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Abstract:

 In spite of the increasing importance of corporate social responsibility (CSR) and employee job performance, little is still known about the links between the socially responsible actions of organizations and the job performance of their members. In order to explain how employees’ perceptions of CSR influence their job performance, this study first examines the relationships between perceived CSR, organizational identification, job satisfaction, and job performance, and then develops a sequential mediation model by fully integrating these links. The results of structural equation modeling analyses conducted for 250 employees at hotels in South Korea offered strong support for the proposed model. We found that perceived CSR was indirectly and positively associated with job performance sequentially mediated first through organizational identification and then job satisfaction. This study theoretically contributes to the CSR literature by revealing the sequential mechanism through which employees’ perceptions of CSR affect their job performance, and offers practical implications by stressing the importance of employees’ perceptions of CSR. Limitations of this study and future research directions are discussed.
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1. Introduction


In response to societal pressure and ethical obligations, many firms have made efforts to play their part in socially responsible actions, leading to increasing interest from both scholars and practitioners in this particular area [1,2]. A growing body of literature suggests that an organization’s involvement in corporate social responsibility (CSR) policies and practices tends to contribute not to only financial outcomes at the organizational level, but also to nonfinancial outcomes such as the firm’s reputation in the eyes of its consumers and its attractiveness to investors by satisfying external stakeholders’ expectations [3,4,5,6].



Despite increasing scholarly attention on the effects of CSR, there has been a lack of research effort in adopting an individual approach and focusing on internal stakeholders [7,8]. In particular, previous research has tended to neglect the possibilities that the CSR activities of organizations might affect the job performance of their members at the individual level [9,10]. This is surprising and unfortunate, not only because employees constitute the critical internal stakeholders who play pivotal roles in organizations, but also because their performance forms the building block for organizational survival and prosperity [7]. To close this gap, we focus on the effect of CSR on job performance at the individual level.



Further, a review of the CSR-related literature posits that it is imperative to address the underlying mechanisms through which CSR policies lead to particular outcomes at the individual level [9,10]. The present study thus focuses on an exploration of the various intervening variables so as to identify the potential processes between organizational social responsibility and individual job performance. It is noticeable that, in the case of complex relationships between independent and dependent variables, change in one mediator might cause change in another mediator, which requires the examination of the sequential mediation relationships as a better way for understanding potential links between all variables [11,12]. We therefore attempt to comprehensively establish how employees’ perceptions of CSR are related to their job performance by considering a sequential mediation chain.



The present study is expected to contribute to the literature in at least two ways. First, we pay attention to a relationship between organizational social responsibility and individual job performance. This will allow us to reveal the role of CSR in explaining levels of job performance of organizational members as principal internal stakeholders. Second, we develop a sequential mediation model for fully understanding how perceived CSR is related to job performance. This study unfolds the underlying mechanisms that link CSR with outcomes at the individual level by explicating that attitudes toward organizations and jobs (i.e., organizational identification and job satisfaction) intervene in a series between perceived CSR and job performance.




2. Theory and Hypotheses


2.1. Theoretical Framework


Although consensus on a precise definition has yet to be found, it is broadly accepted that CSR refers to organizational actions that take into account stakeholders’ expectations in economic, social, and environmental contexts [9]. Over the last decades, companies have come under growing pressure to actively pursue CSR efforts from a variety of stakeholders [13]. Firms engaging in CSR thus exhibit philanthropic and socially responsible business practices beyond the pursuit of their economic self-interest and compliance with the law [1,8,14]. Further, it is known that these firms tend to take financial and reputational benefits from socially responsible behaviors [15].



CSR has drawn increasing attention from scholars, however, the effects that organizations’ CSR efforts have on their members have remained somewhat understudied [1,15]. In order to discuss the impacts of CSR activities on employees, it is first required to determine the level of analysis. Because people tend to behave according to their perceptions of what reality is rather than reality itself [16], perception is recognized as an important driving force leading to an individual’s behavior. Accordingly, how organizational members perceive the CSR actions of their organization seems to be significant in understanding its effects at the individual level. Some scholars argued that we should pay attention to the role of perception so as to understand the impact of organizations’ CSR behaviors on their employees, in that belief about organizations’ involvement in CSR activities could elicit individual responses to work (e.g., [15,17]). This study thus focuses on employees’ perceptions of the CSR implemented by the organization to which they belong, and defines perceived CSR as the degree to which employees perceive whether their organization takes part in CSR policies and practices [2].



