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ABSTRACT :

Corporate social responsibility is a global and current phenomenon that organizations cannot
avoid. Nowadays, companies’ internal and external stakeholders, such as employees, custom-
ers, investors, and suppliers, expect companies globally to promote social and economic welfare
by taking responsible actions. Also, it is more challenging nowadays for companies to retain their
employees and even attract new talents, so they must understand which factors affect their
employees' perceptions of their company. Prior research has indicated that CSR positively af-
fects employee engagement, job satisfaction, and talent attraction. Also, cultural values, eco-
nomic development, political and social structure, historical traditions, and nationality affect
employees' perceptions of CSR. That is why it is essential to examine how employee perceptions
link to CSR and how the perceptions differ amongst employees in different countries, especially
as the number of companies becoming international increases.

This research examines and compares employee perceptions from Finland and the CEE coun-
tries. The aim is to indicate what are the employee perceptions regarding CSR and whether the
employee perceptions differ amongst employees in different countries. Thus, the author exam-
ines Hofstede’s cultural dimensions to explain the differences and the possible similarities in the
perceptions. Furthermore, this research is a single case study for a Finnish multi-media company
Alma Media that operates internationally. The author gathered data by conducting question-
naires to the employees, and in total, 524 employees took part in the questionnaires sent to
them during Fall 2021. The results of the questionnaires were analyzed by utilizing SPSS statisti-
cal software platform, and the author ran crosstabulation and Chi-Square tests in SPSS.

According to the results, employees' locations demonstrate a significant relationship with em-
ployees' perceptions of responsibility in marketing, management and governance, environment,
economy, recruiting industry, and CSR in general. However, the employees' perceptions regard-
ing the responsibility of digital services nor their employer do not indicate significant differences.
However, the results indicate that Finns are more concerned with equality, responsible con-
sumption, and climate change. In contrast, employees in the CEE countries highlight the im-
portance of human resources development and career opportunities, wellbeing, and education.
Also, the results indicate that Finns do not consider their employer as advanced with its CSR as
the employees in the CEE region, and they had visited Alma Media's responsibility website more
than employees in the CEE countries. Especially femininity and masculinity and power distance
elaborate on the differences in the employees' perceptions. The results indicate that individual-
ism and collectivism, and uncertainty avoidance could give a reason for similarities in employees'
perceptions regarding CSR. However, long-term orientation does not explain the differences in
employee perceptions, even though that was first an expectation.

KEYWORDS: Corporate social responsibility, sustainability, cultural dimensions, Hofstede
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TIVISTELMA :

Yritysvastuu on moniulotteinen seka ajankohtainen ilmio, joka koskettaa organisaatioita ympari
maailman. Yritysten on panostettava nyky-yhteiskunnissa tyontekijoidensa tyytyvaisyyteen, silla
patevista ja korkeasti koulutetuista osaajista on pulaa. Yritysvastuulla on todettu olevan positii-
vinen vaikutus niin tyontekijoiden tyytyvaisyyteen, motivaatioon, ja sitoutumiseen, kuin uusien-
kin tyontekijoiden houkuttelemiseen. Siispa yritysten on ymmarrettava, mitka seikat vaikuttavat
heidan tyontekijoidensd nakemyksiin yritysvastuullisuudesta. Tutkimukset ovat osoittaneet,
etta kulttuurilliset, taloudelliseen kehitykseen liittyvat seikat, historialliset perinteet, kansalli-
suus, poliittinen rakenne, seka yhteiskuntarakenne vaikuttavat tyontekijoiden nakemyksiin yri-
tysvastuullisuudesta eri maissa. Kulttuurilliset ulottuvuudet ovat aikaisempien tutkimuksien mu-
kaan selittdneet tyontekijoiden nakemyksien eroja eri kansallisuuksien valilla. Lisaksi tutkimuk-
set ovat my0s osoittaneet, etta kun tyontekijat saavat osallistua yritysvastuullisuuteen liittyvaan
paatdksentekoon, voivat heiddn ndkemyksensa muuttua positiivisempaan suuntaan tyonanta-
jaa kohtaan ja tydnantaja saa nain parhaimman hyédyn toteutetusta yritysvastuullisuudesta.

Taman tutkimuksen tarkoituksena on selvittaa eroavatko henkiléstén nakemykset yritysvastuul-
lisuudesta eri kansallisuuksien valilla. Tutkimus toteutettiin tapaustutkimuksena ja kohdeyri-
tykseksi valittiin suomalainen mediakonserni Alma Media, jonka henkilostélle toteutettiin kyse-
lytutkimus. Kyselytutkimukseen vastasi 524 tyontekijaa, joista 348 oli suomalaisia, ja 176 vas-
taajaa olivat Keski- ja Itd-Euroopan maista. Tutkimuksen tulokset analysoitiin ristiintaulukoinnilla
ja riippumattomuustestilla hyodyntden SPSS-ohjelmistoa.

Tutkimuksen tulokset osoittavat, ettda henkiloston nakemykset yritysvastuullisuudesta eroavat
suomalaisten seka Keski- ja Itd-Euroopan maissa tydskentelevien tydntekijdiden kesken. Tutki-
muksen tuloksia analysoitiin myos kayttden kulttuurintutkija Hofsteden kulttuuriteoriaa, jolla
pyrittiin selittdmaan tyontekijoiden nakemyksien eroja. Kulttuuriteoriaan viitaten, kulttuurin
valtaetaisyys, ja feminiinisyys ja maskuliinisuus voivat selittaa tyontekijoiden ndkemyksien eroa-
vaisuuksia. Toisaalta individualismi, seka epdvarmuuden valttely, joka on luontaista kaikissa tut-
kittavissa maissa, voisivat taas selittdd yhdenmukaisuudet ndkemyksissa. Pitkdaikaisorientoitu-
minen ei kuitenkaan selittanyt ndakemyksien eroavaisuuksia, vaikka ndin oletettiin tutkimuksen
alussa tutkittavien maiden eroavaisuuksien vuoksi, tassa kulttuurillisessa ulottuvuudessa.
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1 Introduction

This chapter introduces the background and the gap in the research topic area. In addi-
tion to that, this chapter includes key definitions and an overview of the research struc-

ture. Furthermore, this chapter describes the research question and objectives.

1.1 Background of the study

Story, Castanheira, and Hartig (2016) report in their study that finding and hiring new
skilled employees will become more difficult for companies due to the deficiency of
highly skilled individuals and increased demand for these types of workers (Story, Cas-
tanheira, & Hartig, 2016). So, for organizations to maintain and even increase their com-
petitive advantage, they must focus on attracting, recruiting, retaining, and motivating
these highly skilled individuals. In addition to that, highly skilled individuals are more
likely to choose employers with similar values and aspirations, so they prefer organiza-
tions with socially valued characteristics that can take economically, socially, and envi-
ronmentally responsible actions (Story, Castanheira, & Hartig, 2016). That is why it is
essential for companies not only to understand why and how individuals choose their

employers but also to understand how to retain their employees in the organization.

Researchers such as Waples and Brachle (2020) characterize corporate social responsi-
bility (CSR) as organizations’ contributions to voluntarily operate in a moral and ethical
manner while promoting the social and economic welfare of their internal and external
stakeholders at the same time. They also demonstrate that CSR provides financial bene-
fits to companies and that CSR engagement can help companies improve their corporate
reputation (Waples & Brachle, 2020). In addition to these, CSR may also help organiza-
tions reinforce their brand position, raise their market share, enhance their corporate
image, lower costs, and influence the employees’ working intentions (Yilmazdogan, Secil-

mis, & Cicek, 2015).



Moreover, according to Waples and Brachle (2020) employees do not work in companies
as many years as older generations have tended to. This means that employee longevity

is nowadays a downward trend (Waples & Brachle, 2020).

So, even though employees are many times described as the most vital asset of an or-
ganization due to their valuable influence on the working and performance of an organ-
ization, other stakeholder groups such as consumers have gained more consideration in
terms of CSR literature compared to employees (Rodrigo & Arenas, 2008: Lee, Park &
Lee, 2013). Consequently, employees’ attitudes, perceptions, and expectations have re-

ceived little attention in previous CSR literature (Rodrigo & Arenas, 2008).

According to researchers, CSR actions focusing on employees can be vital sources for
firms to gain a competitive advantage. Especially motivation, loyalty, and talent attrac-
tion are the aspects that affect competitive advantage (Rodrigo & Arenas, 2008: Lee,
Park & Lee, 2013). Multiple researchers also state that employees should be one of the
key drivers of firms' CSR actions (Rodrigo & Arenas, 2008: Staniskiené & Stankevicitté,
2018: Changchutoe, 2012). Moreover, with up-to-date information gathered regarding
perceptions of CSR of employees, organizations can review and even revise their strate-
gies concerning CSR and take further and more applicable actions regarding CSR

(Nedelko & Potocan, 2019).

What is more, there is not enough research that compares CSR in various countries and
especially stakeholder perceptions by country. Also, as prior research has indicated that
cultural differences affect employees' perceptions regarding CSR, it is essential to exam-
ine how these differences may affect the stakeholder perceptions of CSR, especially as
nowadays the number of companies that operate internationally is increasing. Thus,
they need to understand how their employees perceive CSR in their different operating
countries. However, there is a lack of research on explaining how cultural differences

may affect employees’ perceptions in various countries.
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For these reasons, it is vital to research the perceptions of existing employees regarding
CSR, to indicate whether the employees perceive that their employer could perform bet-
ter in terms of CSR. Also, it is essential to understand the possible differences in employ-
ees' perceptions in different regions. A more in-depth understanding of them may help

organizations revise their CSR strategy to get the most significant advantage.

1.2 Research gap

Prior research concerning corporate social responsibility has mainly addressed the finan-
cial aspects of CSR, for example, consumer preferences and the organization’s economic
point of view (Akhouri & Chaudhary, 2019; Wang, Tong, Takeuchi, & George, 2016).
Moreover, Akhouri and Chaudhary (2019) and Hansen, Dunford, Boss, and Angermeier
(2011) state that for many years internal stakeholders, meaning employees, have not yet
been empirically researched enough, although they are the ones to perform, assess, and
judge the CSR initiatives of the organizations they work in (Akhouri & Chaudhary, 2019;

Hansen, Dunford, Boss, Boss & Angermeier, 2011).

Moreover, prior research has focused more on CSR impacts on employees’ workplace
results and why engaging in CSR is essential for organizations. So, researchers have not
yet explained the cause of employee behavior in terms of perceiving and responding to
CSR initiatives. In addition to that, many recent scandals have made employees even
more skeptical about organizations’ CSR actions (Akhouri & Chaudhary, 2019). That is
why research focusing on the employee’s behavior in terms of perceiving and responding
to CSR initiatives is needed. Moreover, it is vital to research countries and regions with
distinctive economic, social, and cultural backgrounds and then compare the results and

perceptions of employees with various backgrounds (Nedelko & Potocan, 2019).

According to Rodrigo and Arenas (2008) and Lee, Park, and Lee (2013) other stakeholder
groups, such as consumers, have gained more consideration in CSR literature than em-
ployees, even though it has been suggested that CSR actions that focus on employees,

can be a vital source for firms to gain competitive advantage. Especially motivation,



11

loyalty and talent attraction are aspects that have been linked to competitive advantage
(Rodrigo & Arenas, 2008). Similarly, employees’ attitudes, perceptions, and expectations

have received little attention in previous CSR literature (Rodrigo & Arenas, 2008).

Furthermore, even though culture and its dimensions and connections to CSR have been
researched prior to this research, the studies have been paying more attention to man-
agers and their attitudes towards CSR, corporate non-financial performance, and CSR
engagement instead of employee perceptions (Halkos & Skouloudis, 2016). Moreover,
there is a lack of research on why CSR is perceived and understood differently in various
countries and why there are cross-cultural differences in stakeholders’ orientation to-
wards CSR (Schmidt & Cracau, 2017). Interestingly, also Arnold et al., (2007) state that
prior and current research on cross-cultural impacts on ethical issues regarding busi-
nesses across Western European countries is inadequate (Arnold et al., 2007). So for
these reasons, this research aims to discover new perspectives and a deeper understand-

ing of the research topic, which will be advantageous also for future research purposes.

This thesis aims to identify and explain the possible differences in the case company’s
employee’s perceptions regarding CSR. Moreover, as this thesis is a single case study of
a Finnish media and digital service company called Alma Media, with operations in 11
countries in Europe, the aim is to compare the perceptions of Alma Media’s employees
in Finland and the CEE countries. Interestingly, Alma Media has never conducted internal
research on sustainability and CSR in its Central Eastern European countries. They have
disconnected activities and initiatives regarding CSR in the countries examined in this
research. Furthermore, as Alma Media has grown internationally during the last ten
years and has expanded to multiple European countries, it is also vital for Alma Media
to learn how their employees in different countries perceive their CSR initiatives. With
the final research, Alma Media will get a new perspective on their employees and CSR,
which may allow them to improve their CSR initiatives if needed. For these reasons, Alma

Media is a suitable case company for the research.
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This research aims to provide valuable information not only to Alma Media about its
employees and their CSR initiatives but also to other researchers and organizations
about perceptions of employees about CSR, to be utilized in further research. As the
study examines various cultures, it may reveal new information about culture’s effects
on employees and the attitudes towards CSR in general. Especially companies operating
in the same industry, meaning media companies with operations in Europe, may find the

research helpful.

1.3 Research question and objectives

Previous studies concerning corporate social responsibility from an employee’s perspec-
tive have stated that researchers have not explained the cause for employee behavior in
perceiving and responding to CSR initiatives. Studies also indicate that research on em-
ployees as internal stakeholders is insufficient. That is why there is a research gap, which

this research tries to fulfill.

Moreover, as Alma Media has grown its operations internationally during the last ten
years and has never examined how its employees consider corporate social responsibility,
it is vital to investigate the connection between CSR and Alma Media’s employees. This
research aims to help the case company and other organizations, especially in the media
industry in Finland and CEE countries, understand how employees perceive corporate
social responsibility and why and how the perceptions may differ amongst employees in

these countries.

As the purpose of this research is to investigate the perceptions of Alma Media’s em-
ployees from Finland and CEE countries regarding corporate social responsibility, the

main research question is below, followed by and sub-questions:

“What are employees' perceptions regarding corporate social responsibility, and how do

they differ amongst employees in Finland and the CEE countries?”
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“How do cultural dimensions affect perceptions of employees regarding CSR?”

“How do Alma Media’s employees perceive CSR conducted by their employer?”

The following four preliminary research objectives support the thesis process and ensure
that the study answers the research question. The first objective is to study and present
appropriate literature and theories related to the research problem area, such as corpo-

rate social responsibility and the links between employees and CSR and culture and CSR.

The second objective of the thesis is to examine and understand the research topic area's
current situation and conduct empirical research on the case company. The goal of em-
pirical research is to provide relevant data to answer the research question. The aim is

to gain statistical evidence to indicate if the case company's employee perceptions differ.

The third objective of the thesis is to describe, analyze, and evaluate the outcome and
findings of the research. Based on a theoretical framework, empirical research, and data
gathered, the thesis will conclude and propose future research suggestions. Thus, that is

the fourth and last research objective.

1.4 Structure of the study

The thesis follows a deductive approach as the employees' perceptions of CSR will be
examined by conducting a survey. Generally, the deductive approach is suitable for ana-
lyzing quantitative data (O'Gorman & Maclntosh, 2014, p. 71). So, through the data col-
lection and the theoretical framework, Alma Media’s employees' perceptions about CSR
are analyzed. So, this master’s thesis begins with the first chapter, including an introduc-
tion of the thesis topic and the research topic area in general. This chapter also intro-
duces the background and the gap in the research. Moreover, the first chapter presents
the research question, objectives, delimitations, and key definitions. Lastly, the chapter

includes an overview of the research structure.
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The first chapter continues with the second chapter, which includes the theoretical
framework of the thesis. The theoretical framework chapter will elaborate on corporate
social responsibility in multiple aspects, primarily from an employee perspective. More-
over, the thesis will reflect CSR in Hofstede’s cultural dimensions and describe the situa-
tion of CSR in Finland and CSR in the CEE region. The following chapter, meaning the
third, will cover an introduction of the case company Alma Media. The chapter continues
with an analysis of Alma Media’s current CSR initiatives in the examined countries after

the case company introduction.

The fourth chapter starts with the introduction of the research approach, design, and
strategy and continues then with the methodology of the thesis. The chapter includes
data collection techniques and analysis methods, and sample size. Lastly, the chapter

includes a description of the reliability and validity of the research.

The fifth chapter covers the questionnaire's findings and provides insights into the sta-
tistical analysis. The chapter includes the following themes: working life and recruiting
industry, financial and environmental responsibility, management and governance-re-
lated responsibility, responsibility in the media industry, United Nations' sustainable de-

velopment goals, and employer responsibility.

Finally, the sixth chapter includes a discussion based on the main findings from the sur-
vey conducted. The results are reflected and analyzed with the prior research, theoreti-
cal framework, and statistical analysis. Moreover, the final chapter includes future re-
search suggestions, managerial implications, and a summary of the research to conclude

the study.

1.5 Key definitions

The main concept of this thesis is corporate social responsibility (CSR), which according
to the Publications Office of the European Union (2011) is “a concept whereby compa-

nies integrate social and environmental concerns in their business operations and in
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their interaction with their stakeholders on a voluntary basis” (Publications Office of the
European Union, 2011). They have also stated that organizations’ CSR initiatives are not
only concerned over but also above their legal obligations regarding the environment
and the society (Publications Office of the European Union, 2011). So, companies are
expected to be responsible not only to their employees but also to their other various
stakeholders such as suppliers and shareholders. It has also been discussed that corpo-
rate social responsibility means that companies go beyond offering their products and

services, meaning that they are now involved in societal issues (Rank & Contreras, 2021).
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2 Theoretical framework

This chapter displays a literature review of the study, which provides a base for the thesis.
The chapter begins by introducing the concept of corporate social responsibility, and af-
ter, it continues with the evolution of the concept. Second, the chapter presents a three-
domain model of CSR, which continues with an introduction to stakeholder theory. Next,
corporate social responsibility and its linkage to employees and their perceptions regard-
ing CSR are discussed. Furthermore, the relationship between CSR and culture, precisely
Hofstede’s cultural dimensions, is examined. Lastly, this chapter provides an overview of

CSR in Europe, specifically in Finland and the CEE countries.

2.1 Corporate Social Responsibility

Corporate Social Responsibility (CSR) is a concept developed more than 70 years ago,
and since then, it has been researched from various aspects. Three major and widely
discussed dimensions of CSR are economic responsibility, social responsibility, and envi-
ronmental responsibility. Not only taxes, wages, and dividends, but also investments and
product development have been stated to concern organizations in terms of economic
responsibility. What is more, prior research indicates that organization’s actions also
have societal effects on for example employment which is part of the organization's eco-
nomic responsibility. Moreover, the well-being of the organization’s employees and their
training and safety are part of its social responsibility. What is more, organizations re-
sponsible for marketing and communication, responsibility and safety regarding their
product, and consumer protection are elements of social responsibility, and the ele-
ments also have societal effects. Lastly, the usage of natural resources, the effects of
business on the operating environment, and emissions are part of the organization's en-
vironmental responsibility as they affect biodiversity and climate change (Harmaala &

Jallinoja, 2012, p. 15).

