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Abstract: Corporate social responsibility (CSR) and sustainable development practices and employer
branding (EB) significantly influence the effectiveness of recruitment processes, human resource
management (HRM), and an employer’s image. The main aim of this study was to assess the
effectiveness of internal and external CSR practices in an international corporation operating in
Poland. The empirical study consisted of two stages. In the first stage, an in-depth interview was
conducted with a group of managers in the examined company. In the second stage, the company’s
employees and local residents (non-employees) were surveyed with the use of questionnaires. The
study demonstrated that CSR activities addressing environmental issues were most effective. External
CSR practices received greater recognition among white-collar (office) employees, whereas blue-
collar (manual) employees were more appreciative of internal CSR measures—in particular, financial
support schemes. The effectiveness of internal and external CSR practices has been rarely compared
in the literature, and the present study was undertaken to fill in this knowledge gap.

Keywords: corporate social responsibility (CSR); sustainable development practice; employer brand-
ing; international brand; recruitment process

1. Introduction

Population aging is a problem that affects all European countries, and it decreases the
size of the working-age population and the availability of employees with the required
qualifications. Programs enhancing employee engagement, as well as corporate social
responsibility (CSR) practices that promote human capital development, environmental
protection, and innovative solutions that foster economic growth, play an increasingly
important role in this context [1]. There are many analogies between the concept of
CSR understood in this way and the approach to the sustainable development of the
economy and enterprises [2]. Some authors even use the terms corporate responsibility
and sustainable development interchangeably. Sustainable development in this sense is
about the use and conservation of natural resources and the orientation of technologies
and institutions so as to achieve and maintain the satisfaction of human needs of present
and future generations [3]. CSR strategies are also one of the tools for improving employer
branding (EB) and establishing effective communication with stakeholders, including
employees (present and prospective), customers, suppliers, as well as local and regional
communities [4]. The choice of optimal CSR strategies, as well as the authenticity and cost-
effectiveness of the implemented measures, are crucial considerations. CSR practices can
deliver a wide range of benefits for businesses by improving their reputation, promoting
employee recruitment and retention, boosting customer loyalty, and improving long-term
financial performance [5].

A company’s CSR practices should be assessed based on the opinions of both external
and internal stakeholders. In view of the significant role of CSR activities and EB in business
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practices and the implementation of sustainable development principles, this study was
undertaken to evaluate the effectiveness of the CSR practices implemented by Michelin
Polska Sp. z 0.0. (hereinafter referred to as Michelin Polska), an international company with
one of its production plants in Olsztyn, Poland. Michelin Polska is the largest employer in
the Polish Region of Warmia and Mazury.

In the realm of academic literature, the examination of CSR practices among poten-
tial employees has so far mostly been conducted taking into account the demographic
characteristics of candidates. The scrutiny of CSR’s impact on employees was conducted
through the analysis of case studies and within distinct market sectors. However, potential
divergences in stakeholder perspectives on external and internal CSR have not yet been
explored. The purpose of this study was to fill this knowledge gap.

The following research questions were formulated to achieve the research objective:

RQ 1. What types of CSR and sustainable development practices does the surveyed
company implement?

RQ 2. How are CSR practices assessed by internal and external stakeholders?

RQ 3. Which CSR and sustainable development practices are most effective and should be
continued to build a positive employer brand?

This paper presents the results of an empirical study that was conducted in 2023
with the involvement of Michelin Polska employees and the residents of Olsztyn city and
Olsztyn county, which are the main labor markets for recruiting prospective employees.

The paper is structured as follows. The Section 1 contains an introduction to the
analyzed topic. The Section 2 contains a review of the literature on CSR, sustainable
development and EB, and their impact on recruitment processes in companies. The Section 3
describes the research methodology and the surveyed company. The results are presented
and discussed in the Section 4. The Section 5 contains a summary of the results and the
formulated conclusions. Recommendations for future research are made in the Section 6.

2. Literature Review
2.1. Corporate Social Responsibility (CSR)

Corporate social responsibility (CSR) is a concept that entered public discourse rela-
tively recently, but according to most researchers, the conceptual underpinnings of CSR can
be traced back to ancient times [6]. However, CSR became an issue of public interest only
at the turn of the 1980s and 1990s. The CSR concept emerged in response to the growing
criticism of international corporations which outsource production processes to developing
countries. The pressure from society forced corporations to formulate more transparent
and rigorous principles relating to their social responsibility practices [7]. However, despite
the fact that the CSR concept has become an integral part of corporate theory and practice,
a universally acceptable and reliable theoretical definition of CSR has not been proposed to
date [8,9]. Moreover, a review of the literature indicates that the number of definitions of
CSR continues to increase dynamically. In 2008, Dahlsrud [10] analyzed 37 definitions and
concluded that although most definitions are cohesive, they differ in how CSR is socially
constructed in a given context. Cintalova and Prokop [9] analyzed 100 definitions and
found that social responsibility is based on volunteering, stakeholders, and the integration
of individual pillars in Carroll’s pyramid of CSR: economic, social, environmental, legal,
philanthropic, and ethical [9,11]. Homer and Gill [12] examined how CSR is described
in keywords by analyzing 144 definitions across seven decades. Their study revealed a
shift away from providers or recipients of CSR, defined as individuals such as managers or
specific groups such as employees, towards keywords describing CSR as an organizational
responsibility that is provided to large groups such as communities, stakeholders, or the
environment. In the present study, CSR is understood as a concept whereby companies
integrate social and environmental concerns in their business operations and in their in-
teractions with stakeholders (internal and external) on a voluntary basis [13]. Nowadays,
corporate social responsibility denotes activities that extend beyond companies’ legal obli-
gations, are consistent with the goals of the United Nations 2030 Agenda for Sustainable
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Development [14], and promote global efforts to improve the quality of life and sustainable
use of natural resources. This implies not only showing concern for the safeguarding
of the environment and resources on a broad scale but also focusing CSR initiatives on
particular domains of operation, such as mitigating the effects of ecological contamination
and socio-economic disparities [15] or, with regard to climate change, devising strategies to
regulate energy usage [16]. The internal experience of corporate social responsibility (CSR)
is also influenced by individual factors, including employee knowledge and awareness
of CSR, their perception of the authenticity of the CSR brand, and their subjective under-
standing of CSR [17]. The research additionally shows the consequences of the lack of
initiatives in the field of corporate social responsibility (CSR) in organizations, as evidenced
by the decline in revenues generated by enterprises. This problem mainly concerns small-
and medium-sized enterprises, whose owners often have limited knowledge of labor law
provisions and ethical guidelines regarding socially responsible enterprises [18].

Despite the fact that CSR attracted the interest of many institutions and researchers at
the turn of the 20th and 21st centuries [19], the literature does not provide conclusive evi-
dence that these business practices can directly affect companies’ financial performance [20].
The CSR concept does not directly influence financial performance measures, but from the
economic perspective, it promotes the implementation of effective strategies, maximizes
profits and revenues, and decreases costs [21]. The impact of CSR practices on costs is
easy to measure, but its influence on revenues is more difficult to determine because CSR
generates indirect benefits that become apparent only in the long term [22]. However, the
advantages of CSR are clearly visible in human resources [22-25] and marketing marketing
campaigns [26-29]. In this context, CSR practices are often associated with EB, namely,
efforts aiming to build an employer’s reputation [30] and brand management.

