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Abstract.
Research background: In the current era of globalization, corporate social
responsibility has been gaining an increasing attention. By implementation
CSR activities into their business strategy, companies can gain positive
feedback from stakeholders including consumers and thus new competitive
advantage. Creating positive attitude on CSR from the consumers that
subsequently can influence their buying behaviour depends on many factors
such as how the companies understand and perform their CSR initiatives and
finally, how they communicate them to stakeholders.
Purpose of the article: The main aim of the article is to determine the
perception of corporate social responsibility and its impact on consumer
buying behaviour in the process of globalization. This includes the literature
review on the issue and analysis focused on the perception of corporate
social responsibility and its impact on consumer buying behaviour.
Methods: General scientific methods were applied for the processing of the
data as well as mathematical-statistical methods to evaluate the data collated
from the results of the questionnaire survey and to statistical hypothesis
testing. The secondary data for the analysis were obtained from scientific
researches, statistical tables and professional publications. In order to
determine the perception of corporate social responsibility and its impact on
consumer buying behaviour, a questionnaire survey was conducted among
Slovak consumers.
Findings & Value added: Based on analysis and questionnaire survey
results, measures for the efficient implementation of corporate social
responsibility are proposed, and its benefits are highlighted, such as
strengthening the company's image, improving customer relationships,
gaining their loyalty and competitive advantage.
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1 Introduction
In recent decades, the global development of society has undergone changes, which many
scholars describe as the process of globalization. It is an uncontrolled process in which the
countries of the world are increasingly integrated into a single global system, with states
converging within a cultural, economic, social or political sphere. There is an increasing
development of information technologies and mass dissemination of information [1, 2].
During the process of globalization, the economic area has become increasingly dependent
on individual subjects of the world economy and markets, there has been an increased
movement of capital, services or technology [3]. The main actors in the global economy are
multinational corporations, states, and last but not least, integration groups and international
organizations. And just the multinational corporations, i.e. large private companies are the
ones whose operations extend beyond the borders of their home state. They have strengthened
their position in the process of globalization and currently significantly influence the
economic development of both national and integrating economic entities and the world
economy.
The question, therefore, arises as to what extent these companies could or even should be
interested in the public interest and contribute to solving global and local problems. At this
point, corporate social responsibility (CSR) comes into play, which can become a tool to
support the sustainable growth of the local economy, as well as society as a whole. However,
the issue of CSR is far from being an issue for multinational companies, but for all companies,
regardless of their scope, subject of business or size [4].
CSR is not just an ideology or an ethical or moral fulfillment of the company's mission
or expectations from the company [5, 6]. It is mainly an economic necessity of the company's
survival in a competitive environment. Many scientific researches are devoted to the general
concept of CSR, its benefits, strategic aspects, implementation and use of this concept in
practice. However, fewer resources are devoted to CSR issues from the perspective of
consumers and customers, e.g. how CSR affects customers' purchasing decisions. And it is
precisely the customers who make a profit for the company, who have a direct impact on the
success of the company and who should determine the direction in which the company is
heading. They do this through their preferences in buying behaviour [7]. CSR can thus
become a tool for the company to differentiate itself, but also a competitive advantage [8].

