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Abstract 

 

Increasingly, corporations focus on balancing the needs of society and the environment, 

against the need to make profit (Ilhen, Bartlett and May, 2011). By adopting corporate social 

responsibility (CSR) practices, a corporation signals that it not only pursues profits, but also 

recognizes universal human values (Lee and Lee, 2015). In addition, a legitimate business 

concern for multinational corporations (MNCs) is to establish legitimacy in multiple host 

environments and at the same time maintain a social license to operate (Arenas and Ayuso, 

2016; Shah and Arjoon, 2015; Lee and Higgins, 2001) while also adapting to the country they 

are in (Kostova and Zaheer, 1999). The majority of CSR research has focused on macro CSR 

strategy as opposed to micro initiatives (Aksak and Duman, 2016; Bauman and Skitka, 2012; 

Aguinis and Glavas, 2012). CSR research has also focused more on the impact CSR has on 

‘external stakeholders’ (Bhattacharya and Sen 2004; Sen and Bhattacharya 2001; 

Lichtenstein et al., (2004) rather than employees (Fryzel and Seppala, 2016; Glavas and 

Godwin, 2013) and MNCs (Shah and Arjoon, 2015). There is also a need to examine these 

issues within an Eastern developing country context, as the majority of research on CSR to date, 

has arisen from research studies in a Western and developed country context (Rodrigo et al., 

2016; Farooq et al., 2013, 2014; Visser, 2016, Chen and Miller, 2010; Chapple and Moon, 

2005; Ramasamy and Yeung, 2009; Ramasamy, Yeung, Au, 2010; Park et al., 2014; Crane et 

al., 2008). Although a number of studies have shown that CSR activities often leads to greater 

organizational performance in Western developed economies, research is yet to examine the 

strategic value of CSR to the organization and its employees in emerging economies (Rodrigo et 

al., 2016; Rettab, Brik, Mellahi, 2009; Brik et al., 2011; Visser, 2016), where there are still 

many challenges to CSR implementation (Smith, 2016).  

 

Unlike previous studies in the CSR literature which examine the link between employee 

perceived CSR and organizational identification (Kim et al., 2010; Lichtenstein et al., 2004 

and Anaza and Rutherford, 2012), this thesis adds organizational commitment and the 

importance of CSR (Kim et al., 2010; Korschun et al., 2014) into one model, alongside 

individual levels of values (Clary et al., 1998). Also examined is employee identification 

with CSR activities, more specifically referred to as Social Initiatives (Munro, 2013b) or 

SIs, and employee engagement with these. To do this, traditional identification and 

engagement scales (Anaza and Rutherford, 2012) have been uniquely adapted for this study.  

 

Hence, this research examines the relationships between the precursors of CSR (perceived CSR, 

importance of CSR and values of CSR) and identification and engagement in SIs with overall 
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commitment to the organization (OC).  Employees (N=885) from two MNCs in three 

countries: Australia (developed) and Indonesia and Vietnam (developing) were examined. 

In doing so, this thesis addresses the call to shed light on the employee’s role in CSR 

implementation (Aguilera et al., 2007; Vlachos et al., 2013), within a micro level framework 

(Bauman and Skitka, 2012; Aguinis and Glavas, 2012) and developed and developing country 

context (Rodrigo et al., 2016; Farooq et al., 2014; Visser, 2008, 2016; Chapple and Moon, 2005; 

Ghoul et al., 2016).  

 

Structural Equation Modelling analysis revealed differences between the developed and 

developing countries, whereby engagement in SIs (SI-E) does not affect OC for the developing 

countries but does for the developed country. The employees from the developing country are 

engaged in their SIs regardless of their commitment to their organization and have significantly 

higher levels of engagement compared to the developed country. Removing identification from 

the model revealed that identification in SIs (SI-I) mediates the relationship between perceived 

CSR (PCSR) and SI-E for developing countries but not for the developed country, suggesting 

that it is necessary for developing countries to identify with their SIs in order to perceive their 

organization as having good PCSR, and subsequently strengthen their overall engagement in 

SIs.  

 

Two differences between the developing countries also exist. Values (VCSR) does not effect 

identification with SIs (SI-I) for Vietnam, and SI-I does not have a mediating effect between 

ICSR and SI-E for Indonesia, suggesting a difference ‘within’ the developing country sector. 

This may be due to ‘stage of development’, whereby Indonesia is an emerging economy and 

Vietnam is a pre-emerging economy (World Bank, 2016), also with differing levels of CSR and 

sustainability measures within these countries (SSI, 2014; HDI, 2015 and GCR, 2015). This is a 

very unique contribution to the CSR literature and needs to be studied further within an 

emerging and pre-emerging context and across additional industry types in the developing 

region, before definitive conclusions can be drawn. 

 

A key finding of this study for both developed and developing countries, is that SI-I was found 

to mediate the relationship SI-E and OC for all three countries suggesting that identification 

with SIs is a major theme for managers and practitioners to make sure employees identify with 

selected micro SIs in their overall macro CSR strategy. Overall, the findings reveal greater 

similarities between developing countries than the developed country, providing a strong 

argument that MNCs should adapt their CSR strategy and SI selection relative to a developing 

or developed country context. This thesis expands Social Identity Theory within a CSR 

framework and provides practical implications to determine appropriate CSR strategy for 
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MNCs to better fit the local host country environments where they operate and reside 

(Collis and Montgomery, 1995; Munro, 2013b).  

 

Key words: CSR activities, Social Initiatives, Social Identity Theory, Employee Identification 

and Engagement, Employee Organizational Commitment, Multinational Corporations 

(MNCs/MNEs), Emerging, Pre-emerging and Frontier markets, developing Eastern countries 

and developed Western countries. 
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GLOSSARY OF DEFINITIONS  

 

Construct Author(s) Definition 

Social Identity Tajfel (1978, p. 63) 

The individual’s knowledge that he/she belongs to 

certain social groups together with some emotional and 

value significance to him/her of this group membership. 

Organizational  

Identification (OI) 

Ashforth and Mael 

(1989, p. 22) 

A specific form of social identification and the 

perception of oneness with, or belongingness to the 

organization. 

Organizational 

Commitment (OC) 

Mowday et al. 

(1979) 

Characterized by; (1) a person’s committed belief in and 

recognition of the organization’s objectives, missions and 

visions; [2) a person’s ability to devote reasonable amount 

of effort to and in support of the organization: and (3) a 

person’s committed willingness to remain a member of 

the organization. 

Job Engagement 
Bakker et al. (2007, 

p. 274) 

A positive, fulfilling work-related state of mind that is 

characterized by vigor, dedication and absorption 

Social Initiatives 

(SIs) 

 

Munro (2013b) 

Defined here as micro social & community activities and 

grouped into Social Initiatives related to the Environment, 

Employment/Training, Needy People/ Community, 

Volunteer Staff, Health, Local and Global. 

Social Initiatives 

Identification 

(SI-I) 

This thesis  

(Munro, 2016) 

A specific form of social identification and the 

perception of oneness with, or belongingness to the 

organization’s social and community activities 

Social Initiatives 

Engagement 

(SI-E) 

This thesis 

(Munro, 2016) 

A positive, fulfilling social and community activities 

related state of mind, that is characterized by vigor, 

dedication, and absorption 

 

Source: Munro, PhD Thesis (2016) – (adapted from Anaza and Rutherford, 2012). 
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CHAPTER 1: Introduction 

 

1.1. Aims and Content of this Study  

  

In contemporary society, it would be unthinkable for a corporation to declare publicly that 

its only goal is to make money, above all else, which was once the approach promoted by 

Milton Friedman (Friedman, 1970) in the 1960s and 1970s (Mele, 2008). Since the 

establishment of the UN Global Compact in 2000, business initiatives have increasingly 

gone in the direction of the ‘public good’. The UN Global Compact embraces a strategic policy 

initiative for businesses that are committed to aligning their operations and strategies with 

universally accepted principles in the areas of human rights, labour, environment and 

anti-corruption (UN    Global Compact, 2012).  

 

Companies (today) can not only create socio-environmental values by caring for people and the 

planet, but can also drive business value and profit through such initiatives, and consequently 

corporate social responsibility (henceforth, CSR), can offer a source of competitive 

differentiation and advantage (Bhattacharaya, 2016). Hence, corporations can focus on 

balancing the needs of society and the environment, against the need to make profit (Ilhen et 

al., 2011). Organizations are increasingly concerned about how their actions affect 

environment and social welfare (Bode et al., 2015; Sprinkle and Maines, 2010). In current 

times corporations need to be extremely knowledgeable of stakeholder (and in particular 

employee) perspectives and levels of understanding. The release of the annual Edelman Trust 

Barometer, 2014 report, shows non-government organizations (NGOs) are the most trusted 

institution, with banks, financial services and major corporates as the least trusted globally. 

Previous to this, the Edelman Trust Barometer (2011) reported that 70% of respondents 

trust a company more when it partners with an NGO. Academic research has since 

confirmed that the number of companies partnering with NGOs (as part of their CSR 

strategy), is on the rise and these partnerships are becoming increasingly sophisticated 

across the globe (Baur and Schmitz, 2012; Baur and Palazzo, 2011). The current Edelman 

Trust Barometer (2016) suggests however, that businesses may now be in a position to help 

the growing trust divide.  

 

In particular, multinational corporations (MNCs/MNEs) are in an excellent position to assist and 

accelerate social and community based programs of this type (Smith, 2016; McIntosh, 2015), 

and to do so within a ‘shared value’ (Porter and Kramer, 2011) and reciprocal context (Munro et 

al., 2016a).  The very nature of being labeled multinational means they, as an organization, 
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move into various locations around the world and set up shop (Munro, 2013b, Reimann et al., 

2012). Many of these locations are emerging and developing economies, which are riddled with 

poverty and corruption, and lack of political correction and an acceleration of pollution in the 

surrounding environment (United Nations, 2015).  

 

The business concern MNCs face in establishing legitimacy in multiple host environments, 

while also maintaining a social license (Shah and Arjoon, 2015), means adapting to each 

country they are in (Arenas and Ayuso, 2016; Kwong and Levitt, 2013). Kostova and Zaheer 

(1999) distinguish between the legitimacy of an MNC and two proximal concepts: (1) 

overcoming entry barriers and (2) cultural or country adaptation.  As part of this adaption, the 

academic literature is yet to offer a framework that integrates the development and 

implementation of CSR into the organization’s strategy, structure and culture (Bhattacharya and 

Sen, 2004; Smith, 2003; Glavas and Godwin, 2013), while accommodating the expansion of the 

MNC’s global footprint in developing and sustainable societies (Visser, 2016).  

 

While, the globalization of firms may be spreading CSR practices (Waldman et al., 2006), 

relatively little is known about CSR by MNCs resulting in MNCs often failing to respond 

effectively to issues of importance in host countries (Husted and Allen, 2006). Research 

suggests that MNC-country relations can be transformed from conflict to cooperation when 

local residents view MNCs as contributing to host-country growth and national welfare 

(Campbell et al., 2012).  

 

Finding a strategic and operational framework for CSR is increasingly important as many 

stakeholders (in particular employees) have become cognizant of the ability of MNCs to either 

positively or negatively impact the human security of individuals (and the environment) within 

the communities they reside (Sarker and Munro, 2015, p79). However, while CSR strategy may 

be shared at the MNC level, initiatives, individual actors and NGOs may vary substantially at a 

local level (Bisley and Coyne, 2015; Visser, 2008, 2016). This interaction enhances the size of 

the task considerably in different developed and developing country locations.  

 

In addition, employees as internal customers, for example, desire to have their needs satisfied 

(Berry 1981). In service industries, a key opportunity to gain a competitive edge over 

competitors lies in the quality of its people. Consideration of employee views therefore, is an 

important precursor to an organization’s success (Rafiq and Ahmad, 2000) within local settings. 

NGOs and social needs also vary at the local level making management of CSR more complex 

than current frameworks suggest (Bisley and Coyne, 2015; Visser, 2008, 2016).  
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Assisting local community perception is that MNCs typically employ local people, who not only 

boost the economy and the lives of their employees, but also provide assistance to the 

surrounding community. By providing jobs, MNCs increase the standard of living of their 

employees and their families, and those they purchase from. However, MNCs can also be 

involved in Social Initiatives (social and community activities) relevant to the community they 

set up shop in (Munro, 2013b). In doing so, MNCs can train and mentor the citizens of the local 

community, improve the infrastructure of that community and help the needy, the poor and the 

homeless that reside there (Bisley and Coyne, 2015; Hess et al., 2002; Collis and Montgomery, 

1995; Margolis and Walsh, 2003). The development of these activities can be achieved and 

recognized under the Corporate Social Responsibility (CSR) banner within the discretionary 

social and community component of its definition (Carroll, 1979).  

 

Given the consensus that CSR investments pay-off for corporations (Smith, 2016; Barnett and 

Salomon 2006; Luo and Bhattacharya 2006; Margolis et al., 2007), practitioner and academic 

attention has moved toward understanding ‘‘how’’ they should implement CSR initiatives rather 

than ‘‘whether’’ to embrace them or not (Basu and Palazzo 2008; Du et al., 2010; Sharma and 

Kiran, 2012; Smith 2003). It is not surprising therefore that recent studies report that CSR is 

here to stay and the question is not “whether to engage in it, but what the best way forward (to 

do this) is…’’ (Rangan et al, 2012, p4; Vlachos et al, 2014). However, what is essential is 

employee buy in to CSR strategy – as employees are the ones that implement CSR (Aguinis and 

Glavas, 2012; Munro, 2013b) and therefore the micro Social Initiatives (SIs) selected by the 

organization.  

 

The purpose of this thesis therefore is to investigate the antecedents of employee Social 

Initiatives Identification (i.e. identification of social and community activities), as part of CSR 

strategy, and explore the subsequent impact on employee engagement in Social Initiatives, and 

employee overall organizational commitment. It does this by examining employee perspectives 

of their organization’s CSR (PCSR), their perspective of the importance of CSR (ICSR), and 

their values to help (VCSR), alongside their identification with their organization’s Social 

Initiatives (SI-Identification) and subsequent engagement in SIs (SI-Engagement), followed by 

their resulting commitment to their organization (OC).   

 

The current thesis examines these relationships through a Social Identity Theoretical lens, which 

evolved from the original studies published by Tajfel and Turner (1986), and was initially 

intended to be social psychological in nature to explain people’s self-conceptualization and 

categorization into group memberships, and the study of intergroup behavior and general 

group processes (Anaza and Rutherford, 2012).  Today, Social Identity Theory is considered 



 

PhD Thesis 2016:  Copyright © Virginia Munro (2016) 4 

to be one of the most critically acclaimed theoretical frameworks used in the study of 

organizational science (Ashforth and Mael, 1989) and is therefore a suitable framework for 

this thesis, which examines the perception of CSR amongst employees in large multinational 

corporations (MNCs). The premise of the current thesis is that Social Identity Theory has been 

under utilized in international business strategy in particular and even less in international CSR 

strategy, motivation and the components of CSR identification as such. 

 

Social Identity Theory is therefore central to the model designed for this thesis. The main 

premise of Social Identity Theory being identification with the groups in the society that one 

belongs to (Tajfel, 1978). Key influences on identification include employee memberships in 

various settings including country context (e.g. Chen and Miller, 2010; Chapple and Moon, 

2005; Ramasamy and Yeung, 2009; Ramasamy et al., 2010; Park et al., 2014; Crane et al., 

2008) and national identity (Ashmore et al., 2004; David and Bar-Tal, 2009; Herb, 1999; 

Simon and Klandermans, 2001; Smith, 2000), including religious identity (Ramasamy et al., 

2010; Arli and Tjiptono, 2014; Park et al., 2014), against known differences between the 

collective East and individualistic West divide (Wei et al., 2014; Hofstede and Bond, 1984; 

Markus and Kitayama, 1991; Leung, 2008; Triandis et al., 1988). 

 

Hence, as employees may identify with their organization (Brammer et al., 2007a), they may 

also identify with the organization’s SIs, and be more committed to the organization as a result. 

They may also identify with particular religions and their country and/or national identity 

(Ashmore et al., 2004; David and Bar-Tal, 2009; Herb and Laplan, 1990; Simon and 

Klandermans, 2001; Smith, 2000). This allows the current thesis to discuss identity at the 

micro identification level with the organization’s SIs, within the macro context of the 

organization’s CSR strategy and the national or country group context they belong to. 

