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INTRODUCTION

Culture and in particulaclassical music could never exist without supparyvehere
Until the beginning of the 20 century, artists, musicians, had been sponsoréalyna
by the aristocracy, whose loss of power, howevas, |bd to a change. Although many
musicians have managed to look after themselvegarda living, but culture targeting
the masses and classical concerts still neededosupphe state has contributed
considerable sums to providing the population adegmusical grounding and access
to music-related opportunities. But finding new spars has nevertheless remained a
key issue also in the 20th and 21st century, ageveleating culture is rather expensive.
But who could be the supporters of classical musiour days? This is where large
companies come into the picture. It is importantni@rconnect the economy and the
arts, i.e. two areas which are apparently far apattactually interact with one another.
The arts, classical music included, need sponststhey can give their supporters
inspiration and new ideas in return. Classical musediates value from which people
can draw strength for everyday life.

This research of CSR targeting classical music mativated partly by mypersonal
interest Classical music has been part of my life sineeneintary school: | studied at a
school specialised in vocal and musical educatimh started to learn how to play the
violin at the age of 8, and that has given me dbtsispiration, strength and experience.
| had good results at violin contests; | joined @ohestra and sang in a choir. My
university years have reinforced my love for musied in 2006 | became a founding
member of Budapesti Egyetemi Zenekar (Budapesteadsity Orchestra) where | have
kept playing to this day. Under the Service Managamprogramme of Corvinus
University of Budapest, | had the opportunity toitesrmy thesis on the financing of
Hungarian professional symphonic orchestras, foichvth would like to thankilona
Papp, Ph.D.While writing that thesis, | realised that thererer lots of problems and
unresolved issues in the field of classical musicgd | decided to focus my PhD
research and thesis on the same issue. It wasgdurPhD studies that | met my thesis
supervisor,Professor Sandor Kerekes, Phidho introduced me in more detail to the
concept and relevance of corporate social respiibsiand the often-debated issues
whether CSR is a marketing device or an altruistideavour in the first place, and

whether “genuine CSR activity” had to be associateth the core activity of the
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company. While pondering these issues, | have dddid focus on what is probably the
most disputed segment of CSR, i.e. corporate ressipility in an area which may not be
related to the mission of the company at first sighsuch as classical music —, but
nevertheless generates commitment on its part.
Overall, these ideas have been launched on the tmadeal with CSR activities
concerning classical music in my thesis work andind the answers to the most
important question in the literature:
“What is a company responsible for in an area tisatot directly linked to its core
activity, and how does it fulfil that responsikyf?t’
In the practical part of the thesis, in the empiri@search | look for an answer to:
“Why does the corporate sector support classicasimand

how does it pursue its CSR activity targeting dtzdsmusic?”
Research objective and research questions

The objective of the thesis is to expose, analysg assess the CSR activities of
domestic companies in fields which are not direotated to their core activity; in my
case, that field is classical music.

| am aware of the fact that mapping the total Huiaga cultural corporate social
responsibility field would require sophisticateddgmrotracted research pointing beyond
the scope of a doctoral thesis, so | limit the scopthe research at several points. |
focus exclusively on the CSR actions of domestimganies, in certain industries.
Moreover, within the domestic cultural supply, édt only CSR activities targeting
classical music.

The main research question of my thesis is theovieilg: “What is a company
responsible for in an area that is not directlyked to its core activity, and how does it
fulfil that responsibility?” or, projected to a specific fieldWhy does the corporate
sector support classical music and how does it peirgs CSR activity targeting
classical music?’ | use the word “why” in two senses: firstly, @fers to the objective
and secondly to the underlying motivations of sactions. | also interpret this question
as the following “What goal does the company purisyeassuming responsibility for
the given area?”, and | also look for an answefHow, and with what means do
companies carry out their responsible activity he given field?” and “What factors

differentiate the companies in terms of their alcthaice of fields not directly related to
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their main activity?”, i.e. in my case, what is thestinctive feature of companies
supporting classical music.

To ensure that the research do not provide onlgreeal approach, but the answers to
the questions show really a complete picture albfmeitmotivations and the results, so
the main research question is decomposed to furthdr-questions, which are
formulated particularly to CSR activities concemuiassical music.

» What is the goal of the company’s CSR activitydting classical music?

What is the aim of the company by doing CSR acttangeting classical music?
Does it articulate its goals, and if so, what dre tmost common targets of
responsibility activities concerning classical ne@si

» What type of CSR activity targeting classical maki¢the companies pursue?

What tools are used in responsibility targetingsieal music? How could these
tools be classified? What furher options are abéléo companies to expand the
CSR actions in the field of classical music?

= What business and social benefits does CSR taggelassical music generate

for the company?

If the aim of the responsibility is philanthropithiere should be social benefit
behind it. If the responsibility is more stratedioe corporate focuses on its own

benefits instead of social interests.

= How does the company evaluate and monitor the tesdilits CSR activities in

classical music?

It is important to know, that what are the questi@i the responsibility the
corporate evaluates. Which elements are measuckd/taich of them are not? If
the responsibility is strategic, what are the agp#tat matter the most in the
assessment?

The comparison of the aims, benefits and resultavshat what extant the
corporate’s objective was realized. What are themehts that have been
fulfilled as expected, what are those one thaedibnd are there any results of

the corporate, which were unexpected?

= To what extent does the industry concerned infleetie decision of the

companies in favour of classical music?
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What industries are most committed to the fielcclassical music? Could the
industry determine that a company is responsibieléssical music or not?

For an industry, what are the factors that detemygithe direction it should do
its CSR activities ? And what are these factorshim case of CSR targeting

classical music?
The structure of the thesis

The structure of the thesis is the following (Fgy.

In theintroduction | present the professional and personal reasamthé thesis topic
selection, formulate research questions and predleat scientific and practical
significance of the research. In my thesis | deih the following research question:
“What is a company responsible for in an area tignot directly linked to its core
activity, and how does it fulfil that responsikyf?t , in my particular casé¢Why does
the corporate sector support classical music and limes it pursue its CSR activity
targeting classical music?’by analyzing these actions and exploring the pdgb.

In chapter onethe international and national literature of C®Rdretical approaches
are generally quested- without lack of completenemsd all its aspects are reviewed,
from which in my thesis only the truly relevant aedcompassing models concerning
my topic are presented. In this chapter the elesnainthe corporate social responsibility
are reviewed in order to define CSR of the 21sttiogn today that could play an
important role in certain areas, such as classiceic.

In chaptertwo the basic models of corporate philanthropy aresqged in order to
understand better CSR activities that are lessobrrelated at all to the companies’
mission. The possible forms and motivations of dionaare discussed in detail, as well
as the relationship of sponsorship, CSR and corptailanthropy is shown in my own
interpretation. To prepare the practical part of ttmgsis the most important factors in
the background of CSR acivities for the arts arplaed. In the last subsection the
motivational factors of CSR and CSR for the arts @nducted, and the interpretaton
framework of my research is identified, CSR tamgtlassical music is in the focus in
the empirical research.

After presenting the theoretical framework, in tdmapter thregthe national research in
the field of CSR and their results are summarizedl systematized, inspired from the
lessons of the previous two chapters. The natistualies relate to the CSR generally ,
so they can help to refine the research questiand, to choose the best method.

15



International researches also concern to CSR #esivior the arts, so these are
presented when the hypotheses are formulated ar,dadconfirm them.

In the chapter fourthe hypotheses of the thesis and the researchcpldd be found, in
which the methodological questions and detailshef research are presented built on
the interpretation framework. The empirical reskais carried out in several steps.
Deep interviews used to explore the commitments to classicaioand their drivers,
which is completed with the application @methodologyto obtain a more accurate
picture of the companies’ motivations, objectivesl aealized benefits. In order to
answer the research questions more precisely,mptcorporate professionals, but also
classical music providers are asked, by compaltiegopinion of the two sides, more
useful results could be served to both of themidgethe use of qualitative methods,
quantifiable results also can be served with tHp beQ-methodology. To explore the
CSR activities targeting classical music and tedethe role of the industries further
qualitative method is also used, such astb@iment analysiss it provides possibility

to search the role of industries in the supported and the concrete actions.

Review of literature

The relationship of sponsorship
corporate philanthropy and CSF

\NZ

Previous empirical research

The dimensions of CSR Motivational factors

Results Research methods

\Z

Research methodology

Document analysis Semi-structured in-depth interview Q-methodology

\Z

Research results

Testing the hypotheses Conclusions

Figure 1: The structure of the thesis

Source: Author’'s compilation
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In chapter five the research methodologies are shown separatidgcribe what can be
achieved and at what extent hypothesis can be grdBased on these results the
conclusions are drawn.

In thesummarythe problems of the generalisability, validity aediability are clarified
with the connection of the thesis, the main resnilthe thesis are presented and future
research directions are determined.

The last objective of the thesis can be formulatetivo points. First, to re-interpretate
CSR by the interpretation and evaluation of resiality areas not directly linked to
the company's main activity, i.e. the so-calledlagtthropic CSR can operate in a
strategic way, but not sure if this is its role. @ other hand, to contribute to the
companies’ commitment to classical music by thelagpon of CSR activities
concerning classical music, their underlying mdioss and results.

Figure 1. shows the structure of the thesis.
The practical and scientific significance of the reearch

Corporate social responsibility has been the olgjeotsearch studies by a lot of authors
and is still reseached today. The empirical rescdtstinually serve more and more
information about the concept and provide a deapderstanding of its practical range.
During studying the literature, however, | foundttthe researchers always analyse the
company's whole responsibility activities or cortcati®@ on a bigger part of it.
Therefore, | choose a slice of responsibility ateg such as CSR targeting classical
music, which is highly controversial, and many gdeogio not even consider it as the
part of the "real CSR”.

The basic idea of the thesis was to explore susporesibility activities that are not
clearly linked to a company's core mission, andrtalyse those companies which carry
out such actions and to examine the question whtf) what efficiency and what
effectively they do such a commitment.

The topic of corporate social responsibility is nbat new, however, based on this
research, there will be the chance to contributdédbetter theoretical understanding of
CSR, because the work focuses on factors, whichhigidy controversial, and CSR
concerning culture, also within classical music bagn not yet well investigated in
detail.

Finally, the scientific newness of supporting these areas not be negligible as to
interprete - such as classical music itself - afk G@tivities. The majority of CSR
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activities in these areas like classical musicdaated as sponsorship, so many people do
not even consider them real CSR, but the appea@nsteategic CSR is not irrelevant
either, which is detailed later in the thesis.

In addition to the scientific importance we shoalat forget thepractical significance

of the research neither. The examination of thectiffeness of CSR targeting classical
music and the evaluation of the results are alseresting for corporate professionals.
CSR concerning classical music could be plannetereay knowing the results that
may increase the range of this type of action.rhciice, other options of support for
classical music are neglected next to sponsorshi®SR decisions, despite the fact that
this can have a major strategic significance. Duihé research it is possible to improve
the assessment of CSR activities targeting claseicaic, and | will be able to give
practical advice on the implementation of theséast so commitment to other similar
areas could become more accepted, | hope.

The social-welfare significancef the research is to understand better companies
actions that are not directly linked to its missiand to get to know domestic
companies’ responsibility activities concerningssigal music and their commitment.
Hereby the classical music providers could be namtve, they could submit more
successful applications to the companies. The relseauld serve an important starting
point for the state, whereas it is supposed tditfaks the support for classical music and
to enhance CSR activities in which the knowledgec@npanies ‘commitment is an

essential condition.
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CHAPTER I:
DESCRIPTION OF THE CSR DIMENSIONS

Despite its short history, the term Corporate SdResponsibility (CSR) is widely used
in the literature. It has appeared with the devalept of the corporate sector, and its
theoretical background has been built up to a lagent by the relevant business
literature. Corporate social responsibility is mpieted in many ways: some associate it
with legal liability and obligations, for others mieans socially responsible conduct in
the ethical sense or they equate it with the canoégharity; some link it to social
awareness, many consider it a synonym of lawfuliedise context of compliance and
validity and others regard it as some kind of fidug obligation of businessmen
[Votaw, 1972].

The idea of CSR has originally been expressed ffoutside” the business world.
Under the impact of the problems of globalisatiomultinational companies,
environmental pollution and social inequalitiese tbompanies had to alter their
operation strategy and review their social roleik@h, 2008].

Many have treated the interpretation of CSR andgseed its literature, and three
approaches prevail [Dahlsrud, 2008]. Those in thet fgroup target the better
understanding of CSkhrough the analysis ats variousdefinitions. Carroll [1999]
collected the academic definitions, whereas Mo@O[] has already extended his
analysis to corporate ones. Some authors [Joyagne? 2002; Carter, Jennings, 2004]
have studied the available definitions in an attertgp interpret the notion of
responsibility along the line of its historical @édepment.

Authors in the second group have attempted to fatew standard definition through
in-depth interviewswith company managers. Azer [2001] as well as Jomand
Beatson [2005] have come up against similar probletaring their analysis: the
respondents found it difficult to express what cogbe social responsibility meant for

them.
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Authors in the third group [Van Marrewijk, 2003; Men, Crane, 2005], on the other
hand, have approached the CSR issue from the d$igdhilmsophy highlighting its
social contribution aspect.

| have processed the CSR literature with the teglnf content analysis on the basis
of the article of Dahlsrud [2008]. As a first stepyill now review the most frequent
and most common concepts (62) fitting my preseard 6f thought best, and then | will
definefour dimension®ased on my coding system in order to classify tHemll use
the relevant international and domestic technitatdture to present the differences
between the various CSR concepts, to sum up the impsrtant approaches and the
various points of view, and to concentrate themainunified system along the
dimensions | define.

To identify the definitions, | relied mostly on eatific articles and books, and | did my
best to get to the original sources. Many express@re being used for CSR, but |
limited the scope of my research to the definiti@asnprising the term corporate
social responsibility” Finally, | applied a total of 62 definitions oingting from 60
authors and covering the period from 1953 to 2011.

In the absence of a predefined code system, | cthesemethod ofemergent coding”
which generates codes from the data and createsadtieg system on that basis
[Stemler, Bebell, 1999]. The analysis revealed gwteral definitions emphasised the
same aspects of responsibility; | put these in game dimension. | identified four
dimensions, and labelled them so as to suggestdh&ents of the definitions they
included. (Table 1)
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Table 1: The dimensions and the codes appliedeicdke system

ice

Name of the Codes warranting
CSR classification in a , Examp!es .Of c_odes . .
. ) . . . warranting classification in a dimension
dimensions given dimension
profit generation
minimalist economic gains
mission
integration into business management
Profit integration build into business activity
competitiveness
strategy profit or loss
strategic CSR
beyond business interests
ethical conduct needs of society
Volunteering proportionately WIFh social power
voluntary assumption of obligation
voluntary attitude social sensitivity
self-motivation
. : PR
Marketing marketing communication
. social power
society )
society overall
social performance
socially responsible organisational performa
social performance CSP model
upgraded CSP model
CSR pyramid
triple bottom line
Stakehol der commitment commitment to responsibility

shareholders and
stakeholders

for the shareholders
to the benefit of society

interests of the shareholders and of sociefy

normative and instrumental
stakeholder orientation
stakeholders

value creation

value creation for stakeholders
value-based responsibility

Source: Author’s compilation
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[. 1.Profit dimension: CSR at the service of profit

The term Corporate Social Responsibility and itgiorare unclear. Windsor [2001]
associates the term with the 1920s, when compamageas had already spoken of
responsibility and responsibility-driven actiongsP[2003] and Turner [2006], on the
other hand, date the emergence of the concept Bfad¥ng managers to the1930s.
Scientifically reliable sources suggest and Caft®09] confirms that Howard Bowen
was the “Father of Corporate Social Responsibililzaugurating the modern period of
CSR literature. In the light of that approach, darl as the starting date of the concept
of CSR Bowen'’s book “Social Responsibility of thadhessman” published in 1953.

| collected in the profit dimension the definitioggggesting that the companies mainly
used the CSR to raise their profits; to generadditpior the business sector. | assigned
to this definition the concepts comprising the daling codes: minimalist, integration,
strategy. | will show in detail in the following lssections in what way each code refers

to profit and why a specific definition has beerigsed to this dimension.
l. 1.1. The minimalist approach to CSR

The definitions released from the 1950s to the ehdhe 1970s interpret social
responsibility in the most minimalistic way possiplhat is, CSR is essentially meant to
promote profit increase, as is supported by thadae the following authors.

The book of Peter Drucker [1954] considers CSRiarghrticular the concept of public
responsibility one of the eight key activities nesary for promoting the goals of the
company. In his opinion, the primary responsibilitiythe management lies profit
generationfor the benefit of society [Joyner, Payne, 2002].

In the 1960s Davis [1960] also refers to the finalngspects of CSR, that is, he assesses
the decisions of socially responsible companiesdasn the extent to which they
allocate the possibilities offered bgconomic gainsto the social responsibility
objectives [Davis in Carroll, 1999].

The emphasis on the importance of profit generaisoassociated primarily with the
name of Milton Friedman [1970]. He created tménimalist approach to CSR, the
business-centred approachiejecting the idea that the company should camsid
anything but its core mission. Corporate sociapoesibility is, in the opinion of
Friedman, a sign of the principal-agent problem sHggests that companies abuse their

corporate resources by allocating them to CSR itieBy whereas it would be much
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more important to focus on value-adding internalguts or on giving the returns back
to the shareholders. In Friedman'’s opinion, the agans use the CSR to promote their
own career or to attain other personal goals andondousiness purposes.

Since the CSR debates had been launched by Friéslaaument [1970], | gave the
minimalist code representing the narrowest CSRpnégation to the period from 1953
to 1970.

I. 1.2.Integration into business management

From the mid-1980s, the interpretation of corporateial responsibility in the profit
dimension ascended to a new level, with integraiimo the everyday life of the
company being brought into the focus besides thditperiterion. | gathered the
concepts concerned under the codmtegration.

In 1984, Peter Druckethe father of management theosyepping beyond therevious
interpretational framework of the concept of CSRidsthat the treatment of social
problems needs to be converted into business apttbat is, responsible action should
take into consideration social as well as businmgssests [Drucker, 1984], i.e. integrate
responsibility into the operation of the company.

Donaldson and Preston [1995] have also stressédaver and beyond the minimalist
concept of CSR, itgitegration intobusiness lifevas also highly important. That is, it is
not commendable for the company to think in thertshum and show responsibility only
if that favours profit generation: the responsibjgoroach must permeate the whole
company and will, in turn, boost the corporate jsof

Some authors [de la Cruz Deniz Deniz, Cabreraegu@005; Quazi, O'Brien, 2000]
interpret CSR in the light of two main approachesthe narrow sensehe first group
represents the classical perspective, i.e. thatkéyefunction of the company is to
supply products and services and to maximise itfitpr within the limits of the
effective legal framework. In this sense, the emsghas on the economic and legal
responsibility of the company: it is to operate fialy and to produce profitin a
broader sensehe second group represents the perspective of l@me with a more
extensive set of requirements, including thosenvirenmental protection, community
development, energy saving and philanthropic donatiThe company assumes
responsibility and subjects itself to the princgplef morality, accountability and of
integration for a broader circle in the interest of the possilclbntributions and

interventions [de la Cruz Deniz Deniz, Cabrera 8uaR005; Quazi, O’'Brien, 2000].
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The same authors also stress that for a comparbe teeally responsible it should
integrate that approach into its operation; instfateating CSR as an external, ad hoc,
component, it should strive to demonstrate resppdmsionduct also in its everyday life.
According to the Green Paper of 2001 of the EuropEmion, corporate social
responsibility (CSR) is “a concept whereby companimtegrate social and
environmental concernsn their operations and in their interaction with their
stakeholders on a voluntary basis” [EC, 2001, p.Ghat is, the position and
interpretation of the EU confirm that special engpfahould be given to the integration
of CSR into the operation of the business, andasing CSR activity on long-term co-
operation schemes instead of ad hoc actions.

The Euopean Commission DG Enterprise and Indusaig ¢hat corporate social
responsibility means, in the comprehensive sers#, the companyntegratessocial
and environmental considerations into ltssiness activityand in interactions with
stakeholders on a voluntary basis [Mandl, Dorr, 20Besides responsible business
action in the strict sense, this definition of tbencept calls the attention also to
responsible communication with the stakeholders.

“Corporations are not responsible for all the warlgroblems, nor do they have the
resources to solve them all. Each company cartifgehe particular set of societal
problems that it is best equipped to help resoha feom which it can gain the greatest
competitive benefit.” [Porter, Kramer, 2006, p. 1Rprter and Kramer both support the
idea that companies should pursue CSR activitias ¢hn beintegrated into their
business strategyfor they can only become successful and resplensibtities that
way. A company that is more responsible socialll}f also cope better in the market.
According to Gergely Téth, a company should denratstresponsibility for that is
good for its business results, and it should dbithareas that are beneficial also for its
business results. [Toth, 2007]

In the definitions under thentegration code,reflecting the endeavour to integrate
responsibility, the authors highlight the real imtpace of corporate responsibility. In
their opinion, it is not enough for the companyw®responsible, to support one field or
another on an ad hoc basis: CSR activity will dodyreally successful if it is actually
integrated into the operation of the company, gaetmeates that, for that is also in the

best interest of the company.
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I. 1.3. Strategic CSR concept

Now, in the 21st century, few challenge the positieorrelation between social
responsibility and competitiveness. According te 8trategic approach, CSR creates
shareholder value while also creating social valiggerating a clear win-win situation,
that is, CSR not only sets itself the objectiveohancing the profit of the company, but
considers also the interests of society. Howewathar of these two factors can operate
without the other: responsible corporate conducindispensable for the long-term
success of the company. Therefore, the definitioglew have been assigned to the
profit dimension, based on the strategy code.

In an effort to describe the strategic CSR anddizltits distinctive features, Lantos
[2001] identifies three types: ethical, altruiséind strategic CSRethical CSRmeans
compliance with the economic and legal requiremeantsl avoidance of any negative
measures that might cause harm to a stakeholdbe @ompany, that is, the term refers
to the morally or ethically expectable CSR actest{Simon et al. 1983pltruistic CSR

or humanitarian, philanthropic CSR as it is alslledameans contribution to the public
good. It comprises activities that are not presatibthically, but may be beneficial for
the company. Altruistic CSR is a very noble andwaus type of responsibility, scarce
for the same reason as it lies outside the scopkeoéctivity of the company [Smith,
Quelch, 1993]Strategic CSRs meant to fulfil welfare functions resulting innan-win
situation. The company focuses first and foremasttlee nature and problems of
strategic CSR, which is much more typical in p@ethan the altruistic CSR [Lantos,
2001]. That is, there exists, by all means, a Q8Rdt stressing that the company should
concentrate on problem-solving under its CSR, drat tan be implemented most
efficiently on a strategic basis, ensuring thahhbthie company and society should win
thereby.

Swift and Zadek [2002] identified four levels of védopment within CSR, and the
strategic approach appears already on the secandrae bottom level is characterised
by legal compliancei.e. the companies pursue their activity in caampie with the
legislation. The level of thdirst generationis characterised by the philanthropic
approach, short-term risk management, the short-peeservation of the prestige of the
company and adherence to the industry standardsnjdtuet al, 2004; Zadek, 2001].
CSR activity is planned on the basis of the cosiefieanalysis; it is examined to what

extent responsible operation is advantageous/disadgeous for the business results,
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that is, strategic thinking is taking shape alreatlyhis level. A company striving to
develop a new model of corporate governance, tarengoduct and process innovation
and to operate under the sign of sustainabilityraggnts thesecond generation
approach. Their strategy also promotes long-tersparsibility which they expect to
yield successes in the future. A company adoptieghird generationCSR approach
establishes close contacts with its stakeholdérsperates in a CSR oriented public
policy environment and trusts the strength of respulity assumption that might offer
a solution for the treatment of poverty and envinental decay [Swift, Zadek, 2001].
The strategic CSR and the treatment of the probfegnses at the highest level also in
the authors’ definition of the levels of responkifi confirming the rationale of
strategic responsibility.

Heslin and Ochoa [2008] distinguish sewstrategic CSRprinciples: cultivate needed
talent, develop new markets, protect labour welfegduce the environmental footprint,
profit from by-products, involve customers and grége supply chain. These principles
do not represent a list of best practices, butdikeng planks, points of departure, of
organisational initiatives, introducing potentiaatipways of strategic responsibility
conductive to the creation of added value and tbssdsistence, i.e. the directions
where CSR can be realised at the strategic level.

That is, the 21st century approach preserves otieeafrucial components of CSR, i.e.
contribution to profit increase, but in a more diintiated way, and instead of
exclusiveness, the concept implies mutual benébitssociety and for the business
sector.

The codes | selected for tipeofit dimensionsuggest that the concept of responsiblity
underwent a certain development. Whereas accortinthe definitions under the
minimalist code CSR is meant to serve exclusively the purposerofit generation,
under the concepts suggestintggration the authors already step one level higher and
see the opportunity for profit generation in thdegration of CSR. As for the
expressions of responsibility with sdrategyconnotation, they do not only emphasise
the corporate benefits, but consider it imperatiwetake into account profit as the

primary criterion.
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l. 2. The dimension of volunteering — CSR on a voluntaryasis

The definitions assigned to the dimensionvofunteeringstress the aspect that the
company is not responsible because that is comquileo society expects it to be that,
but it is driven by an internal motivation to cheaosthical conduct and to choose the

path of responsible operation on a voluntary basis.
I. 2.1.Emergence of the ethical guidelines

A new approach appeared in the 1960s and 1970spiitathe emphasis on the
integration of the principles of ethics, on ethi@dnduct in connection with the
responsibility issue, that is, to be responsibl¢haut infringing on the interests of
others, and to focus on ethical activity.

In the interpretation of Davis [1960], social respibility means that the companies
should look at least partly beyond their businesgechnical interests. This is the
expression of aew aspector the companies: however important the businetsests
and profit acquisition efforts of the company, tligynot represent the only and the best
approach to enhancing the effectiveness of the aogp

In the arguments of Eels and Walton [1974], CSRreefo the needs and objectives of
society and hence they point beyond the corponasebss’ economic interests. In their
approach, CSR is a concept that lets the compapeste efficiently in a free society,
and CSR is in genuine contact with business lif®ugh the support it provides to
society. The authors highlight the problems arisitgen the company casts a shadow
on society, so to say, and disregards ¢figical principlesthat should govern the
relationship between company and society. This imgrdhakes the significance of the
ethical direction and the need to take such coraiidas into account quite obvious.
Davis formulated the Iron Law of Responsibility #0973, stating that the social
responsibility of businessmen should be proportemneath their social power [Davis,
1973], that is, companies should be directed aloagain ethical principles,and
operated in consideration of the interests and s1eédociety.

From the 1960s on the concept of CSR has alreadg 8bht on the fact that the
company does not exist in itself, it is part of thecial regime and should operate
accordingly, that is, according to ethical prinegplepresenting the voluntary choice of

the company.
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l. 2.2.The emphasis on volunteering

The attitude of the companies to responsible ojperas reflected most by the strength
of their commitment. It reveals whether the compeegards its responsibility activities
as an obligation, a voluntary activity or a commetrth Bowen [1953] interprets
corporate responsibility assicial obligationto convince politics, take decisions and
implement activities that are desirable for theiaoobjectives and values. The
minimalist definitions of CSR considered resporigipian obligation, that is, a
compulsory task that was not to stand in the wayrofit generation.

In the sixties, a new term, the conceptvofunteeringappeared next to the concept of
obligation, highlighting another important aspefctarporate social responsibility.
Walton [1967] is of the opinion that certain degree of volunteerirag opposed to the
coercion [Walton in Carroll, 1999] to promote theucse of business is crucial for
responsibility. In his book entitled Corporate SbéResponsibilities he stresses that the
companies should acknowledge and acceptuntarily that they have other
responsibilities besides the consolidation of th&in power.

Eilbert and Parket [1973] equated CSR wibieihg a good neighbolirmeaning that
the company must not do things to harm its “neighgbor, in other words, it should
voluntarily assume responsibilitipr solving the “neighbours™ problems. Thus their
interpretation also underlines that CSR essentiatheans voluntary social
responsibility.

Wallich has also extended the concept of respditgilto the issue ofvolunteering
versus coerciorthat is, efforts to attain a social objective defirby law do not fall into
the category of corporate social responsibilityvéis. CSR must be an activity chosen
and pursued by the company at its discretion [Walln Carroll, 1999].Volunteering
plays a priority role in this definition which exigs the term from intra-company CSR
to the surroundings of the company and its relatignwith stakeholders.

According to the joint interpretation of Manne awtllich [1972], the company must
find a solution taneet its obligations on a voluntary badisat is, responsibility should
be regarded not as a compulsory task, but as atasjuactivity.

Sethi [1975] interprets the social responsibilggue in a three-stage schema. Stbaal
obligation stage represents the response of the company tdetjfa¢ and market
constraints.Social responsibilitysymbolises a higher stage of corporate conduct,

coinciding with the social norms, values and exgiuns.Social responsiveness the
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peak of the model; its importance does not liehim tresponse to social pressure, but on
emphasising the long-term role of the company idyaamic social system [Sethi,
1975]. As is revealed by Sethi’s interpretatiomsidering CSR an obligation is but the
first stage, and there is ample ground for devekpniowards responsiveness and
genuine social responsibility chosen on a volunbasis.
Frederick [1987] developed a classification based historical development that
interprets the notion of responsibility in four egbriesCSR1emerged in the 1960s and
1970s and meant that the company was to act respgndo good for the benefit of
society through charity programmes and communityetigment initiatives. The late
1970s and the 1980s were the periodC&R2,0f responsive CSR. The companies
replaced their offensive attitude with a defensie. Carroll [1999] said this was the
period that has enhanced the interest in the dpesadisation of CSR; that's when the
investigation of the correlation between CSR amdricial performance started. The
late-1980s have brought about another turn in B8R Gterature CSR3. The academic
and business interpretations of CSR separatechelratademic sense, CSR meant the
inclusion of the responsibility strategy into evday operation, whereas the companies
emphasised the role of volunteering instead of ringulations.CSR4 that is, the
Cosmos, Science and Religion represent the direcéigarded as the correct course of
CSR by the various schools. Thus Frederick [198°4fithe opinion that the corporate
idea of stressing the voluntary aspect of CSR h#fseged strength from the 1980s on.
Swanson [1995] was the first to realise that thkgabon/volunteering dichotomy of
CSR was not everything: their motives underlyingisien-making were also worth
investigating. Based on this line of thought, henitified three main types of corporate
motivation:
= utilitarian perspectivethe goal of the organisation is to promote itdfqrenance
objectives;
= negative duty approachthe company sees the implementation of socially
responsible initiatives as a constraint throughchht can win the trust of the
stakeholders;
= positive duty approactthe company is driven by self-motivation in decglin
favour of continuing with its CSR activities, irpesctive of the relevant social

pressure [Swanson in Maignan, Ralston, 2002].
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That is, according to Swanson [1995], instead ahdperiven by profit or coercion, a
company adopting a positive attitude to the resibditg issue will be responsible and
undertake the relevant advantages and disadvantagesoluntary basis.

Houghton et al. [2009] examine the relationship tefo approaches, those of
volunteeringand compliance The first focuses externally on the first impact the
community, whereas the second considers internlaélycorporate regulations and its
own expectations towards itself. They examine thkationship of the externally
oriented corporate initiatives and the internallyented employee choices affecting
CSR activity and the prestige and role in the comitgwf the company. Thaternal
image of CSRymbolises legal and ethical compliance in the misgdion: compliance
with the legal provisions, employee training, veittpolicies and procedures, work
regulations and all reporting and accounting obioges. Theexternal image of CSR
the result of charity donations, community develepiprogrammes, ecological and
sustainability initiatives and other extra-orgatimaal activities [Houghton et al.,
2009]. Based on the external approach, CSR meahatiuves undertaken by the
company on a voluntary basis.

Let's highlight from the approaches to voluntaryRC#e fact that corporate social
responsibility activities are being organisealuntarily. This is not about compliance
with some standard accepted and imposed by leigislaEhis is what shows to society
that a company has realised the essence of CSRrasservice and set out on the path
of social responsibility on a voluntary basis. Ndewever, that voluntarism is not
necessarily an indispensable component of sociporesibility, since it is not a
criterion that it should be implemented without éegal constraint [Angyal, 2009] but,
as | interpret it, it is definitely a step forwardlative to trating CSR as obligation
[Bowen, 1953], and this is the reason why | findniportant to treat it in a separate

dimension Yolunteering.
I. 3. The marketing dimension- CSR from a marketing perspective

From the mid-1980s, a brand new aspect of the gré&tion of corporate social

responsibility has entered the scene, namely rnierketing approach to CSR,

comprising the company’s attitude to responsihility. whether it considers it no more
than a means that might improve the image of tmepamy from PR aspect, or intends
to assume genuine responsibility for its operatiomspective of the marketing and
communication perspectives of CSR.
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Bernays regardeBR as the practice of social responsibility [StoneQ%]0 Grunig and
Hunt [1984] were the first in whose opinion respbilisy gave the organisations a
proper reason for designing their PR activity.

Clark [2000] represented the many common traithefprocess of social responsibility
and of PR in a unified system (Figure 2). The @&lel of Wood [1991] and the four-
step model of Cutlip and Center [1978] are the ¢aceors in the relationship of PR and

the management of the social responsibility issues.

Dimensions
Lerdinger (1977) R:'::o’,i;,:f Watrict /Cochran (1955)
. . Miles (1957) .
Environmental monitor - RE}C“‘}'?
PR audit Dependent upon Dafenzive
Communications audit Company’s external affairs Responsive
Social audit Strategy and Design | Interactive
Cutlip /Center (1978) PR Wood (1991) CSP
Fact finding Environmental Assessmen
feedback
Planning Program Stakeholder Management
Action / Communication 7 Issues Management
Evaluation
Research Awareness / Recognition
Action / Planning Analysis/ Planning
Communication Response/ Policy
Evaluation Implementation
IPR Process , Marston (1979) Preston (1977)

Figure 2: Similarities between PR and CSR process
Source: Clark, 2000

PR may represent an integrated CSR tool, providangbetter communication and
contacts with the stakeholders. The two activitiess complementary, but not identical.
CSR affects the purchasing habits of the consunaerd, PR helps understand social
responsibility. The company is to manage its PR @84R units appropriately, and to
boost efficiency through common work, learning actlvities.
“CSR = Public Relationghat is, the purposeful organisation of the comirvation of
the organisation; a bi-directional type of commatimn through which a relationship
based on mutual benefits is established betweenrtfaisation and the social factors
shaping its internal and external environment”. sTie8 how Tamas Barat [2010]

interprets the definition of CSR. In his opinionSKE does not mean donation or

31



sponsorship, nor marketing and publicity: PR is iemjent to corporate social
responsibility.

