“Ovidius” University Annals, Economic Sciences Series
Volume XXII, Issue 1 /2022

Strategic Corporate Social Responsibility and Employees:
An Analysis of Romanian Post-millennials’ Perceptions

Andra Modreanu
Gabriela Nicoleta Andrisan
The Bucharest University of Economic Studies, Romania
andra.modreanu@yahoo.com
gandrisan3 1 (@gmail.com

Abstract

Strategic corporate social responsibility has been used to attract and retain valuable
stakeholders. Therefore, it is important to acknowledge how the youngest workforce, respectively the
Z individual, perceives the ongoing responsible initiatives. The purpose of the current paper was to
comprehend how a responsible employer among other factors may influence the perception of
Romanian post-millennials from an employee perspective. Hence, this study has been conducted
through the use of a qualitative research method, respectively the group-focused discussion
technique. The collected data has been examined following a content analysis approach. Even though
it is assumed that generation Z may be sensitive to responsible practices and more willing to
priorities the common good, the results of the study sustain the contrary. Romanian post-millennials
seem to evaluate the responsibility of an organization mostly based on the benefits a company may
provide to them as workers, and rather less through social and sustainable practices.
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1. Introduction

The comprehension and fulfillment of organizational stakeholders’ expectations have become
priorities for nowadays business. This is why more and more organizations, irrespective of their
sector and size, have understood the need to implement the concept of social responsibility in their
processes (Toma and Naruo, 2009; Imbrisca and Toma, 2020). Due to the fact that it is impossible
to meet all of the demands of the interested parties, organizations have focused on developing general
pillars for establishing a common wellbeing. One of which is referred to as responsible behavior. The
corporate social responsibility (CSR) concept aims to reshape the way of doing business and,
moreover, to encourage the general enhancing of a responsible behavior. As a stand-alone term, CSR
may be explained as "the company’s extended engagement to proceed ethically and contribute to
economic growth while increasing the life standards of workers and their families, along with the
local community and society in general" (Watts & Holme, 2000, p. 5). Moreover, a responsible
organization image represents a mean through which firms may attract employees.

Given that generation Z is the newest type of worker, businesses, particularly multinational
corporations, have begun to develop and implement strategic corporate social responsibility (CSR)
strategies in order to recruit post-millennials. Generation Z comprises individuals which have been
born starting with the year of 1996 or even 1997 according to some practitioners (Seemiller & Grace,
2018). From an employee’s perspective, younger representatives are attracted by companies which
have a responsible business reputation, have people-driven perspectives included in their strategy,
offer personal development opportunities, and are social actively, supporting the environment and
those in need (McKee-Ryan, 2021). Therefore, another important characteristic of generation’s Z
individuals relays on its openness towards environmentally, socially and politically concerns
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(Chillakuri & Mahanandia, 2018). Hence, Generation Z appears to be more interested in avoiding
and solving certain problems in order to achieve a general wellbeing, having been exposed to a
broader set of various issues, and benefiting from awareness in terms of how human actions may
have negative consequences or impact among others (Chillakuri & Mahanandia, 2018).

The aims of the current paper are to establish the main factors that may motivate Romanian post-
millennials to work for a specific organization and to understand in this regard to which extent a
responsible company reputation may influence generation Z. Therefore, this study has been
conducted through the use of a qualitative research method, respectively the group-focused
discussion technique. The collected data has been examined following a content analysis approach.
The paper’s structure includes the other succeeding sections: literature review, findings,
methodology, and conclusions.

2. Literature review

Generation Z comprises individuals which have been born starting with the year of 1996 or even
1997 according to some practitioners (Seemiller & Grace, 2018). Additionally, while several
researchers have stated that the last representatives of this generation have been conceived in 2012,
others sustained that it is currently difficult to establish a certain age group for the Z population
(Kardaras, 2016). Even though there may be some confusion regarding the possibility of including
this generation within a certain period, the general characteristics of Z individuals are quite
comprehensible and genuine. Foremost, generation Z is referenced frequently as the digital one
(Singh & Dangmei, 2016). Moreover, Z individuals are acknowledged as post-millennials (Berkup,
2014).

