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ORIGINAL ARTICLE Open Access

Do corporate social responsibility practices
of firms attract prospective employees?
Perception of university students from a
developing country
Samuel Nana Yaw Simpson* and Eunice Kafui Aprim

Abstract

This paper primarily explores the relevance of Corporate Social Responsibility Practices (CSRP) of organizations in
attracting university students (prospective employees) in developing countries. The study employed a survey strategy,
where questionnaires were administered to 600 final-year undergraduate students at the premier Business School in
Ghana out of which 500 were returned. Though results show relatively low level of CSR awareness, the respondents
agreed that the elements of an organisation’s CSRP, whether economic, social or environmental, played a determining
role in their preference for a particular organisation (employer). Also, the disclosure of CSRP by an organisation is relevant
in their choice of an employer. The findings suggest the need for organisations to take cognizance of the growing
interest of prospective employees in working for organisations that engage in CSR activities and disclosures. Furthermore,
educational institutions must be deliberate in developing CSR orientation of students to engage in the systematic
processing of CSR related information through Education for Sustainable Development (ESD).

Keywords: Corporate social responsibility, Prospective employees, Attraction to an organisation, Ghana

Introduction
Research on job-related choices has revealed several
factors that influence a prospective employee’s (including
students) decision to work with or not to work with a
particular organisation. Such factors include value con-
gruence between the individual and the organisation
(Yang & Yu, 2014), the level of Person-Organisational
(PO) fit and the nature of employee benefits that each
organisation offers (Duda, 2014), recruiter-friendliness
(Goltz & Giannantonio, 1995), working conditions and
fringe benefits (Teo & Poon, 1994), and many more.
Many of the studies on job-related choices have been

location-specific, focusing on countries like Singapore
(Teo & Poon, 1994; Yang & Yu, 2014), India (Gokuladas,
2010), the Czech Republic (Duda, 2014) and South
Korea; Lee et al., 2013), with mixed findings, which are
difficult to generalize (Hong & Kim, 2017). Other studies
have also considered how issues like CSR and CSR

orientations attract or retain employees (e.g., Turban &
Greening, 1997; Turban, et al., 1998; Greening & Turban,
2000; Lee et al., 2013; Duarte, et al., 2014; Barrena- Martinez
et al., 2015; Story, et al., 2016; Jones et al., 2016). These
developments have resulted in the emergence of a
new CSR taxonomy: CSR and Organizational
Psychology (Jones, et al., 2017).
There are issues with the above-mentioned studies that

are worth noting. First, many of the studies report the per-
spective of employers, existing employees, and desperate
job seekers who may settle for any job (Greening &
Turban, 2000; Turban, et al., 1998; Turban & Greening,
1997; Bhattacharya et al., 2008; Lee et al., 2013; Jones et al.
, 2017; Odumeru, et al., 2014). Also, many questions on
organisational attraction, particularly from the perspec-
tives of prospective employees remain unanswered
(Gomes & Neves, 2011). Secondly, Evans and Davis (2011)
report that the understanding of CSR positively influences
the attraction of individuals with a high-value orientation
to organisations. However, many of the existing studies
only assume that job seekers understand the concept of

* Correspondence: snysimpson@ug.edu.gh
Department of Accounting, University of Ghana Business School, Legon,
Accra, Ghana

International Journal of
Corporate Social Responsibility

© The Author(s). 2018 Open Access This article is distributed under the terms of the Creative Commons Attribution 4.0
International License (http://creativecommons.org/licenses/by/4.0/), which permits unrestricted use, distribution, and
reproduction in any medium, provided you give appropriate credit to the original author(s) and the source, provide a link to
the Creative Commons license, and indicate if changes were made.

Simpson and Aprim International Journal of Corporate Social Responsibility
 (2018) 3:6 
https://doi.org/10.1186/s40991-018-0031-6

http://crossmark.crossref.org/dialog/?doi=10.1186/s40991-018-0031-6&domain=pdf
mailto:snysimpson@ug.edu.gh
http://creativecommons.org/licenses/by/4.0/


CSR. Thirdly, the studies have been mostly based on
evidence from developed countries and industries such as
hospitality, textile and apparel and construction (see
also Cooke & He, 2010). This is consistent with findings
of the study reported in Tilt (2016) which mentioned the
failure of many CSR studies to investigate contextual fac-
tors, particularly, in developing countries. There is, there-
fore, the need for studies based on evidence from
developing countries as well as particular industries and
sectors that have not been covered (Hong and Kim, 2017).
Indeed, Tilt (2016) advocates for studies based in develop-
ing countries since such countries constitute the majority
of the world’s population, with their unique cultural, so-
cial, environmental and political issues (United Nations
2013). Tilt (2016) concludes that context is crucial in
understanding CSR practices and their implications. In
support of this view, Hong and Kim (2017) report that
Korean job-seekers are attracted to jobs with US firms
than with Chinese firms, but CSR practices have indicated
significant implications for application intentions toward
Chinese firms, compared to US firms.
In response to the above, this study explores the rele-

