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I. Background of research and justification of thetopic

Justification of the topic

Culture and in particulaclassical music could never exist without supparyvehere Until

the beginning of the JDcentury, artists, musicians, had been sponsoredlynhy the
aristocracy, whose loss of power, however, hastded change. Although many musicians
have managed to look after themselves and eaxing,libut culture targeting the masses and
classical concerts still needed support. The shkate contributed considerable sums to
providing the population adequate musical groundiagd access to music-related
opportunities, but finding new sponsors has neetels remained a key issue also in tH& 20
and 2% century, as value-creating culture is rather esjven But who could be the
supporters of classical music in our days? Thisviere large companies come into the
picture. It is important to interconnect the ecoyoamd the arts, i.e. two areas which are
apparently far apart, but actually interact witte@mother. The arts, classical music included,
need sponsors, but they can give their supporepsration and new ideas in return. Classical
music mediates value from which people can dragngth for everyday life.

This research of CSR targeting classical music wasvated partly by myersonal interest
Classical music has been part of my life since elgary school: | studied at a school
specialised in vocal and musical education andestao learn how to play the violin at the
age of 8, and that has given me lots of inspiratstrength and experience. | had good results
at violin contests; | joined an orchestra and san@ choir. My university years have
reinforced my love for music, and in 2006 | becasndounding member of Budapesti
Egyetemi Zenekar (Budapest University Orchestragrel have kept playing to this day.
Under the Service Management programme of Corviswisersity of Budapest, | had the
opportunity to write my thesis on the financing Blngarian professional symphonic
orchestras. While writing that thesis, | realisdtatt there were lots of problems and
unresolved issues in the field of classical musig) | decided to focus my PhD research and
thesis on the same issue. It was during my PhDieguithat | met my thesis supervisor,
Professor Sandor Kerekes, Phiwho introduced me in more detail to the concemd a
relevance of corporate social responsibility anel dften-debated issues whether CSR is a
marketing device or an altruistic endeavour in fingt place, and whether “genuine CSR
activity” had to be associated with the core attiaf the company. While pondering these

issues, | have decided to focus on what is probtidymost disputed segment of CSR, i.e.
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corporate responsibility in an area which may r@tddated to the mission of the company at
first sight — such as classical music —, but néxeiss generates commitment on its part.

The objective of the thesis is to expose, analysk assess the CSR activities of domestic
companies in fields which are not directly relatedheir core activity; in my case, that field

is classical music.
CSR interpretation

Many have treated the interpretation of CSR andgssed its literature, and three approaches
prevail (Dahlsrud, 2008). Those in the first graapget the better understanding of CSR
through the analysis ots variousdefinitions (Carroll, 1999; Moir, 2001). Authors in the
second group attempt to formulate a standard dieimithroughin-depth interviewswith
company managers, (Azer, 2001; Johnston, Beat®®)2Those in the third group approach
the CSR issue from thede of philosoph{an Marrewijk, 2003; Matten, Crane, 2005).

A

Stakeholder Volunteering

Figure 1: CSR dimensions
Source: Author’'s compilation
| processed the CSR literature with the technigueoatent analysis, based on the article of
Dahlsrud (2008). As a first step, | reviewed thestmibequent and most common concepts
(62) fitting my present line of thought best, ahdrt | definedour dimensiondvased on my

own coding system to classify them. | used theveaie international and domestic technical
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literature to present the differences between @rgous CSR concepts; to sum up the most
important approaches and the various points of vesvd to concentrate them in a unified

system along the dimensions | defined (Figure 1).
Corporate philanthropy and its motivation factors

The literature and categorisations of corporatdaptiropy (Burlingame, Frishkoff, 1996;

Saiia, 1999; Young, Burlingame, 1996; Moir, 2004)dahe exposition of the drivers of
donations to the arts shed light on the scope efniotivation factors to be investigated.
Companies can be assigned to four groups basekeodrivers of their donations: grabbers,

media actors, committed or altruistic (Figure 2).
Objectives include utility

/ MEDIAACTOR \ / GRABBER \

Enhanced product sales, acquisition of
Promotion business advantage; of goodwill, high

