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1 Abstract

This Thesis is dedicated to research if CSR (CaeoBocial Responsibility) activities
that are undertaken by companies can affect thectitteness of those companies as a
potential employer. Appreciating the fact that tinelerlying conceptualization of CSR
can differ in a cultural context, this study isreed out as a cross-cultural study, re-
searching also the effects of different culturatkgarounds on perceiving CSR activities
as an important characteristic for a potential @ygl. The target group of this study
will be graduate business students.

The main objective of this study is therefore ésearch whether CSR activities
of companies can function as an attractivenessrfficim a graduate business student's
perspective. Furthermore, the study aims to idgntie underlying set of values that
determine the perceived importance of CSR.

The purpose of this study is one the one hamddearch the correlation of CSR
activities and company attractiveness which cabdyeeficial for the Human Resource
Management as an instrument for attracting taledtan the other hand to provide evi-
dence on the connection between different setalofeg and the perceived importance
of CSR.

The study will be conducted by gathering a seirohary data through a survey.
The data set will consist of responses by partitgpavho are graduate business students

from India, Iceland, Germany and USA.

Key Words: CSR, Corporate Social Responsibility, P-O fit, srosltural differences,

individual values, cultural dimensions
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2 Introduction

The idea of Corporate Social Responsibility (CSB8If is barely a new conception. In
fact, the underlying concept is based on an ideialwils more than 2000 years old and
was already formulated by Aristotle. The idea thadnomic activity is not directed to
establish a self sustaining system but ratherta@bfor a good and prosper living (Sol-
omon, 2004).

Throughout the centuries, different philosophergehpicked up this concept and
developed complex frameworks for human interaceoi behavior including rights
and duties of the individual. In 1513 Machiavethated in his famous work "Il Principe"
that leaders should appear virtuous, even though thight have to act against those
virtues when the own safety is at stake (Solom@@42 The degree to which leaders
can abandon their virtues is connected to the panare their legitimacy is endangered
(Solomon, 2004). This idea is easily transferablenanagers of companies and also
bears a connection to two of the most famous modiems on CSR. On the one hand
there is Freeman (1984) who proposes the ideabtishess should increase value for
all of its stakeholders and thus enable a goodpansber living for society as large, just
as Aristotle proposed. On the other hand, theférisdman (1970) who proposes that
the only responsibility of a company is to maximgteareholder value. This idea is in
line with Machiavelli's theses that the leadernathis case the manager, is legitimate as
a long as his or her actions are within the legaik. Of course, those examples are
very simplified but they help to understand tha timderlying concept of CSR has been
widely discussed throughout the history of mankand is by far not a new issue.

However, the philosophical aspect is not goindpéoemphasized in this paper
but serves as the basis for many of the conceptarakeworks for CSR that are going to
be discussed.

However, the term CSR did not emerge in acadessearch until the 1950's
when scholars like Bowen (1953) stated that cotpmra were becoming more global
and therefore their societal impact was growingeadly in the 1950's the idea that not
the maximization of profit but creating societallfaee should be the main aim of a
business arose (Spencer, 1958). Thus, in the 188@'s1960's, CSR was seen in the
light of philanthropy, community service and emmeywelfare (Hack, Kenyon, &
Wood, 2014).

In the 1970's Friedman brought up the idea th#brag as a company is moving
in a legal framework, there is no need for any t@oltial societal actions. The 1970's

2|Page



HASKOLINN i REYKJAVIK
L)/ REYKJAVIK UNIVERSITY

therefore were the age of the neo-classical vievC8R which was mainly shaped by
Friedman.

During the 1980's and 1990's the power of busewessdeciding on which soci-
etal issues needed to be addressed was discussesllgr(Hack et al., 2014). During
this period different scholars and practitionets tteat there was a need for a standard-
ized definition of CSR (Drucker, 1984). Differerghelars like Carroll (1991) came up
with definitions of CSR that are still influentisdday. During the 1980's Freeman op-
posed the theses of Friedman, stating that a coytgpabligations comprised of more
than just maximizing profits.

In the beginning of the 21st century, the ternaKeholder" was gaining momen-
tum (Hack et al., 2014). The term accounted forft#wt that organization which grew
more and more multinational were having a greatgyaict on society in total and thus
the group of people affected by a firm's actionsabee larger (Hopkins, 2003). Howev-
er, nowadays companies are facing different chgddenA more global and intercon-
nected environment brings also a more global comnpetvhich sets firms under more
pressure for gaining market shares (Hack et allL4R00n the one hand the company
has to serve the shareholders needs, who are demgahd company to make a finan-
cial profit but on the other hand the company @rfg a growing group of stakeholders,
demanding the company to be responsible with regattie environment, employees
and bring benefit to the society in general (Hatkle 2014). At this point a modern
definition of CSR might help to understand the scop expectations that are directed
towards a company. The definition established byld{c& Lee (2005) is adopted for

this purpose:

"Corporate social responsibility is a commitmentito-
prove community well-being through discretionarysibu

ness practices and contributions of corporate reses."

Community well-being in this definition is desaib as human conditions as
well as environmental issues (Kotler & Lee, 200Bjscretionary is one of the key
terms of this definition, as CSR is not describedcaetions that are prescribed by law,
but rather a voluntary commitment (Kotler & Lee 08). Even though, this definition
seems to be not too complex at first sight, thepeaf what are deemed to be adequate

CSR practices is broad. A rapid globalization & world has lead to a situation where

3|Page
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companies are confronted with different expectatitowards their behavior rooted in
different cultural backgrounds. This means that ganfes have to bear in mind that in
different cultural surroundings, a different peroep of ethical decision making will
prevail, which might lead to an even more compédasituation (Shafer, Fukukawa, &
Lee, 2007).

The 21st century is also the time of various bessnscandals and failures. Be it
environmental catastrophes like the oil spillagesea by the Deepwater Horizon in
2010, horrific working conditions in Bangladeshi@athing factories or the bank crisis
in 2008. All those examples have shown that inydaorld, a company has to account
for more than just the legal standards. For mamgpamies involved in scandals or ca-
tastrophes, the outcome is not only a financiad lmgt also severe damage to its reputa-
tion. Customers have easy access to informationtla@dnternet enables this infor-
mation to spread all over the world within seconfisus, companies should not only
engage in CSR activities but have to incorporat® @fo their strategy to some degree
(Kolodinsky, Madden, Zisk, & Henkel, 2010). A rigiracceptance and importance for
CSR is also noticeable in the company's commuwicatiith its stakeholders. Accord-
ing to Boli & Hartsuiker (2001), 90% of Fortune 560mpanies declared CSR to be an
essential organizational goal in their annual respdfurthermore, in 2005, 64% of the
largest MNCs published CSR reports (Porter & Kraraé06).

To account for that rising importance of CSR alsean business education,
more and more universities incorporating classasenfield of CSR or business ethics
in their study programs. According to Christendeierce, Hartmann, Hoffman, & Car-
rier (2007) 42% of the global MBA programs requistddents to take a course in CSR.

Thus it can be concluded that CSR is not onlyigihg importance, in many
companies it has already arrived at a stage whaigsibecome integral part of the busi-
ness strategy. However, not every company has eddpSR and not every manager
sees CSR as an important part of business strategy.

Besides a potential damage to a firm's reputdhignpoint of view bears another
potential problem which is rooted in the comparifeght for talent". Recruiting talent-
ed employees is a crucial strategic instrumentHersuccess of the company but highly
skilled employees often have the freedom to chdbsi& employer, therefore compa-
nies have to offer benefits that exceed the mopestage (Mullen, 1993).

In addition to those benefits, the identificatmith the values of a company is
becoming a more important argument for studenthoosing their future employer. A

4|Page



HASKOLINN i REYKJAVIK
' REYKJAVIK UNIVERSITY

value system often is a very individualistic setd#als and values and companies need
to present their values system to potential em@syas one group of stakeholders
(Schmeltz, 2014).

CSR activities of a company reflect parts of théugasystem the company
stands for and thus enable potential employeesatuate whether their individual val-
ues are congruent with the value system of the emyHowever, the question remains
whether it is really important to students whettreir value system is reflected in the
company's value system or if other factors like evatpy a dominant role in deciding
for a job (Church, Rotolo, Ginther, & Levine, 2015)

This is where the problem emerges that this theddresses: Is CSR a factor
that can increase the attractiveness of a compaaypatential employer to students and
which values are influencing the perceived imparéganf CSR of an individual. Are
individual values the more important value setueficing the perception of CSR or are

cultural values the more important factor?

5|Page
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3 Approach
This chapter is meant to give a short overview ow lthe thesis will proceed to an-
swers the main research question that was broymint the introduction.

The first part of this thesis comprises of a &tere review. Within this literature
review, the existing literature will be analyzeddadifferent research questions with
associated hypotheses will be developed. Thistehafarts with a general overview on
CSR, where different conceptualizations and theoag well as the main drivers of
CSR and its dimensions will be discussed. This faaxttions as a basis for the under-
standing of the conceptual context of the thesis.

The next part of the literature review encompagbesissues that arise when
communicating CSR. As this thesis aims to identiynether CSR can increase em-
ployer attractiveness, communicating CSR in thbtngay is a crucial factor. The fol-
lowing part discusses the impact of CSR on the #ock and also examine existing
literature that draw a connection between empl@atgactiveness and CSR activities.
Within the next part the perceived importance oRAS under investigation. This part
examines whether the fit between an individual ancbmpany is also defined by an
ethical component. Furthermore, this part expldhesconnection between individual
values and cultural values on the perceived impodaof CSR. The end of this part
contains a short summary of the countries that wéllunder investigation of this study
and draws a short picture of the state of CSR as¢hcompanies. Finally a table sum-
marizes the research questions and hypothesewdhnatdeveloped within this chapter
for a better overview.

The next part contains the research methodologhefstudy that was carried
out. The part starts with the questionnaire desigere the source of the items of the
questionnaire will be discussed. The following ma¢gplains the sample that was used to
gather the relevant data. Further, the findingmftbe data analysis will be presented.

The last part discusses the findings from the odlogy part critically and also
mentions shortcomings and limitations of the stutlye main points are then summa-

rized and an outlook on how the findings could bedufor further research is given. .

6|Page
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4 Literature Review and Hypothesis Building

The following chapter is dedicated to reviewing éxésting literature on the researched
topic, draw research questions from the findings$ aedress specific hypotheses to the
research questions that are based on the findingsthe literature review.

4.1 CSR - A General Overview
The following part will give a general overview alifferent conceptualizations and
theories in the field of CSR and serves to devalopinderstanding of how conceptuali-

zations of CSR can help to interpret the perceingubrtance of CSR.

4.1.1 Defining and Conceptualizing Corporate Social Respusibility

A definition of what can be labeled as sociallyp@ssible corporate behavior is a ques-
tion that cannot be answered straightforward. Miyors, such as industry standards,
culture, societal norms and personal beliefs aterahénants that influence the defini-
tion of CSR. However, according to Campbell (208d@ppting some objective criteria
could help to reach a first definition of what C&#lly is. Taking the example of the
wage paid by the company, objective criteria cdaddhe rental prices in the area where
the company is located or the average cost ofdivitetermined by independent organi-
zations (Campbell, 2007). Taking those criterigphedio judge whether the company
acts in a socially responsible way with regard éadpvages. Taking the example of
wages shows that CSR can be directed on a compgmal axis, for example to the
employees. Furthermore, CSR could also be diremtesth external axis, for example to
the people living in the community in which the queny is located. Taking the exam-
ple of environmental pollution here, objective eria to evaluate the corporate behavior
could be measured emission caused by the compayygTto cut down emission to
not destroy the environment and people's healtiddeence be seen as acting socially
responsible. From another perspective it could aklsargued that acting socially re-
sponsible is maximizing financial profit of the sbélolders (Friedman, 1970).

Those three examples show that there is no siagfiaition of what CSR is -
and more important that the definition of CSR is\hly dependent on the perspective
that is taken, be it shareholders, customers ofdames. All those groups have differ-
ent expectations towards a company and also diffedeas of what they deem to be
socially responsible. Furthermore, the expectatieitisin the group of same stakehold-
ers might also be heterogeneous. An employee ubsidiary in India would probably
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have different expectations towards a company #draemployee from an American
subsidiary. But not enough that a cultural dimensgadded, also a historical dimen-
sion is of importance (Campbell, 2007). An employedmerica in the 1950's had se-
verely different expectations towards his emplay®n an American employee in the
2000's. Campbell (2007) summarizes those compiegtistating that CSR has a differ-
ent meaning to different people in different cudlugnvironments at different times. All
those three components have to be kept in minglpgeoulture and time.

Those different dimensions and difficulties thaeady emerge when trying to
find a definition for what CSR really is have lexda vast amount of models and defini-
tions amongst scholars.

This being said, it also has to be noted thats@dnceptualizing CSR is a rela-
tively new idea and therefore there is no geneiatigrnationally accepted definition of
CSR existing (Campbell, 2007). However, there amesinfluential models that have
shaped the perception of what CSR really is amesgarchers as well as practitioners.
Those models ought to explain what CSR is and haempany can act socially re-
sponsible.

Corporate Social Responsibility is a concept tret been well researched and
many models try explain the scope of the CSR. Hawnethe perceptions of CSR are
varying amongst the scholars and so are the mddeisever, a broad overview on the
conceptualization of CSR is of necessity, as ipsieb identify which levels of CSR are
existent and will ultimately form the basis for @nstanding drivers of CSR and differ-
ent economic and social and political theories thaght to explain why companies be-
have in the way they do.

One of the most known models is the pyramid of GSRrroll, 1991) that de-
scribes CSR as a pyramid. The lowest level is tom@mic responsibility of a compa-
ny. This is determined as a prerequisite for condgdusiness. The second stage is the
legal responsibility which is also a prerequisite &ll businesses. Those levels are
therefore required (Carroll, 1991). The third leiselkhe ethical responsibility that de-
mands a company to do no harm and do what is (@dtroll, 1991). This level is ex-
pected of a company. The last dimensions is thimthiropic responsibility, that de-
mands companies to contribute to the community. [&kelevel defines what is desira-
ble (Carroll, 1991). The pyramid only has descviptcharacter of what requirements
and expectations the society has towards compaméshows what are the prerequi-
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sites for CSR. Abroader scope of activities or views is not incogbed. This mode

also solelytakes the view of socieinto consideration.

Pyramid of Corporate Social Responsibility

Be a good

corporate citizen Philan-

trophic

Desired

Be ethical Ethical Expected

Obey the law Required

Be profitable Required

Figure 2. Pyramid of Corporate Social Responsibility (Cardl, 1991)

Another model was proposed Quazi & O’Brien (2000. The two dimension:
model also incorporates the perception of the comppanhich is displayeon the verti-
cal axis that is labeled with "costs of CSR acticmsd "benefits of CSR action<The
horizontal axis describes the scope of responildfilom "wide responsikity" on the
left hand side torfarrow responsibilit* on the right side. Thenodel explains four f-
ferent views on CSR.

On the left half, there is the modern view, whictt@mpasses a wide respi-
bility of CSR, as perceived benefits are I (Quazi & O’Brien 200). This view also
includes the stakeholder view, as a relationshith \&i braader segment of society
established, as profits are gained in the longasuwell as in the short run through C
activities(Filgueiras, de Oliveira, de Castro Neto, & da &ikilho, 2012.

The philanthropic view describes engagement in GSRvities even thoug
perceivel costs are highBusinesses conduct those activities despite higbst for
charitable reasons whiimight be a result of altruistic or ethical feelin(Filgueiras et
al., 2012).
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The right half encompasses the socioeconomic \ileat,allows CSR activitie
to a degree that balances costs and benCSR activities are accepted, as long as
create beefit, for example in terms of customer relatiops(Filgueiras et al., 201.

The classical view argu that due to high cost of CSR activities, thosecar-
ried out only to a degree required by (Quazi & O'Brien 200). In this view, only
monetary profit is seen as benefit and benefits dina not directly profit creating a
regarded as cost, therefore CSR ities are always seen as cost and are not carnie
(Filgueiras et al., 2012Yhe classical view hassiroots also in shareholder valueo-

ry.

Two-Dimensional Model of Corporate Social Responsibility

Benefits of

CSR action

Modern view Socioeconomic view

Wide

Narrow

responsibility

responsibility

Philantrophic view Classical view

Costs of CSR
action

Figure 3. Two-Dimensional Model of Corporate Social Responsibilit (Schwartz & Carroll, 2003).

Depicting the pyramid approach Carroll (1991),Schwartz & Carroll (200:
criticize that this approach might lead to confusias the pyramid s-up could lead to
the onclusion that there is a hierarchy within the disien of CSR or that some
them that are on a higher stage of the pyramidraree valuable than others. Furtl
they criticize that the pyramid approach does tiowato account for overlapping i

dimensions.
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Therefore, a third model that was introduced biiv&grtz & Carroll (2003). It
combines the societal and the companies' view ¢er@in degree. The model is con-
structed on a three-domain base that allows toumtcior overlapping of the dimen-
sions of the pyramid. The three main dimensionstlageethical dimension, the legal
dimension and the economic dimensions.

The legal domain depicts Carroll's (1991) legaponsibility stage that is de-
fined as compliance with the law. Legal respongibd are regarded as "codified eth-
ics" that were established by lawmaking entitiesaofountry (Schwartz & Carroll,
2003). Further, Schwartz & Carroll (2003) suggessplit this dimension up into three
sub-dimensions that are labeled: compliance, ancel®f civil litigation and anticipa-
tion of the law. Compliance, in addition, is furtleaibdivided into three types: passive,
restrictive and opportunistic (Schwartz & Carr@003). According to Schwartz & Car-
roll's (2003) definition, passive compliance emieaactivities that are not specifically
carried out with the intention to comply with argwd, but do so anyways. Restrictive
compliance describes all activities that a compearyies out to comply with a law but
would not carry them out if it would not be comparlg furthermore, it describes all
activities, the company was prevented from carrgogby a law (Schwartz & Carroll,
2003). Opportunistic compliance summarizes acégitihat a company carries out to
take advantage of legal loopholes, or the choiceafepecific legal system that allows
specific activities to be undertaken (Schwartz &r6Glh 2003). Avoidance of civil liti-
gation means that the company carries out speadiivities, as they fear to get sued
otherwise (Schwartz & Carroll, 2003). Activitiesatrare undertaken in anticipation of a
change in the law are defined in the last cate{®chwartz & Carroll, 2003).

The economic domain is defined as all activitiest tare directed to maximize
earnings of the company and act as a profitableefficdent firm (Schwartz & Carroll,
2003). Profitability in this model is defined agheir maximization of profit or share
value (Schwartz & Carroll, 2003).

The ethical domain includes all activities of angany that are based on their
specific set of values, ethical standards or comaticies (Schwartz & Carroll, 2003).
In addition, the ethical domain also is definedaasvities that are not defined by law
but carried out anyways, as they include expectatar moral concerns of stakeholder
or the company itself (Schwartz & Carroll, 2003heTethical domains contains three
main ethical standards: conventional standardssexpurentialists standards; and deonto-
logical standards (Schwartz & Carroll, 2003; CraeVatten, 2010). Conventional
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standards are described as those standards trebkanm mutually accepted by tin-
dustry, the organization and its stakeholders aies/ in general to be necessar)
run a functioning busines(Schwartz & Carroll, 2003)or the consequentialists sd-
ard, only utilitarianism is of importance, thusaation is considered as ethically jui-
able, if it provides the greatest benefit to sgcmimpared to other alternativ(Crane
& Matten, 2010).Schwartz & Carroll (2003) define deontological stards as lose
that have the philosophies of moral rights andigesas a basis. Those actions -
garded as a consideration of what is one's dudpbgation

According toSchwartz & Carroll (200:, companies can either act exclusivel
one of those dimensionys in a combination of thenThis leads to a model that allo
seven different stages to be poss, where a combination of all three dimensi
would be the most desirable ste However, tensions arise between the dimension:
not every company is al to cover all three domains equall@chwartz & Carroll
2003).

The Three-Domain Model of Corporate Social Responsibility

Purely
Ethical

Economic
& Ethical

Legal&

Ethical
Economic,

Legal &
Ethical

Purely
Economic

Economic
& Legal

Figure 4. The Threebomain Model of Corporate Social Responsibility (Sawartz & Caroll, 2003).
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* The seven categories are defined as follows acugprth Schwartz & Carroll
(2003):

« Purely economi@ctivities are designed to create an economicflhembey can
be illegal or passively comply with the law and pegceived as unethical.

« Purely Legalactivities are not considered as ethical and dohage any eco-
nomic value creation attached to it.

* Purely Ethicalactivities do not have legal or economic dimensiand fall into
one of the three ethical standards, defined earlier

e Economic/Ethicalactivities are not carried out due to legal consgibut are
economic and ethical at the same time.

* Economic/Legahctivities are all actions that are legal as \wsleconomical but
are considered as unethical.

» Legal/Ethicalactivities are not value creating, but are legadiguired and ethi-
cal at the same time.

* Economic/Legal/Ethicahctivities fulfill all requirements of the respecti di-

mensions at the same time.

4.1.2 Conceptualization of CSR in Economic and Sociopolital Theories

The last chapter presented the most important pbuakzation of CSR. However, the
displayed models are mainly of descriptive natung d@o not propose what is the "right"
thing to do for a company. Even though, this questnight be more of philosophical

nature, there is a variety of theories that aretas the models by Schwartz, Caroll,
Quazi & O'Brien trying to describe how CSR can wask a strategic tool for profit

maximization or an ethical component integrated the company's values.

The following section will discuss those differgheories that are important to
understand the scope of CSR and the differentipositand attitudes towards CSR.
Understanding the motivation of companies to engaget to engage in CSR activities
ultimately helps to understand the mindset thakeisessary for engaging in CSR activi-
ties from a managerial perspective but also hepslentify the necessary mindset an
employee needs to have, to perceive CSR as impoithrs chapter therefore builds
upon the findings from the previous ones and siamglously is the basis for defining

the first research question.
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The literature proposes a vast variety of modets definitions when explaining
CSR. This chapter will provide a framework for tetsidy and therefore select different
theories that are important for the purpose of shisly.

The theories that are provided by the literatue lbe classified into two major
groups, economic theories and social and politibabries (Fernando & Lawrence,
2014). Economic theories, such as agency theorydanision usefulness theory ought
to explain the economic dimension of CSR, wheréassbcial and political theories,
such as stakeholder theory and legitimacy theahud®e a broader societal perspective
on CSR (Fernando & Lawrence, 2014). As for thislgt@a broader perspective on CSR
besides the pure economic aspects is necessaryathework will be based on the le-
gitimacy theory, stakeholder theory, institutiotteéory and creating shared value theo-
ry. In addition to those four social and politi¢hkories, the shareholder value theory
will be also included. Those five theories will g the theoretical framework for this

study.

Shareholder Value

This theory does not fall into the category of abaind political theories, as it does not
recognize any obligation of a company to engaganiy form of CSR activities. It is
important to gain insight to this way of thinkirag it opposing nearly all other theories
and models that have emerged and that are tryieggtain the role and importance of
CSR. Nearly all models and theories acknowledgedhby thinking in terms of mone-
tary profitability is not enough to be successfubusiness. Models and theories that are
ought to create long-term success seem to contfeetodnclusion that companies must
to some degree recognize the environment they@asmbng in and interact with this in
environment in a way that allows the business mtalpersist.

However, this simplistic way of portraying the adef shareholder value does
not live up to the theses Friedman, it displaysay wf thinking that still seems to be
widespread. In this way of thinking, companies @mpletely independent entities that
do not interact with their environment and only éae maximize profit of their share-
holders. Basically, Friedman stated that it isdhfy social responsibility of a company
to maximize shareholder (stockholder) value (19Tbjs means that in the pyramid of
Carroll, Friedman proposes that only acting infthst two stages is sufficient. However
this position is still of relevance when describithgg situation of CSR in reality, it
seems that more and more scholars and practitioealige that CSR is becoming more
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relevant. Therefore, lots of models have been dgeel that try to explain how maxim-
izing shareholder value goes together with CSRitiets.

The probably most famous debate in this sectdhed~reeman-Friedman debate
that sums up the conflicting views on CSR.

Legitimacy theory

Legitimacy theory describes the idea that orgammnatensure that they are perceived as
entities that are operating within the legal bouretaand norms of the society in which
they located (Fernando & Lawrence, 2014). The theobased on the foundation that a
"contract” between companies and society existe¢Be, Rankin, & Voght, 2002). The
contract is partly based on explicit terms, suclaas and legal requirements but also
on implicit terms, such as society's expectatiamvgatds the company (Deegan et al.,
2002). In order to maintain its legitimacy towasixiety, a company must ensure not
to breach the terms of this contract (Fernando &reace, 2014).

In legitimacy theory, individuals are not consilr but society at large scale
(Belal, 2008). The theory states that corporatidosot exist in isolation but need to
maintain their relationship to the society (Mattlsew993). In order to maintain exist-
ence of a corporation, the benefits the societyeetgpfrom respective company must
outweigh the negative effects (Fernando & Lawre264.4). This means that organiza-
tions have to meet the expectations of differeakedtolders and not only those of
shareholders as in classical agency theory (Femé&ndawrence, 2014). Only meeting
those expectations will allow the company to susviv its respective environment (An,
Davey, & Eggleton, 2011).

However, in an environment of ever changing noamd expectations, compa-
nies are always threatened to lose their legitim&grnando & Lawrence, 2014). Fi-
nancial scandals, ecologic catastrophes and méwey wicidents can harm the organiza-
tion's reputation (Fernando & Lawrence, 2014). Tidgate those "legitimacy gaps" a
company can implement legitimization strategiescakding to Lindblom (1994) four
such strategies can be differentiated. The stredegyie to educate stakeholders about the
company; influence the perception of stakeholdbmiaithe underlying issue while not
changing the organization's behavior; trying teedirattention to favorable issues and
away from unfavorable ones; and changing the eatiens of the stakeholders (Fer-

nando & Lawrence, 2014).
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According to the models, this theory can be locaiestage two of Carroll's pyr-
amid (1991) and in the overlapping sector of legad economic domain in the model
of Schwartz & Carroll (2003). The company seekseaaic success and therefore acts
according to the expectation of the society. AnyrRQ8lated activities are not philan-
thropic but have an economic rational in this tlyeas they can be used as public rela-
tion tools, to direct attention. This theory is nented to the main idea that Porter &
Kramer (2011) labeled with "Creating Shared ValuHie main idea of CSV is that
corporations and society can both benefit from @G8&ities and thus same should not

be regarded as philanthropic but as business emganc

Stakeholder Theory

Even though the term "stakeholder theory" was fus¢d by Ansoff in 1965 it was
Freeman (1984) who developed this further fromrti@-1980s onwards (Fernando &
Lawrence, 2014). Moving away from seeing sharehsldes the group of main im-
portance to a company, Freeman (1984fined stakeholders of a company as a group
that is affected by the company. Different scholdefined the group of stakeholders
even further, e.g. into external and internal dtakders (Pearce, 1982) or different
groups of stakeholders, such as employees, shdebkohnd customers (Preston &
Sapienza, 1990) to name only a few. However, tigege variety of definitions of as-
pects of a stakeholder, they all have the facbmmon that they express the existence
of different stakeholder groups that have differantl also sometimes conflicting ex-
pectations towards the company (Fernando & Lawre2@#4).

