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How does Corporate Culture affect Social Responsibility and Sustain Company’s 

Development and Performance? The Employee Perspective  

Abstract 

The study aims to examine the structure of the relations between company culture, 

performance, corporate social responsibility (CSR), and reputation from the perspective of 

employees. Understanding these relations from the employee viewpoint allows determining 

which factors of company culture most influence CSR practice and, as a result, sustain 

company’s development and improve the performance. To achieve this aim, a structural 

equation model—based on 539 cases from construction industry staff in Poland—was used. 

Control variables, such as company size and worker position in the company, were included 

to understand employee perception of CSR practice better. Findings suggest that company 

reputation is a strong mediator of the relation between CSR practice and company 

performance and the long-term orientation dimension of culture influence the most CSR 

practice. The study advances knowledge using a micro-level approach of stakeholder 

engagement to CSR by exploring an employee-centric and personalized view of 

organizational culture, CSR practice, company reputation to sustain company’s development 

and improve the performance.  

Keywords: Corporate Social Responsibility (CSR), company culture, company performance, 

company reputation, Hofstede, stakeholder engagement, sustain development, social benefits, 

project management, small and medium enterprises (SME’s) D
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Introduction 

Nowadays, CSR reporting is facing increased demands. In the networked economy, 

being a socially responsible company is more than “trendy”. It is not surprising that, like 

many other best practices, some organizations implement CSR more easily and effectively 

than others. As a result, some perform better than others. Some report a positive influence of 

CSR on reputation, whereas others report a negative influence (Graafland, 2018). This may be 

the result of differences in culture, size, position, and perception of CSR practice and 

performance. This study examines the relations between company culture, CSR practice, and 

company performance to determine the influence of each cultural factor. Ultimately, this 

study aims to determine how companies should shape company culture to achieve the best 

CSR practice from the employee perspective. 

Bearing in mind the importance of stakeholders’ engagement, the employee involvement in 

CSR practices seem to be crucial for their successful implementation (Venturelli, Cosma, & 

Leopizzi, 2018). Employee perception of all CSR activities aims and effects shape up 

company’s development and improve performance. That is why company’s employer 

branding strategy is so important and closely related to corporate behavior and influences 

staff behavior (Klimkiewicz & Oltra, 2017; Lee & Chen, 2018). Testa, Boiral, and Iraldo 

(2018) directly pointed out that CSR performance depends on employee commitment. The 

findings of Ghosh (2018) indicated that the perceived internal image of CSR predicts the deep 

organizational identification of employees.  All these theoretical linkages lead to company’s 

culture which shapes employee behavior and strongly supports company performance 

(Kucharska and Wildowicz-Giegiel, 2017). What is more, the deep meaning of cultural 

context for CSR studies is supported by Whelan (2007) who highlighted that CSR is always 

embedded within a specific sociocultural context. In the light of that the question is: how does 
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company culture influence CSR practice and company performance from the employees 

perspective? 

The employees’ perspective is important not only because their CSR engagement, next 

to company leaders’ engagement is the most crucial for the CSR implementation (Pedersen, 

2011; Story and Neves, 2015) but mostly for the better measurement of CSR practice which 

should be assessed not only by CSR leaders as it is commonly applied (Maximiano, 2007). 

The broader perspective of CSR practice, including employees, enables to avoid the illusion 

that if official ordinance implements any CSR rules, it means that this CSR practice exists. 

The employees’ perception let assess the reality of CSR practices based on everyday routines 

of people working in different positions. Du, Bhattacharya, and Sen (2015) argued that 

employees' expectations, motives, views or attitudes are not homogeneous, and heterogeneity 

is essential for a deeper understanding of employee reactions to CSR. Story and Neves (2015) 

pointed out that employees’ are quite aware of CSR practices of their organizations and are 

more than leaders exposed to the formal and informal practices, values, and cultures. They 

stressed similarly to Lee and Chen (2018) that employee and CSR relation is still not enough 

explored which study enables to broad the knowledge how better engage stakeholders to 

sustain company’s development by social benefits. As Packalén (2010, p.118) pointed out that 

“culture and sustainable development go hand in hand” and “only those who are insightful 

about the human condition can understand the causes of complex problems and are in a 

position to find solutions which are sustainable” (p. 121). Presented study is the first which 

aims to explore CSR practice throughout company culture from employee perspective. 

CSR and company culture issues are highly complex. Zhang (2017) argues that 

although some global companies may have the same CSR strategy in different countries, each 

country will have its own characteristics, determined by cultural, historical, developmental, 
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and local situations. Industry context also affects CSR and its dimensions (Arminen et al., 

2018).  That is why we focused on the one country and the one industry.  

In sum, the aim of this study is to examine the structure of the relations between 

company culture, performance, CSR, and company reputation in the construction industry in 

Poland. The European construction industry has been growing since 2014 and Poland is one 

of the key beneficiaries of this grow (Euroconstruct, 2017). The staff perception presented in 

this study allows us to better understand CSR relations and to shape up the company culture 

for better performance. 

First, we provide a literature review to determine the research gap, formulate 

hypotheses, and present a theoretical model. Next, we present the methodology and results of 

the study. Finally, we discuss findings and present implications for practice and for science. 

Conclusions and ideas for further research close this article. 

Literature Review and Hypotheses Development 

The literature review is based on recognized scientific databases, such as Wiley, 

Springer, Elsevier, Emerald, and Taylor & Francis. It spans from 2015 to the present to 

establish current knowledge. Significant older research was included if it was necessary to 

present a full picture of the discussed subject. 