Multiple researchers such as Borgmann, Burke, Carvalho, Dentchev, Elving, Jablonkai,

and Yildiz (2013) explain that the concept of CSR evolved after the Second World War in
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the 1950s when responsibility among organizations developed into an issue. The con-
cept of CSR has experienced various stages ever since, such as the self-evident CSR in the
1950s, the discovery of social constituencies in the 1960s, the social responsiveness in
the 1970s, the social and economic responsibility in the 1980s, the quest for measuring
in the 1990s, the theorizing in 2000s, and lastly strategizing and economizing in 2010s

(Borgmann, Burke, Carvalho, Dentchey, Elving, Jablonkai, & Yildiz, 2013, pp. 1-2).

The first stage, described as the self-evident CSR, highlighted that it is inescapable and
obvious for managers of companies to include social responsibilities as part of the busi-
ness. Peter Drucker and Howard Bowen conceptualized CSR early in the 1950s and en-
hanced the importance of social responsibility and its obligations to managers. Moreover,
Drucker especially stated that public responsibility should be one of the business objec-
tives that both public and private companies set (Borgmann, Burke, Car-valho, Dentchey,

Elving, Jablonkai, & Yildiz, 2013, pp. 2-3).

The second stage of the concept of CSR is a discovery of social constituencies which arose
in the 1960s. This phase emphasized that companies must pay attention to the ethical
consequences of their actions and decisions concerning the whole social system. Thus,
companies should not focus solely on their legal and economic liabilities (Borgmann et

al., 2013, p. 3).

Davis and Blomstrom (1966, p. 12) stated that: “Businessmen apply social responsibility
when they consider the needs and interest of others who may be affected by business
actions” (Davis & Blomstrom, 1966, p. 12). So, at this stage, researchers acknowledged
that corporations should also consider their stakeholders, for example, employees, sup-
pliers, and local communities, while acting and making decisions in terms of responsibil-

ity (Borgmann et al., 2013, p. 4).

In the 1970s, authors emphasized that social responsiveness should be included in com-

pany behavior while focusing on social needs. So again, the authors stated that
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corporations’ social obligations go beyond legal responsibilities. Furthermore, voluntary
activities were considered a means to support societies to reach their basic needs, and
companies should conduct these activities to help the societies. Various programs such
as employment of minority groups and reducing pollution were examples of such volun-

tary activities that organizations could help with. (Borgmann et al., 2013, pp. 4-5)

In the 1980s, at the social and economic responsibility stage, Archie Carroll established
a new conceptualization of CSR, including four responsibility categories described below.
First, based on economic responsibility, companies and organizations should fulfill the
needs of their customers and investors and be profitable and productive. Second, legal
responsibility requires and guides organizations to work within actual legal frameworks.
Also, according to ethical responsibility, companies and organizations should comply
with socially established moral standards. Furthermore, corporations should also de-
velop and implement voluntary actions to help other individuals and thus be partly re-
sponsible for the well-being of society. The latter means discretionary responsibility

(Borgmann, Burke, Carvalho, Dentchey, Elving, Jablonkai, & Yildiz, 2013, p. 5).

Moreover, in the 1980s, new models and frameworks were presented. For example,
Drucker stated that companies could gain business and economic opportunities from
social issues and obligations. Moreover, Stroup and Neubert suggested that social re-
sponsibility could also be considered an investment for corporations. In addition, in 1984,
the Stakeholder Approach was presented by Freeman (Borgmann et al., 2013, pp. 5-6).
The Stakeholder Approach will also be utilized and described more in-depth later in this

thesis, primarily from an employee perspective.

In the 1990s, Carroll’s conceptualization of CSR, which was presented above, was refined
(Borgmann et al., 2013, p. 6). The refined model is illustrated in figure 1 below. Moreover,
in the 1990s, instruments were established to measure CSR practices to indicate the pos-

sible positive effects of CSR on organizations and how social and financial performance
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connect to CSR. However, researchers state that even nowadays, measuring continues

to be a constantly debated problem (Borgmann et al., 2013, pp. 6-7).

Philanthropic * Be an approriate corporate citizen and provide resources to the
Responsibilities community to improve quality of life.

¢ Be ethical. Responsibility to avoid harm and act

Ethical Responsibilities . ) . . ) .
according to what is considered right, just, and fair.

Legal Responsibilities ¢ Obey the law. Law is society's regulation
of right and rules should be followed.

¢ Be profitable. The basis for all

Economic Responsibilities the rest.

Figure 1. The Pyramid of Corporate Social Responsibility (Carroll, 1991).

In the 2000s, various researchers researched CSR, and then theories focused on instru-
mental, political, integrated, and ethical theories. As stated in instrumental theories, so-
cial responsibility should only be adopted to attract wealth, as corporations are seen as
instruments, creating affluence. Moreover, stated in instrumental theories, social re-
sponsibility is considered worthy if it increases competitive advantage, and thus, it is an
investment decision. Likewise, in political theories, organizations utilize social responsi-
bility to interact with society. Also, corporate citizenship, which is linked to corporate
activities in society and has been said to be the basis of firm community relations, has

been described as a marketing instrument. For example, it may affect employees’
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motivation and morale, and it may help retain them in the company once hired

(Borgmann et al., 2013, pp. 7-8).

Authors of integrated theories have stated that in order for companies to grow and exist,
they must integrate society’s requirements and needs into their management systems.
The stakeholder theory supports this view as well, as, in theory, the stakeholder and the
company achieve an ethical compromise, which will later enable a positive return. Lastly,
in ethical theories, social responsibility is composed of ethical responsibility as the the-
ories explain that laws and organizational codes of ethics are not sufficient to guide or-

ganizations (Borgmann et al., 2013, pp. 7-8).

The final described stage called “strategizing and economizing” nowadays highlights
shared value creation which means that firms create shared value through voluntary or-
ganizational activities and gain economic and social success. Moreover, humanitarian
CSR activities are stated to bring positive publicity and goodwill, and to affect stakehold-
ers positively, so CSR nowadays can be considered as a strategic tool of companies. How-
ever, it is essential not only to focus on philanthropic activities but rather to act respon-
sibly and to be accountable to all stakeholders economically, legally, and socially

(Borgmann et al., 2013, pp. 9-10).

Furthermore, due to pressure from society, corporate social responsibility has developed
accordingly since the 1950s. The figure below presents the phases, various drivers, and
policy instruments of CSR from the 1950s until the present and even future stages (We-

ber & Wasieleski, 2018, p. 6).
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Table 1. Phases of Corporate Social Responsibility adapted from Weber & Wasieleski
(2018, pp.7-8).

Phases of CSR

1950-1960

Corporate
Social
Stewardship

1960-1970

Corporate
Social
Responsive-
ness

1980-1990

Corporate/
Business
Ethics

1990-2000

Corpo-
rate/Global
Citizenship

2000-3000

Toward A
Millennial
Future

Managers as public
trustee-stewards
balancing constituent claims

Corporate philanthropy

Social impact awareness/analysis/
audit

A strategic priority for responsive posture
Organizational redesign and training

Stakeholder mapping and
implementation

Foster an ethical corporate culture
Establish an ethical organizational climate
Recognize basic normative principles

Human rights, social justice, community wel-
fare & environmental protection

Identify/acknowledge globalization impacts
Environment/ecology issues
National trade, wage, and income issues

Cultural/religious clashes

Intergovernmental compacts
Human welfare/rights
Supply-chain labor conditions

Ecological stability and global code

CSR Drivers

Executive conscience

Company image/
reputation

Public relations
Widespread social
unrest/protest

Repeated corporate
misbehavior

Public policy/
government regulation

Stakeholder pressures

Religio-ethnic beliefs

Technology-driven value
changes

Human rights advocacy

Global economic trade/in-
vestment

Digital communication net-
works, NGO pressures

Geopolitical shifts/competi-
tion

Ecological awareness and
concern

Sustainability processes
Generational changes

Religio-metaphysical beliefs

CSR Policy
Instruments

Philanthropic fund-
ing

Company grants
Charitable founda-
tion grants
Stakeholder strategy

Regulatory compli-
ance

Social audits

Public affairs func-
tion

Mission, vision &
values statements

CEO leadership eth-
ics

Code of ethics
Social audits

Intergovernmental
compacts

Human welfare &
rights

Supply-chain labor
conditions

Ecological stability
and global codes

Indeterminate,
speculative

Awaits Millennials’
maturity and control
of corporate policies
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2.2 The Three-Domain Model of Corporate Social Responsibility

Besides the recognized Carroll’s four-part model among researchers, a three-domain
model of CSR has been established to provide another angle to CSR. Schwartz and Carroll
(2003, p. 508, 525) suggest that the new model highlights the connections between the
economic, legal, and ethical fields, crucial in CSR. Both Schwartz and Carroll suggest that
to mirror and categorize companies’ actions, and the new model provides a theoretical
framework and a base for that. The idea behind the model is to provide revised
knowledge about the relationship between business and society and between econom-

ics, law, and ethics (Schwartz & Carroll, 2003, p. 508, 525).

Moreover, they state that the model enables a more straightforward classification of
companies’ activities due to the enlargement of the fields because there should be fewer
hierarchical assumptions regarding the relationships of the fields. Also, even though the
models are similar, the three-domain model excludes the detached philanthropic section
and incorporates it within the economic and ethical circle. This exclusion’s purpose is to
indicate that companies may have various motives for philanthropic activities, and that
is why its position in the economic and ethical sphere (Schwartz & Carroll, 2003, p. 508,

525).

Purely
Ethical

Economic/
Ethical

Economic/

Legal/Ethical

Purely

Economic Purely Legal

Economic/

Legal

Figure 2. The Three-Domain Model of Corporate Social Responsibility (Schwartz &
Carroll, 2003).
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2.3 Stakeholder theory

The following paragraphs introduce and describe the stakeholder theory to demonstrate
the importance of internal stakeholders, meaning employees to organizations, especially
regarding CSR. According to Andriof, Waddock, Husted, and Rahman (2002, p. 19-20),
the environment in which companies operate nowadays has become more complex, dy-
namic, visible, and transparent, which has forced companies to display their accounta-
bility and corporate transparency both to the society and the public. Stakeholder en-
gagement has increased, and companies have, for example, tried to approach this by
utilizing various partnerships, collaborations, virtual and network organizations and, not

only with firms but also with other stakeholders (Andriof et al., 2002, p. 19-20).

Furthermore, nowadays, multinational corporations (MNC) and governments
acknowledge and respond to the rights of stakeholders and shareholders through MNCs'
CSR actions and policies and by government’s policies, legislations, and norms. Conse-
qguently, today, primarily MNCs support the government’s responsibilities regarding so-
cial issues by providing work training and coaching for the youth and employment
schemes. So, corporations and governments are not as detached from these issues as
Friedman argued in the 1960s and 1970s (Hackett, 2017, p. 80). In the 1960s and 1970s,
Friedman stated that companies should be able to focus on maximizing profits and that
government should have a remarkable role in taking care of the ethical constraints and

social issues instead of companies (Schwartz & Carroll, 2003, p. 503).

The stakeholder theory suggests that it is not enough for organizations to try to respond
only to the needs of their shareholders but also to the needs of other stakeholders such
as employees, suppliers, customers, and the community. The organization impacts the
other stakeholders when it tries to fulfill the needs of its shareholders, and this means
that the organization should go beyond direct profit maximization as it is not possible to
fully meet the needs of its shareholders if it does not consider the other stakeholders
(Jamali, 2008, p. 217). Thus, the theory nowadays emphasizes relationships with stake-

holders and not only the natural relationships that organizations have with their
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shareholders (Andriof et al., 2002, p. 19). According to the theory, decisions made and
objectives aligned by managers and the corporation should be made according to stake-

holders' interests (p. 24).

There are various activities that researchers consider relevant regarding the stakeholder
approach. First, an organization should offer high-quality services and safe goods to use.
Second, they should give honest, helpful, and truthful information while appreciating
consumer rights. Moreover, they should not advertise misleadingly, and they should
comprehensively provide information regarding risks that could appear due to the usage
of the product or service. Lastly, they should avoid manipulative sales, advertising, or

product availability for exploitation and involvement in price-fixing (Jamali, 2008, p. 218).

Moreover, according to Jamali (2008, p. 218) and the stakeholder approach, companies
should engage in sustainable development and display commitment to the environment.
In addition to that, companies should seek a competitive return on investment from
their investors and act honestly and fairly in relationships with shareholders. Also, with
suppliers, companies should involve themselves in fair trading transactions. Furthermore,
the companies are expected to support complementary relationships between the com-
pany and the community. In addition to that, investing in communities in which compa-
nies operate is expected. Also, companies should strengthen employee participation in
different community projects and start development activities for the community (Jamali,

2008, p. 218).

In the case of employees, according to the stakeholder approach, corporations should
involve themselves with responsible human resource management, open and flexible
communication with employees, employee development, and diversity in hiring and pro-
moting women, ethnic minorities, and the physically disabled. Companies are also ex-
pected to provide a work environment in which families are appreciated, a reasonable
reward and wage system for employees, fair treatment of employees, childcare support,

paternity/maternity leave, and the factors expected by law. Furthermore, according to
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the stakeholder approach, firms should boost freedom of speech and employees’ rights

to speak up and state and report their concerns at work (Jamali, 2008, p. 218).

2.4 Corporate Social Responsibility and employees

Employees are considered not only as internal but also as the primary stakeholders of
an organization regarding CSR. They are participants of organizations’ CSR programs and
take part in executing the CSR strategies (Farooq & Farooq, Jasimuddin, 2014). Multiple
researchers also state that employees are the most vital asset of an organization, and
that is why employees should be one of the key drivers of firms' CSR actions (Rodrigo &

Arenas, 2008: Staniskiené & Stankevicitute, 2018: Changchutoe, 2012).

Employees are not only concerned with CSR in terms of, for example, working conditions,
safety, employee development, civil law contracts, and social dialogue, as researchers
have found that CSR affects employee’s job satisfaction and engagement, employee’s
participation in corporate volunteer work, and organizational commitment of employees
(Pawlowska, Machnik-Slomka, Klosok-Bazan, Gono & Gono, 2021; Ismail & Shujaat,

2019).

Furthermore, researchers have stated that typically the role of employees in organiza-
tions focuses on providing competencies, skills, and labor to firms. In turn, as compen-
sation, organizations provide wages to their employees (Staniskiené & Stankevicitte,
2018). However, it has been suggested by various researchers that the typical interaction
between an organization and an employee should be enlarged by involving the employ-
ees in decision-making (Stawiski, Deal, Gentry, 2010: StaniSkiené & Stankevicitte, 2018).
Moreover, according to Prutina and Sehi¢ (2016), when employees are involved in the
process of CSR and its implementation, the employees tend to react more positively to
the firm's CSR actions and success of them (Prutina & Sehi¢, 2016). What is more, also
Stawiski, Deal and Gentry (2010) describe that it is essential to include employees in the

CSR decision-making process regarding issues related to the community, environment,
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and themselves, because it helps the organization to gain the highest advantages from

their CSR actions (Stawiski et al., 2010).

2.4.1 Employee’s perception of CSR

The prior paragraphs explain how employees are related to CSR and why they should be
involved in the decision-making process of CSR. The following paragraphs explain why
employees’ perceptions of CSR are essential to consider in organizations. Also, as this
research investigates employees' perceptions regarding CSR, it is necessary to under-
stand how employees create their perceptions regarding CSR and how understanding

them may help organizations.

The perception of CSR indicates how the employee considers the total amount and qual-
ity of CSR activities their company engages in (Tafolli & Grabner-Krduter, 2020). More
specifically, employee's evaluation of CSR initiatives links attitudes, decisions, or behav-
iors related to CSR. Also, experiencing emotions about employee’s apprehension of CSR,
which may also result in subsequent attitudes related to CSR, decisions, or behaviors,
explains how employee perception of CSR is formed (Gkorezis & Petridou, 2017: Gond

et al., 2017: Rupp et al., 2006).

Furthermore, it has been stated that even though employees may not even be fully
aware of their employers’ actions regarding CSR, their perceptions of them are leading
them to their responses towards them more significantly than the actual behavior of the
employer (Rupp et al., 2013, p. 897). Thus, even though an organization would put a lot
of effort into their CSR strategy and actions, their employees could still respond to them
by considering that their actions are poor and insufficient if they are not aware of them.
Thus, understanding employees’ attitudes and perceptions regarding CSR is crucial to
employers, as employees create their judgments of their employer's CSR and respond to
them based on these judgments. By understanding their perceptions, organizations re-
ceive valuable information regarding their needs and expectations (Staniskiené &

Stankeviciuté, 2018).
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Prior research has also indicated that employee perceptions of both internal and exter-
nal CSR have been positively linked to employee engagement, organizational commit-
ment, job satisfaction, organizational citizenship behavior, and job performance (Es-
maeelinezhad et al., 2015: Vlachos, Panagopoulos & Rapp, 2014: Valentine & Fleischman,
2008: Jones, 2010: Carmeli et al., 2007). Moreover, researchers have indicated that em-
ployees’ behaviors that endorse the company in achieving its CSR goals relate positively

to employees’ CSR assessment and perception (Vlachos et al., 2014).

Moreover, researchers have also suggested that employees are more likely to identify
themselves with their organization if they perceive that the organization is involved in
responsible actions. Consequently, when employees identify with their organization,
they are more likely to increase their job satisfaction, organizational citizenship behavior,
and even job performance (Shin, Hur & Kang, 2016: Tong, Zhu, Zhang, Livuza & Zhou,
2019). In addition, it has been suggested that CSR activities of an organization may also
lead to enhanced productivity and creativity of their employees as CSR activities affect
employees by establishing a sense that their job is both essential and meaningful (Tafolli

& Grabner-Krauter, 2020).

What is more, even organization’s climate has been stated to be affected by perceptions
of CSR of their employees as the perceptions may develop a collective consciousness in
the organization, which leads not only to a supportive but also a caring atmosphere in
the organization. Consequently, the work environment may become more unabashed
and uncontrolled, enhancing employees’ ability to innovate products and services (Tafolli

& Grabner-Krauter, 2020).

2.5 CSR and culture

Professor Geert Hofstede has defined culture as “the collective programming of the mind
that distinguishes the members of one group or category of people from another” (Hof-
stede, 2001, p. 9). In other words, culture not only forms a base for common understand-

ing and interaction but also develops norms and expectations and defines agreeable



28

manners, perceptions, and attitudes of the society. The latter means that culture is

formed and driven by individuals’ and organizations’ behaviors (Hawn & Burbano, 2018).

What is more, the way society perceives and expects organizations to respond and take
responsibility for ethical issues varies worldwide (Schmidt & Cracau, 2017). So, some as-
pects of CSR, for example, environmental issues, are more vital and more emphasized in
one culture. In another culture, legal aspects are considered more important, and they
rule the CSR activities established by companies. Thus, it can be stated that culture may
affect the employee’s perception of CSR. That is why cultural dimensions are introduced
in the next sub-chapter to provide an understanding and a deeper insight into the culture
and its connection to CSR. What is more, possible similarities and differences regarding

the cultural dimensions among Finland and the CEE countries are also presented below.

