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Objectives

The current study explores Generation MZ employees' perception of and attitude toward CSR. More specifically,
it examines how young employees in their mid—20s and early—30s define CSR in general and how they
evaluate the CSR activities of their employers in addition to their future expectations.

Methods
The study used in—depth interviews with 10 employees from mid—sized to large corporations.

Results

The results show that the participants emphasized corporate responsibility for internal stakeholders, whereas
they lacked a clear understanding of CSR. They expected more investment and engagement in CSR from
their companies, along with more employee benefits and organizational changes.

Conclusions

This study expands on the theoretical framework of the existing CSR research by examining the meaning
of CSR from a young employee’'s perspective, It also suggests that organizations need to understand the
perception and attitude of their employees toward corporate responsibility in order to develop a more effective
CSR strategy for their internal stakeholders.

KEYWORDS CSR Internal Communication, Employee, Employee Relations, In—depth Interview,
MZ Generation
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