
S I L E S I A N  U N I V E R S I T Y  O F  T E C H N O L O G Y  P U B L I S H I N G  H O U S E  

 

SCIENTIFIC PAPERS OF SILESIAN UNIVERSITY OF TECHNOLOGY 2025 

ORGANIZATION AND MANAGEMENT SERIES NO. 217  

http://dx.doi.org/10.29119/1641-3466.2025.217.12  http://managementpapers.polsl.pl/ 

THE ROLE OF EMPLOYEE TRUST IN BUILDING CORPORATE 1 

SOCIAL RESPONSIBILITY IN MODERN ENTERPRISES  2 
Aleksandra KĘP KA – T he role of employee trus t in build ing corporate social responsib ility in modern enterprises  3 

Aleksandra KĘPKA  4 

University of Bielsko-Biala; d21@student.ebb.edu.pl, ORCID: 0009-0001-4652-1923 5 

Purpose: The aim of the article is to explore the role of employee trust in building corporate 6 

social responsibility in modern enterprises and to understand how trust influences the percep-7 

tion of a company's image. 8 

Design/Methodology/Approach: The research method used in the article is a systematic litera-9 

ture review. 10 

Findings: The findings respond to the research questions formulated based on the objectives 11 

of the study, allowing for the drawing of general conclusions. 12 

Research limitations/Implications: A key drawback of this study is the limited availability 13 

of relevant literature, along with the fact that much of the research has been conducted primarily 14 

in Asia. Future research should consider searching other databases with the same keywords or 15 

adding new combinations to the already searched databases to gather more literature and better 16 

understand the topic, which is also highlighted later in the methodology section.  17 

Practical Implications: The practical implications emphasize the importance of authentic en-18 

gagement in socially responsible activities and suggest active involvement in long-term CSR 19 

initiatives, transparent communication of actions, and the inclusion of employees in decision-20 

making processes related to social responsibility. 21 

Originality/Value: The article compiles and summarizes the latest research related to corporate 22 

social responsibility (CSR) and employee trust. It is based on a systematic literature review 23 

covering the period from January 2010 to April 2024. The aim is to demonstrate that employee 24 

trust is not only a value in itself but also an invaluable component that enhances all CSR activi-25 

ties. The article is primarily targeted at managers, but it is also relevant for employees and other 26 

external stakeholders. It includes practical business guidelines derived from the research find-27 

ings. 28 

Keywords: Employee trust, social responsibility, CSR, the role of employee trust in CSR 29 

activities  30 

Category of the paper: literature review.  31 



180 A. Kępka 

1. Introduction   1 

The concept of Corporate Social Responsibility (CSR) has gained popularity over the past 2 

several years, both in academic discussions and in business practice. Howard R. Bowen (1953), 3 

one of the pioneers of the concept of CSR, defined it as “the obligations of businessmen 4 

to pursue policies, make decisions, or follow lines of action which are desirable in terms of 5 

the objectives and values of our society” (Carroll, 1999). In contemporary times, society is 6 

becoming increasingly aware of how human and industrial activities impact the environment 7 

and the quality of social life. Consequently, in the face of growing social and economic 8 

expectations, corporate social responsibility has become a crucial element of business strategies 9 

worldwide. Stakeholders increasingly expect businesses to fulfill complex promises and build 10 

a solid reputation as socially responsible entities. The Covid-19 pandemic underscored the im-11 

portance of employee trust, with employers largely responsible for ensuring appropriate 12 

working conditions and safeguarding employees' health and safety. The significance of trust for 13 

an organization's success is undeniable; only the degree to which it affects the success of 14 

a company is subject to discussion (Grudzewski et al., 2009). Trust is a result of how managers 15 

treat their employees. R. Rosenthal wrote that the less a manager trusts themselves, the less 16 

likely they are to inspire trust in others (Birkenbihl, 1998, p. 121). Credibility and acceptance 17 

are the foundations of trust, and the more credible a company is, the greater social trust 18 

it inspires and the greater its impact (Maxwell, 1999, p. 56). 19 

Studies conducted in 2019 by the Knight Commission on Trust, Media and Democracy 20 

(Knight Commission, 2019) demonstrate that the presence of trust leads to numerous positive 21 

outcomes, as societies with higher levels of trust respond better to crises. Another study 22 

