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Abstract. Upon careful examination of organizations’ operations on the market
it becomes evident that conventional approaches do not ensure triumph. The con-
sideration of the interests of diverse stakeholder groups inside a corporation is
a crucial factor in influencing its overall reputation. The formulation of a Cor-
porate Social Responsibility (CSR) strategy is predicated upon the company’s
engagement in communication with its external environment. The significance of
the approach is evidenced by the European Commission’s initiative to provide a
comprehensive definition of CSR.

The main objective of this study is to examine the impact of chosen CSR
initiatives on consumers’willingness to buy and recommend given brand. Thiswill
be achieved by determining the degree of respondents’ awareness of sustainable
business practices, as well as identifying the key activities that are most significant
in alerting the brand within the framework of responsible strategies.

The survey was administered to adult individuals from Poland, adhering to the
principles of the CAWI approach. A proprietary survey questionnaire was used
for the study, which addressed the issues under investigation.

Keywords: brand image · corporate social responsibility · consumer behavior ·
risk

1 Introduction

In order to accomplish their organizational goals, companies are making efforts to dif-
ferentiate themselves from rival entities. The examination of various market actions
undertaken by corporations reveals that conventional approaches to distinguishing from
competitors, such as product change, may not provide favorable outcomes. This trend
occurs due to the fact that customer purchase intention is 60% impacted by the perception
of the firm, while only 40% is influenced by their view of the items [1].

In recent times, there has been a growing recognition of corporate social responsibil-
ity as an effective marketing tactic [2]. The burgeoning interest in CSRmay be attributed
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to two primary factors. Firstly, consumers are increasingly looking for attributes beyond
product quality and affordability. In fact, when comparing identical products, they pre-
fer brands that have a positive social reputation. On the other hand, companies driven
primarily by the desire to maximize profits can gain a competitive advantage by direct-
ing their attention to social rather than economic variables. Introducing CSR principles
in companies minimizes the risk of losing competitiveness [3, 4]. That is why CSR is
recognized as an integral part of a profitable corporate strategy and is now considered
an essential requirement [5–7]. Such recognition is shared by both individual customers
and other businesses [8].

Knowing the significance of CSR, it is still essential to recognize certain issues. The
existence of a definitive consensus among academics on the direct correlation between
CSR and brand loyalty remains uncertain. Some studies state [9, 10] that CSR demon-
strated a direct positive impact on brand loyalty, while other prove that it is not possible
to identify there any direct association [11]. What is sure is that the influence of CSR
on customer behavior extends beyond the simplistic conceptualization of a direct link
[12]. Furthermore, given the several aspects encompassed within the construct of CSR
it becomes vital to conduct an analysis and evaluation of how customers view each
individual aspect of CSR [13].

The study aims to determine whether consumers pay attention to the CSR strategy
manifested by a brand during their market behavior and whether this translates into
willingness to buy and recommend brands’ offer. Since CSR strategy covers a wide
range of topics, the authors are interested in determining which CSR activities have a
real impact on consumers’ purchasing decisions.

The present article is structured as follows: Firstly, a comprehensive literature review
is presented in order to establish the theoretical basis for the empirical section of the
study. The subsequent section outlines the methodology employed in this study, as well
as the appropriate characteristics of the sample population participating in the survey.
Subsequently, the next section of the paper includes the presentation of the study’s
outcomes and analysis. In the end the authors provide a comprehensive overview of the
findings, define the study’s limitations, and propose directions for future investigation.

This article contributes to the literature on brand image management and consumer
behavior, particularly to the existing research on CSR as it focuses on results obtained
under natural conditions rather than under the conditions of a scientific experiment.

2 Theoretical Background

Brand image refers to the views of a brand, which are manifested through the brand
associations stored in the memory of consumers [14]. The process enables consumers in
identifying anddiscerning their specific desires and expectations in relation to a particular
brand, hence establishing a clear differentiation between the brand and its rivals [15].
For consumers to develop a certain brand image, it is necessary to possess a brand node
inside their memory that influences the way various types of information get linked to
the brand. The brand image refers to the comprehensive impression and appraisal of the
brand, which subsequently impacts the purchase and consumption behavior. Hence, it
can be observed that the formation and evolution of a brand image is a dynamic process
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that occurs over a period of time. This factor plays a crucial role in the evaluation
process that customers do before to making a final purchase decision [16, 17]. In the
contemporary business landscape, having favorable brand perceptions is significant in
successfully positioning a product in the market. In such a case, the organization gains
from a strong alignment between its messaging and the favorable perceptions held by its
potential consumers. In short, the brand image has the potential to impact consumers’
attitudes and actions through the provision of additional value to products and cultivation
of loyalty [18, 19] as it serves as a guide for customers [20, 21].