CSR incorporates various responsibilities for the circumstances surrounding a company rather than plans to maximize its profit. Most firms do not engage in CSR activities as a means to facilitate the performance of their members (e.g., human resource management practices and leadership styles). That is why it is intuitively difficult to believe that employees’ perceptions of CSR are likely to directly influence their job performance. Rather, it is reasonable to anticipate that employees’ perceptions of CSR would affect their psychological states or work attitudes, which in turn would influence their job performance. We thus need to explore mediators that could account for the underlying processes through which perceived CSR is able to be related to job performance [9]. At this time, organizational identification theory seems to be helpful in bridging the link between perceived CSR and job performance. Derived from social identity theory and self-categorization theory, organizational identification refers to the psychological connection between the definition of an organization and the definition of an employee [18]. Much of the organizational identification literature stated that when employees perceive their organization’s image to be attractive, they tend to have strong identification with the organization [18,19]. Previous research has shown that employees are inclined to identify with an organization that generates positive values through its CSR activities [7,20]. Further, since individuals who feel a strong sense of belonging to their organization tend to be motivated to achieve its goals and to exert much effort, it is theoretically likely that employees holding strong organizational identification exhibit enhanced effectiveness at work [19,21,22]. We thus regard organizational identification as a primary mediator between perceived CSR and job performance.



However, there is no clear empirical evidence for a relationship between organizational identification and job performance. Prior studies have failed to demonstrate the main effect of organizational identification on in-role performance [7], or have found only a weak correlation between them [23]. Considering these results from previous research, it might be beneficial to investigate the underlying process through which organizational identification influences job performance rather than the direct effect that organizational identification has on job performance [20]. Scholars posit that one of the critical factors explaining work outcomes such as task achievement could be the level of satisfaction they have with their current jobs [24,25], which is generally a central consideration in the research that examines employee-based phenomena [26]. We thus anticipate that job satisfaction, which refers to an evaluative state that expresses contentment with and positive feelings about one’s job [27], would more immediately enhance job performance than would organizational identification. With the expectation that job satisfaction would play a mediating role through which organizational identification affects job performance, this study suggests job satisfaction as a subsequent mediator between perceived CSR and job performance.



In sum, as depicted in Figure 1, it is expected that there will be serial relationships between perceived CSR, organizational identification, job satisfaction, and job performance. We propose that employees who believe that their organization takes socially responsible actions are likely to perform their jobs well, firstly because they identify strongly with their organization, and secondly due to their satisfaction with their job. In order to develop the sequential mediation model to explain how employees’ perceptions of CSR influence their job performance, we will first examine the specific links between each variable based on the theoretical reasoning and empirical results, and will then suggest a sequential mediation chain by fully integrating these links.


Figure 1. Research model.
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2.2. Hypothesis Development


Organizations serve as social systems where organizational members define their self-concept [20]. Organizational identification theory suggests that when employees regard the identity of their organization as being distinctive and favorable, and further integrate it with their self-concept, they are inclined to develop strong identification with the organization [18,28]. Recognizing the conceptualization of organizational identification as a fluid and dynamic construct rather than a stable and fixed one, scholars have paid attention to exploring factors to determine employees’ organizational identification [15,29].



Applying this reasoning to CSR, employees are able to be attracted to the socially responsible actions of their organization because CSR activities provide them with a sense of worth and an opportunity to achieve a higher purpose in the workplace [30]. In particular, when employees perceive that their organization actively presents policy initiatives for social development and continuously participates in socially responsible actions, it is highly likely that these perceptions enhance the degree to which they feel attached to the organization to which they belong. In this regard, some scholars argued that the more positively employees perceive the image of their organization’s CSR, the stronger their organizational identification is [15]. Other researchers have extended this argument by demonstrating that employees working for companies engaged in CSR tend to experience high levels of organizational identification [7,31]. Further, it has been found that favorable perceived organizational prestige in the form of CSR performance is more highly associated with employee’s identification with their organization, compared to favorable perceived organizational prestige in terms of market and financial performance [20].



Based on the above discussion, we expect that employees’ perceptions that their company engages in socially responsible actions would increase the level of their organizational identification. We thus put forward the following hypothesis:

H1: 

Perceived CSR is positively related to organizational identification.