2.5.1 Hofstede’s cultural dimensions

The already mentioned Dutch social psychologist Gerard Hendrik (Geert) Hofstede, also
known as a pioneer of intercultural research, conducted a comparative study of cultures
and created a model including six dimensions of national cultures. The dimensions are
power distance, uncertainty avoidance, individualism, collectivism, masculinity, feminin-
ity, long and short-term orientation, and indulgence and restraint. The model provides
an index and calculated scores for each dimension for more than 70 countries to com-
pare cultures (Hofstede, 2011). The five first dimensions are utilized in this thesis to ex-
plain possible differences in employee perceptions regarding CSR in different regions in
the case company. This thesis will not examine the indulgence versus restraint cultural

dimension due to a lack of prior research regarding its connection to CSR.

2.5.1.1 Power Distance

The first cultural dimension developed by Hofstede is power distance which describes
the level of power and its allocation amongst individuals in various organizations and the

society. Typically, societies in which corruption is rare, income distribution is balanced,
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hierarchy is organized to improve convenience and not to promote inequality, the use of
power should be legitimate, and older people are treated equally, meaning that they are
not appreciated nor scared of, tend to have small power distance (Hofstede, 2011). What
is more, in societies with lower scores on power distance, such as Finland, Latvia, Lithu-
ania, and Estonia, employees expect to be consulted, and they highlight participative
and direct communication. Also, it is common in these societies to talk to managers on
a first-name basis. Furthermore, it is typical for managers to rely on their team members'
experience and act more as coaches than formal directors. In other words, power is dis-

tributed over a team, so it does not only apply to the manager (Hofstede Insights, n.d.).

CEE countries such as The Czech Republic, Slovakia, Bosnia and Herzegovina, and Croatia
are considered hierarchical societies in which centralization is standard, as they have
high scores on this dimension. Especially in Slovakia, with the highest scores in this di-
mension, it is expected that some individuals have more power than others. In the minds
of the individuals, it creates more clarity and structure for society. However, it has been
stated that managers need to gain respect from employees so that they will accept their
decisions from them. So, to gain respect, managers are expected to show their outcomes

and act in a visible manner (Hofstede Insights, n.d.).

Furthermore, according to Hofstede (2011), corruption is common, scandals may be se-
creted, employees and subordinates expect to be advised what to do, appropriate and
submissive behavior is emphasized in families, and it can be assumed that hierarchy
eventually leads to inequality, in societies with high power distance. Besides East Euro-
pean countries, Asian and Latin countries are prone to higher power distance index
scores. In contrast, Germanic and English-speaking Western countries tend to have lower

power distance scores (Hofstede, 2011).

Prior research has indicated that societies with low power distance put more effort into
social and environmental responsibility and, this way, have higher levels of CSR than so-

cieties with high power distance (Park et al., 2007: Husted, 2005). Moreover, various
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researchers have stated that societies defined as high power distance cultures have
demonstrated lower levels of social and environmental performance (Ringov & Zollo,
2007: Peng, Dashdeleg & Chih, 2014: Thanetsunthorn, 2015: Halkos & Skouloudis, 2017).
Also, prior research has confirmed that firms with lower power distance scores tend to
have higher CSR disclosure practices (Gallego-Alvarez & Ortas, 2017: Garcia-Sanchez,

Cuadrado-Ballesteros & Frias-Aceituno, 2016).

To support this, another study conducted by Jain and Jain (2018) described that individ-
uals in low power distance societies appreciate transparency more than individuals in
high power distance societies. Therefore, lower power distance societies support ethical
behavior more than high power distance societies (Jain & Jain’s, 2018). Moreover, an-
other study revealed that culture affects business managers’ attitudes toward business
ethics and practices in Korea, India, and the United States. This research indicated that
societies with low power distance demonstrate high sensitivity to unethical activities,
and they tend to react to them more than high power distance societies (Christie et al.,
2003). So, to support this, another research conducted in the United States demon-
strated that low power distance is positively linked to the perceived importance of ethics

and social responsibility (Vitell et al., 2003)

2.5.1.2 Uncertainty Avoidance

The second cultural dimension is uncertainty avoidance, which refers to society’s capa-
bility to handle novel, vague, unexpected, and possibly uncomfortable situations. Coun-
tries with substantial uncertainty avoidance tend to enact laws and rules to give them
structure and certainty to avoid such situations. Moreover, in strong uncertainty avoid-
ance cultures, citizens trust highly definitive truths and grand theories in science, religion,
and philosophy (Hofstede, 2011). Moreover, these societies appreciate the time and
working and being busy. Also, precision and punctuality are considered norms, innova-
tion may be withstood, and security is an essential feature in the motivation of individ-

uals (Hofstede Insights, n.d.).
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Furthermore, these cultures tend to lack the willingness to tolerate abnormal individuals
and ideas, as they appreciate certainty and strict rules. In addition to that, individuals in
these cultures tend to stay in tasks they feel dissatisfied with. Also, their scores regarding
an individual’s physical and mental health have been lower than those in weak uncer-

tainty avoidance cultures (Hofstede, 2011).

Countries such as Finland, The Czech Republic, Estonia, Latvia, Lithuania, and Croatia,
meaning all other countries which are examined in this thesis, have a high preference for
avoiding uncertainty, except for Slovakia, which has preferences from both categories
(Hofstede Insights, n.d.). English-speaking, Nordic, and Chinese countries have lower un-
certainty avoidance scores. In contrast, countries such as Japan, East, and Central Euro-
pean countries, Latin countries, and German-speaking countries have higher uncertainty

avoidance scores (Hofstede, 2011).

In contrast, diversity is considered exciting and curious in cultures with weak uncertainty
avoidance rather than threatening. Moreover, these cultures have lower levels of stress,
anxiety, and self-control, and they tolerate chaos and uncertainty in general. Moreover,
in weak uncertainty avoidance cultures, inhabitants are recognized as competent to-
wards authorities, and rules are not highly appreciated. Also, research has indicated that
these cultures have higher scores regarding an individual’s physical and mental health. It
is easier for individuals to change jobs and employers than in strong uncertainty avoid-
ance cultures. Furthermore, it is considered normal in these cultures that teachers do
not have all the answers, and they may express their uncertainty and unawareness

openly (Hofstede, 2011).

So, prior research has demonstrated that societies with higher levels of uncertainty
avoidance identify higher levels of the importance of ethical problems (Armstrong, 1996).
In addition, another study conducted by Lu, Rose, and Blodgett (1999) indicated that
uncertainty avoidance is positively linked to ethical sensitivity toward numerous stake-

holders in Taiwan and in the United States (Lu, Rose & Blodgett, 1999). Also, as
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mentioned above, the research conducted by Vitell, Paolillo, and Thomas (2003) proved
that along with low power distance, high uncertainty avoidance is positively linked to the

perceived importance of ethics and social responsibility (Vitell et al., 2003).

2.5.2 Individualism versus Collectivism

Individualism and collectivism are terms that describe how individuals in a society are
merged into groups. For example, in collectivist cultures and societies such as Croatia, it
is expected that families include more members such as grandparents, uncles, and aunts
rather than just parents and children. What is more, individuals in these cultures are
merged into close-knit in-groups in which they get care and safety for dependability and

faithfulness (Hofstede, 2011: Hofstede Insights, n.d.).

Furthermore, individuals in collectivist cultures are stated to cultivate harmony, belong-
ing, and norms. Misbehavior, especially regarding the norms and offense, usually results
in shame and loss of face (Hofstede Insights, n.d.). In addition, the in-groups tend to
destine their beliefs and votes, meaning that it is not common for individuals to highlight
and promote their personal opinions. Also, individuals in collectivist cultures are stated
to emphasize relationships over tasks (Hofstede, 2011). Moreover, relationships be-
tween employer and employee in collectivist cultures are recognized more in moral
terms, meaning that there is a connection that could be compared to a family-related
connection. In addition, both recruitment and promotion decisions are affected mainly

by the employee’s in-group, unlike in individualist societies (Hofstede Insights, n.d.).

In contrast, individualist societies such as developed and Western countries like Finland,
The Czech Republic, Latvia, Lithuania, and Estonia differ from collectivist societies as they
highlight the importance of their right to privacy, personal opinions, and letting every-
one’s voices be heard. What is more, it is expected that individuals protect and look after
themselves and their immediate family but not others. Furthermore, in these societies,
ignoring the norms and misbehaving usually result in feelings of guilt rather than shame

(Hofstede, 2011). Moreover, the mutual advantage is highlighted in the relationship of
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the employer and employee, and not only recruitment but also promotion decisions de-
pend on qualification and merit only. Also, in individualist societies, management is typ-
ically the management of individuals rather than groups like in collectivist cultures (Hof-
stede Insights, n.d.). However, there are also countries such as Slovakia that do not be-
long to only either one of these classifications but that have characteristics from both

types (Hofstede Insights, n.d.).

Furthermore, the study, which was mentioned earlier conducted by Christie et al. (2003),
revealed that besides low power distance, also high individualism is heavily linked to high
sensitivity to unethical activities (Christie et al., 2003). This means that societies with low
power distance and high individualism are more likely to react to unethical issues. So, it
can be stated that, according to this study, culture influences the attitudes toward busi-

ness ethics and practices, at least in Korea, India, and the United States.

2.5.2.1 Femininity versus Masculinity

The fourth cultural dimension is characterized as femininity versus masculinity, which
describes society’s feminine and masculine characteristics in terms of individual values.
It has been researched, that countries such as Italy, Mexico, Japan, and German-speaking
countries have high scores in masculinity, whereas in Nordic countries and in the Neth-
erlands, the scores are typically low. What is more, English-speaking Western countries
have reasonably high scores in masculinity, while countries such as France, Spain, Portu-
gal, Chile, Korea, and Thailand have reasonably low scores in masculinity (Hofstede,
2011). The countries which are examined in this thesis, such as Finland, Estonia, Croatia,
Latvia, and Lithuania, are considered feminine societies, whereas Slovakia and The Czech
Republic are masculine societies (Hofstede Insights, n.d.). However, for example, Bosnia
and Herzegovina is considered a masculine society for specific parts and feminine for
others, meaning that it cannot be described as only a feminine or masculine society (Hof-

stede Insights, n.d.).
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It has been researched that feminine societies emphasize the harmony of work and fam-
ily, empathy regarding the weak, modesty and caring as typical features of both women
and men, and the similar social and emotional roles between the genders. Furthermore,
it is expected that women both work and are voted in political positions and that both
parents equally raise their children by providing both facts and feelings. Moreover, in
these societies, women can determine the number of children in the family, unlike in

masculine societies (Hofstede, 2011).

Moreover, it is common in feminine societies that individuals are modest and tend to
keep a low profile. They also communicate with a diplomatic and soft voice to not upset
others. They emphasize wellbeing rather than status, like in masculine societies. Also,
individuals in feminine societies are likely to feel uncomfortable when they give and re-
ceive praises as they consider that they could achieve and accomplish even more. Fur-
thermore, in feminine societies, a manager has succeeded in their role if they are sup-
portive, aim for consensus, and if they involve other employees in decision-making. So,
in general, individuals appreciate equality, solidarity, and quality in their working lives.
Thus, negotiation and compromises are typical ways to resolve conflicts. In addition, free

time and flexibility are preferred incentives (Hofstede Insights, n.d.).

In contrast, masculine societies tend to revere powerfulness and work, and it is expected
that men are ambitious, aggressive, and confident. What is more, it is expected that the
father’s role in the family is more fact-oriented, whereas mothers parent their children
with feelings. Furthermore, it is not typical in masculine societies for women to work in,
for example, political duties (Hofstede, 2011). What is more, individuals in these socie-
ties tend to highlight the importance of goals and achieving them, status, high living
standards, and dedication to work. Moreover, in masculine societies, managers are re-
quired to be definite and assertive, highlighting equity, competition, and performance.

Also, it is typical that conflicts are resolved by fighting them out (Hofstede, 2011).
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Besides, prior literature has suggested that individuals in highly masculine societies tend
to place their self-interests above the interests of other stakeholders due to their im-
portance in personal accomplishment and material success. In contrast, individuals in
feminine societies do not typically place their self-interests above the interests of other
stakeholders. This is because it is common for them to follow the rules, recognize, and
highlight responsibilities. They do not appreciate materialism and personal recognition
as much as masculine societies do. Also, they highlight relationships more (Lu, Rose &
Blodgett, 1999). Moreover, according to Bae and Kim (2013), individuals in feminine so-
cieties tend to require more responsible actions and responsible approaches from firms
compared to masculine societies in which individuals perceive that firms should engage
in economic achievement and material success instead of focusing on socially desirable
actions. This is because, in feminine societies, individuals are more philanthropic, mean-
ing that they expect society to help the underprivileged and the ones in need of help.
Consequently, researchers have suggested that feminine societies have a stronger ten-
dency to engage in social responsibility (Bae & Kim, 2013). These suggestions are in line
with another research conducted by Hofman and Newman in 2014, in which they state
that individuals in feminine societies tend to demonstrate more ethical sensitivity and

they require more empathy from firms (Hofman & Newman, 2014).

2.5.2.2 Short-Term versus Long-Term Orientation

Long-term versus short-term orientation is one of the six cultural dimensions, and it is
used to describe whether societies are focused more on the future or on the present
and even the past. CEE countries, meaning Central and Eastern European countries and
East Asian countries, are long-term oriented, meaning that it is typical in these societies
to expect that the most valuable occurrences take place in the future. Moreover, it is
believed that a person is acceptable and favorable if one can adapt to the circumstances.
Also, traditions are not rigid but relatively flexible due to dynamic circumstances. In ad-
dition, long-term-oriented societies tend to acquire information from other nations, and

they appreciate hard work and frugality (Hofstede, 2011).
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In turn, in short-term oriented countries, for example, in the United States of America,
Australia, and Latin American, African, and Muslim countries, individuals perceive that
the most valuable occurrences in their life take place now or that they have already taken
place in the past. What is more, these societies appreciate individual stability, meaning
that when an individual does never change, it is considered favorable. Furthermore, it is
vital for individuals in these societies to appreciate their country and help other people.
Also, in short-term-oriented countries, luck is often associated with pupils’ accomplish-

ments and disappointments rather than effort and hard work (Hofstede, 2011).

Some countries do not fit either one of these descriptions according to the calculated
scores. For example, countries in Northern and Southern Europe, along with South Asian
countries, are described as medium-term orientated (Hofstede, 2011). However, Finland
is categorized as normative, with low scores on this specific dimension. This means that
Finns are normative in their thinking; they emphasize the absolute truth, appreciate tra-

ditions, achieve quick results, and tend not to save for the future (Hofstede Insights, n.d.).

In turn, The Czech Republic, Estonia, Bosnia and Herzegovina, Croatia, Slovakia, Lithuania,
and Latvia have high scores on this dimension, and they are regarded as pragmatic soci-
eties. Individuals consider that truth relies upon a situation, context, and time in these
countries. Also, they are likely to have savings and investments, and they tend to be
careful with their spending and finances. Moreover, they are determined to achieve re-

sults, and they do not mind if their traditions’ conditions change (Hofstede Insights, n.d.).

Prior literature regarding long-term versus short-term orientation and its connection to
stakeholder perceptions of CSR has suggested that societies with high long-term orien-
tation value legal and ethical responsibility more as they tend to appreciate social norms,
which is what they also expect from firms (Bae & Kim, 2013). Moreover, the research
indicates that individuals with high long-term orientation tend to disapprove any uneth-
ical and illegal behavior of firms, and they even expect firms to grant some of their profits

as an act of social responsibility (Bae & Kim, 2013). Regarding the nations, which are
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examined in this research, all the other countries are regarded as societies with high

long-term orientation, except for Finland, which has a low score in long-term orientation.

Moreover, the table below provides a summary of Hofstede’s cultural dimensions in the

examined countries.

Table 2. Summary of Hofstede’s cultural dimensions in the examined countries,
adapted from Hofstede Insight (n.d.).

Country

Finland

Czech

Republic

Slovakia

Croatia

Estonia

Lithuania

Latvia

Bosnia and
Herzegovina

Power Individualism vs.

Distance Collectivism

Low score Individualist
culture

High score Individualist
culture

High score Characteristics
from both

High score Collectivist
culture

Low score Individualist
culture

Low score Individualist
culture

Low score Individualist
culture

High score Collectivist
culture

2.6 CSRin Europe

Masculinity Uncertainty Long-term vs.
vs. Femininity Avoidance Short-term
Orientation
Feminine Avoids Normative
culture uncertainty Culture
Masculine Avoids Pragmatic
culture uncertainty Culture
Masculine Tolerates both Pragmatic
culture Culture
Feminine Avoids Pragmatic
culture uncertainty Culture
Feminine Avoids Pragmatic
culture uncertainty Culture
Feminine Avoids Pragmatic
culture uncertainty Culture
Feminine Avoids Pragmatic
culture uncertainty Culture
Characteristics Avoids Pragmatic
from both uncertainty Culture

Besides cultural differences, which were demonstrated by utilizing Hofstede’s cultural

dimensions, corporate social responsibility, and perceptions of stakeholders regarding it

may also vary due to other reasons, which are described below. As these other factors

may also affect employees' perceptions regarding CSR, it is vital to examine and
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understand the current situation of CSR in the examined regions, as they may not be
similar. As in the case of Alma Media, their employees work in multiple countries, and
thus they need to understand how their employees view their actions and the level of
commitment to CSR. When they understand the perceptions, they can revise and even

respond more precisely to their employees’ expectations regarding CSR.

So, researchers such as Schmidt & Cracau (2017) have demonstrated that corporate so-
cial responsibility and stakeholders' perceptions regarding CSR alter worldwide, depend-
ing on the level of the country’s economic development (Schmidt & Cracau, 2017). In
addition, CSR plans and the responses by companies and their employees are not con-
sistent even across European countries due to various cultural norms, traditions, regula-
tions, and the historical development of societal governance (Habisch et al., 2004, p.
323). Moreover, although corporate social responsibility is globally and commonly con-
sidered as private corporations’ voluntary engagement in CSR activities, regarding, for
example, environmental and social issues, legislations have been established around the
globe to get firms more engaged in CSR actions on an obligatory basis. However, the CSR
legislation differs among countries, meaning that there is no universal legislation in CSR
(Weber & Wasieleski, 2018, pp. 133-135). Also, researchers have illustrated that coun-
tries that have legislation concerning CSR, and that take care of for example their em-
ployees safety issues and pollution are presumably more likely to have more notable
social responsibility discourse, and this way they establish more focused and advanced

CSR activities (Schmidt & Cracau, 2017).

However, the European Union rules that corporations in Europe are nowadays obligated
to provide non-financial information regarding their operations, including social and en-
vironmental responsibility aspects. Moreover, human rights, anti-corruption, bribery,
treatment of employees, and diversity on company boards are aspects that firms must
include in their reporting publications. However, this directive only applies to firms with
more than 500 employees in the public interest, such as listed companies, insurance

companies, banks, and other national authority entities. This means that small and
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medium-sized enterprises (SMEs) are not required to report these issues similarly (Euro-
pean Commission, 2020). However, the European Commission has proposed that pub-
licly traded small and medium-sized enterprises with 250 or more employees should fol-
low the directive. So, the number of firms that must provide non-financial CSR reports
will possibly increase from 11 600 to approximately 49 000 in 2023. In addition, the Eu-
ropean Commission proposal also requires firms to inform about these matters in more
detail, and the information must be audited in the future (Federal Ministry of Labour and

Social Affairs, n.d.).

