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Abstract: This study explores the influence of demographic factors—age, gender, and 

occupation—on employees’ perceptions of crisis management and corporate social 

responsibility (CSR). Using ANOVA analysis, the research evaluates how these factors 

impact opinions on organizational crises, management performance, communication 

strategies during crises, and the role of CSR in business operations. The findings indicate 

that occupation significantly affects perceptions of management crises and CSR initiatives, 

while age and gender have minimal impact. The study highlights the need for organizations 

to adopt tailored approaches to crisis management and CSR, considering diverse 

occupational perspectives. It also emphasizes that strategic crisis response and CSR 

integration are essential for business resilience and sustainability. Future research could 

explore the impact of cultural and sectoral differences, as well as the influence of digital 

transformation and ESG practices. These insights will help organizations enhance their 

global impact through adaptive crisis management and socially responsible practices.   
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INTRODUCTION 

The use of social media in learning environments has profoundly transformed how 

students and educators interact, access information, and participate in educational activities. 

In recent years, the increasing integration of social media tools in educational systems has 
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sparked debates on its positive and negative impacts on learning outcomes. Social media 

platforms offer new opportunities for collaboration, resource sharing, and engagement, while 

also presenting challenges related to content quality, attention span, and exposure to harmful 

material. 

Mokgalo, Njoroge, and Musikavanhu (2022) discuss the role of blended learning tools 

supported by social media in fostering student engagement and interaction, particularly 

during emergency teaching, such as the COVID-19 pandemic. Blended learning, which 

combines traditional classroom methods with digital tools, has gained momentum as it 

provides a flexible and interactive learning environment. Social media platforms, such as 

Facebook, Twitter, and Instagram, are increasingly being used as educational tools, helping 

students share ideas, collaborate on projects, and stay connected with their peers and 

educators. These platforms offer an avenue for students to access real-time information and 

engage in discussions, which can enhance their learning experience. 

The use of social media in learning is not without challenges. One of the significant 

concerns is the exposure to harmful content online. Näsi et al. (2015) explore how exposure 

to online hate material can affect social trust, particularly among youth. The study highlights 

that while social media is a powerful tool for communication and learning, it can also expose 

students to negative and harmful content, such as online bullying, hate speech, and 

misinformation. This exposure can have detrimental effects on students’ emotional well-

being and trust in online information sources, which may hinder their learning process. 

Despite these challenges, the digital age has expanded the scope of how knowledge is 

organized and accessed. Zhou et al. (2024) propose a framework for the organization of 

multimodal archive resources using deep learning techniques, emphasizing the potential for 

artificial intelligence to manage vast amounts of educational content. This approach points 

to the growing intersection between social media, artificial intelligence, and education. With 

more institutions adopting digital tools, the role of social media in managing and 

disseminating knowledge has become critical in supporting modern educational systems. 

However, this also raises questions about the long-term impact of relying heavily on digital 

tools for learning. 

Lu, Tian, and Chiu (2024) address the paradoxical situation in which public libraries, 

which have traditionally been centers of learning and knowledge dissemination, are now 

facing declining attendance in the digital age. Despite the wealth of information available 

online, many people are not attending public library programs. This reflects the growing 

preference for digital resources and social media over traditional learning spaces, even 

though libraries still play an essential role in providing structured educational opportunities. 

In addition to affecting how knowledge is accessed, social media has also influenced 

leadership and communication within learning environments. Reilly and Turcan (2023) 

discuss the conundrum of authenticity in leadership, especially in a digitalized world where 

information is easily manipulated. The way educators and institutional leaders communicate 

with students through social media impacts trust and engagement. Authenticity in 

communication becomes crucial in maintaining a positive educational environment, 

ensuring that students feel supported and understood in an era of information overload. 

