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Abstract:

Purpose: The purpose of this article is to examine the impact of CSR on the purchasing
decisions of Polish and Ukrainian consumers against other decision-making criteria.
Design/Methodology/Approach: We collected the data through questionnaires. We received
them from 836 customers in Poland and Ukraine, which we then analyzed with the IBM SPSS
Statistics 26.0 and Microsoft Excel 2019.

Findings: The paper presents the results of a study on the influence of CSR on purchasing
decisions of Polish and Ukrainian consumers against other decision criteria such as price,
quality, opinions of other customers or guarantee conditions. Conclusions from the study
indicate that the influence of CSR on purchasing decisions is rather small. More important
factors, than CSR, influencing consumer decisions are: quality, price, positive feedback of
other customers, warranty terms and conditions as well as repair network. The analysis
carried out showed no significant differences in CSR evaluation in relation to demographic
variables, apart from gender. It appeared that women rated CSR activities of a company as a
more important criterion in purchasing decisions compared to men.

Practical Implications: The presented findings can be used by marketing managers who
shape the ways in which CSR activities are communicated with stakeholders, including
consumers. Companies knowing consumer attitudes towards CSR should work to improve
these relationships.

Originality/Value: The research adds to the knowledge on consumer perceptions of CSR in
Central and Eastern Europe and extends the findings of previous studies.
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1. Introduction

The global pandemic has particularly highlighted the importance of the relationship
between society and business. It is sustainability embedded in business processes
that nowadays creates new opportunities for companies to grow, and this is what
consumers, employees and investors in particular expect from business.

Sustainable development means acting in accordance with the needs of the present
generations without compromising the ability of future generations to meet their
needs (WCED, 1987). Corporate social responsibility (CSR) activities are conducive
to the sustainability goal formulated in this way. CSR benefits not only companies
but also their stakeholders, including consumers. Consumer awareness and
expectations regarding CSR activities are growing, both globally and in Poland.

As revealed in a 2017 Cone Communications survey, 63% of respondents hope that
companies will become a leader in making social and environmental change, 78% of
them want companies to address important social justice issues, 87% of respondents
will buy a product because the company advocates for an issue they care about, and
76% of them will refuse to buy a company's products or services when they find out
that it has supported an issue contrary to their beliefs (Cone Communications 2017).

The aim of the conducted research was to find out whether CSR influences the
purchasing decisions of consumers from Central and Eastern Europe (Poland and
Ukraine). In this part of the world the CSR concept only appeared in the 1990s and
the dynamic development of CSR occurred at the beginning of the 21st century with
the appearance of numerous foreign investments.

The formulation of this research goal was inspired by several studies on CSR from a
consumer perspective related to this part of Europe, such as: (Cerkasov et al., 2017;
Hommerova et al., 2020; Spodarczyk, 2019; Stavkova, Stejskal, and Toufarova,
2008; Jedrzejowska-Schiffauer et al., 2019).

In addition, we were interested in how CSR as a decision factor compares to other
factors, such as: price, quality, warranty terms and conditions, repair network, as
well as the opinion of other customers, taking into account demographic variables,
such as: age, gender, education, occupation and nationality. In order to answer this
research question, a survey was conducted among consumers in Poland and Ukraine.

Our research approach was based on the verification of the set research hypotheses
in order to check the influence of CSR on the purchase decisions of the surveyed
respondents.

The paper consists of an introduction, chapter two in which the research questions
and hypotheses are presented, chapter three in which the research method is
explained and chapter four in which the research results are described. The last
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chapter contains the results, and finally the conclusion part points out the limitations
of the conducted study and suggestions for further research.

2. Literature Review

The concept of corporate social responsibility CSR is based on the relationship of
business with the environment and on the obligations of companies towards society.
A definition of CSR emerged as early as the 1950s, when H. Bowen assumed that
CSR was an entrepreneur's commitment to policy, decision-making and a company
should be following courses of action desirable in terms of social objectives and
values (Bowen, 1953).

Definitions of CSR highlight the role of businesses to take responsibility, expressed
in specific attitudes and behaviours towards the environment in which they operate
(Godfrey and Hatch, 2007; Brown and Dacin, 1997). In the 1990s Caroll presented a
framing of CSR in the form of a pyramid of responsibility, where the base is
economic responsibility, followed by legal and ethical responsibility, and the
pyramid is closed by philanthropic responsibility (Caroll, 1991). CSR is a concept
that is difficult to define unambiguously, as it is a complex issue.

According to Dahsrud it has not yet been possible to present a coherent definition of
CSR, which is confirmed by a literature review devoted to it (Dahsrud, 2008). The
paper adopts as the leading definition the one proposed by the European
Commission, which in 2001 defined CSR as 'a concept whereby companies integrate
social and environmental concerns in their business operations and in their
interaction with their stakeholders on a voluntary basis' (COM, 2001), and in 2011
the European Commission proposed a new definition in which 'CSR is the
responsibility of enterprises for their impacts on society'. Enterprises should have a
mechanism to integrate social, environmental, ethical and human rights issues as
well as consumer concerns into their business operations and core strategy, in close
cooperation with their stakeholders (COM, 2011).

The concept of CSR is based on the relationship between business and the
environment, and interest in corporate social responsibility is growing particularly
from consumers (Zampeta, 2015; Martinez and Del Bosque, 2013; Pomering and
Dolnicar, 2009). They often link their purchasing decisions to the need that
companies behave in a socially responsible manner (Mohr, Webb and Harris, 2001;
Mohr and Webb 2005; Lee and Shin, 2010; Cone Communication, 2017).

They evaluate companies and products in terms of CSR (Sen and Bhattacharya
2001; Klein and Dawar 2004; Biehal and Sheinin 2007; Oberseder, Bodo,
Schlegelmilch and Murphy 2013; Bolton and Mattila, 2015; Vanhamme et al, 2015;
Chernev and Blair, 2015). Also, consumers' moral attitudes play an important role in
the perception of CSR in the context of product evaluation (Palihawadana, Oghazi,
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and Liu 2016; Baskentli, Sen, Du, and Bhattacharya, 2019; Thalassinos and
Zampeta, 2012).