Furthermore, not only differences in legislation but also differences in the social and po-
litical history of a country will have effects on the expectations of employees in terms of
dialogue, democracy, and participation (Habisch et al., 2004, p. 324). What is more, the
country’s environmental context and conditions, circumstances, and concerns not only
regarding the past but also present are stated to provoke societal responses of compa-

nies and employees (Habisch et al., 2004, p. 324).

Thus, it can also be assumed that there are differences in employees’ perceptions re-
garding CSR in Finland and in the CEE countries as their locations are geographically dis-
tant from one another and they have different cultures. What is more, the figure below
illustrates that also political and social structure, political style and processes, historical
traditions, the role of firms and NGOs in local and national society, educational system,

and expectations towards leaders have effects on countries adaptation to CSR as an issue.
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Figure 3.
325).

Characteristics affecting different countries” CSR (Habisch et al., 2004, p.

2.6.1 Finland

Finland, located in the Northern part of Europe, has been described as a country where
the rate of corruption is low or nonexistent. Furthermore, Finland has been stated as a
transparent country in which the citizens trust the political and national legal systems,
institutions, media, and the government more than in many other nations in Europe
(Podr, Alas, Vanhala, Kolldr, Slavic, Berber & Barasic, 2015: Habisch et al., 2004, p 13.).
However, even though Finns tend to have a high level of trust in institutions, charitable
institutions and companies are less trusted than state institutions, police, the army, and

the legal system.

Moreover, the researchers have examined that most Finns (75%) expect Finnish compa-
nies to give more consideration to social issues than what they are giving now. In contrast,
in other European countries, only 48% of the society expects the same (Habisch et al.,
2004, pp. 14-15). In addition, Finns have different expectations and concerns for compa-
nies operating domestically and internationally as Finnish companies are expected to

focus, for example, on the treatment of employees. In contrast, core labor standards and
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human rights issues are key aspects for companies operating abroad (Habisch et al., 2004,
p. 15). Moreover, Finnish companies are expected by the public to aim for sustainability
and reduced emissions due to common industrial industries in Finland, which are inten-

sive in terms of natural capital (Habisch et al., 2004, p. 18).

Olkkonen and Quarshie (2019, pp. 9-13) have suggested that the high sustainability ex-
pectations of the Finns towards firms have been established due to industrialization al-
ready in the late 19th century. This is because it caused Finnish companies to consider
and include CSR in their actions. After all, as they had to build factories, they also had to
consider local communities by providing housing, health care, hospitals, schools, roads,
and libraries to ensure that their workforce could work in production. Even though firms
provided their employees more benefits that Finnish laws and regulations required back
then, the motives behind firms’ CSR actions were mostly about ensuring production, and
the treatment of employees was not an essential factor (Olkkonen & Quarshie, 2019, pp.
9-13). However, after Finland declared its independence in 1917, labor unions and asso-
ciations were established, and ownership was dissociated from management. This also

led to changing expectations of CSR in Finland (Olkkonen & Quarshie, 2019, pp. 14-15).

Moreover, according to Korhonen and Seppala (2005), 82% of the Finnish SMEs partici-
pated in social actions. In contrast, on average, 49% of the SMEs in the European Union
were committed to social actions in 2002. Moreover, Korhonen and Seppala (2005) state
that in 2002 the most vital motive for pursuing responsible corporate behavior was the
owner’s and top management’s interest in CSR. What is more, Finnish CEOs consider that
CSR creates economic value and improves corporate reputation in the long run (Korho-

nen & Seppala, 2005).

Also, stakeholder expectations, meaning, for example, customers, business partners, and
employees, encourage Finnish firms to engage in CSR (Korhonen & Seppala, 2005). Fur-
thermore, nowadays, Finnish companies are engaged in environmental aspects of CSR in

terms of sustainable management of domestic natural resources, fuel sources, and
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waste and emission flow. This is due to the Finnish industrial structure, which requires
energy, raw materials, and fuels, especially in the paper production and forest industry

in general (Korhonen & Seppala, 2005).

2.6.2 CEE countries

According to research, the Central and Eastern European countries and their govern-
ments are not as advanced with CSR and its encouragement as Scandinavian and Nordic
countries. Moreover, it is stated that governments in the CEE region are not considering
CSR as a topic to be disclosed on the societal and political agenda. This lack of engage-
ment and set policies and regulations causes challenges for companies to accustom and

establish CSR practices in the CEE region (Steurer, Martinuzzi & Margula, 2012).

However, globalization, economic integration, and societal learning are proven to in-
crease the awareness and compliance regarding CSR in the CEE region. This is due to, for
example, MNCs that operate in the CEE region and export-oriented CEE companies as
they spread and adapt CSR awareness from Western Europe. So, even though it has been
stated that governments in the CEE region should become more active regarding CSR,
not only governments, political leadership, and respective public policies on CSR advance
CSR in the CEE region (Steurer, Martinuzzi & Margula, 2012). What is more, according to
Habisch et al. (2004, p. 6), due to Central and Eastern European countries' weaker soci-
etal infrastructure than, for example the Nordic countries, their abilities to emphasize
sustainable development has not been as easy as in the Nordics (Habisch et al., 2004, p.

6)

Moreover, whereas the citizens in Finland have been stated to trust the transparent po-
litical and national legal systems, institutions, media, and the government, the CEE re-
gion is different. For example, in Slovakia and in the Czech Republic, both government
and corporations are accused of extreme bureaucracy, corruption, and favoritism in de-
cision-making. So, corporations nor governments are trusted in these countries by the

public (Podr et al., 2015). In addition, as an example, companies and employees in the
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Czech Republic have been stated to prioritize care for employees and transparency over

the environment (Habisch et al., 2004, p. 162).

Furthermore, even though the European Commission directives guide countries with
CSR and its reporting, not only cultural and moral values but also language and religion
affect the adaptation of CSR and its reporting among the CEE countries. Also, even
though the GRI guidelines have been set by the European Commission to report compa-
nies’ non-financial sustainability matters correspondingly, it is clear that the CEE region
remains underdeveloped regarding reporting according to GRI guidelines (Arraiano &

Hategan, 2019).
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3 Case Company Introduction

This chapter introduces Alma Media; the case company examined in this thesis. Further-
more, this chapter provides general information regarding the company and its opera-
tions. Lastly, this chapter discusses Alma Media’s corporate social responsibility program

and actions in Finland and their other operating countries.

3.1 General information on Alma Media

Alma Media is a Finnish multi-channel media company established in 1998, providing
both content and services to various users in around eleven countries in Europe. Alma
Media’s business operations vary across the countries they operate. For example, in Fin-
land, Alma Media operates in automotive and housing marketplaces and financial, pro-
fessional, and national consumer media. What is more, they provide content and data
services not only to professionals but also to businesses. Besides, Alma Media’s foreign
business operations in Croatia, Czech Republic, Slovakia, Estonia, Latvia, Lithuania, Ser-
bia, Bosnia and Herzegovina, and North Macedonia provide online recruitment services,
whereas, in Sweden, the company provides an online commercial property marketplace,
and direct marketing services in the Baltic countries (Alma Media, n.d.; Alma Media,

2006).

In 2021, 69% of Alma Media’s turnover was generated in Finland, 17% in the Czech Re-
public, and the remaining 14% was generated in Croatia, Sweden, Slovakia, the Baltic
countries, and other operating countries of Alma Media (Alma Media, 2021). Further-
more, Alma Media has described in their sustainability report from 2021 that they have
1690 employees in total in these various countries. However, 975 of 1690 employees
work in Finland, 353 in the Czech Republic, 106 in Slovakia, 90 in Croatia, 74 in the Baltic

countries, and the remaining 87 work in the other countries (Alma Media, 2022).
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3.2 CSR at Alma Media

Being a multi-channel media company, Alma Media has targeted becoming a predomi-
nantly digital business, and nowadays, 77% of their business consists of digital sources
(Alma Media, 2022). This means that Alma Media most likely experiences corporate so-
cial responsibility differently from many other Finnish companies in the paper or forest

industry that require more energy, raw materials, and fuels (Korhonen & Seppala, 2005).

Alma Media describes in their sustainability report from 2021 that during the last five
years, especially when they divested their regional paper business and the majority of
their print products, they could halve their greenhouse gas emissions arising from these
operations. Currently, 96% of their greenhouse gas emissions are derived from subcon-
tracting chains. This is because producing digital content and services leads to lower con-

sumption of materials and electricity (Alma Media, 2022).

Moreover, Alma Media has highlighted that responsible journalism, marketing, infor-
mation security, and data protection are vital areas for the corporation and its operations
in terms of sustainability. To identify the essential aspects of CSR to focus on, Alma Media
has established a sustainability program including five aspects. The aspects of their pro-
gram are profitable growth and high business ethics, future-fit workforce, environmental
responsibility, responsible media, journalism and marketing, and responsible services
and marketplaces. The program was established based on a materiality analysis which
included multiple stakeholder investigations in the form of questionnaires and face-to-
face interviews followed by several workshops. One of these was the questionnaire sent

to Alma Media’s employees during Fall 2021, also utilized in this thesis.
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Profitable Responsible Responsible
growth and Future-fit Environmental media, P
> . D . . services and
high business workforce responsibility journalism,
. . marketplaces
ethics and marketing

Figure 4. Alma Media’s sustainability program (Alma Media, 2022).

What is more, Alma Media has reported its sustainability and social responsibility actions
separately since 2018. Prior to this, the corporate social responsibility matters were re-
ported in their annual reviews since 2006. All the reports are visible on Alma Media’s
website. However, Aima Media does not mention in their sustainability report whether
they have different actions in their various operating countries or whether their ap-

proach to CSR is similar in each country.

Thus, it is challenging to discuss how their actions differ in these countries and how these
factors could affect their employees' perceptions regarding CSR. It could be assumed
that as the company is established in Finland, its approach to CSR would have a Finnish
style and possibly characteristics typical to Finnish companies. This could mean that their
employees who are working outside of Finland experience CSR conducted by their em-

ployer genuinely differently.

What is more, Alma Media provides various examples of their CSR actions, which take
place in Finland, in their sustainability report from 2021. For example, they are part of
the OMX GES Sustainability Finland index. Also, they state that they are the third media
company in the world to set CO2 emissions reduction targets approved by the Science
Based Targets initiative. In addition to that, they inform that they have been active mem-
bers of the European Responsible Media Forum and Finnish Business and Society since

2009. Moreover, they present different scores and ratings regarding sustainability
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indexes, compare them to other Nordic media companies, and then describe themselves
as one of the forerunners among them. Alma Media also highlights that it has been a UN

Global Compact signatory since 2011, with a supporter status (Alma Media, 2022).

Also, as many of Alma Media’s CSR actions which are mentioned on their responsibility
website and corporate social responsibility report, have occurred in Finland, the employ-
ees abroad may consider that most of the actions made by Alma Media regarding CSR
take place in Finland and that their countries may not have as much visibility and obser-
vation. However, Alma Media has also listed several examples of their CSR actions in the
CEE countries in their sustainability report from 2021. The actions are mostly described
as partnerships with local NGOs and other associations, all focusing on CSR (Alma Media,

2022, pp. 170-171).
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4 Research design and methodology

This chapter presents the research approach, strategy, design, and methods that are uti-
lized in the thesis. In addition, this chapter explains how data is collected, how the sam-
ple is selected for the empirical research, and how results are analyzed statistically. Fur-
thermore, this chapter provides information regarding the questionnaire, for example,

how and when it was conducted.

4.1 Research approach, strategy, and design

There are different approaches for researchers to choose how they want to conduct their
research. However, the two main research approaches are deductive and inductive. In
the deductive approach, the theory is first studied, hypotheses are then established, and
guantitative data is typically collected to test the hypotheses. In contrast, in the inductive
approach, the data is typically qualitative. Also, the inductive approach aims to gain com-
prehensive and precise awareness of the research context, so the demand for generaliz-
ing results is not as high as in the deductive approach (Saunders, Lewis & Thornhill, 2009,
pp. 120-122). Thus, this research follows a deductive research approach as the aim is to
collect quantitative data with a relatively large sample. Furthermore, this thesis aims to
test hypotheses developed based on prior literature. Moreover, this research approach
is relevant for this thesis as it examines the research problem and the case company for
the first time in these specific countries and thus tries to provide a starting point for the

case company and the future research to continue the research.

Furthermore, a research strategy is also essential in a research project as it guides re-
searchers and helps meet the research objectives and answer the research questions.
There are various research strategies to employ, such as surveys, case studies, action
research, and experiment (Saunders et al., 2009, p. 136). However, a single case is cho-
sen for this thesis as a research strategy. This strategy is utilized in this thesis because a
single company will be examined in this thesis, and it provides a unique context for the

research due to the lack of prior research regarding CSR in the company, specific industry,
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and a rather large sample size of employees from Finland and Central and Eastern Euro-
pean countries. What is more, in case studies, an existing problem will be examined to
provide in-depth understanding and new theoretical outlooks and explanations for the
specific context (0'Gorman & Maclntosh, 2014, pp. 81-83). In this case, the problem is
that Alma Media, being an international company, has never examined how their em-
ployees in various countries consider CSR in general and how their perceptions may dif-
fer in these countries. So, they are not aware of how their employees view them regard-
ing CSR. This means that they may have CSR activities that are not viewed similarly or
even positively in all their operating countries. It can be assumed that there are differ-
ences in the perceptions regarding CRS amongst employees in Finland and the CEE coun-
tries because, as mentioned above, diverse economic, social, and cultural backgrounds

may affect the perceptions of employees from different countries.

What is more, there are various case study types such as exploratory, explanatory, and
descriptive research. This study is conducted as exploratory research as the present lit-
erature regarding the research topic area is rather limited, especially in the countries
which are examined in this thesis. Also, it is typical in exploratory research to first collect
data and then define research questions (O'Gorman & Maclntosh, 2014, p. 82). That is
also how this thesis aims to proceed as the questionnaire is created together with con-
tact persons of the case company. Furthermore, there are also terms that describe how
research is conducted regarding time, as research projects can be cross-sectional or lon-
gitudinal, meaning that they either examine a population over a specific period, as in
longitudinal research or analyze data collected at one given point in time, as in cross-
sectional study (Saunders et al., 2009, p. 148) As this project is constrained in terms of

time, this thesis is conducted as cross-sectional research.

4.2 Research method and techniques

This master’s thesis will be quantitative research because the primary data collection
method is to conduct questionnaires to employees in Finland and the CEE countries. The

reason why quantitative research methods were chosen for this research is that it
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provides broad comparability of answers, and that is what this thesis aims to provide.
(O'Gorman & Maclintosh, 2014, p. 156) Besides gathering primary data, secondary data
will be gathered from multiple articles, websites, books, and Alma Media’s corporate
social responsibility report. However, as conducting questionnaires is this thesis's single
data collection method, this research utilizes the mono method. After collecting data,
quantitative data analysis procedures are utilized to examine data. If more than one data
collection technique were to be utilized in the thesis, the method would be then called

multi-method (Saunders et al., 2009, p. 146).

4.2.1 Questionnaires

The author decided to gather data from Finland and the CEE region by conducting ques-
tionnaires, as it is efficient in terms of time management and analyzing the data. Ques-
tionnaires are conducted for Alma Media’s employees in Finland and the CEE countries
because the aim is to investigate whether Alma Media’s employees’ perceptions regard-
ing CSR will differ. Two separate but similar questionnaires were formed by Alma Media’s
communications and marketing managers, and the author of this thesis could analyze
and view the questionnaire before it was sent to Alma Media’s employees to ensure that
the content matched the research and that it would provide relevant data for the re-
search. The questionnaire was conducted during Fall 2021, and it was distributed to Alma

Media’s employees via email by the case company’s Chief Executive Officer.

The online questionnaire, which was sent to Finnish employees, was conducted in Finn-
ish, and a similar questionnaire was sent to the CEE countries, but it was conducted in
English. The questionnaire for Finnish employees was sent via email on the 29th of Sep-
tember 2021, and the employees had three days to answer the questionnaire. The online
guestionnaire for the CEE countries was sent via email also by the case company’s CEO
a month later, on the 21st of October 2021. This time, the employees in the foreign units
had ten days to answer the questionnaire. The questionnaire, including all questions,

can be found in appendix 1.
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4.2.2 Statistical analysis of the data

The data gathered by conducting the questionnaires are analyzed by utilizing SPSS sta-
tistical software platform. First, data from both questionnaires are combined in Mi-
crosoft Excel, a spreadsheet software program. Next, the data is collated to be in an ap-
propriate form for running descriptive statistics analysis in SPSS. More specifically, data
from the questionnaires are analyzed in SPSS by conducting crosstabulation tables from
categorical variables, which create a complex analysis of the results. These tables are
presented in chapter 5, in which all the empirical findings are introduced and explained
comprehensively. Furthermore, to indicate whether the variables will have a statistically
significant connection or relationship, probability tests called Chi-Square Tests are run.
These tests are run to indicate differences in employees' perceptions in Finland and the

CEE countries regarding CSR.

The Chi-Square tests provide a two-sided asymptotic significance value that demon-
strates whether the null hypothesis's probability is accurate. The general cutoff value
utilized by researchers is 0.05 or even smaller. The lower the value is, the more likely it
is that the variables have a significant connection (McCormick & Salcedo, 2015, p. 228).
This thesis provides only the alternative hypotheses (H1), which are introduced and
tested in the next chapter, even though the null hypotheses (HO) were also defined prior
to testing the alternative hypotheses. However, as the chi-square value cannot indicate
the type of the differences, the results, more specifically differences between the cells
and categories, are analyzed by adjusted standardized residuals, which are disclosed as
standard deviation units, and they are either above or below the mean value (Huizingh,
2007, p. 249). So, the larger the value is, the higher is the probability that the column

variable is associated with the row variable.

What is more, hypotheses are also presented and tested with the results in the next
chapter. The hypotheses are formulated based on prior research, which indicates that
cultural values, economic development, political and social structure, historical tradi-

tions, and nationality affect employees’ perceptions regarding CSR.
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4.2.3 Sample

As mentioned above, by conducting questionnaires to employees of the case company,
the author could collect primary data for the thesis. Thus, the research sample consisted
of the case company’s employees in Finland and the CEE countries. In total, 524 re-
sponses were gathered, 348 of the answerers were Finnish, and 176 of the responses

were gathered from employees from the CEE countries. Figure 5. below presents the

demographics of the questionnaire.

not to say

Female

Preferred not to

say [ other
nmn-
Figure 5. Research sample

169 of the Finnish employees who took part in the questionnaire were women and 151
were men. Moreover, 28 employees preferred not to report their gender. 26 of these
employees did not want to mention their age either. However, two of these 28 employ-
ees mentioned that they are 35-54 years old and 55-64 years old. The majority, 58% of
Finnish employees, are between 35 to 54. In addition, 26% of the Finnish employees are
under 35 years old. The rest of the employees, 14% who took part in the questionnaire,
said that they are between 55 to 64. Seven employees preferred not to report their age

at all.

Moreover, 79 of the employees from the CEE countries who answered to the question-
naire were women, and 87 were males. Also, 39% of the employees reported that they
are under 35 years old, whereas 57% reported that they are more than 35 years old. One

male preferred not to tell their age, and five employees did not want to report their
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genders, one of them being under 35 years old, and the rest four reported their age to

be above 35 years.

