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TexHiyHO-ryMaHiTapHa akaaemis B benbcbko-bsueit, [ombina

CSR SIK EJIEMEHT OPICHTOBAHOI'O HA BAPTICTh MAPKETHUHTIY.
BIIPOBA/I’KEHHSI KOPIIOPATUBHOI COIIAJIBHOI
BIJAMOBIJAJIBHOCTI Y DANONE GROUP y NOJIBIIII

© Xosaney X.b., 2013

CucremHi 3minu, ki Bin0yBaroThca 3okpema i y Iloaburi, 3Mycnan 3MiHMTH maXig 10
MapKeTHHTY. BnipoBaj:keHHs] MAPKETHHIOBOI KOHUeNIii 0e3 HATaHHA peaJbHOI BaAPTOCTI /5
CIOKMBaya, 0epyyM 10 yBaru iHTepecH iHIIMX rpyn Y¥ BHKOPUCTOBYIOYH TpaaMUiiHi 3aco0u
MAapKeTMHIOBUX KOMYHiKaliid, A NeBHUX IPyN CTa€ HeAOUUIbHUM. Bu3HaueHo Mmapke-
THHTOBY KOHIENIiI0, 1eTadi3yloun 1i 3 TOUKH 30py iHCTPyYMeHTapilo Ta uineil, mpeacraBjieHo
KOHIENIiI0 OPiEHTOBAHOT0 HA BaPTICTh MAPKETHHIY i Horo cneunudgiky 3 BHKOPHUCTAHHAM
NPUKJIATY — HAJAHHA BapTOCTi BIPOBAXKEHHAM KOHUeNUii KOPNOPATHMBHOI comiaabHOI
BiTmoBigaanHoCTI.

Karwouosi ciioBa: CSR, MapkeTHHT, OpiEHTOBaHUI HA BapPTICTh.

CSR AS AN ELEMENT OF BASED-VALUE MARKETING.
IMPLEMENTATION OF CORPORATE SOCIAL RESPONSIBILITY
BY THE DANONE GROUP IN POLAND

© Howaniec H.B., 2013

The system changes, including in Poland, have forced a change in approach to the market.
Implementation of the marketing concept without providing real value for the customer, taking
into account other interest groups or using traditional media is becoming — at least for certain
groups of consumers — obsolete. This article presents the definition of the marketing concept,
narrowing to its determination from the perspective of the tools and its goals, presents the
concept of value-based marketing and its specificity by presenting as an example — delivering
value through the implementation of the concept of corporate social responsibility.

Key words: CSR, based-value marketing.

Problem formulation. The idea of Corporate Social Responsibility (CSR) is well-known in the

entire world and has marked its presence in all of the responsible business activities. In many places there
appeared initiatives which engage leaders of business, non-government organizations and state
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administration as well. The sector of business, which main objective is to obtain profits, undertakes
activities on behalf of its own shareholders and communities, considered not as costs but investments. Such
an attitude provides reaching a goal, meant as taking care of all of the interested parties and consequently,
the success of the certain firms.

Today's customers are not limited to the purchase of goods and services, but areinvolved. They want
to be truly informed, treated by company as a partners, in relation to which companies act responsibly. At
the same time they remember that they are members of the larger community whose elements are also
companies.

Analysis of current research outputs and publications. Problem of value-based marketing
discussed in this article is a relatively new problem. The most famous publication is: P. Doyle, Value-
based Marketing. Marketing Srategies for Corporate Growth and Shareholder Value, (2001). The first
definitions of value-based marketing has the works of Ph. Kotler et al. (2002), including K. Keller (2002).
Selected problems of value-based marketing are presented in many publications, including the: H.
Howaniec, W. Waszkielewicz (eds.), Value-based marketing — selected problems, (2013).

Article objectives. This article aims to formulate the definition of value-based marketing, to
distinguish it from other marketing concepts, identify the nature of the value-based marketing and
presentation of its implementation on chosen example with particular emphasis on CSR activities as a part
of the marketing of companies.

Presentation of main materials.

