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Abstract: The paper investigates the extent to which the largest Romanian travel agencies, in 

terms of net turnover and profitability, adopt CSR practices. The analyzed data regards a set 

of relevant Romanian travel agencies, which during the last five years have been present at 

least once in an annual ranking regarding the highest net turnover and/or profits of such 

specialized businesses. In order to evaluate the level of CSR practices adoption in the 

investigated travel agencies, an online survey was conducted among their top managers 

mostly marketing managers (one respondent for each travel agency). The questionnaire was 

adapted based on the recent European Commission’s awareness-raising questionnaire 

regarding CSR, and comprised several sets of items reflecting employee and workplace 

policies, environmental policies, marketplace policies, community policies, and, respectively, 

company values and their dissemination among employees, customers, business partners and 

other stakeholders. The results of the current research show, on one hand, a relatively high 

engagement of the top Romanian travel agencies in certain CSR activities, but, on the other 

hand, a relatively low adoption of specific practices in some domains. Although the literature 

regarding the impact of perceived CSR in the tourism industry suggests a significant level of 

influence on corporate reputation and, indirectly, on consumers’ behavior, trust, loyalty and 

other important commercial aspects, the investigated travel agencies don’t seem to pay a high 
importance on communicating their CSR practices to customers, or to the general public. The 

paper also tries to correlate the results regarding the extent to which CSR practices are 

adopted and communicated with the financial/commercial performance in terms of turnover 

and profitability. 
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Introduction 

 

Despite internationally increasing emphasis on corporate social responsibility (CSR) in the 

tourism industry (Holcomb et al 2007; Sheldon and Park 2011), knowledge regarding how 

tourism distribution sector members adopt and implement CSR policies, and their relationship 

with business performance is rather scarce, most of such studies being focused on other 

tourism sectors such as the hotel industry, or the airline industry. However, little is known 

about how Eastern European and, more specifically, Romanian tourism industry members 

adopt and implement CSR policies, and how this relates to their business outcomes, the few 

studies conducted so far, especially in the tourism distribution sector, being either too general, 

or restricted to certain particular CSR aspects.  

 

Therefore, considering the scarcity of literature regarding CSR adoption and its relationship 

with business outcomes in the tourism distribution sector, on one hand, and in the Central-

Eastern European and especially Romanian tourism industry, on the other hand, this paper 

aims to investigate the extent to which the largest Romanian travel agencies, in terms of net 

turnover, adopt and implement CSR policies, and to correlate these findings with their 

business performance reflected by net turnover and net profit/loss. 
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Literature review 

 

CSR basically refers to those voluntary activities that prove the inclusion of social and 

environmental concerns in business operations and in interactions with stakeholders (van 

Marrewijk, 2003). However, despite numerous efforts to define the concept, there is still no 

universally accepted unique definition of CSR (Dahlsrud, 2008; Freeman et al, 2010).  

Considering the most relevant literature on CSR systematization, three main approaches 

regarding CSR can be outlined. The first approach comes from Carroll (1979) who presents a 

four-dimensional conceptualization of CSR, including economic, legal, ethical, and, 

respectively, discretionary (philanthropic) responsibilities. According to Carroll, none of the 

four responsibilities are optional if the firm wants to be involved in long-term relationships 

with its stakeholders.  The second main approach regarding CSR systematization originates 

from the concept of sustainable development and regards CSR as a three-dimensional 

structure, including three facets (economic, environmental and social), companies having to 

take into consideration society’s well-being, managing their impact and role in economy, 

environment, and society (Pérez & del Bosque, 2013).  The third relevant approach comes 

from Freeman et al (2010) who conceptualize CSR within a stakeholder management 

framework, categorizing the social responsibilities of companies based on their stakeholders: 

shareholders/investors, customers, employees, suppliers, the environment, the society, the 

local community etc. A similar approach is developed by Mandl & Dorr (2007), who consider 

that CSR implies that companies integrate social and environmental concerns in their business 

operations and in their interaction with business relevant groups on a voluntary basis, the 

main fields of CSR activities covering four main stakeholder categories: workplace, 

community, environment, and market (customers and business partners included). 

 

CSR has strategic importance, the literature suggesting that companies which adopt and 

implement CSR benefit from several advantages such as better attraction and retention of 

employees and customers (Kim & Park, 2011; Sen & Bhattacharya, 2001; Peloza & Shang, 

2011). Moreover, by adopting, implementing and communicating CSR policies companies 

can “establish an industry leadership position, launch a brand, leapfrog competitors, penetrate 

a new market, profile a new product, engender customer loyalty, generate employee 

commitment, and ultimately transform a company’s reputation” (Ogilvy 2010, p.11).  
 

