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Abstract 

The present study explores a problem which is especially present in world’s 
business and international community, and also in Bulgarian business and Bulgarian 
society – corporate social responsibility. The study outlines the evolution of ideas of 
social responsibility of business. Special attention is paid to the transition of 
understanding and viewing of social responsibility as an obligation of the company to 
relating social actions to strategies. The nature, contents and function of corporate social 
responsibility have been analysed; different definition have been presented; core general 
features have been offered. Possible directions of work of companies in the area of 
corporate social responsibility in the pharmaceutical sector have been examined. The role 
of of societal marketing concept in the pharmaceutical sector has been explored. The 
opportunities for assessing the effectiveness of corporate social responsibility for both 
social causes and implementing business strategies have been analysed.  
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