1. The notion and types of marketing concepts

The idea of the marketing concept is not a new, was created in the 50's. At the time P. Drucker in his
book "Practice of Management” said, that the main aim of the company is to create customer satisfaction,
and profit is the result better than the competition to meet the needs of the buyer [1, p. 80]. Marketing
concept should be understood as a management philosophy based on the general acceptance by the
organization of needs of customer orientation and recognition of the validity of marketing in
communicating the needs of the market in al the activities of the company [2, p. 51]. Similarly, the
marketing concept defines Ph. Kotler, according to which it implies recognition by the organization the
needs and desires of your target market and adapt to them by delivering the desired satisfaction more
effectively and efficiently than the competition [3, p. 218]. The purpose of the marketing concept — in this
approach — should be customer satisfaction and its mainstreaming in all activities of the company. This
does not mean, that every activity of the organization must be completely subordinated to marketing and of
that satisfaction. Managers should make important decisions with taking marketing implications into
account.

Of course, cannot speak of uniform concept of marketing. Over the years marketing concept strongly
differ between decades, which exhaustively presented Ph. Kotler, identifying the most important stagesin
the development of marketing, taking as a criterion for the allocation caesuratime.

The development of the marketing concept is clearly visible also in the tools and goals that put and
committed to modern marketing. In such an approach can be distinguished:

mass marketing,

marketing based on segmentation,
relationship marketing,
value-based marketing.

Mass marketing is to treat customers as a homogeneous group and is to offer uniform product for all
the market. The basis of compliance with the requirements and expectations of customers is the profile of
the typical consumer. The purpose are the benefits that result from this approach, namely to reduce costs as
aresult of mass production, mass distribution and mass promotion, which usually translates into the ability
to offer competitive pricing and implementation of a relatively high profit margin. An example of
implementing this marketing concept is the Coca-Cola Company.
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Marketing based on segmentation is based on the separation of homogeneous groups of consumers,
differing from each other reactions to the product and the various marketing tools and leadership to their
various marketing activities. The basis for tailor their offerings are the characteristics and requirements of
different consumer groups. The aim of this approach is to notice the diversity of consumers and its
inclusion in the design of marketing tools and the impact on the market, which translates into more
efficient customer service. Depending on the pursued strategic aims as well as financial capabilities,
companies can also decide on the number of supported segments, thus limiting the scope of the market,
expenditures and the number of competitors. Targeted marketing is widely used by manufacturers of
consumer goods and services, including for example, the car companies.

Reationship marketing is to identify and service selected customers with whom the company builds
strong — based on trust — the economic and social reationships. Means to establish direct contact with the
customer, which are planned for individual marketing efforts, the company not only carries the expectations
of the client, but together with the customer, is planning its development, adjusting its own production and
market programs. The purpose of this marketing concept is implemented to increase customer loyalty and
transaction value over the long term while reducing the costs of promotion and service.

Value-based marketing is to take in the strategy of service of market the widely understood,
subjective enterprise environment, i.e. shareholders and stakeholders and responsible approach to all these
groups, by creating — desired by their — values. The aim of this approach is to achieve and maintain loyalty
through a wide concern for the needs, devel opment and environment of client.

2. The genesis and approach to based-value marketing

The first definitions of value-based marketing can be found in the works of Ph. Kotler et al. [4, p.
47-48], including K. Kédler [5, p. 6]. A first publication dedicated to entirely to this subject is the
P. Doyl€e's book, "Vaue-based Marketing. Marketing Strategies for Corporate Growth and Shareholder
Value, "published in 2001 (in Poland P. Doyl€'s book was published in 2003).

According to P. Kotler, in accordance with the based-value marketing concept, the company should
direct most of its resources on marketing investment creating value. The Author states that many of the
activities of the marketing — one-time sales promotions, small changes in packaging, advertising pompous
— can boost sales in the short term, but adds less value than it would make a real improvement in the
quality, performance and convenience features of the product. The aim of value-based marketing is to build
long-term loyalty of customers by continuously increase the value that the customer receives from the offer
of corporate marketing [4, p. 47-48].

P. Doyl€e's book regarded as a breakthrough. No one had so clearly did not represent the impact of
marketing on the real value generated for shareholders. Earlier publications describing marketing does not
devote much attention to the creation of revenue through this area. The literature on the creation of
goodwill — devoted little attention to marketing activities. Meanwhile, P. Doyle joined both these areas and
try to identify how the marketing budget can contribute to the growth of the company and the generation of
profitsin the future.

