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participants’ self-reported bias. Another disadvantage of qualitative analysis is
that the fact that it is subjective allows for the results of coding and further theme
development to be distorted.

Further, the study targeted employees from organisations that are involved in
CSR activities, and this kept out the perception from organisations that had no or
little engagement in CSR activities. This could prove to reduce the likelihood of
extending the results obtained to organisations that are yet to embrace CSR
programmes.

Future research could overcome these limitations through a larger population
of participants, increased variability of participants, the use of both qualitative
and quantitative data, and, in addition, extending the research to organisations of
different levels of CSR development.

Future Research and Implications

The results of this study can be used as a starting point for continuing the
discussion about the possibilities of CSR for increasing the employees’ interest
and defining the organisational culture. Future research could also involve a
longitudinal survey of these studies to establish how employee perception of CSR
changes with time and how companies’ long-term CSR efforts affect organisational
performance and retention of employees. Research in the hospitality industry
further emphasises how important it is to align CSR initiatives with stakeholder
expectations and business identity (Sharma & Mishra, 2018).

Besides, cross-sectional research in different sectors and countries might
provide a list of cultural and industry-specific factors affecting CSR opinions.
This would improve the generalisation of the findings that are made, and global
organisations would benefit from better reccommendations.

From a managerial perspective, the findings of this research can be used to
design specific CSR campaigns which consider employees’ engagement, clear
communication,and shared values with the company. Regarding the trustworthiness
of CSR activities, it is critical to discuss the importance of employee engagement
in the realisation of CSR initiatives, since the genuine and purposeful involvement
of the workforce in change acts as an effective mechanism to strengthen
employees’ loyalty to the organisation.

In addition, these results can be helpful for policymakers and heads of business
companies to start pressing for less ambiguous rules for Companies’ CSR activities
that should include specific involvement of the employees in the process.
Therefore, this research calls for CSR to be not only adopted as a marketing
strategy (Maignan & Ferrell, 2004), but as a framework that can be employed
in boards of directors, corporate management and ethical leadership
(Kotler et al., 2002).

Some of the limitations of the present study that should be considered include
the following Despite the contribution to knowledge that this study has offered,
the following limitations are noteworthy: However, there are few limitations
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which could have influenced the results: first, due to the limitation of generalising,
the selecting participants were only eight in number although, the data collected
was sufficient to reach the saturation point. This is because they do not allow for
generalising to other people in the population under study.
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