
The Effects of CSR Activities on

Business According to Employee

Perception

ANĐ ELKA S TO JANOV IĆ * , NATAL I J A SOFRANOVA * * ,
S ANELA AR S IĆ * , I S I DORA M I LO Š EV IĆ * &
I VAN M IHA J LOV IĆ *

*University of Belgrade, Technical Faculty in Bor, Vojske Jugoslavije 12, 19210 Bor,
Serbia. Email: saarsic@tfbor.bg.ac.rs
**Institute of Sectoral Management, The Russian Presidential Academy of National
Economy and Public Administration (RANEPA), Vernadskogo prospect 82,
Moscow, Russian Federation

Corporate social responsibility (CSR) has become a vital element for building a long-
term relationship with a company’s stakeholders. Different dimensions of a com-
pany’s social initiatives in terms of internal and external CSR activities influence
the satisfaction of employees with the purpose of improving the CSR application.
The aim of this research is to examine the level of employees’ awareness of the im-
plementation of CSR in Serbian and Russian companies. A comparative analysis
between these two countries was carried out in order to perceive the differences
in attitudes of employees, their job satisfaction, and consequently the implementa-
tion of CSR. The hypotheses of the developed model were tested by using the Multi-
group Confirmatory Factor Analysis. The obtained results offered several implica-
tions for scholars and practitioners that should be considered when formulating and
implementing CSR actions.

1. Introduction

In recent years, there has been a growing interest in corporate social responsibility
(CSR) throughout the world (Carroll 2016; Manasakis 2018; Gürlek & Tuna 2019;
Zhang et al. 2019; González-Rodríguez et al. 2019; Brower and Dacin 2020;
González-Rodríguez and Díaz-Fernández 2020). The concept of CSR is a conse-
quence of more demanding consumer requests to reduce the negative impact of busi-
ness operations on their environments (Nasrullah and Rahim 2013). In today’s
business, companies are expected to have CSR programmes and consistently
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implement a defined social responsibility policy. In other words, to be a socially
responsible company means not only fulfilling the obligations prescribed by law,
but also investing in human capital, environment, and relationships with all stake-
holders (Carroll, 1991). In addition, socially responsible tasks have been an integral
part of managerial practice in companies to improve the general opinion of their
brand image, making it appear as an essential element of their corporate identity
(González-Rodríguez et al., 2015).

CSR is a concept whose first definition came in the mid-twentieth century. One of
the first and the most prominent definitions of CSR was given by Howard Bowen
(who Carroll, 1991, refers to as the father of CSR), and it stated: ‘CSR is the obli-
gation of businessmen to pursue those policies, to make those decisions, or to follow
those lines of action which are desirable in terms of the objectives and values of our
society’ (Bowen, 1953). Dahlsrud (2008) analysed 37 definitions used by researchers
in their studies on CSR and noticed that most of the definitions are based on five
dimensions: the environmental, social, economic, stakeholder, and voluntariness
dimensions. On the other hand, Rahman (2011) gave eleven dimensional points
on CSR definitions: obligation to society, improving quality of life, economic devel-
opment, stakeholder’s involvement, law abiding, ethical business practices, voluntari-
ness, human rights, environmental protection, transparency, and accountability.

From the practical point of view, on CSR activities, the following authors made a
considerable contribution. Hopkins (2006) defined CSR as a consideration of the
internal and external stakeholders of the company in an ethical and socially responsible
way. The goal of social responsibility is to simultaneously enable the creation of high
standards of living for all stakeholders while preserving profitability (Hopkins, 2006).

Gürlek and Tuna (2019) indicated that organizational identification of employees
through CSR activities had an effect on the working engagement, and consequently
had a positive effects on business results.

From a post-transitional countries’ perspective, involving employees in CSR
practices might be even more important than in developed economies. Developed
economies have incorporated CSR into their business cultures and employees
already have their place in companies as a valuable and important resource. Post-
transition countries, on the other hand, are still developing their own specific ways
to implement CSR practices and are trying to achieve a positive influence on employ-
ees and the environment (Habisch et al., 2005).

However, the empirical studies that deal with the concept of CSR in post-transi-
tional countries, such as Serbia and Russia, are very limited. The results of available
studies in the considered countries do not fully cover the field of interest related to the
CSR concept, and the attitudes of employees, in particular their satisfaction (Alon
et al. 2010; Milenković et al. 2010; Krasnopolskaya 2013; Đukić Ivanović 2014;
Panova 2016). This can be considered as a research gap in the literature.

Therefore, the aim of this research, which was carried out in Serbian and Russian
companies, was to investigate the employees’ attitudes and opinions on the imple-
mentation of the CSR concept and to make a comparative analysis of the obtained
results. For this purpose, the relationships of CSR dimensions and the internal and
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external CSR activities of the companies, as well as their impact on employees’ sat-
isfaction, which is a key factor in the success of CSR implantation, were examined.
Hence, the authors have proposed a model for identification of the relationship
between CSR activities and their influence on employee satisfaction and further
CSR implementation.