 

In general, understanding the underlying processes of CSR will help inform management theory 

and practice and allow the creation of theoretical models and organizational interventions that 

best leverage CSR for a positive effect on MNC employees and their communities. This is 

especially important in a multinational setting where many of the employees are citizens of the 

countries and members of the communities that the MNC resides in (Munro, 2013a). This thesis 

therefore examines the perspectives of employees from different country offices (in Australia, 

Indonesia and Vietnam) of a USA headquartered MNC. This will assist with understanding the 

extent that different operating needs at the MNC headquarter level, impact on employee 

perspectives of CSR activities and implementation of CSR at the country level. This will also 

assist with success in these host environments, and rebalance an MNC’s legitimacy in these 

environments (Shah and Arjoon, 2015). 
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The findings of this study are considered within a developed and developing country context. It 

is recognized that the importance imposed on CSR is greater in developed economies than in 

emerging markets (Cheung et al., 2015). However, there is also a scarcity of literature 

examining CSR in developing countries  (Amini and Bianco, 2015; Farooq et al., 2014; Chapple 

and Moon, 2005; Bird et al., 2007; Jamali, 2008; Orlitzky et al., 2003), despite a number of 

studies finding that CSR varies across countries (Chapple and Moon, 2005; Maignan and Ferrel, 

2000; Maignan and Ralston, 2002; Palazzo, 2002; Munro, 2013a) not only in terms of its 

underlying meaning, but also in respect to its importance (Chapple and Moon, 2005; Maignan 

and Ferrel, 2000; Maignan and Ralston, 2002; Palazzo, 2002; Munro, 2013a). 

 

CSR in Indonesia (Gunawan, 2013) and Vietnam (Pham, 2011; Bui, 2010), for example, and 

other Asian countries could be an entirely different entity.  CSR in Asia in general, has been 

linked to very different underlying value systems, such as placing the good of the family and 

larger society over that of the individual (Asia Business Council, 2005), and is identified as a 

collectivist approach to CSR (Jetten et al., 2002). In addition, family owned and run businesses 

in Asia are substantial with 2/3rds of all companies listed as family controlled and managed 

(Alfonso et al, 2010). Indonesia for example has the top 15 family groupings holding 62% of all 

listed assets, comprising 21.5% of GDP (Adams, 2003).  

 

In addition, the country context and setting for CSR in Asia is very different. It is well accepted 

that priority issues for CSR in Asia are extreme poverty, education (indicated by low human 

development statistics), labor and supply chain compliance issues, increased health problems 

and scarcity of resources and relationships with indigenous communities (Visser, 2016), and 

that these are of less of an issue typically in Western countries, thus requiring a separate 

analysis and consideration of Asian and developing countries within the Eastern context they 

belong.  

 

In general, CSR is considered to be less evolved in developed countries overall (Farooq et al., 

2014; Visser, 2008, 2016), and is thought to be still an unfamiliar concept (Blowfield and 

Frynas, 2005), and in some cases an alien concept (Jamali et al., 2009), or viewed as part of a 

non-relevant ‘Western imperialist agenda’ (Khan and Lund-Thomsen, 2011). It would therefore 

be expected that CSR as a business strategy is a less familiar concept, and therefore may be less 

connected or important amongst local employees, communities and corporations in developing 

countries. 

 

The implications of understanding the above, and if MNC employee perspectives differ in 

different countries, must be studied within the broader international setting in which an MNC 
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operates, to understand operations at both the country office level and within different levels of 

country development. This will assist practitioners and corporate directors to develop and 

implement better global CSR strategy that caters to differences at the local country level. This 

level of distinction of CSR activities and detailed Social Initiatives (SIs) is lacking in the CSR 

literature (Aguinis and Glavas, 2012). This is therefore the first time that perceived CSR 

(PCSR) has been examined within an identification model that includes employee identification 

with the organization’s micro SIs (SI-I), and the employee’s subsequent engagement with SIs 

(SI-E), and provides this within an MNC West/East contrast, assuring a unique contribution to 

current CSR literature. 

 

 

1.2. Research Rationale      

 

There has been an extensive amount of research and literature examining the relationship 

between CSR and stakeholders (Donaldson and Preston 1995; Freeman 1984; Jones 1995; 

Laplume et al., 2008; Glavas and Godwin (2013). Despite the impacts that a firm’s CSR efforts 

have on stakeholders, the specific impacts on employees (as internal stakeholders) has received 

limited attention in comparison (Aguilera et al., 2007; Rodrigo and Arenas 2008; Turker 2009b; 

Glavas and Godwin, 2013). The majority of research in CSR has focused on the impact CSR has 

on ‘external stakeholders’ to the organization (Fryzeland and Seppala, 2016), and in particular, 

its consumers (Bhattacharya and Sen 2004; Sen and Bhattacharya 2001; Lichtenstein et al., 

2004) and to a lesser extent the employee as a stakeholder (Glavas and Godwin, 2013).  

 

Bauman and Skitka (2012) also agree that understanding the actual ‘effects of CSR’ on 

employees is a relatively unexplored approach. This is surprising given that CSR is often 

discussed as a means for firms to maintain positive relations with their stakeholders, of which 

employees are a key stakeholder (e.g., Donaldson and Preston, 1995; Freeman, 1984; Wood and 

Jones, 1995; Bauman and Skitka, 2012) and research has indicated and confirmed that an 

organization’s CSR behaviors significantly ‘affect’ employees (Collier and Esteban 2007; 

McWilliams and Siegel 2001; Peloza and Hassay 2006), who are also the primary actors 

expected to engage with CSR activities and initiatives.  

 

Business impacts related to CSR activities and corporate community investment led strategies, 

therefore list employees and customers as the most important stakeholders (Hess et al., 2002; 

Porter and Kramer, 2002). Although CSR takes place at the organizational level of analysis, 

individual actors are those who actually strategize, make decisions and execute CSR initiatives 

(Aguinis and Glavas, 2012). Hence, to deliver the CSR strategy it is in fact the employees who 
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are the most important stakeholder, as they implement the strategy and its activities (Aguinis 

and Glavas, 2012; Munro, 2013b). The current thesis therefore focuses on the perspectives and 

needs of employees relative to the organization’s CSR strategy.   

 

Past research, has shown that CSR has led to employee-related outcomes such as increased 

identification, satisfaction, commitment, retention and advocacy, as well as reduced absenteeism 

(Korschun et al., 2014, de Gilder et al., 2005; Porter and Kramer, 2002: p57). In addition, CSR 

has been found to fulfill four important functions in the work environment: self-enhancement, 

better work–life integration, reputational shield and strong ties between companies and 

employees (Bhattacharya, Korschun and Sen, 2009). This in turn leads to a stronger 

‘identification’ with the organization (Korschun et al., 2014; Peterson, 2004a; Kim et al., 2010). 

 

Understanding the underlying processes regarding how employees are affected by CSR will 

therefore help inform management theory and practice and allow the creation of theoretical 

models and organizational interventions that best leverage CSR for a positive effect on 

employees and the communities they reside in. Missing from the literature however is a 

theoretical and empirical framework for understanding how an organization’s CSR efforts 

impact on employees and their perspectives and engagement in CSR strategy as a consequence 

of this (Glavas and Godwin, 2013).  

 

To date, there has been an emphasis on studying CSR as a macro level construct (for example, 

Bauman and Skitka, 2012; Aguinis and Glavas, 2012).  It has been suggested that the only way 

forward is to take CSR research and literature from a macro to a micro focus (Wood and Jones, 

1995, Bauman and Skitka, 2012).  Immediate research progress can be achieved by breaking 

down ‘knowledge silos’ and bridging gaps in the literature, by moving away from the 

misperception that CSR is a ‘macro-level construct’ (Bauman and Skitka, 2012, page 78). The 

needs-based approach of Bauman and Skitka (2012), examines how employees interpret the 

wide range of an organization’s CSR activities at the micro level. They include within this 

employee perception of an organization, employee needs and psychological values 

(esteem/positive image, intergroup distinctiveness, belongingness/identification, 

meaningfulness) and an employee’s identification with an organization. Bauman and Skitka 

(2012), provide a theoretical framework, which remains untested. This thesis empirically 

examines these aspects, by examining employee perspectives and values to assist, utilizing a 

micro needs-based underlying framework within an Identification based model.  

 

There has also been an emphasis on studying CSR across only one region or in one country at a 

time, resulting in a generalisation of the results to all countries, and also a generalisation of the 
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results to both developed and developing countries. This situation exists despite a number of 

studies finding that CSR varies not only in terms of its underlying meaning across countries, but 

also in respect to varying CSR perspectives and strategy across countries (Chapple and Moon, 

2005; Maignan and Ferrell, 2000; Maignan and Ralston, 2002; Palazzo, 2001; Munro, 2013a).  

 

Despite some research on general CSR across different countries, there is a scarcity of research 

examining the specifics of CSR strategy at a tactical implementation level, such as its individual 

CSR micro initiatives (Aguinis and Glavas, 2012), and within a cross-cultural setting (Wei et 

al., 2014). Much of the CSR research has also been conducted in a Western context with limited 

research comparing national systems of countries relative to CSR (Rodrigo et al., 2016; Chapple 

and Moon, 2005; Frynas, 2006).  

 

CSR research in developing countries has also mostly examined the business output side of CSR 

(Arli and Lasmono, 2010), as opposed to the perspective of its internal stakeholders as members 

of the local community and developing country (Munro, 2013a). As previously mentioned, 

existing research on CSR in developing countries tends to generalize developing countries 

together in its analysis (Su et al., 2014; Chapple and Moon, 2005; Frynas, 2006), which may 

over-simplify given that actors and initiatives can vary at a local country level within one 

overall shared CSR strategy at the MNC level. 

 

The overall aim of the current thesis therefore is to identify MNC employee perceptions of CSR 

initiatives and understand how this differs across developed and developing countries. The 

model developed for the current thesis therefore focuses on examining the impact of CSR on 

organizational identification as it relates to Social Initiatives identification and organizational 

commitment of employees, based on the framework derived from Social Identity Theory. 

Within this framework the study also tests employee perceived organizational CSR, perceived 

importance of CSR, and employee’s own perceived values to help – to determine if these 

variables influence employee levels of commitment with their organization and level of 

identification with their organization’s SIs, and therefore CSR activities at a micro level. This is 

further examined alongside an employee’s engagement in actual SIs and explores how they 

identify with these, which is pertinent to advancing managerial and organizational practice of 

MNCs within a Social Identity Theory framework.  Further this thesis examines these constructs 

in both a developed and developing country setting, as vastly different needs are apparent in 

these settings (Bisley and Coyne, 2015; Hess et al., 2002; Collis and Montgomery, 1995; 

Margolis and Walsh, 2003, Smith, 2016), which the current thesis proposes, will reflect in 

different perceptions of CSR across developed and developing countries. In addition, CSR has 

been primarily studied utilizing a Western model, established, tested and examined in Western 
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developed countries, without consideration of an Eastern context. 

 

The aim of the current thesis therefore is to align the business environment with the social 

environment in developed and developing host countries where MNCs reside, by identifying 

employee expectations within these host countries. This is often stated as one of the most 

difficult agendas for MNCs in emerging markets (Reimann, Ehrgott, Kaufmann and Carter, 

2012). The current thesis therefore proposes to identify the necessary components to align the 

CSR operating environment more closely within different Western and Eastern settings across 

different social environments in developed and developing host countries where MNCs reside. 

 

In addition, a framework has yet to be offered in the literature that integrates the evolution and 

implementation of CSR into the organization’s strategy, structure and culture (Bhattacharya and 

Sen, 2004; Smith, 2003), with regards to implementation of CSR strategy, and to do this within 

the varying developing and developed host country environments of the MNC. The current 

thesis attempts to do this by examining employee perceptions from two MNCs within three 

different developed and developing country contexts (with different socio-political-economic 

structures, cultural and community settings) operating in vastly different Western and Eastern 

settings. 

 

The following Research Questions are examined.    

 

 

1.3. Research Questions  

 

1. Will employee perceived CSR; perceived importance of CSR; and perceived employee’s 

values (the precursors), influence the level of employee Social Initiatives Identification? 

2. Will employee Social Initiatives identifications influence the level of employee Social 

Initiatives engagement? 

3. Will employee levels of Social Initiatives identification influence employee levels of 

organizational commitment?   

4. Will employee levels of engagement in Social Initiatives influence employee levels of 

organizational commitment? 

5. Will employee Social Initiatives identification mediate the relationship between the 

precursors (perceived CSR, perceived importance of CSR and employee values of CSR) and 

employee SI engagement and organizational commitment? 
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1.4. Research Gaps 

 

Integrated within the above research questions are various research gaps identified in the 

literature including the need to conduct more ‘employee’ related CSR research, and in 

particular, how employees may be affected by CSR. This thesis will address this gap by 

providing a model that includes several mechanisms, through which employees may be 

‘affected’ by CSR such as their perception of their organization’s CSR, their perception of the 

importance of CSR for organizations in general to practice, and their identification and 

commitment to their organization’s CSR activities and Social Initiatives. 

 

As previously mentioned, CSR has primarily been studied at a macro level (i.e. overall CSR 

strategy) compared to the micro (i.e. individual Social Initiatives) level (Bauman and Skitka, 

2012; Aguinis and Glavas, 2012). This thesis addresses this gap by examining employee 

perspectives of CSR and by examining individual social initiatives (or CSR activities) at the 

micro level, within broader CSR strategy at the macro or MNC level.  In addition, and as 

previously mentioned CSR has typically been researched in the developed world and 

generalised to developing countries, and has also been typically researched in the Western world 

and generalised to Eastern countries (Farooq et al., 2013, 2014; Visser, 2008, 2016; Chapple 

and Moon, 2005; Ghoul et al., 2016). This thesis therefore addresses this gap by also examining 

developing countries within an Eastern context. 

 

Several scholars have also called for the need to improve our understanding of the underlying 

mechanisms of CSR (Aguilera et al., 2007; Aguinis, 2011; Margolis and Walsh, 2003; Wood, 

2010). Aguinis and Glavas (2012), for example, conducted a meta-analysis of 102 

book/chapters and 588 journal articles (across 17 journals) and found only 7% examined 

‘mediators’ of the CSR-outcome relationship and these were primarily customer and external 

stakeholder perceptions, firm reputation, and a firm’s intangible resources, and managerial 

interpretations. Hence, there is a lot of knowledge on why organizations engage in CSR and 

much less on what happens as a result, and the conditions under which these results happen. 

Aguinis and Glavas (2012) therefore state there is a knowledge gap in the literature and a need 

to conduct further research that helps to understand the processes and underlying mechanisms 

(i.e. mediating effects), and the conditions under which CSR leads to particular outcomes 

(p934). As a result, Aguinis and Glavas (2012) state there is a need for more integrated models 

to understand key constructs in the CSR literature by examining mediators and moderators. This 

thesis addresses this gap by examining Social Initiatives identification as a mediator within an 

integrated model, across organizations and countries. 

 



 

PhD Thesis 2016:  Copyright © Virginia Munro (2016) 11 

There is also a research gap at the individual analysis level.  The meta-analysis of Aguinis and 

Glavas (2012), found only 4% of journals focused on the analysis of individual factors of 

respondents and that journals dedicated to this type of analysis, such as Organizational Behavior 

(OB), HRM and Industrial Organizational (I-O) psychology were virtually absent of CSR 

Research (p943). This thesis therefore adds to this body of literature by examining variables in 

relation to individual analysis of CSR, by examining personal values (e.g. perception on the 

importance of CSR in general and personal values toward to help), and does this in an integrated 

model, therefore contributing to the literature, and doing this within two organizations in three 

countries. 

 

In their examination of research gaps in the CSR literature, Aguinis and Glavas (2012), found a 

need to understand the predictors that influence individuals to ‘carry out’ CSR activities (p953). 

This thesis addresses this gap by examining a number of precursors of CSR plus employee 

engagement in social initiatives and CSR activities. In particular, Aguinis and Glavas (2012), 

specify the need to examine the individual motivating traits and attitudes that predict employee 

engagement with CSR (p956). This thesis addresses this gap by examining values (related to 

‘motives to help others’) in an integrated model, alongside their levels of engagement in CSR 

and SI activities.  

 

In addition, there is a scarcity of literature examining CSR in Asian countries and this has been 

accordingly generalized to Western countries (Rodrigo et al., 2016; Chapple and Moon, 2005, 

Gunawan, 2013, Pham, 2011, Bui, 2010). Where there is research on Asian countries there is a 

tendency to examine them individually, or group them together rather than look at individual 

differences between countries (Chapple and Moon, 2005; Rodrigo et al., 2016, Su et al., 2014). 

There is also a neglect to examine them in terms of their country stage of development, such as 

the emerging (World Bank, 216) and pre-emerging developing or frontier country context 

(Kwong and Levitt, 2013; Munro, 2013b). 

 

A final research gap stated by the Aguinis and Glavas (2012) is the lack of measurement tools 

that access CSR at different levels of perception. It is hoped that this thesis addresses this gap by 

providing additional tools through the adaptation of existing scales to measure new constructs 

and the development of new questions to measure constructs such as SI-I and SI-E, not tested 

before in the CSR literature. In addition, reaction to CSR initiatives has also been primarily 

studied within a ‘qualitative’ format (Arenas and Ayuso, 2016; Berger et al., 2006; Bhattacharya 

et al., 2009; Kim et al., 2010; Rodrigo and Arenas, 2008; Paco and Nave, 2013; and Pajo and 

Lee, 2011). 
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A Summary of Research Gaps for this Thesis are listed below: 

 

1. Due to lack of a suitable model in the current literature, this study provides and 

examines a unique model, adapted and created for this study to provide an identification 

model with the combination of the following precursor variables: perceived CSR; CSR 

importance; and individual employee levels of values (to help others), alongside newly 

adapted variables: Social Initiatives (SI) identification; and SI-Engagement – alongside 

organizational commitment. 

