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Abstract: The article presents a research topic focused on the issues relating to corporate social respon-
sibility (CSR), which is a component of company’s business model. The fact that it is a relatively novel 
trend in the scope of economics inspired us to raise the aforementioned problem of social responsibility 
in business, since that area of study is still subject to systematization. The existing interpretation of the 
concept mainly refers to the questions connected with the commercial sector. CSR is said to be an idea, 
thanks to which enterprises freely take into account the need for social environmental protection and al-
so relations with various groups of stakeholders at the stage of developing their strategy. Therefore, 
there is a demand for new scientific studies in that scope. Considering the methodological premises 
of the article, the author carried out an analysis and evaluation of heating companies in Poland 
and in Latvia between 2002 and 2014. The analysis was conducted in a dynamic perspective with 
the use of statistical and econometric tools in order to verify the research hypothesis and achieve 
the purpose of the thesis. It should be highlighted that a survey questionnaire was the main source 
of the research data. The study covers 212 out of 445 enterprises operating in the heating sector in Po-
land and 26 out of 45 operating in Latvia. 

Keywords: social responsibility, business models, factors: knowledge, macroeconomic, microeconom-
ic, financial, factor analysis, modeling. 

 

1 Introduction 

 
Rationale for the study 

Corporate social responsibility (CSR) is a relatively 
new area of interest in the field of economics since 
that area of study is still subject to systematization. 
The existing interpretation of the concept mainly 
refers to the questions connected with the commer-
cial sector. CSR is said to be an idea, thanks to 
which enterprises freely take into account social 
interest and environmental protection, and also rela-
tions with various groups of stakeholders at the stage 
of developing their strategy. 

Not only does being responsible mean meeting all 
the formal and legal requirements, but also realizing 
increased investments in human resources, environ-
mental protection, and relations with company’s 
surroundings; in other words, company’s engage-
ment on a voluntary basis. Social responsibility is a 
process within which enterprises manage their rela-
tions with various stakeholders who may have an 
actual influence on the success of their business ac-
tivity; therefore, such an activity should be treated as 

an investment, with a given rate of return and broad 
social benefits. 

Main purpose of the article 

The process of deriving a model of CSR supporting 
heating company management, which, according to 
the concept standing behind the idea, assumes that 
also the social interest, relations with the surround-
ings, and environmental protection are taken into 
account apart from the economic and financial inter-
est. 

Research hypothesis 

A business model taking into account the social re-
sponsibility concept in heating company manage-
ment should consider factors that enable an 
organisation’s sustainable development and create its 
positive image in the business environment. 

Research methods, techniques, and tools 

The presented research problem, the need for verify-
ing the adopted research hypotheses, and the need 
for developing a business model of managing a heat-
ing company in the scope of social responsibility 
required dividing the research process into specific 
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stages. The initial stage of work was predominated 
by the following methods: direct observation, docu-
ment test methods, analysis and review of literature. 
The scientific research techniques used were: survey 
and interview. Information and knowledge obtained 
through questionnaires were processed with compar-
ative methods (sample analyses, retrospective anal-
yses, external and internal analyses, and others). 
The empirical data collected (quantitative and quali-
tative) were processed with the use of: statistical 
computation, for example, significance test, correla-
tions between assessments, factor analysis, factor 
loadings, and so on. 

2 Presentation of research results: business 
model of managing  

 
Adopted Business Models in the Scope of CSR for 
the Purpose of the Article: 

Table 1 shows the sequence of the developed busi-
ness models with consideration of the analyzed fac-
tors affecting CSR. Fig. 1 present the main and 
specific economic factors, which in subsequent parts 
of the article have been used in the process of model-
ing the benefits of using the CSR concept.  

The process model of social business responsibility - 
macro, micro, and benefits of applying the CSR con-
cept is shown in Table 2. 