This model can help decision-makers in companies to get a perception of the
awareness and attitudes of employees of the CSR concept. In addition, the results
of this research can contribute to the state of the art in scientific literature by indi-
cating similarities and differences between analysed countries.

2. The Theoretical Framework and Development of Hypotheses

2.1. CSR Dimensions

CSR is a business concept applied by companies, beyond the limits prescribed by
law, to balance relationships with stakeholders and integrate their expectations into
business activities while ensuring the sustainability of the business. It is important to
know the expectations of stakeholders and to align the company’s activities with
their interests because, in that way, the implementation of CSR is beneficial for
all. It is also an additional motive for the company to further invest in CSR activities.
Stakeholder perception is a widely accepted way to research CSR (Arrive et al. 2019;
Zhang et al. 2019; Dhanesh, 2020). Consumer perceptions of CSR mediate the rela-
tionship between human values and entrepreneurs’ perceptions of CSR, and signifi-
cant differences can be found in consumers’ and entrepreneurs’ perceptions of CSR
with respect to the cultural environment (González-Rodríguez et al. 2015).

The consideration of CSR can be done through several key interrelated dimen-
sions dealing with the most important problems of society and the environment
(Gonzalez-Rodríguez et al. 2015; Arsić et al. 2017; Stojanovic et al. 2020). In this
article, the extent to which the company adopts the five dimensions of CSR proposed
by Dahlsrud (2008) has been analysed from the stakeholder perspective, i.e. the
employees’ perception.

The economic responsibility of companies derives from the legally regulated defi-
nition of the company, which states that the basic function of the company is to carry
out business activities and to increase the value of the invested assets in the long run,
thereby justifying the trust of shareholders (Kang andMoon, 2012). The only way that
shareholders realize the return of invested funds is through profitability, which is the
most important and basic goal of the business economy. Companies that focus their
activities only on making profits lead to the creation of strong corporations; however,
then the interests of society and the community remain neglected. Companies have
become aware that their existence in the market depends on partially sacrificing their
short-term profits for the positive effects in the future (Saeidi et al. 2015). Today, com-
panies that have succeeded in adapting to this type of business are market leaders.

Environmental awareness appeared as a result of the pronounced ecological crisis
during the 1970s. Although significant measures have been taken to reduce
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environmental imbalances over time, the need for building and raising the level of
environmental awareness continues and has become increasingly important
(Chirstmann 2004). Environmental awareness consists of performances, modes of
behaviour, motives for action, desires and expectations that relate to a human’s
natural environment. In recent years, companies have become increasingly under
pressure to comply with regulations on environmental protection and transparency.
The starting point of the concept of the environmental dimension is that companies
have the responsibility to protect the environment and improve it.

The social dimension refers to the existence of a relationship between the compa-
nies and the vicinity in which they operate (Nasrullah and Rahim 2013). First, com-
panies should accept responsibility for the impact that they have on society and
balance the external and internal consequences of their actions. The social dimension
of CSR includes improving reputation, brand values, employee satisfaction, manage-
ment, environmental conservation, and philanthropic activities. Social activities can be
measured through the contribution to society, strategic partnerships, the impact on the
local community, and the time spent in volunteering (Brockett and Rezaee 2012).

The economic, environmental and social dimension of CSR is known as the triple
bottom line (Elkington 1997). In addition to the three basic dimensions, two more
dimensions have appeared in recent years: stakeholders and voluntariness (Slack
et al. 2013). In recent years, companies have been put under increasing pressure
to act socially responsibly towards different stakeholders in business (Okpara and
Wynn, 2012) and, based on this, the stakeholder dimension arises. The groups inter-
ested in the operations of one company include internal (employees, shareholders,
managers, etc.) and external groups (customers, suppliers, competitors, state author-
ities, etc.) (Scandelius and Cohen 2016). The stakeholder dimension aims to balance
stakeholder interests and to prevent the unethical behaviour of companies. The
dimension of voluntariness relates to the arbitrary engagement of companies in
the interest of employees with regard to contributing to their knowledge and experi-
ence of both the company in which they operate and the wider community in which
they live (Ortas et al. 2015). Voluntary activities are numerous and there are more
and more companies that encourage employees to become involved and help
improve society and the environment. Based on the facts and the importance of
CSR dimensions for the successful operation of the company, the following hypotheses
were developed, and they are tested in this article:

H1: The CSR dimensions positively influence internal activities in Serbian and
Russian companies.

H2: The CSR dimensions positively influence external activities in Serbian and
Russian companies.

2.2. Internal and External CSR Activities

The activities of the companies that are socially responsible can be divided into
internal and external activities (Farooq et al. 2014). The division made in this
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way according to Hameed et al. (2016) relates to perceived external CSR efforts
aimed at meeting the expectations of external stakeholders, and internal CSR activi-
ties related to employees.