We start from the shaping the broaden context of the study. The institutional theory 

assumes that organizations adopt management practices from other companies from the same 

field within which these organizations operate (Scott, 2001). This justifies the one sector 

analysis in our study. Continuing the context definition we focused on company culture.  

The company culture shapes company social structures and the attitudes, morale, and 

motivation of employees. Employee productivity and effectiveness is influenced by the 

culture regarding quality of work (Campbell, Stonehouse, & Houston, 1999). Culture also 

significantly affects ethical behavior in the workplace (Hunt & Vitell, 1993; Su, 2006), ethical 
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attitudes, ethical orientations, company values, and CSR evaluations (Crane & Matten, 2004; 

Hur & Kim, 2017). CSR is linked to business ethics (Matten, 2006). Business ethics and 

perception of CSR practice can vary with different cultural perspectives (Agudo-Valiente, 

Garéc-Ayerbe, & Salvador-Figueras, 2015). Perry’s (2012) study confirmed the national 

cultural context that supports CSR implementation in the fashion supply chain. That’s why we 

decided to examine the one sector in the one national cultural context.  

Hofstede’s Culture Dimensions 

Hofstede’s (1980) national cultural dimensions were based on a set of variables that 

include power distance, uncertainty avoidance, individualism/collectivism, 

masculinity/femininity, and short/long-term orientation. Hofstede’s (1984) cultural 

dimensions theory was developed by Williams and Zinkin (2008), who suggested that more 

individualistic countries are more likely to avoid unethical corporate behavior. National and 

international studies have used Hofstede’s cultural dimensions to demonstrate the relevance 

of cultural differences to perceptions of CSR. Hur and Kim (2017)—based on studies by 

Martin and Nakayama (2000), Vitell, Paolillo, and Thomas (2003) or Kim and Kim (2010)—

stressed that Hofstede’s cultural indices have been used to explain the fact that consumers 

from the same nation may have different CSR attitudes. This is because countries have 

various subcultures and natural individual differences. They pointed out the lack of research 

clarifying the relation between culture and CSR perceptions and conducted a study to 

examine the influence of two cultural values—collectivism and masculinity—on the 

formation of CSR perceptions. The results confirmed the positive influence of collectivism 

and the negative influence of a masculine style of management on CSR perceptions. 

However, there is a gap in the literature, namely, how do each of the five company culture 

dimensions identified by Hofstede (1980) influence CSR perception and practice and 

company performance? The present study is the first to examine the influence of Hofstede’s 
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(1980) five company culture dimensions, on CSR practice and performance, including 

company reputation. 

Organizational culture is defined as a set of shared mental assumptions that guide 

interpretation and action in organizations by defining appropriate behavior for different 

situations (Ravasi & Schultz, 2006). The norms, values, and beliefs of employees are likely to 

play a significant role in their CSR perceptions and behaviors (Quazi, 2003). CSR reflects a 

win–win strategy that enables companies to simultaneously increase their financial 

performance and provide social benefits (Lee & Chen, 2018). Haniffa and Cooke (2005) and 

Momin and Parker (2013) pointed out that the management of company culture and corporate 

image is closely connected to CSR. 

Developing the organizational culture context of CSR studies, “culture” can be 

described as a pattern of basic assumptions that are invented, discovered, or developed by a 

particular group (formal and informal) as it learns to tackle problems of external adaptation 

and internal integration (Schein, 1986). Hofstede (1980) indicated five national cultural 

dimensions that shape organizational culture based on a set of variables: power distance, 

uncertainty avoidance, individualism/collectivism, masculinity/femininity, and short/long-

term orientation. The findings of Esteban, Villardon, and Sánchez (2017) also confirmed that 

national culture dimensions exert important pressures on company culture and CSR. Yoo, 

Donthu, and Lenartowicz (2011) applied Hofstede’s national concept at the individual level. 

Developing the research question, it is interesting: how does each of these factors influence 

CSR practice from the employee perspective, and which cultural factor is the most 

meaningful for CSR practice ? 

A number of papers have indicated that organizational culture influences the 

operational practices and effectiveness of CSR applications (Kalyar, Rafi, & Kalyar, 2013; 

Yu & Choi, 2016). Arminen, Puumalainen, Patari, and Fellnhofer (2018) pointed out that 

D
o

w
n

lo
a

d
e

d
 f

ro
m

 m
o

st
w

ie
d

zy
.p

l

http://mostwiedzy.pl


COMPANY CULTURE AND CSR INFLUENCE ON PERFORMANCE 8 

 

many studies related to the effect of culture on business have adapted Hofstede’s (1980, 1984, 

2001) framework of cultural value dimensions (e.g., Arnold, Bernardi, Neidermeyer, & 

Schmee 2007; Beekun, Hamdy, Westerman, & HassabElnaby, 2008; Cai, Pan, & Statman, 

2016; Gallego-Álvarez and Ortas 2017; Haxhi & van Ees 2010). Hofstede (1980) proposed 

and developed the five-dimensional measurement of national culture that uses a set of 

variables that include power distance, uncertainty avoidance, individualism/collectivism, 

masculinity/femininity and short/long-term orientation. The findings of Esteban et al. (2017) 

confirmed that national cultural dimensions exert important pressures on company culture, 

CSR and corporate sustainability (Miska, Szocs, & Schiffinger, 2018). Feminist and 

collectivist societies with a low power distance, a high tolerance of uncertainty and a long-

term orientation expect their companies to show a greater commitment to sustainability. Yoo 

et al. (2011) developed Hofstede’s concept of national cultural dimensions to directly measure 

culture at the company level. This study adopted their approach. Based on the literature cited 

above, the hypotheses about the influence of cultural dimensions on CSR practice have been 

developed. 