vance of corporate social responsibility practices (CSRP)
of organisations in attracting prospective employees in a
developing country, Ghana. Unlike existing studies, this
work uses final year undergraduate business students as
prospective employees, rather than job seekers who may
be desperately looking for employment and may settle
for any job (Odumeru, et al., 2014). It first investigates
the level of awareness and understanding of CSR issues
(Evans & Davis, 2011) among prospective employees in
a developing country, before exploring how CSR
practices influence organisational attraction. Specifically,
this study attempts to investigate the level of under-
standing of CSR among prospective employees; to ex-
plore the factors that attract prospective employees to
an organisatio as well as the relevance of CSR initiatives
and disclosures in attracting prospective employees to
an organisation.
This study therefore shows the need for organisations

to take cognizance of the growing interest of prospective
employees in working for organisations that undertake
CSR activities and disclosures (e.g., Bhattacharya et al.,
2008; Lee et al., 2013; Meister, 2012). It also suggests the
need for educational institutions to be deliberate in
developing the CSR orientations of students and their
personal values through CSR education and Education
for Sustainable Development (ESD), to enable students
engage in the systematic processing of CSR related infor-
mation (Lagrell, 2009; Gross and Nakayama, 2010). At
the government level, the study calls for a discussion on
the need to formalize some minimum CSRP by organisa-
tions within developing countries. This is particularly
important, considering the recent launch of a National

CSR policy for Ghana (GNA, 2016) where organisations
were encouraged to voluntarily undertake CSR activities
and report accordingly.
The next section reviews both empirical and theore-

tical literature on the subject area. This is followed by
descriptions and justifications for the research methods
and approaches adopted for the study. The penultimate
section presents and discusses the results of the analysis
of the data collected whilst the final section highlights
the key findings of the study and the possible
conclusions.

Literature review
This section covers literature on the CSR concept, the
nature and forms that it may take as well as the existing
guidelines on CSR practice. The section also explores
the relevance of ESD in propagating the concept of CSR
in Higher Education.The section further reviews the
empirical literature on the factors that attract employees
to an organisation, particularly, the corporate social re-
sponsibility practices. Finally, some theories relevant in
explaining the phenomenon under study are reviewed.

Definition, nature and guidelines on CSR
CSR is considered as a broad term, such that an exhaustive
or conclusive definition remains non-existent. Most of the
attempts to define CSR address only an aspect of it (Carroll
& Shabana, 2010; Dahlsrud, 2008; Ghobadian et al., 2015;
Danilovic et al., 2013; Sprinkle & Maines, 2010). For
instance, an earlier definition of CSR by Carroll (1979)
highlights four facets of CSR, which include economic,
legal, ethical, and discretionary. Other definitions focus on
the Three Basic Models of Corporate Social Responsibility:
CSR Pyramid, Intersecting Circles, and Concentric Circles
(Geva, 2008); and others, the five dimensions of CSR:
philanthropic, environmental, social, stakeholder and
voluntariness dimensions (Dahlsrud, 2008).
Over the years, Dahlsrud’s dimensions of CSR have re-

ceived worldwide acceptance and have been said to be
more inclusive of several factors. Also, related concepts
such as corporate social performance (CSP), corporate
social orientation (CSO), and corporate social responsi-
bility disclosure (CSRD) have been introduced. While
CSP is concerned with how well an organization is doing
with respect to its CSR initiatives (Wood,1991), CSO has
to do with how managers and stakeholders in general
view CSR (Smith, et al., 2004), and CSRD relates to the
communications of CSR initiatives (see e.g., Tilt, 2001).
Despite the foregoing, CSR practices are influenced by

contextual factors, causing it to vary at the individual,
collective, and country levels (Lee et al., 2013; Tilt, 2016)
and to be subjected to several manipulations (Dubbink,
et al., 2008). Indeed, the concept varies in relation to
underlying meanings and applications (Matten & Moon,
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2008). This perhaps explains the emergence of several
guidelines such as the UN Global Compact, the Global
Reporting Initiative (GRI) guidelines, ISO Standards, and
the AccountAbility (AA) guidelines. These guidelines
render some form of regulation, applications and cre-
dibility to CSR disclosures by organisations, although a
number of them remain voluntary. Over the years, the
GRI guidelines have gained so much prominence that it
has come to be considered the default guideline for
many organisations (KPMG, 2015).
Also, there is a growing call for CSR education under the

tag, ESD to minimise the variations in the understanding
and conceptualisation of CSR (UNESCO, 2009). A notable
development is the United Nations declaration of a decade
of Education for Sustainable Development 2005–2014,
which has resulted in what is commonly referred to as Edu-
cation for Sustainable Development (UNESCO, 2009, 2014).

Education for sustainable development (ESD) and CSR
Education for Sustainable Development (ESD) has been
recognised in recent years as a key tool for promoting
awareness and developing social and environmental values,
as well as influencing behaviours to achieving sustainable
futures (Pavlova, 2009; UNESCO, 2009, 2014). It is seen as
deliberate effort to introducing into the conscience and
thinking of people the concepts and principles of sustain-
ability (Barth et al., 2007; Rieckmann, 2012; Loranzo et al.,
2013; Wals, 2014). While this development is seen by some
scholars as a significant transformation in the global
perspective on education in matters regarding sustainability
issues, other scholars have perceived it to be a logical and
justifiable transition to a broader spectrum, emanating from
the issue of CSR (Wade & Parker, 2008; Pavlova, 2012;
Idowu et al., 2015). Indeed, scholars argue that ESD is one
of the potent tool for the understanding the concept of
CSR (Ramasamy, & Ting, 2004; Osagie et al. 2016). How-
ever, literature exploring the concept from developing
countries context is scanty (Manteaw (2012).
Also, from literature, the responsibility for ESD falls on