Within the company, socially responsible practices involve employees and relate to
activities such as investing in human capital, education, overall improvement of the
employees’ skills, health and safety, and managing change (Mijatovic et al. 2015).
Active monitoring of the employees who cannot work due to disability or injury at work
is also part of the CSR (Rusmanto andWilliams, 2015). Responsible employment prac-
tices include non-discriminatory practices that contribute to the employment of minority
members, older workers, women, long-term unemployed, and persons with disabilities.
These contribute to achieving the goals of the European Employment Strategy – reduc-
ing unemployment and combating social exclusion of individuals.

In addition to internal activities, the concept of CSR should also be directed
towards the community that external CSR activities are focused on. The growing
requirements of society towards the practices of companies that have a greater ori-
entation towards their various stakeholders have become evident in all activity sec-
tors. Hence, this continuous pressure from different stakeholders in firms and society
as a whole has generated greater concern among managers about the essential
aspects required for a company to grow and survive (González-Rodríguez et al.
2015; González-Rodríguez and Díaz-Fernández 2020). Hence, it is necessary that
the socially responsible business extends beyond the company itself to the local com-
munity and to various stakeholders, business partners and suppliers, consumers,
public administration, and local NGOs. This aspect of socially responsible business
is more visible to the public and makes the company recognizable. The companies
contribute to local communities through job security and payment of taxes, dona-
tions, sponsorships, social-oriented marketing campaigns, and corporate funds.
Investing in the quality of life in the community in which the company operates,
as well as taking care of the satisfaction of people working within the company, will
not jeopardize the profit of the company but it will contribute to its general devel-
opment and help those who really need it (Kim et al. 2018).

Establishing links between CSR activities and employees is often performed
directly in research (Turker 2009; Lee et al. 2013; Appiah 2019). In contrast, in a
study conducted by Hameed et al. (2016) it was assumed that such links are estab-
lished indirectly through internally and externally oriented CSR activities. The
results indicate the justification of this division given that it was found that there
are different mechanisms of influence of internal and external CSR activities of
employees and their identification with the company (Hur et al. 2019; Jia et al.
2019). Based on the literature analysed, the following hypotheses have been defined.

H3: The internal CSR activities of the companies positively influence the satisfac-
tion of the employees in the concerned countries.

H4: The external CSR activities of the companies positively influence the satisfac-
tion of the employees in the concerned countries.
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2.3. Satisfaction of Employees

Successful companies around the world look at their employees as the primary devel-
opment resource and invest a lot of money in the implementation of CSR activities.
Emphasis is put on actively managing employees’ potentials.

The decisions of stakeholders are often made based on the reputation of the
organization, whether the stakeholders are customers, business partners or employ-
ees. By creating a good CSR reputation, the company gets a tool with which it har-
monizes the different expectations of stakeholders (Tkalac Verčič and Sinčić Ćorić
2018). A strong corporate culture and a reputation created by CSR are proven to be
associated with employee satisfaction and commitment (Chun and Davies 2010;
Young et al. 2018). Employees’ satisfaction signals that adequate steps have been
taken for the implementation of CSR. Research shows that employees who partici-
pate in the socially responsible activities of their company have a greater sense of
subjective well-being, which contributes to a pleasant working environment and
greater customer satisfaction (Hu et al. 2019). In their research, Tao et al. (2018)
concluded that empowering employees to participate in CSR decision-making in-
creased their sense of competence and connection, and improved their relationship
with the company. The success of modern companies is no longer measured only by
realizing a profit but also by considering the interests of various internal and external
groups. Additionally, the previous studies revealed that internal CSR activities had a
greater influence on employee engagement than external ones (Gupta and Sharma
2016; Chaudhary 2017). Chi and Chen (2020) even established and proved the rela-
tionship between employee satisfaction and financial condition of the company,
which further indicated the importance of CSR implementation. In his paper,
Appiah (2019) pointed out the positive link between job satisfaction and employee
involvement in further CSR activities. Employee’s attitudes about CSR activities are
a significant factor for the level of implementation in the company, especially when
implementing activities related to the employees themselves (Lee et al. 2013).
Satisfied employees are the key to the success of a modern enterprise (Saeidi et al.
2015) and they greatly influence the implementation of the CSR concept, on the basis
of which the following hypothesis is defined:

H5: Employee satisfaction has a positive impact on CSR implementation.

Based on the theoretical background, presented through the proposed hypothe-
ses, a conceptual model was developed (see Figure 1).

3. Methodology

To test the proposed hypotheses of the research, presented in Figure 1, the Multi-
group Confirmatory Factor Analysis (MGCFA) was applied (French and Finch
2006). The following sections describe in detail the data collection, the characteristics

Effects of CSR Activities on Business 691

https://doi.org/10.1017/S1062798721000156 Published online by Cambridge University Press

https://doi.org/10.1017/S1062798721000156


of the sample, and the measurement scales of the constructs involved in the defined
research model.

