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Abstract 
 

Title: Corporate Social Responsibility in European Developing Countries: Exploring 

the interplay between companies and consumers in Bosnia and Herzegovina 

Authors: Svjetlana Pantic and Franziska Mesche 

Supervisor: Peter Gustavsson 

Date: May 30th, 2011 

Background: Major attention within the field of Corporate Social Responsibility (CSR) 

has been devoted to developed countries in the Western world and only few studies 

have been researching CSR in the developing world. Specifically Europe has been 

considered as wholly developed even though there are still many European countries 

that are in transition, one of them being Bosnia and Herzegovina (BiH). 

Aim: The purpose of this thesis is to find out whether the current Western CSR 

framework can be applied to European developing countries, specifically to BiH, and 

whether companies’ attitudes and actions regarding CSR and consumers’ knowledge 

and attitude towards CSR match each other or not. 

Definitions: The term CSR generally refers to the impact business has on society 

beyond its traditional aim of solely seeking profits. 

Completion and results: A quantitative study in the form of surveys among companies 

and consumers (students) in BiH was carried out. The results revealed that the Western 

CSR framework is only limitedly applicable in BiH and that the knowledge about CSR 

is not on an advanced level and needs to be further developed. A communication gap 

between companies and consumers was identified. 

Search terms: Corporate social responsibility (CSR), developed countries, European 

developing countries, Bosnia and Herzegovina (BiH), companies and consumers 
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1  Background 

“We have to choose between a global market driven only by calculations of short-term 

profit, and one which has a human face. Between a world which condemns a quarter of 

the human race to starvation and squalor, and one which offers everyone at least a 

chance of prosperity, in a healthy environment. Between a selfish free-for-all in which 

we ignore the fate of the losers, and a future in which the strong and successful accept 

their responsibilities, showing global vision and leadership. I am sure you will make the 

right choice.” Kofi Annan, 1999 (United Nations (UN) major statements, 2011).                                                    

As is implied in the above quote spoken by the seventh UN Secretary-General Kofi 

Annan in the World-Economic Forum in Davos, Switzerland, there are two major 

choices on how to run the global market: One that is myopic and solely profit-seeking 

other things being neglected, and the other one having a “human face”, that is, acting 

responsibly and taking social and environmental issues into account. 

Implied in Annan’s quotation is thus the overall debate about corporate social 

responsibility (CSR) which also indicates that the right choice to be made seems to be 

different for different players in the global market place. As there exists no overall 

agreed upon definition on CSR, it can however be said that the term CSR is generally 

“used to consider and evaluate the effects of business on society, beyond the traditional 

role of seeking profits” (Crane et al., 2008:569). 

Generally, there exist two groups – those that support CSR and those that do not see any 

use in it. The former group includes those academics and practitioners who believe that 

businesses not only need to generate profit, but also need to be responsible for the 

society and environment they operate in. The importance practitioners as well as 

academics place on these issues are illustrated by the selected citations below: 
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“It is not good enough to do what the law says. We need to be in the forefront of these 

[social responsibility] issues.” Anders Dahlvig (Chief Executive Officer (CEO) of 

Ikea).  

"In terms of power and influence you can forget about the church, forget politics. There 

is no more powerful institution in society than business...The business of business 

should not be about money, it should be about responsibility. It should be about public 

good, not private greed."  Anita Roddick (Founder of The Body Shop). 

“Socially responsible companies not only try to be economically sustainable and 

profitable, but also endeavor to work with their employees, families, local communities 

and nation states to improve the quality of life in ways that are both ethical and 

sustainable in relation to society and the environment.” (Cacioppe et al., 2008:684).                                                                                                                

Whereas all these citations of the managers and academics stated above represent the 

views of the proponents of CSR, there is especially one major academic who looks upon 

CSR rather skeptically: 

“There is one and only one social responsibility of business – to use its resources and 

engage in activities designed to increase its profits so long as it stays within the rules of 

the game, which is to say, engages in open and free competition, without deception or 

fraud.” (Friedman, 1962:133). 

In contrast to the proponents of CSR, free-market economist Milton Friedman depicts a 

major critic of the CSR concept and argues that the only responsibility of business is to 

generate profit and to maximize shareholder value. Moreover, especially with the rise of 

globalization many companies see themselves torn between acting socially responsible 

and generating the highest profit to the lowest cost by exploiting e.g. low labor 

regulations in their production countries – mainly developing countries1. In a globalized 

world that offers numerous opportunities to produce goods and services with minimal 

costs, the temptation to neglect the social and environmental dimensions is big. Due to 

                                                 
1 The term developing countries that will be used in the remainder of this thesis collectively describes 
nations that are relatively less industrialized and have relatively lower per capita incomes (cf. Visser, 
2008). 
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that many firms have been under heavy criticism to only pursue a business strategy that 

solely focuses on profit maximization without taking social issues into account (cf. 

Klein, 2000).  

However, the whole debate about CSR mainly revolves around firms operating in 

developed countries– and major CSR concepts and theories were developed in the 

Western world, especially North America and Europe (cf. eg. Kolk, 2005; Welford, 

2004). But what about CSR in developing countries? Can CSR in those countries be 

treated the same as in developed countries?  

According to the United Nations Industrial Organization (UNIDO) (2011), governments 

have not yet found a consensus on common approaches to CSR and, as a consequence, 

rules about CSR have been set by the companies embracing it which are mostly 

multinational corporations (MNCs). UNIDO (2011) points out that “as a result, SMEs, 

especially those in developing countries and countries in transition, find themselves 

confronted with approaches to CSR that are often very incompatible to their economic 

and social contexts”. 

Hence, UNIDO (2011) suggests that CSR is context-dependent and cannot, in contrast 

to the general notion, be treated the same in all places of the world. In fact, various 

scholars argue that developing countries differ from developed ones and thus demand 

particular attention regarding CSR issues and require different solutions from those 

implemented in the developed world (e.g. cf. Blowfield/Frynas, 2005; Frynas, 2006). In 

addition, Halme et al. (2009) stress that CSR takes place in different cultural, political, 

industrial, economic and geographical settings and environmental conditions that 

partially influence the thinking and practice of CSR in these different contexts. As a 

consequence, more contextual awareness in the CSR discussion is needed (cf. Dobers, 

2009; Roome, 2004). 

When referring to developed countries, Europe is usually considered as being wholly 

developed. However, according to the World Bank (2011), there are in fact 14 countries 

in Europe that are considered as developing countries. Hence, it is important to not treat 
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all countries within Europe the same – but in fact differentiate between developed and 

developing countries within Europe. 

In order to fill this gap and to attain more knowledge about developing countries within 

Europe, this study will put special focus on CSR in European developing countries and 

will specifically research CSR in Bosnia and Herzegovina (BiH). Research about CSR 

in this country is very rare and thus it is utterly important to advance CSR in BiH. Since 

CSR is in its embryonic stage in this country (cf. Mesanovic, 2005), it is important to 

find out about the general knowledge and education level regarding CSR, the attitude 

and importance that is put on CSR, the ways in which it is executed as well as how it is 

communicated to the various stakeholders. In addition, especially as companies in BiH 

are increasingly facing pressures from media, investors and other parties which 

demonstrate their concern for society and the environment they operate in, it becomes 

even more important for companies in BiH to implement CSR into their business. 

Doing so would also enable them to become competitive and sustainable in the 

European and global markets. (cf. UNDP, 2009). 

In order to obtain a sound picture on how far CSR is developed in the entire country, it 

is necessary to take both a company- and consumer-perspective on CSR, i.e. to research 

on the above mentioned issues from both viewpoints. However, since CSR deals with 

the effects business has on society (cf. Crane et al., 2008), there are more actors 

involved than solely the companies and consumers, such as the government or 

suppliers. But due to the limited scope of the study, major focus will be put on the 

companies and consumers since they are believed to have a major influence on CSR for 

they were mostly discussed in CSR literature (cf. Schwartz/Carroll, 2003; 

Bhattacharya/Sen, 2004). 

This master thesis is outlined as follows. First, the purpose and the problem area of this 

thesis will be presented, followed by a theoretical frame of reference with focus on 

major CSR constructs of the developed world, namely Schwartz and Carroll’s (2003) 

Three-domain approach and Kotler and Lee’s (2005) Corporate social initiatives, as 

well as CSR in connection to consumer behavior and CSR in BiH. Subsequently, the 

methodology of the undertaken research will be depicted and furthermore, key facts 
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about BiH which will help understanding the results will be highlighted. Next, the 

results of the company and consumer surveys will be presented, followed by an analysis 

which will provide answers to the research questions and include the verification or 

falsification of the propositions derived from theory. After that, major findings from the 

analysis will be discussed in more detail, including also a comparison of the results 

obtained from the company and consumer studies. Subsequently, a revised theory 

chapter will be presented which scrutinizes the applicability of the Western CSR 

framework to the developing country BiH and derives a framework of CSR in BiH with 

regard to the interplay between companies and consumers. Next, recommendations both 

for companies and BiH as a whole will be given, followed by a conclusion chapter. 

Finally, implications for both further research and practitioners will be presented.   
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2 Purpose and problem statement  

This master thesis deals with the topic of CSR in developing countries and focuses on 

the European developing country BiH2. The overall purpose of this thesis is to find out 

whether the current Western CSR framework can be applied to European developing 

countries, specifically to BiH, and whether companies’ attitudes and actions regarding 

CSR and consumers’ knowledge and attitude towards CSR match each other or not. 

Once empirically researched, a proper framework depicting the current situation of CSR 

in BiH with focus on the interplay between companies and consumers will be 

established which will especially help companies to optimize their CSR activities to 

better match the consumers’ expectations. Rather than being a best-practice framework 

of CSR in BiH, it will provide an insight into the current situation of CSR from both a 

company and consumer perspective and will provide information about areas in which 

companies, and BiH as a whole, have to excel in order to make CSR more known and 

effective. In addition, it will serve as a sound starting point for further research by 

pointing out factors that are crucial to CSR in BiH and which should be focused on in 

the future. 

The motivation and relevant research questions as well as the theoretical and empirical 

significance of the chosen topic will be briefly depicted in this chapter. 

So far the debate about CSR was mainly dominated by a developed country perspective, 

as it is mainly influenced by North America and Europe (cf. eg. Kolk, 2005; Welford, 

2004; Rettab et al., 2008; Tan, 2009) – and concepts mainly created in the United States 

(US) context (cf. Halme et al., 2009). Due to this strong focus on CSR in the developed 

world, CSR in the developing world has been mainly neglected in academic literature 

and by management (cf. e.g. Muller/Kolk, 2008; Rettab et al, 2008; Tan, 2009). Hence, 

                                                 
2 In order to channel the topic to a research problem, the guidelines of Booth et al. (2008) were used who 
suggest to first formulate the topic, followed by the question formulation and finally pointing out its 
significance. 
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the focus area of this study will revolve around European developing countries, 

specifically the Western Balkan country BiH. Due to this gap in CSR literature further 

research is required and thus the aim of this thesis is to fill the gap by focusing on CSR 

in European developing countries.  

When aiming to understand and research CSR from a developing country perspective, it 

is important to find out whether the CSR concepts that originated in the Western world 

and dominate the entire CSR debate can be applied to developing countries – which 

leads to the first research question (RQ): 

RQ 1: Can the current CSR framework of the developed world be applied to the 

European developing world, specifically to BiH? 

In order to obtain a reliable answer to this question two of the dominant CSR concepts 

of the Western world will be applied, namely Schwartz and Carroll’s (2003) Three 

domain approach as well as Kotler and Lee’s (2005) Corporate social initiatives3. 

These concepts comprise major CSR activities that can be undertaken by companies, 

however from a Western perspective. By conducting empirical research in BiH as a 

representative country of the developing world in Europe, it will become apparent if 

those Western CSR activities are also common in this nation or not. If they are, there 

might be evidence for the application of the Western CSR framework to the developing 

world.  

In order to obtain a more thorough answer to RQ 1 and to gain a better insight into CSR 

in developing countries and especially in BiH, it is crucial to understand if companies in 

BiH are familiar with the CSR concept, how their attitude is towards it and in which 

ways they involve in it, if at all. Also, it is important to know how they communicate 

their CSR activities to their stakeholders. The companies of interest include those that 

are local ones, i.e. those that are of national origin, but also subsidiaries of Western 

MNCs operating in BiH. The reason for also including subsidiaries of MNCs in the 

                                                 
3 These two concepts are explained in more detail in the theoretical framework of this thesis. See sections 
3.1.1 and 3.1.2. 
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study is that these are usually more involved in CSR activities in BiH in contrast to 

local ones (cf. Saljic, 2010). Hence, obtaining a company-perspective about CSR is 

important and leads to the following research questions: 

 

RQ 2: Do companies in BiH know/are educated about CSR? 

RQ 3a: Are companies in BiH pursuing CSR?  

RQ 3b: If companies in BiH pursue CSR, how are they doing it, i.e. which activities 

do they involve in?  

RQ 4: Are companies in BiH communicating their CSR activities to their 

stakeholders and if so, how are they doing it? 

However, it is not sufficient to solely look at the company side in order to find out about 

the level and understanding of CSR in a country; one must also take the consumer-

perspective into consideration and find out the consumers’ knowledge and attitude 

towards CSR. First, it is important to identify whether consumers are educated about 

CSR and if they know about CSR-related activities of companies operating in their 

country. Second, in order to be able to give recommendations for companies in BiH on 

how to improve their CSR strategies and to advance CSR literature, it is worthwhile to 

find out what kind of CSR activities would enhance the companies’ image from a 

consumer perspective. Hence, major variables to be measured include the consumers’ 

CSR knowledge and awareness, their attitude towards CSR as well as activities that 

would improve the image consumers have towards companies in BiH.  

The research questions that were designed to obtain an insight into the consumers’ way 

of thinking regarding CSR include: 

RQ 5: Are consumers in BiH educated about CSR? 

RQ 6: Do consumers in BiH care about the companies’ CSR activities? 

RQ 7: What kind of CSR activities would enhance the consumers’ personal 

image/value of the companies? 
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By taking both the company and consumer perspective into account,it will make it 

possible to find out whether the CSR activities of the companies match the consumers’ 

notion of favorable CSR practices or not. Especially the insights gained from the 

consumers will serve as valuable input for companies to tailor their CSR strategies to 

their consumers’ needs and preferences. In other words, in the optimal case a win-win 

solution could be achieved.  

In addition, the above presented theme of the thesis and its underlying research 

questions show theoretical as well as empirical significance. 

Regarding the theoretical significance, CSR in developing countries is a widely ignored 

topic and CSR is commonly looked upon from a Western, developed country 

perspective (cf. e.g. Muller/Kolk, 2008; Rettab et al, 2008; Tan, 2009). However, 

applying the same concept in different kinds of countries which are in different stages of 

development has to be done with caution, and should first be tested before assuming and 

generalizing that “one size fits all”. Up to now only very few academics researched on 

how CSR is undertaken in developing countries (e.g. Fülöp et al, 2000; Muller/Kolk, 

2008) which makes it important to further develop this subject and undertake more in-

depth research in this area. As Visser (2008:493) puts it, “CSR in developing countries 

is still relatively underdeveloped and tends to be ad hoc with a heavy reliance on 

convenience-based case studies…The focus is often on high profile incidents or branded 

companies and a few select countries”. He further claims that “there is an urgent need 

for further research on CSR in developing countries at the international, regional, 

national and sectoral levels, as well as on theoretical constructs” (Visser, 2008:493). He 

stresses that specifically on a national and regional level there is a need to undertake 

more detailed national research, “especially on the more than 100 developing countries 

that appear to have had no academic papers published about them in CSR journals” 

(Visser, 2008:493). Furthermore, Visser (2008) argues that empirical research should 

focus more on CSR models, conceptions or frameworks that are more applicable to 

developing countries, thus expanding the theoretical base of CSR literature.  
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Having amongst others Visser’s (2008) words and critics in mind, this paper exactly 

attempts to fill this gap in literature by researching CSR in developing countries, 

specifically on a national level by focusing on the European developing country BiH. 

By testing whether the current CSR framework of the developed world can be applied 

to the developing world, the “one-size-fits-all” conception of CSR will be challenged, 

and, if results reveal it to be necessary, an adapted version of the CSR framework 

designed for developing countries will be constructed. This framework will be 

specifically developed for BiH and will depict the current situation of CSR in this 

country. Nonetheless, as will be shown in the empirical part of this thesis, it might also 

be applicable to other (European) developing countries showing similar features and 

being embedded in similar contexts.   

Besides the theoretical significance of the underlying thesis, there surely exists also an 

empirical significance. In order to highlight its empirical and practical significance, 

three very different (and simplified) examples are illustrated below which show how 

companies and consumers in developing countries might respond to the CSR concept. 

Example 1: Imagine the case of being a CEO of a company in a developing country 

and attempting to implement this promising Western concept of CSR into your firm – 

since what works well in the West should also work well in the East. However, after 

having invested some of your budget in community work, environmental preservation 

projects or a childcare centre for the children of your employees – you suddenly notice 

that all your spending on CSR doesn’t “pay back” in any form. Seems you are just 

giving away without gaining anything from it! 

Example 2: Another case could be that you are a CEO of a company in a developing 

country – but don’t even know what CSR actually means and what it should be good for. 

Since you have a hard time keeping your business running and are short with your 

budget anyways, there is no way for you to even spend a penny on “things” that are not 

part of your business really. The only thing that matters to you is survival in this tough 

business world and generating profit! 
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Example 3: The last example is from a consumer perspective. Imagine you are a 

student in a country that is just in the process of recovering from war – or even still is in 

war. Your parents have low-paid jobs, if at all, and all they keep telling you is to save 

money and buy only the cheapest of all products. So now you go in a shop and want to 

buy milk – you can choose between a very cheap one and one that charges a higher 

price as it claims to be ecologically produced and its packaging to be environmental-

friendly! The decision is obvious for you – of course you take the cheaper one. Why on 

earth should you care about the environment when your family is almost starving at 

home – and what does this ecologically and environmentally friendly mean anyways?  

These three examples illustrate how CSR is often experienced in the developing world. 

Some companies try to implement it but fail doing so, some might not even have heard 

about the concept or lack relevant education in this field, and others completely 

underrate and disregard it. The same holds for consumers – many do not know what 

CSR is, what its benefits are and how they can contribute to society by buying products 

that are made by companies caring about CSR.  

While some studies reveal that CSR practices are increasingly implemented in 

developing countries (cf. e.g. Frynas, 2006), these countries are still facing barriers to 

implement CSR. According to Rettab et al. (2008), one of the reasons why CSR is not 

fully developed is that the legal frameworks in emerging economies are not well 

established which can limit the extent from which companies can benefit from CSR 

efforts. Moreover, an extensive body of literature points out that attitudes towards CSR 

in a certain institutional context as well as managerial values are likely to have a 

significant impact on the outcomes of CSR initiatives (cf. e.g. Aguilera et al., 2007; 

Hemingway/Maclagan, 2005; Vitell/Paolillo, 2004). 

Due to this situation in developing countries regarding CSR it is important to 

understand the attitudes towards CSR in developing countries – both those of 

companies and consumers. By gaining insights into their ways of thinking and 

knowledge about the CSR concept, it will be possible to identify the barriers towards 

CSR in the specific country and to find ways to overcome those. In case the Western 
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concept of CSR seems inappropriate in a developing country like BiH, an adapted CSR 

framework representing the current state of CSR in BiH will be constructed. By 

obtaining a more adequate picture on CSR on a national level, namely in BiH, potential 

weaknesses might be uncovered and more suitable CSR strategies will be possible to 

construct. Hence, this might increase the country’s overall productivity and 

competitiveness. Moreover, as companies in BiH are confronted with rising pressures 

from media, investors and other parties demonstrating their concern for society and the 

environment they operate in, it becomes increasingly crucial for companies in BiH to 

implement CSR into their business and this way to be competitive and sustainable in the 

European and global markets (cf. UNDP, 2009). 

This thesis’ research procedure is as follows: To give preliminary answers to the 

research questions, propositions will be developed from the theoretical frame of 

reference. Moreover, out of the theory research questions will be designed which, in 

turn, will make it possible to define measurement variables. Those will then provide the 

input for designing the survey questions. The answers to the survey questions will 

eventually either falsify or verify the propositions and give answers to the research 

questions. This procedure can be illustrated as follows: 

 
Figure 1: Overview of this thesis’ research procedure (authors’ own creation). 
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Having highlighted the purpose, problem statement and research procedure of this 

thesis, the following section presents the theoretical frame of reference as well as the 

propositions that are developed out of it.  
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3 Theoretical frame of reference 

In order to gain insights into the field of CSR both from a company and a consumer 

perspective, as well as from a developed and developing country point of view, it is 

necessary to review the academic literature in these subjects. The choice of literature is 

especially tailored towards answering the RQs and thus includes the most relevant and 

recognized literature in the field of CSR in the developed world and in BiH from a 

company and consumer side. Since RQ1 deals with the question of whether the CSR 

framework of the Western world can be applied to the European developing country 

BiH, the Western literature was thoroughly consulted. The choice of the CSR 

frameworks representing the developed world was based on their occurrence and 

significance in scientific literature as well as on their applicability to this research.  

3.1. Definition and development of CSR  

For the past few decades the ongoing debate over the proper relationship between 

society and business has focused on the topic of CSR. Major questions such as “What 

are a company’s obligations to society as a whole?” (Grant, 2010:57) and “Can business 

afford to ignore its social responsibilities?” (Davis, 1960) have been on a constant 

debate.  

The attempt to clearly define CSR resulted in a rather unsatisfying outcome. According 

to The Oxford Handbook of Corporate Social Responsibility by Crane et al. (2008), only 

few of the management disciplines arouse as much contestation and controversy as CSR 

does. According to Williams et al. (2006), the current state of theory and analysis of 

CSR is embryonic and, like so many other scholars in the field, they point out that there 

exists no general agreement on a definition for CSR (cf. Baron, 2001; Crane et al., 

2008; McWilliams et al., 2006; McWilliams/Siegel, 2001). However, the term CSR is 
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generally “used to consider and evaluate the effects of business on society, beyond the 

traditional role of seeking profits” (Crane et al., 2008:569). 

Moreover and very importantly, one also has to take into account that CSR is a concept 

that evolved over time and thus also changed its focal area over the decades. Regarding 

CSR on a chronological timeline, the beginning of the modern era of social 

responsibility can be traced back to the 1950s when CSR was being recognized as 

responsibilities of businessmen. In the 1960s CSR developed significantly and began to 

proliferate in the 1970s, when also alternative emphases, such as “corporate social 

responsiveness” and “corporate social performance” came into being. A wider number 

of CSR research and measures were undertaken in the 1980s and in the 1990s the CSR 

concept transitioned significantly to alternative subjects, as for instance stakeholder and 

business ethics theory. After the turn of the century CSR became increasingly important 

and new realms in which to think about businesses responsibilities to society, especially 

at a global level, could be observed. (cf. Carroll, 1999). The emphasis on theoretical 

contributions to the concept of CSR had been widely complemented by empirical 

research and focused on topics such as sustainability, business ethics and corporate 

citizenship. Renowned approaches of CSR during this era include e.g. the Three-domain 

approach proposed by Schwartz and Carroll (2003) which recognizes economic, legal 

and ethical responsibilities of a company, and depicts a revised version of Carroll’s 

widely enjoyed four-domain version of CSR (which also included a philanthropic 

domain)4 (cf. Carroll, 2008; Paul Lee, 2008; Schwartz/Carroll, 2003). 

As becomes clear from the above discussion, CSR represents a landscape of theories 

and different approaches which are complex, unclear and also controversial (cf. 

Garriga/Melé, 2004). Hence, in order to receive a better overview and understanding of 

the major theories and concepts of CSR, the following table, Table 1 presents and 

summarizes four major streams of thinking and theories of CSR which can be 

considered as contemporary mainstream theories (cf. Garriga/Melé, 2004; Melé, 2008): 

                                                 
4 Schwartz  and Carroll’s (2003) “Three-domain approach” will be explained in more detail later in 
section 3.1.1 as it depicts a major theoretical CSR framework that has enjoyed wide application. 
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Type of theory Core idea Selected key authors 

1) Shareholder value theory 

(Instrumental theories) 

The only social responsibility 

of business is to make profits 

and to increase the economic 

value of the firm for its 

shareholders.  

Friedman (1970) 

2) Corporate citizenship 

(Political theories) 

The company is perceived as 

a citizen with certain 

involvements in the 

community.  

Crane/Matten (2005) 

3) Stakeholder theory 

(Ethical theories) 

The purpose of the firm is to 

coordinate its various 

stakeholders’5 interests. 

Freeman (1984) 

4) Corporate social 

performance (Integrative 

theories) 

Business has also certain 

responsibilities for social 

problems created by business 

or other causes, beyond its 

legal and economic 

responsibilities. 

Carroll (1979, 1991) 

Schwartz and Carroll (2003) 

Table 1: Overview of the four major contemporary CSR theories (authors’ own elaboration). 

