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ABSTRACT Corporate social responsibility (CSR) is a key issue worldwide and it is expected that everyone would be aware 
and knowledgeable on CSR for the welfare of humanity, society, the economy, and the environment. This study intends to 
measure the level of awareness and perception of CSR of people in Bangladesh based on a case study. The descriptive research 
category and quantitative research approach were used. Data were collected using a closed-ended questionnaire with a non-
probability sample size of 400 diverse groups of people of various ages (mean = 22.4), including eighty-one percent males 
and nineteen percent females, with different educational qualifications. Descriptive statistics analysis revealed the positive 
awareness and perception level of CSR among people. The Chi-square test stated the relationship among CSR’s knowledge, 
respondents’ education, and their faculty. Spearman’s Rho correlation exposed a positive association among perception-based 
variables, and the Mann-Whitney U test exhibited significant differences in people’s perception of CSR education and faculty.
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