CSR activities have a positive impact on customer satisfaction (Tosun and Tavsan
2022). The literature also raises the issue of consumer awareness of CSR activities,
which is generally low (Sen, Bhattacharya and Korschun, 2006). However, as
evidenced in the literature, improving the level of consumer awareness is important
as it can positively influence customer satisfaction and purchase intentions (Kim,
2017).

Also, the results of research in Poland on consumer attitudes and awareness in the
area of CSR show that the consumer is becoming more demanding and aware of
CSR activities (IMAS, 2008). According to the cited study, companies should not
only include corporate responsibility in their business strategies, but also
communicate about them in a way that is understandable to the consumer.

More than 75% of Polish consumers want to associate trust in a company with its
corporate responsibility. The conclusions of the mentioned study made it possible to
outline five rules for the corporate brand of the future. These rules are perceived to
be directing consumers purchasing decisions in the future. Corporations, in order to
achieve competitive advantage, should:

have a purpose beyond profit,

take care of their employees,

engage socially,

care about the environment,

respect consumers and maintain an open dialogue with them (IMAS,
2008).

Similar conclusions are drawn from the research conducted annually in Poland
entitled: “CSR in practice - the French barometer”, “CSR in practice - the barometer
of the French-Polish Chamber of Commerce”. The expectations of stakeholders
(employees, suppliers, customers, local communities) regarding CSR activities are
increasing. Awareness is growing both among organisations undertaking CSR
activities, but also among consumers themselves.

Compared to previous editions of the cited studies, consumers more often declare
that in the process of choosing a product or service, they take into account the
company's activity in the field of CSR activities. There are also studies in which
respondents declare that they are able to pay more for products of companies
conducting CSR activities (Ferreira et al., 2010).

Research in Poland has shown that more than 67% of consumers surveyed want
companies to fight social injustice, become more actively involved in solving social
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problems and engage in the development of local communities (CSR Barometer,
2019). An important information from the point of view of the paper presented here
is the following: consumers are aware that through their purchasing decisions they
can have a real impact on the changes taking place in the world. This is declared by
more than 38% of the consumers taking part in the survey (CSR Barometer, 2019).

Their growing interest in CSR activities has been stimulated by environmental issues
such as global warming and climate change or plastic waste. On the other hand,
there are also studies that confirm that only a small segment of consumers use CSR
as a purchase criterion (Mohr et al., 2001) and the leading factors in their purchase
decision are price, quality or brand (Belk et al., 2005; Bray et al., 2011).

As far as Central and Eastern Europe is concerned, research results show that
without stakeholder responsibility, corporate responsibility will not develop in
Central and Eastern Europe (Tosun and Tavsan, 2022).

Other research from Romania shows that customer loyalty is a result of the CSR
activities undertaken. These customer-oriented CSR activities have a significant
impact on corporate brand loyalty (Moisescu, 2015).

The review of the research results influenced the formulation of the main research
guestion.

Do CSR activities influence purchasing decisions of Polish and Ukrainian
consumers and how important is this influence compared to other factors such as:
price, quality (brand), guarantee conditions or opinion of other customers?

The main research objective formulated in this way made it possible to distinguish
additional research questions:

Does the nationality/age/gender/education/professional position of consumers
influence the perception of CSR in their purchasing decisions?

3. Research Methodology

The results presented here are part of a study on the impact of CSR on consumer
purchasing decisions. The survey was quantitative in nature. The survey was
conducted before the outbreak of war in Ukraine.

The sampling was purposive, supplemented by the snowball method. Previous
research results show that young people are more sensitive to CSR activities and are
more likely to buy products with social or environmental benefits (Cone
Comunnications 2017; Nielsen 2018). This group will constitute a large and most
influential group of consumers in the near future. Young people have just started (or
are about to start) gainful employment.
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Having money, they will actively decide how to spend it (Eghbal, 2014). For this
reason, we found it important for the study to provide an assessment of CSR
activities by this group of respondents and also to compare it to other respondents.

Therefore, survey questionnaires were distributed to university students (358
completed surveys) during the classes. This approach provided a chance to discuss
the questionnaire and check that it had been completed correctly. Further sampling
was carried out using the snowball method.

This means that the surveyed young consumers gave further copies of the survey
guestionnaire to people from their environment in which they function, e.g. work
and family members (514 completed questionnaires). It can be assumed that the
people covered by the snowball method interact to some extent in shaping their
views and attitudes as consumers (Oberseder, Schlegelmilch, and Gruber, 2011).

The choice of such a method stemmed from the desire to verify whether there were
significant differences between generations in their assessment of CSR and other
factors considered in consumer decision-making.

In the end, 872 people, aged between 18 and 75, from both Poland and Ukraine
participated in the survey; 36 questionnaires were rejected due to various types of
errors made during their completion.

The survey consisted of an introduction and two parts. The introduction to the
survey explained the CSR notion itself and CSR activities in the areas of
environmental protection, local community, anti-corruption and anti-bribery,
employees and human rights.

The first part included questions on the demographic profile of the respondents. The
second part of the questionnaire consisted of questions related to CSR, broken down
into issues such as environmental protection, working with the local community,
fighting corruption and bribery, employee and human rights issues.

Table 1 shows the demographic profile of the surveyed sample (836 consumers).
The criteria used to divide the respondents were nationality, gender, education, place
of residence, and belonging to one of the four generations (by year of birth).

The literature shows that these variables can influence purchasing decisions and
perceptions of CSR activities (Dietz et al., 2002; Quazi, 2003). For example, so-
called millennials are more likely than the baby boomer generation (53% versus
34%) to purchase environmentally friendly products (Nielsen, 2018).
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Table. 1 Demographic profile of respondents.

Number of | Percentage

Demographic data
responses of responses

Nationality Polish 473 56,58%
Ukrainian 360 43,06%
Other 3 0,36%
Gender Female 480 57,42%
Male 356 42,58%
Education level Primary education 32 3,83%
Secondary education 133 15,91%
Tertiary education 671 80,26%
E}!"‘I‘r’]ia%‘:t;'n"t's';g (NUMBEr | 1 der 50 000 343 41,03%
50 000 - 250 000 128 15,31%
250 000 - 500 000 53 6,34%
above 500 000 312 37,32%
Generation Baby boom (1945-1964) 95 11,36%
Generation X (1965-1980) | 189 22,61%
Generation Y (1981-1994) | 129 15,43%
Generation Z (1995-2000) |423 50,6%

Source: Own study.