 

2. As stated, there is a gap in the literature, which has not yet to date examined 

identification with Social Initiatives (social and community activities) and employee 

engagement in individual Social Initiatives within an identification model before. 

Available identification and engagement scales (Anaza and Rutherford, 20112) have 

been adapted to allow for examination of identification within this format.  

 

3. This study addresses the additional research gap of examining the micro aspects of CSR 

such as the individual traits of employees and the micro Social Initiatives (social and 

community activities) within an organization’s macro CSR strategy.  It also extends this 

by examining the micro identification level with the organization’s SIs, within 

the macro context of the national or country group they belong to. 

 

4. This study addresses the research gap of examining the underlying mechanisms of CSR 

(i.e. the precursors) and the potential conditions, which lead to particular outcomes (i.e. 

the mediating effects) whereby this thesis examines Social Initiatives identification as a 

mediator. In doing so, it fulfils the research requirement of the need for more integrated 

models in the CSR literature. 

 

5. This study addresses the research gap of providing individual level analysis of CSR by 

examining employee values of CSR (VCSR) and importance of CSR (ICSR). 

 

6. This study addresses the research gap of examining the predictors that influence 

identification and engagement in CSR activities and organizational commitment by 

examining the individual traits of employees alongside employee identification, 

engagement and commitment. In doing so the study addresses the research gap to 

examine the ‘micro foundations of CSR’ (i.e. the foundation of CSR based on 

individual actions and interactions). 
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7. This study addresses the research gap by utilizing adapted tools to measure CSR at 

various levels of perception of CSR, where such tools are limited, such as identification 

of SIs, and engagement in Social Initiatives and to examine CSR SIs at a ‘quantitative’ 

level rather than a ‘qualitative’ level. 

 

8. This study also addresses the research gap of providing research, which examines CSR 

in not just a Western context, but also in, and Eastern and developing country context 

and within an emerging and pre-emerging development setting. 

 

9. The study looks through a lens of Social Identity Theory, which has been under utilized 

in international business strategy and international CSR strategy. 

 

10. Finally, this thesis addresses the research gap of examining variables within a 

multivariate model, across employees in several organizations, across different 

countries within a developed and developing country and emerging market setting. 
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1.5. Structure of Thesis 

 

This thesis seeks to consider whether employee SI identification influences the precursors of 

CSR, followed by their engagement in SIs and overall organizational commitment to the 

organization. Gaps in the literature have been identified and hypotheses have been developed to 

build a theoretical model to guide this study.  

 

Chapter 2 discusses the literature review of this area and chapter 3 discusses the hypothesis of 

the study in relation to the current literature and proposed theoretical model.  Chapter 4 

introduces the methodology employed in this research, and describes the procedures used. 

Chapter 5 presents the analysis of this study commencing with confirmatory factor analysis and 

structural equation modelling of the proposed theoretical model followed by the examination of 

identification as a mediator in the model. Chapter 6 discusses the findings of the study, with 

particular emphasis on answering the specific research questions posed by this thesis. Finally, 

the conclusion from this thesis is presented in Chapter 7 alongside managerial implications of 

the findings, limitations of the study and suggestions for future research. 
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CHAPTER 2: Literature Review, Background and Significance 

 

2.1. Introduction  

 

This chapter reviews the literature relating to CSR, to understand the current thinking on 

the dimensions of CSR, CSR strategy and CSR activities. Furthermore, this chapter 

reviews the literature regarding the research context and the main constructs under 

exploration, plus the underlying theory of this thesis: Social Identity Theory. By surveying 

a range of relevant sources, this thesis gains insight into the existing research findings and 

sheds further light on the research gaps in the literature. 

 

This literature review proceeds in several stages. Firstly, a review of the many definitions 

of CSR allowed an integration and understanding of research utilizing various definitions and 

related acronyms to CSR, including CC, CSP and CCI. Secondly, the definition of CSR 

activities and Social Initiatives (SIs) and related research is explored in the literature. Thirdly, 

Social Identity Theory is discussed in terms of its development as a theory. Fourthly, the 

study of ‘identity’ within Social Identity Theory is examined, followed by an examination 

of ‘social identity’, ‘collective identity’, ‘national Identity’ and ‘comparative identity,’ in a 

discussion referring to the various social memberships and identities that individuals 

experience within various contexts including  country contexts and religious contexts. In-

group and out-group identification is also discussed in relation to individualistic and 

collective societies under a Social Identity Theory premise. Last, a review of 

‘organizational identity,’ and identification with SIs is discussed within a Social Identity 

Theory setting.  

 

A key outcome of the chapter will be to develop a conceptual framework that underpins 

the thesis and prepares to present the hypotheses in the following chapter (chapter 3), that will 

be tested under a proposed theoretical model to support this argument. 
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2.2. The Definition of CSR 

 

In order to understand the constructs examined in this thesis, it is necessary to first portray the 

current understanding of the many definitions of Corporate Social Responsibility (henceforth, 

CSR) in the literature, and how these definitions are integrated throughout this thesis.  

 

CSR is an intertwined definition and a forever evolving term. It is a term of evolution with 

many labels (SR, CSP, CSR 2.0, CR) constructs and approaches, constantly developing and 

changing (Waddock, 2004). CSR has many meanings and approaches, often without a precise 

definition (Aguinis and Glavas, 2012; Dahlsrud 2006; Groff, 2004; Matten et al, 2003; 

Waddock 2004). Scholars have proposed a plethora of expressions to refer to CSR. Some of 

these include corporate sustainability, corporate citizenship (CC), sustainable entrepreneurship, 

corporate ethics, business ethics and CSP or corporate social performance (Aguinis 2011; 

Dahlsrud 2006; Van Marrewijk 2003).  

 

The past century has seen scholars, educationalists and business strategists struggle with the 

definition of CSR and its associated acronyms and labels (Waddock, 2004). Bowen (1953) was 

the first recognized scholar to provide a definition of CSR in the academic literature and the 

first acknowledged to write a manuscript on the topic (Carroll, 1979; Maignan 2001). Bowen 

(1953) claimed that businesses have the obligation to "pursue those policies, to make 

those decisions, or to follow those lines of action which are desirable in terms of the 

objectives and values of our society" (p. 6). This was the starting point of an abundant 

literature debating the nature of corporate social responsibilities (e.g., Ackerman and 

Bauer, 1976; Davis, 1973; McGuire, 1963; Maignan, 2001). During this period the widely 

used Archie Carroll 1979 definition emerged, and enabled Carroll to confirm: “for a definition 

of social responsibility to fully address the entire range of obligations business has to society, it 

must embody the economic, legal, ethical, and discretionary categories of business 

performance” (p499). Later, Carroll (1998) addressed the relationship between companies, 

individuals and stakeholders utilizing what he termed the ‘Four Faces of corporate citizenship 

(CC)” – which are also recognized as the four components of CSR – economic, legal, ethical 

and philanthropic. This is not dissimilar to his overall first definition of CSR in 1979.  

 

Leisinger (2007) later followed a similar format confirming Carroll’s definition and placing 

philanthropic activities at the top of his “corporate pyramid’ as the “can” dimension, listing 

legal and regulatory as the “must” dimension and going beyond “legal norms as an “ought to” 

dimension (Munro, 2013a, p60).  

 



 

PhD Thesis 2016:  Copyright © Virginia Munro (2016) 17 

This thesis focuses on the discretionary component of the Carroll (1979) definition, which was 

originally labeled ‘philanthropic’. The philanthropic component however developed to go 

beyond cash donations and cheque signing to include core corporate involvement in underlying 

activities, which includes implementation of activities which are socially and community 

oriented initiatives (Munro, 2013b). Hence, as discussed below, there has been a transition from 

‘corporate philanthropic activities’ to CSI or corporate social involvement (Hess et al., 2002, 

page 112) and CCI as in corporate community investment (Margolis and Walsh, 2003).  

 

 

As a reference point, this thesis selects the following integrated definition of CSR, as a 

definition presented to respondents in this study, and as a focus for the literature review: 

 

Corporate social responsibility (CSR) is the continuing commitment by business 

to behave ethically and contribute to economic development 

while improving the quality of life of the workforce 

and their families, as well as the local community and society at large 

(Source: World Business Council for Sustainable Development, 2000). 

 

 

While deciding on one definition, much of the CSR research will incorporate many related 

terms. For example, the literature relating to corporate social performance (CSP). It is important 

to note that although the terms CSR and CSP are often used interchangeably, earlier theorists 

made a distinction between CSR and CSP, such that CSR refers to an organization’s obligations 

to be responsible, whereas CSP refers to the actions taken by an organization to fulfill its 

societal obligation (i.e., its responsiveness; Carroll, 1979; Stites and Michael, 2011).  In general, 

CSP refers to “the actions of the organization (usually a for-profit business) and the 

consequences of those actions on the broader society in which the organization is embedded” 

(Mahon, 2002, p. 427).  Hence, CSR refers to the programs a firm engages in, whereas CPS 

refers to a stakeholder’s assessment of those programs (Luo and Bhattacharya, 2009). Further, 

CSP provides a summary of the firm’s aggregate social performance at a particular point in 

time, whereas CSR refers to the actions that appear to further some social good, and overtime 

aggregate into CSP (Barnett, 2007). 

 

It is also important to acknowledge the term corporate community investment (CCI), used 

alongside CSR strategy development as part of the community aspects of the discretionary 

component of the CSR definition (Carroll, 1979 and 1998). As discussed above, ‘Corporate 

philanthropy’ has evolved into CCI programs, which include a number of CSR activities, which 
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at a micro level can be described as SIs or Social Initiatives. These are defined as CSR social 

and community activities relating to the needs of the society and the community surrounding the 

organization’s geographical location and market areas (Munro 2013b, p 73). Whereas, CCI is 

the overall financial investment in initiatives and CSR activities in the communities where 

corporates operate (Muthuri, 2007).  In contrast, Chapple and Moon (2005) refer to CCI as the 

origin of the wider concept of CSR and is a core part of an organization’s CSR agenda, 

especially in developing countries.  

 

This thesis also discusses corporate citizenship (CC) within the CSR paradigm, and therefore 

must be briefly defined. Zappla (2004) refers to CSR and CC, as one or the other, defining both 

as the understanding and management of an organization’s influence on society and all its 

stakeholders. Put more simply, CC can be defined as ‘business taking greater account of its 

social, environmental and financial footprints’ (Zadek 2001, p7, Zappla (2004). It is therefore 

understandable that in the empirical research examining CSR, the CC scale as a measure (e.g. 

Maignan and Ferrell, 2000) maps on to the CSR scale (e.g. Turker 2009a) used in past literature.  

 

CC strategies also underpin the movement from philanthropy and charity giving, to more 

engaged Social Initiatives (social and community) type activities in the community. This 

relationship is often described as the organization’s duty as a corporate citizen. Hence, CC, CSP 

and CCI will be referred to in the following discussion in relation to these aspects of CSR. 

 

 

2.3. Summary of the CSR Definition  

 

In order to put CSR in context with its various components and to clarify CSR activities as 

opposed to Social Initiatives (SIs), the following diagram, figure 1 overleaf, has been designed 

to fit this need. 
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Figure 1: CSR Definition Synthesis (Source: Munro, PhD Thesis, 2016). 
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2.4. Introduction to Social Initiatives and CSR Activities  

 

As stated above, understanding the definition of CSR and its many components constituted 

much of the early research on CSR. In more recent times a body of academic literature has 

emerged that seeks to understand how organizations can best address the needs of stakeholders 

and society and satisfy their economic self-interest at the same time. Hence, one of the largest 

developments in the literature in the last few years is the movement away from how do we 

‘define’ CSR to how do we ‘conduct’ CSR (Barnett and Salomon 2006; Luo and Bhattacharya 

2006; Margolis et al., 2007). A part of conducting CSR is defining and acknowledging the CSR 

strategy and its contents, i.e. the CSR activities that are implemented as part of the strategy. 

 

One emphasis in the CSR literature has been the movement toward examining community 

involvement (Hess et al., 2002). Each year, for example, corporations donate millions of dollars 

to NGOs through various CSR initiatives, including philanthropy, cause-related marketing, 

employee volunteerism and increasingly today, the support and mentoring of grass roots 

innovative social and development programs (Lichtenstein et al., 2004).  In addition, interesting 

examples of CSR activities and corporate community investment (CCI) based activities have 

evolved as long-term strategies of companies (Hess et al., 2002). Examples include: Intel 

donating computers to schools in developing countries and engaging their staff to train teaches 

on computer use; Nestle helping farmers produce better milk cows in northern India; and Coca-

Cola provides retail training and jobs to unemployed youth in Brazil (Lichtenstein et al., 2004; 

Porter et al., 2013).  

 

A variety of MNCs and corporates at the higher level, now engage in these types of initiatives 

(Sen and Bhattacharya 2001). Many are called on to assist, and often volunteer to address deep 

and persistent social ills of great magnitude, ranging from malnutrition and HIV to illiteracy and 

homelessness (Margolis and Walsh 2003).  With more than $9 billion spent on social causes by 

U.S. companies alone in 2001 (Cone et al., 2003), this provides further testament to corporate 

involvement with serious social problems (Lichtenstein et al., 2004). This is then further 

reported by the majority of Fortune 500 companies, who now devote considerable resources to 

reporting the broad range of CSR activities they conduct, to their wide array of corporate 

stakeholders (KPMG, 2011).   
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2.5. Social Initiatives and CSR Activities Research   

 

Despite the importance of this area of corporate activity, an EBSCO (2016) search revealed a 

scarcity of literature and research examining CSR activities, individual social causes and 

initiatives, and stakeholder perceptions of these.  

 

In general, an examination of the literature reveals that researchers tend to talk about CSR 

activities as a general concept, rather than identifying the ‘micro’ initiatives (individual social 

and community activities) within the ‘macro’ concept of CSR strategy (Bauman and Skitka, 

2012). This is surprising given the majority of Fortune 500 companies that not only engage in 

social responsibility initiatives, but also devote considerable resources to reporting CSR 

activities (KPMG, 2011). Understanding stakeholder perceptions of CSR initiatives is therefore 

very important and this has been confirmed in the academic research literature (e.g. 

Bhattacharya et al., 2009; Klein and Dawar, 2004; Lichtenstein et al., 2004). There has been 

little research however, to understand the underlying factors, which lead to these assessments 

(Augulis and Glaver, 2012). While it has been noted that it is important for stakeholders to be 

aware of CSR initiatives (Sen et al., 2006), it is also documented that awareness and familiarity 

with CSR initiatives is low among stakeholders (Sen et al., 2006).  

 

Despite the lack of research at this level, research studies in the past have provided 

support for the benefits that CSR initiatives provide companies, particularly in terms of 

enhanced consumer perceptions of the organization (e.g., Brown and Dacin 1997; 

Drumwright, 1996; Sen and Bhattacharya, 2001). There is also evidence that employee-

organization relationships are also enhanced through CSR activities and initiatives. 

This can happen through employee identification with the organization whereby there 

is an overlap in the employee’s self-concept (i.e. compassion, or caring for a 

community project), but more detailed research is needed (Lichtenstein et al., 2004). 

 

Research by Liu et al., (2013) provides a more recent perspective on CSR activities in a wider 

strategic CSR agenda. They utilize a theoretical model primarily directed at management and 

business owners, but their model remains empirically untested.  Liu et al., (2013), however 

confirm that many studies have documented the strategic benefits of CSR (and CCI) activities 

(e.g. Hess et al., 2002; Muthuri et al., 2009; Van der Voort et al., 2009) but to date, no accepted 

theoretical framework has emerged. They contribute to this by combining insights from 

Stakeholder Theory and Social Capital Theory to develop a CSR model to explain a 

corporation’s behavior with regard to CSR (and CCI) activities. This thesis is also interested in 

a corporation’s behavior with regard to CSR (and CCI) activities, but approaches this from an 
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empirical position and engages internal staff, who are more closely connected to the CSR 

strategy of the organization. 

 

A key finding by Gyves and O’Higgins (2008), which questioned managers of companies on 

their respective CSR activities, is that CSR needs to be driven by something that appeals to 

employees and that CSR activities must be undertaken through a formalized and planned 

process to seek real benefit. As employees are called upon to implement the organization’s CSR 

program internally and externally, it is important to look more closely at the initiatives involved 

in CSR strategies. This is an important area of research as corporates have the option to select 

social and community projects, which are relevant to internal stakeholder (employee) 

preferences and external stakeholder (community) needs, as part of their CSR strategy (Hess et 

al., 2002; Munro, 2013b).  