	
Table 1. Research areas within CSR business models 

(source: drawn on the basis of research results - own study) 

Research areas within CSR business models 

 I  Process model of social business responsibility (macro)  

 II  Process model of social business responsibility (micro) 

 III  Model advantages of adopting the CSR concept  

 IV  Formal and informal connections within the sector and outside it 

 

 

Figure 1. Process model of social business responsibility (macro) 
(source: drawn on the basis of research results - own study) 
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Table 2. Adopted dimensions for prospective factors in models 1, 2, and 3  
(source: drawn on the basis of research results - own study) 

Government 
Fiscal policy tools: expenditure, taxes, and transfers. 
Functions of the government: allocation, distribution, stabilizing, and institutional. 
Monetary policy: interest rates, credit policy.  

Socio-economic  
factors 

Product price, usefulness, customer satisfaction index, and environmental protection 

Macro business 
Potential of the heating industry in 2002–2014, 
- Dynamics of profits and costs of heating companies in 2011-2013 (Energetyka cieplna 
w liczbach, 2013, Energy Regulatory Office, Warsaw 2014) 

Micro business 
Structure of balance sheet, ratio analysis: liquidity, profitability, productivity, and net 
profit/division 

Knowledge factors 
Organisational culture, intellectual capital, know-how, learning-by-doing, tacit 
knowledge, and crowdsourcing  

 
 
3 Modeling benefits from applying the CSR 

concept: models for Poland and Latvia 
 
As a result of the analysis made in order to design 
the presented models, for the need of this article, 
a model has been defined as a simplified logical 
mental construction. In the literature on the subject, 
one can find that an economic model is, therefore, 
a collection of assumptions forming a simplified, 
schematic image of a part or the whole of the econ-
omy in which it is possible to study essential rela-
tions, disregarding accidental phenomena or 
phenomena believed to be of minor importance 
for the purpose of explaining the relevant aspect 
of economic reality (Klimczak, 1995, p.19). 

Having considered this, we adopt the following ap-
proach toward the development of business models 
that take into account the CSR concept. 

The modeling of the benefits from adopting the CSR 
concept has been based on the main factors described 
earlier. The differences in the approach toward busi-
ness can be best illustrated with Poland as an exam-
ple. The data file here is quite extensive, and in the 
group of companies subject to analysis, there is 
a sufficient number of enterprises representing 
a different attitude toward the CSR concept (compa-
nies that apply it, do not apply it, or do not know 
much about it). 

The main factors affecting the benefits of the concept 
(CSR) separated in the conducted analyses allowed 
to create the model shown in Fig. 2.  

Model I for Poland illustrates the influence of the 
main macroeconomic factors (Macro), socio-
economic factors (SE), microeconomic factors (Mi-
cro), knowledge factors (Knowledge), and relation-
ships (PW) on the benefits deriving from applying 
the CSR concept. In the model, the values quoted 
in brackets sand for the standard structural parameter 
errors. In each case, the values of structural parame-
ters are higher than their standard errors, which sug-
gest that individual factors influence the CSR 
benefits significantly.  

In the case of macroeconomic, socio-economic, mi-
croeconomic, and knowledge factors, the relation 
between the value of the structural parameter and its 
standard error exceeds 2. Therefore, it can be said 
that the factors have powerful influence on the shap-
ing of the benefits from the CSR concept. Only 
in the case of this factor, standing behind relation-
ships was an insignificant influence observed (here, 
the relation between the structural parameter and its 
standard error fails to exceed 2, although it is close 
to that). The strongest influence on CSR benefits is 
given by the micro-economic factor. The impact 
of the socio-economic factor is also significant. 
Both, the influence of the macroeconomic factor 
and knowledge factor is clearly lower, but still they 
are statistically significant. 
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Figure 2. Main factors used in the model of social and business benefits deriving from the application  
of CSR concept in Models I, II, and III for Poland and Model I for Latvia 

(source: drawn on the basis of research results - own study) 
 

3.1 Poland - Model I 
 
Benefits_ CSRi = -0.000 (0.038) + -0.297 (0.046) Macroi + -0.510 (0.071)SEi + 0.717 (0.056)Microi + - 0.336 

(0.046)Knowledgei + 0.117 (0.069) PWi (the relations in the sector) + ei 

~ , 	 . . 	 	