3.1. Sample and Data Collection

To gather the sample, the questionnaire was distributed using a random sampling
technique. In order to analyse the perceptions of employees’ awareness of the imple-
mentation of CSR, a structured questionnaire divided into two different parts was
designed. The questionnaire (see the Appendix), using a comprehensive literature
review, was developed based on previously validated measurement scales, and for
the requirements of this research the wording was slightly modified (Turker 2009;
Fortier 2013). The survey included questions related to the constructs that were
related to the perception of CSR dimensions, internal and external CSR activities,
the satisfaction of employees, and implementation of CSR. In addition, the socio-
demographic variables of the respondents were also included in the survey. The sur-
vey was translated into Serbian and Russian and distributed in Serbia and Russia.
The respondents from the two countries were selected randomly, but with the inten-
tion to interview employees working in various companies and taking into consider-
ation the uniformity of the samples. The reason for this was to ensure an adequate
basis for comparison of the two countries, which have a similar historical-social
background but different economic position currently. A survey among the employ-
ees was carried out by direct interviewing in order to ensure the questions were cor-
rectly understood and the answers were properly interpreted. In the Russian
Federation, a CSR is characterized by a number of specificities adopted by
Russian companies, where the development of CSR has had a form of active inter-
action between business and society. On the other hand, the concept of CSR was
brought to Serbia by large multinational companies as an integral part of the busi-
ness (Đukić Ivanović 2014). Many companies in Serbia still lack awareness and
knowledge of the benefits of socially responsible business because they perceive this
as activities that require investments and do not bring immediately visible profit
(Milenković et al. 2010).

CSR
dimensions

Satisfaction of
employees

External CSR
activities

Internal CSR
activities

Implementation
of CSR

H1 H3

H5

H4H2

Figure 1. Conceptual model.
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A literature review has led to identifying the measurement scale for each construct
of the research model that accounts for validation. Thus, to measure employees’
awareness of the implementation of CSR, the questionnaire included 28 items.
Participants answered to what extent they agree with the claims on a Likert scale
ranging from 1 to 5 (‘I don’t identify myself with him at all’ to ‘I identify myself
completely with him’). A total of 338 properly completed questionnaires of
employees from Russia (47.87%) and 368 of employees from Serbia (52.12%)
were collected. For analysis, the data were processed with SPSS 17.0 and
AMOS. The socio-demographic profile of the participants of the two analysed
countries is given in Table 1.

4. Results of the Research

The results of the research are given in two segments. The first segment presents the
results of the measurement model, using confirmatory factor analysis, with the pur-
pose of confirming the reliability and validity of the measurement scale (Fornell and
Larcker 1981). After the estimating measurement model, in the second segment, the
testing of structural relationships using multi-group confirmatory factor analysis was
conducted for Serbia and Russia.

4.1. Measurement Model of CSR

Testing the measurement invariance consists of a series of model comparisons that
define increasingly stringent equality constraints (Byrne 2010; Hirschfeld and von
Brachel 2014). To ensure internal consistency of a measurement, a Cronbach’s alpha
reliability coefficient (Cronbach 1951) was calculated for each construct. The indi-
vidual measures included in the survey are depicted in Table 2. All the constructs
have acceptable values where, within each group of questions (Nannally 1978), it
is suggested that a value ≥0.7 is considered a priority. The values of the load factors
and a critical relation are also shown in Table 2, depicting that all the constructs have
a convergent validity in both observed groups of approximately 0.5 (AVE≥ 0.5)
(Hair et al. 1998).

Multi-group confirmatory factor analysis was done where the correlation matrix
was tested for both observed sample groups, and where the maximum likelihood
method was applied. In Table 3, the correlation between constructs for Serbian
respondents is given below the diagonal, whereas for Russian respondents it is given
above the diagonal.

A multi-group confirmatory factor analysis was performed across samples of
Serbian and Russian companies. The chi-square value for the measuring model
was 981.8 (df=626) with statistical significance (p< 0.05), while the relative chi-
square value for the defined measuring model was 1.568, which was below the
required limit of 3, indicating that this model has acceptable fit. Several different
model indices of fit were evaluated, including the RMSEA, where excellent
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model fit was suggested by values less than or equal to 0.06. The value of
RMSEA in this case was 0.040, which further suggested that the model fit
was adequate. The CFI, TLI, NNFI, NFI and RFI was where excellent model
fit was suggested by values greater than or equal to 0.95 (Table 4), while accept-
able model fit was suggested by values between 0.90 and 0.95 (Tucker and Lewis
1973; Bollen 1986; Steiger 1990). The results depict that all the values have an
acceptable model fit.

Table 1. Descriptive statistics of the sample.