2.2. Employer Branding (EB)

Organizational branding became a topic of interest in the early 1950s, whereas the
concept of EB was introduced in 1996 [31] by Ambler and Barrow [32], who defined the em-
ployer brand as “the package of functional, economic and psychological benefits provided
by employment and identified with the employing company”. This perspective combines
the management of two types of resources in an organization: human resources and the
brand [33]. Therefore, EB combines human resource management (HRM) with external
marketing activities targeting job seekers, as well as internal marketing activities addressing
employees whose opinions best attest to an organization’s social performance [34]. The
employees interact with external stakeholders; they are members of local communities,
and their opinions considerably influence EB [35]. In this context, EB can be defined as
a set of impressions that are associated with an organization [36]. To create a positive
brand image, organizations should develop effective internal marketing strategies for HRM
and implement a marketing approach in which the employees are the most important
customers from an internal perspective. In this case, the employees are regarded as internal
customers, whereas prospective employees are regarded as external customers [37].

When considering the significance of an employer brand, it is crucial to acknowledge
that its relevance is influenced by the social context in which the brand is presented [32].
Typically, the perception of a brand is shaped by various social expectations [17], which
can be seen as the societal challenges (such as aspects of a sustainable business) and the
values and norms of employee communities, employers’ priorities, the pressures of political
events, and the evolving demand for products and services [38—42].

Therefore, the process of building a positive employer brand as an implementer of the
principles of sustainable development is particularly important for recruiters and human
resource managers [43]. CSR, previously perceived as a form of corporate philanthropy,
is evidently evolving into a significant component of numerous companies’ long-term
strategies. This transformation is not restricted solely to the realm of marketing but also
extends to the field of human resource management, where there is a particular emphasis
on the recruitment and motivation of employees [44]. In the literature, CSR is currently
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identified as one of the most desirable attributes of the employer brand [45-47]. According
to Puncheva-Michelotti, Hudson, and Jin [48], effective communication regarding CSR
practices and employee engagement in CSR can increase the appeal of the employer brand
for job seekers already at the stage of browsing recruitment advertisements. The presence
of information regarding CSR and sustainable development in recruitment advertisements
has a symbolic significance because it represents the core values that will be shared by
employees, which boosts their self-esteem and builds a positive corporate identity [49].
The aim of many EB programs is not only to support recruitment but also to improve
employee engagement and build strong bonds with the organization [50]. The awareness
that an organization acts in a socially responsible manner increases employee satisfaction
and engagement [51]. CSR practices also help companies create a strong and positive
employer brand, suitable for attracting and retaining great talents [44]. Research conducted
among companies listed on the Warsaw Stock Exchange showed that CSR and the employer
brand influence employee turnover intention in small- and medium-sized enterprises [52].
Moreover, Okolocha C.B. [53] proves that the employer brand is a significant mediator
between CSR and turnover intention. However, Buzzao and Rizzi [54] argued that in
an era of rapid social change, job seekers do not focus solely on information about an
employer’s CSR strategy; therefore, recruitment campaigns should contain information
about an employer’s resilience and solidity in times of crisis, thus broadening the focus of
EB beyond mainstream CSR information.

Employer branding strategies should involve external measures addressed to job
seekers, as well as internal measures targeting employees to increase their loyalty and
engagement [55]. External marketing should consist of measures to boost the employer’s
online presence, such as brand positioning, “career” or “job opportunities” tabs on web-
sites, advertisements on recruitment platforms, company profiles on social media and on
business platforms, recruitment videos, blogs, and vlogs, information bulletins, recruitment
apps, virtual job fairs, and recruitment campaigns. Employers can also build their brands
with the use of traditional methods by launching open day campaigns, participating in
job fairs, organizing career orientation meetings with university students, introducing
paid internship and training programs, appointing brand ambassadors at universities,
distributing leaflets, brochures, and posters, placing recruitment advertisements in the
press, participating in employer rankings, launching CSR campaigns, and conducting
educational programs [31,56,57]. In research on the power of branding in attracting young,
job-seeking graduates, it was found that recognizable employer branding activities in vari-
ous sectors (mainly in the electrical and telecommunications sectors) focus on advertising,
word-of-mouth endorsements, and publicity, while less attention is paid to sponsorship
activities [58].

Internal EB addresses employees to increase job satisfaction and create a friendly
workplace. Research conducted in SMEs proves that employee-oriented CSR activities
have a positive impact on the perception of the employer’s brand and brand image among
employees [59]. Organizations can implement a variety of internal marketing activities
in areas such as healthcare, financial assistance, paid sick leave, severance pay, work
safety, workplace ergonomics, welfare benefits, pension plans, transparent job descriptions
and remuneration rules, job satisfaction and career opportunities, employment stability,
financial security, work-life balance, communication, and employee engagement in the
decision-making process [31].

According to the Employer Branding Report for 2023, which has been developed
annually by the HRM Institute since 2012, human resource departments are responsible for
EB in most Polish organizations (54%), and every fifth organization has an EB department.
Employer branding activities are also conducted by marketing departments (25%) and
external and internal communication departments. Most of the surveyed organizations
(62%) prioritized external EB [60].
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2.3. Research Gap

The literature review revealed that in most studies, the impact of CSR practices
on potential employees was analyzed separately in view of the candidates’ age [51],
gender [49,61], and worldview [62]. The influence of CSR on employees was analyzed
in several case studies [63,64] and in specific market sectors [65,66]. However, potential
differences in stakeholder perceptions about external and internal CSR have not been
explored to date. This study was undertaken to fill in this knowledge gap.

3. Materials and Methods

The studied company was Michelin Poland, an international corporation headquar-
tered in Olsztyn. In 2023, Michelin Poland employed around 5000 people in its production
facility in Olsztyn. The Michelin Group is the world’s leading tire manufacturer. The
company manufactures, sells, and promotes products, services, and sustainable mobility
solutions. The Michelin Group employs around 125,000 people around the world, and it is
present in 170 countries on all continents. Michelin Polska is the largest employer in the
Region of Warmia and Mazury. According to the information published on the company’s
website, diversity, equality, and development are the core values of Michelin Poland. In the
area of CSR, the company acknowledges that when customers vest trust in the Michelin
brand, they not only value the excellence of its products and services but also believe in
Michelin’s commitment to employees and communities [67].

To obtain information about Michelin Polska’s initiatives and practices in the area of
CSR, an in-depth interview with a group of employees was conducted in the first stage of
the study. In-depth interviewing is a qualitative research method that involves intensive
interviews with a group of participants to explore their perspectives on specific topics.
This research technique actively engages the researchers and enables them to collect high-
quality data by observing the participants’ responses [68]. The interview was conducted
simultaneously with three Michelin Polska managers representing different levels of man-
agement in the company’s organizational structure to obtain various perspectives on the
analyzed topic. During the interview, the respondents were asked to describe Michelin
Polska’s CSR and EB practices, the thematic and spatial scope of the implemented activities,
the organizational structure, and the objectives and needs associated with the company’s
recruitment policy.

Based on the results of the in-depth interview, a quantitative survey involving an
online questionnaire was conducted in the second stage of the study. The participants were
selected by modified targeted sampling. In line with the adopted sampling protocol, the
respondents were targeted based on the researcher’s individual choice [69]. The surveyed
population involved the employees of the Michelin Polska production plant in Olsztyn and
adult residents of Olsztyn city and Olsztyn county as representatives of the local community.
The aim of the survey was to assess the perceptions of the company’s employees and local
residents (non-employees) regarding the effectiveness of Michelin Polska’s CSR practices.
Two questionnaires were prepared for this purpose. The questionnaire for employees
contained 19 questions, and the questionnaire for the residents of Olsztyn city and Olsztyn
county consisted of 18 questions. Both questionnaires contained a number of identical
questions for comparative analysis, as well as additional questions addressing specific
topics in each group of respondents. The questionnaires contained single-choice, multiple-
choice, and open-ended questions. In the questionnaire addressed to employees, the
importance of factors affecting the respondents’ choice of employer was assessed on a
five-point Likert scale.