The study involved Poles (56.6%) and Ukrainians, who made up 43.1% of the
sample. Women dominated the sample (58.4%). More than half of the respondents
were young people, from generation Z (54.6%), with secondary and higher
education ( 48.3%, 48.4%), living in large cities (37.8%) and small towns with up to
50,000 inhabitants (42%). Most respondents were economically active (over 55%).

The most commonly used classification of CSR activities in both practice and
research is the one proposed by the consulting firm KLD (Du, Yu, Bhattacharya and
Sen, 2017; Servaes and Tamayo, 2013). Within this classification CSR areas, such
as: employee relations, human rights, diversity, community concerns, corporate
governance, environment and product concerns, are assessed.

The European Commission's classification, on the other hand, indicates that CSR
includes, at a minimum: human rights, labour and employment practices,
environmental issues, and combating bribery and corruption (COM, 2011).
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In this paper, the classification of CSR activities was based on the indications of the
European Commission. The following activities were distinguished: environmental
protection, local community, anti-corruption and anti-bribery, employees and human
rights. These areas were briefly characterised in the survey (COM, 2011).

Consumers' purchasing decisions are influenced by many factors that are still
evolving. This leads to difficulties in defining as well as classifying the determinants
of consumer decisions. The selection of factors influencing purchasing decisions
was based on the results of existing consumer research in Central and Eastern
Europe.

Among the key determinants indicated by consumers were: quality, product brand,
price, guarantee conditions and friends' opinions (Liczmanska, 2015); quality, price
and brand (Stavkova, Stejskal and Toufarova 2008); quality, previous experience
with the product and price (Cerkasov, Huml, Vokacova, and Margarisova, 2020).

Thus, in our study, the following were taken into account as decision factors, CSR,
price, quality identified with the brand of the purchased product, warranty conditions
and network of warranty repair points, opinions of other customers. Participants in
the study assigned a weight on a Likert scale from 1 (unimportant) to 5 (very
important) to the selected criteria. Respondents could additionally indicate other
factors, which they take into account in their purchasing decisions and assign them
the weight within the given sale.

While the studies cited so far focused on the analysis of factors determining
purchasing decisions of consumers purchasing specific products or services, our
study addresses purchasing factors (including CSR), but at a general level. It is
obvious that consumers' attitudes and their purchasing decisions may vary depending
on the good (product) they purchase, the CSR policy, the company image. But we
did not want to influence the process of perceiving CSR in relation to a specific
industry or a selected product.

The literature review allowed us to formulate the main research question which is:
Do CSR activities influence purchasing decisions of Polish and Ukrainian
consumers and how important is this influence compared to other factors such as:

price, quality (brand), guarantee conditions or opinion of other customers?

The main research objective formulated in this way made it possible to distinguish
additional research questions:

Does the nationality/age/gender/education/professional position of consumers
influence the perception of CSR activities in their purchasing decisions?



Marcinkowska Elzbieta, Sawicka Joanna

289

Based on the research problems posed, the following research hypothesis was
adopted:

H1: CSR influences consumers' purchasing decisions like: price, quality, guarantee,
opinion of other customers.

The aim of the presented study is also to determine whether the influence of CSR on
purchase decisions depends on the demographic characteristic of the consumer —
hence the specific hypotheses:

H2: CSR influences the purchase decisions of women and men.

H3: The age of consumers (generations BB, X, Y, Z) influences the perception of
CSR as one of the factors in purchasing decisions.

H4: Education determines consideration of CSR in purchasing decisions.

H5: Nationality influences consideration of CSR in purchasing decisions.

The adoption of hypotheses based on consumer demographic characteristics is
supported by the existing literature. However, the research results vary in this aspect.
Some studies do not confirm differences among respondents of different genders
(Calabrese, Costa, and Rosati, 2016) (Pérez and Rodriguez, 2015). Others, however,
confirm that it is women who are more positive about CSR activities (Furman,
Maison, and Sekscinska, 2020).

Most of the results we have studied show that there is a small substantive difference
between women's and men's average expectations, with women showing higher
average values than men. This results holds generally true, in our study, with
variation of education levels and age groups. Young females show the highest
average values of expectations, and the significance of gender differences decreases
with age.

Verification of the above hypotheses was carried out using IBM SPSS Statistics
25.0. The Mann-Whitney U test was used to compare two groups (women and men,
Poles and Ukrainians) in terms of evaluations of CSR activities in purchasing
decisions, and the Kruskal-Wallis H test was used when there were more groups
(four age groups, three education groups). In order to compare the evaluations of the
measures, an analysis was carried out using the Friedman rank test. The significance
level for the analyses was taken as o = 0.05.

4. Results and Discussion

In order to determine the differences in evaluations of CSR activities in consumers'
purchasing decisions (hypotheses 1-5), an analysis of variance with Friedman
repeated measures was conducted. As can be seen from Table 2, the hypothesis
assuming the influence of individual factors (price, quality, CSR, guarantee
conditions, opinion of other customers) on purchase decisions should be accepted for
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the adopted significance level o = 0.05 (¥*(4) = 1043.13; p < 0.001; W = 0.40). The
strength of the effect for differences was moderate.

To determine the nature of the differences between the ratings, a post hoc analysis
was conducted using the Dunn's test with Bonferroni significance level adjustment.
The analysis showed that CSR (Me = 3.00; IQR = 1.00) was less important in
purchasing decisions than other factors, i.e., product price, product quality, warranty
conditions and repair network or positive opinion of other customers.

Product quality was rated highest and was, in the opinion of respondents, more
important compared to the other factors (p < 0.001). The price of the product was
another important decision factor in the opinion of the respondents. In turn, the
positive opinion of other customers was more important than the warranty
conditions and repair network (p < 0.001).

Table 2. Comparative analysis of CSR versus other factors influencing purchasing
decisions.

Factors influencing  purchasing Average

decisions rank Me IQR X*(4) P W
Product price 3,60 5,00 1,00

Product quality 4,04 5,00 0,00

CSR 1,84 3,00 1,00

Warranty conditions and repair network 2 5 400 1,00 1043,13  <0,001 0,40

Opinion of other customers 299 400 1,00

Note: Annotation: Me - median; IQR - interquartile range; X2 - Friedman test statistic; p -
test probability; W - effect size.
Source: Own study.