Russia Serbia

Variables Category N

Percentage
within Country

(%) N

Percentage
within Country

(%)

Age 18-25 110 32.5 16 4.3
26-35 166 49.1 132 35.9
36-45 50 14.8 78 21.2
46-55 12 3.6 130 35.3
55-65 0 0 6 1.6
Over 65 0 0 6 1.6

Gender Male 124 36.7 148 40.2
Female 214 63.3 220 59.8

Level of
education

High school diploma
and under diploma

26 7.7 24 6.5

Diploma of Vocational
Education

124 36.7 212 57.6

BSc 98 29 88 23.9
MSc 52 15.4 26 7.1
PhD 4 1.2 12 3.3
Other 34 10.1 6 1.6

Years of work
experience

Up to 5 228 67.5 132 35.9
6–10 64 18.9 80 21.7
11–20 40 11.8 78 21.2
21–30 6 1.8 34 9.2
Over 30 years 0 0 44 12

Firm age 0–5 44 13 12 3.3
6–10 68 20.1 22 6
11–15 70 20.7 64 17.4
16–20 48 14.2 86 23.4
21–50 86 25.4 92 25
>50 22 6.5 92 25

Current firm size
(number of
employees)

4–10 22 6.5 18 4.9
11–50 100 29.6 54 14.7
51–100 22 6.5 72 19.6
101–250 18 5.3 70 19
251–500 18 5.3 28 7.6
501–1000 34 10.1 58 15.8
>1000 124 36.7 68 18.5
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Table 2. Measurement model of CSR in Serbia and Russia.

Constructs

Serbian (n=368) Russia (n=338)

Indicators
Standardized

loading AVE C.R ɑ
Standardized

loading AVE C.R ɑ

CSR dimensions D1 0.815 9.492 0.741 6.071
D2 0.902 10.046 0.829 6.321
D3 0.741 0.627 8.914 0.881 0.812 0.526 6.304 0.841
D4 0.818 10.382 0.726 6.691
D5 0.662 0.454

Internal CSR
activities

IA1 0.605 0.621
IA2 0.774 8.840 0.739 8.718
IA3 0.683 7.380 0.639 8.337
IA4 0.712 0.477 7.074 0.872 0.741 0.472 7.880 0.864
IA5 0.723 6.997 0.526 5.851
IA6 0.681 7.045 0.733 7.861
IA7 0.643 7.391 0.775 8.344

External CSR
activities

EA1 0.573 0.562
EA2 0.778 7.680 0.680 0.422 6.423 0.801
EA3 0.941 0.588 8.303 0.838 0.597 5.933
EA4 0.729 7.410 0.745 6.704

Satisfaction of
employees

SE1 0.551 6.071 0.689 8.941
SE2 0.615 6.670 0.539 6.940
SE3 0.618 6.601 0.594 0.428 7.657
SE4 0.752 0.399 7.599 0.821 0.606 7.792 0.846
SE5 0.519 5.641 0.635 8.195
SE6 0.710 7.329 0.734 9.561
SE7 0.623 0.756

Implementation
of CSR

I1 0.660 0.670

I2 0.724 12.053 0.767 10.996
I3 0.689 0.495 7.706 0.847 0.830 0.498 8.881 0.834
I4 0.708 7.706 0.703 8.004
I5 0.736 8.053 0.522 6.401

E
ffects

of
C
S
R

A
ctivities

on
B
usiness
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4.2. Multi-group Analysis of Structural Models and Hypotheses
Testing

After confirming the group-invariance of the measurement model in this research, the
estimation of separate structural models for each group was performed to see if there
were any substantive differences in their structural relationships (Milošević et al.
2018). To obtain more compelling evidence of invariance and variance in the path coef-
ficients across the two groups, the Structural Equation Model Multi-Group Analysis
was performed. All goodness-of-fit and model comparison chi-square values were sig-
nificant, and all the values were above the recommended values, as shown in Table 4.

To analyse the data and test the hypotheses, the sample was divided into two
groups – Serbian and Russian respondents. Standardized factor loadings
(Table 5) were greater than 0.60 for the group of Serbian respondents, with only
the value for the construct ‘Implementation of CSR’ less than 0.60, whereas stan-
dardized factor loadings for Russian respondents were greater than 0.50. Table 5
and Figure 2 show that all path coefficients for both observed groups were found
with a positive and significant relationship, with the exception of the one considering

Table 3. Correlation matrix.

Russia
CSR

dimensions

Internal
CSR

activities

External
CSR

activities
Satisfaction
of employees

Implementation
of CSRSerbia

CSR dimensions 1 0.730*** 0.681*** 0.681*** 0.668***
Internal CSR
activities

0.606*** 1 0.631*** 0.730*** 0.363***

External CSR
activities

0.638*** 0.347*** 1 0.593*** 0.509***

Satisfaction of
employees

0.417*** 0.712*** 0249* 1 0.420***

Implementation
of CSR

0.427*** 0.266* 0.465*** 0.077 n.s. 1

***p< 0.001; **p> 0.01; *p< 0.05; n.s. p> 0.05.

Table 4. Fit index for structural model.

Model RMSEA IFI TLI CFI

Variant model Chi square= 970.919 0.038 0.934 0.921 0.932
df= 645
χ= 1.505

Invariant model Chi square= 1005.256 0.039 0.928 0.914 0.926
df= 650
χ= 1.546
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h-y-p-o-t-h-e-sis

Table 5. Multi-group confirmatory factor analysis.

