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There are many different definitions of corporate social responsibility, but all international and

local experts agree that corporate social responsibility is a voluntary form of self-regulation that is
integrated into the business model. "Corporate social responsibility" as a terminology and concept
was established in the late 1960s and became equally important for large and small organizations,

as the concept changed form and content in communication.

According to Davies, CSR is a response to such areas, which aims for organizations to obtain

specific social benefits along with economic profit.

The determining factor of the relevance of the topic in the dissertation is the emphasis of CSR
activity in the business environment as a form of communication during strategic planning, how
much the business strategy matches the customer's behavior and how much the mentioned

communication tool is a means of influencing the customer.

Also discussed in the thesis, corporate social responsibility is the main challenge of organizations
named according to the 2010 study of American researchers Horijan and Bryan, where the trend
of corporate social responsibility has increased the interest of consumers in purchasing behavior

as a product.

In Georgia, CSR as a medium between society and business was established 15 years ago. In 2007,
a study was conducted by the Strategic Research and Development Center of Georgia, according
to which the community living in Tbilisi assigns responsibility to business and considers it their
duty to take care of economically vulnerable groups. Research has revealed that charity is also a
determining factor of a company's reputation. Based on the results, it appears that consumers
expect and demand non-financial and social responsibility from companies and more information

about their social projects (Center, 2007, p. 169).

Therefore, in modern business, where the demand for products and services is increasing and
changing, in order to achieve long-term, strategic success, it is necessary not only to focus on
profit and take into account the financial interests of the company's management, but also to do
business responsibly, to have loyal customers, to work with ethical standards, to meet the social
interests of society. Considering, introducing emotional sensitivity in the management system and
taking care of the environment where the organization, as a brand and customer, cooperates.

(Horrigan, Bryan. 2010)

In developed countries, corporate social responsibility is especially important from the customer's
side. This is expressed in the fact that they choose products produced by a company with social
responsibility, even if there is a price difference. Corporate social responsibility, on the example
of developed countries, is a factor of positive impact on customer loyalty and general attitude
towards the company's brand, which to some extent affects the improvement of financial
efficiency. If companies have similar product quality, consumers prefer the company with
corporate social responsibility. It is also interesting that consumers who have a negative attitude
towards this or that company also have a negative perception of their advertisements, because
they do not trust them and perceive them as insincere and seductive. However, socially
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responsible messages reduce negative sentiment and result in improved perceptions and attitudes

towards the company on the part of consumers (Gigauri, 2012, pp. 64-67).

The above brief overview clearly shows and emphasizes the high importance of corporate social

responsibility in modern society.

In the scientific sources, the mentioned direction was formulated over time with two types of
terminology, "Corporate Social Responsibility" (CSR) and "Corporate Sustainability". In the first
case, corporate sustainability is the voluntary decision of a brand/organization to meet challenges
outside of its own activities, they are not obliged by law and do so only with their own will and
resources. and with responsibility, while in the second case the content includes the same, they
simply differ in the approaches that the responsibility should be considered directly during the
brand building, during the creation of the product, and not after the result. (Du. Bhattacharya/D.
Bhattacharya (2010).

Paul Godfrey, a researcher of corporate social responsibility, develops and discusses this opinion
in his work, in the academic journal of business ethics, he predicted back in 2007 that CSR did not
lose its relevance, but it is positioned as the main tool of modern influence. (Godfrey &
Hatch/Godfrey & Hatch (2007) as a result, we can see that even now companies are actively
introducing the CSR direction, as they respond to the emerging and changed demand in society

for business to become more socially responsible.

Lela Khoferia, a CSR expert at the Center for Strategic Research and Development of Georgia, in
her Corporate Social Responsibility Guide explains corporate sustainability as a strategic approach
to business, which is not a short-term campaign that will start and end. Corporate sustainability
strengthens the organization's image, competitiveness, increases the loyalty of employees and
customers, strengthens the trust of "stakeholders" and increases capital. This practice has already
been implemented in many Western countries and businesses are successfully adopting this
concept, although this field is new in Georgia and is still at the stage of research, exploration and

familiarization.