 

Liu et al., (2013) agree that there is much to be done in this area of research in terms of 

documenting individual CSR initiatives and state in their discussion paper and summary of CSR 

(and CCI) research, state that little research has been carried out to produce a clear picture of the 

nature of the initiatives undertaken under the various CSR approaches. This thesis provides this 

opportunity. 

 

 

2.6. Defining and Measuring Social Initiatives and CSR Activities  

 

An additional difficulty throughout the academic literature examining CSR is how to define 

CSR activities and these types of corporate social causes and activities. While, Kotler and Lee’s 

(2005, p3) overall definition of CSR is – ‘‘a commitment to improve community well-being 

through discretionary business practices and contributions of corporate resources” – their 

definition of an organization’s CSR initiatives is very broad and considered to be anything that 

reflects elements of ‘socially responsibility; (where) corporate resources (e.g. money, labour) 

are allocated to activities intended to improve societal welfare. 

 

Similarly, Maignan and Ralston (2002), for example, list overall ‘broad categories’ as CSR 

activities (Arts and culture, Education, Quality of Life, Environment, Safety), but do not name 

or examine individual initiatives. There is a current trend in the literature to examine CSR 

activities (Hess et al., 2002) in terms of ‘broad categories’. Becker-Olsen et al., (2006) for 

example, refer to CSR initiatives in the heading of their research, but do not directly define CSR 

initiatives. In their opening paragraph it is assumed their definition is embedded in the 

following statement: “Based on the assumption that consumers will reward firms for their 
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support of social programs, many organizations have adopted social causes (Levy, 1999). 

However, it is unlikely that consumers will blindly accept these social initiatives as sincere 

actions and thus may or may not reward the firm” (p46). Hence, we can assume that by 

social initiatives they mean social causes, but neither are defined in their article. Later, an 

example of an initiative (e.g. Home Depot and Habitat for Humanity) is given, without 

details of the initiative. Finally, examples of social initiatives are given in ‘broad 

categorical’ terms (e.g. environmental preservation, early childhood education, domestic 

violence, homelessness, cancer screening and voting).  

 

Recent literature also confirms there is a lack of definition of exactly what CSR initiatives are. 

Aguinis and Glavas (2012), for example base their definition of CSR initiatives on the 

definition of CSR. They are not listed as separate entities. They use the definition of CSR 

offered by Aguinis (2011: p855) and others (e.g. Rupp, 2011; Rupp et al., 2010): “context-

specific organizational actions and policies that take into account stakeholders’ expectations and 

the triple bottom line of economic, social, and environmental performance” (p933), hence their 

definition of CSR initiatives refers primarily to overall policies and actions. The well-cited 

article, Margolis and Walsh (2003), also mentions corporate social initiatives in their heading, 

but do not provide a definition or list of activities. In general, they refer to such with broad 

statements such as “corporate involvement in wider social life” (p268) in the opening 

paragraph, without further suggestion of its meaning for the remainder of the article. 

 

One of the largest detailed papers on CSR initiatives is by Bhattacharya et al., (2009) who also 

refer to CSR initiatives in the title of their article, but do not provide a definition, referring to 

CSR initiatives as CSR activity by a company in general. That means anything within the CSR 

definition and its components (economic, legal, ethical, philanthropic). They note however this 

is an important area for future research – i.e. the process through which stakeholders assess 

CSR initiatives. They state that it is clear that stakeholders assess the efficacy of CSR initiatives 

and that they attribute motives behind an organization’s CSR activity, however, it is still not 

clear precisely how individuals come to make these judgments. Finally, they provide only a 

theoretical model for CSR activities in general, and focus only on theoretical outcomes. 

 

In addition, Bhattacharya and Sen (2004) also refer to corporate social initiatives in the title of 

their well-cited article ‘Doing Better at Doing Good’ but do not define them.  Later in the 

article, they refer to CSR initiatives as CSR activities and define them in broad terms: 

Community Support, Diversity, Employee Support, Environment, Non-US Operations, and 

Company Product. Again, they provide a theoretical framework for CSR inputs and outputs and 

cite consumer lack of awareness of CSR activities as a major concern, but do not provide an 
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empirical analysis. 

 

By way of contrast, when CSR activities are examined as part of CCI projects, Liu et al., (2013) 

for example, define CCI activities as the implementation of any corporate social initiative to 

support stakeholders who live within the community in which the business operates and focuses 

on demonstrating the corporation’s commitment to socially responsible acts. This is also 

acknowledged by other researchers (e.g. Burke et al., 1986; Hess et al., 2002; Lakin and 

Scheubel 2010). However, CCI activities or Initiatives are not micro defined in these studies. 

Bronn (2006) also defined CCI activities, in absolute terms – the interaction between an 

organization and its immediate environment. Similarly, Brammer and Millington (2003), 

examined CCI priorities in UK firms under the following broad categories: Education, Arts, 

Medical Research, Disability, Sickness, Economic Dev./Regeneration, Environment, 

Children/Youth, Elderly, Animal Welfare, Political, Religion and Sport. Maignan (2001) also 

does not identify individual CSR activities and micro initiatives grouping them broadly as: 

Local Economic Development, Consumer Protection, Social Welfare, Donations, Education, 

Environmental Protection, Cultural Activities, Local Community Development, and Local 

Community Involvement. 

 

CSR activities and initiatives are also placed into broad category lists to be measured for CSR 

reporting frameworks, such as: Global Reporting Initiative (GRI), AccountAbility, The UK 

Corporate Responsibility Index, AA1000Assurance, World Business for Council for 

Sustainable Development, Dow Jones Sustainability Index, St James Ethics Centre’s CRI 

Report (Corporate Responsibility Index), and the London Benchmarking Group.  Similar to this 

Kinder, Lydenberg and Domini (1992) rated companies on eight attributes known as the KLD 

measures, which include: Community Relations, Employee Relations, Environment, Product, 

Treatment of Women and Minorities, Military Contracts, Nuclear Power and South Africa. This 

was utilized in the breakthrough research of Graves and Waddock (1999), which measures CSP 

in these areas, to determine levels of institutional ownership as a measure of their performance.  

These broad headings are referred to as a reliable source for CSR measures, and have been 

widely used by researchers (e.g. Griffin and Mahon, 1997; Melo and Garrido‐Morgado, 2012; 

Turban and Greening, 1997; Waddock and Graves, 1997; Ruf et al., 1998; Hillman and Keim, 

2001; Backhaus et al., 2002; Schnietz and Epstein, 2005; Melo and Garrrido-Morgado, 2012). 

 

Hence, there is limited research and literature providing a definition of CSR initiatives. There is 

also limited research examining individual CSR initiatives. There is also to date no standardized 

list, scale or questionnaire in the CSR research for micro initiatives within these broad CSR 

categories. 
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With limited research available on individual initiatives and a lack of available 

definition for individual initiatives, this thesis uses the term SIs, which refers to Social 

Initiatives as: 

 

SIs are defined as the micro ‘social and community initiatives’ (and activities) an 

organization adopts and supports in an ongoing and sustainable fashion, and relates to 

the needs of the society and the community surrounding the organization’s geographical 

location and market areas (Munro 2013b, p 73). 

 

These CSR activities and SIs fit the discretionary component of the CSR definition and are 

socially and community oriented. The examination of individual Social Initiatives (SIs) fits with 

the micro construct and framework requested by Bauman and Skitka (2012) and Aguinis and 

Glavas (2012). This also assists with the gap in the literature regarding a lack of tools available 

for testing underlying CSR mechanisms and micro initiatives (Aguinis and Glavas, 2012), such 

as the lack of a list of SIs in current research literature, and/or a rated scale or available 

questionnaire regarding this type of CSR activity. The questionnaire development section of this 

thesis (section 4.2.2) provides a general list of SIs, and more importantly for the current 

proposed model, a list of the SIs for each participating organization is listed. 

 

 

2.7. Examining CSR Within a Developed and Developing Country Context 

 

As the current thesis examines its findings in a developed and developing country context, it is 

important to mention and define this here, before examining identification within a Social 

Identity Theory context.   

 

Researchers agree that countries must be examined within a developing and developed context 

in a bid to further understand the definition of CSR, and the underlying frameworks for CSR 

and sustainability in developing regions (Jamali et al., 2015). As previously mentioned, past 

research examining CSR in a developing and developed context is scarce (Chapple and Moon, 

2005; Visser, 2016), whereby research efforts on CSR have concentrated on Western developed 

countries (Rodrigo et al., 2016; Bird et al., 2007; Jamali, 2008; Orlitzky et al., 2003), as CSR 

practices are being increasingly adopted by emerging and developing countries, (Amini and 

Bianco, 2015). A recent EBCSO search (2016) reveals CSR as a research topic may just be 

beginning in developing countries, with several recent books examining development-oriented 

CSR in a developing country context (e.g. Jamali et al., 2015). However, there are fewer 

academic articles on emerging markets (Rodrigo et al., 2016; Kwong and Levitt, 2013) and even 
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less on pre-emerging/frontier markets (Munro, 2013a, 2013b). Hence, this thesis fills this gap.  

 

Hubert and Gilbert (2015) confirm that CSR has focused on the developing economies in terms 

of theory, meaning and application, with limited research in developing countries. In addition, 

Visser (2008) confirms CSR research in developing countries is still relatively underdeveloped 

and tends to be adhoc with a heavy reliance on convenience-based case studies or descriptive 

accounts (p493), and that this focus is often on high profile incidences or regarding branded 

large companies in a few select countries (e.g. Brazil, China, South Africa and India). Hence he 

states there is an urgent need for further research on CSR in developing countries at the 

international, national and theoretical level.  

 

In addition, where CSR may be still a relatively unfamiliar concept introduced from developing 

countries (Blowfield and Frynas, 2005; Jamali et al., 2009; Khan and Lund-Thomsen, 2011), or 

regarded as foreign Western CSR, and is therefore perceived differently in Eastern developing 

countries. This is illustrated by Jeppesen et al., (2012) who found that Vietnamese workers view 

the business as a “family” indicating the greater emphasis on ‘informal CSR practices’ within a 

firm – providing extra holidays or leave for special occasions, providing loans to cover urgent, 

short-term financial needs like school fees and unexpected medical expenses, giving donations 

to churches, sports clubs, youth groups and/or local communities at large (Jeppesen and Azizi, 

2015).  

 

This example from Vietnam also illustrates the point of the ‘collective identity’ and the ‘family 

and group’ (Triandis et al., 1988a), being of prime importance in Eastern Asian countries (Asia 

Business Council, 2015), as opposed to Western countries. Jetten et al (2002), confirms that 

cross-cultural and cross-country research suggests that individualism dominates self-definitions 

in Western cultures (e.g. North America and Europe), whereas self-definitions are of a more 

collectivist nature in Eastern Asia (Triandis et al., 1988). Indonesia and Vietnam are 

traditionally referred to as collectivist societies (Jetten et al., 2002) in the East, and Australia 

like the USA, is defined as an individualistic society (Jetten et al., 2002) in the West. This will 

be further discussed within the current Social Identity Theory framework of this thesis, which is 

discussed in the following Social Identity Theory section of this thesis (section 2.9). 

 

Particular differences between country perspectives of CSR may also relate to the historical 

evolution and development of CSR over time, in respective countries (Lee and Lee, 2015; 

Chapple and Moon, 2005; Crane et al., 2008). Hence, historical legacy also influences CSR 

practices (Jeppesen and Azizi, 2015) in developing and developed countries. It is known that in 

Vietnam, for example, that union representatives play an important role in ensuring enforcement 
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of workers’ rights as the union is recognized by the state – and to a large extent controlled by 

the Vietnamese state. In contrast, Indonesian unions and union representatives is not something 

that historically existed, although under the Habibie government, regulations such as these were 

re-visited (Gardner, 2003). This is the case for many developing countries without all necessary 

regulations and Laws in place (Jeppesen and Azizi, 2015). 

 

It is well documented that Indonesia, as an emerging economy has endured many CSR related 

problems (Gunawan, 2013). Ethical issues related to sweatshops is one example (e,g. Nike). The 

destruction of the environment and high levels of pollution are other priority considerations for 

Indonesia. In addition, in developing countries and fragile and conflict-affected countries, there 

is a different range of needs. As mentioned previously, businesses often find themselves 

engaged in providing social services that in developed countries would typically be the 

responsibility of the government. For example, investment in infrastructure, schools, hospitals 

and housing and issue priorities under the CSR banner are often different e.g. tackling 

HIV/AIDS, improving working conditions, provision of basic services, supply chain integrity 

and poverty alleviation (Visser, 2008, p493). Hence, the developing countries present CSR 

challenges that are collectively quite different to those faced in the developed world and that 

CSR in developing countries has a distinctive character (Visser, 2008, p482). 

 

Those who assist with CSR in these developing countries therefore, need to engage with a 

broader range of development actors than in developed countries because the need and the task 

is so much larger. Actors may include: bilateral donors, international land local NGOs, 

international financial institutions and international philanthropic foundations (Visser, 2008). 

This interaction of many actors enhances the size of the task considerably. Bisley and Coyne 

(2015) provide a good example to explain how CSR agendas and initiatives differ between 

developing and developed countries and state that CSR plays a different role in developing 

countries compared with developed countries.  

 

Bisley and Coyne (2015) examine how CSR initiatives differ across fragile and conflict affected 

countries and with particular relevance to the current thesis is their examination of CSR 

initiatives in developing and developed countries against different situation settings.  Some of 

their observations are listed below: 

1. Corruption and Transparency - assumed to be less in the developed country and 

medium to high in the developing country 

2. Potential CSR Economic Impact – marginal impact for the developed country and low 

to medium/high for developed countries 

3. Community Needs – often discretionary (wants rather than needs) for the developed 
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country and high needs for the developed country 

4. Community Expectations – modest (and only if the communication flows are strong) 

for the developed country. For the developing country the expectations are high and 

seldom met. 

(Source: Bisley and Coyne, 2015). 

 

Hence, the needs and expectations of communities in developing countries are higher. The 

respective CSR context of each country in this study is further discussed in the Research 

Methodology chapter of this thesis (section 4.2.1.2, v). 

 

 

2.8. Examining Religion Within a Country Context  

 

Religion is also a factor, which may differ within a developing and developed country context 

and within an Eastern and Western setting. Past Eastern-Western differences in the CSR 

literature tends to examine country context, of which religion plays a role (Brammer et al., 

2007b; Ramasamy et al., 2010; Arli and Tjiptono, 2014; Park et al., 2014; Crane et al., 2008). 

Differences between country contexts, for example, relate to identification with the majority 

religion within each country.  Examples for this study include Confucianism and Buddhism in 

Vietnam, and the predominance of Islamic religion in Indonesia and Anglo-Saxon oriented 

religions in Australia (CIA World Factbook, 2015). ‘Religion’ for each country is further 

referred to in the country selection section of this thesis (section 4.2.1.2, iv).  

 

The country selection section notes, that Indonesia is majority Muslim at 87.2% (CIA World 

Factbook, 2015). It would therefore be expected that Islamic teachings would prevail. The 

tradition of local ‘gifting’ (Zakat), for example, is prominent in Islamic societies and part of the 

Quran as one of the five pillars of Islamic religion and has a particular influence on the shape of 

CSR (Munro, 2013b). In Islamic thought, individuals and organizations are expected to feel 

socially responsible for others in the community (Rizk, 2008, p209). While most of the major 

religions in the world support giving to charity, this is most explicit in Islamic society, and is 

expressed in the institution of Zakat, which supports the weaker members of society (Brammer 

et al., 2007b).  Traditionally, religion has had a role in shaping and enforcing ethical behavior 

such as truthfulness, honesty and social justice (Rizk, 2008, p204). Hence, we might expect that 

Indonesians’ religiousness may be more philanthropic in nature than most countries, or be 

swayed more by SIs, which are Philanthropic in nature. In terms of Social Identity Theory, this 

would mean they identify strongly with the in-group’s values, and perhaps also their 

organization as a group and its activities.  
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In contrast, and as reported in section 4.2.1.2 (iv), Buddhism is the predominate religion in 

Vietnam. Buddhism being very much an Eastern emphasis refers to teachings where 

benevolence is a priority and refers to kindness, social conscience, compassion, altruistic 

behavior, humanitarian and philanthropic behavior (Srichampa, 2006; Vo, 2015). Australia, in 

comparison, is relatively multicultural (Australian Government, 2015), and this is reflected in 

its broad variety of religions with a mix of religions, but still adhering to over half the 

population (55.4%) being Protestant or Catholic (CIA World Factbook, 2016), which is very 

much a Western emphasis. 

 

In addition, Confucianism, is a philosophy of human nature in many Asian countries, and 

emphasizes the ‘reciprocation’ of greetings, favours and gifts (Chinese Culture Connection, 

1987; Wei et al., 2014), suggesting that people in Confucian societies may be more likely to 

respond to the ‘giving back’ aspects of CSR when compared to Western contexts. Individuals in 

Confucian societies may therefore identify more with the collective and humanistic benefits of 

the in-group, than the personal concerns of people in individualistic societies (Ho, 1995; Wei et 

al., 2014; Hofstede, 2001; Markus and Kitayama, 1991), creating differences in employee 

perceptions of CSR and the CSR strategy deployed. This is examined further in the following 

section on Social Identity Theory (section 2.9). 