Peter Doyle defines value-based marketing as the management process that seeks to maximise
returns to shareholders by developing and implementing strategies to build relationships of trust with high-
value customers and to create a sustainabl e differential advantage [6, p. 84]. Theterm high value customers
refers primarily to those customers who sustain the company. According to P. Doyle marketing is not an
area to create cost — how often it is seen by the company — but factor in creating value. The aim of
marketing is to support efforts to maximize shareholder value. And core resources, on which it should be
based marketing of modern company is in the meantime: brand image, loyal customers and reationships
with customers.

Ensure a balanced, sustainable, value-based, development of enterprise, leading to a market
advantage, however, requires consideration not only the needs of its clients, but also other groups, which
remain in the environment of the company, such as suppliers, employees, businesses, the media, public
administration and the local community.

The characteristics of the development of marketing conceptsin view of the tools used and the put
targets areshownin Table 1.
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Table 1

The characteristics of the development of marketing concepts in view
of the tools used and the put targets

Marketing strategy Mass marketing Marketing based on Relationship Vaue-based
segmentation marketing marketing
Goals Range of influence | Gaining of Gaining and Creating of value
Brand awareness customers maintaining of Gaining and
Share of themarket | Customer customer loyalty maintaining of
satisfaction Participation in customer loyalty
Cresgte loyalty customer Devel opment of
Share of themarket | Development of client
client Social
responsibility
Nature of marketing Universal Tactical Strategic Responsible
activities Impersonad Related Based on the Addressed to dll
Passive Dynamic cooperation stakehol der
11 groups
Communication Unilateral (to the Bilateral Individua Based on the
client) Transactional interaction
Media Chanel of mass Selective promotion | Persona Social Media
communication Selected channels, Providing rea-time | Allowing
Mass advertising effective from the responses interaction
point of view of Internet (e-mail) between all
selected segments Fax interested groups
Call centres phone On-line services
Meseting face to face | Social networking
Sites
Social virtua
worlds
Indicators Based on the Based on Based on individua Based on anin-
demographics of demographics of behavioural studies depth study of
mass segments Knowledge of behavioral
Market research Market research "customer value" Research the
Product profitability | Profitability reputation of the
campaigns company
Theleve of Brand image

customer retention

Source; prepared by the author, inspired by: [7, p. 424].

3. Corporate Social Responsibility as an element of value-based marketing — definitions of

terms

Main targets of present firms are[8, p. 260-265]:
1) magnification of profits,
2) abtaining the highest position, which is measured by high market value of these firms.

Since the evaluation of stock market value of the company is measured by prices of its shares, the
investors play the main role in obtaining above-mentioned goals. Therefore, the most essential
measurement of success or defeat of the firm is the price of its share, not thereal profitsit brings.

The basic idea of creating value for stockholders is built on assumption that a particular firm
determines gathering capital supplies owned by the stockholders. This results in treating the firm as an
outcome of contracts signed between the shareholders and managers [9, p. 214-215]. Itstask is to manage
the property of its stockholders wisely and consequently bring profits to its owners [10, p. 8-30]]. In order
to achieve these aims the personnel managers should focus on two principletargets [11, p. 9-12]:
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1) generating optimum level of dividend payments — profit for stockholders,

2) magnification of the market value of the firm.

Competitive to above-mentioned idea of the firm value is a concept of groups of business [12, p. 5].
It assumes, that firm does not serve stockholders exclusively, but aso other groups of business, for
example, constituting of: workers, firm customers, tradesmen. According to this, an idea of business is
treated as an integral part of society, and not as separated sphere of clearly economic character. Therefore,
the aim of the firm should be to deliver profits to all shareholders, that is to say to equalize interests of all
shareholders and activities in business of all interested groups

Generally, groups of business divide into: internal ones, which can occur in particular departments,
in various geographical locations, on different stages of hierarchy etc.; and external ones, which are for
example: customers, tradesmen, banks, professional relationships, state departments. We can also note
division within groups of business into basic and secondary ones, with their social and beyond-social
influence on the organization.