2 Literature Review
The company's values, social ethics and corporate social responsibility are connected with
the culture of the company and its management [9, 10]. There are two views on the company's
responsibilities in society. The first, neoclassical, is of the opinion that making a profit within
the limits of the law is the main and only duty of the company [11]. The second view puts
the company's responsibilities in a broader context. The basic idea of this opposite is that the
responsibility of companies is more than just making a profit. On the other hand, it is not
entirely clear what exactly is meant by this higher broader form of responsibility. Although
many companies have always tried to do business responsibly, it was not until the second
half of the 20th century that the concept of CSR appeared [12].
However, there is still no uniform definition that accurately describes the meaning of the
term. According to Coombs & Holladay, the reason why it is difficult to define CSR is that
it is not reducible to one simple concept. In the past, when marketing researchers discussed
CSR-related aspects within their discipline, they initially focused on expanding marketing
concepts before analyzing corporate social functions. Currently, the research is focused on
strategic ways of application, which in most cases focused only on the main stakeholders consumers and the use of related distribution channels [13].
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The concept of social responsibility was first mentioned by Bowen, who defined CSR as
the obligations 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
[14].
The basis for the modern definition of social responsibility can be also found in Carroll's
theory, according to which CSR consists of four levels - economic, legal, ethical and
philanthropic. Carroll's theory is often presented as one of the best-known models of CSR,
that demonstrates the relative importance of economic, legal, ethical, and philanthropic
responsibilities [15].
CSR can be defining as a company's commitment to contributing to sustainable
development, a way of treating employees, their families, the local community and society
in general to improve their quality of life [16]. Another view of CSR claims that it includes
minimizing the negative externalities caused by its activities and maximizing its positive
impact on society [17]. Similarly, Bussard et al. explain CSR as a set of management
practices that ensure an organization minimizes the negative while maximizing the positive
consequences of its behaviour on society [18].
According to Putnova, CSR represents such behaviour of companies, where they take into
account the needs of their internal and external environment, in general to help the overall
improvement of society beyond their commercial activities [19].
European Commission defines CSR as a concept whereby the company integrates social
and environmental concerns in their business operations and in their interactions with their
stakeholders on a voluntary basis [20]. The principle of volunteering also highlighted many
other scholars, e.g. in relation to the integration of social and environmental aspects into the
company's daily business operations and interaction with stakeholders [21].
Regarding the perception of CSR by consumers, some authors [16, 22] point out that a
particular company's product preference is linked to the extent to which the company's ethical
behaviour exceeds customer expectations. On the other hand, Sen and Bhattacharya conclude
that the consumer's response to social responsibility is conditioned by his agreement or
identification with the company [23]. However, the impact on the consumer buying
behaviour may be smaller when CSR will be at the expense of product quality. For example,
Auger et al. found in his research that while consumers had no problem listing the functional
properties of the products they had just bought, only a small percentage of them were able to
recall at least the basic ethical characteristics of the same products [24].
As a result, customers lack knowledge of companies' CSR activities. Mohr et al. attributes
this to inefficient communication of CSR activities by companies [17]. Although consumer
awareness of CSR appears to be very low, customers are actually interested in it and would
like to know more about CSR. Which is an opportunity for companies to communicate CSR
to customers and create a good image [25].
Awareness of customers about the company's activities is a condition for it to be possible
to evoke an attitude towards the company and thus influence consumer buying behaviour
[26]. The same awareness is influenced by CSR activities, but at the same time it is necessary
for customers to know about these activities. Therefore, when examining shopping
behaviour, it is necessary to first start by examining customers' awareness of CSR activities.
Although corporate social responsibility is able to evoke a positive perception of customers
on a theoretical level, there is no enough evidence of its effectiveness in the market in
purchasing decisions.