. : I reputation, Image enhancement, Attainmeft
Acievementof PR/Marketing objectives of political and strategic objectives, Profit-

Community feedback generation/acquisition, Maximum owner

Reach stakeholders, local community prosperity, enhancement of the assets o
. the shareholders
Enhanced media appearance . )
Improvement of employee relationships,
Reach a narrow well-to-do segment of thg Boosting of employee loyalty, Attraction o
public more qualified labur, Establishment of
better business relations, Performance-

JNe_

External Internal
motivation motivation

4 N [

Service of the public good
To do good for society

Corporate responsibility Charity
Higher quality of living for the community Value system/orientation of the leaders
Entertainment Individual commitment
Higher transparency Unselfishness

Moral obligation

\ COMMITTED j \ ALTRUISTIC /

No utility objective

Figure 2: Company classification by motive of t@nations
(italics: motives of donations to the grts

Source: Author’s compilation



Definition of the research objective

| am aware of the fact that mapping the total Hurega cultural corporate social
responsibility field would require sophisticateddgorotracted research pointing beyond the
scope of a doctoral thesis, so | limit the scopehef research at several points. | focus
exclusively on the CSR actions of domestic compnie certain industries. Moreover,
within the domestic cultural supply, | treat onl$R activities targeting classical music.

The main research question of my thesis is thewviotig: “What is a company responsible for
in an area that is not directly linked to its caaetivity, and how does it fulfil that
responsibility?” or, projected to a specific fieldVhy does the corporate sector support
classical music and how does it pursue its CSRictiargeting classical music?1 use the
word “why” in two senses: firstly, it refers to tlubjective and secondly to the underlying
motives of such actions. | also interpret this goesfrom the side of “What goal does the
company pursue by assuming responsibility for theerg area?”, and | also look for an
answer to “How, with what means do companies catrytheir responsible activity in the
given field?” and “What factors differentiate thengpanies in terms of their actual choice of
fields not directly related to their main activity?.e. in my case, what is the distinctive

feature of companies supporting classical music.



[I. The main characteristics of the empirical reseech

Hypothesis formation

The objective of the research is to explore théooptavailable for CSR activities focusing on
classical music, their underlying motives, the osasof their implementation and the inherent
benefits by studying the relevant interpretatiohsavporate professionals and classical music
service providers, respectively, with the help ofualitative method.

The analysis covers the ideas of corporate prafieats, their CSR concepts, opinions and the
practice of their CSR targeting classical musibave also visited the providers of classical
music to be able to integrate into the analysisstaaedpoints of the other party which might
provide me further assistance to confirm the redegesults.

| formulated the main research questions and hyseth primarily on the basis of my own
interest and they were then shaped by informatimtained from the relevant international
literature and papers. Initially, | relied on casggnations to the arts in the United Kingdom
and the United States of America, because those wlesest to the research of CSR in
classical music.

| apply adeductivestrategy for formulating the hypotheses, that irinulate them on the
basis of the available general principles, theoriesperience and international papers
(Babbie, 2008), compiled in a summary table (Tdhléo make the definition of my chosen

field of research more transparent.
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Table 1: Reconciliation of the research sub-quastand hypotheses

Research sub-
guestions

Specified sub-questions

Hypotheses

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

What is the driver of the CSR
initiatives concerning classical

music? How much does the ownerls

field of interest influence the
relevant decisions?

(1) The main driver of CSR
activities targeting classical
music is the personal interest
of the company leader.

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

What are the categorisation criteria
of CSR initiatives concerning

classical music? What is the share
financial support within CSR

activities targeting classical music?
What sums are allocated to
supporting classical music?