Others, however, think thaCSR is not a PR toolnor a factor enhancing
competitiveness, or an additional source of busirggportunities. Responsibility is a
combination of all these factors, and it is condacio the long-term success of the
company. [MGYOSZ, 2009]

Gyulavari [2011] attributes the difficulty of defimg the relationship between CSR and
PR to the fact that responsibility affects manydiethat are usually assigned to PR in
the company, so it is inevitable to link thesedgein practice.

Today, CSR is often part of the image-building agtiof the companies, but its news
value will gradually disappear with the spread &RCactivities and hence the role of
the PR will fade out and only the socially usefctivdty will remain.

Corporate social responsibility as a part of orgational culture has four functions:
an approach, a way of thinking, a conduct, an agtand communication [MUOSZ,
2007]. In this sense, over and beyond the managespenoach, CSR not only means
adherence to a principle and its application togperation of the company, but CSR
communication is also a decisive factor.

As expressed by the Hungarian PR Association, dSRot a marketing togl but a
management approach permeating the entire operafiche company concerned”
[Szabdné, 2009]. CSR Services, on the other haefihed CSR as rhore than just
communicationa novel business management conduct” [Szabéri®]20hat is, the
interpretations are not uniform: some keep aloothaf marketing approach to CSR,
whereas others see it as its raison d'étre. In pigian, CSR activities must be
communicated to the outside world in any case tardrom implying the extolment of
the company and generating aversion on the sidleeo$takeholders, that will improve
also the internal communication of the company.

Definitions in the marketing dimension furthermosbow that the relaionship of
marketing and CSR should be treated in a positisea negative way, and the relevant

positive yields should be asserted in the operaifdhe company.
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l. 4. The stakeholder dimension — CSR with an eye tbé stakeholders

In the 50s, CSR assumed that companies were ta foeprofit geneation and hence
the interests of the owners and the shareholdemsitl [1958] highlighted the dangers
of responsibility in his CSR interpretation: govesmtis job is not business and
businesses’ job is not government, that is, thenless sector should not assume the
tasks of the government but focus on its own fumgtii.e. produce profit for the
shareholdersSo, in this era, the role of the company was neoentban to meet the

expectations of its owners/shareholders, and teabp@accordingly.
I. 4.1.Responsibility to society

In 1960, Frederick already stresses that aspedooial responsibility according to
which the economic and human resources ought toskbdfor the benefit of society
overall, not to enforce the interests of certain persosa@mpanies [Frederick, 1960],
highlighting thereby that companies are integratesociety and therefore have certain
responsibilities towards the latter. | collecte@ ttoncepts comprising this approach
under thesociety code.

In “Business and Society”, Joseph McGuire [1963juas that besides their economic
and legal compliance obligations, companies haveerain responsibility also to
society.This approach is bringing us ever closer to thetermporary CSR approach,
namely that besides the shareholders, the companyesponsible also for its
environment, the citizens and their welfare. Inbbh@ader sense, CSR encompasses also
the educational and political needs of society.

The US Committee for Economic Development [CED, 1I9%bok the concept of
Friedman [1970] even further; according to its mpdee company is to take into
consideration other aspects also besides profitergion while pursuing its
responsibility activities. Carroll [1999] saw th#itaide to CSR endorsed by CED as a
turning point that has altered the relationship toé companies and of society.
According to CED [1971], the role of the company t® extend the issue of
responsibility tosociety overallto provide more extensive service to the pronmtd
the human values and to raise the standards aflivi
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Economic
functions

Social values
and priorities

New
responsibility

Figure 3: The “three concentric circles” approach
Source: CED, 1971

In 1971, CED applied a so-called “three concentiicles” approach as a Code of
Ethics to represent CSR (Figure 3). The innermostecrepresents the key economic
functions: growth, products, jobs. The intermediaitele suggests that the economic
functions are to be exercised with a view to thanges insocial valuesand priorities.
The external circle outlines newly emerging andl stague responsibilities that
companies are to assume in ttevelopment of their social environm¢GED, 1971].
This approach clearly stresses that attention shbelpaid to the interests of society,
while also pointing at the development of the soerevironment as a broader target to
be attained.
Johnson [1971] argues that companies should s#&rikmlance between the various
interests, taking theishareholders as well as social interestto consideration. The
lexicologial approach to corporate responsibilityplies that the company has to treat
the social issues, but only after the profitabibtyectives are met, that is, shareholders
come first, society comes second.
Eells and Walton [1974] reconsidered the pros amt caised in connection with CSR.
Their conclusion is that the needs and goals ofegp@oint beyond the purely
economic necessities. For a company to survivba# to operatas part of a free
societythat operates efficiently. They extended the issugocial responsibility to the
development and support of social order [Eells,tdfal1974].
Garriga and Melé [2004] put the social approach the centre and grouped the CSR
theories according to the various aspects of saemlity: economics, politics, social
integration and ethics. Their approach as exprebse®arsons [1961] constitutes a
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social system: adjustment to the environment (kihteethe resources and to economy);
target achievement (related to politics); socidlegnation and exemplary conduct
(associated with culture and values).

The assumption of the first group, that of thetrumentakheory; is that the company is
the instrument of creating welfare; it is a stratedevice, and that is its only
responsibility. It the footsteps of Friedman [197®@]only acknowledges the economic
aspect of the relationship of the company and cfe$p. It only accepts the support
activities put at the service wfelfare creationBased on the economic objectives, there
are three categories of the instrumental theorg. gdal of the first one is to maximise
owner value and it is conducive to short-term profientation. The second category is
that of strategies to obtain a competitive edgepatelding long-term profit orientation.
The third category is that of cause-related manketi

The second group, that of tipelitical theory emphasises theower of societyand in
particular the relevance of the relationship witkisty and of responsibility in the field
of politics. This shifts the company in the directiwhere it either accepts its social
duties and rights, or takes part in some kind afadaco-operation. The theory can be
broken down into two groups: corporate constitui@m or corporate citizenship.
Theintegrative theorysays that the company should integratesth&al needssince its
continuous operation, growth and very existenceeddpon society. It is to map the
social needs to win the acknowledgement of so@etyearn prestige.

At the level of theethicaltheory, the ethical values are integrated in the relatigm of
the company with society, and an ethical obligatddra company has higher priority
than any other consideration. It is based on thaciples that show the way to
producing a good community.

In every group, the authors examine the role ofespdn the interpretation of CSR
according to the given theory. Taking society arelfave creation into consideration
are thus imperative for the effective operatiomhef company.

I. 4.2.A social performance k6zéppontba kertlése

With the appearance of the performance-orientedro@gh, also assigned to the
stakeholder dimensiomnder thesocial performance codéhe CSR issue took a new
turn again in the late 1970s. The first and algorttost significant representative of this

trend was Carroll.
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Carroll's view represents the most reputable schooCSR literature. In “A three-
dimensional conceptual model of corporate sociafopmance”, Carroll[1979] says
that corporate social responsibility comprises theonomic, legal, ethical and
discretionary expectations of the stakeholdershefdrganisations at a given moment.
Based on this definition, he designed the corposatgal performance (CSP) model
shown in Figure 4, in which he distinguished foypes of CSR: economic, legal,
ethical and discretionary. The three dimensionscatd that the company has to take
into account three factors to produce adequatealsgmerformance:the social
responsibility categories, social issues involvadd social responsivenesas for the
social issues, corporate responsibility may appeathe fields of consumerism,
environment, discrimination, product safety, ocdigreal safety and shareholders.
Carroll classifies social responsiveness in fowugs: reaction, when the company
attempts to shed/deny responsibility; defense, wihd¢akes but the minimally most
necessary measures; accomodation, when it alregeg progressive steps in order to
solve the problems; and proaction, when the compaimaves as a real problem-solver,
an industry leader. The essence of the model ghtw the options available to the

company to enhance its social performance.

Proaction / 7 7 7 7 7 7

Accomodation / /. / / / / 7 A
/ /’ // //,' / /

Defense / / / / / / / /

Reaction / / /

Disceationary responsibility / //
/ /

Ethical responsibility /

Legal responsibility /

Economicresponsibility /

Consumerism Discrimination Occupational safety

Environment Product safety Shareholders

Figure 4: The corporate social performance model
Source: Carroll, 1979
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Tuzzolino and Armandi [1981] proposed to createoaganisational need-hierarchy
framework modelled on Maslow’s pyramid. Level lthe physiological level where
profitability is the only goal. Level 2 is that s&fety, with integration, the stabilisation
of the competitive position and payments in theufocAt the level of affiliative, the
stress is on bargaining and lobbying. The levedsieem comprises the preservation of
the market position of the company and the deve@pnof their image. Self-
actualization is interpreted in two parts, an in&&rone meaning the establishment of
adequate contacts with employed and the extermaltloose with the community and
the administration. That is, the authors develogedrganisational needs hierarchg
tool suitable for the evaluation of a sociatlsponsible organisational performance
through which the two authors also put in the foaisresponsibility the social
performance of the company.

Based on Carroll, Wartick and Cochran designed then CSP modeh 1985, also
with the principles, process and policies in theul albeit in a somewhat new
interpretational framework. In their opinion, thkilpsophical orientation is associated
primarily with the principles of corporate sociagsponsibility, institutional orientation
to the process of social responsiveness and tbaenisational orientation to the
management procedures of the social issues [WarGidchran, 1985]. The authors
define at each level the duties of the companytiesy.

Wood [1991] upgraded the previous concept of CSHets) implementation included.
He studied three groups of questions to examinevHr@us types: theorinciples
motivating responsible conduct, the responsibiliyocessesand the performance
outcomesHe analyses the principles driving corporate aagsponsibility activities at
three levels:

» Institutional level — principle of legitimacysociety authorises the operation of
companies, empowers them and guarantees theiteerditt, but once they
abuse that, they will also lose that.

* Organisational level — principle of public respopisity: Companies are
responsible for their primary and secondary ad#isiaffecting society and for
their interests.

* Individual level — principle of managerial discrett Managers are always
moral actors. They have to exercise prudence toetent of the feasible in

every field of social responsibility.
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As for the processes, he conceptualised three :pargironmental assessment,
stakeholder management, issues management. Hengdistied three types of
outcomes, too: social impacts of corporate condiattial programmes, social policies.
Thus Wood has also applied the concept of Carghoast of departure, but similarly to
Wartick and Cochran, he complemented the basic meddéh a new aspect,
concentrating on the activities and performanceides to society.

In the early 1990s, Carroll [1991] created the Q8Ramid (Figure 5) by taking out
from the earlier CSP model the conceptual integpi@ts of CSR and by relying on the
four-component definition, with economic respondipat the bottom and discretionary
or voluntary responsibility at the top. The levalse hierarchically structured. The
economic and the legal level are demanded by socike ethical one represents
society’s expectation and the discretionary ondetsire [Windsor, 2001].

The first category is of amconomicnature, and the company provides the following
functions there as part of its social responsipilieturns on investments to owners and
shareholders, job creation and fair pay to emplgyédentification of new sources,
promotion of technological development, innovatsm support to create new products
and services. In this sense, the company is anrtaigoeconomic entity and all of its
other roles are determined by this fundamentalttene

The second category, that leal responsibility comprises the requirements of legal
compliance and also operation in conformity wité thles of the game. Society expects
the company to accomplish its economic mission iwithe scope of the applicable
legal requirements.

Besides lawfulnessgthical responsibilitycreates also moral expectations concerning
the operation of companies that have to do good antdfairly: respect for people,
avoidance of social grievances and prevention ofab@amages. This responsibility
has its roots in religious judgements, humane fpies and human rights commitments.
The company had the broadest competence in thetypset that ofdiscretionary
judgement and choiceit is to decide on special activities and philaopic
contributions that are beneficial for society. tarss out from the assumption that
society and economy are organically intertwineds Tasponsibility type is the one that
carries most contradictions since it may be in lcindvith the economic and the profit

interests.
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At each level, Carroll [1991] puts the relationsbipthe company and society into the
limelight, showing the responsible activities negdier the operation of the company,

those expected by society and those that “merélyintish of society.

HILANTHROPIC
responsibility
e a good
corporate citizen!
Contribute resources to the
ommunity;improve quality of life.

ETHICAL responsibility
Be ethical!

Obligation to do what is right
justand fair, avoid harm.

LEGAL responsibility
Obey the Law!

Law is society’s codification of right and wrong;
Play by the rules!

ECONOMIC responsibility
Be profitable!
The foundation upon which all others rest.

Figure 5: The pyramid of corporate social respahtib
Source: Carroll, 1991

At the end of the 1990s, Elkington created thddrkmpttom line model, the essence of
which is that companies must enhance not only theancial profits, but also their
environmental and social performandbgy are to operat@ an eco-efficient way and
improve their working conditions [Elkington, 1998h the model, the author urges to
raise corporate performance in all three (econoemgironmental, social) fields.

The 1980s and 1990s have shown that responsilglitign important issue for the
companies and several kindspHrformance modelwere built on that approach in an
effort to interpret the social role of the compasyextensively as possible, that is, to go
beyond the enforcement of the interests of the eftudglers and to take into
consideration that the company being part of sgcietis operate and act in line with

the social interests.
l. 4.3.Emergence of the commitment toCSR

Commitmentto social responsibility, i.e. taking into accouhe interests of actors
important for business in excess of the measuieateby law, has significant return in

the business sense [Rayner, 2003]. Return, howeargrbe interpreted at several level:
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besides economic returns and profits, social aaceptand the creation of social values
may also imply advantages for the company, asppatied also by the CSR concepts
below.

From the 1990s, CSR discussions focused on thatdhganies were to shift their
approach from the level of compliantewards commitmentfrom minimising any
damages to creating value [Luetkenhorst, 2004; KovED96]. This concept is
essentually based on the recognition of the strirgje of the company, namely that the
function and commitment of the business sectorapestto economic growth, to value
creation and the sustainable management of theuneessy taking into account the
interests of society.

Watts and Holme [1998] also highligltommitmentin their interpretation of the
concept of CSR, "corporate social responsibilitg lsusiness company's commitment to
ethical behavior and economic evolution while ioying living conditions of its
employees and their families, as well as the l@mahmunity and society.” [Watts,
Holme, 1998, p.6.] The authors see commitment asofiportunity for satisfying the
needs of society.

As expressed by the World Business Council for &nable Development [WBCSD,
1998, p.6.], “corporate social responsibility ig ttontinuing commitment by business
to behave ethically and contribute to economicetigwument while improving the
quality of life of the workforce and their families well as of the local community and
society at large.” According to WBCSD’s [1998] defion, CSR shows the
commitmenbf the company to contribute to the developmensusitainable economy,
to co-operation with the employees, their famiaesl the local communities.

Adam Angyal [2009] also provides a definition refieg to commitment to interpret
responsibility: “in summary, the term corporateiaboesponsibility (CSR) is applied to
a management which, besides making money, intendsach also other, community,
goals, which are more noble according to many” [yailg2009, p.11], that it, which
focuses not only on its economic activity, but akskes society into account.
Commitments, therefore a code within the dimension concethead calls the attention
to the fact that, by regarding CSR not as a comsfriaut as commitment, the company
as part of society endeavours to improve the quafitliving and satisfy the needs of

that target group.
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|. 4.4.Stakeholder theories

Society’s image of the companies had changed bgdhg 1980s due to the emergence
of the stakeholder theories. A modern company basatisfy every demand while
operating, for every individual and group in contach it is concerned in some special
way.

Donaldson’s [1983hormative stakeholder theogxtended the interpretation of CSR to
all stakeholders of the company. In his interpretatthe companies are moral actors
obliged to meet the social expectations.

The fundamental work in stakeholder theory, howgeigfFreeman’s writing of 1984,
the dominant paradigm in the CSR field [McWillian&glgel, 2001]. The companies
are responsible for those who impact on them andwbom they impact while
achieving their objectives. The basis of th&trumentalist stakeholder theoig/that the
company should meet the stakeholders expectatmhai@eds, since they are important
instruments of the achievement of the corporateatives. As Freeman [1984] put it,
“any group or individual who can affect or is affed by the achievement of the
organization’s objectives”. [Freeman, in: Boda, Bead, 1996, p. 28.].

The stewardship theory created by Donaldson ands)2991] further strengthens the
companies in the direction aommitment to their stakeholder§he basis of their
approach is that managers have an inherent moveérpthat makes them “do good
things” without a taking the financial performanaethe company into account. This
theory posits that managers are driven by motinataf a higher order, and they do not
pursue their proper interests but serve the stdétetw[Donaldson, Davis, 1991].

Instrumental

Descriptive

Figure 6: Three approaches of the stakeholder iggeor

Source: Donaldson, Preston, 1995
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Donaldson and Preston [1995] distinguish threesygfestakeholder theory (Figure 6).
The descriptiveapproach applies the explanation of the situatiothe stakeholders of
the past, present and future to describe the catpaharacteristics and behaviour. The
instrumentalapproach examines the correlations between thelstéder-management
and the traditional corporate objectives. Tiemativeapproach, on the other hand,
specifies moral, philosophical guidelines for tloeporate management.
Clarkson [1995], Waddock and Bodwell [2002] saidRCiS a duty of the company to
satisfy the needs of isgakeholdersluring its operation.
That is, it can be stated unambiguously in the Z¥sttury that corporate social
responsibility is being implemented under the dtak#er approach, supported also by
the relevant literature. As for the concept of stalders, on the other hand, there are
differences in the definitions. The extreme appngathe two extremes of the
stakeholder definitions range from the very nartovthe very broad one and under the
first, stakeholders are defined along the dimerssimhpower, resource-dependence or
risk, whereas under the second a stakeholder mn@myho is affected by the company
or who affects the company [Driscoll-Starik, 2004].
The typical stakeholder groups of the modern com&igure 7) are in the following
relationships with the company [Radacsi, 1996; Qs&009]:
= The employees, who have the right to fair wagestespect for their rights
related to the protection of the personality antealth and safety at work. They
represent one of the most important pillars ofcbmpany since the success of
the company depends on them.
= The managers, who are concerned from the pointgeof of payment and other
emoluments and their prestige.
= The owners and shareholders, who expect returrikeonapital they invest, the
prestige of the company to increase and who waenhforce their participation
rights in the management of the company. The comparves their interests by
ensuring that the structure and operation of thepamy should provide them
the best value for their money.
= The local community which has a right to a cleatura environment. It is the
duty of the company to preserve national, cultarad religious diversity as a

value.
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The consumers who have to be informed properlyhefdharacteristics of the
products and services and to whom safe goods abe ttistributed. They can
promote continuous development by expressing tugical opinion.

The suppliers, interested in building predictalskable and mutually beneficial
relationships. Successful co-operation will be poted if the company insists
that they should meet its high requirements.

The creditors who are interested in the due paymkthie credit instalments and
in the preparation of regular and authentic finahsiatements.

The competitors in regard of whom the company ndesbonstrate fair market
conduct.

The state, responsible for ensuring legal compéaaod contribution to the

bearing of public burdens through tax payment. Goodtacts, efficient co-

operation with the government agencies, professiorganisations and local
authorities.

The natural and artificial environment: the compaisy responsible for

preserving them.

The media that is to propagate responsibility, hiaccepted by society and
provide objective information. Special attentioreds to be paid to their regular
information since the other stakeholders can behezhthrough them.

The NGOs with whom the company can co-operate ahdnare responsibly.

They have an important formative role in the rdléh@ company; therefore, the
viewpoints they represent must be taken into adcolimey may improve or

undermine the prestige of the company and urgdaggu.

The future generation who must be taken into camaitbn in company’s

operation, for they will be the consumers, emplesyaeother stakeholders of the

company in the future.

The stakeholder concept is strongly related to @®BRther it stems from commitment

pure and simple or from economic considerations5fGY011]. Thus the interpretation

of corporate social responsibility in the stakeleoldimension has developed to a level

where, from among the stakeholders listed abovectimpanies no longer concentrate

exclusively on the internal stakeholders, but stiivcreasingly to satisfy also the need

and assert the interests of the external ones bsStakeholder involvement, from the

government agencies through the NGOs to the looatntunities has become an

indispensable condition of long-term responsiblerapon [Csafor, 2008]. For the
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company to operate in a truly responsible manneis to adhere to the stakeholder

approach and have CSR initiatives that are usefubdisiness and society alike.

Employees

Local
community

@ Corporate
Competitors
Creditors

Figure 7: Corporate stakeholders

Source: Author’s compilation
l. 4.5. Stakeholder value creation

The interpretation of the CSR concept of the 20068s attained the level of value
creation; accordingly, the priority duty of the goamy in the context of its responsible
operation is to create value for the benefit of stekeholdersv@lue-creation code In
my interpretation, value is not merely a finanatategory, but a concept promoting
company management, an indicative, orienting onelwbould become important for
the company as a result of the spread of stratkgiking [Angyal, 2005].

The pyramid drawn by UNIDO (Figure 8) shows thealepment levels of CSR, with
value creation representing the peak. The compserddrihe level of compliance are the
legislation, inspection, criminal and civil proséon , foreign direct liability and
industry standards. The objective of the seconeéllé harm minimisation, with the
help of social and environmental auditing, enviremtal reports, codes of conduct and
the eco-efficiency measur@galue creatiomas such is located at the top of the pyramid,

and it is realised through the strategic alinemwwards CSR, the community
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involvement, stakeholder dialogue, social investsi@nd institution building [UNIDO,
2002]. The UNIDO pyramid, too, indicates that thegamisations must get from the
level of compliance to that of value creation idlerto be able to operate as genuinely
responsible companies. It is not enough if the camgpmeets the expectations and
reduces the risks it might cause, it is also taterealue for its stakeholders: this is what

“really” responsible conduct is about.

e \
VALUE CREATION
\ J
r ) N
HARM

MINIMISATION

. v,

r ) A
COMPLIANCE

\ J

\

Figure 8: The pyramid of UNIDO
Source: UNIDO, 2002

The concept of value appears also in the two respility interpretations by Torok

[2002]. For recoverable (interest-based) responsibilit¢SR-related decisions are
determined mainly by profitability consideratiortbat it, the factor influencing the
decision is the measure of the effect of the gistkeholder group on profit, and that
takes us back to what was said under the minimadide, namely that it is only worth
being responsible and taking the stakeholdersaatsideration if that is in the interest
of the companySelf-serving (value-based) responsibilibnp the other hand, means
that, due to its value set, the company can alke tiecisions that may have a
detrimental effect on its profitability, or even &gainst its interests, but create value for
the stakeholders. This interpretation relegates tiné background the profit-generation
aspect, which is replaced by value creation.

Basu and Palazzo [2005] classified responsiblearatp conduct along two dimensions

(Value and Strategy), distinguishing four typesompanies on that basis (Figure 9).
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Figure 9: Types of corporate responsibility
Source: Basu, Palazzo, 2005

Robber Baronsare concerned exclusively with profit generatioogial responsibility
does not figure among their objectives. Today, the comprises the multinational
companies that aim at producing maximum profit wiiat the specific case, even at the
cost of infringing on the ethical asped&bin Hoodsconsider responsibility a value, a
moral obligation, but they make a clear distinctibatween business and charity
activities.Book Keeperyiew CSR with a strategic eye, they assess thetsffa their
stakeholders and behave accordingly. It is typifcal these companies to specify
indicators, set up a reporting system of institutim relation to responsibility.
Statesmeanlso think along strategic lines, they do not wargeparate the economy and
society, they allocate resources to serve the Isgoad in the financial as well as the
intellectual sense. The interpretation of Basu Bathzzo [2005] defines the range of
stakeholders whose interests are taken into comgide by the company for each
company type.
As expressed also by Porter, companies should eeag from the defensive strategies
and start to think in terms of efficiency amdlue creationinstead [Porter in Kerekes-

Wetzker, 2007]. In the concepts assigned to the afdzalue creation, the authors put
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attention to the interests of the stakeholders waaldie creation in the focus of
responsibility concurrently .

The concepts assigned to thtakeholderdimension show that, in the context of their
corporate social responsibility, the companies mugt treat exclusively their own
interests, they cannot serve the interests of Weecs and the shareholders alone, but
must assume responsibility towards every stakehoM® impact on them and on

whom they impact.
[. 5. Synthesised CSR definition

Let me review the concept of CSR and present a aumnof the components of the
definition based on my interpretation which | imatgd in a model designed in view of
the 62 concept definitions subjected to analyststae dimensions presented above.
My four dimensions are labellegrofit, volunteering, marketing and stakeholder,
respectively, and | broke them down into codesattilitate better and more precise
understanding. In my analysis of the concept sttove able to assign every definition
to one of the dimensions. Note, however, that tplaice on the basis of a researcher
decision. Some concepts could be assigned to s$elsransions, which is quite normal
since a definition expresses several things coently, but my goal was to place the
definitions into the dimension that matches theainmmessage. The model shown in
Figure 10 demonstrates the possible overlaps dlithensions.

\

Stakeholder

Figure 10: CSR dimensions

Source: Author’s compilation
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In the light of the CSR dimensions presented abtiheemain factors of corporate social

responsibility are the following:

consideration of the profit aspect, but not asien@ry goal but as a potential
concomitant of the CSR activity,

consideration of ethical guidelines, operation gltdrem,

integration into corporate strategy and operation,

integration into business activity,

realisation of activities fitting the business &gy,

value creation,

a tool of corporate image building with the loss iofportance of the PR
approach,

use as communication tool to popularise the priesimstead of the company,
consideration of the stakeholders, assessmenewfititerests and needs,
volunteering, realisation of activities out basedfiee will,

unselfish activity stemming from the corporate eslu

In my interpretation, CSR comprises all the dimensiand codes that appeared in the

past 60 years in connection with social responsibil consider it important that every

element | highlighted should be realised duringdperation of the company, for this is

what provides for the emergence of really respdasibmpanies.

48



CHAPTER II.
INTERPRETATION OF CORPORATE PHILANTHROPY
AND EXPLORATION OF ITS DRIVERS

The dominant idea of business, social and otheralitires are, that companies do
philanthropic activities, when they are supportants [Carroll, 1991], so there are fields
like art, in which companies restrain their resphilisy just on a part of CSR, on
philanthropy. Taking this dominant idea as a basisyill analyze my research
subquestions in this chapter through the literatfreorporate philanthropy. | have
already defined these questions to my practicaingka, to the classical musicwhat
kind of objecitves use the company its CSR actinitglassical music forand What
kind of benefits can obtain the company throughpetgng classical music from a
business and social perspective?

At first, | introduce the literature of corporatkilanthropy, its distinctive interpretations
then | review the concept and objectives of spatspr After getting familiar with
these definitions, | will deal with questions lilkdhat is the relationship between CSR,
corporate philanthropy and sponsorship, which | saimmarize in a model. In the next
part, | will put larger emphasis on the currergrbture of the philantrophy categorized
by motivations, in which the strategic philantropkiyl pop up with the main message,
that the corporate donation should be planned fitiing to the company’s mission,
goals and targeting [Carroll, 1996]. After that illwstudy the motivation of the
company participating in arts, and | will analyteliterature. In the end of the chapter, |
create a theoretic frame, modell to explain then&wd motivations of corporate
donations, which serve a basis to the empiricat pAmmy study and contribute to

increasing the value of my thesis.
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[I. 1. The definition of corporate philanthropy and its interpretative

frame

The corporate philanthropy is the CSR’s importaatt.pAlthough many people think,

that CSR is much more than “money donation”, | mieamy thesis under the definition

philanthropy the donation as well, in this case Btadying such contributions of the
company, which are not connected directly to itsnaativity.

Carroll [1991] - as | mentioned in the previous uflea - states, that social responsibility
consists of four groups, which covers fully theidigbn of CSR: economic, legal,

ethical and pihilanthropic. The philanthropic resgibility is a corporate activity, which

meets the social expectations - defined by Cartblcontains such programs and
activities, which urge the social well-being anadwill. [Carroll, 1991] He stresses the
contribution of the companies to arts as an examytéch is an important starting base
in a point of view of my thesis.

To interpret the CSR, Schwartz és Carroll [2003}edi@ped an alternative approach
thinking further the CSR’s four grouping. In thedé-factor approach, the philanthropic
or discretionaly component should include the ethand/or economic responsibility.

The main reason for this, that it is often diffictd differentiate the philanthropic and
ethical activities on a theoretical and practicasel, additionally, the philanthropic

activities are often based on economic interestseyT claim that behind the

philanthropic activities stand in most cases ethi@a economic interests or the
combination of both of them, which is confirmed the fact, when companies perform
strategic philanthropy from an economic interest;means philanthropic and not
economic commitment.

Generally, we mean the donation towards benefesannder the concept philanthropy.
According to the framing of Fry et al. [1982], tlwdrporate philanthropy means
voluntary transmission of resources under markétepfrom companies to target
groups. In the field of arts, underlying motivatiman mingle and it is not just

characterized by altruism [Carroll, Buchholtz, 20but is supposedly useful for

companies, as well.

According to the oppinion of Wood and Jones [1986§ not exactly obvious, what the
philanthropy means. There is a substantial bilatedationship between the company
and the charitable organization, in which existSexthange” factor, according to their

statement. Following the same principle, in theghisof Saiia et al. [2003] corporate
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philanthropy includes the sponsorship and causgedimarketing in a wider approach.
Porter and Kramer [2002] hold the interpretatiortlefse activities as philanthropy for
an exaggeration, the authors handle them as magketi

Based on the latest studies, companies are inoggsicharacterized by the
strengthening of the strategic approach, by empimasthe business based instrumental
reasons of these philanthropic activities [Saiiegd0. But we don't know
unequivocally, why the companies do philanthrogitivities or what is their intent with
the donation towards the supported organizatidresetore | have chosen a special field
as the goal of my thesis to explore these factangh is the field of classical music.
The corporate philanthropy is just a part of theRAB my interpretation (this will be
explained more detailed in the subsection I11.31},fiom the aspect of my thesis it is its
substantive component, whereas in the most cdsese CSR activities do not directly
connected to the basic mission of companies, [I8RR Celated to classical music, which
is also classified in this category based on Chifd®91]. In the followings | will

present the philanthropy’s eventual types andetiel$ of realization.
[I. 1.1.Four types of corporate philanthropy

Although many leaders pay more attention to th@a@te philanthropy, the strategic
direction of the companies’ such activities remasgerficial, and is not really
controlled. One reason for this is the not suitaiierpretation of the executive
facilities. According to Bruch and Walter [2005]etlphilanthropic activities proceed
from two perspectives, the market orientation amel dcompetence orientation. On the
basis of themarket-oriented approachthe leaders primarily want to meet their
stakeholders’ expectations, they form their corf@rahilanthropic activities in
conformity with external demands, which they expeiricreased corporate
competitiveness, better marketing and sales pditis furthermore better relationship
with governmental and nonprofit organizations frohmese companies are interested
more in influencing the attitude of the stakehaddehan in the increasing of the social
benefits. At the same time social benefit can b&chred by the market-oriented
philanthropy as well, whereas it contributes to shésfaction of their basic needs and
demands of the stakeholders. According to tmmpetence-oriented approach
company leaders pursue to synchronize the philapitiactivities with the abilities and
core competences of the company. They oppose tasiviliffering from the core

business, they take aim at increasing of the pthifapy’s effectiveness and ensuring
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unique value creation. One danger of this appreeith a strong internal direction is,
that it is difficult to reconcile with the interssof external stakeholders, and as a result
of this, it is not guaranteed, that they will gaetmaximum value. Otherwise the
competence-oriented corporate philanthropy creademetimes unique benefits,
whereas it is build on individual, not financiallik concentrating on the main activity.
Some companies combine the internal and exterrmabaph, while others concentrate
specifically on one perspective, but there are stahpanies, who do not accept the
strategic approach of the philanthropy at all. Blase the rate of internal and external
orientation, the authors defined four types of toeporate philanthropy: peripheral,

dispersed, constricted and strategic philanthréjyufe 11.).
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Figure 11: Four types of corporate philanthropy
Source: Bruch, Walter, 2005

In the frame of theperipheral philanthropymake the companies such charitable
initiatives, which are mainly based on the exted&hand and the expectations of the
stakeholders. Most of these companies are expebatigr position in the competition
from the corporate philanthropy. Their activitie® ahdependent from the company’s
basic mission. The consequences of the periphérEnthropy are mixed: it supports
the inspiration of the demand for services, theenm@bn of qualified workers,
additionally the decrease of state and regulatamtrols. Although there are such

companies, who distract the financial and manalyegarces from the core business
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activity in the frame of the peripheral philanthyppvhich is resulted in the ambiguity
of the strategy. On the whole, these activitiesiamgortant for the companies from an
ethical and economic point of view, but generdlgyt are not sustainable in a long run.
The constricted philanthropycreates synergy between the company’s main and
charitable activity. The core competences are usedocial objectives, leaving the
external stakeholders’ aspects out of consideratibime strategic effects of the
constricted philanthropy mingle as well. It coutsits advantages that the available
skills, resources and facilities are increasing ¢ffectiveness of the activities, and
leaders are striving for, that this philanthropicoral should pervade the whole
company, using it as a kind of innovation. Althougls is a disadvantage that due to
the internal focuses it neglects the demands apdatations of stakeholders. Leaders
just want to charity through own products and thepleyees’ special skills, and they
help to solve the urgent cases, but due to they, ibse the possibility of increasing the
reputation and the activity’s contribution to thieategy. As long as the constricted
philanthropy doesn’t target systematically the ke@keholders, the strategic approach is
missing from it, which restricts it to be the bisits competitive environment.

