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Abstract: The article deals with the issue of corporate social responsibility (CSR) in the awareness of
economics students as future managers responsible for the implementation of this idea in enterprises.
Due to the fact that CSR is a source of many innovations today, the aim of the research was to
learn about the awareness and opinions of students about CSR on such issues as: reasons for
implementation, main activities, impact on profitability, and the need to explore and assess the
usefulness of this knowledge. The research was conducted in 2019 among students from Poland and
Georgia (as countries at various stages of advancement in the market economy). The results of the
research were statistically analyzed in terms of obtaining answers to the hypotheses and research
questions, checking the significance of differences in the answers due to nationality, and additionally,
gender (chi-square test and test for two proportions). The primary contribution of this study is an
exploration of the views of students on various issues of CSR and sustainability. The results showed
that—according to students—ethical values, increased consumer awareness, and the desire to gain a
competitive advantage are the most common reasons for the implementation of the CSR concept by
companies. The vast majority of respondents indicated the need to enrich the knowledge of business
ethics as an important aspect shaping the attitudes of employers and employees. The positive attitude
of students regarding the impact of CSR on the company’s profitability was confirmed, although
the authors expected more unambiguous results. Differences were also distinguished between the
responses of students from both countries on some issues, such as: opinions on the developing ethical
sensitivity, the need for the credibility of the EU economic policy, ecology and relations with the
local community, as well as relations with the closest stakeholders of companies. The results of the
conducted research suggest the need for intense activity in the field of public awareness and the
requirement of personnel training for the skilful implementation of CSR principles in enterprises.

Keywords: corporate social responsibility; the attitude of future managers towards CSR; ethical
aspects of companies’ operations

1. Introduction

Innovation in business is part of a self-perpetuating virtuous circle. It leads to higher
productivity and efficiency, which, in turn, drives innovation [1]. Although the sources
of innovation are undoubtedly new technologies [2] and new social behaviors [3,4], many
contemporary researchers argue that corporate social responsibility (CSR) becomes the
flywheel of many innovations. CSR covers the methods by which an enterprise can ob-
tain added value by dealing with the social and environmental aspects of its operations.
Thus, it is a concept whereby enterprises voluntarily incorporate social and environmental
interests in their market action strategies, as well as in their relationships with various
stakeholder groups [5]. Conducting social dialogue at the local level is not only conducive
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to increasing the competitiveness of enterprises at the global level but also—importantly—
shaping the conditions for sustainable social and economic development [6]. According to
the research [7], CSR as an innovation process is driven, on the one hand, by social and
ecological values and, on the other hand, by economic value. Companies that want to
develop and meet the expectations of stakeholders turn to the concept of CSR. They use
social innovation to improve their supply chains and reach out to socially and environ-
mentally conscious consumers and often work with social innovators to deliver business
solutions to social needs [8]. According to the research [9], social innovation is seen as a
key driver of the transition from ad hoc philanthropic programmes to genuine sustainable
development strategies.

Since, in the future, economics students will especially create management personnel
of various organizations, hence the state of their knowledge, as well as acceptance and
willingness to use the principles of corporate social responsibility, are very important,
as this will determine the actual transmission of this idea into the social and economic
reality. That is why, at universities educating in the fields of economics and management,
it is particularly important to explore issues related to corporate social responsibility.
Realizing the importance of the problem, an attempt was made to diagnose the actual
state of awareness of these students [6]. Until now, most of the research in this area has
covered developed or developing countries. Comparative studies between the countries
that are between this continuum are in the minority and usually involve closely neighboring
countries [10,11]. Therefore, with this state in mind, we diagnosed a research gap that
needs to be filled.

Analyzing the approach in the countries of the former Eastern bloc, Poland, as a
rapidly developing country, and Georgia, as a country moving slower towards a market
economy, were selected as representatives. This is confirmed by the ranking presented in
the [12], created on the basis of GDP per capita, adjusted for purchasing power parity (PPP).
Poland ranks 46th and Georgia 105th. This allows the assumption that both countries are at
a different stage of building civic awareness [13,14], which is confirmed by the ranking [15],
also the Global Innovation Index 2020 report [1], and this creates the main premise for the
research undertaken in this article.

Bearing in mind the diagnosed research gap, the aim of this article has been divided
into four parts. All of them concern the examination of the awareness and opinions of
students on the following issues: (1) reasons for the implementation of the CSR idea by
companies, (2) main measures characterizing the activities of companies in the field of CSR;
(3) the impact of CSR on the profitability of companies; (4) the needs in the field of exploring
and assessing the usefulness of knowledge on the ethical aspects of business operations.

To implement the first and second parts, we asked the following research questions:

Research Question 1: What is the awareness of economics students in terms of contem-
porary reasons for implementing the CSR idea by companies? Do nationality and gender
influence attitudes in this regard?

Research Question 2: What, in the opinion of economics students, characterizes the ac-
tivities of companies in the field of CSR? Are there any differences based on nationality
or gender?

We were inspired to pose these questions by looking at the implementation of CSR
in various countries from a historical perspective [16–19], showing that the origins of this
concept were associated with charity activities of companies, and then with pro-employee
and pro-ecological attitudes. Literature studies on the maturity of the implementation of
CSR concepts in companies show that the implementation of this concept may have an
incidental, tactical or strategic level [20] and largely depends on the state of the general
economy and even specific industries. However, the activities of companies related to the
concept of CSR always widely echo in the mass media, causing changes in the awareness
of society (including consumers) regarding the importance of the CSR idea. Therefore, an
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interesting question is how this awareness is shaped in Poland and Georgia among young
people who associate their professional future with the business.

To implement the third and fourth parts, we asked the following research questions:

Research Question 3: How, in the opinion of young people, does the implementation of
CSR principles affects the profitability of companies? Do nationality and gender influence
this opinion?

Research Question 4: What attitudes are represented by young people in terms of the
exploration and usefulness of knowledge about the ethical aspects of business? Do these
attitudes differ according to nationality and gender?

