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Abstract. Corporate Social Responsibility is a modern business philosophy, according to which the
organization has to pursue their economic goals, and at the same time be responsible for the impact on the
environment and quality of society life. One of the direct interaction groups of enterprises, representing an
increasingly important area of CSR, are consumers. Achieving measurable effects of CSR activities is possible
under condition that consumers are aware of them, have positive perception of the specific messages and that
this raise the credibility of the organization in their opinion. The main goal of the study was to determine which
areas of Corporate Social Responsibility implemented by food producers are perceived as the most important by
consumers from Poland and Slovakia. The primary information used for the analyses and inference was derived
from two independent consumer studies conducted during the period from November 2017 to January 2018 in
Slovakia (Nitra Region) and in Poland (Malopolska Province). PAPI method was used for collection of the
empirical material. 279 respondents participated in the study conducted in Slovakia and 272 respondents in
Poland. For both consumers from Poland and Slovakia relationships with employees are the most important
area of CSR. Developing good relationships with this stakeholder group should include meeting obligations,
honesty, dialogue and cooperation, but also increasing employees’ economic satisfaction. If a gap exists in
meeting the employees’ needs, it is impossible to build a high reputation of the enterprise in the area of social

responsibility.
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Introduction

Increased interest in social responsibility, perceivable in recent years, results from many
causes. They include: globalisation, progressing degradation of the natural environment, changing
socio-cultural conditionings, a change of awareness of employees and the whole society and
growing competition (Ratajczak, Woloszyn and Stawicka, 2012).

Corporate social responsibility (SCR) has its roots in ethical standards with have a character of
extra-judicial instruments, supplementing the law and filling in the space between its regulations
and so called principles of good coexistence (Demkow, Sulich, 2017). This aspect has been
emphasized by Davis (1973), according to whom social responsibility starts where the influence of
law ends. CSR concept also fits in a wider trend of sustainable development which is a philosophy
of running economic activity according to the principle of combined economic, social and ecological
aims and minimising the negative impact of the organisation on the environment, at simultaneous
striving to maintain durability and harmony of the world development (Witek-Crabb, 2016). CSR is
classified to non-material resources, which create the value of business and influence the building
of competitive advantage (Bobola, 2014).

CSR is defined as an idea, owing to which at the stage of building their strategies, enterprises
voluntarily and with full responsibility consider the social interests and environmental protection
(Balaban et al., 2012; Baumgartner, 2014), but also build permanent positive relations with
various stakeholder groups, such as employees, customers, business partners, local communities
or local and state administration (Oeberseder et al., 2013; Gangone, Ganescu, 2014; Wu,
Lin, 2014).

Social awareness of businesses operations in the area of CSR seems low (Bhattacharya and

Sen, 2004). Many consumers lack information whether a given firm gets involved in voluntary
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service, or in activities for the society or environment. Therefore, announcing CSR initiatives to
consumers is very important. One of the key aspects of good practices in the area of CSR are
efficient and clear communication channels. Efficient two-way communication of a firm with the
outer environment serves to increase its input for improving life standards of a given community,
because it allows to determine the issues and potential problems which the business should face
and, after realising some defined initiatives, it should disseminate the results of undertaken
activities among the interested parties (Gluszek, 2013). Owing to communication of initiatives and
social involvement an enterprise stimulates positive attitudes towards itself, minimises losses of
reputation and protects against negative outcomes of possible crisis situations (Fryzel, 2014).
Achieving measurable effects of CSR activities is possible under condition that consumers are
aware of them, have positive perception of the specific messages and that this raise the credibility
of the organization in their opinion.

The aim of the study was to determine which areas of Corporate Social Responsibility
implemented by food producers are perceived as the most important by consumers from Poland
and Slovakia.

In order to achieve the aim, the following research tasks were established:

e to determine the importance for consumers of selected ways of engaging of food producers in

CSR,

e to applicate an analytical method allowing to group assessed ways of engaging food producers
in CSR in order to detect hidden interrelations between them,

e to establish a hierarchy of highlighted CSR areas for consumers from Poland and Slovakia.

Data and methodology

The primary information used for the analyses and inference was derived from two independent
consumer studies conducted during the period from November 2017 to January 2018 in Slovakia
(Nitra Region) and in Poland (Malopolska Province). PAPI method was used for accumulation of the
empirical material. The same questionnaire (in an appropriate language version) was used for both
studies. 279 respondents participated in the study conducted in Slovakia (RSK) and 272
respondents (RPL) in Poland. The selection of respondents for the sample was non-randomised.