According to Hofstede (1980), the masculinity dimension represents the powerful 

male sex role model in the majority of societies. A masculine society has traits that are 

categorized as masculine, such as strength, dominance, assertiveness, and egotism. A 

feminine society has traits that are categorized as feminine, such as being supportive, caring, 

and relationship oriented (Ting-Toomey, 2012). Hur and Kim (2017) demonstrated the 

negative effect of the masculinity dimension on the environmental responsibility. Cox, 

Friedman, and Tribunella (2011), Gallego-Álvarez and Ortas (2017), Park, Russell, and Lee 

(2007), and Peng, Dashdeleg, and Chih (2014) confirmed the negative effect of a masculine 

management style on CSR perception. Based on that, we formulate the hypothesis as follow: 
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H1: Masculine culture—identified with competitiveness and assertiveness—has a 

negative effect on CSR practice. 

The power distance dimension was defined by Hofstede (1980) as the degree to which 

the less powerful groups accept a situation where the power is not distributed equally. Some 

cultures accept a high degree of unequal power distribution. Social hierarchy is part of such 

cultures where leaders are expected to resolve serious problems and make difficult decisions. 

Inferiors avoid conflicts with bosses. In lower power distance cultures, there is a preference 

for consultation, and subordinates readily approach and contradict their bosses. Park et al. 

(2007) and Husted (2005) concluding that low power distance cultures tend to have higher 

levels of social and environmental responsibility than high power distance cultures. Gallego-

Álvarez and Ortas (2017) argued that high power distance decreases consumer pressure on 

businesses with regard to CSR-related issues. Jain and Jain’s (2018) study revealed that 

people low in power distance belief (the individual-level variable of the power distance 

dimension) express a greater preference for transparency than people high in power distance 

belief. This means that lower power distance cultures support ethical behavior. Given the 

above research, the following hypothesis was formulated: 

H2: A high power distance culture, based on a high degree of hierarchy and vertical 

distance between managerial levels, has a negative effect on CSR practice. 

The next company culture dimension, uncertainty avoidance (UA), was defined by 

Hofstede (1980) as the extent to which the particular group feel menaced by the unknown or 

the unclear situation. Cultures whose members dislike insecurity plan everything carefully 

and attempt to avoid uncertainty. Societies with a high level of UA are more likely to 

establish regulations and rules (Hofstede, 1984) to reduce risks and ambiguity. Stakeholders 

in such societies are uncomfortable with unusual situations (Hofstede, Hofstede, & Minkov, 

2010). Ho et al. (2012) argued that companies in societies with low UA are more likely to 
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take risks, which is correlated with unethical actions (Blodgett, Lu, Rose, & Vitell, 2001). 

Peng, Dashdeleg, and Chih’s (2012) study showed a positive relation between uncertainty 

avoidance index (UAI) and CSR. However, Graafland and Noorderhaven (2018) stressed that 

empirical studies about UA are ambiguous. Some of them find a positive effect of UA on 

corporate responsibility, while others find no significant effect (e.g., Thanetsunthorn, 2015). 

Kim, Lee, and Kang (2018) showed that restaurants located in high UA societies are less 

involved in CSR. However, Gallego-Álvarez and Ortas (2017), who examined various 

industries, observed a positive influence of a high UA culture on CSR practices. Given that 

the construction industry is strongly supported by norms, rules, and regulations, the following 

hypothesis was developed: 

H3: A high UA culture, supported by norms and practices, has a positive effect on 

CSR practice. 

According to Hofstede (1980), long-term orientation is observed when a company is 

focused more on the future than the present. Hur and Kim (2017) pointed out that it is 

commonly believed that CSR has a positive effect on long-term organizational success. 

Petkus and Woodruff’s (1992) study—following Mohr, Webb, and Harris’ (2001) stressed 

that CSR practice avoid any harmful effects and maximizing its long-run beneficial impact on 

society. Gallego-Álvarez & Ortas (2017), Graafland (2016) and Mohr et al. (2001) 

highlighted the strong connection between CSR practice and a company’s long-term 

orientation. Considering all of the above, the following hypothesis was formulated: 

H4: Long-term orientation in a culture has a positive effect on CSR practice. 

Hofstede’s next dimension is individualism/collectivism. Individualism refers to 

societies in which the ties between individuals are loosed. Collectivism pertains to societies in 

which people identify with groups and are willing to work as part of a team. The team 

protects them in exchange for loyalty and compliance. Employees high in collectivist 
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orientation tend to set aside self-interest in deference to the interests of the community. 

Conversely, people low in collectivism (i.e., with a more individualistic orientation) tend to 

put forth and promote their own welfare over the interests of their group (HofBalmerstede, 

2001). A culture of collaboration provides an opportunity to end the blame-game cycle, as 

claimed by Wallace and Mello (2015). They pointed out that collaboration is a proactive 

process that enables people to share goals and develop mutual tasks and enables more rapid 

identification of problems, creating a meaningful sense of organizational belonging. They 

claim that in today’s world, businesses cannot afford to live without collaborative culture. Hur 

and Kim (2017) confirmed the positive influence of a collectivist management style on CSR 

perception. Based on all above we formulated the following hypothesis: 

H5: Collectivism has a positive effect on CSR practice. 