	2	∗	 	 304 212	 212	 	 	  

 
The next figure depicts a schematic image of the 
model with information about the factor loadings 
influencing individual main factors. Fig. 3 presents 
only those factor loadings that show a correlation 

with the main factor exceeding 0.5. 

Synthesis (theory) of model Poland - Model I is 
shown in Fig. 3 as following: 

regression coefficients have been quoted next to 
arrows; the red stands for statistical coefficients that 
are statistically significant. The spare square has 
been completed with an absolute term. Individual 
factors have been assigned variables characterized 

by factor loadings exceeding 0.5. 

The level of error in Model I measured with a vari-
ance of random component amounts to 0.304, 
and in the case of IGLS statistics measuring the 
goodness of fit of the model - 348.906. In Model I, 

companies were not differentiated according 
to whether they apply the CSR model or not. 
The model was corrected by completing the right 
side with a zero-one variable representing the ap-
proach toward the use of CSR concept. Substituting 
variable “yes” with value “1,” and variable “no” with 
value “0” generates a model for companies employ-
ing the CSR concept. Substituting variable “yes” 
with value “0,” and variable “no” with value “1” 
generates a model for companies that do not employ 
the CSR concept. Substituting the variable “yes” and 
variable “no” with value “0” generates a model for 
companies, which have not expressed their opinion 
about the use of the CSR concept. In the relevant 
model, a correction was made according to the con-
stant; companies were not differentiated on the basis 
of the regression coefficients. 
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Figure 3. Schematic presentation of Model I for Poland 

(source: drawn on the basis of research results) 
 

 

3.2 Model - Poland II 
 

Benefits_ CSRi = -1.442 (0.108) + -0.395(0.033) Macroi +-0.258 (0.054)SEi + -0.044(0.064)Microi + - 0.373 
(0.036)Knowledgei + 0.033 (0.049) PWi (the relations in the sector) + 2.386 (0.161) noi + 1.429(0.121) yesi + ei 

~ , 	 . . 	 	

	2	∗	 	 195.809 212	 212	 	 	  

 
Synthesis (theory) of model Poland - Model II is 
shown in Fig. 4 as following: 

regression coefficients have been quoted next 
to arrows; the red stands for statistical coefficients 
that are statistically significant. The empty square 
has been completed with an absolute term; the first 
number refers to companies employing the CSR 
model, the second to companies that do not do that. 

Individual factors have been assigned variables 

characterized by factor loadings exceeding 0.5. 

The correction made resulted in lowering the vari-
ance of the random component to 0.147, and the 
value of IGLS statistics to 195.809, which is statisti-
cally significant and substantially improves the mod-
el.  
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Figure 4. Schematic presentation of Model II for Poland 

(source: drawn on the basis of research results) 
 

Worth noting is the fact that the division of the mod-
el into companies employing and those not employ-
ing the CSR concept resulted in the situation where 
the micro-economic factor became statistically in-
significant. Moreover, the influence of the factor 
of relationships is also insignificant. It is the practi-
cal application of the CSR concept that decides about 
the informative value of those factors. 

The weakness of Model II is the fact the it assumes 
uniform translation of changes in macro-economic 
(Macro), socio-economic (SE), microeconomic (Mi-
cro), knowledge (Knowledge), and relationship (PW) 
factors into the benefits from using the CSR concept 
in companies employing and not employing the CSR 
model. The model discussed only assumes that 
the reaction level is different, but the increments are 
constant. The said fault is not found in the next mod-
el, Model III. There, the interactions between macro-
economic (Macro), socio-economic (SE), microeco-