Comparing with other generations, technology represents the first nature of these Z individuals
(Dolot, 2018). Since they were newborns, the majority of them have been using smart gadgets (such
as phones or tablets). Therefore, their ability to operate with these modern devices is outstanding
comparing with other generations (Kim, et al., 2022). On the other hand, this orientation towards
technological development has its drawbacks. Generation Z is acknowledged as being less patience
as well as focused and apprehensive, although they have higher expectations from others (for
instance, employers) (McKee-Ryan, 2021). They are not willing to listen carefully, and therefore
receive feedback (Chillakuri, 2020). Most of generation’s Z members are independent, transparent,
speed driven and multi-tasking (McKee-Ryan, 2021). Thus, they have demonstrated a higher
capacity of adaptation to changes that may occur (Mahmoud, et al., 2021). At first side, it can be
stated that generation Z are more willing to enhance an entrepreneurial venture (Frunzaru & Cismaru,
2021).

In an uncessant changing global business environment (Saseanu et al., 2014; Gradinaru et al.,
2017; Catana et al., 2021) business organizations have become aware of the neccessity to think not
only creatively (Tohanean et al., 2018; Toma et al., 2018) but also strategically (Toma, 2008; Toma,
2013; Toma and Gradinaru, 2015; Toma et al., 2016). From a business perspective, as a stand-alone
notion, CSR has been perceived mostly as the overall actions that might benefit those vulnerable
categories of individuals and their well-being-e.g., charity, voluntary work or other forms of
philanthropy (Catand and Toma, 2022). Along with strategy, CSR reveals the ability of a business
organization to develop and sustain value for various parties of interests and the company itself (Maas
& Boons, 2010; Toma, et al., 2011). As a consequence, strategic CSR represents the manner in which
enterprises capture the value and benefits of CSR through the use of strategy. For instance, this
strategic CSR orientation, may assist a company in engaging with future employees. From an
employee’s perspective, beside the prestige of working for a responsible firm, a company’s
attractiveness increases along with the additional benefits provided for employees (Shahzadi, et al.,
2019). Therefore, corporations design and implement through the Human Resource (HR)
departments, programs such as trainings and workshops for personal or professional development
(Cohen, 2017). Thus, these strategic CSR practices may help the organization to attract and retain
valuable employees (Lee & Chen, 2018).

Therefore, within the scope of understanding the demands of post-millennials as employees,
studies revealed that this generation is willing to collaborate with others, regardless of their
nationality or beliefs (Jayathilake, et al., 2021). Therefore, they enhance diversity and as possible
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organizational stakeholders, generation Z is inclined to respond in a positive manner towards
companies which promote inclusive business. Additionally, a pleasant work environment may be
perceived as mandatory for future employed representatives, such as students (Toma, 2012). As a
consequence, studies imply that generation Z may seek and appreciate organizations which are
concerned with the well-being of their employees and have a strong work culture (Jayathilake, et al.,
2021). Thus, they respond positively towards initiatives such as workshops, trainings or events
organized by the company, due to the fact that they perceive these as opportunities that may
consolidate the relationships formed within the firm (for instance, with their co-workers or line
managers) (Tarigan, et al., 2022). As new entries, Z individuals aim to grow and evolve quickly, and
therefore they may require attention and patience. Furthermore, customized onboarding programs
are critical in keeping or establishing a positive attitude among them (Chillakuri, 2020). Additionally,
flexible working program may be perceived as appealing to generation Z. Moreover, studies sustain
that post-millennials, comparing with others, are more interested in companies which have included
in their business strategy the sustainability pillar (for example, waste reduction initiatives) or a triple
bottom line perspective- planet, people, and profit (Dabija, et al., 2019). On the other hand,
generation Z may not be receptive towards earning less and working for an acknowledged CSR
profiled firm (Tarigan, et al., 2022).