the entire public including governments, businesses and
civil society organisations (Gross and Nakayamah, 2010).
However, educational institutions, particularly, institutions
of higher learning have been identified as crucial in ESD
(UNESCO, 2009; Barth et al., 2007; Rieckmann, 2012;
Lozano, et al., 2013). Though many universities are pursu-
ing the ESD agenda, the concepts and its underpinning
principles are said to be still comparatively new to several
universities in both developed and developing countries
(Jones, Selby, & Sterling, 2010; UNESCO, 2014; Lozano,
et al., 2013; Fernández-Sánchez, et al., 2014).
In the specific case of developing countries, it is argued

that the advancement of ESD is stifled by policy issues (e.g.
Gross and Nakayamah, 2010; Feinstein et al., 2013) and
pedagogical issues (Manteaw, 2012). For instance, Feinstein

et al. (2013) highlight that often times, educational policies
may not be championed by governments, thus making it
voluntary for other authorities (such as leaderships of edu-
cational institutions and non-governmental organisations)
regarding the advancement of ESD in school curricula and
in communities. Manteaw (2012) concludes that the ele-
ments of ESD appears non-existence in most educational
policies and practices in Africa since many institutions and
individuals have little knowledge and understanding of role
of education in the pursuit of sustainable development. Fer-
nández-Sánchez, et al., (2014) recommend the need for
ESD to be an accreditations issue, thus, encourage
mandatory compliance.
The foregoing issues motivate the current study to

among other things investigate the awareness and under-
standing of sustainability related issues among final year
university students in a developing country. The study
further explores how awareness of sustainability issues
serve as organisational attractions.

Organisational attractiveness
Organisation or employer attraction has generally been
seen as the factors which influence the choice of one
organisation over another for employment. From the re-
view of extant literature, organisation attraction includes
the means of getting a job seeker to view an organization
as a positive place to work (Turban & Greening, 1997);
and the extent to which the perceived benefits interest a
job seeker to make him pursue an employment oppor-
tunity with an organisation (Berthon et al., 2005; Cable
& Turban, 2003). Employer attraction also refers to ‘the
way employers strategically attempt to exploit their
strengths in order to attract applicants’ (Gomes & Neves,
2011: 684).
From the definitions, it is clear that attraction to an

organisation is an implicit force that moves a pro-
spective employee to decide to work for one organisa-
tion over another based on some explicit activities of
that organisation, or based on certain characteristics
the organisation exhibits.
Though the factors of attractions may vary at the

different stages of the recruitment process (Gomes &
Neves, 2011), they can be classified as those that are
job-related, those that have to do with organizational
attributes and image, those that involve the attitude of
recruiter, and finally those that have to do with indivi-
dual preferences and expectations (Turban & Keon,
1993; Teo & Poon, 1994; Aiman-Smith, et al., 2001;
Lievens, et al., 2001; Chapman, et al., 2005; Gomes &
Neves, 2011). For instance, Turban and Keon, (1993)
reported that although organisational attributes such as
reward systems, decision-making processes (centralized
or decentralized), and the size of the organisation may
attract talent, results are mixed. Also, Teo and Poon
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(1994) identified Ten Job Factors which include pay,
fringe benefits, working conditions, managerial quality
and relationships, long-term career prospects, responsi-
bility given, authority, involvement in decision making,
marketability and job security. Other authors reported
that the attitude of the recruiter, being friendly or other-
wise, perceptions of prospective employee on the
recruiting process, recruiter demographics, perceived fit,
and hiring expectancies (Goltz & Giannantonio, 1995;
Turban et al., 1998; Chapman, et al., 2005) can also
serve as an attraction. Indeed, a prospective employee
may make inferences on the nature of the working envi-
ronment of that organisation through the attitude of the
recruiter. For instance, a friendly recruiter may mean a
better and friendlier environment to work in, whereas an
unfriendly recruiter may also imply a strict and hostile
environment of work.
Chapman et al., (2005) reported that job and organisa-

tional characteristics, recruiter behaviours, perceptions
of the recruiting process, perceived fit, and hiring ex-
pectancies, and not the demographics of recruiter are
what contribute to the organisational attraction. Similar
to the work of Turban and Keon (1993), Lievens et al.,
(2001) focused on organisational attributes such as size
of organisation, geographical dispersions (level of inter-
nationalisation), pay mix, and level of centralisation or
decentralisation in decision making. They reported that
except the level of decentralisation factor, which attracts
talents, the rest were negatively related, contrary to the
findings of Turban and Keon, (1993). In fact, the results
showed that organisations that are large and medium-
sized, with decentralised decision making, and are
multinational in nature are more attractive to prospec-
tive employees. Also, Aiman-Smith et al., (2001) focused
on two job factors: pay and promotion, and two
organizational image factors: lay-off policy and ecological
rating. They reported that ecological rating is the strongest
organizational attraction, and pay strongly predicted job
pursuit intentions.
Indeed, the above factors were identified mainly in the

context of developed countries and from the perspective
of job applicants with high levels of job choice (Smith, et
al., 2004). They added that, in the case of the latter, a
prospective employee may consider other factors as such
CSP as the organizational attraction.
This study contributes to the literature by focusing on

all the factors afore-mentioned in a single study, and
from the perspective of prospective employees in a
developing country.