According to the stakeholder theory, a companyukhaot only aim to fulfill
the expectations of their shareholders but rathestrthe expectations of the stakehold-
ers (Fernando & Lawrence, 2014). Stakeholder theoapove the economic benefits of
meeting stakeholder's expectations also concerbedt dhe ethical point of view. The
ethical perspective of stakeholder theory suggtsts all stakeholders of a company
have the right to be treated fairly and equallyo®ty & Winstanley, 2001) instead of
only meeting the expectations of the most powestakeholders (Deegan & Unerman,
2006). However, in reality the ethical perspectofestakeholder theory seems to be
more of an ideal situation than a realisticallyiaghble situation. Most companies are
not able to meet the conflicting expectations bktdkeholders and have to select their
most important stakeholders. Acknowledging thigatibn, Hasnas (1998)iggests that
companies should find a fair balance in meetingettigectations of their stakeholders.
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However, apart from the ethical point of view, #mnomic or managerial point
of view of stakeholder theory suggests that congsmshould mainly focus on their ma-
jor stakeholders that provide critical resourcetheocompany (O’Riordan & Faribrass,
2008).

Institutional Theory

Institutional theory includes ideas from legitimatlyeory and the management per-
spective on stakeholder theory. The core of thatin®nal theory is that corporations
are operating in a frame of socially acceptablemsorvalues and assumptions about
what is an appropriate economic behavior in thewirenment (Carpenter & Feroz,
2001). Further, institutional theory assumes tloatganies that share a homogenous set
of characteristics, such as resources, productsucoers and suppliers constitute an
organizational field (DiMaggio & Powell, 1983). Amaling to institutional theory,
companies conform with rules and norms within thestitutional field as they expect
economic benefits from complying (Scott, 1995)ctmclusion this means that the or-
ganizational field a company is operating in carrese force upon the company, ex-
pecting them to change parts of their economiabien in order to stay competitive
(DiMaggio & Powell, 1983). This force can be exsed by different stakeholders with-
in the organizational field, such as competitoegjutatory bodies, suppliers or ultimate-
ly customers.

Isomorphism and decoupling are the two dimensiohgnstitutional theory
(Fernando & Lawrence, 2014). Isomorphism descrthesprocess that forces units in
the organizational field to adapt and resemblebigtgavior of other units in the organi-
zational field (DiMaggio & Powell, 1983). Force this context can be exercised by
competitive forces or institutional forces (Dillafigsby, & Goodman, 2004). The di-
mension of decoupling relates to the separatioth@fimage and how the company is
perceived from external entities and the intermalcsures of that company (Fernando
& Lawrence, 2014).

Linking the dimension of isomorphism to CSR, ihdtonal theory means that
companies might take CSR measures not becauselaftpinopic or economic reasons,
but because they are forced to do so by their azghonal field. Further, linking de-
coupling to CSR means that companies might createraironmentally responsible
image through reports or other sources, while taetinal processes are only focused on
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profit maximization (Fernando & Lawrence, 2014).duch a case, the image of the

company would be separated from its actual behavior

Creating Shared Value

Porter & Kramer (2011) took the general idea of G#id added further ideas from oth-
er concepts and theories to it and arrived at tmelasion that CSR must develop and
transform to a new way of thinking which they désed as "Creating Shared Value"
(CSV). According to them, companies are still traghpn the thinking that value crea-
tion only is linked to short term financial perfaance (Porter & Kramer, 2011). In
their opinion this ignores the broader view thatludes well-being of the customers,
depletion of natural resources and the economiregs of communities. All of those
factors are crucial for a company's long term ssg@ad thus should be an integral part
of the companies’ strategy.

Coming from this point of view, shared value isamcept that embarks enhanc-
ing the competitiveness and profitability of a canp whilst simultaneously also en-
hancing the societal and economic conditions in¢he&ironment it is operating in. This
means that the value creation for society goes rahdnd with value creation for the
company. CSR should not only be perceived as aebuod a marketing tool but be-
come an integral part of business (Porter & Kra@@drl). In this model, CSR activities
would not cause costs but rather create valuentscompany and therefore not carried
out because of ethical or philanthropic reasons,atso for profit making (Porter &
Kramer 2011). Even though the relabeling of CSR 8V, claiming that it has nothing
to do with social responsibility or philanthropyoffer & Kramer, 2011), the conceptual
idea still remains the same, CSV only describgseaific approach of CSR leading to a
situation that could be located in the quadrantth& "modern view" of the two-
dimensional approach, proposed by Quazi & O’Bri2d0Q). Although, the idea pro-
posed by Porter & Kramer is not entirely new, teeel of interconnectedness they at-
tribute to economical and societal progress addsngortant dimension to CSR that
brings up the question if CSR is really only abpttlanthropy and ethics or rather
about increasing company value.

Even though CSV is not a model ought to explaiec# parts of corporate
behavior but rather a holistic way of thinking oBR, it adds an important facet to it,
namely the idea to separate CSR completely frometheal component and make it
instead a necessity in terms of economic profiigbil
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According to a case study of Ghasemi, Nazemi, §iredlamian (2014), estab-
lishing structure to create shared value is a toamstional process, that directs the
company's CSR activities in a slightly differentedition. Ghasemi et al. (2014) provide
a pattern for a structured process that allowsnéernational company transforming

CSR activities into CSV activities. The framewonkludes following steps:

Goal Setting
Prepare and disclose annual CSR reports

Identify frameworks for enhancing the brand tro@fBR activities

A

Promote the use of CSR indicators in national eatadn of companies and

competitiveness analysis

5. Align the goals of all corporate units to achieymezgies, enhance efficiency
and reduce costs

6. Benchmark achievements of leading organizatioberarea of CSR

7. Conduct research and seek experts opinions ompacits of the company's de-
cision on society

8. Disclose CSR activities to create awareness amakgtsolders

9. Improve in areas identified by local and internatéibassessors

However not all of those steps might be applicitteevery company, it gives a
good idea on how a transformational process frorR @SCSV could be structured.

After the main theories have been examined, iukhbave become clear that an
individual can take a vast variety of views witlgaed to CSR and the respective re-
sponsibilities of a company. Thus, each individcah have a different perception of
how a company should behave and furthermore alg®e different expectations towards
a company. The first research question is emergorg this variety of possible expec-

tation towards a company.

RQ1: Is there a correlation between an individugdey-
ception of what goals and responsibilities a cogierhas
to fulfill and the individual's perceived importanoof
CSR?
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To answer this research question and or this studyeneral, the stakeholder
versus shareholder approach is of specific intef@gterent researchers suggest that
tendency of an individual to agree to one of thite®ries more than to the other, has
predictability for the individual's perceived impance of CSR. Mudrack (2007) corre-
lates high social traditionalism to the Friedmaewion CSR, Kim & Kim (2010) take
this as the underlying foundation to test whethgh social traditionalism affects the
perceived importance of CSR. Kim & Kim (2010) fitltht individuals who score high
in social traditionalism are inclined to have aslessitive perception of CSR than those
who tend to reject Friedman's theses.

A slightly different approach is chosen by anotktrdy that finds that when
students are asked to choose what the primary @oalbusiness is, regardless of the
cultural background, most students agree on progi@rofit for the owner or meeting
customer needs (Wong, Long, & Elankumaran, 201@viing employment and cre-
ating tax revenue are answers that seem to berafrrimportance (Wong et al., 2010).
However, meeting social, cultural and economic sedccommunities seems also to be
of relevance to students, as 14% of Chinese stad2ib® of the American students and
23% of the Indian students select this option asthin goal of a business (Wong et al.,
2010).

The study establishes that even though there ifezethces with regard to the
elements of CSR the students perceived to be mygirtant, CSR in total seems to be
an issue of no major importance to them (Wong ¢t28110). Meeting the owners' and
the customers' interest was of most importancéédostudents, regardless of their cul-
tural background (Wong et al., 2010). This being saconsiderable amount of students
perceived meeting cultural, societal and econongieds of communities as an im-
portant goal of companies. This shows that evenghahe majority of students still
follows the arguments of Friedman (1970), thera growing awareness that also con-
siders the theses of (Freeman, 1984). Howeversuheyed group consists of under-
graduate students who never took a class in ethi€sSR before, therefore the results
of this study only have limited ability to predi@titcomes for this paper. In concluding

the findings from this chapter, following hypothssee proposed:
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Hla: There is a negative relationship between ddca
ditionalism and an individual's perceived importanof
CSR. Individuals with high social traditionalism liwi
therefore perceive CSR as less important.

H1lb: There is a positive relationship between Fragi®
theses and an individual's perceived importanc&€8R.
Individuals who tend to agree with Freeman's thesis

therefore perceive CSR as more important.

4.1.3 Drivers of Corporate Social Responsibility

When trying to understand the perceived importasfcESR, it is necessary to figure
out the different drivers for socially responsiltiehavior. Ultimately, the drivers are
important when researching CSR in different cultar@as, as different circumstance
may trigger different corporate behavior. The disvadd to the understanding to the
before explained theories of CSR, as they helpxf@ae the circumstances that can
lead a company to behave according to one of ttheseies.

According to Campbell (2007) economic conditions the main driver of the
degree to which a corporation acts socially resjpgshowever, this relationship is
also influenced through institutional factors. Frdms relationship, eight propositions
are derived that describe the relationship betwesamomic success of a company and
institutional drivers.

According to proposition one, during periods ofakeinancial performance,
companies are less inclined to behave sociallyoresiple, as their outlook for short-
term financial profitability is unhealthy (Camphel007). Taking this view follows in
some way Friedman's (1970) arguments, as it sthtégsinancial success is the most
important driver of a company and thus, if the campis less profitable, CSR activities
will not be carried out. In conclusion this meahatta financial stable company is most
likely to act socially responsible. This argumelsbamplies that managers do not view
CSR as an instrument to increase the financiabpmnce of the firm.

The second proposition states that companieseaeelikely to behave socially
responsible if there is either too much or not gmaompetition (Campbell, 2007).
According to this proposition, in a stable enviramhwith a healthy level of competi-
tion that allows for profit margins, companies &ss inclined to behave socially irre-
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sponsible, as this would put their reputation akstand thus might lead to competitive
disadvantage (MacCauly, 1963). In situations widb tmuch competition, companies

cut costs wherever it is possible to ensure suhavdhe firm and are thus more in-

clined to engage in socially irresponsible behay@ampbell, 2007). Again, in monop-

oly-like situations, companies do not need to behsocially responsible, as there is no
alternative for consumers or suppliers (Campb@&072 MacCauly, 1963).

The third proposition adds the institutional dravéo the economic dimension.
According to Campbell (2007) firms are more inctin® act socially responsible, if
strong and state enforced regulations are in egjiskurther, companies are more likely
to comply with those regulations, if a strong en@anent system is existent and if the
regulation is the result of a negotiations prodéss took place between corporations,
the government and relevant stakeholders (Gra®f/)19

In addition to the state enforced regulations, glael (2007) proposes that cor-
porations are also more likely to act in a sociadlgponsible way, if self-organized in-
dustry regulation is in place. If those industrgamized regulations are directed to pre-
vent state intervention or economical crises, they deemed to be most efficient
(Djelic, 1998).

In addition to state regulations and self-orgasiregulation, stakeholder orga-
nized monitoring processes are also of importarte@lowing the arguments of
Schneiberg & Soule (2005), Campbell (2007) conduti@t companies are more likely
to act socially responsible, if bodies like privatganizations, NGOs, the press or other
institutions monitor their behavior. Those insibus have various instruments to exer-
cise force on companies, as they can influencetiéic opinion, organize media cam-
paigns and influence politics.

Further to the existence of institutional monigyi normative calls for socially
responsible behavior from business publicationsjrass school curricula and other
institutionalized bodies can enforce a more sociedlsponsible behavior of corpora-
tions (Westney, 2001). The underlying concept of behavior is that managers tend to
behave according to what other managers perceite bhs appropriate behavior and
therefore are inclined to act according to the ddiathls set by those bodies (Campbell,
2007).

If companies are organized in trade-organizatitias are directed to establish
long-term relationship with their peers, comparaes also more inclined to develop a
socially responsible behavior (Campbell, 2007). ideer, this effect is only visible if
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the associations promote such behavior and edtlegitenembers about the importance
of certain behavioral patterns (Schneiberg, 1999).

Communication is another very important factordorporate socially behavior.
Once corporations are engaged in institutionaldiatbgue with their stakeholders, for
example in labor unions, they are more likely td mca socially responsible way
(Campbell, 2007). This effect can be traced bacthéoimproved communication that
educates companies about the needs of their staleeb@nd also helps them to transfer
the expectations of their stakeholders into finahsuccess by behaving in a way that is
deemed to be socially responsible by their stalddrsl(Campbell, 2007).

4.1.4 Dimensions of Corporate Social Responsibility

However, all explained models are discussing thadation and categorization of CSR
but do not include actual elements of CSR. Afteplaxing economic and social and
political theories that try to explain why companigct in the way they do, it is im-
portant to gain a brief understanding of the défégrdimensions CSR can have. Ulti-
mately, this also helps to take the idea of CSRifeoconceptualized level to a practical
level.

To bring CSR to a measurable level, individuahedats must be distinguished.
The abstract models by Caroll, Schwartz, Quazi @ftien discuss different philoso-
phies and attitudes towards CSR but lack tangigpeets that can help identifying the
actual CSR activities of a company.

According to Welford (2005), CSR can be groupein ifour aspects. Internal
aspects that deal with topics like wages and neoprainination; external aspects that
emphasize for example on labor standards and huigiatis; accountability that is con-
cerned about reporting standards; and citizenshighvembarks third party social and
sustainable activities.

Those aspects are derived from different convastitaws, initiatives or decla-
rations. The mentioned elements cover a broad rahG&R activities, however as they
are derived from laws, conventions and other ginds| most of them are rather tech-
nical. Despite having a technical source, the twehments of CSR provide a guide-

line that can identify and measure CSR activities company.
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| Element of CSR | Source of guidance Code

Internal aspects

1 Written policies on non-discrimination in the UM Universal Declaration of Men-discriminatian
warkplace Hurman Rights, 1548

2 Equal oppertunities statements and ILO Conventions 100, 110 and Equal
implementation plans m oppartunities

3 Staternent on normal werking hours, maximum ILO Conventions 1, 30 and 47 Fair wages
overtime and fair wage structures

s Staff develepment, in-house education and UMESCO Project an Technical | Vecational
vocational training and Vocational Education education

[UNEVOC)

5 The right of freedom of association, collective ILO Convention g8 Association
bargaining and complaints procedures

& The protection of human rights within the UM Glabal Compact Human rights 1
cempany’s awn operations

External aspects

7 Policy on lzbour standards adopted by suppliers | ILD International Labour Labour standards
in developing countries Standards Convention, 144

& Policy on restrictions on the use of child labour International Programme on Child labour
by suppliers the Elimination of Child Labour

{IPEC)

9 Commitment te the protection of human rights | UN Global Cempact Hurnan rights 2
in the company's sphere of influence

10 | Inspection of suppliers' facilities for health, ILO Waorking Enviranment Suppliers
safety and environmental aspects Convention, 148

11 Commitment te local community protection and | UNESCO World Heritage Local protection
engagement Initiative

12 | Policy en responding ta stakeholders including Industry best practice Stakehalder 1
procedures for the resolution of complaints

13 | Palicies on fair trade, equitable trade and end- Ethical Trading Initiative Fair trade
price auditing

14 | Palicies on the protection of indigenous ILS Indigeneus and Tribal Indigenous people
populations and their rights Populations Convention, 169

15 | Code of ethics (including bribery and Transparency International Ethics
corruption)

Accountability

16 Commitment te reporting on corperate social Clebal Reporting Initiative Reparting
responsibility and for sustainable development

17 Palicies and procedures for engaging a wide Industry best practice, Adiooo Stakeholder 2
range of stakeholders in two-way dialogue standard

Citizenship

18 | Direct suppert for third-party secial and Industry best practice Third parties
sustainable developrment-related initiatives

19 | Edueational programmes for the prometion of Industry best practice Education
corporate citizenship

20 | External eampaign programmes for raising Activities of ‘leading-edge’ Campaigns
social and sustainable development issues companies

Table 1. Elements of CSR (Welford, 2005).
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Beside the model provided by Welford (2005) whistof rather technical na-
ture, a similar model was introduced by CapriottM&reno (2007) that is also classify-
ing CSR activities. Although, the model by CapriditMoreno (2007) is supposed to
be used in order to evaluate a company's CSR eslizased on information available

on their website, it provides a helpful frameworkdifferent aspects of CSR.

C5R themes

Corporate Prohle

Products and sendices

Employment and human resources

Econamic action

Socal action

Ermvironmental action
Corporile governance

Definition

Explanation of its view, values and corporate strategy

Presentation of the company’s property, structure and legal form; divisions,
subsidiaries and countries with which it operates. Explanation o fresults
Products and Explanation of its products, services and brands from a corparate
perspective and not from a commercial one {type of products, raw materials,
manufacture systems, etc)

Declarations and explanations o fits Sysiems of contract promoton, evaluation
and dismissal. Declarations and explanations about human rights in the company
{children labour, discrimination. . .}

Declarations and actions related to the economic impact of the company in its
local r|,'|l_|-.'.hr|.|‘_ riathonal and '-|||_.|'.|l1.a.'..|--..|.| envrdrrmant

Declarations and actions related to the company involvement in social issues
Declarations and actions related 1o the comipany imhement in emaronmental issues

Declarations and explanations of its transparency compromises in the

governance of the company
Explanation of the structure of power, remunerations, responsibilities,
government departments, etc
Comporate ethics Declarations and r-r.'.uu'. ons about ity ethical compromises in relation with the
business and % Eroups of |.||.|.|'|-:
Relationship with publics Declaratrons and explanations about the interests, importance and linking of the
stakehalders with the company
External critersa Beclarations. r_-:-:F:-IJr'Jllr'-n:,. and ||r|lc:nj_'_ with the national and internatronal criteria

on aspects of the CSR and governance

Table 2. Corporate Sustainability Themes and Definitin (Capriotti and Moreno, 2007).

A combination of both models can provide a comensive framework that
helps categorizing CSR activities and thus alspsh&entifying which of those criteria
are most important to graduate students.

Wong, Long, & Elankumaran (2010) tried to estdbiksconnection between the
perception of CSR of business students in Chirgiagland the US. The study tests for
the students' perception of different elements 8RCSome aspects of CSR seem to be
equally important to students from all cultural kgrounds that were under investiga-
tion. Gaining competitive advantage by increasiatytion is not acceptable to most of
the students, regardless of their cultural backgtdo{¥Wong et al., 2010). Further, im-
mediate recall of defective products is also a sgitefor most of the students. Howev-
er, the importance of different elements of CSRas a concept that will be under in-
vestigation in this thesis.
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4.2 Communicating CSR

This study's main focus is to research whether comication of CSR activities can

work as a factor which is increasing attractiveresan employer. However, it is neces-
sary to know whether business students are actumélyested in CSR or if they might

even see CSR activities in a negative context, fikedman did. According to the re-

sults of the conference of the Association of GedduRecruiters which was held in
2006, graduates are not convinced by CSR messagesyed by companies (Philips,

2006). The paper brings up important arguments griagluates are not convinced by
CSR activities of companies. The reaction of theesyed graduates range from skepti-
cal over suspicious to hostile.

It seems that graduates are worried when compansemphasize CSR activi-
ties, they just do so to improve their image anchdbreally live up to those messages
(Philips, 2006). Furthermore, some students areatimicted by CSR activities, as they
do not want to work for charity and don’t see whogmpanies should promote CSR
(Philips, 2006). Another group of graduates viev&RCactivities and economic growth
as mutually exclusive (Philips, 2006).

Although those conference findings are not basecebable scientific evidence,
they give an important impulse how negative reastito CSR activities can be di-
rected.

When researching whether CSR activities affectigages choice for an em-
ployer, communications seems to be a crucial fadtoe way companies communicate
their CSR activities can have influence on the gasels perception of the company.
Therefore it is important to examine whether a fsshostile attitude towards the
company or CSR in general is a result of inadeqc@atemunication.

To detect what can be defined as "good communitathe CSR communica-
tion framework introduced by Amaldoss & Manohari2 The framework consist of
five dimensions which are communication frequenloigirectional communication,
communication quality, communication diversity ammbmmunication openness
(Amaldoss & Manohar, 2013).
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* Communication frequenayg derived from supply chain management and is con
cerned with the amount of times an informationrasmitted (Mohr & Nevin,
1990). Generally, it can be stated that collaboragrows with frequency of
communication (Rama, Massey, Thyne, Deans, & Grizdby7). However, fre-
guency does not necessarily equal quality andasetbre not sufficient for a
good relationship (Fisher, Maltz, & Jaworski, 1997)

« Bidirectional communicatiomlefines communication as sharing of information
in a two-directional process that also includeslfeek (Mohr & Nevin, 1990).

« Communication qualitylescribes the credibility, relevance, usefulness an-
derstandability of the information provided (Fishadral., 1997; Rama et al.,
2007).

« Communication diversitis concerned with the amount of different inforroati
exchanged between the parties (Mohr & Spekrnan4)199

« Communication opennesgscribes the informal process of sharing inforamati

between partners (Smith & Barclay, 1998).

The above presented criteria form an easy and @mpsive guideline on
which necessary requirements effective communicasioould fulfill and can help to
provide a diagnostic tool to answer the questioy sdmmunicated CSR activities are
not appealing to graduate students. Based on tbetsgia, Amaldoss & Manohar
(2013) develop a model for effective CSR commuincat
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Top-Down and Inside-Out Approach

External Manasement
Stakeholders anageme

Communi
cation

Environmental Dimension

Employees

Figure 5. TopDown and Inside-Out Approach (Amaldoss & Manohar, 2013).

The model depicts the idea to view CSR from twaspectives, the manager
perspective and the stakeholder perspe(Bowd, Bowd, & Harris, 200¢. According
to the model a clear definition of communicationeafives to both, external as well
internal stakeholders is the bt for functioning communicatio(Birth, lllia, Lurati, &
Zamparini, 2008) The second step is to develop a communicationeiibet is bsed
on a topdown and an insic-out approactiAmaldoss & Manohar, 201. The top-down
approach is designed to involve all employees f@EO to employe, as well as share-
holders and more distant stakeders(Amaldoss & Manohar, 201. In order to be co-
herent, strategic CSR communication decisions asigded in to-level management
to convey a cohesive and convincing messThe insideseut approach is directed
ensure employee commitment before communicatingtakeholders outside them-
pany(Amaldoss & Manohar, 201. The model is meant to be participative and enq
empbyees as well as external stakeholders on vareuetd(Rama et al., 200.

However,communication is a crucial factor that can helpuiefcing whethe
CSR as seen as an attractiveness factor or nal| itot be researched in this study,
it does not fall into the scope of the original reskaguestionsAlthougt, it might be
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important to understand whether communication gnoisl could be the reason for hos-
tility towards CSR.

4.3 Importance of CSR in Employees' Perception

Apart from the studies that define the scope of @G8t#ities, models or philosophies,
the average person is probably not too concernedtahose theoretical foundations.
Thus, a person might perceive CSR activities caraet by the employer as positive
and hence provides positive feedback, like highetivation, to the employer, but does
not think of CSR in terms of measurement, modelghilosophies. Therefore, it is im-
portant to identify how CSR is perceived in realig this study is concerned about the
importance of CSR from a potential employee's ptspe, it seems to be reasonable to
try to identify whether a company should be conedrabout how employees perceive
their CSR activities and which effect good CSR rdsa@an have on existing employees
as well as on prospective employees.

When examining whether CSR can function as a todlttract talent, it is of
importance to evaluate whether CSR also is a motivthat retains and motivates em-
ployees. Additionally, it is also of interest if BXan increase job performance of em-
ployees. It seems to be a proof of the theses éP& Kramer (2011) when managers
find that CSR can be used as a tool to increas@goformance (Kotler & Lee, 2005).
In doing so, managers demonstrate that CSR isama dnly for philanthropic reasons
nor as an end in itself but is used integratechtweiase profitability of the company.
However, this approach is also criticized. Dewhu@itthridge, & Mohr (2009) ques-
tion whether CSR can really be a tool that producesisurable changes in terms of
employee output and not only a positive atmospf@remployees.

Out of the various stakeholders of a company.etnployee is one of the most
important ones (Reddington, 2005). But the emplagea®t only stakeholder but also a
resource of the company. Thus companies are rehjtoraccount for this twofold im-
portance of the employee for the company. Empl@atgaction, retention and motiva-
tion are all core fields of human resource managerfiéRM) and they all have a link
to CSR. As this study aims to figure out if theseai correlation between employee at-
traction and CSR activities, the fields of retentemmd motivation are also of importance
here, as they are closely linked together. Thussetlihree fields of HRM in connection
with CSR will be examined further. However, it istrthe aim of this study to go deep
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into fields like motivation theory but rather idéptwhere the points of contact to CSR
are.

To understand what motivates people, it is necgssaunderstand that needs of
people are diverse (Deci, 1975) and different emritents and situation affect those
needs (Davis-Blake & Pfeffer, 1989). Thus, theioas theories that exist might be
applicable in one setting but are not applicableafmother environment or situation, as
there is not a single source of motivation (Gunkél6). Different institutional drivers,
such as culture or political economy do affect thativation of people (Kim & Scul-
lion, 2013). CSR is one factor that is located witHifferent institutional forms and
settings and therefore contributes to differentivational factors of employees (Kim &
Scullion, 2013). It seems that lately employersogeize that CSR can be used as an
instrument to motivate employees (Basil & WebelQ&0 It seems that employees can
be motivated by CSR above material benefits andragscholars argue that CSR can
be a quite powerful instrument for employee motora{Kim & Scullion, 2013).

Kim & Scullion (2013) link CSR to three main areas employee needs,
achievement, affiliation and power. Kim & Sculliq?013) find that the need for
achievement correlates to CSR especially in teripside. Employees feel proud when
they are able to engage in CSR activities or workcbmpanies that are outstanding in
CSR activities (Kim & Scullion, 2013). The studyggest that CSR connected to
achievement can create a high job satisfactioengsoyees feel a sense of purpose in
their job (Kim & Scullion, 2013). A positive effethat draws the correlation between
job commitment, pride and CSR was also discovergdMiaignan, Ferrel, & Hult
(1999). Closely related to pride is also loyaltimy proud of the company or the job
does not only lead to high job satisfaction bub &syalty towards the company (Kim &
Scullion, 2013). Further, the study finds that C&givities performed by employees
themselves on behalf of the company can contribute certain "fun factor" that in-
creases happiness and thus also job satisfactiom &Scullion, 2013). However, this
factor is mostly observable in visionary comparitest are willing to experiment with
different strategies (Kim & Scullion, 2013).

CSR also affects the employees' needs for aiftiiatKim & Scullion, 2013). By
giving employees the chance to participate in C8®ides, they can show and live
their affiliation for others which can contribute their happiness and lead to positive
feedback in terms of work motivation (Kim & Sculip2013).
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Further, agCarmeli, Gilat, & Waldma (2007)suggestthere seems to be an-
nection betweemob commitment, CSR and prestige. CSR activities icaprove the
public image of the company and hence employeekimgifor that company gain i
prestige which in return leads to a higher motvatf those employe¢Carmeli et al.,
2007)

There seems to be little evidence that CSR hasiaection the dimension w-
er. This suggests that CSR is not seen as an nmsttuto exercise control or creat
relationship of dependen(Kim & Scullion, 2013) The study rather suggs that em-
ployees appreciate the humanitarian aspect thaot present in other organizatior
fields (Kim & Scullion, 2013.