3. Research methodology

This study has been conducted through the use of a qualitative research method, namely the
group-focused discussion technique. Within this scope, 12 undergraduate Romanian students born
between 1997 and 2000, from both the rural and urban environment, have been selected for
participating in the research. Participants have been chosen based on a recruitment questionnaire that
confirmed they had not taken part in a similar study in the previous six months. In addition, the
group-focused discussion has been conducted online, using the Zoom platform on the 2™ of March
2022, during 1 p.m. and 3 p.m.

The objective of the present study was to reveal and understand the CSR expectations of
Romanian post-millennials from an employee’s perspective. Moreover, the aim of this research was
to comprehend to which extent Z individuals may be influence and attracted by responsible
companies. Therefore, in order to provide a response to the main research question (respectively, is
generation Z aiming for responsible employers?), participants have been initially exposed to several
images related frequently with the concept of CSR (the association technique). Afterwards, the
following topics have been approached: how can a company demonstrate a responsible behavior?;
which are the main reasons for which individuals, in general, dough the initiatives of responsible
organization?; which are the main benefits that generation Z strive for when deciding to work for a
specific firm?; how many of the respondents have taken into consideration the responsible reputation
of a company when applying for a certain position?; how may a responsible company reputation may
influence they decisions as employees? Additionally, the group-focused discussion has been
recorded and the findings have been evaluated following a content analysis approach.

4. Findings
When respondents have been requested to state what decisions companies ought to undertake in

order to demonstrate a responsible behavior, participants have concertedly agreed that organizations
should place a greater emphasis on their employees (Fig. no.1):
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Figure no. 1: Voices of Romanian post-millennials students- CSR and employees

-

Before focusing on the environment or the society in general,
companies should understand and fulfill the needs of their
employees. I, for one, would consider and appreciate firms

which offer a flexible working program, opportunities to
develop on personal and professional levels (for example,

k trainings and workshops).

Source: Group-focused discussion conducted by the author

Furthermore, despite the potential benefits, the majority of Romanian post-millennials sustained
that they would not be willing to participate in these developmental programs if they were held
outside of work hours:

1 would not be thrilled to attend trainings or workshops outside of the working program. I have
worked for a multinational company and I had to stay there for 9 hours every day (respectively
from 9:00 to 18:00). In addition, I had to drive to the office, which added another 3 to 4 hours to
my day. [ usually left my home at 7 a.m. and returned around 8 p.m. I did not have any time for
myself left at all. On weekends I had to do other activities that [ was not able to do during working
days.

In addition, some Romanian individuals have been working into multinational companies and
their perception regarding this form of business organization is not a favorable one. For instance,
experienced working post-millennials have complained about the inflexible, incomprehensible and
demanding line managers; the dwindled willingness of others to assist newcomers; the regularly and
unpaid overtimes; the challenges encountered when attempting to integrate into a work collective;
the burdened responsibilities and the overall pressure; the lack of information exchange among
coworkers; the lack of appreciation; the implied and accepted work behavior; the inability of others
to listen and sustain ideas of new joiners; the fewer available opportunities to develop on professional
level; the lack of transparency regarding final evaluations. Even though they have described their
experience as employees of a multinational company mostly in a negative manner, Romanian post-
millennials declared that they are inclined to continue their carrier in the corporate domain if the
raised problems would be resolved (Fig. no.2):

Figure no. 2: Voices of Romanian post-millennials students- Identified problems

(I have been working in the corporate domain for three years. It\
is a very hard. People are not nice; there is a lot of pressure;

lack of appreciation and competition among coworkers. I am
considering to opening my own business, if things do not
change. [....] I would not try another corporation. The situation
is the same, regardless of the company. Here, at least, I have

\ earned my place and I know %

Source: Group-focused discussion conducted by the author
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Moreover, the main reason for which Romanian members of generation Z choses a corporate
employer is represented by the organization’s reputation. Contrary to expectations, this reputation is
not focused on the responsibility of the company in general (considering various stakeholders).
However, it mostly concerns only one aspect, respectively the benefits they can receive as employees
of a particular firm, starting with the proposed remuneration:

1 applied for a job at a well-known multinational company and I did not look online or asked
anybody about the responsible practices of the organization. I would have asked someone who is
working there or has been working there about the benefits of an employee, respectively salary,
growth opportunities, health insurances, working hours [ ....]. At this moment, I do not care about
their environmental or social initiative. For sure, I would not accept to be paid less just because
the company is acknowledged as being socially responsible.