CSR covers various aspects that contribute to the creation of long-term prospects for
businesses, such as adapting to changing society demands and expectations, allocating
resources to address social problems, demonstrating a moral commitment to engaging
in socially responsible activities, enhancing human resources and intellectual capital,
and safeguarding reputation and security. In the study on the organizational innovation
and social performance of firms the conclusion appears that CSR plays a key role in
ensuring long-term sustainable growth and competitive advantage for companies [22].
CSR also enhances risk management, improves organizational image, increases inno-
vation, competitiveness, and market position, heightens operational efficiency, and cost
savings. Additionally, it facilitates the creation of social capital, fosters better access to
capital, and strengthens relationships with regulatory bodies [23].

The ongoing growth of CSR can be categorized into a few historical stages [24]. The
1950s and 1960s marked the beginning of the modern era of social responsibility, which
emphasized the need to reassess the conduct and operational framework of businesses.
In this time, the significant societal worries regarding the rapid expansion of popula-
tion, pollution, and depletion of resources [25] were accompanied by social movements
focusing on environmental issues as well as human and labor rights. During the 1960s
additionally a new context emerged characterized by an escalating culture of protest,
mostly centered around civil rights and anti-war movements [26]. The 1970s that came
as a natural consequence can be summed up as the CSR in management. There was a
growing interest in the CSR domain, leading to the emergence of definitions that encom-
passedmultiple dimensions. The unregulated application of the CSR concept in this time
resulted in a lack of clarity on its precise definition and so in 1979, Carroll presented
his own approach saying that: “The social responsibility of business encompasses the
economic, legal, ethical, and discretionary expectations that society has of organizations
at a given point in time” [27].

The 1980s were the time of the operationalization of CSR. As governments reduced
their role in managing business practices, managers were forced to respond to various
interest groups. During this time, attention was primarily directed towards exploring
the practical implications of CSR rather than advancing its conceptual growth [28].
The 1990s are perceived as the time of globalization. In this time, various events have
had a profound impact on the global perception of social responsibility and the strate-
gies employed for sustainable development, e.g., the European Environment Agency
in 1990, the United Nations summit on the environment and development in Rio de
Janeiro, which resulted in the Rio Declaration on Environment and Development, the
adoption of Agenda 21, and the United Nations Framework Convention on Climate
Change (UNFCCC) in 1992, as well as the adoption of the Kyoto Protocol in 1997 [29].
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The 2000s witnessed the growing recognition of CSR as a potential catalyst for
corporate communication aimed at aligning corporations with consumer demands. And
the decade of 2010 saw the introduction of guidelines and recommendations for assess-
ing and evaluating environmental, social and managerial performance in the context of
sustainability [30].

Today, the concept of passive voluntariness has evolved into mandatory and proac-
tive engagement. The EU, with reference to the UN Guiding Principles on Business
and Human Rights and the updated OECD Guidelines for Multinational Enterprises,
requires companies to have a social impact and must report non-financial and diversity
information. The required non-financial information includes information necessary to
understand the development, performance and impact of the company’s business. This
information relates to environmental, social and labour issues, as well as respect for
human rights, anti-corruption and anti-bribery [31].

3 Methodology

The process of research was split into two main stages: literature analysis and empirical
research. These stages covered many activities such as formulating research questions,
collecting data, doing statistical analysis, and deriving findings. The study employed
a questionnaire that was distributed to a targeted sample of Polish adult consumers.
The sample selection was conducted using purposive sampling, which is a non-random
sampling technique [32].

The minimal sample size for the population of adult individuals in Poland, based on
the data available on the official website [33] was established as 385. The sample size
(n) is calculated according to the formula:

n = [
z2 ∗ p ∗ (1 − p)/e2

]
/
[
1 + (z2 ∗ p ∗ (1 − p)/(e2 ∗ N ))

]
(1)

where: z = 1.96 for a confidence level (α) of 95%, p = proportion (expressed as a
decimal), N = population size, e = margin of error.

z = 1.96, p = 0.5, N = 37767000, e = 0.05

n = [1.96 ∗ 0.5 ∗ (1 − 0.5)/0.052]/[1 + (1.962 ∗ 0.5 ∗ (1 − 0.5)/(0.052 ∗ 37767000))] (2)

n ≈ 385
The sample size (with finite population correction) is equal to 385. In this context,

the variables are defined as follows: n represents the sample size, z denotes the z-score
corresponding to a specific degree of confidence, p represents the sample proportion
stated as a decimal, e represents the margin of error expressed as a decimal, and N repre-
sents the population size. The final number of participants surpassed the first estimated
minimal sample size to enhance the representativeness of the sample.

