

  sustainability-13-10944




sustainability-13-10944







Sustainability 2021, 13(19), 10944; doi:10.3390/su131910944




Article



Differences in Attitude to Corporate Social Responsibility among Generations



Jelena Titko 1[image: Orcid], Anna Svirina 1, Tatjana Tambovceva 2[image: Orcid] and Viktorija Skvarciany 3,*[image: Orcid]





1



EKA University of Applied Sciences, LV-1019 Riga, Latvia






2



Faculty of Engineering Economics and Management, Riga Technical University, LV-1048 Riga, Latvia






3



Faculty of Business Management, Vilnius Gediminas Technical University, LT-10223 Vilnius, Lithuania









*



Correspondence: viktorija.skvarciany@vilniustech.lt







Academic Editor: Ioannis Nikolaou



Received: 26 August 2021 / Accepted: 28 September 2021 / Published: 1 October 2021



Abstract

:

The purpose of the study is to investigate the employees’ attitudes to CSR practices and reveal the differences in staff perceptions within different groups of responadents. The tasks to be accomplished are: (1) to investigate the differences of CSR perception between males and females; (2) to investigate the differences of CSR perception among representatives of different generations; (3) to investigate the differences of CSR perception among representatives of different sectors of the economy. The online survey was conducted using the authors’ developed research instrument (questionnaire). In total, 129 respondents—employed Latvian citizens—participated in the survey. To assess the influence of age, gender, and other control characteristics in the sample, the authors implemented regression-based moderation analysis in the SPSS environment. The analysis indicated the moderating role of gender in the perception of corporate social responsibility, which appeared to be strong, especially in terms of leveraging business honesty, as a predictor. The sector, too, appeared to be a moderator, though it was much less statistically significant than gender. On the other hand, generation appeared to be an independent and significant predictor of corporate social responsibility perception itself, while its moderating effect was insignificant. The findings in the paper support existing literature in terms of moderating the role of gender, as outlined previously; yet, this research estimated that males value corporate social responsibility higher than females, while our results estimate the opposite. Our research revealed that age (generation) is a significant factor, which defines a personal attitude towards corporate social responsibility, i.e., the older generation values CSR higher than the youngsters. We have not found any correlation between the economic sector and corporate social responsibility perception.
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1. Introduction


Sustainable development is one of the core concepts investigated by scholars from different scientific fields, as sustainable development goals are about to be reached by 2030. Hence, it is vital to investigate the drivers of sustainable development. There are scientists claiming that sustainability and CSR align with each other [1,2,3]. In other words, it could be stated that CSR is one of the factors contributing to sustainable development; hence, it is vital to investigate CSR in order to understand the attitude toward it, as the attitude could be treated as the key antecedent to reach a higher level of CSR and, therefore, sustainable development.



The number of scientific papers devoted to the issues related to socially responsible business, CSR, and business ethics has seen exponential growth during the last decades. The search using the keywords “corporate social responsibility,” made in the SCOPUS database, has revealed more than 20,000 papers published from 2010–2021.



The development of the concept of Corporate Social Responsibility (CSR) has more than 60 years of history. It was introduced in 1953 [4] and was then investigated by many researchers in different fields and concerning other concepts, such as company’s performance [5], customer satisfaction and loyalty [6,7], corporate image [8], as well as employee satisfaction and loyalty [9]. Besides, the researchers pay attention to the questions, regarding the perception of CSR, by the company’s employees, managers and top executives [10,11], ethical leadership [12], and the reputation of boards members [13].



The reason for the authors’ intention to investigate the attitude towards CSR, depending on individual characteristics of surveyed employees, is the fact that the number of relevant studies in Latvia is quite small. The results of previously conducted researches revealed that perception of CSR, in terms of gender, should be examined on every market separately, as it could depend on historical and cultural variables of each particular country. Other studies yielded contradictory results, investigating differences in attitudes towards CSR depending on age. Besides, there is a small number of studies investigating the impact of the represented sector of employment on CSR perception. Thus, there is an obvious necessity to study the differences in attitudes towards CSR practices within the national context. The goal of the current paper is to investigate the employees’ attitude to CSR practices and reveal the differences in staff perceptions within different groups of respondents. The research continues the previously conducted study [14]. The online survey was conducted using the authors’ developed research instrument (questionnaire). In total, 129 respondents—employed Latvian citizens—participated in the survey.