4.1 CSR in Purchasing Decisions Versus Gender

In order to verify the hypothesis on the importance of gender for CSR in consumers'
purchasing decisions, an analysis was conducted using the Mann-Whitney U test. As
can be seen in Table 3, the analysis showed statistically significant differences
between men and women in terms of CSR evaluation. Women rated CSR activities
as more important compared to men.

Table 3. Comparison of women and men in terms of CSR and other factors
influencing purchasing decisions.

Factors influencing purchasing Female (n = 488) Male (n = 348)

decisions eA\rlngig Me IQR Q/nekrage Me IQOR Z p r
Product price 33096 500 1,00 32505 500 100 -045 0,650 0,02
Product quality 33445 500 000 320,16 500 000 -133 01184 0,05
CSR 347,06 3,00 1,00 30246 300 200 -3,10 0,002 0,12

Warranty conditions and repair 33125 400 100 324,64 400 100 -047 0,639 002
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network
Opinion of other customers 33651 4,00 100 31726 400 1,00 -1,39 0,166 0,05
Note: Annotation: Me - median; IQR - interquartile range; X2 - Friedman test statistic; p -

test probability; W - effect size.
Source: Own study.

4.2 CSR in Purchasing Decisions versus Age (Generation)

In order to verify the hypothesis of differences in the assessment of CSR in
purchasing decisions due to the age of the respondents, an analysis was carried out
with the Kruskal Wallis H test. The hypothesis was not confirmed. That is,
generations BB, X, Y and Z did not differ significantly in their assessment of CSR in
purchasing decisions, H(3) =2.86; p=0.415; 12> = 0.01.

Intergenerational differences were found to be statistically significant only for
assessments of warranty conditions and repair networks, H(4) = 12.32; p = 0.006; 1?
= 0.03, with a weak strength of effect for the differences. A post hoc analysis using
Dunn's test with Bonferroni significance level correction showed that respondents
from generation X considered warranty repairs more important than those from
generation Z.

Generation X are consumers who lived and grew up under communism, where the
availability of products and services was very limited. Repairing even multiple
products was a necessity. Differences between the other generations were found to
be non-significant (p > 0.05). The results are presented in Table 4.

Table 4. Comparison of generations in terms of perceptions of CSR and other
factors in purchasing decisions.

Factors BB (n=82) X (n =169) Y (n=129) Z (n = 456)
influencing A A A A

urchasin verage verage verage verage )
gecisionsg rank Me IQR rank Me IQR rank Me IQR rank Me IQR H p n
Product

price 320,35 500 1,00 32585 500 1,00 33697 500 1,00 32855 500 1,00 046 0,928 0,01
Zﬂzﬁlgt 332,38 500 0,00 32897 500 0,00 341,58 500 0,00 32394 500 0,00 1,39 0,707 0,01
CSR 300,20 3,00 2,00 33861 300 1,00 31452 3,00 2,00 333,75 3,00 1,00 2,86 0415 0,01
Warranty

conditions

and  repair 320,13 4,00 1,00 369,91 400 1,00 346,15 4,00 1,00 309,63 4,00 1,00 12,32 0,006 0,03
network

Opinion  of

other 298,16 4,00 0,00 319,10 4,00 2,00 33753 4,00 1,00 33487 4,00 1,00 3,03 0,387 0,01
customers

Note: Annotation: Me - median; IQR - interquartile range; X2 - Friedman test statistic; p -
test probability; W - effect size.
Source: Own study.
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4.3 CSR in Purchasing Decisions versus Education Level

In order to verify the hypothesis assuming differences in the evaluation of CSR in
purchasing decisions depending on education, a Kruskal-Wallis H-test analysis was
conducted. As can be seen from Table 5, the hypothesis was not confirmed - H(2) =
0.79; p = 0.672; n? = 0.01, meaning that people with basic vocational education (Me
= 3.00; IQR = 2.00; mean rank = 300.76), secondary education (Me = 3.00; IQR =
1.00; mean rank = 338.80) and tertiary education (Me = 3.00; IQR = 1.00; mean
rank = 327.81) did not differ in their evaluations of CSR activities in the perspective
of purchasing decisions.

Statistically significant differences between groups only occurred for product quality
ratings - H(2) = 6.05; p = 0.049; n? = 0.02, with a weak strength of effect for the
differences. Respondents with higher education rated product quality higher than
consumers with vocational education. In contrast, a detailed post hoc analysis by
Dunn's test with Bonferroni significance level correction showed no differences
between groups (p > 0.05).

Table 5. Comparison of consumer groups by education in the assessment of CSR
and other factors in purchasing decisions.

Factors V (n=32) S (n=133) T (n=671)

influencing A A A

urchasin verage verage verage )
gecisions 9 rank Me IQR rank Me IQR rank Me IQR H p n
Product price 353,88 5,00 1,00 317,62 500 1,00 329,38 500 1,00 0,92 0,630 0,01
g;zw:;t 276,74 5,00 1,000 308,05 5,00 1,00 334,01 500 0,00 6,05 0,049 0,02
CSR 300,76 3,00 2,00 33880 3,00 1,00 327,81 3,00 1,00 0,79 0,672 0,01
Warranty

conditions and 296,98 4,00 1,00 356,08 4,00 2,00 32499 4,00 1,00 3,09 0,213 0,01
repair network

Opinion of

other 358,74 4,00 1,00 330,97 4,00 1,00 326,90 4,00 1,00 0,69 0,710 0,01
customers

Note: Annotation: Me - median; IQR - interquartile range; X2 - Friedman test statistic; p -
test probability; W - effect size.
Source: Own study.

4.4 CSR in Purchasing Decisions versus Nationality

In order to determine differences in the assessment of CSR in purchasing decisions
by nationality, an analysis was performed using the Mann-Whitney U test.
Individuals who reported a nationality of ‘other' were excluded from the analyses (n
= 3). The hypothesis assuming the existence of differences between Poles and
Ukrainians in terms of CSR evaluation in purchasing decisions was confirmed, Z = -
0.11; p = 0.917; r < 0.01. Both nationality groups rated the importance of CSR to a
similar degree.
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The only significant difference between nationalities, at a significance level of a =
0.05, occurred for product price, Z -3.16; p = 0.002; r = 0.12. The strength of the
effect for the difference was weak. For Ukrainians, product price (Me = 5.00; IQR =
1.00; mean rank = 359.68) was more important than among Poles (Me = 5.00; IQR =
1.00; mean rank = 314.56). The results of the analysis are shown in Table 6.