The surveys addressing both respondent groups were conducted with the use of the
computer-assisted web interview (CAWI) technique. As recommended by the managers
during the in-depth interview, the questionnaire was distributed via the internal communi-
cations system in Michelin Polska. The CAWI technique was also used to reach members
of Generation Z (born after 1997) [70] who are currently entering the workforce and who
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grew up with the Internet as a part of their daily life [71]. Members of Generation Z are
presently targeted by EB and recruitment campaigns launched by Michelin Polska.

The survey was conducted between June and September 2023, and completed ques-
tionnaires were returned by 720 respondents, including 391 employees of Michelin Polska
and 329 local community members (non-employees). The study involved 46.6% women
and 52.9% men in a proportional age distribution: 31.6% 18-26 years, 30.3% 2740 years,
31.3% 42-55 years, and 6.7% of respondents of pre-retirement age (56 years and older). In
total, 57.2% of respondents had higher education, 42.1% had secondary education, and
0.7% had primary education. Among the surveyed employees, 45.5% of respondents were
blue-collar workers and 54.5% were white-collar workers. The majority of respondents
described their financial situation as average (42.3%) or good (41.3%). The results were
processed statistically with the use of the IBM SPSS Statistics 26 package. The subsequent
statistical tests were conducted: a chi-square (x?) test of independence to evaluate the
association between two variables expressed on a nominal scale and Spearman’s rank
order correlation analysis to ascertain if the examined variables are correlated. In order to
compare between groups, the Kruskal-Wallis test and the Mann—-Whitney test (for the two
groups being compared) were employed due to the non-parametric nature of the distri-
bution. The significance level was set at « = 0.05. The answers to the identical questions
contained in both questionnaires, provided by each respondent group, were compared.
Selected data were described and presented in tables.

4. Results and Discussion

The responses to question one during the in-depth interview with Michelin Polska
managers indicate that the company’s CSR and sustainable development practices address
two main groups of stakeholders. Internal CSR activities target mostly employees, whereas
external CSR activities are addressed to local institutions and members of the local com-
munity, including prospective employees. The main objectives of the implemented CSR
practices were to foster employee loyalty and support recruitment processes, particularly
to reach young people entering the workforce. The following internal CSR projects were
implemented in 2023: 10 activities relating to the Company Social Benefit Fund, 14 activities
relating to employee benefits, 12 activities relating to healthcare plans, and 2 activities
relating to company operations, including the testing of Michelin tires and discounts on
Michelin products. In addition, in 2023, Michelin Polska financed 15 employee volunteer
projects addressed to both internal and external stakeholders. As part of this scheme, the
company finances volunteer projects that are proposed, selected, and implemented by the
employees. Most of these projects targeted the local community and involved educational
campaigns in schools and kindergartens, fundraising campaigns for animal shelters, and
environmental protection campaigns. Michelin Polska implemented 71 external CSR and
sustainable development programs in 2022, and 28 such initiatives had been implemented
by May 2023. For the needs of this study, all CSR activities were divided into the following
thematic groups: support for educational institutions (kindergartens, schools, universities),
support for cultural institutions and events, support for healthcare facilities, support for
sports clubs, social activities for seniors, support for persons with disabilities, and support
for victims of the war in Ukraine.

4.1. Internal Stakeholders’” Perceptions of the Effectiveness of CSR Practices

The respondents” answers to question 2 were analyzed in the following stage of the
study. The perceptions of Michelin Polska employees regarding the effectiveness of CSR
practices were evaluated in a sociodemographic approach to identify potential relationships
between the respondents’ answers and their gender, age, education, type of work, financial
situation, and type of household.

The presence of potential relationships between sociodemographic variables and the
degree of agreement with the statement that businesses should support local communities
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was determined in the first step. Statistically significant results are presented in Tables 1
and 2.

Table 1. Results of Mann-Whitney and Kruskal-Wallis tests comparing the degree of agreement with
the statement that businesses should support local communities.

Degree of Agreement with the
Statement That Businesses Should
Support Local Communities

Mean Rank M SD Z/IH p n?
anl‘;agl 169.11 422 0.98
Type of work (n s ) ~500 <0.001 0.5
(n =213) 218.47 4.59 0.86
Non-family household 146.26 411 0.85
(n=27)
One-person household 203.12 445 0.94
Type of household , (n =42) _ 782 0050  0.01
Family household without children 195.37 445 0.87
(n=83)
Family household with children 200.59 444 0.96

(n = 239)

Key: n—number of observations; M—mean; SD—standard deviation; Z/H—value of the test statistic; p—statistical
significance; n2—effect size. Source: own elaboration based on the results of the survey.

Table 2. Results of Spearman’s rank-order correlation analysis examining the degree of agreement
with the statement that businesses should support local communities among respondents character-
ized by different ages, education levels, and financial situations.

Degree of Agreement with the Statement That Businesses
Should Support Local Communities

Spearman’s rho p
Age 0.22 <0.001
Education 0.20 <0.001
Financial situation 0.15 0.002

Source: own elaboration based on the results of the survey.

According to 89% of the surveyed employees, businesses should support local com-
munities by undertaking non-commercial initiatives that address local problems. This
result validates the European Commission’s statement that CSR contributes to sustainable
development and is increasingly important to the competitiveness of enterprises (European
Commission, 2011) [13]. The analysis revealed that blue-collar workers and people residing
in non-family households were significantly less likely to agree with this statement than
the remaining employee groups. The degree of agreement with the statement that busi-
nesses should become involved in local affairs increased with a rise in the respondents’ age,
educational attainment, and financial situation.

The presence of potential relationships between sociodemographic variables and the
respondents’ opinions regarding the areas in which CSR activities should be initiated
by businesses in Olsztyn region was investigated in the next step of the analysis. The
responses were processed in a series of chi-square tests, and statistically significant results
are presented in Table 3.
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Table 3. Results of the chi-square test examining the relationships between the respondents” opinions
regarding the areas in which CSR activities should be initiated by businesses.

