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Abstract: Corporate social responsibility (CSR), as a widely accepted
approach is often applied by the companies not only to create a social impact
but also as a powerful tool to create the image of the company among
customers and increase its visibility. In order to contrast the CSR concepts of
leading companies in Serbia as a country in a long-lasting post-socialist
transition with the consumers’ expectations, search of web-based self-
presentations of leading companies in Serbia and questionnaire among
consumers were used in present research. Obtained results point out that
self-presentation of CSR programs by the leading companies in Serbia is in
collision with consumers’ expectations in respect to both, presented CSR
motives and emphasized CSR activities. Companies are mainly emphasizing
performance-driven motives for CSR, while consumers rate higher the
motives related to stakeholders and value-based motives. Environment
protection is the only activity recognized with similar importance by the
companies and by the consumers. Consumers’ expectations are the highest
in respect to stakeholders-related CSR including consumers, employees and
suppliers, while the companies rarely emphasize these aspects of CSR.
Oppositely, support for social issues and donations employed very frequently
by the companies do not meet high consumers’ expectations.
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Uporedna analiza prezentacija strategije KDO i o¢ekivanja
potrosaca u Srhbiji

Apstrakt: Korporativnu druStvenu odgovornost (KDO) kao Siroko prihvacen
pristup kompanije primenjuju ne samo da bi ostvarile uticaj na drustvo vec vrio
Cesto i kao moc¢no sredstvo formiranja imidZa medu potroSacima i postizanja
bolje vidijivosti na trZisStu. Kako bi se uporedili koncepti KDO vodecih
kompanija u Srbiji kao zemlji u dugoj post socijalistickoj tranziciji, sa
ocCekivanjima potro8aca, izvrSena je pretraga prezentacija vodecih kompanija
na internetu i izvrSeno istraZivanje medu potroSaima na bazi upitnika.
Dobijeni rezultati ukazuju da su prezentacije programa KDO vodecih
kompanija u Srbiji u koliziji sa o¢ekivanjima potroSaca, kako u pogledu motiva
za realizaciju aktivnosti KDO, tako i u pogledu samih aktivhosti. Kompanije
uglavnom isticu motive vezane za uspeh kompanije dok potroSaci vise
vrednuju oCekivanja vezana za motive usmerene na interesne grupe, kao i
motive vezane za druStvene vrednosti. ZaStita Zivotne okoline je jedina
aktivnost kojoj visok znacaj pridaju i potrosaci i kompanije. Oc&ekivanja
potroSaCa su najviSa kada su u pitanju aktivnhosti usmerene na same
potroSace, zaposlene, pa i dobavijace dok kompanije retko istiCu ove aspekte
KDO. Nasuprot tome, podrska socijalnim pitanjima i donacije kao cCesti
elementi KDO ukljuéeni od strane kompanija ne nailaze na visoka oCekivanja
potroSaca.

Kljuéne reci: KDO, strategija, potroSaci, o¢ekivanja, uporedenje
1. Introduction

Nowadays, corporate social responsibility (CSR) becomes an inevitable part
of contemporary corporate development.

Corporate social responsibility of a business implies the simultaneous
fulfilment of economic, legal, ethical and philanthropic responsibilities of the
company. Socially responsible company should at the same time strive to
make the profit, obey the law, be ethical, and be a good corporate citizen
(Carroll, 1991). Among researchers the definition of CSR given by Campbell
(2007) is widely accepted, defining CSR as the actions taken by a company
that are intended to further social welfare beyond the direct economic,
technical, and legal interests of the company.

Corporate social responsibility has nowadays become a mainstream, with
huge spendings on CSR activities by companies worldwide (Vlachos et al.,
2009). CSR activities are used to address consumers’ social concerns, create
a favorable corporate image, and develop a positive relationship with
consumers and other stakeholders. It became evident that companies
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practice CSR not only for the benefits of society but as much also to increase
visibility as to create social impact, and invest heavily not only in good actions
but also in communicating them (Luo and Bhattacharya 2006).

Corporate web sites were proven to be important communication channels
used by the companies to present their involvement in CSR because they
target a variety of publics and because their content is defined by the
company and is not dictated by any requirement or government regulations
(Maignan and Ralston, 2002).

However, empirical evidence for market outcome of CSR is still inconclusive,
but the idea that strategic adoption of CSR could lead to financial rewards in
the long run is in general accepted among shareholders and investors (Lee,
2008). Success and survival of the companies is affected by various
stakeholders such as shareholders, employees, governments and customers
and the difference between the social and economic goals of a corporation
are becoming narrower.

