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Abstract: The concept that organisations consider social and environmental interests and relationships at the strategy-
building stage has been around for many years. The first definition of CSR dates back to the 1970s. It was created by the 
American economist Archie Carroll. His theory was presented as a pyramid of CSR, with economic responsibility as the base 
and legal, ethical and philanthropic responsibility as the next tiers. The foundations of modern CSR are the principles 
formalised in 2010 as the ISO 26000 standard. The dynamic development of the concept has gone beyond the level of good 
practice and has become an obligation for many businesses as reflected in mandatory non-financial reports. In order for the 
CSR strategy to benefit companies and society, knowledge about it should be widely known The purpose of the article is to 
show what is the level of understanding of corporate social responsibility (CSR) in society. Corporate social responsibility is 
a management strategy designed for society. It is a concept analyzed in many academic centers around the world. The 
assumptions of this strategy are also familiar to most managers of organizations. The word society is repeated many times 
in its definition. The basis of this concept is concern for people. Many organizations take on the challenge of making profits 
while respecting human resources and the environment, for social and economic sustainability. The strategy is aimed at 
employees, local communities and the environment in which people live. Therefore, it is necessary to ask how the state of 
knowledge about CSR among the main addressees of the strategy. The article will present the results of the research of the 
first stage of testing the understanding of the concept. Understanding of the concept of CSR in society will be carried out 
using a survey conducted among a group of students at Częstochowa University of Technology. In the next stages, it is 
planned to extend the survey to larger social groups. People as the starting points of the entire CSR concept should be aware 
of what this rapidly growing economic trend is. But, are they? What is their knowledge in this area? Without an 
understanding of the concept in society, it will remain only an element of the scientific community's discourses or an element 
of companies' PR.  
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1. Introduction 
Global economic development based on sustainability is only possible through broadly understood knowledge 
(Krawczyk, 2024). The term sustainability is the result of understanding the three aspects: social, environmental, 
and economic, taking into account the costs of current decisions for future generations. Sustainability is a 
contemporary and current issue recognized by researchers (Al-Ali Mubarak, Gorgenyi-Hegyes and Fekete-Farkas, 
2020) and is the main derivative of this concept for business. Corporate Social Responsibility (CSR), as an issue 
at the intersection of management, economics and ethics, is an extremely capacious category that can be 
considered in many dimensions: from social, to environmental, to political (public), to market (Otola and Tylec, 
2016). The communication of an organisation's performance in its economic, social, and environmental 
dimensions to the concerned parties is the principal function of the CSR reporting process. In this way, an 
enterprise demonstrates the effectiveness of its actions in the area of social responsibility management. Thus, 
the CSR reporting should be part of the process of creating an organisation's strategy, implementation of its 
action plans (Krištofik, Lament and Musa, 2016). Entrepreneurs should invest in CSR and seek to improve the 
quality of their relationships with their funders(Mastrangelo, Cruz-Ros and Miquel-Romero, 2019). Sustainable 
development should be a core principle of long-term development, both for countries or organisations and for 
companies. In the private sector, the concept of corporate social responsibility (CSR) is an important, if not the 
most important, pillar in the process of implementing sustainable development. Knowledge is increasingly 
important in the management process in today's economy. It serves as a strategic resource of the organization 
(Piersiala, 2014). CSR has been shown to be an effective means of doing well for the environment and society 
(Rupp and Mallory, 2015). 

According to the Global Reporting Initiative, a CSR report can be defined as: “A sustainability report is a report 
published by a company or organization about the economic, environmental and social impacts caused by its 
everyday activities. A sustainability report also presents the organization’s values and governance model, and 
demonstrates the link between its strategy and its commitment to a sustainable global economy.” 