 Social media has facilitated the sharing of tacit and explicit knowledge within 

organizations, contributing to both exploratory and exploitative innovations. Berraies, 

Hamza, and Chtioui (2021) highlight the role of distributed leadership in promoting 

knowledge sharing through social media platforms, which can support innovation and 

creativity in educational contexts. This aligns with the broader trend of using social media 

not only for learning but also for fostering collaboration, leadership, and knowledge 

exchange in educational and professional environments. 

 The use of social media in learning offers both opportunities and challenges. It 

promotes collaboration, engagement, and access to vast amounts of information, which can 

enhance the learning experience. However, it also presents risks related to content quality, 
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exposure to harmful material, and the erosion of traditional learning spaces. As educators 

and institutions continue to integrate social media into educational practices, it is crucial to 

address these challenges while leveraging the potential of digital tools to create an enriched, 

authentic, and supportive learning environment. The future of education lies in finding the 

balance between the benefits of social media and mitigating its risks to ensure that learning 

remains effective and inclusive. 

 

METHOD 

The data collection for this study was carried out through a structured questionnaire 

distributed via Google Forms to 103 respondents in Ahmedabad. The questionnaire was 

designed to assess two primary factors: the effectiveness of crisis management and the 

impact of corporate social responsibility (CSR) on customer loyalty and organizational 

reputation. The survey used a combination of closed-ended Likert scale questions and 

demographic questions, enabling the collection of quantitative data for statistical analysis. 

SPSS software was used for data analysis, beginning with data cleaning to address any 

missing or incomplete responses. Descriptive statistics were then calculated to provide an 

overview of the sample demographics and trends in customer perceptions. 

 

Objectives   

 To analyze the impact of demographic factors (age, gender, and occupation) on 

employees' perceptions of crisis management strategies in organizations.   

 To examine the role of demographic variations in shaping perceptions of CSR 

initiatives and their integration into business strategy.   

 

Hypotheses   

H₁: There is a significant difference in employees' perceptions of crisis management across 

different occupational groups.   

 

H₂: There is no significant difference in the perception of CSR initiatives based on age and 

gender.   

 

The reliability of the questionnaire items was evaluated using Cronbach’s Alpha, 

ensuring internal consistency among the Likert scale questions. To test the hypotheses, 

Pearson’s correlation analysis was used to examine the relationship between crisis 

management and customer loyalty, while linear regression was employed to assess the 

impact of CSR on customer trust and reputation. The results of the regression analysis 

showed the extent to which crisis management and CSR activities influence customer loyalty 

and organizational trust. Significance levels were determined using p-values, with a 

threshold of 0.05 indicating statistical significance. 

The analysis revealed key insights into how organizations can enhance customer 

loyalty through effective crisis management, as suggested by Elliott et al. (2005), and how 

CSR initiatives positively affect customer trust and organizational reputation, in line with 

Kilcullen & Ohles Kooistra’s (1999) findings on the role of CSR in business ethics. These 

findings provide a robust understanding of the dynamics between crisis response, corporate 

responsibility, and customer relationships. 

 

RESULT AND DISCUSSION 

The demographic analysis of the respondents provides insights into the sample 

distribution, helping contextualize the findings of the study on crisis management and 

corporate social responsibility (CSR). Table 1 (Age) shows that the majority of participants 

(58.3%) were aged 18-24, followed by 38.8% aged 25-34, and a small proportion (2.9%) 

aged 44-54. This indicates that most respondents belong to younger demographics, which 
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could reflect a more digitally savvy population, likely to be engaged with CSR activities and 

responsive to crisis communication efforts on social media.   

 

Table: 1.Age 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 18-24 60 58.3 58.3 58.3 

25-34 40 38.8 38.8 97.1 

44-54 3 2.9 2.9 100.0 

Total 103 100.0 100.0  

 

Table 2 (Gender) reveals a strong gender imbalance, with 86.4% of respondents being 

male and only 13.6% female. This skewed gender distribution suggests that male 

respondents were more accessible or more willing to participate in the survey, which could 

potentially influence perceptions regarding brand trust and crisis management strategies, 

given that gender may impact customer expectations and trust-building dynamics differently.   