nomic (Micro), knowledge (Knowledge), and rela-
tionship (PW) factors, as well as the attitudes toward 
the use of the CSR model are taken into account. 
The variance of the random component in Model III 
is at 0.060, and IGLS statistics, at 6.368. The quoted 
values prove that it is necessary to consider various 
levels and various slopes of the CSR benefit model 
depending on the company’s attitude toward 
the practical application of the CSR concept. In order 
to obtain a model for a given type of an enterprise, 
values “0” and “1” need to substitute the right varia-
ble, in the same way as it was done in Model II, 
for example, in order to generate a regression coeffi-
cient of the Macro factor for companies applying the 
CSR model, it is necessary to replace Macro variable 
“no” with “0” and Macro variable “yes” with “1.” 
The model is much more complicated than Models I 
and II, but it explains the analyzed phenomenon 
much better. 
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3.3 Model - Poland III 
 

Benefits_ CSRi = -0.588(0.591) + 0.089(0.178) Macroi -0.495(0.244)SEi + 0.319(0.431)Microi + - 0.080 
(0.168)Knowledgei + 0.040 (0.222) PWi (the relations in the sector) + 2.006(0.649) noi + 0.796(0592) yesi + -

0.45(0.229) Macro.noi + -0.732(0.185) Macro. yesi + 0.453(0.287) SE. noi +0.127(0.259)SE. yesi + -
0.884(0.521) Micro. noi + -0.670(0.435) Micro. yesi + -0.075(0.194) Knowledge noi +- 0.711(0.187) 

Knowledge yesi + 0.016(0.232) PW.(the relations in the sector) noi + 0.257(0.243) PW(the relations in the sec-
tor). yesi + ei 

~ , 	 . . 	 	

	2	∗	 	 6.368 212	 212	 	 	  
 

 

Figure 5. Schematic presentation of Model III for Poland 
(source: drawn on the basis of research results) 

 

Synthesis (theory) of the Model - Poland III is shown 
in Fig. 5 as following: 

regression coefficients have been quoted next to 
arrows; the red stands for statistical coefficients that 
are statistically significant; the first number refers to 

companies employing the CSR model, the second to 
companies that do not do that. The empty square has 
been completed with an absolute term; the first num-
ber refers to companies employing the CSR model, 
the second to companies that do not do that. Individ-
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ual factors have been assigned variables character-

ized by factor loadings exceeding 0.5. 

Separating the structural regression coefficients ac-
cording to the company type, the type differentiated 
on the basis of practical application of the CSR, 
makes it possible to say that the benefits from the 
CSR concept in undertakings employing the CSR 
model are strongly influenced by macro-economic 
factors and knowledge factors. In companies that 
refuse to use the CSR model, there are no factors 
significantly impacting the CSR benefits. Macro-

economic, socio-economic, and micro-economic 
factors are very close to be deemed significant, 
though. The model clearly shows that the opinion 
held by companies that do not apply CSR about the 
CSR is different from its real influence when it is 
in fact employed. 

In the case of Latvia, owing to the one-sided ap-
proach presented by companies subject to analysis 
toward the CSR, only one model was estimated. 
It is a model for companies employing the CSR con-
cept. 

 
3.4 Model - Latvia I 
 

Benefits_ CSRi = 0.138(0.107) + -0.112(0.142) Macroi + -0.382(0.196)SEi + 0.714(0.170)Microi + - 
0.355(0132)Knowledgei + 0.230(0.211) PWi (the relations in the sector) + ei 

~ , 	 . . 	 	

	2	∗	loglikelihood	 39.512 25	of25	cases	inuse  

 

Synthesis (theory) of Model - Latvia I is shown in 
Fig. 6 as following: 

regression coefficients have been quoted next to 
arrows; the red stands for statistical coefficients that 
are statistically significant. The spare square has 
been completed with an absolute term. Individual 
factors have been assigned variables characterized 

by factor loadings exceeding 0.5. 

The presented model is equivalent to Model – Poland 
III in the situation when “yes” is replaced with “1” 

and “no” with “0”  in other words, in the case of 
companies using the CSR model in practice.  