The surveywas undertaken in 2022.Aquestionnairewas sent to participants in accor-
dance with the guidelines of the CAWI approach. The responses were analyzed utilizing
the SPSS Statistics software, which has been extensively employed for quantitative data
analysis in the field of social sciences for several years.
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The study aims to determine whether consumers pay attention to the CSR strategy
manifested by a brand during their market behavior and whether this translates into
perceptions of that brand. Since CSR strategy covers a wide range of topics, the authors
are interested in determining which CSR activities have a real impact on consumers’
purchasing decisions. In connection with the purpose of the research, 3 questions were
developed:

Q1. Are customers willing to buy and recommend products from socially responsible
brands?
Q2. How respondents perceive the intentions of brands implementing socially respon-
sible measures?
Q3. What king of areas are most often CSR-associated and what are perceived as the
most important?

A sample of 1022 respondents participated in the survey (Table 1). The derived
results can be interpreted as reflecting the presumed sample structure in terms of age,
gender, level of education, and income of respondents. At the outset, respondents were
informed about the purpose of the survey, complete anonymity and the possibility of
opting out at any time.

Table 1. Socio-demographic characteristics of respondents.

Variables Frequency Percentage

1. Gender:

Male 422 41%

Female 600 59%

2. Age:

18–25 149 14.6%

26–35 242 23.7%

36–45 474 46.4%

46–55 94 9.2%

56–65 46 4.5%

66 and older 17 1.7%

3. Place of residence:

Village 94 9.2%

Town up to 50 thousand 115 11.3%

City of 51–150 thousand 128 12.5%

(continued)
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Table 1. (continued)

Variables Frequency Percentage

City of 151–250 thousand 139 13.6%

City over 250 thousand 546 53.4%

7. Financial situation:

Very good 234 22.9%

Good 376 36.8%

Mean 363 35.5%

Bad 49 4.8%

4 Results and Discussion

First, respondents’ familiarity with the tenets of corporate social responsibility was
assessed. Surprisingly, themajority of respondents have either never heard of CSR (54%)
or have heard of it but are unfamiliar with its underlying assumptions (24%). For 22%,
CSR is not a foreign concept, and they have knowledge of the strategy’s underlying
premises. Nowadays, CSR strategy has become a permanent, reportable element of
companies’ activities [34]. In this context, the low level of respondents’ awareness of
their declarative knowledge of CSR is very surprising.

Respondents were then asked to select from the 12 activities only the 3 that theymost
associate with the CSR strategy. The most frequently associated activities are taking into
account the needs and interests of employees (n = 778) and caring for the environment
(n = 777). The next most important issues are local community concerns (n = 534),
creating new jobs (n = 489), and not testing products on animals (n = 417). Supporting
cultural, sporting, or scientific activities already received relatively fewer responses than
the previous ones (n = 215). The next activities received fewer than 200 responses.
Offering in-kind or monetary support for a specific worthy cause and running pro-health
campaigns (e.g. COVID-19 pandemic) were marked by the same number of respondents
(n = 191 each), and another activity is supporting people with disabilities (n = 168).
Supporting animal shelters and foundations (n = 136), helping orphanages (n = 119)
or organising employee volunteering (n = 109) were the least associated activities. As
mentioned, the public most often notices and identifies environmental activities.

Respondents were also asked to rate to what extent the given activities should be
implemented (Table 2). Environmental protection appears to be at the summit of the list.
As the majority of individuals become increasingly environmentally conscious, large
corporations, and even small businesses can do a great deal to prevent environmental
degradation.

There is also growing interest in the motivations behind corporations’ CSR initia-
tives. According to respondents, the most important factors were image enhancement
(87%) and attracting new customers (56%). Unfortunately, further responses also indi-
cated companies’ selfish motives. Respondents assume that companies only intend to
increase their profits (34%) because CSR is widely promoted by the media. Only 26%
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Table 2. Values of listed measures of CSR.

Measure Mean Std

caring for the environment 4,22 1,03

supporting people with disabilities 4,06 1,01

conducting social campaigns that address health issues 3,06 1,24

taking into account the needs of employees 4,15 1,06

creating new jobs 3,95 1,13

solving local community problems 3,86 1,06

donating funds to a worthy cause 3,60 1,09

supporting scientific/sports/cultural activities 3,58 0,94

organizing employee volunteers 3,30 1,09

supporting foundations and animal shelters 3,80 1,04

helping educational institutions and orphanages 3,76 1,02

not testing products on animals 4,21 1,01

of respondents believe that CSR activities are driven by concern for the environment,
morality 18%, or concern for the future of the world (15%).