Georgian researcher, Iza Gigauri, in her work "Aspects of Social Responsibility of Marketing in
the Georgian Consumer Market" focuses on the growth of consumer expectations for responsible
business, and she says that the majority of organizations are aware that the change in consumer
demand leads to a change in the organization's communication, and investors' interest in social
criteria instructs marketing to come out. From the scope of the organization and the user. As a
result, business actions affect the expectations and attitudes of stakeholders, that is, the

environment in which we live. (Gigauri, 2010)

Problem situation: The strength of corporate social responsibility in modern business is confirmed
by the results of the research published by the international consulting company "Reputation
Institute" in 2020, where 41% of the company's reputation increased after the implementation of
corporate social responsibility in the organization. (www.reptrak.com accessed on October 11,

2022) Based on the mentioned research, the head of the "Reputation Institute" says that those

26



30303300 beag0sereyto 3sbeybolidsgdermBol(CSR) 36959980b Geagro

companies will win, which will raise a positive perception of the brand in the society, prioritize
corporate sustainability, be ethical in their work, and publicize the goals of the corporate brand.

and involve "stakeholders" in their activities.

The decision to work on this issue of the doctoral thesis is due to the fact that, as we have already
mentioned today, corporate social responsibility is no longer the property of organizations, their
attitude directly affects the behavior of society, attitudes and ultimately the decision to buy a
product. There is a dearth of research materials on this issue, where public attitudes and

behavioral results regarding corporate social responsibility will be described and evaluated.

This doctoral thesis discusses the current situation in terms of corporate social responsibility in
the modern business world, it includes the determination of trends and challenges based on
primary and secondary research, as well as the review of concepts, terms, scientific theories, basic
tools and international and local experience, and the discussion of individual topics, analysis and

Forming models and recommendations as a result of assessment.

The relevance and need for doctoral research is determined by the above-mentioned growing
CSR trends and changes that organizations and consumers develop during strategic
communication planning, which is also confirmed by the Georgian example of about 2,000 legal
entities in the "Business Information Agency" database that have CSR (Corporate Social direction
of responsibility) and it should be noted that the number of companies of this type is increasing
day by day. Compared to last year, the number of companies involved in social responsibility has
increased by 40%, which is quite a large indicator in terms of annual growth.

(https://www.bia.ge/en/Analytics retrieved on October 9, 2022)

In this paper, it is considered as a problematic issue that, during the conduct of strategic
communications, the role of corporate social responsibility (CSR) projects on the formation of
consumer attitudes and behavior has not been searched for much empirical information, and the
importance of CSR on the growth of brand image and financial stability has not yet been fully

theoretically and practically confirmed. on the growth of buying.

Specifically, what emotions, moods and behavior changes do CSR projects cause in society. How,
for what duration/frequency, on what topics the customer needs to be emphasized in order to

become a loyal customer of a specific brand or to be memorable.

Research goal, hypothesis and objectives:

In the modern environment, where organizations are exploring different communication tools in
their relationship with customers, CSR policy is emerging as the main tool to influence long-term

communication. Accordingly, where we are talking about the attitudes of the society and the
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organization, the management of public opinion, we cannot but talk about the theoretical and

practical aspects of the issue.

Accordingly, the main goal of the research conducted within the mentioned dissertation topic is
to determine the role of corporate social responsibility (CSR) projects in the formation of attitudes
and behavior of the brand, CSR experts and consumers, while conducting strategic
communications. What potential exists for a company in Georgia to achieve a competitive
advantage through social responsibility, and on the other hand to bring public good to the
environment, if it is used intensively, how much the interest of consumers increases, both in

terms of their mood and purchase.
Accordingly, the hypothesis can be formulated as follows:

Positioning the organization with corporate responsibility projects in strategic communication
planning, if used intensively, increases consumer interest in both their mood and purchasing

behavior.