Serbia (n= 368) Russia (n= 338)

Constructs
Standardized

loading CR
Standardized

loading CR

CSR dimensions 0.613–0.840 10.879–12.385 0.519–0.817 10.879–
12.385

Internal CSR activities 0.701–0.835 10.960–13.689 0.575–0.775 10.960–
13.689

External CSR activities 0.617–0.886 9.796–10.528 0.518–0.706 9.796–10.528
Satisfaction of employees 0.634–0.746 9.694–11.886 0.572–0.704 9.694–11.886
Implementation of CSR 0.524–0.902 7.334–17.933 0.456–0.874 7.334–17933
Path coefficients Standardized

parameters
T-value Causal rela-

tions
Serbia (n= 368)
H1: CSR dimensions → Internal CSR activities 0.598 (a) 6.520 Supported
H2: CSR dimensions → External CSR activities 0.669 (a) 6.554 Supported
H3: Internal CSR activities → Satisfaction of employees 0.683 (a) 7.372 Supported
H4: External CSR activities → Satisfaction of employ-
ees

0.065 (b) 0.949 /

H5: Satisfaction of employees→ Implementation on
CSR

0.803 (a) 3.742 Supported

Russia (n= 338)
H1 CSR dimensions → Internal CSR activities 0.760 (a) 7.786 Supported
H2 CSR dimensions → External CSR activities 0.710 (a) 6.498 Supported
H3 Internal CSR activities → Satisfaction of employees 0.585 (a) 6.467 Supported
H4 External CSR activities → Satisfaction of employees 0.268 (a) 3.214 Supported
H5 Satisfaction of employees→ Implementation on CSR 0.860 (a) 5.945 Supported

(a) Significant at the 99% level; (b) Significant below the 95% level.
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H4. In this case, the relationship had low statistical significance, but a positive path
in both observed groups.

To test the model, the regression coefficients (β coefficient), and the coefficients of
determination R2 were used. The coefficient of determination revealed that the influ-
ence of latent constructs on the implementation of CSR can be determined with
19.58% of variance in the case of Serbia and 21.80% in the case of Russia.

The path analysis results (Figure 2) show that there is a very strong direct influence
of CSR Dimensions to Internal CSR activities reflected in the beta coefficient of 0.598
(p< 0.001) for Serbia and 0.760 (p< 0.001) for Russia and this confirmed the first
hypothesis (H1) for both observed groups. Also, H2 is confirmed because the CSR
Dimensions have a strong direct influence with high statistical significance to
External CSR activities (β= 0.669, p< 0.001) for Serbia and (β= 0.710, p< 0.001)
forRussia. Hypothesis H3, which depicts the relation between the Internal CSR activities
and the Satisfaction of employees, with a high positive direction and statistical signifi-
cance for Serbia (β= 0.683, p< 0.001) and for Russia (β= 0.585, p< 0.001), is also
accepted. The results indicate that External CSR activities have a positive effect
but do not have a statistical significance on the Satisfaction of employees, with
β= 0.065, p> 0.5 for Serbia. The result for Russia was different, with β= 0.268 and
statistical significance p< 0.001.Hence, hypothesis H4 is supported in theRussia sample
but in the Serbia sample it is insignificant. Finally, hypothesis H5 proves that
Satisfaction of employees has a significant influence on the Implementation of CSR,
which is confirmed by the beta coefficient of 0.803 in the case of Serbia and 0.860 in
the case of Russia, with high statistical significance in both cases (p< 0.001).

5. Discussion

The Multi-group Confirmatory Factor Analysis methodology was employed to test
the relationships in the defined research model. The multiple regression analysis was
carried out to test the hypotheses that have been developed for this research based on
five constructs: CSR dimensions, Internal CSR activities, External CSR activities,
Satisfaction of employees, and Implementation of CSR. The obtained results of

Figure 2. Structural model for both groups.

698 Anđelka Stojanović et al.
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the research carried out in Russian and Serbian companies indicate that CSR
Dimensions (economic, social, ecological, stakeholder, and voluntariness) have an
influence on the satisfaction of employees and the implementation of CSR through
the internal and external CSR activities. During research on CSR dimensions,
Dahlsrud (2008) pointed to interviews as a way to define the concept of corporate
social responsibility through stakeholder perceptions, and also cites research show-
ing that respondents have had difficulty expressing the definition clearly. On the
other hand, corporate identity is built on the identification of CSR and the company
by stakeholders. Stakeholder attitudes and poor communication can significantly
reduce the effectiveness of CSR (Dhanesh 2020). Therefore, it is important to exam-
ine whether respondents perceive CSR through the proposed dimensions and
whether the level of this perception is related to the activities that the company imple-
ments. The first hypothesis (H1) observes the relation between perception of CSR
dimensions and Internal CSR activities in Russian and Serbian companies, and it
has been supported in both examined samples.