Taking into account above classifications, we can accept that the environment of firm consists of
such groups of business as [8, p. 260-265]:

customers, who look on firm by the prism of its market activities, brands, products, services,
prices, promotion, publicities etc,

workers, who are concerned with work conditions,

tradesmen, who count on honesty in cooperation and possibilities of common development of
business —first of all they areinterested in therate of profits of cooperation, coming certainty from orders,

media, which evaluate the firm by the prism of social business and administration personnel
activities,

public administration, which perceives the firm as a subject creating work places and paying
taxes,

local community, which counts on responsibility in performance, regarding not only conducting
economic activity, but social and charitable as well.

Accordingly to this idea, part of business does not exclusively rely on generating profits, but acts
with understanding of its obligation to fulfill expectations of the firm environment and equalize groups of
business involved.

Corporate Social Responsibility (CSR) is defined as: (1) philosophy of doing business, taking
account of building a stable, transparent relationship with all stakeholders, leading the company to achieve
competitive advantage [13, p. 3]; (2) effective management strategy in enterprises, which contributes to the
competitiveness of enterprises, building the reputation and development of favorable conditions for social
and economic development [14, p. 54]; a concept whereby companies voluntarily take into account social
and environmental protection in their strategies and activities and dealing with stakeholders [11, p. 9-12].

According to the concept CSR a corporation is seen as serving the interests of a wide group of
actors co-createit [15, p. 110], and its stakehol ders as partners who collaborate with the company, creating
both social and economic value [16, p. 27-42]. The parties interested in the activity of enterprises include:
customers, employees, suppliers, media, public administration and the local community [8, p. 260-265; 17,
p. 20]. The role of the business doesn’'t consist solely to generate profits, but is a service within the
meaning of duty serve the needs of business environment and balancing the interests of groups that operate
init. The company in addition to business objectives, in its strategy should include equally social goals and
environmental protection.

4. Implementation of the concept of Corporate Social Responsibility by Danone Group in
Poland

One of the most famous enterprises, who realise the CSR concept is Danone Group. Danone's
beginnings date back to 1919, when Isaac Carasso — based on the collaboration with the Institute of Paris —
began production of fermented milk products. The first Danone yogurts as were sold in pharmacies in
Barcelona[18].
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In the Polish market, the Group operates from over 20 years. Initialy (1990) Danone products were
imported. In 1992, it was decided to start production in Poland. Group's first factory was located in the
Warsaw. Another factories operating on the Polish market are located in Bierun, Opole, Krotoszyn,
Cigcina, Jdesnia and Mirostawiec [19].

Brands belonging to Danone Group are highly valued and are often among the most valuabl e brands
in the world. For example, on the water market the brands belonging to Danone Group's occupy leading
positions: Evian — 1 place (value $ 713 million), Volvic — 5 place ($ 423 million), while contributing to the
growth of value of the whole group [20, p. 22].

Group Danone is the owner of many brands (including Danone, Danacol, Nutricia, Zywiec Zdroj).
All their products are created to meet the needs of the consumer, often overtaking them. Decisions on the
composition of the product are based on local research in the nutritional needs of the countries in which the
company operates. For example, in Poland "Danonki" (cheese for kids) enriched with calcium, vitamin D,
since studies have shown of deficiencies those elementsin the diet of children. In turn, Mexican's variation
of this product was enriched in zinc and several vitamins [21, 61-71].

Since 2007. Danone put information about Guiddine Daily Amounts (GDAS) essential nutrients on
the products. In this way, consumers:

know the value of the amount of energy and selected nutrients in one portion of the product,
are aware of what percentage of the GDA component provides a portion of our product,

can better match of purchased products to the dietary recommendations,

can more consciously to make food choices.

Group also has a consumer service and call center, and regularly conducts customer satisfaction
surveys.

For the sake of proper quality of products at factory Danone Group has implemented the HACCP
system (Hazard Analysis and Critical Control Points). In all factories in the world Danone spaces Danone
Quality Charter, which sets the highest standards for safety and quality. In addition, the company has
created its own special program for product quality and safety and the environment (DQSE), which covers
al milk suppliers, providing quality assurance throughout the process of product creation: from the farm,
from which the milk to the factory.