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

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

What benefit does CSR in classica
music generate for the companies?
Do the business or the social bene
prevail? Does it enhance the
financial performance of the
company?

fitdassical music is useful for

(3) CSR activity targeting

the company in both the
social and the business sens¢

How does the
company evaluate
and monitor the
results of its CSR
activities in classica
music?

What is the CSR performance of
companies like in the field of
classical music? Do the companies
monitor and/or evaluate their CSR
actions targeting in classical music
How much can CSR activity be
measured in this field? Does
feedback exist? Can CSR in classi
music have a strategic goal?

?

cal

(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.

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

Does the company profile determin
whether it supports classical music
What is the difference relative to th
underlying factors of general CSR
actions? What is the share of
classical music in the CSR activity
the company?

?
e

(@]

e(5) The industry determines

“whether a company pursues
CSR activity in classical
music or not. There are

pical classical music
supporter industries.

Source: Author’s compilation
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Description of the research methodologies

The research is separated to two main steps. jiStanalyse the secondary sources treating
the markets and industries of the selected compaamd supplement that with qualitative
document analysis. In Step 2, | conduct primaryeaesh consisting of two parts and
comprising exclusively qualitative components.

Description of document analysis

| chose the method of document analysis as anroptioexplore CSR activities targeting
classical music by studying past events that asdyeand quickly accessible via the Internet,
which makes this research method highly econominatome cases, such materials are the
exclusive sources of information. Another advantafythis method is that it does not affect
the research results, but the materials concerreead@ always comparable. The documents
may reflect a unilateral view as they representajygroach of their authors; to eliminate this
problem, | analyse materials of diverse types, arehived and public materials presenting
corporate social responsibility in the area of sl music from the insider's and the
outsider’s point of view, respectively (Golnhof@Q01). The method provides for thorough
and careful analysis since the materials can beewed repeatedly. It is suitable for data
collection and analysis and for compiling statst{the latter being a particularly important
criterion to verify Hypotheses (2) and (5)). Howeuwblese sources are sometimes difficult to
access and/or deficient, and coding may also leeiaus problem (Krippendorf, 1980).
Description of the in-depth interview

Interviews with companies allow to query detailsd ainformation not revealed by the
documents of the organisation and to shed lightspecific points to disclose personal
commitment to CSR in classical music. The advarstafdhe interview method include the
options to collect complementary information, t& agtra questions and make specifications
if something is not clear to the interviewee othié sub-area concerned turns out to be more
important for the researcher than expected, sodhis be deemed a flexible method. The
interviewees usually answer more openly and honéstin they would in a questionnaire and
they also find it more convenient. The disadvantafythe method is that it is cumbersome
and expensive, as preparations and processingitakeand subjectivity may exert a major
influence on the outcome of the interview (Golnmnp&9H01).

Description of the Q methodology

| use the Q methodology to investigate the maratests of commitment to CSR in classical

music within the company. | find the Q methodolagytable for verifying the hypotheses and
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for understanding the attitude of corporate profesds and artists active in classical music to
the relevant CSR activities; this has been confitrhg the experiences of other researches
(see Posvai, 2001, Nemcsicsné Zsoka, 2005). TheetfQaatology is considered a qualitative
method suitable for disclosing subjectivity, foraexning diverse viewpoints and opinions
and for analysing personal convictions and attsud@eofmeister-Téth, 2005). It differentiates
and describes similar and different opinions; & fame time, it specifies the respondent
types by applying quantitative analytical technsju€he method cannot be regarded as a
guantitative research procedure, because the mmisample size is definitely small and
would not satisfy the reliability and representatiess criteria. It is an interesting feature of
this methodology that it assigns the responderds,the variables, into groups, that is, it
conducts a so-called inverse factor analysis. Gdlgea study sample will comprise 10-50
persons selected by the researcher on the basisnoé predetermined criteria. The above
features warrant the statement that the Q methggddatually bridges the quantitative and
gualitative research methods and combines themratdges (Nemcsicsné Zsoka, 2005). It can
determine the issues subject to general agreememadical disagreement among the
respondents based on the preference rankings ofcoingorate and classical musical
stakeholders, respectively. This reveals those césp# the attitude to CSR focusing on
classical music in regard of which the stakeholdeysee or disagree completely. The Q
methodology is no substitute for representativeresys, but it is well suited for those cases
where the attitude is difficult to communicate ar aeliberate positions or viewpoints have
been developed yet concerning the topic at handngeister-T6th, 2005). | think that the
investigation of domestic CSR activities concernalgssical music represents such a case,
and this is why | consider this method worthy oplagation to verify my hypotheses.
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I1l. Thesis results