The shareholder value theory is part of the instrumental theories on CSR, implying 

that social activities are solely regarded as a strategic instrument or tool for the company 

to achieve economic objectives and wealth creation (cf. Garriga/Melé, 2004). The key 

representative of this theory is free-market economist M. Friedman who articulates his 

idea about CSR as follows: 

                                                 
5 The term “stakeholder” can be understood in two senses: In a narrow sense, the term includes those 
groups who are crucial for the success and survival of the company; and in a wider sense, it includes any 
individual or group who can affect or is affected by the company (cf. Freeman, 1984). 
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There is one and only one social responsibility of business – to use its resources and 

engage in activities designed to increase its profits so long as it stays within the rules of 

the game, which is to say, engages in open and free competition, without deception or 

fraud. (Friedman, 1962:133). 

This approach on shareholder value maximization is widely supported by law and used 

by many companies, especially in the Anglo-Saxon countries (cf. Mené, 2008). 

However, it also suffers from various critiques, such as that shareholder maximization 

value frequently reflects short-term rather than long-term profits and its narrow view on 

human beings and the autonomous conception of business activity within society (cf. 

Davis, 1960; Sethi, 1975; Grant, 1991). Renowned journalist Naomi Klein (2000) also 

points out in her book “No logo” that sole profit maximization strategies by companies 

of the developed world may result in significant negative social consequences, that is, 

firms e.g. engaging in child labor and providing terrible working conditions – all of 

which might in the end lead to tremendous image damages for the company. 

The corporate citizenship approach belongs to the political theories, i.e. those theories 

that focus on a responsible use of business power in the political arena (cf. 

Garriga/Melé, 2004). Two of the key scholars of this approach are Crane and Matten 

(2005:173) who describe corporate citizenship as “the role of the corporation in 

administering citizenship rights for individuals”. 

A strength of this theory is that it overcomes the narrow focus of business on solely its 

economic purpose and emphasizes at the same time the ethical and social dimensions of 

business and its role in respecting human rights (cf. Melé, 2008). However, the notion 

of corporate citizenship does not stay without criticism, as it is for instance considered 

as being too diffuse due to the various topics it includes, such as corporate voluntarism 

and image and reputation management (cf. Windsor, 2001). Moreover, Crane and 

Matten’s conceptualization of CSR is considered as being highly speculative with only 

little empirical support (cf. Van Osterhout, 2005). 
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The Stakeholder theory can be categorized into the ethical theories, i.e. those theories 

that focus “on the right thing to achieve a good society” (Garriga/Melé, 2004:64). 

According to the stakeholder theory, the main purpose of the firm is to coordinate and 

satisfy the various interests of the company’s stakeholders (cf. Melé, 2008; Snider et al., 

2003; Waddock et al., 2002), i.e. those groups and individuals who either benefit or are 

harmed by corporate actions (cf. Melé, 2008). One of the key scholars of this theory is 

Freeman (1984) who claims that the responsibility of business is to create value for 

stakeholders, including the local community.  

A major strength of this theory includes its ethical superiority towards the shareholder 

value theory as it also takes stakeholder rights and their interests into account (cf. Melé, 

2008). Furthermore, this theory is well accepted in many firms and provides a guideline 

for long-term business success (cf. Collins/Porras, 1994) which makes it a feasible 

theory with good practical implications. However, some critics of this theory claim that 

it is an excuse for managerial opportunism (cf. Jensen, 2000; Sternberg, 2000) since a 

manager can justify self-serving behavior by appealing to the interests of those 

stakeholders who benefit. In addition, the fact that stakeholders are represented in 

corporate decision-making “may be damaging to the well-being of the economy” 

(Etzioni, 1998:688). 

The final approach, the corporate social performance (CSP) theory, is part of the 

integrative theories of CSR, i.e. it focuses on the integration of social demands into 

business (cf. Garriga/Melé, 2004) and stresses that businesses have power, and power 

requires responsibility (cf. Melé, 2008). It assumes that society provides license to 

operate to business, and, as a consequence, business must serve society by contributing 

to social needs and satisfying social expectations, besides creating wealth. One of the 

landmark scholars in the field is A.B. Carroll (1979) who first introduced the concept of 

CSP. He claimed that business has various responsibilities towards society which 

embody economic, legal, ethical and philanthropic categories (Carroll, 1991). A refined 

version of this model will be presented in the next section and depicts one of the major 

representative models of CSR in the Western world in this thesis. 
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According to Swanson (1995:43), the CSP theory “provides a coherent structure for 

assessing the relevance of research topics to central questions in the business and 

society field”.  A weakness, however, depicts the vagueness of the concept, which can 

easily be partially solved by integrating stakeholder perspectives into the traditional 

approaches (cf. Carroll, 1991, 2004). 

3.1.1 Schwartz and Carroll’s Three-domain approach 

Schwartz and Carroll (2003) were refining Carroll’s (1979) work and introduced a 

Three-domain approach which incorporates a Venn diagram and yields seven CSR 

categories which result from the overlap of the three core domains – economic, legal 

and ethical6. This model is shown below: 

 

Figure 2: Schwartz and Carroll’s (2003:509) Three-domain model/Venn diagram. 

                                                 
6 In this refined framework, Schwartz and Carroll (2003) argue that the “philanthropic” category should 
not be regarded as a category of its own, but is rather part of the “ethical” domain. Hence, the major 
categories were reduced from four to three. 

 

(iii) Purely Ethical 

(ii) Purely Legal (i) Purely Economic 

(vii) Economic / 

Legal / Ethical 

(iv) Economic /  

Ethical 

(vi) Legal / 

Ethical 

(v) Economic / 

Legal 
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 According to Schwartz and Carroll (2003), the economic domain includes those 

activities which have either a direct or indirect positive economic impact on the 

company, i.e. profit and share value maximization. The legal domain includes the firm´s 

responsiveness to legal expectations mandated by society, i.e. that it conforms to the 

law. Finally, the ethical domain refers to the ethical responsibilities of the corporation 

as expected by relevant stakeholders and the general population. As Carroll and 

Schwartz’ (2003) Three-domain approach is widely cited in many academic journals 

and highly influential in the development of CSR (cf. Bonn/Fisher, 2005; Frynas, 2008; 

Garriga/Melé, 2004; Melé, 2008), this framework will be used in order to categorize 

various CSR activities by companies studied in the empirical part of the underlying 

thesis. Since this framework has been established from a perspective of the Western, 

developed countries, it hence represents CSR elements from a developed country point 

of view.  

3.1.2 Kotler and Lee’s corporate social initiatives 

In order to put those above mentioned theories into practice, i.e. to identify out of what 

kind of activities CSR usually consists of, Kotler and Lee (2005) identified six major 

CSR initiatives. According to the authors, “corporate social initiatives are major 

activities undertaken by a corporation to support social causes and to fulfill 

commitments to CSR“ (Kotler/Lee, 2005:22). These six initiatives include (cf. 

Kotler/Lee, 2005): 

 Cause promotions: A corporation provides e.g. funds to increase awareness and 

concern about a social cause or to support fundraising or participation for a 

cause. 

 Cause-related marketing: A company makes a contribution or donates a part of 

its revenues to a specific cause based on product sales. 
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 Corporate social marketing: A corporation supports the development and/or the 

implementation of a behavior change campaign which is intended to improve 

public health, the environment, safety or community well-being. 

 Corporate philanthropy: A firm makes a direct contribution to a cause or 

charity, mostly in form of donations or grants. 

 Community volunteering: A corporation encourages e.g. its employees to 

volunteer in local community causes and organizations. 

 Socially responsible business practices: A firm adopts discretionary business 

practices and investments which support social causes in order to protect the 

environment and improve community well-being. 

Besides the Three-domain approach of Schwartz and Carroll (2003), these CSR 

initiatives as identified by Kotler and Lee (2005) will also be used in order to categorize 

the different CSR activities of the companies surveyed in the empirical part of this 

thesis. 

3.2 General critics on CSR 

As already mentioned in the previous part, all of the four contemporary mainstream 

CSR theories have their weaknesses and hence also critiques. Thus, it is important to 

briefly highlight some general critics on CSR and major voices who regard CSR rather 

skeptically. 

The first and foremost critic is M. Friedman who, as supporter of the shareholder value 

theory, claims business’ overall goal is to maximize profits and that CSR depicts solely 

a means towards this objective, and nothing more (cf. Friedman, 1970). Moreover, it is 

T. Levitt (1958) who refers to “the dangers of social responsibility” and poses the 

critical question of whether “top executives are being taken in by pretty words and soft 

ideas?” (Levitt, 1958:41). Levitt (1958) argues that the corporation will eventually have 

a monolithic influence if it also becomes socially responsible. But in order to keep the 
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concept of pluralism, the four main groups of economy, i.e. government, labor, 

agriculture and business, must be kept separate and stay separable, and business should 

not take over the responsibility of any of those. Hence, in Levitt’s (1958) view, business 

has only two responsibilities, and that is “to obey the elementary canons of everyday 

face-to-face civility (honesty, good faith and so on) and to seek material gain” (Levitt, 

1958:49). These attitudes towards CSR echo the “CSR is bad capitalism” school which 

is associated with traditional management theory. This view claims that CSR is 

misguided in principle and that firms, by pursuing also social and environmental goals, 

may ultimately dissatisfy shareholders by generating lower profits. In addition, 

companies are also assumed to lack the expertise to involve in CSR. (cf. Levitt, 1958; 

Friedman, 1962; Henderson, 2002).  

A second major camp that criticizes CSR is the “weak CSR is bad development” school 

which is associated with civil society organizations and critics of business behavior (cf. 

Barrientos et al., 2003; O’Rourke, 2003). According to this school, companies should 

take responsibility for the broader impacts of business activity, and it argues that current 

CSR practice is inadequate for this purpose. It criticizes that the planning and 

implementation of social programs by firms is in general deficient. Supporters of this 

school point out that without state involvement and proper monitoring, CSR initiatives 

tend to lack uniformity across industries and firms as well as precision, and that there 

are only few sanctions for non-compliance. Nonetheless, this school regards CSR as 

being a capable concept that can be improved, e.g. via enhanced partnerships or better 

constructed codes of conduct. (cf. Barrientos et al., 2003; O’Rourke, 2003).  

In addition, two other, however minor critical schools have evolved: One that regards 

CSR as nothing more than good capitalism and hence as not worth of dedicating an own 

discipline to it (see e.g. Sorell/Hendry, 1994), and one that disputes that capitalism is 

able to make any contribution to social and environmental justice (see e.g. Kelly, 2001). 

(cf. Blowfield/Frynas, 2005).  

Having highlighted the nature and development of CSR, the two major CSR 

frameworks of the developed world which will be used in this thesis, as well as the 
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critiques associated with CSR, in the following section the benefits of engaging in CSR 

will be briefly presented. 

3.3 Benefits of CSR 

In order to prove that CSR is a concept that, if implemented appropriately, can impact a 

company’s operations in a positive way, concrete benefits of CSR (mainly from a firm’s 

perspective) will be briefly highlighted. 

When talking about the benefits of CSR for a company, scholars often refer to the 

business case of CSR. Business case is defined as “a pitch for investment in a project or 

initiative that promises to yield a suitably significant return to justify the expenditure” 

(Kurucz et al., 2008:84), and regarding CSR, “the pitch is that a company can do well 

by doing good: that is, can perform better financially by attending not only to its core 

business operations, but also its responsibilities toward creating a better society” 

(Kurucz et al., 2008:84). 

Kurucz et al. (2008) found four general types of the business cases for CSR: 

 Cost and risk reduction: Engaging in CSR to reduce costs and risks to the firm. 

 Competitive advantage: A strategic approach to CSR in order to build relative 

competitive advantage. This conforms also with Porter and Kramer’s (2006) 

argument that companies can derive a competitive advantage by integrating CSR 

to their corporate strategy. Taking it further, Rettab et al. (2008) argue that CSR 

can even serve as a sustainable competitive advantage in developed and 

emerging economies as firms can reap tangible benefits such as higher financial 

performance and employee commitment from it. 

 Reputation and legitimacy: Exploiting CSR activities to build value through 

gains in company reputation and legitimacy. 
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 Synergistic value creation: Integrating stakeholder interests to create value on 

multiple fronts. The overall goal is to find a win-win-win outcome by seeking 

out and connecting stakeholder interests and creating value for multiple 

stakeholders simultaneously.  

However, most of the academic reviews of the business case for CSR are focused on 

evaluating the relation between CSR and financial performance (cf. Griffin/Mohon, 

1997; Orlitzky et al., 2003; Roman et al., 1999). Orlitzky et al. (2003) state that CSR in 

the form of social and environmental responsibility is rewarding. The authors found a 

positive link between CSP and corporate financial performance (CFP), and they also 

argue that the relationship between these is bidirectional and simultaneous. 

Furthermore, reputation seems to be an important mediator of the relationship between 

CSP and CFP (cf. Orlitzky et al., 2006). Several authors agree with Orlitzky et al. 

(2006) that there is a positive link between CSP and CFP (cf. Beurden/Gössling, 2008; 

Yang et. al., 2010). In line with this, Beurden and Gössling (2008) state that good ethics 

is good business. 

Marom (2006) proposes a unified theory of the relationship between CSP and CFP. The 

theory suggests that, in a contemporary business environment firms strive to gain 

competitive advantage and maximize profits while operating both in the business and 

CSR domains. However, the business and CSR domain independently affect financial 

performance, whereas previous concepts integrated CSR revenues into the business 

domain. The author argues that the unified theory is central to the advancement of CSR, 

changing it into an aspect of management science. (Marom, 2006).  

Peloza (2006) argues that managers should be encouraged by the CSP/CFP relationship, 

and consider the value of CSR beyond the obvious gains. The author states that the 

investment in CSR is a clever investment because companies gain insurance coverage at 

no cost. This implies that CSR provides gain during good times, and mitigation of 

negative publicity. In other words, CSR protects the firm’s most valuable asset, which is 

its reputation (Peloza, 2006). In line with these arguments, Godfrey et al. (2009) argue 

that CSR investment creates value for shareholders in the face of negative events, by 
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acting as an insurance-like benefit. In sum, good deeds earn rewards (Godfrey et al., 

2009). 

3.4. CSR in developing countries 

“A world with less poverty, hunger and disease, greater survival prospects for mothers 

and their infants, better educated children, equal opportunities for women, and a 

healthier environment”. (UN, 2006:3). 

This quote depicts the vision of the UN Development Goals for CSR in developing 

countries. Unfortunately, these goals still remain far from being met (cf. Visser, 2008). 

According to Visser (2008:474) , CSR in developing countries is defined as “the formal 

and informal ways in which businesses make a contribution to improving the 

governance, social, ethical, labor and environmental conditions of the developing 

countries in which they operate, while remaining sensitive to prevailing religious, 

historical and cultural contexts”.  

The term developing countries that will be used in the remainder of this thesis 

collectively describes nations that are relatively less industrialized and have relatively 

lower per capita incomes (cf. Visser, 2008). This is best represented by the World 

Bank’s classification of lower and middle income countries (cf. World Bank, 2010). 

Moreover, the International Monetary Fund (IMF) (2010) differentiates between 

advanced economies and emerging/developing countries7 and categorizes 33 countries 

in the former group, and 150 countries worldwide in the latter one, with Central and 

Eastern Europe (CEE) belonging to the latter group. Accordingly, “the group of 

emerging and developing countries includes all those that are not classified as advanced 

economies” (IMF, 2010:171).  

So far the debate about CSR has been mainly dominated by a developed country 

perspective, i.e. mainly influenced by North America and Europe (cf. eg. Kolk, 2005; 

                                                 
7 The term developing countries will be used interchangeably with the term emerging and transition 
economies throughout this thesis. 
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Welford, 2004; Rettab et al., 2008; Tan, 2009) – and concepts primarily created in the 

US context (cf. Halme et al., 2009). Due to this strong focus on CSR in the developed 

world, CSR in the developing world has been mainly neglected in academic literature 

and by management (cf. e.g. Muller/Kolk, 2008; Rettab et al, 2008; Tan, 2009). In 

addition, in research where emerging economies have been covered, these typically 

involved CSR activities of European and North American companies, and thus targeted 

subsidiaries of MNCs rather than local firms (cf. Husted/Allen, 2006). Hence, there 

exists a gap in CSR literature that requires further research and thus the purpose is to fill 

the gap by focusing on CSR in emerging countries. As mentioned in the problem 

statement, one fundamental RQ of this thesis includes whether the framework of the 

developed world could be applied to the developing world. The subsequent part will 

provide some insights to this question already; however, the main answer to this 

problem will be given in the empirical part. 

Few studies show that CSR activities are increasingly practiced in developing countries 

(cf. e.g. Frynas, 2006); however, these countries are still hindered to properly 

implement those. According to Rettab et al. (2008), one of the reasons for this poor 

CSR establishment is that the legal frameworks in emerging economies are not yet 

developed which can limit the extent from which companies can benefit from CSR 

efforts. Moreover, an extensive body of literature points out that attitudes towards CSR 

in a certain institutional context as well as managerial values are likely to have a 

significant impact on the outcomes of CSR initiatives (cf. e.g. Aguilera et al., 2007; 

Hemingway/Maclagan, 2005; Vitell/Paolillo, 2004). 

3.4.1. Drivers of CSR in developing countries 

To identify what makes CSR different in developing countries as opposed to the 

developed world and the reasons behind those differences, various drivers for CSR in 

developing countries have been detected: 
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 Cultural tradition: Many believe that CSR is a Western invention; however, 

there is evidence that CSR in developing countries draws on deep-rooted 

indigenous cultural traditions of philanthropy, business ethics and community 

embeddedness. (cf. Visser, 2008).  

 Political reform: The socio-political reform process in developing countries 

often drives business behavior towards integrating social and ethical issues. For 

example, the social and economical changes in Latin America since the 1980s 

have made businesses take greater responsibility for social and environmental 

issues. (cf. Visser, 2008). Also, CSR is for many CEE countries oftentimes seen 

as a way to gain European Union (EU) membership, as CSR is acknowledged to 

represent good practice in the EU (cf. Baskin, 2006; Visser, 2008). 

 Socio-economic priorities: The Western CSR priorities are often consumer 

protection, fair trade, green marketing or climate change concerns. This is in 

contrast to the developing countries where poverty alleviation, health care 

provision, infrastructure development and education are on the top of the CSR 

priority list. (cf. Amaeshi et al., 2006; Visser, 2008). 

 Market access: The flip side of the Socio-Economic Priorities driver is to 

acknowledge the unfulfilled human needs as an untapped market. Businesses 

must therefore implement the “bottom of the pyramid” strategies, which focus 

on turning the four billion poor people in the world into consumers. (cf. Visser, 

2008). 

 International standardization: CSR codes and standards are the key drivers in 

developing countries. Commitments to CSR can nowadays be regarded as a 

growing trend triggered by an increasing number of international standards such 

as standards of the International Organization for Standardization (ISO) and the 

UN Global Compact as well as the global span of company rating agencies such 

as the SAM Dow-Jones Sustainability Index (cf. Halme, 2009; Perez-Batres et 

al., 2010; Scalet/Kelly, 2009). Moreover, MNCs which are striving to achieve 
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global consistency often impose standardization on their subsidiaries in 

developing countries. (cf. Visser, 2008). 

 Governance gaps: CSR in developing countries is often used as way to fill the 

“governance gaps” which are left by under-resourced, corrupt and weak 

governments that fail to provide various social services like e.g. health care and 

education. (cf. Blowfield/Frynas, 2005; Visser, 2008). 

 Stakeholder activism: In the absence of thorough governmental controls over 

social and environmental performance of companies in developing countries, 

stakeholder activism has evolved as another critical driver for CSR. The most 

powerful stakeholder groups in developing countries include development 

agencies (cf. Jenkins, 2005), international non-governmental organizations 

(NGOs) (cf. Christian Aid, 2005), business associations (cf. WBCSD, 2000) and 

trade unions (cf. Kaufman et al., 2005). (cf. Visser, 2008). 

3.4.2. Major CSR practices in developing countries 

An Organization for Economic Cooperation and Development (OECD) report on 

corporate responsibility practices in emerging market companies conducted in 2005 

revealed that the majority of emerging market companies report publicly on CSR, i.e. 

they either produce a sustainability report or have a specific part in their annual report 

or on their website dedicated to CSR. It was also found that many of these companies 

involve in corporate social investment (CSI), implying that they invest in a range of 

community activities. However, a much smaller amount of these firms have policies 

that fight corruption, conflicting interests and promote business integrity. Especially 

CEE companies are on the lower end of this kind of CSR activity. In addition, around 

half of them publish details of their environmental policies and management systems 

and only a low number of companies from emerging companies recognize equal 

opportunities/non-discrimination issues. (cf. OECD, 2005). 
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Halme et al. (2009) point out that developing countries mainly engage in philanthropic 

CSR activities, as for instance giving to charity or providing a daycare center for 

children of working mothers (cf. Carroll, 1993). However, there exist divided opinions 

about this kind of CSR involvement in emerging markets. Whereas Frynas (2005) 

argues that philanthropic activities in these countries are especially used when 

government falls short, Jamali and Mirshak (2007) maintain that philanthropy is the 

result of a lacking appreciation of other CSR domains.   

3.4.3. Critical perspectives on CSR in developing countries 

As already mentioned in the above sections, most of CSR research and its concepts stem 

from the developed world – making it appear that CSR activities are universally 

applicable. However, there exist various scholars who have a critical opinion towards 

this “one-size-fits-all” CSR approach. Blowfield and Frynas (2005:499) argue that 

“developing economies are different from developed ones, and require particular 

attention…there are unique aspects to issues such as poverty and sustainability in the 

developing world that demand different solutions from those that might be implemented 

in developed economies.” Moreover, Frynas (2006) maintains that one should be critical 

and careful when superimposing Western notions of CSR in emerging economies.  

As Halme et al. (2009) point out, on the one hand international standards seek to attain a 

universal logic towards CSR as a means to establish consistency in the application of its 

concept and practice. On the other hand and against the trend of global standardization 

stands the fact that CSR takes place in different cultural, political, industrial, economic 

and geographical settings and environmental conditions that partially influence the 

thinking and practice of CSR in these different contexts (cf. Halme et al., 2009). As a 

consequence, more contextual awareness in the CSR discussion is needed (cf. Dobers, 

2009; Roome, 2004).  

Based on the above discussion about CSR in developing countries, the following first 

proposition which relates to RQ 1 can be made: 
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Proposition 1: CSR in developing countries faces different preconditions than CSR in 

developed countries and thus requires contextual awareness when superimposing 

Western notions of CSR in these countries.  

3.4.4. CSR in Bosnia and Herzegovina 

BiH as a country is far from a regulated system in which social security or a legal 

structure, which protects human, economic and other rights, can be found (cf. Spahic, 

2006). However, the companies in BiH and their management represent a substantial 

potential for change in overcoming the existing situation in the country. Spahic (2006) 

found that the majority of managers in BiH support CSR activities, but that the biggest 

companies in BiH are the most successful ones within the CSR field. The managers of 

these companies engage in the creation of good business practices, and are concerned 

with the impact of their operations on their owners, employees, consumers and society 

at large. However, the results show that the knowledge of BiH managers in general 

about CSR is not on a satisfactory level. Moreover, Spahic (2006) highlighted that the 

companies do not implement CSR activities strategically. It is therefore crucial to 

develop education systems on CSR practices in BiH, because CSR is one of the links to 

the future and advanced business practices. (cf. Spahic, 2006). 

Mesanovic (2005) states that CSR is still an undeveloped concept in BiH. Furthermore 

and in accordance with Spahic (2006), companies are not performing CSR strategies in 

an advanced fashion, i.e. CSR is not embedded into the companies’ core business and 

there is no long-term commitment to CSR. Moreover, the results of Mesanovic’ (2005) 

study showed that companies in BiH primarily involve in promotional activities such as 

sponsorship of different events. The reason for this is their unawareness of CSR 

benefits, their lack of resources as well as the lack of knowledge about the 

implementation of CSR strategies. In order for companies to be successful within the 

CSR field, they need to incorporate CSR into their strategy. Further, companies need to 

consider CSR as a long-term strategy in order to reap the benefits of it. And finally 
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collaborations should be made with NGOs, academic institutions and the government to 

strengthen the awareness and understanding of CSR. (cf. Mesanovic, 2005).  

According to Saljic (2010) CSR is not developed and implemented with the same 

intensity in BiH as it is in the developed world. CSR works very well in companies in 

developed countries because its application is largely regulated by various economic 

and legislative frameworks. In BiH those frameworks do not exist, which is the main 

reason why corporate philanthropy remains the major CSR initiative in this country. 

Companies in BiH are aware of the importance of CSR, but their activities are often 

limited by economic and legal barriers. Saljic (2010) found that the barriers for 

advancement in the CSR field include insufficient technological development and the 

lack of trust in the institutions for economic development. Through a study done among 

companies in BiH the author found that large companies implement CSR activities 

because they know that this is one way to keep their competitive position in the 

marketplace. Further, the results showed that small and medium-sized enterprises 

(SMEs) are lagging behind, and that most of them are not aware of CSR. It is therefore 

important to intensify the education and promotion of CSR among both SMEs and large 

companies. In order to be successful companies in BiH will have to move from the 

initial phase of development of CSR towards the incorporation of the concept into their 

business strategy. Saljic (2010) also states that companies in BiH should keep in mind 

that the development of CSR has many benefits, such as creating a positive climate for 

foreign investment, community development, business ethics and increased 

transparency. Moreover, the companies should improve their communication with key 

stakeholders if they want CSR to provide adequate results in the future, not only for the 

community at large but also for the company itself. (cf. Saljic, 2010).  