Group also carries out developed cooperation in the area of quality assurance with its suppliers,
which include:

regular planned audits, conducted in each of the supplier;

problem audits, carried out if suppliers havetechnical or qualitative problems;

he balance of quality, prepared for all priority providers, which are key raw materials and
packaging suppliers whaose products have a significant impact on the quality and safety of the Group's
products. The balance shall be made once per quarter;

qualitative meetings, the frequency of which is determined depending on the type of provider and
weight problems, but not less frequently than once a year;

continuous technical cooperation — the technical visits of suppliers in Danone's factory in the
event of a quality complaint or technical modifications of supplied materials or packaging.

In order to maintain steady and rapid contact with suppliers, the company runs a website where they
can login to find current information about the results of the quality of milk ddivered, invoices and
payments. In addition, site provides news related to the milk market, including legislation, information
about the risks, information on feeding cattle, also includes a Best Practice of Milk Producers. Service by
providing the necessary information facilitates the daily work of both: providers and a company, that can
quickly convey important messages to a particular supplier, essential for the quality of the product.
According to the company in 2009, this program has benefited more than half of the suppliers.

The company puts a lot of effort into improving workforce satisfaction. From 1 April 2011, all
employees of Danone on the contract of employment are covered by private medical care. Employees may
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also purchase additional services: care for loved ones, and dental care. Thinking about people who arein a
very difficult situation and it is necessary to the health of their hospitalization, Hospital Fund was started. It
will fund the operations that cannot be made under the National Health Fund or where the waiting period is
too long and thereis aredl threat to life and health of the worker.

Introduced facilities for pregnant women and young mothers who may benefit from one additional
month of leave and the six-hour working day for the first 2 months. Newborn children of employees
receive giftsin theform of layette.

According to Danone about % of authorized benefited from proposed facilities. These actions help
maintain a balance between work and family life, which increases the confidence of employees to the
company and their motivation [22, p. 24].

Danone Group isinvolved in problems that affect the communities in which it operates. An example
would be the program "Share a meal" in the fight against child malnutrition in Poland. To continue to
promote the campaign, the company decided to take the action on Facebook and in September 2009
launched an information campaign program, in which for every two people that joined the application
founded one meal for the children. The aim of the project was to get 20 thousand users and therefore
donating 10 thousand mesals, but also to raise awareness of Internet users about the problem of
mal nutrition. The interest was so great, that goal has been reached after 4 weeks. The company decided to
increase the pool of up to 15 thousand meals [23, p. 19-71].

The company attaches great importance to environmental protection, among others through
conscious and responsible use of resources and the segregation of packaging materials. A good example
are eg Danone yogurt container in which you can separate the components used (metal lid, plastic cup and
a cardboard label), which makes it easier to be segregated and recycled.

Examples supporting the creation of value by the Danone Group for the various interest groups is
many. The Group is aware of its role in society, which in no way limited to the realization of profits. The
company's mission is "... to be the most trusted, responsible and raising the value of life a nutrition brand,
chosen by consumers every day” [24].

Conclusions and perspectives for further research. Changing competitive conditions (evolution
of client, contractors, increased involvement of groups indirectly related to the individual companies) led
to the development of the concept of marketing. Companies today operate in a complex environment and
are increasingly forced to take into account the interests of all groups in its environment. In addition, the
strong pressure from shareholders to rationalize expenditure and increase the return on invested capital
forcing companies to cost-benefit analysis of actions taken, including the evaluation of marketing
strategies for creating value for investors.

This all means that it is necessary to reformulate the existing approach to the formulation of
marketing strategies. The concept of relationship marketing — especially from the point of view of the
customer who is interested in the interaction in real time —is insufficient. A solution might be, taking into
account the wider responsibilities and creating real benefits for all stakeholders — value-based marketing,
based on the long-term, mutually beneficial relationships, strong, responsible brands and high involvement,
loyal customers. This type of marketing is the key to ensuring consumer satisfaction and long-term
prosperity and long-term profitability of the company.

1. Drucker P. Praktyka zarzgdzania / P. Drucker. — Czytelnik, Nowoczesnosé, AE in Cracow,
Cracow 1998. — P. 80. 2. McNamara C.P. The present status of the marketing concept / C.P. McNamara //
Journal of Marketing. —1972. —No. 1. // For: Potwora W., Duczmal M. Marketing-strategie i struktury /
W. Potwora, M. Duczmal. — Opole: PAN, 2001, — P. 51. 3. Kotler Ph. Marketing Management: Analysis,
Planning and Control / Ph. Kotler. — New Jersey: Prentice-Hall, 1980. 4. Kotler Ph., Armstrong G.,
Saunders J., Wong V. Marketing. Podrecznik europejski / Ph. Kotler, G. Armstrong, J. Saunders, V. Wong.