Classical music and its survival have been gottrgoble in recent years due to the desire of
the state which used to adopt a paternalistic ambrdo culture to shed that role, with the
implication of major fund losses for the providersclassical musical services. The main
alternative for offsetting the losses was the isifecation of the role of the companies, i.e. the
growing emphasis on the support policy of the bessrsector.

At the same time, the role of corporate social eesjbility has gained ground in the ™0
century and even more these days, and the stalebdlehd to give voice to their growing
expectation that companies should actually ass@s@onsibility and do something good for
their surroundings, for which CSR initiatives iretfield of classical music might offer a
solution. That is, the reason for existence of doenestic CSR activities concerning to

classical music is present on both the demandlandupply side.
1. Results of the document analysis

During the document analysis | studied a total 42 tompanies which | assigned to three
groups based on the codes. Group 1 was that cfugieorter companies (48); Group 2 (48)
comprised those which did not treat classical masipart of their CSR activity and Group 3
companies (46) that failed to supply informationtbeir CSR activity and hence a clue as to
whether they did or did not support classical musitogether 34% of companies subjected

to analysis dealt with classical music in some asyart of their CSR activity.

1.1. To explore the role of the industry, | took a loakthe shares of supporters and non-
supporters, respectively, within the industry. Hmare of supporters exceeded 50% in three
of the ten industry categoriebanks, energy industry, vehicle manufactumrranting the
conclusion that these industries are more likelpgsume responsibility for classical music,
that is, they aresupporters of classical musidn two industries fbod industry, and
transportation and logistics)the opposite was experienced, i.e. the share ppaster
companies was less than 20%, that is, they repesémenon-supporter industries

1.2. | could also examine with the help of document lysia the degree to which
product/service-related activities were typicalhwitCSR in classical music: in the past three
years, 9 of the 50 companies supporting classiaaienfound an opportunity to introduce
CSR related to the main activity also in the fi@fl classical music. Audi made a car
available; MVM and E.ON called the attention to mgyeutilisation through concerts; K&H

and Magnet bank assisted classical music by pnoyifinancial services, Magyar Posta by
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releasing a stamp, and Magyar Telekom and Vodafpneénfo-communication solutions

offered as part of their respective CSRa;ifying thereby in part Hypothesis (2)

2. Results of the in-depth interviews

During the analysis of the in-depth interviewsrbse to obtain as clear a picture as possible
of my hypotheses on the basis of conversations wgatiporate professionals. | placed the
companies in a matrix designed on the basis ofctides specified with the help of the
research questions and hypotheses, and | coulda#sess the contents of the interviews in a

transparent way.

2.1. As for Hypothesis (1), | partlsgcceptand partlyrejectit. It is true of thesmall businesses
that the main driver of the CSR activities concegntlassical music is the personal interest of
the company leader; in their caseadcept the hypothesi$he same may happen at large
companies, but that is easier to filter out dutheomulti-level processes, as company leaders
take only the final decision, whereas the initiattomes from the CSR executives. In regard
of large companies|, rejectthe hypothesis that the main driver of CSR ac#sitin classical
music is the personal interest of the company leafe although anonymously several
interviewees actually explained the commitmentha tompany to classical music by that
factor, it could not be demonstrated unequivocally.