Women prevailed in both respondent groups from Slovakia and Poland, constituting respectively
63.7 % and 54.4 %. Young persons, aged below 25 were dominant in the age structure of the
analysed groups, their proportion in RSK group was 43.9 % and in RLP group 37.5 %. Persons
living in rural areas made up a majority (56.1) of the respondents in Slovakia, whereas city
dwellers prevailed among the respondents in Poland (52.9 %).

Analysis of the empirical material was conducted using factor analysis. Factor analysis is a group
of exploratory methods and statistical procedures allowing to reduce a big number of studied
variables to a considerably smaller number of mutually independent (non-correlated) factors
(Fabrigar et al., 1999). The identified factors represent so called hidden variables, which are not
directly observable. They also retain a part of information contained in the primary variables.
Principle components method was applied in the conducted analysis for the factors identification.
The factors rotation was conducted using varimax method, which allows for the simplification of the
factors interpretation. Several solutions with a lower or higher number of factors (taking into
consideration both Kaiser test and scree test) were tested during the analysis and subsequently a
solution with three factors was selected, which is the best from the point of view of the obtained
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results and their possible interpretation (Williams et al., 2010). Variables with the highest loadings
were isolated within the factors, which fulfilled the condition that the minimum correlation level is
0.5 (Brown, 2009).

Research results and discussion

The scope of activities, which enterprises may undertake while realising the assumptions of
Corporate Social Responsibility for individual stakeholder groups, the natural environment,
education or social involvement is very wide. The presented studies analysed 23 potential
components of such activity with reference to food enterprises. The respondents assessed them on
a five-point scale, where 1 denoted little importance, whereas 5 very big importance. Application of
factor analysis allowed to reduce the primary set of 23 variables for each investigated respondent
group to three factors, which explain respectively 53.4 % of total variability in case of studies
conducted on the respondent group from Poland (RPL) and 54.5 % for the studies conducted

among the respondents from Slovakia (RSK).

Table 1
Eigenvalues of isolated factors for respondent group from Poland (RPL) and
respondent group from Slovakia (RSK)
RPL RSK

Factors F1PL F2PL F3PL F1SK F2SK F3SK
Eigenvalue of factor 8.23 2.43 1.63 6.95 2.80 2.78
Percentage of the total of | 3/, 10.58 7.07 30.22 12.16 12.08
eigenvalues (variance)

Cumulative eigenvalue 8.23 10.66 12.29 6.95 9.75 12.52
Cumulative % of 35.77 46.35 53.42 30.22 42.37 54.45
eigenvalues

Source: author’s calculations based on own research

Both in case of studies conducted in RPL and SRK group, the first isolated CSR factor concerns
“the enterprise relations with its employees”. Results of analysis obtained for RPL allow for an
observation, that this factor (F1PL) whose eigenvalue was 8.23 explained 35.85 % of the total
variability of the investigated phenomenon. On the other hand, the eigenvalue of the first factor
(F1SK) for RSK had a lower value, i.e. 6.95 and explained 30.2 % of the total variability of the

phenomenon.
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Results of factor analysis for respondent group from Poland (RPL) and Teble 2
respondent group from Slovakia (RSK)
RPL RSK

Variables Factor Factor Factor Factor Factor Factor

F1PL F2PL F3PL F1SK F2SK F3SK

Conducting business ethically 0.322 0.194 0.428 0.093 0.316 0.375
Avoiding dishonest competition 0.139 0.244 0.528 0.103 0.536 0.200
Offering safe products 0.252 -0.049 0.771 0.220 0.807 -0.044
Offering honest product prices 0.389 0.009 0.658 0.194 0.778 0.040
E:‘;‘i’;:;“sg clear information about the 0.134 0.505 0.460 0.088 0.807 0.043
::g;ilf':t“sg clear information about 0.160 0.178 0.738 0.181 0.783 0.077
Running a website 0.096 0.564 -0.027 0.148 0.230 0.179
Running e.g. telephone consumer -0.050 | 0.648 | -0.010 | 0.100 0.681 0.113
Compliance with labour law 0.536 0.135 0.324 0.626 0.419 -0.077
Offering decent wages 0.716 0.101 0.402 0.747 0.220 -0.008
fvf:'kt'i)'l‘gcgie“d'y atmosphere in the 0.720 0.203 0.336 0.743 0.131 0.140
Equal treatment of employees 0.782 0.153 0.212 0.858 0.164 0.067
Creating stabile working conditions 0.718 0.002 0.280 0.835 0.112 -0.030
Training and development of employees 0.657 0.148 0.231 0.751 -0.035 0.229
Promotion opportunities 0.729 0.217 0.118 0.816 0.162 0.125
Supporting employees’ families 0.713 0.378 -0.090 0.638 0.200 0.180
fi‘;':;‘l’;'t"‘:gf‘e with environmental 0.319 0.647 0.063 0.323 0.009 0.667
Reduction of waste volume 0.212 0.688 0.341 0.289 -0.118 0.699
::::::;')ﬁgﬁ’gy and water 0.169 0.674 0.367 0.241 -0.025 0.762
Charity activities 0.486 0.537 -0.141 -0.183 0.232 0.711
Social projects 0.186 0.681 0.044 -0.076 0.146 0.689
Promotion of art and education 0.391 0.596 -0.150 0.010 0.122 0.606
Creating new jobs 0.443 0.359 0.210 0.274 0.517 0.194