Moreover, The CEE countries are examined as a group, not individually, because this way,
the company, and the author will ensure that the questionnaire is conducted fully anon-
ymously. As shown by the table below, most of Alma Media’s employees work in Finland,
whereas fewer employees are in the foreign units. Thus, as the questionnaire will not
provide country-specific information from the CEE region in terms of results, findings

regarding the cultural dimensions will be based on estimations.

Table 3. Number of Alma Media’s employees in their operating countries adapted from
Alma Media (2022, p. 28).

Country The number of employees

Finland 975
The Czech Republic 353
Baltic countries: Estonia, Latvia, Lithuania 74
Slovakia 106
Croatia 90
Bosnia-Herzegovina 38
Sweden 15
Others 34
Total number of employees 1690

4.3 Reliability and validity

As the aim of any research is to provide accurate information and results, reliability and
validity are essential elements of research. Reliability is a term that describes a situation
during a research process, which can be achieved if comparable results are achieved by
utilizing similar data collection techniques and analysis procedures by other researchers
or in other circumstances than the original research (Saunders et al., 2009, p. 149). In

turn, validity refers to internal and external validity, which indicate whether results are
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generalizable and utilized in other samplings and whether conclusions of a causal rela-
tionship are reliable and accurate and that they do not depend on any other reason
(O'Gorman & Maclntosh, 2014, p. 171) To avoid bias in the research, the questionnaire
was formed with neutral and objective sentences not to lead respondents to a specific

or wanted direction but to gain accurate and reliable results.

As this research utilizes a relatively large sample of more than 500 respondents, the level
of reliability and validity in terms of the results increases and is supported. However, as
the questionnaires are conducted for the case company’s employees, it is possible that
the results would differ if similar research were conducted on other companies. However,
due to the adequate number of respondents, the results would likely have a similar spec-
trum. What is more, it is essential to acknowledge that the results of this thesis may be
accurate now, but over time as the area of corporate social responsibility evolves, results

of similar research conducted in the future may differ from the results of this thesis.
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5 Empirical findings

This chapter provides an overview of the questions asked in a questionnaire that was
sent to the case company’s employees in Finland and in CEE countries. Moreover, the

questionnaire results will be presented and explained in this chapter.

5.1.1 Working life and recruiting industry

The first question in the questionnaire focused on CSR in the recruitment industry and
the case company’s services. More specifically, the employees in the CEE countries were
asked which three of the following responsibility topics in recruiting industry they con-
sidered the most vital to focus on, regarding the case company’s recruiting services and
brands such as CV., Jobs.cz., Moj Posao, Monster, Prace.cz, and Profesia. The topics were
wellbeing and appreciation of employees, their equal treatment, promoting diversity re-
garding, for example, age, gender, national origin, ethnicity, social class, and religious or
ethical values in the working community, ethical guidance and activities of employees,
and partners, for example, the code of conduct. Also, human resource development, ca-
reer opportunities, and ensuring inclusion, such as providing equal access to opportuni-
ties and resources for people who might otherwise be excluded or marginalized, were
options to choose from in the questionnaire. However, a similar question for Finnish em-
ployees was formulated, but it had a different diction as it was not relevant to mention
the services to the Finns, as the services are only provided outside of Finland. The Finns
were asked which of the given responsibility topics in the recruiting industry they found

the most important. The topics were the same as are listed above.

The hypothesis for this question was formulated based on prior research, demonstrating
that cultural values and nationality may affect employees’ perceptions of CSR. Thus, the
hypothesis is the following: “There is variation in employees' perceptions in Finland and
in the CEE countries regarding which responsibility topics in the recruiting industry they

consider the most important to focus on”.
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Table 4. Which of the following responsibility topics in recruiting industry do you find
the most important to focus on?

Employee Wellbeing | Promoting | Equal Ethical Human re- Ensuring
location * and appre- | diversity in | treatment | guidance | source de- inclusion
Recruiting in- ciation of the work- | of em- and activi- | velopment
dustry cross- employees | ing com- ployees ties of em- | and career
tabulation munity ployees opportuni-

and part- | ties
ners

1 2 3 4 5
Employee loca- | 1 Count 315 119 266 30 208
tion (Finland= 1,
CEE region= 2)
% within Employee lo- 30.6% 11.6% 25.9% 2.9% 20.2%
cation
% within the categories 73.3% 74.8% 75.4% 47.6% 69.1%
1-6
% of Total 21.7% 8.2% 18.3% 2.1% 14.3%
Adjusted Residual 1.3 1.2 2.2 -4.1 -7
Employee loca- | 2 Count 115 40 87 33 93
tion (Finland= 1,
CEE region= 2)
2 % within Employee lo- 27.1% 9.4% 20.5% 7.8% 21.9%
cation
% within the categories 26.7% 25.2% 24.6% 52.4% 30.9%
% of Total 7.9% 2.8% 6.0% 2.3% 6.4%
Adjusted Residual -1.3 -1.2 -2.2 4.1 7
Total Count 430 159 353 63 301
% within Employee lo- 29.6% 11.0% 24.3% 4.3% 20.7%
cation
% within the categories 100.0% 100.0% 100.0% 100.0% 100.0%
1-6
% of Total 29.6% 11.0% 24.3% 4.3% 20.7%

As tables 4 and 5 display, wellbeing, and appreciation of employees were considered the
most vital topic to focus on in both regions. However, even though the equal treatment
of employees was considered important in both regions, Finns seemed to consider it
more vital than the employees in other countries. This is supported by the adjusted re-
sidual value of 2.2 among Finns in the table above, as 2 is the reference value. Moreover,
employees in the CEE countries considered human resource development and career

opportunities more vital than the equal treatment of employees, which was the opposite

90

8.8%

61.6%

6.2%

56

13.2%

38.4%

3.9%

2.6

146

10.1%

100.0%

10.1%

Total

1028

100.0%

70.8%

70.8%

424

100.0%

29.2%

29.2%

1452

100.0%

100.0%

100.0%
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in the case of Finns. Also, the evidence indicates that a higher number of Finns consid-
ered promoting diversity more important than employees in the CEE region. However,
the employees in the CEE countries regarded ensuring inclusion as more important than
Finnish employees. This is also supported by an adjusted residual value of -2.6 among
the Finnish employees. What is more, also ethical guidance and activities of employees
and partners were considered more important among employees from the CEE countries,
as the adjusted residual value is -4.1 among Finnish employees. Furthermore, the As-
ymptotic Significance in table 5 proves that the hypothesis is supported as the value is
less than 0,05. So, there is a significant connection between the location of employees
regarding their perceptions of CSR. Thus, employees' perceptions of Finland and the CEE

region are different regarding this question.

Table 5. Chi-Square Test

Chi-Square Tests Value df Asymptotic Significance
(2-sided)
Pearson Chi-Square 28.7672 <.001
Likelihood Ratio 27.038 5 <.001
Linear-by-Linear Association 9.277 .002
N of Valid Cases 1452

a. 0 cells (0.0%) have expected count less than 5.
The minimum expected count is 18.40.

5.1.2 Financial responsibility

The sixth question in the questionnaire was related to financial responsibility, and the
employees were asked to rank three aspects that they considered the most important
economic and financial responsibility topics for the case company to focus on. The as-
pects were profitability and financial solidity of the business, economic growth of the
business, payment of taxes to society, high customer satisfaction, responsible procure-
ment policy of products and services from subcontractors, and responsibility in develop-

ment of new products and services.
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As earlier mentioned, the hypothesis for this question was also formulated based on
prior research. Thus it is the following: “There is variation in employees' perceptions in
Finland and in the CEE countries regarding which financial and economic responsibility
topics they consider the most important to focus on”. So, as table 6 below indicates,
profitability and financial solidity of the business were regarded as an important topic
not only among the Finnish employees but also among the employees in the CEE region.
However, the adjusted residual value of 2.6 suggests that this topic was significantly
more important among Finnish employees. However, employees in the CEE countries
consider that high customer satisfaction is more important than the other topics. This
topic, along with economic growth of the business were considered significantly more
important among the employees in the CEE region as the residual values are 4.9 regard-

ing these questions, in the table above.

What is more, responsibility for developing new products and services was considered a
vital topic to focus on in both regions as the adjusted residual value 1.1 does not exceed
the reference value 2. However, Finns consider that paying taxes to the society is signifi-
cantly more important, as the adjusted residual value is 3.6 among Finnish employees.
Moreover, also responsible procurement policy of products and services from subcon-

tractors is significantly more important among Finns as the adjusted residual value is 3.9.

In addition, table 7 below presents the Asymptotic Significance and a value that indicates
whether the established hypothesis can be supported and whether there is a statistically
significant connection. In this case, as the value is under 0,05, the hypothesis is sup-
ported in this question, as in the previous question. So, there is a significant connection
in the location of employees regarding their perceptions of CSR and that the perceptions
of employees from Finland and the CEE region regarding financial and economic respon-

sibility, are different.
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Table 6. Choose top 1-3 priorities, which you think are the most important economic

and financial responsibility topics for us to focus on as a company?

Employee Profitability | Economic | Payment |High Responsible Responsibility
location * and finan- | growth of | of taxes to | customer procurement in development
Economic and cial solidity |the busi- | society, satisfaction | policy of prod- of new prod-
financial re- of the ness our “tax ucts and ser- ucts and
sponsibility business footprint” vices from services
crosstabula- subcontractors
tion
1 2 3 4 5 6 Total
Employee loca- Count 291 116 134 178 91 232 1042
tion (Finland=
1, CEE region=
2)
% within 27.9% 11.1% 12.9% 17.1% 8.7% 22.3% 100.0%
Employee
location
% within the 72.2% 52.7% 79.3% 55.6% 84.3% 69.5% 67.1%
categories
% of Total 18.7% 7.5% 8.6% 11.5% 5.9% 14.9% 67.1%
Adjusted 2.6 -4.9 3.6 -4.9 3.9 11
Residual
Count 112 104 35 142 17 102 512
Employee loca- % within 21.9% 20.3% 6.8% 27.7% 3.3% 19.9% 100.0%
tion (Finland= Employee
1, CEE region= location
2)
% within the 27.8% 47.3% 20.7% 44.4% 15.7% 30.5% 32.9%
categories
% of Total 7.2% 6.7% 2.3% 9.1% 1.1% 6.6% 32.9%
Adjusted -2.6 4.9 -3.6 4.9 -3.9 -1.1
Residual
Total Count 403 220 169 320 108 334 1554
% within 25.9% 14.2% 10.9% 20.6% 6.9% 21.5% 100.0%
Employee
location
% within the |  100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
categories
% of Total 25.9% 14.2% 10.9% 20.6% 6.9% 21.5% 100.0%
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Table 7. Chi-Square Test

Chi-Square Tests

Asymptotic Significance

Value df (2-sided)
Pearson Chi-Square 71.0082 5 <.001
Likelihood Ratio 72.147 5 <.001
Linear-by-Linear Association .180 1 671
N of Valid Cases 1554

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 35.58.

5.1.3 Management and governance-related sustainability

The seventh question in the questionnaire was related to governance and management.
More specifically, the employees were asked to prioritize three topics among six options
to indicate what they considered the case company should focus on with its CSR. The
topics were the following: the company anticipates and manages the risks associated
with operations, the rights and obligations within the company are defined, the actions
and communications of the company's management are reliable and fair, the company
follows an ethical code that guarantees responsible conduct of the board, management,
employees, shareholders. Also, the company's partners and subcontracting chain adhere
to an ethical code that prevents such things as corruption and bribery, and that the case
company reports on the company's responsibility openly and transparently were also

topics for the employees to choose from.

The hypothesis for this question was also formulated based on prior research. Therefore,
it is the following: “There is variation in employees' perceptions in Finland and the CEE
countries regarding the importance of topics related to responsibility in management

and governance”.



61

Table 8. Choose top 1-3 priorities, which you think are the most important governance

and management-related topics that we should focus on?

Employee
location *
Management &
governance-re-
lated responsi-
bility crosstab-
ulation

Employee loca-
tion (Finland= 1,
CEE region= 2)

Employee loca-
tion (Finland= 1,
CEE region= 2)

Total

Count

% within
Employee
location

% within
the catego-
ries

% of Total

Adjusted
Residual

Count

% within
Employee
location

% within
the catego-
ries

% of Total

Adjusted
Residual

Count

% within
Employee
location

% within
the catego-
ries

% of Total

The com-
pany antici-
pates and
manages
the risks as-
sociated
with opera-
tions

1
205

19.7%

74.8%

13.4%
2.7

69
14.0%

25.2%

4.5%
-2.7

274
17.9%

100.0%

17.9%

The rights
and obliga-
tions within
the com-
pany are
defined

83

8.0%

52.2%

5.4%
45

76
15.4%

47.8%

5.0%
4.5

159
10.4%

100.0%

10.4%

The actions and | The com- | The compa-
communica-
tions of the
company's
management
are reliable and

fair

247

23.7%

66.9%

16.1%
25

122
24.8%

33.1%

8.0%

369
24.1%

100.0%

24.1%

pany fol-
lows an
ethical
code

225

21.6%

68.6%

14.7%
3

103
20.9%

31.4%

6.7%
-3

328
21.4%

100.0%

21.4%

ny's partners
and subcon-
tracting chain
adhere to an
ethical code

106

10.2%

72.1%

6.9%
11

41
8.3%

27.9%

2.7%
-1.1

147
9.6%

100.0%

9.6%

Alma Media
reports on the
company's re-
sponsibility
openly and
transparently

175

16.8%

68.4%

11.4%
.2

81
16.5%

31.6%

5.3%
-2

256
16.7%

100.0%

16.7%

The results in the table above suggest that there is no significant difference in the per-

ceptions of employees regarding the company's partners and subcontracting chain ad-

hering to an ethical code, ensuring that actions and communications of the company's

management are reliable and fair, reporting the company's responsibility openly and

transparently, and following an ethical code to guarantee responsible conduct of the

Total

1041

100.0%

67.9%

67.9%

492
100.0%

32.1%

32.1%

1533
100.0%

100.0%

100.0%
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board, management, employees, and other shareholders. This is suggested because ad-

justed residual values in these topics do not exceed the reference value 2.

However, many Finns believed that the case company should focus on anticipating and
managing risks associated with operations, as the adjusted residual value regarding this
topicis 2.7. In turn, the employees in the CEE countries considered it more vital to define

rights and obligations within the case company than Finns, as the residual value is 4.5.

Table 9. Chi-Square Test

Chi-Square Tests

Asymptotic Significance

Value df (2-sided)
Pearson Chi-Square 25.4462 5 <.001
Likelihood Ratio 24.634 5 <.001
Linear-by-Linear Association .030 1 .863
N of Valid Cases 1533

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 47.18.

Furthermore, the table above presents the Asymptotic Significance and a value that in-
dicates whether the hypothesis can be supported. In this case, the value is under 0,05,
which means that the hypothesis is supported, as in the previous question. So, there is
a significant connection in the location of employees regarding their perceptions of CSR
and that the perceptions of employees from Finland and the CEE region regarding the
importance of topics related to responsibility in management and governance, are dif-

ferent.

5.1.4 Environmental responsibility

The eighth question in the questionnaire was related to environmental responsibility and
ecology. To be more specific, the employees were asked to prioritize three topics among

five options to indicate what they considered the case company should focus on
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regarding CSR. The topics were the following: environmental efficiency of our activities
such as the usage of energy and traveling, reducing the carbon footprint of the subcon-
tracting chain, meaning data centers and services purchased, the carbon handprint of
services, the positive environmental impact of our products or services on a consumer's
environmentally conscious behavior and consumption decisions. Additionally, partner-
ships and co-operation to promote sustainable development of society and communica-
tion about the environmental impact of our service were the last two topics given as
options to choose from. Consequently, the hypothesis for this question was formulated,
and it is the following: “There is variation in the perceptions of employees in Finland and

”

the CEE countries regarding environmental responsibility and ecology and sustainability”.

Table 10 below demonstrates that all the other topics did not indicate significant differ-
ences among the perceptions of employees except from the carbon handprint of ser-
vices and the positive environmental impact of products and services and communica-
tion about the environmental impact of services as the adjusted residual value does not
exceed reference value 2, except in these two questions. In general, the environmental
efficiency of the case company’s activities is considered an important topic to focus on

in both regions.

However, Finns especially seemed to highlight the importance of the carbon handprint
of services and the positive environmental impact of the case company’s products and
services on a consumer's environmentally conscious behavior and consumption deci-
sions. This is supported by the adjusted residual of 3.2, which exceeds the reference
value. In contrast, the numbers in the table indicate that employees in the CEE region
did not emphasize these topics as much as Finns, and a higher number of employees in
these countries considered that communicating about the environmental impacts of
their services is more important compared to Finnish employees. This is also supported

by the adjusted residual value of 4.9 among employees in the CEE countries.

Furthermore, table 11 below presents the Asymptotic Significance and a probability

value which indicates whether the hypothesis can be supported. In this case, the value
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is under 0,05, which means that the hypothesis is supported as in the previous question.

Thus, there is a significant connection in the location of employees regarding their per-

ceptions regarding environmental responsibility, and that the perceptions differ among

employees in these two regions.

Table 10. Choose top 1-3 priorities, which you think are the most important environ-
ment and ecology-related topics that Alma Media and its brands should fo-

cus on?
Employee
location *
Environmen-
tal responsi-
bility cross-
tabulation
Employee lo- |1 Count
cation
(Finland= 1,
CEE region= 2)
% within Em-
ployee loca-
tion
% within the
categories
% of Total
Adjusted Re-
sidual
2 Count
Employee lo-|2 % within Em-
cation ployee loca-
(Finland= 1, tion

CEE region= 2)
% within the
categories
% of Total

Adjusted Re-
sidual

Total Count

% within Em-
ployee loca-
tion

% within the
categories

% of Total

Environmen-
tal efficiency
of our own
activities

279

271%

67.2%

18.4%
-2

136
27.7%

32.8%

8.9%

415
27.3%

100.0%

27.3%

Reducing the
carbon foot-
print of the
subcontract-
ing chain

212

20.6%

69.5%

13.9%

93
18.9%

30.5%

6.1%
-.8

305

20.1%

100.0%

20.1%

The carbon
handprint of ser-
vices and the
positive environ-
mental impact of
our products/ser-
vices

289

28.1%

74.3%

19.0%
3.2

100
20.4%

25.7%

6.6%
-3.2

389

25.6%

100.0%

25.6%

Partnerships
and co-opera-
tion to promote
sustainable
development of

society

183

17.8%

66.3%

12.0%
-5

93
18.9%

33.7%

6.1%

276
18.2%

100.0%

18.2%

Communication | Total
about the envi-

ronment

al im-

pact of our

services

66

6.4%

48.9%

4.3%
-4.9

69
14.1%

51.1%

4.5%
4.9

135

8.9%

100.0%

8.9%

1029

100.0%

67.7%

67.7%

491
100.0%

32.3%

32.3%

1520
100.0%

100.0%

100.0%
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Table 11. Chi-Square Test

Chi-Square Tests

Asymptotic Significance

Value df (2-sided)
Pearson Chi-Square 30.3212 4 <.001
Likelihood Ratio 29.162 4 <.001
Linear-by-Linear Association 5.667 1 .017
N of Valid Cases 1520

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 43.61.