CSR and Organisational attractiveness
There have been earlier studies suggesting that a firm’s
corporate social performance influences organisational
attractiveness (Strand, et al., 1981; Greening & Turban,

2000; Turban & Greening, 1997). For instance Strand, et
al., (1981) reported that job seekers are attracted to or-
ganisations based on their policies relating to remunera-
tions, personal development, environmental practices
and fair employment practices. In other studies, com-
panies were selected, controlling for organisation size
and firm profitability, and students were made to rate
them according to their reputation and attraction. The
results gave an indication that CSRP may be a source of
competitive advantage in attracting applicants (Turban
& Greening, 1997). Greening and Turban (2000) also re-
ported that firms create a form of competitive advantage
when they are perceived to be attractive to work for, and
having a positive CSR reputation makes that attraction
possible.
However, the above studies were based on hypothetical

organisations. Later studies have adopted other research
strategies (the use of questionnaires) in an effort to
generalise findings. For example, Backhaus et al., (2002)
added that potential job seekers in the assessment of com-
pany values focus on their CSRP. They also explained that
CSR is important in various job search stages and the level
of importance placed it on may vary at different stages.
They reported that CSR is particularly important where a
decision has to be made to take a job offer. They also indi-
cated some aspects of CSR are most important in attrac-
tion, such as environment, community relations, product
issues, employee relations and diversity.
Duarte, et al., (2014) found that socially responsible

practices of an organisation positively influence the per-
ception of organization attraction, but practices toward
employees and in economic areas attract participants
more than practices to the benefit of community and the
environment. Also, Barrena- Martinez et al. (2015) re-
port that social factors attract college graduates than
personal factors. Dividing CSR practices into internal
and external, Story, et al. (2016) report that internal CSR
practices are positively related to both organisational
attraction and reputation, but external CSR practices
positively stimulate organisational attractiveness through
the reputation of organisations.
The above studies assume that prospective employees

are aware and understand the concept of CSR, but Evans
and Davis (2011) highlight that, the understanding of
CSR has a positive impact on attracting individuals with
high-value orientation, hence the need for some form of
CSR education. So, this adds to the existing study by
first investigating the understanding of CSR by prospec-
tive employees before exploring the relevance of CSR in
organisational attraction.

Theoretical underpinnings
A number of theories support the claim that CSR is de-
sirable by most stakeholders and can attract prospective

Simpson and Aprim International Journal of Corporate Social Responsibility  (2018) 3:6 Page 4 of 11



applicants to organisations. The notable theories include
Legitimacy Theory; The Social Identity Theory; The
Signalling Theory; The Stakeholder Theory; and The
Person-Organisation (PO) Fit and the Stewardship The-
ory. The Legitimacy theory asserts that for an organisa-
tion to be accepted by a society, it must engage in
activities that are accepted by that society (Deephouse &
Carter, 2005; Bebbington, et al., 2008). This goes beyond
the legal requirements of an organisation and may merit
the organisation by attracting both customers and highly
qualified prospective employees. This centres on gaining
approval from the society (Tilling, 2004), so employees
are likely to be attracted to organisations whose actions
are acceptable by the society.
The Signalling Theory, on the other hand, asserts that

organisations send a form of signal of what actually oc-
curs internally to its stakeholders who look out for such
signals as an indication of what happens in within
(Connelly et al., 2011). These signals and signs inform
how they view or approach the organisation (Bergh et al.
, 2014; Jones, et al., 2009). The signalling theory avows
that an organisation’s engagement in CSRP can also be
viewed by prospective applicants as representative of the
kind of working environment that exists in the organisa-
tion. This can, therefore, inform their organisational
choice (attracting them).
The concept of PO-fit remains one of the underlying

factors that attract prospective employees to an
organisation. Several authors have employed it to test
for organisational attraction (Jones et al., 2009; Sekiguchi
& Huber, 2011; Yang & Yu 2014). PO-fit goes beyond
employment benefits, and it has to do with how the em-
ployee sees the organisation as an extension of himself
or herself. It connotes a perceived alignment of an
individual’s goals and values to that of an organisation
and therefore makes the organisation attractive to the
prospective employee (Sekiguchi & Huber, 2011).
Similar to the concept of PO-fit is the Social Identity

Theory. It is about how individuals identify who they
really are based on the nature of the group or organisation
they find themselves in (Huddy, 2001; Hornsey, 2008).
This connotes the idea that prospective employees believe
their choice of organisation gives an indication of who
they truly are and what they believe in (Highhouse et al.
2007). This makes their choice of organisation a deliberate
one (Terry et.al 1999).
The Stewardship theory essentially communicates a

stance of guardianship and trust, and a willing assumption
of a responsibility for the success of an activity or an en-
tity, or the achievement of an identified common goal
(Davis, et al., 1997; Eddleston & Kellermanns 2007). It has
been considered in some literature as the antithesis of the
Agency theory which presents a more human face as an
explanation of the influence of the actions that boards and

managers take (Eddleston & Kellermanns, 2007). The
stewardship theory recognises that boards, individuals and
managements are motivated by non-financial and non-
selfish interests to perform the activities they do. In
relation to CSR, McWilliams et al., (2006) argue that some
companies engage in CRS practices as a result of their per-
spective of being stewards of the environment in which
they work.
Relating the above theories to the objectives of this

paper, the principles of PO-fit and Social Identity Theory
appear most useful as other theories such as the Legi-
timacy Theory, Stakeholder Theory, Stewardship Theory
and Signaling Theory may be most suitable for studies
focusing on the perspectives of employers.