The CSR concept was brought to Serbia and Russia by large multinational com-
panies in which CSR activities are an integral part of the business (Đukić Ivanović
2014; Stojanović et al. 2021). However, the research by Fifka and Pobizhan (2014)
stressed that the political and socio-economic environment determines how compa-
nies practice internal CSR activities. The results of H1 indicate the existence of
familiarity with CSR in the examined countries as well as the established relationship
with efforts that companies undertake to improve employee status. Nowadays good
reputation becomes an important driver for companies that want to present them-
selves as good ‘social agents’, which means that they do not pollute the environment,
they help the community, nurture good relationships with external stakeholders, and
take care of the welfare of the entire society. While behaving in that manner, com-
panies can achieve a desirable reputation and sustainable competitive advantage.

Previous research conducted in Serbia and Russia pointed out that the companies
that have chosen to operate in accordance with the CSR concept take care of numer-
ous social groups and contribute to society through the mitigation of various social
problems (Ivanović-Đukić 2011). In addition, companies in research countries strive
to develop specific approaches in order to apply the comprehensive principles of
international business based on transparency, environmental protections, external
stakeholder relations and social solidarity (Morozova and Britvin 2013). In some
cases, the companies operating in a socially responsible manner, have the main
motive of a good image of the company (Milenković et al. 2010). However, their
effective communication about business activities and values they want to promote
raises awareness of CSR as a concept and its dimensions. In this research, hypothesis
H2, which investigates the relation between CSR dimensions and External CSR
activities in Russian and Serbian companies, has also been confirmed and contrib-
utes to previous understanding and acknowledgment of companies’ CSR efforts and
communication. The third hypothesis, related to the internal CSR activities of the
companies and their influence on the satisfaction of the employees in the concerned
countries, has also been confirmed. These results are in accordance with previous
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research, where it is proved that internal activities cause a high level of employee
satisfaction, work engagement and organizational commitment (Hameed et al. 2016;
Hur et al. 2019; Jia et al. 2019). The fourth hypothesis, which states ‘The external
CSR activities of the companies positively influence the satisfaction of the employees
in the concerned countries’ is supported in the case of Russia but is not supported in
the case of Serbia.Much research has already proved that the direct influence of external
CSR activities is non-existent or very low (Hameed et al. 2016; Hur et al. 2019; Jia et al.
2019). A similar conclusion is drawn by Farooq et al. (2014) who examined in their re-
search how the CSR activities impact employees’ organizational identification. In their
research, a stronger impact is indicated for internal activities, but social activities were
confirmed as an influential predictor for organizational identification and satisfaction.
The findings of Gupta and Sharma (2016) reinforced the idea that internal and external
CSR activities operated through different mechanisms on employees’ satisfaction, where
the effect of internal activities on employee engagement was greater than the influence of
external activities.

Serbian employees consider that the external CSR activities do not matter so
much for them because the direct benefits of external CSR activities are realized
by the company, while the employees only realize indirect benefits. Similar results
were obtained by Hur et al. (2019) and Jia et al. (2019) in their studies, which proved
that the influence of external CSR activities on employee behaviour was more often
indirectly manifested through elements such as organizational pride or perceived
external prestige. Finally, hypothesis H5, which observes the relationship between
employee satisfaction and CSR implementation, has been supported. This result
is in line with previous research, which showed that company activities enabled
numerous interventions to overcome the challenges and barriers that companies
faced during CSR implementation (Garavan et al. 2010). Consequently, the research
by Kunz (2020) pointed out that companies consciously used CSR to increase
employee involvement, as employees who operate within a good working environ-
ment can stimulate productivity and contribute to the implementation of CSR activi-
ties to a greater extent (Stancu et al. 2011).

The comprehensive results of this research are in line with those of Chen et al.
(2019), who pointed out that companies should recognize the importance of CSR
activities, which can affect business operations. Successful companies have been
developing specific strategies that rely on the different dimensions of CSR, and which
are implemented through internal and external CSR activities. In this way, compa-
nies establish and strengthen ethical business conduct and ensure all stakeholders
(internal and external), especially employees, behave honestly. In addition, they
ensure that their corporate cultures are being fostered and aligned with their CSR
activities.

5.1. Theoretical and Practical Implications

By revealing the importance of CSR activities on a critical group of stakeholders –
namely employees – this study contributes to the literature by analysing the data
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from Serbia and Russia, post-transitional economies that have not been examined
in-depth in the recent literature compared with developed economies. In this way,
the literature gap, which is identified as a research issue of this article, can be over-
come. Considering that employee engagement and commitment affect organiza-
tional outcomes, understanding the importance of employee satisfaction should
be a vital precondition for CSR implementation in companies. The obtained results
can be very useful to managers of the companies that apply CSR to resolve practical
dilemmas by placing emphasis on employee satisfaction, since higher job satisfaction
may lead to greater employee commitment to organizational goals and values.

5.2. Limitations and Future Research

This study has some limitations that should be addressed in future research. First, the
results of this study are focused only within the context of Serbian and Russian com-
panies, where both countries are post-transitional. Different social and cultural sur-
roundings may cause variations in attitudes toward CSR, therefore generalization of
the results for other countries cannot be achieved. Future research on CSR can be
broadened with investigations in other post-transitional countries as well as in the
developed economies, which may enable results to be compared. Second, this study
did not use some demographic data, such as firm age, firm size, respondent gender
and level of education, in the analysis of the influence on observed constructs in the
defined research model. Thus, future studies should consider these effects.