Table 6. Comparison of groups by nationality in the assessment of CSR and other
factors in purchasing decisions.

Factors Poles (n = 473) Ukrainians (n = 360)

influencing Mean Mean

purchasing Me IQR Me IQR Z p r
decisions rank rank

Product price 31456 500 100 35968 500 1,00 -3,16 0,002 0,12
Product quality 329,09 500 000 32151 500 000 -064 0,523 0,02
CSR 326,54 300 100 32820 300 100 -0,11 0,917 <0,01
Warranty

conditions and 33260 4,00 100 31229 400 1,00 -1,31 0,191 0,05
repair network
Opinion of other
customers

Note: Annotation: Me - median; IQR - interquartile range; X2 - Friedman test statistic; p -
test probability; W - effect size.

Source: Own study.

33289 400 100 31153 400 100 -140 0,163 0,05

The results of our research show that CSR influences consumers' purchasing
decisions to a small extent. They are taken into account as a decision factor, but
consumers feel that other criteria such as: quality, price, opinion of other customers
or warranty conditions and warranty repair network are more important to them.
Respondents were able to suggest additional decision factors that they feel are
important beyond those presented in the survey and assign them a weight, but did
not indicate any additional criteria.

The results obtained are consistent with the findings of other CSR studies, in which
price and quality are the most important factors considered when deciding whether
to purchase a product or service (Cerkasov et al., 2017, Beckman 2007; Carrigan,
Attala, 2001; Zimon et al., 2016; Liczmanska, 2015).

This is also confirmed by our research results. Both quality, price, warranty repair
conditions and repair network, as well as the opinion of other customers, have a
greater influence on purchasing decisions than CSR. With quality and price being
the most important decision criteria for the surveyed consumers.

Polish consumers ranked quality as the most important criterion, but Ukrainian
consumers indicated price. This difference in the respondents' survey may be due to
a combination of factors, such as the wealth of the society (significant differences
GDP per capita 2019: Poland $31,487 and Ukraine $3,659 (OECD, WorldBank),
age of respondents, etc.
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The statistical analysis conducted confirmed that, against the background of the
decision-making factors listed in the survey, CSR is a factor that has little influence
on consumers' purchasing decisions. Respondents rated CSR as a criterion of low
importance. And this result is consistent with similar studies (Oberseder et al.,
2011).

Analysing the results through the prism of demographic variables, there were no
differences in the evaluation of CSR activities, apart from one factor - gender.
Statistically significant differences emerged only in the assessment of women, who
considered CSR activities more important in purchasing decisions than men. The
results of the study as to the relevance of CSR against selected decision-making
criteria are similar to those presented in the literature.

However, what surprised us to some extent was the lack of a significant impact of
CSR on purchasing decisions in the group of young people. Our analysis showed
that there were no intergenerational differences in the assessment of CSR. It is worth
noting, however, that for generation X, warranty conditions and a post-warranty
repair network were more important than for generation Z.

In terms of other decision-making factors, the results showed differences by
nationality. For Poles, the most important criterion influencing their purchase
decision is the quality of the product, while for Ukrainians it is the price.

Education also had no significant impact on the perception of CSR activities in
purchasing decisions. Differences became apparent only in the assessment of
product quality, where this factor was more important for those with higher
education than for those with secondary and basic education.

Both Poles and Ukrainians rated the relevance of CSR at a similar level. Statistically
significant differences between Poles and Ukrainians occurred only in the perception
of price as a decision criterion, which was more important for Ukrainians.

The only demographic variable leading to an increased role of CSR in purchasing
decisions was gender. The analysis showed that women were more sensitive to CSR
activities and rated these activities as more important in purchasing decisions than
men.

The research conducted does not reflect the actual behaviour of our respondents, but
their intentions and consumer attitudes. As practice shows, consumer declarations
often do not coincide with actual consumption (Devinney, Auger, and Eckhardt,
2010).

Consumer awareness of CSR is gradually increasing, as confirmed by the literature
cited earlier in this paper. A high level of awareness should result in a positive
response to CSR activities. Consumers with a lot of information on CSR will take
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this factor more readily into account in their purchasing decisions (Kim, 2017;
Pomering and Dolnicar 2009; Auger et al., 2003; Tian et al., 2011).

The growing awareness of the importance of CSR among customers can be used by
companies to increase market share and build positive attitudes towards the product.
CSR can be a tool through which companies can differentiate themselves from their
competitors and gain a competitive advantage (Vahdati, Mousavi, and Tajik 2015).

5. Conclusions

The results presented here do not refer to individual CSR activities by particular
companies, but to CSR in general, as one of many factors considered by consumers
when deciding to purchase a product or a service.

The research adds to the knowledge on consumer perceptions of CSR in Central and
Eastern Europe and extends the findings of previous studies. The results obtained
indicate that CSR influences consumers' purchasing decisions to a moderate degree.

Other decision factors such as quality, price, warranty terms and service network and
the opinion of other customers were more important to the respondents surveyed.
The results also show that it is not easy to determine the magnitude of the influence
of CSR on purchasing decisions by nationality, age, occupation. The only
statistically significant difference in terms of demographic characteristics was
related to gender. The research revealed that women are more sensitive to CSR
activities than men.

It should be noted that the surveyed consumers were only moderately willing to base
their purchasing decisions on CSR activities. This means that in practice there may
be a gap between the declaration and actual CSR-based consumption.

The impact of CSR on purchasing decisions can be both positive and negative and
its nature will depend, among other things, on the credibility of CSR activities or the
company's image. It should also not be overlooked that the perception of CSR
activities and taking them into account in purchasing decisions is influenced by the
environment in which consumers, especially young people, operate.

On the basis of the presented results, it may be assumed that there is a real need to
increase public awareness of CSR activities, in particular among consumers. The
presented findings can be used by marketing managers who shape the ways in which
CSR activities are communicated with stakeholders, including consumers.
Companies knowing consumer attitudes towards CSR should work to improve these
relationships.

Designing effective communication channels between the company and the target
consumer group can benefit both parties. Our study provided a unique insight into
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the still under-researched consumer community in Central Europe. It thus filled a
research gap about CSR and consumers in this part of Europe.