238



— Warsaw. PWE, 2002. — P. 47-48. 5. Kotler Ph., Keller K. Marketing management / Ph. Kotler, K. Keller.
— New Jersey: Prentice Hall, 2006, — P. 6. 6. Doyle P. Marketing wartosci / P. Doyle. — Warsaw. Felberg
SJA, 2003. 7. Langley G. BIIA Reationship Marketing Conference / G. Langley // Information Quality and
Customer Marketing — 1997. —No. 5. 8. Howaniec, H. Waszkielewicz, W. Corporate Social Responsibility
and protection of the environment / D. Kerekovic // Richnes and Diversity of GIS, Hrvatski Informaticki
Zbor — GIS Forum, Zagreb. — 2007, — P. 260-265. 9. Cyfert, &z Strategiczna karta wynikéw jako narzedzie
kreowania wartosci dla akcjonariuszy, / K. Kozakiewicz // Kulturowe i organizacyjne uwarunkowania
strategii przedsiebiorstw, Poznasi — Pifa: Akademia Ekonomiczna w Poznaniu, 2001, — P. 214-215. 10.
Copedland T. Valuation and Measuring the value of companies/ T. Copeland. — New York: Wiley & Sons,
1994. — P. 8-30. 11. European Committee, Green Paper for Promoting and European Framework for
Corporate Social Responsibility / Bruksedla COM (2001) 366 final, 2001. — P. 9-12. 12. Hough H.
Financial Management / H. Hough. — London: ACCA, 1988. — P. 5. 13. Wolowiec T. Spoleczna
odpowiedzialnosé przedsiebiorstwa nowg formulg zarzgdzania / T. Wofowiec // Ekonomika i Organizacja
Przedsicbiorstw. — 2004. — No. 3. — P. 3. 14. Gasparski W. Europejskie i swiatowe standardy etyki i
spofeczng) odpowiedzialnosci biznesu / W. Gasparski, A. Lewicka-Srzafecka, B. Rok, G. Szulczewski //
Europejskie standardy etyki i spofeczngj odpowiedzialnosci biznesu, eds. W. Gasparski. — Warszawa:
Wydawnictwo Whzsze) Szkofy Przedsiebiorczosci i Zarzgdzania im. Leona Kozmisiskiego, 2003. — P. 54.
15. Post J.E. Redefining the Corporation. Sakeholder Management and Organizational Wealth / J.E. Post,
L.E. Preston, S Sachs. — Sanford, CA: Sanford University Press, 2002. — P. 11. 16. Halal W.E. The
collaborative Enterprise. A stakeholder Model Uniting Profitability and Responsibility / W.E. Halal // The
Journal of Corporate Citizenship. —2001. No. 2. — P. 27-42. 17. Marcinkowska M. Kszta/towanie wartosci
firmy / M. Marcinkowska. — Warszawa: Wydawnictwo Naukowe PWN, 2000, — P. 20. 18. www.curioztati.
scienceline.ro/DANIEL_CARASSO _ FONDATOR AL_MARCII_ DANONE_IN_FRANTA A MURIT_
LA 103 ANI_6753 580 1.html (20.12.2012). 19. www.danone.pl/ (20.12.2012). 20. Millward Brown
Optimor, Brandz Top 100 Most Powerful Brands. — 2007. — P. 22. 21. Howaniec H. Brands as the value
for shareholders and stakeholders / H. Howaniec // Value-based marketing — selected problems. H.
Howaniec, W. Waszkielewicz (eds.). — Bielsko-Biala: ATH, 2013, P. 61-71. 22. Good Company Ranking
2008 /I Manager Magazyn. — 2008. — No. 5. — P. 24. 23. Raport Odpowiedzialny Biznes w Polsce 20009.
Dobre praktyki / Forum Odpowiedzialnego Biznesu. — Warsaw, 2010, — 19-71. 24. www.danone.pl/Kim-
jestesmy/Migja-i-wartosci (20.12.2012)

239