 

With regard to the dominance of Confucianism in Asian countries, Vietnam in particular has a 

strong faith and trust drawn from both Buddhism and Confucianism. Confucianism also exists 

in Indonesia, but to a lesser extent, brought by early Chinese merchants and traders (Lindsey 

and Pausacker, 2005). Hence, the common Confucianism heritage in Asia that researchers refer 

to (Lindsey and Pausacker, 2005; Alfronso et al., 2010) is often used to explain the value that 

many Asians place on relationships among family and friends and is reflected in the courtesy 

shown for age, wisdom, leadership, neighbors and customs. In addition, Confucianism 

emphasizes the social roles of individuals toward the collective, with an ethical mandate that the 

greatest good is for the community (Alfronso et al., 2010).  It is also stated in South East Asia, 

that CSR maintains a paternalistic overtone, where CSR emanates from the personal 

responsibility of organizational leaders (often also owners) rather than organizational 

responsibility (Alfronso et al., 2010, p16), suggesting something inherent to the psyche in South 

East Asia. 

 

In summary, past Eastern-Western differences in the CSR literature tends to also examine 

country context, of which religion plays an important role (Ramasamy, Yeung, Au, 2010; Arli 

and Tjiptono, 2014, Brammer et al., 2007b). The current thesis will therefore also consider 

religion alongside CSR, within a country context, under the premise of Social Identity Theory. 
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2.9. Social Identity Theory: The Underlying Premise for this Thesis 

 

As stated earlier, the current model looks through a Social Identity Theory lens to explain 

the various constructs and contexts of this research. It is therefore important to understand 

the ‘origin’ of this theory before introducing the constructs in the current proposed model. As 

stated previously, Social Identity Theory evolved from the original studies published by 

Tajfel and Turner (1986), and was initially intended to be social psychological in nature to 

explain people’s self-conceptualization and categorization into group memberships, and the 

study of intergroup behavior and general group processes (Anaza and Rutherford, 2012).   

 

Social Identity Theory proposes that individuals tend to describe themselves in a social context 

and classify both their self and others into different social categories (Ashforth and Mael, 1989; 

Dutton et al., 1994; Tajfel and Turner, 1986, Turker, 2009b). Individuals therefore classify 

themselves and others into various categories, such as organizational membership, religious 

membership, gender membership, country membership, and so on (Tajfel and Turner, 1 986) 

and derive their self-concept from their membership in these social groups (Tajfel, 1982). A 

person can have a variety of memberships in different social categories such as: nationality, 

political affiliation, sports teams, hobbies and/or similar groups (Hogg et al., 1995). The 

perceived identity of a group then influences a member's self-concept. ‘Social identity’ 

therefore includes all aspects of an individual’s self-image derived from the categories to which 

that individual perceives they belong (Hewstone and Jaspars, 1984; Turker, 2009b).  

 

 

2.9.1. Placing Social Identity Theory within a Historial Context 

 

It is almost 40 years since Tajfel (1978) published the first statement of Social Identity Theory, 

which has since dominated the field of intergroup relations and stimulated new theory in the 

domain of group processes (Capozza and Brown, 2000). Some say its extraordinary impact, is 

because it was a theory waiting to happen, a historical accident as such (Capozza and Brown, 

2000), or perhaps a sign of the times. Emerging out of Europe as an alternative to mainstream 

thought in North America, it was also a discipline suddenly having to respond to social 

irrelevance, scientific triviality and epistemological confusion (Gergen, 1973; Harre and Secord, 

1972; Ring, 1967), including post-war 1950s, post-60s evolution and the early freedom issues of 

the 1970s. 

 

Social Identity Theory in this historical context provided something new and promised to 

address important arising questions such as: origins of intergroup conflict, individuality and the 



 

PhD Thesis 2016:  Copyright © Virginia Munro (2016) 31 

individual’s relationship to the group (Gergen, 1973). It also cleverly combined cognitive and 

motivational processes into a single explanation i.e. that intergroup behavior is always preceded 

by social categorisations (Tajfel and Turner, 1986), because such categorisation involves 

allocation of the self to one of the available groups, while also seeking social coherence and 

self-enhancement (Tajfel, 1981; Tajfel and Turner, 1979; Capozza and Brown, 2000).  

 

In addition, Social Identity Theory provides an individualistic and a social or collective 

component, and individual psychological mechanisms and uniform behavior from 

internalization of being in the same group (Tajfel and Turner, 1986). The premise of the current 

thesis is that Social Identity Theory has been under utilized in international business strategy in 

particular and even less in international CSR strategy, motivation and the components of CSR 

identification as such. Therefore, the current thesis focuses not just on identification of the 

group (or organization) as such – but also the identification with the processes within business 

strategy i.e. the identification of Social Initiatives (SIs) as part of CSR strategy, and within a 

Social Identity Theory context, the identification with the employee’s country of origin i.e. 

country membership and national identity. 

 

 

2.9.2. The Issue of Identity Within a Local and Global Context 

 

Growing interest over the last few decades in the study of ‘identity’, has been issued from the 

increasing changes in society, including: changes to national structures on a social, economic 

and political level; the mobility of social groups; immigration; economic production; 

consumption and technology (David and Bar-Tal, 2009). Further, as human beings began to 

move from place to place in the ‘modern’ era (from the early 1600s), new social groups arose, 

and simultaneous memberships in a wider network of groups became evident. Hence, ‘identity’ 

became an issue that societies must attend to, through conceptual analysis and empirical 

research (David and Bar-Tal, 2009). However, the phenomena of ‘identity’ itself, was originally 

conceptualised in a Western context. 

 

In Western society, the post-modern era (from the 1940s) saw a shift to two phenomena: 

globalisation and localisation. The first lead to an amalgamation of earlier ‘national identities’ 

followed by the creation of multinational or transnational identities (e.g., Herrmann et al., 2004) 

and the latter lead to localisation, i.e. an increase in the importance of national identities because 

of the increase in global immigration (David and Bar-Tal, 2009). This is especially relevant to 

the context of the current thesis and will be referred to when identifying country differences. 
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Hence, from the late 1940s (commencement of post-modern era), multinational (and 

transnational) corporations have added to the need to understand ‘identity’ more explicitly. 

First, ‘globalization’ may encompass the merge or a joining of national identities followed by 

the creation of multinational or transnational identities (e.g., Herrmann et al., 2004). Second, the 

factor of localisation, whereby researchers have noted an increase in sub-national identity, i.e. 

‘localisation’, encompassing and emphasising all things local including ‘national’ traditions, 

culture, religious and gender differences for example (Moghaddam, 2008). Hence, within this 

context the ‘national identity’ discussion provides vigorous debates on issues of ‘identity’, and in 

particular ‘individual identity’ and ‘collective identity’ and therefore the micro and macro aspects 

of ‘identity’. 

 

In order to explain the macro and micro aspects of identity, this thesis accepts the premise 

proposed by the research of David and Bar-Tal (2009), which explains this particularly well:  

“…the micro level, pertains to individual society members’ recognition of and categorization as 

belonging to a group. The second, the macro level, pertains to the notion of collective identity 

that denotes the shared awareness by constituents of a society of being members of a 

collective.” 

(David and Bar-Tal, 2009, p354). 

 

Acknowledgement of this definition, allows the current thesis to discuss identity at the micro 

identification level with the organization or the organization’s CSR activities, within the macro 

context of the national or country group they belong to. 

 

 

2.9.3. Social Identity Memberships: National and Comparative Identity 

 

Under the premise of Social Identity Theory, MNCs may therefore identify with a local and 

global context and their employees may belong to many groups with varying identities. 

Numerous group memberships and identities are shown in the following diagram (figure 2), 

which includes not only organizational memberships but also religious memberships or 

identities and country memberships or national identities.  

 

National identity, for example, includes historical and cultural elements, which can also be 

associated with ‘identity’. For example, ‘British National Identity’ contains elements, indicating 

a past orientation, recalling times of colonial dominance and world prominence (Cinnirella, 

1997; Capozza and Brown, 2000). Further, Cinnirella (1998), in an analysis of social 

identification suggests that both the experienced past and the anticipated future are linked to 
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social identities (Deaux, 2000). Neither need to be measured as such, the national identity is just 

inherently linked through country context for the individual – or country of national origin. 

 

In addition, the simultaneous consideration of identifications with more than one category helps 

improve predictions as to the level and direction of intergroup differentiation (Ros et al., 2000, 

p81) and therefore strengthens analysis utilizing a Social Identity Theory lens. This refers to 

‘comparative identity’, which is the simultaneous consideration of identification with more than 

one category. This expands the concept of Social Identity Theory and allow us to form not 

purely an individual focus for social identity, but one that is inherently linked to the social 

group and is collectively related to the group (Deaux, 2000).  

 

The concept of ‘comparative identity’ was first developed to account for intergroup perceptions 

and arose from the context of multilingual relations (Capozza and Brown, 2000). Some national 

groups choose language as the most salient dimension of their social identities (Fishman, 1977; 

Capozza and Brown, 2000). Hence, comparative identity e.g. the difference between 

identification with the region or the state has been used to explain identification with in-group 

language.  

 

The premise of the current thesis therefore, is that the region, state or country you are from can 

be used to determine your identity with regards to attitudes and/or language, and in this case, 

identification and engagement with CSR initiatives (or activities) or tasks and therefore with 

certain SIs (as part of the in-group strategy, i.e. the organization’s CSR strategy). Hence, 

identification or engagement in such, may be influenced by and individual’s specific needs, and 

their country’s specific needs, and not just that dictated to by the organization. We would 

therefore expect country context and national identity to also influence these constructs.  

 

Overleaf is a diagram summarising the various identities an individual may have within a Social 

Identity Theory context and paradigm. 
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Figure 2: Social Identity Theory Definition Synthesis (Source: Munro, PhD Thesis, 2016). 
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2.9.4. Personal Identity, Social Identity, Collective Identity and National Identity 

 

As explained above, every membership in each different social category is a social identity that 

describes and prescribes one’s attributes as a member of that group – i.e. what one should think 

and feel, and how one should behave within that group (Hogg et al., 1995, p. 259), and includes 

a variety of memberships in different social categories such as: nationality, political affiliation, 

sports teams, hobbies and/or similar groups (Hogg et al., 1995).  

 

Social Identity theorists also distinguish between a personal identity and a social 

identity. As mentioned previously, personal identity is the unique characteristics of the 

individual (David and Bar-Tal, 2009). In terms of the current thesis, that would mean the 

individual characteristics of the employee (irrespective of the organization as a group). 

Tajfel (1981) then defines social identity as: “that part of the self-concept of the individual 

that derives from his or her knowledge about his or her membership in a social group(s), and 

from the value and the emotional meaning(s) that accompany this membership” (p255).  

 

In contrast ‘collective identity’ acknowledges the identity of the group as a whole (David and 

Bar-Tal, 2009). The concept of “we-ness” transcends the individual to lead to collective action 

and this relates to numerous classical theorists, such as Durkheims’ collective consciousness 

and Marx’s class consciousness (Durkheim, 1964; Marx, 1975). Hence, individuals as part of a 

group, have a sense of joint awareness and recognition, and as members of that group, they 

share the same identity and collective (Ashmore et al., 2004; Simon and Klandermans, 2001; 

David and Bar-Tal, 2009). A good example of collective identity, is identity of the individual at 

the national level i.e. national identity. Nationalism in this sense, is seen as both an identity, an 

ideology and a practice (Herb, 1999). However, there is ongoing controversy regarding the 

ethnic groups that make up a country or nationality, or more precisely the definition of ethnic 

groups in relation to nationality (Seton-Watson, 1977; Van Den Berghe, 1978). However, this 

thesis takes the constructivist approach (known in nationalism research as ‘modernistic’) i.e. 

Nagel (1994) and emphasizes nations as modern collectives, with uniform national awareness 

(Gellner, 1983; David and Bar-Tal, 2009) and does not as such measure ethnicity or collective 

orientation but refers to uniform national awareness within a country context or country of 

origin. 

 

Therefore, instead of looking at different ethnic groups that make up a nation, this thesis adopts 

the premise of Smith (2000), of one ethnic-nation regardless of a country’s many ethnicities.  

Smith (2000), for example, defines the national ethnic group as “a named human population 

occupying a historic territory or homeland and sharing common myths and memories; a mass, 
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public culture; a single economy” and having “common rights and duties for all members” 

(Smith, 2000, p.3). It is not measured as it merely explains the overall national identity 

acknowledged by particular countries, within a country context. 

 

Hence this thesis acknowledges the overall national identity context of the countries it 

examines, and therefore perceives the nation as a composition of all individuals that were born 

there (and states that country as their country of origin and) as their national identity. As the 

majority of MNC employees in this study, are also born in the country context where they work, 

this allows the current thesis, to discuss the collective and national identity of a nation within a 

Social Identity Theory context. 

 

 

2.9.5. Individualistic and Collectivistic Societies Within Social Identity Theory  

 

Early Philosophers of the 18th and 19th century spoke of individualism and collectivism in 

particular societies, and this continued into the 20th century. More recent researchers include: 

The Chinese Culture Connection (1987), Kluckhohn and Strodbeck (1973), Hofstede (1981), 

Triandis et al., (1998), Schwartz and colleagues (Schwartz, 1994) and Smith, Dugan and 

Trompenaars, 1996; Gelfand et al., 2004). In fact, individualism and collectivism in society has 

been widely discussed in general academic literature with 1,400 articles on individualism and 

collectivism recorded between 1979 and 2004 (Gelfand et al., 2004) and over the years has 

attained the status of paradigm in cross-cultural psychology and cross-national research (Segall 

and Kagitcibasi, 1997).  

 

Hence, individualism and collectivism at the societal or country level provides a broad context 

from which to understand country context without measuring the variables of collectivism and 

individualism as such. Instead, recognised general items and ‘correlates’ have been utilized to 

define society and the country examined, and includes the: ecological context of the country; the 

distribution of wealth; pace of life; health; family systems; language and communications; and 

social interaction patterns such as engaging in group activities (Brandt, 1974; Triandis, 1994; 

Wheeler et al., 1989; Triandis et al., 1990).  

 

Many of these ‘correlates’, in particular, social interaction patterns such as engaging in group 

activities, are referred to within Social Identity Theory and therefore provides a linking theory 

across these disciplines, especially with regards to discussions evolving around engaging in 

groups or collectivist activities. Further, the in-group, out-group process so largely discussed in 

Social Identity Theory is often connected with studies on individualism and collectivism 
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without measuring individualism and collectivism constructs per se. An example of this is 

Triandis et al., (1990), whom found that Americans compared to Chinese show a greater 

tendency to fight with or avoid members of the out-group, and criticize and give them orders, 

than when compared with the American sample. This type of academic literature provides a 

starting point for country comparisons at a contextual level, and is further discussed in section 

2.9.6. 

 

Of interest, these ‘correlates’ are also included in the World Economic Forum (1998) scales plus 

the Social Sustainability Index/SSI (2014), Human Development Index/HDI (2015) and Global 

Competitive Ranking/GCR (2015) measures defined and discussed in the Research 

Methodology chapter of this thesis (section 4.2.1.2, iii), to determine levels of developing 

countries and emerging economies. This therefore confirms the relevance of these correlates 

when examining outcomes within a developing and developed country context. Because of this, 

country is often used to proxy culture and vice versa. This allows researchers to select countries 

as far apart as possible on a theoretical aspect, while finding shared similarities across other 

dimensions (Ma et al., 2011). This improves reliability and enhances generalizability, and 

follows the methodological principle of ‘partial similarity’ advanced by Przeworski and Teune 

(1970). This has been applied in a multinational context and confirmed in research such as: 

Farmer and Richman (1964); van de Vijver and Tanzer (2004) and Ma et al., (2011). Hence, the 

current countries in this thesis fit these criteria, and allow us to look at cultures and nationalities 

within a country context. 

 

 

2.9.6. In-Group and Out-Group Comparisons Within Social Identity Theory 

 

Given that the fundamentals of Social Identity Theory recognize that groups share certain traits, 

and members relate to the group on this shared dimension, this fits extremely well with the 

understanding of national identity and country differences. While members share values, beliefs 

and similarities in a club or group, within a Social Identity Theory context, culture and national 

identity can also be viewed as a shared set of values and beliefs (Ma et al., 2011) within a 

country context. Hence, just as members of a group in Social Identity Theory share certain 

recognized rules, uniforms, badges, tastes, fashions and history so can a nation, culture and 

country of origin, share a common history, style, rules and fashion. 