Babic- Hodovic et al. (2007) found that managers in BiH thought of a responsible 

company as one that conforms to law. This means that they are acting responsible 

towards their employees by paying taxes and offering benefits to the employees. 

Moreover, the managers also mentioned charitable activities and sport sponsorships as 

responsible behavior. In addition, the results show that managers implement CSR in 
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order to improve their image between business partners and the media. In line with 

Saljic (2010) the results also show that the companies need to improve their 

communication strategy towards the consumers, because their strategy is not recognized 

by their consumer. According to the authors, this communication failure is the reason 

why consumers have negative attitudes towards the companies’ CSR activities. (cf. 

Babic-Hodovic et al.,2007;2008a;2008b). 

In line with several other authors such as Saljic (2010), Spahic (2006) and Babic-

Hodovic et al. (2007; 2008a, 2008b),  Tihi et al. (2006) also argue that the majority of 

CSR activities implemented by companies in BiH are philanthropic, such as donating 

money to culture and sport. The authors state that the companies do not implement CSR 

activities strategically, which means that CSR is not integrated into the core business. 

This leads to negative consequences for the companies in BiH, since they lose out on 

the benefits of CSR, such as profitability and a good reputation and image (cf. Tihi et 

al., 2006). Furthermore, in 2008 the United Nations Development Program (UNDP) did 

a study on CSR in BiH where they found that companies mainly engage in CSR in the 

form of philanthropy. The most common form of social engagement is donating money 

to various local organizations such as schools, sports, etc. Moreover, the study revealed 

that the lack of technical skills, funds and information on CSR is hindering the 

implementation of the concept in companies operating in BiH. The UNDP suggests that 

the awareness of basic values and understanding of CSR should be increased among 

companies and stakeholders in BiH. (cf. UNDP, 2008).  

Hence, the main findings regarding CSR in BiH are that the knowledge of CSR is not 

on a satisfactory level and that the majority of CSR initiatives implemented by 

companies are philanthropic. In addition, companies do not implement CSR 

strategically, which means that it is not aligned to their core business. Further, there is a 

lack of communication about CSR activities to key stakeholders and due to this the 

companies are not able to reap the benefits of CSR. In order to improve the situation in 

BiH there is need for more education about CSR, in addition to the implementation of 

economic and legislative frameworks.  
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Based on these results, the following propositions that relate to RQ 2, RQ 3 a and b as 

well as RQ 4 can be made: 

Proposition 2: The knowledge about CSR in companies in BiH is modest. 

Proposition 3a: CSR in BiH is still an undeveloped concept and CSR activities are not 

performed in an advanced fashion by companies. 

Proposition 3b: CSR activities are mainly philanthropic and are not strategically 

implemented. 

Proposition 4: Companies in BiH do not communicate their CSR activities to their key 

stakeholders on a satisfactory level. 

3.5. Consumers and CSR 

 “Consumers want to align themselves with companies that are committed and 

compliant with global, social and environmental guiding principles” (Lo, 2010:1). 

In the following section, issues regarding the consumer behavior and CSR will be 

presented. First, with regard to consumers in developed countries, and followed by 

consumers in the European developing country BiH. 

3.5.1 CSR impact on consumer behaviour in developed countries 

In the last decade the research conducted on the consumer side of CSR in developed 

countries has grown. Bhattacharya and Sen (2004) argue that the CSR debate has 

shifted from “whether” to “how”. Moreover, the authors argue that the positive link 

between CSR and consumer investment is making companies devote more energy and 

resources to CSR initiatives. Furthermore, companies that understand the consumer 

reactions to CSR have the ability to develop and implement an optimal strategy. (cf. 

Bhattacharya/Sen,2004).  
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Mohr et al. (2001) argue that the lack of awareness is the major inhibitor of consumer 

responsiveness to CSR, even though there is a number of consumers who desire greater 

knowledge about the CSR initiatives of companies. The results of the research 

conducted by Mohr et al. (2001) show that most of the respondents have a positive 

attitude towards socially responsible companies. Moreover, the respondents believe that 

some of the motivation behind CSR initiatives is to help others; however, they 

recognize that companies see CSR as being in their own self-interests as well. 

Furthermore, the authors found two reasons for the lack of socially responsible 

consumer behavior: “1. self-interest manifested in buying based on traditional criteria of 

price, quality and convenience, combined with the assumption that using CSR would 

compromise their choices on these criteria, 2. low level of knowledge and difficulty 

obtaining information on social responsibility records of companies” (Mohr et al., 

2001:68). On the other hand, other research shows that consumers are willing to pay a 

premium price for products that are produced in a socially responsible manner, and that 

they respond negatively when companies do not act responsibly (cf. Trudel/Cotte, 

2008). For this reason it is very important for companies to let their consumers know 

that they are involved in CSR.  

“Marketplace polls report that consumers not only expect businesses to be socially 

responsible, but they also want to be informed about what firms are doing, and will 

support firms that pursue CSR initiatives” (Pomering/Dolnicar, 2009:285). Research 

shows that consumers prefer CSR initiatives to be communicated through annual reports 

and websites, instead of traditional communication channels such as advertising (cf. 

Morsing/Schultz, 2006). Moreover, Pomering and Dolnicar (2009) argue that the most 

promising CSR communication strategy is to focus on customer segments which are 

particularly interested in certain CSR areas. This means that the CSR message should be 

matched with people’s interests in order to get the best possible outcome for the 

company.  

Ross, Patterson and Stutts (1992) argue that consumer attitudes are more favourable 

when the program involves a local social cause, than one that is national. This implies 
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that it is more beneficial for companies to get involved in local programs, than national 

or global ones. This is in line with Russell and Russell (2010) who state that consumers 

are more concerned with locally focused CSR initiatives that directly affect their daily 

lives. Furthermore, the authors state that consumers may say that they approve of what a 

company is doing elsewhere, but this does not guarantee that they will increase their 

purchase of the company’s products. There is a quote that explains why consumers act 

this way: “no man will ever be so intelligent as to see the needs of others as vividly as 

he recognizes his own” (Niebuhr, 1932:28).   

There is also other research that confirms this quote, Bhattacharya and Sen (2004) found 

that consumers have positive attitudes towards a company when it engages in CSR 

activities that are small rather than big and local rather than national. The authors also 

state that there is a positive link between CSR and purchase behavior when: “the 

consumer supports the issue central to the company’s CSR efforts, when there is a high 

company to issue/cause fit, when the product itself is of high quality, and when the 

consumer is not asked to pay a premium for social responsibility” (Bhattacharya/Sen, 

2004:18). Furthermore, they found the same as Mohr et al. (2001) that the positive 

attitudes towards the company do not turn into greater purchase behavior, because 

consumers are not willing to compromise price and quality.  

It has been established that consumers support CSR, but research shows that consumer 

responses depend on what kind of CSR activities are performed (Green/Peloza, 2011). 

Green and Peloza (2011) state that there exist three kinds of consumer values towards 

CSR activities, namely emotional, social and functional value. The majority of 

researches perceive CSR in a form that offers emotional and social value to consumers, 

like for example corporate philanthropy (e.g. Mohr/Webb, 2005). Studies that see CSR 

as a form of functional value for consumers such as consumer responses to energy 

efficient appliances (cf. Osterhus, 1997) are infrequent. Green and Peloza (2011) argue 

that consumers perceive CSR through one of these three forms, however they also state 

that some CSR initiatives can generate two or three forms of value at the same time. “A 

hybrid vehicle can provide functional value (lower operating costs), emotional value 
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(joy in saving or environmental stewardship), and social value (meeting relevant social 

norms)” (Green/Peloza, 2011:52). Figure 3 depicts the three different forms of 

consumer value and the interplay between them. It is important to notice that all three 

forms result in marketing outcomes such as loyalty, willingness to pay more for a 

product or service etc.   

 

 

Figure 3: A consumption value model of CSR effectiveness (Green/Peloza, 2011:52). 

All of the abovementioned research was conducted in developed countries. In the next 

section focus will be put on CSR impact on consumers in BiH, a European developing 

country. 

3.5.2 CSR impact on consumer behavior in Bosnia and Herzegovina 

There is a gap in the literature when it comes to CSR impact on consumer behavior in 

developing counties, especially within Europe. In previous research Europe has often 

been thought of as part of the developed world; however, there are in fact 14 developing 

countries within Europe (cf. The World Bank, 2011). This section aims at gaining more 



Corporate Social Responsibility in European Developing Countries  

S. Pantic and F. Mesche 

 

37 

 

insight to the impact CSR has on consumers in a European developing country, namely 

BiH.  

Research on CSR’s impact on consumer behavior in BiH is rare, but the field is growing 

as CSR becomes more important in the country. When investigating what consumers 

understand by CSR, Mesanovic (2005) found that a third of the respondents claimed 

that there are no socially responsible companies in BiH. The other respondents stated 

that a socially responsible company gives benefits to its employees, sponsors sport and 

cultural events, and donates money for playgrounds for children. A fifth of the 

respondents did not know what CSR is. (cf. Mesanovic, 2005).  

Furthermore, the author found that a majority of the consumers assume that companies 

involve in CSR to become more popular and to attract a larger number of buyers. Only 

ten percent think that companies do CSR because they want to help the community. The 

impact of CSR on consumer behavior in BiH seems to be low. When asked how 

important it is for them to know that a product is manufactured by a socially responsible 

company, the majority answered that when buying a product they only care about price 

and quality. Only a fifth of the respondents stated that they always choose to buy 

products from socially responsible companies. It is clear that consumers in BiH do not 

make their choices based on companies’ CSR records. Many of the consumers 

emphasized the importance of CSR, but not in terms of influencing their buying 

behavior. (cf. Mesanovic, 2005).  

In line with Mesanovic (2005), Babic-Hodovic et al. (2008a; 2008b) found that 

consumers do not trust companies in BiH, and that they perceive companies as only 

engaging in CSR to improve their reputation and image. Moreover, the authors argue 

that the main reason why the consumers have negative attitudes towards companies’ 

CSR initiatives is because the companies’ core activities and the causes they support are 

not related. 90% of the respondents perceived the companies’ motive for involving in 

CSR as being self-serving (cf. Babic-Hodovic et al., 2008a; 2008b). It is evident from 

these findings that consumers in BiH are skeptic to support companies that are involved 

in CSR. However, the authors found that consumers have more positive attitudes 
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towards companies that are striving to make the world a better place, as opposed to 

companies which are doing CSR only for the benefits of the company. (cf. Babic-

Hodovic et al., 2008a; 2008b).  

Based on these findings, the following propositions which relate to RQ 5 to RQ 7 can be 

made: 

Proposition 5: Consumers in BiH are aware of CSR, but there is still need for further 

education in this field. 

Proposition 6: Consumers in BiH find companies’ CSR activities important; however, it 

does not affect their buying behavior.  

Proposition 7: In order to enhance the personal image of consumers towards 

companies in BiH, the firms’ core activities and causes they support should be aligned. 

After having highlighted the most relevant theories and propositions of the research, 

methods on how the study was conducted including the sampling process, the data 

analysis, the study’s validity and reliability as well as its limitations and delimitations 

will be presented. Finally, a critical review of the study method will be given. 
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4 Methodology 

As the empirical part is a crucial element of this thesis, it is important to have a well-

grounded methodology. In this chapter the research approach will be depicted, followed 

by the choice of the data collection method, the sampling process and data collection, 

the data analysis, the research validity and reliability and the delimitations and 

limitations of this study. Finally, the research method will be critically reviewed.  

4.1. Research approach 

According to Creswell (1994), the design of a study starts with the selection of a topic 

and a paradigm, whereby the latter helps people understand phenomena. That is, they 

advance assumptions about the social world, how science should be conducted and also 

what constitutes legitimate problems, solutions and criteria of proof (cf. Gioia/Pitre, 

1990; Kuhn, 1970). They encompass both theory and methods. Even though they evolve 

and differ by the various discipline fields, two major paradigms are widely discussed in 

academic literature, namely the qualitative and quantitative paradigms (cf. 

Reichardt/Cook, 1979; Webb et al., 1986). A qualitative study which is consistent with 

the qualitative paradigm is defined as an inquiry process of understanding a human or 

social problem, based on building a holistic and complex picture formed with words, 

which reports detailed views of informants and is conducted in a natural setting. A 

quantitative study, on the other hand, being consistent with the quantitative paradigm, is 

an inquiry into a social or human problem. It is based on testing a theory composed of 

variables and is measured with numbers and analyzed with statistical procedures in 

order to determine whether the predictive generalizations of the theory hold true. (cf. 

Creswell, 1994). The quantitative approach is termed the positivist, the traditional or 

experimental paradigm. In order to test the theory and to determine whether the 

propositions drawn from theory can be confirmed, a quantitative research approach is 

appropriate and thus used in this thesis. In the (limited) research on CSR undertaken in 
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BiH, a quantitative research approach has mainly been used (see e.g. Spahic, 2006; 

Babic-Hodovic et al., 2007; 2008a; 2008b). 

The quantitative paradigm consists of several assumptions, such as the ontological, the 

epistemological as well as the methodological assumption (cf. Firestone, 1987; 

McCracken, 1988). The first assumption includes the existence of reality and views 

reality as objective and independent of the researcher and something that can be 

measured by using e.g. a questionnaire. The epistemological question comprises the 

relationship of the researcher to that being researched; here the researcher should remain 

independent and distant of that being researched. Regarding the methodology, that is, 

the entire process of a study, a deductive form of logic is used wherein hypotheses8 and 

theories are tested in a cause-and-effect order. This implies that concepts, hypotheses 

and variables are chosen before the beginning of the study and remain fixed throughout 

the study, thus being in a static design. Moreover, the intention of the study is to derive 

generalizations that contribute to theory and that enable one to better predict, explain 

and understand certain phenomenon. (cf. Creswell, 1994). The underlying study was 

conducted in accordance with these assumptions associated with the quantitative 

paradigm. 

As just mentioned above, a deductive approach is typically used in quantitative research 

and thus also applied in this thesis. According to Crowther and Lancaster (2008), a 

deductive research develops hypotheses and theories and then tests these out through 

empirical observation. “It is essentially a test of techniques for applying theories in the 

real world in order to test and assess their validity” (Crowther/Lancaster, 2008:23). The 

first step in deductive research includes the generation of hypotheses or theories which 

can e.g. stem from the literature search compiling the ideas of other researchers. Next, 

the formulated hypotheses will be operationalized, i.e. they are defined in such a way 

that they can be measured through empirical observation. The subsequent step includes 

the process of observation and measurement so that eventually it can be decided 

whether the hypotheses or theory can be supported or rejected. In the last step, the 

                                                 
8 In this thesis the term hypothesis will be used interchangeably with the term proposition. 
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theory or hypotheses will be either falsified and therefore discarded, or verified. 

Verification, however, implies that the part of the theory or hypotheses that is not 

falsified through the empirical world does not prove these as such, but rather allows 

these parts to remain yet unfalsified hypotheses or theories. (Crowther/Lancaster, 2008). 

This process of deductive research was applied in this master thesis: The first part 

included developing propositions which were derived from relevant theory, and, as will 

be presented in the following sections in more detail, in the form of surveys those 

hypotheses were empirically measured. The analysis of the survey results allowed then 

to decide whether the propositions made could be falsified or verified.  

4.2. Choice of data collection method 

In order to collect the data for the empirical research, a survey design was chosen, both 

in the form of hard copy questionnaires9 handed out to the respondents as well as online 

questionnaires10 (“Google forms”).  

According to Ghauri and Grønhaug (2005), using surveys is a data collection method 

that uses questionnaires for recording the verbal behavior of respondents. Moreover, a 

survey design provides a numeric or quantitative description of some fraction of the 

population, i.e. the sample. This is done through the data collection process of posing 

questions to people. (cf. Fowler, 1988). Such a way of data collection, in turn, enables 

the researcher to generalize the findings from a sample of responses to a population (cf. 

Creswell, 1994) so that inferences can be made about characteristics, attitude and 

behavior of this population (cf. Babbie, 1990; Fink/Kosecoff, 1985; Sudman/Bradburn, 

1986; ).  

The survey data collection method was selected for this thesis since its aim is to be able 

to generalize findings from the chosen sample to the population of BiH. Moreover, 

advantages for using surveys include a relatively rapid turnaround in data collection as 

                                                 
9 Note that the terms survey and questionnaire will be used interchangeably in this thesis. 
10 The filled-out questionnaires can be provided upon request for the next five years. 
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well as the economy of the design (cf. Creswell, 1994), specifically when using online 

surveys. Hence, due to the authors’ limited research time and budget and their aim to 

reach as many respondents as possible (especially regarding the consumers’ surveys), 

these depicted further arguments for why the survey research method seemed most 

appropriate.  

In addition, the surveys conducted were cross-sectional, i.e. they were collected at a 

point in time and the link to the survey was electronically mailed to the respondents 

(companies and students), but also handed out as a hardcopy by a professor of the 

University in Sarajevo in BiH. The surveys for the companies included both open-ended 

and closed questions and thus were semi-structured, whereas those for the consumers 

included only closed questions and thus were structured. Furthermore, the survey was a 

self-completion questionnaire which means that the respondent replies to the answers on 

his/her own and without any guidance from the researcher (cf. Christensen et al., 2001).   

4.3 Sampling process and data collection 

After having defined and argued for the survey data collection method, it is important to 

select the elements from which the information will be collected and therewith to define 

the sampling process. Ghauri and Grønhaug (2005) propose that the collection of 

information from a portion of the population11, i.e. to take a sample of elements of a 

larger group and, on this basis, infer something about larger group, is a better way than 

collecting information from each member of the population. This is due to the fact that 

the latter method would be too costly and would take too long time to undertake (cf. 

Ghauri/Grønhaug, 2005).  

In order to gain an insight into both company and consumer perspectives in BiH, the 

surveys12 were sent to those two sampling groups. Moreover, since the original surveys 

                                                 
11 Note that the term population refers not only to people, but also to e.g. companies and products (cf.  
Ghauri /Grønhaug, 2005). 
12 See Appendices 1 and 2 for the complete company and consumer questionnaires. 
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were written in English language the surveys had to be translated to local language13 so 

that a high response rate could be achieved. After having collected the results, the data 

was translated back into English language to make it understandable for the readers of 

this thesis. This process could have resulted in the simplification of certain expressions 

and the loss of dialectic details. However, this was not the case since the authors made 

sure that the translation was done accurately as the translations were also thoroughly 

scrutinized by two other native speakers. 

Moreover, it has to be mentioned that the sampling process was more purposive than 

random, since potential respondents were chosen more on the basis of their availability 

(cf. Babbie, 1990). Even though this purposiveness of the study is said to limit a 

sample’s representativeness (Saunders et al., 2007), it has to be stressed here that it is 

extremely difficult to obtain primary data from BiH without any prior contacts to people 

or networks in this country that could support the authors in contacting the desired 

sampling groups. In addition, the limited timeframe of the study and the lack of 

sufficient financial resources to reach the sampling groups using a random sampling 

method were further reasons for having rather purposive than random samples. 

However, as will be shown in the following, due to the big sample size especially in the 

consumer study, the sample is still regarded as being (limitedly) representative. 

The contacts to the companies were built through a responsible person working at the 

UN Global Compact office in BiH who has connections to companies in BiH. The 

similarity of all these companies consisted of the fact that they were located in BiH. The 

first step included sending out e-mails to these companies and asking if they would 

agree on participating in a survey about CSR. The receivers of these mails were solely 

persons with a leading position in these companies, as for instance CEOs or marketing 

managers, with the exception of one employee working in the insurance service sector. 

After having sent 162 e-mails, 50 companies gave a positive response and confirmed 

their participation in the survey. The next step included sending electronically the link 

of the survey to these firms so that they could fill it out. Since this sampling process 
                                                 
13 Note that due to the language variety prevalent in BiH, the term local language is used for Bosnian, 
Serbian and Croatian language. 
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required to first sample a group of organizations and then obtain names of individuals 

within this group and finally sample it, a multistage sampling procedure was used (cf. 

Creswell, 1994).  

 

The surveys were sent out on March 1st and had to be latest submitted by April 15th 

2011. The final response rate included 35 companies14, and 36 respondents (from one 

company there were two employees that answered the survey). The key data of the 

sampling process for the companies is summarized in the table below. 

Population  Companies located in BiH 

Surveys sent out 162 questionnaires 

Geographical area BiH 

Data collection method Semi-structured questionnaires  

Sample size 36 answered questionnaires 

Valid response rate of surveys 22.2 % 

Time frame March 1st – April 15th, 2011 

Respondent profiles CEOs and managers 
Table 2: Sampling process – companies (authors’ own elaboration). 

Regarding the sampling group of the consumers, there existed two major ways in which 

information was received from them. First, a professor at the University of Sarajevo was 

handing out hardcopies of the survey to his students (90 surveys) and was sending the 

filled out surveys back to the authors. This method of approaching the students seemed 

appropriate due to the fact that without the personal contact there would have been no 

other way for the authors to reach such ample amount of students and to conduct such 

extensive research at all The second way of reaching students in BiH included a 

Facebook advertisement that referred to the online survey link. This advertisement 

targeted exactly the desired sampling group, i.e. students studying in BiH from age 18 

and older. When creating an advertisement on Facebook one can determine which kind 

of people should be exposed to this advertisement. By selecting the above stated 

                                                 
14 See Appendix 3 for more information about the surveyed companies. 
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features of the target group the authors could ensure that only the desired sampling 

group was reached. The majority of these students were business students studying at 

the University of Sarajevo, and their age ranged from 18 to 44 years. Similar to the case 

of the companies, a multi-stage sampling procedure was conducted which included an 

indirect contact who helped in obtaining part of the sample group. The surveys were 

sent out on March 1st and had to be latest submitted by April 15th. In total 329 responses 

were received from the consumer sampling group. The following table summarizes the 

data of the consumers sampling process discussed above: 

Population  Students studying at universities in BiH 

Surveys sent out 2300  questionnaires 

Geographical area BiH 

Data collection method Structured questionnaires 

Sample size 329 answered questionnaires 

Valid response rate of surveys 14.3 % 

Time frame March 1st – April 15th, 2011 

Respondent profiles Students (mostly business students) 
Table 3: Sampling process – consumers (authors’ own elaboration).  

4.4. Data analysis 

The data was analyzed as follows. First, the answers collected from both the company 

and consumer surveys were coded into numbers in order to put them into the statistics 

software program Statistical Package for the Social Sciences (SPSS) (version 19) 

whereby these were coded and analyzed separately for each sampling group. Next, the 

data was analyzed using descriptive statistics which revealed the frequencies of the 

answers. The results of the descriptive statistics were mainly used to answer the 

research questions and to make comparisons between company and consumer results. In 

order to find out if there existed differences in the results obtained from large companies 

and SMEs, the results of the company survey were filtered based on company size. 

Finally, the open-ended questions of the company survey were analyzed by identifying 
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(common) key words and thus the most common answers of the respondents which 

were then ranked according to importance. 

In order to explain the results and find reasons why the results turned out the way they 

are, secondary data was used. These included country information from reliable and 

official websites, such as the UN, the Worldbank and the World Factbook. In addition, 

parts of the theoretical frame of reference were used to understand the results better. 

These sources of the theory included mainly academic articles from renowned journals 

as well as scientific books dealing with CSR-related issues. 

4.5 Research validity and reliability  

Evaluating the validity and reliability of the study depicts another important aspect that 

needs to be elaborated. 

According to Newman and Benz (1998), concerns about validity in quantitative research 

include measurement validity on the one hand and in- and external validity on the other 

hand. These are needed to ensure that the data or design used does indeed reflect or 

measure what it was intended to.  

According to Creswell (1994), evaluating the measurement validity includes 

assessing15:  

 Face validity, i.e. the items on the survey appear to measure what the instrument 

purports to measure. According to Ghauri and Grønhaug (2005:83), “a simple test 

for face validity is to ask for the opinion of others acquainted with the topic”. The 

authors of this thesis have done so and the people that were asked confirmed that 

the items on the survey appeared to measure what they were intended to. Thus, face 

validity can be provided.  

                                                 
15 There exist more kinds of validity types; however, only those that are relevant to this kind of research 
are mentioned. 
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 Content validity, i.e. the items measure the content they were intended to measure. 

This kind of validity can also be provided for this study since the questions asked in 

the surveys were thoroughly formulated and designed based on the measurement 

variables, and these variables, in turn, were developed from the research questions 

(see research procedure Figure 1). Due to this procedure, it can be confidently 

argued that the content of the surveys – which is strongly linked to the research 

questions and the variables – is valid.  Moreover, a previously conducted survey by 

the regional CSR network for small businesses in South, Central and Eastern 

Europe and UNIDO in 2010 (cf. CSR, 2011) with the purpose of gaining a better 

insight into the uptake and understanding of CSR in the Western Balkans served as 

a guideline for formulating this thesis’ survey questions. Hence, the fact that the 

content of the survey was already used in a different survey studying a similar topic 

and conducted by trustworthy organizations provides another argument why this 

research measures the content it was intended to. 

 External validity refers to the extent the findings can be generalized to and across 

particular settings, persons and times (cf. Ghauri/Grønhaug, 2005).  As mentioned in 

the previous section, the undertaken study was more purposive than random and 

thus the external validity is limited. Due to that, trends rather than generalizations 

will be depicted which will serve as a sound indicator of reality and constitute a 

good starting point for further research.  