Organizational identification has a potential to produce positive employee outcomes in the workplace. Organizational identification encourages employees to have strong and enduring relationships with their organization based on a feeling of belongingness to and a sense of oneness with the organization [28,32]. Further, these employees tend to be emotionally and cognitively immersed in their organization, which results in more positive attitudes toward their own job [18,32].



Given that job satisfaction is developed from employees’ interpretations of the job circumstances, employees with strong organizational identification positively evaluate their job characteristics and perceive their job as proof of their organizational membership and as validating those parts of their self that stem from this membership [33]. Consistent with this reasoning, prior studies have found that employees being strongly identified toward their organization tend to exhibit constructive attitudes toward their job for improving in-role performance [33,34].



Based on the preceding discussion, we expect that organizational identification would function as an antecedent of job satisfaction, and advance the following hypothesis:

H2: 

Organizational identification is positively related to job satisfaction.







It is broadly accepted that happier workers are more likely to be productive than less happy ones [16]. Individuals with high levels of job satisfaction hold positive feelings about their job, and in turn are motivated to strive to perform well by increasing work quality and quantity. Researchers in the fields of organizational behavior and industrial-organizational psychology have been long interested in the effects of job satisfaction in the workplace [27]. Indeed, a review of prior cross-sectional studies has found that there is a substantial relationship between job satisfaction and job performance [35]. In addition, further research has meta-analyzed the link between them to examine the causality issue regarding whether job satisfaction leads or is led by job performance, and has found that the satisfaction-to-performance relationship is stronger than the performance-to-satisfaction relationship [36].



As a result, job satisfaction, being the pleasurable state resulting from the appraisal of one’s job or job experiences, is likely to function as a strong predictor of job performance [25]. We thus suggest the following hypothesis:

H3: 

Job satisfaction is positively related to job performance.







The theoretical arguments of this study so far suggest that employees’ perceptions of their organization’s socially responsible actions as being good to encourage them to identify with the organization, which in turn increases their satisfaction with their job, eventually leading to superior job performance. This implies that there seem to be multicomponent interventions (i.e., organizational identification and job satisfaction) between employees’ perceptions of CSR and their job performance, requiring us to identify roles of multicomponent interventions in explaining the relationship between the predictor and the outcome by developing a sequential mediation model [11,12]. Hence, it is desirable to suggest and test the sequential mediation chain so as to accurately understand how perceived CSR has an effect on job performance.



It is expected that organizational identification and job satisfaction would act as serial mediators in the link between perceived CSR and job performance. We thus put forward the following hypothesis:

H4: 

Perceived CSR is indirectly and positively related to job performance, sequentially mediated through first organizational identification and then job satisfaction.









3. Methodology


3.1. Data Collection and Participant Characteristics


For the purposes of our study, we decided to collect data from hotel employees in South Korea. Kim et al. [37] note that as a leading industrial trading country within the Western sphere and therefore “highly subject to global isomorphic pressures”, South Korean society nonetheless “adheres to Confucian vales of collectivism, informal virtue, and morality”. As a result, South Korean organizations suffer from much strain between society’s Confucianism and the Anglo-American values, organization systems and business conditions from which CSR concepts originated [37,38]. In this unique setting, there is considerable scope for discussion about the role of employees’ perceptions of CSR, making South Korean employees an interesting subject group for this study. Furthermore, we selected the hotel industry, which is known to be sensitive to changes and trends in its operating environment [39], making it especially responsive to changes arising from CSR issues.



Employees of four luxury hotels in South Korea were surveyed in June–July 2014 using a self-administered instrument for data collection. A total of 480 employees were invited to participate in this study. They were asked to complete a self-report questionnaire which was to be returned to the researchers directly using pre-addressed envelopes, thus ensuring confidentiality. A total of 255 responses were received, from which 250 usable responses were obtained after list-wise deletion, representing a response rate of 52.1%. Based on these 250 responses, a preliminary analysis revealed that 61.8% of the respondents were male, with an average age of 33.65 (SD = 8.07) years. A majority of the participants (45.4%) had a university education, and the respondents, on average, had 8.93 (SD = 6.47) years of work experience.




3.2. Measurement Scales


To measure all the constructs in this study, we adopted existing well-established scales (see Table 1). The five-point Likert-type scales ranged from 1 (“strongly disagree”) to 5 (“strongly agree”). Since the selected scales were English-based, a double translation method was required. The translation of the English questionnaire into Korean followed the process recommended by Brislin [40], and vice versa. Perceived CSR was measured using three items adjusted from Du et al. [41] and Wagner et al. [42]. To measure organizational identification, we relied on four items developed by Mael and Ashforth [21]. Job satisfaction was measured using four items adopted from Cho et al. [43]. To measure job performance, we used four items adopted from Liao and Chuang [44].