Source: author’s calculations based on own research

For both investigated groups RPL and RSK the same eight variables were correlated with the
first factor. The studies indicate that the element with the highest factor loading, both in RPL and
RSK group turned out to be the issue of equal treatment of the employees; however, the value for
RSK group was higher (0.858) than for RPL group (0.782). In RSK group factor loadings of the
other variables had values from 0.835 for the “creating stabile working conditions” variable to
0.626 for “compliance with labour law” variable. Values of the other loadings in RPL group for this
factor fluctuated from 0.729 for “promotion opportunities” variable to 0.539 for the same variable
as in RSK group.

In case of the second and third isolated factors no such similarities occurred for groups RPL and
RSK and these were formed (with only some exceptions) by different variables.

In RSK group, the second identified factor (F2SK) with eigenvalue 2.80 explained 12.2 % of
total variability of the set. It was formed by seven variables, of which the character of six

corresponded to the area relations with consumers. The “offering safe products” variable obtained
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the highest value of the factor loading (0.807), whereas “creating new jobs”, which by its character
differed from the others, received the lowest value (0.517).

In RPL group, the second factor (F2PL) had its eigenvalue on the level of 2.43 and represented
10.6 % of variance of the set. The variables, which were correlated with it were diversified in their
character, because three of them represented the area of environmental protection, three were
connected with social area, whereas the other three represented relations with consumers. The
highest value of factor loading characterised “reduction of waste volume” variable (0.688), whereas
the lowest “providing clear information about the enterprise” variable (0.505).

The eigenvalue of the third factor (F3SK) obtained for RSK group was 2.78 and in fact was
identical as for the second factor. Thereby it also explained a similar value of the variance of the
set (12.08 %).The factor was formed by seven variables connected with such areas of CSR as
environmental and social issues. Among the individual variables, “reduced energy and water
consumption” variable had the highest value of factor loading (0.762), whereas the lowest was
noted for “promotion of art and education” variable (0.606).

The third factor (F3PL) isolated for RPL group had the eigenvalue lower than for RSK group. In
this case it was 1.63 and explained 5 pp less variances of the set than in case of RSK group. This
factor constituted of four variables characterising the enterprise market relations, however the
variable with the highest factor loading was “offering safe products” (0.771), whereas the lowest
factor loading was attached to “avoiding dishonest competition” (0.528).

Out of the 23 analysed variables, one “conducting business ethically” variable was not included

in any of the three identified factors for both analysed groups.
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Table 3

Characteristics of factors identified for respondent group from Poland (RPL)
and respondent group from Slovakia (RSK)

Factor RPL Factor RSK
Area: relations with employees Area: relations with employees
Equal treatment of employees Equal treatment of employees
Promotion opportunities Creating stabile working conditions
Factor Creat!ng frlen.dly atm_osphere _|r? the workplace Factor Pro'm'otlon opportunities
F1PL Creating stabile working conditions F1SK Training and development of employees
Offering decent wages Offering decent wages
Supporting employees’ families Creating friendly atmosphere in the workplace
Training and development of employees Supporting employees’ families
Compliance with labour law Compliance with labour law
Area: environmental-social relations Area: relations with consumers
Reduction of waste volume
Social projects Offering safe products
Reduced energy and water consumption Providing clear information about the business
Factor | Running e.g. telephone consumer service Factor | Providing clear information about products
F2PL Compliance with environmental legislation F2SK | Offering honest product prices
Promotion of art and education Running e.g. telephone consumer service
Running a website Avoiding dishonest competition
Charity activities Creating new jobs
Providing clear information about the business
Area: relations with consumers Area: environmental-social relations
Reduced energy and water consumption
Factor Offetjln'g safe prloducts . Factor Charlty. activities
F3PL Providing clear information about products F3SK Reduction of waste volume
Offering honest product prices Social projects
Avoiding dishonest competition Compliance with environmental legislation
Promotion of art and education