A whole group of related issues can be identified, such as sustainable development, regenerative value creation, 
greenwashing, European Green Deal, ESG (Environmental, Social and Governance). And although the issues 
listed here do not exhaust the group of related issues, this study will test the understanding of the concepts 
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listed. Sustainable development (Liu et al., 2013; Yadavl et al., 2023) is one of hot issue under the current 
background of resources and environmental crises. Other well knowne – ESG (Environmental, social, and 
governance), is a set of aspects, including environmental issues, social issues and corporate governance that can 
be considered in investing (Sabbaghi, 2024). Regenerative Value Creation (or regenerative business models) is 
the new logic for the urgently needed regenerative economy. It integrates economic success with regenerative 
impact for people and planet, and equitably benefits all stakeholders, including shareholders and Nature 
(Konietzko, Das and Bocken, 2023). Implementing Regenerative Value Creation is both a challenge and a 
tremendous opportunity, as demonstrated by the following corporate examples. It requires fundamental 
transformation as well as pragmatic transition as companies need to stay profitable while fundamentally 
reinventing their business models. Greenwashing (Sundarasen, Zyznarska-Dworczak and Goel, 2024; Todaro and 
Torelli, 2024) is the process of conveying a false impression or misleading information about how a company’s 
products are environmentally sound. Greenwashing involves making an unsubstantiated claim to deceive 
consumers into believing that a company’s products are environmentally friendly or have a greater positive 
environmental impact than they actually do. 

2. Literature Review 
Corporate social responsibility is a trend in the economic space that have been developing some time now. 
Recent years have given rise to the academic discourse of this issue. This shows literature review (Sofian, Mohd-
Sabrun and Muhamad, 2022; Bhargava and Ligade, 2023; Effah et al., 2023). To see how widespread CSR 
considerations are, type the term in the Web of Science search. This brings up more than 40,000 publications 
from a wide range of scientific disciplines. The oldest date back to 1975 (Clark, 1975; Denham, 1975; Gavin and 
Maynard, 1975; Mason and Maxwell, 1975). Since the 2000s, the subject has become increasingly popular. 
Today, more than 4,000 new publications are added to the WoS database every year. These are mainly academic 
articles. The dominant WoS categories include economics, management and environmental studies. Primarily, 
the general analysis of the research shows exponential growth in the interest of the scientific community, 
derived from the continuous growth of articles, authors, and citations (Fernandez-Gago, Cabeza-Garcia and 
Godos-Diez, 2020). 

However, there are not many publications that describe the perception of the concept among the strategy's 
addressees. Publications can be found on the importance of CSR for employees (Jia et al., 2016; Lemon, 2019; 
Lee, 2022; Jing, Keasey and Xu, 2023), investors (Cohen, Holder-Webb and Zamora, 2015; Glossner, 2019; 
Naughton, Wang and Yeung, 2019), local community (Barrio Fraile and Enrique Jimenez, 2018; Crowther and 
Vilke, 2018; Bojanic and Vucemilovic, 2020), consumers (Vitell, 2015; Quazi, Amran and Nejati, 2016; Deng and 
Xu, 2017; Nugroho et al., 2024). 

Z. Antczak presents the concept of Corporate Social Responsibility (CSR) from a consumer perspective. She 
analyses the significance of consumer behavior and also presents CSR in the light of the latest research on 
consumer attitudes (Antczak, 2010). 

Enterprises that see the importance of CSR values have quickly noticed that the fact of being socially responsible 
should be presented. CSR should be an element of knowledge management within an enterprise (Krawczyk, 
2022). These conclusions are correct. But this raises another question: can CSR knowledge stay within the 
organisation? Maybe we should move one step further and communicate the importance of this strategy to the 
broader public. 

The analysis of the literature and the initially prepared research material allows the formulation main task - 
What is the general public's knowledge of CSR? Problems can be solved by asking a series of specific questions:  

RQ1. Whether the concept of CSR is known in general? 

RQ2. Whether related concepts are? 

RQ3. What is the state of knowledge about the tools used in a CSR strategy?  

RQ4. What are the benefits of implementing a CSR strategy? 

All considerations have been made from the point of view of those targeted by the CSR strategy, rather than 
those managing. For such a widely discussed topic, this is a new and unique perspective. 
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3. Research Methodology 
The social sciences have at their disposal a range of methods, techniques and tools for collecting empirical 
material (Szyjewski, 2018; Skuza, 2019). A survey questionnaire was used as part of this study. The survey 
questionnaire is one of the most popular and frequently used measurement instruments in practice (Kieżel and 
Sobczyk-Kolbuch, 2002; Piersiala, 2023). Such studies provide the most economical way of gathering information 
from representations giving data that apply to general populations (Bihu, 2021). The article will present the 
figures from the survey that was carried out. 