To achieve the research goal and test the research hypotheses, the authors applied regression analysis to identify the moderating effects of the control features in the sample (gender, age, and sector of the economy).



The findings revealed that age and gender are significant factors that define personal attitude towards corporate social responsibility. In turn, the relationship between the economic sector and corporate social responsibility perception was not supported.



The paper contributes to the knowledge base in the field of CSR-related issues, identifying key determinants of employees’ perception of CSR practices within the Latvian context. Other researchers studying the same topic could use the developed research instrument, making a test for internal consistency, based on their sample data.



The awareness about the differences in attitudes towards CSR, depending on personal characteristics, could help to re-examine the internal communication strategy focusing on different target groups.




2. Determinants of Employees’ Perception of Corporate Social Responsibility


The list of benefits from a company’s commitment to socially responsible principles of doing business is quite extensive and includes both financial and non-financial outcomes [15,16]. Many researchers point to the significant effect of CSR practices on employees’ satisfaction and loyalty and, consequently, on reduced staff turnover and a better organisational commitment [17,18,19]. There is a wide range of studies supporting the hypothesis about the positive relationships between CSR orientation and business financial performance [20,21]. Many studies link CSR with customer satisfaction and, consequently, with improved business outcomes expressed in increased financial results or market value [22,23].



The significant role of CSR in the pyramid of relationships within the organisation indicates the necessity for in-depth investigation of employees’ attitudes towards CSR [24,25] and factors affecting staff perceptions. Some researchers focus on company-related factors affecting staff attitudes towards CSR, for instance, “organisational culture and climate, by whether CSR policies are couched in terms of compliance or terms of values, and by whether such policies are integrated into business processes” [26]. Another point in the focus of researchers is a relationship between CSR and employee-related outcomes, such as job satisfaction [27], or CSR and employees’ behaviour, such as creativity, taking charge, and others [28,29].



The authors of the given paper focus on analysing such factors as respondents’ gender, age, and sector of employment. Age groups were defined based on the concept of generations [30].



In general, the list of scientific papers devoted to the analysis of the impact of staff personal characteristics on attitude towards CSR is quite long. Most often, researchers pay their attention to studying the role of age, gender, and education [31,32,33,34].



The aspect of gender, in terms of CSR, is discussed in the scientific literature; however, the researches remain fragmented. For example, Rosati et al., (2018) conducted research on bank employees’ approach to CSR and singled out that males are slightly more trusting in, and are satisfied with, CSR performance than females. In turn, García-Sánchez et al. [35] state that females present greater commitment to CSR than men. Nwude and Nwude [36] claim that feminine directors on the board could support a higher level of CSR. Despite various points of view, scientists agree that CSR plays a vital role in strengthening the relationship between board gender diversity [37]; hence, the interface between those two concepts is not doubtful. Moreover, there are scholars investigating the relationship between gender diversity and CSR. For instance, Orij et al. [38] assert that gender critical mass could moderate the firm’s negative performance, one of the CSR indicators. Ugwuozor [39] researched students on the perception of CSR, and the obtained results showed that gender has a significant impact on the perception of CSR, i.e., female students are more sensitive to CSR. The results of another study, conducted in South Korea, showed that female consumers have a higher perception towards CSR than male consumers [40]. Lu et al. [41] investigated gender differences in corporate social responsibility implementation in Lithuania. They revealed that “female managers were more convinced to the benefits of CSR practices than their male counter-parts.” Del Mar Alonso-Almeida [42] also stated that “social and environmental issues are more important to women.” On the other hand, Calabrese et al. and Sobczak et al. [43,44] found out that there are no gender differences in the perception of CSR. The different results show that the perception of CSR is a sensitive issue, and there is no general approach to it, i.e., the perception of CSR, in terms of gender, should be examined on every market separately, as it could depend on historical and cultural variables of each particular country. Hence, the following hypothesis could be raised:



Hypothesis 1 (H1).