The studies treating consumers’ perceptions of corporate motives and
consumers’ expectations and responses came into the focus of numerous
research activities worldwide (Barone et al., 2007). Despite increasing
research efforts investigating the effects of CSR on consumers’ attitudes,
existent research does not explain why consumers respond differently to
companies that operate in the same industry and support similar CSR
activities. However, it was proven that the suspicion of the consumers that the
company’s true motive for the CSR activity is only to improve its image might
even result in negative image among consumers and thwarting the
company’s efforts (Yoon et al., 2006).

The effects of different types of cause-related marketing on consumer
responses has been the issue in many research activities (Ross et al., 1992;
Strahilevitz and Myers 1998; Barone et.al., 2000; Dean, 2004; Lafferty and
Goldsmith, 2005) that point out that consumers’ responses to CSR are more
complex than once believed.

Regarding consumers’ responses towards socially responsible companies,
some researchers found that consumers generally have positive responses
towards such companies (Pomering and Dolnicar, 2009; Podnar and Golob,
2007), whereas others uncovered that consumers are not interested in CSR
(Carrigan and Attalla, 2001; Vaaland et al., 2008). Therefore, there is lack of
consensus over consumer attitudes and consequent behavior towards CSR is
evident (Karem Kolkailah et al., 2012).

Numerous research activities based on direct questionnaire reviews among
consumers or on controlled experiments, in which potential consumers are
confronted with various scenarios of CSR activities, mainly result in findings
encouraging companies to be involved in CSR activities (Xiaoli, 2007). Yet,
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general conclusions that would enable projection or quantification of assumed
positive effects of different CSR activities among consumers are still inexistent
and further investigations in this direction are needed.

Most of the research activities regarding the relations among CSR activities,
concepts and strategies and consumers’ preferences and behavior were
conducted in developed countries (Brown and Dacin, 1997; Creyer et al.,
1997; Maignan and Ferrell, 2000; Maignan, 2001; Uusitalo and Oksanen,
2004). Knowing that cultural dimensions play an important role in forming of
consumer attitudes towards CSR (Williams and Zinkin, 2008) and the fact that
CSR concept in developing countries and especially post-socialist countries
had a different development path (Koleva et al., 2010, Stoian and Zaharia,
2012) the results from developed countries and market economies might not
be directly applicable in different economic and social environments. For
these reasons research on consumer perception of social responsibility in
developing and especially post-socialist countries are still needed (Jamali,
2007; Arli et al., 2010) as a prerequisite for optimization of CSR concepts and
their effects for both companies and all stakeholders including consumers.

The aim of present research is to collect, analyze and contrast the self-
presented CSR concepts of the leading companies in Serbia as a country in a
long-lasting post-socialist transition with the consumer expectations regarding
the motives of the companies to be involved in CSR and activities included in
CSR programs.

2. Materials and methods

Conducted investigation consisted of two parts: internet search based survey
of presentation of CSR motives and activities by the leading companies in
Serbia and questionnaire based survey of consumers’ expectations and
attitudes related to the corporate social responsibility.

Internet search of presentation of CSR motives and activities was performed
according to the methodology suggested by Maignan and Ralston (2002) with
slight modifications. The companies involved in the research were randomly
chosen from the list of the top 500 companies in Serbia
(http://top500.nin.co.rs) in respect to the annual turnover. In order to ensure
uniform participation of companies from different sectors, the companies from
the list were divided by sectors prior to selection of the companies to be
reviewed. The following sectors were predefined: agro-industry and food
production, supplies and commodities production, services and trade, energy
and fuel production and supply, financial sector and sector of infrastructure
and large scale investments. From each sector 12 companies were chosen
randomly from the list, resulting in 72 companies involved in total. In this way
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involvement of main companies forming overall consumers’ perception of
CSR was ensured.

For each selected company the information regarding the position of CSR
presentation, statement of CSR motives, involvement of different CSR
activities in the presentation were collected from the self-presentations of
CSR programs in official corporate web presentations. Motives were coded
based on the statements provided by the companies as dominantly related to
the performance of the company, dominantly related to stakeholders or
dominantly related to moral and ethical values. Emphasized activities were
categorized as related to environment protection, care for social issues,
donations for issues of general interest, extended care for employees, fair
treatment of suppliers, and fair treatment of consumers. In dependence of
completeness of reporting and volume of activities they were coded as
dominant or existent. Ownership of the company was also registered as the
control variable.