We were inspired to pose such questions from the literature research, which shows
that the idea of CSR is perceived as generating revenues, that not only cover the costs
of its implementation but also allow to achieve a competitive advantage [21–27]. On the
other hand, there are also studies in which the idea of CSR is perceived as a space for
manipulation under the guise of altruistic concern, which makes the idea of CSR having a
negative impact on financial results [28]. Therefore, it is puzzling which of these concepts
is more convincing to the public.

The research questions posed by us indicate that the nature of our research is ex-
ploratory. In our research, we focus on learning about the views of students (from two
countries that differ in terms of the development of the market economy) on various issues
of CSR and sustainable development. The implementation of the set goals and answers
to the research questions determined the organization of this article. The paper is orga-
nized as follows. Section 2 highlights hypotheses development in terms of: (1) reasons for
implementing the CSR idea, (2) characteristic activities of companies implementing CSR,
(3) attitudes regarding the impact of CSR on the profitability of companies, (4) attitudes
towards the usefulness of knowledge in the field of CSR. Section 3 describes the method-
ology of the empirical research. Results are reported in Section 4. Discussion of findings
and theoretical and practical implications are described in Section 5. Section 6 presents
limitations and Section 7 conclusion.

2. Literature Review and Hypotheses Development
2.1. Reasons for Implementing the CSR Idea

An interesting look at the reasons for implementing the CSR concept in companies
is the historical approach to the development of this concept, proposed in the paper [16].
Already in ancient Rome, charity work was visible in the form of creating asylum, houses
for the poor and the old, hospitals and orphanages. In the Middle Ages, the activities of
the Romans continued in municipal and religious institutions [17]. Some corporations
joined charity work in the 16th and 17th centuries. In the 18th and 19th centuries, during
the domination of the British Empire, the concept of Victorian philanthropy appeared. It
focused on the working class and the creation of social programmes, examples of which
could be seen in practice, both in Europe and in the United States of America [18,19]. The
end of the 19th century and the beginning of the 20th century saw the popularization of
donations to orphan shelters and the creation of model industrial communities, in order
to improve the quality of life of employees in the form of building workers’ housing
estates [18]. In the 1920s and 1930s, business managers began to take responsibility for
balancing profit maximization with creating and maintaining a balance with the demands
of customers, workforce and the community [18]. Together with the development of the
business during World War II and the 1940s, companies began to be perceived as socially
responsible institutions, and these responsibilities were discussed more extensively. In the
1950s and 1960s, the belief arose that companies were responsible not only for their legal
and economic obligations, but should be concerned with the welfare of the community
and the education and happiness of their employees [16]. Moreover, in the 1970s, after
numerous environmental disasters, such as the oil spill, the public was concerned about
the rapid population growth, resource depletion and environmental pollution [29]. This
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resulted in numerous social movements in the field of environmental protection, as well
as human and labor rights. These movements continued in the 1980s, where, in addition
to environmental issues, there were also protests against employment discrimination and
consumer abuse. Moreover, there were protests against such activities of companies that
threatened the health and safety of employees and worsened the quality of life in the city.
The aggressive practices of international corporations were also publicized and criticized.
Movements and social unrest led to the creation of social and environmental laws that
imposed additional obligations on companies regarding environmental protection, product
safety and labor rights [18].

It is not only the historical analysis of the CSR concept that gives an insight into the
reasons why companies implement this idea. Interesting conclusions can also be drawn
from the analysis of contemporary consumer and employee attitudes. Cone Communica-
tions/Ebiquity Global CSR research from 2015 [30] reveals that 91% of global consumers
expect companies to be involved in solving social and environmental problems. Thus,
the majority of global consumers (90%) would boycott the company if they found out
about unethical business practices. Global consumers are also able to bear certain costs
related to the CSR concept. Most of them (71%) declare that they would pay more for a
socially or environmentally responsible product. 81% are able to consume less to conserve
natural resources. 61% declare that they prefer to borrow or share goods rather than
buy new ones. Moreover, 62% would prefer to work for a socially responsible company,
even if it offered a lower salary than another socially unsuitable company. A total of 57%
would accept a poorer quality product but more socially and environmentally responsible.
A total of 61% of consumers use Social Media to engage in CSR. Additionally, research in
Poland [6,13], and Georgia [31–33] has indicated an increase in social awareness of CSR
as an important reason for the implementation of the CSR concept. Although research in
Georgia [32] shows the perceived shortages by society in terms of access to information
on CSR practices in Georgian companies. In Poland, some authors [13] directly refer to
the fear of losing good reputation by companies as the reason for implementing CSR, thus
referring to the theory of legality and its links with CSR. Additionally, the paper [34] shows
that companies implementing CSR are an attractive workplace for employees, especially
from the millennials generation. Thus, CSR is perceived as a way to achieve success in the
modern world economy, one of the ways to build the company’s image and a way to meet
customer expectations [6].

The analysis of the historical approach to the development of the CSR concept and
the observation of contemporary consumer attitudes, both global, as well as in Poland and
Georgia, let us notice a constant increase in society’s awareness of the responsibility of
companies for their activities, not only in the context of law and economy. Therefore, we
present a hypothesis corresponding to the first research question, in which we assume that:

Hypothesis 1 (H1). Changes in awareness and increased consumer expectations, as well as
building a positive image of the company thanks to CSR are, in the opinion of students, the most
common reasons for the implementation of the CSR concept by companies.

2.2. Characteristic Activities of Companies Implementing CSR

CSR research, conducted by scientists [20,35–37], and the historical view on the imple-
mentation of the CSR concept show, that we can now distinguish three distinct groups of
CSR activities, resulting from the aforementioned historical approach. These are the areas
of activity: (1) philanthropic, (2) pro-employee, (3) pro-ecological. Philanthropic activities
mainly include: financial support for charity organizations, schools, clubs, associations,
amusement and educational parks, fire brigades, IT centres, organizing internships for
pupils and students. Pro-employee activities primarily include training for employees as
part of encouraging career development and lifelong learning, supporting mothers’ work
through flexible working hours, promoting equal opportunities for women and people
over 45 years, funding awards for academic achievement of employees’ children, organiz-
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ing employee trips. Pro-ecological activities include: implementation of environmental
management systems, introduction of less energy-consuming technologies, closed produc-
tion cycle, use of non-toxic, biodegradable products, recycling of local waste, recycling
in cooperation with suppliers, use of recycled materials in production, use of ecological
cleaning equipment and procedures, use of environmentally friendly materials (chemicals,
intelligent coatings that are easy to clean), furnishing the company with heating panels,
use of rainwater for washing, sponsoring environmental education programmes for chil-
dren, partnership in environmental projects in the city and training employees in paying
attention to ecological problems.