Company Performance and Reputation 

Corporate Social Responsibility (CSR) is a promising strategy concept in the network 

economy context. These days, to survive, companies must be meaningful and have real value 

to share with customers, stakeholders, and employees. CSR is a source of sustainability, 

competitiveness, and innovation (European Commission, 2011). Today, a sustainable 

competitive advantage is created mostly by intangible capabilities, including, e.g. company’s 

brands and their reputations (Abratt & Kleyn, 2012; Balmer, 2012; Omar, Williams, & 

Lingelbach, 2009). Corporate brand reputation is key to building a successful business and 

providing an attractive return on investment for shareholders (Resnick, 2004). Given that CSR 

influences corporate financial performance (Kim, Kim, & Qian, 2018; Ting & Yin, 2018), the 

interesting question is: what is the role of corporate reputation for the CSR and performance 

relation? 

CSR is perceived as a great tool for achieving the sustainable development by presenting a 

win–win strategy:  enables companies simultaneously increasing their performance and 
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delivering social benefits (Lee and Chen, 2018).  A company’s performance can be measured 

in terms of short-term accounting-based measures, long-term accounting-based measures, and 

market-based measures (Richard, Devinney, Yip, & Johnson, 2009). The findings of 

Aguilera-Caracuel and Guerrero-Villegas (2017) suggested that, for multinational enterprises, 

there is a positive relation between CSR and company performance. The study of Bernal-

Conesa, de Nieves Nieto, and Briones-Peñalver (2017), based on the Spanish technological 

industry sector, also proved that a CSR-oriented strategy contributes significantly to the 

performance of organizations. Santoso and Feliana (2014) also highlighted the positive effect 

of CSR on financial performance. Dangelico’s (2015) results confirmed that the creation of 

employee green teams positively affects both environmental performance and environmental 

reputation. Haniffa and Cooke (2005), Khan (2010), Xie, Jia, Meng, and Li (2017), and 

Amini and Dal Bianco (2017) also pointed out the positive relationship between CSR and the 

financial performance of companies. Given all the above, a hypothesis was developed, as 

follows: 

H6: CSR practice has a positive effect on company performance. 

According to Balmer and Gray (2003) and Balmer (2012) brands at the corporate level 

are related to the overall organization and all other associated companies, entities, alliances, 

and subsidiaries in different countries, regions, and cities. CSR is viewed as a strong 

constituent of company reputation (Brammer &Pavelin, 2004; Fombrun, 1996). CSR 

engagement can enhance the reputations of companies among consumers (Hur, Kim, & Woo, 

2014; Turban & Greening, 1997) and among stakeholders (Babiak & Trendafilova, 2011; 

Gardberg & Fombrun, 2006; Heikkurinen, 2010; Lin, Zeng, Wang, Zou, & Ma, 2016; Melo & 

Garrido-Morgado, 2012). Bear, Rahman, and Post (2010), Park, Lee, and Kim (2014), and 

Wang, Chen, Yu, and Hsiao (2015) confirmed that CSR activities can affect corporate 

reputation. Aguilera-Caracuel and Guerrero-Villegas (2017), based on a sample of US 
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multinational enterprises from the chemical, energy, and industrial machinery industries, 

showed that CSR has a positive effect on corporate reputation. Bernal-Conesa, Briones-

Peñalver, and de Nieves Nieto (2016) showed that CSR actions can enhance the reputation of 

companies in the financial industry. Based on all above we formulated the following 

hypothesis: 

H7: CSR practice has a positive effect on corporate reputation. 

CSR practices support a positive reputation with various stakeholder groups 

(McWilliams & Siegel, 2001; Melo and Garrido-Morgado, 2012; Michelon, 2011; Sen and 

Bhattacharya, 2004), which is associated with positive financial performance (Michelon, 

Boesso, & Kumar, 2013). Story and Neve (2015) highlighted that organizations may 

jeopardize their reputation if they do not engage in CSR practice. This could decrease their 

short- and long-term performance. Neville, Bell, and Menguc (2005) suggested that reputation 

plays a key role in social and financial relationships. Given all the above, a hypothesis was 

developed, as follows: 

H8: Corporate reputation has a positive effect on company performance. 

Control Variables (CVs) 

CVs allow us to include in the model extraneous variables, which are not focal for the 

study but are theoretically important (Kish, 1959; Nielsen & Raswant, 2018). 

Company size. Firm size has an effect on the firm’s reputation and performance 

(Deephouse & Carter, 2005), visibility, and relationship to its environment (Deephouse, 

1996). Santoso and Feliana (2014) showed a positive relation between firm size and CSR. The 

largest company was the most active regarding CSR. The same result was achieved by 

Graafland (2018). Therefore, we argue that company size influences CSR practice, corporate 

performance and reputation. The CV “company size” was included in the presented model to 
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fully examine the structure of the relations. It was expected that larger companies would care 

more about CSR practice, performance and reputation. 

Staff position. This study is the first to examine the perceptions of employees 

regarding the relation between culture and CSR. To fully understand staff perceptions, it was 

important to include “position” as a CV in the study. Kucharska and Wildowicz-Giegiel 

(2017) examined the influence of Hofstede’s company culture dimensions on knowledge 

sharing intentions. They observed that employee “position” significantly influenced the whole 

model. Therefore, the authors of this study included “staff position” as a variable in the 

theoretical model (presented in Figure 1). It was expected that workers with higher positions 

would care more about CSR practice than serial workers. Ghosh (2018) pointed out that the 

role of managers in involving employees in the CSR activities of organizations is tremendous. 

Figure 1 illustrates the theoretical model based on the presented literature review. 

[Place Figure 1 about here.] 