(Edelman, Trust, Barometer, 2020) revealed that no institution—from businesses and govern-23 

ments to non-profits and media—was perceived as both ethical and competent, nor were any 24 

regarded as honest. This illustrates the difficulty any institution faces in gaining societal trust 25 

today. Thus, businesses should prioritize both their internal and external stakeholders, particu-26 

larly valuing the trust they have already earned.  27 

At the core of the social responsibility concept is, or should be, employee trust, as employ-28 

ees are a valuable asset and should be the foundation of CSR activities. This article, grounded 29 

in a systematic literature review, aims to explore the role of employee trust in building corporate 30 

social responsibility in modern enterprises and to understand how trust influences the percep-31 

tion of a company's image. Additionally, the article seeks to highlight the importance of emplo-32 

yee trust as a strategic resource that can contribute to the sustainable development and success 33 

of a business within the context of social responsibility. Through the analysis of available re-34 

search and literature, the article aims to demonstrate that employee trust is not only valuable 35 

in itself but also an invaluable component that bolsters all CSR activities. The hypotheses for-36 

mulated for the purpose of this article are as follows: 37 
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• employee trust in the organization plays a key role in the implementation of CSR 1 

strategies, 2 

• lack of employee trust in the organization can undermine the credibility and 3 

effectiveness of CSR activities, 4 

• companies that do not include their employees in CSR activities risk losing their image 5 

and the trust of external stakeholders. 6 

2. Literature review - the concept of corporate social responsibility 7 

and trust 8 

Howard R. Bowen first introduced the concept of social responsibility in 1953. He argued 9 

that an organization is more than just profit and should be committed to taking actions that 10 

benefit society as well. It is a way of operating, a foundation that creates morality in the ap-11 

proach to its stakeholders (Kantor, 2021; Karwacka, 2016). Soon after, Chester L. Bernard 12 

addressed CSR, positing that corporate responsibility starts with individual values, which are 13 

then translated to the organizational level. He divided responsibility into two types: internal and 14 

external. The first relates to employees, management, and shareholders, meaning stakeholders 15 

who create the company's values and interact with it daily. The second, external responsibility, 16 

relates to society, the government, competitors, and non-governmental organizations (Bernard, 17 

1958; Nieradzik, 2017). 18 

Another well-known definition of CSR indicates that "corporate social responsibility en-19 

compasses economic, legal, ethical, and discretionary expectations that society has of organi-20 

zations at a given point in time" (Farooq et al., 2014; based on Carroll, 1979). McWilliams and 21 

Siegel (2001) define CSR as "actions that promote social good beyond the interests of the firm 22 

and legal requirements." Thus, social responsibility is associated with selfless actions that orga-23 

nizations engage in to contribute to society's development and environmental protection. 24 

A socially responsible company should focus on three dimensions of responsibility: economic, 25 

social, and environmental (Yadav et al., 2018). 26 

Various definitions of CSR exist in the literature, and the concept continues to evolve. 27 

The European Commission defined CSR as “the responsibility of enterprises for their impacts 28 

on society” and stated that the first step enterprises should take to be socially responsible 29 

is to comply with applicable laws and collective agreements between social partners. To fully 30 

realize social responsibility, enterprises should undertake and integrate actions concerning so-31 

ciety, the environment, ethics, and human rights and consumer concerns. In the European Com-32 

mission's communication outlining the renewed EU strategy for 2011-2014, ISO 26000 is listed 33 

as one of the three key documents recommended for implementing social responsibility 34 

(European Commission, 2011). This standard defines an organization's readiness to consider 35 



182 A. Kępka 

environmental, social, and economic issues when making decisions and actions, with account-1 

tability for their impact being a fundamental characteristic of social responsibility. This means 2 

that an enterprise decides to act ethically and transparently in accordance with applicable laws 3 

and international standards, while also considering social responsibility in all actions and 4 

responding to stakeholder needs and expectations (Odkrywając ISO 26000 - Gov.pl Portal). 5 