It is typical for thedispersed philanthropthat the realization of the strategic direction
is totally missing. The initiatives are not coomaled, both of the leaders and the
employees don't have a comprehensive picture alibet company’s activity,
unequivocal decision criterias regarding that, wingy support a charitable project. In
pursuant to this, they are supporting smaller ptsjevithout directives, the financing
occurs arbitrarily towards the institutions opergton distinctive fields. The dispersed
philanthropic activities include the negative effeof the peripheral and constricted
types. In the background of these initiatives ssaride private interest of the
management. In special cases can be the dispetséahtpropy useful as well,
especially in a deep crisis, when immediate measaire needed. This kind of activity
can be also extremely significant, but it can’tdbgeneral approach for the corporate
philanthropy, because by strategic approach camehehed more significant social
effects and benefits.

The strategic philanthropyis often the most effective approach, which metres
combination of the high external (market) and inéi(competence) orientation. It takes
into consideration the interests of the company thiedstakeholders at the same time,
which contributes to the activity’s sustainability.ensures possibilities to apply the

main competences on new business areas, to enti@neenployees’ inner motivation
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and the attractiveness of the labour market, toease the consumer demand and to
strenghten the corporate identity with aligned gufitihropy in the whole company.

As long as the companies realize their CSR aawitn the framework of the strategic
philanthropy on such fields, which are not directiated to their main activity, like the
classical music, then they can obtain the maximemebts on both of business and

social level.
Il. 1.2.Seven levels of corporate philanthropy

In the research of Barrett [1998], he studied tludivation of corporate philanthropy in
the broadest sense, namely, how the companies shemd'unnecessary” dollars. To
this fact he analyzed seven levels of corporats@onsness.

The survival consciousnesBor the company - on this level of consciousnestanads
clearly and simply the fund raising in the middi@m. The motivation is the “greed”
itself. There is an underlying assumption by thesnf of donation, namely the
organization gets back much more, as it gives. df axamine rationally, then it can
named “investment” as well.

On the level of theelationship consciousneghe relationship stands in the focus of the
corporate consciousness, which serves the compalayss. The motivation is a minor
form of the greed. It means the financial suppdra @ase or campaign, which can be
later prosperous for the company. It can be sdidt this level is setting aside the
money for bad times.

The self-esteem cosciousnebse company emphasizes at this level, that theshest.
The motivation is on the good presence, it maksibh in any case, that it gives. The
organizations provide financial support for an ita$¢, a charitable case or something,
which gets publicity. This can be considered togmhbuilding or indirect commercial.
On the leveltransformation there is emphasis on the learning and growth, the
company’s motivation is the knowledge enlargemirgontributes to the organizations
and institutes on such way, that this promotes ras and helps the learning of
people, additionally the increase of their knowkedgvel. The company’s aim is to
increase the level of education of people regartheguture employment.

The organizational cosciousnesBhe focus on this level is on the satisfactiorthe
workers’ physical, emotional, intellectual and #pal demands. The employees’
interests mean the motivation of the company, wlaoh realized by allowing such

opportunites, like physical activity facilities, ithcare, emotional support and personal
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development, so they can become for what they vearfthe company has dual objects
with that, to attract the best people and to bailgktter world.

Community consciousnesghe support of local communities is in the focliscares
with such things, which serve the employees’ irgex.eFinancial support is provided for
local charitable institutions and local communitieslditionally dedicated freedom is
given to the workers to contribute to the operatiércharitable institutions, which are
liked by them. In the background of the motivatistands, that it is recognized, the
company and the staff are just part of a largenasamonstruction, which can be
successful only with the cooperation of the compamy the community.

The societal consciousnes®n this level is emphasised the support of the levho
society, where the main motivation factor is to méke world better. Companies found
out, that they contribute anywhere to the improvened the social conditions, it will be

profitable for everyone, that means everythingnkdd to everything.

Societal consciousness

Social

O interest Community consciousness

\
"
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Transformation
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o Corporate Relationship consciousness
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Survival consciousness

\

Figure 12: Seven levels of corporate consciousness
Source: Barrett, 1998
The first three levels deal with the self-interds¢cause the drivers of these activity

levels are more the getting and not the giving.w&sare moving to the higher levels,
the corporate interest counts less and less dpmecdmes more emphasised, what kind
of benefit the donation brings to the society. @e higher consciousness levels is

admitted by the company, that it is operating i gocial environment, and itself can
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be successful only in a successful environment aB. Figure 12.) The same is

enforceable for the CSR activities in the classimasic, the object is for the companies
to get from the level of survival consciousnessht® level of societal consciousness,
and not just the business interest, but reachirsgpofl benefits should be considered to

be relevant by them.
[I. 2. The definition and objectives of sponsorship

The classic sponsorship activity (donation and euppis often mixed with the
definition of the CSR, but the two expressions ao¢ the same. This difference is
presented well by a thousands of years old chigesée: If a man asks for food from
you, you will give him fish. But if you really likbim, you will teach him to fish! [Lao
Tzu]
The definition of support, patronage, donation apdnsorship are not unequivocally
separated for the society that is the reason, wihynk, it is important to define these
concepts in my thesis’ respect.
The support is a partial relationship between tiheoeate and the beneficiary, which
can be monetary, in-kind or mental. According tee tmternational Advertising
Association, the support means such financial oterr@ contribution, which is not
closely related to the company’s commercial aints,usder its objectives can't be
mentioned the profiting [Fazekas, Nagy, 2000]. Adomy to the Hungarian Public
Relations Assotiation, the field of support incladbe sponsorship and the patronage,
which is differentiated by the existing or non-eixig of the remueration. [Baba, 2008]
The sponsorshipis a bilateral business relationship, a financimagterial or human
investment for the company, which has profit obyes. The sponsorship is the classic
way of financial or material help, which can be that of the CSR strategy. [Baba,
2008]
According to Szilvia Baba [2008], the head of salasthe Hungarian Culture
Foundation the companies’ aims for sponsorship thee followings, which are
interpreted by me on the field of classical musimpared to the practical topic of my
thesis:
= The opportunity to enter the special target markéts example, the appearance
on a festival or conference can offer significappartunity for the classical
music service providers, they can make contacth wtential CSR decision

makers at one time in one place.
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= To support the introduction of a product, servite,evolve and increase the
brand-image.For example, the local music school can be spedsby a bank
branch opened on a new place.

= Compliance of the products and services with aifipdifestyle. For example, a
car brand can sponsore classical music perforragtiist, whereas the company
wants to, that related to its products will be agsed on the representation of
the high value.

» Building contacts with the representatives of thees channelsFor example,
the aim of the company can be a closer relationsftipits partners, to which it
can sponsore such classical music event, wherant give complimentary
tickets and invitations to its business partners.

= Commercial, sales opportunitieg:or example, a company in the alcoholic
industry can get such advantage through sponsearintassical music service
provider (Opera, Mipa), that on the event can selfased only its products.

* Presentation of a product's featuregor example, a company producing
beverages has the opportunity on a classical nfiesiival to taste its product by
the visitors.

» Increasing the salesFor example, a famous musician is supported by a
company, so following this sample, the target grailp purchase that product
as well.

= Obtaining the special referencéor example, a bank can sponsore a classical
music concert, and the tickets can be bought thraihg electronic transfer
system of the bank, which proves the excellentityuaf the service.

= The tool of employee reward, performance recogmitend internal PR
activities. For example, when a concert is sponsored by thegaay, it divides
the received complimentary tickets between the w@kso it strenghtens the
loyality of the employees toward the company, iases the workers’ creativity
and incentives them for a better performance.

= The tool of goodwill, increase of publicity and exial PR activity. For
example, a company sponsore an charitable consertjt can evolve a
responsible corporate image in the public awareness

To sum up, the companies are striving for with rtiegionsorship activities as well on
the field of the classical music, that the investadrgy in the support returns somehow,

and they make its name known, additionally evolvé inprove their image.
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lI. 3. The relationship of sponsorship, corporate philanthopy and
CSR

In the first chapter | have already described tI$RG different perceptions sorted in
dimensions, where we could have met repeatedly avkind of grouping, in which the
authors tried to extract the single aspects of amesipility (e.g. Carrol's CSR
pyramide). In this chapter | would like to presehat part of the literature, which
examines the connection between the CSR, corpphalenthropy and sponsorship, as
well as the opportunities for the practical redl@a of responsibility, that means, with
what kind of tools can be a company responsiblevaimak kind of relationship results
this with the sponsorship and the philanthropy.

According to Kotler and Lee [2007], the corporateial responsibility means the
commitment, during which the company continues wtatly and freely chosen
practice for the publicity’s wellbeing, what is qgeted by its resources. According to
the authors, the CSR activity can be categorizediomvays regarding which aspect of
the social responsibility is emphasised by the camyp

» Cause promotionlt means the support to solve the social problesmich is
realized by in-kind contributions. An eventual whyr this is providing the
corporate resources.

» Cause related marketingthe CRM is a marketing activity connected to the
solution of the social problem, which is realizedtbe direct supply of goods.
This funding target can be attractive for the comts as well.

» Corporate social marketingSocial targeted marketing, which essence is the
change of the society’s customs, attitude agaiogtesthings. There is an
emphasis on change the behaviour.

» Corporate Philantropy The corporate philanthropy, charities are the BSR
most traditional forms, when the company gives ¢tiongo a company.

e«  Community Volunteeringlt emphasises the importance of the volunteering,
which is used to be ad hoc.

» Social Responsible Business PracticBsese are business solutions supporting
the social responsibility, whereby the specific gamy strengthens voluntarily
on its own situation. This is the most effectivat hlso the most disadvantaged
form of the CSR.
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In the categorization of Kotler and Lee we can erg@l that they hold theorporate
philanthropy for an eventual practice of CSkihich is identified by the definition of
charity and donation.
Szvetelszky Zsuzsanna [2008] typed the CSR a@svdiccordingly, how and with what
kind of tools they realize the company’s resporsitéhaviour, under which the next
five groups are differentiated:
» |deal: Generally recognized good CSR, which means redpensperation with
good quality for the companies.
= Marketing-purposedAn activity, which is marketing purposed and smskip
oriented. The CSR activity can be communicatedhérhedia as well, if there is
a continuous sponsorship behind and it serves mexipansion.
= Altruistic: Altruistic sponsorship activity, which doesn’t gerthe company’s
business efficiency.
= Separated:A sum separated by the owner from the companytitpfor
creation of a foundation with charity objectives.
= Employed: The charity is realized by the company's employeds is
characterised by the internal communication inagtvpany, which yield can be
the invasion to the public awareness. It is lepgctf in Hungary yet.
In Szevetelszky's framing, theponsorshimppears as theSR’s eventual instrumental
which can be realized with an altruistic and margetaim in its judgement as well,
depending on that, what extent had served thef@p&SR activity the corporate profit.
In Dahlsrud’s [2008] frame of reference, the cogterphilanthropy is a special kind of
the CSR activities.
Williams (2010) interprets thehilanthropy as the part of the CS®hich differentiate
in the followings. Decisions on the extent and #ubject of the support are made
regarding the philanthropy strictly on higher lejelwhile by the CSR is the
empowerment important. With the CSR wants to rehelcompany a more wider layer,
while it can influence just a small target grouphathe philanthropy. The philanthropic
activities can be connected less to the comparmy's activities and generally they can'’t
be connected to the company’s long-run strategy, tmly serve the community’s well-
being, but with the CSR can be realied two targethe same time: the satisfaction of
the communities’ demands and increase the corpprafé. They differentiate in their

focus as well, because the philanthropy means aonatharity first of all, the CSR
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concentrates not only on one special activity typet it interprets the corporate
responsible behaviour more widely. [Williams, 2010]

According to Katamba [2011], the corporate philanfly is the PR’s one form, which
increases the corporate image through the chandyirmaproves the company’s position
in the society on the long run. Actually, tpkilanthropy is one unit of the CS®Rhich

is concentrated only on the externalities, the reslestakeholders (add-on). The CSR
can be interpreted as social investment (CSI — @atp Social Investment), which is
realized on a strategic way, creating social, enbo@nd ecological balance and paying
attention to the interests of all stakeholdersnraase the corporate competitiveness.
The philanthropy is a traditional way of the comntyimnvestments (CCl — Corporate
Community Investment), it focuses expressly ondbmmunity’s interests building the
company’s competitiveness and relationships. Thendo of appearance are the
donation, the contribution with properties, sergicand the employees’ volunteering.
[Katamba, 2011]

The CP can be interpreted as tSR'’s first wavewhich is realized just on an ad hoc
way based on the decisions of the corporate leadesdly in the form of financial or
in-kind donation. Thestrategic CPis the second wave, which comes true on a more
reasoned way, considering the long-distance intesefjusted to defined directives. The
third wave has already passed through the philapshrthis is calledcommunity
investmentwhich is realized unequivocally on a strategig/wath using the corporate
resources, while in the event of the fourth waves €SR is defined in a healthy
corporate environment inserted already in theeggsat[Katamba, 2011] Based on this it
can be said, that the CP is such part of the C3®hwcomes true with an ad hoc
nature, but the strategic approach has already éesning as well.

We can differentiate three types of the corporatgas responsibility. The first is the
philantrophy, the charitable actignvhich doesn’t result direct benefits to the compa
however it improves the corporate image. This typESR can be connected directly to
the company’s activity, against the second typdutling theintegration approach
which expected benefits are the increase of thpocate reputation, cost saving, risk
reduction and legitimacy. The third type is tB&R as innovatignwhich means a
pyramid based approach (base of the pyramid - B@dtely providing new products,
services to solve environmental and social problerhe first and the third types are
differentiated by the win-win situation, whereas thme innovation approach is the

increase of corporate incomes an unequivocal perpeside the solution of social
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problems [Kourala, Halme, 2008], namely the phitaopy is that part of the CSR,
which only concentrates on the realization of theia benefits.

According to Ligeti [2007], the CSR'’s first leved thedonationor sponsorshipbut in
fact, he doesn’t count these activities to the (%R classical interpretation, because
the company uses the sponsored aim for an advertspiace and strenghten the brand
name, which is not contemptible, but not equal with responsibility taking in the
original meaning. The second level is ttarity, which can be realized by a strategic
purpose as well, according to the author. [LigB007] To define the CSR on the
highest level, the company must be handled as apgod people, namely it has to
operate with synchronizing the interests of alkstelders to be truly a responsible
company [Ligeti, 2006]. Pursuant to the authoranrof thoughts, the sponsorship or
the charity can be responsible activities as wallthat case, if positive values are
hidden inside the company for all of its stakehadde

In accordance with Singh [2010], the CSR had begdh the charity, which had
followed by the philanthropy but today we can mention the concept related
unequivocally to theorporate strategyHe believes, that nowadays the responsibility
throws another light upon the relationship betwée®m companies and the society.
However, in the 2000s has started a trend, by wthehphilanthropic activities can
have strategic purposes as well, if a philanthr@utvity has realized on a strategic
bases, then followed the author’s interpretatiod based on today’s use of terms, it
falls to the category of CSR.

Trivedi and Kaur [2007] have divided the corpors¢eial responsibility into two main
parts, one is the corporate philanthropy and sedenthe cause related marketing
(CRM). They define the philanthropy as a one-wasitess, which is focused expressly
on the stakeholders, but this is just a part of @I&R, because responsible companies
are operating with considering the profit intereats well, so they can’'t do only
philanthropic activities. The CRM is the part oBt&@SR, which serves unequivocally
the company’s interests: it makes the companyditiea for the customers, increases
the sales, differentiates, reaches niche marketajas positive media space, makes the
employees more motivated and loyal, affirms theoomte mission and image [Trivedi,
Kaur, 2007]. | believe, if the philanthropy isnlist understood as a one-way business,
then the two parts (CP and CRM) can have overlapedls namely there can be such
philanthropic activities, which focuse on not orilye stakeholders’ but also the

company’s interests.
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To sum up it can be said, that tb@rporate social responsibilitis a complicated and
long term activity, it requires more consideredatgtgy and consistent realization
compared with donation. Thghilanthropyis identified by the most with the donation
and the charity, which is a one-way matter from ¢benpany’s direction towards the
society. Thesponsorshipneans unequivocally a bilateral activity, and blase this, the
company not only gives, but gets in exchange ak wealso tracks corporate and social
interests. Although the philanthropy has a new drawhich handles the CP on a
strategic way, that means, it plans on long termswtering the company’s interests as
well, but firstly serving the society’s interesi. iy interpretation based on the Figure
13. demostrated concept, both of the philanthropy the sponsorship are parts of the
CSR, in the engraving of the two definitions stamdsurn thestrategic philanthropy
presenting the bipartite relationship.

Strategid

CP

Figure 13: The relationship of sponsorship, corfephilanthropy and CSR

Source: Author’s compilation
lI. 4. Categorization of corporate philanthropy based on mtivations

Burlingame and Frishkoff [1996] wrote in their spidhat the most important factor of
the donation is the corporate responsibility, besitde this there are other prevalent
factors as well: the corporate conditions, the geasvalues of the owner, the quality of
organizations submitting an application for PR aongport. It turnes around from their
survey, that for 37% of the companies are the sippbthe community and the
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economic growth the most important benefits withst contributions. The second is

the corporate commintment/responsibility. Thesectimions are very similar to the

results of Cowton’s [1987] survey, under which thain reason for donation is the

social responsibility. In Collins’ [1995] surveyoin the motivations of the corporate

philanthropy fill in the goodwill, the image andetrcommunity feedback the most

important role.

II. 4.1.The classification of Burlingame and Frishkoff

Burlingame and Frishkoff [1996] divided the compmminto five groups based on the

motivation behind the philanthropic activities.

Altruism: Those companies are characterised by altruisnghypay attention to
other’'s well-being. Altruism means in the pureshtsse that the donor doesn’t
obtain benefit and doesn’t get external recognition exchange of the
contribution. The most significant forms of appeme are the anonymous gifts,
common donations and the foundations.

Shared benefit givingThe second category is donation with shared-benefi
giving, namely donation for the public good withcognition by the public,
without particular expectations. The company, withihat the owner or the
senior manager feel duty to support the commurnityexchange of such
expectations like growing clientele, by these m chivide the gained profit in a
wider circle. The most characteristic types areviblentary contributions of the
time and skills, the usage of establishments by dbeee and the in-kind
donation.

Enlighted self-interestedn case of the enlightened self-interested congsani
the donation’s aim is to put the business advantagkthe well-being in the
middle. The donor expects special, long term b&efvhich have mutual
advantages for both of the community and the compand provides
opportunity for increasing the promotion of a prodar service. Actually, the
corporate donation is considered to improve thdness environment and to
preserve the capitalism. Most common examples & dause related
marketing, the advertising purposed donation arddhg term targeted gift.
Charitable investment:The charitable investment means in fact targeted
donation, which is characterized by the expectatibehort term profit, in this

case, the required benefit is larger than the iegkesesource. The object of the
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charitable investment is the donation’s integraiiomhe corporate mission, and
the donation, as means of communication for trassom of a pure corporate
message about the corporate products. The mosficign forms of appearance
are the short term targeted gift, the strategiclaptiiropy and the status
donation.
= Stewardship:The focus is put on directly the maximalizationostners’ well-
being by the stewardship, and such activities @ IBolution for these, as the
tax strategies. It means the realization of th@amsibility in such way, which
primary objective is to increase the owners’ propein the most strict
interpretation, the stewardship causes the largestincome and return on
equity.
In the categorization of Burlingame and Frishkdf®96], we can discover a rectilinear
improvement, which can be interpreted in two wdsisst of all, on the level of the
social feedbacks, where it means almost anythinghi® altruistic company, but this is
the main motivation by the stewardship companythsois the most important element
of the donation. On the other hand, interpretetherlevel of the interests, while by the
altruistic philanthropy serves the company’s daratig habits the social interests, by
the stewardship type is the philanthropic actiwity subjected to the business interest.
[Moir, 2004]

[l. 4.2.Saiia’s classification

Saiia [1999] prepared a survey consisted of 126pleemm the U.S., in which was
enlighted, that the corporate donation is moregasingly strategic. This was confirmed
by the donationor managers, and by the top managease well. Based on Saiia’s
[1999] study, the main motivations behind the coap® philanthropy are the following:

= obtaining results through professional corporateation programs,

= the contribution of the donation to the organizatias well as in the other

functional fields of the company,

» increase the tangible results of some projects.
Saiia [1999] reconsidered the model of Burlingamd &rishkoff [1996], but he also
kept in mind the strategic philanthropy. The mosl@ws, that the process takes place
from the direction of the social focus to the cagte focus, which clearly illustrates the
moving from the altruistic behaviour to the stratedirection. Saiia’s model confirms

unequivocally, that the companies are focusingheir bwn interests to the point, while
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the tool serving the social interests doesn’t redehmaximum of the corporate value
(Figure 14.). [Moir, 2004]

Social focus

Corporate focus

Burlingame | Attruism Shared |Enlighted Charitable Ptewardship

Frishkoff benefit |self- investment
gving  |interested

(1996)
Saiia P Enlighted Societal Fiduciary
(1999) truistic self-interested | strategic strategic

Figure 14: Corporate categorisation based on phitapy

Source: Author’'s compilation based on Burlinganreskkoff [1996] and Saiia [1999]

Based on the motivational factors, Saiia [1999Fgatized the companies pursuant to

their philanthropic actvities: altruistic, enlightd self-interest, societal strategic,

fiduciary strategic.

Altruistic: Such resources are provided by the company fosdbety, through
which it can become better. These resources camda@ymous gifts or collected
donations.

Enlighted self-interestedThe company strives for contributing to the wofk o
the non-profit and voluntary organizations on thestmand best way, which
helps the corporate’s recognition. The self-intex@ehaviour can be realized
on the next ways: the voluntary contributions @& ttme and skills, the usage of
establishments by the donee, the in-kind donatimh the long term, targeted
gift.

Societal strategicThe company builds its relationships with the poafit and
voluntary organizations, which contributes to obtaetter quality of life for the
community besides the support of the corporatdegiya Most typical forms of
appearance are the cause related marketing, thextisthg purposed donation
and the status donation.

Fiduciary strategic:The company concentrates on its primary aim, naroel

increasing the shareholders’ property. The philagic donation is the part of
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the corporate tax strategies and it is a tool fer tompany to have a larger
controll over its profit, which had to be paid ax.t
In Saiia’s [1999] interpretation, persistence canuisible from the direction of the
altruistic philanthropy, which means fully altrucst behaviour, we get to the
philanthropy realized through an absolute stratggimt of view [Moir, 2004]. The
author shows the formation and stages of the gicaggproach with the re-think of the

corporate philanthropy’s categories.
Il. 4.3.The interpretation of Young and Burlingame

Young and Burlingame [1996] differentiate four tgpe corporate philanthropy.

Based on th@eoclassical/corporate productivity modéte aim of the philanthropy is
making profit. According to their oppinion, the porate philanthropy is an oxymoron,
because the expression itself includes such adesyitvhich are motivated by other
factors except the self-interest. This approaclowsd Friedman’s [1962] vision, which
claims, that the company’s real aim can be jushecoc. Fry et al [1982] argued, that
the corporate donation is motivated by the prafitveell as the advertising expanditures,
and the philanthropic data can’t be used for méaguhe corporate altruism.

The ethical/altruistic modefollows the donation based vision, the companytbaso,
what is good for the society, which interpretate@an be widen on the definiton of the
social contract [Donaldson és Dunfee, 1999], wipenser is guaranteed by the society
for the business sector and it is expected to usEsponsible. In the argumentation of
Shaw and Post [1993] appear altruistic elementsedls Sanchez [2000] considered the
altruism to be relavant in his studies about thepaxate philanthropy. But it is
important to emphasise in any case, that in botlviesi are mentioned more
motivational factors, and the altruism is just qaet of them.

Based on theolitical mode] the object of the corporate donation is the suahdlity of
the long term concern in the society, which carebenomic or related to the power,
legitimate operation. The goal is to preserve th®r@omy, to protect the corporate
power. In Mitnick’s [2000] view, it is expected lire society from the companies,
which are producing significant negative exterwyailitat they contribute to other fields,
like art, community or employment, as compensatidgiheisel [1994] determined in a
comprehensive study, that the goal of the compapiganthropic activities isn’t the
solution of the social problems, but the improvetaitheir legality and protection of

their power against the external threatenings.
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The stakeholder modetecognizes the existence of the previous threeefpdand
accepts the opportunity, that the company takesnésis and social interests into
consideration as well. It claims that the compang complex unit, which has an affect
to the interested parties, who influence its opanaas well. That raises the question,
whether the aim of the stakeholder approach ishfirmanager oriented, or a good
opportunity for increase the benefit of the soceatg the donationor company [Owen et
al., 2000].

Young and Burlingame [1996] interpret the corporptelanthropy similarly to the
definitions described in the CSR’s profit and stalder dimension. The company only
pays attention to the stakeholders’ interest in tie®classical model, like in the
minimalist approach to CSR in the profit dimensithen it is widened to the society in
the ethical and political model, and in the stakébiomodel performs its philanthropic
activities with all of the stakeholders’ interestssludes the business and social interests

as well.
Il. 4.4. The model of Moir and Taffler

Based on Young and Buringame’s model, Moir and [&aff2004] defined the
interpretation of the corporate philanthropy ineswnframe along two dimensions. The
X-axis was namedrélative business - society attentipwhich has two extreme cases,
the altruism and the neoclassical model. The y-akisws the felative stakeholder
attentiorf, where can be found the primary and secondaryettzders. The primary
stakeholders are those, who have a direct effectthen company (consumers,
employees), the secondary stakeholders influeneecttmpany on a indirect way
(community, environment). In this integrative fratma@ve placed the authors the groups
of Young and Burlingame, which is showed in thetrigure (Figure 15.).

Moir and Taffler [2004] reconsidered these catezpohased on the art philanthropy of
companies in the United Kingdom. They analyzed &ecstudies and used the KWIC
(key words in context) method with cluster analywisclassify the companies in five
groups pursuant to the motivation of their philawagic activity.

The first group is formed by thedvertisers who are focusing on the business benefit
and the primary stakeholders. Their participatisrraalized in the promotion of the
brand. They use the support of arts to open madkgturposes. This group belongs to

the category neoclassical model.
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Figure 15: Integrative framework of corporate phitaopy based on the model of
Young and Burlingame
Source: Moir, Taffler, 2004

The second group consists of twrertly instrumentalswhich pay attention to both of
the business and the social interests, but thejoatesing on the primary stakeholders.
They attempt to use the art supports for stratbgginess goals. This group represents
basically neoclassical principles, but the stratempproach has already appeared as
well.
Companies in the third cluster focus on the busimeterests, but they put emphasis on
both stakeholder groups evenly, they are caktakeholder managerswho are
represented the stakeholder model.
The fourth group prioritizes the interests of tloeisty, community. They need the
support the society to the legitimate operationesSEhcompanies ategitimators who
belong to the political model.
For the first sight, the fifth group is the refliect of the third group except that it pays
the most attention to the society. A certain degriealtruism has appeared in the case

of these companies. The authors called tdesparates
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Moir reconsidered the groups connected to the @lwstalysis and he tried to insert it in
the frame based on Young and Burlingame’s [199&gmies, which resulted three
groups from the five.

Figure 16 shows Moir's [2004] improved model prdsenin his thesis, which
categories were interpreted by the author as falow

= Advertisersare those, who are using the donations relatédet@rts clearly for
marketing or increasing the reputation, this inekidhe first and the second
groups, namely the advertisers and the covertlyungentals.

= Legitimatorsare those, who concentrate on complying the legatation. They
are striving for obtaining the business advantabgatsthey pay attention to the
community stakeholders as well. Although they grea&ing at least about the
explicit business benefits. This category incluttesfourth group (legitimators)
and some elements of the fifth group (disparates).

» The stakeholder managerare those, who interpret the support of arts ah
of the stakeholders’ involvement, which has differetages. Some companies
donate for the arts, because this can be brougatdimect connection with the
business. By others, who offer their entreprenéskals for arts, obtaining of
the business benefits is less explorable. The gerpmuld be to create balance,
which pays the same attention to the corporatetaride stakeholder interests,
but the data used in the analyses of the authddicbue provided appropriate
information. This category includes the third grdsgakeholder managers) and
some elements of the fifth group (disparates).

It's not easy to draw limit between the stakeholt@nagers and the legitimators, at the
same time the author claims, that there are examfe the clearly altruistic

philanthopy in rare cases, if it exists at all.
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Figure 16: Motivational factors of corporate phttaopy based on the complex model
of Moir
Source: Moir, 2005

Il. 4.5.Additional motivational factors of donation

The most of the researches assume, that the mahagdues, orientation have
influence on the corporate responsibility actiatiSwanson, 1999], | have put a big
emphasis in my research to explore this fact.
In the literature are identified four possible miations for the corporate donation
[Campbell et al. 2002]. The first is te&rategicmotivation, when the company wants to
realize its strategic object with the donation. e motivational factor is thatruism
in which the main purpose of the company is to méze@ the social good. The third
cause igolitical, which means motivational factors similar to Youargl Burlingame’s
political powermodel. The fourth motivator is tmeanagerial utility the personal
decisions, which can’t be absolutely connectedhéocorporate goals.
Logan [1993] studied the main motivations of thenatton through eleven European
large companies, and he identified three driveseban this [Bennett, 1998]:

» The presentation of the company’s moral and saeighonsibility to the local

community;
= To gain the politicians and other important opinieaders;
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= To help the company’s direct interests throughstingport of charity events.

Bennett [1998] did research about the corporateatiimm habits in Great-Britain, in
France and in Germany. The first place took theeimsing of the corporate image and
strenghtening the PR related to all three countAssfurhter motivations appeared in a
country the growth of the product sales and ohbtgirthe politicians. According to
Mescon and Tilson [1987], the support of arts & piform of advertising, which aim is
to reach the consumers and to communicate the gtimdnship. Kirshberg [1995] had
highlighted two motivational factors in his argurteion - the image and the sales.
According to his oppinion, the support of arts bg tompanies is a promotion activity.
In Usseem’s [1984] formulation, the publicity istite the main goal for the companies,
but generating effect on the local community.

In this subsection | have presented all driversgctvican occur by the decisions related
to the philanthropy and donation, illustrated bg thfferent corporate typing models, it
can be determined based on this, that the motivatiehind the corporate philanthropy
are quite different. Hereinafter, | will narrow teabject of my study, and | am dealing

with exploration of drivers appeared in the fiefdads.
ll. 5. Supporting the arts by companies

In this part, | will deal with the background oftlikompanies art support, because these
are - CSR activities concerning classical musiornerstones from the practical part of

my thesis.
[I. 5.1.Motivational factors of art sponsorship

To the practical topic of my thesis, to the fieltlitbe classical music stands the art
sponsorship the closest within the sponsorship¢hvhas a really limited literature, and
they connect these activities mostly with the manigeand the promotion. | describe in
this subsection the motivational factors behindatiesponsorship based on the different
authors’ approaches, namely, what motivates thepanims for sponsoring a field of
art.

According to Meenaghan and Flood [1983], these #re sponsorship’s five
motivational factors: strenghtening the corpordftdiaion, shaping the relationship
connected to the product, helping by the corpdnaspitality, motivation of the human
resources and the sales. It is mentioned underdtporate affiliation further subfactors

to understand the motivations better, like raising social awareness, changing the
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public opinion, creation of a unique picture, ci@atof goodwill in the circle of the
opinion leaders and decision makers, facilitating ¢mployee relations, supporting the
recruitment, etc.

According to Tate [1987], the main object of thersgorship is to increase the corporate
image. Abratt et al. [1987] determined, that thengorship doesn’t have corporate aim,
it can be used to products, sales or personal gaddistionally to increase the number of
guests with the media and the available opporesiti

Waters [1989] has stated that the companiess amesspng to improve their image,
advertise their products and entertain their corgsarar employees.

Nine sponsored events were analysed by TurgeorCattgert [1992] in Canada, and
they showed in their research, that the main raisoithe sponsorship is to change the
picture created about the company by the publioiopithrough social contributions
and improve the employee relations.

Colbert et al. [1994] analyzed 34 companies inua\stin which they identified the
sponsorship’s main causes: the better corporatgani@4%), increase of sales (22%),
better transparency (15%) and the role in the $p€i&%).

According to Kotler and Scheff [1997], the sponbguds the marketing’s most fastest-
growing area. The sponsorship meets the peopleuah ®nvironment, which is
connected to their lifestyle. The companies cane gback something to their
communities through the sponsorship. The spongoigituvides opportunity to create
emotional bonds with the consumer by that the prbduthe company are linked with
some larger and smarter things. Additionally, thene arguing, that people are
increasingly looking for live contacts and sociaiperiences, and the sponsorship
provides opportunity for companies to open to tbescmer groups, so the number of
sales opportunities can be improved.

O’Hagan and Harvey [2000] studied the motivator§@firish companies’ sponsorship
strategy. They determined that the dominant fackmesthe opportunity to strenghten
the corporate promotion and image. The main mataatwere the media coverage and
the corporate hospitality.

Quester and Tompson [2001] compared the art andt sponsorship. In their
argumentation was the main reason for sponsoria@tts the creation of the targeted
image on behalf of obtaining the market purposekthay are focusing more on a well-
to-do public against the mass. This approach idircoed by Frank and Geppert's

[2004] study as well, in which they compared 84iastitute based on their sponsorship
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income and public number. The study has showntligatorporate donationors prefer
smaller organizations represented higher qualigrgfthan the big cultural institutes.
The authors’ research confirmed that fact, thairzekhe sponsorship can stand more
motivational factors as well, but most of them settve increase of the business benefit.
My goal is through the empirical research, how ttas prevail on the field of classical

music and how true is it by the Hungarian companies
[I. 5.2.Drivers behind the art support

Many organizations encourage the companiess toosupipe arts, mainly from an
instrumental purpose. The image is named by tlezaliire of the comapnies’ art
supporting as the key motivation of the companimsg, there are researches, which
shows, that the main driver for supporting of &tthe managers’ personal steps.

In Great-Britain there is a long history of the aupport, which is dating back to the
1960s, and today its importance is proved by, @nahstitute is founded named Arts &
Business, which motivates the companies to do aathities, helps by the realization
and does further studies to confirm its appropness.