Additionally, to some extent, Romanian representatives of generation Z may consider working in
a corporation for prestige. Encore, from a Z individual perspective, this organization’s reputation is
unrelated to responsible business behavior. Thus, a company’s prestige is associated with limited
accessibility to others and with the enterprise’s leading position in a specific market (Fig. no.3):

Figure no. 3: Voices of Romanian post-millennials students- A company’s prestige

/My first job was as a customer relationship assistant in a\
corporation. I was in the first year of my bachelor's degree
program. I remember that I would have accepted any job
in that particular organization. I could not wait to say to
other that I am working a technological leading company.
1 was the first one to get there! None of my friends have
ever dreamed of working there. It is nearly impossible.

\ You have to be extremely good at your job. }

Source: Group-focused discussion conducted by the author

All respondents sustained that CSR practices should be developed as much as feasible and tailored
to the needs of workers. From a Romanian post-millennial standpoint, employee-oriented responsible
companies, have the ability to create positive feedback among workers and therefore attract
newcomers. Z individuals stated that a company should concentrate more on conceiving constructive
word-of-month due to the fact that initially the only search in terms of how responsible a company
is relays in finding and discussing with current or former employees of that particular organization:

A company’s CSR effort should be oriented firstly towards the employee. Afterwards, the
consumers, environment, society and other stakeholders should be considered. Employees help
companies to sustain their business. Since, we do not actively search for what a company has
done for the environment or the society when considering applying for a job, pragmatically would
be for organizations to simulate in a positive manner workers to provide a good feedback
regarding the firm.

Moreover, Z individuals acknowledge that comparing with other generations, they are less
skeptical when enterprises communicate broadly, using multiple channels, their philanthropic
initiatives or sustainable practices. Although, post-millennials may not doubt the veracity of the
practices designed to establish common good, they may not be also influenced by these when
considering working in a certain organization:
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1 am not that suspicious, comparing with elder people. I think that companies truly donate to
those in need. Also, I believe that some organizations make efforts in becoming more sustainable,
but I am not influence at all by all of these practices when I chose a job or a specific firm. It might
be a plus, but not a determinant factor in my decision.

Romanian post-millennials may have a different perspective on corporate responsibility than their
employers. Generation Z seems to evaluate the responsibility of an organization more from an
internal point of view, respectively through the benefits a firm may provide to its workers. Therefore,
the social and sustainable pillar may not influence Romanian Z individuals when choosing to work
for a specific organization. Based on the collected responses, a possible answer to the main research
question may be considered the following: Romanian post-millennials strive to collaborate with
responsible employers as long as these CSR practices provide tangible and intangible benefits mostly
for its organizational stakeholders. Moreover, when targeting generation Z, companies should focus
more on creating positive WOM among existing employees due to the fact that Romanian post-
millennials are willing to ask them for feedback. Other types of company or brand communications
(for instance, television commercials and even social media content) seem to be ignored by
Romanian representatives of generation Z.

5. Conclusions

In the current business environment, firms strive for consumer’s and employee’s loyalty.
Therefore, companies have been making efforts in understanding how these may be achieved to some
extent. As a consequence, the comprehension and fulfillment of organizational stakeholder’s
expectations have become priorities for nowadays business. Due to the fact that it is impossible to
meet all of the demands of the parties of interest, companies have focused on developing general
pillars for establishing a common wellbeing. One of which is referred to as responsible behavior. The
corporate social responsibility concept aims to reshape the way of doing business and, moreover, to
encourage the general enhancing of a responsible behavior. The reality is that not only companies
should act considering their impact among others. Humans are required also to change and be aware
of the consequences of individual actions. Major positive change may occur if all involved parties of
interest sustain the CSR practices. Individuals based on their generations have different responses
towards the concept. Some individuals may hesitate supporting the CSR initiatives of a company,
due to the fact that they may doubt the veracity of the organization’s responsible actions. Others may
not be interested at all in embracing a responsible behavior. However, latest generations such as post-
millennials are perceived as possible main advocators of the CSR concept.