2.2. As for the SMEs, they either promote classical imdimancially or in relation to a

service, whereas large companies typically applyh blorms. Based on the corporate
interviews, | partly accept Hypothesis (2).e. that the share of financial support tends to
shrink, in line with the relevant internationalnds, but that tendency is not always obviously

concurrent with the spread of activities associatgld the products/services of the company.

2.3. As for utility, the companies indicate primarilhiet corporate benefits, but in their
answers to other questions they refer several tess to social utility, figuring also under
their objectives, such as making classical musiredoby the broadest possible social circles.
However, several companies note that it is not mgob that CSR in classical music should
yield returns, for the reason why they support Hrat is not to earn benefits of some kind at
company level, but to produce social benefits. iAllall, CSR in classical music may be

beneficial both socially and for the company) sacept the hypothesis.
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2.4. The companies can be assigned to four categowesedbon the implications of
Hypothesis (4) for the objectives being set andléeefits to be attained: ideal, surprised,
being on the wrong track and having no strategycéinpanies set objectives for their CSR
in classical music, if that are in the focus ofithresponsibility commitment. Some express
business objectives, but it is not clear, for latknonitoring, whether they manage to fulfil
them; they aren the wrong trackFHB, Erste). There is only a single company (Msitive)
that supported classical music without an explioitsiness objective, but nevertheless
generated business profit by it: that is theprisedtype. In some companies (FHB, Erste,
MKB, Nexon) the minimum business objectives haveuaty been realised for the major
part, that is, they realise the benefits they stfor; they represent theéeal type. On the other
hand, almost every company manages to reach tleetolgs they set for themselves at the
social level, and CSR activity targeting classioaisic actually proves to be a socially useful
activity, so they arddeal companies in that sense. Thereforeackcept Hypothesis (4),
because, although the objectives and benefits icl@rat the companies in some cases, their
evaluation and monitoring is not expressly typicatheir case. As for the strategic CSR, the
conclusion there, too, is that although it happivas CSR in classical music is part of the
corporate social responsibility strategy of the pany, strategic thinking tends to be more

typical at those companies where classical musiotsn the focus.
3. Results of the research based on the Q methodgjo

Based on the Q methodology, the 16 corporate psiufieal interviewees were assigned to
three factors and the 22 musicians to four fac{dable 2), where the factors show the
attitude of the companies and the musicians, réispdc to CSR activities targeting classical
music, and their ideas concerning corporate sugpodiassical music.

Table 2: Distribution of companies and musicians

by their attitude to CSR targeting classical music

Factor no. Corporate factors Musician factors
Factor 1 Utility maximizers Actors focusing on value creatio
Factor 2 | Altruistically committed actorg Actors in favoura@immitment
Factor 3 Strategic thinkers Actors adopting the marketingrapch
Factor 4 - Strategic thinkers

Source: Author’s compilation

3.1. Corporate professionals have been assigned toter faased on the following features:

those inFactor 1expect CSR activities targeting classical musigiébd primarily corporate
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benefits, but they also consider their social yytiimportant; that's why | call themtility
maximizers Companies irFactor 2are genuinely committed to CSR in classical musat,
because that may be useful for the company, bausecthey consider it important to support
classical music as a value; therefore, | labellbdnt altruistically committed actors
Respondents assigned Factor 3 emphasise first and foremost that CSR targetingsadal
music is also an area that should be treated gicatly and the highest benefits will be
attained by long-term thinking, so | call thetnategic thinkers