Corporate social responsibility (CSR) has become a popular topic in recent years not only 6 

among academics but also among practitioners, especially regarding an organization's respon-7 

sibility to its stakeholders. In 2020, the consulting firm Porter Novelli conducted research that 8 

showed that nearly 90% of employees believe that it is no longer acceptable for companies 9 

to exist solely to make money. Modern enterprises should also positively impact society and 10 

engage in activities that contribute to its development (77%) (Cogswell, Adams, 2023). 11 

This illustrates the importance for enterprises to pay attention to their employees and strive to 12 

build relationships based on respect and trust. 13 

Trust, similar to the concept of social responsibility, captures the interest of researchers 14 

across various disciplines. It is a dynamic phenomenon that evolves over time, increasing with 15 

use and decreasing when neglected, indicating that trust can develop over time but can also 16 

regress (Atkinson, Butcher, 2003; Lewicka et al., 2016). Trust is a fundamental organizational 17 

value necessitating strong ethical foundations (Bugdol, 2015). It can be conceptualized 18 

as a mental structure comprising various beliefs (Yan et al., 2022). Although trust can be defi-19 

ned in many ways, a particularly noteworthy definition characterizes it as “the willingness to 20 

be vulnerable to others whose behavior we cannot control” (Hansen et al., 2011). Furthermore, 21 

trust is considered a dynamic mutual relationship in which an individual exhibits faith in the 22 

reliability and integrity of the other party in an exchange (Sakdanuwatwong, 2020) and is wil-23 

ling to be vulnerable, believing that the other party will not fail them. Its key elements include 24 

commitment, kindness, responsibility, honesty, and fairness. The presence of these elements 25 

in an organization is assumed to likely build trust among employees and stakeholders (Yadav, 26 

Singh, 2016). 27 

The literature points to trust as a key factor for organizational success, facilitating business 28 

transactions and increasing customer satisfaction and loyalty (Schwabe, 2023). It is an essential 29 

factor supporting significant organizational changes and enabling crisis survival, making it cru-30 

cial to create an atmosphere conducive to building trust in the enterprise (Barney, Hansen, 1994; 31 

Schwabe, 2023). Socially responsible actions can certainly help in this regard. Companies that 32 

strive to adhere to corporate social responsibility (CSR) practices show or should show a moral 33 

obligation to protect employees from hazardous factors. They should also go beyond traditional 34 

CSR perceptions, focusing on social initiatives that prioritize employees' well-being, whose 35 

satisfaction with company policies reveals its true intentions (Vveinhardt, Andriukaitiene, 36 

Vienazindiene, 2018). 37 

Organizational trust concerns how employees perceive the overall credibility and reliability 38 

of the organization and serves as a mediating factor between corporate social responsibility and 39 
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its reputation, indicating that higher trust levels correlate with higher reputation growth. Many 1 

companies use CSR practices to increase trust among employees. The interconnections between 2 

CSR, organizational trust, and company reputation can significantly impact sustainable outco-3 

mes. As studies show, gaining trust is difficult, so companies should care for and focus on buil-4 

ding it, as it is crucial for survival in a dynamically changing market (Yan et al., 2022). In most 5 

cases, it is assumed that there are straightforward relationships, such as employee trust affecting 6 

customer trust. To build and maintain trust, transparent policies and dialogue are necessary. 7 

Organizations that apply the CSR concept build trust among employees and customers. Some 8 

employees believe that the organization should act ethically, even without social control. 9 

Employees think that organizations are part of society and must remember this when conducting 10 

any actions. It is also anticipated that organizations using CSR to build marketing strategies 11 

may lose their trust in the future (Bugdol, 2015). 12 

3. Research methodology  13 

For the purpose of this article, the author uses a systematic literature review method. 14 

This approach allows for a comprehensive, reliable, and objective understanding of the topic 15 

by analyzing existing studies and publications on the chosen subject. The author focused on 16 

two databases: SCOPUS and EBSCO. These databases were chosen because they are widely 17 

recognized as reliable sources of scientific information and contain numerous articles from 18 

various fields, allowing for an in-depth understanding of the topic. The keywords used for the 19 

literature search were: "employee trust," "CSR," and "social responsibility," which helped 20 

identify the most relevant articles related to employee trust and corporate social responsibility. 21 

These keywords were chosen for their direct relevance to the research questions, which are as 22 

follows: 23 

• What role does employee trust in the organization play in building CSR? 24 

• Is it possible for a company to be truly socially responsible without employee trust? 25 