Although CSR today is for the respondents not as important as: quality, price and
other decision-making factors, it has not been identified as an entirely unimportant
criterion. This study can become a starting point for the effective selection of CSR
activities tailored to the expectations of consumers living in the Central European
region.

In further research, we focused on isolating those CSR initiatives that are critical for
specific groups of consumers. Environmental activities were analysed first, due to
the fact that there is widespread public interest in issues related to the protection of
the nature around us.

References:

Auger, P., Burke, P., Devinney, T.M., Louviere, J.J. 2003. What will consumers pay for
social product features. Journal of Business Ethics, Vol. 42 No. 3, pp. 281-304.
https://doi.org/10.1023/A:1022212816261.

Babbie, E. 2007. Badania spoteczne w praktyce. Warszawa: Wydawnictwo Naukowe PWN.

Barometr CSR. 2019. CSR w praktyce — barometr Francusko-Polskiej I1zby Gospodarczej,
Retrived from: https://en.calameo.com/read/004601149c35dede3770c.

Baskentli, S., Sen, S., Du, S., Bhattacharya, C.B. 2019. Consumer reactions to corporate
social responsibility: The role of CSR Domains. Journal of Business Research 95,
pp. 502-513. https://doi.org/10.1016/j.jbusres.2018.07.046.

Biehal, G.J., Sheinin, D.A. 2007. The influence of corporate messages on the product
portfolio. Journal of Marketing, 71(2), 12-25. DOI: 10.1509/jmkg.71.2.12.

Beckmann, S. 2007. Consumers and Corporate Social Responsibility: Matching the
Unmatchable? Australasian Marketing Journal (AMJ), 15(1), 27-36. DOI:
10.1016/S1441-3582(07)70026-5.

Belk, R., Devinney T., Eckhardt, G. 2005. Consumer Ethics Across Cultures, Consumption
Markets and Culture, 8(3), 275-289. DOI: 10.1080/10253860500160411.

Bolton, L.E., Mattila, A.S. 2015. How does corporate social responsibility affect consumer
response to service failure in buyer-seller relationships? Journal of Retailing, 91(1),
140-153. DOI: 10.1016/j.jretai.2014.10.001.

Bowen, H. 1953. The Social Responsibilities of Businessman. Harper, New York.

Bray, J.P., Johns, N., Kilburn, D. 2011. An Exploratory Study into the Factors Impeding
Ethical Consumption. Journal of Business Ethics, 98(4), 597-608. DOI
10.1007/s10551-010-0640-9.

Brown, T.J., Dacin, P.A. 1997. The Company and the Product: Corporate Associations and
Consumer Product Responses. Journal of Marketing, 61, pp. 68-84.
https://doi.org/10.2307/1252190.

Carrigan, M., Attalla, A. 2001. The myth of the ethical consumer - do ethics matter in
purchase behaviour? Journal of Consumer Marketing, 18(7), 560-577.
https://doi.org/10.1108/07363760110410263.

Caroll, A.B. 1991. The Pyramid of Corporate Social Responsibility: Toward the Moral
Management of Organizational Stakeholders. Business Horizons, 34(4), 39-48.
https://doi.org/10.1016/0007-6813(91)90005-G.


https://doi.org/10.1016/j.jbusres.2018.07.046
https://www.researchgate.net/deref/http%3A%2F%2Fdx.doi.org%2F10.1016%2FS1441-3582(07)70026-5?_sg%5B0%5D=zjX09BlDoYxW95MomBWdszVgo0-iDs95h2sfw4AF7VyANdrSE4HPmJfY6p_skT6CfsAXcdseABCyHjAzHCgnsJ5TwA.jXPps-Me5OvbM98SGki-nXB07egz1Ziu6ebhUdq2yt4JrAHyjzCqWVt9eDuvRjoqDByokJHI56d2coLSSilh-A
https://doi.org/10.1080/10253860500160411
https://psycnet.apa.org/doi/10.1108/07363760110410263

Marcinkowska Elzbieta, Sawicka Joanna

297

Cerkasov J ., Huml, J., Vokacova, L., Margarisova, K. 2017. Consumer’s Attitudes to
Corporate Social Responsibility and Green Marketing. Acta Universitatis
Agriculturae et Silviculturae Mendelianae Brunensis, Mendel University Press, vol.
65(6), 1865-1872. DOI: 10.11118/actaun201765061865.

Chernev, A., Blair, S. 2015. Doing well by doing good: The benevolent halo of corporate
social responsibility. Journal of Consumer Research, 41(6), 1412-1425.
https://doi.org/10.1086/680089.

Cieslarczyk, M., Krawczyk, P., Korulczyk, Z. 2002. Poradnik metodyczny autoréw prac
kwalifikacyjnych. AON.

COM, Commission of the European Communities. 2011. A renewed EU strategy 2011-14 for
Corporate Social Responsibility, COM 681.

COM, Commission of the European Communities. 2001. Promoting a European framework
for Corporate Social Responsibility Brussels, COM 366.

Cone Communications. 2017. Cone Communications/Echo Global CSR Study. Retrived
from: https://www.conecomm.com/research-blog/2017-csr-study.

Dahlsrud, A. 2008. How Corporate Social Responsibility Is Defined: An Analysis of 37
Definitions. Corporate Social Responsibility and Environmental Management, 15, 1-
13. http://dx.doi.org/10.1002/csr.132.

Dietz, T., Kalof, L., Stern, P.C. 2002. Gender, Values, and Environmentalism. Social Science
Quarterly, 83(1), 353-364. https://doi.org/10.1111/1540-6237.00088.

Devinney, T., Auger, P., Eckhardt, G.M. 2010. The Myth of the Ethical Consumer.
Cambridge: Cambridge University Press.
https://doi.org/10.1177/1469540511415468c.

Du, S., Yu, K., Bhattacharya, C.B., Sen, S. 2017. The business case for sustainability
reporting: Evidence from stock market reactions. Journal of Public Policy and
Marketing, 36(2), 313-330. http://www.jstor.org/stable/44878344.

Hommerova, D., Sredl, K., Vrbkova, L., Svoboda, R. 2020. The Perception of CSR
Activities in a Selected Segment of McDonald’s Customers in the Czech Republic
and Its Effect on Their Purchasing Behavior — A Case Study, Sustainability, 12(20),
8627. https://doi.org/10.3390/su12208627.