Glavas & Kelley (2014 examine the mechanisms behind CSR driving ey-
ee's job satisfaction and find that job satisfacaad organizational commitment are
most reliable préictors for employee behavior and establish théeofohg model or

how CSR can influence those two varia.

Linking Perceived CSR to Job Satisfaction and Organizational Commitment

Social
PCSR
Factor

Job Satisfaction

Meaningfulness

General
PCSR
Factor

Perceived
Organizational
Support

\\\N

Environ
mental

PCSR
Factor

Organizational
Commitment

Figure 6. TopDown and Inside-Out Approach (Glavas & Kelley, 2014).
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In the model, they propose the idea that "meaningtss" and "perceived organ-
izational support” function as mediating mechanisarsCSR having an effect on em-
ployee's organizational commitment and job satisfaqGlavas & Kelley, 2014). The
idea builds up on the hypotheses of WrzesniewsKi32, claiming that employees have
three main drivers to work: job orientation, wheraterial benefits provide motivation;
career orientation, where achievements like paprestige are the main drivers; and
calling orientation, where making the world a befikace is the main driver for motiva-
tion.

Relating the dimension of calling orientation i jsatisfaction and organiza-
tional commitment could mean that perceived CS& ssrong motivator for employees
who are calling orientated (Glavas & Kelley, 2014).

Glavas & Kelley (2014) find their model approvedtiheir study which supports
the hypothesis that perceived CSR has a positfeetedn job satisfaction and organiza-
tional commitment and that meaningfulness and pexdeorganizational support func-
tion as mediators for those attributes. Howeves, ghvironmental factor did not seem
to have great influence on organizational commithe@njob satisfaction (Glavas &
Kelley, 2014). The result of this study allows canges to test whether new CSR
measures or campaigns have influence on the prdptiseensions and mediators and
hence measure the effect on employee attitude.

Korschun, Bhattacharya, & Swain (2014) argue mhabagerial support for CSR
IS very important to create a stronger corporagéstity. The behavior of the manage-
ment shapes the employees perception for the wmugrivalues of the company
(Korschun et al., 2014). They propose that if mansigre considered as role models
and if they take actions that reflects the comma@BR values, employees are encour-
aged to follow those values and identify with th@ekman, Steensma, Bigley, & Her-
eford, 2009). They find that employees approve thésis and that the importance of
CSR as an criterion for identification with the qmany is rising (Korschun et al., 2014).
Touching the field of corporate identity here, idea that focusing on CSR will in-
crease employees' identification with the compasiybased on the suggestion of
Hekman, et al. (2009), proposing that identificatwith the company will lead employ-
ees to adopt workplace behavior and thus also he&meployee performance.

Korschun et al. (2014) find that there is a pwsitand significant correlation
between corporate identity and a strong managsugport for CSR. Further, they find
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the thesis that there seems to be a correlationgleet job performance and CSR patrtial-
ly supported (Korschun et al., 2014).

An example from business practice where CSR idl asea tool for employee
attraction, motivation and retention is IBM's "1tImodel" (Mirvis, 2012). The model
states that 1% of the founding stock is going tporate foundations, actively helping
communities; 1% of employees working time is dedidato philanthropic activities
fitting into IBM's philosophy; and 1% of customersscriptions are donated to nonprof-
it organizations (Mirvis, 2012).

Those findings show that job performance and natitwm are linked to CSR,
however there has been no extensive research aimevi@SR has an effect already in

an applicants' process of selecting potential eyapk

4.4 CSR and Company Attractiveness - Individual and Culural Dimensions

This chapter is dedicated to explore whether thisdPeOrganization fit has an ethical
component that influences individuals in evaluatattyactiveness of a company or a
job. Further, it should be evaluated whether caltdimensions or individual values or
both influence and individual's perception of thportance of CSR.

4.4.1 CSR in Person-Organization Fit - The Ethical Fit

As CSR is becoming more popular, there is growwigence, that CSR can influence
the existing and prospective workforce of a compaas/ also discussed in previous
chapters. A study of Environics International (20®ich surveyed around 25,000
people from 25 countries, revealed that 80% ofré@spondents who were employed at
large international companies perceived an incré@as@otivation and loyalty, once
their companies engaged stronger in socially resiptanbehavior.

Besides researching the influence of CSR on th&tieg workforce, there are
only few studies existing that are directed tolggth a correlation between CSR and an
individual's intention to apply at a certain compardowever, establishing such a corre-
lation seems to be crucial in order to identify Wiee CSR is correlated to a company's
attractiveness.

Different researchers propose that different omgional dimension, like poli-
cies and practices, image and performance aremyptirfluencing existing employees
but are also considered by applicants when decitbng job (Turban & Greening,
1996; Albinger & Freeman, 2000; Backhaus, StoneHe&iner, 2002; Ramasamy,
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Yeung, & Yuan, 2008). According to Rynes & Cabl@(2), a company that is able to
provide a good image, desirable job attributes dexelopment possibilities, will be
able to attract high qualified employees. The é¢ftbat “good” companies are able to
attract "good" employees can be explained withcthrecept of Person-Organization fit

(P-O fit) (Kim & Park, 2011). The research quessi@ane proposed as follows:

R2a: Is there an interaction effect between perukivn-
portance of CSR and evaluating the importance d® @s

an attractiveness factor of a company?

R2b: Is there a correlation between perceived ingowre
of CSR and P-O fit (ethical fit)?

Literature on the correlation between companysactiveness for job seekers
and the company's CSR activities is based on twao thaories.

First, the signaling theory proposes that firmevpie explicit and implicit in-
formation which is gathered and utilized by jobksse to draw conclusions on the be-
havior of that firm (Backhaus et al., 2002; AlbingeFreeman, 2000). The signals that
the firm provides to job seekers tells them whas like to work for that company and
allows them to draw their conclusions (Turban & &rneg, 1996). From the conclusion
they evaluate, whether working conditions in thenpany are acceptable for them-
selves (Ramasamy et al., 2008). Conclusions drgeaifecally from socially responsi-
ble behavior of the corporation, influence whetjoér seekers find their norms and val-
ues reflected in the companies' behavior (Turba@réening, 1996).

The second important theory is the social iderthgory which adds to the sig-
naling theory by stating that an individual clagsifher- or himself into social catego-
ries based on different factors, like the corpotaty work for (Turban & Greening,
1996). The membership in those categories influe@ceindividual's self concept and
values (Turban & Greening, 1996). Therefore, jokkees are mostly attracted to corpo-
rations that fits the values of that category. Adawy to Ramasamy et al., (2008) those
theories suggest that CSR activities are influemgip seekers tremendously and thus
will affect which company will get the best emplege Although different researchers
seem to agree that CSR can have heavy influengebodecisions, they also state that
this effect most probably will be observable in dgmaphic and geographical layers of
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population that have the luxury of being able toase amongst different job oppori-
ties Albinger & Freeman, 20(; Turban & Greening, 19961In regions where peop
are not well educated, jobs are scarce or othaorsathat are limiting an individua
job choice are prevalent, CSR will nt probably have no significant influence on
seekergBackhaus et al., 20C.

One very important concept for this stuis the mentioned ® fit (Kim & Park,
2011). PO fit, as defined b\Kristof (1996)can be described as the compatibilie-
tween a person and an organizai According to Kristof (1996}his compatibility is
given when at least one party provides what theratkeds or they share fundamely
importantcharacteristic. According to Rynes, &tz, & Gerhart (199: the assessment
of the perceived fit is influenced by different dinsions, such as the company's ra-
tion, the individual's attitude towards the prodoctthe specific industry, particular

functional areas in therganizatiol, advancemenbpportunities anthe location of the

firm.

Various Conceptualizations of Person-Organization Fit
Organization Person

Characteristics Characteristics

S/;JIIS:: / Climate Supplementary Fit \szi(:slahty

Goals Goals

Norms Attitudes

N Supplies Supplies N

el AN Resources Resources ot Say
Demands \\ Financial Time ) ’ Demands
Resources *, | Physical Effort S Resources
Time Y Psychological Commitment ¥ Financial
Effort Opportunities Experience Physical
Commitment Task related KSA's Psychological
Experience Interpersonal Task Opportunities
KSA‘s Interpersonal Task related
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Figure 7. Various Conceptualizations of Perso-Organization Fit (Kristof, 1996).
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The model above illustrates the relationship betwan individual and an organ-
ization according to Kristof (1996). The relatisdharacterized as supplementary fit,
which includes fundamental characteristics of thganization and the individual such
as culture, values, goals and attitudes (Krist@06). When there are similarities or
overlaps in those characteristics, a supplemeifitaig/given (Kristof, 1996). While the
supplementary fit describes the characteristicbeanitially given for a P-O fit, the
complementary fit describes the dimensions of delmaand supplies of both sides
(Kristof, 1996). A needs-supplies fit is achievedhen the supplies of the organization
cover the demands of the individual (Kristof, 1998)return, a demands-abilities fit is
evident, once the individual's abilities cover topanies' demands (Kristof, 1996).

P-O fit is of importance on two main dimensiorah seekers and current em-
ployees (Kim & Park, 2011). On the dimension, d§ geekers, assessment of P-O fit
can influence the job search and job choice onntiidual's side and the recruitment
and selection on the organizational side (Krisi®96). On the side of current employ-
ees, P-O fit can define job satisfaction, worktatke, stress level, performance, social
behavior job commitment, intention to leave anchéwer rate (Kim & Park, 2011,
Kristof, 1996). For this study, the side of job lsexs is of main importance and hence
will be investigated further.

However, measuring the P-O fit can be difficuft.general, direct and indirect
measuring must be distinguished (Kristof, 1996yebi measurement is also described
as perceived P-O fit (Kristof, 1996). Direct measuent includes the judgment of the
person and how an individual perceives the compheanidy of his or her own values
with the company's values (Kristof, 1996). CableJ&dge (1994)ropose that per-
ceived P-O fit influences an applicant in the iti@m to apply for a job. Perceived fit
can be seen as independent from actual fit, as fr@mmndividual's perspective, as a
long as the fit is perceived, it is existent, regss whether there is a real compatibility
(Kristof, 1996). For those who perceive a fit wath organization, Kristof (1996) estab-
lishes a positive correlation with higher loyaltydajob satisfaction. Indirect measures
in contrast hereto ought to identify the actualofit an objective basis (Kristof, 1996).
Measuring the P-O fit on an indirect basis includégerent methods that compare the
values of a company to those of an individual, aithasking one or the other side of
judgment (Kristof, 1996). However, indirect measueat can help identifying the actu-
al fit, it does not necessarily help in predictimlgether an individual intends to apply at
the researched organization, as the perceivedigibtndiffer from the actual fit. There-
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fore, the measurements of the actual fit will netdmnducted in this study, as the per-
ceived fit is of interest. Hence, the evaluatiorthis study will be based on the judg-
ment of the respondents and how this perceptidnantes the importance of CSR as a
job or company attractiveness factor.

P-O fit consists of many different dimension ofigéhone is the ethical fit (Kim
& Park, 2011). As for this study, the company atixeeness according to the ethical fit
Is under investigation, this dimension of P-Oiftpf most importance for this study.

Ethical values are an important part of one's@wbkvalues and beliefs. Recog-
nizing an ethical fit can take place in differerays. According to Finegan & Theriault
(1997) a corporations code of ethics can be arc@oi whether the personal ethical
values are compatible with the corporation's ethiedues. The greater the fit of those
values, the greater is the chance that the pensalnates the corporation in a positive
way (Kim & Park, 2011), which might influence thedision to apply for this specific
company. Another way to evaluate ethical compatybis through perceived CSR
(Valentine & Fleischmann, 2008). Perceived CSRelated to image an individual has
of a certain company. This image can be influengadcampaigns, media or other
channels. Perceived CSR is an important comporfesthal fit, as it defines how the
individual evaluates the ethical behavior of a campand hence it might influence the
intent to apply at that company. This link of e#iifit to intent to apply is coherent with
Branco & Rodrigues' (2006) thesis that proposesatlgood social reputation of a com-
pany attracts high skilled employees, boosts mbtimaof employees and increases
loyalty and thus leads to an increase in finanméformance of that company.

Turban & Greening (1996) stated that the soci&lab®r of a firm can be an
important factor for company attractiveness astamg@l employer. Different research-
er suggest that CSR will to some degree explaingnezd P-O fit, intent to apply and
organizational attractiveness (Kim & Park, 20113b@ & Judge (1994) proposed that
especially ethically orientated employees eval@®R as an important trait of a com-
pany. Further, Trevino & Nelson (2006) suggest thast employees prefer being asso-
ciated with a company that has a good reputatiadh vagard to its social behavior.
Crocker & Luhtanen (1990) trace this idea backht effect that employees can main-
tain and enhance their self-esteem and self-wortlldntifying themselves with a posi-
tive image of a company. In addition, Finegan & fihdt (1997) find that the more an
employee can identify with the CSR policy of a camyp, the more will the employee
value CSR. Following those findings, it seems tthical fit is an important measure
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for an employee to identify with the company. Caowldhg from this, CSR as an im-
portant part of a person's evaluation of ethidatdn be function as an indicator how
attractive an organization is as an employer (KirRd&k, 2011).

Kim & Park (2011) research whether CSR can bengoitant factor for a rela-
tion building process with potential employees e decision phase of an individual
whether to apply for that company or not. The stadght to identify the effect of CSR
on the perceived ethical fit, organization attractand the intention to apply under four
different conditions (Kim & Park, 2011). Kim & PafR011) researched this effect only
on undergraduate students in the field of studss®@ated with public relations. They
find that CSR record of a company has a significafiience on the student's evalua-
tion of whether the company's ethical standardstfieir own ethical standards and that
students prefer working with companies that havedg@SR policies (Kim & Park,
2011). Furthermore, they find that students evalpatential employers as more attrac-
tive and have a stronger intention to apply oncerporation is engaging in CSR activi-
ties or policies (Kim & Park, 2011). In conclusidhe study shows that CSR can be a
factor which is significantly influencing the inton to apply of potential employees,
even for companies that have been in recent trodblelents showed interest if the
company had a good reputation with regard to CSiR (& Park, 2011). However, the
study suggest that CSR can be an important facitwuencing potential employees, the
results of the study cannot be generalized or tearesl to this study, as no cross-
national items were included and the study was onlifed students from the field of
public relations.

The findings of Kim & Park (2011) are coherenthwilbhe findings from Turban
& Greening (1996). Turban & Greening (1996) findttlirms with a good corporate
social performance (CSP) have a better reputakian those with a low score in CSP,
thus companies with good CSR records are morecttteaas an employer. Further,
Turban & Greening (1996) suggest that applicaresasrare of those CSR activities and
therefore are influenced in their job decision by €CSR record of a company. Conclud-
ing on these findings, Turban & Greening (1996)esthat CSR can give a company a
competitive advantage, as it attracts good empky&ecording to Turban & Greening
(1996), the social identity theory can partly explavhy an individual is more inclined
to work for a company that acts socially respomsibbre than for a company that does
not. A positive reputation of a company connecteddod CSR policies and activities
IS seen as more attractive, as job seekers expdwve a positive self-concept while
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working for such a company (Turban & Greening 199&jose findings are backed by
Albinger & Freeman (2000), who find that CSR seémbe an important factor when

companies are searching for highly educated empkowegth a high level of job choice.

Albinger & Freeman (2000) therefore conclude, B8R can grant companies a com-
petitive advantage, as it will attract highly s&dl employees. Furthermore, Albinger &
Freeman (2000) confirm the findings suggested Eerdint scholars (Turban & Green-

ing, 1996; Backhaus et al., 2002; Ramasamy et2808), stating that CSR will be

mainly influencing highly skilled individuals witha high degree in job choice. Accord-
ing to Albinger & Freeman (2000), job searchershwidw degree in job choice who

have to find a job urgently to fulfill basic needd]l not have the luxury to evaluate a
P-O fit on any other base than payment.

McGinty & Reitsch (1992) even go one step furthes,they find in a study
amongst American graduate students that locatidheofob, advancement possibilities,
social responsibility of the corporate, tasks wittiie described job that touched areas
outside the student's main field of interest andrgaall have significant influence on
the respondents choice to apply for a job. HoweMeGinty & Reitsch (1992) find that
salary seems to be the least important, whereaktiadion seems to be the most im-
portant factor, followed by advancement possilkeditand social responsibility of the
corporate. However, the ranking seems to be caimifjoof the results with other stud-
ies, where salary reached a higher perceived irapogt the sample size of 480 students
and the homogeneity of the reviewed group mighthegeunderlying cause for this ef-
fect. Although, the result might not be transfeleato other sample groups, the study

has shown that CSR can be an important attributstémlents when applying for a job.

H2a: An individual's perceived importance of CSRaosi-
tively correlated with perceived importance of C&Ran
attractiveness factor of a company. A company ithper-
ceived as socially responsible will be thereforerenat-

tractive.
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H2b: An individual's perceived P-O fit (ethical)fis posi-
tively correlated to perceived importance of CSRer€é-
fore, an individual with high perceived importanaieCSR
will perceive a better P-O fit (ethical fit) with @mpany
that engages in CSR.

4.4.2 Individual Values and Perceived Importance of CSR

The just explored concept of P-O fit is a constthet is highly dependent on different
variables. Obviously, cultural dimensions play 1o the individuals' process of eval-
uating the P-O fit of a specific company but aleospnality measurers that are attribut-
ed to a single individual seem to be of high imaoce in addition to those cultural
measures (Tsai & Chen, 2012). Therefore, it sho@dnvestigated which individual
values are reasonable determinants for defining imgportant an individual perceives
CSR and is ultimately influenced by this perceiiregortance in his or her decision for

applying for a job.

RQ3: Is there an interaction effect between indiaidval-

ues and perceived importance of CSR?

This brings up the question to which degree irtliai values or personality are
measurable constructs. According to Cattel (19483gnality is measurable by observ-
ing traits, thus personality is defined as the tmigs that drives an individual to a spe-
cific action in a specific situation. A common med to evaluate an individual's per-
sonality is using the Big Five (Goldberg, 1990)Fave Factor Model of personality
traits (Costa & McCrae, 1992). The traits that @sed in this measurement procedure
are conscientiousness, extraversion, emotionallisgalagreeableness and openness
(Tsai & Chen, 2012). This model is widely accepiegersonality research, however
some researchers use more or less than five faddge & Cable, 1997). By applying
those five traits to predict the corporate citizepsehavior of an individual and to as-
sess the P-O fit of an individual, Tsai & Chen (2Dfind that those five traits have a
good predictability when assessing the P-O fitfradividual. However, in the study
of Tsai & Chen (2012), the ethical fit was not egplly under investigation, but as ethi-
cal fit is an integral part of P-O fit, it can besamed that the traits also have predicta-
bility for the ethical fit.
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However, according to Judge & Cable (1997) pradicjpob choices on the basis
of personality might be not the most favorable rodihas they are so generalized and
enduring. Therefore, Judge & Cable (1997) propbatinhdividual values might have a
better predictability in terms of job choice. Vadukave been defined by different re-
searches, a common definition by Rokeach (197 3)ribes values as intrinsic perspec-
tives on what is right or wrong. Therefore, the aept of values differs from the con-
ceptualization of personality in the way that pediy is to some degree stable and
enduring, whereas values are described as less stdtjective judgments (Judge &
Cable, 1997). However, in terms of job choice, adit to Judge & Cable (1997), val-
ues and preference for a specific working enviramnaee a function of the underlying
personality and thus both conceptualizations aexwoven.

This discussion leads to the question which validshave a good predictabil-
ity to assess the perceived importance of CSRwigoregard to the P-O fit and per-
ceived importance of CSR. Therefore, it seems tanbst important to measure the
moral values of an individual. Different schola@vh used the four dimensions ideal-
ism, ethical relativism, spirituality and matergth, as those are supposed to establish a
reasonable conceptualization of an individual'sahealues.

A variety of factors play a crucial role when asseg the attitude of an individ-
ual towards CSR. Forsyth, Nye, & Kelley (1987) segjgthat derived from Forsyth's
(1980) two-dimensional model of personal moral gdolphies there are two main un-
derlying dimensions for individual moral perceptiorhose dimensions are idealism
and ethical relativism (Forsyth et al., 1987). ldema is connected to the thinking that
one must act in a way that is not harming othergereas non-idealists argue that some-
times harm is acceptable if the action producesucome that is beneficial for a larger
group than the group that is harmed by that adframnsyth et al., 1987). Relativists de-
ny the existence of universal ethical or moral lalnsethical relativism there is no uni-
versal right or wrong, ethical behavior stronglypdeds on the context (Crane &
Matten, 2010). Culture is an important situatioaspect and it is argued that one cannot
judge the behavior in other cultures from outsake gthical behavior is a factor that is
determined by the prevailing culture (Crane & Maft2010). Non-relativists, or abso-
lutists, propose that there are universal lawsumdajines with regard to ethical behav-
ior by which everyone should abide (Forsyth etE87). Kant's categorical imperative
is an example for this ethical absolutism (Cran&l&tten, 2010). The categorical im-
perative consist of three maxims that state that simould only act according to the
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thinking that his actions should become a univel®al (Crane & Matten, 2010). Fur-
ther, humans should always be treated as ratiabatsaand deserve respect and dignity
(Crane & Matten, 2010). Finally, one should chefcthe underlying principles of the
action is acceptable for every human being (Craméagten, 2010).

Building on the two dimensional model, Kolodinskjadden, Zisk, & Henkel,
(2010) research business student's attitude tow@&#. Kolodinsky et al., (2010) use
the four already mentioned dimensions to assessdsss students' attitudes towards
CSR: idealism, relativism, spiritualism and matiésia.

Kolodinsky et al. (2010) find that ethical ideatisnfluences the student's atti-
tude towards CSR positively. Students who are athdealistic have a more positive
attitude towards CSR than those that are not st&aliKolodinsky et al., 2010). On the
other side, materialism and ethical relativism skdwo have a negative correlation with
attitude towards CSR (Kolodinsky et al., 2010).sTimplies that business students that
tend to believe that there are no universally applie ethical laws, are closer to the
classical theory where already Friedman (1970) gsed that the main responsibility of
a company is to generate monetary profit (Kolodynskal., 2010). It is concluded that
those students have a less positive attitude t@anv@®R. Another factor that influences
students' attitude towards is materialism. Koloklynst al. (2010) find that students that
have a high materialistic interest are inclinedhé&we a rather negative attitude towards
CSR. Another factor examined in the study is qpatism. Spiritualism does not show
any significant correlation with attitude towardSK (Kolodinsky et al., 2010). The
study suggests that personal traits can influemeattitude towards CSR. However, the
cultural background was not under investigatiothia study.

The following part will derive definitions of thisur dimensions and propose
hypotheses with regard to the influence of thospeetive dimensions on perceived
importance CSR.

Idealism as already mentioned, describes the ability ohdividual to develop
a genuine concern for the well-being of anotheividdal and only undertake those
actions that do not involve others to be harmedheyoutcome (Forsyth et al., 1987).
Individuals who score high in idealism tend to bed that the "right” behavior will lead
to a good outcome (Forsyth, 1980). Therefore, &ssumed that the more idealistic an
individual is, the more this individual is concednabout CSR (Vitell, Paolillo, &
Thomas, 2003). Hence, following hypothesis is satgre
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H3a: There is a positive relationship idealism aeml in-
dividual's perceived importance of CSR. Individuaith
high idealism will therefore perceive CSR as mare |
portant.

Ethical relativismin return, as defined by Crane & Matten (2010)eiferred to
an individual's skepticism regarding to universalpplicable ethical and moral values.
According to Forsyth (1987), relativists are inelihto base their judgment on the con-
text of an individual situation rather than on fixealues. However, ethical relativism
does not necessarily mean that an individual s ¢esmicerned about ethics or CSR than
an idealistic individual (Vitell et al., 2003). tiit is assumed that relativism will have
negative effect on the perceived importance of GBBrefore following hypothesis is

proposed:

H3b: There is a negative relationship between ethiel-
ativism and an individual's perceived importanceCSR.
Individuals that tend to be relativistic will thdoge per-

ceive CSR as less important.

Spirituality as defined by Kolodinsky et al., (2010), describesindividual's
relationship or belief in a supreme power or "tcamglent force" that provides a spiritu-
al connection with others. Kolodinsky et al., (2p1idd that spirituality is connected to
a feeling of connectedness with other beings, hpeople with high level of spirituali-
ty are more inclined to perceive CSR as importéhese findings are backed by a study
by Giacalone & Jurkiewicz (2003) who find that dgpiality can be a predictor whether
an individual perceives certain business practaseanethical. Therefore, the following

hypothesis is concluded from above findings:

H3c: There is a positive relationship between s$paiity
and an individual's perceived importance of CSHiVia-
uals that tend to be more spiritual will therefqrerceive

CSR as more important.
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Materialism the last indicator, is defined by Tatzel (2002)aform of devotion
to acquire and possess material goods and finditigfaction in the possession of tan-
gible goods. A high degree of materialism can iatichat an individual is more self-
centered and less sensitive to the needs of atideriduals (Ahuvia & Kasser, 2002).
Therefore it could be assumed that a high degramaterialism is connected to less
sensitivity for social issues and hence a lesstipesperception of importance of CSR

(Kolodinsky et al., 2010). Following propositionnsade:

H3d: There is a negative relationship between maliem
and an individual's perceived importance of CSHiVia-
uals that tend to be more materialistic will thenef per-
ceive CSR as less important.

4.4.3 Cultural Dimension and CSR

After in the previous parts, a correlation betwdss perception of importance of CSR
and individual values was examined, another imporséep is to identify, whether cul-

tural dimensions also influence the perceptiomgortance of CSR. Establishing such
a correlation helps to answer the second maingdattis study, whether the influence
of individual values or cultural dimensions is mamgortant to evaluate whether per-
ceived importance of CSR can influence an individim@valuating a company's attrac-
tiveness. The research question therefore is kvl

RQ4: Is there a correlation between different cratudi-

mensions and perceived importance of CSR?

As this paper is aiming to investigate also caltudifferences with respect to
CSR, a definition of culture is necessary. In ordeassess differences on a measurable
level, the cultural dimensions of Hofstede will liged. According to (Hofstede, 2001;
Hofstede, Hofstede, & Minkov, 2010) four manifestas of culture are to be distin-

guished: symbols, rituals, heroes and values.
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Symbolsare described as particular gestures, words octbieat have a pac-
ular meaning, which is recognized mainly by tho$®whare a specific cultur
Clothes, language, slang, flags or music belortgitocategoryHofstede, 2001;
de Mooij, 2014)

Heroesare persons that cy specific characteristics that are highly valued
specific society and thus a hero serves as a rotkelnA hero can be anyr-
son, be it dead, alive, real or imagin(Hofstede, 2001¢le Mooij, 2014.

Rituals as described bde Mooij (2014)are activities that are seas essential
for a specific culture. Rituals can be specificegireg gestures, ceremonies e-
ligious activities

Valuesare referred to as the core of culture, as theyesgpthe underlying -
ues and norms of a society on which all the otlmedsiors are build on. Sm-
bols, heroes and rituals are therefore expressibrthose values(Hofstede,
2001).