5.1.5 Responsibility in the media industry

The third question in the questionnaire was related to responsible marketing, and the
employees were asked which three of the following themes were the most important to
focus on, especially from the case company’s point of view: preventing misleading or
false advertising, monitoring the ethics of marketing communications, guiding advertis-
ers to implement responsible media choices, responsible processing, and usage of mar-
keting data, encouraging the case company’s customers for communication and market-
ing about responsibility, or marketing communications about the responsibility of the
case company’s brands. So, the hypothesis for this question is the following: “There is
variation in the perceptions of employees in Finland and the CEE countries regarding

responsible marketing”.

As evident from the table below, monitoring the ethics of marketing communications,
marketing communications about the responsibility of Alma Media’s brands, and guiding
advertisers to implement responsible media choices indicate significant differences
among employees' perceptions. This is because the adjusted residual values in these
guestions exceed the reference value 2. So, a higher number of Finnish employees be-
lieved that the case company should focus more on guiding advertisers to implement
responsible media choices than, for example encouraging the case company’s customers
for communication, and marketing about responsibility or focusing on marketing com-

munications about the responsibility of the case company’s brands.
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Table 12. Choose top 1-3 priorities, which you think are the most important issues we
should focus on with responsible marketing?

Employee lo-
cation *
Marketing
crosstabula-
tion

Employee loca- | 1

tion (Finland=
1, CEE region=
2)

Employee loca- | 2

tion (Finland=
1, CEE region=
2)

Total

Count

% within
Employee
location

% within

the cate-
gories

% of To-
tal

Adjusted
Residual

Count

% within
Employee
location

% within
the cate-
gories

% of To-
tal

Adjusted
Residual

Count

% within
Employee
location
% within

the cate-
gories

% of To-
tal

Preventing
misleading
or false
advertising

275

29.2%

65.0%

18.9%

148
28.7%

35.0%

10.2%

423
29.0%

100.0%

29.0%

Monitoring the
ethics of mar-
keting commu-
nications

88

9.3%

53.3%

6.0%

i

15.0%

46.7%

5.3%

3.2

165
11.3%

100.0%

11.3%

Guiding ad-
vertisers to
implement
responsible
media
choices

157

16.7%

73.4%

10.8%

2.9

57
11.1%

26.6%

3.9%

214
14.7%

100.0%

14.7%

Responsi-
ble pro-
cessing
and use of
marketing
data

231

24.5%

69.0%

15.9%

19

104

20.2%

31.0%

7.1%

-1.9

335
23.0%

100.0%

23.0%

Encouraging
our customers
for communi-
cation and
marketing
about respon-
sibility
5
91

9.7%

62.3%

6.2%

55
10.7%

37.7%

3.8%

146
10.0%

100.0%

10.0%

Marketing
communica-
tions about the
responsibility
of our brands

100

10.6%

57.5%

6.9%

-2.1

74

14.4%

42.5%

5.1%

21

174
11.9%

100.0%

11.9%

However, a higher number of employees in the CEE countries considered that case com-

pany should focus more on marketing communications about the responsibility of its

brands than guiding advertisers to implement responsible media choices or encouraging

their customers to communicate and market about responsibility. What is more, employ-

ees in both regions consider that the case company should focus on preventing

Total

942

100.0%

64.7%

64.7%

515
100.0%

35.3%

35.3%

1457
100.0%

100.0%

100.0%
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misleading and false advertising, responsible processing, and the usage of marketing
data. Furthermore, the table below presents the Asymptotic Significance and a value
that indicates whether the hypothesis can be supported. In this case, the value is under
0,05, which means that the hypothesis is supported as in the previous question. Conse-
quently, there is a significant connection between the location of employees regarding
their perceptions of responsibility in marketing. This also means that employees' per-

ceptions from both regions regarding responsible marketing are different.

Table 13. Chi-Square Test

Chi-Square Tests

Asymptotic Significance

Value df (2-sided)
Pearson Chi-Square 23.367° 5 <.001
Likelihood Ratio 23.301 5 <.001
Linear-by-Linear Association 204 1 .651
N of Valid Cases 1457

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 51.61.

The fourth question in the questionnaire was regarding the responsibility of digital ser-
vices and how the case company’s employees would prioritize the following issues on a
scale of one to three, one being the most important and three being the third most im-
portant. The issues were the following: compliance with laws and regulations in the col-
lection and processing of personal data, care for security and data protection of services,
responsible processing and utilization of customer data, ethical utilization of machine
learning and artificial intelligence in the development of services, reliability, and contin-
uous development of digital services and accessibility of digital content and services. So,
based on prior literature and research, the hypothesis for this question was formulated,
and it is the following: “There is variation in the perceptions of employees in Finland and

the CEE countries regarding the responsibility of digital services”.
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Table 14. Choose top 1-3 priorities, which you think are the most important issues we
should focus on with digital services?

Employee loca-
tion * Digital
services cross-
tabulation

Employee loca- |1 |Count

tion (Finland= 1,

CEE region= 2)
% within
Employee
location
% within
the catego-
ries
% of Total

Adjusted
Residual

2 Count

Employee loca- |2 | % within
tion (Finland= 1, Employee
CEE region= 2) location

% within
the catego-
ries

% of Total

Adjusted
Residual

Total Count

% within
Employee
location

% within
the catego-
ries

% of Total

Compliance
with laws
and regula-
tions in the
collection &
processing
of personal
data
1
207
19.9%
67.0%
13.3%
1
102
19.8%
33.0%
6.6%
-1
309
19.9%
100.0%
19.9%

Care for

security

and data

protection

of services

260

25.0%

68.6%

16.7%

119

23.1%

31.4%

7.7%
-.9

379

24.4%

100.0%

24.4%

Responsible
processing
and utiliza-
tion of cus-
tomer data

215

20.7%

72.9%

13.8%
2.5

80

15.5%

27.1%

5.1%
-2.5

295

19.0%

100.0%

19.0%

Reliability and
continuous
development
of digital ser-
vices

154

14.8%

63.1%

9.9%
-1.3

90

17.4%

36.9%

5.8%
13

244

15.7%

100.0%

15.7%

Ethical utiliza-

tion of ma-
chine learning
& artificial in-
telligence in
the develop-
ment of ser-
vices
5
89
8.6%
58.9%
5.7%
2.2
62
12.0%
41.1%
4.0%
2.2
151
9.7%
100.0%
9.7%

Accessibility

of digital con-
tent and ser-

vices

113

10.9%

64.2%

7.3%
-.8

63

12.2%

35.8%

4.1%
.8

176

11.3%

100.0%

11.3%

As evident from the table above, only responsible processing and utilization of customer

data and ethical utilization of machine learning and artificial intelligence in the develop-

ment of services indicate significant differences among employees' perceptions. This is

suggested because Finnish employees' adjusted residual values of 2.5 and -2.2 exceed

reference value 2. So, Finnish employees believed that the case company should

Total

1038

100.0%

66.8%

66.8%

516

100.0%

33.2%

33.2%

1554

100.0%

100.0%

100.0%
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emphasize responsible processing and utilization of customer data over reliability and
continuous development of digital services. In contrast, employees in the CEE countries
believed that it would be more important to emphasize reliability and continuous devel-
opment of digital services than responsible processing and utilization of customer data.
Furthermore, low percentages indicate that employees in both regions did not consider
the accessibility of digital content and services or ethical utilization of machine learning
and artificial intelligence in the development of services as important as the other issues.
In general, employees in both regions considered that the case company should focus
on taking care of security and data protection of services and complying with laws and
regulations in the collection and processing of personal data as the percentages are the

highest in these categories compared to other options.

Table 15. Chi-Square Test

Chi-Square Tests

Asymptotic Significance

Value df (2-sided)
Pearson Chi-Square 11.7132 5 .039
Likelihood Ratio 11.720 5 .039
Linear-by-Linear Association 3.302 1 .069
N of Valid Cases 1554

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 50.14.

Furthermore, the table above presents the Asymptotic Significance and a value that in-
dicates whether the hypothesis can be supported and whether there is a statistically
significant connection between the location of the employees and their perceptions re-
garding sustainability in digital services. In this case, as the value exceeds 0,05, the hy-
pothesis is not supported in this question. So this means that there is no statistically
significant connection between the location of the employees regarding their percep-
tions of CSR. So, even though there are differences among employees' perceptions re-
garding this question, statistics indicate that the differences do not depend on the em-

ployees’ locations.
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5.1.6 Responsible employer

The fifth question in the questionnaire was regarding the case company. More specifi-
cally, the employees were asked which of the following aspects they considered the most
important for the case company to focus on as a responsible employer. The aspects were
wellbeing and appreciation of employees, equal treatment of employees, promoting di-
versity such as diversity of gender, age, national origin, ethnicity, social class, and reli-
gious or ethical values in the working community, ethical guidance and activities of em-
ployees, and the case company’s partners, human resource development and career op-
portunities, and ensuring inclusion by providing equal access to opportunities and re-
sources for people who might otherwise be excluded or marginalized. So, based on prior
literature and research, the hypothesis for this question was formulated, and it is the
following: “There is variation in the perceptions of employees in Finland and in the CEE

countries regarding what their employer should focus on, as a responsible employer”.

The table and percentages below display, that employees in both regions considered that
not only wellbeing and appreciation, but also equal treatment of employees are the
most important aspects that the case company should advance and focus on. The per-
centages also indicate that the employees in both regions share similar thoughts about
the desired responsibility actions of the case company to be a responsible employer. For
example, the employees in both regions consider that ethical guidance and activities of
employees and the case company’s partners are the least significant aspect to focus on
compared to the other options. According to the adjusted residual values, which exceed
the reference value 2, only promoting diversity in the working community, human re-
source development, career opportunities, and ethical guidance and activities of em-
ployees and partners were topics that seemed to differ among employees in Finland the
CEE countries. Finns highlighted promoting diversity in the working community more
than employees in the CEE region, whereas human resource development and career
opportunities were considered more important in the CEE countries. Also, according to
the adjusted residual value 2.2, ethical guidance and activities of employees and part-

ners were considered more important in the CEE region.
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Table 16. Choose top 1-3 priorities, which you think are the most important, that Alma
Media and its subsidiaries, as a responsible employer, should focus on?

Employee Wellbeing Equal treat- | Promoting | Human Ethical guid- | Ensuring
location * and appreci- | ment of em- | diversity in | resource ance and ac- | inclusion
Responsible ation of em- | ployees the working | development | tivities of em-
employer ployees community | and career ployees and
crosstabulation opportunities | our partners

1 2 3 4 5 6
Employee loca- |1 Count 313 267 107 193 33 129

tion (Finland= 1,
CEE region= 2)

% within 30.0% 25.6% 10.3% 18.5% 3.2%
Employee
location
% within 66.7% 68.1% 75.4% 61.7% 54.1%
the catego-
ries
% of Total 20.1% 17.1% 6.9% 12.4% 2.1%
Adjusted -1 .6 2.2 2.2 -2.2
Residual
2 Count 156 125 35 120 28
Employee loca- |2 % within 30.3% 24.3% 6.8% 23.3% 5.4%
tion (Finland= 1, Employee
CEE region= 2) location
% within 33.3% 31.9% 24.6% 38.3% 45.9%
the catego-
ries
% of Total 10.0% 8.0% 2.2% 7.7% 1.8%
Adjusted 1 -.6 -2.2 2.2 2.2
Residual
Total Count 469 392 142 313 61
% within 30.1% 25.2% 9.1% 20.1% 3.9%
Employee
location
% within 100.0% 100.0% 100.0% 100.0% 100.0%
the catego-
ries
% of Total 30.1% 25.2% 9.1% 20.1% 3.9%

Furthermore, the table below presents the Asymptotic Significance and a value that in-
dicates whether the hypothesis can be supported. In this case, the value is above 0,05,
which means that the hypothesis is not supported in this question. So, even though there
are some differences among employees' perceptions regarding this question, statistics
indicate that the differences do not depend on the employees’ locations. Thus, there is
no statistically significant connection between the location of the employees with their

perceptions of their employer.

12.4%

71.7%

8.3%
1.4

51
9.9%

28.3%

3.3%
-1.4

180
11.6%

100.0%

11.6%

Total
1042

100.0%

66.9%

66.9%

515
100.0%

33.1%

33.1%

1557
100.0%

100.0%

100.0%
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Table 17. Chi-Square Test

Chi-Square Tests

Asymptotic Significance

Value df (2-sided)
Pearson Chi-Square 15.0922 5 .010
Likelihood Ratio 15.064 5 .010
Linear-by-Linear Association .092 1 .762
N of Valid Cases 1557

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 20.18.

The 12th question in the questionnaire was related to the employees’ perceptions about
the case company’s state of corporate social responsibility. The employees were asked
to choose whether they considered that the case company would be a forerunner who
creates new practices and sets an example for others, an intermediate level performer
that meets the requirements, or a performer that is falling behind others. Furthermore,
the employees were also given an option if they did not know the state and could not
choose the other mentioned options. So, based on prior literature and research, the hy-
pothesis for this question was formulated, and it is the following: “There is variation in
the perceptions of employees in Finland and the CEE countries regarding their em-

ployer’s state of CSR”.

The results below illustrate that most employees in Finland and the CEE countries believe
that the case company is either a forerunner that establishes new practices and sets an
example for others or an intermediate-level performer that can meet the requirements.
This can be explained by the percentages above, 81,9% of employees in Finland and 69,3%
of employees in the CEE region chose one of these two options in the questionnaire.
What is more, a higher number, more specifically 25% of employees in the CEE countries,
seemed to consider that the case company is a forerunner. In contrast, the percentage
was 17,8 % among Finnish employees. Moreover, more Finnish employees, meaning

64,1% of them, classified the case company as an intermediate level performer, whereas
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44,3% of employees in the CEE region classified the case company equally. The adjusted

residual value of 4.3 also illustrates that Finns more significantly considered their em-

ployer as an intermediate level performer as it exceeds the reference value 2.

Table 18. Do you think we are, as a company, in responsibility?

Employee location *
Alma's state of CSR
crosstabulation

Employee location (Fin-
land= 1, CEE region= 2)

Total

Count

% within Em-
ployee location

% within the
categories

% of Total

Adjusted Re-
sidual

Count

% within Em-
ployee location

% within the
categories

% of Total

Adjusted Re-
sidual

Count

% within Em-
ployee location

% within the
categories

% of Total

Forerunner | Intermediate level per-

62

17.8%

58.5%

11.8%
-1.9

44
25.0%

41.5%

8.4%
1.9

106
20.2%

100.0%

20.2%

former, that meets the
requirements

2
223

64.1%

74.1%

42.6%
4.3

78
44.3%

25.9%

14.9%
-4.3

301
57.4%

100.0%

57.4%

Lags the

others

13

3.7%

54.2%

2.5%
-1.3

11
6.3%

45.8%

2.1%
1.3

24
4.6%

100.0%

4.6%

| do not

know

50

14.4%

53.8%

9.5%
-2.8

43
24.4%

46.2%

8.2%
2.8

93
17.7%

100.0%

17.7%

However, the figures also display that 24,4% of the employees in the CEE countries an-

swered that they did not know how to classify the case company in the questionnaire.

In contrast, only 14,4% of Finnish employees could not classify their employer’s state

with CSR. This is also supported by the adjusted residual value of -2,8 among the Finns.

This means that most Finnish employees designated the case company’s CSR level,

whereas a higher number of employees in the CEE region could not define the level. In

addition, even though a higher number of employees in the CEE countries considered

Total
348

100.0%

66.4%

66.4%

176
100.0%

33.6%

33.6%

524
100.0%

100.0%

100.0%
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that the case company is a forerunner than Finnish employees, there were also a higher
number of employees in the CEE countries who believe that the case company is falling
behind others regarding CSR. 6,3 % of employees in the CEE countries, whereas 3,7% of
Finnish employees chose this option in the questionnaire. The table below presents the
Asymptotic Significance and a value that indicates whether the hypothesis can be sup-
ported. In this case, the value is under 0,05, which means that the hypothesis is sup-
ported in this question. Consequently, there is a significant connection in the location of
employees regarding their perceptions of their employer’s level with CSR. The statistics
also prove that the perceptions of employees from Finland and the CEE region regarding

their employer’s level with CSR are different.

Table 19. Chi-Square Test

Chi-Square Tests

Asymptotic Significance

Value df (2-sided)
Pearson Chi-Square 19.2132 3 <.001
Likelihood Ratio 19.087 3 <.001
Linear-by-Linear Association 3.035 1 .081
N of Valid Cases 524

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 8.06.

The next question in the questionnaire concerned the case company’s responsibility
website, and the employees were asked whether they had ever visited the website. The
link was provided to the employees to ensure that employees would consider the web-
site in question, not any other. The employees were supposed to choose their preference
from the following options: yes, | have, no, | have not, or | am not sure. So, the hypothesis
is the following: “There is variation in employees' perceptions in Finland and the CEE

countries regarding their employer’s corporate social responsibility website”.
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Table 20. Have you visited Alma Media's responsibility website?

Employee location * Visitors of Alma's re-
sponsibility site crosstabulation

Employee location (Finland= 1, CEE region= 2)

Total

1

Count

% within
Employee location

% within the
categories

% of Total
Adjusted Residual

Count

% within
Employee location

% within the
categories

% of Total
Adjusted Residual

Count

% within
Employee location

% within the
categories

% of Total

| am not
sure

21
6.0%

42.9%

4.0%
-3.7

28
15.9%

57.1%

5.3%
3.7

49
9.4%

100.0%

9.4%

No

129
37.1%

59.7%

24.6%
-2.7

87
49.4%

40.3%

16.6%
2.7

216
41.2%

100.0%

41.2%

Yes

198
56.9%

76.4%

37.8%
4.8

61
34.7%

23.6%

11.6%
-4.8

259
49.4%

100.0%

49.4%

The percentages in the table above indicate that Finnish employees have visited the case

company’s website more than the employees in the CEE countries. This is because 56,9%

of Finnish employees claimed they had visited the case company’s responsibility website,

and only 6% admitted that they had never visited the website. Also, the adjusted residual

value of 4.8 indicates the significance, as it exceeds the reference value 2.

In turn, only 34,7% of the employees in the CEE countries informed that they had visited

the website, and 49,4% had never visited the website. What is more, a higher number

of employees in the CEE countries were not sure if they had visited the website, as 15,9%

of them selected the option “I am not sure” in the questionnaire. Only 6% of Finnish

employees were not confident if they had visited the website. These are also supported

by the adjusted residual values, which indicate statistically significant differences

Total

348
100.0%

66.4%

66.4%

176
100.0%

33.6%

33.6%

524
100.0%

100.0%

100.0%
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between the locations and these categories. The values exceed the reference value 2 in

all categories.

In addition, the table below delineates the Asymptotic Significance and a value that in-
dicates whether the hypothesis can be supported. In this case, the value is under 0,05,
which means that the hypothesis is supported, as in the previous question. So, this
means that there is a significant connection in the location of employees regarding their
perceptions of their employer’s corporate social responsibility website and that they are

different.

Table 21. Chi-Square Test

Chi-Square Tests

Asymptotic Significance

Value df (2-sided)
Pearson Chi-Square 28.2162 2 <.001
Likelihood Ratio 27.998 2 <.001
Linear-by-Linear Association 28.162 1 <.001
N of Valid Cases 524

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 16.46.