The consumer’s survey was conducted among consumers from the urban
regions of Serbia (cities with above 50,000 inhabitants). In the guestionnaire
consumers were asked to rate their expectations from the companies on the
Leakert scale (1-7). Expectations related to motives expected to be drivers for
companies’ CSR activities were rated for motives related to performance of
the company, relation of the company with stakeholders and moral values
related to social issues. Expectations related to CSR activities were rated for
fair treatment of consumers, extended care for employees, environment
protection, fair treatment of suppliers, participation in social issues supporting
of events and donations not related to core business of the company.
Consumers’ sex, age, earnings level and attitude toward CSR were used as
the control variables. In order to justify the approach of collection of
information from corporate web presentations, frequency of utilization of
communication channels from which consumers are informed about CSR
activities was also rated by the respondents.

Frequency analysis and comparison of mean values of the obtained answers
and testing of differences among the obtained distributions of answers were
included in statistical data processing.

3. Results and discusion

The results of conducted research enable contrasting of self-presentation and
consumers’ expectations regarding the motives for realization of CSR
programs and regarding the self-presentation of realized activities and
consumers’ expectations in respect to diverse CSR activities.
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Prior to presentation of obtained results, in addition to arguments from
academic literature justifying approach of collecting the information from the
companies’ self-presentation of CSR programs (Maignan and Ralston, 2002),
the results of rating of the sources from which consumers are informed about
CSR concepts and activities, obtained from the questionnaire, are presented
in Table 1.

Obtained result, with companies’ web pages positioned among first three
sources for informing of consumers regarding CSR, confirm the validity of this
information source as the one of the main instruments that participate in
shaping of consumers’ perception and attitudes regarding CSR programs
implemented by the companies.

Table 1. Rating of sources from which consumers perceive to be informed

about CSR
Sources of information Ratings (1-7)*
Media 4,93%
Web pages 4,70%
Advertisement 4,64
Supported events 4,53
Reports and brochures 417°
Word of mouth 4,03°

*different letters indicate significant differences between the values, according to Duncan test at p
<0.05.

Before the analysis of obtained insights from the CSR self-presentations by
leading companies in Serbia, short review regarding existence of the self-
presentations, its positioning at the web pages and CSR reporting practices
will be provided.

Out of the companies included in analysis of presentation of CSR activities at
the web pages 57 % companies emphasized their CSR activities in some way,
while the remaining 43 % did not mention CSR activities or CSR concept at all.
The companies presenting their CSR activities mainly (75%) positioned CSR
as one of the core activities of the companies with direct links at the home
page. Considerable differences were noticed in respect to CSR reporting
between companies from private and public sector. In private sector the social
responsibility of the company was presented by 62,3 % of analyzed
companies, while in the public sector only 36,8 % companies involved some
kind of presentation of their social responsibility in their web presentations.

However, deeper analysis of facts reported regarding CSR activities resulted
in opposite findings. Only 25 % of companies presenting themselves as
socially responsible did present the actual CSR activities with documented
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reports. Complete reports were provided by less than 15 % of analyzed
companies and the remaining companies provided links to individual projects
or activities or a list of entities that were supported among the realized CSR
activities. There were no significant differences between private and public
sector regarding CSR reporting.

3.1 Self-presentation of CSR motives vs. consumers’
expectations

In academic literature there are different approaches and diverse findings
regarding the motives of the companies to apply the CSR concept, as well as
attribution of these motives by the consumers (Ellen et al., 2006). However,
distinguishing among motives related to contribution to overall performance of
the company (strategic motives), motives related to fulfillment of stakeholders’
expectations (stakeholder driven motives) and motives grounded in true
corporate culture based commitment of the company (value based motives) is
among frequently applied approaches (Ellen et al., 2006; Groza et al., 2011)

In the web page self-presentation of CSR, motives for involvement of
companies in CSR programs are usually stated in few sentences at the main
page presenting company as a responsible community member. Rarely, in the
case of existence of documented CSR program, the official statement
regarding CSR motives is provided. However, in some cases motives for
involvement in CSR are not stated at all. Based on stated situation, in the
cases of only 31 % of analyzed companies (Fig.1) the statement of CSR
motives could be identified, while for the rest of companies the CSR concept
presentation did not exist (43%) or the statement regarding motives of the
company to take care of social responsibility were not stated (26%).