Some scientists subject these groups of CSR activities to a specific classification and
form nomenclature for them. An example of this can be works [38,39], in which CSR
activities are classified into: Corporate Operating Performance (COP) and Corporate Social
Performance (CSP). COP activities primarily benefit the company’s closest stakeholders,
such as employees and suppliers. CSP activities are oriented towards further company
stakeholders, such as local communities.

In order to organize CSR activities in Poland [20], has developed a CSR maturity
model. This model makes it possible to identify incidental, tactical or strategic levels
of involvement of Polish companies in CSR. The incidental level consists of activities of
companies in the field of CSR defined as ad hoc, unplanned, random or non-existent.
The tactical level consists of activities defined as inconsistent implementation of planned,
repeated projects and instrumental motivation. The strategic level consists of activities, in
which the CSR concept permeates every aspect of the organization and is integrated with
the company’s business strategy. Research [20] has shown that, in Poland, about half of the
companies use CSR at the incidental level, about 30% at the tactical level and about 20%
at the strategic level. Moreover, small and medium-sized enterprises currently show the
lowest CSR maturity, which is in line with the trends prevailing also in the works of other
researchers in Poland [13,37] and in the world [40–42]. Moreover, as in other countries,
CSR maturity is industry-specific [40,42,43], but most industries in Poland do not have
generally accepted CSR standards. The conclusion is that, although Poland has significantly
improved its institutional CSR context over the last 20 years, the level of CSR practices in
enterprises is still quite low. That is why CSR researchers in the Polish reality also focus
on the issues of educating future managers in the field of business ethics, especially the
issue of CSR [6]. In turn, Georgia lacks detailed information on what companies do in
the field of CSR [32], which suggests the presence of CSR at an incidental level. What
is more, research [44,45] indicates that Georgia obtained a low index in such areas as:
gender egalitarianism, future orientation and performance orientation, which leads to the
conclusion that the poor development of CSR in Georgia is conditioned by the cultural
characteristics of the local society [44].

Despite the incidental level of CSR implementation in both Poland and Georgia, it
should be emphasized that the undertaken activities in the field of CSR are accompanied by
promotion. Publicizing corporate CSR initiatives has gained in importance and, according
to [46], communication spending in this area are in third place in the budget positions
of large corporations. Public relations tools [47], social media [48,49], websites, company
reports, information on philanthropy [50], as well as corporate image and brand positioning
strategies [51] are used to communicate CSR activities. Therefore, both environmental
issues, as well as human and employee rights, have become a permanent fixture in the
social consciousness. Therefore, we present a hypothesis corresponding to the second
research question, in which we assume that:

Hypothesis 2 (H2). In the opinion of students, focusing on ethical values in human resource
management and on pro-ecological solutions are the most common characteristics of companies that
have implemented CSR.
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2.3. Attitudes Regarding the Impact of CSR on the Profitability of Companies

CSR is considered a concept that, on the one hand, generates costs for companies,
that could be borne by other institutions instead of CSR, and, on the other hand, leads to
increased financial results, thanks to the competitive advantage achieved through CSR.
Therefore, the question arises whether the revenues generated by CSR activity outweigh
its costs. Many researchers have sought answers to this question [21–27]. For example,
Hemingway and Maclagan [52] believe that CSR provides space and a cover for fraudulent
activities of management, which imposes the negative nature of CSR. Similarly, [28,53,54]
are sceptical about the concept of CSR, pointing to the possibility of some kind of manipu-
lative and greenwashing practices under the guise of altruistic concern.

However, although some researchers point to the negative impact of CSR on financial
results, due to manipulative practices in the field of CSR, there are also those, who perceive
CSR as a source of competitive advantage for companies [55,56]. The main premise con-
firming the positive impact of CSR on the company’s financial results is the stakeholder
theory [25,26]. According to this theory, lasting relationships with stakeholders generate
profit for the company, therefore managing these relationships is the basis for creating
value for the company. The research [21] confirmed the validity of Freeman’s theory. They
consider CSR as a strategy creating legitimacy, reputation, and competitive advantages.
The implementation of CSR creates satisfied key stakeholders, who ensure the effectiveness
of the company’s operations and reduce its costs. For example, satisfied employees provide
a company with productive work and reduced employment and training costs. In turn,
satisfied customers reward the company with repetitive purchasing decisions, providing
it with income. Satisfied investors borrow capital at a lower rate, which lowers the cost
of capital. Satisfied with ecological management, the company’s community lowers ad-
vertising costs, while satisfied regular suppliers lower the costs of certification and quality.
Moreover, research [46,57,58] has shown that the implementation of CSR causes the com-
pany’s customers to identify with it and become branded diplomats. A similar result of the
research on the company’s reputation was obtained by [59–61]. The results of these studies
are also confirmed by the report [30], according to which, if a company implements CSR, it
can count on trust (90% of global consumers), loyalty (88%) and a positive image (93%).

Although literature studies indicate that the idea of CSR can be perceived as gener-
ating costs that reduce the profits of companies, scientists more and more often provide
evidence that the implementation of the CSR concept also generates revenues that not only
cover the costs of its implementation, but also allow to achieve a competitive advantage.
Therefore, we present a hypothesis corresponding to the third research question, in which
we assume that:

Hypothesis 3 (H3). In the opinion of young people, the implementation of CSR principles in
companies does not reduce the profitability of these companies.