Source: author’s calculations based on own research
It has been confirmed in the literature that

these days the society perceives positively the
organisations, whose employees feel financially safe and are sure of their employment in the
perspective of the succeeding years (Rok, 2004). Employees form an internal stakeholder group of
each business, for which they are simultaneously the key resources determining its success of
failure (Azim, 2016). The way in which the employees are treated, whether their rights are
respected and on which principles the staff policy is based significantly influence the degree of
employee integration with the enterprise, their emotional involvement in the assigned tasks,
satisfaction from work and loyalty to the organisation (Gadomska-Lila, 2012; Lee et al., 2013; Suh,
2016). Application by the enterprise of clear and stabile principles of staff policy causes that the
employees perceive their workplace positively, which owing to this fact becomes for them the
source of safety and mental comfort (Bartkowiak, 2011). Relationships of this type have a direct
influence on employee commitment to work, which means that they become legitimate members of
the enterprise. One of important aspects of CSR is motivating employees. In this context promotion
may be indicated as an important element of motivation connected with a change of an employee’s
position in the enterprise organisational structure. At the same time, it fulfils the need for
appreciation and positive self-assessment, but also gives access to higher values and improving
employee’s living standards (Mazur, 2013). Another important aspect of the enterprise relationship

with employees are trainings. Personal development of the employees takes place when their
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knowledge in the area necessary at the position they occupy is improved. Owing to trainings
employees gain additional professional skills and their self-esteem, as well as the sense of
belonging to the firm grow (Kalinowska, 2012).

Consumers constitute an external group of a business stakeholders. The area of relationships
with consumers is a vast CSR category, among other comprising provision of clear information
about the enterprise and its products and offering safe products for honest prices. Due to a specific
character of food products, the enterprises in this branch are in the first place obliged to provide
honest information for the consumers about their product composition and nutritional values. All
the relevant data - the shelf life date and allergen content should be placed on the label.
Enterprises must ensure food safety (Gardner, 1993), i.e. they must know the source of origin of
the components they use, control the conditions in which the products are manufactured, but also
commission independent and reliable quality tests. Food enterprises are forbidden to use genetic
engineering to modify food products and conceal this fact from the customers. Food producers
should not Ilabel their products by certificates misleading the consumers (Spoleczna
odpowiedzialnosc..., 2015). Food producers should care about their reliability towards consumers;
therefore, the enterprises implementing the principles of CSR in the area of market relations, have
chances for advantageous image.

The natural environment is determined as a “mute stakeholder” because it does not call for its
advantages but the negative consequences of its disregard in the business activities are perceptible
by all (Zelazna-Blicharz, 2013). Separating the area of environment in the CSR concept
emphasizes its importance in the enterprises activities. The state of the natural environment is one
of the factors influencing the life quality of society. Responsibility of enterprises towards the natural
environment is interpreted as a necessity for reducing energy and raw materials consumption and
limiting emissions of harmful substances and waste from production processes. Minimisation of a
negative impact of production on the environment are the key activities which the enterprises may
conduct to face the environmental challenges (Mazurkiewicz and Grenna, 2003).

The area of CSR activity connected with the society is perceptible as implementing the society
supporting programmes, caring about the improvement of society’s living standards; voluntary
activities and philanthropic activities. Charity and voluntary service counteract the egoism in social
life and are a sign of respect towards the most needy.

Conclusions

1) Basing on the conducted factor analysis three factors were identified for each of the studied
respondent groups, which together with a set of variables connected with them have influence
on the consumer perception of the importance of CSR realised by food producers.

2) For both consumers from Poland and Slovakia relationships with employees are the most
important area of CSR. Developing good relationships with this stakeholder group should include
meeting obligations, honesty, dialogue and cooperation, but also increasing employees’
economic satisfaction. If a gap exists in meeting the employees’ needs, it is impossible to build
a high reputation of the enterprise in the area of social responsibility.

3) The second identified factor for the respondents from Slovakia and the third one for the
respondents from Poland constituted the CSR area concerning the relations with consumers.

These relations are fundamental for the functioning of food producers, therefore they must run
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their businesses offering consumers safe products, honest prices and reliable marketing. It
provides a basis for creating a positive image of the enterprise among consumers.

For the respondents from Poland the second distinct factor was connected with the area
described as environmental-social relations. For the respondent group from Slovakia the same
area constituted the third of the identified factors. The environmental and social aspects are
also basic assumptions of CSR. Long-term and measurable social investments undertaken by
enterprises improve their relations with stakeholders. On the other hand conducting operations
accountable to the environment contributes to sustainable development, including health and

wellbeing in society.
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