The British [Arts & Business, 2001] prefer unequiatly the instrumental reasons
against the philanthropic in case of the art sugipgrof the compamiess: the direct
access to the target market, the creation of thmeisa consciousness (it can be
immediately connected with the name of the supgdoctampany), improvement of the
image (quality, brand, innovation, uniqueness), ¢éméertainment, strenghtening the
employee relations, improvement of the relationsvben communities and usage of
PR opportunities. The survey shows, that the ainprimarily the increase of the
business benefit for the companies.

From the survey of Brammer and Millington [2003frtes out, that a big part (40%) of
the companies coats the children, young peopledesabled people in the community
through art projects, which highlights the sociahéfits of the support.

There is an organization in the USA similar to Bréish one, the Business Commitee
for the Arts, which helps the relationship betwéle® companies and the arts from the
60’s as well. David Rockefeller, the founder of tbeganization encouraged the
business sector with the followings: The art suppan mean publicity, advertisement,
better reputation or corporate image for the congsarmhe company can obtain better

business relationships, more up-to-date accepitainte corporate products, and higher
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evaluation of their quality. The promotion of ac&n improve the workers’ moral and
can help to make the company attractive for newengoalified people. [Koch, 1979]
This is the so called “advocacy based” argumematiochich determines the
motivations in three points:
= creation of the good reputation and image,
= iflunence of the consumers’ buying decisions,
= the employees’ influence and improvement of thégperance.
The author addresses to help the art support ofpaores with introduction of the
benefits and accentuation of the instrumental pattéhrough arguments stemmed from
the organizations.
An institution with similar profile in Australiahe Australian Foundation for Culture
and Humanities [1999] came into almost identicalile according to this, the business
returns have three areas, which can derive fromsimeents with purpose of art:
= The corporate legitimacywhich includes the permission for the operatithe,
corporate image, corporate relations and the darian to the investment
funds.
= The market advantagesvhich parts are the direct sales, the brand avess
acquiring and retention of customers, and the price
= Theemployee benefitsvhich elements include the productivity, the téinent
and retention, improvement of skills and knowledgié® network and the
organizational culture.
These are the arguments, which stand behind thsupgport of companies, but they
don’'t necessarily reflect the real underlying mation or the true aim of the
participation. Some researchers call attention that support of arts is difficult to
connect with the company. According to Moore [1996F support of arts is a very
special case, where companies fix their expanditughtly as sponsorship, and rather
reckon among the advertising costs, than in thesafscommunity investments.
Based on the survey of Siegfried et al [1983], 1@%the corporate donations are arts
aimed in the United States. Mescon and Tilson [198ppose similarly, according to
their oppinion the art support is a form of the exdfiging to reach the consumers or to
communicate the “good citizenship” somehow. Filel &rince [1998] claim, that the
motivation for the art support of companies is elotgrized rather by cause related

marketing, than the philanthropy, and the motivadiocof cause related marketing
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associate more likely with a successful outcomeijclvhincreases the company’s
contribution and discloses it in a better light.

Kirschberg [1995] names two motivations - the imaaed the sales, which are
confirmed by arguments. The companies synchronimsr tart support with the
promotion activites, namely with the disseminatafrcorporate image to reach defined
customers (e.g. suppliers, consumers, employeescampetitors), because the art
support is really a promotion activity for the caamges. On the other hand, the majority
of companies are doing art based activity, whicktiengly community-based and has
just a few or not significant business benefitsg8h1999].

Useem [1984] claims as well, that the identificatal the corporate name is always just
the first step through the art support for the ioy@ment of the image and obtaining the
profit, although the companies don’t mention thélmwity as a leader object, rather the
effect on the local communities [Useem, 1991]. €h& an unequivocal tension
between the initial motivation and the benefit, evhbrings the activity itself. Useem
[1984] argues that the art support of companiesahpaglitical dimension as well. Is is
shown in his research, how the elite uses thesagport to sustain its political position.
He wrote, that the senior managers have an inngecihich provides the arts support,
[DiMaggio és Powell, 1983] whereas they can strésmghts positon acquired in the
society on this way.

Galaskiewicz [1985, 1997] considers the corporateation for an asset of the social
awareness. He claims, that the company donates, nfiate CEO, executives or the
members of the board have extensive network commmscivith local business men,
who are promoting the corporate donation and th& @&tivity. The responders had
often highlighted in his researches the ethicaleduagainst the direct business benefit.
Neiheisel [1994] stated that behind the aims of thain sponsors stand the
improvement of their reputation and reaching thditip@ans in the most cases.
Himmelstein [1997] points to the political dimensiof art charity and to that fact as
well, that it is used to realize the managers’ peas or corporate interests.

Frederick et al. [1992] put emphasis on the soniakivation primarily, in direct
opposite with the instrumental patterns represeriigdthe companiess, and the
instrumental, agent-based arguments confirmed éyitérature. Furthermore, we can
read in the literature of the corporate philantyrap well, that the charitable activity is
essentially a kind of economic exchange, considetime correlation between the
donation and the advertising [Pava, Krausz, 19%axro, 1988].
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| have drawn the conclusion in the analysis ofithernational literature, that behind the
art donations stand quite similar factors, as @dther areas. Although my goal is in
my study to explore these differences and to apalybether the native companiess are
led by similar motivation to the support of thesdeal music, or there are special cases

against to the international experiences.

II. 6. Typing of companies through the systematic classtiation of the

motivation factors

Behind the corporate philanthropy and the donattam stand more motivational
factors, as | mentioned in the previous subsectibhave collected and systematized
the eventual motivations. | have put the driverainoordinate system, where the “x-
axis” means the motivation, namely, whether the mamy makes decisions in
conformity with internal or external motivation. &@Hfy-axis” means the existence or
absence of the profit aim. Companies can be ass$itmdour groups based on the
drivers of their donations: grabbers, media actwymmitted or altruistic (Figure 17).
The grabber companies do CSR activities to get different ativg®es in the business
and political life as well. Their goal is to incesaprofit, to get and keep the best
workforce and to build out good relationship witie fpolitical power.

The media actorcompanies put emphasis on the marketing, they wacteate and
provide the positive image of the company in a meigely circle, to increase their
good reputation through the stakeholders, namedy tse the corporate responsible
behaviour as advertisement. In the first two catego the companies do their CSR
actions unequivocally with profit goals.

It isn’t an objective for theeommittedcompaniess that they acquire business benefit
through the responsibility, they rather take thenests of the society into consideration,
and they want to increase the community’s standdrdiving from responsibility
consciousness. Thatruistic companies’ main motivation is the charity, theiwdlual

interest and commitment through responsibility dally altruistic way.
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Objectives include utility

/ MEDIAACTOR \ / GRABBER

Enhanced product sales, acquisition
. business advantage; of goodwill, high
Promotion reputation, Image enhancement,
Acievementof PR/Marketing objectives Attainment of political and strategic
Community feedback objectives, Profit-
) generation/acquisition, Maximum
Reach stakeholders, local community| owner prosperity, enhancement of thg
Enhanced media appearance assets of the shareholders
Reach a narrow well-to-do segment o Improvement of employee relationshipg,
the public Boosting of employee loyalty, Attractio
of more qualified labur, Establishment

of better business relations,
\ / K Performance-boosting
External Internal
motivation motivation

( Service of the public good \ / \

To do good for society
Corporate responsibility

Higher quality of living for the
community

Entertainment
Higher transparency
Moral obligation

k COMMITTED / \ ALTRUISTIC /

Charity
Value system/orientation of the leader
Individual commitment
Unselfishness

No utility objective
Figure 17: Company classification by the motiveshef donations

Source: Author’'s compilation

Theart donationhas special motivational factors different frore tfeneral ones, which
| completed the model withmarked italig. These motivations helped primarily the
business advantages, so the support of arts haésefubenefits for the grabber
companies, because it assists by the recruitmedt ratention of the workforce,
additionally it improves the performance. It caname larger publicity for the media
actors, and provides to reach a special, well-tmadoow layer. The ethical line is
strenghtened continously in the committed, as weall the entertainment and the
reaching a better standard of living of the pulthe community. By the motivations of
art donations in the altruistic companies is thdiviWlual commitment, namely the
managers’ art of love the most defined.

The standardization of the companies provides dppily for me to classify the
studied companies in a type with the help of mettgltbwed in my research plan based
on the motivational factors behind their CSR decisj and so | can confirm my

hypotheses as well.
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CHAPTER III.
REVIEW OF PREVIOUS EMPIRICAL RESEARCH
ON THE CSR TOPIC

The research objective of my thesis is to map C8Rrss that cannot be linked directly
to the core activity of the company and in paraeuUCSR activities in classical music
which | approach from the side of Hungarian comearand providers of classical
musical services. Given the fact that only the mpinand practice of the domestic
business sector is of relevance for my researehséition on empirical research will be
limited to researches referring to domestic orgatioss, without aiming at
completeness. No research has been done on CSRiexin classical music yet either
in Hungary or abroad, so | will present the gen€38R researches that may promote
the identification of the methodological directianfsmy research and provide a starting
point for specifying my research questions.
The domestic literature on corporate social resipditg is characterised primarily by
practical empirical researches meant to serve atelrexamples, based on some solid
theoretical foundation. The main objectives of theearches are the interpretation of
CSR, the presentation and documentation of thevastebest practices and the
measuring of CSR communication. There are some &hiaig surveys on business
donation policy and practice, but | did not isoldtese as a special group because they
assessed also CSR-related issues, that is, foprbsgent purpose, | regarded the
concepts of business donation and CSR as identical.
From a research methodological point of view, ddroeorporate social responsibility
activities can be divided into four groups (Anngxtb be presented in the subsections
below and interpreted also with reference to mycsjgefield of research, classical
music.

1. comparison based on primary research indicatotoffa referring to specific

areas of CSR),

2. quantitative research based on questionnaires,
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3. qualitative research based on in-depth interviews,

4. primary research comprising both quantitative analitpative components.
lll. 1. Comparison based on primary research indicators

A typical method of the domestic CSR researchemparison based on indicators:
the researcher organisation selects certain faptfesring to specific CSR domains and
assigns scores to each, weighted according toeflegance of the factor. The survey
makes it possible to assess the CSR performandenoéstic companies and industries
and to set up rank orders based on the weightedsco

The international methodology d&ccountability Rating Hungary (ARH)as been
prepared jointly by csrnetwork and the organisafd@countability. In Hungary, the 40
domestic companies with the highest revenue aaugrtb the Top200 survey of
Figyelo and the 20 largest companies of the automotivesing, electronics, the energy
industry, the public services, the oil and thedetamunications industries have taken
part in the research. The rank order was meantssess how important the most
significant companies considered efficient CSR mgenzent, how they implemented
their social responsibility activities as part béir business strategy and to what extent
they involved their stakeholders in the decisiorkimg processes. The assessment is
based exclusively on public documents: annual teposustainability, social or
environmental reports and websites. Braun&Part(i#&84) rated the companies orDa
100 scalébased on four fields with a maximum of 25 pointsdach: strategy, company
management, stakeholder involvement, effects. Tdrapany list was headed in all
three years under study by Telekom and MOL, and irdustry level,
telecommunications was the first [ARH, 2009].

Based on GRI and the UN Global Compact guidelirBraun & Partners Hungary
designed th&CSR 24/7 researchxamining the CSR of the top 25 companies of four
countries, Austria, Hungary, Poland and Romaniagtiaon information accessible via
their websites. B&P has examined the transparem@y @SR communication of
companies based on various methodologies for fe@sy The ranking studies CSR
activities in seven dimensions: transparency, campaanagement, stakeholder
relations, environmental responsibility, economiesponsibility, society, human
resources. TheCSR 24/7 CEE-100 Composite Indestlecting the average results
weighted with the national GDP of the Top 25 comesof the four countries is used
to assess regional-level performance. In 2010y&#hge of the index was 34%, meaning
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that the average of the companies of the region @rses third of the attainable
maximum. In relative terms, Hungary communicatedésponsible operation the most
transparently (43%). In industrial comparison, tlop positions were occupied by
companies in telecommunications (41%), finance (4a@a the energy industry (39%).
At company level, an Austrian company came in filgit the Top 20 included nine
Hungarian companies, led byTelekom and MOL [BrauRd&itners, 2011].

Terra ldea Kutaté és Tanacsado Kkt. surveyed ir6 288 online CSR communication
of the 100 Hungarian large companies with the tsgisales revenues. They analysed
the websites of the companies concerned along adgineed indicator system.
Telecommunication service providers headed thewidt 66%, and the average was
36%. Telekom produced the best results also inrdsisarch with 84% [Terra Idea Kkt.,
2006].

KPMG assessed the corporate social responsibilagtigce of the 100 most significant
Hungarian companies based on public informationtieryears 2008-2009he list of
guestions comprising 52 itemssed internationally was supplemented with topical
domestic information and it was completed by thé/K3staff. The paper examined the
extent and nature of the changes in the non-fimhriansparency and report-making
practice of the companies in the crisis period.y(338-34% of companies reported on
their non-financial performance. The research riegethat the companies focussed on
brand-building and ethical considerations whilendray up their reports, with economic
considerations and quantifiable results relegatdthe background and the arts
occupying no significant position at all in thigafKPMG, 2010].

The use of indicator systems is suitable in thiel fed CSR research for compiling the
rank order of domestic companies and sectors. Tésults show that the
telecommunications branch plays a lead role in $ewh CSR performance. The
guestion is whether the same is true also for GB&tassical music. My objective is to
assess whether it is possible to establish the oeshdr of companies and industries also
in the field of CSR in classical music and whetercan declare that CSR in classical

music is an industry-depended activity.
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lll. 2. Questionnaire-based quantitative research

It is often a problem to produce adequate respates with questionnaire surveys. The
international experience is that, in similar topitise response rate is usually below
30%, and sometimes it does not even reach 10% #Berret al., 2006], as is confirmed
also by the following researches.

In 2006, Braun & Partners explored the CSR integpie@n, practice and communication
of the 50 largest companies based on the TOP 20@fliFigyeb by the methods of
questionnaires and statistical analysighe number of respondent companies was 27,
and the majority paid attention to the CSR issise & the context of their decision-
making processes. 60% argued that CSR impliedrbfatencial results and according
to the majority the relevant decisions were takegithie owners. As for the funds being
allocated to CSR, they ranged from 0.1 to 15% efghles revenues, but this did not
necessarily imply cost differences on a correspandcale; the gaps were attributable
to the classification of CSR expenditures [BraunP&rtners, 2006]. It might be
interesting to assess whether CSR targeting chdseitsic also promotes financial
performance and to what extent that is checkedeantiated. A further question might
be whether commitment to this area is also thetre§the owners’ decisions.

In 1998, Civil Tarsadalom Feégiéséért Foundation surveyed under its project ‘tgrid
between branches” the donation policy and practitelomestic companies. They
conducted aguestionnaire-based corporate suryend the 46 that answered out of
1400 indicated as their key motivations the follogii sense of responsibility, prestige-
enhancement, implementation of long-term goals $Bayi-Révész, 2005]. The
question to what extent the motivation is the samevith CSR in general should be
asked also in regard of CSR in classical music.

In 2005, the World Bank investigated the opiniorfsbasiness actors on CSR in
Hungary, Poland and Slovakia. In Hungary, the nesewas assisted by TARKI. 150
of the 500 companies with the highest sales revemwere surveyed in each country
with anoral questionnaire of 36 closed questiphased on answers provided by CEOs
and managers. The corporate leaders of the thnestrees had similar views of CSR.
As for the factors motivating CSR activities, thay considered subsidised interest
rates, power acquisition by the local municipaditiend information to the business
partners important, but the Hungarian leaders steshe concurrent tax reliefs in the
first place [Vilagbank, 2005].
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Hungarian Donors’ Forum, assisted by CID Kift., madrout a research from October to
December 2010 among the domestic companies replissnmost significant supporter
activities, in order to map the relevant supposcgice. They contacted 192 of the TOP
200 companies and 69 responded. Data were collecgohone interviews and with
the self-completed methoti4% of respondents donated more than HUF100 milho
2010, and 20% planned to increase funds to beaéldcto such purposes. 13% of the
companies concerned employ more than 5 staff mesribethis field. 50% plan their
long-term donation strategy locally [Magyar Adomamgi Foérum, 2010a]. It is
interesting also for my research to learn what amsare allocated to support classical
music and whether there are any plans for raidegntand whether local support is
more in the foreground also in this field.

Hungarian Donors’ Forum conducted already its tostirvey in 2009 to investigate the
donation habits of Hungarian companies, and asgbdlte survey, a prize is awarded,
too, in the category oPre-eminent Business Donofhe goal of the research is to
strengthen further the CSR activity of the corpers¢ctor by presenting the donation
activities of domestic companies. A total of 508ng@nies were contacted, 75% being
large ones, and 24 returned the completed questi@r-ourteen provided financial
donations to the domains of culture, the arts aedtdge preservation, and seven
contributions in kind. No more than three compauiiglsvoluntary work in that field. In
terms of activity areas, the arts ranked third 86 in the category of cash donations,
and fourth with 5% and 3% in contributions in kiadd voluntary work, respectively,
among the respondent companies. As for the evahluaif the support applications,
70% of respondents found it most important thaty tekould coincide with a field
supported already by the company [Magyar Adomanybaéum, 2010b], that is, if a
company has already been active in classical msigoport, the chances are much
higher that it would keep doing so.

The European Sponsorship Association conductedomime questionnaire-based
researchcovering 14 countries in 2008 to present the Ewanpgponsoring practice.
The data of a total of 385 respondents have beenepsed. The phenomenon of
sponsorship was present in the European and Hamgagctors of financial service
providers, beverage brands, telecommunicationgnid car brands. In regard of their
sponsorship measuring practice, the Hungarian compalagged far behind their
European peers. They did not collect informatioeasured mass media appearances

but occasionally, and on site audience numbersviEWing, research at events and
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consumer satisfaction surveys were totally absanthe domestic side, a phenomenon
explained by the researchers by the scarcity ofé¢leant financial resources and the
reflection of a change in attitude. In 2006, expedtimated the Hungarian sponsorship
market at HUF 19.21 billion. As for the sponsoredraents, HUF 1.4 went to the arts
[Kassay, 2008]. | consider it important to explareny research the measuring practice
of the sponsorship/CSR activities in the field lafssical music.

The questionnaire-based method is quite widespabsadin CSR but, as indicated also
by the above researches, the companies show dovenyropensity for responding; for

this reason, | decided against using this methagolor my own CSR research.
lll. 3. Qualitative research based on in-depth interviews

In-depth interviews are regarded as a widespreddeéfiective method of research in
CSR, the effectiveness and efficiency of which upmorted also by the following
researchers.

Braun & Partners and GFK Hungaria Market Research Institute coretlic joint
research project in 2006 to assess the positignifisance and options of CSR in the
Hungarian financial brancihey made structured interviews based on eighteea c
guestionsat 32 companies. At that time, CSR had not beeredbam strategic
considerations at Hungarian companies yet, buheedid they lag behind the foreign
companies. Deliberate activity has not been onafenda yet; the pressure of the
stakeholders was not felt to be strong enoughhfat [Braun & Partner&§FK Hungéaria
Piackutatd Intézet, 2006]. From the point of vieiamy research, it would be important
to detect whether or not CSR in classical musicahstsategic aspect at the companies.
The Institute of Business Economics in Corvinusvérsity of Budapest explored in
2006 how Hungarian senior managers interpreted CB®er the research programme
“In competition with the world”, after some intetnand media research, semi-
structured interviewsvere made with CEOs and persons responsible for. CERe
research has shown that CSR is an important fdotothe long-term survival of the
company, but efforts are made to produce the nusalsgood at the lowest price. At
multinational companies, the decisive factor is@&R goal set by the parent company.
The direction of CSR activities is determined by thersonal interest of company
leaders besides the intentions of the parent coynddre research has also covered the
benefits realised by the companies through theiR C&tivities, of which the
respondents mentioned that their competitivenessnigthened, they found it easier to
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retain their business partners, they could co-dpenaore efficiently with the local
communities, won the support of the administratiavgided negative press coverage
and crises and their employees have also become loyal [Bodorkés et al, 2006].
The same factors occur also in classical music,iaadurther question to what extent
the parent company and the personal interests ef rtfanagers influence the
commitment of the company to classical music anétwienefits the company may
expect from its CSR actions targeting classicalimus

The Institute of Business Economics researcheddlationship of CSR programmes
and competitiveness also in 2007-20@9. interviewswere made at 10 companies.
According to the main findings of the survey, tlem@stic implementation of the CSR
programmes of international companies meets witinpeent obstacles due to lack of
authenticity and adequacy. In a way that is rathgpical of the researches, the
company leaders highlight also the drawbacks of @8R all things considered, they
deem responsible conduct a competitive edge [@silZD08]. It is a question of
importance also for my research whether the benefitthe potential harms prevail in
the classical-music-oriented CSR activities of canips.

In Spring 2010, Habitat for Humanity and Newbreak€@ommunication investigated
the attitude of companies to corporate social nesibdity. The research was based on
themethod of in-depth interviewslabitat delivered 87 letters of invitation, of whi27
were answered and, finally, 17 interviews were matde6 companies, in 13 industries,
and Newsbreakers interviewed 31 people. The obgowas to learn the reasons
underlying CSR decisions. Corporate social respditgi activities are motivated by
the feeling of “we can afford to do that” and byethelevant expectations and,
consequently, the programmes are mostly ad ha:fifhting ones instead of aiming at
prevention [Kreativ Online, 2010]. The prime motigeo recruit and retain labour, that
is, according to the findings of the research, canmgs pay attention to CSR in classical
music if that enhances employee loyalty and ma&evbrkplace more attractive.

In autumn 2009, WWF assessed the CSR position ©f 80 largest Hungarian
companies. A total a3l interviewsnvere made, showing that the companies did not act
unselfishly, but regarded CSR as a form of investraad their aim was to create value
for both sides. The authors assigned the optioasadle for CSR into three categories:
financial, in kind and HR [WWF, 2010]. CSR in clasd music is no exception in that

business and social benefits are in the focus,esthey give a better chance for
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supporting the company and it is a question whige tof co-operation is the most

typical.

Interviews are a more advantageous method thartigaeaires not only in terms of the

response rates, but also the depth of the analysle research topic and the fact that
respondents tend to give more sincere answersgiliaative nature of the interview

method offers more extensive opportunities to hayequestions answered, given the
fact that my primary aim is not quantification, hiaé exploration of the attitude to CSR

in classical music and the underlying goals.

lll. 4. Primary research comprising both quantitative and qialitative

components

CSR can be researched most fruitfully through a lboation of various research
methods that allow exploiting the advantages ofitpteve and of quantitative research.
The Hungarian Environmental Economics Centre (Huagaabbreviation: MAKK)
surveyed CSR-related information released by lis@thpanies in 2004. The research
methodology was compleX27 questionnaire-based surveys, analysis of cotgora
websites and annual reports and personal intervieMBKK designed a “Publicity
Index” that assesses information supply in fiftemxtegories and hence the relevant
scores range from 0 to 15. MOL performed best,dnly one quarter of companies
produced results exceeding 50% [MAKK, 2004]. Thepooate information supply
level had been very low in 2004, but it has expdnztnsiderably in recent year thanks
to the CSR reports being issued [Alternate, 2084di,it is highlighted in relation to the
methodologies that the analysis of statistical data@f documents is not sufficient to
explore CSR activities.

In 2006, FIDH researched multinational companids/@én Hungary to document and
analyse their CSR activities and to understandrdhe of the stakeholderinterviews
and questionnaire surveys were conducédixteen companies. The objective of the
companies was to project the image of a responsitaiepany and to earn adequate
reputation through their CSR policy. The idea oé tlegulation of this field was
unanimously rejected; the respondents voted folregulation [FIDH, 2006]. As
indicated already under the presentation of therditire on corporate philanthropy,
corporate image and reputation are core factomidfuing CSR activities, and | intend
to investigate the same also in the area of cotposacial responsibility targeting

classical music.
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The GKI Economic Research Co. (Hungarian abbrenatiGKI) surveyed 1500
domestic companies with at least 20 staff in 200Bey used questionnaires and
conducted alsan-depth interviewsat 45 of the companies, asking them about their
respective CSR interpretations, practice and pldine research investigated many
issues and its key findings were the followingmost cases, corporate CSR practice is
motivated by internal interests; a major part ahpanies spends on CSR, that is, more
companies treat it in some way rather than notllatree CSR spending of domestic
companies exceeds HUF330 billion; corporate CSRneonication is rather restrained
relative to the inherent potential of this domaatl; in all, there are few genuinely
responsible companies [GKI, 2009]. | will investigaCSR in classical music to see
whether the 50%+ proportion of companies allocafungs to this field applies there
and to identify the amounts concerned.

In 2008, the Hungarian Donors’ Forum studied theadion policy of eight companies
via case studies designed to present and review frestices in the fieldBoth
guestionnaire surveys and personal interviewese made as part of the case studies.
The research covered specifically the cases andsfisupported by the respective
companies, their target groups and also the isbuelantarism. Support for culture and
the arts occurred at several companies [Magyar Aagyazoi Forum, 2009].

It can be stated on the basis of the above reseantiat the combination of various
methods is an effective approach. The low resposites associated with questionnaire
surveys is offset by the efficiency of the quaiitatmethods and hence the possibility of
interviews with respondents completing the questares delivered to a rather
extensive population is much higher and many areemilling to answer orally than in
writing. Consequently, the combination of severatmods may be more expedient also

in my research.
[1l. 5. Conclusions based on the domestic CSR researches

| set two objectives for my review of the domedi&R researches: to present the
efficiency and effectiveness of the methods apphettiis field of research and to assess
the interpretation and usefulness of the questi@isg asked from the point of view of
my own research field, i.e. CSR in classical music.

The presentation of the methods has demonstraeddiourfulness of the current

domestic CSR researches. Survey methods range threrpurely quantitative to the
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purely qualitative ones, and the combination of thve occurs as well, but there are
major differences in effectiveness.

| reject thequantitative methodue to its low response rate, that is, | do noster the
use of questionnaires an adequate option for hawiyngesearch questions answered.
The qualitative methods they surveyed relied itipalar document analysis, that is,
comparisons based on indicators and in-depth ile@ss Document analysisnay be
promising also in my field: the previous researdh@ge shown that the CSR documents
of companies are easily accessible and may oftgroa possibility to explore CSR in
classical music. Researches applyimgjcator systembave thorough theoretical bases,
so | will develop my research indicators, to becdégd in the next chapter, to explore
and analyse CSR activities in classical music bamedhe theoretical models of
responsibility and philanthropy.

Research based on the qualitative method and trcylar in-depth interviewsrovide
for a deeper understanding of the factors deterngifiSR in classical music and supply
more detailed information to the researcher --alter aspect is highly important in my
case as it is not certain whether there are angocate documents specifically on
classical music as the companies do not necessaritg down everything in their
reports.

I will present my research methodology in more diétathe following chapter but, by
way of preliminary rationale, let me declare thatcdnsider the present chapter
presenting the domestic CSR researches an essamdiaidispensable step.

The domestic CSR researches have also shed lightamy circumstances promoting
the specification of the research questions. Thtofa presented in the surveys helped
me formulate the main points of my research anexfress my research sub-questions

that | will review in the following chapter togetheith the hypotheses.
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CHAPTER IV.
PRESENTATION OF THE EMPIRICAL RESEARCH

The objective of this chapter is to compile my e¥sh plan through a consolidation of
the results obtained from the theoretical and ec®liapproaches to corporate social
responsibility and corporate philanthropy targetitige arts. | will adhere to the
following interpretation of “corporate social regibility targeting classical music” in
my research plan and the in research it$88R targeting classical musmeans CSR
activities related in some way to classical musiagsical musical concerts, scores,

opera, ballet etc.).
IV. 1. Formulation and rationale of the hypotheses

| apply adeductivestrategy for formulating the hypotheses, that ferinulate them on
the basis of certain general principles, theoeeperience and international papers and
| will demonstrate them with the research methad$d presented in the chapters to
come [Babbie, 2008].

First of all | drew up a summary table (Table 2jnpoising my pre-defined research
guestions and hypotheses to make the definitioth@fresearch field | selected more

transparent.

88



Table 2 Reconciliation of the research sub-questamd hypotheses

Research sub-
questions

Specified sub-questions

Hypotheses

What is the goal of
the company’s CSH
activity targeting
classical music?

A

What is the driver of CSR
initiatives targeting classical
music? To what extent does thg
owner’s field of interest
influence the relevant decisions

(1) The main driver of CSR
| activities targeting classical
music is the personal
;,;nterest of company leaders.

What type of CSR
activity targeting
classical music do
the companies
pursue?

What are the classification
criteria of CSR initiatives

targeting classical music? What

is the share of financial support
within CSR activities targeting
classical music? What amountg
are allocated to support classic
music?

(2) Hungarian companies
typically adhere to the
international trend, i.e. the
share of financial support
decreases, and that of

| product/service-related CSR
" activities comes to the
ZJreground in CSR targeting
classical music.

QD

What business and
social benefits doe
CSR targeting
classical music
generate for the
company?

5

What benefit does CSR targetir
classical music generate for the

company? Do the business or theassical music is beneficial

social benefits prevail? Does it
enhance the financial
performance of the company?

9
> (3) CSR activity targeting

for the company in both the

social and the business sensg.

How does the
company evaluate
and check the
results of its CSR
activities targeting
classical music?

What is the CSR performance
companies like in the field of
classical music? Do companies
evaluate and monitor their CSR
activities in classical music?
How much can CSR activity be|
measured in this field? Does
feedback exist? Can CSR in
classical music be implemente
for a strategic goal?

Of

do not evaluate the outcome;s
| of their CSR activities
targeting classical music.
Strategic CSR is not typical
in the field of classical

jmusic.

(4) Most domestic companie$

\*2J

To what extent doe
the industry
concerned
influence the
decision of the
companies in
favour of classical
music?

sDoes the profile of the compan

determine whether it supports
classical music? What is the
difference relative to the
underlying factors of general
CSR actions? What is the shar
of classical music in the CSR

y
(5) The industry determines

whether a company pursues
CSR activity in classical
music or not. There are
etypical classical music
supporter industries.

activity of the company?

Source: Author’'s compilation
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Hypothesis 1: The main driver of CSR activities targeting classical music
Isthe personal interest of company leaders.

Chapter 2 of my thesis presented the potentiakedsiof corporate philanthropy and in
particular artistic donations. | assume that theugitic company is the most typical of
my categories; that is, decisions have internalivestand have no profit-generating
goal. The motivation factors of this company grare individual commitment, the
value sets of the managers, charity and unselfisiduct. Based on the above, my
hypothesis expresses that personal interest apped@$SR in classical music as the
primary driver. | had recourse to papers origirgtirom the United States to support
my hypothesis. In what follows, | will give a brislmmary of the relevant details and
results.

In July 2010, the Business Committee for the Adsducted a survey (interviews over
the phone) covering 600 companies assigned to ttiasses based on their revenues:
Companies with revenues of less than USD1 millioetween 1 and 50 million and
more than 50 million. The survey has shown thatr ffactors influence corporate
decisions on the amounts to be allocated to the: avarious philanthropic
considerations present in the local community sumding the company (54%),
pressure exercised by the non-artistic domains sisckducation and social services
(49%), interest of senior managers in the arts (&A@ profitability of the company
(46%) [Business Committee for the Arts, 2010]. Bmswers show that the third most
important reason for supporting the arts was peisioterest that is probably a priority
aspect and a main driver also in regard of claksicaic.

The companies allocating no support for the agsfjuthat by the following: there are
more important domains such as education, heaith tiee youth or other social causes
(31%); it does not fit into their field of activitgr they do not consider it a priority
(18%), no one has ever contacted them with suagaest (14%), their philanthropic
budget is limited (13%) or their corporate revemsieot sufficient (11%) [Business
Committee for the Arts, 2010]. As can be seen, geeond most important reason
among non-supporters is the lack of personal istereshich also confirms my
hypothesis.

Decisions on philanthropic activities are typicaijen by the company managers; it is
only at large companies that such issues are &#ldcéo the competence of a

foundation, charity committee or employee body [Bass Committee for the Arts,
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2010]. This finding also suggests that corporapgpstt for the arts often depends on the
decision of a single person.

The American researches revealed the main driviesspport for the arts on the side of
the companies, warranting the assumption tih@ main driver of CSR targeting

classical music is the personal interest of compaayagers.

Hypothesis 2: Hungarian companies typically adhere to the international
trend, i.e. the share of financial support decreases, and that of
product/service-related CSR activities comes to the foreground in CSR
targeting classical music.

In our review of CSR interpretations we came acsesgeral types of corporate social
responsibility, and the chapter devoted to phileogli has also shown several
classification systems based on the types of @éietsvand the means available to the
companies to realise their responsibility committaen

| conducted a short research in 2009 in the Huagdranking industry to explore their
CSR in classical music. With the exception of BugldBank, the domestic large banks
were all covered by the 2008 ranking of AccountgbiRating Hungary (the relevant
results have already been shown above) [AccourttaBlating Hungary, 2009]. | did
internet-based secondary research and also docuamalysis to understand the
classical musical CSR activity of the banks in tis. | omitted UniCredit Bank
providing no support at all to classical music adow to the sources of information
accessible via the Internet (it has provided nanthis day, i.e. 2013); that is, | limited
my analysis to the CSR activity of large banks supipg classical music. The majority
of CSR activities in classical music, mostly in feem of sponsorship, occurred in the
category of Corporate Philanthropy [Kotler, 2008, the most efficient form of CSR.
As for the types of CSR [Szvetelszky, 2008], spoingp related to corporate
philanthropy for altruistic or marketing purposeseres the most typical for the
companies. At some banks a special type of supp@rtoundations appeared as well.
Of the forms of CSR in classical music (financisitategic, HR) [Asvanyi, 2009],
financial sponsorship was the most typical, appeaat every bank. Two large banks
provided also strategic support to the field okslaal music, promoting the providers
of classical musical services with their profesal@xpertise and strategic co-operation.
As for voluntary work, CIB Bank was alone in thistegory. The most frequent target
level of the CSR of large banks [Asvanyi, 2009] what of events: each of the seven

companies under study pursued CSR activities asgaocwith classical musical events.
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Five banks regarded classical musical performanag pf their respective CSR
strategies in general. Five banks provided suptaorbstitutions and organisations of
classical music as part of their CSR activitiesorg&oring individuals was typical at one
bank and supporting publications and artistic eoeatrelated to classical music at two.
At large banks, indirect CSR in classical music wasch more typical than the direct
version, due probably to the easier and more spa@etaappearance/enhanced visibility
provided by it: supporting an event carries a biggarketing potential than supporting
an organisation [Asvanyi, 2009]. In my researclsupplemented the financial sector
with other industries to examine the extent ofwhtadrawal of financial support and its
replacement by CSR related to products/services.