 

The in-group and out-group phenomena of social identity theory, allows one to identify with the 

in-group and reject the out-group. An aspect of the in-group out-group phenomena of Social 

Identity Theory is also reflected in belonging to different groups or in this case, different 
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country groups. The in-group out-group phenomena allows us to understand the individualism 

and collectivism dimension as a key construct of country context (Aguinis and Henle, 2003; 

Hofstede, 2001; House et al., 2004; Schwartz, 1994; Sondergraad, 1994), as it positions oneself 

against other members of society and other social groupings. By way of definition, the 

collectivist nation, culture or country does not separate the individual from his or her respective 

groups. The perception of the self is blurred, intertwined, and interdependent with that of the 

other in-group members (Ma et al., 2011). Individualist societies, in contrast, cherish the 

individual and his or her aspirations. They celebrate his or her uniqueness, free will, and non-

determinism and legitimize his or her search for recognition and advancement. 

 

Hence, a key difference between nationalities, cultures and countries is how individuals define 

and understand their relationship with others. Individuals participate with in-group members to 

project a higher degree of trust and are under moral and social pressures to act in the interest of 

the group (Triandis, 1989). Since the interests of the in-group generally reign supreme, 

individuals are expected, at least under normal circumstances, to subsume their own interests to 

that of the group (Triandis, 1995). In contrast ‘individualist’ based societies, are given 

autonomous and independent self-perception, and are therefore less concerned with their group 

membership (Triandis, 1989). While individualist societies may also differentiate between in-

group and out-group members, the difference and its impact are mitigated by strong emphasis 

on the self and respect for self-interests (Chen and Miller, 2002).  

 

Hence, Triandis (1972) suggests that how individuals understand who is in the in-group may 

vary across countries and cultures. In ‘collectivist’ societies, for example, the in-group is defined 

as ‘family and friends and other people concerned with my welfare’ (Triandis et al., 1988, p326) 

i.e. the in-group for this thesis is the family members and community members of the employee. 

Therefore, based on strong connections, individuals are more likely to be treated and perceived 

as in-group members and more strongly identified with the in-group. In particular for in-group 

and out-group and reliance on family importance in Vietnam, the Vietnamese have very clear 

sayings. There is a clear-cut distinction between nguoi nha (meaning family people) and nguoi 

ngoai (meaning outsiders) and kinship is confined to one’s tie to shared experience within the 

extended family only and not outsiders (Vo, 2016). 

 

Relevant to the current argument and theme therefore, Vietnam and Indonesia, for example, are 

traditionally referred to as a collectivist societies (Jetten et al., 2002; Wei et al., 2014; Markus 

and Kitayama, 1991; Leung, 2008; Triandis et al., 1988) whereby ‘collectivism’, is "a situation 

in which people belong to in-groups, which look after them in exchange for loyalty," and 

‘individualism’ is "a situation in which people look after themselves and their immediate 
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family only" (Hofstede and Bond, 1984, p 419).  This relates well to the "I" and "we" of 

Social Identity Theory relative to in-groups (Ma et al., 2011), with Indonesia and Vietnam 

from a collective society (identifying with the group) versus Australia from an 

individualistic society (identifying with the individual). 

 

 

2.9.7. Organizational Identity Within a Social Identity Theory Context 

 

Returning to the underlying building blocks of Social Identity Theory, with regards to the 

fundamental question – Why do individuals or group members define their self-concept in 

terms of a particular group, country or organization?  There are several acknowledged reasons 

for this. Firstly, members enhance their self-concept by identifying with successful groups and 

therefore enhancing their self-esteem by comparing their group to groups of lesser 

quality (Smith et al., 2001). If individuals define themselves and their identity, in terms of 

their group membership, one’s employer (the organization) is also a social category for 

employees and an important source of self-concept (Tajfel, 1982).  

 

Hence, if we refer to the ‘organization’ as the social group or social category of the employee, 

for example, the Social Identity Theory literature refers to organizational membership as an 

important dimension of one’s identity. This then substantially affects the self-description of an 

employee. Therefore, if the individual enhances their self-esteem by comparing their group to 

lesser groups, the success and reputation of their group therefore contributes to their own self-

concept (Underwood et al., 2001) the organization’s success may then become an employee’s 

own personal success, and they may compare their organization with other organizations 

(Turker, 2009b).  The rated scales utilized in the identification literature (e.g. Anaza and 

Rutherford, 2012) and this thesis reflects this. Identification is therefore defined as the 

perception of oneness with a group and belongingness to a group (Ashforth and Mael, 1989).   

 

Other factors associated with identification are the ‘distinctiveness’ of the group values and 

practices in relation to other groups, and the prestige of the group, they may be in competition 

with (Ashforth and Mael, 1989, p24–25). Hewstone and Jaspars (1984) discuss this in terms of 

individuals striving for a ‘positive social identity’ to establish distinctiveness for one’s own 

group and or to achieve intergroup differentiation. If individuals are striving for ‘positive 

distinctiveness’ or a ‘positive social identity’ from their group or organization, its values and 

practices will be important to them as it affects their identity. The prestige of a group therefore 

affects the self-description of its members (Asforth and Mael, 1989, p25).  
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If ‘belongingness’ to one’s group is a key feature or outcome of one’s ‘identification’ with 

the group and employees perceive their organization as being a socially responsible member of 

society, the sense of ‘belongingness’ to a favourable and reputable organization can enhance 

self-concept (Brammer et al., 2007a; Smith et al., 2001, Turker, 2009).  

 

Returning to the definition of organizational identification (OI), Dutton et al., (1994) defines 

this as "a cognitive link between the definitions of the organization and the self” (p242). They 

also note that "when [individuals] identify strongly with the organization, the attributes they use 

to define the organization also define them" (p239).  More formally they state that OI refers to a 

form of social identification that describes “the degree to which a member defines him/herself 

by the same attributes that he or she believes define the organization” (Dutton et al., 1994, 

p239). OI therefore is a term that was developed to refer to the overlap of a person's self-

perceptions with his or her perceptions about the organization (Bergami and Bagozzi, 2000). 

 

The concept of OI is similarly utilized in the consumer literature (Bhattacharya and Sen 2004; 

Sen and Bhattacharya 2001; Lichtenstein et al., (2004). People identify with organizations 

with which they believe they share common traits with, and which provide a sense of self-

enhancement (Ashforth 1998; Bhattacharya et al., 1995; Eisbach 1998; Sen and Bhattacharya 

2001; Lichtenstein et al., (2004). Hence, through a Social Identity Theory lens, if a 

corporation behaves in a manner that is perceived as socially responsible, consumers and 

employees may be likely to infer that it has certain desirable traits that resonate with their 

own sense of self. As a result, consumers and employees are more likely to identify with the 

corporation and behave in a manner that supports the corporation and its goals (Lichtenstein 

et al., 2004).  It is therefore recognized that it is wise for corporations to attempt to position 

themselves in an attractive manner to increase consumer and employee identification with 

their corporation. Confirming this is the research of Whetten and Godfrey (1998) who defined 

OI as the aspects that are central, enduring and distinctive whereby one can identify with the 

characteristics of the organization. A study by Turban and Greening (1997) has fueled much of 

the debate in the Identification literature. They examined the relationship between a firm’s 

social reputation and its attractiveness to the employer, finding that prospective employees tend 

to identify more positively with, and favor working at companies that are ‘good corporate 

citizens’.  

 

OI therefore also fits within a Social Identity Theory framework, which is the underlying 

premise of the proposed model for this thesis. ‘Identity’ with regards to the group or collective 

process has been explained in the preceding sections of this chapter. Further, Collier and 

Esteban (2007) provide a good example. They determined differences between what is termed 
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the ‘collective’ organizational identity (a group of employees) and the way in which that 

identity is perceived by ‘individual’ employees. As an employee is part or one of both, therefore 

identity (and organizational identity) is not static.  It is therefore also possible for an identity to 

be reinterpreted over time in line with organizational change, country and nationality changes 

and individual changes. All are varying ‘identities’ and persistent themes in today’s global and 

fast-growing economy.  

 

Hence, the fundamentals of Social Identity Theory can be utilized to understand country and 

organizational differences, plus CSR strategy and SIs. 

 

 

2.10. CSR Social Initiatives (SIs) Within a Social Identity Theory Context 

 

Utilizing the framework of Social Identity Theory, if an employee is proud of being a member 

of a socially responsible organization, his or her work attitudes are also influenced positively 

(Ashforth and Mael, 1989; Brammer et al., 2007a; Dutton et al., 1994; Maignan and Ferrell, 

2001; Peterson, 2004a; Turker, 2009b). In particular, it is claimed that work attitudes are a 

significant aspect of organizational commitment and the psychological identification that an 

individual feels toward his or her employing organization (Mowday et al., 1982). Utilising this 

framework, it could be assumed that not only work attitudes but attitudes to extra-curricular 

work activities will be entertained and enhanced by employees becoming more engaged in 

extra-work activities such as CSR social and community activities and SIs (Social Initiatives) in 

this thesis. While organizational satisfaction and organizational commitment are well 

researched, these variables have not been combined with identification of CSR activities and 

SIs, in current CSR literature. 

 

Organizational commitment (OC) examined under the Social Identity Theory framework, 

reflects an employee’s relationship with an organization and influences the decision to maintain 

membership (Meyer and Allen, 1997; Turker, 2009b).  It is widely accepted that individuals 

come to organizations with particular needs, skills, and expectations, and hope to work in an 

environment where they can use their abilities and satisfy their needs (Turker, 2009b). It is 

therefore assumed that if an organization provides these opportunities to its employees, the level 

of organizational commitment may increase. Further, it would be expected that a link between 

organizational commitment and levels of perceived CSR, may directly satisfy the needs of 

employees (Peterson, 2004a).  In the literature, the studies of Peterson (2004a) and Brammer et 

al., (2007a) support the notion that CSR positively affects OC. It is therefore of interest to 

examine if identification with the organization’s actual CSR strategy, or more specifically their 
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SIs, and their engagement in the organization’s CSR activities and SIs, also influences these 

relationships. This thesis therefore examines these constructs and relationships. 

 

A Social Identity Theory framework therefore proposes that employees will enjoy the benefits 

of their organization’s positive reputation and may therefore be also affected by the negative 

aspects of the firm and the firm’s negative reputation (Dutton et al., 1994). An organization’s 

identity can also have negative connotations, and this can translate to the negative way 

employees may define themselves as a consequence of these negative actions or circumstances. 

These episodes of wrongdoing in corporate history that become public knowledge, leave 

employees feeling uncomfortable with their own self-understanding and confused about their 

allegiance (Collier and Esteban, 2007, page 27). Well known examples of this are Enron, where 

the leaders (i.e the role models) brought shame on everyone associated with the organization.  

BP is a more recent and excellent example with the CEO stating in news announcements, that 

he would sooner still be on holidays sailing he Mediterranean, than face the crisis to fix the 

2010 Mexican Gulf Oil Disaster. These breaks from good ethics, environmental policy and CSR 

components, detract from an employee’s identity with the organization Collier and Esteban 

(2007). Further supporting that if the company is good, practices good deeds and/or good CSR, 

the employees should identify strongly with these actions or in the case of this thesis, their SI 

activities (Ashforth 1998; Bhattacharya et al., 1995; Eisbach 1998; Sen and Bhattacharya 

2001; Lichtenstein et al., (2004). 

 

Hence, this fits well with the proposal that employees are affected by their organization’s 

socially responsible reputation. The literature has in the past examined this relative to 

employees' work attitudes (Ashford and Mael, 1989; Dutton et al., 1994; Maignan and 

Ferrell, 2001), but not their engagement in and preference for particular SIs, as this thesis 

proposes. Several studies propose that employees will identify with work organizations 

that have a favourable reputation, and that their work attitudes will be positively 

influenced by their association with that organization (Dutton et al., 1994) and therefore 

also their identification with the organization and commitment to the organization. Hence, a 

firm’s CSR activities, SIs and employee preferences for these, will be important to employees 

when they assess the self-enhancing aspects of the organization they work for. This framework 

allows organizations to be viewed within a social system where shared meanings socialize 

participants as they make sense of their environment (Weick 1995) and “sensemaking” relates 

to perceptions of their own role in that environment (Collier and Esteban, 2007), and their 

organizations and their communities. 

  

Employees who identify strongly with their organization, however, use ‘organizational 
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attributes’ to define part of their own identity, and shape their self-definition in terms of self-

continuity, self-distinctiveness and self-enhancement (Dutton et al., 1994). If the ‘organizational 

attributes’ are perceived as attractive by employees, they will identify strongly with the 

organization, and strong organizational identification may translate into co-operative and 

citizenship-type behaviors (Collier and Esteban, 2007). This thesis therefore examines this 

further, by identifying if employees are more engaged in their CSR program, by being 

cooperative and volunteering to take on board extra citizenship-type behaviors and CSR 

activities, and if their organization reflects this in their approach.  

 

Current research supports that employees value an organization that behaves in a socially 

responsible way, and that job seekers (and employees) prefer organizations with socially valued 

characteristics (Albinger and Freeman, 2000; Backhaus et al., 2002; Greening and Turban, 

2000; Peterson, 2004a). Hence, there is evidence that stakeholders can be influenced by the 

reputation of an organization on social issues, but there is little documented evidence of the type 

of social issues and initiatives (or SIs) adopted and implemented, and whether this influences 

stakeholders and their attitudes toward CSR. This thesis addresses this gap. 

 

The limited amount of research examining the relationship between social activities, social 

performance and work attitudes (Wood and Jones, 1995), is potentially because there is a lack 

of theoretical reason to link an organization's performance on social issues with employees' 

work attitudes and perceptions of CSR (Peterson, 2004a). Social Identity Theory may 

therefore provide a possible explanation for why a relationship may exist between these 

variables (Maignan and Ferrell, 2001).  Hence, through the lens of Social Identity Theory, 

this perspective would suggest that employees identify with organizations practicing CSR 

and therefore feel more positive and committed to their organization, and would therefore 

also identify with and feel more positive toward the organization’s Social Initiatives (SIs) 

and CSR activities.  

 

From the in-group out-group perspective a variety of studies in the Social Identity Theory 

domain have demonstrated that when social identity is salient, the norms attached to this 

identity will guide group members’ behavior in areas such as group polarization (Hogg and 

Turner, 1989; Hogg et al., 1990), collective behavior (Reicher, 1984, 1987) and deindividuation 

(Postmes and Spears, 1998), and small-group interactions (Postmes et al., 2001). Hence, from a 

country context perspective, country of origin may therefore also influence the extent of an 

employee’s identification to the in-group (and/or the organization as a group) and therefore also 

their identification with CSR activities and the different types of SIs associated with the in-

group. 
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2.11. Chapter Summary  

 

For a number of decades, there has been a great deal of debate about the definition of CSR 

with the discussion more recently shifting to how to ‘action’ CSR initiatives and activities 

rather than how to define them. This chapter has introduced this research context, 

identifying in particular a lack of research examining actual micro ‘Social Initiatives’ 

within CSR strategy, as opposed to the broad definition for ‘CSR activities’ utilized in 

past research. This chapter has also discussed the underlying theory of this thesis: Social 

Identity Theory, and its relative ‘identity’/membership components (including national 

identity and religious identity), and in-group and out-group memberships within a 

collective and individualistic group, society and country setting.  

 

This builds the discussion for the following chapter, chapter 3, where the research 

model and hypotheses are presented based on direct literature for identified constructs 

within the model. 

 

Please find the proposed model for this study overleaf (in Section 3.2). 
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CHAPTER 3: Hypothesis Development 

 

3.1. Introduction 

 

This chapter outlines the hypotheses for each construct in the proposed theoretical model shown 

in figure 3 below. Research literature is presented under headings related to each pathway in the 

model, for example, Perceived CSR (PCSR)  Social Initiatives Identification (SI-I). This 

allows specific research literature to be discussed relevant to each pathway, to support the 

development of each hypothesis. 

 

3.2. Proposed Research Model for this Thesis 

 

Figure 3: Proposed Research Model for this Thesis 

 

 

 

Above Variables: Perceived CSR (PCSR), Importance of CSR (ICSR), Values of CSR (VCSR), 

SI-Identification (SI-I), SI-Engagement (SI-E), Organizational Commitment (OC).  