Methodology 

To achieve the aim of the study—which focused on company culture, performance, 

CSR, and company reputation from the employee perspective in the construction industry—

only respondents involved in a completed and assessed project were qualified to participate in 

the survey.  We gathered data using the questionnaire.  Only the definite answers for the 

qualification question skilled a person to participate in the study to assure the respondent has 

the desired knowledge to fill out properly the questionnaire. Namely, being a  member of the 

project in the construction industry in Poland which has been completed and assessed and 

respondent is familiar with the assessment results were utterly required. Next, qualified 

respondents answered questions adapted from the validated measurement scales of all 

constructs included in the theoretical model. The sources of these scales and of the statements 

used are presented in Appendix 1. Subjects responded to statements using a 7-point Likert 
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scale. The final study was preceded by a pilot study involving 23 respondents. This made it 

possible to improve statements that respondents perceived as unclear (Hair, Anderson, Babin, 

& Black, 2010). Data collection was performed electronically, mainly through email, by 

asking human resources departments for their kindly co-operation. This convenient method of 

sampling reduced the risk of too small sample size. Data were collected from November 2017 

to March 2018. The final sample size, after the elimination of invalid or incomplete 

questionnaires, included 539 respondents. The majority of them were men (91%), aged 26–35 

(40%) or 36–45 (36%), and working in team member positions (79%) in large (38%) or 

medium-sized (27%) companies in Poland. Details of the sample structure are presented in 

Appendix 2. After a positive assessment of normality, data were analyzed using structural 

equation modeling method (SEM). 

Based on the theoretical model presented in Figure 1, a measurement and a structural 

confirmatory factor analysis model were developed to ensure that the measurement scales 

performed correctly. The evaluation of model quality involved consistency tests, such as 

average of variance extracted (AVE), composite reliability (CR), and Cronbach’s alpha. 

Appendix 1 presents detailed information about the scales used and the reliabilities achieved. 

For satisfactory discriminant validity, the square root of each construct’s AVE exceeded the 

correction between any pair of distinct constructs. The results supported the discriminant 

validity of the measurement model. Table 1 presents details of the reliability measurement. 

[Place Table 1 about here.] 

The model estimation then proceeded through employing the maximum-likelihood 

method. The evaluation of the measurement model quality was conducted using a set of tests, 

including root mean sqare error of approximation (RMSEA) (Stieger and Lind, 1980) using 

the reference value ≤ 0.08, CMIN/DF (Wheaton, 1977) using the reference value ≤ 5, and 

comparative fit index (CFI) (McDonald & Marsh, 1990) using the reference value close to 1 
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using SPSS AMOS 25 software. Table 2 presents the results of the model’s goodness of fit 

test. 

[Place Table 2 about here.] 

Based on these results, the model was considered a good fit in relation to the data. A 

model reliability level of 4.38 can be viewed as positive, using the reference value ≤ 5. Based 

on the approximation average error RMSEA, the model fit the data at 0.079 and also met the 

reference values. Measurements of the goodness of fit were close to 1, which confirmed that 

the model was of the expected quality. AVE exceeded 0.65 for all constructs, which was 

acceptable. Hair et al. (2010) suggested that an AVE of 0.5 or higher indicates adequate 

convergence of the used scales. Cronbach’s alpha was used to confirm the consistency of the 

measurement model. The alpha coefficient was higher than 0.89 for all constructs, which was 

correct (Francis, 2001). The CR was higher than 0.88 for all loadings, which was more than 

the required minimum of 0.7 (Hair et al., 2010), indicating internal consistency. 

Results 

The results indicated that culture of high uncertainty avoidance and collectivism are 

not significant for CSR practice. Long-term orientation was the company culture dimension 

that was most influential on CSR practice. Table 2 presents a comparison of the obtained 

results for two models: Model A, run with CVs, and Model B, run without CVs (Aguinis & 

Vandenberg, 2014). In both cases, the general results were similar, but Model B fit the data 

better. Including CVs generally reduces the degree of freedom and statistical power (Carlson 

& Wu, 2012). The results of both models are presented and discussed (Becker et al., 2016) to 

explain how company size and employee position influence perception of CSR practice. 

Table 2 shows that the differences between the models were negligible. However, it is 

worth noting that the inclusion of CVs slightly supercharged the β-coefficient of CSR-practice 

in relation to reputation and performance and weakened the mediating function of company 
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reputation between CSR practice (CSRP) and performance (P). The procedure of mediation 

analysis started from the total, direct and indirect relations assessment between variables: 

CSR practice (CSRP) and performance (P). After the confirmation of the positive indirect 

effect between them, the “bootstrap test” (Preacher and Hayes, 2004) was applied to check the 

significance of this effect. Based on this analysis it is assumed that the mediating function of 

company reputation was stronger in the model without CVs (Model B). The standardized 

indirect (mediated) effect of CSRP on P for Model B was significantly different from zero: 

0.624 at the 0.01 level (p = .006 two-tailed). In Model A, the standardized indirect (mediated) 

effect of CSRP on P was significantly different from zero: 0.358 at the 0.01 level (p = .006 

two-tailed). This bootstrap approximation was obtained by constructing two-sided bias-

corrected confidence intervals. This means that CVs diminish the mediated effect. Figures 2a 

and 2b present the all obtained results. 

 

[Place Figure 2a about here.] 

Note: Chi-square = 1599.5; CMIN/df = 3.72; df = 430; TLI = .954; CFI = .960; RMSEA = .071; CI (.067–.075); 

maximum likelihood (ML); standardized estimates; * p < 0.05; ** p < 0.01; *** p < 0.001, n = 539. 

[Place Figure 2b about here.] 

Note: Chi-square = 1341.187; CMIN/df = 3.49; df = 384; TLI = .962; CFI = .966; RMSEA = .068; CI (.064–

.072); maximum likelihood (ML); standardized estimates; * p < 0.05; ** p < 0.01; *** p < 0.001; n = 539. 