Figure 1. Presentation of CSR motives and stated dominant motives for CSR
by the companies in Serbia

TOTAL

O not stated
O inexistant
W EXISTANT
@ value based
@ stakholder

O performance
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The companies dominantly stated that their involvement in CSR programs is
motivated or connected to the excellence of their performance in general
(58%) (Fig.1). The frequency of the statement that CSR programs were
motivated by value based motives grounded in the intrinsic belief of the
company that it is morally obligated to care about social issues was much
lower (36%). Interesting observation is that the obligations and expectations
related to the stakeholders, among which are also the consumers were almost
inexistent among statements presenting the motives for CSR by the leading
companies in Serbia. In very rare cases (6%) respect and relations with
suppliers were mentioned in CSR motives statements.

However, noticeable differences were observed concerning stated CSR
motives in dependence of the company ownership (Fig.1) Among the
companies from the public sector, the motives for CSR activities mainly were
inexistent (58%) or not stated (26%), and the ones that emphasized their
motives focused only at strategic motives related to the growth and success of
the company (100%). In the private sector the companies that provided
statement about their motives to be involved in CSR activities were
represented in higher share (36%) than in the public sector. Among private
companies that stated their motives for involvement in CSR strategic motives
are also dominant (53%). However, value based motives were emphasized
also by considerable number of the companies (42%). Emphasizing of
stakeholders based motives was recorded only in private companies, but still
very rare, by less than 5% of companies providing statements about CSR
motives.

To summarize: leading companies in Serbia in self-presentations of their CSR
programs mainly present performance related reasons as the motives for their
involvement in CSR programs. Contrasting of this finding to consumers’
expectations regarding the motives that should be behind the companies’
CSR activities (Table 2) point out at the first inconsistency in this area.
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Table 2. Comparison of average values of rating of consumers’ expectation in
respect to CSR motives and differences in distribution of answers among
different groups of consumers

Expected motives Average** »
o)) [}
x ) c xS
() =) c 0 =
i @
Value based motives 5,65% * ns ns  ns
Stakeholders related motives 5,64% ns ns ns ns
Performance related motives 5,21° ns ns ns ns

* differences significant with p=0,05 based on x° test of goodness of fit
**different letters indicate significant differences between the values, according to Duncan test at
p <0.05.

Namely, value based and stakeholders’ related motives were with statistical
significance higher rated in comparison to performance related motives that
are mainly emphasized by the companies. Based on the fact that no
significant differences were found in distribution of obtained answers among
observed consumers’ groups, this finding is consistent for all consumers from
urban population of Serbia. The only significant difference between the
distributions of answers was recorded for male and female respondents in the
case of value based motives. Insight in the mean values and distributions of
answers of these rating point out that the mean values of the ratings were the
same but that the male population was much more divided in the opinion,
while the female population provided high frequency answers in wider range
(Fig.2)

Figure 2. Differences in ratings of expectations for value based motives for
CSR by male and female population of consumers in Serbia
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According to the findings of Maignan and Ralston (2002) based on
investigations conducted in France, Netherlands and UK, presentation of CSR
as an activity enhancing the firm's success and survival is dominant practice
among European companies, while the US companies mostly present
introduction of CSR practices as an expression of their own organizational
culture. On the other hand, in post-socialist countries, as stated by Koleva et
al. (2010) on the basis of research conducted in Czech Republic, Slovakia,
Bulgaria, and Romania, the hybrid CSR concept might have also developed in
Serbia that is largely influenced by the exogenous CSR practices from foreign
companies whose subsidiaries are the companies operating in Serbia. Direct
introduction of such CSR practices and motives, without available or sought
information about consumers’ expectations resulted, quite possibly, in
identified discrepancy between CSR motives self-presentation and consumers
expectations.

3.2 Self-presentation of CSR activities vs. consumers’
expectations

Activities implemented by the companies in order to express their CSR
motivations into practice can in general be categorized under three types
targeting different issues: environment, stakeholders and social issues (Wood,
1991). In present research activities related to environment protection,
stakeholders including consumers, suppliers and employees, as well as
contributions to social issues and donations for activities of general interest
were included.

Summarized findings regarding the self-presentation of conducted CSR
activities by the companies in Serbia are provided in Fig.3.

Figure 3 — Self-presented CSR activities by the leading companies in Serbia
with comparison of presented CSR activities by ownership
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Only companies providing self-presentations of their CSR activities (57 % of
total number of reviewed companies) are presented. The shares of
companies presenting diverse CSR activities as dominant or as existent in
their CSR programs are calculated based on total humber of companies
presenting themselves to be socially responsible. Findings are presented
separately for companies with public and companies with private ownership
and for total number of companies.

The dominant among activities presented as the act of company’s social
responsibility are the activities related to the protection of environment.
Regardless of the ownership environment protection was presented as the
activity of CSR by up to 80 % of companies self-presenting themselves as
socially responsible, with up to 50 % of companies presenting environment
protection area as one of the core activities with complete programs and
reports about conducted and planned activities.