Manifestations of Culture

Symbols

Heroes

Rituals

Figure 8. Manifestations of Culture (Hofstede et al., 201(
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The figure above shows the correlation betweenesbf a culture and the dif-
ferent forms of its expressions, as described bfgtdde (2001). Culture is described as
the link that binds members of one specific sociegether and functions as an under-
ling pattern to enable human beings to live togeti®a part of a society (de Mooij,
2014). Geertz (1973) describes culture as a satrtfol mechanisms for an individual's
behavior. Hofstede (2001) in return defines culase form of mental programming of
a specific group of people in a specific socio4adt environment. Hence, culture is not
a trait of an individual but includes the experiemmf a specific group of people
(Hofstede, 2001). An important aspect of cultureasy people see the world, including
philosophy, the universe and nature (Samovar, Bd&t®cDaniel, 2012).

Although, cultural and individual values are redgt as distinguishable con-
cepts, an individual is to some degree a produttibr her culture (de Mooij, 2014).
Culture is not an abstract system that is indepaniiem each individual but interwo-
ven with each belonging individual of a societg (8looij, 2014). De Mooij (2014)
describes culture as an analogy to an individunad#mory, as culture includes actions or
elements that turned out to function for a speabciety in the past and therefore have
been carried to the present times.

The below figure illustrates the correlation betwecultural values and individ-
ual values (Hofstede, 2001). The diagram showdlifferent layers of culture and goes
from general to specific. The first layer includae whole world, with which we share
the fact, that we are all human beings (de Mod@j.4). Continents are the second layer,
and also include a wide range of people, who skame general characteristics like
language (Hofstede, 2001). The next more sped@fiellis nation, different nations can
be located on one continent and share a politicgtbm, language, educational system,
and many more (de Mooij, 2014). The next layemss tegion, different regions, also
within the same nation can have different culturabracteristics (Hofstede, 2001).
Tribe is according to de Mooij (2014) the next layEribes or clans can occur in some
regions and within the same nation but still diffetheir cultural behavior from other
tribes. Family is the sixths layer and includesyvgpecific cultural values that are car-
ried within one family (Hofstede, 2001). The laaydr is the individual. The values of
an individual are influenced by all the below la/éw which the individual is belonging,
therefore several layers can influence the valueshkeliefs of an individual (Hofstede
et al., 2010).
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Layers of Culture

Individual

Family

Figure 9. Layers of Culture (Hofstede, 2001

Values are a construct that has been describedamalyzed by differente-
searchersRokeach, 197, Hofstede, 2002; de Mooij, 2014Yalues aredistinguished
between different dimensions. For this study, timeethsion of individual values and t
dimension of cultural values are of importai(de Mooij, 2014)Values are referred f
as guiding principles in life and prefeces for one specific behavior over anot(de
Mooij, 2014). Havever, the individual dimensii of values was discussed earlier in 1
paper and therefore will not be of main importanathin the following par

As Hofstede (200: describes culture as mental constructs, it canelea sha
culture is a very intangible construct, which iffidult to measure. Therefore,easur-
ing culture and breaking it down into scales andtéd dimensions has been criticiz
(de Mooij, 2014) However,Hofstede (2002)in acknowledgement of the fact thatn-
tal programs or dimesons of culture are no objects that exist in aldsofense, stat:
that in order to predict behavior in a cultural @, those constructs can be us

Different scholes have developed models trying to measure cultuiffarent
dimensions. Thosmodels include simplistic ones, lithe model olngelhart, Basanez,
& Moreno (1998)that divides the world's values in the two broatbgaries traditiong

and secularational and then evaluates the quality of lifeaafindividual in a specifi
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cultural context. Furthermore, also more complexdet® have been developed, for ex-
ample by Inkeles & Levinson (1969), who suggestuse relationship to authorities,
self-conception and dealing with primary dilemmasaonflict as areas for measuring
culture. One of the most known scholars who dewedop model with dimensions that
can be used to measure culture is Geert Hofsteddl¥ (2002, 2010). Hofstede (2001)
divides culture into the dimensions individualisoifectivism, masculinity/femininity,
power distance, uncertainty avoidance, long-/stesrts orientation and indul-
gence/restraint. Even though, there are also otlwatels, like the model of Schwartz
(1994, 2004), the dimensions provided by Hofstedeehbeen empirically gathered,
tested and are used in a wide range of scientifidias (de Mooij, 2014). Therefore, for
this study, the six dimensions Hofstede developiidoe used to measure the impact of
culture on perception of CSR and therefore desamieser look.

Individualism / Collectivism

Hofstede (2001) describes that in individualistidtures, every individuals' interest is
mainly directed to the well being of him- or hefsaid their closest family, whereas is
collectivistic cultures, people see themselves ambers of a larger society and ought
to increase well-being of that society. Individs&t cultures promote the individual
identity of each person that wants to be diffeastl from others, whereas in collec-
tivistic societies, identity is based on the sogebup an individual is belonging to
(Hofstede, 2001). Members of individualistic aré ¢bnscious and people pursue their
ideas, ways of life and opinion independently, velasrin collectivistic cultures, people
are "we" conscious and base their identity on gn@nlony within their social group (de
Mooij, 2014). Perceived importance of CSR is inflced by the degree of individual-
ism/collectivism of an individual (Vitell et al.,003). According to Akaah (1992) indi-
vidualistic persons are less concerned about emdsSCSR than collectivistic individu-
als. This might be based on the fact that a higirege of individualism can lead to a
more egoistic attitude, while a high degree ofexdlvism can lead to be focused on the
welfare of the community (Vitell et al., 2003). Th#ore, following hypothesis is sug-

gested
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H4a: There is a negative relationship between iilisl-
ism and an individual's perceived importance of CBR
dividuals with high individualism will therefore peive

CSR as less important.

Power Distance

This construct describes the degree to which lesgedul members of a society accept
an unequal distribution of power among the membérhat society (de Mooij, 2014)
and influences how easily people respect and aecepgive authority. In cultures with
a high score in power distance, every member hgseaific place in a hierarchy and
accepts this place and the authority from membadits avhigher rank in that hierarchy
(de Mooij, 2014). In cultures with a low score cower distance, individuals are rather
concerned about equality, opportunities and indépeay (de Mooij, 2014). Relating
the dimension of power distance to the attitudearols CSR, Vitell, Nwachukwu, &
Barnes (1993), state that a low power distancéneslpeople to rather follow their own
values than any formal code of ethics. Howeverngha degree of power distance might
lead to a situation where an individual engagestimcally questionable behavior, as it
is deemed to be favorable for the company, wheseasdividual in a low power dis-
tance culture might rather choose to follow hisher own values (Vitell et al., 2003).

Therefore, following hypothesis is proposed:

H4b: There is a negative relationship between potiss
tance and an individual's perceived importance &RC
Individuals with high power distance will therefoper-

ceive CSR as less important.

Masculinity / Femininity

This dimensions measures different constructs,udicl assertiveness, performance
orientation and relationship between genders (lddést 2001). In feminine cultures,
there is a low degree in role differentiation, #fere people have the ability of to take a
job that is more associated with the opposite genitbout being mocked (de Mooij,
2014). In masculine societies, often tradition&ksaare assigned to the gender, whereas
in feminine societies, the traditional gender r@es softened (de Mooij, 2014). Further,
in masculine societies both genders can be toupkreas in feminine societies, both
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genders can be tender (de Mooij, 2014). Vitellle(1®93) suggest that individuals who
score high in masculinity are less inclined tomituenced by formal codes of ethics, as
high competition and pressure for success inclihem to be less sensitive for the in-
terest of other stakeholders and hence place dlgirinterest above those of stakehold-

ers (Vitell et al., 2003). For this reason, follogihypothesis is made:

H4c: There is a positive relationship between feniiy
and an individual's perceived importance of CSHivia-
uals with high femininity will therefore perceiveSR as

more important.

Uncertainty Avoidance

According to Hofstede et al. (2010) this dimensi@scribes to which degree people try
to avoid uncertainty, as they feel threatened byrarertain situation. Members of soci-
ety with a high uncertainty avoidance have a stmoegd for rules and structures and
belief in the opinions of experts (de Mooij, 201K)gh uncertainty avoidance can lead
to more aggressiveness, intolerance, low trust dogimatism (Hofstede, 2001; de
Mooij, 2014). In cultures with a low score in urtaenty avoidance, people feel less
need for rules and structures and are more praressed (de Mooij, 2014). Competi-
tion and conflict is viewed as not as threateniagnacultures with a high uncertainty
avoidance (de Mooij, 2014). Uncertainty avoidanae explain differences in the adop-
tion of innovation, the readiness to learn new leyges, have contact with foreigners
and the willingness to travel (de Mooij, 2014). Aoding to Vitell et al. (2003) individ-
uals with high uncertainty avoidance are inclinedptt the company's interest over
their own, which could lead to engagement in umalhbehavior. However, also the
other way round is possible, as individuals witl kancertainty avoidance might be less
sensitive to the needs of different stakeholdedsthns more inclined to support unethi-
cal behavior (Vitell et al., 2003). Especially whitiere are formal codes of ethics, indi-
viduals with a high uncertainty avoidance apprecidiis and act according to those

codes (Vitell et al., 2003). Therefore, followingpposition is made here:
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H4d: There is a positive relationship between uteiaty
avoidance and an individual's perceived importarufe
CSR. Individuals with high uncertainty avoidancel wi
therefore perceive CSR as more important.

Long-/Short-term orientation

In short-term oriented cultures people tend to loeemmeligious and belief in a god that
will solve their problems and therefore do not ékethat their deeds will have much
influence on their destiny (Hofstede et al., 201@)ontrast hereto, in long-term orient-
ed cultures, people tend to be more self-reliadt &€ their actions as the source for a
specific outcome (Hofstede et al., 2010). Howeteis dimensions is not as well re-
searched as the others and is also not part aksttltht have a similar direction. There-

fore, this dimension will not be included in thedy.

Indulgence / Restraint

This dimension was originally developed by Minko20Q7) and later added to

Hofstede's dimensions. Indulgence describes theedegf happiness people perceive
and the perceived control over their own life (dedij, 2014). However, as this dimen-
sion does not belong to the original dimensions @séarch did not focus a lot on the
correlation between indulgence and CSR, this dimenwill not be examined in the

study.

Different scholars tried to identify, whether thes a correlation between the
cultural dimensions established by Hofstede anata&tbr socially responsible behavior
in business, respectively the attitude of manatpevards CSR and business ethics.

Christie, Kwon, Stoeberl, & Baumhart (2003) fimda study amongst managers
from India, Korea and USA that a high score inwmlialism and a low score in power
distance is positively correlated with a high sewisy to unethical behavior. According
to Blodgett, Lu, Rose, & Vitell (2001), who resdarthe correlation between cultural
dimensions and perception of CSR with marketingfgesionals in Taiwan and the
USA, uncertainty avoidance will affect the attitudevards CSR positively while power
distance, masculinity and individualism will havegative effect on the perception of
CSR. Vitell et al. (2003) find that low power dist® and high uncertainty avoidance
are positively correlated with the perceived impode of CSR. Further, Vitell et al.
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(2003) find that individualism and masculinity have norsfgant effect on the per-
ceived importance of CSR. Vitell et al. (20@830 include the dimension of ethical ide-
alism/ethical relativism and find that idealismpigsitively correlated to perceived im-
portance of CSR whereas relativism is negativelyetated to perceived importance of
CSR. Thanetsunthorn (2014) establishes a corral@gtween the four cultural dimen-
sions of Hofstede and different dimensions of C&Rrther to those dimensions of
Hofstede, Thanetsunthorn (2014) adds four otheedsions that are country specific
and have influence on the CSR performance. Thedirhose dimensions is life expec-
tancy at birth, which is an indicator related taltie standards and social development
(Thanetsunthorn, 2014). The second dimensions asauic risk rating, assessing a
country's economic stability and development (Tksunghorn, 2014). The third factor
added by Thanetsunthorn (2014) is the strengthsgadallity of the legal system of re-
spective country. A last factor which is addedhis Human Development Index rating,
which states the country's potential to develop &unrvell-being and high living stand-
ards (Thanetsunthorn, 2014). The study suggest<tittares with high level of uncer-
tainty avoidance score higher in CSR on an emplogemmunity and environment
level (Thanetsunthorn, 2014). Higher individualiamd masculinity of a culture has a
negative impact on CSR on the dimensions of emplyand community
(Thanetsunthorn, 2014). Further, a low level of Q&R a significant correlation to a
high level of individualism. Finally, power distasmieeems to have no significant impact
on CSR (Thanetsunthorn, 2014).

The results from this study seem to help to preaict analyze parts of the po-
tential outcomes of this study. Results of the gtsuggest that there is a strong correla-
tion between culture, regional differences andpdormance on different elements of
CSR. However, in this study, only differences wnthdifferent regions of Asia were
under observation. Therefore, it can be expectedb&erve even more severe differ-
ences when including also completely differentun@$ in a more heterogeneous sam-
ple.

Other researchers examined the influence of @ilbur perception of CSR from
the consumers' perspective. According to Maign®912 French and German consum-
ers are more supporting towards socially respoasibrporations than American cus-
tomers. Kim & Kim (2010)try to establish a correlation between cultural elsions
and perception of CSR and also included the dinoanef social traditionalism. Ac-
cording to the study of Kim & Kim (2010), sociahtfitionalism is defined as the degree
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to which respondents tend to agree with Friedmémésis, that a company's only social
responsibility is to maximize shareholder valuemki Kim (2010)find that social tra-
ditionalism is significantly influencing the perdem of CSR, as respondents who agree
with Friedman's thesis tend to have a less posgereeption of CSR. Further, Kim &
Kim (2010)find that collectivism and high uncertainty avoidarhave a positive corre-
lation with perception of CSR, while individualisamd power distance seem to have no
significant effect on the perception of CSR. Pdbgshdeleg, & Chih (2013) however
find that power distance and masculinity both haw&gnificantly negative correlation
to CSR, whereas individualism and uncertainty aaot have a significant positive
correlation with perception of CSR. In additions@aHo, Wang, & Vitell (2012) find a
correlation between national culture and CSR. Adiogy to Ho et al. (2012), high pow-
er distance, high uncertainty avoidance and highcoiaity cultures are less likely to
accept socially irresponsible behavior.

However, there seems to be some inconsistencyregiird to the direction on
which different cultural dimension can influence therception CSR. This inconsisten-
cy might be explainable with the fact that besidekural dimensions also other traits
and characteristics influence the perceived impogaof CSR, thus only cultural di-
mension might not be able to explain differencepenceived importance of CSR to a
satisfying degree. Some researchers included addltelements like ethical relativism
and ethical idealism (Vitell et al., 2003), or sddraditionalism (Kim & Kim, 2010), or
added cultural factors like average income (Thamgkorn, 2014) and were able to
prove that those factors also have significanugrice on the perceived importance of
CSR.

On the basis of cultural dimensions and theiuafice on an individuals' percep-
tion of ethical conflicts, Vitell, et al. (1993) deloped a model for explaining ethical
decision making in cultural context. However, etthidecision making and CSR is not
exactly the same, ethics and CSR are interwoverttarglthe model might to some ex-
tent be applicable to explore the correlation betw€SR and cultural dimensions.
Therefore, some elements of the model might be atgdicable when testing an indi-

vidual's perception of importance of CSR.
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Figure 10. Hunt-Vitell Theory of Ethics (Hunt & Vitell, 1992)

Generally,Vitell et al. (1993 adoptthe classification of ethical theories ir

deontological and teleological typology, where thain idea is the same as descri

by Crane & Matten (201(. Deontological theories, or n@onsequentialist theories, ¢

focused on a specific action or behavior, whereslogical theories, or consecn-

tialist theories are focused on the outcome of anraclibe model takes individual a

cultural dimensions, as well as professional emwirent, industry and organizatior

environment as a basis and derives from tldimersions an explanation for a speci

behaviorof an individual in a situation of a perceived etticonflict (Vitell et al.,

19

93).

However, as already mentioned, the model does xytai@ any phenomer

with relation toCSR, it might help to form a basis when developgnmodel for x-

plaining the influence of perceived CSR on busirstgdents' job choic
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4.5 Country Comparison and CSR Profiles

The following part will develop country profilesrfthe countries that will be under in-
vestigation for the study. The profiles will be ared for India, Germany, Iceland and
USA. The profiles will include information on CSRagtices in the respective country
as well as information from official sources onfeiént indicators for assessing living
standards, level of corruption and other sociotraltfactors. Those factors should help
to give an overview on the living conditions in sieocountries and ultimately also help
in interpreting differences in between cultureswntthe study.

The indicators that will be used are displayethmtable below. Data was gath-
ered from Trading Economics (2014), the United dlai Development Programme
(2014), Transparency International (2014) and tistitute for Economics and Peace
(2015).

56|Page



HASKOLINN [ REYKJAVIK
L)/ REYKJAVIK UNIVERSITY

Indicator Year Iceland Germany India USA
Population 2014/15 0.33m 82.73m 1,252.14m 320.05m
Human Devel-
2014/15 Rank 13 Rank 6 Rank 135 Rank 5
opment Index
Global Peace
2015 1/162 17/163 143/162 101/162
Index
Life expectancy
_ 2014/15 82.09 years 80.74 years 66.41 years 728%y
at birth
Mean years of
: 2014/15 10.41years 12.95years 4.43 years 12.94 years
schooling
Gender Ine-
_ 2014/15 0.088 0.046 0.563 0.262
quality Index
Corruption
Perception In- 2014 Rank 12 Rank 12 Rank 85 Rank 17
dex
GNI per capita  2014/15 35,116.46% 43,048.68% 5,149.81% 52,308.38%
Unemployment
2014/15 4.4% 4.7% 4.9% 5.5%
rate
Youth unem-
2014/15 9.1% 7.1% 10.7% 11.9%
ployment rate
Corporate tax
2014/15 20% 29.6% 33.99% 40%
rate
Income tax rate  2014/15 46.22% 47.5% 33.99% 35%
COz2 emissions
2014/15 6.17t 9.11t 1.67t 17.56t

per capita

Table 3. Country Data in Comparison.

Within the study, respondents will be asked tonemsquestion with regard to

the cultural dimensions of Hofstede. However, thow diagram gives a first indica-

tion on how the four countries in comparison sconethe four relevant dimensions,

which will be under investigation in the study. Ttiata for the chart was taken from

The Hofstede Centre (2015).

57|Page



HASKOLINN i REYKJAVIK
' REYKJAVIK UNIVERSITY

Cultural Dimensions in Comparison
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Figure 11. Cultural Dimensions in Comparison (The Héstede Centre, 2015).

The following parts will introduce a short anal/sif CSR issues in the four rel-
evant countries. This part is not meant to giveompmete overview on the history of
CSR in the four countries but rather provide anraspion of the situation of CSR in

those countries as of today and also include theldpment over the last few years.

4.5.1 Country Profile - India
Although not being labeled as CSR, the conceplf iseooted on the cultural traditions
of philanthropy and community embeddedness whiehatso based on religious beliefs
in India (Visser, 2008). CSR in India transformednfi a charity based approach to-
wards a more stakeholder oriented approach duimgg last years (Amaldoss &
Manohar, 2013). However, so far, governmental C&ivities in India seem to be not
very well developed, the central government andteel ministries, as well as The Na-
tional Foundation for Corporate Governance arentiae public actors, which are try-
ing to encourage and endorse CSR-related progfammgever, so far a coherent strate-
gy is lacking (Bertelsmann Stiftung, 2007). Besitles governmental initiatives, also
different company initiatives are in place. Comganiike Bharat Petroleum Limited,
Maruti Suzuki India Limited or Hindustan Unilevernhited focus on building for ex-
ample schools, improving sanitary facilities angbrove living conditions in general, in
the areas where they are located (Gupta, 2014).

Furthermore, CSR reporting is not widespread didrand thus communication

between companies and stakeholders is not very con{8inghania, Sharma, & Rohit,
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2013). In addition, initiatives to inform stakehetd about CSR activities of companies
have not been very successful, thus there is Aitlareness for existing CSR activities
of companies which is creating a lack of trust aghthe stakeholders (Singhania et al.,
2013). In addition to those problems, there is aldack of consensus among local or-
ganizations regarding priorities of the directidnGSR activities, which is also rooted
in a lack of transparency, as NGOs or other locghoizations fail to disclose infor-
mation on the direction of CSR programs initiatgdhem (Gupta, 2014).

In India CSR is more driven by philanthropy thanam actual integration into
business processes (Gautam & Singh, 2010). How@&R seems to be only at an in-
fantile stage in India which is backed by the fénzt in 2007 only 46% of the largest
Indian companies were reporting on CSR on theirdpmages (Gautam & Singh, 2010).
Furthermore, in the Karmayog CSR Rating which eatas the 500 largest Indian com-
panies with regard to their CSR activities, 46% avawarded with zero out of five
points; 18% were given one out of five points; 28&ned two out of five points; 7%
got three from five points; 1% got four from fiveipts and none was awarded with the
maximum of five points (Gautam & Singh, 2010). Ci8Rndia is viewed as mere giv-
ing by Indian companies and not as a social investrim the future that could also be-
come a strategic business tool (Shah & Ramamoaziy).

However, different initiatives have been startedmprove CSR in India, e.g.
the Industry Association Initiative which works s@y together with the government,
the UNPD and different stakeholders to promote CSButam & Singh, 2010). How-
ever, there are no clear guidelines towards CSIRdia which poses a major problem
(Singhania et al., 2013).

It seems that lack of communication and unstrectysrocesses are the major
problems of CSR in India. In a survey among Indiampanies, only 17% of the com-
panies had written CSR policies, while 80% of tbmpanies engaged in CSR activities
(Amaldoss & Manohar, 2013). Further, in a surveyoagiindian companies, 77% re-
ported to engage in employee volunteering, howavene of them had formal struc-
tures in place (Amaldoss & Manohar, 2013), whichiaghows the lack of structures

of CSR activities in Indian companies.
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4.5.2 Country Profile - Germany

According to a report from Bertelsmann Stiftung@2]) CSR is only recently becom-
ing more important in Germany. Only after the nmtleum CSR is becoming a more
important topic. A number of reasons might be chiémathis. First, after the costly
reunification, the welfare state begun to declind acreasing global competition in
connection with an increase in social security exieres stemming from a demo-
graphic shift towards an older society were obdaevgFifka & Reiser, 2015). As a
reaction to this situation, the question how thiegte sector could fill the gap in the
welfare system arose and CSR as a form of compalhyegjulation was one potential
answer (Fifka & Reiser, 2015).

When German companies started to become a mamational focus, CSR
was also getting more attention (Bertelsmann $i@fi2007). However, even though
the term CSR was not well-known, there were pl@ititiatives and alliances around
that are labeled as CSR today, simply becauseegbévailing social market economy
in Germany (Bertelsmann Stiftung, 2007). The formesponsibility for CSR issues is
in hands of the Federal Ministry of Labor and Sbéi#iairs. However, other govern-
mental institutions, like the Federal Ministry fRconomic Cooperation and Develop-
ment or the Federal Ministry for Family Affairs, i8er Citizens, Women and Youth are
also concerned with topics around CSR (Bertelsnfaiiftung, 2007). However, gov-
ernmental CSR activities are mainly focused onnaaships and alliances with busi-
nesses and promoting CSR via maintaining the OECiRi€Bnes as well as Global
Compact (Bertelsmann Stiftung, 2007).

CSR in Germany lacks a coherent strategy in soehdsf There are no efforts to
involve stakeholders in an institutionalized wayO8R activities, or increase awareness
for CSR through a more coherent communication esgsat(Bertelsmann Stiftung,
2007). Furthermore, modern forms of CSR, like caap®volunteering or cause related
marketing are rather rare in Germany, as companasgly focus on traditional activi-
ties like sponsoring or donating (Fifka & Reise®13). According to a study by Fifka
(2011), 60% out of the largest 100 German companidse donations while only 27%
engage in corporate volunteering and only 7% irseaelated marketing.

European countries in general seem to lack arepthddiscussion of CSR poli-
cies and activities on their homepages, howeveZL SR is discussed, it seems that the
main motivator of European companies to engageSR (3 rather pressure from share-
holders than real company values (Maignan & Rals2®®2). Maintaining legitimacy
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therefore seems to be one major motive for implémg@rCSR, as companies use CSR
to fulfill social expectations (Windolph, Harms, 8chaltegger, 2013). When presenting
their CSR activities, European companies mainhhlnyiyt their environmental com-
mitment and closely link CSR to the improvemenprdduction processes (Maignan &
Ralston, 2002). However, CSR is mainly viewed gsuhblic relations tool by many
German companies (Windolph et al., 2013) rathen thenanagement tool that can help
improving different functional areas such as firgrlogistics and production within the
company (Fifka & Reiser, 2015). Thus many Germananies do not see a necessity
for implementing CSR as a strategic instrumentk@F& Reiser, 2015). Thus, Fitka &
Reiser (2015) describe CSR as a defensive tookm@ny that is lacking the strategic
focus. However, Fifka & Reiser (2015) also concluallat awareness for CSR in Ger-
many is growing and markets are experiencing a atreation”.

In conclusion, CSR in Germany has undergone amujange within the last
years, yet there is still space for improvemeniC8R is not yet seen as a strategic tool.
However, different challenges and growing publiaemess for social, environmental
and sustainability issues might have the powerhange the perception of CSR in
Germany (Fifka & Reiser, 2015).

4.5.3 Country Profile - Iceland

However being hit hard by the financial crisis @08, the Icelandic economy devel-
oped rapidly over the last years (Thorsteinda2®10). Market liberalization and diver-
sification caused a shift from a an economy maddpendent on fishery to a multi-
sector economy including energy industry, financiakrvices and tourism

(Thorsteindottir, 2010). Thus, the business enwvitent in Iceland is much younger
than that of most other European countries assit iecently developed from a rather
poor farming society into an advanced economy (\ainSigurjonsson, & Davidsson,
2011).

The basis for CSR in Iceland was formed by a aafgoform called "coopera-
tives" which supported education and culture indbmunities in which they operated
(Guomundsson, 2002). Contrary to other northerropean countries, such as Norway
or Sweden, CSR did not get much attention in laklas generally it was perceived as
sufficient for a company to provide jobs, pay taresl wages (Thorsteindottir, 2010).
Although not being too active in CSR with regardtesiness processes, Icelandic com-
panies were ranked the third place for philantro@uitivities by a study of the Europe-
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an Commission in 2002. Only Finish and Danish camgsengaged in more philan-
thropic activities (European Commission, 2002). ldeer, the absence of classical CSR
activities might be partly explainable with the sipé situation of Iceland. Being a
country with only few inhabitants and a limited noen of companies, generally high
standards for environmental protection and humgintsiand no corporate scandals till
the collapse of the financial sector might havetted situation where even stakeholders
did not feel the need for more CSR activities (Bteindottir, 2010).