 Internal validity, i.e. the extent to which the researchers can infer that a causal 

relationship exists between two (or more) variables (cf. Ghauri/Grønhaug, 2005), is 

assessed as not being relevant for the underlying research since the purpose of this 

study is to describe and explore, and not to find causal relationships between 

variables.  

Finally reliability includes that the outcomes of a study are repeatable and consistent 

among different observers (cf. Newman/Benz, 1998). As the survey questions of the 

study were designed carefully and precisely in order to avoid any potential ambiguities 

in interpreting those, and the studies conducted (especially on the consumer side) 
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included a large sample size, it is highly probable that the outcomes of this study are 

repeatable and consistent.  

4.6 Delimitations and limitations  

The delimitations of this study, i.e. the way how the study was narrowed down (cf. 

Creswell, 1994), include that on the consumer side solely students were surveyed the 

fact of which might narrow the generalizability of the results down to only this specific 

group of people, and might not be generalizable for e.g. people in working life or 

pensioners. Moreover, only students in BiH were addressed, making the results valid 

mainly for students resident in BiH and less for students in other (developing) countries. 

Regarding the limitations of this study, i.e. its potential weaknesses (cf. Creswell, 

1994), the mainly purposive sampling procedure might decrease the generalizability of 

the findings. Moreover, with regard to the company study, the rather small sample size 

of 35 companies and their spread over different industries might also limit the 

generalizability of the results. Nonetheless, they serve as an indicator of reality and can 

provide important insights that should be subject of further research. 

However, in order to derive trends of the findings that could potentially be applied to 

other developing countries in Europe, chapter five will present the major factors about 

BiH, as for instance its economy and legal system. This is done so that these factors can 

be compared to other countries which show similar conditions. In case similar factors 

can be found, the results generated in BiH could also be transferable to these certain 

countries; however, the process of doing so must be treated with caution.  

4.7. Critical review  

Several critical issues were encountered while conducting the study. First, it was 

impossible for the authors of this thesis to carry out a purely random company and 

consumer study. This was mainly due to the very restricted time and budget of the 
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authors. Especially reaching companies in BiH takes time and requires previously 

established contacts which therefore made it necessary to get in contact with the UN 

Global Compact since this network consists of companies operating in BiH. 

Furthermore, the professor from the University of Sarajevo in BiH contributed 

significantly to providing access to the consumers and in specific the sampling group of 

the students. Second, in order to conduct such a study it is of high advantage if the 

researcher is a native speaker since the English language skills of the people in BiH are 

in general not on an advanced level. Thus, the fact that one of this thesis’ authors is a 

native speaker facilitated to a great extent the establishment of contacts to companies 

and consumers in BiH and ensured accurate results. 

In the next chapter, facts about BiH will be presented which will help explaining the 

results gained from this study.  
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5 The country of study: Bosnia and 

Herzegovina 

In this chapter facts about BiH which are most relevant for the underlying study and 

serve as possible explanations for the results obtained from the research will be briefly 

presented. These include mainly information about the country’s key challenges and its 

economic as well as legal situation. Other factors such as the country’s culture and 

history might also be relevant; however, due to the limited scope of this thesis focus is 

put only on the economic and legal factors as these are considered as being most 

significant and explicit. 

BiH is located in Southern Europe, bordering Croatia, Serbia and Montenegro. Within 

the borders of BiH, the country is divided into a joint Bosniak/Croat Federation (51% of 

the territory) and a Bosnian Serb-led Republika Srpska (49% of the territory). The 

population of BiH is approximately 4.6 million, and consists of three major ethnic 

groups: Bosniaks (48%), Serbs (37.1%) and Croats (14.3%). Formerly a part of 

Yugoslavia, BiH gained its independence on March 3rd 1992. (cf. CIA, 2011).  

BiH was a progressive, medium-developed country before the war started in former 

Yugoslavia. Moreover, living standards and social entitlements in BiH were among the 

highest in the word. In 1990 the country had a Gross Domestic Product (GDP) of $2450 

per capita. (cf. UNDP, 2003).  

The war in BiH started in 1992 and lasted three and a half years, and it brought on huge 

devastations for the country. It destroyed the economy and infrastructure, causing 

unemployment to soar (cf. Mesanovic, 2005). Moreover, over 250 000 people were 

killed and half of the population was displaced (2 million), the direct and indirect 

damage of the war has been estimated to $100 billion, of that $50-60 billion is direct 

damage to industrial facilities (cf. UNDP, 2003). “The devastation and human suffering 

of the war were on the scale not seen in Europe since World War II” (World Bank, 
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2004:1). When the war ended industrial output had fallen to 5 percent of the 1990 level, 

45 percent of the industrial plants were destroyed, and electricity and coal production 

were only at 10 percent of the pre-war level (cf. World Bank, 2004). The GDP per 

capita had fallen to less than 20 percent of the pre-war level, and unemployment and 

poverty were widespread (cf. World Bank, 2004). BiH was now faced with a challenge; 

not only did it have to recover from the war, the country also needed to finish its 

transition from socialism to capitalism (cf. Mesanovic, 2005).  

5.1 Key challenges to the development in Bosnia and 

Herzegovina 

The huge decline in GDP caused by the war is the major reason for two critical 

problems in BiH; poverty and unemployment. About 20 percent of the population in 

BiH lives below the general poverty line (cf. UNDP, 2003). What makes the situation 

worse is that the population enjoyed a relatively high living standard before the war, and 

now it finds itself on or below the poverty line. Moreover, the living standards and 

consumption levels in BiH do not correspond to the country’s actual economic potential 

or to the level of its GDP. This could lead to decline in the economic and social 

situation, increasing the poverty (cf. UNDP, 2003). The unemployment rate in BiH was 

approximately 40 percent in 2010 (cf. CIA, 2011) and can be particularly considered as 

being dangerous for BiH citizens due to the country’s weak social safety net (cf. UNDP, 

2008). For that reason pensions and social protection systems play a crucial role in 

preventing poverty and social exclusion among groups with limited ability to participate 

in economic activity. If proper systems do not exist to fight economic instability, the 

society will become fragile, contributing to social disintegration and conflict. (cf. 

UNDP, 2003; UNDP, 2008).  
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5.2 The economy of Bosnia and Herzegovina  

BiH is one of the poorer countries in Europe, and among the poorest areas of former 

Yugoslavia. However, the country has made significant progress since the war ended. 

BiH is still regarded a transition economy, but it considers the long-term goal of EU 

membership as a driver for further economic growth and development. (cf. US 

Department of State, 2011).  

Many industries in BiH are still overstaffed due to the legacy of the centrally planned 

economy; however limited privatization has improved the efficiency in some sectors (cf. 

US Department of State, 2011).  

The Heritage Foundation assessed BiH’s economy to be 57.5 percent free in 2011 (cf. 

Heritage Foundation, 2011). This gives BiH a world rank of 104 out of the 179 

countries on the list. Out of 43 countries in Europe, BiH is the 39th freest economy, 

which is well below the regional average. However, the country’s overall score has 

improved 1.3 points since last year, and significant progress has been made in trade 

freedom, monetary freedom and property rights. (cf. Heritage Foundation, 2011).  

BiH’s economic performance has deteriorated recently after several years of strong 

economic growth. This is to a certain extent due to the global economic crisis, but also 

the slow pace of transition to greater economic freedom. There are several issues that 

discourage the country’s entrepreneurial activity, such as inefficient and high 

government spending, weak protection of property rights, and widespread corruption. 

Although the entrepreneurial environment has improved slightly, it is still considered as 

one of the most burdensome in the region. (cf. Heritage Foundation, 2011).  

BiH’s GDP per capita was $4525 in 2009, with a total nominal GDP of roughly $17.1 

billion (cf. World Bank, 2011).  

As was mentioned before, poverty and a high unemployment rate remain key challenges 

for BiH and economic revitalization is therefore crucial. Foreign direct investment 

acceleration and private sector growth, particularly in SMEs, are needed to improve the 
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business climate in the country. In order to achieve these goals BiH needs to accelerate 

its EU integration, become a member of the World Trade Organization, strengthen its 

economic system, and foster a dynamic and competitive private sector. (cf. US 

Department of State, 2011).  

5.3 The government of Bosnia and Herzegovina 

BiH is a federal democratic republic. The Parliamentary Assembly is the lawmaking 

body in BiH. It decides upon the sources and amounts of revenue for the operations of 

the institutions and international obligations of BiH. Moreover, the Parliamentary 

Assembly decides whether to consent to the ratifications of treaties, and approves the 

budget for the institutions in BiH. (cf. US Department of State, 2011).  

The Dayton peace agreement was successful in stopping the war, but it has left BiH 

with a complicated government structure. The current government system consumes 

about 50 percent of BiH’s GDP; however the country’s global ranking in terms of 

government effectiveness is in the bottom 20 percent. Moreover, the major hindrances 

to meeting human rights obligations in BiH include a lack of coordination between 

different levels of government, poor access to decision-making processes and 

corruption. (cf. UNDP, 2008). 

According to the Heritage Foundation corruption is widespread in BiH, and the country 

ranked 99th out of 180 countries in the Transparency International’s Corruption 

Perceptions Index in 2009. Economic and political institutions are particularly 

vulnerable to corruption. It is common for judges to respond to pressures from public 

officials and to accept bribes. Moreover, corruption is widespread within business 

registration and licensing in BiH. (cf. Heritage Foundation, 2011). 

These issues lead to the lack of trust in the government; three quarters of the citizens 

have little or no confidence in the government. Furthermore, the citizens have a 

perception that there is a high degree of corruption at all levels of government. (cf. 

UNDP, 2008).  
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Having highlighted the most relevant facts about BiH which will help in understanding 

the findings, in the next chapter the results of both the company and consumer study 

will be presented. 
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6 Results 

After having presented the methodology of this research and relevant information about 

BiH, the actual results of both the company- and consumer studies will be described. 

Before doing so, it is helpful to illustrate how the research questions, the propositions, 

the survey questions and variables are linked to each other. These overview tables are 

presented below.  

 

Research question Proposition Survey questions Variable(s) 

RQ1: Can the current 

CSR framework of 

the developed world 

be applied to the 

European developing 

world, specifically to 

BiH? 

Proposition 1: CSR 

in developing 

countries faces 

different 

preconditions than 

CSR in developed 

countries and thus 

requires contextual 

awareness when 

superimposing 

Western notions of 

CSR in these 

countries. 

Questions 7, 8, 9, 16, 

21 

Western CSR 

framework 

application 

RQ 2: Do companies 

in BiH know/are 

educated about CSR? 

 

Proposition 2:  The 

knowledge about 

CSR in companies in 

BiH is modest.   

Questions 7, 8, 9, 10, 

11, 12, 13 

CSR knowledge and 

CSR attitude 
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RQ 3a: Are 

companies in BiH 

pursuing CSR?  

 

Proposition 3a: CSR 

in BiH is still an 

undeveloped concept 

and CSR activities 

are not performed in 

an advanced fashion 

by companies.                 

Questions 14, 15, 16, 

17, 18, 19, 20, 21, 22, 

23 

CSR involvement 

RQ 3b: If companies 

in BiH pursue CSR, 

how are they doing 

it, i.e. which 

activities do they 

perform?  

 

Proposition 3b: CSR 

activities are mainly 

philanthropic and are 

not strategically 

implemented. 

Questions 16, 23, 24, 

30 

CSR involvement 

strategies 

RQ 4: Are companies 

in BiH 

communicating their 

CSR activities to 

their stakeholders 

and if so, how are 

they doing it? 

 

Proposition 4: 

Companies in BiH 

do not communicate 

their CSR activities 

to their key 

stakeholders on a 

satisfactory level. 

Question 25, 26, 27, 

28, 29 

CSR communication 

and communication 

strategies 

Table 4: Linkage of research questions, propositions, survey questions and variables for companies in 

BiH (authors’ own creation). 

In the first table which refers to the companies in BiH, the survey questions are linked 

to the research questions and propositions so that thorough and clear answer to these 

questions could be provided. The major variables measured include the Western CSR 

framework application, which measures whether the Western CSR framework can be 

applied to BiH. Further variables include CSR knowledge and attitude, CSR 

involvement and strategies as well as CSR communication and strategies.  
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Table 5 focuses on the consumer side and shows, as Table 4, the linkages between 

research questions, propositions, survey questions and the variables. 

Research question Proposition Survey questions Variable(s) 

RQ 5: Are consumers 

in BiH educated 

about CSR? 

 

Proposition 5: 

Consumers in BiH are 

aware of CSR, but 

there is still need for 

further education in 

this field. 

Questions 6, 7, 10, 12 CSR knowledge and 

CSR awareness 

RQ 6: Do consumers 

in BiH care about the 

companies’ CSR 

activities? 

 

Proposition 6: 

Consumers in BiH 

find companies’ CSR 

activities important; 

however, it does not 

affect their buying 

behavior.  

Questions 8, 9, 11, 

13, 14, 15, 16, 18 

CSR attitude 

RQ 7: What kind of 

CSR activities would 

enhance the 

consumers’ personal 

image/value of the 

companies? 

 

Proposition 7: In 

order to enhance the 

personal image of 

consumers towards 

companies in BiH, the 

firms’ core activities 

and causes they 

support should be 

aligned. 

Questions 17 and 19 CSR image 

improvement 

activities  

Table 5: Linkage of research questions, propositions, survey questions and variables for consumers in 
BiH (authors’ own creation). 

6. 1 Results of the company survey 

Out of the 36 respondents from 35 companies, over sixty percent were SMEs. The 

industries that were most common among the respondents were finance, security and 

insurance (16.7%), construction and building materials (11.9%), industrial 
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manufacturing (11.9%), and telecommunications (11.9%). All in all the companies were 

spread over 16 industries. Moreover, the majority of the companies had a private 

ownership structure (81.1%). In addition 66.7 % of the respondents were multinational 

companies, most of which operated in less than five countries (36%).  

6.1.1 CSR knowledge and attitude 

When asked what their personal understanding of CSR is the respondents stated that the 

main goal of CSR is to ensure the future of the company, create a positive image, 

strengthen the society and preserve the environment. In their opinion CSR also 

contributes to economic development and to a better quality of life for employees, 

community and society at large. Moreover, they said that companies that involve in 

CSR should act responsibly towards the local community they work in, meaning that 

they should share the business’ success with the community. However, they also 

revealed that companies involve in CSR in order to achieve economic gain. One 

company stated that CSR should be a part of every company’s strategy.  

When asked to state the initiatives/activities that they think CSR includes the majority 

of the respondents stated philanthropy as the main activity (27.9%). Other activities that 

were considered to be important within the CSR field were the protection of the 

environment (24.6%), a fair and responsible business environment (18%), employees 

rights and wellbeing (9.8%). In addition, conformance to laws and regulations (8.2%), 

ethical business practices (6.6%) and transparency in business (4.9%) were also 

mentioned. These results are illustrated in Figure 4, below.  
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Figure 4: Perceptions of CSR activities.  

In order to better understand the companies’ knowledge of CSR the companies were 

asked in which areas the respondents see the main responsibility of business. 91.7 % 

stated that a business has economic, legal and ethical responsibilities. Economic 

responsibilities include activities which have an indirect or direct positive economic 

impact on the company that is e.g. profit maximization. The legal aspect includes 

conforming to the law, and ethical responsibilities represent doing business as expected 

by relevant stakeholders and the general population. Figure 5 shows how the 

respondents answered.  
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Figure 5: The main responsibilities of business.  

When asked to rate on a scale from one to five what CSR in a company should include, 

conforming to law was considered as most important with a mean of 4.78. The second 

highest importance was given to preserving the environment (4.69), followed by 

focusing on employee rights and wellbeing (4.67). That CSR should be part of every 

business function (4.53), serve as a sustainable competitive advantage (4.33) and give 

away money for community development (3.97) as well as focus on profit maximization 

(3.67) were rated relatively lower. These results are presented in Appendix 4.  

Moreover, the majority of the respondents (50%) stated that they first learned about 

CSR through university education. 19% of the companies answered “other”, including 

internet, seminars and self-education. In addition, 13.9% learned about CSR through 

business associations and 8.3% through UN Global Compact.  

When asked what impact CSR has on operational costs, 16.7% said that it had a 

negative impact on those, 22.2% answered that it had no impact, and 61.1% stated that 

CSR has a positive impact on operational costs. Regarding the impact CSR has on risk 
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management, 30.6% of the respondents said that it has no impact and for 69.4% it has a 

positive influence. In addition, 33.3% stated that CSR has no impact on innovation and 

for 66.7% it has a positive impact. Concerning the market access, 13.9% percent said it 

had no impact and 86.1% stated it has a positive one. Moreover, 100% of the 

respondents stated that CSR has a positive impact on a company’s reputation. 

Regarding consumer satisfaction, 5.6% said that CSR has no impact on it, and 94.4% 

said that it has a positive impact. 100% stated that CSR has a positive impact on brand 

awareness. Furthermore, 2.8% answered that CSR has a negative impact on government 

relations, 41.7% stated it has no impact, and 55.5% said that it has a positive impact. 

Finally, concerning the impact CSR has on investor relations, 19.4% said that it has no 

impact, and for 80.6% it has a positive impact.  

When asked if they think that companies in BiH act socially responsible on a scale from 

one to five, with one indicating “to no extent” and five implying “to a large extent”. 

8.3% answered “to no extent”, 41.7% answered “to a limited extent”, 41.7% stated “not 

sure”, 5.6% said “to a certain extent” and 2.8% answered “to a large extent”. Figure 6 

summarizes the results. 

 

Figure 6: Opinions about responsible behavior in BiH. 
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Regarding the question how BiH as a country could benefit from CSR, the majority of 

the respondents (25%) stated that CSR would contribute to higher living standards, i.e. 

it would lead to a healthier living, a richer culture and more support for underprivileged 

people. 20.8% stated that CSR would enhance foreign direct investment in the country 

and another 20.8% responded that CSR would contribute to economic growth. 

Moreover, 16.7% stated that CSR would lead to paying taxes, which in turn would lead 

to an increased state income. Another 16.7% of the respondents said that CSR would 

lead to a higher quality business environment. Figure 7 presents these results. 
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Figure 7: Benefits of CSR for BiH as a country. 

6.1.2 CSR involvement 

When being asked which incentives would encourage the companies to implement CSR 

activities, the majority of the respondents (21.6%) answered facilitated participation in 

business networks. Moreover, 20.5% mentioned partnerships with larger firms, 18.2% 

answered government financial incentives and 17% said that award schemes would 

encourage them to implement CSR. Moreover, 11.4% said free/subsidized counselling, 

6.8% responded “other”, and 4.5% responded that sponsored participation in fairs 

would depict an incentive for them to implement CSR. The results are presented in 

Appendix 5. 
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Regarding the biggest obstacles for integrating CSR in their business, most answered 

(24%) a lack of funds, a lack of CSR know-how (18.7%), a lack of human resources 

(16%) and 10.7% responded that they do not expect benefits from CSR. In addition, 8% 

stated that a lack of employee motivation depicts an obstacle and 6.7% indicated a lack 

of time. Another 6.7% responded that there is no support from top management, 5.3% 

responded “other”, and 4% replied that the technology needed for them is unavailable. 

Appendix 6 shows these results. 

There was a specific section in the questionnaire devoted to only those companies that 

had already implemented CSR. These will be presented in the remainder of this section. 

Concerning the motivation of the companies to involve in CSR most answered that CSR 

is a part of their mission and top management’s strategy. Moreover, they stated that they 

hoped that CSR would pay off in the long-term and that they desired to work in a 

healthy business environment which is e.g. featured by transparency and conflict 

avoidance. Furthermore, some of the respondents regard CSR as a competitive 

advantage and a way to strengthen their company’s brand and reputation.  

When asked whether the companies have a specific part of their budget dedicated to 

CSR related issues, 81.5% answered “yes“ and 18.5% said “no“. Moreover, when asked 

if they have staff especially dedicated to CSR, 59.3% responded they do, and 40.7% 

answered the opposite. Those respondents that stated that they do not have staff 

dedicated to CSR were then asked for the reasons why. Most of them indicated that 

there is no need for it (44.4%), 33.3% stated due to a lack of financial resources, and 

22.2% said because of a lack of human resources.  

When asked how important CSR is to the overall business success on a scale from one 

to five, with one being not important at all and five being very important, 14.8% said it 

is moderately important, 22.2% responded important, and 63% answered very 

important. When asked to motivate their answers, 28.6% indicated that CSR increases 

stakeholder commitment, 23.8% states that CSR improves the company’s image, and 

19% responded that it increases profits. 14.3% said CSR decreases costs and risks, and 
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14.3% answered it improves competitiveness. Moreover, fewer respondents said that 

CSR gives the opportunity for philanthropy, that it improves the relationship with 

(foreign) partners and investors, that it improves employee well-being and motivation 

and provides market access. Figure 8 presents these results. 
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 Figure 8: Reasons why companies think CSR is important. 

6.1.3 CSR involvement strategies  

When asked to describe the activities or policies that existed in their company 

philanthropy was the most widespread activity (32.5%). The respondents stated that 

they donate money to the community, education, sports and cultural-events and give 

scholarships to the most talented students. 25% indicated that they respect employee 

rights and wellbeing, meaning that they have implemented HR policies and education of 

their employees; moreover, the employees are also insured in case they should be 

injured on the job. The respondents also stated that they are preserving the environment 

(15%), that they have implemented codes of conduct (10%), and that they are 

conforming to laws and regulations (10%). Furthermore, 7.5% said that they have 

implemented international standards, such as ISO standards and Occupational Health 

and Safety Standards (OHSAS). Figure 9 below illustrates how the respondents 

answered.  
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Figure 9: CSR activities pursued by companies. 

In order to see if the companies had implemented CSR strategically they were then 

asked if CSR was aligned to their core business. Out of the 27 that answered this 

question, 25 (92.6%) said that CSR is aligned to their core business. Those that 

answered “yes” were then asked to state in which ways they align CSR to their core 

business. The respondents stated that CSR is conveyed to all the employees in the 

organization, that there is cooperation between all the segments of the company, and 

that they have a specific part of their budget dedicated to CSR. Moreover, they said that 

CSR was a part of their business policy and their mission and vision, that they produce 

with ecological standards and that they link the interests of the company with those of 

their investors, shareholders, employees, consumers and their community. Furthermore, 

it was also mentioned that they align CSR to their core business by conforming to law 

and by constantly improving and evaluating their business plans in accordance with 

CSR.   

When asked to agree or disagree with statements on a scale from one to five with one 

being “strongly disagree” and five “strongly agree”, the companies answered with a 

mean of 4.74 that CSR should be strategically integrated, and a company mean of 4.42 

said that CSR is strategically integrated in their company. Furthermore, a company 

mean of 1.62 stated that CSR is only a small part of their business and a company 

average 1.27 indicated that CSR is not important for their business. Moreover, a 
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company mean of 1.12 said that CSR is not part of their business. In Appendix 7 these 

results are presented. 

6.1.4. CSR communication and communication strategies 

When asked if the companies communicate their CSR activities to their stakeholders, 25 

(92.6%) out of 27 respondents answered that they do.  

 

Moreover, when asked if the companies’ consumers are aware of the firms’ CSR 

activities on a scale from one to five, with “one” being “to no extent” and “five” being 

“to a large extent”, 3.7% said “to a limited extent” and 29.6% said “not sure”. 

Moreover, 44.4% indicated “to a certain extent” and 22.2% “to a large extent”.  

Regarding the question whether their consumers are interested in their CSR activities, 

92.6% said “yes” and 7.4% answered “no”.  

When asked to which extent the respondents agree to the statements regarding to whom 

CSR should be communicated on a scale ranging from one (“strongly disagree”) to five 

(“strongly agree”), a company mean of 4.78 responded that it should be communicated 

to the community. In addition, a company average of 4.67 answered that CSR should be 

communicated to employees, followed by consumers (4.56), shareholders (4.46), 

suppliers (4.33) and the government (4.33). These results are shown in Appendix 8.  

They were then asked in which ways they communicate their CSR activities. 40% of the 

respondents said that they communicate their CSR activities through media, which 

includes TV, radio, newspapers, and other publications. Internet was used for 

communication by 22.5 percent, and this was mainly done through company websites 

and e-mails. Moreover, the respondents stated that annual reports (17.5%), employees 

meetings (10%) and shareholder meetings (10%) were also tools used to communicate 

CSR activities. Figure 10 shows how the respondents answered.  
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Figure 10: Communication channels for companies’ CSR activities. 

6.2 CSR and company size 

Besides the results that give direct answers to the research questions, an interesting 

insight provided the fact that depending on the company size different results for some 

of the questions were obtained. In specific, differences in results could be related to 

whether the company is a SME or a large company. The criteria used in this research 

are in accordance with the European Commission (2011) which defines a SME as a 

company with less than 250 employees. Companies larger than that will be referred to 

as large companies. 

A somewhat significant difference between results from SMEs and large companies 

included the statement that CSR should be part of every business function. Whereas the 

SMEs had a mean of 4.3 from a scale ranging from one (strongly disagree) to five 

(strongly agree), the large companies had one of almost five, i.e. 4.92. Hence, large 

companies are more inclined to think that CSR should be integrated in the entire 

business as compared to SMEs. 

Another clear difference could also be observed regarding the statement whether CSR in 

a company should focus on profit maximization. Whereas the SMEs had a mean of 

3.48, hence implying that on average the respondents were not certain whether CSR 
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should focus on profit maximization, large companies agreed more on that statement 

with a mean of 4.0. Thus, this observation implies that large companies in BiH tend to 

think that CSR activities should be linked to profit maximization, as compared to SMEs. 