Gender
Areas in Which CSR Activities Should Be Women Men
Initiated by Businesses N % N % X2 p &
Sports promotion in the Region of Warmia No 69 62.2% 124 44.9%
and Mazury Yes ) 37.8% 152 5519% 041 0002016
No 68 61.3% 203 73.6%
Culture Yes 43 38.7% 73 26.4% 570 0.020 0.12
N 94 84.7% 257 93.1%
Social activities for seniors Ye(; 17 15.3% 19 6.9% 6.67 0.019 0.13
N—number of observations; x>—result of the chi-square test; p—statistical significance; p—effect size.
Areas in Which CSR Activities Age in Years
Should Be Initiated by 18-26 27-40 41-55 56+
Businesses in Olsztyn Region N % N % N % N % x? P Ve
. . 15 53.6% 69 53.1% 74 38.9% 16 37.2%
Environmental protection 13 464% 61 46.9% 16 61.1% 27  628% o10 004 014
Education
Areas in Which CSR Activities Secondary General . .
Should Be Initiated by Businesses in Vocational School ~ Secondary School University
Olsztyn Region
N % N % N % x2 14 Vc
. . No 45 45.5% 42 66.7% 83 37.2%
Environmental protection Yes 54 54.5% 21 333% 140 62.8% 155 <0001 022
No 80 80.8% 49 77.8% 140 62.8%
Culture Yes 19 19.2% 14 22% 8  372% 128+ 0005 018
. No 73 73.7% 50 79.4% 127 57.0%
Education Yes 26 26.3% 13 206% 96  43.0% 39 0002020
Assistance for individuals with No 67 67.7% 41 65.1% 200 89.7%
financial difficulties Yes 32 32.3% 2 349% 23 103% o> <0001 029
N—number of observations; x>—result of the chi-square test; p—statistical significance; Vc—effect size.
Type of Work

Areas in Which CSR Activities Should Be

‘s . . . Manual Office
Initiated by Businesses in Olsztyn Region N % N % X2 p ®

. . No 97 54.5% 77 36.2%
Environmental protection Yes 81 45.5% 136 63.8% 13.21 <0.001 0.18

. No 131 73.6% 123 57.7%
Education Yes 47 26.4% 90 42.3% 10.70 0.001 0.17

Assistance for individuals with financial No 122 68.5% 189 88.7%
difficulties Yes 56 31.5% 24 113% 2430 <0001 025

N—number of observations; x>—result of the chi-square test; p—statistical significance; p—effect size. Source: own elaboration
based on the results of the survey.

According to the respondents, the three main areas in which CSR activities should
be initiated were environmental protection, support for healthcare facilities, and sports
promotion in the Region of Warmia and Mazury. Many respondents also supported the
“River Lyna Clean-up Project”, which was one of the employee volunteer programs that
had been financed by Michelin Polska as part of its CSR strategy in the area of environ-
mental protection. Similar results were reported by Wozniak [49] in a study of external
CSR practices, which revealed that most respondents supported initiatives related to ethics
and ecology. A detailed analysis of the results demonstrated that in comparison with
women, men were significantly more likely to support sports promotion programs in
Warmia and Mazury but were significantly less interested in cultural initiatives and so-
cial activities for seniors, which appears to be consistent with societal stereotypes about
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gender interests. Respondents older than 40 were more likely to support environmental
initiatives than younger respondents (up to 40 years of age). In comparison with respon-
dents with secondary vocational and general secondary education, university graduates
were significantly more likely to support CSR and sustainable development programs in
the area of environmental protection, culture, and education but significantly less likely
to support assistance programs for individuals with financial difficulties. White-collar
workers had a significantly greater interest in environmental protection and educational
programs and a significantly smaller interest in assistance programs for individuals with
financial difficulties in comparison with blue-collar workers. Regarding employee support
for environmental projects, similar observations were made by Hughner et al. [72], who
analyzed the demographic profiles of consumers with pro-environmental attitudes. In the
cited study, most consumers who supported environmental initiatives resided in cities,
had secondary or university education, were mostly female, and had a good financial
standing [72].

In addition, respondents with a very poor or poor financial standing were significantly
more likely to support assistance programs for persons with financial difficulties than
respondents with a good or very good financial standing, which could be attributed
to differences in subjective perceptions about individuals who should receive financial
assistance. Employees who rated their financial situation as good or very good were
significantly less supportive of assistance programs for persons with disabilities than
employees with a very poor, poor, or average financial standing. Support for social activities
for seniors was significantly lower among respondents living in family households without
children than in the remaining respondent groups. However, the effect size was small
(Ve <0.30). In addition, respondents from all sociodemographic groups were equally
supportive of CSR measures addressing healthcare facilities in Olsztyn region.

In the next step, potential relationships were identified between sociodemographic
variables and the degree of agreement with the statement that CSR practices targeting
the community, environment, and employees play an important role in the respondents’
choice of employer. The analysis revealed significant differences between respondents
residing in various types of households, as well as significant positive relationships between
the respondents’ age and financial situation vs. the degree of agreement with the above
statement. Employees living in non-family households and single-person households were
significantly less likely to agree with this statement than respondents residing in family
households, and the degree of agreement tended to increase with a rise in the respondents’
age and financial standing. However, the effect size was small (rho < 0.30; n? < 0.06).

The last part of the analysis focused on potential relationships between sociodemo-
graphic variables and the degree of agreement with the statement that Michelin Polska is
a desirable employer that fosters a positive work environment and promotes employee
development. The employees’ responses were processed with the use of the Mann-Whitney
test, Kruskal-Wallis test, and Spearman’s rank-order correlation analysis. The results are
presented in Tables 4 and 5.

The analysis demonstrated that blue-collar workers were significantly less likely
to agree with the above statement than white-collar workers. The degree of agreement
with the statement that Michelin Polska is a desirable employer that fosters a positive
work environment and promotes employee development increased with a rise in the
respondents’ age, educational attainment, and financial status. However, the effect size
was small (rho < 0.30; % < 0.06).
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Table 4. Results of Mann-Whitney and Kruskal-Wallis tests examining the relationship between
the respondents’ type of work vs. the statement that Michelin Polska is an employer that fosters a
positive work environment and promotes employee development.

Degree of Agreement with the Statement That Michelin Polska Is a
Desirable Employer That Fosters a Positive Work Environment and
Promotes Employee Development

Mean Rank M SD ZIH p n?
(anl‘;asl) 170.46 3.69 1.27
Type of work ”O—ff, —436  <0.001  0.05
(= lzclz) 217.35 421 1.02

n—number of observations; M—mean; SD—standard deviation; Z/H—value of the test statistic; p—statistical
significance; n>—effect size. Source: own elaboration based on the results of the survey.

Table 5. Results of Spearman’s rank-order correlation analysis examining the relationships between
the respondents vs. the statement that Michelin Polska is a desirable employer that fosters a positive
work environment and promotes employee development.

Degree of Agreement with the Statement That Michelin Polska Is a
Desirable Employer That Fosters a Positive Work Environment and
Promotes Employee Development

Spearman’s rho p
Age 0.12 0.016
Education 0.13 0.013

Source: own elaboration based on the results of the survey.

4.2. External Stakeholders” Perceptions of the Effectiveness of CSR Practices in a
Sociodemographic Approach

In the next stage of the study, the perceptions of local community members (non-
employees) regarding the effectiveness of Michelin Polska’s CRS practices were evaluated
in a sociodemographic approach. Similar to the employee survey, the presence of potential
relationships between sociodemographic variables and the degree of agreement with the
statement that businesses should support local communities was determined in the first
step of the analysis. Gender was the only variable that induced significant differences in
the degree of agreement with the above statement (Table 6).

Table 6. Results of Mann—-Whitney and Kruskal-Wallis tests examining the relationship between the
respondents’ gender and the statement that businesses should support local communities.

Degree of Agreement with the Statement That Businesses
Should Support Local Communities

Mean Rank M SD ZIH p n?
Women (1 = 212) 171.25 425 0.80
Gender yjen (1 = 115) 150.63 4.08 0.81 -207 003 001

Key: n—number of observations; M—mean; SD—standard deviation; Z/H—value of the test statistic; p—statistical
significance; n>—effect size. Source: own elaboration based on the results of the survey.