Furthermore, there seems to be a gap betweenreticegtion of CSR of stake-
holders and the perception of CSR of companiessteiaidottir & Hall (2008) find that
only 38% of Icelandic companies have written cotlethics, whereas 71% perceived
their ethical standards as relatively high. Ondtieer side, Thorsteindottir (2010) finds
that more than 50% of the Icelandic public con®deethical standards as too low.
However, the financial crisis shed light on etHicguestionable practices of Icelandic
banks and investigations were launched, which matgd led to a higher sensitivity for
ethics and CSR related issues (Sigurthorsson, 2012)

This being said, Vaiman et al. (2011) contend thatcrisis in Iceland was not
based on "traditional” corruption but weak busgeslture in general. The Icelandic
business culture was build up on tight personalosts within management level and
an environment where politics had huge influencebosiness opportunities (Jonsson,
2009). This situation facilitated the environmehatt lead to the collapse in 2008
(Vaiman et al., 2011).

There are different signs that CSR is becomingissue of more relevance in
Iceland, e.g. the first Icelandic CSR focused in&i "Ethikos" was established and
helped creating awareness for CSR in Iceland (Téimcottir, 2010). Furthermore, the
FESTA institute was founded in 2011 with the aimldecome a center of CSR
knowledge in Iceland and support companies in G3&ead issues as well as providing
a network to help companies implementing CSR (FESAA5). Icelandic subsidiaries
of large international companies laid noticeablyrenemphasis on CSR activities than
purely Icelandic companies (Thorsteindottir, 2010).
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4.5.4 Country Profile - United States

The US economy is based on a market-oriented apiprnodh rather low interventions

from the federal government (Bertelsmann Stiftud@07). The relationship between
the public sector and civil society is defined byotation between conflicts and cooper-
ation, however, they often share mutual intereBertelsmann Stiftung, 2007). The
United States are often described as the crad@S&t, however the driving force be-
hind CSR initiatives was not the public sector bnainsnational corporations which
based those actions on the philosophy of corpgaitanthropy (Bertelsmann Stiftung,

2007).

The CSR landscape in the US is segmented and ithdnigh variation in the
degree of CSR activities in between the statestéBanann Stiftung, 2007). Although
no explicit laws on CSR are in force, some starglarde.g. reporting are in place and
support the development of CSR, furthermore, ingensystems, like tax incentives
and award programs are in place to support CSRéBerann Stiftung, 2007). Howev-
er, socially responsible investments have beconggoaing segment in the United
States (Tschopp, 2005).

When it comes to self presentation, it seemsUWlsatompanies have well devel-
oped communication strategies and discuss dimensibtheir CSR policies openly on
their homepages (Maignan & Ralston, 2002). Furtleeencompanies from the United
States present their CSR activities as an extertditihhe company's core values or for
reasons of better performance (Maignan & Ralst0622

US based companies do not focus on productiorepsas but rather on philan-
thropic activities, such as volunteerism, when ptng their commitment to CSR
(Maignan & Ralston, 2002). Explicit CSR activitiage important in America, for ex-
ample, after natural disasters like the hurricafatrina”, American companies donated
money to the victims (Danko, Goldberg, Goldbergi&nt, 2008). In addition to those
activities, American companies often direct CSRvéaas towards developing health
care and insurance systems for their employeesk@®etal., 2008).

As American companies' major source of capitahesstock market and inves-
tors are increasingly demanding reporting on CSiizides, American companies are
required to carefully prepare reporting data, eislgovith regards to transparency and
accountability (Danko et al., 2008).
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4.6 Overview on Research Questions and Hypotheses

The following chart will give an overview on thesearch questions and correlating

hypotheses that were developed in the previous.part

Topic

Research Questions Hypotheses

Social Tradi-
tionalism

Hla:There is a negative relationship be-

tween social traditionalism and an indi-

vidual's perceived importance of CSR.
RQ1: Is there a correlatio Individuals with high social traditional-
between an individual' ism will therefore perceive CSR as less
perception of what goal important.

and responsibilities a co _ » : :
porate has to fulfill and th H1lb: There is a positive relationship be-

individual's perceived im fween Freeman's theses and an individu-

portance of CSR? al's perceived importance of CSR. Indi-
viduals who tend to agree with Freeman's
theses will therefore perceive CSR as
more important.

P-O fit and
company at-
tractiveness

. . . H2a: An individual's perceived im-
R2a: Is there an interaction ) o
. ortance of CSR is positively correlated
effect between perceiveq : : :
. with perceived importance of CSR as an
importance of CSR and )
; : attractiveness factor of a company. A
evaluating the importance . : :
. ““company that is perceived as socially
of CSR as an attractive- : :
responsible will be therefore more attrac-
ness factor of a company?

tive.

H2b: An individual's perceived P-O fit
(ethical fit) is positively correlated to

Ests\:’elsntherr)eerie?\%:jdati'r?]r_]perceived importance of CSR. There-

ore, an individual with high perceived
ﬁfg’t‘gﬁgl?ﬁ)g:SR and I:)'dlmportance of CSR will perceive a better
' P-O fit (ethical fit) with a company that

engages in CSR.

Individual
Values

H3a: There is a positive relationship ide-

alism and an individual's perceived im-

portance of CSR. Individuals with high
RQ3: Is there an interac idealism will therefore perceive CSR as
tion effect between indi more important

vidual values and pel 43p: There is a negative relationship

ceived importance 0 petween ethical relativism and an indi-

CSR? vidual's perceived importance of CSR.
Individuals that tend to be relativistic
will therefore perceive CSR as less im-
portant.
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H3c: There is a positive relationship be-
tween spirituality and an individual's
perceived importance of CSR. Individu-
als that tend to be more spiritual will
therefore perceive CSR as more im-
portant.

H3d: There is a negative relationship
between materialism and an individual's
perceived importance of CSR. Individu-
als that tend to be more materialistic will
therefore perceive CSR as less important.

Cultural Di-
mensions

RQ4: Is there a correlatio
between different culture
dimensions and perceive
importance of CSR?

H4a: There is a negative relationship
between individual-ism and an individu-
al's perceived importance of CSR. Indi-
viduals with high individualism will

therefore perceive CSR as less important

H4b: There is a negative relationship
between power distance and an individu-
al's perceived importance of CSR. Indi-
viduals with high power distance will

therefore perceive CSR as less important.

H4c: There is a positive relationship be-
tween femininity and an individual's per-
ceived importance of CSR. Individuals
with high femininity will therefore per-
ceive CSR as more important.

H4d: There is a positive relationship be-
tween uncertainty avoidance and an indi-
vidual's perceived importance of CSR.
Individuals with high uncertainty avoid-
ance will therefore perceive CSR as more
important

Table 4. Overview on Research Questions and Hypothes
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5 Research Methodology

Research methodology and chosen approaches fmtistdtanalysis are based on dif-
ferent studies, researching intercultural diffeesm attitudes and perceptions towards
business ethics and CSR in general (Christie 2@0D3).

5.1 Research Design

The cross-cultural survey research method (Chrédtial., 2003) is applied to conduct
the study. The method is used to study the relshipnbetween individual values and
cultural values and the perceived importance of @SR business environment. In a
second step, it was researched, whether the pectéiwortance of CSR has influence
on the perceived attractiveness of potential emgyamongst graduate business stu-
dents. Primary data were collected from graduateness students who are currently
enrolled in a master degree program in India, lagl&ermany and the United States,
using a questionnaire built from other studies Whiere addressing cross-cultural re-
search (Christie et al., 2003; Rokeach, 1973; Gofstede, 1984; de Mooij, 2014), P-O
fit research (Turban & Greening, 1996; Kristof, 89%im & Park, 2011), research of
ethical attitudes (Thanetsunthorn, 2014; MaignaR&ston, 2002; Kim & Kim, 2010;
Ho et al., 2012) and personality measurement reg&orsyth, 1980; Kolodinsky et
al., 2010; Judge & Cable, 1997).

5.2 Unit of Analysis

As this study is determined to research intercaltdifferences, a definition of the con-
struct which will be used as a unit of analysisiexessary (Christie et al., 2003). In
cross-cultural research, a distinction is made eetw'culture” and "nation”. A nation is
described as a created construct with geographitlpolitical boundaries (Christie et
al., 2003), whereas culture is a set of valuestatigfs that might be found in different
nations (Christie et al., 2003). However, alsoat#ht cultures can be present in one
nation (Hofstede, 2001).

In cross-cultural research, the construct "natisndften chosen, as it enables a
clear framework for the study (Christie et al., 2D0However, the most frequent ap-
proach is to use "nation” interchangeably with tierd” (Tayeb, 1994).

For this study, the samples are drawn from differetions. The term "culture"
is therefore used interchangeably with nation aestdbes the national culture.
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5.3 Choice of Nations

Four different nations (Iceland, Germany, USA andid) were chosen for the cross-
cultural research. Iceland was chosen as a stgyoiyg for this thesis. As Iceland's ge-
ographical location puts it in between the Europaad the American continent, and
furthermore cultural influences from both contireeate observable, America and Ger-
many (as a representative of European countries elgosen to research for intercul-
tural differences.

However, with India a fourth country was addedhe cross-cultural compari-
son. India was added by using systematic samplingegure. According to Vijver &
Leung (1997), in systematic sampling for crosstoalt research, nations are chosen in
a "systematic and theory guided fashion". As thethad is used to have a meaningful
comparison in cross-cultural research, culturaiatian is necessary (Christie et al.,
2003). Nations should be selected so that theyesept different values. As for this
study, Hofstede's cultural dimensions are useddanparing cultural values, with India
a fourth country was chosen that displays signitiaifferences in the cultural dimen-
sions. Furthermore, the United States and Indi& lieden under investigation in differ-
ent other cross-cultural studies that evaluatetu@all values on Hofstede's dimensions
and showed significant differences (Hofstede, 20@Lythermore, as shown in table
three, India is also on an economic level signiftbadifferent than the other three cho-
sen nations also the human development of Indiandamentally different from those
of the other three nations.

5.4 Sampling Procedure

Samples are drawn from Iceland, Germany, USA adalhy using the matched sam-
ples technique. The aim of this technique is to enihle sample of the compared cultur-
al groups as similar as possible with regard tad#m@ographic characteristics (Vijver &
Leung, 1997). This technique has been widely usettass-cultural research and also
Hofstede underlined the importance of this techejouhich he also used to make his
studies replicable, as otherwise difficulties vebatise in identifying whether a specific
result is really a cause of cultural differencesrather to demographic differences
(Hofstede et al., 2010).

Business students have been found to be a pogamapling group in different

intercultural studies (Grunbaum, 1997; Lysonski &idis, 1991), as they meet the re-
quirements for matched samples (Christie et al0320However, in business ethics
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research, managers are often preferred over sgjdenstudents are inclined to evaluate
ethical question on ad hoc basis (Fritzsche & Becl@83).

As the aim of this study is to compare the efigfctultural differences on the
perceived importance of CSR amongst business dijdigre sample for all countries
will comprise only of graduate business studentswéier, also students who are cur-
rently enrolled in a business program but havdfarént background (e.g. engineering)
are counted.

However, the aim was to reach a sample with asyraarpossible factors being

matched.

5.5 Questionnaire Design - Study Instruments

The instrument chosen for this study is a quesaoenwhich includes twenty-two parts
with different items. All scales were developed aested in prior research. Most of the
questions were directly taken from those studiesteffore most of the scales have al-
ready been tested for validity and reliability. @al few and minor changes were made
to the questions, e.g. exchanging words that nhgkie an ambivalent meaning to non-
native speakers. The following chapter will finst la table that provides an overview on
all scales that were used as instruments for thdys Afterwards, a detailed description
of each scale and its origin and set up folloi.scales that have been used to con-
struct the questionnaire can be found in AppendiX 1. The questionnaire that was

constructed for this thesis can be found in Apped@i.2.2.
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Scale Name Source Measured Construct Origin
S Responsie UMD e towards CSR. (o fohot
PRESOR (Sliggg;"pakdi etal giockholder View gggz‘;‘ Jauch
PRESOR (Sligggsalpakdi EiEl: Stakeholder View (Klrggzi‘ LT

Ethics Position
Questionnaire
Ethics Position
Questionnaire
Intrinsic Spirituali-
ty Scale

Materialism Scale

Power Distance
Scale

Individualism Scale

Masculinity Scale

Uncertainty Avoid-
ance Scale

Job Attributes

ESCSP

Vitell et al. (2003)
Vitell et al. (2003)

Hodge (2003)

Richins & Dawson
(1992)

Vitell et al. (2003)

Vitell et al. (2003)
Li et al. (2004)

Vitell et al. (2003)

Vitell et al. (2003)

Taylor & Berg-
mann (1987)
Wong et al. (2010)

Paul et al., 2011

Table 5. Overview on Sources of Scales.

Demographic Items

Ethical Idealism
Ethical Relativism

Spirituality
Materialism

Power Distance

Individualism

MasculiniBémininity

Uncertainty Avoidance

Job Attributes

P-O Fit

Forsyth (1980
Forsyth (1980)

Hodge (2003)

Richins & Dawson
(1992)
Hofstede(1984)
Gordon (1976)
Hofstede (1984)
Triandis et al.
(1988)

Voich (1995)
Yamaguchi (1994)
Hofstede (1984)
Voich (1995)
Hofstede (1984)
Norton (1975)
Voich (1995)
Budner (1962)
Taylor & Berg-
mann (1987),
Wong et al. (2010)
Meijer & Schuit
(2005)

Paul et al. (1997)
Zalka et al. (1997)

Within this category, respondents indicate gengeahographic attributes, such as age,
gender and age group. Furthermore, respondents tbavelicate whether they have
ever been in a student, which field of studies thessue and if they have ever taken a
course in Corporate Social Responsibility or BusinEthics. However, this category is
not asking too detailed questions, like religionimarome situation, as those are not of
any further interest for this study and might prvparticipants from answering the

questionnaire.
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Socially Responsible Attitude Scale

This scale contains questions which measure thedsttowards CSR in a business
related context. The four items are directly takem the Socially Responsible Attitude
Scale, developed by Hunt, Kiecker, & Chonko (19289 used the scale as a predictive
validity assessment. In the original questionnaiee, 9-point Likert-scale with
agree/disagree type answers was used (Hunt d198i0). However, for this study, a 7-
point Likert-scale with agree/disagree type answeas used. The socially responsible
attitude for each respondent was calculated byingtdhe score of each of the four
items (Hunt et al., 1990). Hence, an individualhaat higher score has a more positive
attitude towards social responsibility, whereasiratividual with a lower score has a
less positive attitude towards social responsibi{inghapakdi, Vitell, Rallapalli, &
Kraft, 1996).

This scale was also used in a study by Singhapetkali (1996) where the valid-
ity of the scale was found to be .62. Singhapakdi.e(1996) use the socially responsi-
ble attitude scale to identify a possible correlatwith the three dimensions of the
PRESOR scale (socially responsibility and profitghi long-term-gains and short-
term-gains). By running a multiple regression asialywith the socially responsible
attitude as the independent variable, they findstwye and significant correlation with
all three dimensions of the PRESOR scale (Singtdipetkal., 1996). Furthermore, in-
dividuals who score high in socially responsiblitiade tend to be less relativistic (beta
value: - 0.028) which Singhapakdi et al. (1996)cdiers in the multiple regression

analysis.

Perceived Role of Ethics and Social Responsil$idgle

The items from this scale were developed in comrdpnce with the Perceived Role of
Ethics and Social Responsibility (PRESOR) which degeloped by Singhapakdi et al.
(1996). This scale is based on the Organizatiordiffeness Menu by Kraft & Jauch
(1992).

The original scale was a 9-point Likert-scale vehitre internal validity of items
ranges between .6 and .7 (Singhapakdi et al., 1%26)hermore, the original scale is
divided into three subcategories. The categoryiasaesponsibility and profitability"
contains four items, "long-term gains" includes gems and "short-term gains" with
three items (Singhapakdi et al., 1996). Reliabistyalysis shows that the coefficient
alpha for all the individual items is between .67 %1 (Singhapakdi et al., 1996).
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Axinn, Blair, Heorhiadi, & Thach (2004) dividedethitems from the original
scale into the categories stakeholder view andkbtwder view. The categories are in-
fluenced by the two opposing views prominently defi by Freeman (1984) and
Friedman (1970). The stakeholder view comprisethefitems that describe a rather
narrow view on CSR while the shareholder view cmstdhose items that emphasize
the importance of CSR (Shafer et al., 2007). Therediolder or stockholder view in-
cludes five items, whereas the stakeholder viewudes seven items (Shafer et al.,
2007).

Shafer et al. (2007) find when testing the PRESO&e in a factor analysis with
varimax rotation and Kaiser normalization the felity of the factor loadings to be
between .59 and .75 based on the Cronbach alplesfattors explain about 50% of the
variance (Shafer et al., 2007).

Few studies used the PRESOR scale to test facuiteral differences on the
Hofstede (2001) dimensions which produced incoeststesults (Shafer et al., 2007).

For this study, eight of the thirteen items wehesen, where four belong to the
shareholder view and the other four to the stalddroliew. Respondents were asked to
indicate their agreement on a 7-point Likert-scale.

Ethics Position Questionnaire

Originally developed by Forsyth (1980) and namedtidst Position Questionnaire

(EPQ), this scale consists of two dimensions, dealism dimension and the relativism
dimension. This idealism scale measures an indifslacceptance of the existence of
universal moral standards while the relativism esgakasures an individual’s rejection
of those universal moral principles (Vitell et @003). The original scale includes

twenty items, ten in the relativism dimension aed in the idealism dimension (For-

syth, 1980). The scale is designed as a 9-poirdri-ticale (Forsyth, 1980).

Vitell et al. (2003) used for their study eighgrits from the idealism scale and
nine items from the relativism scale. They alsa teBability for those scales and find
an alpha of .865 for the idealism scale and anaalph.818 for the relativism scale.
Vitell et al. (2003) use a 7-point Likert-scaleni@asure the results.

For this study, four items from the idealism scahe four items from the relativ-
ism scale were taken. Respondents were asked loagydahe statements on a 7-point
Likert-scale.
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Spirituality Scale

This scale is measuring the construct of spirityads a part of the individual values.
The scale which is used here is the Intrinsic §hty Scale which was developed by
Hodge (2003) and is based on the scale to meastinesic religion (Alport & Ross,
1967). The scale was designed to measure intrgmsituality of an individual as part
of intrinsic motivation (Hodge, 2003). The concegization of this scale is moving
away from a purely religious based definition ofrispality to the term transcendence,
which includes theistic as well as non-theisticigyal beliefs (Hodge, 2003).

The original scale is a 6-item scale, designedraieg to the phrase completion
method, were respondents have to complete the ttiagiof a phrase on a scale from
one to ten, where one leads to a sentence indicabsence of the tested attribute and
the corresponding sentence and ten states the miaxemount of the tested attribute
(Hodge, 2003). Scores are then added up. A higresepresents a high intrinsic spirit-
uality and vice versa.

The scale consisted originally of seventeen itefhsough a factor analysis the
items with the lowest reliability were identifiethé eliminated until the six items with
the highest reliability coefficient, representedthg R-square were left (Hodge, 2003).
The reliability coefficients of the items rangeweéen .73 and .84 (Hodge, 2003).

For this study, four of the six items from thiskcwere taken. However, it was
decided to not use the 10-point phrase completiethad but a 7-point Likert-scale
where scores are added up. A higher score willcatdi a higher intrinsic spirituality

and vice versa.

Materialism Scale

Within this scale, the construct of materialismagsart of an individual's set of values is
measured. The scale consists of the three dimensiattess, centrality and happiness,
where success includes six items, centrality séeems and happiness five items, which
adds up to a total of 18 items (Richins & Daws®@92).

Items of the scale are based on existing attitlederiptions, characterization of
materialistic people in research and some itenta foeevious scales that assessed mate-
rialism (Belk, 1983; Richins, 1987; Yamauchi & Telemp 1982)

All items are measured on a 5-point Likert-scaiemis are added up with a high
score indicating a high degree of materialism and versa (Richins & Dawson, 1992).
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To test the reliability of the scale, a explorgtéactor analysis was conducted
and it was found that that centrality items hadchalpoefficients between .71 and .75,
success items' alpha ranged between .74 and .7Bagpihess items varied between .73
and .88 (Richins & Dawson, 1992). When combined,dlpha for the items ranges be-
tween .80 and .88 (Richins & Dawson, 1992). Thabdity correlations for the cen-
trality dimension is .82, .86 for the happinessetusions, .82 for the success dimension
and .87 for the combined scale (Richins & Daws@92).

For this study four of the items were chosen agspondents were asked to
evaluate the statements on a 7-point Likert-sdatents were added up, where a high

score indicate a high degree of materialism aned versa.

Power Distance Scale

The scale that is used to measure power distansalexgeloped by Vitell et al. (2003).
It is based on items that were taken from Hofste®84) Power Distance Scale and
Gordon's (1976%reater Conformity Scalét comprises of five items and has a relia-
bility of .607 (Vitell et al., 2003). Originally,his scale was designed as a 5-point
Likert-scale.

For this study four of the five items were dirgcthken from this scale. Re-
spondents were asked to indicate their degreerekawent on a 7-point Likert-scale. A
high score indicates that the individual has a pglwer-distance, meaning that this
individual is willing to accept an unequal distrilmn of power within an organization

and is hesitant to enter conflict with superiorgé€W et al., 2003).

Individualism Scale

The scale that is used to measure power distansalexgeloped by Vitell et al. (2003).
It is based on items that were taken frotofstede (1984) Triandis, Bontempo,
Villareal, Asai, & Lucca (1988)Voich (1995) and Yamaguchi (1994Yhe scale con-
sist of three items and has a reliability of .6@Bnbined with the masculinity scale
(Vitell et al., 2003). Originally, this scale issigned as a 5-point Likert-scale.

One additional items was taken from the scale hyZlnn, Chick, Graefe, &
Absher (2004) which is also based on items fromskéafe (1984). A 7-point Likert-
scale was used by Li et al. (2004).

Therefore, this scale consists of four items ialtdRespondents were asked to
indicate their degree of agreement on a 7-poineftikcale. A high score demonstrates
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that the individual has is self oriented and indejgnt and furthermore prefers loose

ties with other people, except for the close far(Mitell et al., 2003).

Masculinity Scale

The scale measuring the construct of masculinity aréginally developed by Vitell et
al. (2003) by using items from Hofstede (1984) &ioich (1995). The scale consists of
five items and is designed as a 5-point Likert-ac¥iitell et al., 2003). The scale exhib-
its a reliability of .665 together with the indiudlism scale (Vitell et al., 2003).

For this study, four of the five items were chosed respondents were asked to
indicate their degree of agreement to each of tlterments on a 7-point Likert-scale. A
high score in masculinity indicates that the indual is more competitive, assertive and
has a higher need for achievement (Vitell et &03). A lower score indicates a higher
level in femininity, describing a more modest arehdévolent individual (Vitell et al.,
2003).

Uncertainty Avoidance Scale
The items were taken from the scale developed hgll\et al. (2003). This scale is
based on items from Hofstede (198Morton (1975)Voich (1995) and Budner (1962).
The scale consists of five items and is designed agoint Likert-scale. Vitell et al.
(2003) find the scale to have a reliability of .771

For this study four of the five items were takerd aespondents were asked to
evaluate the statements on a 7-point Likert-s@albigh score indicates that the indi-
vidual is risk averse and prefers an environmergre/tiormal rules and regulations en-
sure stability (Vitell et al., 2003).

Company/Job Attractiveness Scale

This scale consists of seven items that indicagziBp company or job related (e.qg.
salary, location of job) attributes. Those attrdsutvere taken from studies from Taylor
& Bergmann (1987), Wong et al. (2010) and McGintyR&itsch (1992). From those
sources, job or company characteristics were chtsinseemed to be most important
to students when evaluating potential jobs.

Respondents were asked to evaluate the percemwpdrtance of each of the

attributes on a 5-point Likert-scale.
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Employee Sensitivity to Corporate Social Perfornganc
This scale was used in this study to measure thstaet of ethical fit which is a sub-
dimension of the P-O fit. The scale that was usech¢asure this construct is the Em-
ployee Sensitivity to Corporate Social Performanacale (ESCSP) which was devel-
oped by Paul, Meyskens, & Robbins (2011). The scalmsed on items from different
researchers that were developed to measure consemsitivity towards CSR (Meijer
& Schuit, 2005; Paul, Zalka, Downes, Perry, & Fyida997; Zalka, Downes, & Paul,
1997) Those items were modified to research inter@semployees (Paul et al., 2011).

The original scale consists of fourteen items.pRadents indicate their agree-
ment to the statements on a 5-point Likert-scadult al., 2011). The scale is further
subdivided into three dimension. The first dimensigocially responsible company"
includes six items, the dimension "job preferendasludes five items and the dimen-
sion "discrimination” includes three items (Paubkt 2011). A factor analysis was run
for the three sub-dimensions as factors. For th®ofd'social responsible company” a
Cronbach's alpha of .82 was found, the Cronbagpiedor the factor "job preferences"
was .73 and for "discrimination” a Cronbach's alphas8 was discovered (Paul et al.,
2011).

For this study, in total five items from the thaé-dimensions were chosen and
adopted. Respondents were asked to indicate thetement on a 7-point Likert-scale.
Scores were added up. A high score indicates katndividual lays high importance

on ethical fit when evaluating a potential job ogpoity.

5.6 Administration of the Questionnaire

The questionnaire was handed out to students kioywthe author of this thesis. Those
students were in return asked to share the quesii@nat their universities. By distrib-

uting the questionnaire in this way, students ftbnee universities in the US, four uni-
versities in Germany, one university in Iceland #&mee universities from India belong

to the respondents of this questionnaire. Howethgrse universities were not chosen
due to any specific attributes.

The questionnaire was only available in Englishgleage. The questionnaire
was the same for all respondents, regardless ofrithgon. Hence no country-specific
changes were incorporated in the wording of thaste

By distributing the questionnaire in this way, #gngthor only had limited influ-
ence on who participated in the study. Howevempaedents with demographic attrib-
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utes that were too far away from the desired samp@ee excluded from the study.
However, this methodic problem will receive furttetention in the discussion of the

results.

5.7 Variables
Different dependent and independent variables wseel throughout the research. Fol-

lowing independent variables were used:

Demographic Characteristics

For this study, the demographic characteristic ihaf major importance is nationality
(Fritzsche, 1995; Park, 1998; Christie et al., J0Gnder will to some degree play a
role (Arlow, 1991; Ford & Richardson, 1994 ; Whip@ Swords, 1992; Christie et al.,

2003) but is no major focus of this study, as thenbgeneity of the group will not al-

low for in-depth analyses. Due to the homogeneith wegard to the age group of re-
spondents, age will not be used as an independegiatble in this study. Furthermore,
religion does not play a role in this study, asdbestruct of spirituality is measured.

Hofstede's cultural Dimensions
Instead of using the index values ranging from Q@06 for the individual dimensions
(individualism, power distance, masculinity, urtaerty avoidance), respondents have
to answer questions to obtain an individual scoreefich of the dimensions. By using
the index, nationality cannot be used simultangousimultiple regression analysis,
because of the correlation to the index (Christiale 2003). However, in previous re-
search the index values (Christie et al., 2003)eal$ as individually computed values
(Vitell et al., 2003) have been used.

In this study, for each of the dimensions, reseonsl were asked to evaluate
four statements on a 7-point Likert-scale rangmognf 1 (Fully agree) to 7 (Fully disa-
gree) or vice versa for reverse worded questiohenTscores for each question were

added up to gain a total score for that dimension.