3.2. The four factors developed on the basis of theicrars’ opinions are characterised by
the following aspects of their attitude to CSR &gy classical music: for those kactor 1,
corporate support for classical music is meantrésgrve classical music as a value and to
make it accessible to all as a means to make tluplpethemselves more valuable.
Accordingly, | call those in this fact@ctorsfocusing on value-creatiomrhose inFactor 2
believe that the long-term commitment of the conydaader and hence the company itself is
the best solution for the providers of classicakioal services, so they make up #wators in
favour of commitmenihose inFactor 3think that CSR targeting classical music oughteo b
treated as a marketing tool, since this is the ardy to make this type of activity profitable
for the company, so they are those vaudompt the marketing approachn Factor 4it is most
important that support for classical music as pathe company strategy should provide an
opportunity for the appearance of the name andfmtyzcts/services of the company, and that

it should be related to its core activity, so Il thémstrategic thinkers

3.3.Personal commitmemtppeared in all three corporate factors, thahey personally think
that they can do a lot for the more positive judgetof classical music in society, and to
introduce that genre to people and to make thera ibvThree of the respondent corporate
professionals were also the leaders of their compamin their case their personal interest in
classical music could obviously mean a lot in rdgafrsupport for classical music. However,

| made efforts at the other companies, too, to lhgeQ methodology statements completed
by people involved in the relevant decision-makprgcess or representing the last forum
before the company leaders. This way | can say lthaartly accept and partly refute
Hypothesis (1)} the main driver of CSR activities targeting cieasmusic is the personal
interest of the company leaders —, but personatest applies not so much to the company
leaders, but rather to decision-makers in genedad, may be the same persons in SMEs, but

who are different persons in the large companies.
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According to the musicians, one might say that é¢iactl and 2 deem the interest and
commitment of the company leader indispensabletter realisation of CSR in classical
music, whereas according to the other two factmos)panies tend to turn to classical music
much rather by considerations driven by their bessninterests. This suggests tHgpothesis
(1) is true in part only, for if a company thinks imrtes of business, its CSR decisions will not

be influenced by the personal interest of the comipaader.

3.4. As for the relative importance and ideal weight @R actions in classical music
associated with financial support and with prodietd services, respectively, the opinions of
the factors differ already. Obviously, financiapport plays a major role in corporate social
responsibility targeting classical music, but bdkie possibility and the need exists for
implementing other actions which might imply lespenditure for the companies, decreasing
thereby the strength of the correlation between @8R profitability and strengthening long-
term strategic thinking. The survey of the attitsidef corporate professionalgerifies
Hypothesis (2)i.e. that domestic companies typically adhertheinternational trend of the
decrease of financial support and the spread adymtéservice-related CSR activities in the

field of classical music.

The opinion of the musicians confirrilypothesis (2put partly, for financial support is often
indispensable on the side of the beneficiariestii@ir operation proper. However, some
among them see the economic situation realisticahd understand that it will only be
worthy for a company to support classical musibdt provides it an opportunity to showcase

its products/services.

3.5. The corporate factors agree that CSR targetingsidal music improves the image of the
company, but the returns are smaller than thogepular music or other areas, whereas their
opinions on thesocial and business benefds CSR in classical music and on its importance
differ. Factor 1 deems social responsibility tamggtclassical music suitable for attaining
business aims. They feel that it may be definitalitful for the company to treat that area as
part of its CSR. The primary objective is to realmisiness benefits, and the concurrent social
utility ranks second only. Factor 2 sees supportlassical music as a means of value
preservation, not of profit-generation, and it does consider it important at all that it should
generate benefit that can be realised by the com@dreir CSR activities are meant to create
value for society, that is, the primary goal ispimduce social benefits, whereas corporate
profit is secondary. Factor 3 attributes a majde to supporting classical music in both the

company and in society. They consider the releveinirns indispensable, but they examine
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the option of support for classical music from #teategic point of view, and are of the
opinion that CSR activities taking into considevatithe interests of the company and of
society alike and producing value for both are esessary in classical music as elsewhere.
These attitudesonfirm Hypothesis (38s it is obvious for all three factors that CSRvétts
targeting classical music are useful for the compaom the social as well as the business

point of view, with differences only their prioritanking.