In addition, different outcomes on company means were also revealed regarding the 

companies’ opinion about whether companies in BiH act socially responsible. SMEs 

answered on average that businesses in BiH act only to a limited extent socially 

responsible (2.17), whereas large companies were more positive about companies’ CSR 

involvement with a mean of almost one entire score higher, i.e. 3.15. As a consequence 

of these differing outcomes, it can be said that large companies think that companies in 

BiH act socially responsible to a larger extent than SMEs do.  

6.3 Results of the consumer survey  

Nearly sixty percent of the respondents were business students, and 82.1% study on a 

bachelor level. There were 63.5% females who answered the survey and 36.5% males. 

Moreover, the respondents’ ages ranged from 18 to 44 years, where the majority was 21 

years old (20.1%).  

6.3.1 CSR knowledge and awareness  

When the students were asked whether they think businesses in BiH are responsible 

towards their employees and society, 89.1% answered “no”.  

When asked in which of the following ways they think businesses are responsible, 

23.2% said that businesses show responsibility by participating in community services. 

22.3% stated by upholding human rights and minimizing discrimination, 21.4% said by 

contributing to charity organizations, and 17% said by maximizing shareholder value. 

Moreover, 15.2% stated that businesses are responsible by complying with law and 

regulations and 0.9 % answered “other”.  
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In order to gain more insight into the students’ knowledge about CSR they were asked 

how they first learned about CSR. 187 (56.8%) out of 329 respondents answered that 

they learned about CSR through education. Moreover, 17.9% said that they first heard 

about CSR through media. However, it is important to note that 12.8% of the 

respondents did not know what CSR is. Figure 11 illustrates how the respondents 

answered.  

 

Figure 11: How the consumers first learned about CSR. 

When asked whether the respondents know companies in BiH that act responsibly, 

71.4% said that they know a few, 25.2% stated that they do not know any and 3.3% said 

that they know many companies.  
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6.3.2. CSR attitude  

When asked in which ways businesses should be responsible, 30.6% said that they 

should comply with laws and regulations, 28.2% stated that they should uphold human 

rights and minimize discrimination. Furthermore, 17.2% said that they should 

participate in community services, 16.4% indicated that they should contribute to 

charity, 7.3% responded that they should maximize shareholder value and 0.4% said 

other.  

When asked in which of the following areas they see the main responsibility of business 

in BiH, 55.3% said economic, legal and ethical responsibilities16, 11.9% said only 

economic responsibilities, and another 11.9% said economic and ethical responsibilities. 

11.6% responded economic and legal responsibilities, 4.3% said legal and ethical 

responsibilities, and 3% stated only ethical responsibilities. Furthermore, 2.1% stated 

that businesses should have only legal responsibilities.   

To detect the students’ attitudes towards CSR they were asked how important it is for 

them to know that a company acts responsibly when they are buying a certain product. 

The majority of the respondents (61.7%) answered that it is important that companies 

act responsibly, but this does not affect their buying behaviour. Moreover, 19.1% said 

that it is not important for them and that they only care about the price when shopping. 

Finally, 18.8% stated that it is very important and that they only buy products from 

companies that act responsibly. Figure 12 illustrates these answers.  

                                                 
16 For a definition of these three kinds of responsibilities, please see section 3.1.1. 
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Figure 12: The effect of CSR on consumer buying behavior. 

When asked whether the respondents would like to receive information about 

responsible behavior of companies, 86.9% answered “yes” and 13.9% answered “no”. 

Among those that answered “yes”, 44.3% said that they would like to receive this 

information through media, 32.6% stated via the company website, 13.3% said through 

company reports dedicated to responsible behavior, and 9.7% said via annual reports.  

Regarding the personal attitude towards companies in BiH, 69.3% stated that companies 

only care about generating money, 25.5% said that they mostly care about generating 

money, but also act to some extent responsible. Moreover, 4.9% said that they care 

equally about generating money and acting responsibly and 0.3% answered that they 

mainly focus on acting responsibly.  

When asked if the respondents trust companies in BiH, 84.5% responded “no”, and 

15.5% said “yes”.  
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The students were also asked to rate how important it is for them to work for a company 

that acts responsibly compared to one that does not (if they would get the same salary, 

working conditions etc.). 263 (79.9%) out of 329 respondents answered that it is 

important for them to work for a company that acts responsibly. These results are 

presented in Figure 13.  

 

Figure 13: Importance of working for a responsible company. 

6.3.3 CSR image improvement activities 

Regarding the question whether a company that acts responsibly could improve the 

consumers’ attitude towards it, 93% said “yes” and 7% said “no”.  

Moreover, the respondents were asked how companies in BiH could improve the image 

the respondents have towards them. 28.7% stated that companies could improve their 

image by treating the employees right, and 25.5% said by conforming to law. 

Furthermore, the companies can also improve their image by supporting the community 
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(19.4%), by taking care of the environment (17.3%) and by creating more shareholder 

value (9.1%). In Table 6 below the results are presented. The reason why the sum of 

“percentage of cases” is above 100% is that the answers were presented in checkboxes 

where the respondents could check all the answers that were relevant to them. 

Activities Number of 
responses 

Percentage Percentage of 
cases 

How to improve the 
image of companies: 
By treating employees 
right 

237 28.7% 80.3% 

How to improve the 
image of companies: 
By taking care of the 
environment 

143 17.3% 48.5% 

How to improve the 
image of companies: 
By supporting the 
community 

160 19.4% 54.2% 

How to improve the 
image of companies: 
By conforming to law 

210 25.5% 71.2% 

How to improve the 
image of companies: 
By creating more 
shareholder value 

75 9.1% 25.4% 

Total 825 100% 279.7% 
Table 6: Ways companies can improve their image towards consumers. 

After having presented the results of both the company- and consumer surveys, in the 

next chapter these outcomes will be analyzed more thoroughly.  
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7 Analysis  

This chapter will deal with the analysis part of the study and will give answers to each 

RQ and will either verify or falsify the propositions. 

7.1. Application of the Western CSR framework in BiH 

RQ 1: Can the current CSR framework of the developed world be applied to the 

European developing world, specifically to BiH? 

A prevalent answer from theory was given which indicated that CSR in developing 

countries faces different conditions than in developed countries and thus cannot be 

applied in the same way to the developing world. The proposition derived from theory 

is as follows: 

Proposition 1: CSR in developing countries faces different preconditions than CSR in 

developed countries and thus requires contextual awareness when superimposing 

Western notions of CSR in these countries. 

In order to answer this RQ and to either verify or falsify the proposition, it is necessary 

to first briefly recall the Western literature, which will then be compared with the results 

gained from this research, i.e. the European developing country BiH. The widely used 

and cited work of Carroll and Schwartz (2003) was used, namely the Three-domain 

model (Venn diagram) which yields seven CSR categories and results from the overlap 

of the three core domains – economic, legal and ethical. The economic domain includes 

those activities which have either a direct or indirect positive economic impact on the 

company, i.e. profit and share value maximization, whereas the legal domain includes 

the firm´s responsiveness to legal expectations mandated by society, i.e. that it conforms 

to the law. The ethical domain refers to the ethical responsibilities of the corporation as 

expected by relevant stakeholders and the general population. Moreover, as another 
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framework of the developed world that deals more with the operational part of CSR, 

Kotler and Lee’s (2005) six major CSR initiatives were used which “are major activities 

undertaken by a corporation to support social causes and to fulfill commitments to 

CSR“ (Kotler/Lee, 2005:22). Those include (cf. Kotler/Lee, 2005) cause promotions, 

cause-related marketing, corporate social marketing, corporate philanthropy, 

community volunteering and socially responsible business practices. Furthermore, 

regarding the above stated proposition, the very limited existing theory about CSR in 

developing countries, as for instance represented by Blowfield and Frynas (2005) and 

Halme et al. (2009), suggests that since developing countries are different from 

developed ones in many respects CSR requires “different solutions from  those that 

might be implemented in developed economies” (Blowfield/Frynas, 2005:499). 

As illustrated in Table 4, there are various questions in the survey that were designed to 

answer both the RQ and the proposition. Starting with categorizing the answers 

according to the Three-domain approach by Schwartz and Carroll (2003), it shows that 

the respondents of the company survey see the responsibility of business especially in 

the legal domain, followed by the ethical, and to a very small extent the economic 

dimension. However, when asked in which areas businesses should mainly be 

responsible, the vast majority answered that all three dimensions were equally 

important. Furthermore, it revealed that the CSR activities they in fact pursue revolve 

around the legal dimension, followed by the ethical orientation. Only little attention is 

given to the economic dimension. This legal focus of companies in BiH regarding CSR 

which is based on Schwartz and Carroll’s (2003) Three-domain approach is depicted in 

Figure 14 below. 
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Figure 14: Legal orientation of companies in BiH based on Schwartz and Carroll’s (2003) Three-domain 
approach (authors’ own elaboration). 

Hence, there is a gap noticeable between what the respondents think companies should 

do regarding CSR, and what they actually are doing.  

Concerning the legal dimension, main business practices included conforming to 

employee rights, codes of conduct, the implementation of international standards and 

law in general. With regard to the ethical dimension, most respondents mentioned that 

philanthropy, strengthening the society, fair and responsible business practices and 

preserving the environment depict responsible business practices for them. When 

applying Kotler and Lee`s (2005) major CSR initiatives to the company results gained 

from BiH, two of their CSR activities are also widely used by the respondents, namely 

corporate philanthropy and socially responsible business practices. The former 

category includes actions such as providing sponsorships and scholarships to students, 

whereby in the latter dimension activities such as preserving the environment and 

improving the community well-being were mentioned. Furthermore, it is noteworthy 

that also other activities were pointed out, especially those of a legal nature as for 

instance having a code of conduct and HR policies.  

Hence, when comparing the Western theory with the findings of the study, it can be 

noted that the companies researched in BiH use elements of Schwartz and Carroll’s 

(2003) framework (legal and ethical dimensions) as well as Kotler and Lee’s (2005) 

CSR initiatives (corporate philanthropy and socially responsible business practices). 
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However, other CSR initiatives that were not mentioned by Kotler and Lee (2005) were 

identified in this study, which are those related to legal concerns.  

Moreover, it is important to have in mind when answering the first RQ and verifying or 

falsifying the proposition, that CSR is not developed and implemented with the same 

intensity in BiH as it is in the developed world (cf. Saljic, 2010). In addition, BiH faces 

particular challenges which differ from the developed world. Some of the major issues 

include the country’s high poverty rate, widespread corruption within business and 

government and inefficient government as well as high government spending (cf. 

Heritage Foundation, 2011). Moreover, existing research undertaken in BiH points out 

that the lack of economic and legislative frameworks is the main reason why corporate 

philanthropy, instead of the entire CSR range, remains the major CSR initiative in the 

country (cf. Saljic, 2010).  

Having this in mind and to answer RQ 1, it can be said that the current CSR framework 

of the developed world can be applied to the European developing world, specifically to 

BiH, but only to a certain extent. Moreover, since especially the economic and legal 

conditions in BiH are very different from those of the developed countries, proposition 1 

can be verified.  

7.2. The current state of CSR knowledge and attitudes 

of companies in BiH 

RQ 2: Do companies in BiH know/are educated about CSR? 

A prevalent answer from theory was given which indicated that the knowledge about 

CSR among companies in BiH is insufficient. The proposition derived from theory is as 

follows: 

Proposition 2: The knowledge about CSR in companies in BiH is modest.   
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According to the existing research CSR is still an undeveloped concept in BiH 

(Mesanovic, 2005). Moreover, Spahic (2006) argues that the knowledge about CSR 

among mangers in BiH in general is not on a satisfactory level. Furthermore, the 

companies in BiH are unaware of the benefits of CSR, which is the reason why they 

mainly involve in corporate philanthropy (Mesanovic, 2005). However, Saljic (2010) 

states that companies should also be educated about the benefits of CSR, such as 

creating a positive climate for foreign investment, community development, business 

ethics and increased transparency. 

From the underlying research it can be seen that the companies have some 

understanding of CSR, as they mention activities such as preserving the environment, 

strengthening the society and philanthropy. Other than that it stands out that the legal 

component of business practices is highly prioritized. However, most of the respondents 

think that companies in BiH act either only to a limited extent socially responsible or 

they are not certain. In addition, the respondents revealed that they learned about CSR 

mostly through university education, and business associations. 

The companies see benefits of CSR for themselves mainly in increasing company 

reputation, brand awareness, customer satisfaction and market access. Higher living 

standards, economic growth, increased foreign direct investment and tax payment were 

indicated as benefits for BiH as a country.  

Based on these findings and to answer RQ 2, it can be stated that companies in BiH 

know about CSR, but not on a sufficient level. This is shown by the companies’ strong 

focus on philanthropy and the legal issues concerning CSR. Furthermore, the 

respondents recognize some of the benefits of CSR, the main ones being reputation 

improvement and legitimacy. Less emphasis is given to benefits such as cost and risk 

reduction. Thus, proposition 2 can be verified.  
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7.3. The CSR involvement of companies in BiH 

RQ 3a: Are companies in BiH pursuing CSR?  

The preliminary answer to this question derived from academic literature is as follows: 

Proposition 3a: CSR in BiH is still an undeveloped concept and CSR activities are not 

performed in an advanced fashion by companies.                   

According to Mesanovic (2005), CSR is still an undeveloped concept in BiH. It is 

mainly large companies that implement CSR as they regard CSR as a way to keep their 

competitive position in the market (cf. Saljic, 2010). Moreover, these companies are 

also the most successful ones within the CSR field (cf. Spahic, 2006). SMEs, on the 

other hand, are less aware of CSR (cf. Saljic, 2010). Furthermore, Saljic (2010) points 

out that companies in BiH are aware of the importance of CSR, but that their actions are 

limited by economic and legal barriers. In addition, the lack of technical skills, funds 

and information (cf. UNDP, 2008) as well as trust in the economic institutions (cf. 

Saljic, 2010) are further hindrances to implementing CSR. 

The research results gained from the study undertaken reveals that 27 out of 35 

companies, i.e. 77 percent, do involve in CSR. Relatively seen, it is more the large 

companies that involve in CSR with a size of 250 employees and more (100 percent), as 

compared to the small and medium-sized ones ( 63.6 percent). Regarding the obstacles 

to implement CSR, a lack of funds, CSR know-how and human resources were pointed 

out by the companies in decreasing order. Some respondents do not expect any benefits 

from CSR at all and see a lack of employee motivation, time and a lack of support from 

top management as major obstacles. Out of the respondents that involve in CSR, the 

hope that CSR will pay off in the future, the desire to work in a healthy business 

environment, that CSR serves as a competitive advantage and strengthens brand and 

reputation were listed as the main motivations for engaging in CSR. It further shows 

that most companies involved in CSR dedicate some part of the budget to CSR 

activities and have also staff working for CSR. For those that involve in CSR, the 
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majority states that CSR is very important for their overall business success and argue 

that they benefit from it by gaining increased stakeholder commitment, improved 

company image, increased profits and decreased costs.  

Hence, out of the undertaken research and to answer RQ 3a, it can be said that most 

respondents are pursuing CSR, however, relatively more large firms than SMEs do so. 

Due to the above mentioned obstacles CSR cannot be implemented to its full extent and 

thus can be regarded as not performed in an advanced fashion – therewith verifying 

proposition 3a.  

7.4. Strategies of CSR involvement pursued by 

companies in BiH 

RQ 3b: If companies in BiH pursue CSR, how are they doing it, i.e. which activities do 

they perform?  

The preliminary answer to this question derived from academic literature is as follows: 

Proposition 3b: CSR activities are mainly philanthropic and are not strategically 

implemented. 

A study done by the UNDP (2008) illustrates that companies in BiH mainly engage in 

philanthropy; the most common form of social engagement is donating money for 

various local organizations such as schools, sports, etc. This is in line with several other 

authors such as Saljic (2010), Spahic (2006), Babic-Hodovic et al. (2007;2008a:2008b) 

and Tihi et al. (2006) who argue that the majority of CSR activities implemented by 

companies in BiH are philanthropic. Moreover, Spahic (2006) states that CSR is not 

embedded in the companies’ core business, and that there is no long-term commitment 

to CSR. In order for companies in BiH to succeed within the CSR-field it needs to be 

incorporated into their business strategy (cf. Spahic, 2006).  
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According to the underlying research and to answer RQ 3b, philanthropy is the major 

CSR activity in which companies in BiH involve in, followed by employee rights and 

wellbeing and preserving the environment. The vast majority of the respondents stated 

that they align CSR to their core business. They do this by conveying CSR activities to 

all employees, ensuring cooperation between all segments of business and dedicating a 

part of their budget to CSR.  

Regarding the proposition, it can be verified that CSR activities in BiH are mainly 

philanthropic. However, the second part of the proposition can only be partially 

verified since the vast majority of respondents claim that they strategically integrate 

CSR into their core business; however, the ways they claim to align CSR to their core 

business are in fact of a less strategic nature. Thus, proposition 3b is partially verified. 

7.5. CSR communication and communication 

strategies of companies in BiH 

RQ 4: Are companies in BiH communicating their CSR activities to their stakeholders? 

 

Out of the existing theory, the following proposition was developed: 

Proposition 4: Companies in BiH do not communicate their CSR activities to their key 

stakeholders on a satisfactory level. 

As it was stated in the existing CSR literature, companies in BiH need to improve their 

communication to key stakeholders if they want CSR to provide adequate results in the 

future (cf. Saljic, 2010). Moreover, the companies need to improve their communication 

strategy especially towards consumers as these do not recognize their CSR attempts. 

Furthermore, these communication failures are the reason why consumers in BiH have a 

negative attitude towards the companies’ CSR activities. (cf. Babic-Hodovic et al., 

2008a).  
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When asked if the companies communicate their CSR activities to their stakeholders, 

the great majority answered they do. They indicated that they communicate their 

activities to their community, employees and consumers as well as to shareholders, 

suppliers and the government in descending order. Furthermore, almost half of them 

think that their consumers are aware of their CSR activities to a certain extent, one third 

is not sure, and more than one fifth assumes that their consumers are aware of their CSR 

activities to a large extent. The respondents also think that their consumers are 

interested in their CSR activities. Regarding their communication strategies, the 

majority stated to communicate CSR via the media, i.e. TV, radio and newspapers, the 

internet, annual reports and employee- and shareholder meetings.  

Hence, to answer RQ 4, it can be said that companies in BiH do communicate their CSR 

activities to their stakeholders. This is mainly done via the media, such as radio, TV and 

newspapers. Moreover and according to the undertaken research, proposition 4 must be 

falsified since most respondents stated that they do communicate CSR to their key 

stakeholders and they further assume that their consumers are aware of it.  

Table 7 presents the outcomes of propositions one to four: 

Propositions Proposition verified/falsified 

Proposition 1: CSR in developing countries 

faces different preconditions than CSR in 

developed countries and thus requires 

contextual awareness when superimposing 

Western notions of CSR in these countries. 

Verified 

Proposition 2:  The knowledge about CSR in 

companies in BiH is modest.   

Verified 

Proposition 3a: CSR in BiH is still an 

undeveloped concept and CSR activities are 

not performed in an advanced fashion by 

companies.                   

 

Verified 
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Proposition 3b: CSR activities are mainly 

philanthropic and are not strategically 

implemented. 

Partially verified 

Proposition 4: Companies in BiH do not 

communicate their CSR activities to their key 

stakeholders on a satisfactory level. 

Falsified 

Table 7: Verification/falsification of the propositions on the company side (authors’ own creation). 

7.6. The current state of CSR knowledge and 

awareness of consumers in BiH 

Having analyzed the results from the company survey, in the subsequent sections this 

will be done for the consumer survey. 

The RQ regarding the variable CSR knowledge and CSR awareness is as follows: 

RQ 5: Are consumers in BiH educated about CSR? 

The proposition derived from existing theory is: 

Proposition 5: Consumers in BiH are aware of CSR, but there is still need for further 

education in this field.  

There exists only very little theory about consumer behavior in BiH. However, from the 

existing literature and research undertaken it can be said that one fifth of the consumers 

do not know about CSR. Moreover, a third of the consumers even thinks that there are 

no socially responsible firms in BiH (cf. Mesanovic, 2005). 

The research results of this thesis reveal that the vast majority of the consumers only 

know a few companies in BiH that act responsibly and one fourth of them does not 

know any. In addition, most consumers think that businesses in BiH do not act 

responsible towards their employees and society. Furthermore, most consumers stated 

that businesses in BiH are mainly responsible by participating in community services, 

upholding human rights and minimizing discrimination as well as contributing to 
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charity organizations. Moreover, the majority learned about CSR through education and 

through media; however, 12.8 percent did not know what CSR is.  

Hence, to answer RQ 5, it can be stated that consumers in BiH mainly know about CSR, 

however, their knowledge is incomplete the fact of which also verifies proposition 5. 

7.7. Attitudes of consumers in BiH towards CSR  

RQ 6: Do consumers in BiH care about the companies’ CSR activities? 

The proposition derived from the existing theory is as follows: 

Proposition 6: Consumers in BiH find companies’ CSR activities important; however, it 

does not affect their buying behavior. 

Referring to the existing theory, the majority of the consumers have a rather negative 

attitude towards companies. Furthermore, they do not trust companies in BiH and 

perceive companies as only engaging in CSR to improve their reputation and image. (cf. 

Babic-Hodovic et al., 2008a; 2008b).  

According to Mesanovic (2005) the impact of CSR on consumer behavior is low in 

BiH. Moreover, the majority of the consumers stated that they only care about the price 

and the quality of a product, and that it is not important for them whether the product is 

manufactured by a socially responsible company. Only a fifth of the consumers argued 

that they always choose to buy products from socially responsible companies. 

Furthermore, many stressed the importance of CSR; however, not in terms of 

influencing their buying behavior.  

The results from the underlying research indicate that consumers think that companies 

should be responsible by complying with laws and regulations, upholding human rights 

and minimizing discrimination and participating in community services. Moreover, they 

think that CSR is important, but it does not affect their buying behavior. Furthermore, 

most of the consumers would like to get information about companies’ responsible 
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behavior, and the majority would like to receive this information through media, but 

also via company websites. The vast majority does not trust companies in BiH, and they 

think that the companies only care about generating money. However, they indicated 

that a company that acts responsibly could improve their attitude towards it. Moreover, 

the majority stated that it is very important for them to work for a company that engages 

in CSR.  

To answer RQ 6, it can be stated that the consumers do care about the companies’ CSR 

activities, however, they think that the CSR activities that companies in BiH involve in 

are not genuine and this is also the reason why they lack trust in them. Moreover, 

proposition 6 can be verified since most of the consumers stated that CSR is important, 

but it does not influence their buying behavior.  

7.8. Ways to improve the image of companies in BiH  

RQ 7: What kind of CSR activities would enhance the consumers’ personal image/value 

of the companies? 

The proposition derived from the theory is: 

Proposition 7: In order to enhance the personal image of consumers towards 

companies in BiH, the firms’ core activities and causes they support should be aligned. 

Babic-Hodovic et al. (2008a, 2008b) argue that consumers have negative attitudes 

towards companies’ CSR activities because their core activities and the causes they 

support are not related. Moreover, the vast majority of the consumers think that 

companies’ motive for engaging in CSR is self-serving.  However, the companies can 

improve their image in the eyes of the consumers by genuinely pursuing common good, 

instead of only doing CSR for the benefits of the company (cf. Babic-Hodovic et al., 

2008a, 2008b). Furthermore, giving benefits to employees, sponsoring sport and 

cultural events, and donating money for playgrounds for children will also improve the 

image consumers have about companies (cf. Mesanovic, 2005).  
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The results of this research show that the companies that act responsible will improve 

the image the consumers have towards them, as was mentioned before.  

To answer RQ 7 it can be stated that the ways companies can improve their image is by 

treating their employees right, conforming to law and by supporting the community. 

Based on these results, proposition 7 is falsified.  

Table 8 presents the outcomes of propositions five to seven: 

Propositions Proposition verified/falsified 

Proposition 5: Consumers in BiH are aware of 

CSR, but there is still need for further 

education in this field. 

Verified 

Proposition 6: Consumers in BiH find 

companies’ CSR activities important; 

however, it does not affect their buying 

behavior. 

Verified 

Proposition 7: In order to enhance the 

personal image of consumers towards 

companies in BiH, the firms’ core activities 

and causes they support should be aligned. 

Falsified 

Table 8: Verification/falsification of the propositions on the consumer side (authors’ own 
creation). 

Having answered the RQs and either falsified or verified the propositions, the next 

chapter will discuss the most relevant findings in more detail. These include the 

applicability of the Western framework to the European developing country BiH, the 

comparison of company and consumer results as well as the application of the 

findings outside this research. 
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8 Discussion 

As aforementioned, the overall purpose of this thesis is to find out whether the current 

Western CSR framework can be applied to European developing countries, specifically 

to BiH, and whether companies’ attitudes and actions regarding CSR and consumers’ 

knowledge and attitude towards CSR match each other or not. Whereas the first part of 

the purpose statement has already been dealt with in the analysis part of this thesis, in 

the following discussion the main focus will be put on the second part of the purpose, 

that is, to find out whether there is a (mis-)match between companies and consumers. 