Table 1: Reserch agenda 

Link https://docs.google.com/forms/d/e/1FAIpQLSdBxhC5OBph-
nFpw4xvIr3X8lbxccderFbYUm90Rkr8faHA_g/viewform?usp=sf_link  

Time  14.03.24. – 09.04.24. 

Number of responses 149 

Language  Polish / English  

Number of question  10 core questions plus a questionnaire 

Type of quistion Single-choice, multiple-choice, with a single-choice grid 

The research group Students of Częstochowa University of Technology (CUT), Faculty of Management 

Scale values 1 - low, 2 low medium, 3 - medium, 4 - medium high, 5 - high 

Source: own elaboration. 

The survey was conducted using Google Form tools. The form is available at the link in Table 1. The research 
group consisted of students of Częstochowa University of Technology, Faculty of Management, from various 
fields of study. With the help of an online form, they answered 10 questions related to the topic of the research. 
The questions were:  

• Are you familiar with the term CSR (Corporate Social Responsibility)? 
• Which of the terms are familiar to you (1 or more answers)? 
• Which term do you think is synonymous with CSR (1 or more answers)? 
• Do you know of any tools used in CSR strategy? 
• What do you think is a CSR tool? 
• What benefits do you see from implementing a CSR strategy in company? 
• Implementation of CSR can have an impact on increasing economic benefits (scal: small - 1, large - 

5). 
• Implementation of CSR can have an impact on the social environment (scal: small -1, large - 5). 
• Implementation of CSR may have an impact on the environment (scal: small -1, large - 5). 
• CSR implementation can affect employees (scal: small -1, large - 5). 

The next section of the article presents the results of the survey.  

4. Research Results 
The group of respondents who were interviewed gave answers on the basis of which it is possible to formulate 
the following conclusions.  

 
Figure 1: Knowledge of the Corporate Social Responsibility (CSR) concept 
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Source: owne elaborartion. 

The results of the survey showed that more than 40 per cent of the respondents were not familiar with the 
concept of CSR. Such a result would be satisfactory for the general public (figure 1.). However, it should be noted 
that the survey was conducted among management students, people who should understand the subject well. 
There is no correlation between which students from which faculties, which type of study or which age group 
are unfamiliar with the concept. 

 

Figure 2: Knowledge of other concepts associated with CSR 

Source: owne elaborartion. 

Awareness of other related concepts was examined as well, see figure 2. Most people, 67%, are familiar with 
the term 'sustainable development'. Fewer people, only 3.4%, are familiar with the term 'Regenerative Value 
Creation' (RCV). 

 

Figure 3: Synonyms for the term CSR 

Source: owne elaborartion. 

Respondents were also asked which words are synonyms for CSR (figure 3.). In response to this question, more 
than 82 per cent of respondents were very accurate in pointing out the Polish translation of the term. A synonym 
for almost 37% was Sustain Develeopment, for 12% European Green Deal and around 15% ESG. 
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Figure 4: Knowledge of the tools used in CSR strategy 

Source: owne elaborartion. 

Slightly more than half of the respondents have no idea what tools are being used in CSR strategies. This is a 
surprising result for the group surveyed - management students. Participants also indicated which tools they 
were familiar with. Most respondents (68%) knew about community activities. About half said environmental 
activities - 50.5% - and social campaigns - 49.5%. Slightly less familiar were employee programmes (43.7%) and 
social reports (39.8%). Management systems (e.g. ISO) and employee volunteering reached similar levels (see 
Figure 4). The lowest awareness levels were for supply chain management (13.6 per cent) and product labelling 
(14.6 per cent). 

 

Figure 5: Knowledge of the tools used in CSR strategy 

Source: owne elaborartion. 

Students were also asked to identify the benefits they see from implementing CSR strategies. They began by 
identifying specific groups of benefits: economic benefits, social benefits, environmental benefits and image 
enhancement. Social benefits were seen as the most important by more than 73% of respondents. 58% pointed 
to economic benefits, almost 50% to environmental benefits and 42.3% to image improvement. The question 
was deepened. Participants were asked to rate the level of impact in each area on a scale of importance from 1 
to 5. Due to the formal requirements of publication (quantitative limitations), the data are not presented 
graphically in this study. 
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Figure 6: The benefits of implementing CSR strategy 

Source: owne elaborartion.  

