AJIMa3HOTO MHUpPa MOXHO OTHECTHU K YPOBHIO BBICIIETO 3HAHUS, JOCTYIHOTO
HE KaXJIOMY aJICTy LIKOJbI.

VY obenx MaHzan ecth 6a30BbI CUMBOJI, B KOTOPOM 3aKJII0U€HA CYTh yue-
Hus. B mManpane AnmazHOro Mupa 370 MATHKOHEYHAs BaJKpa — aKTUBHOE Ha-
yasio. Bajkpa npoOuBaeT cTeHy HEBEKECTBA, AKTUBHO MPUBOAS BCE K MOPSI-
Ky 1 rapmoHuu. B manname UpeBa — BOCBMMIIETIECTKOBBIA JIOTOC, CUMBOJI
YKEHCKOI'0 MTaCCMBHOTO Hauaja, JioHa (rapOxu), B KOTOPOM CO3PEBAIOT CEMEHA
BEJIMKOTO COCTPAJIAHMS, SIBISIOMIETOCS OCHOBOM CTAaHOBJIEHUSA HA MyTh MPO-
CBETJICHUS U JACSATEIBHOCTU MO CHACEHUIO APYyrux cymiecTs. ['apOxa — moteH-
U1, BaJDKpa — peann3anus U mioa. [1o3roMy HECMOTpst Ha TO, YTO MaHIAJIbI
OTPaXXalOT PA3HBIC ACHEKTHI MPOCBETICHHOIO COCTOSHHS, OHU COCTAaBJISIOT
€AUHOE 11eJI0€, MOCKOJIbKY 00JIaJatl0T €AMHON MPUPO0N — MPUPOION Oy aIbI
BaipouaHbl KaK OJIMIIETBOPEHUS IEPBOPOAHOTO CO3HAHMS.

[TyreM aHanmm3a MaH 1)1 Mbl BBISICHWIN, YTO B HUX OTPaXKEH 0a30BbIN MPUHITUI
Bamxpassabl — qyanm3M NacCMBHOTO HA4Yala B BUJIE BEJIMKOTO COCTPAJaHUs U aK-
TMBHOTO B BUJIE MCKOPEHSIOIICH HEBEACHUE MYApPOCTH. B3ammopencTBue 3THX
HayaJl MPUBOUT K TAPMOHUU U PeaTU3alluy TOTMHHON Npupoikl Bemei. Pabo-
Ta ¢ MaHAAJIAMU UTPAET KITFOYEBYIO POJIb B IPAKTHKAX CEBEPHOTO OyIIM3Ma.
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THE INTRODUCTION OF CSR IN THE TOURISM INDUSTRY
O. B. I'op0ar

Today the interaction with the environment and various interest groups is
essential for business in order to stay competitive on the market. Top-
managers of the most successful companies seek to improve ethical perfor-
mance in business and consider both the long-range best interests of the com-
pany and the company's relationship to the society within which it operates.
The concepts of corporate social responsibility and ethics in business play an
important role in harmonizing a company's economic values with the social
and ethical values of other groups in the environment.
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Corporate Social Responsibility is designed to achieve a balance for the
long-term benefit of a company’s stakeholders, including investors, employ-
ees, communities, suppliers and customers, and the environment. Integrating
sustainability into a travel program should be no different than implementing
other corporate initiatives, but it does present some unique challenges. Corpo-
rations and corporate travel managers may have difficulty embedding sustain-
ability or “green travel” into their corporate travel programs because the prac-
tice of creating, implementing, measuring and improving CSR initiatives
within the context of a corporate travel program is still relatively new and is
continuously evolving.

Ethical behavior and corporate social responsibility can bring significant
benefits to a tourist company. For example, such companies may attract more
customers to their products and services and raise sales and profits. CSR re-
duces turnover, as companies treat their workers well and employees want to
stay with them and therefore increase productivity. Moreover, CSR may at-
tract more employees wanting to work for the company, reduce recruitment
costs and enable the company to get the most talented employees.

Along with CSR, ethical behavior can attract investors and keep the com-
pany's share price high, thereby protecting the business from takeover. Many
investors perceive CSR as a factor that has implications on the bottom line.
Socially responsible companies will outperform their peers by focusing on the
world’s social problems and viewing them as opportunities to build profits
and help the world at the same time.

It's necessary to highlight that ethics and economics are complementary,
not contradicted. CRS leads to economic growth. The companies with good
CSR programs beat their peers by 2-3 % per year. This fundamentally chang-
es the way management should be thinking about their workers, customers,
environment and suppliers. It is also the notion that companies cannot thrive
for long in the world where billions of people are suffering and are desperate-
ly poor. Thus, it is in business’s interest to find ways to attack societys ills.

Ethics is closely related to the factors that keep people and organizations
from doing harm and create order in a society. These factors include ethics,
laws, formal and informal groups, self-regulation and the media. These six
factors (the social glue) are more important today than ever before due to the
increasing complexity of the global economy and the melding of customs and
traditions within societies.