 

According to Model A (Figure 2a) and Model B (Figure 2b), an analysis of cultural 

dimensions confirmed the hypotheses regarding the negative influence of masculinity and 

high power distance and the positive influence of long-term orientation on CSR practice. The 

hypotheses regarding the positive influence of UA and collectivism were refuted. These two 

variables, according to other studies, present different results according to country, culture, 

and industry, which will be further discussed in the discussion section. 
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The influence of long-term orientation and the strong mediating function of company 

reputation on CSR practice and company performance were confirmed by both models (with 

and without CVs). 

Figures 3a-d illustrate how CVs influenced CSR practice, reputation and performance. 

Figure 3a-c presents the relation between company size and CSR practice, reputation and 

performance. Figure 3d illustrates the relation between employee position and CSR practice. 

[Place Figures 3a-d about here.] 

The results indicated that the higher the employee position, the more positive the 

employee perception of CSR practice. CSR practice, reputation and performance was better 

perceived in large than small companies. These conclusions were based on median results for 

CSR measurement to avoid the influence of  the frequency of particular features in the 

sample. The average results were added to better present the trend line. 

Implications and Discussion 

Results showed that long-term orientation is the company culture factor that most 

influences CSR practice in the comparison to other culture dimensions. The hypotheses 

regarding the negative influence of masculinity and power distance on CSR practice were 

confirmed. Peng et al. (2012), using binary logistic regression on 1,189 items of secondary 

data from corporation analyses, achieved the same results for masculinity and power distance. 

Esteban et al. (2017) found that UA, long-term orientation and power distance are not 

determining factors. They pointed out that collectivist societies and, feminist societies even 

more so, are characterized by an interest in the common good and show the best CSR 

practices. Yoo and Donthu (2002) stressed that collectivism and UA are positively related to 

perceptions of marketing ethics, while masculinity and high power distance are negatively 

related to them. However the negative influence of masculinity and power distance culture’s 
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dimensions was confirmed but the positive influence of collectivism and the UA was not 

confirmed in the presented study.  

UA seems to be the most ambiguous dimension when compare Yoo and Donthu 

(2002) results to our findings or Husted’s (2005) and Orij’s (2010) findings about the neutral 

effect of UA and collectivism on CSR. The same results were obtained by Ringov and Zollo 

(2007). They examined the effect of differences in national cultures on the social and 

environmental performance of 463 companies from 23 North American, European, and Asian 

countries. They stressed that power distance and masculinity had significant negative effects 

on corporate social and environmental performance, while individualism and UA had no 

significant effect. These findings are the closest to those presented by the authors. We also 

included long-term orientation to present a complete picture of the cultural influences and to 

examine the influence of CSR practice on company performance and reputation based on 

primary data collected in one country from the perspective of employees working in different 

positions in companies of various sizes in the construction industry. 

The new knowledge based on our outcome is that employee with higher positions 

working in the large companies cares more about CSR practice than the serial employee from 

small and medium enterprises (SMEs). That is confusing bearing in mind the fact that SMEs 

companies pose the majority of the whole business worldwide (World Bank, 2018). What’s 

more, our findings pointed out that CSR practice leverage the company performance due to 

the reputation. It is logically consistent with the findings of long-term orientation as the key 

company culture factor which influences CSR practice. The care of reputation requires long-

term orientation.  

Given that findings regarding the relation between CSR and company culture are 

complicated by the national specificity of CSR, which is shaped by national, cultural, 

socioeconomic, and political dynamics (Halkos & Skouloudis, 2017), this study was based on 
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one country and one industry. Jones (1999) stressed “in part, then, social responsibility as it 

manifests in actions by firms appears to be a function of the industry in which said firms are 

embedded” (p. 167). Industry contexts vary for CSR studies. Moreover, when we think about 

CSR practice and performance from the perspective of employees, employee culture very 

strongly influences performance and CSR perception. Therefore, this structure should be 

examined according to specific sectors and cultural contexts, from which different results can 

be obtained, which strongly determine practical implications exactly as we did. 

In the light of all above it is worth to develop the discussion about the non-significant 

result of collectivism and UA for CSR practice in the construction industry projects in Poland.  

Project teams are always strongly focused on goals and objectives, scope, time and budget 

which are always reflected in their salaries and perks. That is probably the reason why the 

project’s employee perception is narrowed to these main project pillars. Projects in the 

construction industry are framed by owners (sponsors) and the very strict building law. That 

is why employee working in such kind of projects does not focus on UA which is detailed 

defined by the owner. Thus, it may be concluded that the main responsibility for CSR practice 

in the construction industry is therefore in business leaders hands. 

The main practical implications of our results are that long-term orientation is crucial 

for CSR practice and that good reputation is a strong mediator of CSR practice and company 

performance. Based on presented findings, it is crucial to creating the long-term orientation 

culture between SMEs. Companies with short-term orientations will probably never 

implement CSR strategies that are strong enough to influence reputation and support company 

performance. Such companies will never report a positive influence of CSR on company 

reputation and performance. This, as well as the quality of implementation, is one of the 

crucial reasons why some companies are positive about CSR while others are negative.  
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Limitations and Conclusion 

The main limitation of this study was the non-random sample. Respondents 

participated in the survey voluntary and may be that some of them work in the same company 

and that their opinions about the same company can be very subjective and don’t reflect the 

particular company situation and even the situation of the whole construction industry in 