Furthermore, application of the findings outside this research which might give 

directions for potential generalizations of the results will be discussed.  

8.1. Reasons for the limited applicability of the 

Western CSR framework in the BiH context 

As pointed out in the previous part of the thesis, the CSR framework of the developed 

world can only be limitedly applied to BiH. The reason for this limited applicability 

might lay in the inefficiency of the government, the widespread corruption as well as 

the high unemployment and poverty rate in BiH. The country’s global rank in terms of 

government efficiency lies in the bottom 20 percent. Furthermore, the government has 

trouble in meeting human rights obligations, because of corruption, lack of coordination 

and poor access to decision making processes. (cf. UNDP, 2008). All these issues 

impact the CSR activities that companies in BiH engage in. Since there is a lack of 

economic and legislative frameworks in BiH, the companies engage in philanthropy (cf. 

Saljic, 2010). Furthermore, the lack of legislative frameworks is also the reason why the 

legal dimension of CSR is emphasized by companies in BiH. By engaging in CSR they 

substitute the inefficiency of the government, through CSR they conform to laws, meet 

human right obligations and decrease corruption.  
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Moreover, the high poverty rate is a large issue for BiH. As was mentioned before, 20 

percent of the population lives below the general poverty line (cf. UNDP, 2003). The 

poverty is an additional reason why companies in BiH engage in philanthropy. In order 

to improve the situation in the country the companies focus on e.g. donating money to 

their community, underprivileged people, education, sports, culture. By involving in 

these activities they hope to raise the general standard of living in BiH. 

To sum up, the reasons why the CSR framework of the developed world can be applied 

to BiH only to a certain extent is because BiH faces different preconditions than 

developed countries do, like poverty, corruption and government inefficiency. These 

preconditions have an impact on the kind of CSR activities companies are engaging in, 

which leads to the fact that some CSR aspects are emphasized while others are 

downplayed. 

8.2 Comparison of company and consumer awareness 

and attitudes towards CSR 

When discussing whether companies’ attitudes and actions regarding CSR and 

consumers’ knowledge and attitude towards CSR match each other or not, two major 

variables will be used along which the results will be assessed: CSR awareness and 

attitude as well as CSR communication - both of which are linked to the research 

questions. 

The first variable that will be discussed in more detail is CSR awareness and attitude.  

When asked in which areas both companies and consumers see the main responsibility 

of business, both groups stated that businesses have economic, legal and ethical 

obligations. Hence, there exists a common opinion and attitude about the 

responsibilities of business.  

Moreover, regarding the ways in which the consumers think that businesses in BiH are 

responsible, most answered that companies are responsible by participating in 
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community services, by upholding human rights and minimizing discrimination and by 

contributing to charity organizations. In turn, the companies stated that they mainly 

pursue CSR activities such as philanthropy, focusing on employee rights and wellbeing, 

preserving the environment and having a code of conduct. Based on these statements, it 

can be concluded that the awareness of the consumers regarding the ways in which 

companies in BiH are responsible matches to a great extent the CSR activities and 

policies the companies are actually pursuing.   

Furthermore, when the consumers were asked in what ways they think businesses 

should be responsible the majority stated that the companies should comply with laws 

and regulations, uphold human rights and minimize discrimination and participate in 

community service. The companies, on the other hand, stated that CSR should include 

initiatives/activities such as philanthropy, preserving the environment, employee rights 

and wellbeing and conforming to laws and regulations. Moreover, the companies were 

also asked to rate the importance of CSR initiatives/activities where conforming to law, 

preserving the environment and employee rights and wellbeing were considered as most 

important. Based on these findings, it can be stated that the ways in which consumers 

think businesses should be responsible matches to a large extent the initiatives/activities 

that companies state that CSR should include.  

Both consumers and companies were asked whether they think companies in BiH act 

socially responsible, whereby the vast majority of the consumers answered “no”. In 

turn, the companies stated that they are responsible “to a limited extent”. Based on these 

statements, it can be concluded that the opinions of consumers and companies match to 

a great extent.  

The second variable along which the responses of the companies and consumers will be 

compared includes CSR communication.  

Most of the companies stated that their consumers are aware of their CSR activities to a 

certain extent. Furthermore, when asked to whom CSR should be communicated, the 

companies ranked community, employees and consumers as the most important. In turn, 
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the majority of the consumers stated that they only know a few companies that act 

responsibly in BiH. Based on these findings it can be said that there is a mismatch 

between the opinions of companies and consumers. While the companies think that their 

consumers are aware of their CSR activities to a certain extent, it is clear that this is not 

the case. It is also evident that the companies’ communication of their activities is not 

coming through to the consumers.  

Regarding the issue whether the companies think that their consumers are interested in 

the companies’ CSR activities, the majority answered “yes”. In turn, most respondents 

of the consumers also stated that they would like to receive information about 

responsible behavior of businesses. Moreover, when asked if the companies 

communicate their CSR activities to their stakeholders, the vast majority answered they 

do. Most of the businesses communicate their CSR activities via media, but also via 

their websites and annual reports. The way they communicate with their consumers also 

matches the ways in which the consumers would like to receive information about CSR, 

that is, mainly via media and company websites. Hence, there is a match of both groups 

regarding the interest of CSR activities and the willingness to receive CSR-related 

information as well as the ways in which this information should be and is being 

distributed. 

Out of the above discussion it becomes clear that the results regarding CSR awareness 

and attitude as well as communication of companies and consumers in BiH conform 

with each other to a great extent. However, it is important to notice that there seems to 

be a gap between the information sent out by companies and the information received 

by the consumers. Whereas the companies assume that their consumers are aware of 

their CSR activities, the consumers stated the opposite. 

8.3 Application of the findings outside this research 

Regarding the company survey, the rather small sample size of 35 companies and the 

fact that they are spread across several industries makes generalizations of the results 
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difficult. However, there exist external factors within BiH that influence the companies’ 

involvement in CSR, and therefore trends that can be applied for the whole country can 

be derived from the underlying research. As aforementioned, there are economic and 

legal factors, such as corruption, inefficient government and poverty, influencing CSR 

in BiH. These external factors do not only influence the companies in this study or the 

companies engaging in CSR, they influence all the companies in BiH. Hence, there is 

reason to believe that the results of the underlying research can serve as an indicator for 

the overall mindset regarding CSR among companies in BiH.  

Regarding other developing countries in Europe, Serbia and Croatia are the closest to 

BiH when it comes to factors like economic freedom, government spending, corruption 

and poverty. BiH’s and Serbia’s economies are mostly regulated, while the economy of 

Croatia is moderately regulated, however, it is almost considered as a mostly regulated 

economy. Furthermore, government spending in both Serbia (44% of the GDP) and 

Croatia (40.7% of the GDP) is high, as is the case for BiH. Moreover, corruption within 

business and economic institutions is widespread in Serbia and Croatia, making it one 

of the major problems of the countries. Concerning the poverty, both Serbia and Croatia 

have high poverty and unemployment rates. These facts indicate that the economic and 

legal factors in Serbia and Croatia are very similar to the external factors in BiH 

influencing CSR. Thus, it can be so that the trends found in this study might be valid in 

Serbia and Croatia as well. However, there is need for further research both on CSR in 

BiH as well as in other European developing countries such as Serbia and Croatia. (cf. 

Heritage Foundation, 2011). 

To be able to find trends that derive from the findings of the consumer survey, the 

margin of error needs to be calculated. The margin of error reveals how close the 

sample is to the population. Moreover, the margin of error determines the accuracy of 

the survey; the smaller the margin of error is the more trustworthy the results are. (cf. 

VanderStoep/Johnson, 2009).  
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The margin of error will be computed for the most important survey questions within 

each of the identified variables; CSR knowledge, CSR attitude and CSR image 

improvement activities. The formula used to calculate the margin of error is:  

       (Utts/Heckard, 2005:335). 

The margin of error is calculated for a 95% confidence interval, which translates in 

1.96. Moreover, p is the estimate of the percentage of respondents answering a question, 

and n is the sample size, i.e. the number of respondents who answered the question. (cf. 

Utts/Heckard, 2005).  

In the academic year of 2009/2010 there were 89 306 students in BiH (cf. Statistika 

obrazovanja, 2011), thus the margin of error will reveal how close the answers of the 

sample, that is 329 students, are to the total number of students in BiH, to the 

population. Regarding the knowledge of CSR, 89% of the respondents stated that 

businesses in BiH are not responsible towards their employees and society, which gives 

a margin of error of 3.38%. This means that if all the students in BiH were asked the 

same question the answer would have settled between 85.62% and 92.38%. Concerning 

the knowledge of CSR companies, 71% of the respondents answered that they only 

know a few responsible companies in BiH, which means that the population would have 

answered 71% with an error margin of ±4.9%. Regarding the CSR attitude, 84% 

answered that they do not trust companies in BiH, which indicates that the population 

would have answered 84% with an error margin of ±3.96%. Moreover, 62% of the 

respondents stated that CSR is important but that it does not influence their buying 

behavior, which means that the population would have answered 62% with an error 

margin of ±5.24%. Regarding the image improvement activities, 93% of the consumers 

answered that companies that act responsibly can improve their attitude towards the 

companies, which shows that the population would have answered 93% with an error 

margin of ±2.75%. Furthermore, 80% of the respondents identified “treating their 
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employees right” as the most important factor for improving their image towards the 

companies, which indicates that the population would have answered 80% with an error 

margin of ±4.32%.  

The margins of error are relatively small for the underlying research, with the largest 

margin of error being ±5.24%. This indicates that the results are trustworthy. However, 

since this study was partly purposive, the results can deviate to a small extent from the 

calculated margins of error. Nonetheless, these results can serve as an indicator for how 

all the consumers in BiH would have answered these questions. Since it is impossible to 

generalize from a relatively small sample like the one in this study, it is only possible to 

give hints about the attitude of consumers in BiH towards CSR. Hence, there is need for 

further research on the impact of CSR on consumers in BiH.   

After having discussed the most relevant aspects of this study, a revised theory chapter 

will follow which will include a presentation of the framework of CSR in BiH 

developed by the authors of this thesis. 
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9 Revised theory 

The following chapter is divided into two sections. In section 9.1 the existing theory of 

CSR in developed countries will be briefly revisited and compared to the research 

findings obtained from the undertaken study. As will become clear, there exist features 

related to CSR that are unique to BiH. This led to the development of a CSR framework 

that depicts the current status of CSR in BiH. The framework is presented in section 9.2 

and depicts the current situation of CSR in BiH with focus on the interplay between 

companies and consumers in BiH. 

9.1 Revisiting CSR of the Western world vs. BiH 

As was mentioned before Europe as a whole has often been thought of as a part of the 

developed world, and there has been a gap in the literature on CSR in developing 

countries. By doing a study in a European developing country, namely BiH, the aim is 

to begin to fill this gap. In this section a look back to the theory on the major CSR 

frameworks of the developed world and CSR’s impact on consumer behavior in 

developed countries will be taken. This is done in order to find out whether there exist 

differences between the frameworks and consumers in the developed world as 

compared to those prevalent in BiH.  

As stated in the theoretical part of this thesis, the most cited CSR frameworks which 

represent major CSR activities in the developed world include Schwartz and Carroll’s 

(2003) Three- domain approach as well as Kotler and Lee’s (2005) Corporate social 

initiatives. Regarding the former framework, the companies in BiH included in the 

sample put most emphasis on the legal dimension followed by an ethical orientation. 

The economic dimension, as it is widely used in Anglo-Saxon countries (cf. Mené, 

2008), is mainly left unmentioned. With regard to the latter framework, companies in 

BiH involve solely in two out of the six corporate social initiatives as stated by Kotler 
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and Lee (2005), i.e. socially responsible business practices and corporate philanthropy. 

Hence, it can be summarized that companies in BiH use elements of the CSR 

frameworks of the Western world, however, to a limited extent. 

With regard to the consumers in the developed world, there is a lack of awareness about 

CSR, which is also the main inhibitor of CSR responsiveness (cf. Mohr et al., 2001). In 

addition, Mohr et al. (2001) found that the reason for the lack of socially responsible 

consumer behaviour is buying based on traditional criteria such as price, quality and 

convenience. The existing theory shows that consumers want to know what responsible 

firms are doing (cf. Pomering/Dolnicar, 2009). They would also like to receive this 

information through annual reports and company websites, instead of through 

traditional communication channels such as advertising (cf. Morsing/Schultz, 2006). 

Furthermore, Green and Peloza (2011) argue that consumer responses to CSR depend 

on the CSR activities performed. In addition, the authors state that most researchers 

perceive CSR in the form that gives emotional and social value to consumers, such as 

philanthropy and business practices. CSR in the form of functional value such as 

product related CSR is rare.  

This study, in contrast, showed that consumers are only aware of CSR to a limited 

extent, and about one seventh of the consumers does not know what CSR is. The 

findings of this research show that consumers think that acting socially responsible is 

important, but it does not influence their buying behaviour. Moreover, about a fifth of 

the consumers stated that they only care about price when buying. The consumers in 

BiH are interested in getting information about companies’ CSR activities, and they 

would like to get this information through the media. The study also revealed that 

consumers in BiH value CSR in the form of social and emotional value.  

As indicated by the existing theory and the underlying research’s findings there are 

several similarities between CSR’s impact on consumers in the developed world and 

BiH. There seems to be a lack of awareness about CSR in the developed countries as 

well as in BiH. Moreover, consumers in BiH value CSR in the form of social and 

emotional value as do the consumers in developed countries. In addition, the consumers 
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share the same attitude when it comes to receiving information about companies’ CSR 

activities. However, the preference of communication channels differs. Furthermore, 

there is a lack of impact of CSR on buying behavior both in developed countries and 

BiH, but for slightly different reasons. Consumers in developed countries value price 

and quality over products produced by companies that engage in CSR. On the other 

hand, companies in BiH do not buy these products because they do not find the 

companies’ CSR activities credible, and they think that the companies are engaging in 

CSR only for their own self-interest. It is evident that there are several similarities 

between consumers in developed countries and BiH. However, there are economic and 

legal factors influencing the consumer behavior in BiH, and these have a negative 

influence on the consumers’ perception of companies involved in CSR. These factors 

are not an issue in most developed countries, because economic and legal frameworks 

exist in order to diminish negative and illegal behavior.  

9.2 CSR in BiH: The interplay between companies and 

consumers 

As stated in the problem statement and the underlying research questions, the aim of 

this thesis is to obtain a sound insight of the current situation of CSR in BiH, with 

particular emphasis being on the companies’ side, but also on the consumers’ 

perspective in order to identify whether there exists a (mis-)match regarding CSR 

attitudes between those two groups. Hence, out of the research findings the framework 

CSR in BiH: The interplay between companies and consumers (Figure 15) was 

developed which includes the most relevant factors of each of the research variables as 

well as the barriers and incentives to engage in CSR and external legal and economic 

influencing factors. The purpose of this model is to identify the rather unknown status 

quo of CSR in BiH out of which important conclusions can be drawn, and which, in 

turn, will facilitate the development of recommendations for practitioners that are 

adapted to the specific case of BiH. It also contributes to the development of a revised 

theory of CSR that is adapted to the European developing country BiH and thus is not a 
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standard CSR model of the developed world. Moreover, it serves as a sound starting 

point for further research by highlighting various factors that are crucial to CSR in BiH 

and which should be focused on in more depth.  
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The left side of the figure includes the researched elements that are relevant to CSR in 

companies in BiH and represent the opinions and information given by the company 

sample. The first variable, i.e. CSR knowledge and CSR attitude, reveals that companies 

in BiH think that businesses have economic, legal and ethical responsibilities and that 

conforming to law and preserving the environment include the major activities that are 

associated with CSR practices.  

With regard to the companies’ CSR involvement and strategies, the most practiced ones 

include philanthropic activities such as donating money to the community and providing 

scholarships, the existence of employees’ rights such as important HR policies, and the 

protection of the environment.  

However, there exist also barriers that inhibit companies to involve in CSR, the major 

ones being a lack of funds, CSR know-how and human resources. Major incentives that 

would encourage companies to engage in CSR include a facilitated participation in 

business networks, partnerships with larger firms and government financial incentives. 

The main benefits of involving in CSR include mostly those that are related to the 

companies’ reputation such as brand awareness and consumer satisfaction. Moreover, 

synergistic value creation, i.e. the integration of stakeholder interests in order to create a 

win-win situation for both the companies and their stakeholders with special emphasis 

on investor and government relations is also considered as beneficial for companies. In 

addition, many companies regard CSR as a competitive advantage as it can improve 

innovation and enable market access.  

Regarding the companies’ communication strategies of informing their consumers 

about their CSR activities, the main ways in which they communicate to them are via 

media, the internet and the provision of annual reports.  

In addition to these internal CSR factors relating to companies in BiH, there exist also 

external factors that play a significant role in influencing and shaping the companies’ 

scope of action regarding CSR. Economic factors that are most crucial and help explain 

the reasons for the current CSR situation in BiH include the country’s high poverty and 
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unemployment rate. Legal factors include widespread corruption and an ineffective 

government. Especially the inefficiency of government explains why companies in BiH 

specifically highlight the legal dimension of CSR and associate e.g.  conforming to law 

and HR policies with one of the most important CSR activities. Moreover, the country’s 

high poverty rate might also be an explanation for why CSR is not well developed as it 

lacks the necessary resources to implement it.   

The right side of the figure includes the researched elements that are relevant to CSR 

from a consumer perspective and represent the opinions and information given by the 

consumer sample. Regarding CSR knowledge and awareness, it is important to notice 

that there is a low awareness rate among consumers that know companies in BiH which 

act responsibly. The major CSR involvements they are aware of include philanthropic 

activities.  

With regard to the consumers’ CSR attitude, they believe that businesses need to have 

economic, legal and ethical responsibilities. However, they generally do not trust 

companies in BiH and they value products from companies that involve in CSR, but this 

does not affect their buying behaviour.  

The major CSR image improvement activities that would contribute to enhancing the 

reputation of companies include a fair treatment of employees, conforming to law as 

well as preserving the environment.  

As it is the case for the companies, it is also the consumers that are influenced by 

external legal and economic factors with regard to their CSR attitude and action. For 

instance, the high poverty and unemployment rate is likely to be related to the 

consumers’ buying behaviour regarding CSR. Since they have only a very limited 

amount of money available, they would not pay a higher price for receiving a product 

that was produced by a company involved in CSR.  

The middle part in the figure depicts the knowledge gap which refers to the gap between 

the information sent by companies and the information received by consumers. While 

the companies assume that their consumers are aware of the companies’ CSR activities, 
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the consumers stated they are mostly unaware of any CSR involvement of the 

companies. This is especially interesting since the CSR involvement strategies of the 

companies match to a certain extent the activities the consumers state would improve 

the rather negative image they have towards companies in BiH. In the recommendations 

chapter of this thesis ways to close this knowledge gap will be suggested. 

Based on the results of this study, its analysis and discussion as well as the revised 

theory, in the following chapters recommendations for both companies in BiH and the 

country as a whole will be presented. Finally, a conclusion and implications for both 

further research and practitioners will be given.  
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10 Recommendations 

Based on the findings obtained from this research the following recommendations for 

both companies in BiH as well as BiH as a whole can be given.  

 Intensification of CSR communication towards consumers    

As pointed out in the previous section, there exists an obvious knowledge gap between 

the information the companies send out and the information the consumers receive. 

Even though the companies claim that their consumers are aware of their CSR 

activities, the consumers state the opposite. Thus, the conclusion can be drawn that the 

intensity of the companies’ CSR communication strategies is insufficient and needs to 

be increased. Especially SMEs need to increase their CSR communication so that their 

consumers become aware of it. This should be done via media, and specifically via TV 

commercials. Furthermore, the companies need to prioritize the consumers more when 

communicating their CSR actions as the consumers were only ranked third in terms of 

importance regarding stakeholder communication. 

 Building trust and making CSR strategic 

As the trust of consumers towards companies in BiH is very low and companies are 

mostly associated with sole generators of money, it is of utmost importance for the 

companies to build a trustworthy company image. By gaining trust in companies and 

their CSR activities, consumers might become more inclined to buy products from them 

since they will feel that the companies’ intentions are more genuine. Moreover, they 

might attract future employees to work for them since there exists a high desire from the 

consumers’ side to work for a company involved in CSR. In order to build a trustworthy 

image, companies need to show the consumers that they do not only involve in CSR for 

their own sake, but that they really feel responsible for their stakeholders and the 

environment. This could be done by making CSR strategic, i.e. by incorporating 

responsible business practices in the entire value chain of the company, and not only 
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involve in separate initiatives of CSR such as philanthropy. By refocusing their CSR 

strategy from philanthropy to CSR activities which are aligned to their core business, 

the companies would make more efficient and effective use of CSR. 

 Participation in business networks and partnerships with larger firms 

As was found out, major incentives for companies to engage in CSR activities depict the 

participation in business networks and partnerships with larger firms. One of these 

business networks that promote CSR is the UN Global Compact which operates in BiH. 

By participating in this kind of networks, companies would become more 

knowledgeable about CSR, improve their CSR activities and exchange their experiences 

with other members. Furthermore, by entering partnerships with larger firms especially 

SMEs which are generally less advanced in their CSR practices could learn and receive 

support from bigger, more experienced organizations. 

 Need for enhanced government efficiency  

Due to the inefficiency of the government in BiH companies stress especially the legal 

dimension in their CSR activities. Even more, they associate activities with CSR that 

are not considered as CSR in the Western world since the companies in BiH act as a 

substitute of their country’s government. However, if the government would start to 

operate more efficiently and become less corruptive, companies in BiH could 

reorientate their CSR activities towards other dimensions that are more related to CSR. 

This way it would become easier for companies to move to an advanced level of CSR, 

that is, to make it more strategic.  

 Government as CSR enabler 

As the main barriers to CSR include a lack of funds and CSR know-how, it is necessary 

that companies are given these means to engage in CSR. That is, the government in BiH 

could enable companies to engage in CSR by providing funds and the necessary know-

how to them. However, especially financing might be difficult to get from the 

government as it very poor. An alternative might be that the government provides other 
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subsidiaries such as tax breaks. In addition, especially CSR know-how could be 

intensified by stressing its benefits and making it a mandatory part of the agenda for (at 

least) business students studying at universities. For instance, lectures could be held by 

professionals from the business world who could educate them about CSR best 

practices. These types of lectures or seminars could also be introduced in companies so 

that managers become more aware of the concept. Moreover, the government should 

give effective incentives to companies which would stimulate them to engage in CSR. 

These include especially governmental financial incentives and free/subsidized 

counselling.   

Overall, by following the above recommendations, BiH could increase its foreign direct 

investments, its competitiveness in the international market and improve the overall 

situation of the economy. Moreover, it would facilitate the country in getting a step 

closer towards its EU membership. 



Corporate Social Responsibility in European Developing Countries  

S. Pantic and F. Mesche 

 

 

 

105 

11 Conclusion 

"Friends, together, we can achieve a new phase of globalization - one that creates 

inclusive and sustainable markets, builds development and enhances international 

cooperation. We each have a responsibility in moving our agenda forward." Ban Ki-

moon, 2007 (Secretary General of the UN).   

Eight years after Kofi Annan’s speech about the future of world business, which he 

claims to be either marked by short-term profits or a human face, the current Secretary 

General of the UN, Ban Ki-moon, still maintains that social responsibility of 

corporations is an important issue on the UN agenda. 

The purpose of this master thesis has been to find out whether the current Western 

framework of CSR could be applied to the European developing country BiH, and to 

explore whether the companies’ attitudes and actions regarding CSR and consumers’ 

knowledge and attitude towards CSR match each other or not. This aim has been 

achieved by carrying out a quantitative study, for both companies and consumers in 

BiH, whereby the consumers were students studying in BiH.   

The findings of the company study revealed that companies in BiH know about CSR, 

but not on a sufficient level. Moreover, most of the companies in this study were 

pursuing CSR, however, relatively more large firms than SMEs did so. In addition, the 

companies stated that they align CSR strategically with their core business. It also 

revealed that companies in BiH communicate CSR to their stakeholders, and that this is 

done mainly through media. Furthermore, the current CSR framework of the developed 

world can be applied to BiH only to a certain extent since especially the economic and 

legal conditions in BiH are very different from those of the developed countries. 

The results of the consumer study showed that consumers in BiH mainly know about 

CSR, however, more education is needed. In addition, the respondents care about the 

companies’ CSR activities, but they do not think that their activities are genuine. Also, 
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the consumers stated that companies can improve the image consumers have towards 

them by treating their employees right, conforming to law and supporting the 

community. 

By comparing those findings from the companies and consumers a knowledge gap was 

identified which showed that the information companies send out is not received by the 

consumers. This is a crucial insight since the companies do not receive the benefits of 

CSR if the consumers are not aware of their CSR activities and it is thus important to 

close this gap.  

The major contribution of this thesis to research theory and practice is the created 

framework which depicts the interplay between companies and consumers in BiH. 

Rather than being a best-practice model, it is a framework that gives insights into the 

current state of CSR in BiH and serves as a sound starting point for both practitioners 

and academics to identify possible weaknesses and thus to advance CSR in BiH further. 

Finally, it is worth mentioning that this research depicts one of the pioneer studies 

undertaken in academic literature on CSR in BiH. As there exist only few studies that 

dealt with CSR in BiH, this thesis is a major contribution to this field as it identifies the 

current situation of CSR in BiH from both a company and consumer perspective. Thus, 

this research has uncovered the current state of CSR in BiH and can serve as a starting 

point for further research and practitioners.  
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12 Implications  

The results of this thesis have both theoretical implications that contribute to further 

research as well as practical implications. 