In the United Kingdom, there is an annual surveycofporate cultural investments
[Arts & Business, 2011] that might provide a goaakis for my thesis. On the last
occasion, 1000 of 4500 arts organisations respqQrm@desponding to a response rate
of 20%, that is, the survey can be regarded agjlreipresentative in terms of artistic
form and size at regional and national level. Tam@le of respondents is constant, so
the comparability of the annual results is ensufiér result that financial sponsorship
as well as corporate donations have decreasedderable whereas sponsorship in kind
and corporate membership increased is quite irttegesThis is due to the concurrent
lower expenses, easier contact-keeping and thdHatthe direct advantages can also
be exploited to the full [Arts & Business, 2011].

Based on the UK survey, | assume tHatngarian companies typically adhere to the
international trend, i.e. the share of financial pport decreases, and that of
product/service-related CSR activities comes to fimeeground in CSR targeting

classical music.
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Table 3: The aims and benefits of CSR activitiethearts for the company, the arts organisatiodstlae corporate stakeholders, respectively

Companies Arts organisations Stakeholders
Aim Benefit Aim Benefit Aim Benefit
Prestige/attention- | Popularity, Career support = Talent support Employee = Employees
raising community involvement o Fostering of contacts,
presence Voluntarism, Creativity
promotion
Individuality / = Differentiation, Support / supporter= Increasing numbe Client outreach = Client
distinction competitive edge expansion / of supporter o Higher esteem
enhanced members 0 Loyalty
commitment
Enhanced visibility |= Publicity, media, Reinforcement of |= Restoration of the Support to the = Community
transparency the educational role  educational role locals, the o New community site,
community tourist destination

Contact-building

New business / arf
contacts

Expansion of the
supply

Enrichment of the
supply

Society — elevation
of the standards of
living

Higher standards of living

Expansion of the
range of clients (old
and new ones),
loyalty-enhancement

Acquisition of
new clients,

preservation of old
ones

Accessibility /
attention-raising

Accessibility
/Media presence

Revenue

Revenue increase

Recognition /

Public awareness

enhancement appreciation recognition
Recognition, Image-|= Prizes/ Participation / » Higher audience
enhancement Recognition / interest / numbers
Acquisition of involvement of the
prestige, image public
Employee contacts /|= Low fluctuation Voluntarism = Voluntary
work morale realised assistance
formation

Source: Arts & Business, 2010
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Hypothesis 3: CSR activity targeting classical music is useful for the
company in both the social and the business sense.

| have already shown the drivers of the philantic@ecisions of the company shifting
it in the positive direction, with special regarad the arts. It is dubious, however,
whether they can realise their objectives, i.e.tvgnafit CSR can yield to the company
if they are active in the field of classical music.

In the United States, the department of Privatetdselnitiatives has been making
efforts to strengthen partnership relations betwienarts and companies, foundations
and individuals in the private sector. They haveetigped national programmes to
stimulate co-operation. They have also presentestl fractices to promote the same.
They have shown for (small, medium-sized and larg&erprises the objectives a
company might pursue with its artistic CSR actestand the relevant benefits they can
realise thereby [Arts & Business, 2010]. | collectde objectives being set and the
benefits being achieved by the companies basedemrdase studies (Table 3). In the
context of the formulation of the present hypothesind restricting the scope of
investigation to companies, art organisations aallebolders, it is obvious how many
types and kinds of benefits art sponsorship caduym® at the corporate as well as the
social level [Arts & Business, 2010].

The main reason for sponsorship of the arts ig, @fsthe basis of American researches
that it is “a good thing” (60%). A mere 14% proatathat it is linked exclusively to
business objectives and 23% mention philanthropid dusiness objectives in
combination. That is, a total of 37% net of companinention business objectives in
relation to support for the arts [Business Comrnaifigr the Arts, 2010]. This research
confirms that CSR activities targeting classicakmuring the companies social as well
as business benefits.

The companies highlight five reasons for supportimg arts. The two most important
ones are pure philanthropy and the realisatioh@tbmpany’s objectives: in return, the
art organisations offer programmes for appearai8éoj and a possibility for raising
awareness of the company in the form of symbolsdyct presentations, programme
lists and promotion products. One third of compar@us on corporate objective and
two thirds select partners enhancing their vidiiliFurther reasons have also been
listed: artistic education initiative (62%), exigji contacts with art organisations (62%),
programmes offered by the art institution linked docial issues such as famine,

violence or the homeless (61%). The options to apps supporters is regarded less

94



important (51%) [Business Committee for the Art81@]. These results also confirm
the potential philanthropic as well as businesshenof CSR actions.

The companies mentioned the following potential diign of artistic donations:
awareness of the name of the company (79%), coatatinew business development
options (74%), creative thinking, problem-solutiand team work stimulation (66%),
increase of bottom line (50%), special advantagethé employees (45%) and better
chances to recruit and retain employees (37%) [issi Committee for the Arts, 2010].
The above list shows what specific benefits CSRIlassical music can yield for the
company and | assume, on that basis, @@R activity targeting classical music is

beneficial for the company in both the social amel lbusiness sense.

Hypothesis 4. Most domestic companies do not evaluate the outcomes of
thelr CSR activities targeting classical music. Strategic CSR is not typical
in thefield of classical music.

Far from being simple, the evaluation and monigraf CSR activities seem almost
impossible to many companies and hence they destdly the effectiveness of such
activities either. As before, | will start by quagi international case studies to support
my hypothesis.

In Table 3 compiled on the basis of case studiesh fthe US, | divided the lists of
objectives and benefits into three parts depenaingwhether they concerned the
company, the art organisations or the stakeholdegaefit realised at the company is
business benefit, and that realised at the artsf@ndther stakeholders is social benefit
in my interpretation, that is, corporate suppoddurces both business and social benefits
in the domain of the arts. Table 3 compared thepaones based on the fulfilment of
their objectives, i.e. whether the actual beneafttiscide with the planned ones. For the
stakeholders, the objectives and benefits coincillat is, the companies achieved
whatever they wanted to achieve. As for the araoigations, the beneficiaries realised
much more benefits than expected by the compangress for the business objectives,
the situation was the inverse: not all of their owobjectives were realised, some
remained unrealised, including one of the factdrmost relevance for my hypothesis,
namely they could not fit support for the arts irdostrategy and neither has the
stimulation of community participation been implerte.

In my opinion, the comparison of the objectives #mel benefits is a simple and cost-
effective way of determining whether art sponsqrdby a given company vyields the

expected results or not and to what extent it sedie strategic thinking.
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Table 4: Corporate classification by the recontidia of aims and benefits

Aim Explicit Being on the wrong track Ideal
[
Implicit Having no strategy Surprised
Unfulfilled Fulfilled
Benefit

Source: Author’s compilation
In my subsequent research, | assigned the compamidsur categories based on
whether they expressed their objectives explicthd whether their objectives were
realised as benefits (Table 4). | call the compathat paid no attention to, and realised
no benefits by art sponsorshgompanies having no strategfhe ones that have
objectives, but fail to realise them ame the wrong trackThose that have no objective,
but realise benefits are tBarprisedones. And, in my classification, tieeal company
is one that expresses its objectives as to whgtdkpect from their commitment to the
arts and can also attain them, i.e. the ones tssgss a strategy.
According to the American researches, more tharfifthg22%) of companies say that
assessing the efficiency of support for the aremisssue raising increasing interest, and
although that percentage is rather low, it reprissen far-from-insignificant ratio
[Business Committee for the Arts, 2010]. That ise @an assume that the evaluation
and monitoring of CSR targeting classical musio atseets with growing attention,
even if it is not typical yet among the companies.
Hence the relevant international research, the clgdies warrant the following
assumption:Most domestic companies do not evaluate the outcoohetheir CSR
activities targeting classical musi€trategic CSR is not typical in the field of classi

music.

Hypothesis 5: The industry determines whether a company pursues CSR
activity in classical music or not. There are typical classical music
supporter industries.

Authors tackling the CSR topic say that branchliaffon or the industry itself may
determine the attitude of the company to sociglaasibility [Szegedi, 2006]. There are
some Hungarian companies that typically supporsspiats (MOL Ice Hockey League,
MKB Veszprém Handball Team), so | assume that #meesmay be true for classical
music. That is, there are some companies thaypreat supporters of classical music.
My research of 2009 presented above [see Asvaf@9]? investigating the CSR in
classical music of the eight domestic large barksoborates the same. Seven of the

eight companies subjected to analysis supportessick music in some form as part of
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their CSR activity, hence we may assume that thekibg industry, extended to
financial service providers, is a typical classitalsic supporter industry.

| would like to support my assumption by quotingodner American research upon
which my hypothesis has been built. The 2009/20i®ey of Private Investment in
Culture suggests that financial service provideavehbeen the biggest business
investors in the arts for years, but the relevahties have been diminishing steadily in
the past three years. In terms of industrial braackthe leading art investors were the
financial, creative, real estate and constructimustries. Education and health care and
business services were the two branches that sedletheir investments targeting the
arts. Almost 30% of the FTSE 100 and some 10% @fh Global 500 invested in the
arts in the past two years in the United Kingdom$A& Business, 2011].

Based on the above researches, | assumethieaindustry determines whether a
company pursues CSR activity in classical musiaatr so there are typical classical

music supporter industries
V. 2. Specification of the research steps and objective

The objective of the research is to explore theoogtfor CSR activities focusing on
classical music, their underlying motives, the oessof their implementation and their
inherent benefits by studying the relevant inteigdrens of corporate professionals and
classical music service providers, respectivelythwviihe help of a qualitative method.
The analysis covers the relevant ideas, CSR cosceppinion of corporate
professionals and the practice of corporate so@aponsibility targeting classical
music. | have also visited providers of classicalsioal services to be able to integrate
into the analysis the standpoints of the otherypdrbping that it would provide me
further assistance to confirm the research results.

| formulated the main research questions and hygseth primarily on the basis of my
personal interest and “upgraded” them based onnrdton obtained from the relevant
international literature and studies. | relied agat on cases, donations to the field of
the arts in the United Kingdom and the United Stater that seemed to be closest to
my research of CSR in classical music.
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IV. 2.1.Preliminary description of the methodology

As indicated by previous domestic research restilese are basically four options for
the empirical research of CSR activities: indicditased comparison relying on publicly
accessible documents, quantitative research wigsstgqpnnaires, qualitative research
with in-depth interviews and the combination ofrtd.

The research is divided into two main steps. IpStd analyse theecondary sources
treating the markets and industries of the selectedpanies, and supplement that with
gualitative document analysith Step 2, | conduct primary research consistihgvo
parts and comprising exclusively qualitative comgus.

| test four of the five hypotheses (1, 2, 3, 4)dahen the differences and similarities of
the statements pertaining to CSR in classical m(@ianethodology On the other
hand, | include further questions-depth interviewsio see what other motivating
factorsare present behind CSR activities besides persotekst and what types of
CSR activities are pursued by the companies, tovdesther financial support has
actually become more restrained and product/sereieged activities have moved into
the foreground in CSR initiatives targeting claakimusic. | will find out during the
research what objectives the companies set for dbkes and what benefits they
experience through their actions. The interview hodtgives me an opportunity to
obtain also information regarding the evaluatior anonitoring of CSR initiatives
targeting classical music. | want to show the eattun methods or, if that issue is not
treated at all, to find out what is in the backgrduand to what extent strategic
considerations are typical of CSR in classical musi

| will try to prove two other hypotheses (2, 5) lbpcument analysisbased on
information accessible on the websites of largegames and in public documents. In
Hungary, no data is available currently on the nemif companies active in CSR in
classical music, and nor is that topic being redead in the country; this is one of the
reasons why | chose the method of qualitative rekeal do not aim at
representativeness, only at identifying as manypaomes (almost 150) as possible to
demonstrate my hypotheses, and document analysienwnstrably the most cost-

effective method for that.
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V. 2.2.Sample identification

According to the qualitative traditions, represéimemess and randomisation are
important principles of participant selection, thstthe sample should be statistically
representative of the multitude targeted by thelystiHowever, as it is unknown in
Hungary which and how many companies support daksanusic as part of their CSR
activities, the basic multitude is unknown and leetite representativeness criterion
cannot be met.

The main idea underlying qualitative research & the world cannot be understood by
objective methods alone: one must understand his@eople living in it, even though
that requirement enhances the uncertainty of ptenriiowever, for the same reason,
this approach may provide genuinely new and sungrisesults [Bokor, Radacsi, 2007].
| analysed the almost 150 companies in the alreadgtionedAccountability Rating
Hungaryand Figyeb Top 200lists with the method of document analysis towheh
among them pursue responsible activities in claksmusic. That is, in the document
analysis, | restrict the sample targe enterpriseswhich | consider sufficient for
establishing the truth of Hypothesis 5 on the ituspecific nature of CSR in classical
music and for testing Hypothesis 2 on the typeS®R activities.

The qualitative research method offers the researtte option to apply so-called
targeted sampling where the main criterion is not mathematical-stetal
representativeness, but the specificity of the qicdbcases and the exploration of cases
that are critical from the point of view of the easch questions [Bokor, Radacsi, 2007],
a key criterion also for the implementation of teeearch.

However, when | useith-depth interviews and the Q methodololggxtended the range
of respondents beyond the large companies, to smdlimedium-sized ones. | included
in the sample SMEs involved that | knew personaltyl have the information about
their CSR activities. | apply targeted samplingdts the providers of classical musical
services, i.e. | visit the ones that | have perkooatact with.

| consider it justified to apply also thenowball methodo select companies and
classical music service providers; this essentiatigans that a certain person
recommends the researcher to another one, whidhdts contact-making and boosts
the propensity to respond [Golnhofer, 2001].

Little information is available on Hungarian entesps active in CSR in classical music

and in particular on SMEs, which are subject to/\itle attention in this regard.
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In the design phase, | strove to include in the@ansompanies from both Budapest
and the countryside and both small and large ohesn aware that the sampling
procedure may be conducive to many distortiondhiérgeneralisation of the results in
gualitative research, yet | think a good part of regults can be generalised beyond the
companies included in the sample and will thus ®va good basis for further
research.
Company selection criteria:
= companies committed to CSR, less committed, natitrg the issue at all,
= if possible, not only large companies but also $arad medium-sized ones, and
= the sample is to include companies from Budapest also from the
countryside.
= | want to include in the research companies thaiikely to co-operate, sincere
answering being of special importance in my case.
Based on the above criteria and thanks to theiefity of the snowball method, the
following companies were included in the sampleb{&&b). In the research phase, my
objective was to raise the number of sample elesrtent5-20, sufficient already for the
evaluation of the Q methodology. Finally, | reacHd&dcompanies, and three of them
completed the Q methodology survey via e-mail adgdople personally. | managed to
conduct interviews with 12 of the 16 companies; imterview was realised via e-mail.

Table 5: The sample of the corporates

Large company SME
from Erste, FHB, MagNet, MAV, MFB, MKB, | MrSale, NetPositive,
Budapest MOL, PWC, Vodafone, Siemens Nexon
from the EMASZ, TVK Cogox Kft.
countryside

Source: Author’s compilation

By domestic classical musical service providdrmean the institutions, organisations
and individuals contributing to the performanceclaissical musical concerts, pieces, be
they orchestras, choirs, associations, schoolsdapiendent artists.
| took into account the following selection criteri

= service providers, persons involved/less involve@ &R in classical music,

= if possible, not only professional but also amatdassical musicians,

= the sample is to include classical music serviaaviders from Budapest and

also from the countryside.
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= | want to include in the research companies thatlikely to co-operate, sincere
answering being of special importance in my case.
On the basis of the above, the following providefslassical musical services were
included in the sample (Table 6). A total of 22gmers completed the Q-methodology-
based survey; | met four persons among them pdigaarad the remaining 18 were
contacted via the Internet and returned the coraglttble by e-mail.

Table 6: The sample of people from classical mpeiwiders

Professional Amateur
Franz Liszt Chamber Orchestra Budapest Bach Consort & Choir
(1 person) (1 person)
. ’ . Budapest Academic Choir Society
f Liszt Academy of Music
rom (1 person) (2 people)
Budapest . ) - : Budapest University Orchestra
Hungarian National Philharmonic
(1 person) (5 people)
P : Budapest Youth Choir (1 person)
Zuglé Philharmonic (1 person) .-
Amateur musician (2 people)
. y . Borsos Miklos Primary School -- faculty
from the Cz|ff_rz_a G__yc_)_rgy, Music School, of vocal and instrumental music, Ajka
) Pilisvorosvar (1 person)
countryside Pannon Philharmonic (1 person) (.1 person)
Kihne Wind Band (4 people)

Source: Author’'s compilation
I\VV. 3. Description of the research methods

As described already, | decided to explore the ifipgg of the classical musical CSR
industry and the types of CSR activities basedhennhethod oflocument analysid.
made interviews consisting of two main partseani-structured in-depth interview and
qualitative research with the Q methodologyith the majority of corporate
professionals in the sample. | involved the pratesss of classical music and the
amateur musicians only in the Q method research.atlivantages and disadvantages of
the methods and the rationale of their use wille@pounded in more detail in the

sections to come.
IV. 3.1.Presentation of the characteristics of document amgsis

| chose the method of document analysis as an ropgboexplore CSR activities
targeting classical music by studying past evenisterpret as document any official
source of information accessible at the companysieb made for the public. | use
public documents (press news, programmes, brochures, tatigtiss) andarchived
ones (reports, files comprising corporate data)tli@r purpose of document analysis.

These documents allow to study the CSR activitiefas of the companies and they are
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easily and quickly accessible via the Internet,ahmakes this research method highly
economical. In some cases, such materials arenlyesources of information. Another
advantage of this method is that it does not affleetresearch results in itself, but the
materials concerned are not always comparable dbbements may reflect a unilateral
view as they represent the approach of their agthioreliminate this problem, | analyse
materials of diverse types, i.e. archived and pulplaterials presenting corporate social
responsibility in the area of classical music fribra insider’s and the outsider’s point of
view, respectively [Golnhofer, 2001]. The methodwdes for the thorough and
prudent analysis as the materials concerned caevmved repeatedly. It is suitable for
data collection and analysis and for compilingistias (the latter being a particularly
important criterion to verify Hypotheses (2) and)(SHowever, these sources are
sometimes difficult to access and/or deficient, amdling may also be a serious
problem [Krippendorf, Klaus, 1980]. My preliminamgsearch has also shown that
many companies provide no information at all onrtlSR activities on the website,
and even if they do, CSR actions targeting claksitsic may be difficult to identify.
As a first step, | try to find out whether a compasactive in CSR in classical music at
all. To do so, | us&eywordsthat may point to the domains being searched witie
given document: classical music, music, art, cancencerto, festival etc.
In the second step, if the search is successfilctimtext is analysed in more detail to
find out whether the company concerned is realy@porter or the keyword was in the
document for some other reason. This step con&sbhiid the testing of myifth
hypothesisnamely to what extent support for classical mgsic be regarded as a CSR
activity and whether there are some typical cladsmusic supporter industries.
As a third step, | collect every piece of infornoatisuggesting commitment to classical
music in relation with the companies and | clasigm.
| classify corporate social responsibility actioinsclassical music according to the
following.
| group the CSR activities by the object of the CSR
* Individual: CSR concerns a person who is famous in the giredth r someone
who is “only a student” and will be an advantage tlee company and the
individual from the point of view of HR investment.
» Organisation/InstitutionCSR is directed at an organisation or institution.

» Concert: The company supports classical music by finanaiegncert.
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* Event/ProgrammeThe company gives preference to the implementaifoan
event or a programme in its CSR strategy.

| classify the companies also by the frequencyhefrtsupport for classical musiad
hoc support means CSR activity once in a while, withaoy underlying commitment.
Regular supporterare companies thinking in a longer perspective sirategic way,
that support a provider of classical music for gegermanently; this is most positive
for the artists since it facilitates their plannigivities.
| classified the companies by their statupasiary or mass supportershe first acting
as dedicated supporters of a certain artist, othes musical event and the latter
having a list of beneficiaries whom they might soiipwithout any priority ranking.
One of the essential components of the researcdS#t actions is the exploration of
financial support and of activities associated wiitl core activities that might help me
demonstrateny second hypothesis
| intend to use document analysis to prove my sg@md fifth hypotheses in the first
place, and this method is used as a first steprtsmhe selection of the interviewees
and the Q methodology subjects, to be detailedarfdllowing chapters.

IV. 3.2.Presentation of the characteristics of the in-deptlnterview

Interviews with companies are suitable for queryidetails and information not
revealed by the documents of the organisationstarsthed light on specific points to
disclose personal commitment to CSR in classicaiou

The advantages of the interview method includedigons to collect complementary
information, to ask extra questions and make speatibns if something is not clear to
the interviewee or if the sub-area concerned tuunsto be more important for the
researcher than expected, so this can be deemledilald method. The interviewees
usually answer more openly and honestly than theyldvin a questionnaire and they
also find this form more convenient. The disadvgetaf the method is that it is
cumbersome and expensive, as preparations andspmogdake time, and subjectivity
may exert a major influence on the outcome of tiberview [Golnhofer, 2001].

Data collection

During my primary research, | planned to make 8nt8epth interviews and to address
domestic companies only. However, when | defendgddmaft thesis, the idea of

extending the research to international cases we®d; | deemed that important
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myself, but in view of the financial and time limiobf the research, | could only extend
my research to cover the classical-music-relateR @&itude of the parent companies
of multinational ones. | selected the interviewbased on predefined criteria, in line
with the research conditions outlined already abdweontacted by e-mail the people
(company leader, CSR executive, communication orketiag manager) involved
somehow in the CSR activities according to the dwents | analysed. | identified
through the analysis of the documents 48 large emieg treating classical music as
part of their CSR activities, and | invited them bymail to take part in my PhD
research. The response rate was lower than | eegoemt the basis of the CSR
researches presented in Chapter 3, and since lookisg in particular for companies
willing to provide information on their CSR, addsesy a specific target group,
supposedly open to this topic, seemed encouragutigtinguished four company types
based on the responses: those that did not ankase that would not take part in the
research due to lack of time or their corporatacgolthose that no longer concerned
themselves with the field of classical music anolsththat were willing to take part in
the research. Finally, 12 large companies provmhitive feedback, and | succeeded in
making in-depth interviews with nine (via e-mailtvione), since the business sites of
two were in the countryside and one (PWC) did ngspe CSR activities in classical
music, so they took part only in the Q methodolpgyt of the research. However, my
research objectives included also contacting samallmedium-sized companies besides
the large ones. As for the SMEs, however, | madeosument analysis in their case,
since few among them communicate their CSR aawiih any way, which makes it
even more difficult to explore them, so | contactedy SMEs (4 of them) that | was in
personal contact with and | made interviews witledh

The interviews took place in January-February 2@i48y lasted for 30-90 minutes and
the average duration was 45 minutes.

| conductedsemi-structured interviewsith the companies: | had some questions, but |
assigned greater significance to improvisatiorthecontext of the in-depth interviews,
| strove to formulate open questions to influenoe interviewees as little as possible
[Golnhofer, 2001]. However, in some cases | haduery directly certain categories
that were not discussed spontaneously. | includéeiniiew questions that revealed
clearly the importance of personal interest as divaiing factor of CSR action
targeting classical music. Another way to makeitherviewees answer as precisely as

possible was to present fictitious situations inreection with which they could tell e.g.
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what their process for deciding on allocating suppm a specific provider of classical

musical services looked like. Editing the fictiteogituations was a problem, but my

questions were answered in the first interviews dmds | could ask questions

concerning the specific topic easier later on. @bsiy, each situation is unique and

there are many influencing factors (personal acgaace, interest, novelty), but my

guestion pertained primarily to the factors repnésg the most objective means to

implement a specific CSR activity related to clesbmusic.

| applied the same draft semi-structured intervi@wnex 2) for all of the interviewees,

asking its questions on every occasion, and | cemphted that scenario with special

guestions addressed to various corporate professiodepending on the situation, as

illustrated below.

1.

General introductions, brief summary of the théspsc and the objective of the
interview.
Name of the position and professional history efititerviewee.
Please tell me about the company’s activities pertg to classical music.
Why did you choose this particular form for CSRclassical music?
a. How did you select it?
b. Whom did you involve in decision-making?
What is the goal of the company with activitieghoé type?
a. Do you take into account corporate as well as sobijgctives?
b. How important is it for the company to generateblesbusiness benefits
through the co-operation: How do you see that?
c. What benefit does this co-operation yield in theld/of classical music
and in society?
Why did you choose the field of classical musicyMibt something else?
a. It seems that classical music can be used to mfkiecertain
stakeholders. What is your attitude to that?
Do you evaluate or monitor CSR activities in claabmusic?
a. If the answer is positive, how do you evaluate them
b. If itis negative, how do you make decisions inrtladsence?
What do you think is the task of a responsible camypand how does classical

music fit in the picture?
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| essentially strove to touch on every questionmduthe interviews, but in some cases
the interviewees were very busy and | had to famushe questions directly related to

my hypotheses.
Data recording

In almost half of the interviews, | recorded thenwersation by dictating machine and
by noting down some ideas and my observations.olmesof the cases | had no
opportunity to use the dictating machine, becaugemet at noisy places (bistro,
restaurant). After one or two interviews | expecieth that the interviewees were more
sincere and told more about their CSR activitieenvhdid not use the machine, so after
a while | based recording mainly on my notes, negdhem through, typing them and
supplementing them with the missing pieces righerathe interview (the transcripts
make up almost 30 pages). To see the whole pictureade efforts to meet the
interviewees at their workplace, because | coukkole the circumstances this way and
draw important conclusions (e.g. the headquartess lmank was such a classical and

fascinating building that it made commitment tossiaal music a matter of course).
Data analysis

| analysed the interviews via the following steps:

1. As mentioned already, | typed the audio recordengs notes of the interview.

2. In the beginning, | processed the interviews witintmmuous open coding,
classifying by various analytical criteria the dg@i@vided by the interviews |,
collecting utterances referring to CSR in classioakic and separating facts and
conjectures obtained from the interviews to avaig misunderstanding.

3. Given the high number of codes and topics at tlwattpin the next step |
adjusted the codes to my hypotheses. To analyseléeant information, | used
the method of sample collation, i.e. | compared ittiermation obtained from
the interviews with my hypotheses (Golnhofer, 2084yl made a matrix of the
results. The rows comprise the corporate profeassorand the columns
information concerning my hypotheses.

4. The sample size (9 people) was not suitable forsthéstical analysis of the
information | obtained, but | tried to show theatele ratios of the opinions of

the interviewees in an effort to prove my hypotlsese
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| told the interviewees my conclusions in retrospés enhance the validity of my
research further thereby, and to satisfy their estjtor feedback.

IV. 3.3.Presentation of the characteristics of the Q methamogy

The in-depth interview is suitable for highlightisgch issues and interesting points that
are accessible only thorough the power of persareatings, but it does not provide for
the deeper analysis of the underlying factors. @toee, apart from the interviews, | use
the Q methodology to investigate the manifestatmhsommitment to CSR in classical
music within the company. | find the Q methodologyitable for verifying the
hypotheses (1, 2, 3, 4) and for understanding tiitede of corporate professionals and
artists active in classical music to the relevaBRCactivities; this has been confirmed
by the experiences of other researches [see P&0@i,; Nemcsicsné Zsbdka, 2005].
The Q methodology is considered a good qualitatie¢hod for disclosing subjectivity,
for examining diverse viewpoints and opinions aaddnalysing personal convictions
and attitudes [Hofmeister-T6th, 2005]. It differateés and describes similar and
different opinions; at the same time, it specifteg respondent types by applying
quantitative analytical techniques. The method oare regarded as a quantitative
research procedure, because the minimum sampléssiaéinitely small and would not
satisfy the reliability and representativenessedat It is an interesting feature of this
methodology that it assigns the respondents, retvériables, into groups, that is, it
conducts a so-called “inverse” factor analysis. malty, 10-50 persons are included in
a sample in one investigation, and they are saldojethe researcher based on some
definite criteria. The above features warrant ttetesnent that the Q methodology
actually bridges the quantitative and qualitatiesearch methods and combines their
advantages [Nemcsicsné Zsoka, 2005].
It can determine the issues subject to generakaggrt or radical disagreement among
the respondents based on the preference rankirthe aebrporate and classical musical
stakeholders, respectively. This reveals thosecés ot the attitude to CSR focusing on
classical music in regard of which the stakeholdgree or disagree completely.
As Step 1 of using the Q methodology | formulatedresearch hypotheses, as detailed
in Section IV.1. above. As Step 2, | identified tiracial issues to which my statements
would refer according to the hypotheses:

= Drivers of CSR activities in classical music,

» Means of implementing CSR activities in classicalsin,



= Reasons of the commitment to CSR activities insatas music,

= Benefits of CSR activities in classical music.
By applying the Q sort technique, | expressed statds regarding the identified issues;
this was important and significant for two reasahs: statements had to be comparable
and suitable for ranking by pair. It is up to thesearcher to decide whether he/she
wants to select a fixed or an open allocation & dpplication. In the fixed allocation,
the respondent is to assign a pre-defined numbestai€Ements to categories in the
evaluation scale; this ensures the close-to-nodisadibution of the preference ranking
and makes the results of the method suitable fatisital processing even if the
number of respondents is low. However, attentiooukhbe paid to avoid having too
many positive or negative statements, because niakies it more difficult for the
respondents to decide and may also distort theltsesbince the attitude to CSR
activities keeps developing, and it is in an embigcstate in Hungary, the research
subjects are probably not fully aware of their gevaferences [Hofmeister-Toth, 2005]
and, therefore, | consider the use of the fixedcaltion justified.
| finalised the statements suitable for hypothdsstng in two steps. First | tested the
36 statements formulated in advance with the aswist of 15 people. Preliminary
testing helped me filter out the statements cagyittle added value for my research
and highlighted sentences that essentially refdoeéde same thing, but were expressed
differently so as to filter out any duplicationsapplied a semi-structured Q sample to
formulate the final statements, that is, | compatteel theoretical consideration, the
information obtained from document analysis andtéiséing experiences to produce the
36 statements, but | assigned a certain numbertabésents corresponding to the
weights of the topic ever, so the final distribatiwas not even. The statements of the Q
methodology are shown in Annex 3.
| have reviewed already the list of companies dadsical musical service providers
participating in the research. The research subjeatl to rank the 36 statements with
the help of randomly numbered cards. (Annex 3) Silgiects were first introduced to
the topic and the statements, then they set ociassify them. Upon my proposal, first
they assigned the statements to three categoraggek with that; | do not agree; | am
indifferent. Then they ranked the sentences baseth® categories of the evaluation
scale. In line with the method of fixed allocatidrjetermined in advance how many

statements could be assigned to a given scalegTabl
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Table 7: The Q-sort

34 | 26]-16] 06 [+16]+23]+3@
pcs) | pcs) | pcs) | pes) | pcs) | pcs) | PpCs)

Source: Author’'s compilation
That is, in my case, the statements were assignéget categories of a scale ranking
from -3 to +3, and this has shown the preferenokings of the respondents concerning
the various topics at hand. Then the individuaknag of each respondent, the so-called
Q-sorts, evolved. After the loading of the statetmenith the help of a programme
(PQMethod), the comparison by pairs of the preference ragskind the establishment
of their correlations, an inter-correlation matisxproduced, from which factors/typical
Q sortes can be compiled by applying a main compiooethe centroid method. Then
the factor structure can be simplified further bgrimmax rotation, and that makes it
easier to interpret the results. The creators ef riiethod also propose in rotating
method in cases where the research is more of gloratory type, that is, it intends to
highlight the differences in opinions. That is, tlaetors are constituted by assigning
people into the most homogeneous groups possildedban the similarities and
differences of their answers, and hence the indalidbpinions are processed in a
structured and statistically well-interpretablenfiofNemcsicsné Zséka, 2005].
The Q methodology is thus no substitute for repriedre surveys, but it is well suited
for those cases where the attitude is difficulcéonmunicate or no deliberate positions
or viewpoints have been developed yet concerniegdpic at hand [Hofmeister-Toth,
2005]. | think that the investigation of domestiSK activities concerning classical
music represents such a case, and this is why sidenthis method suitable for
verifying my hypotheses.

! The programme and its guide can be downloadefiderfrom the Internet: http://www.rz.unibw-
muenchen.de/~p41bsmk/gmethod/



CHAPTER V.
EVALUATION OF RESEARCH RESULTS

In the following, the results obtained during tlesearch are presented, separately by
the research methods and in the last subsectiora¢beptability of hypotheses is

assesed.
V. 1. The results of the document analysis

During the prior research, in August 2011, 60 comgs in the ARH ranking were
studied concerning their CSR activities for clagkiusic through the information from
their websites. Only the first two steps of docatmanalysis was performed, i.e. CSR
activities targeting classical music have not bestegorized in the prior study, and only
the fifth hypothesis could be tested in advancet s, whether there are typical
classical music supporter industries. However,utumn 2012, companies from TOP
200 were analyzed (142) and with the third stephefresearch together, both (2, 5)
hypothesis could be proven, which were analyzethbynethod of document analysis.

The prior results

In any of the ten sectors categorized in the ARétdélwere not enough companies that
the sample size could ensure the representativesesmyway these shortcomings of
prior research are important to highlight. Howewbe number of the companies (60)
in prior research was sufficient to be able to tkethypothesis (5). The study findings
are presented in detail based on the sequence ldfs&Rtor ranking.