Poland. But it is the typical risk of all social science (Babbie, 2013), and significant, 

normality assessed sample helps to minimize the risk of the wrong results. What's more, 

following Du, Bhattacharya, and Sen (2015) opinion that employees' attitudes are not 

homogeneous, and heterogeneity is essential for a deeper understanding of employee 

reactions to CSR. The applied method of CSR practice survey seems to be the most effective 

than a CEO or CSR managers’ self-report created for any institution. Even employing, e.g., 

Corporate environmental sustainability reporting (CESR) standard, reporting managers rely 

on officially implemented procedures and the official data. Studies based on such kind of 

official reports are not free of limitations resulting from data reliability resulted by different 

corporate governance systems, legal systems, and other institutional contexts (e.g. Gallego-

Álvarez & Ortas 2017; Uribe‐Bohorquez, Martínez‐Ferrero, & García‐Sánchez, 2018). What 

is more, such kind of official reporting is applied rather in the biggest companies than in 

SMEs. Our intention was to examine the one industry without company-size limitation. To 

achieve the study aim and present the employee perspective, it was crucial to attract the 

construction industry employees working in different positions (Appendix 2). The convenient 

method of sampling helped achieve a large enough sample of employees holding various 

positions working in companies of various sizes. The positive assessment of the sample 

normality (multivariate kurtosis = 1262,365; cr = 334,425) justified the sample quality. 

Another limitation was the self-report questionnaire used to gather the data. However, 

given that most previous studies have been based on secondary data reported by CEO or CSR 
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managers as it is commonly applied. The obtained primary results delivered a new approach 

for CSR and company culture studies, especially since we included all five cultural 

dimensions that affect CSR practice, performance, and reputation in the same model. 

The main value of this study is the complete picture of the influence of company 

culture on CSR practice from the employee perspective, which stressed the importance of 

long-term orientation for CSR implementation and proved the mediating function of company 

reputation for the relation between CSR practice and company performance. This is crucial 

for those who still doubt the efficacy of CSR strategy. The results showed that the 

implementation of CSR positively influences performance because performance is supported 

by reputation. Based on our findings, to achieve a good reputation, companies need to create a 

long-term orientation culture that considers the effect of each business decision on all 

employees. For the common better future, the implementation of long-term orientation culture 

is crucial not only in the biggest companies which impact on the society is easily visible but 

also in SMEs which are the majority of all existing enterprises. Short-term orientation cultures 

reflect irresponsibility. It may be the case that this is only a general rule for the construction 

industry, which may be affected by long-term orientation and responsibility more than other 

industries. However, this industry provides the best illustration of how CSR, culture, 

performance, and reputation support each other in the business reality observed by employees. 
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Appendix 1. Adapted scales: sources and constructs measurement validity 

Construct Items 

 

Factor 

Loading 

Construct 

Measurement 

Validity 

Company 

Culture 

Hofstede 

(1980), Yoo 

et al. (2011) 

Masculinity 

 Men care more than women about 

their careers. 

 Men solve problems logically, 

women intuitively. 

 Solving difficult problems 

requires a hard, male approach. 

 There are professions and 

positions that should be 

performed by men. 

 

0.778 

 

0.985 

 

0.983 

 

0.700 

AVE = 0.76 

CR = 0.925 

Cronbach α = 0.918 

Power Distance 

 Higher level staff make the 

majority of decisions without 

consulting lower level staff. 

 Higher level staff rarely ask for 

feedback from lower level staff. 

 Higher level staff isolate 

themselves from lower level staff. 

 Important tasks are not assigned 

to lower level staff. 

 

0.906 

 

 

0.748 

 

0.960 

 

 

0.706 

AVE = 0.70 

CR = 0.902 

Cronbach α = 0.897 

Uncertainty Avoidance 

 The working standards set out in 

the procedures are helpful. 

 It is important to always follow 

instructions and procedures. 

 Instructions and procedures are 

important because they precisely 

define what is expected of me. 

 Detailed operating instructions 

are important. 

 

0.978 

 

0.978 

 

0.974 

 

 

 

0.895 

AVE = 0.92 

CR = 0.977 

Cronbach α = 0.973 

Long-Term Orientation 

 Financial management is very 

careful. 

 Long-term planning is strong. 

 Working hard for success in the 

future. 

 

0.961 

 

0.983 

0.894 

AVE = 0.90 

CR = 0.963 

Cronbach α = 0.962 
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note: AVE –Average variance extracted, CR – Composite reliability, Cronbach α - congeneric reliability 

Collectivism 

 The interest of the whole is more 

important than the interest of the 

individual. 

 The individual remains faithful to 

the group, even if it is difficult. 

 The success of the organization is 

more important than individual 

success. 

 The good of the group is more 

important than the success of the 

individual. 

 

0.907 

 

 

0.976 

 

 

0.972 

 

 

0.942 

AVE = 0.90 

CR = 0.973 

Cronbach α = 0.973 

CSR 

Practice 

adapted from 

Eisingerich 

and Rubera 

(2010), He 

and Li (2011) 

 The organization is socially 

responsible. 

 My company cares about the 

local community. 

 It is important to act ethically. 

 The company cares about 

employees. 

0.907 

 

0.763 

 

0.858 

0.665 

AVE = 0.65 

CR = 0.878 

Cronbach α = 0.892 

Corporate 

Reputation 

adapted from 

Martínez and 
Rodríguez 
del Bosque, 

(2016) 

 The company’s brand is 
perceived as solid. 

 The company’s relation with the 

environment is spoken well of. 

 People trust this company. 

 

0.999 

 

0.998 

 

0.994 

 

AVE = 0.99 

CR = 0.998 

Cronbach α = 0.998 

Company 

Performance 

adapted from  

Gemino, 

Reich and 

Sauer (2015), 

Babbie 

(2013)  

 The company’s brand is favored 

in the market. 