Eghbal, M. 2014. Emerging Markets Account for 90% of the Global Population Aged Under
30 (WWW Document). https://www.euromonitor.com/article/emerging-markets-
account-for-90-of-the-global-population-aged-under-30.

Ferreira, D.A., Avila, M.G., de Faria, M.D. 2010. Corporate social responsibility and
consumers’ perception of price. Social Responsibility Journal, 6, 208-221. DOI
10.1108/174711110110517.

Freeman, E. 1984. Strategic Management: A Stakeholders approach. Boston: Pitman
Publishing Company.

Godfrey, P, Hatch, N. 2007. Researching corporate social responsibility: an agenda for 21st
century. Journal of Business Ethics, 70(1), 87-98. DOI: 10.1007/s10551-006-9080-y.

IMAS. 2008. Przyszto$¢ marki korporacyjne;j. Instytut Badania Rynku i Opinii Spoteczne;j
we Wroctawiu, Retrived from:
http://odpowiedzialnybiznes.pl/aktualno%C5%9Bci/raport-przyszlosc-marki-
korporacyjnej/.

Jarvis, W., Ouschan, R., Burton, H.J., Soutar, G., O’Brien, .M. 2017. Customer engagement
in CSR: A utility theory model with moderating variables. Journal of Service Theory
and Practice, Vol. 27, No. 4, 833-853. https://doi.org/10.1108/JSTP-04-2016-0081.


https://ideas.repec.org/a/mup/actaun/actaun_2017065061865.html
https://ideas.repec.org/a/mup/actaun/actaun_2017065061865.html
https://ideas.repec.org/s/mup/actaun.html
https://ideas.repec.org/s/mup/actaun.html
https://doi.org/10.1086/680089
https://www.conecomm.com/research-blog/2017-csr-study
https://doi.org/10.1177%2F1469540511415468c
https://doi.org/10.3390/su12208627
https://www.euromonitor.com/article/emerging-markets-account-for-90-of-the-global-population-aged-under-30
https://www.euromonitor.com/article/emerging-markets-account-for-90-of-the-global-population-aged-under-30
https://econpapers.repec.org/scripts/redir.pf?u=https%3A%2F%2Fdoi.org%2F10.1007%252Fs10551-006-9080-y;h=repec:kap:jbuset:v:70:y:2007:i:1:p:87-98
http://odpowiedzialnybiznes.pl/aktualno%C5%9Bci/raport-przyszlosc-marki-korporacyjnej/
http://odpowiedzialnybiznes.pl/aktualno%C5%9Bci/raport-przyszlosc-marki-korporacyjnej/
https://www.emerald.com/insight/search?q=Wade%20Jarvis
https://www.emerald.com/insight/search?q=Robyn%20Ouschan
https://www.emerald.com/insight/search?q=Henry%20J.%20Burton
https://www.emerald.com/insight/search?q=Geoffrey%20Soutar
https://www.emerald.com/insight/search?q=Ingrid%20M.%20O%E2%80%99Brien
https://www.emerald.com/insight/publication/issn/2055-6225
https://www.emerald.com/insight/publication/issn/2055-6225
https://doi.org/10.1108/JSTP-04-2016-0081

Corporate Social Responsibility as a Factor Influencing Purchasing Decisions
of Consumers in Central and Eastern Europe
298

Jedrzejowska-Schiffauer, 1., Schiffauer, P., Thalassinos, I.E. 2019. EU Regulatory Measures
Following the Crises: What Impact on Corporate Governance of Financial
Institutions. European Research Studies Journal, 22(3), 432-456.

Kim, Y. 2017. Consumer Responses to the Food Industry’s Proactive and Passive
Environmental CSR, Factoring in Price as CSR Tradeoff. J Bus Ethics 140, 307-321.
https://doi.org/10.1007/s10551-015-2671-8.

Klein, J., Dawar, N. 2004. Corporate social responsibility and consumers’ attributions and
brand evaluations in a product-harm crisis. International Journal of Research in
Marketing, 21(3), 203-217. DOI: 10.1016/j.ijresmar.2003.12.003.

Lee, K.H., Shin, D. 2010. Consumers’ responses to CSR activities: The linkage between
increased awareness and purchase intention. Public Relations Review, 36, 193-195.
https://doi.org/10.1016/j.pubrev.2009.10.014.

Liczmanska, K. 2015. Kluczowe czynniki determinujace zachowania konsumentéw na
przyktadzie mieszkancow wojewodztwa kujawsko-pomorskiego, Zeszyty Naukowe
Uniwersytetu Szczecinskiego, Nr 875, 201. DOI:10.18276/pzfm.2015.41/2-09.

Martinez, P., Del Bosque, I.R. 2013. CSR and customer loyalty: the roles of trust, customer
identification with the company and satisfaction. International Journal of Hospitality
Management, 35, pp. 89-99. https://doi.org/10.1016/j.ijhm.2013.05.009.

Mohr, L.A., Webb, D.J. 2005. The effects of corporate social responsibility and price on
consumer responses. Journal of Consumer Affairs, 39(1), 121-147.
https://doi.org/10.1111/j.1745-6606.2005.00006.x.

Mohr, L.A., Webb, D.J., Harris, K.E. 2001. Do consumers expect companies to be socially
responsible? The impact of corporate social responsibility on buying behavior.
Journal of Consumer Affairs, 35(1), 45-72.
https://doi.org/10.1111/j.1745-6606.2001.tb00102.x.

Nielsen. 2018. Was 2018 the Year of the Influential Sustainable Consumer? Retrieved from:
https://www.nielsen.com/us/en/insights/news/2018/was-2018-the-year-of-the-
influential-sustainable-consumer.html.

Oberseder, M., Schlegelmilch, B.B., Gruber, V. 2011. Why Don't Consumers Care about
CSR? - A Qualitative Study Exploring the Role of CSR in Consumption Decisions.
Empirical Paper. Journal of Business Ethics, 104(4), 449-460.
http://dx.doi.org/10.1007/s10551-011-0925-7.

Oberseder, M., Schlegelmilch, B.B., Murphy, P.E. 2013. CSR practices and consumer
perceptions. Journal of Business Research, 66, 1839-1851.
https://doi.org/10.1016/j.jbusres.2013.02.005.