In order to prove the mentioned hypothesis, the goal and the tasks to achieve it are outlined in
the research. The purpose and task of the research is to determine the role of corporate social
responsibility (CSR) projects in the formation of consumer attitudes and behavior, to develop a
new concept, to develop comprehensive findings, recommendations and models as far as possible,
and to show the priority of the field in the Georgian market, therefore the mentioned work will

be as valuable and practical as possible for researchers in the field and For brand representatives.

Based on the above, the task of the research is to study the attitude of the organization's
representatives, experts and users in Georgia. The existing challenges related to the proper use of
the mentioned field will also be discussed. Based on the above-mentioned circumstances, the

research tasks are:

1. Studying the interests, awareness and attitudes of Georgian consumers towards strategic

communication and corporate social responsibility.
2. Identify the determinants of customer loyalty and purchase

3. Establishing modern practices of strategic communication and corporate social responsibility as

a communication tool by the brand during campaign planning.
4. Evaluation of social campaigns by the user and the brand.

5. Revealing the information platforms that the user relies on to get information about the

organization's corporate social responsibility.

6. Determination of evaluative recommendations from industry experts
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Subject and object of research:

The subject of the dissertation research is the theoretical and practical issues of strategic
communication, marketing communication and corporate social responsibility. And, the object of
research is the consumer market of Georgia, specifically the research issues of the attitudes of
consumers, companies and industry experts in relation to Georgian companies (brands), corporate
social responsibility projects and events.

Scientific novelty of the work.

To date, there is no recent Georgian research that examines the impact of corporate social
responsibility (CSR) projects on society, brands, and CSR experts during strategic

communications.

The work is valuable because it reflects the first complex investigation of the study of modern
integrated communications in Georgia, as a result of the research, theoretical and practical
foundations were created that the right communication strategy is necessary in the formation of
public attitudes, which is characterized by psycho-emotional qualities and brings concrete long-
term results. Finally, as a result of the research, an organizational CSR model was formed, where

the impact of CSR projects on the society is determined.

The importance of the work is determined by both theoretical and practical application. The
recommendations, concept and analysis presented in the paper will help students, researchers,
organizations to plan and implement research in the direction of corporate social responsibility.
The work will be of practical importance for companies and management, as it describes the
current consumer trends, the experience of various organizations, which will allow them to create

innovations and implement them in their activities.

Dissertation will have practical experience for the public and private sector, because based on the
mentioned concept, they can change management and marketing activities in such a way that
more emphasis is placed on public goods, more attention is paid to the discussed issues, and future

trends are implemented in practice.
As a result of the research, new knowledge was gained in the scientific field, namely:

1. For the first time, corporate social responsibility was studied in the strategic communication

planning process.

2. As a result of the research, five ethics standards of CSR policy were determined

3. As a result of the research, five concepts of leading principles of CSR policy were developed
4. In the last 6 years, corporate social responsibility has been studied for the first time, with the

involvement of consumers, leading business companies and industry experts.
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5. It will be described for the first time, the sharing of practical recommendations from well-

known CSR campaign creators in Georgia.
6. The priority of the Georgian consumer when purchasing products has been studied.
7. User requirements and trends regarding corporate social responsibility projects are established

8. It is defined in the context of corporate social responsibility, the goals of sustainable
development that are a priority both for the companies participating in the research and for the

general consumer.

9. The information platforms, which on the one hand the company disseminates information, and
on the other hand the user uses to get information about corporate social responsibility, are
defined.

Key search terms:

Corporate social responsibility, CSR, brands, organizations, consumer purchasing attitudes,

consumer behavior.
- Research design and methodology

In order to determine the impact of corporate social responsibility (CSR) projects on the brand
and the consumer, the formation of attitudes and behavior during strategic communications, the

research was conducted in three stages.

In the first stage - secondary research was used, which means familiarization and processing of
scientific, authoritative articles, literature, electronic, printed materials related to the research

topic.