Table: 2.Gender 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Male 89 86.4 86.4 86.4 

Female 14 13.6 13.6 100.0 

Total 103 100.0 100.0  

 

Table 3 (Occupation) shows that the largest groups were employees (39.8%) and 

students (26.2%), followed by those in management roles (26.2%) and entrepreneurs (7.8%). 

The diversity in occupation helps ensure a mix of perspectives, where employees and 

students may focus on ethical expectations from businesses, while managers and 

entrepreneurs might emphasize the practical implications of crisis management and CSR 

strategies. This occupational distribution also aligns with the objectives of the study, offering 

a well-rounded understanding of how different stakeholder groups perceive crisis response 

efforts and CSR initiatives. Together, these demographic insights enrich the interpretation 

of the findings, ensuring that the conclusions drawn are reflective of diverse customer 

expectations and trust behaviors across different age, gender, and occupational segments. 

Table: 3.Occupation 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Management  27 26.2 26.2 26.2 

Employee 41 39.8 39.8 66.0 

Student 27 26.2 26.2 92.2 

Entrepreneur 8 7.8 7.8 100.0 

Total 103 100.0 100.0  

 

Table 4 highlight the relationships between age and various factors related to crisis 

management and corporate social responsibility (CSR). The significance values (p-values) 

provide insight into whether age significantly influences perceptions of these factors For 

organizational crisis, the p-value is 0.284, indicating no statistically significant difference in 

how respondents of different ages perceive the organization’s ability to handle crises. 

Similarly, past crises on the business yielded a p-value of 0.302, suggesting that respondents’ 

age does not significantly affect their views on the impact of previous crises. Interestingly, 

management crisis shows a significant p-value of 0.024, indicating that age groups differ in 

their perceptions of how management handles crises. This may suggest that older or more 
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experienced respondents have different expectations or judgments about management’s 

crisis response compared to younger participants. 

 

Table 4: ANOVA Between Age and Factor 

 

In the context of customer communication during a crisis, the p-value of 0.607 

indicates no significant differences across age groups. This suggests that customer 

perceptions of crisis communication efforts are consistent across demographics, implying 

that effective communication strategies can resonate universally, regardless of age. 

Regarding CSR initiatives, the p-value of 0.067 is close to the 0.05 threshold, hinting at a 

potential age-based difference in how CSR activities are perceived. Younger respondents 

may place more value on CSR efforts, given the growing awareness of social and 

environmental issues among younger generations. However, this relationship is not strong 

enough to be statistically significant. Finally, the p-value for CSR’s integration into 

organizational strategy is 0.389, showing no significant difference based on age. This 

suggests that respondents, regardless of their age, share similar views on the strategic 

importance of CSR in business practices. 

These findings indicate that while some aspects of crisis management, such as management 

crisis perception, differ across age groups, most factors—particularly CSR initiatives and 

crisis communication—are viewed similarly, reflecting the growing importance of these 

elements across demographics. 

 

 

 

 

Sum of 

Squares df 

Mean 

Square F Sig. 

Organizational crisis Between 

Groups 

1.802 2 .901 1.276 .284 

Within Groups 70.625 100 .706   

Total 72.427 102    

Management crisis Between 

Groups 

15.508 2 7.754 3.858 .024 

Within Groups 200.958 100 2.010   

Total 216.466 102    

Past crises on the 

business? 