Gender has an influence on the perception of corporate social responsibility by employees.





Another aspect that is being examined by scholars is age’s impact on attitude on CSR. For instance, Hommerová et al. [45] singled out that there is a correlation between age and perception of CSR. Vuković et al. [46] examined the perception of CSR in Serbia and used the socialist experience as a factor influencing the attitude toward CSR. The authors took age as an indicator of socialism and found out that socialist experience did not have an impact on perception; hence, it could be stated that age is not a critical factor in terms of CSR perception. On the other hand, the research done by Haski-Leventhal et al. [34] showed that the older age groups of students’ attitude to CSR is more positive than the perception of the younger group. Wisse et al. [9] stressed the differences in CSR perception within different age groups because “CSR practices address those emotional needs and goals that are prioritised when people’s future time perspective decreases.” Rosati et al. [31] conducted research in Italy (the respondents were employees of Italian banks), and the results revealed that there is no significant difference between older and younger employees’ perception of CSR. This brings contradictory results to the scientific literature, which means that age is a factor that is not researched enough. Moreover, the results could differ from country to country; consequentially, there is no one approach to the attitude toward CSR depending on age.



Hypothesis 2 (H2).

Age has an influence on the perception of corporate social responsibility by employees.





To sum up, there are studies that investigate attitude toward CSR dependency on age and gender; however, there is a lack of researches examining the impact of the sector of employment on CSR perception. Actually, different sectors have different values; hence, the attitude toward CSR could vary from sector to sector. The sectors which require higher education in order to be employed are more likely to accept CSR than others. This statement is supported by the results received by several studies that were devoted to the investigation of education impact on CSR perception [43,47]. Melovic et al. [24] looked for the differences in CSR perception depending on employment in private and public sectors. Still, there are very few studies investigating the sector of employment impact on CSR perception [48]. Based on that, the following hypothesis is raised in the current research:



Hypothesis 3 (H3).

Sector of employment has an influence on the perception of corporate social responsibility by employees.






3. Methodology


The development of the research instrument was based on the CSR structure proposed by the World Business Council for Sustainable Development [49] and the structure of non-financial reporting, according to the Directive 2014/95/EU of the European Parliament and the Council of 22 October 2014. The Directive regarding the disclosure of non-financial and diversity information requires an obligatory inclusion of the information on “environmental, social and employee matters, respect for human rights, anti-corruption and bribery matters” [50]. The authors also used the statements from the questionnaire used within the survey, “Comparing the state of CSR in Baltics and Finland” [51].



The structure of the questionnaire (Part A: respondent profile) is reflected in Table 1. The structure of the questionnaire (Part B: general questions) is reflected in Table 2. Part B contains 35 statements, describing the company’s CSR activities, divided into five groups.



All the statements were offered to respondents for evaluation, using a 5-point scale, where “1” indicated “not important at all” whereas “5” means “extremely important.”



One hundred twenty-nine respondents participated in the survey (66% females, 34% males). Only representatives of generation X (birth years 1965–1980) and generation Y (the birth years 1981–2000) were among the participants: 32% and 68%, respectively. Most respondents were employed in the Education sector and the Construction sector (both sectors employed 19% of respondents).



The quality of the measurement scale was tested within the framework of the authors’ previously conducted research [14]. Cronbach alpha, for the whole scale, was equal to 0.966, indicating an excellent overall consistency.



To test the research hypotheses, the authors applied regression analysis to identify the moderating effects of the control features in the sample (gender, age, and sector of the economy). To assess that two steps, regression analysis was performed with the sample by means of SPSS Statistics 25.0; the factor was estimated as a moderator in the case when, with direct regression analysis, it was a significant factor that appeared to become insignificant if another significant factor was added. To illustrate the achieved results, the authors also performed some graph analyses.