 

 

3.3. Perceived CSR  Social Initiatives Identification (PCSRSI-I) 

 

The first pathway in the proposed model for this thesis, examines the impact of perceived 

CSR (PCSR) on an employee’s identification with their organization’s SIs (SI-I). The 

following subsections underneath this heading examine: the definition of perceived CSR 

(PCSR); the different versions of PCSR examined in the literature; followed by 

relationships regarding PCSR with OC; PCSR with OI; and finally PCSR with SI-I. 
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3.3.1. The Historical Definition of Perceived CSR (PCSR)  

 

Examining employee perceived CSR (PCSR) places particular emphasis on the 

‘perception’ of CSR held by employees. Waddock (2004) singles out ‘perception’ as a key 

component: “The perception stakeholders hold of an organization impacts on an organization’s 

strategies and operating practices as well as the well-being of all its key stakeholders including 

the natural environment” (p10). Glavis and Godwin (2013) claim to have developed the term 

perceived CSR (PCSR) relevant to employees, as a way forward in the organizational 

identification literature. They use Waddock’s (2004) CSR definition above, to define their 

definition of PCSR. Their work takes the research a step further by suggesting that ‘perceived’ 

CSR (PCSR) is more important than the ‘reality’ of CSR, when determining organizational 

identification. They also put forward the notion from the UN Global Compact (2012) that it is 

almost impossible to be a “perfectly socially responsible organization,” hence, companies 

should not treat CSR as a “destination to which they have arrived, but rather as an ongoing 

journey of improvements” (Glavas and Godwin, 2013, p17). Hence, the CSR journey could be 

one more of ‘perception’ than actual ‘reality’ at any one time. This signals the importance of 

‘perceived’ CSR in the research literature. Employees can assist greatly with helping an 

organization to understand their CSR journey, and how their CSR is perceived and understood 

(Munro, 2013a). This thesis therefore focuses on employee perceived CSR, which is a measure, 

focusing on an organization’s social, community and charitable giving (i.e. discretionary CSR), 

as outlined in the question items for PCSR (Appendix 2).  

 

 

3.3.2. Perceived CSR (PCSR) in Relation to Organizational Commitment (OC) 

 

PCSR is the starting point for the current model within an identification framework. This thesis 

will briefly discuss PCSR’s direct relationship with the dependent variable within this 

framework – organizational commitment (OC). The current model proposes a direct relationship 

between PCSR and SI-I, with OC as the dependent variable. The literature however also reports 

a direct relationship between PCSR and OC. As OC is the dependent and final outcome variable 

in the model for this thesis, it is also important to clarify this direct relationship with PCSR 

briefly.  

 

Both theory and recent research suggests that a corporation's socially responsible behavior can 

positively affect stakeholder attitudes toward the corporation whether this be greater 

identification with the organization or greater commitment. Previous research has determined a 

positive relationship between employee perceptions of CSR and OC (Brammer et al., 2007a; 
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Meyer et al., 2002; Rayton 2006; Sen et al., 2006) and between the positive aspects of an 

organization and its external reputation (Ashforth and Mael, 1989; Brammer et al., 2007a; 

Dutton et al., 1994; Gavin and Maynard, 1975; Maignan and Ferrell, 2001).   

 

Various studies have examined the direct relationship between PCSR and OC. Peterson (2004a), 

for example, found a positive relationship between perceptions of CSR and employee 

commitment, as have several other researchers (Meyer et al., 2002; Sen et al., 2006; Brammer et 

al., 2007a; and Stites and Michael, 2012). Stites and Michael (2011) found that both 

Community-related CSP and Environmental-related CSP are positively related. They examine 

the relevance of this to organizational commitment. Their findings support linkages between 

corporate citizenship (i.e., CSR or CSP) and employees’ work-related attitudes (e.g., Brammer 

et al., 2007a; Peterson, 2004a). If we acknowledge that work-related attitudes such as affective 

commitment are valuable to a firm (e.g., Becker et al., 1996; Koys, 2001), we can suggest that 

high levels of perceived CSP (or CSR) may also “indirectly contribute to enhanced corporate 

performance via its effects on employee attitudes and behaviors” (Stites and Michael, 2012, 

p64). 

 

Vlachos et al., (2014) examine PCSR, which they define as a new measure based on CSR 

(employee) judgments (of CSR) in relation to OC. They also look at other factors such as 

‘extra-role’ performance (which is more on embracing CSR than actual identification and 

engagement with CSR) and ‘in-role’ CSR (a different measure examining the fulfillment of 

CSR responsibilities internally). However, they found a positive relationship between employee 

based CSR judgments and OC and extra-role-specific behaviors. 

 

Likewise, Vlachos and Panagopoulos (2013) examine employee CSR Induced Attribution in 

relation to charismatic leadership and job satisfaction with organizational satisfaction (OS) 

being a similar variable to OC. Of interest is that CSR-Induced Extrinsic attributions are neither 

explained nor do they predict job satisfaction. Of note is that CSR-Induced Extrinsic attributions 

are defined by the authors as the employee’s perception of the organization’s involvement with 

a CSR project, whereas intrinsic values (i.e. values driven by the organization), when related to 

charismatic leadership style, is positively related to job satisfaction. Their model is therefore 

quite different from the current model, involving additional variables of leadership and 

management, however it is relevant here as the study achieved positive findings in relation to 

employee CSR Induced Attribution in relation to charismatic leadership and job satisfaction 

with OS, whereby OC has been utilized in some identification models alongside OS. 
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3.3.3. Various Types of Perceived CSR (PCSR) in the Identification Literature 

 

To continue the theme that a corporation's socially responsible behavior can positively affect 

stakeholder attitudes toward the corporation, the literature has in addition examined various 

types of perceived CSR including: perceived corporate social performance (CSP); perceived 

corporate citizenship (CC); external CSR; employee perception of a manager’s support for 

CSR; and community and environmental related CSP. Many of these measures are similar to the 

current measure of PCSR employed in this thesis. It is therefore necessary to mention this 

literature briefly before discussion of the literature, which directly utilizes PCSR. 

 

Firstly, Korschun et al., (2014), examined employee’s perception of their customer’s support 

and manager’s support for CSR. They found that employees identified with the organization and 

their customers as a function of how much they ‘perceived’ managers to support the 

organization’s CSR activities. This thesis takes this one step further by examining the 

employee’s perception of the organization’s CSR and their identification with the organization’s 

SIs, as opposed to the manager’s perception or the customer’s perception. 

 

Lee et al., (2013), follow a more similar theme to the current model. They confirmed that employee 

perceptions play an important role in employee attachment (and therefore identification) to their 

organization as well as corporate performance. However, Lee et al., (2013) examine employee 

perspectives on a number of items, and utilize the original CC scale of Maignan and Ferrell, 

2001. They also examine ‘CSR activities’ (listed in broad terms and) defined and labeled as 

such, and employees are asked directly if these activities fit corporate culture with no 

explanation of what the CSR activities are. This format is followed for the remaining measures 

in their study, and asks questions regarding attending to stakeholder needs, evaluation of 

performance and whether their company has a CSR department. This study examines employee 

perceptions of their own organization’s CSR involvement within a social, ethical, environment 

and corporate performance context, utilizing the CC scale (made up of various adaptations of 

the original CC scale of Maignan and Ferrell, 2001), and examines attachment through the nine 

self-organization trait match basis (Thomson et al., 2005) for consumers. Despite the studies 

proposed limitations, they found that perceived culture fit and therefore perceived CSR 

capability significantly affected CSR perception and employee attachment and performance. 

However, the profit growth of the organization (performance) is the final outcome variable as 

opposed to commitment as the final outcome variable in the current thesis. As the individual 

CSR activities however are not explicitly stated, in their research, these results need to be 

treated with caution. 
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Another study pertinent to the current thesis is Lee et al., (2012), who examine the impact of 

CSR on employees from the relationship marketing perspectives and state there is a dearth of 

literature on this. They utilize a CC type scale (Maignan and Ferrell, 2001), which includes all 

the dimensions of CSR: legal, ethical, economic and philanthropic measures. They found that 

not all measures (of the dimensions of CSR) have the same effect on relationship quality 

(satisfaction and trust). Only ethical CSR had a positive effect on job satisfaction, while 

economic and philanthropic CSR have a significant influence on trust. They also found that 

relationship quality (satisfaction and trust) had a significant outcome on relationship outcomes 

(organizational commitment and turnover intention). Of interest, the data was collected in South 

Korea from service employees of the franchised food service industry, but did not examine this 

in different countries, as this thesis does. 

 

Closer to the model of this thesis, Stites and Michael (2011) measure Community – related CSP 

(CSR) but use a combination of measures of social responsibility and corporate image and label 

it ‘external CSR’ (ECSR) as it is external to the organization i.e. society and the community is 

external to the internal environment of the organization. Perceptions of social responsibility 

were assessed with the combination of a single-item measure created by Brammer et al., 

(2007a) for ECSR: “My company is a socially responsible member of the community,” as well 

as a newly created item: “My company is involved in the community with service or charitable 

organizations.” Its creation was based on the inclusion of corporate involvement with service 

and/or charitable organizations in industry environmental certification programs and makes the 

ECSR measure a comparable measure with PCSR, which also measures giving back to the 

community, charitable organizations and local non-profits. 

 

The Stites and Michael (2011), study is therefore important to mention in regards to this thesis, 

as it utilizes similar measures for perceived CSR (referred to as perceived CSP and ECSR) and 

examines OC, alongside corporate social performance (CSP), referring to CSP as the outcome 

of CSR. Their definition of CSP refers to “the actions of the organization (usually a for-profit 

business) and the consequences of those actions on the broader society in which the 

organization is embedded” (Mahon, 2002, p. 427).  They remind the reader that the terms for 

CSP and CSR are often used interchangeably, as explained in the CSR definition section 

(section 2.2), of this thesis, and is therefore relevant to the current model.   

 

As explained previously, “early theorists made a distinction between CSR and CSP, such that 

CSR refers to a company’s obligation to be responsible, whereas CSP refers to the measurable 

actions a company takes to fulfill its societal obligation (i.e., its responsiveness; Carroll, 1979; 

Stites and Michael 2011, p 53). In their article, they use CSP terminology as opposed to CSR 
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because they focus on employee perceptions of corporate actions as opposed to its obligations to 

act in a certain manner. It is therefore of interest that Stites and Michael (2011), found both 

Community-related CSP (CSR) and Environmental-related CSP (CSR) to be both positively 

related to organizational commitment.  

 

Recent research by Jones et al., (2014) also examines perceived CSP in relation to commitment 

using a similar commitment scale to the current thesis. They also used a similar scale to the 

PCSR scale but label it, perceived CSP (i.e. “this company takes part in charitable giving and is 

concerned about the community”). However, they assess customer perceptions of the 

corporation's commitment to giving back to the community by supporting nonprofits through 

both traditional philanthropy and newer forms of CSR initiatives that involve integrating 

charitable activities into business activities. While the fundamentals of their study are similar, 

the output of the Jones et al., (2014) model is quite different to the current model, whereby they 

manipulated the level of CSP via the company webpage. While a different methodology is 

utilized they also determine a positive relationship between perceived CSP and attractiveness 

for the respondents.  

 

As discussed previously, a third measure related to PCSR, utilized in the identification 

literature is ‘external CSR’ (ECSR). As briefly touched on above, ECSR asks one question 

regarding the organization’s CSR (“My organization is a socially responsible member of 

the community”) instead of asking several questions for the one construct as does PCSR 

(i.e. “My organization gives back to the communities in which it does business,” “Local 

non-profits benefit from my organization’s contributions”, My organization integrates 

charitable contributions into its business activities”). Both look at CSR outside (externally) 

of the organization instead of its internal CSR (regarding how it treats employees 

internally). Hence, the ECSR scale is similar to the PCSR scale utilized in the current thesis 

and also by Lichtenstein et al., (2004) as well as other perceived CSR measures in past studies 

(i.e. Brammer et al., 2007; Kim et al., 2010; Korschun et al., 2014). These studies are therefore 

comparable. 

 

In addition, like PCSR, ECSR also encompasses philanthropy and community contributions and 

reflects the way in which the organization interacts with the physical environment and its ethical 

stance towards consumers and other external stakeholders is largely ‘discretionary’ (Carroll, 

1979).  As employees are exposed to both the internal and external aspects of their organization 

– they base their opinions of ECSR on internal and external information from sources including 

the media (external) and their personal experience (internal and external) within the 

organization (Gilly and Wolfenbarger, 1998; Maignan and Ferrell, 2001). This reiterates the 
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importance of employees as an extremely valuable source of information for companies to 

extract understanding and perceptions from. 

 

Like PCSR, ECSR has also shown a positive relationship between corporate reputation and 

philanthropy (Brammer and Millington, 2005), and corporate involvement in social causes and 

reputation (Hess et al., 2002). As previously mentioned, Brammer et al., (2007a) also found a 

positive relationship between organizational commitment and ECSR, and this study is 

instrumental in subsequent research models listed below. 

 

 

3.3.4. Perceived CSR (PCSR) in Relation to Organizational Identification 

 

Hence, as stated above, employee perceived PCSR (PCSR) has been tested in various 

forms in the literature (e.g. perceived CSP, CC and ECSR). This section discusses the 

research more closely related to the actual measures of PCSR utilized in the current thesis.  

 

A model more closely related to the current thesis is that of Lichenstein et al, 2004. They 

examine PCSR in relation to customer-corporate identification and the influence of this on 

one type of CSR Initiative (giving donations to non-profits), utilizing the same PCSR scale 

as this thesis. As previously mentioned, the PCSR scale broadly assesses the respondent’s 

perception of the organization giving back to the community by supporting non-profits and 

includes newer forms of CSR initiatives that involve integrating charitable activities into 

business activities (Drumwright and Murphy, 2001; Hess et al., 2002; Lichenstein et al., 

2004). 

 

By way of understanding the Lichenstein et al., study, it must be acknowledged that the 

term ‘CSR initiatives’ is used in a very general sense to refer to “the various forms of 

company involvement with charitable causes and the non-profits that represent them” 

(p16).  They state that ‘non-profit initiatives’ have been referred to by various terms, and 

list these as: cause-related marketing, corporate social initiatives, joint issue promotion, 

sales-related fund raising and social alliances and CCI (Berger et al., 2004; Hess et al., 

2002: Lichenstein et al., 2004). In the Lichenstein et al., (2004) study they examine 

customers’ likelihood to donate to a cause the business (i.e. retail store) supports, alongside 

the perceived CSR of the retail store and their identification with the store. They found that 

levels of PCSR of the retail store affected levels of customer-corporate (C-C) identification 

and their willingness to donate to the company’s cause. The current thesis extends this 

understanding by including a list of more than one ‘initiative’ to identify with (and initiatives 
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that the organization is ‘actually’ involved in), and does this in a model, which includes 

numerous other variables alongside PCSR with the addition of OC as the dependent variable. 

 

In contrast, Glavas and Godwin (2013) examined PCSR in terms of the perceived external 

image of CSR (how employees think outsiders perceive their CSR) and the perceived internal 

image of CSR (employees own perception of their CSR). They discovered that regardless of 

whether perceived CSR is external or internal – both strengthen OI and have an effect on OI, the 

only dependent variable in their study.  The current thesis extends and adds to this by including 

numerous other variables alongside PCSR with the addition of OC as the dependent variable. 

 

Likewise, the Lee et al., (2010) model examines perceived CSR (but labels it ‘CSR 

associations’, and provides slightly less scale items than PCSR), with OI and selects OC as 

its dependent variable. However, they also found a connection between identification 

(and/or PCSR) and the dependent variables measured. 

 

A model more similar to this thesis, Kim et al., (2010), found that that a firm’s CSR 

initiatives (good PCSR) increase employee–company identification (i.e. organizational 

identification). But again they refer to CSR initiatives as broad-spectrum macro CSR activities 

(i.e. being socially responsible, and being charitable), rather than the actual micro Social 

Initiative and activity (i.e. mentoring the local community in computer literacy, and 

identification with these). More concrete measurement is needed therefore before definitive 

conclusions can be drawn. 

 

A more recent paper by Park and Levy (2014) examines perceptions of CSR specifically related 

to OI. Overall, findings show that perception of CSR influences the level of OI. Similar to Lee 

et al., (2012) previously mentioned, they measure perception of ‘CSR activities’ using a CC 

type scale (Maignan and Ferrell, 2001) covering all components of the CSR definition. They 

therefore do not focus directly on the discretionary or social and community components. OI 

was measured via the nine-item Mael and Tetrick’s (1992) scale and stepwise regression 

analysis also revealed that employee perceptions of CSR activities were found to significantly 

influence their level of OI. However, the study includes limited constructs, and examines the 

broad definition of CSR (with all components), and therefore does not allow comparisons or a 

check, to determine if particular components of CSR and/or other antecedents are of influence. 

 

In general, the above research on PCSR and ECSR and other perceived CSR terms (listed 

above), supports a Social Identity Theory approach, where, ‘identification’ is defined as the 

perception of oneness with or belongingness to a group (Ashforth and Mael, 1989). This theory 
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proposes that employees will be proud to identify with organizations that have a positive 

‘external’ reputation (Ashforth and Mael, 1989; Dutton et al., 1994; Gavin and Maynard, 1975; 

Maignan and Ferrell, 2001), suggesting that the greater the CSR association or PCSR by a 

stakeholder, the stronger the organization’s identity attractiveness is to that stakeholder 

(Ahearne et al., 2005 and Marin et al; 2009). This thesis supports this premise and builds on the 

empirical work that suggests CSR is connected to organizational identification (e.g. Korschun et 

al., 2014; Kim et al., 2010; Peterson 2004a; Rodrigo and Arenas 2008; Turker 2009), and 

therefore identification with the organization, by examining identification with the 

organization’s Social Initiatives (SIs). It does this by examining employee identification with a 

list of the organization’s ‘actual’ SIs, as opposed to their identification with the organization per 

se. 