Between 

Groups 

4.366 2 2.183 1.213 .302 

Within Groups 180.042 100 1.800   

Total 184.408 102    

Customer 

communication during a 

crisis  

Between 

Groups 

1.603 2 .802 .501 .607 

Within Groups 159.950 100 1.600   

Total 161.553 102    

CSR initiatives Between 

Groups 

1.215 2 .608 2.775 .067 

Within Groups 21.892 100 .219   

Total 23.107 102    

CSR to your 

organization’s overall 

strategy 

Between 

Groups 

2.974 2 1.487 .954 .389 

Within Groups 155.900 100 1.559   

Total 158.874 102    
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Table 5: ANOVA Between Gender and Factor 

 

Table 5 explore whether gender influences perceptions of various factors related to 

crisis management and corporate social responsibility (CSR). The significance values (p-

values) help determine whether the observed differences between male and female 

respondents are statistically significant.  For organizational crisis, the p-value is 0.394, 

suggesting no significant gender-based differences in how respondents perceive the 

organization’s ability to handle crises. Similarly, the management crisis factor, with a p-

value of 0.912, shows that both genders view management’s response to crises in a similar 

way, with no notable distinction. 

Regarding  past crises on the business, the p-value is 0.098 which is slightly above the 

0.05 significance threshold. This suggests a potential but non-significant difference in 

perceptions, indicating that men and women might have slightly different views on the 

impact of previous crises on the business. A similar trend is observed in CSR initiatives with 

a p-value of 0.096. Although not statistically significant, this suggests that gender may play 

a subtle role in shaping attitudes toward CSR activities. 

The factor customer communication during a crisis has a p-value of 0.294 indicating 

no meaningful difference in perceptions between men and women. This suggests that both 

genders generally share similar views on the effectiveness of crisis-related communication 

strategies. Finally, the p-value for CSR’s role in the organization’s overall strategy is 0.056 

which is close to the significance threshold. This result hints at a slight variation in 

perceptions, with men and women possibly placing different levels of importance on CSR 

as part of business strategy, but the difference is not strong enough to be conclusive. These 

 

 

Sum of 

Squares df 

Mean 

Square F Sig. 

Organizational crisis Between 

Groups 

.523 1 .523 .734 .394 

Within Groups 71.904 101 .712   

Total 72.427 102    

Management crisis Between 

Groups 

.026 1 .026 .012 .912 

Within Groups 216.440 101 2.143   

Total 216.466 102    

Past crises on the 

business? 

Between 

Groups 

4.950 1 4.950 2.786 .098 

Within Groups 179.458 101 1.777   

Total 184.408 102    

Customer 

communication during a 

crisis  

Between 

Groups 

1.758 1 1.758 1.111 .294 

Within Groups 159.795 101 1.582   

Total 161.553 102    

CSR initiatives Between 

Groups 

.628 1 .628 2.824 .096 

Within Groups 22.478 101 .223   

Total 23.107 102    

CSR to your 

organization’s overall 

strategy 

Between 

Groups 

5.683 1 5.683 3.747 .056 

Within Groups 153.191 101 1.517   

Total 158.874 102    

https://research.e-greenation.org/GIJLSS


https://research.e-greenation.org/GIJLSS                                                              Vol. 1, No. 4, December 2023 

167  | Page

findings suggest that gender does not significantly impact how respondents perceive crisis 

management and CSR-related factors. While there are slight differences in attitudes toward 

CSR initiatives and past crises, these differences are not statistically significant. This 

indicates that perceptions of these organizational factors are broadly consistent across 

genders. 

Table 6: ANOVA Between Occupation and Factors 

 

The ANOVA results in Table 6 examine how occupation influences perceptions of 

various factors related to crisis management and corporate social responsibility (CSR). The 

F-value indicates the ratio of between-group variance to within-group variance, and the p-

value (Sig.) helps determine whether these differences are statistically significant. For 

organizational crisis, the p-value is 0.512, indicating no significant differences in perceptions 

across different occupations. This suggests that regardless of their job roles, individuals view 

the organization’s ability to handle crises similarly. Similarly, for past crises on the business, 

the p-value is 0.570, showing that occupation does not significantly influence how 

respondents evaluate the impact of previous crises on their business. 