As far as the economic benefits are concerned, they were divided into 4 specific categories: increased 
profitability of sales, increased investments, better use of fixed assets for human capital, increased liquidity. For 
the most part, they indicated a medium or medium-high level of impact. 

Regarding the impact on the social environment, the following were mentioned: improving the level of culture 
and safety at work, achieving social goals that would not be possible without business support, reducing the 
negative impact of business on the environment. In this area, respondents mostly indicated a high, medium or 
high level. A very small number (up to 4%) reported a low level of commitment. 

The third group, the environment, was divided into: Following best practices, managing natural resources and 
waste rationally, involving business partners in the chain of environmental responsibility and initiating joint pro-
environmental activities, popularising pro-environmental ideas. In this area, the survey results show that the 
level is medium or medium-high. Only a small number of respondents reported a low level. 

5. Conclusion And Future Work  
Knowledge is an asset in all areas of activity, both for the individual and for the organisation. Managers are under 
great pressure to demonstrate their social responsibility. This covers issues like the environment, relations with 
the community and internal relations with staff. The implementation of CSR (Corporate Social Responsibility) 
strategies can be a response to these needs on the part of companies. Business leaders, scientists and 
government agencies have spent years studying this issue. It is a very popular topic. However, it is not a widely 
known topic in society. The results of the survey show that almost 41% of management students are not familiar 
with the concept. They are not familiar with the tools used in this strategy (more than 50%). They do not fully 
understand related issues such as sustainable development, regenerative value creation, greenwashing, 
European Green Deal, ESG (Environmental, Social and Governance). Reliable, substantive, but at the same time 
simple and accessible knowledge about this strategy should reach the public so that they can expect concrete 
benefits from the implementation of CSR strategies. 

The study has several limitations. Firstly, students from one university and one department were surveyed. The 
study should be extended to include a wider research group. It would be interesting to survey students from 
different universities in management and related fields. The average citizen's level of knowledge about this 
strategy should also be checked. The survey can be conducted at the level of one country, but comparative 
results from different countries can be very interesting. The present results are therefore the first, preliminary 
stage of a broader study. 

It is obvious that knowledge of the CSR strategy should be spred within the organisation. Knowledge that builds 
the image of a socially responsible company ensuring its long-term development. Transparency of company 
knowledge promotes sustainable development. Nowadays, this means going one step further and explain what  
the CSR strategy is to the general public. 

 

58.40%
73.20%

49.70% 42.30%

0
0.1
0.2
0.3
0.4
0.5
0.6
0.7
0.8

Economical Social Environmental Improving the
company's image

394 
Proceedings of the 25th European Conference on Knowledge Management, ECKM 2024



Patrycja Krawczyk and Justyna Łukomska-Szarek 
 

 

Reference 
Al-Ali Mubarak, N.Y.M., Gorgenyi-Hegyes, E. and Fekete-Farkas, M. (2020) ‘PERCEIVED CORPORATE SUSTAINABILITY 

PRACTICES AND PERFORMANCE OF SMALL AND MEDIUM ENTERPRISES (SMES) IN QATAR’, Polish Journal of 
Management Studies, 22(1), pp. 26–42. Available at: https://doi.org/10.17512/pjms.2020.22.1.02. 

Antczak, Z. (2010) ‘CSR a konsumenci (wybrane zagadnienia eksploracyjno-ontologiczne)’, Prace Naukowe Uniwersytetu 
Ekonomicznego we Wrocławiu. Nauki Społeczne, 2(nr 129 Współczesne społeczeństwa-nadzieje i zagrożenia), pp. 
199–208. 

Barrio Fraile, E. and Enrique Jimenez, A.M. (2018) ‘Analysis of a multinational company CSR strategy for use with a local 
community’, OBRA DIGITAL-REVISTA DE COMUNICACION, (15), pp. 117–131. 

Bhargava, A. and Ligade, P. (2023) ‘Corporate social responsibility (CSR) and sustainability - a scientometric analysis of the 
interrelationship’, JOURNAL OF INDIAN BUSINESS RESEARCH, 15(1), pp. 110–124. Available at: 
https://doi.org/10.1108/JIBR-04-2022-0096. 