The keyword search listed in the presentation efrifethod was the first step, its prior
results will be briefly summarized now. 25 of tHé @&mpanies have CSR initiatives in

classical music. Those who do not support the idalssusic (25), they absolutely do

not support the culture, or if so, not the music,tleey are committed to sports, or

simply do not deal with this field. In the caseteh companies there is no telling to

perform CSR activities concerning classical muginot, because they do not write

about their responsibility or there is an implsignal that they do but I could not find a
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specific action. Sectors classified on the basih@fARH are presented according to the
most recent, 2008, respectively.

There are only two companies in tbéher, or can be called public sector which
showed different results regarding responsibilityciassical music. Magyar Posta deals
with CSR in classical music only through stamp ésswhile MAV has an own
symphony orchestra. It is considered definitely am@nt that other state-run companies
compete the public sector (eg. Szerencsejaték LMIEB Bank (Hungarian
Development Bank)) to turn out whether it can lgarded as classical music supporter.
Two surveyed companies of thasic materials industrgector are not characteristic of
CSR appearance in classical music. Dunaferr doepnmovide any information about
their responsibility, but the website clearly shatlat they support sports, and Alcoa
Koéfém also does not deal with the field of musiwKI(Tiszai Vegyi Kombinat) as part
of the MOL participates in the support of classioalsicians. The BorsodChem as
important provincial company aims to support tadentocal artists and musicians, the
urban culture and local festivals.

Energyandpublic utilitiesis the sector where more than half (6) of the cangsain the
industry (10) are committed to the classical mudibere are some who support
orchestras, programs, some companies want to setba role of music education, and
there is also a company who wishes to strengthemtirnational relations through the
support for the classical music. In case of th@amganies, it was clear that they do not
have CSR activities targeting classical music bseahese companies only focus on
environmental protection.

As also found in prior researches [Asvanyi, 2088 financial sector and, within the
banksare particular supporters for classical music,pagfsthe seven large banks in the
list perform CSR activities in this direction. Hoves, it can not be said the same about
the insurance industry only one of the four previously analyzed compsanithe
Generali Providencia sponsored classical musica Assult, during analysing CSR in
classical music, theanksandinsuranceindustry will be separate sectors.

In oil industry MOL is the only major music supporter company, whgonstitutes
“business” based support of artists. Schell cleddgs not support the culture, the other
companies do not write about their responsibildy,if they do, as in the case of
Mabanatft, initiative referring to classical musmed not appear in the report.

The telecommunicatioandelectroniccompanies are one sector in ARH ranking, but in

the field of classical music these two industribarply separates, and therefore the
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subsequent research | interpret them as two sepeatggorieselecommunicationand
electronics Two of the threetelecommunicatiorcompanies (Magyar Telekom and
Vodafone) do major classical music-related CSRviigs, Telenor (formerly Pannon)
deals with a different area. In tleectronic industry IBM and Samsung appear to
support classical music, one managed the digitadizaof music documents of the
National Philharmonic Orchestra, Choir and Muskordry, and the other had cultural
events for children. The other companies in theosedo not provide any information
about their actions in this field or their targedgp is clearly another area.

In the automotive industryexcept Audi, there is no other company who death
responsibility in this regard. However, Audi is @ksupporter of classical music, which
could not be proven better than that since 19%astbeen a major sponsor of thesGy
Ballet Company, and more recently has been the rsp@msor. In the view of the
company it is worth to support such events whia samilar to the products, simulate
the future and represent high values. Based onclssification of the TOP 200
companies, this sector will be subsequently apatedi asvehicle manufacturing
industry.

The medicineindustry, andconsumer and industrial producgse such industries that
are explicitly non-supporter in the field of clasdimusic.

Among the four companies in theommercial sector, CSR activities concerning
classical music appear only at Auchan, includingpsut for the Gospel Festival, where
choirs can occur.

In the course of the document analysis - which a¢ mepresentative, but perhaps
somewhat generalizable results can be servedirnied out that the energy and public
utilities, banks and telecommunication companies bkely to ‘classical music
supportet sectors, while other industries rather be calledn-supporters since there
are only some exceptions where CSR activitiesedltd classical music appeared at the
analysed companies. We can say that industriestactly separated at a level that
deals with responsibility in classical music, ot.no

So the prior results have already partly proven higpthesis (5) thathe industry
determines whether a company pursues CSR activitiassical music or not, so there
are typical classical music supporter industries
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The results of the document analysis

In 2012, Autumn, based on the prior researchesammywas to work with a larger
element number of sample, so the following compahive been in the sample using
the ,Figyeb TOP 200" ranking list:

= TOP 40 companies by maximum revenue,

= TOP 31 Banks by total assets,

= TOP 28 Insurance companies by fee income,

= TOP 10 Vehicle manufacture by net income,

= TOP 10 Electronic industry by net income,

= TOP 10 Trade industry by net income,

= TOP 10 Energy industry by net income,

= TOP 10 Food industry by net income,

= TOP 10 Transportation and logistics by net income a

= other larger companies, about which were knownuppert the classical music.
Following the classification of the Figyel10 categories have been created based on the
analyzed 142 companies. The distribution of theigtdes is not uniform, for example,
only 6 companies are in the medicine industry, vhilere are 32 banks. Banks and
insurance companies are predominated becausentrecial sector is known as greater
supporter for classical music which was also turoetin the prior research. Certainly,
| am fully aware of that the survey is not repreagve, which has already been
reminded earlier, but despite this | think the astidemonstrate well the potential
industry-dependence.
There is one more non-categorized group (publidosgcwhich is also analyzed
separately. In the prior research | drew attentmrihe importance of its analyzing.
Altogether 142 companies were examined concerniBig ¢/pes of classical music.
In the first step of the methddeywords/codesvere used to find out if the company
deals with CSR targeting classical music or natsd®l on the prior research the codes
were the following ones: instrument, concert, fedticlassical music, music, art. In the
second step, the context of the codes was analydadh showed, that the company is
really a supporter of the classical music, or tgword was in the document for other
reason. The codes proved to be appropriate to extile classical music activities.
The companies were assigned to three groups bas#dteaodes, as in prior research.

Group 1 was that of the supporter companies (4B)uf2 (48) comprised those which
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do not treat classical music as part of their C8®i#y and Group 3 companies (46)
that failed to supply information on their CSR wdit$i and hence a clue as to whether
they do or do not support classical music. (Tahle Atogether 34% of analysed
companies deal with classical music in some wagaasof their CSR activity. (Annex
4)

Table 8: Examination of the industry-dependencihefanalyzed companies

Industry/Number of
Companies Supporter | Non-Supporter No information
Public sector 2 0 0
Banks 17 6 9
Insurance companies 6 8 14
Electronic industry 2 2 7
Energy industry 6 5 1
Food industry 1 8 2
Pharmaceuticals industry 1 2 3
Vehicle manufacture 6 1 5
Trade industry g 7 0
Transportation and logistics 1 6 1
Telecommunication industry 3 3 4
48 48 46

Source: Author’s research
The industry-dependence could be analysed fromstdes. To explore the role of the
industry, | took a look at the shares of supportand non-supporters, respectively,
within the industry. This time | did not deal withe third group since | have no
information about them, so they could also be supp® or non-supporters. So
hereafter only the remain 96 companies were andlyzd&he share of supporters
exceeded 50% in three of the ten industry categdbanks, energy industry, vehicle
manufacturg and in two categories exactly 50 #ectronic and telecommunication
industry), warranting the conclusion that these industees more likely to assume
responsibility for classical music, that is, theg aupporters of classical music. (Table
8.) In two industriesféod industry, and transportation and logisticd)e opposite was
experienced, i.e. the share of supporter compangs less than 20%, that is, they
represented theon-supporter industries
On the other hand the industry-dependence coulanbé/sed based on the proportion
of the supporters in each industry. Because ttie oh industries is not uniform, the
result would be distorted. However, in further ssl with the fullfillment of the

uniform distribution the role of industry could bramined in this way.
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After the evaluation of the first two steps of downt analysishe fifth assumption was
proved that the industry determines whether a companysyas CSR activity in
classical music or not. There are typical classinakic supporter and non-supporter
industries.

The public industrywas also examined separately, beyond the origimddigsified two
companies, the followings are in this sector: MBMB/M, Mavir and Szerencsejaték
Ltd. Basically, stakeholders have other expectatibom a public company than a
private company in the field of CSR, that’s whysiparticularly interesting to rate these
companies. Their cash distribution practices aré negulated except the general
economic law, and they do their responsible agtitdking into account those
requirements. The state-run companies are knownagar patrons of the culture and
the same can be stated based on their documerttseysgan be called classical music
supporters. But most of the time the company léadsgrsonal preferences and the
traditions define their decisions in this way [Fer&, 2013], which would support the
first hypothesis, but it can not be proven, itmyocan assumption.

In order thathe second hypothestan be proven, in the third step of the method onl
48 supporter companies are analysed on the baslenfCSR activities concerning
classical music, which actions are appreciateddasethe classifications described at
the methodology part. The number of analyzed comegais not enough to draw
general conclusion from it, but with qualitativesearch this is not the goal, but rather to
better see into each company's CSR activities tiagyelassical music and to show
direction for further researches by exploring them.

First, | examined what companies chodbke subject of CSR activities concerning
classical musicMost of the companies support classical musia buyltural event, so in
most cases they help not only this field, but tlvay diversify their responsibility.
Nearly half of the companies support classical mbsgi an organization or institution,
in most cases they give cash assistance to anstralend many of them stand in with
the Liszt Academy of Music as well. The sponsorstiigoncerts mostly links to the
supported organizations. Financial support for vithlials, so musicians and future
musicians is the least typical, most of which isded through a scholarship system or a
variety of awards.

In half of the cases there is no information abthé regularity of CSR actions
concerning classical music. However, where it imtio@ed which year, or since when

they deal with that activity, the regular and coatius support is typical, which refers
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to a very exemplary attitude from the companieg,siohd it shows that they plan long-
term co-operations with classical music serviceviglers, which provides much more
security for supported ones.

In point of supporting qualificationthose companies were filtered off, which were
priority supporters regarding their CSR activities some respects. They are main
sponsors and silver sponsors of an event. Magykekde and Erste Bank cooperate
with the Palace of Arts as a strategic partner.

However, in the view of the second hypothesis tlostnmportant thing is to spot such
CSR activities targeting classical music that estata company's product or service, so
the company provides not only financial support &lgb links the responsibility to the
main corporate activity that gives an opportunity familiarize the new products /
services , to test them and to promote the com@Belpw | detail the nine cases based
on the companies' documents and websites when nveeat this kind of CSR actions
concerning classical music.

Audi[2009] gave free run of an own branded car, ani Addto the Ballet Company of
Gyor, thus further strengthening the closeness of d¢beperation.MVM [2011]
produced the energy demand of the concert wind-sylatems for the Energy 2.0
program to raise young people's awareness of futnergy resources. With E.ON
Unplugged energy saving concert sertle©N [2009] company drew attention that
much energy can be saved if we pay attention tio Tiee concerts were linked to useful
tips to reduce energy bill&kK&H Bank [2011] provided to draw cash round-the-clock
with six ATM machines in Sziget Festival. With Sl Card (Ajanlékartya) Program
MagNet BanK2013] provides an opportunity to customers tltoselling the financial
services, to obtain support for a classical musgawization by getting entered new
residential and business customers, and they giudup a part of their interest for the
benefit of an organization. Thdagyar PostgHungarian Post Office) [2011] has called
attention to classical music through one of itsecactivities, with constantly renewing
stamp issues, such as Mozart, Pannon Philharmogiie an stampdviagyar Telekom
(Hungarian Telekom) [2013] as a strategic partrfethe Palace of Arts (MUpa), has
tested several technological solutions in the tutin, a touch screen glass panel
installation was installed there, which providesamportunity to gain information in
interactive form a bout the Palace of Arts andpitsgrams. The company helps the
programs on cultural events with info-communicatmtutions, such as an internet café

on the Valley of Arts Festival in Kapolcgodafong2010] tested such new services and
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technologies on the Sziget Festival as the Szigeffthe mobile wallet, the mobile
media, the “between machine-machine " solutions,3higet Compass and the mobile
shopping of day tickets and a variety of produdise Szerencsejaték Zr{Gaming
Ltd.) [2011], similar to other foreign lottery sé&gs companies, according to law
regulations, i.e., through the National CulturalnBuNKA), gives the 90 % of the
lottery gambling tax for financing cultural programso the company can actually
contribute to the classical music field throughdarat sales, but this is not voluntary
choice, but it is determined by the law.

We can see that in more industries companies famndpportunity to introduce CSR
related to the main activity also in the field ¢tdssical music, which increasingly comes
to the front because of the CSR financial framevgonleduction caused by the
economic crisis.

The second hypothesis Hungarian companies typically adhere to therm#gonal
trend, i.e. the share of financial support decrgaaad that of product/service-related
CSR activities comes to the foreground in CSR targeclassical music - igartly true
CSR actions targeting classical music which can lbkked to companies’
products/services appeared in the past three ysatbere is a likelihood of its sweep.
As there is little information about the sums ofrmag, therefore their reductions can not

be proven by the document analysis.
V. 2. The results of the in-depth interview

During the analysis of the in-depth interviews rose to obtain as a clear picture as
possible of my hypotheses on the basis of conversatvith corporate experts. | placed
the companies in a matrix designed on the basiseo€odes specified with the help of
the research questions and hypotheses, and | ¢bukl assess the contents of the
interviews in a transparent way. (Annex 5.)

The first research question wadlhat is the goal of the company’'s CSR activity
targeting classical music?In this context, the aim was to explore the mdiores
behind CSR action concerning classical music in. fi¢hat are the most important
driving forces and whether there is any specifial gath it?

The corporate professionals formulated the follgviobjectives about social and

corporate objectives:



= Social objectives value transmission, conservation; advocacy of lityia
preservation of traditions; support of noble thingsomote social appreciation
of classical music; socially useful function.
= Corporate objectivesincreasing the number of customers; brand, pesiti
creation and strengthening of the image; linkinghwihe corporate brand;
marketing and communication tool management; thengthening of the
profile; meet the social requirements; reaching yngeople; maintain the
corporate target group; associate positive ateedbud the company; strategic
goal; strengthening the loyalty to the companytsing to the main activity.
If the objectives are compared to the motivatidaators in the company-typing model
(Figure 14) described in the second chapter, thewing results are shown. The most
objectives relate to gain the corporate benefitichvcan increase their profits and the
number of their customers. At the same time objestrelated to marketing were often
mentioned and to achieve useful objectives foretgciOn the basis of them we can say
that in our country similar types of companies barfound in point of motives, such as
in international studies, so there are also grablmeedia-actor and committed
companies. However, the biggest difference is thade domestic companies also have
specific objectives for classical music especiétlyconserve, to raise awareness and to
endear classical music as value. They want to semveble issue, which almost all the
interviewees underlined. As Hungary is the citaofetlassical music, so we have to
deal with it, and the businesses are aware of Wtath objective basically refers to an
altruistic behaviour.
However, not only positive objectives were formathtLots of thendo not consciously
aim classical music, but it is in relation to a pragria the companies’ responsibility, so
basically they do not have any specific objectiithwhis type of CSR activity (See
MOL). There are some companies who just supportckassical music because it is a
tradition at the company or it means iaherited supportin the company's life (See
MAV). Or there are companies that have not death wiassical music any more, or it
was effaced in their responsibility policy, becatiseir primary objective is ttink to
the core businessvhich for classical music is often difficult toldeve (See Vodafone).
In the hypothesis (1) related to the first reseayeéstion, | wanted to explore the main
drivers for which | assume that it is mostly thesomal interest of the company leader.
Asking the specific objectives and motivations ma@porate professionals also

mentioned that “anyway the company leader is afdomgof classical music," but all of
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them asked not to be included in the dissertatean,l just wanted to mention it
anonymously. However, it is important to note tthes would prove the first hypothesis
thatthe main driver of CSR activities targeting claasimusic is the personal interest
of company leaders

Because of the companies’ requested anonymitytbtprove my hypothesis in another
way. | have approached the question who is thevdme initiates the CSR activities
targeting classical music and who decides aboumnthgow the company leader’s
opinion has affected it.

In the case of large companies | was always alialkdo the person who is responsible
for the company's CSR activity, thus in most cabey are the ones who initiate the
responsibility actions and submits it to the compéeaders. Always the company
leaders make the decision who almost every timesmcthe proposals. However,
sometimes the top-up initiatives are possible (EB), which is more likely to be
linked to the personal interest of the companyédeglout this is a rarely case.

However, there are companies who are trying to ncakepletely objective decisions in
the areas of responsibility as well, they charastieally give support through
application, in which case the classical musicnly @ne field among others and not a
specific target (e.g. MOL, MKB). We can also mdet tombination of these, such as in
the MFB a sponsoring committee decides for theiegipbns 4 times a year , but the
contracts are signed by the CEO, thus leaving pp@runity for the final decision, but
interviewees emphasized that there was no precéalesuy change of proposals.

In the case of two companies we can meet a deemsaling process, where the frame
and the support directions and organizations ofdm@pany is determined, but the
customers have been involved in distributing tmoant (see MagNet, Nexon). They
actually only give an opportunity for potential leéiciaries to get support based on
customer’s choice. The classical music is on teedf both companies, but a smaller
proportion of clients considered worthy of supgben other fields.

However, unequivocally we can say abdwo small companieshat support for
classical music links to the personal interestha bwner The owner and the leader of
MrSale is a classical music lover, the leader ofpNsitive himself sings in the chaoir,
which is supported by the company. They both erpldiwhen they tried to involve the
staff, they were not really interested in thes@oesibility activities.

On one hand the first hypothesidrige, but on the other hand it false We can say that it is

true for SMEs thathe main driver of CSR activities targeting claasimusic is the
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personal interest of company leadefihe same may happen at large companies, but
that is easier to filter out due to the multi-lepebcesses, as company leaders take only
the final decision, whereas the initiative comesrfrthe CSR executives. | also asked
the interviewees, how much they consider the coryiparesponsibility directions link
to their own personality, mostly CSR concerningssieal music. They all recognized
almost without exception the personal ties, buy taee confident that the company's
responsibility directions have been integratedhie CSR policy and this would not
change even if their absence/exit which is imparfan long-term co-operations. In
regard oflarge companied, rejectthe hypothesis thahe main driver of CSR activities
in classical music is the personal interest of twmpany leaderbecause of the
requested anonymity it can not be proved clearly.

The second research question wanted to find thevean® what type of CSR activity
targeting classical music do the companies pursdew much it is typical that the
financial aid and its possible decline due to theig; and to what extent such CSR
actions targeting classical music appear which ccdudk to the company’'s name,
product/service.

Erste Bankis responsible for classical music in many waysoffers scholarship
opportunities for the students of The Liszt AcadevhyMusic through the Erste for the
Firsts program. Some of them get a single suppdrile others may receive monthly
allowance. The scholarship can be also requestedhémsing, participation at
international competitions and other purposes. B&ek has been strategic partner of
the Palace of Arts for five years, which is final@upport for the institution in large
part, but there is also other collaboration workneen them, which is confidential in
accordance with the contract. In relation to thea&aof Arts the financial background
of Metropolitan Opera in HD broadcasting is alsoyuled by the bank. However, there
are also opportunities for the bank stores to lassinrelated support in the field of
classical music, which are also a small amountashccontributions. The financial
support appears in all CSR activities concernimgsital music, as its amount has been
halved in the last 5 years, they can be less resiplenin this way, and they consider it
important that CSR should be more than sponsorsiiygy aim to help the next
generation and they are out for long-term co-opanaiDanks, 2013]

For FHB Bankas the family bank the main argument related éods#lection of CSR
activities that it purposes definitely Hungariaontestic target and supports rather more

small things from the given amount. In most ca#ies,bank’s CSR action concerning
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classical music starts with financial support, whican be a choir’s travel cost or
financing of competition participation. Howevertda it results more and more the
formation of a partnership, and thus the compasg glves financial advice to clients.
This type of partnership is increasingly typicdle tclassical music service providers
more and more require such assistance in local ktores because they trust them.
FHB’s CSR actions targeting classical music starnffinancial support, which amount
also decreases each year, but CSR activities detatehe bank’s financial services
come to the foreground. [Kappéter, 2013]

The MagNet Bankthe first community bank of Hungary has a totalifferent attitude
to the area of CSR than other financial servicevipers have. The classical music does
not have a special role in its responsibility, this field is also among the beneficiaries
through the bank's CSR programs. Under the Commahation Program (CDP), the
bank offers the 10% of its profit for non-governrt@morganizations which happens
involving the clients so every single customer ctide its own 10% which was
earned by the bank to which non-profit organizatien or she wants to give. The
classical musical non-profit organizations are sufgul by the bank in this way, but
supporting this field is not specifically a targdtthe company, however, if they meet
the requirements of the application, they couldipgate in the program. Under the
Selling Card Program the classical musical serproeiders also could be beneficiaries,
which advantages have been previously demonstaatédcument analysis as well. The
Community House of the company also provides opatst for civil organizations,
which they may have resort preferentially. The aotonanagement fee is also specific
to civilians, which is similar to the retail markas it also allows the clients to decide
how much they want to pay for bank account managermservices. The bank’s only
one direct support for classical music realizedhim form of sponsorship, when Adam
Fellegi, the pianist had a concert in the centeailds hall. MagNet Bank participates in
the corporate support for classical music in soyrianels, as they see its meaning not
only in financial donation, but it mostly tries poovide assistance through its financial
services. [Roszik, 2013]

The MFB Bankis committed to classical music on many levels, & interviewee
formulates, "the company stands for altruistic §ooship unequivocally”, that means,
they do not expect any consideration for the supporeturn, but do not prohibit it,
they fully entrusts the decision to the supportedpgbe. Cash support is provided by

tender, which may be rejected on that quarter efydmar, it could be resubmitted in the
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next application period. The Gulyas Denes FoundaBosupported because they want
to endear the opera more and more people, as afpidris the unconventional music
lessons and new versions of 10 opera’s appearamcdiranced mainly. They get
complimentary tickets from Weiner-Szasz Chamber @yny Orchestra return in the
support, so the bank employees could participatehenorchestra’s concerts free of
charge. The same is true in the case of the Saimtain Male Choir as well. The bank
intends to financial support with the Habilitas gleliship to talented young people who
need financial resources to their professional bgweent. One of its priority areas is
the arts, so several musicians have already getieolarship from the company in this
framework. The bank, as a financial services pravitighlights the financial support,
however, there is no information about its amourdary reduction. [Nyiri, 2013]

The MKB Bankis committed to support classical music becausésoprofile and
conservative image such a well-dressed elderly malh, these procure the
unequivocality of this field’s support. The compdms supported financially the Franz
Liszt Chamber Orchestra for near 20 years, it leged them to edit disk and invited
them as guests for events and receptions. Howewndgr the crisis the opportunities of
these performances have declined, thereby the aomipas continuously reduced the
amount of support, but the proportion of activitietated to its services are better
appreciated. Hereafter it supports the activityhef orchestra by writing proposals and
financial advisory services. The MKB scholarshipesne operated with the National
Children's Safety Service is the bank's programichvidoes not directly link but
concerns to classical music. It offers opportusitie develop a total of 100 young,
disadvantaged, talented children. The bank intéadselp the next generation, which
concerns the musical talents as well. Connectel this program there is one night
each year, the Christmas concert, when the barik the Opera House and invites all
fellow students, or those who competed, but did geitthe support, thus conducing
their cultural opportunities. Financial supportaypan important role in the bank’s life,
but activities related to its services have alrepthyed a key role in the company's
responsibility as well. [Csak, 2013]

TheMAV, as a public company is in a particularly difficpbsition in the area of social
responsibility, specifically regarding financialpgport, the question arises as how much
and what the company spends from public money. Meweupport for classical music
has a very long history in the company’s life, MAymphony Orchestra was founded

in 1945 by the company, so the continued finansigdport is evident, which amount
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has decreased by 5-10% annually in recent yearsegExinancial assistance MAV
supports the orchestra with contribution-in-kindre€ use of property) and
communication (ads, advertising space). The comnipastaff receives professional
tickets to the orchestra’s concerts. There is asother responsibility for classical
music, 16 cultural centers operate around the cpuwhere members of the association
VOKEZ could organize cultural programs. In the cab®AV, financial support is not
exclusive and, as a result of continued reductmmirdution-in-kind comes more and
more valuable. [Anonymous, 2013]

MOL supported the Budapest Festival Orchestra prelyiousit now it focuses
primarily on popular music, classical music is ofifocus, it occurs in relation to other
programs in the responsibility of the company. @hsuch programs is the company’s
cooperation with Kalaka Orchestra, named Musicaessn MOL, they wish to take
part in music education of elementary students. Gtmpany primarily chose the
talents’ attendance as an area that is considetteengly important to support. MOL
Talent Support Programme supports 10-18 year-olthgatalents in sport, arts and
sciences. Children’s age endowments also brougtit them the fact that after the
sport, the classical music is the second area,tatdoich the most applications arrive in
number. The program is managed by the New Europedaiion. As asset purchases
and travel expenses are eligible for support, thay provide significant help for
students learning music for example an own instnim@&he supported students
primarily get financial assistance, but not exatakli. The musician children have the
opportunity to play on their own public events (MOlalent Award ceremony),
company parties and other company’s cultural coan events (e.g. Budapest
Spring Festival, Café-Fall contemporary culturatifeal). Lots of them have given e.g.
their first solo concert at the invitation of thengpany. In 2012, there was a new
initiative, they also released a CD of recordinfjgmatented young musicians, which was
also a good opportunity for the children to getisté in professional performers lives
and tasks. [Kelenvolgyi, 2013]

On the 1st of October 2013jemenshanged its previous CSR policy, under which the
Budapest Festival Orchestra and the MAV Symphorgh€stra were supported. From
that time, it became prohibited to support for &eyd that is not connected with the
company's core activities, namely zero-toleranckcypavas applied, which has cost
reduction reasons near rationalization of courseR @nked to technology in the field

of classical music has given the following optiomke New York Metropolitan Opera
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was supported with the use of a new innovationesysind in Hungary they provide the
technology of certain festivals, for example thedaicast of Miskolc Opera Festival.
The social and educational field remained in thengany’s responsibility, among
which they provide financial support for Snétberlyrrsic Talen Center towards music
education of disadvantaged children. The parent pemyis main CSR activities
concerning classical music carried out by the Emwst Siemens Foundation, which
distributes each year the "Nobel Prize for Musiot tomposers, performers and
students, which means financial support for mus&iaA Hungarian person has
received this award twice. Siemens by making a st for the responsibility, the
financial support are made only through the pacempany's foundation, every other
CSR activities must be related to technology. [Né,e2013]

For Vodafonethe music has not been a priority any more, thexe a big change in the
company's CSR policy and the focus has moved tosgwets. The classical music
occurs only an ad hoc form in the company'’s life,irma Debrecen, where the city has
close and good relations with Vodafone, so thisaritmial support of Debrecen
Philharmonic Orchestra so-called “fits" in respdilgly. However, the company's CSR
strategy requires that all CSR activities have @olibked to the main activity of the
company, which has not been succeeded in realiniige field of classical music.
There was an attempt with a symphony orchestrayevtiee company wanted to take
into the musicians in a new mobile application, tha negotiations were not successful
in the end. [Kovacs, 2013]

In the case of SMEs there are clearly less oppibiesrin the realization of CSR, which
is also true in the field of classical music.

The MrSale business suit store provides free concert oppibkesrfor its customers to
Adam Fellegi’s home concert with financial supptwvbd to three times a year. [Békés,
2013]

The Netpositivehelps on that way at which the company is the, b&stit supports
online appearances by its services, creates wednsitét can help the supported people
with online communications and banners in markefielyl. Three classical musical
website has been created, which projects and dawelots were carried out free of
charge by employees, in an altruistic way. Somegimhean help in organizing concerts
as well. Considering the rational thinking, the @amy sees that the financial support is

less effective, but once they gave money for a ednfrorok, 2013]
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The Nexon as human resource services provider also segothe of the support for
classical music in financial assistance. It hasmleeommitted supporter of the Zuglé
Philharmonic Orchestra for six years. It is theyoohe company who was able to
increase the amount of money intended for thatgaey 1 million to 2 millions in the
past few years, which is divided into three padse(part is the classical music), the
customers are involved in the decision by playfoling. In addition, since 2008, the
company has bought 15 season tickets to the oralesbncert series every year. When
they started to create the company's CSR, in th& ffear the Budapest Festival
Orchestra was supported, but they realized tha much more appropriate to be
committed to an organization to which they havesespnal attachment, as in this case,
because a lot of people from Zuglé work for the pany. [Héray, 2013]

As for the SMEs, they either support for classimaisic financially or in relation to a
service, whereas large companies typically appti barms.

Based on the corporate interviewgartly accept Hypothesis (2)ge. that the share of
financial support tends to shrink, in line with thedevant international trends, but that
tendency is not always obviously concurrent wite #pread of activities associated
with the products/services of the company.

The third research question waghat business and social benefits does CSR tagyeti
classical music generate for the compally. aim was to explore whether corporate or
social benefits dominate, and not at all how beésetould be realized in the
responsibility for the classical music.

Companies mentioned the following benefits in thitenviews: observing the customers,
improving renown, accessing the high-skilled anghkincome target group, better
awareness, corporate benefit by increasing theitgquall corporate events, reaching
more people with the value of classical music, easing the number of
clients/customers, creating positive image, prongptpositioning, associating the
company with positive attributes, facilitating imial PR, competitive advantage. As for
utility, the companies indicate primarily the corgi® benefits, but in their answers to
other questions they refer several times also tiabaitility, figuring also under their
objectives, such as making classical music lovethbybroadest possible social circles.
However, several companies note that it is not mamb that CSR in classical music
should yield returns, for the reason why they supfhat area is not to earn benefits of
some kind at company level, but to produce socaefits, to pass and familiarize

classical music to more and more people (e.g. MFB).
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All in all, CSR in classical music may be benefidath socially and for the company,
so laccept the third hypothesis

The fourth research question wa$ow does the company evaluate and monitor the
results of its CSR activities in classical musi©ring the interviews, | have tried to
explore how companies deal with the effect theyehaghieved with CSR activities
concerning classical music, whether they monitat the objectives they proposed are
achieved, or that the CSR action was worth or not.

Most companies believe that there is no possibiligt the responsibility could be
appreciated, or they do not have the capacity devaeloped method for that. If the
technigue shown by the fourth hypothesis is uskdf ts set by comparing the
company's objectives and benefits, then we canaieshme conclusions about how
worth it is for companies to support for classitaisic.

The aim of theErste Bankis the enhancement of the brand, image, which #isy
formulated by the benefits that supporting cladsicausic clearly improves the
company’s renown. New customers are also aimedcloewae, but it can not be
measured, however, their retention is confirmedhie company’s opinion. Only the
press releases are monitored, but they can notngarere for that. However, it is
important to point out that the support of claslsmasic is part of the strategic concept
of the parent company as well, they aim to havg-@mm and ongoing collaborations.
[Danks, 2013]

The FHB bankthinks that CSR targeting classical music can lesl wgell as internal
communication, but this impact has not been vaelifidccording to them a bank is
supposed to be responsible, so they try to be nsdigle in a direction that is valuable in
Hungary as the classical music as well, thank$ab activity they can achieve such a
group that is worth the effort. This social grosgcharacterised by higher qualifications
and incomes, i.e. the strong class, and classioalaould raise and also raises their
awareness of the Bank. There is no major stratmesiderations behind it, the point is
to be Hungarian and local initiative, and if theanachoose, the personal attachment is
considered useful. [Kappéter, 2013]

By MagNet Bankhe monitoring is not an aim, they just have obserthat customer
activity has increased by 5% from year to yeahen €DP program (60-65-70%). Since
classical music is not specifically in the focustbg company so the purpose is only to

be able to function as a bridge between the soeiedythe culture which they feel they
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can perform. It is essential for them that CSRizeal on strategic basis and all
responsibility activities are subjected to that$Rik, 2013]

Regarding the support for classical music MeB Bankformulated only social goals.
They also addressed the social benefits so classicsic as a value could be known by
more people, but they do not monitor or evalugtsedtthere is no strategic goal behind
it, bottom line is that it serves a meaningful pagg. [Nyiri, 2013]

The most important objective MKB Bankis to improve the image and create a strong
profile, so customers regard the company as arfaglioned gentleman, for which
classical music is proved to be a perfect instrumirey feel they have succeeded to
confirm it in people. And they also know about saehwv clients who joined to the bank
after a classical musical event financed by themmickvis most typical in the field of
private banking. In the insights of the bank "garel take" principle is important, CSR
is considered to be business-based, they do tegteally, so the company could gain
profit from supports, which is realized as the awpace of the bank's logo or name in
most cases. [Csak, 2013]

For MAV the field of classical music is just an inherigegbport, whose basic initial goal
was to have the cultural transmission function,ibo¢tmained rather a tradition within
the company's CSR activities, they do not encouagr purpose so they do not deal
with what benefits they can realize with it, anéytldo not evaluate the usefulness of
these activities either. There is no strategic ephdehind it, it is not conscious, but
rather a tradition. For them, not the business esgas the important in the field of
classical music, but also the social benefits thatbeauty of classical music could be
"transported” / passed to a lot of people. [Anonys)@013]

MOL deals with the support of classical music justdith to its another program, it does
not appear on a strategic level, so they do ndtwligla the realization of objectives and
benefits in corporate level, however, they feal iih the social level they can cultivate
tradition, which was formulated also among the gofddelenvalgyi, 2013]

As now Siemensginks its responsibility to the technology, sosiach a sense corporate
benefits also can be realized through the famiiéion of its product, but as they say
these activities do not have to return, this is their objective. They only want to do
CSR linked to their main tasks fitting into theiragegy, and consequently they do not
appreciate these activities. [Ned®l 2013]

Vodafonesupports the field of classical music just in drhac way, which is the result

of a good relationship, but it has not been the phthe company's CSR srategy any
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more. They do not have aim with it and they canmealize any concrete benefit, so
they do not measure it. However, it appears imtbathly reports. [Kovacs, 2013]

The Nexonalso be able to assess the customers' interestdewee support of classical
music with the number of votes, which unfortunatislgonstantly decreasing, but they
also get thank-you letters that customers are happy for the opportunity to have a
say in decisions. It is also a positive feedbacktliem that the employees are waiting
for the season ticket concerts each year, andatseypush ‘like’ to the classical music
concerts in the internal news portal, so it canubed for internal PR very well. For
maintaining the target group it is a clear compatifdvantage in their judgement. All
these prove that classical music is a strategicalfyortant part of the company's CSR
policy. [Héray, 2013]

The MrSale really sees that all the activities are measubed, just the support for
classical music is the one, which they do not yelalbk at, all they know is that there
are 1-2 click-throughs per month from Fellegi Adamvebsite to the company's
website. They have less aim with the support ofsitaal music and this direction of
responsibility is non-awareness, but also linkpeosonal interests. On social side they
reach their goals, corporate clients who have dirgaarticipated in Fellegi's home
concerts financed by MrSale are often returningstgito the concerts. [Békés, 2013]
The Netpositivenitially approached the responsibility for clasgimusic in an altruistic
way, but after a lot of positive feedbacks, theyehalready felt the company benefit of
it, that positive image formed out of them, antlatps them in positioning, and as they
are responsible related to their main activity,gpgjedecome familiar with their services,
but there is no strategic thinking behind it. Tldeynot deal with the measure of it. On
the level of society carrying the contemporary sikeed music closer to the people has
improved in part in the owner’s mind, for exampdeking at the more positive attitude
of concert participants. [T6rok, 2013]

The companies can be assigned to four categoriessedban the implications of
Hypothesis (4) for the objectives being set and beeefits to be attained: ideal,
surprised, being on the wrong track and having trateyy. Each company has
formulated targets for CSR activities concernirggslcal music, if this is in the focus of
the responsibility. All companies set objectives tfteir CSR in classical music, if that
are in the focus of their responsibility commitmeBbme express business objectives,
but it is not clear, for lack of monitoring, whethtbhey manage to fulfil them; they are

on the wrong tracFHB, Erste). There is only a single company (Mstfive) that
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supported classical music without an explicit bass objective, but nevertheless
generated business profit by it: that is theprisedtype. In some companies (FHB,
Erste, MKB, Nexon) the minimum business objectitiase actually been realised for
the major part, that is, they realise the bengfiey strive for; they represent tideal
type. On the other hand, almost every company nemgreach the objectives they set
for themselves at the social level, and CSR agtitatgeting classical music actually
proves to be a socially useful activity, so thegideal companies in that sense.