A notable result is observed in the management crisis factor, with a p-value of 0.032, 

which is below the 0.05 threshold. This indicates a statistically significant difference in how 

respondents from various occupations perceive management’s response to crises. Different 

occupational roles may lead to varied experiences or expectations regarding how leadership 

manages crises, influencing perceptions. The results for customer communication during a 

crisis (p-value 0.989) show no significant differences across occupations. This suggests that 

 

 

Sum of 

Squares df 

Mean 

Square F Sig. 

Organizational crisis Between 

Groups 

1.657 3 .552 .773 .512 

Within Groups 70.770 99 .715   

Total 72.427 102    

Management crisis Between 

Groups 

18.319 3 6.106 3.051 .032 

Within Groups 198.147 99 2.001   

Total 216.466 102    

Past crises on the 

business? 

Between 

Groups 

3.689 3 1.230 .674 .570 

Within Groups 180.719 99 1.825   

Total 184.408 102    

Customer 

communication during a 

crisis  

Between 

Groups 

.195 3 .065 .040 .989 

Within Groups 161.359 99 1.630   

Total 161.553 102    

CSR initiatives Between 

Groups 

2.281 3 .760 3.615 .016 

Within Groups 20.825 99 .210   

Total 23.107 102    

CSR to your 

organization’s overall 

strategy 

Between 

Groups 

2.714 3 .905 .574 .634 

Within Groups 156.160 99 1.577   

Total 158.874 102    
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respondents across different roles share a consistent view of how customer communication 

is handled during crises. 

For CSR initiatives the p-value is 0.016 indicating a significant difference in how 

occupations influence perceptions of CSR activities. This could be due to varying levels of 

involvement or interest in CSR across different roles, such as marketing, HR, or operations.  

Lastly, the factor CSR in the organization’s overall strategy has a p-value of 0.634 

suggesting no significant difference across occupations. This implies that employees, 

regardless of their role, generally agree on the importance of CSR within the organization’s 

strategy. 

The analysis reveals that occupation influences perceptions of management crisis and 

CSR initiatives highlighting role-based differences in these areas. However, for other factors 

such as organizational crisis past crises and customer communication the perceptions remain 

consistent across different occupations. 

 

CONCLUSION 

The ANOVA results in Table 6 examine how occupation influences perceptions of 

various factors related to crisis management and corporate social responsibility (CSR). The 

F-value indicates the ratio of between-group variance to within-group variance, and the p-

value (Sig.) helps determine whether these differences are statistically significant. 

For organizational crisis, the p-value is 0.512, indicating no significant differences in 

perceptions across different occupations. This suggests that regardless of their job roles, 

individuals view the organization’s ability to handle crises similarly. Similarly, for past crises 

on the business, the p-value is 0.570, showing that occupation does not significantly 

influence how respondents evaluate the impact of previous crises on their business. A notable 

result is observed in the management crisis factor, with a p-value of 0.032, which is below 

the 0.05 threshold. This indicates a statistically significant difference in how respondents 

from various occupations perceive management’s response to crises. Different occupational 

roles may lead to varied experiences or expectations regarding how leadership manages 

crises, influencing perceptions. 

The results for customer communication during a crisis (p-value 0.989) show no 

significant differences across occupations. This suggests that respondents across different 

roles share a consistent view of how customer communication is handled during crises. For 

CSR initiatives, the p-value is 0.016, indicating a significant difference in how occupations 

influence perceptions of CSR activities. This could be due to varying levels of involvement 

or interest in CSR across different roles, such as marketing, HR, or operations.  Lastly, the 

factor CSR in the organization’s overall strategy has a p-value of 0.634, suggesting no 

significant difference across occupations. This implies that employees, regardless of their 

role, generally agree on the importance of CSR within the organization’s strategy. The 

analysis reveals that occupation influences perceptions of management crisis and CSR 

initiatives, highlighting role-based differences in these areas. However, for other factors such 

as organizational crisis, past crises, and customer communication, the perceptions remain 

consistent across different occupations. 
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