Methodology
Research strategy and method
There are a number of research strategies to employ in
any research. According to Yin (2003), any strategy could
be applied to any form of research, be it an exploratory, a
descriptive or an explanatory study. Some of such strat-
egies including experiments, case studies and surveys.
This study employed a survey strategy, where data was
gathered through self-administered questionnaires to
prospective employees using convenience sampling of
final year undergraduates from the University of Ghana
Business School (UGBS) as prospective employees. The
choice of the University of Ghana Business School is based
on the fact that it is the largest and oldest public university
in Ghana, and produces a great number of prospective
employees into the job market.1

Data collection tool and analysis
The data collection tool was a questionnaire prepared
based on extant literature, attempting to synthesize all
the factors that were raised. Aspects of the questionnaire
were prepared based on the GRI guidelines, which has
been described as the most comprehensive guide in the
area of CSR disclosures (KPMG, 2015). A questionnaire
was used due to its ability to collect data from large and
different respondents within a very short time.
The questionnaire covered four (4) areas: demo-

graphic information; awareness and definition of CSR;
organizational attraction factors; CSR disclosure and organ-
isational attraction. The questions were mainly close-ended.
Also, some of the questions were coded on the scale of one
to seven, with one being the lowest and seven being the
highest. With regards to the section on the definition of
CSR, respondents were asked to tick as many terms as ap-
plicable since there is no universally accepted definition of
CSR. Also, to explore the relevance of CSR disclosures as
organisational attractiveness, elements in the GRI guide-
lines (Global Reporting Initiative (GRI) G4, 2016) were
adopted. Under the GRI guidelines, 43 relevant CSR items
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were identified under 3 main headings, namely, economic,
environmental and social with 4 sub-headings; Labour
Practices and Decent Work, Human Rights, Society, and
Product Responsibility In all of these, respondents were to
choose from a scale of 1 to 7 with 1 representing not rele-
vant and 7 representing the most relevant.
Finally, to ensure validity and reliability of the research

instrument, a pilot study was undertaken and it was
found that some of the CSRP items as indicated in the
guidelines were difficult to understand, so some
questions were modified.
With regards to data analysis, the questionnaires were

collected, sorted and incomplete questionnaires were
taken out. The data was descriptively analysed, where
means, standard deviations, frequencies and percentages
were generated. The results were subsequently presented
along the objectives of the study, and discussed in
relation to extant literature’.
On a whole, a total of 600 questionnaires were admi-

nistered and 500 were returned, representing a response
rate of about 83%. In analysing the data obtained, certain
assumptions were made:

1. The prospective employee has several job offers and
has the luxury of choosing one over another.

2. The final year student opting to work for an
organisation and not to be self-employed.

Presentation and discussion of results
In addressing the objectives of the study, the authors
sought to first ensure that the respondents had fair
knowledge and understanding of the concept of CSR.
This was followed by an analysis of responses based on
the factors, including CSR activities, identified in the
literature as influencing the choice of one organisation
over another. Finally, responses on the influence of CSR
disclosures based on the GRI were analysed
independently.

Awareness and understanding meaning of CSR by
students
Studies show that awareness and understanding of the
CSR concept may influence organisational attractiveness
(Evans & Davis, 2011). So, this study first sought to as-
certain the level of CSR awareness among prospective
employees, and results showed that majority (52%) have
heard of CSR and fairly understand it, whereas the
remaining 48% had little or no knowledge as shown in
Table 1. To further explore their understanding of the
concept, students were asked to indicate the appropri-
ateness of some terms associated with CSR in defining
that concept. Results, as shown in Table 2, indicate that
a majority of respondents defined CSRP as a commit-
ment to the public, communities, and overall society.

This is followed by environmentally friendly activities
and ethical conduct. The others represent a fair concern
or definition for the respondents. Interestingly, respon-
dents considered ‘making profits’ as the least way of
defining CSR. This simply means that majority of the re-
spondents agreed with Carroll and Shabana (2010) who
viewed CSRP as one that concerns environmentally
friendly activities, commitment to employees, the public,
communities, and the overall society.
Though the above results indicate a satisfactory aware-

ness (52% of the respondents) and understanding of
CSR by respondents to enable them to make informed
choices, there is the need for a comprehensive study on
CSR education, to among other things, investigate the
nature, coverage and inclusion of CSR related topics in
the curricula of higher educational institutions in Ghana.
This implies that the state of ESD in Ghana has not
reached a pervasive point to ensure an adequate aware-
ness of issues of sustainability. There is also the need to
consider the calls for ESD studies in different culture
and location (Manteaw, 2012).