This observation warrants attention. The majority of respondents point to company
financial gain as a determinant rather than a genuine commitment to the local commu-
nity or environmental wellbeing. Overall, respondents unfavorably perceive the motives
behind introductions and do not believe in the sincere intentions of companies. This is
consistent with Arla’s perspective that customer distrust is often a response to corporate
communications [35].

Statements regarding the inclination of the respondents to be interested in brand
offerings were also evaluated in 1–5 Likert scale (Table 3).

It can be observed that respondents show more concern for the welfare of others
when making purchases. Donations to people in need and those who volunteer are
often preferred. The research suggests that when faced with a range of product options,
consumers aremore likely to choose the one that dedicates its proceeds to a specific cause.
In addition, the respondents’ propensity to recommend the products of a company that
applies CSR strategies received a mean score of 4.17 with a standard deviation of 0.82
in the survey. It can therefore be seen that customers show a consensus in promoting
the products offered by companies that apply CSR. The high arithmetic mean and low
standard deviation suggest that participants are willing to recommend these products to
others.

Respondents were also asked to rate whether the introduction of CSR improved
brand image. The answers obtained confirm the opinion that companies that implement
a corporate social responsibility strategy improve their image.
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Table 3. Inclination to be interested in brand offerings.

Measure Mean Std

If I know that the company is working for the society
then I am willing to take advantage of the offer

3,97 1,05

I pay attention to whether the store offers disposable
bags

3 1,27

I gladly support actions regarding the collection of
products for the needy

3,62 1,12

I don’t buy products or from a company that degrades
the environment

3,54 1,07

I try to choose products from which part of the
proceeds go to a worthy cause

3,32 1,06

I always put money in the can for volunteers 3,02 1,13

It’s more important for me to care about the local
community than to organize training for employees

2,83 1,07

Programs to level the playing field for employees are
of little importance to me compared to earth cleaning
campaigns

2,60 1,15

5 Summary

In the context of rapid developments and significant worldwide threats it is imperative
to effectively uphold the organization’s reputation by striking a harmonious equilibrium
between the financial gains, public welfare, and environmental preservation [36]. In
order to achieve success, organizations are driven to adjusting in response to the process
of globalization and the evolving societal values. This adaptation encompasses various
aspects, including transitioning from traditional working relationships to collaborative
partnerships, shifting focus from short-term profitability to long-term sustainable busi-
ness development, and embracing a sense of responsibility towards both society and
the environment. Those factors necessitate businesses engage in socially responsible
endeavors, since the implementation of sustainable, responsible, and ethical practices
can yield themost value for any organization [37]. Undoubtedly, the sustained prosperity
of a corporation is conditioned by the company’s ability to effectively assimilate into its
business environment. Hence, the contemporary business scene shows a growing incli-
nation towards the adoption and integration of the corporate social responsibility frame-
work. This framework advocates for transparent operations, environmental preservation,
and a heightened emphasis on public welfare [38].

The survey shows that the public receives well the CSR strategy introduced by com-
panies. It can be said that it is sometimes a key element in the decision-making process
when choosing a product or service, as they feel the need to help. The results show that
social responsibility activities are effective and have an impact on company stakehold-
ers, who are willing to recommend companies’ products. An example is Danone, which
organized the “Share a Meal” campaign. The campaign consisted of selling products,
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with part of the proceeds going to the noble cause of funding meals for needy chil-
dren. The thought of being able to help with a simple purchase is something of value to
the consumer, which additionally does not require a high financial contribution and an
outlay of effort and commitment. In addition, it was found that the public is aware of
the reason for companies to implement CSR strategies. A large part of the respondent
group is aware that brands simply want to improve their image. This information is very
important, because it shows that consumers take a rational approach to the activities
carried out by companies. Despite the fact that a significant part does not know what
corporate social responsibility is, the public has formed its vision of the concept - they
mainly identify it with the care of the environment by organizations.

Today’s market is incredibly turbulent. Events such as the Covid-19 pandemic or
the outbreak of armed conflict in Ukraine lead to the destabilization of many countries’
economies and the collapse of many companies. Each additional study provides further
knowledge of CSR activities that are most noticeable by customers. Such knowledge can
become a factor in building a competitive advantage by standing out among competitors
and getting customers interested in your offerings. Nowadays, economic factors often
recede into the background,while involvement in issues perceived as important to society
makes a company survive.
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