5.1.7 United Nation’s sustainable development goals

The next question in the questionnaire was related to CSR and United Nations’ 17 sus-
tainable development goals. More specifically, the employees were requested to select
one to three priorities the case company should give more attention to within their CSR
actions. The 17 sustainable development goals are described next. The first goal is pov-
erty, which aims to end poverty in all its forms from everywhere. The next goal is famine,
and it aims to end hunger, achieve food security, improve nutrition, and promote sus-
tainable agriculture. Then, ensuring healthy lives and promoting well-being for all ages
is the next goal, followed by a good education goal, ensuring equal and high-quality ed-

ucation for all and promoting lifelong learning opportunities. Next, the gender equality
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goal aims to achieve gender equality and empower all women and girls. The following
two goals are set to provide and ensure access and sustainable use of water, sanitation,
and affordable, reliable, sustainable, and modern energy for all. This goal is followed by
the next goal, which aims to promote inclusive and sustainable economic growth, full
and productive employment, and decent work. Then, one of the goals focuses on indus-
try, innovations, and infrastructure by building resilient infrastructure, promoting inclu-
sive and sustainable industrialization, and fostering innovation. Next, the inequality goal
tries to reduce inequality within and among countries. The following goal, the sustaina-
ble cities and communities, try to make cities and human settlements inclusive, safe,

resilient, and sustainable.

Moreover, one of the goals is to ensure sustainable consumption and production pat-
terns, and thus the goal is named responsible consumption and production. The next
goal focuses on taking urgent actions to combat climate change and its impacts. In con-
trast, the following goal tries to conserve and sustainably use the oceans, seas, and ma-
rine resources for sustainable development. Also, life on land is highlighted among the
goals as the next goal tries to protect, restore, and promote sustainable use of terrestrial
ecosystems, sustainably manage forests, and combat desertification and biodiversity
loss. Also, peace, justice, and strong institutions are included in the goals. This goal pro-
motes peaceful and inclusive societies for sustainable development, provides access to
justice for all, and builds effective, accountable, and inclusive institutions. The last goal
is related to partnerships for the goals, and this goal aims at strengthening the means of

implementation and revitalizing the global partnership for sustainable development.
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Table 22. Chi-Square Test

Chi-Square Tests

Asymptotic Significance

Value df (2-sided)
Pearson Chi-Square 100.3142 16 <.001
Likelihood Ratio 101.214 16 <.001
Linear-by-Linear Association 36.002 1 <.001
N of Valid Cases 1543

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 6.52.

As evident in appendix 2., employees in both regions considered that excellent education
is an essential topic for the case company to concentrate on. This can be explained by
the fact that 17,9% of the employees in the CEE countries and 11,1% of Finnish employ-
ees chose this topicin the questionnaire. However, the statistics indicate that employees
in the CEE region considered favorable education more significantly a vital issue than

Finns, as the adjusted residual value is 3.7 exceeding the reference value of 2.

Furthermore, employees in both regions regarded promoting inclusive and sustainable
economic growth, full and productive employment, and decent work for all as vital issues
for the case company to consider as 10,7% of employees in the CEE countries and 11,3%
of employees in Finland chose this topic in the questionnaire. However, according to the
adjusted residual value of 3.8, Finnish employees seemed to believe more significantly
that the climate change is the most vital aspect for the case company to focus on com-
pared to employees in the CEE countries who seemed to prioritize health and wellbeing,
poverty, and clean energy with adjusted residual values 4.5, 3.6, and 3.0. Also, 17,3% of
Finnish employees considered climate change the most critical issue compared to other
topics. In comparison, 17,9% of the employees in the CEE countries supported favorable

education over climate change with a percentage of 9,9 %.
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What is more, Finnish employees seemed to prioritize responsible consumption and pro-
duction over clean water and poverty, which is the opposite in the case of employees in
the CEE countries. 7,9% of Finnish employees selected responsible consumption and
production among the essential issues in the questionnaire, whereas the percentage was
4,6% among the employees in the CEE countries. In addition, gender equality was con-
sidered an essential issue to be considered among the Finnish employees as 9,2% of

them selected the theme among the essential issues in the questionnaire.

However, most of the employees in the CEE countries considered this less important
than the other issues in the question, as 3,4% of the employees in the region chose this
theme among their most important issues in the questionnaire. These are also sup-
ported by negative adjusted residual values of -4.1 in gender equality, -2.4 in responsible
consumption, and -3,8 in climate change among the employees in the CEE region. Also,
reducing inequality was considered significantly less critical among employees in the CEE

region, as the adjusted residual value is -2,5.
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6 Conclusion

This chapter includes a discussion of the empirical results reflected in prior literature,
managerial implications, limitations, future research implications, and a conclusion for
the research. The chapter starts with a discussion of the results and continues with a
summary of the research. Then managerial implications are presented, explaining how
the research advances the research topic area and whether it can provide new and rele-
vant findings for future researchers. Next, the research's limitations are presented to
explain why certain aspects of the research must have been delimited and how they may
have affected the research. Lastly, suggestions are given for future research purposes to

indicate how the research topic area can be examined more thoroughly after this study.

6.1 Discussion of the results

This chapter includes a reflection of existing literature and theories combined with the
results of the empirical research. Moreover, the aim is to answer the research questions
presented in the first chapter. So, this paragraph tries to explain why there are differ-
ences in employees' perceptions regarding CSR. The aim is also to discuss the region-
specific differences and cultural dimensions and reflect the findings on prior literature,
which is presented and discussed in chapter 2. The following paragraphs are divided into

categories similar to the previous chapter.

The purpose of this research was to examine what are the perceptions of employees
regarding the corporate social responsibility of the selected case company, Alma Media.
More specifically, the aim was to investigate whether these perceptions differ amongst
their employees in Finland and in the CEE countries, in which the case company operates.
In addition, cultural dimensions by Hofstede were examined in the thesis to indicate
whether these dimensions could explain the possible differences in the perceptions.
Lastly, the aim was also to examine how the case company’s employees perceive their

company’s CSR, whether the company is exceeding the employees’ expectations
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regarding CSR or whether the employees consider that the company is setting the bar

too low with its CSR actions.

The empirical part of the thesis was conducted with online questionnaires to the case
company’s employees in Finland and the CEE countries. In total, 524 employees took
partin the questionnaires. The results were analyzed by utilizing SPSS statistical software
platform. More specifically, descriptive statistical methods were utilized, such as cross-
tabulations and the Chi-Square Tests, to indicate whether there is a statistical connection

between the location of the employees with their perceptions of CSR.

According to the questionnaire results, there were similarities and differences in the em-
ployees’ perceptions of CSR. However, the conducted statistical analysis, crosstabula-
tions, and the Chi-Square Tests proved that in most CSR-related questions and within the
categories, the employee perceptions differed amongst employees in Finland and the
CEE countries. Furthermore, the statistical analysis proved that employee’s location in-
dicated a statistical significance. Only the questions related to the case company as a
responsible employer and the responsibility of digital services did not display a signifi-
cant connection statistically with the location of the employees. However, all the other
guestions concerning responsibility in marketing, management and governance, envi-
ronment, economy, recruiting industry, and CSR in general, demonstrated significant
connection. Thus, all the other hypotheses are supported, except for the following two:
“There is variation in the perceptions of employees in Finland and the CEE countries
regarding the responsibility of digital services” and “There is variation in the perceptions
of employees in Finland and in the CEE countries regarding what their employer should
focus on, as a responsible employer”. So, the similar results regarding the case company
as a responsible employer and responsibility of digital services indicated similar percep-

tions from the employees in both regions, statistically.
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6.1.1 Working life and recruiting industry

The following paragraph describes how cultural dimensions are linked to the findings of
the thesis regarding questions concerning working life and recruiting industry. So, as de-
scribed in the previous chapter, Finnish employees considered that equal treatment of
employees is more important than employees in the CEE countries did. In turn, employ-
ees in the CEE countries considered human resource development and career opportu-
nities more vital. The fact that The Czech Republic, Slovakia, Bosnia and Herzegovina,
and Croatia, which include more than 80% of all employees outside of Finland, are all
societies with high power distance, whereas Finland is a low power distance society,
could explain the differences in the employee perceptions. This is because, as prior liter-
ature has described, in low power distance societies, hierarchy is typically organized to
improve convenience and not to promote inequality, and the use of power should be
legitimate. This could be why Finns prioritize equality concerning employees over human
resource development and career opportunities. Contrarily, in societies with high power
distance, it is common for some individuals to have more power, and it is believed to
create more clarity and structure for society. This could explain why employees from the
CEE countries consider that human resource development and career opportunities are

more vital than equality of the employees.

In contrast, as 60% of the case company’s employees outside of Finland come from indi-
vidualistic societies, the similarities regarding the employee perceptions of CSR in re-
cruiting industry could result from individualism as also Finland is defined as an individ-
ualistic society. As these societies typically highlight the importance of personal opinions
and letting everyone’s voices be heard, the employees’ similar perceptions regarding
wellbeing and appreciation of employees and promoting diversity in the working com-

munity could be derived from individualism.

What is more, differences in the perceptions could also result from the employee’s dif-
ferent orientations in terms of femininity and masculinity. Even though only the Czech

Republic and Slovakia are masculine societies, whereas all the others are feminine
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societies, they still represent more than 60% of all employees outside Finland. Thus, as
human resource development and career opportunities were regarded more vital than
the equal treatment of employees among employees in the CEE region, this could be
explained by their importance in personal accomplishment and material success. In turn,
individuals in feminine societies do not typically place their self-interests above the in-

terests of other stakeholders.

6.1.2 Financial responsibility

Employees in both regions regarded responsibility for developing new products and ser-
vices and profitability and financial solidity of the business as vital topics to focus on.
However, the employees had different perceptions regarding financial responsibility. Ac-
cording to the questionnaire results, Finns considered paying taxes to society more im-
portant than the employees in CEE countries. This could be explained by their high trust
in the Finnish government, political and national legal systems, institutions, and media,
whereas the lack of engagement and set policies and regulations and distrust in corrup-
tive public services and government in the CEE countries may explain the different per-

ceptions.

However, employees in the CEE countries consider that the economic growth of the busi-
ness is significantly more important than Finnish employees. This could be due to their
weaker societal infrastructure compared to Finland. This could explain why Finns consid-
ered other topics, such as responsible procurement policy of products and services from

subcontractors, more important than employees in the CEE region.

6.1.2.1 Cultural dimensions

As mentioned above, Finnish employees consider that paying taxes to society is more
important than the employees in CEE countries. Besides nation-specific differences, this
could also result from differences in scores regarding power distance. As the Czech Re-

public, Slovakia, Bosnia and Herzegovina, and Croatia are all societies with high power
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distance, and they most likely are more accustomed to corruption in the society, which

is why they do not consider paying taxes to the society as important as Finns.

However, the difference could also result from the employee’s different orientations in
femininity and masculinity. This is because more than 60% of the employees outside of
Finland come from a masculine society, whereas Finns come from a feminine society.
They could have highlighted the importance of paying taxes to the society more than
employees in masculine societies because it is common for them to follow the rules, and
recognize and highlight responsibilities. They do not appreciate materialism and per-
sonal recognition as much as masculine societies. Also, feminine societies tend to require
more empathy from firms, which could explain the employee’s expectations regarding
paying taxes to the society. What is more, as employees in the CEE countries considered
that high customer satisfaction is more important compared to Finns, this could be due
to their importance in economic achievement and success, instead of focusing on so-
cially desirable actions. What is more, as the employees in the CEE region regarded eco-
nomic growth of the business significantly more important compared to Finns, their
pragmatic culture could affect their perceptions as these types of cultures tend to be
future-oriented, and they aim for future rewards, whereas Finns are a normative society,

and they focus more on the current or even past.

6.1.3 Management and governance-related sustainability

The results of this thesis suggest that the perceptions of employees from both regions
share similar perceptions regarding the company's partners and subcontracting chain,
adhering to an ethical code, ensuring that actions and communications of the company's
management are reliable and fair, reporting the company's responsibility openly and
transparently, and an ethical code which guarantees responsible conduct of stakeholders.
However, there are also differences in employees' perceptions, which are explained in
the following paragraphs by reflecting them on prior literature concerning cultural di-

mensions.
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6.1.3.1 Cultural dimensions

The employees in the CEE countries considered it more vital to define rights and obliga-
tions within the case company than Finns, which could be linked to their high scores on
power distance in the societies. Employees from societies with higher power distance
are most likely not as accustomed to power being distributed equally in organizations as
employees in Finland. Therefore, they would highlight the importance of defining rights
and obligations within the case company to ensure responsible actions of the manage-

ment.

What is more, as most nations that are examined in the research are individualistic soci-
eties, that could explain why employees in both regions shared similar perceptions re-
garding the following topics: the actions and communications of the company's manage-
ment are reliable and fair, the company follows an ethical code, the company's partners
and subcontracting chain adhere to an ethical code, and that the company reports on

the company's responsibility openly and transparently.

However, as Finns believed more significantly that the case company should focus on
anticipating and managing risks associated with operations compared to employees in
the CEE countries, one could assume that Finland would have a high score on long-term
orientation. However, Finland has a low score on long-term orientation which means
that this cultural dimension does not fully explain the differences in employee percep-

tions, and there is most likely some other reason behind the differences.

6.1.4 Environmental responsibility

As the results in the previous chapter demonstrate, the environmental efficiency of the
case company'’s activities is considered a vital topic to focus on in both regions. However,
the carbon handprint of services, the positive environmental impact of products and
services, and communication about the environmental impact of services indicate signif-

icant differences among employees' perceptions. So, they had different views on
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environmental sustainability. So, Finns highlighted the importance of the carbon
handprint of services and the positive environmental impact of the case company’s prod-
ucts and services on a consumer's environmentally conscious behavior and consumption
decisions. In contrast, employees in the CEE region believed that focusing on communi-
cating about the environmental impacts of their services is more important. Also, Finns
were more concerned with climate change than foreign units. The differences can be
explained by the fact that Finnish companies are expected by the public to aim for sus-
tainability and to reduce emissions due to common industrial industries in Finland which

are intensive in terms of natural capital.

In turn, in the Czech Republic, which represents 50% of all employees outside of Finland,
companies and employees have been stated to prioritize care for employees and trans-
parency over the environment. This could explain why employees in the CEE region have
considered that communicating about the environmental impacts of their services is
more important than the carbon handprint of services and the positive environmental
impact of their services and products. What is more, due to Central and Eastern Euro-
pean countries' weaker societal infrastructure, their abilities to emphasize sustainable
development have not been as easy as in the Nordics, which could explain the differ-

ences in the perceptions.

6.1.4.1 Cultural dimensions

According to the results, Finns were more likely to prioritize sustainability actions over
only communicating and reporting about them, which was the opposite in the case of
CEE countries. These factors can be explained by the fact that Finland has low power
distance, whereas most of the other examined countries share high power distance. Also,
as table 3 earlier presented the number of employees in the foreign units, the author
can assume that most of the questionnaire respondents were from a society with high
power distance. So, these findings match prior research, and the differences in the em-

ployees' perceptions in different regions can be explained this way.
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However, differences in employees' perceptions regarding the carbon handprint of ser-
vices and the positive environmental impact of the case company’s products and ser-
vices on a consumer's environmentally conscious behavior could also be due to the em-
ployee’s different cultural orientations in terms of femininity and masculinity. This is be-
cause Finns come from a feminine society, whereas more than 60% of the employees
outside of Finland come from a masculine society. Thus, feminine societies are stated to
require more responsible actions and approaches from firms compared to masculine so-
cieties in which firms are expected to engage more in economic achievement and mate-

rial success instead of focusing on socially desirable actions.

6.1.5 Responsibility in the media industry

Employees in both regions consider that the case company should focus on preventing
misleading and false advertising, responsible processing and utilizing marketing data,
taking care of security and data protection of services, and complying with laws and reg-
ulations in collecting and processing personal data. Furthermore, employees in both re-
gions did not consider the accessibility of digital content and services or ethical utiliza-
tion of machine learning and artificial intelligence in the development of services as im-
portant as the other issues. However, the results of this thesis demonstrate that there is
no statistically significant connection between the location of the employees regarding
their perceptions of responsibility for digital services. So, even though there are differ-
ences among employees' perceptions regarding this question, statistics indicate that the
differences do not depend on the employees’ locations. This could result from the fact
that the firm operates in the media industry and provides digital services, and that is
why it is likely that the employees have a similar picture of how their services are in-

volved with sustainability.

6.1.5.1 Cultural dimensions

As statistics demonstrate in the previous chapter, employees’ perceptions regarding the

responsibility of digital services do not indicate a significant connection with the location
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of the employees. The employees regarded that the case company should focus on tak-
ing care of security and data protection of services and complying with laws and regula-
tions in collecting and processing personal data. Furthermore, reliability and continuous
development of digital services and accessibility of digital content and services, prevent-
ing misleading or false advertising, and responsible processing and use of marketing data
were regarded as important in both regions. So, as most countries that are examined in
this thesis are individualistic societies, that could explain why employees in both regions
shared similar perceptions regarding the responsibility of digital services and marketing.
However, another cultural dimension, uncertainty avoidance, could also explain the sim-
ilar perceptions regarding the responsibility of marketing and digital services as all the
countries examined in this thesis have high scores on uncertainty avoidance except for

Slovakia, which has an intermediate score on this dimension.

6.1.6 Responsible employer

The results which were presented in the previous chapter display that employees in both
regions considered that not only wellbeing and appreciation, but also the equal treat-
ment of employees are the most important aspects that the case company should focus
on. The results also demonstrate that even though there are some differences among
the perceptions of employees in this question, there is no statistically significant connec-
tion between the location of the employees with their perceptions regarding their em-
ployer. However, the results also illustrate that Finns considered their employer is less
advanced with its CSR actions than the employees in the CEE region. Furthermore, there
were also significantly more employees in the CEE region who did not know how they
would rate their employer’s level in CSR compared to Finns. What is more, Finns had
been more active visitors to their employer’s responsibility website, and they were more
aware of it compared to employees in the CEE region. So, these differences can be sup-
ported by prior research as it has demonstrated that most Finns expect Finnish compa-
nies to pay more attention to social issues than what many of them are giving now. In

contrast, in other European countries, only less than 50% of the society expects the same.
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Moreover, as prior research has described, CEE countries are not yet as advanced with

CSR as the Nordic countries, which aligns with these findings above.

6.1.6.1 Cultural dimensions

As prior research has demonstrated, societies with low power distance tend to put more
effort into social and environmental responsibility, support ethical behavior, demon-
strate high sensitivity to unethical activities, react to them, and they tend to appreciate
transparency more than individuals in high power distance societies. Also, societies with
low power distance tend to perceive ethics and social responsibility as more important
than individuals in high power distance societies. As described earlier, Finland, Estonia,
Latvia, and Lithuania are considered low power distance societies, whereas the Czech
Republic, Slovakia, Croatia, and Bosnia and Herzegovina are high power distance socie-
ties. So, ethical guidance and activities of employees and partners were considered more
important in the CEE region compared to Finns. Their high power distance could indicate
that employees from these countries prioritize these aspects because it is common in
high power distance societies that employees are advised what to do, as the power is
not as equally distributed as it is for example in Finland. So, guidance in ethical matters

may be expected from the employer.