Individual Values
For this variable different scales are used to mneathe constructs of spirituality, ethi-
cal idealism, ethical relativism and materialismité\t et al., 2003; Hodge, 2003;
Richins, 1987).
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For each of the attributes respondents were agkeddicate their degree of
agreement to four statements on a 7-point Likemtescanging from 1 (Fully agree) to 7
(Fully disagree) or vice versa for reverse wordedsgjons. Afterwards, scores for each

guestion were added up to gain a total score Bpetive construct.

Socially Responsible Attitude
In addition to the PRESOR scale, this scale meastne attitude towards CSR in a
business context. In accordance with Singhapakdil.et(1996)this variable will be
used to test whether the results for the PRESOR aca in congruence with the social-
ly responsible attitude..

To measure this construct, again respondents agked to indicate their degree
of agreement to four statements on a 7-point Likeale ranging from 1 (Fully agree)
to 7 (Fully disagree) or vice versa for reverse deor questions. Afterwards, scores

were summed up to reach an individual score foln easpondent.

The following variable will take, depending on ttested construct, the role of
the independent or the dependent variable.

PRESOR

Consisting of two the two dimensions that measoas traditionalism with regard to
the views of Freeman and Friedman, respondents agaie asked to indicate their de-
gree of agreement to eight statements on a 7-pdiett-scale ranging from 1 (Fully
agree) to 7 (Fully disagree) or vice versa for regeworded questions. Afterwards,
scores were summed up to reach an individual dooesach respondent.

However for some analyses, the scores for thelfam scale will be rewarded
with 1 point for full agreement to 7 point for fullisagreement and scores from the
Freeman scale will be rewarded with 1 point fot flifagreement and 7 points for full
agreement. This leads to a scale with a minimur@ pbints, indicating low perceived
importance of CSR (full agreement to Friedman anlddisagreement to Freeman) and
a maximum number of 56 point, indicating a highceared importance of CSR (full

disagreement to Friedman and full agreement torkaeg.

The following scales were used to obtain valuevéosiable that will function as
dependent variables only:
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Attractiveness Factors

This scale measures the importance of differenh@tveness factors of a potential job
based on seven attributes. Each respondent inditaeimportance of each of the at-
tributes when looking for a job on a 5-point Likedale from very important (5) to ab-

solutely unimportant (1).

P-O fit

This scale measures the ethical fit, a sub-dimensidhe P-O fit. Respondents indicate
their degree of agreement to five statements opaint Likert-scale. Points are added
up. A high score indicates a higher perceived ingmare of ethical fit when looking for
a job.

5.8 Statistical Analysis
On the one hand, purely descriptive statistics gllused to display a general picture of
the group of respondents and their characteristics.

In a second step, reliability analyses will be amtdd to obtain Cronbach's Al-
pha for the used scales, to identify, whether scaite reliable or not.

Starting with the analyses, multiple regressiordet® will used to determine the
important factors driving the differences in peveei importance of CSR. Further anal-
ysis of variance (ANOVA) will be carried out to iy statistical significance of the
model. In addition Pearson correlation analysed el performed to evaluate the
strengths and direction of the correlation betwd#ferent factors and perceived im-
portance of CSR. Additionally, also multivariateabysis of variance (MANOVA) will
be used.
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6 Data Analysis and Results

6.1 Descriptive Statistics

A total of 198 people returned answered questiorReaHowever, it is not possible to
compute a rate on the return of surveys, as tha® wot a fixed number of surveys
handed out. However, only 187 were usable retasdor some of the others answers
were missing, the respondent were not graduatestsier had a nationality which was
not under investigation for this study.

There was a pretty even distribution between rié8e7%) and female (51,3%)
respondents. A large majority of respondents (78,6%s in the age group between 25
and 34 years, whereas 19,8% were in the age gretwebn 16 and 24 years and only
1,6% of respondents were between 35 and 46 yedrdNohe of the respondents was
older than 46 years.

The largest group of respondents was from Gern{asy3%) followed by Ice-
land with 25,7% then the United States with 20,3%he respondents and last India
accounting for 18,7% of the responses.

A majority of the respondents had pre-knowleddg5%) in the field of CSR,
whereas only 58,8% visited a course in CSR or legsirethics during their university
education.

Comparing mean scores for perceived importancEQR shows that there is
only a minor difference between male and femalparedents. While male respondents
on average reveal a score of 43,40 out of 56 pdensale respondents showed a slight-
ly lower mean score with 42,38 out of 56 points.

The tables supporting and providing above datdHerdescriptive statistics can
be found in Appendix 10.3.1.

6.2 Reliability of the Scales

Even though all scales that were used throughagisthdy have already been used and
tested with regard to their validity and relialyijia reliability test for each of the scales
was conducted. This was done, as items from tlggnati scales were deleted and some
scales were composed from items of different scaleasuring the same construct.

Supporting tables for the reliability analyses barfound in Appendix 10.3.2.
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Socially Responsible Attitude Scale

This scale has a Cronbach's Alpha of .469 whidoissidered as not a very high con-
sistency reliability, as according to Pallant (2¥8value of .7 is considered acceptable
and values above .8 are preferable. The meanitetarcorrelation is ranging between

.047 and .45 with a mean of .223. This shows avant strong inter-item correlation

PRESOR Scale - Friedman Part
With a Cronbach's Alpha of .81 this scale has & geod internal consistency and thus
can be considered as reliable. Inter-item cor@tatanges between .358 and .656 with

a mean of .518, indicating a strong relationshipagthe items.

PRESOR Scale - Freeman Part

The Freeman part of the PRESOR scale has a Crosbalgha of .635 and thus stays
slightly below what is deemed to be acceptable. éi@r, it should be noted that ac-
cording to Pallant (2013), for scales with lessntlen items, obtaining an acceptable
Cronbach's Alpha can be tricky. However, inter-iteanrelation for this scale ranges
between .13 and .455 with a mean of .303 whichbeastill considered as acceptable.

PRESOR Scale - Combined

For the combined PRESOR scale, a Cronbach's Alpt&84 is obtained which can be
considered as quite strong. Also inter-item coti@ashows a strong correlation be-
tween the items. Thus, the PRESOR scale can bedeoed as quite reliable with a

high internal consistency.

Idealism Scale
The idealism scale can be labeled as quite reliaslet obtains a Cronbach's Alpha of
.8 and an average inter-item correlation of .51th wcores between .182 and .751. Thus

this scale shows a strong inter-item correlatioth amigh internal consistency.

Relativism Scale

Obtaining a Cronbach's Alpha of .864 makes thidesqaite reliable. Internal con-
sistency seems to be relatively high, as inter-itmmrelation has a mean of .614 and
ranges between .586 and .676.
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Spirituality Scale

The intrinsic spirituality scale obtains a high @bach's Alpha of .96 and thus has a
high internal consistency and validity. Inter-itarorrelations also support the sugges-
tion of a high reliability as they have a mean8#2 and range between .809 and .919.

Materialism Scale

This scale obtains a Cronbach's Alpha of .659 &nd stays somewhat below the .7
which would mark an acceptable validity. Inter-iteorrelation is ranging between .089
and .6 with a mean of .325. However, it seemsititatnal consistency is not too weak

for this scale.

Power Distance Scale

By obtaining a Cronbach's Alpha of .715, the podistance scale can be described as
having an acceptable internal consistency. Inmnitorrelation ranges between .206
and .676 with a mean of .379.

Individualism Scale
With a Cronbach's Alpha of .539, this scale seantzaie some weaknesses in internal
consistency. This is also reflected in the interdtcorrelation, where the scale has a

mean of .252 with a range between .156 and .698.

Masculinity Scale
The masculinity scale obtains a Cronbach's Alph&88 and thus has a good internal
consistency which is also supported by the measr-itdm correlation of .485. Inter-

item correlations range between .367 and .701.

Uncertainty Avoidance Scale

This scale has a high internal reliability and gstesicy with a Cronbach's Alpha of
.829. The mean inter-item correlation is .557 witllues ranging between .465 and
.667.
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P-O fit
The scale obtains a Cronbach's Alpha of .856 amsl ithcan be considered that there is
a reliability in measuring the underlying construthe inter-item correlation values

range between .219 and .759 with a mean of .547.

6.3 Business Practices and PICSR
In a first attempt to identify, whether the evaloatof business practices and CSR is
dependent on the individual's score on the schiddridicate agreement to the theses of
Freeman and Friedman, a Pearson correlation asasysarried out. The aim is to iden-
tify, whether the variables (labeled Friedman angefman) that will be later on com-
bined and serve as the perceived importance of G8RSR) in a business context, are
correlated with the individual's view on businesagtices with regard to a company's
CSR activities.

By running a Pearson correlation analysis, thection and strengths of this

potential correlation should be identified.

Table 6

Correlations between PICSR and Freeman/Friedman Theses

Importance of

CSR in Business Friedman Freeman

Importance of CSR in Busi-  Pearson Correlation 1 496" 505"
ness Sig. (2-tailed) ,000 ,000
N 187 187 187
Friedman Pearson Correlation 496" 1 634"
Sig. (2-tailed) 000 ,000
N 187 187 187
Freeman Pearson Correlation 505" 634" 1
Sig. (2-tailed) 000 ,000
N 187 187 187

**_Correlation is significant at the 0.01 level (2-tailed).

Table 6. Correlations between PICSR and Freeman/Framan Theses.

The Friedman variable reveals a Pearson corralabefficient of .496 which is
according to Cohen (198&)medium to strong relationship. This variable hesca sta-
tistical significant correlation with the importamof CSR in business variable with a

Sig value of .000. The relationship between the isyoositive, however, it must be not-
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ed that the Friedman variable was reverse sconedrder to combine it later with the

Freeman variable. This means that a higher scotheoRriedman variable really means
a low agreement with Friedman’s theses. In rethis heans that the positive correla-
tion is actually a negative correlation which irates, that a low agreement to Fried-
man's theses also leads to a higher score in theriemce of CSR in business variable.

The Freeman variable is strongly correlated witpbartance of CSR in business
with a coefficient of .505. Statistical significancs reached with a Sig. value of .000.
The relation between the two is positive, whichgasgis that if an individual reveals a
high degree of agreement to Freeman's thesesnthigdual will score higher on the
attitude towards importance of CSR in business.

Thus, hypothesis 1la could be confirmed. Individwaith a high score on social
traditionalism (Friedman's theses) have a lesdipesttitude towards CSR in business.
Hence, a negative correlation between those twablas was established. Further-
more, hypothesis 1b was found to be true, as iddalls with a high agreement to
Freeman's thesis revealed a more positive attimdards CSR in business, thus a posi-
tive correlation was established.
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6.4 PICSR and Job Attributes and Ethical Fit
In order to test the hypothesis that there is @igegelationship between the attractive-

ness as a company and the perceived importanc&RfaCPearson correlation analysis

IS run.
Table 7
Correlations between PICSR and Importance of Job Attributes
Social and ethi-
cal behavior of Reputation of
PICSR the company the company
PICSR Pearson Correlation 1 604" -,036
Sig. (2-tailed) ,000 1620
N 187 187 187
Social and ethical behavior ~ Pearson Correlation ,604" 1 ,160°
of the company Sig. (2-tailed) ,000 ,029
N 187 187 187
Reputation of the company  Pearson Correlation -,036 ,160° 1
Sig. (2-tailed) ,620 ,029
N 187 187 187

**_Correlation is significant at the 0.01 level (2-tailed).
*, Correlation is significant at the 0.05 level (2-tailed).

Table 7. Correlations between PICSR and Importancefalob Attributes.

The social and ethical behavior is the variablenajor importance in this analy-
sis, however, the reputation of the company is &d&en into consideration, as their
might be also a correlation between perceived itapoe of CSR and the reputation of
a company as an employer attractiveness factor.

The attribute of social and ethical behavior afcempany as an attractiveness
factor reveals a Pearson correlation coefficienté® which is according to Cohen
(1988) a strong relationship. This variable reachesatistical significant relation with
the PICSR by reaching a Sig value of .000. Theicglahip between the two is positive.
This means that a higher score on the PICSR vargbb means that the individual will
put more emphasize on CSR of a company when evajutite attractiveness of a job
opportunity. However, company reputation does ruiws any correlation with the
PICSR variable. Reaching a Pearson correlatiorficmeft of only -.036 and a Sig. val-
ue of .620, no correlation between the two coule$tablished.
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Thus, hypothesis 2a was confirmed. A higher degréddCSR is positively cor-
related with the importance an individual lays o8RCactivities of a company when
evaluating this company as a potential employer.

In the next step, it is the aim, to identify a gibte correlation between the per-

ceived importance of CSR and the importance ottheal fit to an individual.

Table 8
Correlations between PICSR and P-O Fit

PICSR P-O Fit
PICSR Pearson Correlation 1 540"
Sig. (2-tailed) ,000
N 187 187
P-O Fit Pearson Correlation 540" 1
Sig. (2-tailed) ,000
N 187 187

**_Correlation is significant at the 0.01 level (2-tailed).
Table 8. Correlations between PICSR and P-O Fit.

The attribute of ethical fit as a component of Eh@® fit indicates the degree of
importance an individual lays on a congruent setabfies between herself/himself and
the company when looking for a job. The P-O fitighle reveals a Pearson correlation
coefficient of .54 with the PICSR variable, whichaccording to Cohen (1988)rather
strong relationship. This variable reaches a sieais significant relation with the
PICSR by reaching a Sig value of .000. The relatign between the two is positive.
This means that a higher score on the PICSR vargbb means that the individual will
put more emphasize on a company having a set nésdhat is similar to the individu-
al's set of values when evaluating a potential eyl

Thus, hypothesis 2b was confirmed. A higher degrd&iCSR is positively cor-
related with the importance an individual lays omatual set of core values that she/he

shares with a company, when evaluating that compargypotential employer.
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6.5 Individual Values and Perceived Importance of CSR

To identify how much of the variance in perceivatportance of CSR (PICSR) can be
explained by individual values, a multiple regressis run. Furthermore it should be
identified, which of the individual values is thedb predictor for PICSR. In addition to
this, the direction and strengths of the correfati@tween the variables is of interest
and will be examined by using a Pearson correlaialysis.

PICSR is the dependent variable here and theifmlividual values (idealism,

relativism, spirituality and materialism) are sstimdependent variables.

Table 9
Individual Values and PICSR - Coefficients

95,0% Conf.

Unstand. Stand Interv.
Coeffi. .Coeff for B Corr. Coll. Stat.
Tol-
Std. Lower Upper Zero- Par- eran
Model B Error Beta t Sig. Bound Bound order tial Part ce VIF
(Constant) 50,083 3,343 14,982 ,000 43,487 56,679
Idealism 264 114 163 2,308 ,022 ,038 490 231,169 ,152 ,873 1,145
Relativism -,224 098 -162 -2,280 ,024 -417 -030 -289 -167 -151 ,865 1,156
Spirituality -130 ,095 -095 -1,360 ,L176 -,318 ,0568 -,044 -100 -090 ,892 1,121
Materialism -522 ,123 -304 -4,230 ,000 -765 -278 -386 -299 -279 ,846 1,182

a. Dependent Variable: PICSR
Table 9. Individual Values and PICSR - Coefficients.

The model yields a R Square of .206 which meaats26,6% of the variance in
PICSR is explained by individual values of eaclposslent. Testing the statistical sig-
nificance of the model by running an ANOVA displaysig. of .000, thus the null hy-
pothesis can be rejected and the model reachestistdtsignificance.

In the next step, the individual contribution @fch of the four variables to the
model should be identified. Materialism exhibitdlwa standardized coefficient Beta of
-.304 the strongest unique contribution to the rhodéth a Sig. of .000 the contribu-
tion made by materialism reaches statistic sigaifg2. The second largest unique con-
tribution with a Beta of .163 is made by Idealishhis variable also reaches statistical
significance with a Sig. value of .022. Relativit@as the third strongest unique contri-
bution to the model with a Beta of -.162. The Siglue of relativism is .024 and thus

less than .05 which means that it also reacheststat significance. Spirituality exhib-
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its the smallest unique contribution with a Beta@45 and as the Sig. value of .176 is

above .05, it does not reach statistical signiftean

Table 10

Correlations between PICSR and Individual Values

PICSR Idealism Relativism Spirituality Materialism

PICSR Pearson Correlation 1 2317 -,289" -,044 -,386
Sig. (2-tailed) 001 ,000 552 ,000
N 187 187 187 187 187
Idealism Pearson Correlation 231" 1 -,108 266 -,249"
Sig. (2-tailed) 001 140 000 001
N 187 187 187 187 187
Relativism  Pearson Correlation ~ -,289" -,108 1 ,140 315"
Sig. (2-tailed) ,000 140 057 ,000
N 187 187 187 187 187
Spirituality ~ Pearson Correlation -,044 266 ,140 1 -,100
Sig. (2-tailed) 552 000 057 172
N 187 187 187 187 187
Materialism Pearson Correlation ~ -,386  -,249" 315" -,100 1
Sig. (2-tailed) 000 001 000 172
N 187 187 187 187 187

**_Correlation is significant at the 0.01 level (2-tailed).

Table 10. Correlations between PICSR and IndividuaValues.

To determine the strength and direction of theetation between the four indi-
vidual values and PICSR, a Pearson correlatioryaisal performed. Idealism exhibits
Pearson correlation coefficient of .231 which isading to Cohen (198&) small rela-
tionship. Idealism reaches a statistical signifiaatation with PICSR with a Sig value
of .001. The relationship between the two is pesjtivhich indicates that a higher score
in idealism also leads to a higher score in peegkimportance of CSR.

Relativism also has a small strength in corretatiith PICSR with a coefficient
of -.289. Statistical significance is reached watlsig. value of .000. The relation be-
tween the two is negative, which suggests than iinglividual scores lower in relativ-
ism, this individual will have a higher PICSR score

Spirituality exposes a coefficient of only -.04sieh suggest that there is no
substantial correlation to PICSR. Furthermore isteal significance for spirituality is

not reached (Sig. value .552).
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Materialism, however, displays a correlation ofdmen strengths with a coeffi-
cient of -.386. With a Sig. value of .000 mategalialso reaches statistical significance.
There is a negative correlation between materiaasich PICSR, suggesting that an in-
dividual with a high materialism score will perceiCSR as less important.

In conclusion, hypothesis 3a can be confirmeda gmsitive relationship be-
tween idealism and PICSR was found. HypothesisaBbatso be confirmed, as a nega-
tive relationship between ethical relativism an@€®R was discovered. Hypothesis 3c
however, was falsified, as there was no significatelation between spirituality and
PICSR found. Hypothesis 3c was found to be riglairagas a negative correlation be-
tween PICSR and materialism was discovered.

All data and tables that were used to support @lfiomings and analysis can be
found in Appendix 10.3.3.

88|Page



HASKOLINN i REYKJAVIK
' REYKJAVIK UNIVERSITY

6.6 Cultural Dimensions and Perceived Importance of CSR
After examining the predictability of individual kees on PICSR, the next step will be
to examine how much of the variance in perceivepgartance of CSR (PICSR) can be
explained by Hofstede's cultural dimensions. Agaimultiple regression is run for this
purpose. In addition, it should be researched, wioicthe cultural dimensions is the
best predictor for PICSR. Furthermore, the stremgthd direction of the correlation
between the variables is of interest and will béedrined via a Pearson correlation
analysis.

PICSR is the dependent variable again and the doliural dimensions (indi-
vidualism, power distance, uncertainty avoidancg miasculinity) are set as independ-
ent variables.

Table 11

Cultural Dimensions and PICSR - Coefficients

95,0% Confi-

Unstandardized Stan dence Interval Collinearity
Coefficients  Coeff for B Correlations Statistics
Tol-
Std. Lower Upper Zero- eran
Model B Error Beta t Sig. Bound Bound order Partial Part ce VIF
(Constant) 47,087 3,585 13,134 ,000 40,013 54,160
Power Dis- -,168 ,157 -084 -1,068 ,287 -478 142 -206 -,079 -070 ,684 1,461
tance
Individualsim 461,154 205 2,992 ,003 ,157 , 765 , 196,217,196 ,908 1,102
Maculinity -, 743 130 -424 -5714 ,000 -999 -486 -399 -390 -374 ,778 1,286
Uncertainty , 182,135 ,108 1,343 ,181 -,085 447  -043  ,099 ,088 ,657 1,521
Avoidance

a. Dependent Variable: PICSR

Table 11. Cultural Dimensions and PICSR - Coefficiets.

The model exposes a R Square of .222 meaning2)d®o of the variance in
PICSR is explained by the individual's scores iltucal dimensions. Testing the statis-
tical significance of the model by running an ANOW#elds a Sig. of .000, thus the
null hypothesis is rejected and the model reactatistscal significance.

In the next step, the individual contribution @fch of the four variables to the
model should be examined. Masculinity reveals wigtandardized coefficient Beta of -
424 the strongest unique contribution to the mobD&playing a Sig. of .000 the con-
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tribution made by masculinity is statistical sigeéint. The second largest unique con-
tribution with a Beta of .205 is made by individisat. This dimension is also able to
reach a statistical significant Sig. value of .0OQ#certainty avoidance has the third
strongest unique contribution to the model witheaaBof .105. The Sig. value of uncer-
tainty avoidance is .181 and thus above .05 whielma that it does not reach statistical
significance. Power distance reveals the smallegjue contribution with a Beta of -

.084 and as the Sig. value of is .287, it doegemth statistical significance.

Table 12

Correlations between PICSR and Cultural Dimensions

Power Uncertainty

PICSR Distance Individualism Masculinity  Avoidance

PICSR Pearson Correlation 1 -206" 196" -,399" -,043
Sig. (2-tailed) ,005 007 ,000 561
N 187 187 187 187 187
Power Pearson Correlation  -,206" 1 ,017 421" 490"
Distance Sig. (2-tailed) ,005 ,817 ,000 ,000
N 187 187 187 187 187
Individualism  Pearson Correlation 196" ,017 1 ,089 272"
Sig. (2-tailed) 007 817 228 ,000
N 187 187 187 187 187
Maculinity Pearson Correlation  -,399" 421" ,089 1 391"
Sig. (2-tailed) ,000 ,000 228 ,000
N 187 187 187 187 187
Uncertainty ~ Pearson Correlation -,043 490" 272" ;3917 1
Avoidance  gjg. (2-tailed) 561 ,000 ,000 ,000
N 187 187 187 187 187

**_Correlation is significant at the 0.01 level (2-tailed).

Table 12. Correlations between PICSR and Cultural Dnensions.

To determine the strength and direction of theetation between the four cul-
tural dimensions and PICSR, a Pearson correlatiatysis is carried out.

The first dimension, power distance reveals ageeacorrelation coefficient of -
.206 which is according to Cohen (19&8small relationship. Power distance reaches
statistical significant relation with PICSR withSig value of .005. The relationship
between the two is negative, which suggests thaglzer score in power distance leads

to a lower perceived importance of CSR.
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Individualism reveals a small strength in corrielatwith PICSR with a coeffi-
cient of .196. The individualism dimension reackeistical significance with a Sig.
value of .007. The relation between the two is fpasi which indicates that a person
who scores high in individualism will have a highgerceived importance of CSR.

Masculinity exposes an coefficient of -.399 whioleans that from the cultural
dimensions it has the strongest correlation witG$R that can described as having
medium strengths. Furthermore, statistical sigaife for masculinity is reached (Sig.
value .000). There is a negative correlation betwaasculinity and PICSR, suggesting
that an individual with a high degree in mascujirstore will perceive CSR as less im-
portant, while an individual with a high score enfininity will perceive CSR as more
important.

Uncertainty avoidance, however, displays no relewarrelation with a coeffi-
cient of -.043. With a Sig. value of .561 it alsmed not reach statistical significance.

In conclusion, hypothesis 4a can be rejected, pasdive relationship between
individualism and PICSR was found and not as exueet negative correlation. Hy-
pothesis 4b can be confirmed, as a negative raklttip between power distance and
PICSR was discovered. Hypothesis 4c again, wasrooed, as there was a positive
correlation between femininity and PICSR found. btyyesis 4d was found to be false,
as no significant correlation between PICSR anctriamty avoidance was discovered.

For further investigation of the influence of cult and nationality on perceived
importance of CSR, it will be checked, if the vaubat were determined by Hofstede
correlate with those that the respondents revealdldis study. In addition, it will be
tested, if there is a significant difference in resofor perceived importance of CSR in
between individuals from the different nations.

In order to investigate whether individuals froiffedent nations exhibited sig-
nificant differences in perceived importance of C&Ranalysis of variance was carried
out. The mean scores reveal that respondents frerm&y score with of 40,32 out of
56 possible points on average the lowest on PIG&Rpondents from India reveal the
second lowest mean score of 43,14. The Unitedsstagpondents score 44,53 points on
PICSR on average. Icelandic respondents have gines$ti mean PICSR score of 44,88.
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Table 13
Multiple Comparison of PICSR between Nations
Dependent Variable: Perceived Importance of CSR
Tukey HSD

Mean 95% Confidence Interval

() Country of  (J) Country of Difference  Std.

origin origin (1-J) Error Sig. Lower Bound  Upper Bound
Germany India -2,825 1,534 258 -6,80 1,15
Iceland 4557 1,392 ,007 -8,17 -,95
United States 4208 1,494 027 -8,08 -,33
India Germany 2,825 1,534 ,258 -1,15 6,80
Iceland -1,732 1,631 ,713 -5,96 2,50
United States -1,383 1,719 ,852 -5,84 3,07
Iceland Germany 4,557* 1,392 ,007 ,95 8,17
India 1,732 1,631 ,713 -2,50 5,96
United States ,349 1,593 ,996 -3,78 4,48
United States Germany 4,208 1,494 027 ,33 8,08
India 1,383 1,719 ,852 -3,07 5,84
Iceland 349 1,593 996 -4,48 3,78

*. The mean difference is significant at the 0.05 level.
Table 13. Multiple Comparison of PICSR between Natios.

The results of the ANOVA reveal that with a Siglue of .004 there is a signifi-
cant difference in mean scores for PICSR amongstelpondents from different na-
tions. The Tukey HSD shows significant differengebetween respondents from Ger-
many and Iceland (Sig. .007) and respondents fr@rm@ny and the United States
(Sig. .027). However, it should be noted that Levetest for homogeneity of variances
reveals a Sig. value of less than .05 which leadké conclusion that the assumption of
homogeneity of variance has been violated. The Robest for Equality of Means re-
veals a Sig. of .006 for Welch test and a Sig.008.for Brown-Forsythe test. There-
fore, results of the ANOVA might be not reliable.

The next investigation is of descriptive nature. tAe scores in the cultural di-
mensions were evaluated for each respondent indgilhdby implementing the respec-
tive scale in the questionnaire, instead of takimg predefined values from Hofstede,
differences to the Hofstede scores are expectatioddh, those differences might be
traceable to the size of the sample of this stitdshould be identified where main dif-

ferences between the study participants and thetettd mean scores are observable.
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As each scale for the respective cultural dimensmrsisted of four question, answera-
ble on a 7-point Likert scale, the maximum value éach dimension was 28 which
would equal a score of 100 on the Hofstede scakarMVkcores for the individuals from
each nation were computed and transferred to the sdth a maximum of 100 points.