Table 1. Scale items and construct evaluation.



	
Construct

	
Item

	
λ a

	
α b

	
CR c

	
AVE d






	
Perceived corporate social responsibility (CSR)

	
This organization is a socially responsible company (hotel).

	
0.75

	
0.83

	
0.83

	
0.63




	
This organization is concerned with improving the well-being of society.

	
0.84




	
This organization behaves responsibly regarding the environment.

	
0.78




	
Organizational identification

	
I am very interested in what others think about this organization.

	
0.70

	
0.86

	
0.86

	
0.60




	
When I talk about my organization, I usually say “we” rather than “they”.

	
0.77




	
This organization’s successes are my successes.

	
0.83




	
When someone praises this organization, it feels like a personal compliment.

	
0.80




	
Job satisfaction

	
My job is very pleasant.

	
0.81

	
0.88

	
0.88

	
0.65




	
My job is very worthwhile.

	
0.84




	
My job is better than most.

	
0.73




	
I am very content with my job.

	
0.83




	
Job performance

	
I am friendly and helpful to customers.

	
0.80

	
0.88

	
0.88

	
0.64




	
I approach customers quickly.

	
0.81




	
I ask good questions and listen to find out what a customer wants.

	
0.80




	
I am able to help customers when needed.

	
0.78




	
χ 2(84) = 97.85; p > 0.05, CFI = 0.99, TLI = 0.99, RMSEA = 0.03, SRMR = 0.03








Note: a λ: Standardized factor loading: All factor loadings are significant (p < 0.01); b Cronbach’s alpha; c CR = composite reliability; d AVE = average variance extracted.








In testing the hypotheses, we controlled for age (in years), gender, and job tenure (in years) because they were found to affect the levels of employees’ organizational identification (e.g., [20,45]), job satisfaction (e.g., [46,47,48]), and job performance (e.g., [49,50]).





4. Results


4.1. Reliability, Validity, and Common Method Bias


The measurement scales were subjected to a commonly used validation process to assess their reliability, validity, and unidimensionality. The reliability of the constructs was evaluated using Cronbach’s alpha coefficients (see Table 1), which were shown to range from 0.83 to 0.88, which was considered satisfactory [51]. Using M-plus 7.31 software, we verified the convergent and discriminant validity of the measurement items through confirmatory factor analysis (CFA).



The measurement model fit well with the data of this study as seen in the fit statistics for the model (χ 2(84) = 97.85; p > 0.05, CFI (The Comparative Fit Index) = 0.98, TLI (the Tucker Lewis Index) = 0.99, RMSEA (The Root Mean Square Error of Approximation) = 0.03, SRMR (Standardized Root Mean Square Residual) = 0.03). Across our measurement model, the factor loadings of all the items exceeded 0.70, with all the t-values greater than 2.58, providing evidence of convergent validity among our measures. All the measures exhibited strong reliability, with composite reliabilities ranging from 0.83 to 0.88 (see Table 1). In addition, we checked the condition for discriminant validity among constructs suggested by Fornell and Locker [52]. All average variance extracted (AVE) values of constructs were found to be larger than the squared correlation between the construct and any others (see Table 2). Overall, our constructs exhibited sound measurement properties.


Table 2. Means, standard deviations, and correlations among constructs.











	Construct
	Mean
	SD
	1
	2
	3
	4





	1. Perceived CSR
	3.54
	0.69
	0.63
	
	
	



	2. Organizational identification
	3.72
	0.76
	0.57 **
	0.60
	
	



	3. Job satisfaction
	3.74
	0.69
	0.46 **
	0.47 **
	0.65
	



	4. Job performance
	4.00
	0.67
	0.37 **
	0.46 **
	0.67 **
	0.64







Note: The number in the diagonal is the AVE; ** p < 0.01.