• Do companies that do not consider their employees in their CSR activities risk long-26 

term reputation and trust losses from external stakeholders? 27 

When searching the selected databases, the following pairs of keywords were used: "emplo-28 

yee trust" and "CSR" as well as "employee trust" and "social responsibility." The articles 29 

analyzed were from the years 2010 to 2024. The factor that prompted the author to use this time 30 

range is the fact that the international standard ISO 26000, which contains guidelines on 31 

the fundamental principles of social responsibility, its recognition, and stakeholder engage-32 

ment, was published in 2010. The author also believes that this time range allowed for the 33 

inclusion of the latest research and trends in the field of employee trust and corporate social 34 

responsibility. The literature review was conducted in several stages, including literature 35 
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identification, selection, quality assessment, data extraction, and synthesis. The number of 1 

articles analyzed after removing duplicates and combining databases is 22, as shown in the table 2 

below. 3 

Table 1.  4 

Number of Articles After Applying Restrictions  5 

N
o

. 

Details 

EBSCO SCOPUS 

„
em

p
lo

y
ee

 t
ru

st
”

„
cs

r”
 

„
em

p
lo

y
ee

 t
ru

st
”

  

„
so

ci
a

l 
r
es

p
o

n
si

b
il

it
y

”
 

„
em

p
lo

y
ee

 t
ru

st
”

„
cs

r”
 

„
em

p
lo

y
ee

 t
ru

st
”

  

„
so

ci
a

l 
r
es

p
o

n
si

b
il

it
y

”
 

1 Number of articles after applying restrictions (i.e., keywords, time range) 7 9 12 18 

2 Number of articles after excluding duplicates in each database 9 18 

3 Articles marked as useless – duplicate works 5 

4 Final database 22 

Source: Own elaboration based on a systematic literature review conducted in May 2024. 6 

The table shows that the topic of employee trust combined with corporate social responsi-7 

bility (CSR) is not heavily explored by researchers, highlighting a research gap. However, 8 

the chart below, which shows the number of publications over the years, reveals an interesting 9 

trend. As can be observed, there has been an increase in publications related to employee trust 10 

and CSR after 2020. The projected trend line indicates growing interest in the topic of employee 11 

trust combined with corporate social responsibility, suggesting an expected rise in researchers' 12 

interest and the number of publications on this subject. This confirms that the Covid-19 pan-13 

demic has had, or continues to have, an impact on organizations' attitudes towards employees, 14 

with employees expecting more attention and care from their employers. Research also shows 15 

that employee trust, in building social responsibility and carrying out related activities, 16 

is significantly linked to these efforts. In the long run, it positively affects performance, loyalty, 17 

engagement, as well as the company's reputation and image in the eyes of the public.  18 

Upon analyzing the articles, it becomes apparent that researchers have examined different 19 

sectors across various cultures, which may distort the results. A researcher conducting the same 20 

studies in the same industry but in a different region of the world may obtain entirely different 21 

results than their colleague, as countries and communities vary in culture, behavior patterns, 22 

beliefs, religious practices, organizational cultures, and political systems. Each of these factors 23 

influences employee behavior and trust in the organization, as well as CSR-related activities. 24 

As previously mentioned, the author had 22 articles to analyze, but full access to some of them 25 

was not possible, which may negatively impact the results and is a weak point of the article.  26 
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Future research should consider exploring other databases with the same keywords or incur-1 

porating new keyword combinations into already searched databases to gather more literature 2 

and better understand the topic. The topic of employee trust and its impact on corporate social 3 

responsibility is certainly an underexplored area requiring further investigation to obtain more 4 

accurate results. Future studies should investigate whether employee trust in the organization 5 

at the time of implementing socially responsible concepts and actions affects their success and 6 

whether it is easier to implement these actions in companies that already have employee trust 7 

compared to those that struggle with it. Additionally, it is worth examining which initiatives—8 

whether directed at external or internal stakeholders—have a greater impact on building em-9 

ployee trust, engagement, and organizational performance, as well as which CSR activities have 10 

the most significant impact on increasing employee trust. Furthermore, it is essential to consider 11 

whether education, job position, and the distance from the workplace affect the assessment 12 

of the effectiveness of socially responsible actions undertaken by the organization. 13 