The second stage of the research included qualitative research, to determine the challenges
related to corporate social responsibility in the Georgian consumer market, an expert research
method was chosen, where six CSR experts and four leading brand CSR leaders were interviewed,

which was selected according to the annual CSR awards.
The following participated in the expert study:
Tako Rodonaya - corporate communications specialist and consultant;

Elene Chkheidze - USAID Civic Education Program Engagement Manager with the Private
Sector; CSR expert;

Marika Mchedlidze - CSR expert; researcher; blogger
Tako Varamashvili - Jepra's Corporate Responsibility Manager

Iza Gigauri - CSR researcher; an expert.
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Salome Zurabishvili - Executive Director of the UN Global Compact Georgia Network; CSR

expert

Nuka Lezhava - public relations manager of "Gefa" organization (pharmacy chain GPS and

Pharmadepo)

Tamar Gochashvili - Head of the Corporate Social Responsibility Department of the Bank of

Georgia
Lika Salukvadze - Head of Corporate Social Responsibility of "Crystal".
Sasha Makashvili - Head of Corporate Social Responsibility of TBC.

After processing the received material, the third stage of the research represented the
determination of the influence of corporate social responsibility on user attitudes and behavior,
where a quantitative research method was chosen and based on that, not all citizens living in
Georgia have Internet access, a non-probability type selection was made, the so-called
"convenience" selection, which It allows to survey a large number of people and display the
obtained data as a percentage. During the research, the interview was done through a social
network. An electronic questionnaire was developed, the said selection technique allows the

generalization of the obtained results.

Respondents are citizens living in Georgia who do not use, use or will use the services of specific
brands in the future. Within the scope of the research, 651 units of questionnaires were collected,
of which 45 were invalidated, the analysis of the research results is based on 606 units of fully
filled questionnaires. The questionnaire consisted of 20 main questions, sub-questions and

statements. Field work was carried out on December 7-15.

Each phase of the research consisted of preparatory, testing, main research, data processing and

analysis stages.

The data was analyzed using a statistical program and Microsoft Excel. Data were processed in the

computer program MS Excel 2016, descriptive statistics were used.

Conclusion/recommendations:

The impact of corporate social responsibility (CSR) on organizational subsystems and the process

of forming public attitudes is a deep and research-intensive subject.

As already mentioned, as a result of the research, 606 respondents, CSR managers and experts of
leading Georgian brands, who have been actively working in this field for 5-10 years, were

interviewed. As a result of statistical and qualitative data, conclusions were drawn that will help
specialists, organizations, academic community working on corporate social responsibility policy

to overcome future challenges and improve the field.
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As a result of the research, it was revealed that the attitudes of consumers towards CSR projects
are as follows:
Finding N1 - Consumers are aware of companies with corporate social responsibility,

although they are aware of CSR projects/campaigns.

The research showed that those who do not have difficulty naming the brand of perceived
corporate social responsibility, although they have difficulty remembering specific campaigns,
they weave only those campaigns where the involvement was extensive, for example the TBC

project "Write in Georgian".
Finding N2 - the customer perceives the CSR campaign as a one-time event once again.

The brand develops a long-term CSR strategy, as many stages as possible, and the
customer sees fragmented events and gets the feeling that this is a one-time activity, therefore he

does not see the brand's projects in the overall picture.

As a result of the survey, what consumers can use perceives brand-specific CSR projects as
part of a strategy, unified activities, they are more likely to obtain one-time and different

activities.

Finding N3 - Corporate Social Responsibility (CSR) organizational policies are

implemented by leading companies based on the 17 UN Sustainable Development Goals.

As a result of the survey of experts and direct representatives of organizations, it is
confirmed that (CSR) organizational policy is chosen by the leading companies from the 17 goals
of sustainable development of the United Nations, and experts consider the communication

planning plan as a positive and new trend.

Finding N4 - The UN Sustainable Development Goals selected by organizations are

generally not linked to each other.

According to experts in the field, organizations CSR directions choose the UN Sustainable
Development Goals therefore, although there are a number of abnormal directions with the
connection of organizations, which ultimately has a negative impact on the reputational image of
organizations, as well as among consumers, who influence the feeling of unreliability and

unnaturalness.
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Conclusion N5 - Corporate social responsibility as an organization "social license"

For organizations, corporate social responsibility is thought of as a "social license" - a great

will that has as a loyal disposition to cooperate.