2.4. Attitudes towards the Use of Knowledge in the Field of CSR

Global emphasis on environmental, social and economic issues regulated by law,
which is very often mentioned in publications concerning the study of CSR implementation,
especially in Poland (cf. [6,20]) and the perspective that they should be incorporated into the
processes functioning in companies, arouse in the society the need to educate its members
in this area. The more so because, as mentioned in [14], incompetent CSR activities may
be badly received by the society. Moreover, the more and more frequent presentation
of the CSR concept as a way to achieve success in the contemporary world economy,
building the company’s image and meeting customer expectations increases the need for
CSR activities, as it indicates a positive impact of CSR implementation on the financial
results of companies. On the other hand, such works as [13,20], indicate a lack of strategy
in activities related to CSR, which most probably result from the lack of knowledge on the
subject. Therefore, we present a hypothesis corresponding to the fourth research question,
in which we assume that:
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Hypothesis 4 (H4). Most students agree that knowledge of the ethical aspects of business activities
is useful in their professional life.

3. Materials and Methods
3.1. Sample and Data Collection

The research results were collected in 2019 via an electronic questionnaire. Data from
Poland comes from the University of Economics in Katowice, where 482 students (307
women and 175 men) were surveyed. In Georgia, 118 students (61 women and 57 men)
completed the questionnaire, from a total of four universities: Ilia Uni, Tbilisi State Uni,
Technical University and Black Sea Uni. Due to the demographic differences between
Poland and Georgia (the population of Georgia is much smaller than the population of
Poland), the disproportion in the number of students from both countries was considered
favourable—because it reflects the reality. The distribution of the number of respondents
by age and gender is presented in the table below (Table 1).

Table 1. Structure of respondents.

Variable Value Poland Georgia Total

Age
Up to 20 59% 33% 54%

21–24 38% 55% 41%
Above 25 3% 12% 5%

Gender
Female 64% 52% 61%
Male 36% 48% 39%

3.2. Measures

The questions and measuring scales of the questionnaire used for the research are
presented in Table 2. Moreover, the questionnaire contained a record with questions about
gender and age.

Table 2. The relationship of research questions and questions in the questionnaire.

Research Question Question Scaling the Answers

RQ1

Select the sentences that, in your opinion, reflect the idea of Corporate Social
Responsibility the best.

Multiple choice
nominal scale

What, according to you, determined the creation and development of the idea of
Corporate Social Responsibility?

Multiple choice
nominal scale

According to you, what are the main reasons for companies to implement the
principles of Corporate Social Responsibility

Multiple choice
nominal scale

RQ2

What internal (inside a company) activities, according to you, reflect the idea of
Corporate Social Responsibility in everyday business practice?

Multiple choice
nominal scale

What external (outside a company) activities, according to you, reflect the idea
of Corporate Social Responsibility in everyday business practice?

Multiple choice
nominal scale

RQ3 Does the introduction of the principles of Corporate Social Responsibility, in
your opinion, cause lower profitability of the company? 5-point Likert scale

RQ4

Do you think that knowledge about ethical aspects of management is useful in
future professional life? 5-point Likert scale

Do you see the need to constantly develop and enrich knowledge from business
ethics as an important element shaping the attitude of employer and employee? 5-point Likert scale

Do you think that the students of the University should deepen their knowledge
concerning the ethical aspects of corporate activities? 5-point Likert scale
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3.3. Data Analysis

The obtained answers were subjected to statistical analysis in terms of obtaining
answers to the hypotheses and research questions posed. The results were discussed
taking into account the nationality and gender of the respondents, looking for hidden
relationships. For this purpose, the Pearson chi-square test of independence was performed
for the Likert scale questions. In cases, where the expected number obtained was too small,
the Fisher exact test was applied. In turn, for questions with a multiple choice nominal
scale, differences between the studied populations were searched for using the test for two
proportions—separately for each possible answer. The assumed level of significance was
0.05 [62,63]. The results of the analyses are presented in charts, in accordance with the
recommendations of Knafik [64,65]. The test results for multiple choice scales are presented
in the butterfly chart, also known as the tornado diagram [66]. The results for the single
choice scales are presented on the diverging bar chart [67].

4. Results
4.1. Reasons for Implementing the CSR Idea

In order to verify the H1 hypothesis, the respondents were asked about the main
reasons for implementing CSR principles by the companies. It should be noted that the
respondents chose a maximum of three answers. The frequencies of answers for Poland
and Georgia were calculated and the significance of the difference between the fractions
was calculated. Figure 1 presents the results.
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Figure 1. The main reasons for companies to implement the principles of CSR according to stu-
dents of Poland and Georgia: A—Expectation from customers; B—Developing ethical sensitivity;
C—Companies realise that a purely economic approach to business is not enough to be successful in
today’s world; D—Companies are sensitive to social needs; E—Building the company’s image; F—I
have no opinion, I don’t know. Note: Significant differences for the 0.05 significance level are marked
in red.

The most frequently selected answer in Poland and Georgia was the statement that
entrepreneurs realise that a purely economic approach in their activities is not enough to
achieve success in today’s world (69% and 65%). The second most frequently chosen answer
was building the company’s image (65% and 58%). In these respects, the respondents of
both countries agreed. However, significantly more students from Poland than from
Georgia marked the answer regarding developing ethical sensitivity (p = 0.0005). In Poland,
no significant differences were found in the answers of men and women. The most
common answers were C and E, although slightly more women chose the answer E first
(68% and 63%), while men most often chose the answer C (72% and 64%). In Georgia, as in
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Poland, there were no significant differences as to the substantive answers, but there were
significantly more men who avoided answers (F: I have no opinion, I don’t know; 18% and
5%; p = 0.0286).

Supplementary questions, verifying the H1 hypothesis, were the question about the
reasons for the emergence and development of the CSR idea and the question about the
understanding of CSR by the respondents. As before, these were multiple choice questions.
The frequency of answers for Poland and Georgia and the significance of the difference
between the fractions were calculated. Figure 2 presents the results.

Sustainability 2021, 13, x FOR PEER REVIEW 9 of 20 
 

proach to business is not enough to be successful in today’s world; D—Companies are sensitive to social needs; E—Build-
ing the company’s image; F—I have no opinion, I don’t know. Note: Significant differences for the 0.05 significance level 
are marked in red. 