In total, 85.2% of the surveyed external stakeholders agreed with the statement that
businesses should support local communities by undertaking non-commercial initiatives
that address local problems, and the result is similar to that noted among employees. A
detailed analysis revealed that women were significantly more likely to agree with this
statement than men. Based on previous research findings, it can be concluded that the
difference in perceptions regarding the importance of CSR practices continues to decrease
between the genders. Studies conducted in the late 1990s demonstrated clear differences
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between the genders regarding their perceptions about the importance of CSR activities
initiated by prospective employers [61]. A decade later, Pfieffelmann et al. [62] observed
that women were significantly more likely to regard organizational culture as a factor that
influenced their choice of employer, but they did not report any differences between the
genders regarding the perceived importance of CSR activities addressing environmental
issues. In a study conducted by Wozniak [49] on a Polish population sample, differences
between the genders were smaller than anticipated, and women and men differed sig-
nificantly only in perceptions regarding the importance of CSR practices addressing the
environment and local communities. However, due to considerable variations in the results
of the cited studies, as well as the small effect size in the present study (12 < 0.06), there is
no clear evidence to indicate that gender is a factor that significantly affects the degree of
agreement with the statement that businesses should support local communities or that it
significantly influences the choice of employer.

The presence of potential relationships between sociodemographic variables and the
respondents’ opinions regarding the areas in which CSR activities should be initiated
by businesses in Olsztyn region was investigated in the next step of the analysis. The
responses were processed in a series of chi-square tests, and statistically significant results
are presented in Table 7.

Table 7. Results of the chi-square test examining the relationships between the respondents and their
opinions regarding the areas in which CSR activities should be initiated by businesses.

Areas in Which CSR Activities Age in Years
Businesses in Olsztyn Region 18-26 27-40 41-55 6+
N % N % N % % x> p Ve
No 106 57.6% 64 711% 43 93.5% 62.5%

Support for healthcare facilities

2246  <0.001 0.26

— g wu |2

Yes 78 424% 26  289% 3 6.5% 37.5%
. L . No 175 95.1% 73 81.1% 38 82.6% 87.5%
Social activities for seniors Yes 9 4.99% 17 18.9% 3 17.4% 12.5% 15.03 0.002 0.21
Education
Areas in Which CSR Activities Should Secondary General ) )
Be Initiated by BuS}nesses in Vocational Secondary University
Olsztyn Region
N % N % N % x> p Ve
. . No 23 53.5% 51 52.6% 72  38.3%
Environmental protection Yes 20 465% 46  474% 116 617 90 0032 015
- No 25  581% 54 55.7% 139 73.9%
Support for healthcare facilities Yes 18 419% 43 443% 49  26.1% 11.12 0.004 0.18
Assistance for individuals with No 32 744% 65 67.0% 153 81.4% 738 0.025 015
financial difficulties Yes 11 25.6% 32 33.0% 35 18.6% ’ : ’
N 41 95.3% 91 93.8% 161 85.6%
Social activities for seniors Ye(; 5 4.7%0 6 6.2%0 27 14.4% 6.37 0.041 0.14

N—number of observations; x?—result of the chi-square test; p—statistical significance; Vc—effect size. Source:

own elaboration based on the results of the survey.

The analysis revealed that respondents aged 41-55 were significantly less likely to
support initiatives targeting healthcare facilities than the remaining age groups, and respon-
dents aged 18-26 were significantly less likely to support social activities for seniors than
the remaining age groups, which could be attributed to the fact that younger people are
generally less concerned with aging and the well-being of seniors. Similar to the employee
survey, external stakeholders with a university education were significantly more likely
to recognize the importance of CSR activities targeting the environment and seniors than
respondents with secondary vocational and general secondary education, whereas respon-
dents with secondary education were significantly more likely to recognize the importance
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of support programs for healthcare facilities and persons with financial difficulties than
university graduates. Respondents with a good or very good financial standing were less
likely to support assistance schemes for persons with financial difficulties than respondents
with a poor or very poor financial standing, which indicates that subjective perceptions
of financial well-being and financial needs affect the respondents” opinions regarding the
most desirable types of CSR activities. Respondents living in non-family households were
significantly more likely to recognize the importance of CSR measures targeting healthcare
facilities than the remaining respondent groups. Respondents living in family households
without children were significantly less likely to advocate for educational initiatives than
the remaining respondent groups.

However, significant differences were noted in the respondents’ opinions regarding
the areas in which CSR activities should be initiated by businesses. Similar to the employee
survey, the highest percentage of external stakeholders were of the opinion that businesses
should initiate environmental protection schemes, followed by educational and cultural
programs. More than 50% of the surveyed employees supported sports programs, but these
initiatives were regarded as important by only 39% of external stakeholders. This difference
could be attributed to the fact that most manufacturing plants employ men, which is also
the case in Michelin Polska.

The last part of the analysis focused on potential relationships between sociodemo-
graphic variables and the degree of agreement with the statement that Michelin Polska is an
attractive employer because its CSR strategy addresses the local community, environment,
and employees. A total of 52% of respondents agreed with the above statement. The results
of the Mann-Whitney and Kruskal-Wallis tests revealed that gender was the only variable
that induced significant differences in the respondents’ claims that CSR was an important
factor when choosing an employer. Significantly more women than men would choose em-
ployers who implemented CSR initiatives. In this case, the effect size was moderately high
(0.06 <1? < 0.14). The remaining sociodemographic factors were not bound by significant
relationships with the analyzed dependent variable, which indicates that, regardless of
their age, education, financial standing, and type of household, the respondents regarded
CSR as an important consideration when choosing an employer.

5. Conclusions

An analysis of the effectiveness of CSR and sustainable development activities initi-
ated by Michelin Polska revealed that both internal and external stakeholders were of the
opinion that the company’s CSR strategy should focus primarily on environmental issues.
This finding has the potential to bolster the political endeavors of governments and institu-
tions in enhancing the inclination of companies to engage in the execution of sustainable
development and socially accountable initiatives. Based on the respondents’ answers to
question three, CSR measures promoting environmental protection are most effective and
should be continued to build a positive employer brand in both segments. However, the im-
portance of environmental CSR was more frequently recognized by middle-aged and older
respondents, as well as better-educated respondents who were Michelin Polska employees
and/or prospective office employees. Blue-collar workers were significantly less likely to
recognize the importance of CSR measures targeting the environment, which suggests that
environmental CSR would not affect the choice of employer in this group of respondents.
Blue-collar workers were more likely to recognize the importance of assistance programs
for persons with financial difficulties, which suggests that internal communication with
manual workers as well as external communication with blue-collar applicants should fo-
cus on CSR activities implemented within the organization, particularly initiatives relating
to the Company Social Benefits Fund, non-financial benefits, and assistance for persons
in a difficult financial situation. The results of the study also indicate that women were
significantly more likely to choose employers who implement CSR measures addressing the
local community, environment, and employees. This observation suggests that information
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about the company’s external CSR practices should be communicated mainly to women to
build a strong employer brand among both internal and external stakeholders.

6. Study Limitations and Directions for Further Research

The main limitation of the study was the wide range of CSR activities implemented
by Michelin Polska. An extensive CSR strategy enabled the researchers to analyze the
significance of CSR in a more holistic approach, but due to the multiplicity of CSR and
sustainable development programs, the collected data had to be aggregated, and the
analysis had to be narrowed down to the sociodemographic approach. However, an
evaluation of internal and external stakeholders’ attitudes towards specific types of CSR
activities (such as environmental protection or social assistance) indicates that further
research is needed to explore the significance of various CSR practices in greater detail. In
addition, the results of studies investigating whether gender was a factor that significantly
differentiated the respondents’ perceptions regarding CSR activities that contribute to a
positive employer brand were inconclusive, and further research is also needed in this area
to identify social factors and other factors that contribute to these differences.