Organisational attractiveness and CSR
From the literature, several factors which are organisa-
tional, work environment and personal attributes were
identified as influencing the choice of an organisation over
others. Based on those factors the result (see Table 3)
shows that the most highly ranked factor is wages and sal-
ary, representing 63.6%. This is followed by job security,
career prospects, and managerial quality, which constitute
60.8%, 52.6% 51.2% respectively. Though the mean scores
also confirm these results, the mean score of job security
is ranked tops, followed by wages and salary, managerial
quality, career prospect, and many more. These findings
are consistent with previous studies on the employment
benefits of the organization (Duda, 2014; Hiltrop, 1999;
Saks et al., 1996), and the attitude of the management
(Turban et al., 1998; Goltz & Giannantonio, 1995).
With regards to CSR related factors, the results show

low percentages relative to the other factors. For ex-
ample, CSR related factors such as shared value, ethical
standards, and CRP constituted (43.8%, 42.2% and 32.8%
respectively). However, the mean scores on the scale of 1
to 7 are all above five (5), suggesting that the CSR fac-
tors also influence the preference for an organisational.
Furthermore, the apparent focus on economic

Table 1 Awareness CSR

Heard of CSR Response Rate

Yes, I have heard and fairly understand it. 52%

Yes, I have heard of it and understand a little. 30.4%

No, never heard of it. 10%

Yes, I have heard of it but don’t understand it. 7.6%
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dimensions of organisational attractiveness stems from
what has been described as low levels of job choice
(Albinger and Freeman, 2000), which can be traced to
poor economic conditions often associated with develop-
ing countries (United Nations, 2013).

CSR disclosure and Organisational attractiveness
Studies show that CSR disclosures may influence orga-
nisational attractiveness (see e.g., Turban & Greening,
1997). As such, unlike many of the existing studies, this
study adopted the elements of CSR disclosure under the
GRI guidelines, where 43 CSR items were identified
under 6 sub-headings and 3 main headings, namely, eco-
nomic, environment and social. Results, as reported in
Table 4, show that though students rate disclosures on
the three (3) major headings high in influencing their
preference for an organisation, the influence of disclo-
sures on social and environmental issues are higher than

economic issues. This suggests that prospective em-
ployees are attracted more by disclosures on the social
and environmental dimensions of CSR, but the eco-
nomic factors are central to their decision to choose one
organisation over others.

Summary of findings and conclusion
This paper explores the relevance of Corporate Social
Responsibility Practices (CSRP) of organisations in
attracting university students (prospective employees) in
a developing country. The emphasis on developing
countries has become necessary in recent years due to
calls for CSR studies and CSR education in particular in
these jurisdictions (Moon & Orlitzky, 2011; Tilt, 2016).
Firstly, unlike many of the existing studies in this area,

this study sought to ascertain the level of CSR awareness
among prospective employees. Findings show that the
majority of respondents are aware and fairly understand
the CSR concept. However, the fact that cumulatively
more than 48% of final year students about to graduate
with all the curriculum they have been exposed to, still
have little or no idea about CSR raises concern about
the growing interests and calls for CSR studies based on
evidence from developing countries (Tilt, 2016). Indeed,
there is the need for a comprehensive study on CSR
education and ESD to among other things, investigate
the nature, coverage and inclusion of CSR related topics
in the curricula of higher educational institutions to
provide the basis for CSR studies.
Secondly, findings show that the factors that lead to

organisational attractiveness are those associated with
employment benefits (job security, wages and salary,

Table 2 Definition of CSRP from Respondents

Definition of CSRP Frequency Percent

Ethical conduct in activities 228 54.4

Complying with existing regulations 172 34.4

Annual reports, sustainability reports 169 33.8

Transparency in operations 197 39.4

Making profits 117 23.4

Environmentally friendly activities 289 57.8

Commitment to employees 185 37.0

Commitment to the public, communities,
and overall society

309 61.8

Table 3 Elements of Organisational Attractiveness

FACTORS RANKS

1 2 3 4 5 6 7 Mean SD

Fq(%) Fq(%) Fq(%) Fq(%) Fq(%) Fq(%) Fq(%)

Common Sense of Direction 22(4.4) 5 (1.0) 11(2.2) 31(6.2) 89(17.8) 115(23) 227(45.4) 5.83 1.52

Shared Values 15(3.0) 5(1.0) 9(1.8) 33(6.6) 90(18.0) 129(25.8) 219(43.8) 5.88 1.39

Similar Ethical Standards 20(4.0) 7(1.4) 17(3.4) 32(6.4) 75(15) 138(27.6) 211(42.2) 5.79 1.52

Friendliness of the recruiter 37(7.4) 8(1.6) 24(4.8) 44(8.8) 83(16.6) 92(18.4) 212(42.4) 5.5 1.80

Pay (wages and salary) 11(2.2) 4(0.8) 8(1.6) 10(2.0) 58(11.6) 91(18.2) 318(63.6) 6.29 1.25

Managerial Quality and relationships 8(1.6) 5(1.0) 2(0.4) 13(2.6) 82(16.4) 134(26.8) 256(51.2) 6.16 1.16

Long term career prospects 13(2.6) 7(1.4) 6(1.2) 17(3.4) 73(14.6) 121(24.2) 263(52.6) 6.09 1.34

Level of responsibility given at work 13(2.6) 2(0.4) 6(1.2) 34(6.8) 97(19.4) 127(25.4) 221(44.2) 5.93 1.31

Authority given to work 17(3.4) 3(0.6) 7(1.4) 26(5.2) 92(18.4) 141(28.2) 214(42.8) 5.9 1.37

Involvement in decision making 13(2.6) 4(0.8) 6(1.2) 27(5.4) 81(16.2) 126(25.2) 243(48.6) 6.02 1.32

Marketability 20(4.0) 6(1.2) 10(2.0) 52(10.4) 100(20.0) 122(24.4) 190(38.0) 5.66 1.50

Job Security 7(1.4) 3(0.6) 6(1.2) 15(3.0) 48(9.6) 117(23.4) 304(60.8) 6.32 1.13

The level of CSRP disclosures, policies 36(7.2) 9(1.8) 14(2.8) 43(8.6) 118(23.6) 116(23.2) 164(32.8) 5.4 1.70

Fq = frequency
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Table 4 CSRP disclosures and Job attraction

RANKS

1 2 3 4 5 6 7 M SD.