The most frequently selected answer in Poland and Georgia was the statement that 
entrepreneurs realise that a purely economic approach in their activities is not enough to 
achieve success in today’s world (69% and 65%). The second most frequently chosen an-
swer was building the company’s image (65% and 58%). In these respects, the respondents 
of both countries agreed. However, significantly more students from Poland than from 
Georgia marked the answer regarding developing ethical sensitivity (p = 0.0005). In Po-
land, no significant differences were found in the answers of men and women. The most 
common answers were C and E, although slightly more women chose the answer E first 
(68% and 63%), while men most often chose the answer C (72% and 64%). In Georgia, as 
in Poland, there were no significant differences as to the substantive answers, but there 
were significantly more men who avoided answers (F: I have no opinion, I don’t know; 
18% and 5%; p = 0.0286). 

Supplementary questions, verifying the H1 hypothesis, were the question about the 
reasons for the emergence and development of the CSR idea and the question about the 
understanding of CSR by the respondents. As before, these were multiple choice ques-
tions. The frequency of answers for Poland and Georgia and the significance of the differ-
ence between the fractions were calculated. Figure 2 presents the results. 

 
Figure 2. What determined the creation and development of the idea of CSR in opinions of stu-
dents of Poland and Georgia? A—Increase in social expectations; B—Changes in consumer aware-
ness; C—The need for credibility of the EU economic policy; D—The need to create long-term eco-
nomic efficiency of enterprises; E—Media operation; F—Don’t know. Note: Significant differences 
for the 0.05 significance level are marked in red. 

The most common answer in Poland was the answer B regarding changes in con-
sumer awareness as the reason for the idea of CSR (73%). Secondly, the respondents indi-
cated answer A, which meant an increase in social expectations (65%). Additionally, these 
two responses were selected—equally—in Georgia (53% and 55%). Despite a similar ten-
dency, the respondents of both countries marked the answers A (p = 0.0382), B (p < 0.001) 
and C (p = 0.0106) with significantly different intensities. Proportionally more Polish stu-
dents indicated A and B, while answer C (the need for credibility of the EU economic 
policy) was chosen more often in Georgia (40% and 28%). The distribution of answers by 
nationality and gender (Table 3) shows that, in Poland, the most frequent answer of 
women was B (75%) and A (61%), and men—A (72%) and B (69%). Notably more men 

55%

47%

92%

75%

84%

106%

65%

73%

28%

45%

36%

14%

A

B

C

D

E

F

55%

53%

40%

44%

29%

13%

65%

67%

80%

76%

91%

107%

What determined the creation and development of the idea of CSR

POLAND GEORGIA

Figure 2. What determined the creation and development of the idea of CSR in opinions of students
of Poland and Georgia? A—Increase in social expectations; B—Changes in consumer awareness;
C—The need for credibility of the EU economic policy; D—The need to create long-term economic
efficiency of enterprises; E—Media operation; F—Don’t know. Note: Significant differences for the
0.05 significance level are marked in red.

The most common answer in Poland was the answer B regarding changes in consumer
awareness as the reason for the idea of CSR (73%). Secondly, the respondents indicated
answer A, which meant an increase in social expectations (65%). Additionally, these two
responses were selected—equally—in Georgia (53% and 55%). Despite a similar tendency,
the respondents of both countries marked the answers A (p = 0.0382), B (p < 0.001) and C
(p = 0.0106) with significantly different intensities. Proportionally more Polish students
indicated A and B, while answer C (the need for credibility of the EU economic policy) was
chosen more often in Georgia (40% and 28%). The distribution of answers by nationality
and gender (Table 3) shows that, in Poland, the most frequent answer of women was B
(75%) and A (61%), and men—A (72%) and B (69%). Notably more men chose answer A
(p = 0.0142). However, significantly more women marked E (media activity; 40%: 28%;
p = 0.0096). Georgian students had a slightly more gender-specific answers. The most
common answer of women was B (64%), then A (54%), while men: A (56%), and then B and
D equally, pointing to, apart from changes in consumer awareness, also the need to create
long-term economic efficiency of enterprises (40%). Significantly more women marked the
answer B (p = 0.0104), while significantly more men were undecided (F: I don’t know; 21%;
p = 0.0086).

The results of the answers to the question regarding the understanding of CSR by the
respondents are illustrated in Figure 3.

In both countries, the most frequent answers were F and E. The majority of respondents
understand CSR as running a business in such a way, as to take into account ethical values,
law, respect for employees, society and the natural environment (76% in Poland and 55%
in Georgia), as well as providing services and products in a way, that does not degrade the
natural and social environment (58% and 53%). Although the results presented in Figure 1
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show a significant difference between Poland and Georgia for the answer F (p < 0.001), it
is the dominant answer in both countries. Moreover, the respondents of both countries
differed significantly in terms of the frequency of selecting the answers: A (p = 0.0001),
C (p = 0.0498), D (p = 0.0004) and G (p = 0.0354). In Poland, no major gender differences were
noticed in the answers (Table 4). Only that more women marked answer A (p = 0.0486),
while more men marked G (p = 0.0152). However, in Georgia, significant differences,
confirmed by the test, concerned the answers: B (38% women and 21% men; p = 0.0478)
and I (64% women and 35% men; p = 0.0017).

Table 3. Significant gender differences: What determined the creation and development of the idea of CSR in opinion
of students?