Afterwards, the discovered values were comparedh Wie mean scores found by

Hofstede. Following diagrams result from this congan:

Iceland
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60 63
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50 - 46

69

50
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Figure 12. Cultural Dimensions: Iceland.

The diagram shows that on average respondentsdshayher on power distance
than the country average found by Hofstede. Scorésdividualism were not funda-
mentally different from those discovered by Hofstedncertainty avoidance was found
to be larger among the survey respondents compadddfstede's country average. The
biggest difference was found in masculinity, respeonts scored 59 points higher here
than expected when looking at the mean score foyrdofstede.
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Figure 13. Cultural Dimensions: Germany.

Respondents from Germany were found to be prétisecto the scores identi-
fied by Hofstede. The only deviation that seembeanteresting is that respondents in
the survey were found to have a 9 points highergoadistance. The other dimensions
are not strongly deviating from Hofstede's meanmeso
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Power Distance Individualism Uncertainty Masculinity
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Figure 14. Cultural Dimensions: India.

In case of India, most of the scores from the eyiiare strongly deviating from
those found by Hofstede. For power distance, Indéspondents were found to have a
27 points lower score in the survey, while foratter dimensions, the Indian respond-

ents scored way higher than indentified by Hofstede
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Figure 15. Cultural Dimensions: United States.

For the United States, individual scores on pogvstance and masculinity were
found to be close to that scores identified by lkéafe. However, on the individualism
dimension, the US respondents scored with 28 pdawer than the Hofstede score
surprisingly low, while the uncertainty avoidana®i® was 25 points higher than the
value found by Hofstede.

Cultural Dimension in Comparison
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Figure 16. Cultural Dimensions in Comparison.

When comparing scores from the study for all coestin one diagram, it be-
comes obvious that the deviation in each dimensiometween countries are way

smaller than the differences on the official dimendy Hofstede.
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In a last descriptive observation for intercultudéferences, mean scores for
job/company attractiveness factors will be compdretiveen the four nations. When
comparing the attractiveness factors for a comparg/job on the intercultural level, it
can be seen that on a scale from 1 (absolutely portant) to 5 (very important) CSR
awards mean scores of 4,0 in Germany, a 4,29 iia,13¢88 in Iceland and 4,18 in the
USA. With a mean of 4,06 CSR is ranked before payn(é,03), reputation of the
company (3,75) and a specific product or industyaa attractiveness factors (3,18).
The location of the job is the most important fagi,46) followed by advancement
possibilities (4,31) and job security (4,20). THOSR is ranked the fourth most im-
portant attractiveness factor out of the severedistactors. Those mean scores are

shown in table 14.

Table 14

Importance of Job Attributes

Pay Location

and of the  Advancement Product /
Gender bonuses job possibilities CSR Reputation industry  Security
Male Mean 3,89 4,35 4,18 4,05 3,58 3,11 3,85
N 91 91 91 91 91 91 91
Std. Deviation 1,159 ,848 ,902 ,886 ,817 1,178 ,868
Female Mean 4,16 4,56 4,44 4,06 3,91 3,25 4,53
N 96 96 96 96 96 96 96
Std. Deviation , 799 ,612 ,558 ,708 ,985 1,399 ,664
Total Mean 4,03 4,46 4,31 4,06 3,75 3,18 4,20
N 187 187 187 187 187 187 187
Std. Deviation ,997 742 ,755 , 798 ,919 1,295 ,841

Table 14. Importance of job Attributes.

All data and tables that were used to conductdhedysis can be found in Ap-
pendix 10.3.4 and 10.3.5.
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6.7 Overview on Findings
During the analysis, some of the hypothesis wetmdoto be true while others were
rejected. Following table gives an overview on hiypotheses that were confirmed and

those that have been rejected.

Research Question Hypothesis Status
la Confirmed

1 1b Confirmed
2a Confirmed

2 2b Confirmed
H3a Confirmed

H3b Confirmed

€ H3c Rejected
H3d Confirmed

H4a Rejected

4 H4b Confirmed
H4c Confirmed

H4d Rejected

Table 15. Verification and Falsification of Hypothess.
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7 Discussion

7.1 Sample

As discussed, the sample for this study was natnifaom a predefined group but ra-
ther was based on the personal network of the aduflnis resulted in a situation where
invitations to the survey were not distributed téix@d group of people but to some
people that were asked to distribute the studyheit home universities. The pursued
method was matched sampling, however, the basthéarespondents is deviating from

country to country, as different numbers of uniitegs were approached.

7.2 Descriptive Statistics

Within the descriptive statistics, it became obgidliat the spread of the respondents on
the genders was pretty even, however, gender waa cmnstruct with major relevance
for this study. Even though, having an even distidn on the genders has the ad-
vantage that the results gain in validity, as obs@reffects are not influenced by one
gender being predominantly represented among #ponelents.

There is a large homogeneity when it comes toatjee groups of the respond-
ents. As nearly 80% of the respondents were imatiee group between 25 and 34, no
analyzes with regard to respondents’' age were ctediuas any possible results are
probably not very meaningful, due to small sampe sf the other age groups.

On average, respondents show that CSR is reléwdahém, as the average male
respondent scores about 43 points on the 56-psaate, while the average female re-
spondent scores about 42 points. A score of 4ZBamMthe 56-point scale can be seen
as quite positive. In accordance with other stuthes found that CSR is not a major
concern to business students, the results fromstbdy in this regard were a bit unex-
pected, as on average, CSR seems to be a condausit@ss students. This might be a
result of different incidents that have directed fgublic interest towards the social be-
havior of companies within the last years. Diffargcidents, like the oil leakage of the
Deepwater Horizon, the revelation of horrific war§i conditions in Bangladeshian
clothing factories and other factors might haveuiericed the public opinion on CSR.
Especially business students might have grown tonbee sensitive for those issues,
which might be also traced back to the educationaiponent. Nearly 60% of respond-
ents indicated that they visited a course in bissirethics or CSR during their studies.
There might be other different reasons for the faat CSR seems to be increasing in
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importance to business students, however, thigddoeila first approach for further stud-
ies in this area, as this study does not aim totifyjethe underlying reason for a poten-

tial increase in sensitivity towards CSR.

7.3 Reliabilities of the Scales

When testing the reliabilities of the scales, in&d out that overall, the scales have
pretty good internal consistency and inter-itemrelation and are therefore relatively

reliable. However, some problems occurred heret,Rine Social Responsible Attitude

scale turned out to have a low validity. As stdtgdPallant (2013), for scales with less
than ten items, a low Cronbach's Alpha is quite m@m. The low Cronbach's Alpha of

the Socially Responsible Attitude scale is not gomaroblem for this study, as the

scale is only used for testing the PRESOR scaledaed not have any further impact
on this study. However, the item with the lowegerritem correlation only has a value

of -.047 which shows that probably some of the gerhthis scale should be replaced to
reach a higher internal validity when using thialedor further research.

The PRESOR scale which was subdivided into twaigsovas found to have a
good internal consistency which was important,hés is the most important scale for
this study. However, the Cronbach's Alpha of theeRtan subscale is somewhat below
the .7 that is deemed to be the acceptable valuis. &ifect however, is set of when
combining it with the Friedman subscale. Thereftines does not pose a problem for
this study, as the scales are mostly used in theboeed form. However, also the origi-
nal scale was found to have a reliability of .62%mghapakdi et al. (1996). This means
that the obtained value is actually higher thart tiaSinghapakdi et al. (1996) which
means that the scale is still adequate.

The materialism scale also exhibited a Cronba&lpka slightly below the val-
ue that is deemed to be acceptable. Again, thiintig traced back to the number of
items in this scale. Furthermore, the value islo@tenough to suggest that the scale is
inadequate for the study. However, the item with lttwest inter-item correlation only
scores .089 which suggests that this item probsiobyld be replaced in further studies,
as also the reliability in previous studies wasnibtio be higher for this scale. Also the
individualism scale showed some problems in rearhihigh Cronbach's Alpha. Again,
the low number of items might be the reason bshduld be kept in mind for both of
the scales that the original scale by Vitell e{2003) which combined masculinity and
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individualism was found to have a reliability o6% Bearing this in mind, the obtained

Cronbach's Alpha for both scales seem to be aduepta

7.4 CSR, Attractiveness Factors and Ethical Fit

The first finding of this study suggested that ¢éhisra correlation between the perceived
importance of CSR and the attitude towards socralfponsible behavior of a company.
For both subgroups of the PRESOR scale, a signifiaad rather strong correlation
was found. The findings suggest that still todag/ ¥irews of Friedman and Freeman are
influencing the perception of business studenteam a company should act and which
responsibilities it has to fulfill. Individuals wHay a high importance on CSR think that
the responsibilities of a company go beyond makirgfit and increasing shareholder
value, while people who tend to place less impagaon CSR tend to agree with
Friedman's theses that a company should basicakymize profit, as long as it is act-
ing within a legal frame. Those findings are comiuo the hypotheses that were prov-
en by those results. However, bearing in mind tlkamscore on the PRESOR scale, it
can be concluded that the majority of respondentsriding toward a view on business
that is more influenced by the theses of Freeman those of Friedman. Potential rea-
sons for this were already discussed in the beggnoi this chapter.

A Pearson correlation analysis was run to tesethdr there is a correlation be-
tween the perceived importance of CSR and the itapoe of CSR as a company/job
attribute when evaluating the attractiveness obmmany. In addition to ethical and
social behavior of the company, it was also teftedhe correlation between perceived
importance of CSR and reputation of a company asitaactiveness factor. As ex-
pected, there is a strong correlation between pe@damportance of CSR and social
and ethical behavior of a company as an attraads®ractor in evaluating potential
employers. This means that people who perceive @SkRnportant will also evaluate
companies with regard to their socially responsiiédavior. From a company's per-
spective, this means that CSR can actually be asealtool to attract talent. Thus, an
effective communication strategy might serve asauitment tool. However, in order
to utilize this effect, further studies would becassary, to investigate which dimen-
sions of CSR are really important to graduate sttgl® increase attractiveness factors
and if there is a difference between cultures lierimportance of different dimensions.
However, a connection between the reputation ofctirapany and the perceived im-
portance of CSR could not be established. This esstgidpat respondent might not link
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reputation of a company to the social and ethiehllvior of the firm but rather to other
factors, like for example prestige of that compahlyis however is subject to specula-
tion and might be further investigated in anothadsg.

Nevertheless, one of the main objectives of thidyswas to investigate whether
CSR plays a role as an attractiveness factor tammapany. It can be concluded that the
results of the study were able to prove that CS&hignportant attractiveness factor for
a company. The perceived importance of CSR inflasrtbe importance an individual
lays on CSR to evaluate the attractiveness of gpaogn Overall, CSR reaches a mean
score of around 4 out of 5 points when being evatliavith regard to its importance in
perceived attractiveness of a potential employéris Theans that on average business
students perceive CSR as an important attractigefiaesor. The findings of which fac-
tors are influencing the attractiveness of a corgpa® in accordance with those of
McGinty & Reitsch (1992) who found that locationtbe job and advancement possi-
bilities are most important factors but CSR is raggust behind those criteria and
seems to be more important than payment. The seefilthis study are congruent to
those findings, as advancement possibilities, gaation and job security are the most
important attractiveness factors but CSR scoreyg siightly less and ranges directly
behind those factor. Furthermore, payment seenpdatpa not too important role for
graduate business students, when evaluating atgaess of an employer. In conclu-
sion, it can be stated that the study was ablddntify a correlation between perceived
importance of CSR and CSR as an attractivenessrfant furthermore prove that CSR
is an important attractiveness factor for a compadnterestingly, out of respondents
from all four nations, Icelandic respondents whored the highest on PICSR, per-
ceived CSR as least important as a company attesmess factor.

In a next attempt to identify an influence of p@yed importance of CSR on job
decisions, it was tested whether perceived impogaf CSR has an influence on an
individual's degree to that ethical fit is importtavhen evaluating a job or a company. A
strong connection between the two variables wastiitkd through a Pearson correla-
tion analysis. This means that individuals who pete CSR as more important, also lay
more emphasize on their personal values being mdtelith a company's value system
when looking for a job. This finding is in accordanwith the finding, that an increased
perceived importance of CSR leads to an increas@mrtance of CSR as a company
attractiveness factor. In sum, those finding suggfest companies should effectively
communicate their CSR activities and core valuethéopublic as this can serve as an
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attractiveness factor for potential employees. Haxethose finding are so far of only
general nature, as no drivers of the perceived itapoe of CSR have been defined.
However, it can be stated that for the first masearch objective of this thesis, the re-
sults of the study were able to proof that gradbatgness students perceive CSR as an
important attractiveness factor when evaluatingepiodl employers and furthermore,
the fit between their values and the value sethefdompany is also of importance to
them. The perceived importance of an individualygla crucial role here, as it deter-
mines the degree to which an individual will peveeCSR as an important attractive-

ness factor and also influences the importancaratididual lays on the ethical fit.

7.5 Individual Values
To research which factors drive the differencepeénceived importance of CSR two
sets of values were under investigation: individtelies and cultural values.

First, it was investigated whether individual \@thave significant influence on
the perceived importance of CSR. A multiple regassnalysis was run to test how
much of the variance in PICSR can be explainedchbdiwvidual values. It turned out, that
individual values are able to explain around 20%hefvariance in PICSR. Results are
statistically significant and the model is rathé&mosg. It turned out that materialism,
idealism and relativism all have significant inflwe on the PICSR, spirituality howev-
er did not show any significant influence on PICSR.

A Pearson correlation analysis was then run terdehe the strength and direc-
tion of the relationship. Idealism showed only dnv#luence on PICSR. However, the
relation is positive, therefore, a higher degreethical idealism is as expected correlat-
ed with a higher perceived importance of CSR. Adfucal relativism reveals a small
influence on the perceived importance of CSR. Efationship here is negative as ex-
pected. Although, the two variables influence th€ FR, the influence is not as strong
as expected. However, it can be concluded thakestadvho are more idealistic tend to
perceive CSR as more important than those who ane melativistic. Although the
findings reach statistical significance those firghi should not be generalized, as the
influence is only small. The reasoning behind tlgpdthesis was that individuals who
are more idealistic will tend to think that goodhbeior will lead to a good outcome
(Forsyth, 1980). This hypothesis was found to be,thowever as the influence is rather
small, it should not be automatically concluded $@meone who scores low on ideal-
ism does not care about social behavior of compariereturn, relativism also only
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showed small influence on the PICSR. This result expected, as a negative correla-
tion was assumed. However, it is again not posstgeneralize this finding, as it can-
not bet assumed that someone who sees ethicalibeimaa rather contextual concept
will automatically perceive CSR as less importafitdll et al., 2003).

Materialism exhibited the strongest influence a@$R of all individual values.
With a medium strong negative correlation, the ihésat people who score higher in
masculinity are more self-centered and less seasitdr social issues (Ahuvia &
Kasser, 2002) seems to be true.

Spirituality does not show any significant infleenon PICSR. The idea that
individuals who are more spiritual are also morengpand sensitive for the needs of
others and thus also social issues (Kolodinsky.e2@10) can therefore be rejected.

Overall, the model is pretty strong, however ib@d be kept in mind that it ex-
plains only 20% of the variance in PICSR. The dffeicthe tested individual values
should therefore not be overestimated. Furthesthaiuld be noted that masculinity had

a somewhat lower reliability than the other scédeghe individual dimensions.

7.6 Cultural Values

The second set of values that were tested for ihilence on perceived importance of
CSR were the cultural values. Again, in order tareie the variance in PICSR that
can be explained by the cultural values, a multiplgression was run. The result was
that around 22% of the variance in the model ay@agned by cultural values. The
model reaches statistical significance. Material8mws the strongest influence on the
PICSR, also individualism and uncertainty avoidahese significant influence on
PICSR, while power distance reveals to have nasstatlly significant effect on
PICSR. In a next step, a Pearson correlation alsalas run to determine strength and
direction of the found correlations.

Power distance revealed a small correlation wibSR. However, the relation-
ship reaches statistical significance and is negitidirected. This direction was ex-
pected, as it was reasoned that people with apogker distance are rather inclined to
follow instructions of their superiors without qtiesing them. The other way round,
people with a low power distance are supposedtherdollow their own values (Vitell
et al., 2003).

Individualism had a small positive correlationlwRICSR. However, this direc-

tion is not as expected, in fact, the relation gadakte opposite direction as expected. A
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negative relation was expected, as individuals Wit individualism are supposed to
be more self-centered and thus less focused oalgssues. On the other hand collec-
tivist individuals were supposed to be more focusedhe group to which they belong
and thus more sensitive for social issues (Aka@B2)L A possible explanation that this
direction was found to be wrong might be that indlialistic people will rather follow
their own code of ethics, however there is so taconvincing explanation why collec-
tivist people should perceive CSR as less impartdavertheless, the correlation be-
tween individualism and the attitude towards CSFRtarcs is also under debate in aca-
demic literature, as different studies have foundience for a relationship in both di-
rections (Korschun et al., 2014).

Masculinity exhibits a medium strong correlatioda@hus has of all the cultural
dimensions the strongest correlation with PICSRe @inection of this correlation is as
expected negative. The reasoning for this mighthlae a high masculinity inclines an
individual to ignore formal codes of ethics, as stiving for success in a competitive
environment is more important to this individuahmhinterest of stakeholders (Vitell et
al., 2003). In return, people with a higher degredemininity are likely to perceive
CSR as important, as they are less driven by catiyeeand success oriented motives.

Uncertainty avoidance as the last dimension dicshow any statistically signif-
icant correlation with PICSR. It was expected thaiositive correlation would be ob-
servable. However, it seems that both construetshat related. Also previous findings
do not give a clear picture of the correlation kedw uncertainty avoidance and the atti-
tude towards CSR, as evidence for a correlatidmoih direction was found (de Mooij,
2014; Vitell et al., 2003).

Other dimensions like long-term orientation, irgkrce or Confucian dynamism
which have been used in some other studies wetadedfrom the observation.

It was decided to not utilize the official scorsthe Hofstede dimensions, as a
special sample group of respondents was chosermwahight differ in some of the di-
mensions from the average population. In ordereterthine how strong this deviation
Is, scores on each dimension from the survey wemgpared with official scores found
by Hofstede for each of the investigated natioterkstingly, the results were quite dif-
ferent. While for Germany only small deviations ei@bservable, all the other coun-
tries showed heavy deviations compared to the sdoend by Hofstede. When com-
paring values for all dimensions in between thentoes it becomes obvious that the
values are closer together than that on the Hastigaram. This result however was to
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some degree expected, as the sample group isveyatiomogenous in demographic
characteristics. However, it might be a subjedudier investigation to obtain findings
on the reasons why the demographic group of gradoasiness students between 25
and 34 years deviates from the country averageemographic characteristics and if
this group really tends to have similar culturahiEtcteristics between different cultures
and nations.

Furthermore, an ANOVA was run to determine, ifrehis an inter-country effect
on the mean scores of perceived importance of MSRKas found that significant dif-
ferences were only observable between Germany egldnd and Germany and the
United States. Iceland turns out to have the highesan score in PICSR (44,88), the
United States follow with 44,53, India scores rdmiee with 43,14 and Germany scores
the least with 40,32. Although significant diffeoms between Germany and the two
countries with the highest scores were found, austh be noted that all scores could be
described as rather on the high side, as alreadgra of 25 indicates that the individual
tends to a agree more to Freeman's thesis thenetntan's theses. Therefore, it seems
that even though significant differences are olsa@s; CSR generally takes an im-
portant role for graduate business students.

In conclusion, individual values and cultural \edithat were under investigation
are able to explain around 50% of the variancel@SR. This suggest that individual
and cultural factors do influence the perceivedartgnce of CSR nearly to the same
degree. However, also other factors are existiagittiluence the PICSR. Those factors
have not been under investigation in this studytHeu studies might investigate which

other factors are influencing the perceived impwtaof CSR.
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8 Conclusion and Outlook

This aim of this study was to identify whether m@ved importance of CSR influences
graduate business students from four different temin the evaluation of attractive-
ness of potential employers. Further, it was tine @i investigate the drivers of the per-
ceived importance of CSR, where individual anduwaltdrivers were differentiated.

To answer this research question, four sub questegre generated and belong-
ing hypotheses identified. Throughout the analysis, study was able to show that
there is a correlation between perceived importarfc€SR and the evaluation of the
attractiveness of potential employers. Furthermtirve,study was able to prove that in-
dividual values as well as cultural dimensions ianportant drivers of the perceived
importance of CSR. However, not all of the testatl®s were found to have influence
on the perceived importance of CSR. In additior, gtudy also was able to proof that
there are significant differences in the perceivedortance of CSR across participants
from the different nations. Although significanffdrences were found, it was also re-
vealed that graduate business student in generegipe CSR as important and rather
tend to agree with the theses of Freeman.

Those findings suggest that there is a generalitsety for socially responsible
behavior among business students which standsntrasb to findings of some other
studies which revealed that business studentsasinerrinclined to follow the ideas of
Friedman (Thanetsunthorn, 2014).

The study contributes to research in the areaSR,Gs it was able to identify a
correlation between perceived importance of CSRthedattractiveness of companies
as potential employers. In addition, the study @&is® able to prove a correlation be-
tween PICSR and the ethical fit. Furthermore, tluelyswas able to identify important
drivers of CSR.

The study also identified CSR in general as aromamt attractiveness factor for
a company or a job. However, further research i dhea, especially on which dimen-
sions of CSR make a company more attractive coulltl mpon the findings of this

study.
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9 Limitations of the Study

The study also has some limitations. First, the pdansize of 187 respondents was
spread on four countries, which means that saniptesach country were rather small.
Even though statistically significant results wel#ained, a larger sample would have
been contributed to more meaningful results.

Furthermore, for some scales reliability issuesewdentified. For further stud-
ies in this area, it might be advisable to genesatae new items for the existing scales
and replace items with a low inter-item correlatias the problems that occurred in this
study have also been existing in previous useasdlscales.

Another limitation of this study is, that resuéiee not transferable to other de-
mographic groups. Only a relatively homogeneousigraf graduate business students
was interviewed. Especially results with regardhe evaluation of importance of job
characteristics might differ heavily when condugtithe same survey in a group con-
sisting of respondents with a rather low educatiteeel (Albinger & Freeman, 2000).

A further limitation which is stemming from thersple, is the sampling proce-
dure itself. Matched sampling does not allow fodapth analysis of effects that may be
caused by gender or age (Christie et al., 2003).

The sampling procedure itself poses another lioitaof this study. As the au-
thor used the personal network to distribute thestjannaire, the sampling procedure is
lacking an objective frame.

Furthermore, besides the four individual values #e four cultural dimensions,
no other factors were researched for the effegbemeived importance of CSR. Thus,
living conditions, socio-cultural background antiertfactors were not under investiga-
tion. For further research, it might be interestioglso include some of these factors.

Another limitation of this study is that the samgiroup consisted only of active
students. A different group with respondents havinghed their studies and are al-
ready employed could have added additional meamimggs to the study, as it might
show if there is a difference in perception of C&Rl employer attractiveness before
looking for a job and while being already employed.

Another limitation is the way employer attractiess was evaluated. Respond-
ents were asked to evaluate the importance of afgeb and company attributes on a
scale. However, if presented with different jobeosf that present different characteris-
tics (pay, location, CSR activities, etc.) would/@agiven a more realistic idea on how
respondents would react to real job offers.
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Limitations in transferring the results are alsoted in the number of cultures
surveyed. As only four nations were under invesiiga results with regard to a corre-

lation between Hofstede's dimensions and percemedrtance of CSR cannot be gen-
eralized.
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10.2 Questionnaires

10.2.1 Questionnaires Used
Below are all original questionnaires that weredu®e construct the questionnaire for

this thesis.

Socially Responsible Attitude

1. The socially responsible manager must occasiopédige the interest of society over the inter-
est of the company

2. Management’s only responsibility is to maximize te&rn on shareholders on their invest-
ment

3. The fact that corporations have great economic pawgour society means that they have a
social responsibility beyond the interest of tlefiareholders

4. As long as corporations generate acceptable shderhreturns, managers have a social re-
sponsibility beyond the interest of shareholders

Table 16. Socially Responsible Attitude Scale (Singpakdi et al., 1996)
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PRESOR Scale

Stockholder view (all items reverse scored):

1. The most important concern for a firm is making @figreven if it means bending or breaking
the rules.

2. Toremain competitive in a global environment, bess firms will have to disregard ethics and
social responsibility.

3. If survival of a business enterprise is at stakentyou must forget about ethics and social re-
sponsibility.

4. Efficiency is much more important to a firm than wWiegtor not the firm is seen as ethical or
socially responsible.

5. If the stockholders are unhappy, nothing else matte

Stakeholder view:

1. Being ethical and socially responsible is the nimgiortant thing a firm can do.

2. The ethics and social responsibility of a firm isergial to its long-term profitability.

3. The overall effectiveness of a business can berated to a great extent by the degree to
which it is ethical and socially responsible.

Business ethics and social responsibility areaaiditio the survival of a business enterprise.
A firm’s first priority should be employee morale.

Business has a social responsibility beyond masipgofit.

Social responsibility and profitability can be cortilpie.

© N o 0 &

Good ethics is often good business.
Table 17. PRESOR Scale (Singhapakdi et al., 1996)
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Ethics Position Questionnaire

Idealism

1. A person should make certain that their actiongnetentionally harm another even to a
small degree.
Risks to another should never be tolerated, iretspeof

3. The existence of potential harm to others is alwanymg, irrespective of the benefits to be
gained.
One should never psychologically or physically hamother person.
One should not perform an action which might In amy threaten the dignity and welfare of
another individual.

6. If an action could harm an innocent person, thehduld not be done.

7. The dignity and welfare of people should be thetrimaportant concern in any society.

8. Itis never necessary to sacrifice the welfaretbérs.

Relativism

1. What is ethical varies from One situation and sydie another.

2. Moral standards should be seen as being indivistiglivhat one person considers to be moral
may be judged to be immoral by another person.
Different types of moralities cannot be compaetrightness."

4. Questions of What is ethical for everyone can nbecresolved since what is moral or immor-
al is up to the individual

5. Moral standards are simply personal rules thatatdi how a person should behave, and are
not to be applied in making judgments of others.

6. Ethical consideration In interpersonal relatiores $o complex that individuals should be al-
lowed to formulate their own personal codes.

7. Rigidly codifying an ethical position that prevemertain types of actions could stand in the
way of better human relations and adjustment.

8. No rule concerning lying can be formulated; whethdie is permissible or not permissible to-
tally depends upon the situation

9. Whether a lie is judged to be Moral or immoral degeeupon the circumstances surrounding
the action.

Table 18. Ethics Position Questionnaire (Vitell et aJ 2003)
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Intrinsic Spirituality Scale

1. Interms of the questions | have

about life, my spirituality an-

SwWers... 1.

2.
2. Growing spiritually is...
When | am faced with an im-
portant decision, my spirituali- 3.

ty...

4. Spirituality is...

5. When | think of the things that
help me to grow and mature asa 5.

person, my spirituality...

6. My spiritual beliefs affect...
Table 19. Intrinsic Spirituality Scale (Hodge, 2003)

...no questions
...more important than

anything else in my life

...plays absolutely no
role

...the master motive of
my life, directing evey

other aspect of my life

...has no effect on my
personal growth
...absolute every aspect

of my life

...absolutely all
my questions
...of no im-
portance to me
...Is always the
overriding con-
sideration

...no part of my
life

...Is absolutely
the most im-
portant factor in
my personal
growth

...no aspect of

my life
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Materialism Scale

Success

7. | admire people who own expensive homes, carschitles.