  14 

Figure 1. Number of publications in the SCOPUS and EBSCO databases using the keywords “employee 15 
trust”, “CSR”, and “social responsibility” from 2010 to 2024.  16 

Source: Own elaboration based on a systematic literature review conducted in May 2024.  17 

4. Results - employee trust and corporate social responsibility in research 18 

Studies show that CSR activities not only build trust among employees but also enhance 19 

the overall corporate reputation of the company. For instance, employees who perceive a strong 20 

CSR orientation in their organization are more likely to build trust in the company, thereby 21 
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improving its corporate reputation (Yadav et al., 2018). Similarly, Tangngisalu et al. (2020) 1 

found that the combination of optimal corporate social responsibility (CSR) and organizational 2 

justice positively affects employee trust and the company's reputation. Yan X. et al. (2022) also 3 

show that organizations that care for both the safety and needs of their employees can count 4 

on greater loyalty and satisfaction. This translates into a higher reputation among the public, 5 

as employees praise their workplace outside its walls. Makhdoom and Anjum (2016) also found 6 

that companies engaging in socially responsible activities meet the expectations of a wide range 7 

of stakeholders, who base their decisions on interactions with them thanks to the positive image. 8 

Cogswell and Adams (2023), in their study of employees in southern Louisiana, show that CSR 9 

activities aimed at employees can have a greater impact on employee trust and identification 10 

than CSR initiatives focused on the community. This may be because CSR activities directed 11 

at internal stakeholders not only build their trust but also signal care for them and their well-12 

being, affecting their sense of security. Similar to Hansen et al. (2011), research by Reichert 13 

and Sohn (2022) highlights the positive relationship between CSR activities and trust. Their 14 

study shows that organizational engagement in socially responsible initiatives not only increa-15 

ses employee trust in the company but also leads to increased employee engagement and 16 

a greater willingness to reciprocate towards the organization. This positively influences beha-17 

viors such as organizational citizenship and reduces turnover intentions. Studies by Aguilera 18 

et al. (2007), Rodrigo and Arenas (2008), and De Roeck and Maon (2018) also confirm that 19 

company engagement in CSR practices increases employee trust in the organization, thereby 20 

increasing their engagement. 21 

Moreover, studies have shown a strong correlation between increased employee trust 22 

in directors and the adoption of corporate social responsibility programs (Hussain et al., 2023). 23 

Employees who perceive their employer's socially responsible actions positively and feel that 24 

these actions serve both them and the organization are more likely to trust their superiors (Tan-25 

gngisalu et al., 2020). El Ghoul et al. (2011) also found that when a company engages in chari-26 

table activities as part of its CSR strategy, the manager responsible for implementing the control 27 

system is perceived as more trustworthy compared to scenarios without corporate donations. 28 

This indicates that a company's charitable actions can elicit positive reactions from its internal 29 

stakeholders. Additionally, it is worth noting that investors respond positively to companies 30 

engaged in CSR activities, consequently lowering the cost of capital for these companies (El 31 

Ghoul et al., 2011), even if the impact of donations on charitable causes is relatively modest 32 

compared to scenarios without corporate donations. Fehrler and Przepiórka (2013) point 33 

to a positive correlation between charitable donations and the perceived credibility of the donor, 34 

where donations lead to increased trust in the donor by those observing the act (Reichert, Sohn, 35 

2022). Increased trust in superiors can translate into improved employee perceptions of 36 

the company, as well as their satisfaction and performance (Tangngisalu et al., 2020). 37 

Employee trust is significantly linked to the CSR reputation of an organization, and employ-38 

ees' trust in a given organization increases when they perceive that the CSR activities conducted 39 
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by the organization align with their values and beliefs (Hebo, Xuexiao, Guangsen, 2024). How-1 

ever, it is worth noting, when examining and drawing conclusions, that education should be 2 

considered. A study conducted on automotive industry employees in India found that indivi-3 

duals with higher education had less trust and a lower opinion of their workplace compared to 4 

those with lower education. According to researchers, this may indicate that higher-educated 5 

individuals in higher positions have greater awareness and demands regarding their employer, 6 

or that living in different regions of India, they have not experienced CSR activities (Yadav 7 

et al., 2018). According to social exchange theory, CSR initiatives build employee trust in the 8 

organization through mutual changes (Hebo, Xuexiao, Guangsen, 2024). Studies show that trust 9 

gained through CSR activities impacts employee behaviors and precedes their satisfaction 10 