The fourth hypothesis stated thatost domestic companies do not evaluate the
outcomes of their CSR activities targeting cladsmasic Strategic CSR is not typical
in the field of classical musi&o | accept the hypothesis, although in one-ose tae
correspondence of the targets and benefits apdaartheir evaluation and monitoring
are not typical. As for the strategic CSR, the dasion is that although it happens that
CSR in classical music is part of the corporateiada@sponsibility strategy of the
company, strategic thinking tends to be more tymts#hose companies where classical
music is not in the focus.

Overall, the depth interview proved to be an appade research methodology to accept

or in some cases to reject the hypotheses.
V. 3. The results of Q-methodology

Since | had two samples, | conducted the empiriesmearch based on the Q
methodology in two phases: | analysed the corpguadéessionals and the musicians
and, finally, | compared the respective resultsamigtld from the two samples and used
them to test my hypotheses. This was feasible dinee36 statements contained the
same sentences in both cases, to ensure compgrabili

The method produced eight factors for each sampldehe basis of the individual
preference rankings. In the corporate survey, I keyxr factors following VARIMAX
rotation, as the factors still explained 62% of #agiance, satisfying the 60% variance
level criterion. | applied VARIMAX rotation also fahe providers of classical musical
services, i.e. the musicians, to reduce the eigttbfs produced by the programme to
three, which explain 65% of the variance.

The scoreboards obtained by the Q methodology aadlye factors | received from
several aspects. First we could see the correlatiatnix showing the similarity in the
opinions of the people who completed the surveys@anthe basis of which it can be
expected that those with high scores would be puthe same factor. Then the
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programme determines the rank order of the statenwamcerning each factor, based
on a comparison of the average of the scores assignthe respective statements. This
is shown in two ways: in the order of the statermertd by factors. Then the method
defines the differences between the individualdies;tthat is, it compares the factor
values by pair for each statement in decreasingrdfeeir differences. As a result, the
statements subject to the biggest differences miiaps are located at the beginning and
the end of the rank order, whereas the ones upachwhe people in the same factors
agree most are in the middle. The tables belowatorthe responses typical of the
factor concerned, first in the original order oé tetatements, and then on the basis of
the common and divergent values of the opinionserAhat, the programme selects the
distinctive statements of each factor, it showsdifference relative to the other factors,
indicating by asterisk (*) the values where thdeténce is biggest between the factors.
Finally, the statements reflecting common standgaine shown, in regard of which all
factors express the same opinion.

As for CSR activities targeting classical musi@ dpinions differ, as shown already by
the fact that the respondents can be assigned/¢évasdactors, i.e. their opinions differ.
In what follows, | will analyse in detail the typicfeatures of people, opinion groups by
factor and also the statements that warranted #ssignment to different factors and
the ones in connection with which they agreed.

Tables 9-10 show the typical opinion groups that loa interpreted on the basis of the
rotated factor matrix. X indicates the factor whargiven opinion-maker belongs and
the total percentage of the variance explainedbydctor.

In the following subsections, | will present theiropns of the corporate professionals

and the musicians, respectively, and the relevesults, which | will then compare.
V. 3.1.Corporate results of the Q methodology

During the corporate survey, | strove, as preseatet®r the part on sample selection, to
include both SMEs and large enterprises, compdroes the countryside and from the
capital, and companies active and non-active in @S&assical music. This makes it
feasible to examine the attitudes of a rather bs@ttrum of respondents. | managed
to contact a total of 16 companies by e-mail orspeally for the Q methodology
survey, in which | asked every respondent to jutthgestatements in the capacity of a

person filling a specific position in the compamgt as a private individual. With the
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help of factor analysis, | assigned the compamés three factors, since the variance
value (62%) attained the expected 60% value afdloi®r number.

Automatic assignment to factors put all 16 companwithout exception, into one of

the groups. The companies are not evenly distribat@ong the factors (4-7-5), but
there is no such extremely high number anywher¢ Wauld have warranted the

researcher’s decision to assign a company elsewdeiekept the automatically formed

opinion groups.

Table 9: The factor matrix of corporate professisna

QSORT 1. Factor 1 2. Factor 2 3. Factor 3
1 FHB 0.3532 0.0946 0.6634X
2 MAV 0.1482 0.0943 0.3334X
3 Netpositive 0.8218X 0.0594 0.1209
4 Nexon 0.1702 0.8122X 0.1291
5 MrSale 0.4029 0.7523X 0.0660
6 MagNet 0.3058 0.7861X 0.1464
7 MFB -0.0245 0.7195X -0.0441
8 Siemens 0.6179X 0.2308 0.4287
9 MKB -0.3228 0.6291X 0.4056
10 Cogox 0.2334 0.4992X 0.0030
11 EMASZ 0.7197X 0.3358 0.2927
12 MOL 0.4553 0.1484 0.7669X
13 TVK -0.1363 0.0383 0.8723X
14 PWC 0.1336 0.6766X 0.3461
15 Erste 0.6615X 0.3342 0.3717
16 Vodafone 0.3643 0.0606 0.6763X
% expl.Var. 19 24 19
Number of persons by 4 - 5
factor
NENE @ EEErE Utility maximizers Altrqlstlcally Strategic thinkers
committed actors

Source: Author’s research

In the following, | will describe each factor based the statements to which the
corporate professionals assigned high and low galespectively. Table 9 shows the
groups to which factor analysis assigned the comepgan

I will present the specifics of the opinions of tberporate professionals assigned to

each factor on the basis of the factor values gpiddl scores of the statements.
Factor 1

According to those in Factor 1, the corporate-laveatment of support for classical
music is worthwhile for the most because the staklshis associate that with such

positive traits as high quality and expertise, amthis case, they confer the same traits
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also to the company. That is, people assume tbatrgpany supporting high culture and
in particular classical music does so becausedtber Irepresents values with which the
company can identify itself. This is why it is inpent for the companies concerned to
provide support to this area first and foremoshét gives them an opportunity also for
linking it to their name. The above arguments dearty in favour of utility for the
company, confirmed by the concurrent statement thay consider CSR targeting
classical music a good image-enhancing tool. Furibee, the focus on corporate
interests is corroborated by their advocacy forpsuting popular orchestras and their
preference for appearing as the single sponsotaskical musical events, since that
makes it more obvious that the name of the compaitlybe associated with the
initiative concerned. They consider it useful tketa stand in favour of the same thing
on every occasion; to show corporate responsibibtythe same actors (instead of
altering the list of the beneficiaries year by year consideration of the interests of not
only the company, but also the beneficiaries, awéithe fact that the predictability of
funding is crucial for the providers of servicelassical music. At the same time, they
also deem CSR in classical music a simple soluteamfirming their focus on the
interests of the company from several sides.

The professionals also consider commitment to dakssnusic one of the most
prominent criteria, through which a lot can be demearn a more positive reputation
socially. At a certain level, it is the mission thie company to support an area that
represents value, and to make that understoodosed by society. They consider that
important at the corporate, but also the persanadl] they feel responsible for making
classical music loved by their children and graildebn. The importance of these
statements means that if those who take decisiotieei CSR field consider themselves
personally responsible for classical music, ang #teep in mind also the commitment
of the company, it is much more likely that the gamy would carry out CSR activity
in that field. These statements purport to theaadility of assuming responsibility,
but there are corporate objectives also behind 8iate the professionals are of the
opinion that the love for classical music manifetslf also in the work culture, that is,
if the company staff get acquainted with the beaiitglassical music and come to love
it, they will be much more creative in their wobkehave differently with those around

them and be much more loyal to the company.
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Those in Factor Expect CSR activities targeting classical musigitd primarily
corporate benefits, but they also consider theasaility implications important; that's

why | call themutility maximizers
Factor 2

For the professionals in Factor 2, individual respbility is the most important, but
they also regard the commitment of the companyassaal music indispensable. That
is, they feel responsible for making this field éovboth at individual and at corporate
level. For the same reasons, they consider it eor d@rsupport for classical music is
directly proportional with the profitability of theompany; in their opinion, the
deterioration of the business results should notdelucive to relegating this area in
the background, as classical music could alreadylyasurvive without corporate
support, and a really responsible and committedpamy cannot let that happen.

In their opinion, classical music has positive eateristics, and by supporting it, the
company will be associated with similar positivéues. Neither is it important, in their
opinion, that classical music and support for idd be related to the core activity of
the company, because the value it representspactise of the core activity, may apply
to any company in any industry, whether a banlqresaltant or a transporting business.
They do not consider corporate support to classieadic superfluous at all, but neither
do they feel that such activity would project tmeage of irresponsible conduct on
behalf of the company. However, they believe teaims are not important at all in this
field: it is quite natural that support for clasdienusic will yield no tangible benefits,
and neither does it have to.

They agree that besides the company leaders, o#metsespecially the employees
should also have a say in decisions concerning &3ikdities.

Overall, we can say that companies in Factor 2gareiinely committed to CSR in
classical music, not because that may be usefuthercompany, but because they
consider it important to support classical musicaaglue; therefore, | labelled them

altruistically committed actors
Factor 3

The opinions of the respondents assigned to F&tonderlined that CSR targeting
classical music is yet another field that should ilplemented strategically. It is

important that it should take into account/keemind the interests of the company, and

13¢



actually produce returns on the investments ane hangible benefits. Therefore, the
strategic approach should be put in the limeligid & is only worth providing support
to classical music if that means more than jusirfgial support. Several types of CSR
activities ought to be realised also in this fi@éflwhich they assign priority importance
to education and to the establishment of scholarsygtems. From a strategic point of
view, it is also important that they think in theny term and provide support to the
same actors on every occasion and do that asigmb@rers, for this is how the benefits
can be maximised.

They, too, consider themselves personally resptéao classical music, but in their
case, the company can only assume responsibilitgléssical music at company level
if that is beneficial for it, and if it takes therm not only of cash support, but also long-
term co-operation with the beneficiary, so theyldobe called actors adopting the

strategic approach.
Exploration of the differences between the corporat factors

The differences of the factors highlight the poiatswvhich the opinions of the factors
differ most markedly (Annex 6, Figure 18).

Factors 1 and 2hink totally differently in regard of many thingaccording to the first,

it is only worth treating classical music in thentext of CSR if that provides for
association with the name, products / serviceshef dompany. They agree that the
activity should be treated as a marketing tool, emasider it one of the simplest ways
of its realisation in practice. They consider itp@native that their expenditure should
yield returns; that their support should yield tdtgy benefits. Corporate utility is thus
their main objective, so if their economic situatideteriorates, they will be able to
spend less also on this field. They think that tlseyp reach many people by CSR
activities in classical music, which also suppdtisir utility-maximising approach.
Those inFactor 2 on the other hand, focus on the interests ofespcand on the
preservation of the value represented by classmadic. It is not their goal that the
beneficiary of the support should be associatel thie company at once and, therefore,
neither do returns and corporate utility figure agdheir primary objectives. They
regret that the profitability of the company isetitly proportional with the amount of
support provided to classical music, for that methas a lower CSR budget means less

expenditure on classical music.
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There are most similarities between the opinionsFattors 1 and 3.As for the
implementation of CSR in classical music, on thieeothand, they are in conflict in
certain respects. Whereas thoséattor 1 consider support for classical music one of
the simplest CSR activity, those actor 3 stress that this is not a question of
simplicity, but should be viewed with a strategieean effort should be made to exit
the world of financial support and to promote dieaismusic along a concept, and they
suggest that education might be the solution. Toyeimions differ also in regard of the
ideal degree of contribution to decision-making @8R activities by others than the
company managerg&actor 1would give a say to others, wherdaactor 3is opposed

to that idea.

1. faktor
Association with the name
Marketing tool
ggﬁ type Returns, benefits
Work culture Target group
3. faktor 2. faktor

Say

Returns, benefits
Association with the name
Work culture

Figure 18: The differences between the corporat®ia
Source: Author’s research
The gaps are widest between the opiniong-adtors 2and 3. They disagree most
markedly on who should be given a say in deciscameerning CSR in classical music;
those in Factor 3 are definitely against involviagyone but the company leaders.
Another point where their opinions are very diffare€oncerns the relevance of the
returns: in the opinion of those iRactor 2 support for classical music should be
motivated not by the potential returns, but by thet that classical music represents
value to be preserved for the future generatiorsgreasFactor 3 deems this field
worthy of support only if that is clearly profitabfor the company, and the beneficiary

can be associated with the name of the company.
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The most marked differences occur in the followargas. Factor 2 deems returns on
investment almost irrelevant, whereas Factor 3 idens profitability imperative.
Except for those in Factor 2, all respondents tliat the support should be such as can
be associated with the name, products/servicdseofampany. And they (Factor 2) are
also the ones who take a position in favour ofrggvothers a say in decision-making,
instead of relegating that task exclusively to thenpany leaders. Only Factor 3 is of

the opinion that the love for classical music wibt manifest itself in the work culture.
Common points of the factors

Of course, there are certain statements in redanthich the members of the factors are
in complete agreement. They all consider themsegdeesonally responsible for making

classical music loved by their children and granidcbn. They also agree that support
for classical music is not superfluous at all, dhe stakeholders would not consider
them irresponsible for spending on that, especsiige the company is associated with
positive traits due to its promotion of classicalisic. However, there is unanimous
agreement that, within CSR, corporate responsiidit classical music is the field that

is least likely to yield any tangible benefits attigrefore, they consider it preferable to

combine it with other CSR actions.
V. 3.2.Q methodology results in the category of musicians

As indicated in connection with the sampling praged | invited professional and
amateur musicians from Budapest and from the cgsidi to complete the survey test.
A total of 22 persons aged 20-55 completed the ¢hodgelogy survey. With the help
of factor analysis, | assigned the individuals ifdar factors, since the variance value
(65%) attained the expected 60% value at this factomber. Automatic factor
assignment failed to place four of the 22 peopbea sesearcher’s decision was needed
to decide whether to place them in one of the mjsiactors or to create a separate,
fifth, factor for them. The distribution by factes not even equable at 7-2-4-5, but |
considered the criteria of applicability and evélra more important and, therefore, |
did not alter the distribution manually, but preser the automatically formed groups.
As for the four unassigned people who did not bgltmany of the factors, | analysed

them separately, to see whose opinion they sharéojic.
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Table 10: The factormatrix of musicians

Q-SORT 1. Factor 1 2. Factor 2 3. Factor 3 | 4. Factor 4
1 Aron 0.3434 0.3157 0.3493 0.5517
2 Geza 0.6474X 0.0291 0.3343 0.1783
3 Tamas -0.1343 -0.0635 0.7180X 0.3843
4 Szilvia 0.5286 0.4463 0.3283 0.1759
5 Dia 0.4964 0.1075 0.0688 0.6301X
6 Jozsef -0.0310 0.8799X 0.0635 0.0088
7 Krisztina 0.7081X -0.2538 0.0571 0.0718
8 JPeter 0.0998 0.0884 0.0731 0.7623X
9 BPeter 0.7149X -0.0630 0.1315 0.3910
10 Judit 0.1455 0.6159X 0.1054 0.2370
11 ZAndras 0.4526 0.0905 0.1134 0.4860X
12 AJanos 0.7530X 0.2137 0.2018 0.1916
13 BZsofia 0.0823 0.4204 0.7235X -0.0016
14 Kornelia 0.5157 0.2929 0.6595X 0.0733
15 PNiki 0.6390X 0.3708 0.1203 0.4421
16 PKorus 0.3243 -0.0697 0.3773 0.5858X
17 Robert 0.5277 0.0111 0. 5321 0.3751
18 AVera 0.2437 0.4034 0.4568 0.2986
19 FZsolt 0.3288 0.0044 0.7948X 0.1850
20 VBenedek | 0.8317X 0.2712 0.1137 0.1426
21 Gyongyver| 0.6308X 0.3950 0.0123 0.1168
22 JBarat 0.0952 0.3025 0.2984 0.6233X
% expl. Var. 24 11 15 15
Number of
persons by 7 2 4 5
factor
gi;?)?SOf e Actors focusing  Actors in a doAp;:tEﬂrg;S the .

on value favour of : Strategic thinkers

creation commitment IENL G

approach

Source: Author’'s compilation
Table 10 shows the groups into which factor analyassigned the musicians; |
described the factors based on their agreemergféisaent with the statements. | will
present the specifics of the opinions of the pessaneach factor on the basis of the

factor values and typical scores associated welstatements.
Factor 1

Those inFactor 1 are all amateur musicians or heads on institutiei®se opinion
reflects the great importance of the love for musitheir work. Respondents assigned
to Factor 1 deem personal responsibility and catgocommitment the most important
to make classical music known and loved by as maexgyple as possible, with its
inevitable implications for work culture: a perseho loves music will relate to things
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differently also in his/her work. In their opiniopeople associate classical music with
positive properties, and that is an asset alsother company which will also be

associated with the characteristics of quality argertise. They believe that CSR in
classical music may vyield benefits which may mastifehemselves also in

commitment/loyalty to the company, but they do de¢m association with the name of
the company so very important. Given the fact thagtport for classical music may
mean a lot in regard of the employees in terms ofkwculture and loyalty, as

mentioned before, they think that the employeesulsh@also have a say in CSR
decisions to feel owners of the whole initiative.

Factor 1 is alone in thinking that CSR serves esteily social objectives, without any
underlying corporate ones; they assume tlmaporate support for classical music is
meant to preserve classical music as a value anthke it loved by all, which might

make the people themselves more valuable. Accdsdingcall those in this factor

actorsfocusing on value-creation
Factor 2

Factor 2 comprises only 2 people, an amateur and a professimusicians, both of
them living/playing in an orchestra in the counitigs as reflected also by the
statements they rank highest, namely that it isemw@orthwhile for companies to
support local classical musical projects, whicprigbably the form they encounter most
often and that is more advantageous for them. Tdweyot consider it relevant that
classical music must be related to the core agtofithe company; since this is the case
with their supporters, and that should imply noadisgntage. They think that CSR in
classical music is not something the companiesaatwe in for the returns, as they
presumable respond to the needs of a small targappinstead, they stress the social
aspect, i.e. that people should adopt a posititieide to classical music but, although
not of primary importance, they do not considerpooate benefits to be out of the
guestion either.

Only the two people in this factor think that sugpfor classical music yields no
tangible results at corporate level, as it is noitable for image-enhancement or
commitment-promotion, and it raises the attentiba few people only. Those in Factor
2 believe that the long-term commitment of the campleader and hence the company

itself to CSR in classical music and its implemé&ataat local level is the best solution
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for the providers of classical musical servicestlsgy make up the group attors in

favour of commitment
Factor 3

Those inFactor 3 also consider personal as well as corporate comenit important.
They see support for classical music as a markejmign. In their opinion, the returns
on CSR in classical music are of necessity sm#iim in pop music and, therefore, the
first should take place in a form that offers tleenpany some benefits. Therefore, they
are in favour of dedicated corporate support incidygacity of single sponsor for certain
target group (whether an orchestra, an institutioan individual) as opposed to being
one of many sponsors. They believe that supponpdpular orchestras promises higher
yields and, therefore, consider the sponsoringooterts a better idea than support for
classical musical education. That is, if the conypapplies CSR in classical music as a
marketing tool, that may become a good image-enhgrtool and, in addition to the
social benefits, it may also generate profits fo@ tompany, but only if the entire
support scheme is subordinated to that consideratio

The actors in Factor 3 are those who stress mosdteatly that support for classical
music yields less returns than that for pop mueic, they are alone in disagreeing with
the assumption of correlation between work cultamel the love for classical music.
These people think that CSR targeting classicaicraugyht to be treated as a marketing
tool, since this is the only way to make this tyeactivity profitable for the company,

so they are those whamlopt the marketing approach
Factor 4

Persons making upactor 4 feel personally responsible for making classicailsit
loved by others, and they expect the companies talsssume that responsibility for
they are of the opinion that the latter can dotddothis cause. They are aware that the
company is not a charity institution, that is, regiare expected in CSR targeting
classical music the same as elsewhere and, therefoey think that single and
continuous support to popular orchestras and lpogjects ought to be in the focus.
Efforts should also be made to see corporate redpbty for classical music as more
than just cash donations, but to implement it icomplex way and in several forms.

They believe that CSR in classical music may b@@lgmage-enhancing tool also if



the company regards it as part of its strategy, way, the activity will be profitable at
both the social and the corporate level.

In Factor 4 it is most important that support féassical music should provide an
opportunity for the appearance of the name andiodycts/services of the company,
and that it should be related to its core actigtgce many people can be reached by the
diverse, i.e. not only financial CSR actions. $all themstrategic thinkers

Exploration of the differences and common points othe factors

In identifying the differences, | want to highligtite points where the opinions of the
various factors differ the most (Annex 7, Figurg.19

Actors focusing on value-creatidft) andthose in favour of commitme(®) disagree
most on who should have a say in CSR decisions; ldtter trust the personal
commitment of company leaders, whereas the fornuee ¥or the more extensive
involvement of others. Those in Factor 1 show mamderstanding for the negative
implications of deteriorating profitability for spprt to classical music and, therefore,
they deem other activities than cash support (schloip, education) useful as well.
According to Factor 2, on the other hand, the compwill not be judged more
positively in any respect if it supports classioalisic, which generates less tangible
benefits anyway, and should be pursued out of comemt and not for the hope of
some returns. Factor 1 sees value-creation andractommitment as the ultimate
reason for CSR in classical music.

The opinions ofFactors land 3 differ most in the ideal degree of interferencetlhy
company in the use of the support amount, setratlaethe advocates of the marketing
approach who, however, would define the amountfiigefunction of the business
results of the company. Those who focus on valeatmn believe more in the positive
correlation between work culture and classical masid in support for education, less
useful for the corporate objectives deemed importanthe representatives of the
marketing approach. Factor 3 would put CSR in daasanusic at the service of
marketing in every respect.

The opinions of the members Bactors 1and4, respectively, differ most in the way
they express the objectives: the first give pnjotit the social objectives, i.e. that people
should see classical music as a value, indeperydanithether the relevant expenditure
yields any results, whereas for the latter supfmrtliassical music is conceivable only

at the strategic level, at the service of the cafmobjectives.
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Target group 1. fakor Benefit
Strategy Decision
Targets CSR type
Benefit Economic impact
Benefit
Target group
4. faktor Association with the name 2. faktor
Strategy
Spending of support
Marketing/strategy Economic impact ﬁ’r‘;"g .
Spending of support Work culture Assgciation with the name
Commitment Marketing tool Berefit
Target group

3. faktor

Figure 19: The determinants of of the factors’ gis@ment in the case of musicians
Source: Author’s research

The opinions ofFactors 2and 3 differ most in the assessment of the image-boosting
role of CSR targeting classical music: for thedgtthis is almost the only argument in
favour of such support, for they see this actipitynarily as a marketing tool. Factor 2,
on the other hand, assumes that it is best if obart the company leader has a say in
decisions on CSR in classical music, since the ciomemt and interest of the leader
makes corporate returns less important and henddedecisive factor.
Factors 2and 4 also differ most in terms of the profits to be readl and their
relevance. Those iRactor 4trust that it is worthwhile to deal with classicalsic at
strategic level, because if many people can beneshand the support can be linked to
the name of the company, such activity will be \Wwattalso from the business point of
view.
Factors 3and4 have different opinions on the potential of CSRclassical music for

raising the commitment of the employees to the @mgpthe latter believe that it does
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raise it and employees are interested in the phitepic activity of the company,
through which many people can be reached. Howebey deem it important for
success that the company can tell to the classicaical organisation what it should
use the support amount for, to secure its own estsrthereby. Factor 3 focuses
exclusively on the interests of the company, boti$eto think in short term and to treat
CSR in classical music only from the point of vielmarketing.

As for the peopléeft outby the automatic classification, Respondent N& dlasest to
Factor 4 based on the responses, i.e. agrees mdustthe strategic approach.
Respondent No. 4 agrees most with those in Fagtoorisidering support for classical
music representing value the most important. Redgaois No. 17 and 18 are the most
difficult to classify, for their opinions fluctuatéetween those expressed by the
members of the two factors. No. 17 considers supporclassical music a value, but
also a suitable marketing tool, whereas No. 18t&kes between commitment and
marketing, but considering the highest scores, theuld both belong to Factor 3
characterised by the marketing approach.

All four factorsagree on certain issues. There is unanimous agreemehe weight of
personal responsibility, and no factor consider® @&classical music a superfluous or
irresponsible activity, arguing that it does cacgytain benefits anyway, whether social

or corporate.

V. 3.3.Conclusion and prognosis based on a comparison withe Q methodology

research results

| assigned the companies to three factors basetheranswers of the 16 corporate
professionals to the Q methodology survey, andntlusicians were assigned to four
factors, and the relevant results helped me tesfolfowing hypotheses. The statements
let me assess the attitudes relative to three hgges (1, 2, 3), i.e. personal
commitment, financial support and service-relateBRC and social and business
benefits. As for the second part of Hypothesis #ao@ng to having a strategic CSR, |
could demonstrate that with this methodology irt paty.

Proof of Hypothesis 1

Personal commitmerdppeared in all three corporate factors, thaths, respondents
think that they can do a lot personally for the enpositive judgement of classical

music in society, and to introduce that genre toppeand to make them love it. Three
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of the respondent corporate professionals werethbsdeaders of their company, so in
their case their personal interest in classicalicncsuld obviously mean a lot in regard
of support for classical music. However, | made®§ at the other companies, too, to
have the Q methodology statements completed byl@dapolved in the relevant
decision-making process or representing the lagt sefore the company leaders. This
way | can say thak partly accept Hypothesis (B the main driver of CSR activities
targeting classical music is the personal inteoéshe company leaders —, but personal
interest applies not so much to the company leaderisrather to decision-makers in
general, who may be the same persons in SMEs, batare different persons in the
large companies.

According to the musicians, one might say that ¢hws Factors 1 and 2 deem the
interest and commitment of the company leader patisable for the realisation of CSR
in classical music, whereas according to the dilwerfactors, companies tend to turn to
classical music much rather by considerations drlwetheir business interests. Persons
focusing on value-creation trust that awarenesthefcompany and its leader of the
values carried by classical music, and the releypansonal interest of the latter will
mean a lot indecision-making. Those in favour omaodtment, on the other hand,
clearly base their hope for support being allocated classical music on the
decision/personal interest of the company leadee musicians’ reviews suggest that
Hypothesis (1}s true in part only for if a company thinks in terms of businessd8R

decisions will not be influenced by the personéiiest of the company leader.
Proof of Hypothesis 2

As for the relative weights of financial vs. protfservice-related CSR actions within
CSR in classical music, the opinions of the corf@rfactors are different. They all

consider financial support important and those actérs 2 and 3 actually deem it the
CSR action that is the easiest to realise. FacteroB the opinion that diverse corporate
responsibility programmes and initiatives are néedkso in classical music, stressing
the importance of education and scholarships. Tdggge with Factor 1 in that it is

worthwhile to support classical music if it gives apportunity to introduce/use the
product/service of the company. Obviously, finahgapport plays a major role in

corporate social responsibility targeting classmalsic, but both the possibility and the
need exists for implementing other actions whiclghhimply less expenditure for the

companies, decreasing thereby the strength of treelation between CSR and
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profitability and strengthening long-term stratetfimking. Based on the attitude survey
of the corporate professionaldypothesis (2)s considered to b&ue, i.e. Hungarian
companies typically adhere to the internationatdre.e. the share of financial support
decreases, and that of product/service-related &$Rties comes to the foreground in
CSR targeting classical music.

The opinion of the musicians confirms the truth Hypothesis (2)but partly, for
financial support is often indispensable on theesaf the beneficiaries for their
operation proper. However, some among them seedteomic situation realistically,
and understand that it will only be worthy for axquany to support classical music if
that provides it an opportunity to showcase itdpats/services.

Proof of Hypothesis 3

The corporate factors agree that CSR targetingsicismusic improves the image of
the company, but the returns are smaller than tihmogmpular music or other areas,
whereas their opinions on tkecial and business beneftsCSR in classical music and
on its importance differ. Factor 1 deems sociapoasibility targeting classical music
suitable for attaining business aims. They feet thenay be definitely fruitful for the
company to treat that area as part of its CSR. fitnmary objective is to realise
business benefits, and the concurrent social yutiihks second only. Factor 2 sees
support to classical music as a means of valueepraton, not of profit-generation, and
it does not consider it important at all that ibsld generate benefit that can be realised
by the company. Their CSR activities are meantréate value for society, that is, the
primary goal is to produce social benefits, whe@aporate profit is secondary. Factor
3 attributes a major role to supporting classicaisim in both the company and in
society. They consider the relevant returns irghispble, but they examine the option
of support for classical music from the strategoinp of view, and are of the opinion
that CSR activities taking into consideration th&erests of the company and of society
alike and producing value for both are as necessagfassical music as elsewhere.
These attitudesonfirm Hypothesis (3)as it is obvious for all three factors that CSR
activities targeting classical music are usefultf@ company from the social as well as
the business point of view, with differences orfigit priority ranking.

Each of the four factors composed of musicians exthat CSR activities targeting

classical music are useful. Factors 1 and 2, hewaleem their social benefit more
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important, whereas Factors 3 and 4 explicitly vfate their business benefits. Thus
Hypothesis (3) is confirmealso among the musicians.

Proof of Hypothesis 4

The Q methodology statements include none on mamit@nd evaluation, but one may
nevertheless draw conclusions regarding the sepamntdof Hypothesis (4), i.e. how
typical strategic CSR is, on the basis of that edthogy.

The proponents of the strategic approach, i.eetinds think CSR can be fruitful to the
company and would like to exploit that, were assdyto Factor 3 for the corporate
professionals and Factor 4 for the musicians. dir thpinion, the activities targeting the
field of classical music should also be put onratsgic basis and the relevant methods
of support should be subordinated to that strat@tmat is to say that strategic CSR
thinking is present also in the field of classigalsic, but it is not widespread yet, so |
considerPart 2 of Hypothesis (4} i.e. that strategic CSR is not typical in thddfief

classical music #ue.
V. 4. Combination of the empirical research results

| chose three gualitative research methods to ptlowédnypotheses: document analysis,
semi-structured in-depth interview and Q methodpl@gl three methodologies helped
me prove my hypotheses, but for the sake of oltgiai complete picture, | combine
their results and draw my conclusions on that b@sble 11).

Hypothesis 1 is proved by the results of the inesrg and the Q methodology research.
The interviews have shown that in small businesgessonal interest in and
commitment to classical music on behalf of the camypleaders (also the owners of the
SME) was quite marked. They acknowledged that tbegd classical music and this
was one of the reasons why they supported it vi&.CEherefore, in their case, |
definitely accept Hypothesis 1. As for the largenpanies, however, although the issue
of the personal interest of the company leaders nas&d in the interviews with the
CSR executives, they did not want to make thatipuBind, their multi-level initiative-
taking and decision-making systems also suggestl tmast reject this hypothesis for
the large companies. The Q methodology researctric@md the personal commitment
results of the interviews. Therefoteaccept Hypothesis 1 for the SMig)ere the main

driver of CSR activities in classical music is fersonal interest of the company leader
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indeed, but in regard darge companiesl reject the hypothesis because it cannot be
proven beyond doubt.

Hypothesis 2 could only be proved by the combimatb the three research methods,
which could only prove part of the hypothesis ogeohe. The interviews revealed that
financial support has been diminishing steadilyrabhe past years, since the economic
crisis. Document analysis yielded little informati@on the amounts concerned, so
neither could their decline be studied with thathmod. We can say, however, that CSR
in classical music linked to the core activity apme at several companies in the past
three years and seems to be gaining ground. Thee@oadology has shown that
corporate professionals deem financial support agy eand good solution to a
decreasing extent, and they tend to shift in fax@uU€SR related to the core activity
also in the field of classical music. On the basfighe above, | acceptlypothesis 2,
namely that Hungarian companies typically adher¢hto international trend, i.e. the
share of financial support decreases, and thatamfuet/service-related CSR activities
comes to the foreground in CSR targeting classmaic.