Due to a smaller sample of companies in the study in 
Latvia, there is no point in comparing the variance of 
the random component and the value of IGLS statis-
tics between those models. It is necessary to recog-
nize the model adopted for Latvia as the appropriate 
one. 

When comparing Model - Poland III where yes = 1 
and no = 0 with the Model - Latvia I, one can notice 
that the sign of the absolute term, structural parame-

ters of the macro-economic, socio-economic, 
knowledge, and relationship factors is the same in 
both of them. Only the sign of the micro-economic 
factor is opposite.  

Naturally, other elements shaping individual factors 
in those countries may be responsible in such a situa-
tion, as well. The aforementioned models comprise 
only the main factors. In Latvia, micro-economic 
factors and knowledge factors strongly influence the 
development of benefits from the CSR concept.  

The common feature of Polish and Latvian compa-
nies employing the CSR model is nothing else by the 
substantial influence of the knowledge factor on the 
attaining of benefits from the CSR concept. 

It is relatively interesting that the Model - Latvia I is 
closer to Model – Poland I. The observation mainly 
refers to the structural parameters. The differences 
that appear between the two are found in factor load-
ings. The said discrepancies have been studied in 
previous parts of the thesis. 
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Figure 6. Schematic presentation of Model - Latvia I 

(source: drawn on the basis of research results) 
 

 
Figure 7. Model A. Business model of managing a heating company in the scope of social responsibility   

the global viewpoint (research results) 
(source: drawn on the basis of research results - own study) 
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Models A and B, and I, II, and III in Poland and 
Model I in Latvia are the result of the earlier con-
ducted analyses, which are shown in Fig. 7. 

The business models of heating company manage-
ment in the context of CSR developed in the article 
are a proposal of a novel view of the studied issue, 
namely economic and social success of the heating 
sector. 

In the scope of the theory of management, the pre-
pared models constitute a new instrument supporting 
decision-making, serving as a factor controlling eco-
nomic, financial, and social effects. To our mind 
introducing a coordinating entity responsible for 
strengthening the implementation of the CSR princi-
ples locally will contribute to a more effective intro-
duction of the idea (CSR) and the attaining of mutual 
benefits. 

Objects

Capital

Information
resources

Heating 
production

Human factor

Technologies

URE

Q = f ( L, R ,K, Zi, T,)

Government

Company

Supervisory
Board

Owner

society

Coordinating

entity

CSR

Divisio
n of
net
profit

Q X P= TR ‐ TC = ∏

URE - Energy Regulatory Office
Q - quantity of marketed 
production,
P - price,
TR - sales revenue,

TC - total cost,
∏ ‐ net profit

 
Figure 8. Model B. Business model of managing a heating company in the scope  

of social responsibility (on an example of a single company) 
(source: drawn on the basis of research results - own study) 

 

Model B is shown in Fig. 8, which presents the en-
trepreneurship in the course of an organized process 
of actions comprising the employment of necessary 
production factors focused on the heat energy pro-
duction. 

The business model presented illustrates the cause 
and reciprocal relations between entities taking part 
in the process, considering the CSR concept and the 
role of the coordinating entity, which effectively and 
efficiently supports the relevant concept (CSR). 

We presented the methodology of the research pro-
cess and the research results. 

Moreover, nominal business models in the scope of 
CSR have been adopted for the purpose of the arti-

cle: Model I  the process model of social business 

responsibility  macro, Model II  the process model 

of social business responsibility  micro, Model III  
model advantages of adopting the CSR concept. The 
following factors, previously found in the models, 
have been singled out: macro-economic factors, mi-
cro-economic factors, socio-economic factors, 
knowledge factors, model benefits from using the 
CSR concept, and formal and informal relationships 
within the sector and outside it. Such a structure 
served the modeling of the benefits from applying 
the CSR concept in Poland and Latvia. 
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4 Summary and  recommendations 
 
Responsible business counts on any strategy that 
takes into account social, economic, ethical, 
and ecological aspects in an economic activity and 
in contacts with partners, employees, clients, con-
tractors, shareholders, suppliers, and local communi-
ty. It has a good effect on the realization 
of sustainable economic development policy and 
such a manner of running a company that perceives 
attaining balance between effectiveness and profita-
bility of operation and social interest as a priority. 