4. Results


Within the section below, we describe the key findings of the study. For each of the models described below, we had variance explained not less than 0.3, so we only present results assuming we have the required quality of goodness. The necessary tests were performed to confirm the validity of the results, and only the valid results are presented below.



This study represents the additional results that were not presented by the authors in [14]; due to this, we focused on individual characteristics and overall CSR perception as key variables. To relate the findings to existing research, the authors perform a two-step moderation analysis, instead of sole linear regression, to test intermediary effects as well as direct ones.



For testing the first hypothesis, the role of gender in CSR perception, the authors implemented a two-step moderation analysis based on regression calculations. The results can be seen in Table 3 and Table 4, accordingly. Business honesty was chosen as a predictor at the second stage of analysis, as regression analysis had indicated the significance of this factor.



As suggested by the two-step technique, the factor can be considered a moderator if its significance drops lower than the norm after adding another significant factor to the ANOVA model; this is the case seen in Table 3 and Table 4; though, in a linear model where gender is considered an independent variable, the real role of this factor is moderating the relationship between the overall attitude of a person towards corporate social responsibility, whereas the key predicting independent variables are to be assessed by means of other tools. This fact can be illustrated by Figure 1, from which one can identify the difference between the male and female perceptions of CSR. As one can see, in general, female respondents are more likely to assess CSR as necessary, and the group is more solid in their perception compared to male peers.



The situation with generation’s influence appeared to be different: the factor remains an independent variable on both steps of the two-step analysis, as one can derive from Table 5 and Table 6 below.



Generation can be assessed as a significant independent variable for assessment of CSR perception; the attitude changes in the following way—though somewhat unexpected, the younger generation (1981–2000 year of birth) assess corporate social responsibility as less important compared to the older generation. While for those born between 1965 and 1980, the average importance of CSR is 4.35 on a 5-point scale, for the Y generation, it is a bit below 4, so quite a few youngsters are not considering the issue.



Finally, we have assessed the role of the economic sector in relation to CSR perception (see Table 7 and Table 8). With this hypothesis, the statistical analysis had not revealed any signs of the economic sector in personal perception of CSR—the factor remains insignificant on both stages of the two-step analysis. However, the model using business honesty assessment as a critical predictor is much more accurate.



The graph analysis (see Figure 2) indicates that the only industry where the perception of CSR is solid is transport and warehousing (i.e., logistics). In contrast, in all other cases, one case sees a high variation of the results.




5. Discussion


Summarising the research above, we can state the following in relation to the hypothesis stated in the introductory part of the paper.



The aspect of gender, in terms of CSR, is discussed in the scientific literature; however, the researchers still remain fragmented. First, we needed to check the role of gender, stated as Hypothesis 1: gender has an influence on the perception of corporate social responsibility by employees. This hypothesis was supported throughout the whole sample. Next, we were to assess the influence of age (generation) on the personal perception of CSR, which formed Hypothesis 2: age has an influence on the perception of corporate social responsibility by employees. This hypothesis was partly supported—age appeared to be an independent variable but not a moderator. To sum up, we came with hypothesis 3: sector of employment has an influence on the perception of corporate social responsibility by employees. This hypothesis was unsupported (with an exception to the logistics sector).



The findings presented in the section above create some room for discussion in terms of how they correlate with the existing literature. First, hypothesis 1 was fully supported, indicating gender is a factor that influences personal CSR perception. Thus, our research contradicts the findings of Calabrese et al. [44] and Sobczak et al. [43], who have found no gender gaps in their research; on the opposite end, our research supports the findings of García-Sánchez et al. [35] and Nwude and Nwude [36] who claim females to be more perceptive to the CSR practices compared to males. Our research had indicated that female CSR perception is significantly higher than males. Thus, for the existing sample of European X and Y generation representatives, our findings confirm the existence of gender bias in CSR perception, as major literature indicates.