CSR has become an essential part of business strategies in the tourism industry, covering 

aspects such as environmental protection, fair working conditions, or contributing to the 

welfare of local communities. The “European Cities Marketing” organization argues that 

tourism businesses have strong relationships to the local communities in which they are 

operating, strongly influencing the socio-economic development of these regions, while for 

customers and employees the integration of CSR strategies extremely important (Smith & 

Ong, 2014). The tourism distribution sector, alongside with other tourism industry sectors 

such as transportation, face environmental issues more critically than others such as 

accommodation providers or restaurants (Sheldon & Park, 2011). Moreover, travel agencies 

have a critical role in destination sustainability, due to their influence on destinations 

development and on tourists’ choice of destinations (Van Wijk & Persoon, 2006). However, 

despite their important role in the tourism sector, travel agencies show a lower engagement in 

CSR activities as compared to other tourism industry sectors members (Van Wijk & Persoon, 

2006; Tepelus, 2005). The tourism companies considered to be at the forefront of CSR are 

mostly major corporations such as airlines, hotel chains and cruise lines, while travel agencies 

are regarded as less involved in regard to the issue of CSR policies adoption and 

implementation (Wight, 2007). 
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Methodology 

 

This paper aims to investigate the extent to which the largest Romanian travel agencies, in 

terms of net turnover, adopt and implement CSR policies, and to correlate these findings with 

their business performance reflected by their net turnover and net profit. In order to 

accomplish the research objective, an online survey was conducted among members of the top 

management (CEOs, marketing managers, sales managers, brand managers) of an initial 

sample comprising the largest 20 Romanian travel agencies, in terms of net turnover. For each 

travel agency included in the initial sample, several top management members were 

personally and directly contacted, presenting them the research issue, asking them to complete 

an online questionnaire, and promising them in exchange a reward consisting in a 

personalized research report for their companies. Eventually, out of the 20 travel agencies 

included in the initial sample, after a data collection process of two months (Aug-Sep 2014), 

14 (70%) provided completed questionnaires (one per each travel agency). 

 

Table 1: Data regarding the final investigated sample 

 

Travel Agency 
Net turnover

*
 

(mln RON**) 
Net profit

*
 

(mln RON**) 
No of 

employees
*
 

Respondent’s position in the 
company 

Accent Travel & Events 47.0 -1.6 41 Sales Manager 

Aerotravel 150.0 0.9 96 Marketing Manager 

Business Travel & Turism 70.2 4.5 40 Sales Manager 

Christian Tour 195.3 4.4 100 Marketing Manager 

EXIMTUR 160.1 1.4 130 Brand Manager 

Filadelfia Turism 44.9 1.1 100 Marketing Manager 

J'info Tours 46.6 0.6 42 CEO & Owner 

Mareea Comtur 67.5 0.1 72 Marketing Manager 

Marshal Turism 44.1 0.0 127 CEO & Owner 

Paralela 45 157.0 1.4 175 Marketing Representative 

Perfect Tour 206.4 1.4 163 CEO 

Prompt Service Travel 61.9 0.2 39 Marketing Representative 

SunMedair 61.5 0.3 56 CEO 

Vola 107.5 0.8 43 Marketing Manager 
* Data for 2013, extracted from the database provided by the Romanian Government (mfinante.ro) 

** Annual average exchange rate in 2013: 4.42 RON/EUR 
 

The questionnaire used in order to assess CSR policies adoption and implementation was 

based on the awareness-raising questionnaire regarding CSR developed by the European 

Commission (2005). The final analyzed item pool comprised 19 indicators reflecting 

workplace policies (4 items), environmental policies (5 items), marketplace policies (5 items), 

and, respectively, community policies (5 items), respondents having to rate each item on a 

scale from 1 (completely false) to 5 (completely true). 

 

Results 

 

Table 2 provides a general overview of how the largest Romanian travel agencies adopt and 

implement CSR policies, according to top management members’ assessments. As it can be 

seen, considering the situation in an aggregate manner, CSR policies regarding the 

marketplace are those with the highest level of adoption and implementation, while CSR 

policies regarding the environment are the least embraced by the investigated Romanian 

travel agencies.  
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Table 2: CSR policies adoption and implementation within the investigated sample 

 

Item
*
 Mean 

Frequency
**

 

1 2 3 4 5 

[W1] Our employees are encouraged to develop skills and long-term careers 4.57 
   

6 8 

[W2] We have a clear policy against all forms of discrimination in the workplace 4.50 
   

7 7 

[W3] We provide our employees with suitable health, safety & welfare conditions 4.93 
   

1 13 

[W4] Our enterprise actively offers a good work-life balance for its employees 4.21 
  

3 5 6 

[E1] We have a clear policy for minimizing our enterprise’s energy consumption 3.86 
 

1 5 3 5 

[E2] We have a clear policy regarding waste minimization and recycling 4.00 
  

4 6 4 

[E3] We have a clear policy regarding pollution prevention 3.79 
 

1 5 4 4 

[E4] We have a clear policy concerning sustainable transport options 3.93 
 

1 3 6 4 

[E5] When developing new products we consider potential environmental impacts 4.00 
  

3 8 3 

[M1] We have a policy to ensure honesty & quality in our dealings and advertising 4.71 
   