It is necessary to specify that the organization should carry out a policy of corporate social

responsibility, the so-called "

Finding N6 - brand and consumer perceive the benefits of CSR campaign differently from

one another.

With a vision - the second is the CSR campaign, if it is characterized by a targeted auditor,
and the perception of the brand as a CSR campaign is recognizable and broad projects that have a

universal impact.

Conclusion N7 - For the brand, CSR projects bring a positive reputation, which is the

most favorable benefit.

As a result of the explanation of experts in the field and the mood of the public survey,
CSR projects have a positive effect on the image, the second brings benefits and most importantly
for the organization. Opinions of specialists in the field, which can be a company, to carry out

further and increase CSR projects.
The concept of CSR policy as a guiding principle.

In Georgia, the role of corporate social responsibility (CSR) projects in the formation of
customer attitudes and behavior was studied for the first time during strategic communication

planning.

The research revealed that consumers appreciate the business with CSR projects, but they
have difficulty in perceiving corporate social responsibility as a policy as a long-term strategy
built into the brand, which was confirmed by the research, when 69% of the respondents said

that the responsible behavior of the brand is manifested only in individual projects.

According to Marshall McLuhan's theory, where the form determines the content and is
formed in the society as a message, establishes the position that today CSR projects themselves

have become a message in the relationship with the target audience.
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The sentiments and observations of consumers, experts and brand representatives clearly
indicate that the consumer's willingness to purchase is superior to an organization associated with
him as a responsible business. For example, a company's CSR managers report an increase in sales
during a CSR campaign, or an increase in the number of people who have a positive attitude

toward the company.

Conclusion N8 - Marketing and CSR policies are not separated in organizations.

As a result of the opinions of CSR heads of organizations and experts in the field, a positive trend
can be observed compared to previous years. Today, organizations no longer separate marketing

and CSR direction from each other and perceive it as a single concept of the organization.
Conclusion N9 - the brand and the consumer choose the same platform as a communication tool.

The conducted quantitative and qualitative research showed that there is a match between the
form of brand and consumer communication, both in visual platforms and based on the

requirements of public behavior.

Conclusion N10 - Corporate social responsibility should be reflected in the management process

of the organization at all levels.

For the brand, corporate sustainability should be felt at all levels of management, whether it is the
process of receiving or spending financial benefits, communicating with employees, providing an
adapted work space environment. Here, the second parallel is worth noting, where according to
the research, the consumer considers external activities as corporate social responsibility,

although he sees little internal corporate management.

As a result of the research analysis, in order to promote the introduction and development of
corporate social responsibility, it is possible to issue the following recommendations, both for

Georgian companies and for future researchers:

* The corporate social responsibility policy of the organization should take into account the 17

goals of sustainable development of the United Nations.

« It is necessary that the goals selected from the 17 goals of sustainable development of the United

Nations are directly related to the main activities of the brand.

* When implementing a corporate social responsibility project, it is necessary to plan large-scale

events, because society reacts and changes behavior during universal involvement.

* During strategic communication planning, consideration of corporate social responsibility as a
policy, which implies the development of CSR trends during all personnel, financial, external and

internal communication.
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* Use of corporate social responsibility as a tool of competitive struggle to achieve long-term

success in the market.

* On the part of companies, conducting more explanatory events about what corporate social

responsibility means to consumers and how it is expressed.

* More television support for corporate social responsibility campaigns and projects, which will

increase the popularity of the topic and product in society.

Corporate Social Responsibility (CSR) Ethics Standards

Corporate social responsibility ethics standards were developed on the basis of quantitative and
qualitative research presented in the paper, the mentioned standards represent a practical vision,

the main idea of which is the consumer and their oriented values.

By following these standards, the organization will be able to retain and attract socially
responsible customers on the one hand, and on the other hand develop informal sales

manipulation, which ultimately creates brand marketing and reputational benefits.