 There is a number of prospective areas of activity 
that may become places for activating public ad-
ministration actions in favour of introducing the 
principles of CSR in Poland and Latvia. What 
needs to be done is, for instance, setting accepta-
ble standards by companies and public opinion. 
It ought to be decided what in Polish conditions 
should determine whether a company can be 
deemed to be socially responsible: the level of ef-
fective energy consumption, the fact of having 
code of ethics, programs realized in favour of lo-
cal communities, reliable information on product 
labels, and so on. The process of defining such 
standards as well as adequate legal regulations fa-
cilitating the implementation of the CSR princi-
ples should be supported by the representatives 
of relevant offices. 

 As far as Poland is concerned, these are education 
and promotion of social responsibility concept 
that should be treated as the most important areas 
of operation. Despite the initiatives undertaken 
by social organisations, such as Responsible 
Business Forum, the level of knowledge about 
CSR in Poland is still unsatisfactory. The CSR 
rules are most spread in large, often international 
corporations that are the quickest to be reached 
by world’s management trends and are most up-to 
date in that respect. The situation is reflected 
in the research on social activity of Polish enter-
prises, which shows that huge concerns and cor-
porations are the leaders in the field, while only 
a small part of small and medium enterprises be-
come engaged in social activity. 

 The concept of responsible business is not only 
a new fashion in management, but also a world 

tendency, which cannot be ignored in Poland 
and Latvia either. As western companies ap-
peared in the Polish market, access to profession-
al literature was enhanced and training programs 
became more popular, various components of so-
cial responsibility started to spread to manage-
ment practice. However, the world experience 
shows that the western standards should not be 
unquestioningly transferred onto the Polish mar-
ket without having considered the market level 
of development, economic, and political culture 
and advancement in the process of creating a civ-
ic society. 

 Therefore, a need for running a social campaign 
on CSR that would be mainly addressed to small 
and medium heating companies and their stake-
holders, in this case among others local commu-
nities and social organizations operating at the 
local level, arises. 

The main hypothesis let the authors make the follow-
ing statement: 

The author’s models of CSR supporting heating 
company management assume and confirm that also 
the social interest, relations with the public, and en-
vironmental protection are taken into account apart 
from the economic and financial interest. 

The statistical analysis of data was started by pre-
senting the material collected. The next factors (vari-
ables) were described with the use of the following: 

 composition of received answers  in tables and 
distribution graphs, 

 descriptive means: average level, standard devia-
tion, median, skewness, kurtosis of distribution. 

The statistical significance of the results was 
checked with the following: 

 tests for significance of the difference between 
the average evaluation of individual variables 
constituting a given factor, 

 correlation (and correlation test) between the 
responses within pairs of variables constituting 
a given factor. 

The study of the discrepancy between companies 
in terms of attitude to and use of the CSR model was 
carried out with the following: 
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 test for significance of the difference between 
the average results observed in answers to succes-
sive variables in terms of the attitude toward 
CSR, 

 what was also tested was the interaction between 
answers given simultaneously in terms of the atti-
tude toward the issue and practical application 
of the CSR model. 

The similarities observed in some questions referring 
to a given factor indicate redundancy of variables, 
hence factor analysis was applied in order to reduce 
the number of variables. The share of each variable 
in factors (factor loadings) was determined. As 
a rule, it is possible to reduce a dozen or so factors to 
a few main ones. 

An assessment of the significance of the discrepancy 
between the specified factors from the viewpoint 
of the attitude to the issue, the actual use of the CSR 
model and interactions was also made. 

Such a procedure was followed in all groups of vari-
ables constituting the set of macro-economic, socio-
economic, micro-economic, and knowledge factors, 
model benefits of implementing the CSR concept 
and formal and informal relations inside the sector 
and outside it. 