4 10 

[M2] We supply clear and accurate information about products, including aftersales 4.71 
   

4 10 

[M3] We ensure timely payment of our suppliers’ invoices 4.57 
   

6 8 

[M4] We have an efficient system to ensure feedback from customers and partners 4.64 
   

5 9 

[M5] We have an efficient system to register & solve customers’/partners’ complaints 4.50 
   

7 7 

[C1] We offer training opportunities to people from the local community 4.36 
  

1 7 6 

[C2] We minimize our negative effects (e.g. discomfort) on the local community 3.93 
  

3 9 2 

[C3] We have a clear policy directed towards purchasing locally, anytime possible 4.07 
  

2 9 3 

[C4] Our employees are encouraged to participate in local community activities 4.07 
 

1 4 2 7 

[C5] We give regular financial support to local community activities and projects 4.29 
  

3 4 7 
* W=workplace; E=environment; M=marketplace; C=community 

**
 Answers provided on a scale from 1 (completely false) to 5 (completely true) 

 

Analyzing each CSR domain separately, we can point out the fact that the most adopted and 

implemented policies in each field are: providing employees with suitable health, safety and 

welfare conditions (in what concerns workplace policies), minimizing waste and recycling (in 

what concerns environment policies), ensuring honesty and quality in dealings and 

advertising, while supplying clear and accurate information about products (in what concerns 

marketplace policies), and, respectively, offering training opportunities to people from the 

local community (in what concerns community policies). On the other hand, we should also 

emphasize the least embraced CSR policies in each CSR domain: offering a good work-life 

balance for employees (workplace), pollution prevention (environment), registering and 

solving customers’ and partners’ complaints (marketplace), and, respectively, minimizing 

negative effects on the local community (community). 

 

Furthermore, we investigated the relationship between adopting and implementing CSR 

policies and, respectively, the investigated travel agencies’ business performance. Due to the 

small sample size, analyzing the correlations between CSR policies adoption and 

implementation and, respectively, business outcomes, was not relevant using parametric 

correlation coefficients. Therefore, correlations were investigated using Spearman R 

nonparametric correlation coefficients (Table 3).  

 

The Spearman R correlation coefficients suggest that in the case of larger travel agencies in 

terms of turnover (in comparison to the smaller ones comprised in the sample), several CSR 

policies are adopted and implemented to a larger degree, such as those regarding avoiding 

discrimination in the workplace, ensuring honesty and quality in dealings and advertising, and 

registering and solving customers’ or partners’ complaints. However, results suggest that 
smaller travel agencies adopt more thoroughly other CSR policies such as those concerning 

choosing sustainable transport options, developing new products environmentally, and 

purchasing locally. Moreover, the results indicate a positive correlation between the 
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profitability of travel agencies and the adoption and implementation of CSR policies such as: 

avoiding discrimination in the workplace, ensuring honesty and quality in dealings and 

advertising, supplying clear and accurate information about products, and, respectively, 

registering and solving customers’ or partners’ complaints. 

 

Table 3: Correlations between CSR policies adoption and implementation, and, respectively, 

business performance (Spearman R) 

 

Net turnover Net profit 

R p R p 

[W1] .000 1.000 .216 .459 

[W2] .620 .018 .587 .027 

[W3] .378 .182 -.104 .724 

[W4] -.370 .193 -.348 .223 

[E1] -.261 .367 .183 .530 

[E2] -.211 .469 .118 .689 

[E3] -.405 .151 -.079 .789 

[E4] -.689 .006 -.171 .560 

[E5] -.541 .046 -.245 .399 

[M1] .667 .009 .552 .041 

[M2] .431 .123 .630 .016 

[M3] .215 .461 .144 .624 

[M4] .425 .130 .204 .484 

[M5] .656 .011 .552 .041 

[C1] .032 .914 .123 .674 

[C2] -.501 .068 -.060 .840 

[C3] -.606 .021 -.371 .192 

[C4] -.064 .827 .148 .613 

[C5] .069 .814 .389 .170 

 

Conclusions  

 

Our results point out the fact that in the case of the largest Romanian travel agencies the CSR 

policies with the highest level of adoption and implementation are concerned with the 

marketplace (referring to ensuring honesty and quality in dealings and advertising, supplying 

clear and accurate information about products, timely payment of suppliers, ensuring 

feedback from customers and partners, and, respectively, registering and solving customers’ 
or partners’ complaints), while the CSR policies which are the least embraced refer to the 

environment (minimizing energy consumption, minimizing waste and recycling, pollution 

prevention, choosing sustainable transport options, and developing new products 

environmentally). 

 

Our findings also suggest that in the case of larger travel agencies in terms of turnover (in 

comparison to the smaller ones comprised in the sample), several CSR policies are adopted 

and implemented to a larger degree, such as those regarding avoiding discrimination in the 

workplace, ensuring honesty and quality in dealings and advertising, and registering and 

solving customers’ or partners’ complaints.  
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