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Abstract 

 
In the context of corporate social responsibility studies there is a gap in understanding these actions at small and medium 
enterprises (SME). The processes stimulating social expenditures and the motivations in doing so at this level would provide 
useful information in explaining this phenomenon. At large corporations CSR is part of strategies, there are employees dealing 
with it managing CSR budgets. However only in smaller enterprises we can understand the decisions to invest in social actions, 
the domains of such actions and their perceived impact. Our analysis investigates the social expenditures in the form of 
donations and sponsorship registered by SMEs reporting profit in Oradea. The data was extracted from the National Agency of 
Fiscal Administration regarding expenditures of small and medium enterprises in 2013. There are 20% of all SMEs that declare 
such costs, a percentage that we consider is significant for this phenomenon. In this paper, we explore the extent to which 
these investments vary depending on the size of the enterprise (measured as business rate and number of employees), profit 
and domain. As expected the bigger the firm, the higher are the chances to donate money and also the amount donated is 
higher. Future studies should focus on qualitative data mostly motivations of such expenditures.  
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 Introduction  1.

 
The interest regarding the social involvement of companies has reached high levels in the last years, even if from a 
research standpoint the benefits can be contested (McWilliams et al. 2005). Practitioners are interested mainly in the 
effects of such actions for the companies, while lobbyists and policy makers are interested in the community level effects. 
Beyond the many controversies regarding to which forms of involvement are most important, there is a general 
agreement that enterprises can contribute positively to development.  

Donations and sponsorship are considered at the top of social responsibility actions, as a concrete and specific 
form of involvement. Other forms include different level policies (environmental protection, human resources, customer 
relations, etc. ) and actions towards the satisfaction of requests of different stakeholders. Social responsibility is 
traditionally associated to large companies, multinational corporations however several studies reveal that this is an 
attitude which may characterize all type of organizations: large and small, public and private, governmental and non-
governmental.  

In this paper we focus on one of the classical forms of social responsibility of firms – the expenditures for social 
causes from small and medium enterprises (SME) in Oradea - Bihor County, Romania. This topic is a part of a 
postdoctoral study regarding the social involvement of Romanian organizations, study in which we try to identify both the 
forms of such actions, as well as their causes and obstacles. So far we have observed significant information that for 
Romania it is important to analyze these processes for small and medium companies. Mechanisms that trigger social 
involvement for these firms can hinder ways to promote such attitude from all companies. More, there is some evidence 
that the motivations and forms of social involvement of smaller companies bring closer theories of CSR to the one of 
individual community participation. Active citizenship is a concept that bridges the two directions as it widens the contexts 
in which social involvement takes place.  

The analysis of this article started with the main question – is there enough evidence of social activity of SMEs? 
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Due to the availability of data we restricted our analysis to Oradea as we expect that in this regard the differences 
between counties should not be very large. More, knowing the fiscal facility regarding the deduction of taxes for donations 
or sponsorship we limited the search for evidence of social involvement of small and medium enterprises in Oradea, 
Bihor county to this form of action. We are aware that there are other ways SMEs may get involved in their community, 
however this is one of the key forms considering CSR theory, and thus defining for this phenomenon. The first question 
this paper is answering is to what extent small and medium enterprises from Oradea donate money as social involvement 
actions? More, aiming at the characterization of this process we answered to the second question: which are the firm 
level characteristics that stimulate such actions?  
 

 Social Responsibility: Discourse or Reality? 2.
 
2.1 General framework 
 
Social responsibility of organizations can be considered a new paradigm regarding business-society relationship 
(Saveanu et. al. 2014). The topic has gained high notoriety in the last two decades both from theoretical and practical 
perspectives. Nonetheless theoreticians did not yet reach full consensus regarding the concepts used (corporate social 
responsibility or performance, corporate citizenship, corporate sustainability and the list can continue) as well as 
regarding what constitutes social behavior on behalf of organizations (Aguinis and Glavas, 2012). The most widely used 
concept remains corporate social responsibility (CSR) and the distinctions between this and other terms are not that 
clear-cut. In this paper we will refer to CSR, acknowledging that such social attitude can be observed generally in 
organizations private as well as public, large as well as small (Acar et. al. 2001).  

We are considering a narrow definition of CSR as “actions that appear to further some social good, beyond the 
interests of the firm and that which is required by law” (McWilliams et. al. 2005, p. 3). A classical, yet broader, approach 
was developed by Carroll (1979, 1991) comprising all economical, legal, ethical and discretionary responsibilities of a 
company. We consider that the first two are mandatory to all firms and as such should not be considered when deciding 
when a company is socially responsible and not. Even following such an approach CSR can be contested as being purely 
discourse in the form of PR propaganda or another form of domination of large companies (Banerjee, 2007). The 
difficulties in assessing the impact (Barth et. al. 2007) rise also questions regarding which actions are relevant in 
considering social responsibility and also which are the more profitable investments for companies as well as for society 
as a whole (Knox i Maklan, 2004).  