(Kim, Gatling, 2019; Hebo, Xuexiao, Guangsen, 2024). Moreover, cooperation also has a signi-11 

ficant and beneficial impact on employee trust (Reiter, Tzafrir, 2021). When a high level 12 

of employee trust accompanies the correlation between the company's reputation and perfor-13 

mance, the implementation of transparent CSR practices may be most optimal (Tangngisalu 14 

et al., 2020). Organizations that prioritize CSR serve as "trustees" for all stakeholders, including 15 

employees who closely monitor the organization's ethical actions. Research conducted by Han-16 

sen confirmed Rupp's theory, which suggested that the relationship between corporate social 17 

responsibility (CSR) performance and financial performance can partially operate through 18 

the development of employee trust in the organization. CSR initiatives can directly impact indi-19 

vidual employee performance, favoring the organization because employees who perceive their 20 

organizations as socially responsible usually develop trust in their organizations, which leads 21 

to improved performance (Hansen et al., 2011), as confirmed by later research conducted 22 

in 2020 by Tangngisalu J. et al. It is also worth emphasizing the importance of CSR reporting, 23 

as it positively influences both the improvement of corporate reputation and employee trust, 24 

as well as customer satisfaction. This increases brand value, employee awareness of CSR, and 25 

improves communication with stakeholders (Kuo et al., 2016). Research conducted on tourism 26 

industry organizations showed that ethical leadership strengthens the relationship between trust 27 

and ecological behavior intentions (Ali, Hassan, 2023). Other research conducted on employees 28 

of telecommunications companies in Malaysia found that organizations can increase their profi-29 

tability by adapting to business models where human values, both emotional and spiritual, are 30 

significant (Wahid, Mustamil, 2017). Studies show that the more responsible and ethical a com-31 

pany's actions, the more trust they generate among employees (Yadav, Singh, 2016), and that 32 

employee trust is an important mediating factor in the relationships between social, environ-33 

mental, corporate governance duties, personal risk management, and effective organizational 34 

management (Duong, Hai Thi Thanh, 2022). 35 

The way employees perceive corporate social responsibility, including philanthropic, ethi-36 

cal, and environmental responsibility, has a direct impact on their trust in the organization, 37 

its leadership, and its performance. This is because employees perceive organizations engaging 38 

in socially responsible activities more positively, experiencing an increase in self-esteem and 39 
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pride in their association with the company, and feeling that their organization also benefits 1 

stakeholders. Similar results were obtained by Hansen et al. (2011), Yu and Choi (2014), and 2 

Yadav et al. (2018), who also noticed a positive relationship between the perception of CSR 3 

and employee trust. Employees usually believe in the credibility of their organization when they 4 

can align with a socially responsible leader and company. This shows that employees' positive 5 

perception of CSR, based on the organization's focus on profit while considering its impact 6 

on the environment and society, contributes to building trust in their leaders and the organiza-7 

tion (Sakdanuwatwong, 2020). Given that organizational trust is the belief that employees have 8 

that their company's future actions will benefit them, it is essential that this trust is a direct result 9 

of CSR initiatives, the effect of which should be increased employee engagement in the orga-10 

nization. Actions taken by the organization that positively affect the community and its well-11 

being encourage employees to reciprocate and maintain a sense of solidarity. This shows that 12 

CSR initiates a social exchange between the enterprise and its employees, leading not only to 13 

trust but also to organizational engagement. Molm et al. (2000) had a similar view, as according 14 

to social exchange theory, when the organization is fair, kind, and cares for its employees, 15 

it encourages their reciprocity and trust (Farooq et al., 2014). 16 

Based on the analyzed articles and their results, the research questions can be answered 17 

as follows:  18 

• What role does employee trust in the organization play in building CSR? Employee 19 

trust in the organization can be a driving force that motivates and enables the imple-20 

mentation of CSR strategies and indicates the organization's readiness to adopt such 21 

practices. It is an important factor in building social responsibility, and in the long run, 22 

without it, companies will face challenges in effectively implementing CSR and reaping 23 

its benefits. Studies show that companies engaging in CSR activities increase employ-24 

ees' trust in the organization, which in turn leads to greater employee engagement and 25 

loyalty, as well as a willingnes to reciprocate and improve individual employee perfor-26 

mance, consequently positively impacting the entire organization. It is also worth em-27 

phasizing that employee trust and their positive opinion affect the organization's image 28 

in the surrounding community, as well as among suppliers and customers. 29 

• Is it possible for a company to be truly socially responsible without employee trust? 30 