The authors propose that, in order to address the identified limitations, it would be
beneficial to carry out additional research involving enterprises from various industries.
Furthermore, when it comes to international enterprises, it would be important to examine
the influence of corporate social responsibility activities on employer branding in diverse
cultural contexts.

Author Contributions: Conceptualization, K.A., TW. and M.S.; methodology, K.A., TW. and M.S;
software, K.A., TW. and M.S,; validation, K.A., T.W. and M.S.; formal analysis, K.A.; investigation,
K.A., TW. and M.S,; resources, K.A. and T.W.; data curation, K.A., TW. and M.S.; writing—original
draft preparation, K.A., TW. and M.S.; writing—review and editing K.A., TW. and M.S,; visualization,
K.A., TW. and M.S,; supervision, K.A.; project administration, K.A. and T.W.; funding acquisition,
KA., TW. and M.S. All authors have read and agreed to the published version of the manuscript.

Funding: This research received no external funding.
Institutional Review Board Statement: Not applicable.
Informed Consent Statement: Not applicable.

Data Availability Statement: The data presented in this study are available on request from the
corresponding author.

Conflicts of Interest: The authors declare no conflicts of interest.

References

1. Oliveira, R.; Zanella, A.; Camanho, A.S. The assessment of corporate social responsibility: The construction of an industry ranking
and identification of potential for improvement. Eur. J. Oper. Res. 2019, 278, 498-513. [CrossRef]

2. Hediger, W. Framing Corporate Social Responsibility and Contribution to Sustainable Development. In Working Paper Series nr
02/2007; Center for Corporate Responsibility and Sustainability at the University of Zurich: Zurich, Switzerland, 2007.

3. Zuzek, D.K. Corporate social responsibility in the sustainable development of enterprises. Matopolskiej Wyzszej Szkoty Ekon. W
Tarnowie 2012, 21, 197-207.

4. Cunha, S.; Proenca, T.; Ferreira, M.R. Employees Perceptions about Corporate Social Responsibility—Understanding CSR and Job
Engagement through Meaningfulness, Bottom-Up Approach and Calling Orientation. Sustainability 2022, 14, 14606. [CrossRef]

5. Mandina, S.P.; Maravire, C.; Masere, V.S. Effectiveness of Corporate Social Responsibility in Enhancing Company Image. Eur. J.
Bus. Manag. 2014, 6, 46-61.

6.  Sieminski, M.; Wedrowska, E.; Krukowski, K. Cultural Aspect of Social Responsibility Implementation in SMEs. Eur. Res. Stud. |.
2020, XXIII, 68-84. [CrossRef] [PubMed]

7. Randgen, H. Corporate Social Responsibility Practice in the Mining Industry; Lulea University of Technology: Lulea, Sweden, 2013.

8. Russo, A.; Perrim, F. Investigating Stakeholder Theory and Social Capital: CSR in Large Firms and SMEs. |. Bus. Ethics 2010, 91,
207-221. [CrossRef]

9. Cincalovd, S.; Prokop, M. How is Corporate Social Responsibility Meant: Analysis of 100 Definitions. In Proceedings of the

International Scientific Conference Hradec Economic Days 2019 Part I, Hradec Kralove, Czech Republic, 5-6 February 2019.


https://doi.org/10.1016/j.ejor.2018.11.042
https://doi.org/10.3390/su142114606
https://doi.org/10.35808/ersj/1625
https://www.ncbi.nlm.nih.gov/pubmed/38475161
https://doi.org/10.1007/s10551-009-0079-z

Sustainability 2024, 16, 2654 14 of 16

10.

11.
12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24.

25.
26.
27.
28.
29.
30.
31.
32.
33.
34.
35.
36.
37.

38.

39.

Dahlsrud, A. How corporate social responsibility is defined: An analysis of 37 definitions. Corp. Soc. Responsib. Environ. Manag.
2008, 15, 1-13. [CrossRef]

Carroll, A.B. Carroll’s pyramid of CSR: Taking another look. Int. J. Corp. Soc. Responsib. 2016, 1, 3. [CrossRef]

Homer, S.T.; Gill, C.M. How Corporate Social Responsibility Is Described in Keywords: An Analysis of 144 CSR Definitions
Across Seven Decades. Glob. Bus. Rev. 2022. [CrossRef]

European Commission. Communication from the Commission to the European Parliament, the Council, the European Economic and Social
Committee and the Committee of Regions: A Renewed EU Strategy 2011-14 for Corporate Social Responsibility; European Commission:
Brussels, Belgium, 2011.

United Nations. Transforming Our World: The 2030 Agenda for Sustainable Development, A/RES/70/1; United Nations, Department of
Economic and Social Affairs: New York, NY, USA, 2015.

Liao, L.; Du, M.; Chen, Z. Environmental pollution and socioeconomic health inequality: Evidence from China. Sustain. Cities Soc.
2023, 95, 104579. [CrossRef]

Wei, Y,; Du, M.; Huang, Z. The effects of energy quota trading on total factor productivity and economic potential in industrial
sector: Evidence from China. J. Clean. Prod. 2024, 445, 141227. [CrossRef]

Carlini, J.; Grace, D. The corporate social responsibility (CSR) internal branding model: Aligning employees” CSR awareness,
knowledge, and experience to deliver positive employee performance outcomes. J. Mark. Manag. 2021, 37, 732-760. [CrossRef]
Asad, M.; Haider, S.H.; Fatima, M. Corporate social responsibility, business ethics, and labor laws: A qualitative analysis on SMEs
in Sialkot. J. Leg. Ethical Regul. Issues 2018, 21, 1-7.

Gawel, W.; Golba, D. Zrédta i droga ewolugji koncepdji spotecznej odpowiedzialnosci biznesu. In Ekonomia zréwnowazonego
rozwoju. Spoleczeristwo, Srodowisko, Innowacje w gospodarce; Dziuba, R., Szewczyk, M., Okraszewska, E., Eds.; Wydawnictwo
Uniwersytetu Lédzkiego: L6dz, Poland, 2016; pp. 25-39.

Zaborek, P. CSR and Financial Performance: The Case of Polish Small and Medium Manufacturers. Int. |. Manag. Econ. 2015, 43,
53-73. [CrossRef]

Wojcik-Jurkiewicz, M. Idea spolecznie odpowiedzialnego biznesu a ksztaltowanie wyniku finansowego spoétki. Stud. Ekon. 2016,
253, 140-150.

Xiao, M.; Cooke, EL.; Xu, J.; Bian, H. To what extent is corporate social responsibility part of human resource management in the
Chinese context? A review of literature and future research directions. Hum. Resour. Manag. Rev. 2020, 30, 100726. [CrossRef]
Santana, M.; Morales-Sanchez, R.; Pasamar, S. Mapping the Link between Corporate Social Responsibility (CSR) and Human
Resource Management (HRM): How Is This Relationship Measured? Sustainability 2020, 12, 1678. [CrossRef]

Stahl, G.K.; Brewster, C.J.; Collings, D.G.; Hajro, A. Enhancing the role of human resource management in corporate sustainability
and social responsibility: A multi-stakeholder, multidimensional approach to HRM. Hum. Resour. Manag. Rev. 2020, 30, 100708.
[CrossRef]

Zieliriski, M. Korzysci z enia koncepcji CSR w zarzadzaniu zasobami ludzkimi. Zesz. Nauk. Politech. Slaskiej. Organ. I Zarzqdzanie
2014, 74, 653-663.

