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Abstract 

 

 

Climate change, the scarcity of natural resources, social and economic inequality are 

just a few of the global problems humanity faces today and require immediate action. The role 

of the global private sector in these challenges is particularly significant — environmental 

pollution, excessive resource consumption, and improper waste management are the main 

factors causing climate change. Unfair working conditions further exacerbate the existing 

social and economic inequality. In these conditions, creating a critical environment by society 

is the main lever that can push businesses to take greater responsibility for their actions. Since 

society often perceives sustainable business and Corporate Responsibility (CR) as complex and 

expensive practices, public pressure mostly falls on large companies. In contrast, the impact of 

small and medium-sized businesses (SMEs) remains unnoticed. Although SMEs do not possess 

the same large-scale resources as large businesses, they still represent the most critical part of 

the global market economy, including Georgia’s. 

Within the framework of this work, using quantitative research, two sides of the issue 

were analyzed - to what extent does Georgian society consider sustainability to be the 

responsibility of SMEs, and accordingly, what impact does CR communication have on their 

behavior and attitudes? On the other hand, what is the awareness of SMEs in Georgia about 

their role in the face of global challenges and, taking this into account, their practice of CR?  

Studies have shown a growing awareness of CR among both consumers and 

representatives of SMEs. Many respondents, especially the younger consumer segment, 

understand the importance of collective responsibility, including the role of SMEs in solving 

global problems. Therefore, a strong commitment to CR positively influences their perceptions 

of the company and their purchasing decisions. These factors, in turn, determine the stability 

and long-term success of the business in the market. On the other hand, most companies 

participating in the study are aware of their role in the face of global challenges. However, in 

reality, several barriers arise, such as a lack of resources and competence, which prevent 

businesses from taking on more responsibility. Accordingly, among the companies 
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participating in the study, CR initiatives were identified only in medium-sized companies. 

However, their CR management and communication practices need significant improvement. 

For smaller companies, the issue is less of a priority. Accordingly, these companies need to 

recognize the strategic importance of the issue and, on the other hand, to understand practical 

approaches for its implementation within the constraints of their available resources. 

Ultimately, this paper aims to show businesses the benefits that responsible business 

practices can create, not only for society and the environment, but also for the company, and, 

most importantly, how to use appropriate CR communication with the audience to achieve 

business stability and long-term success. All this, in turn, serves to create a more sustainable 

business environment in Georgia. 

Keywords: Corporate Responsibility, Corporate Responsibility Communication, 

Sustainability, Sustainability Communication, Small and Medium-sized Businesses. 

 

  