3 Methods
The main aim of the article is to determine the perception of corporate social responsibility
and its impact on consumers buying behaviour in the process of globalization. This includes
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the literature review on the issue and analysis focused on the perception of corporate social
responsibility and its impact on consumer buying behaviour. The secondary data for the
analysis were obtained from scientific researches, statistical tables and professional
publications. In order to determine the perception of corporate social responsibility and its
impact on consumer buying behaviour, a questionnaire survey was conducted among Slovak
consumers. Based on analysis and questionnaire survey results, measures for the efficient
implementation of corporate social responsibility are proposed, and its benefits are
highlighted, such as strengthening the company's image, improving customer relationships,
gaining their loyalty and competitive advantage.
General scientific methods were applied for the processing of the data as well as
mathematical-statistical methods to evaluate the data collated from the results of the
questionnaire survey and to statistical hypothesis testing.
The aim of questionnaire survey was to determine the perception of corporate social
responsibility and its impact on consumer buying behaviour in Slovak conditions. For
determination the sample size, the base file representing number of population older than 15
was obtained from demographic statistics of the Statistical Office of the Slovak Republic.
The confidence interval was set at 5%, with a confidence level of 95%. This means that for
the questionnaire survey a 5% margin of error is assumed. The sample size calculated by the
calculator was determined to be 384 respondents. The actual number of respondents
participated in the questionnaire survey was 532. The time required for the survey was 3
months (January - March 2020). The survey took the form of questionnaire method through
e-mail communication. For the processing of the survey data, the quantitative assessment
method was applied.
The questionnaire was formed of three parts. The first part was focused on the general
socio-demographic profile of respondents. The second one was devoted to determine the
perception of corporate social responsibility by Slovak consumers. The last part dealt with
the impact on consumer buying behaviour in Slovak conditions.
In order to achieve the main aim of the article, based on the theoretical background and
survey results, research hypotheses are formulated:
 Hypothesis 1: More than 50% Slovak consumers know the concept of CSR.
 Hypothesis 2: More than 50% Slovak consumers consider the use of CSR in the
company to be a factor of strengthening the company's image.
 Hypothesis 3: When making purchasing decisions, 50% Slovak consumers prefer
products of the socially responsible company.
The marginal rate 50% was set as the expression of the simple majority [27].
Statistical hypotheses testing is defined as a statement of the assumption of unknown
parameters in the basic set, which is formulated as a statistical hypothesis and its validity is
verified by statistical procedures based on selection characteristics. The role of statistical
hypotheses testing is to decide whether to accept or reject the hypothesis regarding the basic
set in accordance to the information from the available choice. In verification of the
hypotheses, the methodology of statistical hypothesis testing consisting of the following steps
was met [28]:
1. Formulation of the null hypothesis (H0).
2. Formulation of the alternative hypothesis (H1).
3. Determining the level of significance (α).
4. Calculation of test statistics and probability.
5. Decision.
The test statistic for hypotheses 1 – 3 we calculated by using the method testing a single
proportion by one‐ tailed testing because it is commonly used [29, 30]. Significance level α
was determined at 0.05.
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4 Results
4.1 Results of questionnaire survey focused on the perception of corporate
social responsibility and its impact on consumer buying behaviour in Slovak
conditions
Of the 532 respondents in the sample set, 349 (66%) were female and 183 (34%) male. On
the basis of consumer age classification, 105 (20%) respondents were aged 15-24; 112 (21%)
respondents were aged 25-34; 115 (22%) respondents were aged 35-44; 109 (20%)
respondents were aged 45-54; 67 (13%) respondents were aged 55-64; 24 (4%) respondents
were aged 65 and more.
The results of the questionnaire survey show that 76% respondents know the CSR
concept. 71% respondents consider the implementation of corporate social responsibility as
a necessary part of company's business strategy. According respondents, the greatest benefits
of implementation CSR in companies include strengthening the company's image (68%),
improving customer relationships (52%), gaining customer loyalty (41%) and increasing
competitive advantage (39%). As the most important area of CSR, most of the respondents
(57%) indicate the environmental responsibility, next it is the social responsibility (33%) and
the least important area is the economic responsibility (10%). As the most important activities
in environmental responsibility, respondents indicate eco-friendly behaviour (76%), the
social responsibility includes employee care and their safety (62%; and in economic
responsibility, respondents consider making profit in an honest and ethical manner (69%).
The results of the questionnaire survey show that when making purchasing decisions,
52% of Slovak consumers prefer products of the socially responsible company, especially
products such as food, cosmetics, drugstore, cloths and some services (banking services,
telecommunication services and transport services).
4.2 Verification of statistical hypotheses
To verify the statistical hypotheses 1 – 3, we used the method testing a single proportion.
Results of verification these statistical hypotheses are shown in Table 1.
Significance level α was determined at 0.05. The test criteria were calculated according
to:
𝑝 − 𝜋0
(1)
𝑇=
√𝜋0 ∗ (1 − 𝜋0 )
𝑛
By using the tables of the normalized normal distribution, we find the critical value for
the right-tailed test (2) for hypothesis 1 and 2, the left-tailed test (3) in the case of hypothesis
3.
(2)
𝑇 > 𝑧2𝛼
(3)
𝑇 < −𝑧
2𝛼
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Table 1. Verification of statistical hypotheses
Calculation of
the sample
proportion:

𝒎
𝒑=
𝒏

Satisfaction of the
condition

𝒏 ∗ 𝝅𝟎 ∗ (𝟏 − 𝝅𝟎 ) > 𝟓

Test
Critical
criteria
field

Inequality

Acceptance
or rejection
of the
hypothesis

Hypothesis 1:
H0: 50% Slovak consumers know the concept of CSR.
H1: More than 50% Slovak consumers know the concept of CSR.
1.645
11.994 > 1.645
H0 rejected
p = 0.76
133 > 5
11.994
Hypothesis 2:
H0: 50% Slovak consumers consider the use of CSR in the company to be a factor of strengthening
the company's image.
H1: More than 50% Slovak consumers consider the use of CSR in the company to be a factor of
strengthening the company's image.
1.645
8.303 > 1.645
H0 rejected
p = 0.68
133 > 5
8.303
Hypothesis 3:
H0: When making purchasing decisions, 50% Slovak consumers prefer products of the socially
responsible company.
H1: When making purchasing decisions, less than 50% Slovak consumers prefer products of the
socially responsible company.
-1.645
0.923 < -1.645 H0 accepted
p = 0.52
133 > 5
0.923
Source: Own processing.

Table 1 shows, that in hypotheses 1 and 2 the inequality applies, so we reject the
hypothesis H0, i.e. accept the alternative hypothesis H1. In the case of hypothesis 3, the
inequality does not apply, so we do not reject the hypothesis H 0, we accept it.

5 Discussion
Based on the analysis and survey results, it is obvious, that the majority of Slovak consumers
know the concept of CSR. They are aware of benefits which result from the implementation
of CSR for companies, and thus most of them consider the use of CSR in the company to be
a factor of strengthening the company's image.
Some of the previous researches focused on the perception of CSR by consumers
underestimate the impact of CSR on consumer buying behaviour and claim that the impact
on the consumer buying behaviour may be smaller when CSR will be at the expense of
product quality [23, 24]. In contrary, our results show, that when making purchasing
decisions, 50% Slovak consumers prefer products of the socially responsible company,
especially in the case of food, cosmetics, drugstore, cloths and some services (banking
services, telecommunication services and transport services). The disputed universal
applicability and deviations of these survey results is linked to the fact that, although
globalization has led to a radical increase in the degree of interdependence of national
economies, it is necessary to accept the regional socio-cultural specificities of the market.
This is because differences arise between nations due to different cultures, but also sociopolitical events in a given country or in the context of wider regional groupings.
However, In Slovakia, there are still many consumers who do not know which company
is socially responsible, and which is not, they do not know which product is socially
responsible and which is not, they do not have enough information about the CSR concept,
CSR of particular companies and their activities and projects. In this reason, the number of
such consumers could increase due to the effective communication focused on improving the
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awareness of customers about the company's socially responsible activities that could evoke
a positive attitude towards the company and thus influence consumer buying behaviour.

6 Conclusions
The high importance of corporate social responsibility in the process of globalization brings
an important task for the whole company, for tits management determining the long-term
strategy, and also for its marketers. At the same time, however, this situation also brings
opportunities. Extra steps towards increased social responsibility and sustainability can be a
unique source of competitive advantage for a company. If this competitive advantage is
closely linked to the company, its activities and image, it brings long-term benefits not only
for the company, but also for the whole society. Social responsibility activities can become
one of the subjects of marketing communication. These activities can represent the added
value of a product or service, which can be a crucial factor in the purchasing decisions of
consumers who are not indifferent to social responsibility. If a company manages to embed
the principles of social responsibility deep into its strategy, it can build the image of a
responsible company that will be closer to consumers. However, it is essential to maintain
the consumer's confidence. Despite the fact that the use of corporate social responsibility
activities for marketing purposes can bring great benefits to the company, especially when
targeting the younger generations, it is important to maintain authenticity. The loss of trust
on the part of customers can damage this built-up image in the long run.
Based on the analysis and survey results, the most visible benefits of efficient
implementation of CSR include strengthening the company's image, improving customer
relationships, gaining their loyalty and competitive advantage.
It follows from the above, that the issue of corporate social responsibility and its impact
on consumer buying behaviour in the process of globalization has the great potential for the
further research. It would be appropriate to examine and compare the impact of corporate
social responsibility on consumer buying behaviour from the aspect of generational
stratification.
This paper is a partial output of the project VEGA no. 1/0064/20: Behaviorism in a socially responsible
communication strategy of enterprises.
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