Bihu, R. (2021) ‘Questionnaire Survey Methodology in Educational and Social Science Studies’. Rochester, NY. Available at: 
https://papers.ssrn.com/abstract=4435809 (Accessed: 5 April 2024). 

Bojanic, I.B. and Vucemilovic, V. (2020) ‘Business Entity Relationship with the Local Community as Part of Corporate Social 
Responsibility’, in M.L. Simic and B. Crnkovic (eds) 9TH INTERNATIONAL SCIENTIFIC SYMPOSIUM REGION 
ENTREPRENEURSHIP DEVELOPMENT (RED 2020). 9th International Scientific Symposium on Region Entrepreneurship 
Development (RED), Osijek: Josip Juraj Strossmayer Univ Osijek (Medunarodni Znanstveni Simpozij Gospodarstvo 
Istocne Hrvatske-Jucer Danas Sutra), pp. 843–854. Available at: https://www.webofscience.com/wos/woscc/full-
record/WOS:000728402200061 (Accessed: 5 April 2024). 

Clark, C. (1975) ‘Managements Perceptions of Corporate Social Responsibilities’, JOURNAL OF CONTEMPORARY BUSINESS, 
4(3), pp. 15–30. 

Cohen, J.R., Holder-Webb, L. and Zamora, V.L. (2015) ‘Nonfinancial Information Preferences of Professional Investors’, 
BEHAVIORAL RESEARCH IN ACCOUNTING, 27(2), pp. 127–153. Available at: https://doi.org/10.2308/bria-51185. 

Crowther, D. and Vilke, R. (2018) ‘Farmers’ Social Responsibility to Local Community: Does Education Matter?’, 
MANAGEMENT THEORY AND STUDIES FOR RURAL BUSINESS AND INFRASTRUCTURE DEVELOPMENT, 40(2), pp. 167–
174. Available at: https://doi.org/10.15544/mts.2018.16. 

Deng, X. and Xu, Y. (2017) ‘Consumers’ Responses to Corporate Social Responsibility Initiatives: The Mediating Role of 
Consumer-Company Identification’, JOURNAL OF BUSINESS ETHICS, 142(3), pp. 515–526. Available at: 
https://doi.org/10.1007/s10551-015-2742-x. 

Denham, R. (1975) ‘Corporate Power and Social Responsibility - Blueprint for Future - Jacoby,nh’, SECURITIES REGULATION 
LAW JOURNAL, 3(1), pp. 104–107. 

Effah, N.A.A. et al. (2023) ‘Contributions toward sustainable development: a bibliometric analysis of sustainability reporting 
research’, ENVIRONMENTAL SCIENCE AND POLLUTION RESEARCH, 30(1), pp. 104–126. Available at: 
https://doi.org/10.1007/s11356-022-24010-8. 

Fernandez-Gago, R., Cabeza-Garcia, L. and Godos-Diez, J.-L. (2020) ‘How significant is corporate social responsibility to 
business research?’, CORPORATE SOCIAL RESPONSIBILITY AND ENVIRONMENTAL MANAGEMENT, 27(4), pp. 1809–
1817. Available at: https://doi.org/10.1002/csr.1927. 

Gavin, J. and Maynard, W. (1975) ‘Perceptions of Corporate Social-Responsibility’, PERSONNEL PSYCHOLOGY, 28(3), pp. 
377–387. Available at: https://doi.org/10.1111/j.1744-6570.1975.tb01545.x. 

Glossner, S. (2019) ‘Investor horizons, long-term blockholders, and corporate social responsibility’, JOURNAL OF BANKING 
& FINANCE, 103, pp. 78–97. Available at: https://doi.org/10.1016/j.jbankfin.2019.03.020. 

Jia, Y. et al. (2016) ‘Employee-oriented Corporate Social Responsibility and Employee Innovation Behavior: The Mediating 
of Job Involvement’, in J. Xiaowen, X. Erming, and A. Woodside (eds) INNOVATION, ENTREPRENEURSHIP AND 
STRATEGY IN THE ERA OF INTERNET. International Conference on Strategic Management (ICSM 2016), Chengdu: 
Sichuan Univ Press, pp. 850–856. Available at: https://www.webofscience.com/wos/woscc/full-
record/WOS:000386192500138 (Accessed: 5 April 2024). 