Most researchers agree that common method variance (CMV) poses a potentially serious threat of bias in behavioral research, especially with single-informative surveys [53]. According to the method used by Podsakoff et al. [53], bias can be controlled through both procedural and statistical remedies. We introduced procedural remedies by protecting respondents’ anonymity and separating the measurement of the predicting and outcome variables. We also applied the following statistical remedy. We used a confirmatory factor analytic approach based on Harman’s single-factor analysis. The fit indices indicated a worse fit for the one-factor model compared to our measurement model (χ 2(90) = 822.85; p < 0.05, CFI = 0.63, TLI = 0.57, RMSEA = 0.18, SRMR = 0.12). We thus consider that common method bias was non-problematic in the case of this dataset.




4.2. Hypothesis Testing


Our structural model fit the data well (χ 2(120) = 157.55; p < 0.05, CFI = 0.98, TLI = 0.98, RMSEA = 0.04, SRMR = 0.04). The hypothesized structural model did explain variance in organizational identification (R2 = 33.2%), in job satisfaction (R2 = 32.0%), and in job performance (R2 = 48.1%). We estimated all of the path coefficients (see Table 3). The analyses provided support for Hypothesis 1, predicting that perceived CSR would be positively related to organizational identification (b = 0.58, p < 0.01). In addition, organizational identification was a significant predictor of job satisfaction (b = 0.33, p < 0.01), supporting Hypothesis 2. Further, job satisfaction was positively associated with job performance, providing support for Hypothesis 3 (b = 0.50, p < 0.01).



Table 3. Path coefficients and indirect effects for mediation models.



	

	
Path Coefficient

	
Indirect Effects




	
CSR

	
OI

	
JS

	
JP

	
Estimate

	
CIlow

	
CIhigh






	
From → To

	

	

	

	

	

	

	




	
CSR

	

	
0.58 **

	
0.33 **

	
0.02

	




	
OI

	

	

	
0.33 **

	
0.19 *

	




	
JS

	

	

	

	
0.50 **

	




	
Total Indirect Effect

	

	
0.37 *

	
0.24

	
0.55




	
Indirect Effect

	

	

	

	




	
CSR → OI → JP

	

	
0.11 *

	
0.01

	
0.22




	
CSR → JS → JP

	

	
0.16 *

	
0.07

	
0.32




	
CSR → OI → JS → JP

	

	
0.10 *

	
0.04

	
0.18




	
Direct Effect

	

	

	

	




	
CSR → JP

	

	
0.02

	
−0.16

	
0.19




	
Total Effect

	

	

	

	




	
CSR → JP

	

	
0.39 *

	
0.26

	
0.54








Note: CSR: perceived CSR; OI: organizational identification; JS: job satisfaction; JP: job performance; * p < 0.05, ** p < 0.01; CI = 95% confidence level (bootstrapping).








In order to test the sequential mediation hypothesis, we used a serial multiple mediated model [54,55]. This mediation approach directly tests the indirect effect between the independent and the dependent variables through serial multiple mediators via a bootstrapping procedure (N = 5000) [56,57]. Hypothesis 4 stated that employees’ organizational identification and job satisfaction would sequentially mediate the relationship between perceived CSR and their job performance. As shown in Table 3, the results of the analysis indicated that perceived CSR was positively associated first with organizational identification and then job satisfaction, which was positively related to job performance (b = 0.10, 95% CI95% confidence level [0.04, 0.18]). Furthermore, the direct relationship between perceived CSR and job performance was not statistically significant (b = 0.02, p > 0.05). In sum, we confirmed that the positive relationship between perceived CSR and job performance was fully and sequentially mediated by organizational identification and job satisfaction.





5. Discussion


The objective of this study was to develop a sequential mediation model to explain how employees’ perceptions of CSR influence their job performance. In particular, we focused on attitudes at work in order to identify the underlying mechanisms between perceived CSR and job performance. More specifically, this study first examined the hypotheses regarding the specific links between perceived CSR, organizational identification, job satisfaction, and job performance, and investigated a sequential mediation chain by fully integrating these links. The results of this study offered strong support for our hypotheses. We found that perceived CSR was indirectly and positively associated with job performance sequentially mediated first through organizational identification and then job satisfaction.



5.1. Theoretical Contributions and Managerial Implications


This study offers a theoretical model for explaining the link between organizational social responsibilities and individual job performance, and provides empirical evidence for the relationship. The current study contributes to the relevant theoretical literature and has important implications for managers.