Trust is often deemed essential for authentic CSR actions, and its absence can 31 

undermine their credibility and effectiveness. While a company can engage in CSR 32 

activities without employee trust, it must be aware that their effectiveness will be 33 

limited. In contemporary times, and especially after the Covid-19 pandemic, the goal of 34 

social responsibility should be employee trust, without which a company cannot be 35 

considered truly socially responsible, as it lies at the core of this concept and affects 36 

the entire organization. Studies show that the more responsible and ethical CSR 37 

activities are, the more they inspire employee trust. They also show that the closer CSR 38 
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activities are to employees, the greater their trust in the organization; therefore, 1 

if a company cannot earn this trust, it cannot be considered truly socially responsible. 2 

• Do companies that do not consider their employees in their CSR activities risk 3 

losing the trust and reputation among external stakeholders in the long run? 4 

Relationships with employees often reflect the overall approach of the company to CSR 5 

and can have long-term consequences for its reputation. It is also worth noting that there 6 

are studies proving that employee trust translates into customer trust, confirming how 7 

important an employee is to their employer, and that without their trust, a company can 8 

lose a lot, not only in terms of image and credibility in the eyes of employees but also 9 

in the eyes of external stakeholders. The lack of CSR activities directed towards 10 

employees may be perceived by external stakeholders as an attempt to deceive and mask 11 

the company's true intentions, and the CSR activities conducted by the company without 12 

considering its employees may be seen as purely symbolic and marketing efforts aimed 13 

at improving the image, which could result in the opposite effect. Employees are key 14 

stakeholders, and their perception of the company and engagement in CSR activities 15 

significantly impact the overall reputetion of the company. Therefore, companies that 16 

do not include their employees in CSR activities risk losing the trust and reputation 17 

among external stakeholders, as well as potential financial losses. 18 

5. Discussion and conclusions  19 

The analysis of research on employee trust and corporate social responsibility (CSR) de-20 

monstrates that these two concepts are closely related. Research findings indicate that CSR 21 

activities not only strengthen employee trust but also enhance the company's overall corporate 22 

reputation. Employee trust, in turn, plays a crucial role in the implementation of CSR strategies 23 

and impacts the perceived authenticity of socially responsible actions in the eyes of external 24 

stakeholders. However, researchers have analyzed various sectors in different cultures, which 25 

may result in diverse findings. It is possible that a researcher conducting similar studies in ano-26 

ther industry or region of the world may obtain different results due to cultural differences, 27 

behavior patterns, religion, organizational culture, and political system, among other factors. 28 

The author analyzed 22 articles, but full access to some of them was not obtained, which 29 

may negatively impact the results and constitutes a limitation of this article. Future research 30 

should consider searching other databases or incorporating new keyword combinations to ob-31 

tain more comprehensive literature and better understand the topic. Future studies should focus 32 

on whether employee trust in the organization at the time of implementing CSR activities affects 33 

their success and whether it is easier to implement these activities in companies that already 34 

have employee trust. Additionally, it is worth investigating which CSR initiatives—whether 35 
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directed at external or internal stakeholders—have a greater impact on building employee trust, 1 

engagement, and organizational performance. Another aspect to consider is education, job 2 

position, and the distance from the workplace. Research by Yadav et al. (2018) showed that 3 

people with higher education have less trust in their workplace than those with lower education. 4 