OECD. 2019. Level of GDP per capita and productivity. Retrived from:
https://stats.oecd.org/Index.aspx?DataSetCode=PDB_LV.

Palihawadana, D., Oghazi P., Liu, Y. 2016. Effects of ethical ideologies and perceptions of
CSR on consumer behaviour. Journal of Business Research, 69(11), 4964-4969.
https://doi.org/10.1016/j.jbusres.2018.07.046.

Pomering, A., Dalnicar, S. 2009. Assessing the prerequisite of successful CSR
implementation: are consumers aware of CSR initiatives? J. Bus. Ethics, 85(2), 285-
301. DOI:10.1007/s10551-008-9729-9.

Quazi, A. 2003. Identifying the determinants of corporate managers’ perceived social
obligations. Management Decision, 41(9), 822-831. DOI:
10.1108/00251740310488999.

Sen, S., Bhattacharya, C.B. 2001. Does doing good always lead to doing better? Consumer
reactions to corporate social responsibility. Journal of Marketing Research, 38(2),
225-243. https://doi.org/10.1509/jmkr.38.2.225.18838.


https://doi.org/10.1007/s10551-015-2671-8
https://www.researchgate.net/deref/http%3A%2F%2Fdx.doi.org%2F10.1016%2Fj.ijresmar.2003.12.003?_sg%5B0%5D=Cm0DRZt3dEcCXg4vSjlsbIigDeLnN9p37noBpbrp9Fw6o--6ZwVfgdBSJW3uSGDUqZdWnqZEd1jKZFCxGOZdQijuzQ.l-yBm4rMI93e-Gd-QhiiWyzi-6pdSXgKtWPxvLEQoI6IJ2hWGg1L_so4Lpercmc4QzRbK2CTiEVkUgmzhUaW7w
https://www.nielsen.com/us/en/insights/news/2018/was-2018-the-year-of-the-influential-sustainable-consumer.html
https://www.nielsen.com/us/en/insights/news/2018/was-2018-the-year-of-the-influential-sustainable-consumer.html
http://dx.doi.org/10.1007/s10551-011-0925-7
https://stats.oecd.org/Index.aspx?DataSetCode=PDB_LV
https://www-1sciencedirect-1com-1000027ip00cc.wbg2.bg.agh.edu.pl/science/journal/01482963
file:///C:/Users/User/Desktop/ERSJ_4_23/69(11
https://doi.org/10.1016/j.jbusres.2018.07.046
https://www.researchgate.net/deref/http%3A%2F%2Fdx.doi.org%2F10.1108%2F00251740310488999?_sg%5B0%5D=wDlvkWPqqTBWeJtPYViihTcei3yrtC9JHKyFi5slJsegrJkYbBLe-_GWCK0Rn0b0Kn-UUEK3cwxjANQmRQTGvCOoKQ.LDrZqavcanK0Kpm8F2bwnMcNDk4KPg6va4CJEyda9ihkdhIVjEtplzvkfWFzzJ3YH3ga6Mv_nGf-M__6VKmWXQ

Marcinkowska Elzbieta, Sawicka Joanna

299

Sen, S., Bhattacharya, C.B., Korschun, D. 2006. The role of corporate social responsibility in
strengthening multiple stakeholder relationships: A field experiment. Journal of the
Academy of Marketing Science, 34(2), 158-166.
https://doi.org/10.1177/0092070305284978.

Servaes, H., Tamayo, A. 2013. The impact of corporate social responsibility on firm value:
The role of customer awareness. Management Science, 59(5), 1045-1061.
http://dx.doi.org/10.1287/mnsc.1120.1630.

Spodarczyk, E. 2019. An attempt to determine the determinants of an effective impact of
corporate social responsibility on consumer behaviour. A pilot study report.
Management Wydawnictwo Uniwersytetu Zielonogorskiego, 23(2), 64-79.
DOI:10.2478/manment-2019-0019.

Stavkova, J., Stejskal, L., Toufarova, Z. 2008. Factors influencing consumer behaviour.
Agric. Econ. Czech, 54, 276-284. https://doi.org/10.17221/283-AGRICECON.

Thalassinos, I.E., Zampeta, V. 2012. How corporate governance and globalization affect the
administrative structure of the shipping industry. Journal of Global Business and
Technology, 8(1), 48-52.

Tian, Z., Wang, R., Yang, W. 2011. Consumer responses to corporate social responsibility in
China. Journal of Business Ethics, Vol. 101, No. 2, 197-212.
https://doi.org/10.1007/s10551-010-0716-6.

Tosun, P., Tavsan, A.N. 2023. The impact of perceived corporate social responsibility on
consumer happiness and brand admiration, Managemnt Decision, Vol. ahead-of-
print No. ahead-of-print. https://doi.org/10.1108/MD-10-2022-1441.

Vanhamme, J., Swaen, V., Berens, G., Janssen, C. 2015. Playing with fire: Aggravating and
buffering effects of ex ante CSR communication campaigns for companies facing
allegations of social irresponsibility. Marketing Letters, 26(4), 565-578.
DOI:10.1007/s11002-014-9290-5.

Wagner, T., Lutz, R.J., Weitz, B.A. 2009. Corporate hypocrisy: Overcoming the threat of
inconsistent corporate social responsibility perceptions. Journal of Marketing, 73(6),
77-91. DOI:10.1509/jmkg.73.6.77.

World Bank. 2019. GDP per capita (current US$) — Ukraine. Retrived from:
https://data.worldbank.org/indicator/NY.GDP.PCAP.CD?locations=UA.

World Commission on Environment and Development (WCED). 1987. Our common future
(dokument A/42/427), www.un-documents.net/wced-ocf.htm.

Zampeta, V. 2015. The impact of corporate governance and the cost of capital in shipping.
International Journal of Business and Economic Sciences Applied Research
(IJBESAR), 8(2), 19-34.

Zimon, D., Gawron-Ziomn, L., Szczygiet, K. 2014. Wptyw jakoSci produktéw na
zachowania konsumentow. Warsztaty menedzerski, pp. 55-61.
http://31.186.81.235:8080/api/files/view/58372.pdf.


http://dx.doi.org/10.1287/mnsc.1120.1630
https://doi.org/10.17221/283-AGRICECON
https://doi.org/10.1007/s10551-010-0716-6
http://www.un-documents.net/wced-ocf.htm