12.1 Implications for further research 

Due to the limited scope of the thesis it was impossible to fully research all aspects of 

CSR in BiH and hence implications for further research are highly desirable. First, in 

order to test whether the findings of the consumer group of the students reveal similar 

outcomes as other consumer groups would do, a similar study on other consumer groups 

is recommended, as for instance people in working life or teenagers. Second, in order to 

attain more valid results regarding the company study, it would be helpful to undertake 

a study which comprises a larger company sample size which would make the findings 

more generalizable. Third, as significant differences in attitudes towards CSR 

depending on the company size were detected, it is recommended that future research 

should focus on the impact of company size on CSR. Fourth, as the different variables 

used in the study and depicted in Figure 15 have been researched on a rather generic 

level, it is recommended to conduct a study that focuses on only one or two variables in 

more detail. Due to the existing communication gap between companies and consumers 

it would be particularly interesting to research on the communication aspect of CSR. 

Fifth, as solely economic and legal elements have been considered as being part of the 

external influencing factors in the established CSR framework, it is important to keep in 

mind that also other external factors exist. That is, cultural issues such as how the war 

affected the people’s mindset in BiH might be relevant in understanding their attitude 

towards CSR. Thus, further research that also takes other external factors, and 

especially the impact of culture into account is highly recommended. Finally, as 

generalization trends of the results to countries with similar external factors like Serbia 
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and Croatia were uncovered, it would be valuable to undertake similar studies in these 

countries in order to identify their CSR situation. 

12.2 Implications for practitioners 

The findings of the research from both the companies and consumers reveal important 

insights for practitioners, especially for managers of companies operating in BiH. By 

obtaining a picture of the current situation regarding CSR from both perspectives in 

BiH, managers will become aware of the weaknesses of their CSR practices and will 

further obtain valuable information about the attitudes and preferences towards CSR of 

the consumers. Especially the existence of the knowledge gap should stimulate them to 

change or improve their current strategy so that an optimal communication between 

both groups can be attained. Moreover, obtaining information about consumer 

preferences will help them to align their CSR activities to the consumers’ expectations.  

 

 

 

 

 

 

 

 

 

 

 



Corporate Social Responsibility in European Developing Countries  

S. Pantic and F. Mesche 

 

 

 

109 

 References 

Books and articles: 

Aguilera, R.V./Ruth, D./Rupp, C./Williams, C./Ganapathi, J. (2007): Putting the S 

back in corporate social responsibility: A multilevel theory of social change in 

organizations, in Academy of Management Review, 32 (3), pp. 836-863. 

Amaeshi, K.M./Adi, B.C./Ogbechie, C./Olufemi, O.A. (2006): Corporate social 

responsibility in Nigeria: Western mimicry or indigenous influences?, in Journal of 

Corporate Citizenship, Winter 24, pp. 29-47. 

Babbie, E. (1990): Survey research methods (2nd ed.). Belmont, CA: Wadsworth. 

Babic-Hodovic, V./Mehic, E./Kramo, A. (2007): Corporate Social Responsibility and 

Marketing in Transitional Countries - BiH Case, in Marketing Theory Challenges in 

Transitional Countries, Maribor, Slovenia, pp. 7-19. 

Babic-Hodovic, V./Mehic, E./Resic, E./Kramo, A. (2008a): Corporate Social 

Responsibility - How to Communicate Responsible Behavior to the Stakeholders, in 

YIRCoBS '08, Yeditepe International Research Conference on Business Strategies, 

Istanbul, Turkey. 

Babic-Hodovic, V./Mehic, E./Resic, E./Kramo, A. (2008b): Attitudes Research of 

Corporate Social Responsibility Concept in BH companies, in ICES 2008 Sarajevo, 

Transitional Challenges of EU Integration and Globalization, pp.150-151. 

Barrientos, S./Dolan, C./Tallotire, A. (2003): A gendered value chain approach to 

codes of conduct in African horticulture, in World Development, 31 (9), pp. 1511-1527. 

Baskin, J. (2006): Corporate responsibility in emerging markets, in Journal of 

Corporate Citizenship, Winter 24, pp. 29-47. 



Corporate Social Responsibility in European Developing Countries  

S. Pantic and F. Mesche 

 

 

 

110 

Beurden, P./Gössling, T. (2008): The worth of values – A literature review on the 

relationship between corporate social and corporate financial performance, in Journal of 

Business Ethics, 82, pp. 407-424. 

Bhattacharya, C. B./Sen S. (2004): Doing Better at Doing Good: Whey, Why, and 

How Consumers Respond to Corporate Social Initiatives, in California Management 

Review 47(1), pp.9–24. 

Blowfield, M./Frynas, J.G. (2005): Setting new agendas: Critical perspectives on 

corporate social responsibility in the developing world, in International Affairs, 81 (3), 

pp. 499-513. 

Bonn, I./Fisher, J. (2005): Corporate governance and business ethics: Insights from the 

strategic planning experience, in Corporate governance – An international review, 13 

(6), pp. 730-738. 

Cacioppe, R., Forster, N., and Fox, M., 2008: A survey of managers’ perceptions of 

corporate ethics and social responsibility and actions that may affect companies’ 

success, in Journal of business ethics, 82 (3), pp. 681–700. 

Carroll, A.B. (1979): A three-dimensional conceptual model of corporate performance, 

in Academy of Management Review, 4 (4), pp. 497-505. 

Carroll, A.B. (1991): The pyramid of corporate social responsibility: Towards the 

moral management of organizational stakeholders, in Business Horizons, 34 (4), pp. 39-

48. 

Carroll, A. B. (1993): Business and society: Ethics and stakeholder management. 2nd 

edition. Cincinnati: South-Western College Publishing. 

Carroll, A.B. (1999): Corporate social responsibility: Evolution of a definitional 

construct, in Business Society, 38 (3), pp. 268-295. 

Carroll, A.B. (2004): Managing ethically with global stakeholders: A present and 

future challenge, in Academy of Management Executive, 18 (2), pp. 114-120. 



Corporate Social Responsibility in European Developing Countries  

S. Pantic and F. Mesche 

 

 

 

111 

Carroll, A.B. (2008): A history of corporate social responsibility: Concepts and 

practices, in Crane, A./McWilliams, A./Moon, J./Siegel, D.S. (eds.), The Oxford 

handbook of corporate social responsibility, Oxford: Oxford University Press, pp. 19-

46. 

Christensen,L./Engdahl, N./Grääs, C./Haglund, L. (2001): Marknadsundersökning – 

en handbok (2nd ed.). Lund: Studentlitteratur. 

Christian Aid (2005): Behind the mask: The real face of corporate social 

responsibility. London: Christian Aid.  

Collins, J./Porras, J. (1994): Built to last. New York: Harper Business. 

Cook, T.D./Reichardt, C.S. (Eds.): Qualitative and quantitative methods in evaluation 

research, pp. 7-32. Beverly Hills, CA: Sage. 

Crane, A./Matten, D. (2005): Corporate citizenship: Missing the point or missing the 

boat? A reply to van Oosterhout, in Academy of Management Review, 30 (4), pp. 681-

684. 

Crane, A./McWilliams, A./Moon, J./Siegel, D.S. (2008): The Oxford handbook of 

corporate social responsibility. Oxford: Oxford University Press. 

Creswell, J.W. (1994): Research design: Qualitative and quantitative approaches. 

Thousand Oaks, CA: Sage. 

Crowther, D./Lancaster, G. (2008): Research methods: A concise introduction to 

research in management and business consultancy (2nd ed.).Oxford: Elsevier 

Butterworth-Heinemann. 

Davis, K. (1960): Can business afford to ignore social responsibilities?, in California 

Management Review, 11 (3), pp. 70-76. 

Dobers, P. (2009): Corporate social responsibility. Challenges and practices. 

Stockholm: Santérus Academic Press Sweden. 



Corporate Social Responsibility in European Developing Countries  

S. Pantic and F. Mesche 

 

 

 

112 

Etzioni, A. (1998): A communitarian note on stakeholder theory, in Business Ethics 

Quarterly, 8 (4), pp. 679-91. 

Fink, A./Kosecoff, J. (1985): How to conduct surveys: A step-by-step guide. Beverly 

Hills, CA: Sage.  

Firestone, W.A. (1987): Meaning in method: The rhetoric of quantitative and 

qualitative research, in Educational Researcher, 16 (7), pp. 16-21. 

Fowler, F.J. (1988): Survey research methods. Newbury Park, CA: Sage. 

Sudman, S / Bradburn, N. M. (1986): Asking questions. San Francisco Jossey-Bass.  

Freeman, R.E. (1984): Strategic management: A stakeholder approach. Boston: 

Pitman. 

Friedman, M., (1962): Capitalism and freedom. Chicago: The University of Chicago 

Press. 

Friedman, M. (1970): The social responsibility of business is to increase its profits, in 

The New York Times Magazine, 33, pp. 122-126. 

Frynas, J.G. (2005): The false developmental promise of corporate social 

responsibility: Evidence from multinational oil companies, in International Affairs, 81 

(3), pp. 581-598. 

Frynas, J.G. (2006): Introduction, in Journal of Corporate Citizenship, 6 (24), pp. 16-

19. 

Frynas, J.G. (2008): Corporate social responsibility and international development: 

Critical assessment, in Corporate governance – An international review, 16 (4), pp. 

274-281. 

Garriga, E./Melé, D. (2004): Corporate social responsibility theories: Mapping the 

territory, in Journal of Business Ethics, 53 (1-2), pp. 51-71. 



Corporate Social Responsibility in European Developing Countries  

S. Pantic and F. Mesche 

 

 

 

113 

Ghauri, P. N./Grønhaug, K. (2005): Research methods in business studies: A practical 

guide (3rd ed.). Harlow, England: Financial Times Prentice Hall. 

Gioia, D.A./Pitre, E. (1990): Mulitparadigm perspectives on theory building, in 

Academy of Management Review, 15 (4), pp. 584-602. 

Godfrey, P.C./Merrill, C.B./Hansen, J.M. (2009): The relationship between corporate 

social responsibility and shareholder value: An empirical test of the risk management 

hypothesis, in Strategic Management Journal, 30, pp. 425-445. 

Grant, C. (1991): Friedman fallacies, in Journal of Business Ethics, 10, pp. 907-914. 

Grant, R. M. (2010): Contemporary Strategy Analysis (7 ed.). Chichester: John Wiley 

& Sons Ltd. 

Green, T./Peloza, J. (2011): How does corporate social responsibility create value for 

consumers? in Journal of Consumer Marketing, 28 (1), pp. 48–56.  

Griffin, J.J./Mohon, J.F. (1997): The corporate social performance and corporate 

financial performance debate: Twenty-five years of incomparable research, in Business 

& Society, 36 (1), pp. 5-31. 

Halme, M./Roome, N./Dobers, P. (2009): Corporate responsibility: Reflections on 

context and consequences, in Scandinavian Journal of Management, 25 (1), pp. 1-9. 

Hemingway, C.A./Maclagan, W.P. (2005): Managers’s personal values as drivers of 

corporate social responsibility, in Journal of Business Ethics, 50 (1), pp. 33-44. 

Henderson, D. (2002): Misguided virtues: False notions of corporate social 

responsibility, London: Institute of Economic Affairs. 

Husted, B./Allen, D. (2006): Corporate social responsibility in the multinational 

enterprise: Strategic and institutional approaches, in Journal of International Business 

Studies, 37 (6), pp. 838-849. 



Corporate Social Responsibility in European Developing Countries  

S. Pantic and F. Mesche 

 

 

 

114 

Jamali, D./Mirshak, R. (2007): Corporate social responsibility (CSR): Theory and 

practice in a developing country context, in Journal of Business Ethics, 72 (3), pp. 243-

262. 

Jenkins, R. (2005): Globalization, corporate social responsibility and poverty, in 

International Affairs, 81 (3), pp. 525-540. 

Kaufman, A./Tiantubtim, E./Pussayapibul, N./Davids, P. (2004): Implementing 

voluntary labour standards and codes of conduct in the Thai garment industry, in 

Journal of Corporate Citizenship, Spring 13, pp. 91-99. 

Kelly, M. (2001): The divine right of capital: Dethroning the corporate aristocracy, San 

Francisco: Berrett-Koehler. 

Klein, Naomi (2000): No Logo. New York: Picador. 

Kolk, A. (2005): Environmental reporting by multinationals from the triad: 

Convergence or divergence?, in Management International Review, 45 (Special Issue 

1), pp. 145-167. 

Kotler, P./Lee, N. (2005): Corporate social responsibility: doing the most good for 

your company and your cause. Hoboken: John Wiley & Sons Inc. 

Kuhn, T. (1970): The structure of scientific revolutions. Chicago: University of 

Chicago Press. 

Kurucz, E.C./Colbert, B.A./Wheeler, D. (2008): The business case for corporate 

social responsibility, in Crane, A./McWilliams, A./Moon, J./Siegel, D.S. (eds.), The 

Oxford handbook of corporate social responsibility, Oxford: Oxford University Press, 

pp.83-112. 

Lo, Kirwei (2010): Why Corporate Social Responsibility Matters Now-CSR makes for 

a better planet, improved policies and happier costumers, in wearablesmag.com, 

January,2010. 



Corporate Social Responsibility in European Developing Countries  

S. Pantic and F. Mesche 

 

 

 

115 

Marom, I.Y. (2006): Toward a unified theory of the CSP-CFP link, in Journal of 

Business Ethics, 67, pp. 191-200. 

McCracken, G. (1988): The long interview. Newbury Park, CA: Sage. 

McWilliams, A./Siegel, D.S. (2001): Corporate social responsibility: A theory of the 

firm perspective, in Academy of Management Review, 26 (1), pp. 117-127. 

McWilliams, A./Siegel, D.S./Wright, P.M. (2006): Corporate social responsibility: 

Strategic implications, in Journal of Management Studies, 43(1), pp. 1-18. 

Melé, D. (2008): Corporate social responsibility theories, in Crane, A./McWilliams, 

A./Moon, J./Siegel, D.S. (eds.), The Oxford handbook of corporate social responsibility, 

Oxford: Oxford University Press, pp. 47-82. 

Mesanovic, E. (2005): Corporate Social Responsibility: Leading aspects of CSR 

concept in Bosnia and Herzegovina. Thesis (Master). University of Sarajevo. 

Mohr, L.A., Webb, D.J., and Harris, K.E (2001): Do consumers expect companies to 

be socially responsible? The impact of Corporate Social Responsibility on Buying 

Behaviour, in The Journal of Consumer Affairs, 35(1), pp. 45-72. 

Mohr, L.A./Webb, D.J. (2005): The effects of corporate social responsibility and price 

on consumer responses, in The Journal of Consumer Affairs, 39 (1), pp. 121-147. 

Morsing, M./ Schultz M. (2006): Corporate Social Responsibility Communication: 

Stakeholder Information, Response and Involvement Strategies, in Business Ethics: A 

European Review 15(4), pp. 323–338. 

Muller, A./Kolk, A. (2008): CSR performance in emerging markets – Evidence from 

Mexico, in Journal of Business Ethics, 85 (2), pp. 325-337. 

Newman, I./Benz, C.R. (1998): Qualitative-quantitative research methodology: 

Exploring the interactive continuum. Carbondale, IL: Southern Illinois University Press. 



Corporate Social Responsibility in European Developing Countries  

S. Pantic and F. Mesche 

 

 

 

116 

Niebuhr, R. (1932): Moral man and immoral society, in New York: Charles Scribner's 

Sons. 

O’Rourke, D. (2003): Outsourcing regulation: Non-governmental systems of labor 

standards and monitoring, in Policy Studies Journal, 31 (1), pp. 1-29. 

Orlitzky, M./Schmidt, F.L./Rynes, S. (2003): Corporate social and financial 

performance A meta-analysis, in Organization Studies, 24 (3), pp. 526-538. 

Osterhus, T.L. (1997): Pro-social consumer influence strategies: when and how do 

they work?, in Journal of Marketing, 61, pp. 16-29. 

Paul Lee, M-D. (2008): A review of the theories of corporate social responsibility: Its 

evolutionary path and the road ahead, in International Journal of Management Reviews, 

10 (1), pp. 53-73.  

Peloza, J. (2006): Using corporate social responsibility as insurance for financial 

performance, in California Management Review, 48 (2), pp. 52-73. 

Peloza, J. (2009): The challenge of measuring financial impacts from investments in 

corporate social performance, in Journal of Management, 35 (6), pp. 1518-1541. 

Perez-Batres, L.A./Miller, V.V./Pisani, M.J. (2010):  CSR, sustainability and the 

meaning of global reporting for Latin American corporations, in Journal of Business 

Ethics, 91 (Supplement 2), pp. 193-209. 

Pomering, A./Dolnicar. S. (2009): Assessing the Prerequisite of Successful CSR 

Implementation: Are Consumers Aware of CSR Initiatives? in Journal of Business 

Ethics, 85, pp. 285–301. 

Porter, M.E./Kramer, M.R. (2006): Strategy and society: The link between 

competitive advantage and corporate social responsibility, in Harvard Business Review, 

December 2006, pp. 78-92. 



Corporate Social Responsibility in European Developing Countries  

S. Pantic and F. Mesche 

 

 

 

117 

Reichardt, C.S./Cook, T.D. (1979): Beyond qualitative versus quantitative methods. 

In: Cook, T.D. / Reichardt C.S. (eds.): Qualitative and quantitative methods in 

evaluation research, Beverly Hills, London, pp. 7-34. 

Rettab, B./Brik, A. B./Mellahi, K. (2008): A study of management perceptions of the 

impact of corporate social responsibility on organizational performance in emerging 

economies: The case of Dubai, in Journal of Business Ethics, 89 (3), pp. 371-390. 

Roman, R.M./Hayibor, S./Agle, B.(1999): The relationship between social and 

financial performance: Repainting a portrait, in Business in Society, 39 (4), pp. 397-418. 

Roome, N. (2004): Innovation, global change and new capitalism: A fuzzy context for 

business and the environment, in Human Ecology Review, 11 (3), pp.277-279. 

Ross, J. K., Larry T. P., and Stutts, M.A. (1992): Consumer Perceptions of 

Organizations That Use Cause-Related Marketing, in Journal of the Academy of 

Marketing Science, 20 (1), pp. 93–97. 

Russell, D.V./Russell, C.A. (2010): Here or there? Consumer reactions to corporate 

social responsibility initiatives: Egocentric tendencies and their moderators, in Market 

Lett, 21, pp. 65–81. 

Saljic, S. (2010): Iskazivanje korporativne drustvene odgovornosti u kompanijama u 

Bosni i Hercegovini. Thesis (Master). University of Sarajevo. 

Saunders, M./Lewis, P./Thornhill, A. (2007): Research methods for business students 

(4th Ed.). Harlow, England: Financial Times Prentice Hall. 

Scalet, S./Kelly, T.F. (2009): CSR rating agencies: What is their Global Impact?, in 

Journal of Business Ethics, 94 (1), pp. 69-88. 

Schwartz, M. S./Carroll, A. B. (2003): Corporate Social Responsibility: A Three-

Domain Approach, in Business Ethics Quarterly, 13(4), pp. 503-530. 



Corporate Social Responsibility in European Developing Countries  

S. Pantic and F. Mesche 

 

 

 

118 

Sethi, S.P. (1975): Dimensions of corporate social performance: An analytical 

framework, in California Management Review, 17 (3), pp. 58-64. 

Snider, J,/Hill,R.P./Martin D. (2003): Corporate social responsibility in the 21st 

century:  A view from the world’s most successful firms, in Journal of Business Ethics, 

48 (2), pp. 175-187. 

Sorell, T./Hendry, J.(1994): Business ethics, Oxford: Butterworth-Heinemann. 

Spahic, S. (2006): Drustvena odgovornost kompanija: Empirijska studija stavova 

menedzera prema drustvenoj odgovornosti kompanija u Bosni i Hercegovini. Thesis 

(Master). University of Sarajevo.  

Swanson, D.L. (1995): Addressing a theoretical problem by reorienting the corporate 

social performance model, in Academy of Management Review, 20 (1), pp, 43-64. 

Tan, J. (2009): Institutional structure and firm social performance in transitional 

economies: Evidence of multinational corporations in China, in Journal of Business 

Ethics, 86 (2), pp. 171-189. 

Tihi, B./Cicic, M./Brkic, N. (2006): Marketing 3rd edition, Sarajevo, Ekonomski 

Fakultet u Sarajevu.  

Trudel, R./Cotte, J. (2008): Corporate reputation: Does being ethical pay? in The Wall 

Street Journal, (12 May), R1. 

UN (2006): Millennium Development Goals Report 2006, Brussels: United Nations. 

Utts, J.M./Heckard, R.F. (2005): Statistical ideas and methods, Duxbury Press. 

VanderStoep, S.W./Johnson, D.D. (2009): Research Methods for Everyday Life: 

Blending Qualitative and Quantitative Approaches (Research Methods for the Social 

Sciences), Jossey Bass. 

Van Osterhout, J.H. (2005): Corporate citizenship: An idea whose time has not yet 

come, in Academy of Management Review, 30 (4), pp. 677-681. 

http://www.amazon.com/Scott-W.-VanderStoep/e/B001IZX6IE/ref=ntt_athr_dp_pel_1
http://www.amazon.com/Scott-W.-VanderStoep/e/B001IZX6IE/ref=ntt_athr_dp_pel_1
http://www.amazon.com/s/ref=ntt_athr_dp_sr_2?_encoding=UTF8&sort=relevancerank&search-alias=books&field-author=Deidre%20D.%20Johnson


Corporate Social Responsibility in European Developing Countries  

S. Pantic and F. Mesche 

 

 

 

119 

Visser, W. (2008): Corporate Social Responsibility in Developing Countries, in A. 

Crane, A. McWilliams, D. Matten, J. Moon & D. Siegel (eds.), The Oxford Handbook 

of Corporate Social Responsibility, Oxford: Oxford University Press, pp. 473-479.  

Vitell, S./Paolillo (2004): A cross-cultural study of the antecedents of the perceived 

role of ethics and social responsibility, in Journal of Business Ethics, 13 (2/3), pp. 185-

191. 

Waddock, S.A./Bodwell, C./Graves, S.B. (2002): Responsibility: The new business 

imperative, in Academy of Management Executive, 16 (2), pp. 132-147. 

WBCSD (2000): Corporate social responsibility: Making good business sense. Geneva: 

WBCSD. 

Webb, W.H./Beals, A.R./White, C.M. (1986): Sources of information in the social 

sciences: A guide to the literature (3rd ed.). Chicago: American Library Association. 

Welford, R. (2004): Corporate social responsibility in Europe, North America and 

Asia: 2004 survey results, in Journal of Corporate Citizenship, 17 (1), pp. 33-52. 

Windsor, D. (2001): Corporate citizenship: Evolution and interpretation, in Andriof 

and McIntosh, pp. 39-52. 

Yang, F.J./Lin, C.W./Chang, Y.N. (2010): The linkage between corporate social 

performance and corporate financial performance, in African Journal of Business 

Management, 4 (4), pp. 406-413. 

 

Internet: 

CIA- The World Factbook (2001): Bosnia and Herzegovina,                                  

online in internet: https://www.cia.gov/library/publications/the-world-

factbook/geos/bk.html#,             

access on: 2011-04-03. 



Corporate Social Responsibility in European Developing Countries  

S. Pantic and F. Mesche 

 

 

 

120 

Corporate Social Responsibility (CSR) (2011): CSR questionnaire for companies, 

online in internet: http://csr-net.org/limesurvey/index.php?sid=85655&lang=en,                                                                                         

access on: 2011-01-20. 

European Commission (2011): Small and medium-sized enterprises (SMEs) – SME 

definition,                                                                                                                     

online in internet: http://ec.europa.eu/enterprise/policies/sme/facts-figures-analysis/sme-

definition/index_en.htmm,                      

access on: 2011-05-10. 

International Monetary Fund (IMF) (Ed.) (2010): World Economic Outlook (WEO) 

– Recovery, risk and rebalancing,           

online in internet: http://www.imf.org/external/pubs/ft/weo/2010/02/pdf/text.pdf,                                  

access on: 2011-03-11. 

OECD (Ed.) (2005): Corporate responsibility practices of emerging market companies 

– A fact finding study – Working paper 2005/3,                                                               

online in internet: http://www.oecd.org/dataoecd/29/38/35666512.pdf,                                                                  

access on: 2011-01-30. 

Statistika obrazovanja (2011): Education statistics,                  

online in internet: http://www.bhas.ba/saopstenja/EDU_2009_001_01-hr.pdf,   

access on: 2011-04-15. 

The Heritage Foundation (2011): Bosnia and Herzegovina,                                         

online in internet: http://www.heritage.org/index/Country/BosniaHerzegovina,       

access on: 2011-04-04. 

The World Bank (2004): Bosnia and Herzegovina post conflict reconstruction and the 

transition to a market economy,           

online in internet: http://www.oecd.org/dataoecd/22/62/35282080.pdf,     

access on 2011-03-25. 