6. Conclusion

Considering that having a socially responsible business is becoming an increasingly
important element in achieving competitive advantage in the market and in the effi-
cient operation of modern companies, the question arises as to what extent Serbian
and Russian companies have accepted and implemented the CSR concept. This
study examined the employees’ attitudes and opinions on the implementation of
the internal and external CSR activities, which can contribute to CSR implementa-
tion in the firm’s value creation. The survey was carried out in Serbian and Russian
companies and comparative analysis of the obtained results was performed.

This study may inspire scholars to direct additional efforts to research specific
segments of CSR implementation in different social-economic systems and other, dif-
ferent, cultures (González-Rodríguez et al. 2019). Furthermore, this study is aimed
not only at scholars, but also practitioners, managers, owners, and other stakehold-
ers who foster CSR and want to create valuable intangible capital and sustainable
business. The main contribution of this article indicates that company managers
should encourage positive work attitudes in employees by creating a trustworthy
atmosphere based on the implementation of CSR strategies. Transparency and
involvement of all employees are at the core of CSR and they contribute to its
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successful implementation. Therefore, companies should constantly implement
activities that positively affect employee satisfaction and their job performance.
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https://doi.org/10.1017/S1062798721000156 Published online by Cambridge University Press

https://doi.org/10.1017/S1062798721000156


Chen ZF, Hong C and Occa A (2019) How different CSR dimensions impact orga-
nization-employee relationships. Corporate Communications: An International
Journal 24(1), 63–78.

Chi W and Chen Y (2020) Employee satisfaction and the cost of corporate borrow-
ing. Finance Research Letters. doi: 10.1016/j.frl.2020.101666.

Chirstmann P (2004) Multinational corporations and the natural environment:
determinants of corporate environmental policy standardization. Academy of
Management Journal 47(5), 747–760.

Chun R and Davies G (2010) The effect of merger on employee views of corporate
reputation: time and space dependent theory. Industrial Marketing Management
39(5), 721–727.

Cronbach LJ (1951) Coefficient alpha and the internal structure of test.
Psychometrical 16, 297–334.

Dahlsrud A (2008) How CSR is defined: an analysis of 37 definitions. Corporate
Social Responsibility and Environmental Management 15, 1–13.

Dhanesh G (2020) Who cares about organizational purpose and corporate social
responsibility, and how can organizations adapt? A hypermodern perspective.
Business Horizons 63, 585–594.
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Ivan Mihajlović, PhD, is a full professor at the University of Belgrade, Technical
Faculty in Bor, Engineering Management Department. Currently, his main focus
is on exploring and solving problems related to operational management with the
application of methods of linear and nonlinear statistical analysis, kinetic analysis
of technological processes and ecological management. He is the author or co-author
of four books, five chapters in monographs, and over 120 papers published in inter-
national and national scientific journals.

706 Anđelka Stojanović et al.
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Appendix

CSR 
dimensions 

D1 In which extent your company accepts environmental aspect of 
CSR? 

D2 In which extent your company accepts social aspect of CSR?

D3 In which extent your company accepts economic aspect of 
CSR? 

D4 In which extent your company accepts stakeholder aspect of 
CSR? 

D5 In which extent your company accepts voluntariness aspect of 
CSR? 

Internal CSR 
activities 

AI1 Company consider employees' initiatives and proposals in 
management decisions.

AI2 Company is committed to the improvement of the quality of life 
of employees.

AI3 Equal opportunities exist for all employees without any type of 
discrimination

AI4 Company is aware of the employees’ quality of life

AI5 Company pay wages above the average in our region and/or in 
our industry.

AI6 Employees' compensation is related to their skills and their 
results. 

AI7 Employees’ initiatives are taken seriously into account in 
management decisions.

External CSR 
activities 

AE1 Sponsorship of sport and cultural events
AE2 Cause Related Marketing campaign
AE3 Partnership projects of social solidarity
AE4 Corporate foundation

Satisfaction of 
employees 

SE1 How would you rate your organization's culture?
SE2 How valued do you feel at work?
SE3 How would you rate the performance of your direct supervisor? 

SE4 How much opportunity do you have for professional growth in 
this organization?

SE5 I am inspired to meet my goals at work.
SE6 I get excited when going to my work

SE7 
Do you talk about your company with pleasure, sometimes with 
proudness outside of your working place talking with other 
people within your private neighbourhood or at parties?

Implementation 
of CSR 

I1 In which extent you support company’s implementation of 
environmental CSR?

I2 In which extent you support company’s implementation of 
social CSR?

I3 In which extent you support company’s implementation of 
economic CSR?

I4 In which extent you support company’s implementation of 
stakeholders CSR?

I5 In which extent you support company’s voluntariness 
implementation CSR?
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