With quite similar frequency, companies present their contribution to the
society in general through support of different projects of social development
or donations in fields on common or local interest even if these fields are not
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related in any way to company’s core business. Support to social and local
development is presented as dominant activity with programs and reports by
approximately 30 % of reviewed companies, while the donations are mainly
only listed without detailed reports. Interesting observation is that all public
companies presenting themselves as socially responsible present
involvement in social development as part of their CSR.

Somewhat lower number of companies has some form of extended care for
employees’ program presented among CSR activities (50-60% of companies
having CSR activities presented at their web pages).

On the other hand, fair relations towards consumers and especially with the
suppliers are presented as a part of CSR programs much rarely in
comparison to emphasized issues of environment protection and society
support and development with approximately only 30 % of companies
including these issues in the self-presentations of their CSR programs.

In contrast to the presented findings from self-presentations of CSR programs,
the identified consumers’ expectations regarding CSR (Table 3) are quite
different.

Based on obtained findings the activity with outstanding expectations is fair
treatment of consumers, which was the expectation with the highest rating
regardless of the consumers’ sex, age, earnings level or attitude towards CSR.
This fact is obviously the guide mark for the companies to regard the care
about their consumers as higher CSR priorities.

The second outstanding expectation is extended care for employees. This
finding might be attributed to the expectations dating back into socialist period,
in which care for employees was one of the priority of the companies and as
such presents part of endogenous CSR in post-socialist countries (Koleva et
al., 2010, Stoian and Zaharia 2012). However, findings from the review of the
CSR self-presentations by the leading companies in Serbia point out that
companies are only partly aligned in their CSR programs with the
expectations in this field.

Finally, the third outstanding expectation regarding the CSR is the protection
of the environment which is also the dominantly emphasized activity by the
companies.

Very interesting observation is that the donations in the fields on common or
local interest that are not related to company’s core business are rated with
the lowest expectations from the consumers. In contrast to this finding, based
on the CSR self-presentations such activities are among the most frequently
emphasized ones by the companies. The same situation can be stated for
participation in social development and support to events of general interest
that are not rated high among consumers’ expectations.
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Fair relation with suppliers, which is by the companies emphasized very rarely
as a part of CSR is also by the consumers rated quite low but still higher than
companies’ involvement in social affairs and provision of diverse donations.

Table 3. Rating of consumers’ expectations regarding CSR activities and
differences in distribution of answers among different groups of consumers

Average*** " o
o

< ) c x?g

3 o c 0=

2] < = O=%

i ©
Fair treatment of consumers 6,53% ns ns ns ns
Extended care for employees 6,26" ns ns  xx *
Environment protection 6,10° ns ns ns ns
Fair treatment of suppliers 5,57° ns ns ns ns
Participation in social issues 5,51° ns ns ns ns
Supporting of events 5,41° ns ns ns ns
Donations not related to core business 5,17° ns ns ns ns

* differences significant with p=0,05 based on x” test of goodness of fit
** differences significant with p=0,01 based on ¥ test of goodness of fit
** different letters indicate significant differences between the values, according to Duncan test

at p <0.05.

Differences in distribution of ratings obtained from the consumers were
proven in the case of extended care of employees for consumers with
different earning levels and with different attitudes towards CSR (Fig.4).

From presented results it is obvious that with more positive attitude towards
CSR concept in general the expectations related to extended care about
employees increase. Regarding the income levels, the highest expectations
regarding the extended care for employees were recorded among consumers
with medium incomes. The lowest expectations are among consumers with
very high income levels and among consumers with very low income levels.
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Figure 4. Differences between ratings of expectation of extended care for
employees as part CSR depending on consumers’ earning levels and CSR

attitudes
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4. Conclusions

Self-presentation of CSR programs by the leading companies in Serbia is in
collision with consumers’ expectations in respect to presented CSR motives
and emphasized CSR activities.

Companies mainly present performance-driven motives as the main reason to
be involved in CSR activities, while the consumers expect primarily value-
based and stakeholders-related motives to be the driving factors for CSR.

Contributions to social issues and donations not related to company’s core
activities strongly emphasized in self-presentations of CSR by the companies
are not highly expected activities by the consumers. In contrast, extended
care for employees and especially for consumers are highly expected
activities by the consumers, but the companies rarely emphasized it as part of
CSR. Consumers and companies both agree on high importance of
environment protection, as a part of CSR, but both consumers and companies
do not give much attention to fair relation towards suppliers.
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