Corporate Social Responsibility in European Developing Countries  

S. Pantic and F. Mesche 

 

 

 

121 

The World Bank (2011): Bosnia and Herzegovina,                   

online in internet: http://data.worldbank.org/indicator/NY.GDP.PCAP.CD,        

access on: 2011-04-12. 

The World Bank (Ed.) (2011): 2009 list of developing countries,                               

online in internet: http://www.icce2010.org/docs/developingCountries.pdf,                                         

access on: 2010-12-19.             

United Nations (UN) major statements (2011): Kofi Annan’s address to world 

economic forum in Davos,            

online in internet: 

http://www.un.org/News/ossg/sg/stories/statments_search_full.asp?statID=22,                                                                

access on: 2011-03-25. 

United Nations Development Program (UNDP) (2003): Bosnia and Herzegovina 

Human Development Report/ Millennium Development Goals 2003,       

online in internet: 

http://www.undp.ba/Upload/SC/NHDR%20on%20MDGs%20eng.pdf,      

access on: 2011-03-23. 

United Nations Development Program (UNDP) (2008): Bosnia and Herzegovina,     

online in internet: http://www.undp.ba/Upload/SC/INFO%20PACK%202008.pdf, 

access on: 2011-03-23. 

United Nations Development Program (UNDP) (2008): The UNDP study on 

corporate social responsibility (CSR) in Bosnia and Herzegovina – Study report,   

online in internet: http://www.odgovornost.ba/img/download/J3j2YmxfZGFoO4HF.pdf, 

access on: 2011-02-25. 

United Nations Development Program (UNDP) – Bosnia and Herzegovina (2009): 

Corporate social responsibility in Bosnia and Herzegovina: Towards improvement of 

competitiveness and sustainable development,                                                               



Corporate Social Responsibility in European Developing Countries  

S. Pantic and F. Mesche 

 

 

 

122 

online in internet: http://www.undp.ba/index.aspx?pid=7&rid=502,                                                                     

access on: 2011-02-09. 

US Department of State (2011): Bosnia and Herzegovina,                     

online in internet: http://www.state.gov/r/pa/ei/bgn/2868.htm#econ,                

access on: 2011-03-26. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Corporate Social Responsibility in European Developing Countries  

S. Pantic and F. Mesche 

 

 

 

123 

Appendix 

Appendix 1: Company questionnaire 

Appendix 2: Consumer questionnaire 

Appendix 3: Company information 

Appendix 4: Means regarding what CSR in a company should include 

Appendix 5: Incentives that encourage companies to involve in CSR 

Appendix 6: Obstacles to the implementation of CSR 

Appendix 7: Means regarding statements of CSR 

Appendix 8: Means regarding CSR communication 

 

 

 

 



Corporate Social Responsibility in European Developing Countries  
S. Pantic and F. Mesche 

 

124 

Appendix 1: Company questionnaire  
 

Corporate social responsibility questionnaire for companies 
 

 
Dear Sir or Madame,                                              Linköping, March 1st 2011 
 
We are two Master students in Business Administration from Linköping University in 
Linköping, Sweden, and are writing our master thesis with the topic  “A framework for 
Corporate Social Responsibility (CSR) in developing countries - An example of CSR in 
Bosnia and Herzegovina”. 
                                                                                                                            
Since we are planning to do an empirical study, our aim is to get first-hand insights from both 
consumers and companies involved in CSR and find out how they are understanding and 
handling CSR activities. Our ultimate goal is to find out how far Bosnia and Herzegovina 
(BiH) is developed regarding CSR and give suggestions on how to improve the current 
situation in your country. Especially by getting valuable insights from consumers we can 
help companies to better tailor their CSR activities towards consumers’ needs. 
 
Your input would enrich our master thesis significantly – and we can happily offer you to 
read our thesis once we are finished! Maybe this way you can also benefit by gaining 
important insights into CSR in your country! We would appreciate it a lot if you could take a 
few minutes and fill out the questionnaire below. 
 
In case you would like to give us additional information which is not covered by the survey 
questions, please use the box for comments and feedback at the end of the document.  
 
Thank you so much for your efforts and support in advance! 
 
IMPORTANT NOTE:  
If your company engages in CSR, please fill out ALL parts 1-4!  
If you do not in involve in CSR – then please fill out all parts except part 3. 
 
Best regards, 
 
Svjetlana Pantic (e-mail: svjepa008@student.liu.se, mobile: +46 -73 71 79 471) 
 
Franziska Mesche (e-mail: frame728@student.liu.se, mobile: +46 - 70 44 20 741) 
 
 
 
 
 
 
 
 
 

mailto:svjepa008@student.liu.se
mailto:frame728@student.liu.se
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Part I: Background information 
Please give us some background about the company you work in! 
 
1. What is the name of your company?  
 
 
2. Which of the following best describes the industry sector your company operates in?  

 Finance, securities and insurances  
 Consulting services 
 Automotive   
 Food and consumer goods   
 High tech and consumer electronics   
 Textiles and clothing   
 Construction and building materials   
 Oil or gas   
 Mining   
 Life Sciences and pharmaceutical manufacturing   
 Forestry, pulp and paper   
 Wholesale trade   
 Retail  
 Industrial manufacturing   
 Tourism   
 Transportation and transportation services   
 Telecommunications  
 Other Please Specify:   

 
3. How many people work in your company? 

 < 50 
 50-249 
 250-449 
 450-649 
 650-850 
 > 850 

 
4. How is the ownership structure of your company? 

 Public 
 Pivate 
 NPO/NGO 
 Other Please Specify:  

 
5. Is your company multinational?  

 Yes 
 No  
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6. In how many other countries are you present? 
If you answered “Yes” on the previous question 

 <5 
 5-9 
 10-14 
 15-20 
 > 20 

 
Part II: CSR understanding 
 
7. What is your personal understanding of Corporate Social Responsibility (CSR)  
and responsible business practices? What activities/initiatives do they include?  
Please briefly list them with a brief description in the box below 
 
 
 
8. In which of the following areas do you see the main responsibility of business? (Please 
only choose 1 of the below possibilities) 
Economic: Activities which have an indirect or direct positive economic impact on the 
company that is e.g. profit maximization. Legal: Conforming to the law. Ethical: Ethical 
responsibilities of business as expected by relevant stakeholders and the general population. 

 Only economic responsibilities 
 Only legal responsibilities  
 Only ethical responsibilities  
 Economic and ethical responsibilities 
 Economic and legal responsibilities  
 Legal and ethical responsibilities 
 Economic and legal and ethical responsibilities  

 
9. In your opinion, CSR in a company should: 
1= Strongly disagree 5= Strongly agree 
 1 2 3 4 5 

include giving money away for community 
development 

     

be part of every area/function of business      
focus on preserving the environment      
focus on employee rights and wellbeing      
serve as a sustainable competitive advantage      
conform to the law (e.g. paying taxes, no 
corruption) 

     

focus on profit maximization      
 
10. How did you first learn about Corporate Social Responsibility? 

 Through university education 
 From other companies 
 Through UN Global Compact 
 Through media 
 Through business associations  



Corporate Social Responsibility in European Developing Countries  
S. Pantic and F. Mesche 

 

127 

 Through local NGOs 
 Other Please Specify: 

 
11. In your opinion, what impact does CSR have on the following issues?  
Please mark each issue with either Negative/ No impact/ Positive 
 Negative No impact Positive 
Operational costs    
Risk management    
Innovation    
Market access    
Company reputation    
Customer satisfaction    
Brand awareness    
Government relations    
Investor relations    
 
12. Do you think that companies in BiH act socially responsible? 
1= To no extent 5= To a large extent 

 1  2  3  4  5 
 
13. In your opinion, how could Bosnia and Herzegovina as a country benefit from CSR 
activities undertaken by companies? 
Please briefly state in the box below 
 
 
 
14. What incentives would encourage your company to implement CSR practices?  
Please mark all appropriate alternatives 

 Government financial incentives   
 Free/subsidized counselling     
 Award schemes   
 Sponsored participation in fairs    
 Partnerships with larger firms  
 Facilitated participation in business networks    
 Other Please Specify: 

 
15. Which are the biggest obstacles in your opinion to integrate CSR in your business? 
Please mark all issues relevant to you 

 Lack of human resources     
 Lack of employee motivation  
 Lack of time   
 Unavailability of technology    
 Lack of CSR know-how 
 No support from top management     
 Lack of funds      
 No benefits expected from CSR      
 Other Please Specify: 
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III CSR involvement  
Only companies that have implemented CSR should answer this section of the questionnaire 
 
16. In your opinion, which activities or policies exist in your company that belong to the 
CSR domain?  
Please list them shortly with a brief description and decreasing priority in the box below 
 
 
 
17. What is your company’s motivation to involve into CSR?  
Please briefly state in the box below 
 
 
 
18. Do you have a specific part of your budget dedicated to CSR related issues? 

 Yes 
 No 

 
19. Do you have staff in your company in charge of CSR related issues? 

 Yes 
 No 

 
20. Please explain why not 
If you answered “No” on the previous question 

 Lack of financial resources 
 Lack of human resources 
 Lack of time 
 There is no need  
 Other Please Specify: 

 
21. How important is CSR for your business’ overall success?  
1= Not important at all 5= Very important 

 1  2  3  4  5 
 
22. Please briefly explain why/why not 
Motivate your answer from the previous question 
 
 
 
23. Is CSR aligned to your core business? 

 Yes 
 No 

 
24. Please briefly state in which ways you align CSR to your core business 
If you answered “Yes” on the previous question 
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25. Do you communicate your CSR activities to your stakeholders (e.g. shareholders, 
customers, employees, government, investors)? 

 Yes 
 No 

 
26. In which ways/how? 
If you answered “Yes” on the previous question  
 
 
 
27. Do you think that your consumers are aware of your CSR activities? 
1= To no extent 5= To a large extent 

 1  2  3  4  5 
 
28. Do you think that your customers are interested in your CSR activities? 

 Yes 
 No 

 
29. To which extent to you agree with the following statements? CSR should be 
communicated to… 
1= Strongly disagree 5= Strongly agree 
 1 2 3 4 5 
...consumers      
...shareholders      
...employees      
...suppliers      
...community      
...goverment       
 
30. To which extent do you agree with the following statements? 
1= Strongly disagree 5= Strongly agree 
 1 2 3 4 5 
CSR should be strategically 
integrated into the business 

     

CSR is strategically integrated into 
our business 

     

CSR is not important for our 
business 

     

CSR is only a small part of our 
business 

     

CSR is not a part of our business       
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Part VI: Personal information 
Now, in order to help us classify your answers and to make our statistical comparisons, would 
you mind telling us: 
 
31. What is your position in the company? 
 
 
32. Gender 

 Male 
 Female  

 
33. Age 

 < 30 
 30-34 
 35-39 
 40-44 
 45- 50 
 > 50 

 
34. If you have any additional comments or feedback, please state in the box below: 
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Appendix 2: Consumer questionnaire 
 

Corporate social responsibility questionnaire for students 
 
Dear students,                       Linköping, March 1st 2011 
 
We are two Master students in Business Administration from Linköping University in 
Linköping, Sweden, and are writing our master thesis with the topic  “A framework for 
Corporate Social Responsibility (CSR) in developing countries - An example of CSR in 
Bosnia and Herzegovina”. 

Since we are planning to do an empirical study, our aim is to get first-hand insights from both 
consumers and companies involved in CSR and find out how they are understanding and 
handling CSR activities. Our ultimate goal is to find out how far BiH is developed regarding 
CSR and give suggestions on how to improve the current situation in your country. Especially 
by getting valuable insights from consumers we can help companies to better tailor their CSR 
activities towards consumers’ needs. 

Your input would enrich our master thesis significantly – and we can happily offer you to 
read our thesis once we are finished! Maybe this way you can also benefit by gaining 
important insights into CSR in your country! We would appreciate it a lot if you could take a 
few minutes and fill out the questionnaire below. 

Thank you so much for your efforts and support in advance! 

Best regards, 

Svjetlana Pantic (e-mail: svjepa008@student.liu.se) 

Franziska Mesche (e-mail: frame728@student.liu.se) 

 
Part I: Background information: 
 
1. What are you studying? 
 
 
2. On which level do you study? 
 

 Bachelor  Master  PhD/Doctoral Studies Other:  
 
3. In which city do you study? 
 
 
4. Gender 

 Male 
 Female  

 
 

mailto:svjepa008@student.liu.se
mailto:svjepa008@student.liu.se
mailto:svjepa008@student.liu.se
mailto:svjepa008@student.liu.se
mailto:svjepa008@student.liu.se
mailto:svjepa008@student.liu.se
mailto:svjepa008@student.liu.se
mailto:frame728@student.liu.se
mailto:frame728@student.liu.se
mailto:frame728@student.liu.se
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5. Age 
 
 
Part II: Main part 
 
6. Do you think businesses in Bosnia and Herzegovina are responsible towards their 
employees and society? 

 Yes 
 No 

 
7. In which of the following ways do you think businesses are responsible? 
 If you answered “Yes” on the previous question, please choose all the relevant answers 

 Maximizing shareholders’s value 
 Complying with law and regulation 
 Contribute to charitable organizations 
 Participating in community services 
 Upholding human rights and minimizing discrimination 
 Other Please Specify:  

 
8. In your opinion, in which of the following ways do you think businesses in BiH 
SHOULD be responsible?  
Please choose all the relevant answers  

 Maximizing shareholders’s value: 
 Complying with law and regulation: 
 Contribute to charitable organizations: 
 Participating in community services: 
 Upholding human rights and minimizing discrimination: 
 Other Please Specify:  

 
9. In which of the following areas do you see the main responsibility of business in BiH?  
Economic: Activities which have an indirect or direct positive economic impact on the 
company, that is e.g. profit maximization. Legal: Conforming to the law. Ethical: Ethical 
responsibilities of business as expected by relevant stakeholders (include e.g. a company’s 
employees, consumers, shareholders) and the general population. 

 Only economic responsibilities 
 Only legal responsibilities  
 Only ethical responsibilities  
 Economic and ethical responsibilities 
 Economic and legal responsibilities  
 Legal and ethical responsibilities 
 Economic and legal and ethical responsibilities 

 
10. How did you first learn about CSR? 

 Through education   
 Through friends 
 Through media 
 Through local NGOs 
 I don’t know what CSR is 
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 Other Plese Specify:  
 
11. When buying a certain product from a company, how important for you is it to know 
that this company acts responsibly? 

 Very important and I make sure to choose only those products from companies that act in 
a responsible way, i.e. treat their employees right, take care of the environment and conform 
to the law etc. 

 It is important that companies act responsibly, but that does not affect my buying decision 
 Not important, when I go shopping, I only care about the price of the product 
 Other Plese Specify:  

 
12. Do you know companies in BiH that act responsibly? 

 I know many companies in BiH that act responsibly 
 I know a few companies in BiH that act responsibly 
 I don’t know any companies in BiH that act responsibly 

 
13. Would you like to get information about responsible behavior of companies? 

 Yes 
 No 

 
14. In which of the following ways would you like to get the information? 
If you answered “Yes” on the previous question, please choose all the relevant answers  

 Company website 
 Annual reports 
 Company reports dedicated to responsible behaviour 
 Media (TV advertisement, radio, newspaper/magazine etc.) 
 Other Plese Specify: 

 
15. What is your personal attitude towards companies in BiH? 

 They only care about generating money and nothing else is important to them 
 They mostly care about generating money, but also act to some extent responsible towards 

society and their environment 
 They care equally about making money and acting responsibly 
 They mainly focus on acting responsibly 

 
16. Do you trust companies in BiH in general? 

 Yes 
 No 

 
17. How could companies in BiH improve the image you have towards them?  
If you answered “No” on the previous question, please choose all relevant answers 

 By treating their employees right 
 By taking care of the environment 
 By supporting their community 
 By conforming to law 
 By creating more shareholder value. 
 Other Plese Specify: 
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18. How important is it for you to work for a company that acts responsibly compared 
to a company that does not – other things being equal (if you would get the same salary, 
working conditions etc.)? 
1= Not important at all 5 = Very important  

 1  2  3  4  5 
 
19. Could a company which acts responsibly improve your attitude towards it? 

 Yes 
 No  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



Corporate Social Responsibility in European Developing Countries  
S. Pantic and F. Mesche 

 

135 

 
Appendix 3: Company information 
 
COMPANY INDUSTRY NUMBER OF 

EMPLOYEES 
TURNOVER THE PERSON 

WHO 
ANSWERED 
THE 
SURVEY 

Aluminij d.d. 
Mostar 

Aluminum, 
Industrial 
manufacturing 

>850 $  380.904.240 PR manager  

Mercator BH 
d.o.o 

Food and consumer 
goods  

650-850 $  4.148.301.973 
(Mercator Group) 
Data for BiH 
alone is not 
available  

HR, legal and 
general affairs 
manager  

Udruženje 
građana Plava 
Sfera 

NGO <50 Non-profit 
organization 

CEO 

Širbegović grupa Construction and 
building materials 

450-649 The company 
wishes to keep 
the data 
confidential 

Marketing 
manager 

Ericsson BH Telecommunications <50 $ 25.187.193 Managing 
director  

Ping d.o.o. IT 50-249 The company 
wishes to keep 
the data 
confidential 

Marketing 
manager  

Agencija MaŠta NGO <50 Non-profit 
organization 

CEO 

Merkur BH 
osiguranje 

Finance, securities 
and insurances 

<50 $ 15.150.596 Sales and 
marketing 
manager  

Podravka d.o.o. Food and consumer 
goods  

50-249 $ 51.855.986 Marketing 
manager  

Sin Sol d.o.o. Construction and 
building materials  

50-249 $ 5.757.226 HR manager 

Nobil Industrial 
manufacturing  

50-249 The company 
wishes to keep 
the data 
confidential 

CEO 

Sisecam Soda 
Lukavac d.o.o. 

Industrial 
manufacturing  

450-649 The company 
wishes to keep 
the data 
confidential 

HR manager 
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Tonadach Bosna i 
Hercegovina 

Construction and 
building materials, 
Wholesale trade 

<50 $  11.185.008 CEO 

Bolji posao d.o.o. Internet marketing  <50 The company 
wishes to keep 
the data 
confidential 

CEO 

UniCredit Bank 
d.d. 

Finance, securities 
and insurances 

>850 $  143.885.111 PR manager 

Raiffeisen Bank 
d.d.  

Finance, securities 
and insurances 

>850 $ 355.480.422 Marketing 
research 
manager 

Fabrika duhana 
Sarajevo 

Food and consumer 
goods  

250-449 $  65.194.366 Marketing 
manager 

BH Telecom Telecommunications >850 $ 456.670.050 PR and CSR 
manager 

Pristop BH Consulting services  <50 The company 
wishes to keep 
the data 
confidential 

Account 
manager and 
Senior 
Consultant  

Telekomunikacije 
RS a.d.  

Telecommunications >850 The company 
wishes to keep 
the data 
confidential 

PR manager 

Bosnalijek d.d Life Sciences and 
pharmaceutical 
manufacturing   

450-649 $  73.391.722 PR manager  

MKF Lider Finance, securities 
and insurances 

<50 The company 
wishes to keep 
the data 
confidential 

CEO 

Pharmamed  Life Sciences and 
pharmaceutical 
manufacturing   

50-249 The company 
wishes to keep 
the data 
confidential 

CEO 

Nova banka a.d. 
Banja Luka 

Finance, securities 
and insurances 

250-449 $ 67.856.352 CEO 
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Energoinvest d.d. 
Sarajevo 

Construction and 
building materials, 
Oil and gas, 
Telecommunications  

650-850 $  256.136.545 Member of the 
Board for 
quality 
management 
systems, 
environmental 
protection, 
health and 
safety, and 
CSR 

Unis Elektronik  Industrial 
manufacturing  

<50 $  610.006 CEO 

DHL 
International 
d.o.o. Sarajevo 

Transportation 
services 

<50 Between               
$ 1.500.000 and   
$ 7.500.000 
 
The company 
wishes to keep 
exact value  
confidential 

Commercial 
Manager  

Unis 
Telekomunikacije 
d.d., Mostar 

Telecommunications  <50 $ 8.883.047 Financial 
manager  

Bosna Sunce 
Osiguranje d.d.  

Finance, securities 
and insurances 

50-249 The company 
wishes to keep 
the data 
confidential 

Employee 

TSE d.d. Mostar, 
Tvornica 
specijalnih 
elektroda 

Industrial 
manufacturing  

<50 $ 357.050 CEO 

Prevent BH  Automotive  >850 The company 
wishes to keep 
the data 
confidential 

Supply chain 
associate and 
CSR 
representative 

Profine BH Construction and 
building materials, 
Wholesale trade 

<50 The company 
wishes to keep 
the data 
confidential 

Marketing 
manager  

Development 
Studio 

Consulting services  <50 The company 
wishes to keep 
the data 
confidential  

Marketing 
manager  

Contact Adria 
d.o.o. 

Tourism  <50 The company 
wishes to keep 
the data 
confidential 

CEO 

MKD Zdravo Finance, securities 
and insurances 

<50 $  644.564 CEO 
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Appendix 4: Means regarding what CSR in a company 
should include 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Report 

 

CSR in a 
company 
should: 
include 
giving 
money 
away for 
community 
develop-
ment 

 

CSR in a 
company 
should: be 
part of every 
area/ 
function of 
business 
 
 
 
 

CSR in a 
company 
should: 
focus on 
preserving 
the 
environment 
 
 
 
 

CSR in a 
company 
should: 
focus on 
employee 
rights and 
wellbeing 
 
 
 
 

CSR in a 
company 
should: 
serve as a 
sustainable 
competitive 
advantage 
 
 
 
 

CSR in a 
company 
should: 
conform to 
the law (e.g. 
paying 
taxes, no 
corruption) 
 
 
 

CSR in a 
company 
should: 
focus on 
profit 
maximi-
zation 
 
 
 
 

Mean 3.97 
 

4.53 4.69 4.67 4.33 4.78 3.67 

N 36 
 

36 36 36 36 36 36 

Std. 
Deviation 

1.134 .774 .577 .535 1.042 .540 .986 
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Appendix 5: Incentives that encourage companies to 
involve in CSR 
 
$Iicsr Frequencies 

 Responses Percent of 
Cases N Percent 

Incentives to implement 
CSRa 

Incentives to implement 
CSR: Government financial 
incentives   
 

16 18.2% 44.4% 

Incentives to implement 
CSR:  Free/subsidized 
counselling     
 

10 11.4% 27.8% 

Incentives to implement 
CSR: Award schemes  
  

15 17.0% 41.7% 

Incentives to implement 
CSR: Sponsored 
participation in fairs    
 

4 4.5% 11.1% 

Incentives to implement 
CSR: Partnerships with 
larger firms 
 

18 20.5% 50.0% 

Incentives to implement 
CSR: Facilitated participation 
in business networks   
  

19 21.6% 52.8% 

Incentives to implement 
CSR: Other 
 

6 6.8% 16.7% 

Total 88 100.0% 244.4% 
a. Dichotomy group tabulated at value 1. 
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Appendix 6: Obstacles to the implementation of CSR 
 
$Oicsr Frequencies 

 Responses Percent of 
Cases N Percent 

Obstacles to integrate CSRa Obstacles to integrate CSR: 
Lack of human resources 
     

12 16.0% 34.3% 

Obstacles to integrate CSR: 
Lack of employee motivation 
 

6 8.0% 17.1% 

Obstacles to integrate CSR: 
Lack of time   
 

5 6.7% 14.3% 

Obstacles to integrate CSR: 
Unavailability of technology  
   

3 4.0% 8.6% 

Obstacles to integrate CSR: 
Lack of CSR know-how 
 

14 18.7% 40.0% 

Obstacles to integrate CSR: 
No support from top 
management     
 

5 6.7% 14.3% 

Obstacles to integrate CSR: 
Lack of funds      
 

18 24.0% 51.4% 

Obstacles to integrate CSR: 
No benefits expected from 
CSR      
 

8 10.7% 22.9% 

Obstacles to integrate CSR: 
Other 
 

4 5.3% 11.4% 

Total 75 100.0% 214.3% 

. Dichotomy group tabulated at 1. value 
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Appendix 7: Means regarding statements of CSR 
 
Report 

 

Statements 
CSR: CSR  
SHOULD be 
strategically 
integrated 
 

Statements 
CSR: CSR IS 
strategically 
integrated 
 
 

Statements 
CSR: CSR is 
not important for 
our business 
 

 

Statements 
CSR: CSR is 
only small part 
of our business 
 
 

Statements 
CSR: CSR is 
not a part of our 
business 
 
 

Mean 4.74 
 

4.42 1.27 1.62 1.12 

N 27 
 

26 26 26 26 

Std. Deviation .526 
 

.703 .827 1.023 .431 
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Appendix 8: Means regarding CSR communication 
 
Report 

 

Statements of 
how CSR 
should be 
communi-
cated: 
Consumers 
 

Statements of 
how CSR 
should be 
communi-
cated: 
Shareholders 
 

Statements of 
how CSR 
should be 
communi-
cated: 
Employees 

 

Statements of 
how CSR 
should be 
communi-
cated: 
Suppliers 
 

Statements of 
how CSR 
should be 
communi-
cated: 
Community 
 

Statements of 
how CSR 
should be 
communi-
cated: 
Government 
 

Mean 4.56 
 

4.46 4.67 4.33 4.78 4.33 

N 27 
 

26 27 27 27 27 

Std. 
Deviation 

.641 .859 .555 .961 .506 .832 
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