Each of the four factors composed of the musiciagees that CSR activities targeting
classical music are useful. Factors 1 and 2, howeleem their social utility more important,
whereas Factors 3 and 4 explicitly vote for thaisihess benefits. Thus Hypothesis (3) is

confirmed also among the musicians.

3.6. The Q methodology statements included none ontoramg and evaluation, but one may
nevertheless draw conclusions regarding the separndof Hypothesis (4), i.e. how typical

strategic CSR is, on the basis of that methodology.

The proponents of the strategic approach, i.e.etlwalso think CSR can be fruitful to the
company and would like to exploit that, were assiyrto Factor 3 for the corporate
professionals and Factor 4 for the musicians. &ir thpinion, the activities targeting the field
of classical music should also be put on a strategsis and the relevant methods of support
should be subordinated to that strategy. That saiothat strategic CSR thinking is present
also in the field of classical music, but it is neidespread yet, so | considBart 2 of

Hypothesis (4} i.e. that strategic CSR is not typical in thédfief classical music tue.

19



Table 3: Summary of the thesis results

Hypotheses/Methodology

Document analysis

Interview

Q methodology

Aggregate results

(1) The main driver of CSR
activities targeting classical musig
is the personal interest of
company leaders.

Truefor the SMEsandfalsefor
large companies

There is no doubt as to the
personal commitment and intere

they are not all company leaders
as well at the same time, doie
for the SMEsndfalse for large
companies.

of the corporate respondents, but

st

b

SMEs:True;
Large companyFalse

(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 hal
of the hypothesis, that is, CSR in
classical music linked to the core
activity appeared at several
companies in the past three years,

fPartly true,as the share of
financial support has actually
decreased, but that does not
necessarily imply the spread of
CSR linked to the core activity.

True,for this is what the attitude
of the professionals indicates.

True: The decreasing
share of financial
support is demonstrate
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 busine
and the social sense

Ssue: all factors see the inherent

business and social advantages,

True

(4) Most domestic companies do

not evaluate the outcomes of theif

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 activitig
in the field of classical music, ang
strategic CSR is not typical in thi
area.

Partly true,because this method
provides no information on the
2éirst part of the hypothesis, but g
dfar as the second part is
sconcerned; strategic CSR does
appear, although it is not generd

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

(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 an
vehicle manufacturers are typical
classical music supporter industrie
whereas the food industry and
transportation and logistics are

d

S,

typical non-supporters.

True

Source: Author’s research
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4. Relevance and benefits of the research

Based on the processing of the theoretical backgromaterials and on the empirical
research, the thesis contributes to the theoretiodl empirical understanding of CSR in
regard of the following points.
Results obtained from thbeoretical background
1. Definition of the scope of the concept of CSR (cogbe social responsibility) and
assignment of the relevant special literature toeasfisions.
2. Interpretation of corporate philanthropy and exalmn of its drivers.
3. Typing of companies through the systematic clasatifon of the motivation factors.
Results obtained from thampirical researchsummarised also in Table 3:
1. Development of opinion groups through the invesingaof the ranges of companies
and musicians, respectively.
2. Exposition of the main drivers underlying CSR tairgge classical music.
3. Examination of the types of CSR, in particular finel support and activities
associated with products/services.
4. Exposition of business benefits and social utiéitgessible through CSR in the field
of classical music.
5. Examination of the issue of evaluation and con#motl search for the existence of
strategic CSR.

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

If CSR activities targeting the field of classiealisic will be determined in the future even
more by industrial affiliation and the strength tfe link between corporate social
responsibility activities and the core activitytbé company, it will be worthwhile to examine
the means for facilitating such product/servicexdies CSR actions in classical music so as to
ensure that the broadest possible range of congameuld provide support for classical
music at that level. Furthermore, little is knowimoat how open the providers of classical
musical are in this regard, and this research cdiddose that in part only. To assess these
circumstances, it would be useful to explore thei@cand potential domestic CSR activities

targeting classical music also by a quantitativéhoe.
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