Fq(%) Fq(%) Fq(%) Fq(%) Fq(%) Fq(%) Fq(%)

Economic Factors

Economic performance 11(2.2) 5(1.0) 7(1.4) 16(3.2) 74(14.8) 158(31.6) 228(45.6) 6.05 1.25

Market presence 17(3.4) – 13(2.6) 34(6.8) 93(18.6) 142(28.4) 201(40.2) 5.83 1.39

Indirect Impacts 32(6.4) 6(1.2) 21(4.2) 53(10.6) 137(27.4) 121(24.2) 130(26.0) 5.28 1.62

Procurement 24(4.8) 10(2.0) 17(3.4) 71(14.2) 120(24.0) 111(22.2) 147(29.4) 5.35 1.58

Attribute mean 5.63 1.46

Environmental

Safe raw materials 10(2.0) 4(0.8) 14(2.8) 35(7.0) 78(15.6) 146(29.2) 213(42.6) 5.91 1.32

Clean and renewable Energy 16(3.2) 6(1.2) 6(1.2) 51(10.2) 95(19.0) 125(25.0) 201(40.2) 5.76 1.43

Water Conservation 6(1.2) 6(1.2) 7(1.4) 31(6.2) 73(14.6) 137(27.4) 240(48.0) 6.06 1.22

Biodiversity 14(2.8) 8(1.6) 15(3.0) 42(8.4) 93(18.6) 128(25.6) 200(40.0) 5.75 1.45

Reduced emissions 19(3.8) 15(3.0) 16(3.2) 65(13.0) 95(19.0) 126(25.2) 164(32.8 5.47 1.58

Reduced waste 20(4.0) 3(0.6) 16(3.2) 50(10.0) 87(17.4) 137(27.4) 187(37.4) 5.68 1.49

Environmentally safe Products 8(1.6) 2(0.4) 10(2.0) 34(6.8) 85(17.0) 131(26.2) 230(46.0) 6.00 1.24

Compliance with Protection Standards 8(1.6) 4(0.8) 5(1.0) 42(8.4) 83(16.6) 130(26.0) 228(45.6) 5.98 1.26

Supplier impacts 17(3.4) 10(2.0) 9(1.8) 42(8.4) 116(23.2) 145(29.0) 161(32.2) 5.62 1.44

Environmental impact grievance channels 26(5.2) 3(0.6) 12(2.4) 54(10.8) 109(21.8) 146(29.2) 150(30.0) 5.51 1.53

Attribute mean 5.77 1.4

Social-Labour Practices and Decent Work

Employment benefits 8(1.6) 1(0.2) 6(1.2) 12(2.4) 52(10.4) 132(26.4) 289(57.8) 6.30 1.11

Labour/Mgt Relations 7(1.4) 3(0.6) 4(0.8) 15(3.0) 79(15.8) 157(31.4) 235(47.0) 6.13 1.12

Health and Safety 6(1.2) 2(0.4) – 14(2.8) 50(10.0) 139(27.8) 289(57.8) 6.35 1.02

Training and Edu. 10(2.0) 1(0.2) 6(1.2) 11(2.2) 66(13.2) 133(26.6) 273(54.6) 6.23 1.17

Diversity and Equal Opportunity 12(2.4) 3(0.6) 4(0.8) 24(4.8) 76(15.2) 144(28.8) 237(47.4) 6.06 1.26

Equal Remuneration 17(3.4) 5(1.0) 8(1.6) 32(6.4) 69(13.8) 118(23.6) 251(50.2) 5.98 1.43

Supplier Assessment for Labour 21(4.2) 5(1.0) 16(3.2) 40(8.0) 94(18.8) 150(30.0) 174(34.8) 5.65 1.50

Labour Grievance channels 17(3.4) 5(1.0) 11(2.2) 40(8.0) 81(16.2) 142(28.4) 204(40.8) 5.81 1.44

Attribute mean 6.06 1.25

Social – Human Rights

Investment in Human rights 15(3.0) 7(1.4) 10(2.0) 35(7.0) 121(24.2) 121(24.2) 191(38.2) 5.73 1.41

Non-discrimination 7(1.4) 2(0.4) 4(0.8) 25(5.0) 83(16.6) 118(23.6) 261(52.2) 6.15 1.16

Association and Bargaining 11(2.2) – 11(2.2) 27(5.4) 96(19.2) 138(27.6) 217(43.4) 5.96 1.26

Child Labour 16(3.2) 3(0.6) 5(1.0) 29(5.8) 112(22.4) 108(21.6) 227(45.4) 5.90 1.37

Forced Labour 18(3.6) 3(0.6) 7(1.4) 24(4.8) 102(20.4) 117(23.4) 229(45.8) 5.91 1.40

Security Practices 9(1.8) 2(0.2) 8(1.6) 37(7.4) 79(15.8) 133(26.6) 233(46.6) 6.01 1.24

Indigenous Rights 12(2.4) 4(0.8) 14(2.8) 25(5.0) 94(18.8) 145(29.0) 206(41.2) 5.89 1.33