Our research confirmed that one could see the generation bias in personal CSR perception, which is in line with existing literature (for instance, Haski-Leventhal et al. [34] and Rosati et al. [31] had found the same tendency worldwide and in Italy, accordingly). The same was true for our sample; on the other hand, our research had gone a bit further to evaluate the moderating role of age in CSR perception, but this part of our hypothesis 2 was not supported. Age is a factor that influences CSR perception directly, as suggested by other researchers, but we did not find support for our suggestion that age can also be a moderating factor.



Finally, we revealed that only the logistics industry has an impact on personal CSR perception, while in the other sectors, one can see very controversial CSR perception (defined by age and gender). While Cambra-Fierro et al. [47], along with Sobczak et al. [43], indicated the influence of the education field on CSR (and this one influences the employment sector), we have not found support for this suggestion. The industry influenced CSR perception not directly, neither as a moderator—with a sole exception of the logistics industry. Thus, our results contradict existing findings, yet the latter is quite rare, so this area requires additional research.




6. Conclusions


The given paper examines the differences in attitude towards corporate social responsibility among the respondents of different ages, gender, and represented sectors of employment. The findings in the paper support existing literature in terms of moderating the role of gender, as outlined previously by Rosati et al. [31]; yet, this research estimated that males value corporate social responsibility higher than females, while our results estimate the opposite. Second, our study had revealed that age (generation) is a significant factor that defines a personal attitude towards corporate social responsibility. This was found by Haski-Leventhal et al. [34], but we also have opposite results since the older generation values CSR higher than the youngsters. Third, opposite of Sobczak et al. [43], we have not found any correlation between the economic sector and corporate social responsibility perception.



Thus, the stated hypotheses are validated as follows:




	
H1 is fully supported. Gender is a factor that influences personal CSR perception, and this factor is moderating the attitude towards different aspects of CSR onto the overall estimation of its importance.



	
H2 is partly supported. Generation is a factor that influences personal CSR perception, but this factor is independent and does not act as a moderator between individual characteristics and the overall estimation of CSR importance.



	
H3 was unsupported. The economic sector is neither an independent predictor nor moderator for CSR perception on an individual level (with an exception for the logistics-related industry).








These results correlate with the controversial findings on CSR perception revealed in the existing literature and are in line with the idea of CSR being a complex phenomenon that should be studied in more detail.



The paper contributes to the literature in the field of CSR-related issues with its specific national context, a comprehensive research instrument, and sector-related aspect of CSR perception.



The current study has a number of limitations which could lead to potential bias. First, the sample included 129 valid responses which is enough to draw conclusions and yet is relatively small. Second, the sample was somewhat biased towards educational and construction sectors, which could again influence the achieved results.



Taking into account the limited sample size, the current study has a potential for continuation, increasing the number of respondents or expanding the geographical area—for instance, covering all Baltic States. The developed questionnaire could be used to conduct in-depth research within specific economic sectors.
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Figure 1. CSR perception error bar related to gender. 






Figure 1. CSR perception error bar related to gender.



[image: Sustainability 13 10944 g001]







[image: Sustainability 13 10944 g002 550] 





Figure 2. CSR perception error bar related to economic sector. 
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Table 1. The structure of the questionnaire (Part A: Respondent profile).






Table 1. The structure of the questionnaire (Part A: Respondent profile).





	Label
	Question
	Type of the Question: Responses





	A_Q1
	Gender
	Closed: 2 alternative responses (male; female)



	A_Q2
	Year of birth
	Closed: 4 alternative responses (1946–1964; 1965–1980; 1981–2000; 2001 and later)



	A_Q3
	Represented sector of the economy
	Closed: 11 alternative responses (main sectors + option “other”)







Source: developed by authors.
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Table 2. The structure of the questionnaire (Part B: General questions).






Table 2. The structure of the questionnaire (Part B: General questions).










