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Phases of 
introducing 
change in 
society

Stage 1–Emergence – a specific concern (e.g., 
sustainability) gains visibility - 60’s & 70’s 
debates

Stage 2–Institutionalization – international 
treaties are signed, national legislation changes, 
and new formal goals are established 

Stage 3- Generalization – governments and 
pressure groups prioritize change, individuals 
are encouraged by media campaigns, projects , 
etc. 

Castro et al., 2009; Castro & Mouro, 2011

To better understand how the publics represent CSR we should consider 

that social change often takes time, and a stage conceptualization may help 

understanding the meaning make processes that are occurring



Organizations

Academia/ 
Institutions

Society
(consumers)

- ISO 26000
- SDG 12

- UN 2030 agenda

In the Generalization stage…

?

Corporate Social Responsibility (CSR) has received substantial attention in the

last decade, both in academia and business market.

Yet, while there are models and regulations orienting the policies and practices of organizations in this area of

performance, and organizations have adopted several measures to become more socially responsible, there is

little knowledge about what the society at large think about this concept

– this will be the focus of the research presented here



In the Generalization stage…
•New ideas and practices need to be appropriated and 

contextualized, through:

•Negotiation of what is presented in generic terms by institutions 

and laws

•anchored in previous ideas and norms (e.g., working conditions)

•Translation of what is new to the specific contexts of the 

individuals, groups and communities, linked to psychosocial factors 

•social values, identities, (consumption) behaviours

Castro et al., 2009; Castro & Mouro, 2011
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Solidary and

environment-

friendly

Ethic and

efficient

Worried with

workers and

families

The social 
image of CSR 
in the 
Portuguese 
context – in 
2006 

N= 275, the majority 
employed 
Duarte et al. (2010)



Research 
questions

1) How do the publics /consumers 
represent CSR? 

•Which dimensions are more prevalent 
nowadays, and how do they co-occur? 

2) Have these representations 
changed or remained stable in time? 

•Compared to a previous study in 2006

3) And are they associated to 
consumers values, identities and 
practices?



Three psychosocial factors 

•Social values - trans-situational goals 
that serve as guiding principles in life 
(Schwartz, 2003)

•Sustainable consumption behaviors –
considering the impact of consumption  
on the environment, workers and the 
society (Webb et al., 2008)

•Environmental identity - the extent to 
which individuals feel personally 
committed to environmental causes 
(Werff et al., 2013) 

◦Consumers holding high self-
transcendent values & with high 
involvement with CSR have higher 
expectations for the ethical-
philanthropic dimension                 
(Golob et al., 2008)

◦Unstudied relationship with CSR 
social image

◦Can contribute to identify segments 
of the public that are most engaged 
with different CSR principles and 
practices 



Method

•N = 168 participants

• 73% female; Age 15-69y (M=32y; DP=12 y); 
65% graduate studies; 63% employed

•- Online survey

•- Free word association task with 
“Socially responsible organization”

• Content analysis using Duarte et al. 2010 
codebook (28 categories)

• Cohen’s Kappa = 0.84

- Self-transcendence (Schwarz, 2003) – 5 items 
(alpha=.60 ; M=5,16; DP=0,47)

- Environmental identity (Castro et al. 2009; 
Werff et al. 2013) - 6 items (alpha=.91 ; M=3,88; 
DP=0,78)

- Sustainable consumption (Webb et al. 2008)
factors: 

◦Responsible – 4 items, e.g., fair wages to 
employees (alpha=.81; M=3,47; DP=0,73), 

◦Traditional – 3 items, e.g. price and quality 
(alpha=.67; M=3,00; DP=0,88), 

◦Non-discriminatory – 2 items, e.g., no immoral 
actions (alpha=.75; M=4,05; DP=0,82) 

◦Ecological – 2 items, e.g., recycling (alpha=.66; 
M=4,05; DP=0,74)



Multiple Correspondence Analysis 

Ethic, efficient and

respecting the law

Cares for its 
employees 

Sustainable, solidary 

and environment-friendly

Chronbach’s alpha=,486  

Variance explained = 

21,760%

X no association 

with the 3 

psychosocial 

factors…

This maps the co-occurrence of the semantic contents and examine its association with self-transcendence, 

environmental identity and self-reported consumption behaviours. 

the social image is

similar to the one

found in 2006



Conclusions

o In general, the tripartite structure of CSR social image remained stable

o ‘Sustainability’ emerged as a new category, and respect for the law is
now linked to ethics and credibility.

o Social values, environmental identity and sustainable consumption
behaviors seem not to discriminate the meanings given to the CSR concept.

oLimitations: Small sample, young and highly educated – ongoing data
collection...
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