Although the CSR activities of organizations and the job performance of employees as the principal internal stakeholders are recognized to be significant [8], research regarding the effect of CSR on job performance has received little attention. A few studies have attempted to examine whether employees’ perceptions of CSR influence their job performance (e.g., [7,20]), however, they have not provided clear evidence of the relationship. To address this research gap, we concentrated on how perceived CSR would be related to job performance. More specifically, reflecting the argument of some scholars that it is imperative to clearly explicate the relationship between CSR and particular outcomes at the individual level [9,10], this study has attempted to extend previous research by revealing the underlying mechanisms through which employees’ perceptions of CSR influence their job performance. In other words, this study highlights that employees’ perceptions of organizational social responsibilities enhance their job performance, not directly but indirectly, by influencing the intervening variables. We have suggested that organizational identification and job satisfaction act as serial mediators in the link between perceived CSR and job performance. Our findings indicate that when employees perceive that their organization takes part in socially responsible actions, they are more likely to identify with their organization. Further, this identification toward their organization tends to translate into satisfaction with their own job, leading to enhanced levels of job performance. By identifying the serial mediating roles of organizational identification and job satisfaction in the link between employees’ perceptions of CSR and their job performance, this study contributes to the theoretical development of the CSR literature that until now has not clearly provided clear routes from perceived CSR to job performance.



This study also suggests practical recommendations for managers in today’s business organizations. Specifically, managers should concern themselves with employees’ perceptions of organizational CSR activities. As stressed above, individuals tend to behave according to their perceptions of what reality is [16]. Since employees’ subjective perceptions of their organization seem to be crucial for positive employee outcomes [58], managers should fully understand how their members interpret and respond to organizational CSR policies. It is basically meaningful that organizations develop and implement socially responsible policies and practices, however, it might be more significant to inform organizational members about CSR efforts. It is thus advisable that organizations communicate their CSR activities in order to strengthen employees’ attitudes toward their organization and job [24,59,60]. According to the findings of this study, CSR behaviors play a pivotal role in fostering employees’ organizational identification and job satisfaction, and consequently job performance. In other words, organizational identification determined by perceived CSR tends to improve levels of job satisfaction, which could be usefully used as an important checkpoint for enhancing the job performance of their members. As a result, it would seem sensible to actively promote the organization’s actual CSR practices or to continuously emphasize organizational policies reflecting social responsibility.




5.2. Limitations and Future Research Directions


Although this study offers important contributions and implications, several limitations should be borne in mind and ideally resolved by future research. First, this study used self-reported scales for the constructs. While we applied procedural and statistical methods in order to minimize concerns about common method bias [53], it still remains possible to inflate the relationship between the antecedents and consequences due to the limitations of self-reported data. It is expected that future research would avoid the common method bias problem by collecting data from heterogeneous sources or by drawing on longitudinal designs. Second, this study focused on hotel employees and asked them to respond to the questionnaires. The specific nature of their work (i.e., service delivery) might influence the results of this study. Different from office or manufacturing workers, the level of their job performance is generally determined in interacting with customers. It is thus hoped that additional research will replicate our model with different samples, and that another scholar will additionally verify whether our results are extendable to other behavioral outcomes such as creative performance and organizational citizenship behavior. Third, this study did not separate the specific sub-dimensions of CSR [61]. Future research thus needs to identify the different roles of each sub-dimension of CSR (i.e., economic, legal, ethical, and philanthropic) so as to see whether these sub-dimensions have similar or different effects on employee outcomes. Fourth, we did not include boundary conditions that might affect the perceived CSR-organizational identification-job satisfaction-job performance relationship in the research model because of the need for model parsimony. Nonetheless, contextual factors might be potential moderators of the organizational CSR-individual outcomes relationship. Accordingly, other scholars would be advised to incorporate potential moderators such as organizational climate and leadership styles for a better understanding of how employees’ perceptions of CSR are associated with their outcomes.





6. Conclusions


It has been recognized that the co-propensity of firms and the society where they are embedded is critical in today’s business environment. In this regard, scholars have paid attention to organizations’ CSR behaviors as an important way to bring about this mutual propensity. This study posits that benefits of CSR behaviors also exist inside an organization. When employees perceive that their organization strives to develop and implement socially responsible activities, they come to be identified with their organization and to be satisfied with their job, and consequently exhibit superior performance at work. The principal purpose of an organization’s CSR investments is not to enhance internal effectiveness, however, employees’ perceptions of CSR behaviors has been found to increase the returns on such behaviors in a roundabout way. The findings of this study therefore suggest that the win-win relationship of companies and their members through individual beliefs of organizational CSR policies and practices are able to be realized.
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