On one hand, such a study makes it possible to learn 
about the structure and hierarchy between individual 
variables and factors, on the other, it lets experts 
determine the differences between companies from 
the point of view of their approach towards CSR. 

The outcome summarizing the research took the 
form of models that present the relations between 
individual macro-economic, socio-economic, micro-
economic, and knowledge factors, formal and infor-
mal relations inside the sector and outside it and 
the benefits deriving from applying the CSR concept. 
In the case of Poland, it turns out that there are two 
types of companies: the ones that apply CSR 
and those that do not apply that concept. 

On the basis of the data gathered through question-
naires, it is possible to directly make only one model 
in the case of Poland, that is, the last one. 

Taking into account the purpose of the doctoral the-
sis as well as the verification of the hypothesis 
and the posed research questions, the author decided 
to clearly specify the role and importance of CSR 

in business models. All studies were carried out with 
the use of MLwiN software (statistical software 
package for fitting multilevel models). 

Therefore, the following assumptions have been 
made in individual models: 

 General Model I that does not introduce any dif-
ferentiation between companies applying 
and not applying the CSR concept in their busi-
ness models in order to determine the influence 
of individual factors on the socio-economic bene-
fits. 

 In Model II, it was assumed that the companies 
applying and not applying the CSR concept differ 
in terms of benefits, but the reaction to the chang-
es in macro-economic, micro-economic, socio-
economic, and knowledge factors, and formal 
and informal relations within the sector and out-
side it, and so on is the same (the absolute term is 
different, but the regression coefficients are the 
same). Such a procedure was adopted in order 
to define whether the division of companies into 
the two groups contributes to explaining the phe-
nomenon of the CSR benefits in business models. 
The IGLS statistics indicate that the answer is 
yes. 

 Model III is the most diversified model of all, 
since it assumes that not only do companies differ 
in the level of benefits (a different absolute term), 
but also in the reaction to macro-economic, mi-
cro-economic, socio-economic, and knowledge 
factors, and formal and informal relations within 
the sector and outside it, and so on (various re-
gression coefficients). It turns out that such a cor-
rection allows us to explain the studied 
phenomenon better. 

 It was necessary to develop three models. If we 
decided to design only Model III without prepar-
ing Models I and II initially, it would not be pos-
sible to acquire a full picture whether the 
perception of CSR benefits in business models is 
different in these two types of companies. Thanks 
to observing the changes in the IGLS statistics, 
we do have such knowledge now. 

 Model III in its part referring to the companies 
applying the CSR concept is an equivalent  
of the model produced for Latvia. 
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As a result, it can be said that companies applying 
or rejecting CSR differ not only in terms of the aver-
age assessment of CSR benefits, but also in the scope 
of relations between some of the factors with CSR 
benefits (red colour in the graphs). In the case 
of Latvia, there is only one model, since all compa-
nies subject to analysis in that country applied CSR. 
It is possible to compare the model for Latvia with 
the one for Poland, which has been described in the 
thesis. 

The model is simplified as it is based on the first 
factors from section reduction of variables. 

Regression coefficients cannot be subject to a simple 
interpretation since the factors comprise all varia-
bles, and their contribution is determined by factor 
loadings. However, it is still possible to study the 
significance of relations and draw a comparison be-
tween the countries. The models belong to a broadly 
defined class of structural models. 

The variance of the random component  if we as-
sume that the regression function describes the influ-
ence of an independent variable on the dependent 
variable in a synthetic way, then the remainder illus-
trates the deviations from the observed pattern. 
The stronger the deviations are, the stronger influ-
ence of accidental factors distorting the observed 
relation. Residual variation serves as a measure 
of accidental variations. The root of variation (stand-
ard deviation) determines the average empirical de-
viation of the value of described variable from 
the theoretical value received from the regression 

function. Goodness-of-fitting  fitting the theoretical 
model to empirical data. 
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