Measuring CSR is one of the core problems and a requiring critic within this topic. It starts with deciding which 
actions can be considered socially responsible ranging from mission statements to direct involvement in community 
programs. Some theoreticians argue that the motivations behind each action are the ones that make the difference 
between opportunists and “true” CSR, however practitioners consider that it should be a win-win context. If we disregard 
the reasons behind such actions one of the areas which does not raise question marks whether it represents or not social 
responsibility is represented by offering money to charities or social campaigns. Donations and sponsorships are at the 
top of CSR pyramid (Carroll, 1991). This is the level of CSR we focus on in this paper: the donations offered by small and 
medium enterprises in Bihor County. Information regarding the destination of this money was not available and 
consequently it is impossible to discuss the impact of these payments. More, qualitative data is needed in order to clarify 
the motivations behind these investments and the choice for the beneficiaries.  

Regarding the factors that stimulate social responsibility the literature highlights both subjective (manager level 
factors such as motivations and attitudes) and objective factors. Lindgreen (2009) shows that the interests regarding 
different stakeholders changes depending the level of development of the firm. At the begging, with few employees and 
lower incomes, companies will be interested in primary stakeholders (such as clients), however as the company grows it 
integrates social objectives into its strategy and invests systematically in these actions. Consequently we will expect that 
this trend can be observed when analyzing small and medium enterprises (up to 250 employees), as we are investigating 
the relationship between the decision to donate money and the size of the firm.  

 
2.2 CSR policy in Romania in the European context 
 
European Commission uses the concept of social responsibility of enterprises as a larger context then corporate social 
responsibility. The definition is derived from the narrow approach of CSR as the “capacity of enterprises to voluntarily 
take up actions, beyond their legal obligations, to achieve social and environmental objectives in their everyday activity” 
[authors’ translation based on the definition posted on http: //ec. europa. eu/social/main. jsp?langId=ro&catId=331 ]. 
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However the levels considered by the Commission as relevant for enterprises in this matter are structured on the legal 
which is mandatory and voluntary: “integrating social, environmental, ethical, consumer, and human rights concerns into 
their business strategy and operations” (http: //ec. europa. eu/growth/industry/corporate-social-responsibility/index_en. 
htm).  

There are several documents assumed or agreed upon by the European Commission regarding CSR. These 
include policies promoting social responsibility of enterprises in Europe (Green papers and Strategies of CSR), standards 
and performance parameters (ISO 26000 Guidance Standard on Social Responsibility), evaluations and comparisons of 
achievement of these standards and the objectives set in the strategies.  

Within the European frame, the social responsibility of small and medium enterprises was considered a priority of 
the European Alliance on CSR (COM (2006) 136). In the light if this approach SMEs are considered to have a great role 
in sustaining a responsible business environment and as promoters of such an attitude. However in consequent 
evaluations it was noted that the impact of CSR policy on SMEs is small as their social actions will be inconsequent and 
unintegrated in a strategic approach. Consequently the impact of such actions will be less relevant then those of large 
companies and programs proposed by alliances (COM (2011) 186). Nonetheless we consider that the European focus on 
SMEs’ CSR provide enough context for furthering research on this topic. Consequently we reflect in our study some of 
the efforts made in this regard by SMEs in Oradea, namely in the form of donations or sponsorship.  

Through the European level studies and assessments of CSR impact, some conclusions regarding Romania can 
be drawn. Up to last year, comparative studies reveal the lack of maturity mostly by Romanian agencies in fostering CSR 
initiatives but also by Romanian business in engaging in such actions. Even if several steps were undertaken with the 
elaboration of a national strategy and the initiation of specific actions, these are fragmented, lack transparency, are 
dependent on external funding and are insufficiently monitored and reported (Williamson et. al. 2014). As such, the 
National strategy for promoting social responsibility (2011) has little visibility and was not translated into concrete action 
plans and steps towards its implementation. This strategy (2011) defines the national priorities in a wide range of 
domains from social security to work, environment and education. Both the priorities and the strategic objectives have a 
high degree of generality which make them harder to measure. The action plan presented in the end of this strategy 
defines general guidelines on each priority and sets responsibility areas; however it lacks concrete steps to be 
undertaken by each identified actor and, as so many other similar documents in Romania, remains without practical 
applicability.  

If one considers the narrow view of CSR, the legal aspects are relevant if considered as facilities meant to 
stimulate such actions and not the mere obedience to the law. As such, in Romania there are several fiscal initiatives for 
enterprises meant to stimulate social actions. There are also more targeted initiatives regarding employment/human 
capital or the environment but these are not the object of the current analysis. We refer mostly to the Fiscal Code by 
which people can direct 2% of their taxes to a specific NGO (art. 84 (2)- (3)) or the deduction of 20% of the due tax of 
amounts offered as sponsorship or donations (art. 21, lit. p). These mechanisms stimulate directly enterprise philanthropy 
– the top of Carroll’s pyramid (1991). The promotion of these mechanisms in Romania is conducted mainly by the 
beneficiaries of such initiatives / NGOs whose activities can be financially supported with these sums.  

In our analysis we focus on the latter instrument, the deduction of 20% of taxes for donations, aiming at the 
assessing the impact at small and medium enterprises in Oradea. More, we will also analyze the profile of the enterprises 
undertaking such investments.  
 