Considering the fact that companies currently use CSR in a strategic manner in order to attract
and retain valuable stakeholders, it is important to acknowledge how the youngest workforce,
respectively the Z individual, perceives the ongoing responsible initiatives. Even though it is assumed
that generation Z may be sensitive to responsible practices and more willing to priorities the common
good, the results of the study sustain the contrary. Romanian post-millennials seem to evaluate the
responsibility of an organization based on the benefits a company may provide to them as workers.
Social and environmental objectives achieved by an organization may not motivate Romanian
representatives of generation Z to engage with the firm. Furthermore, the findings suggest that
Romanian Z individuals may be more influenced by the opinions of current or former employees of
a specific company when searching for a working position, rather than the responsible image or
reputation that the firm has maintained through the use of various channels of communication.

6. References

e Berkup, S., 2014. Working With Generations X And Y In Generation Z Period: Management Of
Different Generations In Business Life. Mediterranean Journal of Social Sciences, 5(19), pp. 218-229.

e (atang, S., Toma, S.-G. & Barbu, A., 2021. The effects of the COVID-19 pandemic on teleworking and
education in a Romanian higher education institution: An internal stakeholders perspective.
International Journal of Environmental Research and Public Health, 18(1), pp. 1 —17.

656



“Ovidius” University Annals, Economic Sciences Series
Volume XXII, Issue 1 /2022

Catana, S. & Toma, S.-G., 2022. Marketing mix and corporate social responsibility in automotive
industry—Case study: Mazda Motor Corporation. Annals of the ,, Constantin Brdancugi” University of
Targu Jiu, Economy Series, 1, pp. 205-209.

Chillakuri, B., 2020. Understanding Generation Z expectations for effective onboarding. Journal of
Organizational Change Management, 33(7), pp. 1277-1296.

Chillakuri, B. & Mahanandia, R., 2018. Generation Z entering the workforce: the need for sustainable
strategies in maximizing their talent. Human Resource Management International Digest Journal,
26(4), pp. 34-38.

Cohen, E., 2017. CSR for HR: A Necessary Partnership for Advancing Responsible Business Practices.
Abingdon: Routledge.

Dabija, D.-C., Bejan, B. & Dinu, V., 2019. How sustainability oriented is generation Z in retail? A
literature review. Transformations in Business & Economics, 18(2), pp. 140-155.

Dolot, A., 2018. The Characteristics of Generation Z. e-mentor, 74(2), pp. 44-50.

Frunzaru, V. & Cismaru, D.-M., 2021. The impact of individual entrepreneurial orientation and
education on generation Z’s intention towards entrepreneurship. Kybernetes Journal, 50(7), pp. 1969-
1981.

Gradinaru, C., Toma, S.-G. & Papuc, R., 2017. Entrepreneurship in the world: The analysis of the Global
Entrepreneurship Index in the period 2015-2017. Ovidius University Annals- Economic Sciences Series,
XVII(2), pp. 14-18.

Imbriscd, C., Toma, S.-G., 2020. Social responsibility, a key dimension in developing a sustainable
higher education institution: The case of students’ motivation. Amfiteatru Economic, 22(54), pp.447-
461.

Jayathilake, H., Daud, D., Eaw, H. & Annuar, D., 2021. Employee development and retention of
Generation-Z employees in the post-COVID-19 workplace: a conceptual framework. Benchmarking:
An International Journal, 28(7), pp. 2343-2364.

Kardaras, N., 2016. Generation Z. Scientific American Mind, September/October, pp. 64-69.

Kim, S. et al., 2022. Contactless service encounters among Millennials and Generation Z: the effects of
Millennials and Gen Z characteristics on technology self-efficacy and preference for contactless service.
Journal of Research in Interactive Marketing, 16(1), pp. 82-100.