 Our overall performance attracts 

customers. 

 Thanks to an established brand, 

we have high financial results. 

 Thanks to an established brand, 

we make a good profit. 

0.992 

 

0.999 

 

0.982 

 

0.975 

AVE = 0.97 

CR = 0.993 

Cronbach α = 0.995 
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Appendix 2: Sample characteristics 

Gender Cases % 

Female 50 9 

Male 489 91 

 539 100% 

 

Age Cases % 

18–24 20 3.7 

25–34 219 40.6 

35–44 195 36.1 

45–54 76 14.2 

55–64 27 5.1 

>65 2 0.3 

 539 100% 

 

 

 

Employee  

Position 

Cases % 

Team Member 425 79 

Team Leader 47 9 

Project 

Manager 

53 10 

Steering 

Committee 

Member 

8 1 

Project 

Sponsor 

5 1 

 539 100% 

 

 

 

 

Company size Cases % 

Large 205 38 

Medium 143 27 

Small 97 18 

Micro 93 17 

 539 100% 
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Figure 1 

 
 

Figure 2a 
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Figure 2b 

 
 

Figure 3a: Company size and CSR practice. 
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Figure 3b: Company size and reputation. 

 

 

Figure 3c: Company size and performance. 

 

 

Figure 3d: Employee position and CSR practice. 
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Table1: Factor correlation matrix with square root of the AVE on the diagonal. 

 

 

 

 

 

 

 

 

 

0

1

2

3

4

5

6

7

8

Team Member Team Leader Project

Manager

Steering

Committee

Member

Project

Sponsor

CSR practice [median]

CSR practice [average]

  AVE CR 
Cronbach 

M Pd U L C CSRP CR P 
α 

Masculinity  (M) 0,76 0,925 0,918 0,87               

Power distance (Pd) 0,70 0,902 0,897 -,175 0,84             

Uncertainity avoidance  (U) 0,92 0,977 0,973 -,036 ,018 0,99           

Long-term orientation (L) 0,90 0,963 0,962 -,231 -,199 ,179 0,95         

Collectivism (C) 0,90 0,973 0,973 -,325 ,366 ,029 ,223 0,95       

CSR - PRACTICE 0,65 0,878 0,892 -,316 -,273 ,145 ,756 ,178 0,80     

Corporate Reputation  (CR) 0,99 0,998 0,998 -,245 -,212 ,113 ,587 ,138 ,776 0,997   

Performance (P) 0,97 0,993 0,995 -,241 -,208 ,110 ,576 ,136 ,761 ,906 0,99 
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Table 2: Results 

 

Hypothesis MODEL A (with CVs) MODEL B  (without CVs usage) 

β t-value p-value Hypothesis 

supported 

β t-value p-value Hypothesis 

 supported 

H1 Masculinity culture 

identified with 

competitiveness and 

assertiveness has a 

negative impact on CSR 

practice. 

-.076 -2.304 .021 YES -.175 -5.208 p<0.001 YES 

H2 High power distance 

culture based on a high 

degree of hierarchy and 

vertical distance among 

managerial levels has a 

negative impact on CSR 

practice. 

-.149 -3.822 p<0.001 YES -.189 -5.086 p<0.001 YES 

H3 High uncertainty 

avoidance culture 

supported by norms and 

practices has a positive 

impact on CSR practice. 

.016 .531 .595 NO .022 .710 .478 NO 

H4 Long-term orientation 

culture has a positive 

impact on CSR practice 

.584 16.265 p<0.001 YES .662 18.173 p<0.001 YES 

H5 Collectivism has a positive 

impact CSR practice. 
.040 1.73 .241 N0 .047 1.300 .194 NO 

H6 CSR practice has a positive 

impact on corporate 

reputation. 

.558 16.42 p<0.001 YES .749 21.488 p<0.001 YES 

H7 CSR practice has a positive 

impact on company 

performance. 

.099 3.82 p<0.001 YES .096 3.142 .002 YES 

H8 The corporate reputation 

has a positive impact on 

company performance. 

.642 22.46 p<0.001 YES .834 28.085 p<0.001 YES 

 

CVs 

CSRP company’s size .244 7.18 p<0.001 YES 

not applicable 

CR company’s size .385 12.62 p<0.001 YES 

P company’s size .288 13.80 p<0.001 YES 

CSRP employee 

position 
.097 2.820 .005 YES 

Mediation analysis 

P CRP CSR 

Total 

effect 

Direct 

effect 

Indirect  

(mediated) effect 

Total 

effect 

Direct 

effect 

Indirect  

(mediated) effect 

.457 

(0.010) 

.099 

(0.012) 
.358 (0.006) 

.720 

(0.012) 

.096 

(0.013) 
.624 (0.006) 
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 Note: ML (maximum likehood),  standardised estimates;  * p< 0.05  ** p< 0.01;  ***p < 0.001,   n=539 

 

 

Mediation analysis 

P CRP CSR 

Total effect 
Direct 

effect 

Indirect  

(mediated) 

effect 

Total effect 
Direct 

effect 

Indirect  

(mediated) 

effect 

.457 

(0.010) 

.099 

(0.012) 
.358 (0.006) 

.720 

(0.012) 

.096 

(0.013) 
.624 (0.006) 

Goodness of model fit 

assessment 

 

CHi-square=1599.5   CMIN/df=3.72   df=430 

 TLI=.954 CFI=.960  RMSEA=.071 

CI(.067-.075) 

 

CHi-square=1341.187   CMIN/df=3.49   

df=384 

 TLI=.962 CFI=.966  RMSEA=.068  

CI(.064-.072) 
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