Hypothesis 3 and 4 are also supposed to be deratatstoy the interview and the Q
methodology.

Hypothesis 3 was supported by both research metlagd$e interviewees named both
business and corporate benefits in connection @BIR in classical music, and in the
exploration of the opinions, both corporate prof@ssls and musicians agreed that both
business and corporate benefits can be realised bgmpany supporting classical
music. Therefore, | definitely acceplypothesis 3as CSR activity targeting classical
music is useful for the company in both the soaral the business sense

In relation to Hypothesis 4, the Q methodology degpinformation only on the
strategic approach to CSR, visible in the opiniohshe respondents, as both samples
comprised a factor of the advocates of strategiokihg, but cannot be labelled
“general” yet. The interviews gave an opportunity ihquire into monitoring an
evaluation; these are not typical/hardly treatedlladf the companies, at least not in the
field of classical music, and the strategic apphnoacalso less marked behind such
support: indeed, where strategic CSR is visibldhatcompany, classical music tends to
be relegated into the background. On the basibefbove, hceceptHypothesis 4for
most domestic companies do not evaluate the outc@mtheir CSR activities targeting

classical music, and neither is strategic CSR i€ classical music.
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Hypothesis 5 was proved with the help of documealysis. | analysed the documents
and websites of a total of 142 large companiespsimane third of which were active in
classical music. In a breakdown by industries aodsidering the ratio of classical
music supporter/non-supporter companies, it castaed that the majority of banks,
energy companies and vehicle manufacturers traasiclal music as part of their CSR.
Food industry, transportation and logistics, on ¢batrary, typically do not treat this
field at all. Based on the above,atceptHypothesis 5namely that the industry
determines whether a company pursues CSR activitjassical music or not, so there

are typical classical music supporter industries.



Table 11: Summary of the thesis results

Hypotheses/Methodology

Document analysis

Interview

Q methodology

Aggregate results

(1) The main driver of CSR
activities targeting classical
music is the personal

interest of company leaders

Truefor the SMEsandfalse
for large companies

There is no doubt as to the
personal commitment and
interest of the corporate
respondents, but they are
not all company leaders as
well at the same time, so:
true for the SMEandfalse
for large companies.

SMEs:True;
Large company:
False

(2) Hungarian companies
typically adhere to the
international trend, i.e. the
share of financial support
decreases, and that of
product/service-related
CSR activities comes to the
foreground in CSR
targeting classical music.

Partly true,as the method
provides information only on
the second half of the
hypothesis, that is, CSR in
classical music linked to the
core activity appeared at
several companies in the pas
three years.

Partly true,as the share of
financial support has actual
decreased, but that does ng
necessarily imply the sprea
of CSR linked to the core
sRCtivity.

!}[f'rue,for this is what the
Gattitude of the professional

indicates.

True: The
decreasing share o
financial support is
demonstrated by the
interviews and the
spread of CSR
linked to the core
activity by
document analysis.

(3) CSR activity targeting
classical music is useful for
the company in both the
social and the business
sense.

True: according to the
interviewees, CSR in
classical music is useful in
both the business and the

True: all factors see the
inherent business and soc
advantages.

social sense

True
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Hypotheses/Methodology

Document analysis

Interview

Q methodology

Aggregate results

(4) Most domestic
companies do not evaluate
the outcomes of their CSR
activities targeting classical
music. Strategic CSR is not
typical in the field of
classical music.

True,because they do not
check the outcomes of the
CSR activities in the field of

classical music, and strategic

CSR is not typical in this
areaPartly true,because this
method provides no
information on the first part
of the hypothesis, but as fa
as the second part is
concerned; strategic CSR
does appear, although it is
not general.

Partly true,because this

[ :

method provides no
_information on the first part
"of the hypothesis, but as fa
as the second part is
concerned; strategic CSR
does appear, although it is
not general.

True: According to
the interviews there
iS no monitoring,
and both the
interviews and the
Q methodology
verify that strategic
CSR is not typical.

(5) The industry determines
whether a company pursues
CSR activity in classical
music or not. There are
typical classical music
supporter industries.

True: banks, energy
companies and vehicle
manufacturers are typical
classical music supporter
industries, whereas the food
industry and transportation
and logistics are typical non-
supporters.

True

Source: Author’'s research
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SUMMARY

Generalization, validity and reliability

The generalization, validity and reliability aré @litical points in the field of qualitative
research, which require continuous attention tadisearcher.

The generalization is one of the most contentiessas in qualitative research, so my
goal is not to generalize the research resultsdeixplore CSR activities concerning
classical music and the motivations behind themiclvitould provide a basis for
further researches.

Towards the validity and reliability, the undermened devices were used in the
course of research’s plan, process and analyses.d€finitions and the main research
guestions were precisely defined which were coasibt applied and constructed
according to the hypotheses. Accurate researclegirajas made, as a first step large
companies dealing with CSR concerning classicalienusre filtered out by document
analysis so they were specifically contacted int séaps of the research. The interviews
were recorded using dictaphone and | continuowsik notes, then refined them. Any
of the companies requested anonymity, only oneréxgs&ed to remain anonymous, so
every claims and codes exactly can be retrievedtlamdesults were sent them at their
request. In the analysis the coding was inspireen&ure objectivity. The results were
compared to the theoretical hypotheses and priernational research results.

The generalization, validity and reliability arechuproblems during the qualitative
research, which means limits, despite the fact thaed to eliminate them, but | am

confident that the reasearch and its results cantiudevelop further research.
Thesis summary

Classical music and its survival have been got tmdable in recent years due to the
desire of the state which used to adopt a patstimhpproach to culture to shed that
role, with the implication of major fund losses fibve providers of classical musical
services. The main alternative for offsetting tbesks was the intensification of the
companies’ role, i.e. the growing emphasis on tigpert policy of the business sector.

At the same time, the role of corporate social eesbility has gained ground in the

20th century and even more these days, and the stalebdkend to give voice to their

growing expectation that companies should actuabgume responsibility and do
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something good for their surroundings, for whichROSitiatives in the field of classical
music might offer a solution. That is, the reason éxistence of the domestic CSR
activities concerning to classical music is presamtboth the demand and the supply
side.

In thefirst chapterthe study of literature has shown how many ways laow many
points of view the CSR could be interpreted. Basadprevious researches through
analysis of the concepts corporate responsibilag mterpreted along four dimensions:
profit, marketing, volunteering and stakeholderke Tefinition of responsibility was
essential in terms of my thesis, since to be medsand researched the subject, it is
absolutely necessary.

In thesecond chaptethe issues were more narrowed and areas of réseare in the
focus so the literature of corporate philanthroppnation and sponsorship was
processed. | have shown the motivational factaass ¢buld influence a company when
it decides to support for the arts. The presesriatif the theoretical background has
given the opportunity to explain theories and medetlong to the research questions
and to clarify the main research question furthiény does the corporate sector support
classical music and how does it pursue its CSRiactiargeting classical music?

In the third chapterthe national researches related to the CSR werepted, which
helped to choose the research method. | decideobsis of them that the qualitative
research method is the most suitable for my rebdapic to evaluate the domestic CSR
activities concerning classical music.

In thefourth chaptey | formulated the hypotheses, for which internagiostudies about
support for the arts were used as the hypotheses se¢ up in a deductive way on the
basis of the theory and the international expegsenthree qualitative research methods
were used to prove them: in-depth interviews, Qhoeblogy and document analysis.
The semi-structured in-depth interviews and the &hwmdology were applied for
dometic SMEs and large companies as well as fasmal music service providers, so
by asking both sides more complex and also mor&ulusgormation for practical life
could be obtained. These methods were used tohs#daamotivational factors behind
CSR activities for classical music, to explore desin the rate of financial support, to
show the realization of the social and businessfitenand to prove the presence or
even the absence of the strategies. Document @nasysonsidered to be the most

appropriate and the most cost-effective researchhadeto determine industry's
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dependence on CSR concerning classical music aagpiore the changing gravity of
financial support and the responsibility directhkled to the company’s core activity.

In thefifth chapterthe results of the researches were introduced.

In document analysithere were 142 companies, so on the basis ofritakyse of the
companies in my research it can be concluded feabéanks, the energy companies and
vehicle manufacturing companies are likely to kessical music-supporter industries,
but the food industry and transport and logistictae are typically non-supporter
industries, the fifth hypothesis has been proved tihe industry can be a key factor for
CSR activities concerning classical music. The wetlof document analysis also
provided an opportunity for examining the sweep GfSR activities related to the
product/service, which in the past three years mioi@panies were appeared, so the
second hypothesis was partly proved.

Q-methodologyvas filled in by 16 corporates and 22 professionasicians, on which
the respondents were grouped in to three and faotoffs. These results can be
concluded as the following: The individual's comment has an important role in CSR
activities for classical music so the managers'speal interest can be indeed an
important driving force in the course of making idemns. In practice, however, this
motivational factor is only true for SMEs, whilelatge companies it is dwarfed by the
multi-level decision-making process of CSR. Thaffiaial support will not necessarily
satisfy the musicians’ expectations and becaudbeotrisis, companies also can offer
less financial support, so the need has been agxpearroll back them and to replace
them to other CSR activities forms, mainly to CSkkéd to company's product or
service on the field of classical music. The bussn@nd social benefits of CSR
concerning classical music is obvious for compaarms$ musicians too, although in the
judgement of different factors the realization log tbenefits is variant. The assessment
and monitoring of activities is not at all typidar the companies and they believe that
responsible behavior towards this area is les&eghbn the basis of strategic decision-
making, although its existence is considered torportant by some factors.

Based on the results the selected research methieds considered appropriate to
examine the research targets and test the hyptheses

| hope that by the evaluation of domestic CSR &ws targeting classical music my
research have helped the field of classical musa tompanies’ commitment to
classical music can develop and strengthen, soctineent unresolved situation of

classical music service providers could be improved
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Relevance and benefits of the research

Based on the processing of the theoretical backgronaterials and on the empirical
research, the thesis contributes to the theorediwdlempirical understanding of CSR in
regard of the following points.
Results obtained from thkeoretical background
1. Definition of the scope of the concept of CSR (cogbe social responsibility)
and assignment of the relevant special literatudirnensions.
2. Interpretation of corporate philanthropy and exalmn of its drivers.
3. Typing of companies through the systematic classifon of the motivation
factors.
4. Exploration of the methodology and results of daive®searches about CSR
and international researches about corporate sufgrdhe arts.
Results obtained from thampirical researchsummarised also in Table 11.:
1. Development of opinion groups through the invesioya of the ranges of
companies and musicians, respectively.
2. Exposition of the main drivers underlying CSR tairgg classical music.
3. Examination of the types of CSR, in particular fingl support and activities
associated with products/services.
4. Exposition of business benefits and social utéitgessible through CSR in the
field of classical music.
5. Examination of the issue of evaluation and cordwad search for the existence
of strategic CSR.

6. Exposition of the industry-dependence of CSR tamgetlassical music.
Proposals for further research

If CSR activities targeting the field of classiecalsic will be determined in the future
even more by industrial affiliation and the strdngt the link between corporate social
responsibility activities and the core activity tbe company, it will be worthwhile to

examine the means for facilitating such productiserrelated CSR actions in classical
music so as to ensure that the broadest possibtge raf companies should provide

support for classical music at that level.
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Furthermore, little is known about how open thevpters of classical musical are in
this regard, and this research could disclose thapart only. To assess these
circumstances, it would be useful to explore theuacand potential domestic CSR

activities targeting classical music also by quatitie method.
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ANNEXES

Annex 1: Summary of Hungarian CSR researches

device and medium

Association

Name of the research Research leader Year of the Object of the research Number of | Research method
research researched
companies

ARH research csrnetwork, Accountability) 2006-2008, | CSR integration in the strategy, | 40 + 20 Rank order on the 0-100 scale,

organisation, annually stakeholder involvement in based on public information

Braun & Partners Hungary decision-making in four fields
CSR 24/7 Braun & Partners Hungary 2010 Transparé@dSR communication 4x25 Use of website information,

of companies along seven dimensions,
CSR 24/7 CEE-100 Composite
Index

CSR Online Terraldea Research and | 2006 Online CSR communication 100 Website analyased on indicator

Consulting system
Responsibility and KPMG 2008-2009 Non-financial transparency, report100 Report analysis
sustainability at large making practice
companies in Hungary
TOP 50 Braun & Partners Hungary 2006 CSR interficetapractice, 27 (50) Questionnaire survey, statistical

communication analysis

Business donation Civil Tarsadalom Bejesért| 1998 Donation policy and practice 46 (1400) Quest#ire survey

Alapitvany (Foundation for

the Development of Civil

Society)
CSR: Comparison of theory anjdWorld Bank, TARKI 2005 CSR theory and practice 1500) Questionnaire survey (oral)
practice comprising 36 closed questions
Supporter activity of large Hungarian Donors’ Forum 2010 Mapping of supportactice 69 (192) Questioning by phone, self-
companies declaration via e-mail
Pre-eminent Business Donor Hungarian Donors’ Forum2006-2009, | Presentation of donor’s activity 24 (508) questiains

annually

Sponsoring — communication | European Sponsorship 2008 European sponsoring practice 385 Online quasdire
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Name of the research Research leader Year of the Object of the research Number of | Research method
research researched
companies
CSR in the financial sector Braun & Partners, GFK | 2006 CSR: its situation, relevance, 32 Structured in-depth interview
Hungaria Market Research options comprising 18 basic questions
Institute
Interpretations of corporate Corvinus University of 2006 CSR interpretation 5+5 Semi-structured intmvi
social responsibility in Hungary Budapest, Institute of
Business Economics
CSR and competitiveness Corvinus University of | 2007-2009 Investigation of the correlation 27 27 interviews at 10 companies
Budapest, Institute of between CSR and competitiveness
Business Economics
Socially sensitive companies Habitat for Humanity 2010 Social responsibility 17 (87) In-depth intemwi
Hungary
WWF research among large | WWF 2009 Presence of CSR at companies 31 interview
companies in Hungary
Report on a Survey of Hungarian Environmental | 2004 Release of CSR-related informatipn 27 Questiva survey, websites,
Corporate Social responsibility Economics Centre (MAKK) reports, personal interviews
of the Largest Listed Publicity Index
Companies in Hungary
An Overview of Corporate FIDH 2006 CSR documentation, analysis 16 Intervéend questionnaire
Social Responsibility in
Hungary
Social investments Hungarian Donors’ Forum 2008 v&upf donation practices 8 Case study: questioaraaid
interview
Corporate Social Responsibility GKI Institute for Economic | 2008 CSR interpretation, practice, plan 1500 and|4Buestionnaire and interview

(CSR)

Research

Source: Author’'s compilation based on informatidmained from researches

179



Annex 2: Draft of the questions of the semi-structured corpmate interviews

Introduction, and presentation of the topic of Theesis, i.e. interpretation and analysis
of CSR activities in classical music of domesticnpanies as social responsibility not
directly linked to the core activity of the company
Review of the objective of the interview, explooatiof the special, classical-music-
related CSR of the company, understanding of itévaton, the relevant objectives
and benefit, collection of the available documeatet and sources.
Name of the position and professional history efititerviewee.
Identification of the problem areas, in two steps:
Part 1
= Please tell me about the company’s activities pert@ to classical music.
=  Why did you choose this particular form for CSRciassical music?
o0 How did you select it?
o Whom did you involve in decision-making?
= What is the goal of the company with activitiestos type?
o Do you take into account corporate as well as sobijgctives?
=  Why did you choose the field of classical musicZWht something else?
= If not mentioned:
o Do you evaluate or monitor CSR activities in claasmusic?
o If the answer is positive: How do you evaluate tRem
o Ifitis negative: How do you make decisions inittasence?
Part 2
= Depending on the answers to the questions in Part 1
= What do you think is the task of a responsible camypand how does classical
music fit in the picture?
= |t seems that classical music can be used to mflieertain stakeholders. What
is your attitude to that?
= How important is it for the company to generateiblés business benefits
through the co-operation: How do you see that?
= What benefit does this co-operation yield in theldof classical music and in
society?

Thanks expressed for the interview and offer taldbe thesis
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Annex 3: Q methodology statements

“Companies, CSR supporters of classical music/
Providers of classical musical services, CSR beiazfes”
Research

Corvinus University of Budapest

Please evaluate the following statements on a sfal@ to +3 based on the extent of

your agreement with their content.

Meaning of the score values:
= -3:1do not agree at all
= O | partly agree, partly not (it is indifferent toe)
= +3: | fully agree

Please place the 36 statements in the annexeddalplgtting one statement in each cell
(Corrections and replacements permitted.) When greuready, write in the table the

respective serial numbers of the statements.
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Q methodology statem

ents:

1. I am personally
responsible for the
degree of openness to
classical music of my
children and
grandchildren.

2. | can’t do much
for the socially
positive judgement
of classical music.

3. The returns on
CSRin classical
music are smaller
than those on CSR
in pop music.

4. CSR activities in
classical music
should be treated as
a marketing device.

5. It is more
worthwhile for
companies to
support a different
classical musical
ensemble or concert
on every occasion.

6. The corporate
scholarship system
created for musicians
is profitable for
companies.

7. To make the
companies better
known, it is not enough
to focus on classical
music within CSR; it is
better to connect it to
some other CSR actiof

8. Itis more
worthwhile for
companies to
support local than
national classical
musical CSR
nprojects.

9. Employees
should not be giver
a say in company
decisions
concerning CSR
activities.

10. Within the CSR
1 activities, the
benefits of those
targeting classical
music are the least
realisable.

11. Support for
classical music
entails the risk that
the stakeholders
regard the company
as irresponsible.

12. Support for
classical music does
not boost commitmen
to the company.

t

13. It is quite natural
that support for
classical music brings
no tangible benefit to
the company.

14. Company
employees are not
interested in such
corporate
philanthropic
activities as CSR in
classical music.

15. It is better if
others than the
company leaders
also have a say in
decisions
concerning CSR
targeting classical
music.

16. By supporting
classical music,
companies take into

account the interests

of a small target
group.

17. ltis difficult to
imagine that support
for classical music is
" implemented with a
strategic objective.

18. Corporate suppor
for classical music is
needless.
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19. Support for the tuitior
of classical music makes
better service to the

interests of the companig
than sponsoring concerts

1 20. CSR activities
targeting classical
music serve
2exclusively social
5.0bjectives.

21. The love for
classical music
manifests itself in the
work culture.

22.1ltis no
disadvantage for the
company if support for
classical music does
not follow from its
core activity.

23. If the company
gets committed to
classical music, it can
do a lot to make it
understood and loved
by a broader circle of
people.

24. It is worth
supporting classical
music through the sales
of company
products/services (e.qg.
spend on classical mus
HUF1 of the price of
every product they sell)

25. Support for popular
orchestras significantly
improves the image of th
company.

26. The supporters g
classical music are
first and foremost the
ecompanies that see
financial support as
the essence of CSR.

1:27. Support for

| classical music is on
of the simplest
solutions for the
realisation of CSR.

28. It is worthwhile to
support classical musi
pif it gives an
opportunity to
introduce/use the
product/service of the
company.

C29. It is not CSR
targeting classical
music is not the ideal
image-enhancing
device for the
companies.

30. Returns on
investments are
important also for CSR
in classical music.

31. Supporting classical
music is only worthwhile
for companies if it can be
related to the name,
products or services of
the company.

32. Itis better if a
company is the sole
supporter of a
classical musical
event than if it is one
of many supporters.

33. Companies
should pursue CSR
activities of several
types (in cash, in
kind, voluntary,
strategic etc.) in
classical music.

34. It is good if the
companies can have §
say in how the
beneficiary
organisation is to use
the support they
provide.

35. Itis an error if

2 companies reduce firg
the amounts allocated
to CSR in classical
music upon the
deterioration of their
economic activity.

36. Support for classica
music improves the

t assessment of the
company’s
products/services due t
the positive features
(high quality,
professionalism etc.)
associated with it.
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Annex 4 Classical music supporter companies participatingin the document

analysis

Company Industry Company Industry

Aegon Magyarorszag Lear Corporation

Altalanos Biztosité Zrt,insurance company Hungary Kft. vehicle manufacture

MagNet Magyar

Allianz Hungaria Zrt. | insurance compan K6zdsségi Bank Zrt.| bank
telecommunication | Magyar Export-
Antenna Hungéria Zrt,| industry Import Bank Zrt. bank
Magyar Hipermarket
Auchan Magyarorszag trade Kift. trade

Audi AG

vehicle manufactur

Magyar Posta Zrt

state-owned

Banco Popolare

Hungary Bank Zrt. bank Magyar Suzuki Zrt. | vehicle manufacture
pharmaceuticals telecommunication
BorsodChem Zrt. industry Magyar Telekom industry
Bosch vehicle manufactut MAV Zrt. transport
Budapest Bank Zrt. bank MFB Zrt. bank
Budapesti Elektromos
Miivek — ELMU-
EMASZ energy industry | MKB Bank Zrt. bank
MOL Magyar Olaj-
CIB Bank Zrt. bank és Gazipari Nyrt energy industry
MVM Magyar
Citibank Magyarorszagbank Villemosmivek Zrt. | energy industry
Commerzbank Zrt. bank OTP Bank Nyrt. bank

DENSO Gyarto
Magyarorszag Zrt.

vehicle manufacty

Porsche Hungaria
Kereskedelmi Kft.

vehicle manufacture

DRB Dél-Dunéntuli
Regiondlis Bank Zrt.

bank

Posta Biztosito

insurance company

E.ON Hungaria Zrt.

energy industry

Raiffeisen Bank Zrt.

bank

Erste Bank Hungary

Zrt. bank Samsung Hungary electronic industry
Siemens
FHB Bank Zrt. bank Magyarorszag electronic industry

GDF Suez

energy industry

Szerencsejaték Zrt.

state-owned

Generali-Providencia

Biztositd Zrt. insurance compan| Tesco trade

Tiszai Vegyi
GRANIT Bank Zrt. bank Kombinat Nyrt. energy industry
K&H Bank Zrt. bank UNIQA Biztositoé Zrt.| insurance company

K&H Biztositod

insurance company

Vodafone
Magyarorszag Zrt.

telecommunication
industry

Kinizsi Bank Zrt.

bank

Zwack Unicum Nyrt.

food industry
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Annex 5: Preliminary results of the document analysis

Company
/
Research
guestion

What is the goal of the
company’s CSR activity targeti
classical music?

n . ) X
Hassical music do the companies purst

What type of CSR activity targeting

What business and social benefits does
IC,SR targeting classical music generate
for the company?

How does the company
evaluate and check the result
of its CSR activities targeting
classical music?

(2

Erste

to mediate value, increase clie
numbers, ensure the positive
development/reinforcement of
the brand/image

Erste for the first - LFZE scholarship -
cash; MUPA strategic partner - financia
nt other co-operation, but confidential,
bank branch - business-type support -
minor sum; Metropolitan HD - in cash,
budget halved over 5 years

to keep clients, improve the company’s
reputation

no opportunity, only the
marketing campaigns are
measured, only press
appearances

FHB

value-mediation, meeting socia
expectations

children choir Nyiregyhaza -- in cash;
local initiatives - in cash, but beneficiari
visit the local branches for counsel with
increasing frequency

through classical music, they can reach
social group that is worth the effort as it
characterised by higher qualifications a
gimcomes, i.e. the middle strata, and
classical music raises their awareness
the Bank

they know what they spend
imoney on; trend research is
ncarried out to query awarenes
raising, in-house information
b§upply is established, but thes
are not monitored

(7]

Magnet

10% of profits allocated to NGOs -- KAl
programme, clients may allocate their
own 10% at their discretion; Community
House NGO programme under
preferential conditions; NGO account-
keeping; recommendation card
programme interest offered, new client:
HUF2-7000; Adam Fellegi’s concert at
the bank branch - sponsorship in the fo

D

rm
not in the focus

impact assessment exists, bu
monitoring is no objective, 60
65-70% vote, 13-21 thousand

to fill a socially useful function

of financial support

t

people
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Company/
Research
guestion

What is the goal of the
company’s CSR activity
targeting classical music?

What type of CSR activity targeting
classical music do the companies pursue

What business and social benefits does
£ SR targeting classical music generate
for the company?

How does the company
evaluate and check the result
of its CSR activities targeting
classical music?

a7

MAV

nurturing of traditions, suppor
scheme inherited

MAV Symphonic Orchestra - in cash, in
kind, real estate, communication co-
operation; 16 culture houses - VOKEZ
society; budget shrinking by 5-10% year
year

on
could not quote any example

they cannot measure it

MFB

value-preservation, support fg
a noble cause

Gulyas Dénes Foundation - to familiarise
people with the opera, financial support,
irregular singing lesson, 10 operas in ney
versions; Weiner Szasz Chamber
Symphonic Orchestra - complimentary
rticket in return; Szent Efrém Male Choir;
Habilitas scholarship study support

v

altruistic sponsorship - no publicity valu
no profit, society - number of persons tg
be reached should be high

el
no monitoring, but statement
accounts provided

pf

MKB

consilidation of the profile

Liszt Ferenc Chamber Orchestra - record
events, but that has been terminated, in
- little money, application, financial

consulting; MKB scholarship with NGYSZ

(National Children’s Safety Service), 100
persons intellectual next generation,
Christmas concert young Hungarian talet
Nutcracker concert, financial amounts
reduced

Sv
rash

4

nt,
give and take, it should be profitable for
the company to be worthwhile

new clients - retail and
business; visibility of the logo
and the name

MOL

not an explicit target, value-
preservation, nurturing of
traditions, pro-quality
approach, let's reach many

people

previously BFZ, today pop music rather;
music lessons with Kaldka at MOL; Talern
Support programme, purchase of assets,
travel expenses, classical music: the 2nd
highest number of applications - in cash,

t

performance, cd

not in the focus

not assessed
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What is the goal of the

What type of CSR activity targeting

What business and social benefits doeg

How does the company
evaluate and check the result

a7

d

Company/ |company’s CSR activity classical music do the companies pursue?CSR targeting classical music generate of its CSR activities targeting
Research |targeting classical music? for the company? classical music?
guestion
marketing tool measurable, this
marketing, treated as is not really monitored, a
communication tool, support monthly 1-2 hits on the fellegi
MrSale for a noble cause Fellegi home concert - finarmiglport to raise number of buyers website
support of online appearance via their
services, website creation, marketing
activity - online communication, banner; 1x
money for Balazs Horvath's concert;
promote the social recognition projects - development in an altruistic waypeople are grateful, positive feedback,
of classical music, secondary| assistance for concert organisation; wouldoositive image, promotes positioning,
objectives: positive provide also financial support in a good | started out from altruism but resulted inja
brand/image- financial situation, but thinking rationally, | positive image, association of positive
Netpositive | building/reinforcement that is less justified characteristics not measured
voting 600/4000, but tends to
positive brand/image decrease, letter of thanks for
building/reinforcement, Zuglé Philharmonic Orchestra, support in involvement in the decision-
keeping of the corporate targetcash for 6 years, grew from HUF 1 to 2 making process, staff membefs
group, positive features million, divided into three parts; 15 concert await the tickets eagerly,
associated with the company,| tickets since 2008; Pastorale concert ser|es internal news portal - 18-20
reinforcement of loyalty to the| for children; 1. year - BFZ - the relationshijmternal PR, child education, not a likes/event, 1-10 clients
company via personal was not good; from 2. year on: Zuglo marketing tool, may be used to acquire| deemed it a marketing trick a
Nexon attachment Philharmonic, better objective competitive edge unsubscribed to the newslettgr
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a7

What is the goal of the o . What business and social benefits does How does the company
, L What type of CSR activity targeting . . . evaluate and check the result
Company/ | companys CSR activity classical music do the companies pursue'.g:SR targeting classical music generate of its CSR activities targeting
Research |targeting classical music? for the company? classical music?
guestion
BTF, MAV symphonic orchestra: the past;
change as of 01 October 2012 prohibited,
zero tolerance, efficiency, cost-trimming,
rationalisation, CSR linked to technology
innovation - system utilisation,
Metropolitan, New York; Schnétberger
Foundation, in cash; foundation - Ernst vpn
Siemens, Musical Nobel Prize; musical
festival - continuation, because
strategic objective, not a goal| broadcasting is ensured, Miskolc Opera | transactions -- cultural events as a means,
Siemens only a tradition Festival feedback, no returns required not assessed
musical support terminated, ad hoc if
association with the corporatg contacts with a city are good, as in
brand, linked to the core Debrecen, but attempts to support an
Vodafone | activity orchestra have not met the expectations not ifoities monthly reports, not measured
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Annex 6: lllustration of factor differences in the categoryof corporate professionals

Factor Q-Sort Values for Statements sorted by Conse
Factor Scores)

No. Statement

10 Within the CSR activities, the benefits of tho

1 1 am personally responsible for the degree of

14 Company employees are not interested in such c
11 Support for classical music entails the risk th

18 Corporate support for classical music is needle

3 The returns on CSR in classical music are smal
23 If the company gets committed to classical musi
22 It is no disadvantage for the company if suppor
33 Companies should pursue CSR activities of seve
25 Support for popular orchestras significantly i

26 The supporters of classical music are first and
36 Support for classical music improves the asses
17 Itis difficult to imagine that support for cl

7 To make the companies better known, it is not e
20 CSR activities targeting classical music serve
16 By supporting classical music, companies take
8 Itis more worthwhile for companies to support

5 It is more worthwhile for companies to support

24 1tis worth supporting classical music throug

12 Support for classical music does not boost comm
4 CSR activities in classical music should be tr

29 Itis not CSR targeting classical music that i

6 The corporate scholarship system created for m
32 ltis better if a company is the sole supporte

34 lItis good if the companies can have a say in

21 The love for classical music manifests itself

35 ltis an error if companies reduce first the a

nsus vs. Disagreement (Variance across normalized

Factor Arrays
No. 1 2 3

se targeting 10 -1 0 O
opennessto 1 2 3 3
orporate phila 14 0O 1 O
at the stakehol 11 -2 -3 -3
SS. 18 -3 -3 -3

ler than those 3 0O 1 1
c,itca 23 3 2 1
t for classic 22 1 3

ral types (in 33 0 1
mproves the ima 25 3 2 1
foremost the 26 -1 -1 -2
sment of the 36 3 3 2
assical music 17 2 -1 -2
nough to focus 7 1 2 2
exclusively 20 -1 0 -2
into account 16 -1 1 0
local than 8 0o -1 1

a different 5 3 -1 -3

h the sales 24 2 0 -1
itment to the 12 3 0 -1
eated as a 4 1 -2 -1
sthe good 29 83 -1 -1
usiciansis 6 o 1 2
rofa 32 3 1 3

how the 34 1 0 -1
inthe work 21 2 0 -1
mounts 35 -1 2 0
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2 | can’'t do much for the socially positive judg
9 Employees should not be given a say in company

13
19
15
28
30
31
27

It is quite natural that support for classical
Support for the tuition of classical music mak
It is better if others than the company leader
It is worthwhile to support classical music if
Returns on investments are important also for
Supporting classical music is only worthwhile
Support for classical music is one of the simp

ement of classic 2 2 -1 0
decisions conce 9 -1 -3 1
music brings no 13 0 2 -2
es better servi 19 -2 -2 3
salsohavea 15 1 3 -2
itgivesan 28 2 -2 1
CSRin classica 30 1 -2 3
for companies if 31 2 -3 0
lest solutions 27 2 -2 -3



Annex 7 lllustration of factor differences in the categoryof musicians

Factor Q-Sort Values for Statements sorted by Conse
Factor Scores)

No. Statement

13 It is quite natural that support for classical

11 Support for classical music entails the risk th

1 I am personally responsible for the degree of

18 Corporate support for classical music is needle
26 The supporters of classical music are first and

7 To make the companies better known, it is not

33 Companies should pursue CSR activities of seve
2 | can’'t do much for the socially positive judg

14 Company employees are not interested in such ¢
28 It is worthwhile to support classical music if

24 1tis worth supporting classical music throug

23 If the company gets committed to classical musi
4 CSR activities in classical music should be tr

25 Support for popular orchestras significantly i

27 Support for classical music is one of the simp

5 It is more worthwhile for companies to support

3 The returns on CSR in classical music are smal
20 CSR activities targeting classical music serve

19 Support for the tuition of classical music mak

17 Itis difficult to imagine that support for cl

16 By supporting classical music, companies take
30 Returns on investments are important also for
29 lItis not CSR targeting classical music that i

36 Support for classical music improves the asses
22 1t is no disadvantage for the company if suppor

9 Employees should not be given a say in company

nsus vs. Disagreement (Variance across normalized

Factor Arrays
No. 1 2 3 4

music brings 13 101 -1 1

at the 11 -3 -3 -3 3
opennessto 1 3 2 3 3
SS. 18 -3 -3 -3 -3

foremost the 26 -1 0 0O O
enough to focus 7 O 1 1 1
ral types 33 2 1 2 3
ement of classi 2 3 -2 3 -1
orporate 14 0O 1 1

it givesan 28 2 -1 -1

h the sales of 24 2 0 0 O
c,itcandoa 23 3 2 2
eated as a 4 0 1 1
mproves the . 25 1
lest 27 0 0
a different 5 -1 3 -1 -2
ler than those 3 1 0 3 0
exclusively 20 o -2 -2 -2
es better 19 1 -1 -2 0
assical music 17 o 1 -1 -2
into account 16 1 2 3 -1
CSRin 30 -1 -2 1 2
s the . 29 2 2 -2 -1
sment of the 36 3 -1 2 1
t for classical 22 1 3 1 -1
decisions 9 -2 1 -2 1
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8 It is more worthwhile for companies to support
21 The love for classical music manifests itself

15 Itis better if others than the company leader

6 The corporate scholarship system created for m
35 ltis an error if companies reduce first the a

34 Itis good if the companies can have a say in

31 Supporting classical music is only worthwhile

12 Support for classical music does not boost comm
32 ltis better if a company is the sole supporte

10 Within the CSR activities, the benefits of tho

localthan .8
in the work 21
s also have 15
usicians is 6
mounts 35
how the 34

for companies 31

itment to the 12
rofa 32
se targeting 10
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