Jing, C., Keasey, K. and Xu, B. (2023) ‘Environmental sustainability and employee satisfaction’, ECONOMICS LETTERS, 233, p. 
111402. Available at: https://doi.org/10.1016/j.econlet.2023.111402. 

Kieżel, M. and Sobczyk-Kolbuch, A. (2002) ‘Kwestionariusz ankiety jako narzędzie pomiaru w badaniach marketingowych’, 
Zeszyty Naukowe / Górnośląska Wyższa Szkoła Handlowa w Katowicach, (nr 13 Zeszyt Naukowy Katedry Zarządzania i 
Marketingu), pp. 175–207. 

Konietzko, J., Das, A. and Bocken, N. (2023) ‘Towards regenerative business models: A necessary shift?’, Sustainable 
Production and Consumption, 38, pp. 372–388. Available at: https://doi.org/10.1016/j.spc.2023.04.014. 

Krawczyk, P. (2022) ‘Knowledge management and corporate social responsibility interactions in theory and practice’, 
European Conference on Knowledge Management, 23(1), pp. 654–661. Available at: 
https://doi.org/10.34190/eckm.23.1.471. 

Krawczyk, P. (2024) ‘Non-financial reporting: identifying the role of accounting through bibliometric analysis’, Ekonomia i 
Prawo. Economics and Law, 23(2 (Forthcoming)). Available at: https://apcz.umk.pl/EiP/article/view/44501 (Accessed: 
12 April 2024). 

395 
Proceedings of the 25th European Conference on Knowledge Management, ECKM 2024



Patrycja Krawczyk and Justyna Łukomska-Szarek 
 

 

Krištofik, P., Lament, M. and Musa, H. (2016) ‘The reporting of non-financial information and the rationale for its 
standardisation’, E+M Ekonomie a Management, 19(2), pp. 157–175. Available at: 
https://doi.org/10.15240/tul/001/2016-2-011. 

Lee, Y. (2022) ‘Linking internal CSR with the positive communicative behaviors of employees: the role of social exchange 
relationships and employee engagement’, SOCIAL RESPONSIBILITY JOURNAL, 18(2), pp. 348–367. Available at: 
https://doi.org/10.1108/SRJ-04-2020-0121. 

Lemon, L.L. (2019) ‘The employee experience: how employees make meaning of employee engagement’, JOURNAL OF 
PUBLIC RELATIONS RESEARCH, 31(5–6), pp. 176–199. Available at: https://doi.org/10.1080/1062726X.2019.1704288. 

Liu, K. et al. (2013) ‘Evaluation on Sustainable Development Level - A Case Study of Liaocheng City’, in N. Xu, L. Tian, and F. 
Dai (eds) SUSTAINABLE CITIES DEVELOPMENT AND ENVIRONMENT PROTECTION, PTS 1-3. 3rd International 
Conference on Civil Engineering, Architecture and Building Materials (CEABM 2013), Durnten-Zurich: Trans Tech 
Publications Ltd (Applied Mechanics and Materials), pp. 111-+. Available at: 
https://doi.org/10.4028/www.scientific.net/AMM.361-363.111. 

Mason, A. and Maxwell, S. (1975) ‘Changing Attitude to Corporate Social-Responsibility’, BUSINESS QUARTERLY, 40(4), pp. 
42–50. 

Mastrangelo, L., Cruz-Ros, S. and Miquel-Romero, M.-J. (2019) ‘Crowdfunding success: the role of co-creation, feedback, 
and corporate social responsibility’, International Journal of Entrepreneurial Behavior & Research, 26(3), pp. 449–466. 
Available at: https://doi.org/10.1108/IJEBR-06-2019-0391. 

Naughton, J.P., Wang, C. and Yeung, I. (2019) ‘Investor Sentiment for Corporate Social Performance’, ACCOUNTING 
REVIEW, 94(4), pp. 401–420. Available at: https://doi.org/10.2308/accr-52303. 

Nugroho, D.P.D. et al. (2024) ‘Investigating the Interconnection between Environmental, Social, and Governance (ESG), and 
Corporate Social Responsibility (CSR) Strategies: An Examination of the Influence on Consumer Behavior’, 
SUSTAINABILITY, 16(2), p. 614. Available at: https://doi.org/10.3390/su16020614. 