Supplier Impact 20(4.0) 6(1.2) 16(3.2) 40(8.0) 110(22.0) 139(27.8) 169(33.8) 5.61 1.49

Human Rights Grievance channels 23(4.6) 9(1.8) 8(1.6) 39(7.8) 100(20.0) 135(27.0) 186(37.2) 5.67 1.54

Attribute mean 5.87 1.36

Society

Local Communities 28(5.6) 2(0.4) 15(3.0) 46(9.2) 119(23.8) 133(26.6) 157(31.4) 5.51 1.55

Anti-corruption 8(1.6) 3(0.6) 9(1.8) 21(4.2) 92(18.4) 129(25.8) 238(47.6) 6.05 1.22
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managerial quality, career prospect, and participation in
decision making), and that is consistent with earlier studies
(Duda, 2014; Hiltrop, 1999; Saks et al., 1996). In the case of
CSR factors, though the results show low percentages
relative to the employment benefit factors, the mean scores
which are above five (5) indicate that CSR factors also
influence prospective employees, thus, largely confirming
previous studies (Goltz & Giannantonio, 1995; Turban &
Greening 1996; Turban et al., 1998; Jones et al., 2014).
Thirdly, the findings based on the influence of CSR

disclosures (based on GRI) on organisational attractive-
ness confirmed the above findings except that students
indicated that the influence of disclosures on social and
environmental issues are higher than economic issues.
This means that organisations can use CSR disclosures,
particularly, the social and environmental issues as
adverts in their employment drives.
The findings suggest the need for organisations to

begin taking cognizance of the growing interest of
prospective employees in working for organisations that
engage CSR related activities and disclosures. Moreover,
the fairly low levels of awareness and understanding of
CSR related issues suggest the need for educational insti-
tutions to be deliberate in developing the CSR orienta-
tion of students and their personal values. This should
be done with the aim of equipping them to engage in
the systematic processing of CSR related information for
comprehensive decision making. It is necessary for the
academic curriculum to be modified or restructured to
encourage students’ understanding and appreciation of
CSRP. Also, as suggested by Fernández-Sánchez, et al.,
(2014), in the area of accreditation of the undergraduate
curriculum, some CSR education is needed to reduce

the about 48% of students who stated that they had little
and no knowledge about CSR. This will bring about
students’ perception and attitude that will favour CSRP
as well as to enable them to make informed decisions on
the organisation to work for. Also, with the growing
interest in CSR related factors in attracting talents, there
is need to formalize some minimum CSRP by organisa-
tions within developing countries. In Ghana, for in-
stance, this can be considered as a part of the recently
launched National CSR policy, which focuses on
business organisations.
Despite the above, this study suffered some limitations

which are commonly associated with the use of a
questionnaire. Specifically, there was no room for the open-
ended question to solicit respondents’ own definition of
CSR. Also, the data collection method lacked the character-
istic flexibility of interviews to check misinterpretations by
respondents and to seek clarifications. To that end, future
studies may adopt a qualitative approach where interviews
and focused group discussions will be employed in the data
collection. Also, future studies can solicit information on
the sources of students’ CSR knowledge and how that af-
fects their attraction to organisations. Finally, future studies
may explore the relevance of gender and social-cultural fac-
tors in organisational attraction.

Endnotes
1http://www.ugbs.ug.edu.gh/about-the-school
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Table 4 CSRP disclosures and Job attraction (Continued)

RANKS

1 2 3 4 5 6 7 M SD.

Fq(%) Fq(%) Fq(%) Fq(%) Fq(%) Fq(%) Fq(%)

Public Policy 14(2.8) 6(1.2) 9(1.8) 42(8.4) 108(21.6) 144(28.8) 177(35.4) 5.73 1.37

Anti-competitive Behaviour 22(4.4) 8(1.6) 13(2.6) 46(9.2) 123(24.6) 133(26.6) 155(31.0) 5.52 1.51

Compliance with laws 11(2.2) 4(0.8) 11(22) 26(5.2) 90(18.0) 133(26.6) 225(45.0) 5.96 1.31

Supplier Impacts 15(3.0) 4(0.8) 11(2.2) 47(9.4) 117(23.4) 144(28.8) 162(32.4) 5.65 1.38

Grievance channel for Impacts 16(3.20) 7(1.4) 9(1.8) 48(9.6) 119(23.8) 128(25.6) 173(34.6) 5.65 1.43

Attribute mean 5.72 1.39

Social Product Responsibility

Customer Health and Safety 5(1.0) 3(0.6) 7(1.4) 21(4.2) 79(15.8) 112(22.4) 273(54.6) 6.19 1.15

Product and Service Labelling 12(2.4) 5(1.0) 5(1.0) 32(6.4) 109(21.8) 123(24.6) 214(42.8) 5.89 1.32

Marketing Communications 17(3.4) 4(0.8) 8(1.6) 32(6.4) 114(28.8) 114(28.8) 181(36.2) 5.76 1.38

Customer Privacy 8(1.6) 4(0.8) 8(1.6) 22(4.4) 81(16.2) 130(26.0) 247(49.4) 6.08 1.22

Product standards compliance 8(1.6) 6(1.2) 6(1.2) 17(3.4) 74(14.8) 146(29.2) 243(48.6) 6.11 1.21

Attribute mean 6.01 1.25
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