Responses
Poland Georgia

Percentage Significance of
the Difference Percentage Significance of

the Difference

Female Male p-Value Female Male p-Value

A: Increase in social expectations 60.91% 72.00% 0.0142 54.10% 56.14% 0.8237
B: Changes in consumer awareness 74.59% 69.14% 0.1970 63.93% 40.35% 0.0104

E: Media operation 39.74% 28.00% 0.0096 32.79% 24.56% 0.3242
F: Don’t know 14.01% 14.29% 0.9325 4.92% 21.05% 0.0086

Note: Significant differences for the 0.05 significance level are marked in red.
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Figure 3. Sentences that reflect the idea of CSR by nationality: A—Achieving sustainable profit, while
wisely shaping relations with all stakeholders; B—A management tool that lets you use the process
of building a dialogue with stakeholders, in order to improve the company’s development strategy;
C—The philosophy of running a business based on building lasting, transparent relationships with
all interested parties: incl. with employees, customers, suppliers, shareholders, competition and
the local community; D—Building a strategy of competitive advantage in the market based on
ensuring lasting value for both shareholders and other stakeholders; E—Providing services and
products in a way, that does not degrade the natural and social environment; F—Running a business
in such a way, as to take into account ethical values, law, respect for employees, society and the
natural environment; G—Building and implementing a social commitment strategy that exceeds
legal obligations, for the benefit of all citizens, in accordance with socially accepted ethical standards;
H—Contributing to sustainable development by working with employees, as well as local and global
communities, to improve the quality of life for all citizens; I—Voluntary consideration of social,
ethical and environmental aspects in business activities; J—I have no opinion, I don’t know. Note:
Significant differences for the 0.05 significance level are marked in red.
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Table 4. Significant gender differences: Sentences that reflect the idea of CSR.

Responses
Poland Georgia

Percentage Significance of
the Difference Percentage Significance of

the Difference

Female Male p-Value Female Male p-Value

A: Achieving sustainable profit, while
wisely shaping relations with

all stakeholders
44.63% 35.43% 0.0486 19.67% 24.56% 0.5220

B: A management tool that lets you
use the process of building a dialogue
with stakeholders, in order to improve
the company’s development strategy

26.38% 21.71% 0.2529 37.70% 21.05% 0.0478

G: Building and implementing a social
commitment strategy that exceeds

legal obligations, for the benefit of all
citizens, in accordance with socially

accepted ethical standards

32.90% 44.00% 0.0152 44.26% 50.88% 0.4721

I: Voluntary consideration of social,
ethical and environmental aspects in

business activities
49.51% 53.14% 0.4431 63.93% 35.09% 0.0017

Note: Significant differences for the 0.05 significance level are marked in red.

Summarizing the presented results, it should be stated that the conducted research
confirms the correctness of the H1 hypothesis. The most common reasons for implementing
the idea in companies and for the development of CSR concepts in general are related,
in the opinion of the respondents, to changes in awareness and increase in consumer
expectations. Moreover, the respondents admit that, thanks to the implementation of the
CSR concept, companies want to build their positive image.

4.2. Characteristic Activities of Companies Implementing CSR

In order to verify the H2 hypothesis, questions were asked about the internal and
external activities characterizing the companies that implemented CSR. The respondents
selected a maximum of 3 answers. The results are shown in figures (Figures 4 and 5)
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Figure 4. Internal activities in everyday business practice that reflect the idea of CSR, according
to students in Poland and Georgia: A—Human Resources management; B—Ethical programmes
for employees; C—Occupational Health and Safety; D—Environmental protection management;
E—Principles of corporate governance; F—I don’t know. Note: Significant differences for the
0.05 significance level are marked in red.
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Figure 5. External activities in everyday business practice that reflect the idea of CSR, according to
students in Poland and Georgia: A—Maintaining contact with the local community; B—Good rela-
tionships with business partners and suppliers; C—Good relations with customers; D—Respecting
human rights in action; E—The use of pro-ecological solutions; F—I don’t know. Note: Significant
differences for the 0.05 significance level are marked in red.

The most frequently selected answer regarding the company’s internal activities,
which, in everyday economic practice, are the means of implementation of the CSR idea
in Poland, was answer B (60%), while the next ones (D, A and B) had a very similar
frequency (58% and 57%). Thus, Polish students equally marked such activities as: ethical
programmes for employees, human resources management, occupational health and safety,
as well as environmental protection management. Whereas, in Georgia, the most common
answer was occupational health and safety (C: 67%). However, significant differences in
the marked responses in both countries showed D and E (for p-value = 0.0002 and p < 0.001).
In terms of daily activities in enterprises, which can be seen in CSR, Polish students marked
environmental management (D) much more often than their Georgian colleagues. For the
latter, however, CSR was more often associated with the principles of corporate governance
(E). There were no significant differences between answers and gender in Poland. However,
in Georgia, definitely more women selected answer A (62%: 44%; p = 0.0448).

Analyzing the differences between the countries, it can be seen that, in Poland, the
issue of ecology is treated with more attention than in Georgia, where the issues of oc-
cupational health and safety, as well as the principles of corporate governance come to
the fore. Therefore, we have here a reference to the company’s internal stakeholders and
typical employee issues. The perception of CSR in Georgia in this aspect is also present
in research [33], in which CSR focused on employee rights ensures a balance between
work and private life and improves the health and safety of employees. The differences
in terms of ecology may be explained by the observations contained in the research [44],
which indicate that the low value of such an indicator as the future orientation, quite
strongly related to the issue of ecology, leads to a weaker development of CSR in this area
in Georgia, compared to other countries. In turn, the interest in ecological issues in Poland
can be explained by research [68], which shows that the activities of Polish companies in
the field of environmental protection are one of the most common and are oriented towards
eco-education, optimization of resource use and elimination of waste, the use of new
technologies and innovative solutions, in order to create new pro-ecological consumption
patterns, formally strengthen all undertaken activities in the form of certification.

When asked what activities outside the company, in the everyday work, show the
implementation of the CSR idea in both countries, the most common answer was D (67%
and 69%). Respondents in both countries considered respect for human rights in action to
be the most important aspect of external activities of enterprises. Significant differences
were observed in answers A (p = 0.0044) and C (p = 0.0129). Definitely more Poles indicated
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maintaining contact with the local community (A) as the external activities of companies
under CSR, while more Georgians selected the option: good relations with customers (C).
There were no significant gender differences in answers in Poland or Georgia.

Summarizing the results of the research, it can be said that, according to the opinions
of students both in Poland and Georgia, orientation towards ethical values in the field of
human resource management and pro-ecological solutions are the most common charac-
teristics of companies that have implemented CSR. Thus, the obtained results confirm the
second hypothesis. However, it is worth adding, when it comes to the verification of the
second hypothesis, that the responses to the perception of external activities of companies
implementing CSR indicate a great importance of respecting human rights in both analyzed
countries. Therefore, this speaks in favour of enriching the original second hypothesis with
this issue.