 Social Responsibility of Small and Medium Enterprises in Oradea 3.
 
3.1 Research methodology  
 
The objectives of this paper, were both to assess the extent to which small and medium enterprises use the fiscal facility 
of deducting up to 20% of taxes as donations or sponsorship, and also to analyze the profile of the SMEs which declare 
such costs. In order to achieve these objectives we analyzed data provided by the National Agency of Fiscal 
Administration regarding expenditures of small enterprises in 2013. We considered companies which registered profit as 
only these can deduct taxes as donations. The available data in order to have a homogenous sample included the whole 
population of small and medium enterprises.  

The main data reflects the amount of money offered as donation or sponsorship. In order to create the profile of 
companies which have social investments, we collected also data regarding the size of the enterprise: number of 
employees, profit and turnover. Unfortunately there was no data available regarding the destination of donated money, 
data that would shape the profile of social investments of small companies.  
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3.2 Main conclusions 
 
Out of the total 14. 562 active SMEs registered in Bihor county in 2013 (according to the National Institute of Statistics: 
http: //statistici. insse. ro/shop/), there are 2782 which declared profit to the Agency of Fiscal Administration. As presented 
in Figure no. 1, 18% offer different amounts as sponsorship or donations.  
 

 
 
Figure no. 1. Number of small enterprises from Bihor County offering donations, Agency of Fiscal Administration, own 
calculations 
 
Even if this percentage seems rather small (and 3,4% is even smaller when reported to the total number of small 
enterprises), we consider that it is significant for social responsibility of these enterprises. This finding supports previous 
conclusions regarding the openness of micro and small enterprises in Romania towards social responsibility actions 
(Saveanu et. al. 2014). We thus reinforce the conclusion that CSR of SMEs is an understudied phenomenon that should 
gain more attention by researchers.  

The average money donated is of 2685 lei, about 600 euros. The data reefing the profile of donations is presented 
in table 1 and the normal distribution of the sums offered as donations can be observed in figure no. 2. Unfortunately 
there was no data regarding the destination of this money: NGO’s, campaigns, or individuals. This type of information is 
fundamental in a creating a complete picture of social actions supported by these firms.  
 
Figure no. 2. The distribution of donations offered by small enterprises from Bihor County offering donations, Agency of 
Fiscal Administration, own calculation 
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Table no. 1. Description of donations offered by small enterprises from Bihor County offering donations, Agency of Fiscal 
Administration, own calculations 
  

No. Cases 504
Mean 2685,35

Std. Deviation 3821,83
Minimum 10,00
Maximum 37814,00

Sum 1353417
 
Turning to the profile of the enterprises which financially support social actions, we investigated one of the classical 
determinants of CSR: size of the enterprise (Lindgreen et. al. 2009). Consequently we tested the relationship between the 
donated amounts and number of employees, profit, and turnover.  

All three considered independent variables considered significantly correlate with the donations and sponsorship: 
turnover (p=0. 681, sig=0. 00), profit on reference year (p=0. 586, sig=0. 00) and number of employees during the 
reference year (p=0. 139, sig=0. 00). These data support the conclusion that the amounts donated by companies are 
increase along with the increase in profit, turnover and number of employees: as a firm is growing so are the chances it 
will display this form of social responsibility.  

More, regarding the influence of profit we could investigate also rather there are differences between the forms that 
donate and those that do not. Again, through T-test we can highlight a positive relation: the average profit is significantly 
higher for the companies who donate money than those that do not (F=1. 74; equal variances not assumed; sig. =0. 00).  

We need to compare the group of SMEs to large companies, and to make comparative analysis between the group 
of small vs. medium enterprises in order to generalize this conclusion. At this point we have found important evidence 
that within the small enterprises the social responsibility actions are influence by the level of development of the firms.  
 

 Conclusions 4.
 
We can say that the incidence of the fiscal facility regarding tax deduction for donations and sponsorship is of 18% 
among the profit gaining small and medium enterprises in Bihor County. The factors facilitating such actions on behalf of 
enterprises are the profit, turnover and number of employees. Both the existence of donations, and the amount spent in 
this manner are influenced by these aspects related to the size of the firm – the richer and larger a small firm chances 
increase to donate, and the sums increase along with the development of such firms.  

As mentioned above, this conclusion was validated solely for the small and medium enterprises and further 
analysis should extend the comparison with large enterprises. Nonetheless there is evidence to suggest the same pattern 
in general. Another limit is the result of the lack of information regarding the destination of this money. In order to 
complete the image regarding social responsibility actions at the top of Carroll’s CSR pyramid we need information 
regarding the actions that are actually funded through these donations and more information on how where these social 
actions chosen.  

This paper fills in an important gap in the knowledge regarding CSR in Romania, as well as CSR within SMEs. The 
main conclusion is that within these enterprises there is an important orientation towards social actions which need to be 
understood better. More, understanding the mechanisms that stimulate the investment in social actions at the level of 
small enterprises would improve our knowledge regarding these processes and consequently would highlight methods for 
promoting social involvement of companies.  
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