Otola, I. and Tylec, A. (2016) ‘SPOŁECZNA ODPOWIEDZIALNOŚĆ BIZNESU A WYNIKI FINANSOWE PRZEDSIĘBIORSTW’, 
Zeszyty Naukowe Politechniki Częstochowskiej Zarządzanie, 24(1), pp. 81–89. Available at: 
https://doi.org/10.17512/znpcz.2016.4.1.08. 

Piersiala, L. (2014) ‘Rozwój przedsiębiorczości kreowanej przez działalność badawczą i prace rozwojowe’, Ekonomia i 
Zarządzanie, (6(3) 2014), pp. 302–3014. Available at: https://doi.org/10.12846/j.em.2014.03.21. 

Piersiala, L. (2023) ‘Digital natives and their learning habits in acquiring knowledge’, European Conference on Knowledge 
Management, 24(2), pp. 1069–1073. Available at: https://doi.org/10.34190/eckm.24.2.1611. 

Quazi, A., Amran, A. and Nejati, M. (2016) ‘Conceptualizing and measuring consumer social responsibility: a neglected 
aspect of consumer research’, INTERNATIONAL JOURNAL OF CONSUMER STUDIES, 40(1), pp. 48–56. Available at: 
https://doi.org/10.1111/ijcs.12211. 

Rupp, D.E. and Mallory, D.B. (2015) ‘Corporate Social Responsibility: Psychological, Person-Centric, and Progressing’, 
Annual Review of Organizational Psychology and Organizational Behavior, 2(1), pp. 211–236. Available at: 
https://doi.org/10.1146/annurev-orgpsych-032414-111505. 

Sabbaghi, O. (2024) ‘The United Nations Sustainable Development Goals and global finance: Recent evidence’, CORPORATE 
SOCIAL RESPONSIBILITY AND ENVIRONMENTAL MANAGEMENT [Preprint]. Available at: 
https://doi.org/10.1002/csr.2785. 

Skuza, Z. (2019) ‘Analysis of use of Methods and Quality Management Tools in a Group of Production Enterprises’, New 
Trends in Production Engineering, 2(2), pp. 241–253. Available at: https://doi.org/10.2478/ntpe-2019-0089. 

Sofian, F.N.R.M., Mohd-Sabrun, I. and Muhamad, R. (2022) ‘Past, Present, and Future of Corporate Social Responsibility 
and Earnings Management Research’, AUSTRALASIAN ACCOUNTING BUSINESS AND FINANCE JOURNAL, 16(2), pp. 
116–144. Available at: https://doi.org/10.14453/aabfj.v16i2.9. 

Sundarasen, S., Zyznarska-Dworczak, B. and Goel, S. (2024) ‘Sustainability reporting and greenwashing: a bibliometrics 
assessment in G7 and non-G7 nations’, COGENT BUSINESS & MANAGEMENT, 11(1), p. 2320812. Available at: 
https://doi.org/10.1080/23311975.2024.2320812. 

Szyjewski, Z. (2018) ‘Methods of studying social behavior’, Studia i Prace WNEiZ, 54, pp. 147–162. Available at: 
https://doi.org/10.18276/sip.2018.54/2-10. 

Todaro, D.L. and Torelli, R. (2024) ‘From greenwashing to ESG ‐washing: A focus on the circular economy field’, Corporate 
Social Responsibility and Environmental Management, p. csr.2786. Available at: https://doi.org/10.1002/csr.2786. 

Vitell, S.J. (2015) ‘A Case for Consumer Social Responsibility (CnSR): Including a Selected Review of Consumer Ethics/Social 
Responsibility Research’, JOURNAL OF BUSINESS ETHICS, 130(4), pp. 767–774. Available at: 
https://doi.org/10.1007/s10551-014-2110-2. 

Yadavl, N. et al. (2023) ‘A Bibliometric Survey on Sustainable Finance: Research Patterns and Trends’, ACTA POLYTECHNICA 
HUNGARICA, 20(10), pp. 109–125. Available at: https://doi.org/10.12700/APH.20.10.2023.10.7. 

 

396 
Proceedings of the 25th European Conference on Knowledge Management, ECKM 2024


	Krawczyk-KM-053
	1. Introduction
	2. Literature Review
	3. Research Methodology
	4. Research Results
	5. Conclusion And Future Work
	Reference