4.3. Attitudes Regarding the Impact of CSR on the Profitability of Companies

In order to examine the views of the respondents regarding the impact of CSR on the
profitability of companies, they were asked whether the introduction of CSR principles
reduces the company’s profitability. They were asked to mark one of the five answers
(according to the Likert scale). The results for both countries were gathered together in
Figure 6. The chi-square test of independence confirmed the existence of dependence of
the answers given on the respondents’ country (p < 0.001).
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When analyzing Figure 6, it should be noted that the question presented in it was
inverted, i.e., the answers “no” and “rather no” should be treated as positive, while the
answers “yes” and “rather yes” as negative. Thus, despite the fact that the respondents from
both countries indicated different individual answers, taking into account their attitude:
positive to CSR (answers: “no” and “rather no”), together 62% (Georgia) and 59% (Poland),
and negative (answers: “yes” and “rather yes”), together respectively: 23% and 19%, their
answers showed no significant difference (p > 0.05). Most of the respondents do not believe
that the introduction of CSR would reduce the company’s profitability. In this way, it is
possible to confirm the correctness of the third hypothesis, although the authors expected
that the results would be more unambiguous in the direction of the answers “no” and
“rather no”.

The Pearson chi-square test of independence was carried out by examining the de-
pendence of the answers given on the gender of the respondents in individual countries.
The test result indicated the existence of this relationship, both among students in Georgia
(p = 0.0376) and in Poland (p = 0.007443).
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4.4. Attitudes towards the Usefulness of Knowledge in the Field of CSR

In order to answer the fourth research question, a diverging bar chart was created,
presenting the answers to three questions of the questionnaire (Figure 7).
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The first of them was aimed at examining the awareness of whether the knowledge
about ethical aspects of management is useful in later professional life. The chi-square
test of independence showed significant differences in the answers in both countries
(p = 0.0001588). The vast majority of students confirmed the awareness of the usefulness of
this knowledge in their later professional life. There were significantly more such answers
in Georgia (88%), but also in Poland they were the majority (77%). In turn, by examining the
dependence of the answers given on the gender of respondents in individual countries, its
existence was confirmed among students in Georgia (p = 0.03505). Definitely more women
gave an affirmative answer (96%), while among the undecided there were more men (14%).
Additionally, among students in Poland, the existence of a dependence between the answer
and gender was confirmed (p = 0.007798). Additionally, more women (albeit with a much
smaller share than in Georgia) answered affirmatively (82%), while the answers “rather no”
and “I don’t know” were mostly given by men.

The second question concerned the need to constantly develop and enrich knowledge
of economic ethics as an important element shaping the attitude of the employer and
employee. Additionally here, the vast majority of respondents felt the need to enrich their
knowledge of economic ethics as an important aspect shaping the attitudes of employers
and employees. As many as 74% of Georgians answered “yes” or “rather yes”, while 63%
of Poles chose the same answers. The chi-square test showed a relationship between the
answers and nationality (p < 0.001). In Georgia, this relationship is also significant in terms
of gender (p < 0.001), while in Poland it was not detected (p = 0.5364).

The third question concerned the opinion on the obligation to deepen knowledge about
the ethical aspects of companies’ activities. The independence test confirmed the existence
of a dependence between the answers given and nationality (p < 0.001). Significantly more
Georgians were in favour of the need to deepen their knowledge about the ethical aspects
of business activities at universities (91%), however, the majority of Polish students also



Sustainability 2021, 13, 7045 15 of 20

noticed this need (75%). Still, there was no relationship between the answers and gender in
both countries (Georgia: p = 0.06449, Poland: p = 0.05395).

5. Discussion of Findings

Our research has confirmed the first hypothesis assuming that ethical values, changes
in consumer awareness, and the willingness of companies to gain a competitive advantage
thanks to CSR are the most common reasons for the implementation of the CSR concept
by companies. The differences between the answers of students from both countries
related to several issues. The first is the opinion on the developing ethical sensitivity,
which was indicated by Polish students significantly more often than in Georgia. In turn,
the issue of the need for credibility of the EU economic policy was more important for
Georgian students than for Polish students. Moreover, in Poland, men more often attached
importance to the issue of increasing social expectations, while women to the role of the
media in developing the idea of CSR. In the case of Georgia, men more often than women
indicated the issue of changing consumer awareness. Comparing the obtained results with
the research [30], a certain convergence can be seen. The dominant number of answers
indicating that CSR is perceived as running a business in such a way, as to take into account
ethical values, law, respect for employees, society, and the natural environment, both in
Poland and Georgia, shows that CSR and the ethical values it entails are perceived as a
way to solve social and environmental problems. Students in both surveyed countries
present a similar perception of CSR as the global consumers indicated in the research [30].
In turn, the high number of answers related to ecological issues is consistent with the
research obtained by [18] and shows that, in both countries, students perceive the issues of
providing products and services in a way, that does not degrade the natural environment
as very important. The high percentage of answers regarding building lasting relationships
with all stakeholders of the company proves the convergence of the results with the
research [21], showing the importance of the stakeholder theory for the issue of generating
profit for enterprises. An interesting aspect of additional research would be to answer
whether students’ responses from countries at a different economic level coincide with
the presented ones. Therefore, we are considering the possibility of conducting similar
research in countries at a lower and higher level of development.

Our research has also confirmed the second hypothesis claiming that orientation
towards ethical values in the field of human resource management and pro-ecological
solutions are the most common characteristics of companies that have implemented CSR
in the analyzed countries. In the analysis of differences between countries, the difference
in terms of the greater importance of maintaining contacts with the local community in the
perception of Polish students is noticeable, and in the case of Georgian students—greater
importance of relations with customers. From these differences, it can be concluded that, for
students from Georgia, relations with close stakeholders of companies are more important,
while for Polish students—relations with further ones. The approach of Polish students
can be explained by the research described in the paper [13], in which employees of Polish
branches of international corporations have a similar attitude as students. Therefore, it
points to the value system currently functioning in Polish society. By planning further
research in this area, we can indicate that retrospective studies could also provide worthy
of note results whether CSR’s perception is changing in both countries. For example, will
the results from both countries be more similar in 5–10 years? In our opinion, this should
as well be the direction of future research.