	Code
	Group of Statements
	Labels of Statements





	B_Q1
	General attitude
	



	B_Q2.1–2.4
	Strategic vision and transparency
	Strategy

Tax transparency

Code of ethics

Information provision



	B_Q2.5–2.9
	Honest business principles
	Salary

Taxes

Business honesty

Anti-corruption

Partners



	B_Q2.10–2.16
	Customers and community
	Data security

Consumer interests

Customer claims

Sustainable consumption, awareness-raising

Support to local community

Cooperation with NGO

Social programmes



	B_Q2.17–2.21
	Staff financial support
	Staff motivation system

Paid leaves

Medical insurance

Family support

Pension



	B_Q2.22–2.29
	Staff matters
	Flexible work

Equality

Work security and stress-reducing

Support staff relaxation

Team building

Staff training

Claims submission system

Job satisfaction assessment



	B_Q2.30–2.25
	Environment
	Resource-saving

Waste reduction

Waste management

Environment-friendly technologies

Environmental impact assessment

Environment-friendly processes







Source: developed by authors.
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Table 3. Assessment of gender as a moderating factor of CSR perception (step 1).






Table 3. Assessment of gender as a moderating factor of CSR perception (step 1).





	
Model

	
Non-Standard Coefficients

	
Standard Coefficients

	
T

	
Significance




	
B

	
Standard Error

	
Beta






	
1

	
(Constant)

	
4.705

	
0.207

	

	
22.704

	
p < 0.001




	
Gender

	
−0.455

	
0.145

	
−0.268

	
−3.126

	
p < 0.01








Dependent variable: overall attitude.
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Table 4. Assessment of gender as a moderating factor of CSR perception (step 2).
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Model

	
Non-Standard Coefficients

	
Standard Coefficients

	
T

	
Significance




	
B

	
Standard Error

	
Beta






	
1

	
(Constant)

	
4.705

	
0.207

	

	
22.704

	
p < 0.001




	
Gender

	
−0.455

	
0.145

	
−0.268

	
−3.126

	
p < 0.01




	
Business honesty

	
0.306

	
0.076

	
0.330

	
4.029

	
p < 0.001








Dependent variable: overall attitude.
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Table 5. Assessment of generation as a moderating factor of CSR perception (step 1).
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Model

	
Non-Standard Coefficients

	
Standard Coefficients

	
T

	
Significance




	
B

	
Standard Error

	
Beta






	
1

	
(Constant)

	
4.852

	
0.252

	

	
19.223

	
p < 0.001




	
Generation

	
−0.449

	
0.144

	
−0.268

	
−3.122

	
p < 0.01








Dependent variable: overall attitude.
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Table 6. Assessment of generation as a moderating factor of CSR perception (step 2).
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Model

	
Non-Standard Coefficients

	
Standard Coefficients

	
T

	
Significance




	
B

	
Standard Error

	
Beta






	
1

	
(Constant)

	
3.376

	
0.399

	

	
8.454

	
p < 0.001




	
Generation

	
−0.453

	
0.134

	
−0.270

	
−3.386

	
p < 0.01




	
Business honesty

	
0.338

	
0.074

	
0.364

	
4.569

	
p < 0.001








Dependent variable: overall attitude.
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Table 7. Assessment of an economic sector as a moderating factor of CSR perception (step 1).
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Model

	
Non-Standard Coefficients

	
Standard Coefficients

	
T

	
Significance




	
B

	
Standard Error

	
Beta






	
1

	
(Constant)

	
3.844

	
0.142

	

	
27.002

	
p < 0.001




	
Economic sector

	
0.041

	
0.020

	
0.177

	
2.018

	
p < 0.05








Dependent variable: overall attitude.
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Table 8. Assessment of an economic sector as a moderating factor of CSR perception (step 2).






Table 8. Assessment of an economic sector as a moderating factor of CSR perception (step 2).





	
Model

	
Non-Standard Coefficients

	
Standard Coefficients

	
T

	
Significance




	
B

	
Standard Error

	
Beta






	
1

	
(Constant)

	
2.247

	
0.366

	

	
6.137

	
p < 0.001




	
Economic sector

	
0.048

	
0.019

	
0.210

	
2.577

	
p < 0.05




	
Business honesty

	
0.354

	
0.076

	
0.381

	
4.675

	
p < 0.001








Dependent variable: overall attitude.
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