8. Some of the most important achievements in liféuitee acquiring material possessions.

9. |don' place much emphasis on the amount of nahtEjects people own as a sign of suc-
cess.

10. The things | own say a lot about how well I'mirdpin life.

11. I like to own things that impress people.

12. 1 don't pay much attention to the material objetter people own.

Centrality

1. [lusually buy only the things | need.

| try to keep my life simple, as far as possass@are concerned.
The things | own aren't all that important to me.

| enjoy spending money on things that aren't pcactti

Buying things gives me a lot of pleasure.

S

| like a lot of luxury in my life.

7. | put less emphasis on material things than mospled know.

Happiness

1. I have all the things | really need to enjoy life.
My life would be better if | owned certain thinggdn't have.
| wouldn't be any happier if | owned nicer things.

I'd be happier if | could afford to buy more thn

o M 0D

It sometimes bothers me quite a bit that | cafdrdfto buy all the things I'd like.
Table 20. Materialism Scale (Richins & Dawson, 1992)
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Cultural Dimensions

Power Distance

1. My superiors should make most decisions withoutsadting me.

2. | always conform to my superiors' wishes.

3. | believe that those superiors who ask opinionsoften of subordinates are weak or incompe-
tent.

4. |tend to avoid any potential arguments with myegigy.

5. | am always afraid to disagree with my superior.

Uncertainty Avoidance

1. 1like to work in a well-defined job where the tégements are clear.
2. ltis important for me to work for a company thabyides high employment stability.
3. Clear and detailed rules/regulations are neededatdxers know what is expected of them.
4. If I am uncertain about the responsibilities 0bh,jl get very anxious.
5. In a situation in which other people evaluate nfegl that clear and explicit guidelines should
be used.
Individualism

1. Itis better to work in a group than alone.
2. Groups make better decisions than individuals.
3. Contributing to the group is the most importantezsp

Masculinity items

1. Itisimportant for me to have a job that provid@sopportunity for advancement.
2. ltis important for me to work in a prestigious awtcessful company or organization.
3. ltis important for me to have a job which has apartunity for high eamings.

4. Itis important that | outperform others in my quemny.

Confucian Dynamism

1. 1 am always careful to avoid doing what is improper
2. |l avoid offending others.
3. | feel guilty if | behave improperly.
4. | honor and respect the elderly.
Table 21. Hofstede's Cultural Dimensions (Vitell eal., 2003).
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Cultural Values and Dimensions

Power Distance dimension

A wnN

Inequalities among people are both expected aricedes

Less powerful people should be dependent on the pmwerful.

Inequalities among people should be minimized.

There should be, and there is to some extentdepandencies between less and more pow-

erful people.

Individualism dimension

Everyone grows up to look after him/herself andhi@simmediate family only
People are identified independently of the grotney tbelong to.
An extended family member should be protected hgromember in exchange for loyalty.

People are identified by their position in the sbaetworks to which they belong.

Masculinity dimension

1.
2.
3.
4,

Money and material things are important.
Men are supposed to be assertive, ambitious, amhto
Dominant values in society are the caring for atteerd preservation.

Both men and woman are allowed to be tender abe tmncerned with relationships

Uncertainty Avoidance dimension

1.

2.
3.
4

Table 22.

High stress and subjective feeling of anxiety aegdient among people.
Fear of ambiguous situations and of unfamiliargisknormal.

Uncertainty is a normal feature of life and each idaaccepted as it comes.
Emotions should not be shown.

Hofstede's Cultural Dimensions (Li et al.2004).
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ESCSP Scale
1. 1like to hear about companies that are sociapoasible
2. | am favorably impressed by companies that win d&/éor their corporate social performance.
3. 1 would like the company | work for to be sociatgsponsible.
4. |1 would like to work for a company that provideadkeership for organizations in the communi-

10.
11.
12.
13.
14.

ty

| would like to work for a company that encourageployees to volunteer in the community.
| respect companies that support charities in tt@inmunities.

| would accept a job at a company with a poor refion for social responsibility if it paid
well.

| would take a job for a company that had poor emmental practices if it paid well.

| would take a job for a company that had a pooore in hiring and promoting ethnic minori-
ties if it paid well.

Social responsibility is not a big concern wheadH for a job.

The primary objective of a business should be tgimize return to shareholders.

| would reject a job with a company that discrimi@thagainst minorities.

| would reject a job with a company that discrimethagainst the disabled.

| would reject a job with a company that discrimedhagainst women.

Table 23. ESCSP Scale (Paul et al., 2011).
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10.2.2 Own Questionnaire
Below is the original questionnaire which was oedator this thesis and used to con-

duct the survey that served as a basis for th&ghe

Demographic Iltems

Gender

Age Group

Country of origin

Other (Please specify):

Are you an university student?

Have you ever been an university student?
What is your highest academic degree?

Field of studies of your highest degree

© ©® N o g~ wDdhPE

Have you ever taken a course in Corporate Socisp&esibility / ethics/ similar subject?

10. Are you familiar with the concept of Corporate Sb&esponsibility?

Socially Responsible Attitude Items

1. The socially responsible manager must occasiopédige the interest of society over the inter-
est of the company

2. Management’s only responsibility is to maximize te&rn on shareholders on their invest-
ment

3. The fact that corporations have great economic pawgour society means that they have a
social responsibility beyond the interest of tlefiareholders

4. As long as corporations generate acceptable shderhreturns, managers have a social re-
sponsibility beyond the interest of shareholders

PRESOR - Friedman ltems

1. The most important concern for a firm is makingefip, even if it means bending or breaking
the rules

2. Toremain competitive in a global environment, basks firms will have to disregard ethics
and social responsibility

3. If survival of a business enterprise is at stakentyou should not be concerned about ethics
and social responsibility.

4. Efficiency is much more important to a firm thanetther or not the firm is seen as ethical or
socially responsible

PRESOR - Freeman ltems

1. Being ethical and socially responsible is the nimgiortant thing a firm can do
2. The ethics and social responsibility of a firm ssential to its long-term profitability
3. Business has a social responsibility beyond ma#ipgpfit

4. Social responsibility and profitability can be caatiple

Idealism ltems
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A person should make certain that their actioneneuentionally harm others even to a small
degree

Risk to others should never be tolerated, irrespecf how small the risk might be

The existence of potential harm to others is alwanmng, irrespective of the benefits gained
Deciding whether or not to perform an act by bailag¢he positive consequences of the act

against the negative consequences of the act i@iaim

Relativism ltems

1.

Questions of what is ethical for everyone can n&eeresolved since what is moral or immoral
is up to the individual

What is ethical varies from one situation to anothe

Moral standards should be seen as being indivishiglwhat one person considers to be moral
maybe judged to be immoral by another person

There is no absolute “right” or “wrong” as diffetagpes of moralities may vary in their per-

ception of what is “right” or what is “wrong”

Spirituality ltems

1.
2.

In terms of the questions | have about life, myigmlity answers absolutely all my questions
When | am faced with an important decision, myigatity is always the overriding consider-
ation

Spirituality is the master motive of my life, dite@ every other aspect of my life

When | think of the things that help me to grow amature as a person, my spirituality is abso-

lutely the most important factor in my personalvgtio

Materialism ltems

Some of the most important achievements in liféuide acquiring material possessions
| like to own things that impress people
Buying things gives me a lot of pleasure

| usually buy only the things | need

Power Distance Items

My superiors should make most decisions withousaotimg me
| conform to my superiors' wishes
| tend to avoid any potential arguments with myesigr

| am afraid to disagree with my superior

Individualism Items

Everyone grows up to look after him/herself andhgsimmediate family only
It is better to work in a group than alone

Groups make better decisions than individuals

Contributing to the group is the most importantessp

Masculinity Items

1.
2.
3.

It is important for me to have a job that providesopportunity for advancement
It is important for me to work in a prestigious amgtcessful company or organization

It is important for me to have a job which has apartunity for high earnings
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4. Itis important that | outperform others in my caany

Uncertainty Avoidance ltems

1. 1like to work in a well-defined job where the tégements are clear
2. ltis important for me to work for a company thavyides high employment stability
3. Clear and detailed rules/regulations are needauabskers know what is expected of them

4. If I am uncertain about the responsibilities 0bh,jl get very anxious

Attractiveness Factors ltems

1. Payment and bonuses

2. Location of the job

3. Advancement possibilities

4. Social and ethical behaviour of the company
5. Reputation of the company

6. A specific product / specific industry

7

Job security

P-O Fit Items

1. 1 would accept a job at a company with a poor ration for social responsibility if it paid well

2. | would take a job for a company that had poor emrnental practices if it paid well

3. | would take a job for a company that had a poooré in hiring and promoting ethnic minori-
ties if it paid well

4. Social responsibility is not a big concern wheadH for a job

5. 1 would reject a job with a company that discrimiéthagainst minorities, women or disabled

Table 24. Questionnaire Created for this Thesis.
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10.3 Statistics

10.3.1 Descriptive Statistics

Table 25
Gender
Value Count Percent
Standard Attributes Label Gender
Valid Values 1 Male 91 48,7%
2 Female 96 51,3%
Table 25. Descriptive Statistics - Gender.
Table 26
Age Group
Value Count Percent
Standard Attributes Label  Age Group
Valid Values 1 16 - 24 37 19,8%
2 25-34 147 78,6%
3 35-46 3 1,6%
4 > 46 0 0,0%
Table 26. Descriptive Statistics - Age Group.
Table 27
Country of origin
Value Count Percent
Standard Attributes Label Country of origin
Valid Values 1 Germany 66 35,3%
2 India 35 18,7%
3 Iceland 48 25,7%
4 United States 38 20,3%

Table 27. Descriptive Statistics - Country of Origin
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Table 28

Course in CSR taken?

Value Count Percent

Standard Attributes Label Course in CSR

taken?
Valid Values 1 Yes 110 58,8%
2 No 77 41,2%

Table 28. Descriptive Statistics - Courses in CSR.

Table 29
Familiarity with the Concept of CSR

Value Count Percent

Standard Attributes Label Familiar?
Valid Values 1 Yes 145 77,5%

2 No 42 22,5%
Table 29. Descriptive Statistics - Familiarity withCSR.
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Table 30

Descriptives

Gender Statistic Std. Error
PICSR Male Mean 43,40 ,871
95% Confidence Interval for  Lower Bound 41,66
Mean Upper Bound 4513
5% Trimmed Mean 43,91
Median 45,00
Variance 69,064
Std. Deviation 8,310
Minimum 22
Maximum 56
Range 34
Interquartile Range 8
Skewness -1,121 ,253
Kurtosis , 710 ,500
Female Mean 42,38 ,688
95% Confidence Interval for ~ Lower Bound 41,01
Mean Upper Bound 43,74
5% Trimmed Mean 42,60
Median 43,50
Variance 45,458
Std. Deviation 6,742
Minimum 28
Maximum 52
Range 24
Interquartile Range 10
Skewness -,584 ,246
Kurtosis -,688 ,488

Table 30. Descriptive Statistics - Mean Scores in E6R.
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10.3.2 Reliability Analysis

Table 31
SRA Scale - Reliability Statistics

Cronbach's Al-

pha Based on

Cronbach's Al- Standardized
pha Items N of ltems
,469 ,535 4

Table 31. Reliability Analysis - SRA Scale.

Table 32

SRA Scale - Inter-ltem Correlation

Maximum / Mini-

Mean Min. Max. Range mum Variance N of ltems

Inter-ltem Correlations ,223  -,047 ,450 ,496 -9,652 ,031 4
Table 32. Reliability Analysis - SRA Scale.

Table 33
PRESOR Scale (Friedman) - Reliability Statis-

tics

Cronbach's Al-

pha Based on

Cronbach's Al- Standardized
pha ltems N of ltems
,810 ,811 4

Table 33. Reliability Analysis - PRESOR Scale (Friedan).

Table 34
PRESOR Scale (Friedman) - Inter-ltem Correlation

Maximum / Min-

Mean Min. Max. Range imum Variance N of ltems

Inter-ltem Correlations ,518 ,358 ,656 ,298 1,834 ,012 4
Table 34. Reliability Analysis - PRESOR Scale (Friedam).
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Table 35
PRESOR Scale (Freeman) - Reliability Statis-

tics

Cronbach's Al-

pha Based on

Cronbach's Al- Standardized
pha Items N of ltems
,635 ,635 4

Table 35. Reliability Analysis - PRESOR Scale (Freenm.

Table 36

PRESOR Scale (Freeman) - Inter-ltem Correlation

Maximum / Min-

Mean Min. Max. Range imum Variance N of ltems

Inter-ltem Correlations ,303  ,130 455 ,326 3,513 ,019 4
Table 36. Reliability Analysis - PRESOR Scale (Freenm.

Table 37
PRESOR Scale (Combined) - Reliability Statis-

tics

Cronbach's Al-

pha Based on

Cronbach's Al- Standardized
pha Items N of ltems
,834 ,834 8

Table 37. Reliability Analysis - PRESOR Scale (Combad).

Table 38
PRESOR Scale (Combined) - Inter-ltem Correlation

Maximum /
Mean Min. Max. Range Minimum Variance N of ltems
Inter-ltem Correlations ,387 ,130 ,656 527 5,065 ,017 8

Table 38. Reliability Analysis - PRESOR Scale (Combatd).
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Table 39

Idealism Scale - Reliability Statistics

Cronbach's Al-
pha Based on
Cronbach's Al- Standardized

pha Items N of ltems

,800 ,809 4
Table 39. Reliability Analysis - Idealism Scale.

Table 40

Idealism Scale - Inter-ltem Correlation

Maximum / Mini-

Mean Min. Max. Range mum Variance N of ltems
Inter-ltem Correlations ,515 ,182 ,751 ,569 4,134 ,045 4
Table 40. Reliability Analysis - Idealism Scale.
Table 41
Relaitivism Scale - Reliability Statistics
Cronbach's Al-
pha Based on
Cronbach's Al- Standardized
pha ltems N of ltems
,864 ,864 4
Table 41. Reliability Analysis - Relativism Scale.
Table 42
Relativism Scale - Inter-ltem Correlation
Maximum / Mini-
Mean Min. Max. Range mum Variance N of ltems
Inter-ltem Correlations ,614 ,586 ,676 ,091 1,155 ,001 4

Table 42. Reliability Analysis - Relativism Scale.
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Table 43
Spirituality Scale - Reliability Statistics

Cronbach's Al-
pha Based on
Cronbach's Al- Standardized

pha Items N of ltems
,960 ,964 4

Table 43. Reliability Analysis - Spirituality Scale.

Table 44

Spirituality Scale - Inter-ltem Correlation

Maximum / Mini-

Mean Min. Max. Range mum Variance N of ltems

Inter-ltem Correlations  ,869 ,809 ,919 ,110 1,136 ,002 4
Table 44. Reliability Analysis - Spirituality Scale.

Table 45

Materialism Scale - Reliability Statistics

Cronbach's Al-
pha Based on
Cronbach's Al- Standardized

pha Items N of ltems

,659 ,658 4
Table 45. Reliability Analysis - Materialism Scale.

Table 46

Materialism Scale - Inter-ltem Correlation

Maximum / Min- N of
Mean Min. Max. Range imum Variance ltems
Inter-ltem Correlations ,325 ,089 ,600 ,510 6,704 ,035 4

Table 46. Reliability Analysis - Materialism Scale.
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Table 47

Power Distance Scale - Reliability Statistics

Cronbach's Al-
pha Based on
Cronbach's Al- Standardized

pha Items N of ltems

, 715 , 709 4
Table 47. Reliability Analysis - Power Distance Scal

Table 48

Power DlIstance Scale - Inter-ltem Correlation

Maximum / Mini-

Mean Min. Max. Range mum Variance N of ltems
Inter-ltem Correlations ,379 ,206 ,676 470 3,285 ,031 4
Table 48. Reliability Analysis - Power Distance Scal
Table 49
Individualism Scale - Reliability Statistics
Cronbach's Al-
pha Based on
Cronbach's Al- Standardized
pha ltems N of ltems
,639 574 4
Table 49. Reliability Analysis - Individualism Scale
Table 50
Individualism Scale - Inter-ltem Correlation
Maximum / Mini-
Mean Min. Max. Range mum Variance N of ltems
Inter-ltem Correlations ,252 -,156 ,698 ,854 -4,471 ,133 4

Table 50. Reliability Analysis - Individualism Scale
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Table 51
Masculinity Scale - Reliability Statistics

Cronbach's Al-
pha Based on
Cronbach's Al- Standardized

pha Items N of ltems

,788 ,790 4
Table 51. Reliability Analysis - Masculinity Scale.

Table 52

Masculinity Scale - Inter-ltem Correlation

Maximum / Mini-

Mean Min. Max. Range mum Variance N of ltems
Inter-ltem Correlations ,485 ,367 ,701 ,334 1,909 ,012 4
Table 52. Reliability Analysis - Masculinity Scale.
Table 53
Uncertainty Avoidance Scale - Reliability Sta-
tistics
Cronbach's Al-
pha Based on
Cronbach's Al- Standardized
pha Items N of ltems
,829 ,834 4
Table 53. Reliability Analysis - Uncertainty Avoidarce Scale.
Table 54
Uncertainty Avoidance Scale - Inter-ltem Correlation
Maximum / Mini-
Mean Min. Max. Range mum Variance N of ltems
Inter-ltem Correlations ,557 ,465 ,667 ,202 1,435 ,006 4

Table 54. Reliability Analysis - Uncertainty Avoidarce Scale.
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Table 55
P-O Fit Scale - Reliability Statistics

Cronbach's Al-
pha Based on
Cronbach's Al- Standardized

pha Items N of ltems

,856 ,858 5
Table 55. Reliability Analysis - P-O Fit Scale.

Table 56

P-O Fit Scale - Inter-ltem Correlation

Maximum / Mini-

Mean Min. Max. Range mum Variance

N of Items

Inter-ltem Correlations ,547 ,219 ,759 ,541 3,474 ,051

5

Table 56. Reliability Analysis - P-O Fit Scale.
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10.3.3 Analysis of Individual Values

Table 57

Descriptive Statistics

Mean Std. Deviation N
PICSR 42,87 7,543 187
Idealism 19,78 4,659 187
Relativism 18,24 5,461 187
Spirituality 8,45 5,537 187
Materialism 13,91 4,389 187

Table 57. Individual Values - Descriptives.

Table 58

Model Summaryb

Adjusted R Std. Error of the
Model R R Square Square Estimate

1 ,454° ,206 ,188 6,796

a. Predictors: (Constant), Materialism, Spirituality, Idealism, Relativism

b. Dependent Variable: PICSR
Table 58. Individual Values - Model.

Table 59
ANOVA?
Model Sum of Squares df Mean Square F Sig.
1 Regression 2177,848 4 544,462 11,790 ,000°
Residual 8405,071 182 46,182
Total 10582,920 186

a. Dependent Variable: PICSR

b. Predictors: (Constant), Materialism, Spirituality, Idealism, Relativism
Table 59. Individual Values - ANOVA.
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Table 60

Collinearity Diagnostics?®

Ei- Variance Proportions
genva Condition
Dimension  lue Index (Constant) Idealism Relativism Spirituality —Materialism
1 4,588 1,000 ,00 ,00 ,00 ,01 ,00
2 ,255 4,238 ,00 ,00 ,01 81 ,04
3 ,086 7,303 ,02 ,29 ,10 ,13 ,20
4 ,055 9,097 ,00 ,00 7 ,05 ,53
5 ,016 17,179 ,98 , 70 11 ,01 ,23
a. Dependent Variable: PICSR
Table 60. Individual Values - Colinearity Diagnostis.
Table 61
Casewise Diagnostics®
Case Number Std. Residual PICSR Predicted Value  Residual
39 -3,015 28 48,49 -20,488
41 -3,015 28 48,49 -20,488
43 -3,015 28 48,49 -20,488
56 -3,160 27 48,48 -21,475
60 -3,160 27 48,48 -21,475
64 -3,160 27 48,48 -21,475

a. Dependent Variable: Social Traditionalism
Table 61. Individual Values - Casewise Diagnostics.
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Table 62

Residuals Statistics®

Minimum  Maximum Mean Std. Deviation N

Predicted Value 34,63 52,39 42,87 3,422 187

Std. Predicted Value -2,410 2,783 ,000 1,000 187

Standard Error of ,592 1,934 1,072 ,294 187

Predicted Value

Adjusted Predicted 35,73 52,18 42,89 3,395 187
Value

Residual -21,475 7,950 ,000 6,722 187

Std. Residual -3,160 1,170 ,000 ,989 187

Stud. Residual -3,198 1,188 -,001 1,003 187

Deleted Residual -21,988 8,204 -,013 6,912 187

Stud. Deleted Resid-  -3,282 1,190 -,005 1,013 187

ual

Mabhal. Distance 418 14,074 3,979 2,871 187

Cook's Distance ,000 ,066 ,006 ,012 187

Centered Leverage ,002 ,076 ,021 ,015 187
Value

a. Dependent Variable: PICSR

Table 62. Individual Values - Residual Statistics.
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10.3.4 Analysis of Cultural Dimensions

Table 63

Descriptive Statistics

Mean Std. Deviation N
PICSR 42,87 7,543 187
Power Distance 12,91 3,793 187
Individualsim 18,90 3,362 187
Maculinity 19,36 4,304 187
Uncertainty Avoidance 20,01 4,511 187

Table 63. Cultural Dimensions - Descriptives.

Table 64

Model Summaryb

Adjusted R Std. Error of the
Model R R Square Square Estimate
1 4718 ,222 ,205 6,727

a. Predictors: (Constant), Uncertainty Avoidance, Individualsim,
Maculinity, Power Distance

b. Dependent Variable: PICSR
Table 64. Cultural Dimensions - Model.

Table 65
ANOVA?
Model Sum of Squares df Mean Square F Sig.
1 Regression 2348,180 4 587,045 12,975 ,000°
Residual 8234,740 182 45,246
Total 10582,920 186

a. Dependent Variable: PICSR

b. Predictors: (Constant), Uncertainty Avoidance, Individualsim, Maculinity, Power Distance

Table 65. Cultural Dimensions - ANOVA.
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Table 66

Collinearity Diagnostics®

Variance Proportions

Eigen-  Condition Power Uncertainty
Dim. value Index (Constant) Distance Individualsim Maculinity  Avoidance
1 4,871 1,000 ,00 ,00 ,00 ,00 ,00
2 ,060 9,034 ,03 ,63 ,15 ,00 ,00
3 ,031 12,449 ,00 12 ,08 ,86 ,10
4 ,025 14,021 ,07 31 ,08 ,02 ,88
5 ,013 19,449 ,90 ,04 ,70 ,12 ,02
a. Dependent Variable: PICS
Table 66. Cultural Dimensions - Colinearity Diagnosts.
Table 67
Residuals Statistics®
Min. Maximum Mean Std. Deviation N
Predicted Value 36,78 56,18 42,87 3,553 187
Std. Predicted Value -1,716 3,746 ,000 1,000 187
Standard Error of Predicted ,545 2,280 1,059 ,298 187
Value
Adjusted Predicted Value 36,74 56,21 42,86 3,568 187
Residual -17,302 12,684 ,000 6,654 187
Std. Residual -2,572 1,886 ,000 ,989 187
Stud. Residual -2,621 1,934 ,001 1,001 187
Deleted Residual -17,958 13,349 ,016 6,821 187
Stud. Deleted Residual -2,664 1,949 -,001 1,008 187
Mabhal. Distance ,228 20,384 3,979 2,967 187
Cook's Distance ,000 ,052 ,005 ,010 187
Centered Leverage Value ,001 , 110 ,021 ,016 187

a. Dependent Variable: PICSR

Table 67. Cultural Dimensions - Residual Statistics.
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10.3.5 Analysis of Differences in PICSR in Between Culture

Table 68
Descriptives

Perceived Importance of CSR

95% Confidence Interval

Std. for Mean
Devia-  Std. Lower
N Mean tion Error Bound Upper Bound Min. Max.
Germany 66 40,32 9,081 1,118 38,09 42,55 22 54
India 35 43,14 8,668 1,465 40,17 46,12 24 53
Iceland 48 44,88 4,389 633 43,60 46,15 38 52
United States 38 44,53 5,285 ,857 42,79 46,26 32 56
Total 187 42,87 7,543 ,552 41,78 43,96 22 56
Table 68. Means in PICSR.
Table 69
Test of Homogeneity of Variances
Perceived Importance of CSR
Levene Statistic dfl df2 Sig.
14,044 3 183 ,000
Table 69. Means in PICSR - Levene Statisitcs.
Table 70
ANOVA
Perceived Importance of CSR
Sum of Squares df Mean Square F Sig.
Between Groups 729,592 3 243,197 4,517 ,004
Within Groups 9853,328 183 53,843
Total 10582,920 186

Table 70. Means in PICSR - ANOVA.

Table 71
Robust Tests of Equality of Means

Perceived Importance of CSR

Statistic? dfl df2 Sig.
Welch 4,414 3 90,214 ,006
Brown-Forsythe 4,832 3 133,158 ,003

a. Asymptotically F distributed.
Table 71. Means in PICSR - Robustnes Test.
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Table 72
Perceived Importance of CSR
Tukey HSD®"

Subset for alpha = 0.05

Country of origin N 1 2
Germany 66 40,32
India 35 43,14 43,14
United States 38 44,53
Iceland 48 44,88
Sig. 274 ,685

Means for groups in homogeneous subsets are displayed.
a. Uses Harmonic Mean Sample Size = 44,018.
b. The group sizes are unequal. The harmonic mean of the

group sizes is used. Type | error levels are not guaranteed.
Table 72. Means in PICSR - Tukey HSD.
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Table 73

Descriptive Statistics

Country of origin Mean Std. Deviation
Payment and bonuses Germany 3,91 ,854 66
India 4,03 ,453 35
Iceland 4,25 1,313 48
United States 3,95 1,114 38
Total 4,03 ,997 187
Location of the job Germany 4,64 ,485 66
India 4,69 ,676 35
Iceland 4,00 , 715 48
United States 4,53 ,951 38
Total 4,46 742 187
Advancement possibilities Germany 4,23 , 740 66
India 4,46 ,505 35
Iceland 4,62 ,703 48
United States 3,92 ,850 38
Total 4,31 ,755 187
Social and ethical behavior =~ Germany 4,00 ,859 66
of the company India 4,29 ,622 35
Iceland 3,88 ,937 48
United States 4,18 ,563 38
Total 4,06 ,798 187
Reputation of the company  Germany 3,59 ,944 66
India 3,66 ,998 35
Iceland 3,87 , 789 48
United States 3,95 ,928 38
Total 3,75 ,919 187
A specific product / specific ~ Germany 2,82 1,446 66
industry India 2,69 1,231 35
Iceland 3,75 ,838 48
United States 3,55 1,201 38
Total 3,18 1,295 187
Job security Germany 4,14 1,021 66
India 4,20 ,833 35
Iceland 4,25 ,438 48
United States 4,24 ,913 38
Total 4,20 ,841 187

Table 73. Attractiveness Factors - Descriptive Stattics.
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