We have also confirmed our third hypothesis assuming a positive attitude of students
as regards the impact of CSR on the company’s profitability. The results of the research
in both countries are consistent with the conclusions about the positive impact of CSR on
the profitability of the work of companies of such researchers as [21,26,57], However, a
puzzling factor is the large percentage of people in Poland, who are unable to determine
the impact of CSR on profitability, which may be related to the research results presented in
the paper [20], which emphasize the incidental nature of CSR activities of Polish companies.
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Therefore, the lack of an unequivocal answer by 1/5 of the surveyed Polish students may
indicate the awakening of awareness in this regard and the need to change the existing
situation. This hypothesis, in turn, can be confirmed by similar studies carried out in
a few years. Research at regular intervals could identify a trend in the development
of consciousness.

Eventually, our research has also confirmed the fourth hypothesis assuming that in
the opinion of students in both countries, knowledge of the ethical aspects of companies’
activities is useful in professional life. The explanation of the need to enrich the knowledge
and skills in the field of CSR, declared by Polish and Georgian students, can be based
on research [13,14], which shows how difficult it is to build a civic community and how
much knowledge is needed, so that CSR activities are not perceived as a smokescreen,
greenwashing, or simply as incompetent, but in good faith [14]. Considering the results,
the question arises what results would be obtained from the research on the introduction by
academic teachers of economic courses of CSR content to their subjects. Is the perception
of this need by academic teachers similar to the perception of students in both countries?
What is the answer to the growing interest on the part of students in these issues? Should
it be the adaptation of study programs, or what should be done in this matter?

Implication for Research and Practice

So far, research in the field of CSR has covered developed or developing countries.
Comparative studies between the countries that are between this continuum were in
the minority and usually involved closely neighboring countries. Thus, by researching
countries such as Poland and Georgia, we filled the identified research gap. Our research
has shown that countries slower-moving towards a market economy may have a slightly
different perception of the concept of CSR. The concept of CSR can be perceived as activities
directed towards closer than further stakeholders of enterprises.

Our research shows that students’ awareness of CSR results from all the socially
and environmentally responsible activities of companies on the market. Therefore, in
the case of a megatrend related to the climate crisis and the need to adapt business to
this crisis, it may happen that actions without a clear focus on ecology will be assessed as
unsatisfactory. Therefore, companies should take various actions on a voluntary basis. They
may concern, for example, the replacement of plastic packaging with more ecological ones,
the implementation of the postulates of the zero waste concept or the circular economy.

The obtained results indicate that, although the concept of CSR is known and accepted
by the societies of both countries, the complexity of issues related to its implementation in
companies suggests the need to increase educational activities and educate personnel in
skilfully implementing CSR principles in enterprises. It will be possible, inter alia, thanks
to the expansion of the educational offer in this field at economic universities. The need
to learn more about the ethical aspects of running a business reported by students in our
research indicates that academic curricula should perhaps be directed to the more practical
aspects of CSR. The implementation of project forms of teaching can bring satisfactory
results, especially in combination with providing students with access to real problems
faced by companies that want to be socially responsible. Such forms of teaching might be
very well perceived by students.

6. Limitation

Although our research has shown that countries slower-moving towards a market
economy may have a slightly different perception of the concept of CSR, we realize that
comparative studies conducted in only two countries are insufficient to make such conclu-
sions. Thus, we do not generalize our findings but we consider them only as a hypothesis
that needs to be verified. Bearing in mind the exploratory nature of our research, we used
a simple form of a questionnaire. Investigating with a more sophisticated form of the
questionnaire would allow finding a broader context for the issues we are researching.
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7. Conclusions

The article poses four research questions and verifies four hypotheses. The research
was conducted in the context of differences related to nationality and gender. First of all,
we were looking for an answer to the question of what the students’ awareness is of the
contemporary reasons for implementing the idea of CSR by companies. The conducted
research allowed for the positive verification of the first hypothesis and, therefore, both in
Poland and in Georgia, ethical values, changes in consumer awareness and the willingness
of companies to gain a competitive advantage thanks to CSR are the most common reasons
for the implementation of the CSR concept by companies. Secondly, we were looking for an
answer to the question about the characteristic activities of companies in the field of CSR.
The obtained results, especially those in terms of the perception of internal activities of com-
panies implementing CSR, confirm the second hypothesis. Therefore, both in Poland and
in Georgia, orientation towards ethical values in the field of human resource management
and pro-ecological solutions are the most common characteristics of companies that have
implemented CSR. However, it is worth adding, when it comes to the verification of the
second hypothesis, that the responses to the perception of external activities of companies
implementing CSR indicate a great importance of respecting human rights in both ana-
lyzed countries. Therefore, the verified second hypothesis should also be supplemented
with this issue. In Poland, the issue of ecology and relations with the local community
(and, therefore, further stakeholders of companies) is treated with more attention than in
Georgia, where relations with the closest stakeholders of companies, i.e., employees and
customers, come to the fore. Therefore, referring to the history of the development of the
CSR concept, it can be seen that Georgia is at a slightly earlier stage of implementing this
concept. Thirdly, we looked for an answer to the question of whether, in the opinion of the
respondents, the implementation of CSR principles affects the profitability of companies.
The obtained results indicate that it is possible to confirm the correctness of the third
hypothesis, although the authors expected that the results would more clearly indicate the
positive attitude of students as regards the impact of CSR on the company’s profitability.
The large percentage of the answers “I don’t know” in Poland shows, according to the
authors, the awareness of young people of the incidental nature of CSR activities, which
suggests the need for intensified actions, not only to awaken public awareness, but to
educate personnel, who can professionally implement CSR principles in the activities of
companies. This conclusion is also confirmed by the results of research related to the last
research question, i.e., related to the attitude that students present towards the exploration
and usefulness of knowledge about the ethical aspects of business. The fourth hypothesis
was confirmed and, therefore, according to the students, knowledge of the ethical aspects
of companies’ activities is useful in professional life.
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