Moliner, M.A.; Monferrer Tirado, D.; Estrada-Guillén, M. CSR marketing outcomes and branch managers’ perceptions of CSR. Int.
J. Bank Mark. 2020, 38, 63-85. [CrossRef]

Sanclemente-Téllez, ].C. Marketing and Corporate Social Responsibility (CSR). Moving between broadening the concept of
marketing and social factors as a marketing strategy. Span. J. Mark.—ESIC 2017, 21, 4-25. [CrossRef]

Drzazga, M.; Spyra, Z. Spoteczna odpowiedzialno$¢ w marketingu—Wybrane aspekty. Stud. Pr. WNEiZ US 2018, 51, 33-43.
[CrossRef]

Vaaland, T.I.; Heide, M.; Grenhaug, K. Corporate social responsibility: Investigating theory and research in the marketing context.
Eur. . Mark. 2008, 42, 927-953. [CrossRef]

Kozlowski, M. Employer Branding. Budowanie Wizerunku Pracodawcy Krok po Kroku; Wolters Kluwer: Warszawa, Poland, 2016.
Oczkowska, R. Kreowanie wizerunku organizacji jako pracodawcy. Eduk. Ekon. I Menedzerow 2015, 4, 185-197. [CrossRef]
Ambler, T.; Barrow, S. The Employer Brand. J. Brand Manag. 1996, 4, 185-206. [CrossRef]

Wojtaszczyk, K. Employer Branding, Czyli Zarzadzanie Markq Pracodawcy. Uwarunkowania, Procesy, Pomiar; Wydawnictwo Uniwer-
sytetu Lodzkiego: L.6dz, Poland, 2012.

Zareba, P. CSR na firmowym gruncie. Pers. I Zarzqdzanie 2014, 4, 33-35.

Ratajczak, M.; Wotoszyn, J.; Stawicka, E. Koncepcja CSR w aspekcie pracownikéw na przykladzie przedsiebiorstw agrobiznesu z
wojewddztwa mazowieckiego. In Polityka Ekonomiczna; Sokotowski, J., Sosnowski, M., Zabinski, A., Eds.; Prace Naukowe UE we
Wroctawiu nr 246: Wroctaw, Poland, 2012.

Figiel, A. Czym jest wizerunek przedsiebiorstwa: Proba zdefiniowania. Ekon. Probl. Ustug 2011, 74, 83-95.

Gonera, K.; Olszak-Dyk, E. Employer branding management as an example of selected organization. Res. Pap. Wroctaw Univ.
Econ. 2016, 419, 43-55.

Kele, J.E.; Cassell, C.M. The Face of the Firm: The Impact of Emloyer Branding on Diversity. Br. J. Manag. 2022, 34, 692-708.
[CrossRef]

Angelopoulou, M. Employer Branding Contextualized. A Qualitative Study in Greece during the Financial Crisis. University
of Gothenburg. 2015. Available online: https://gupea.ub.gu.se/bitstream/handle/2077/41179/gupea_2077_41179_1.pdf?
sequence=1&isAllowed=y (accessed on 12 March 2024).


https://doi.org/10.1002/csr.132
https://doi.org/10.1186/s40991-016-0004-6
https://doi.org/10.1177/09721509221101141
https://doi.org/10.1016/j.scs.2023.104579
https://doi.org/10.1016/j.jclepro.2024.141227
https://doi.org/10.1080/0267257X.2020.1860113
https://doi.org/10.1515/ijme-2015-0003
https://doi.org/10.1016/j.hrmr.2019.100726
https://doi.org/10.3390/su12041678
https://doi.org/10.1016/j.hrmr.2019.100708
https://doi.org/10.1108/IJBM-11-2018-0307
https://doi.org/10.1016/j.sjme.2017.05.001
https://doi.org/10.18276/sip.2018.51/2-03
https://doi.org/10.1108/03090560810891082
https://doi.org/10.5604/01.3001.0009.4672
https://doi.org/10.1057/bm.1996.42
https://doi.org/10.1111/1467-8551.12608
https://gupea.ub.gu.se/bitstream/handle/2077/41179/gupea_2077_41179_1.pdf?sequence=1&isAllowed=y
https://gupea.ub.gu.se/bitstream/handle/2077/41179/gupea_2077_41179_1.pdf?sequence=1&isAllowed=y

Sustainability 2024, 16, 2654 15 of 16

40.

41.

42.

43.

44.

45.

46.

47.

48.

49.

50.

51.

52.

53.

54.

55.

56.

57.

58.
59.

60.

61.

62.

63.

64.

65.
66.

67.
68.
69.
70.

Kryger Aggerholm, H.; Esmann Andersen, S.; Thomsen, C. Conceptualising employer branding in sustainable organisations.
Corp. Commun. Int. ]. 2011, 16, 105-123. [CrossRef]

Kucherov, D.G.; Alkanova, O.N.; Lisovskaia, A.Y.; Tsybova, V.S. Employer branding orientation: Effects on recruitment perfor-
mance under COVID-19. Int. J. Hum. Resour. Manag. 2023, 34, 2107-2135. [CrossRef]

Matlovi¢, R.; Matlovi¢ova, K.; Némethyova, B. Academic Institutionalisation and Social Relevance of Geography. In Proceedings
of the 19th International Conference Geography and Geoinformatics: Challenge for Practise and Education, Brno, Czech Republic,
8-9 September 2011; Svobodova, H., Ed.; Muni Press, Masarykova Univerzita: Brno, Czech Republic, 2012; pp. 50-60.

Rubik, J.; Szydetko, L. Raporty CSR a employer branding. Mod. Manag. Rev. 2016, 23, 91-100. [CrossRef]

Dokania, A.K.; Pathak, G.S. Corporate social responsibility and employer branding: A case study of Indian information technology
industry. Rev. HRM 2013, 2, 149-158.

Hoppe, D.; Keller, H.; Horstmann, F. Got Employer Image? How Applicants Choose Their Employer. Corp. Reput. Rev. 2022, 25,
139-159. [CrossRef]

Dogl, C.; Holtbriigge, D. Corporate environmental responsibility, employer reputation and employee commitment: An empirical
study in developed and emerging economies. Int. J. Hum. Resour. Manag. 2014, 25, 1739-1762. [CrossRef]

Saini, A.; Saini, G.K.; Kumar, S. Role of Corporate Social Marketing Campaigns in Employer Branding: A Study of Campus
Engagement Initiatives. Soc. Mark. Q. 2021, 27, 324-346. [CrossRef]

Puncheva-Michelotti, P.; Hudson, S.; Jin, G. Employer branding and CSR communication in online recruitment advertising. Bus.
Horiz. Elsevie 2018, 61, 643-651. [CrossRef]

Wozniak, J. Wptyw informagji o dzialaniach CSR firmy na decyzje jej potencjalnych pracownikéw réznej plci. Zarzqdzanie
Zasobami Ludzkimi 2017, 1, 118-134.

Ver¢i¢, A.T. The impact of employee engagement, organisational support and employer branding on internal communication
satisfaction. Public Relat. Rev. 2021, 47, 102009. [CrossRef]

Zientara, P.; Zamojska, A.; Nikodemska-Wolowik, A.M. CSR, age management and altruism: The role of future time perspective
and personal altruistic convictions. Przedsiebiorczosé¢ I Zarzadzanie 2018, 19, 439-454.