This may be due to greater awareness and expectations towards the employer or regional diffe-5 

rences in CSR experiences. 6 

The conclusions drawn from the analyzed literature are as follows: 7 

• Role of Trust: Employee trust is crucial for building corporate social responsibility and 8 

is essential for the authenticity of CSR activities. Employee trust acts as a mediator 9 

between CSR activities and the organization's reputation. 10 

• CSR and Reputation: CSR activities that focus on employees positively impact 11 

building their trust, which can translate into an increased company reputation in the eyes 12 

of external stakeholders, thereby improving the organization's image. 13 

• Impact of CSR on Employees: CSR initiatives can lead to increased employee trust, 14 

which can positively affect behaviors and attitudes such as organizational citizenship 15 

behaviors and reduced turnover. They can also enhance job satisfaction and make 16 

employees proud of their employer, who actively and sincerely engages in socially 17 

responsible actions and supports both them and the local community. Socially 18 

responsible actions positively impact employee engagement and loyalty. 19 

• Impact on Financial Performance: CSR initiatives, by building employee trust and 20 

engagement, can positively affect the company's financial performance. 21 

• Educational Differences: Trust in the company and its socially responsible actions may 22 

vary depending on the employees' education. Employees with higher education may 23 

have greater expectations regarding CSR activities. 24 

• Building Trust in Supervisors: Ethical leadership that supports CSR initiatives 25 

positively influences trust in supervisors (managers, directors, leaders). 26 

• Management Implications: Research suggests that companies, and more specifically 27 

supervisors/managers, should strive to build trust among employees to fully leverage 28 

CSR investments and improve company performance and employee engagement. 29 

In summary, corporate social responsibility activities are crucial for building trust and 30 

the company's reputation. Employees who see their employer engaging in ethical and socially 31 

responsible practices are more engaged, loyal, and have greater trust in their supervisors. Com-32 

panies that effectively communicate and implement CSR activities can expect better reputations 33 

among customers and investors, which, in the long run, translates into better financial perfor-34 

mance. Future research should focus on further analyzing these relationships to better under-35 

stand the mechanisms of CSR actions and their impact on trust and the company's image. 36 
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6. Practical implications  1 

Below are several practical applications of the obtained results in business: 2 

Building Trust: 3 

• Engagement in CSR: Companies should actively engage in corporate social 4 

responsibility activities to build employee trust. When employees feel that their 5 

employer cares about their needs, society, and the environment, they become more loyal 6 

and engaged. However, it is important to ensure that the company's actions are not 7 

merely symbolic but have a genuine impact on working conditions, employee well-8 

being, or improving the lives of the local community and protecting the environment. 9 

Otherwise, the company may lose both the trust it has already gained and its reputation. 10 

• Transparency and Communication: Regular, transparent, and effective reporting 11 

of CSR activities increases the level of trust and loyalty among both internal stake-12 

holders, such as employees, and external stakeholders, such as customers. 13 

Improving Reputation: 14 

• Long-term CSR Initiatives: Effective and genuine CSR activities can significantly 15 

improve the company's image among both internal and external stakeholders. 16 

Employees who take pride in their workplace's involvement in socially responsible 17 

actions praise it outside the company's walls, contributing to its positive perception by 18 

society. 19 

• Ethical Leadership: Supervisors should set an example of ethical behavior and actively 20 

support CSR initiatives, thereby increasing trust in the company and its leadership. 21 

Impact on Financial Performance: 22 

• Reducing Operating Costs: Socially responsible actions can lead to more efficient 23 

management of the organization's resources, ultimately reducing operating costs. 24 

• Increased Loyalty and Productivity: CSR activities build employee trust, leading to 25 

greater loyalty and reduced turnover, thereby lowering costs associated with hiring new 26 

employees, such as recruitment and training. 27 

Employee Engagement: 28 

• Collaboration: Companies should involve employees in decision-making processes 29 

regarding socially responsible actions so that they feel they have an impact on the 30 

direction of these actions and can identify with them. This increases their sense of 31 

belonging and responsibility. 32 

• Education and Development: Companies should educate their employees about 33 

the impact and importance of CSR activities on society and the organization, thereby 34 

increasing employee engagement. 35 

 36 

 37 



192 A. Kępka 

Relations with Stakeholders: 1 

• Communication Strategies: Companies should develop communication strategies that 2 

highlight their commitment to socially responsible actions, thereby increasing stake-3 

holder trust. 4 

• CSR Reporting: Companies should regularly publish reports on their CSR activities, 5 

which can positively impact the company's reputation and image and increase attractive-6 

ness to both investors and customers. 7 
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