the company - a strategy sensitive to absorption capacity of the organiza-tion and, where necessary, further capacity building through training sessions delivered by experts in specific field; • Direct access to the international experience of how to implement CSR strategies in UK companies and organizations participating in the study visit organized by project. The business case for integrating SR in SMEs business operations has long term benefits: • Improved products/services, therefore better client/customer satisfaction; • More motivated, therefore more productive and loyal, employees;  • Reputation as a good employer and good neighbor in the com-munity; 
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• Easier access to public/European funds or grants; • Operational cost savings due to more efficient deployment of resources; (e.g. less energy consumed is less money spent); • Access to new markets (e.g. SRI, and multinational supply chains); • Additional strength in negotiating contracts (use of SR as a differentiator); • Proactive communication with stakeholders; • Networking opportunities that can result in new clients; • Identified and reduced risks; • Proactive opportunity identification; • Easier access to loans from banks and lower fees from insurers (once the banking and insurer sector matures); • Product / service reputation enhancement. The business case for CSR in SMEs entails that social responsibility should be triggered not only internally, but also through external motivation and reward system. This is to say that an appropriate enabling environment should exist to reward SMEs for more socially and environmentally responsible behaviour. Among other things, this means addressing the role of consumers, of public procurement and of large company buyers in the supply-chain: more social responsibility should be requested, while being sensitive to SMEs capacities to deliver it so to avoid unintentionally discriminating against them.  Moreover, all three society sectors – business, non-profit, and gover-nment – cannot act independently of each other when it comes to genuinely promoting social responsibility. Therefore, the multi-stakeholder social responsibility is one subject further research and guidance is encouraged to address. 