Stuss, M. Corporate social responsibility as an employer branding tool: The study results of selected companies listed on GPW.
Int. . Contemp. Manag. 2018, 17, 249-267. [CrossRef]

Okolocha, C.B. Influence of Employee-Focused Corporate Social Responsibility and Employer Brand on Turnover Intention. Eur.
J. Bus. Manag. 2020, 12, 53-61.

Buzzao, G.; Rizzi, F. Who is CSR for in employer branding? Insights on employer branding strategies across industries, educational
backgrounds and career styles. Corp. Soc. Responsib. Environ. Manag. 2024, 31, 1123-1141. [CrossRef]

Theurer, C.P; Tumasjan, A.; Welpe, LM.; Lievens, F. Employer Branding: A Brand Equity-based Literature Review and Research
Agenda: Brand Equity-Based Employer Branding. Int. ]. Manag. Rev. 2016, 20, 155-179. [CrossRef]

Seczkowska, K. Zewnetrzny employer branding jako metoda wspodtczesnego budowania wizerunku pracodawcy w czasach
pracy zdalnej. In Badania i Rozwdj Miodych Naukowcéw w Polsce: Nauki Humanistyczne i Spoteczne; Nyckowiak, J., Lesny, J., Eds.;
Miodzi Naukowcy: Lublin, Poland, 2021; pp. 83-88.

Szczepanski, K. Application of employer branding in order to improve attractiveness of the employer in polish circumstances.
Zesz. Nauk. Politech. Poznariskiej. Organ. I Zarzqdzanie 2013, 61, 163-172.

Khan, M.K.; Naseem, I. Investigating the Power of Employer Branding Attributes. Am. J. Bus. Manag. 2015, 4, 49-60.

Ozcan, F; Elgi, M. Employees’ Perception of CSR Affecting Employer Brand, Brand Image, and Corporate Reputation. Sage Open
2020, 10, 2158244020972372. [CrossRef]

HRM Institute. RAPORT Employer branding w Polsce 2023. 2023. Available online: https://hrminstitute.pl/wp-content/
uploads/2023/06/23REBWPL.pdf?utm_source=webinar%?20kultura&utm_medium=email&utm_campaign=raport_eb_w_
polsce&utm_term=2024-03-05 (accessed on 16 November 2023).

Burton, B.K.; Hegarty, W.H. Some Determinants of Student Corporate Social Responsibility Orientation. Bus. Soc. 1999, 38,
188-205. [CrossRef]

Pfieffelmann, B.; Wagner, S.H.; Libkuman, T. Recruiting on corporate web sites: Perceptions of fit and attraction. Int. J. Sel. Assess.
2010, 18, 40-47. [CrossRef]

Lubas, M. Benefits of applying CSR concepts in the field of human capital management. Provident Polska case study. ZN WSH
Zarzadzanie 2020, 21, 217-226. [CrossRef]

Badura-Mojza, A. Company’s activities against employees according to the theory of corporate social responsibility (CSR)—A
case study. Studia Ekonomiczne. Zesz. Nauk. Uniw. Ekon. W Katowicach 2016, 283, 86-98.

Kubiczek, J. Etyka i spoteczna odpowiedzialnos¢ biznesu na przyktadzie linii lotniczych. Mark. I Rynek 2020, 31, 23-29. [CrossRef]
Pawlak, K.; Dziadkiewicz, A. Influence of CSR Activities in Fashion Industry on Generation Z Customers’ Willingness to Accept
a Higher Price. Przedsigbiorczosé—Eduk. [Entrep.—Educ.] 2019, 15, 139-152.

Michelin w Polsce. 2023. Available online: https:/ /praca.michelin.pl/michelin-w-polsce (accessed on 16 November 2023).
Nikodemska-Wotowik, A.M. Jakosciowe Badania Marketingowe; Polskie Wydawnictwo Ekonomiczne: Warszawa, Poland, 1999.
Stachak, S. Podstawy Metodologii Nauk Ekonomicznych; Wydawnictwo “Ksiazka i Wiedza”: Warszawa, Poland, 2006.

Harari, T.T.; Sela, Y.; Bareket-Bojmel, L. Gen Z during the COVID-19 crisis: A comparative analysis of the differences between
Gen Z and Gen X in resilience, values and attitudes. Curr. Psychol. 2023, 42, 24223-24232. [CrossRef] [PubMed]


https://doi.org/10.1108/13563281111141642
https://doi.org/10.1080/09585192.2022.2063065
https://doi.org/10.7862/rz.2016.mmr.19
https://doi.org/10.1057/s41299-021-00119-3
https://doi.org/10.1080/09585192.2013.859164
https://doi.org/10.1177/15245004211053858
https://doi.org/10.1016/j.bushor.2018.04.003
https://doi.org/10.1016/j.pubrev.2021.102009
https://doi.org/10.4467/24498939IJCM.18.014.8393
https://doi.org/10.1002/csr.2616
https://doi.org/10.1111/ijmr.12121
https://doi.org/10.1177/2158244020972372
https://hrminstitute.pl/wp-content/uploads/2023/06/23REBWPL.pdf?utm_source=webinar%20kultura&utm_medium=email&utm_campaign=raport_eb_w_polsce&utm_term=2024-03-05
https://hrminstitute.pl/wp-content/uploads/2023/06/23REBWPL.pdf?utm_source=webinar%20kultura&utm_medium=email&utm_campaign=raport_eb_w_polsce&utm_term=2024-03-05
https://hrminstitute.pl/wp-content/uploads/2023/06/23REBWPL.pdf?utm_source=webinar%20kultura&utm_medium=email&utm_campaign=raport_eb_w_polsce&utm_term=2024-03-05
https://doi.org/10.1177/000765039903800204
https://doi.org/10.1111/j.1468-2389.2010.00487.x
https://doi.org/10.5604/01.3001.0014.1254
https://doi.org/10.33226/1231-7853.2020.10.3
https://praca.michelin.pl/michelin-w-polsce
https://doi.org/10.1007/s12144-022-03501-4
https://www.ncbi.nlm.nih.gov/pubmed/35967492

Sustainability 2024, 16, 2654 16 of 16

71. Dabrowski, L.S.; Sroda-Murawska, S. GloTbalised and culturally homogenised? How Generation Z in Poland spends their free
time. Leis. Stud. 2022, 41, 164-179. [CrossRef]

72.  Hughner, R.S.; McDonagh, P; Prothero, A.; Shultz II, C.J.; Stanton, . Who are organic food consumers? A compilation and review
of why people purchase organic food. . Consum. Behav. 2007, 6, 94-110. [CrossRef]

Disclaimer/Publisher’s Note: The statements, opinions and data contained in all publications are solely those of the individual
author(s) and contributor(s) and not of MDPI and/or the editor(s). MDPI and/or the editor(s) disclaim responsibility for any injury to
people or property resulting from any ideas, methods, instructions or products referred to in the content.


https://doi.org/10.1080/02614367.2021.1975800
https://doi.org/10.1002/cb.210

	Introduction 
	Literature Review 
	Corporate Social Responsibility (CSR) 
	Employer Branding (EB) 
	Research Gap 

	Materials and Methods 
	Results and Discussion 
	Internal Stakeholders’ Perceptions of the Effectiveness of CSR Practices 
	External Stakeholders’ Perceptions of the Effectiveness of CSR Practices in a Sociodemographic Approach 

	Conclusions 
	Study Limitations and Directions for Further Research 
	References