Ethical standards imply the following values: 1) Care - the mentioned standard includes taking
care of the interests of the users involved in the process, their capabilities and awareness during
the implementation of the CSR campaign by the brand. Planning the type of campaigns that
develop clients' competencies using approaches based on the principles of empathy, provide them
with a safe and secure environment. (For example, Tegata's campaign, which distributes special
brochures to drivers on how to change/check the oil in the car, change the tire, the importance of

seat belts, etc.)

2) Respect - this standard is based on the principles of trust and justice. A brand, like a consumer,
should respect human dignity and emotional well-being. This standard is aimed at the
development of cultural and spiritual values, where the values of justice, freedom and democracy

are equally protected.

3) Competence and professionalism - the organization takes care of improving the brand image,
uses and develops knowledge, experience and positions itself only in the direction of the field, the

field that is implied by the 17 principles of sustainable development.

4) Publicity - the marketing integration of corporate social responsibility activities planned by the
brand should take place. The mentioned standard reinforces the presentation of the above three

standards and is directly aimed at promoting the public good.
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5) Collegiality and communication - this standard regulates the relationship between the brand
and other organizations, avoids conflict or inciting it, and by following it, the brand recognizes

the competence and experience of its colleagues.

These five corporate social responsibility standards provide a framework of principles that
describe the necessary knowledge, skills and values that brands should adopt and adopt in their
daily practice.

Concept of CSR policy as guiding principles.

In Georgia, the role of corporate social responsibility (CSR) projects in the formation of customer

attitudes and behavior was studied for the first time during strategic communication planning.

The theoretical and research review of the paper revealed that the consumer appreciates the
business with CSR projects, but they have difficulty in perceiving corporate social responsibility
as a policy as a long-term strategy built into the brand, which was confirmed by the research,
when 69% of the respondents said that the responsible behavior of the brand is manifested only

in individual projects.

Also, the main hypothesis was clearly confirmed, that if the consumer sees the brand in a unified

system as a carrier of CSR policy, he is ready to pay more for the product.

According to Marshall McLuhan's theory, where the form determines the content and is formed
in the society as a message, establishes the position that today CSR projects themselves have

become a message in the relationship with the target audience.

The sentiments and observations of consumers, experts and brand representatives clearly indicate
that the consumer's willingness to purchase is superior to an organization associated with him as a
responsible business. For example, a company's CSR managers report an increase in sales during a
CSR campaign, or an increase in the number of people who have a positive attitude toward the

company.

Accordingly, on the basis of the paper, it is possible for business to develop the so-called "Concept

of guiding principles of CSR policy" which, if working simultaneously, gives us the desired result.

In order for the brand to "sit down" in the minds of consumers as a CSR policy implementer, it is

necessary for the organization to simultaneously implement five principles as a CSR strategy:

1) A CSR tool should be used by the brand for communication. 2) connection with brand values
3) sequence - which implies the logical development of the thematic projects in the whole process
4) frequency of projects - so that the user can concentrate and be able to link memorable CSR

projects with the brand public good.

With the simultaneous observance of the mentioned 4 principles, the brand is positioned as a

corporately responsible business in the consumer's mind, because in today's situation, with the
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topics discussed in the paper, it can be seen that the consumer cannot perceive the one-time

implementation of the above-mentioned separate principle as a general concept of the brand.
conclusion

As a conclusion, it can be said that the main subject of the research was presented as a hypothesis
to show how much the consumer's purchase behavior increases when he sees the positioning of

the brand with CSR projects.

This study proved that corporate social responsibility taken separately as a one-time activity or
project cannot provide long-term results, cannot connect the brand as a CSR channel, the
importance of which was also pointed out by Marshall McLuhan's theory, therefore positioning
the organization with corporate responsibility projects in strategic communication planning, its
frequent use Increase consumer interest in both brand sentiment and brand product purchasing

behavior.

The recommendations, standards and concept/principles developed as a result of quantitative and
qualitative research confirm that corporate social responsibility is part of the organization's
policy, which requires marketing, financial activities and as a result of which the brand on the
one hand and the consumer on the other hand receive public good, and for this it is necessary in a
unified system , production of timely communication where both CSR standards and principles

will be respected at the same time.
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