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Course Description: 

The corporation has emerged to be seen as the most powerful social  

and economic institution of a modern society. Technological and economic 

development has increased the importance of giving social legitimacy  

to business activity. Furthermore, the changing management reality 

demands a fresh perspective on developing organizational strategies.  

This course presents an overview of the field of corporate social 

responsibility and sustainable development. It defends the idea that having 

a fair and friendly approach to the business environment, based on mutual 

trust with economic and non-economic institutions provides the basis for 

further development of both the business and society. In addition,  

the course is to highlight the place of CSR in business strategies in Central 
and Easter Europe comparing to Western part. 

Learning Outcomes 

(Goals and Objectives of 
the course): 

The purpose of this course is to analyse the connection between corporate 

social responsibility and economic activity from global perspective. 

Particular emphasis will be placed on barriers and opportunities for CSR  

in Central and Easter Europe. Students are exposed to the modern 

management dilemmas based on paradoxes such as: globalization versus 

local adaptation of business strategy, profitability versus social 

responsibility. 

Entrance qualifications: Fundamentals of Management & Marketing 

Course Content: 

1. Introduction to Corporate Social Responsibility 

2. Consumption, Satisfaction and Social Change. Environment  

and Social Challenges of Modern Corporation.  

3. The Stakeholder Approach to Corporate Social Responsibility.  

Social and Ethical Aspects of Global Sourcing  

4. The Markets of Developing Countries: Opportunities and Threats.  

5. Social Responsibility of Human Resources Management.  

6. Corporate Communication and Cause Related Marketing.  

7. Values in Business.  

8. Ecology and Business.  

9. CSR and IT Technology.  

10. Societal Acceptance  

Summary: Corporate Social Responsibility and Competitiveness; 

Sustainable Development and Business. Cross-Sector Alliances  

as integral part of CSR. 

Assessment policy 
(examination): 

1. Group presentation (25%) 

2. Class Preparation, Active Participation (25%) 

3. Research paper (50%) 
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Methods of Instruction: Lecture, discussion, case study method, text analysis 

  

 

 