Lee, L. & Chen, L., 2018. Boosting employee retention through CSR: A configurational analysis.
Corporate Social Responsibility and Environmental Management Journal, 25(3), pp. 948-960.

Maas, K. & Boons, F., 2010. CSR as a strategic activity: Value creation, redistribution and integration.
In: C. Louche, S. Idowu & W. Filho, eds. Innovative CSR: From Risk Management to Value Creation.
London: Routledge, pp. 50-68.

Mahmoud, A., Fuxman, L., Mohr, I. & Reisel, W., 2021. We aren't your reincarnation!” workplace
motivation across X, Y and Z generations. International Journal of Manpower, 42(1), pp. 193-209.
McKee-Ryan, F., 2021. Coming of Age in a Global Pandemic: HRM Perspectives on Generation Z’s
Workforce Entry. In: M. Buckley, A. Wheeler, J. Baur & J. Halbe, eds. Research in Personnel and
Human Resources Management (Research in Personnel and Human Resources Management, Vol. 39).
Bingley: Emerald Publishing Limited, pp. 99-128.

Saseanu, A.-S., Toma, S.-G. & Marinescu, P., 2014. Feminine leadership and organisational
culture. Manager, 19(1), pp. 144-150.

Seemiller, C. & Grace, M., 2018. Generation Z: A Century in the Making. 1st ed. London: Routledge.
Shahzadi, G., Qadeer, F., John, A. & Jiae, F., 2019. CSR and identification: the contingencies of
employees’ personal traits and desire. Social Responsibility Journal, 16(8), pp. 1239-1251.

Singh, A. & Dangmei, J., 2016. Understanding the generation Z: The future workforce. South -Asian
Journal of Multidisciplinary Studies, 3(3), pp. 1-5.

Tarigan, J., Cahya, J., Valentine, A. & Hatane, S., 2022. Total reward system, job satisfaction and
employee productivity on company financial performance: evidence from Indonesian generation Z
workers. Journal of Asia Business Studies, ahead-of-print.

Tohanean, D., Toma, S.-G. & Dumitru, I., 2018. Organizational performance and digitalization in
Industry 4.0, Journal of Emerging Trends in Marketing and Management, 1(1), pp. 282-293.

Toma, S.-G., 2008. What is Six Sigma? Manager, 8, pp. 152-155.

Toma, S.-G., Naruo, S., 2009. Quality assurance in the Japanese universities. Amfiteatru Economic,
11(26), pp. 574-584.

Toma, S.-G., Stanciu, C., Irimia, E., 2011. Landmarks in the evolution of social responsibility of
organizations in the twentieth century. Proceedings of the Sth International Scientific Session
Challenges of the Knowledge Society. Bucharest: PRO Universitaria, pp. 1352-1360.

657



“Ovidius” University Annals, Economic Sciences Series
Volume XXII, Issue 1 /2022

Toma, S.G., 2012. A pilot study on the relationships among organizational learning, change, and
sustainability in a responsible Romanian higher education institution. Amfiteatru Economic, XIV(32),
pp- 420-435.

Toma, S.-G., 2013. Economia Intreprinderii. Bucuresti: Editura Universitatii din Bucuresti.

Toma, S.-G. & Gradinaru, C., 2015. From military strategy to business strategy, Strategii Manageriale,
31(1), pp. 227-233.

Toma, S.-G., Marinescu, P. & Gradinaru, C., 2016. Strategic planning and strategic thinking, Revista
Economica, 68(5), pp. 168-175.

Toma, S-G., Peptenatu, D., Andronache, 1., Ahammer, H., Pintilii, R-D., Draghici, C-C. & Simion, A.
G., 2018. The creative economy in Romania, a key factor of economic integration in the European
Union. In: Dima, A. (ed.), 2018. Doing Business in Europe, Cham: Springer, pp. 329-350.

Watts, P. & Holme, L., 2000. Corporate Social Responsibility: Meeting. Changing Expectations.
London: Red Letter Design.

658