Good management is obviously critical to the success of ethical perfor-
mance in business. Many organizations have become more interested in ethi-
cal issues. One vivid example of it is the increase in the number of large com-
panies that appoint ethics officers. More and more companies are providing
ethics resources for their employees. Many companies of various sizes have
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developed a code of ethics as a guideline to help marketing managers and
other employees make better decisions. Such codes describe the general value
system and help employees avoid confusion when determining whether their
decisions are ethical or not.

Today tourism is a globalized business activity, thus facing growing chal-
lenges in terms of ethics. Ethics in tourism is and should be a matter of con-
cern to all international and national agents managing tourism development,
NGOs, tourists and tourism destinations.

However, one is justified to raise the question whether mass tourism and
ethics can coexist or are incompatible, since mass tourism is dominated by the
reason of profit, which is not associated with ethics at first sight. This is a per-
sistent misconception. It is true that some options for CSR can result in addi-
tional costs, but companies can actually save money through responsible trav-
el management. If an organization implements policies such as, for example,
integrated virtual meetings by substituting certain meetings with videoconfer-
encing or web meetings, travel costs can actually be reduced.

Nevertheless, cutting costs is not the only driver for CSR. Businesses fol-
low CSR so as to reduce uncertainty and limit risk, enhance the brand and
reputation of a company, among customers, support the company’s own offer-
ings of new products and services in the growth market of sustainability.

With the view to promoting sustainable development in tourism, the states adopt
different policies. These policies approach tourism development as ecologically ac-
cepted, economically sustainable, socially and ethically fair for local communities.

Tourism organizations are beginning to realize that promoting their ethical
position can be good business as it has the ability to increase company's prof-
its, management effectiveness, public image and employee relations.

Since 2006 the concept of ethics and CSR has been widely discussed in
our country due to the support of the United Nations Development Pro-
gramme. In 2014 National CSR Excellence Award was established to recog-
nize exceptional achievements in multiple categories. Such award is a great
tool for companies to build good reputation and foster company's loyalty.

It should be pointed out that there are not so many companies in Belarus,
which are involved in the process of being socially responsible. In general, the
adoption of CSR in a tourism company is a five-step process: 1) Analysis of
goals, stakeholders, infrastructure and carbon footprint; 2) Definition of re-
sponsible travel management; 3) Prioritization of initiatives; 4) Setting goals;
5) Implementation and evaluation. There can be defined 5 main areas of focus
to choose from: Governance and Ethics, Employees, Customers, Community,
Environment. One more way is to use “benchmarking” to look at other com-
panies” experience in order to identify opportunities for improvement.
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During the first step a company sets CSR goals, analyses CO2 footprint, as-
sesses stakeholders and technical and operational infrastructure. Based on this
analysis a company goes through the second step, defining the scope of the
CSR program. So as to do it a company should consider various scenarios, tak-
Ing into account critical factors, such as cost, timeframe, and definition of deci-
sion-makers. Once the analysis is made and the project sponsors are on board, a
small team can be formed and actual options for action can be evaluated. The
third stage implies the process of making project roadmap that can be used to
present a business case to top management. This includes selecting the options
that allow the organization to achieve the best balance of sustainability, cost ef-
fectiveness and mobility. The fourth step is setting the goals. The aims can be
modified into KPI (Key Performance Indicators). It will make the process of
tracking the success much easier. The fifth step is one of the most challenging
as it touches many employees and partners in supply chain. Instead of focusing
on “green” messages only, a company should use integrated, holistic approach
that balances the environmental dimension with cost control. Also it should in-
tegrate sustainability into day-to-day activities and organizational planning,
from budgeting to planning the trip and management reporting.

In practical terms, this means that companies should follow environmental
and other sustainability principles such as consuming fewer resources, en-
couraging employees to contribute to their community, working only with
suppliers and partners that fit specific social, ethical and environmental crite-
ria, applying strict standards when investing, advocating for broader social
and environmental development.

All things considered, people expect a high standard of ethical behavior
from business. Companies can reach these standards and improve ethical per-
formance if the company's culture is based on sound ethical principles and
open to dialogue about controversial ethical issues that disturb the public. The
strongest and most successful corporate culture is one capable of harmonizing
a company's economic values with the social and ethical values of other
groups in the environment.

OCOBEHHOCTH IIEPEBOJA CTPAJATEJIBHOI'O 3AJIOT'A B
TEKCTAX TYPUCTUYECKOH HATIPABJIEHHOCTH

O. B. T'op0ar

B cucreMe rinarojibHeIX KaTeropuil TepMaHCKUX SI3bIKOB KATErOpusl 3ajiora
paccMaTpuBaeTCs Kak OJIHA U3 CIOKHEUIINX. B aHTIIMHCKOM S3BIKE CYIIECTBY-
€T JIBa 3aJ10ra; ACUCTBUTENbHBIN (AKTUBHBIN) U CTPaIaTeIbHbIN (TACCUBHBIN).

3anor B TOW WM MHOW (opMe TPaJMLIMOHHO CBSI3BIBACTCS C PA3NUYHOU
HAIPAaBIEHHOCTHIO TpoOIlecca: JAeUCTBUE B (OPME aKTUBHOTO 3aJi0ora TPaKTy-
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