However, another cultural dimension — individualism versus collectivism- could explain
why the employees shared similar perceptions regarding which aspects their employer
should focus on to be responsible. This is because Finland, The Czech Republic, Latvia,
Lithuania, and Estonia are defined as individualistic societies based on Hofstede’s cul-
tural dimension scores. In contrast, only Croatia is more of a collectivist society. Also,
Slovakia is not an individualistic nor collectivist society, but it has characteristics of both
types. However, based on the distribution of employees in the case company’s operating
countries in table 3 in the fourth chapter, the majority of the case company’s employees

come from an individualist society.
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So, as the employees shared similar perceptions regarding their employer, it could be
suggested that as the majority of the case company’s employees come from an individ-
ualist society, this may have affected their similar expectations regarding their employer.
This could be explained by the fact that it is common in individualistic societies that mu-
tual advantage is highlighted in the relationship of the employer and employee, and re-
cruitment and promotion decisions are never made in moral terms, as in collectivist so-
cieties. These decisions depend on qualification and merit only. However, also another
cultural dimension, uncertainty avoidance, could explain the similar perceptions regard-
ing which issues their employer should focus on as a responsible employer, as all the
countries examined in this thesis have high scores on uncertainty avoidance except for

Slovakia, which has an intermediate score on this dimension.

However, prior literature has indicated that societies with high individualism are more
likely to react to unethical issues and stress more on these unethical issues in general
than high collectivism. This suggests that employees who come from individualist socie-
ties also have higher expectations towards their employer than employees in collectivist
societies, which could also be supported by the results of the research because most of
the case company’s employees considered their employer as an intermediate level per-

former with its CSR.

In addition, the empirical findings of this thesis also indicate that Finns had familiarized
themselves more with their employer’s responsibility actions described on their website
than employees in the foreign units. Also, Finns were more demanding when they were
asked how they would rank their employer and their CSR, whereas a higher number of
employees in the CEE countries considered their employer as a forerunner or as an in-
termediate level performer regarding CSR. So, the fact that Finns who come from a fem-
inine society considered their employer less advanced with their CSR and had visited
their CSR website more than employees in the CEE region goes in line with prior research.
This is because more than 60% of employees outside of Finland come from masculine

societies, and prior research has suggested that feminine societies expect more
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responsible actions from firms compared to masculine societies in which individuals per-
ceive that firms should engage more in economic achievement and material success in-
stead of focusing on socially desirable actions. Also, feminine societies have a stronger
tendency to engage in social responsibility compared to masculine societies, which can

also be supported by the results of these questions.

In contrast, prior literature regarding long-term versus short-term orientation has sug-
gested that societies with high long-term orientation value legal and ethical responsibil-
ity more as they tend to appreciate social norms, which they also expect from firms. Also,
individuals with high long-term orientation tend to disapprove of firms' unethical and
illegal behavior, and they expect firms to grant some of their profits as an act of social
responsibility. So, all the other countries in this thesis are regarded as societies with a
high long-term orientation, except for Finland, which has a low score in long-term orien-
tation. Consequently, this cultural dimension does not go in line with the results regard-
ing employee perceptions of their employer’s level with CSR as Finns who come from a
normative culture expected more advanced CSR from their employer compared to em-

ployees from the CEE countries, unlike the prior research suggests.

6.1.7 United Nation’s sustainable development goals

Employees in both regions considered favorable education, promoting inclusive and sus-
tainable economic growth, full and productive employment, and decent work for all as
essential topics for the case company to concentrate on. However, Finns considered that
climate change is the most vital aspect for the company to focus on, compared to em-
ployees in the CEE countries who seemed to prioritize health and wellbeing, poverty, and
clean energy. Also, Finns prioritized responsible consumption and production over clean
water and poverty, which is the opposite in the case of employees in the CEE countries.
Moreover, gender equality was considered an important issue to be considered, among
the Finns. In contrast, most of the employees in the CEE countries considered this less
important than the other issues. Also, reducing inequality was considered significantly

less important among employees in the CEE region.
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So, in other words, Finns considered climate change and responsible consumption and
production more important compared to employees in the CEE countries who regarded
health and wellbeing, poverty, and clean energy as more important. This finding matches
prior research, which demonstrated that companies and employees, for example, in the
Czech Republic, typically prioritize care for employees and transparency over the envi-
ronment. What is more, it could be that employees in the CEE region have highlighted
the importance of decreasing poverty instead of climate change due to the CEE region’s
weaker societal infrastructure and governments' lack of set policies, regulations, and in-

terest in including CSR in the societal and political agenda.

6.2 Summary of the research

The purpose of this research was to examine employee perceptions in Finland and the
CEE countries. The aim was to indicate what are the employee perceptions regarding
corporate social responsibility and whether the employee perceptions differ amongst
employees in different countries. That is why Hofstede’s cultural dimensions were also
examined in this thesis to provide explanations for the differences and the possible sim-
ilarities. Moreover, this research was conducted as a single case study for a Finnish multi-
media company Alma Media, which operates internationally in Europe. In total, 524 em-
ployees took part in the questionnaires sent to them during Fall 2021. The results of the
guestionnaires were analyzed by utilizing SPSS statistical software platform in which

crosstabulation and Chi-Square tests were run.

According to the results, employee’s location demonstrates a significant relationship
with employee’s perceptions regarding multiple aspects of corporate social responsibil-
ity. This means that employees from Finland and the CEE countries do not fully share
similar perceptions regarding CSR. However, the employees’ perceptions of the respon-
sibility of digital services or the responsibility of their employer do not indicate signifi-
cant differences. However, Finns are more concerned with equality, responsible con-
sumption, and climate change whereas employees in the CEE countries highlight the im-

portance of human resources development and career opportunities, wellbeing, and
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education. Furthermore, the results indicate that Finnish employees do not consider
their employer as advanced with its CSR as the employees in the CEE region do. Also,
Finns had visited their employer’s responsibility website more and were more conscious

of it than employees in the CEE countries.

As the cultural dimensions are reflected in the findings of this thesis combined with prior
literature, especially femininity and masculinity and power distance are discussed to
elaborate on the differences in the employee perceptions of CSR. In turn, not only indi-
vidualism and collectivism but also uncertainty avoidance are presented to elaborate
similarities in the perceptions of employees regarding CSR. However, interestingly long-
term orientation did not explain the differences in employee perceptions even though it

was expected.

6.3 Managerial implications

This research presents a new angle to the research topic area by providing new perspec-
tives regarding employee perceptions from Finland and the CEE countries from a multi-
media company. What is more, this study contributes to the literature as it could provide
statistical evidence of the relationship between employee location and various CSR cat-
egories. More specifically, this study proved that Finnish employees prioritize CSR issues
differently from employees in the CEE countries due to differences in their culture, eco-
nomic development, and nationality. Thus, this research indicates that it is essential for
organizations to notice that various factors affect their employees’ perceptions of CSR
and that it may be advantageous to include them in decision-making progress to en-
hance the stakeholder engagement in CSR and gain the highest advantages from their
CSR actions. With the help of this research, organizations can discover why learning
about employee perceptions regarding CSR is essential and how it can help them in-
crease their employee satisfaction, engagement, and talent attraction. Moreover, be-
sides these, organizations that operate internationally can learn more about their em-
ployees’ cultural aspects, which could help them understand the reasons behind their

employees’ attitudes, opinions, values, and actions that affect the organizations in
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different ways. Also, this study provides relevant information to organizations, especially
in the digital service and media industry, and organizations operating in Finland and the
CEE region. With the help of this research, they can assess and revise their CSR actions

and strategies.

6.4 Limitations of the study

As the purpose of the thesis is to examine and compare the perceptions of employees
from Finland and from the CEE countries towards CSR, this thesis aims to test the theo-
retical framework of the empirical research, which is conducted in the form of a ques-
tionnaire. Furthermore, the theoretical framework is needed to understand how the
concept of CSR has evolved and how stakeholders, especially employees perceive it and
how they are affected by it in general. So, the theoretical framework of the thesis in-
cludes an overview of corporate social responsibility from multiple aspects and an over-
view of the previous literature concerning CSR. Also, as this thesis aims to explain the
possible differences in employees' perceptions, cultural dimensions are introduced and
studied. So, the relationships between employees, culture, and stakeholder perceptions
of CSR are covered in the theoretical framework. However, as the study focuses on the
employee perspective of CSR, this limits the theoretical framework chapter as other

stakeholder perceptions are not studied comprehensively.

However, the main limitation of this thesis is concerning the empirical section as the
research is conducted as a single case study. This means that only one case company will
be examined in the research. Thus, the results cannot be generalized to a more consid-
erable extent. Also, as the case company is a media company, the empirical section and
the thesis findings may be influenced by the media industry, which should be considered
when analyzing the survey results. In other words, the scope of the thesis is limited, and
the results may not be applicable for generalization, nor are they comparable to other

industries.
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What is more, the examined countries which were under comparison were examined an
as a group except for Finland, as the author and the case company wanted to protect the
respondent’s anonymity in the foreign units as only few employees are working in some
of the countries and they could easily be identified when analyzing results. So, findings
regarding the CEE countries were created based on estimations made on the grounds of
the numbers of employees in the countries. Besides this, the cultural dimensions are not
analyzed statistically but instead based on the author's conclusions, meaning that the
results and their reflection on cultural dimensions cannot be generalized. Nevertheless,

the findings may work as a guide for further research on similar cases.

Lastly, as the questionnaire which was sent to employees in the CEE region was con-
ducted in English, this may have caused misunderstanding regarding the questionnaire
and its questions and consequently biased results because English is not a native lan-

guage for the employees in the CEE countries.

6.5 Future research implications

Even though this thesis provides statistical evidence of the differences in employees'
perceptions between Finland and the CEE countries, it would be advantageous to con-
duct similar research with a statistical analysis of the connection of cultural dimensions
with employee perceptions in these specific countries to provide statistical proof. This is
suggested not only because this thesis did not test the connection of cultural dimensions
with employee perceptions of CSR statistically but also because the prior literature, es-
pecially from these specific regions, remains inadequate even though prior research has
proved that cultural dimensions and employee perceptions of CSR have a significant con-

nection, in other countries.

Moreover, as this thesis examined the CEE countries as a group, it would be crucial to
analyze the countries individually as the perceptions may differ among the countries,
and this thesis could not demonstrate this due to issues with anonymity. Furthermore,

the role of gender, position, retention, and generation and age in the employee



96

perceptions of CSR could be examined, as these factors most likely affect the employee
perceptions. In addition, a qualitative study could also be helpful in terms of examining
employee perceptions because this way, the researcher can get more explanations and

reasoning from the employees, which could explain the differences.
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Appendix

Appendix 1. Questions of the questionnaire

1. Which of the following responsibility topics in recruiting industry you find as the
most important to focus on with our brands (CV.ee., CV.lv., CVonline.lt., Jobs.cz.,
Moj Posao, Monster, Prace.cz, Profesia, etc.)?

=  Wellbeing and appreciation of employees

= Equal treatment of employees

=  Promoting diversity in the working community (f. ex. the diversity of gender, age, na-
tional origin, ethnicity, social class, religious or ethical values)

= Ethical guidance and activities of employees and partners (f. ex. “the code of con-
duct”)

= Human resource development and career opportunities

= Ensuring inclusion, such as providing equal access to opportunities and resources for
people who might otherwise be excluded or marginalized

2. Responsible marketing: Choose top 1-3 priorities, which you think are the most
important issues we should focus on with this theme?

=  Preventing misleading or false advertising

=  Monitoring the ethics of marketing communications

= Guiding Advertisers to implement responsible media choices

= Responsible processing and use of marketing data

=  Encouraging our customers for communication and marketing about responsibility
=  Marketing communications about the responsibility of our brands

3. Responsibility of Digital Services: Choose top 1-3 priorities, which you think are
the most important issues we should focus on with this theme?

= Compliance with laws and regulations in the collection and processing of personal
data

= Care for security and data protection of services

= Responsible processing and utilization of customer data

=  Ethical utilization of machine learning and artificial intelligence in the development
of services

= Reliability and continuous development of digital services

= Accessibility of digital content and services

4. Choose top 1-3 priorities, which you think are the most important, that Alma
Media and its subsidiaries as a responsible employer, should focus on?

=  Wellbeing and appreciation of employees
= Equal treatment of employees
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=  Promoting diversity in the working community (f. ex. the diversity of gender, age, na-
tional origin, ethnicity, social class, religious or ethical values)

= Ethical guidance and activities of employees and our partners.

= Human resource development and career opportunities

= Ensuring inclusion, such as providing equal access to opportunities and resources for
people who might otherwise be excluded or marginalized

Choose top 1-3 priorities, which you think are the most important economic and
financial responsibility topics for us to focus on as a company?

=  Profitability and financial solidity of the business

=  Economic growth of the business

=  Payment of taxes to society, our “tax footprint”

= High customer satisfaction

= Responsible procurement policy of products and services from subcontractors
= Responsibility in development of new products and services

Choose top 1-3 priorities, which you think are the most important governance
and management-related topics that we should focus on?

The company anticipates and manages the risks associated with operations

The rights and obligations within the company are defined

The actions and communications of the company's management are reliable and fair
The company follows an ethical code that guarantees responsible conduct of the board,
management, employees, shareholders, etc.

The company's partners and subcontracting chain adhere to an ethical code that pre-
vents such things as corruption and bribery.

Alma Media reports on the company's responsibility openly and transparently

Choose top 1-3 priorities, which you think are the most important environment
and ecology related topics that Alma Media and its brands should focus on?

Environmental efficiency of our own activities (e.g., energy use, travel)

Reducing the carbon footprint of the subcontracting chain (e.g., data centers and ser-
vices purchased)

The carbon handprint of services. The positive environmental impact of our products or
services on a consumer's environmentally conscious behavior and consumption deci-
sions

Partnerships and co-operation to promote sustainable development of society
Communication about the environmental impact of our service

Choose top 1-3 priorities, which you think are the most important ones that Alma
Media’s corporate responsibility should focus on?

POVERTY: End poverty in all its forms from everywhere

FAMINE: End hunger, achieve food security, improve nutrition, and promote sustainable
agriculture

HEALTH AND WELLBEING: Ensure healthy lives and promote well-being for all at all ages
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GOOD EDUCATION: Ensure an open, equal, and quality education for all, and promote
lifelong - learning opportunities

GENDER EQUALITY: Achieve gender equality and empower all women and girls

CLEAN WATER: Ensure access and sustainable use of water and sanitation for all

CLEAN ENERGY: Ensure affordable, reliable, sustainable, and modern energy for all
DECENT WORK AND ECONOMIC GROWTH: Promote inclusive and sustainable economic
growth, full and productive employment, and decent work for all

INDUSTRY, INNOVATIONS, AND INFRASTRUCTURE: Build resilient infrastructure, pro-
mote inclusive and sustainable industrialization and foster innovation

REDUCE INEQUALITY: Reduce inequality within and among countries

SUSTAINABLE CITIES AND COMMUNITIES: Make cities and human settlements inclusive,
safe, resilient, and sustainable

RESPONSIBLE CONSUMPTION AND PRODUCTION: Ensure sustainable consumption and
production patterns

CLIMATE CHANGE: Take urgent action to combat climate change and its impacts

LIFE BELOW WATER: Conserve and sustainably use the oceans, seas, and marine re-
sources for sustainable development

LIFE ON LAND: Protect, restore, and promote sustainable use of terrestrial ecosystems,
sustainably manage forests, combat desertification and biodiversity loss

PEACE, JUSTICE AND STRONG INSTITUTIONS: Promote peaceful and inclusive societies
for sustainable development, provide access to justice for all and build effective, ac-
countable, and inclusive institutions at all levels

PARTNERSHIPS FOR THE GOALS: Strengthen the means of implementation and revitalize
the global partnership for sustainable development

Do you think we are, as a company, in responsibility?

A forerunner, who creates new practices and sets an example for others
Intermediate level performer, that meets the requirements

We lag behind the others

| do not know

. Have you visited Alma Media's responsibility website? https://www.almame-

dia.fi/en/sustainability/

Yes, | have
No, | have not
| am not sure

. Age

Under 25 years

25-34 years

35-44 years

45-54 years

55-64 years

65-74 years

75 years or more

| do not want to answer
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12. Gender
=  Female
= Male
= QOther

® | do not want to answer
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Appendix 2. Statistical analysis of the eighth question

Employee Povert | Famine | Health & | Good Gender | Clean Clean Decent Industry Reduce | Sustainable | Responsible | Climat | Life Life on | Peace Partnership
location * UN y wellbein | educatio | equalit | water energy | work & innovations | inequalit | cities & consumptio | e below | land justice & s for the
CSR g n y economi | & y communitie | n & change | water strong goals
crosstabulatio cgrowth | infrastructur s production institution
n e s
1 2 3 - 5 6 7 8 9 10 1 12 13 14 15 16 17
Location Count 23 35 70 115 96 39 17 118 45 56 15 82 180 22 45 50 32 1040
Finland=1
CEE region=2
% within 22% 34% 6.7% 11.1% 9.2% 3.8% 1.6% 11.3% 4.3% 54% 1.4% 79% | 17.3% 21% 4.3% 4.8% 31% 100.0
Employee %
location
% within 442% | 60.3% 50.4% 56.1% | 85.0% | 57.4% | 44.7% 68.6% 75.0% 81.2% 75.0% 78.1% | 78.3% | 68.8% | 73.8% 71.4% 62.7% | 67.4%
the
categorie
s
% of Total 1.5% 2.3% 4.5% 75% 6.2% 25% 1.1% 76% 29% 3.6% 1.0% 53% | 11.7% 1.4% 2.9% 3.2% 21% | 674%
Adjusted -36 -1.2 45 -37 41 -1.8 -3.0 4 13 25 £/ 24 38 2 11 7 -7
Residual
Count 29 23 69 90 17 29 21 54 15 13 5 23 50 10 16 20 19 503
Location % within 5.8% 46% 13.7% 17.9% 3.4% 5.8% 42% 10.7% 3.0% 26% 1.0% 46% 9.9% 2.0% 32% 4.0% 3.8% | 100.0
Finland=1 Employee %
CEE region=2 location
% within 55.8% | 39.7% 49.6% 439% | 15.0% | 426% | 553% 31.4% 25.0% 18.8% 25.0% 219% | 21.7% | 31.3% | 262% 28.6% 37.3% | 326%
the
categone
s
% of Total 1.9% 1.5% 4.5% 5.8% 1.1% 1.9% 1.4% 35% 1.0% 0.8% 0.3% 1.5% 32% 0.6% 1.0% 1.3% 1.2% | 326%
Adjusted 36 12 45 37 4.1 18 30 -4 -13 -25 -7 -24 -38 -2 -1.1 -7 7
Residual
Total Count 52 58 139 205 113 68 38 172 60 69 20 105 230 32 61 70 51 1543
% within 34% 38% 9.0% 13.3% 7.3% 4.4% 25% 11.1% 39% 45% 1.3% 6.8% | 14.9% 21% 4.0% 4.5% 3.3% 100.0
Employee %
location
% within 100.0 100.0 | 100.0% 100.0% | 100.0% 100.0 100.0 | 100.0% 100.0% | 100.0% 100.0% 100.0% 1000 | 100.0| 100.0 100.0% 100.0% 100.0
the % % % % % % % %
cateqorie
s
% of Total 34% 3.8% 9.0% 13.3% 7.3% 4.4% 2.5% 11.1% 3.9% 45% 1.3% 6.8% | 14.9% 21% 4.0% 4.5% 3.3% 100.0
%