 

As previously mentioned there is very little research examining identification with an 

organization’s micro Social Initiatives (SIs), because of the lack of research on micro SIs in 

general, and the lack of understanding of a definition for them as a micro construct. Hence, this 

thesis adapts the current organizational identification (OI) literature and its use of OI scales to 

fit a setting for SI research within a traditional identification framework examining PCSR and 

OC. 

 

The additional information and knowledge that ‘employees’ generally have (as they have direct 

access to an organization’s CSR), provides a much more intricate relationship with which to 

study the organization’s CSR, when compared with that of the consumer. This allows 

perceptions of CSR to be examined in more depth within an organizational context, regarding 

an employee’s commitment and identification with their organization, but also their 

identification with the organization’s micro SIs within the macro CSR strategy of the 

organization.  

 

In addition, and as previously discussed, CSR is considered to be less evolved in developed 

countries (Farooq et al., 2014; Visser, 2008, 2016), an unfamiliar concept (Blowfield and 

Frynas, 2005; Jamali et al., 2009), or viewed as part of a ‘Western imperialist agenda’ (Khan 

and Lund-Thomsen, 2011). It would therefore be expected that CSR as a business strategy is a 

less familiar concept, and therefore treated differently in developing countries and therefore 

produce very different results for developed and developing countries. This thesis therefore 

proposes therefore that the relationships and relevant constructs that exist in Western CSR 

literature (and a developed country context) will propose different results and relationships 

within an Eastern context and developing country. 
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The following hypothesis is therefore proposed:  

H1: Perceived CSR (PCSR) is positively related to Social Initiatives Identification (SI-I) 

for the developed country (a) Australia and negatively related to Social Initiatives 

Identification (SI-I) for developing countries (b) Indonesia and (c) Vietnam. 

 

 

3.4. Perceived Importance of CSR  Social Initiatives Identification (ICSRSI-I) 

 

As stated above, lack of clarity for the overall CSR definition, is a key element, which has also 

led to the suggestion that stakeholders may not really understand CSR (Boulstridge and 

Carrigan, 2000; Podnar and Golob, 2007) and therefore may also not understand the 

‘importance’ that organizations practice CSR (Munro, 2013a). ‘Understanding of CSR’ and its 

components are shown to differ across single stakeholder groups and regions (Maignan, 2001; 

Matten and Moon, 2008; Ramasamy and Yeung, 2009; Singh, Garcia, Sanchez and Bosque, 

2008; Bronn, 2012). This in turn could influence CSR perceptions and the ‘perceived 

importance’ of CSR (Munro 2013a).  If it is true that ‘understanding of CSR’ is low in different 

countries, different MNCs and different nationalities (Munro 2013a), then levels of ‘importance 

of CSR’, as perceived by employees, may mirror this. From a practical perspective this would 

require a particular type of educational component to be administered, and embedded in the 

CSR strategy framework to help explain the ‘importance of CSR’ and alleviate 

misunderstanding across stakeholders, and in particular employees.  

 

The research literature reveals that CSR strategies and communications do not always receive a 

positive response from stakeholders, and that some cynicism and skepticism exists amongst 

stakeholder groups regarding the intentions of companies conducting CSR (Bronn and Vrioni, 

2001; Dahl and Lavack 1995; Ellen et al., 1997; Jhadi and Acikdilli, 2009; Mohr et al., 2001; 

Sen and Bhattacharya, 2001; Sen et al., 2006; Szykman et al., 1997; Varadarajan and Menon, 

1988; Webb and Mohr, 1998).  This suggests that stakeholders may not perceive CSR as 

‘important’ to practice. In a study across employees of three MNCs in the Middle East and 

Africa, Munro (2013a) found 51% of respondents thought CSR was extremely important, 44% 

reasonably important and 3% stated CSR to be of average importance.  In the same study, 46% 

felt they only had average understanding of CSR, however perceived CSR (PCSR) was not 

examined.  Hence, PCSR and the ‘importance of CSR’ need to be examined further within an 

identification model in other emerging markets. This thesis therefore addresses this current gap 

in the CSR literature. 

 

With regards to the literature relevant to the current model, Peterson (2004a) examined 
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perceived corporate citizenship (CC) in relation to OC. As the scale of perceived CSR 

in this thesis is closely related to the discretionary characteristics of CC (Maignan and 

Ferrell, 2000), it is interesting that they found OC (Mathieu and Farr, 1991) was 

stronger among employees who believe highly in the ‘importance of CSR’. It is also 

noted that the discretionary measure in the Peterson (2004a) study was more strongly 

associated with OC amongst female employees, and OC was stronger among 

employees who believe highly in the ‘importance of CSR’ (Mathieu and Farr, 1991). 

This suggests a relationship between the ‘importance of CSR’ and the dependent 

variable OC. 

 

By way of comparison, Turker (2009a) designed a CSR scale to include: CSR to social and 

non-social stakeholders; CSR to employees; customers; and government – similar to the 

CC scale of Maignan and Ferrell (2001). They examined the effects of OC on employees 

and found all variables in their scale were predictors of OC except for CSR to government. 

Their dependent variable (OC), uses a similar scale for OC (Mowday et al., 1982) 

alongside the ‘importance of CSR’, and is therefore comparable to this thesis. Control 

variables were tenure, age and gender, whereby tenure was found to be the strongest link. 

They proposed that the strength of the relationship between CSR to employees and OC will 

increase as the beliefs of the ‘importance of CSR’ increases, and believe this to be because 

of increasing concern for society and the environment in recent years. The Turker (2009a) 

study concluded that the commitment of employees can be higher based on identification 

theory, but as they are looking at so many types of CSR in relation to many stakeholder 

groups, it is difficult to determine the strength of the ‘importance of CSR’ with any one 

variable. This thesis therefore addresses this gap and examines the ‘importance of CSR’ 

within a framework that focuses on one component of CSR, namely, social and community 

discretionary CSR, by utilizing a PCSR scale rather than the broader CC scale with many 

types and components of CSR. 

 

More recently Korschun et al., (2014) examined the link between PCSR and the ‘importance of 

CSR’ to organizational identification and job performance. While the current model expands on 

the model of Korschun et al., (2014), their model also examines the ‘importance of CSR’ from 

the employee’s perspective, and looks at PCSR but does so from the employee’s perception of 

the ‘managers support’ for CSR and how they perceive their ‘customer’s support’ for CSR – 

and not the employee’s own perceived CSR. Hence the employee is asked for their manager’s 

and customer’s levels of perceived CSR and not their own PCSR. 

 

As this thesis is focused on ‘perceived discretionary (or social) CSR’ from the employee’s 
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perspective, it takes a different path from the Korschun et al., (2014) model but includes the 

‘importance of CSR’ measure, which is not often included in the identification literature. 

Korschun et al., (2014) also looks at job performance (as opposed to job satisfaction), which 

again is a measure provided not by employees but from management. There have been few 

studies in the literature examining how ‘important’ employees think CSR is for organizations to 

practice. As a result, the current research model of this thesis utilizes the same ‘importance’ 

scale as the Korschun et al., (2014) study, which was first implemented by Vogel (2005). 

 

Overall, the Korschun et al., (2014) findings support that front line employees can be 

encouraged by CSR activities to be more customer oriented and perform better in their jobs.  

The study also revealed that employees identify with the organization and with customers (i.e. 

employee–customer identification) as a function of how much they perceive management and 

customers (respectively) to support the company’s CSR activities. These effects are stronger 

among employees for whom CSR is already tied to their sense of self, which they define as CSR 

importance to the employee.  Korschun et al., (2014) suggests that because of this relationship, 

CSR can be a meaningful part of the ‘job-product’ and that efforts should be streamlined to 

target employees who find CSR to be ‘important’.  

 

With regards to employee perspectives of the ‘importance of CSR’, Korschun et al., (2013) 

found that even when importance is high, but their perception of management support for CSR 

is low, their bond (identification levels) with the organization may weaken.  It is interesting in 

the current thesis therefore to determine if an employee’s measure of ‘importance’ is related to 

identification with their CSR activities and SIs. Given past research and underlying Social 

Identity Theory, it would be expected that this relationship will exist if identification can be 

closely related to CSR activities per se, rather than just the organization itself. 

 

Korschun et al., (2014) suggest that it may be relevant to ‘know’ those employees who view 

CSR as not ‘important’, as this may have a direct effect on identification as their study suggests. 

Further, their findings show that it is essential for managers to remain attuned to how employees 

interpret CSR information, including how ‘important’ it is to them, as it appears that this signal 

affects employee identification with the organization (and the customer), which in turn 

influences job performance.  This finding is extremely significant to both practitioners and 

managers and would suggest that educating employees to understand the ‘importance of CSR’ 

could raise their identification with their organization practising CSR and therefore possibly 

also their commitment to that organization. Their sample however was one organization in one 

country, across two very specific job titles, and therefore the findings cannot be generalised 

across organizations or countries. This thesis expands on their limited sample, by including 
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more organizations and country contexts, and adds other variables such as values, engagement 

and commitment, which Korschun et al., (2014) did not examine. This thesis is therefore a 

development on the Korschun et al., (2014) study.  

 

Following a review of the literature, the ‘importance of CSR’, has been renamed as the 

‘perceived importance of CSR’ in this thesis, to match the other perceived precursor variables in 

the current model. As the variables of the current model are all ‘perceived’ by the employee 

rather than the perception of another, such as their manager or their customer, as in much of the 

related literature (e.g. Korschun and colleagues). Further the current thesis adopts the acronym 

ICSR, to define the ‘perceived importance of CSR’ more concretely.  

 

In addition, due to the uniqueness of the current model in this thesis, the organizational 

identification literature in relation to ‘importance’, has been adapted to fit a Social Initiatives 

(SIs) identification setting to determine identification with SIs. 

 

In addition, and as previously discussed, current literature suggests that CSR presents as less 

evolved in developing countries (Farooq et al., 2013, 2014; Visser, 2008, 2016; Blowfield and 

Frynas, 2005; Jamali et al., 2009; Khan and Lund-Thomsen, 2011). It would therefore be 

expected that CSR will be less familiar and have less ‘importance’ amongst communities and 

corporations in developing countries, and that the current relationships that exist in the Western 

CSR literature (and developed countries) may differ in developing countries.  

 

The following hypothesis is therefore proposed:  

H2: Perceived Importance of CSR (ICSR) is positively related to Social Initiatives 

Identification (SI-I) for the developed country (a) Australia and negatively related to 

Social Initiatives Identification (SI-I) for developing countries (b) Indonesia and (c) 

Vietnam. 
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3.5. Perceived Values of CSR  Social Initiatives Identification (VCSRSI-I) 

 

Past research has referred to an individual’s values (measured by their motives and values to 

‘help others’), as their ‘perception’ of their own helping behavior (Clary et al., 1998).  

 

The values scale by Clary et al., (1998) and utilized in Pajo and Lee (2011), is therefore relevant 

to this thesis as it identifies employee levels of values when helping a cause and/or others less 

fortunate than themselves (Pajo and Lee, 2011). Hence, the employee’s values of CSR (whereby 

values are measured by their motives and values to ‘help others’), refers to the employee’s 

‘perception’ of their own values to provide helping behavior (Clary et al., 1998), while 

implementing CSR type activities. This thesis therefore re-labels this as the ‘perceived values of 

CSR’ to fit within the current proposed model and other precursors ‘perceived’ by the 

employees themselves (i.e. ‘perceived CSR’ and ‘perceived importance of CSR’). This allows 

the examination of this within an identification context and framework. Following the perceived 

theme, this thesis also uniquely adopts the acronym VCSR, for this construct, to match the 

acronyms PCSR and ICSR.  

 

It is quite unique therefore to study the relationship with ‘values’, in an identification setting. 

Hemingway and Maclagan (2004), for example, examine the role of an individual’s personal 

values as factors, but do this to explain the formulation, adoption and implementation of CSR 

‘policies’ in an organization rather than employee identification with CSR activities or SIs per 

se. Another example is, Bhattacharya et al., (2009). They suggest a relationship may exist 

between values and identification and trust and commitment. However, they provide a 

‘conceptual model’ only, and do not ‘empirically’ examine these relationships. This is also the 

case for Korschun et al., (2013, 2014). Burns et al., (2006) however, examine values within a 

satisfaction setting, and found that the greater an individual’s or volunteer’s concern with 

‘helping others’ (values to help), the greater their satisfaction with the experience. As 

satisfaction is often studied in an identification setting, whereby identification is thought to 

enhance satisfaction (Brown, 2000; Mael and Tetrick, 1992), this is relevant to the current 

model, which utilizes a commitment measure as its outcome measure, instead of a satisfaction 

measure. Hence, this thesis proposes a relationship between values and identification based on 

the following literature. 

 

To explain the values based literature further, it is important to note that values and altruism are 

often used interchangeably in the literature depending on context, and have similar definitions, 

whereby altruism is defined as – (an) unselfish concern for the welfare of others, with an 

altruistic person as one concerned and ‘helpful’ even when no benefits are offered or expected 
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in return (i.e. Lee et al., 2003, p555). Hence, perceived values, is the employee’s perception of 

their reasons for ‘helping’ others (Clary et al., 1998), while Altruism is their ‘concern’ for 

helping others (Lee et al., 2003).  

 

A study incorporating altruism and values is the Pajo and Lee (2011) study, which examines 

employee perceptions following participation in a corporate sponsored volunteer initiative or 

activity. They utilized a qualitative focus group format to categorize data into acknowledged 

definitions of: altruism (in relation to values to help); meaningfulness to the task; organizational 

citizenship; role variety; relational and social task characteristics; networking and personal 

reasons. Much of this is reflected in the values scale by Clary et al., (1998) in the current thesis, 

which includes the altruism aspects of the values scale by Rushton et al., (1981), and so is 

relevant here. Further, Pajo and Lee (2011) define altruism as statements where the person 

indicated that they were driven by a desire to help, to give back, and to assist those who were 

less fortunate, which is similar to the values scale utilized in this thesis. As a result, they found 

altruistic concern (and therefore values related to this) to be a key driver for employee 

involvement in corporate initiatives. While an excellent study, they were unable to examine this 

‘quantitatively’, due to the sample and context of their study. However, they were able to 

indirectly utilize available ‘quantitative’ scales of altruism and values, as a guide to analyze 

their ‘qualitative’ data. In contrast, the current thesis utilizes a ‘quantitative’ values scale (i.e. 

Clary et al., 1998), and is therefore able to measure ‘values to help’ directly, and therefore 

provides a development on the Pajo and Lee (2011) study. 

 

The Pajo and Lee (2011) study is not unique in this respect, whereby, values is often not studied 

empirically in a ‘quantifiable’ fashion within an employee CSR setting, nor is it often studied 

within an identification framework, as this thesis proposes.  

 

Popular in CSR literature is the Bhattacharya et al., (2009) theoretical / conceptual model. They 

include values in their theoretical paper, but examine this in relation to just one CSR activity (an 

oral health initiative) for a number of stakeholders.  As a conceptual model, it considers (but 

does not examine) the following variables: 

 Functional benefits (healthy teeth, stock returns, lower risk, use professional skills to 

aid personal causes) 

 Psychosocial benefits (social acceptance, financial success, work-life integration)  

 Values (self-esteem, well-being, accomplishment, harmony)  

 

Bhattacharya et al., (2009) is therefore able to suggest that the psychosocial benefits listed 

above, may be involved in a particular CSR activity (oral health) and may be driven by both 
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functional benefits and perceptions of CSR initiatives, and that values are also driven by both 

psychosocial benefits and stakeholder perceptions of and involvement in CSR initiatives. 

Values are of particular interest here because when stakeholders achieve desirable values 

through CSR initiatives they are likely to identify with (Bartel, 2001; Sen and Bhattacharya, 

2001), and trust the organization, as indicators of the quality of the relationship with the 

organization (Bhattacharya et al., 2009, p263). Hence, though they list values in their 

‘conceptual’ model, they do not ‘empirically’ analyze any of these variables, however they 

suggest there is a potential relationship with these variables and identification, trust and 

commitment. This thesis therefore addresses this gap by ‘empirically’ examining values in 

relation to identification and commitment.  

 

Following the Bhattacharya et al., (2009) study, Korschun et al., (2013), examine the indirect 

effect of CSR as one that signals that organization’s share socially desirable values such as 

benevolence and can endear an organization to its customers (Sen and Bhattacharya, 2001). 

These values are thought to strengthen the employee relationship with the organization (Berger 

et al., 2006; Bhattacharya et al., 2009; Bhattacharya and Korschun, 2008; Turban and Greening 

1997). While they consider an identification framework in their research by examining an 

organization’s CSR, and how one identifies with the organization as a result of these good 

altruistic deeds, they do not look at values of the employees themselves, and how this maps on 

to commitment with the organization and identification levels with the organization’s SIs. This 

thesis therefore addresses this gap. 

 

Closer to themes of the current thesis, is the study by Paco and Nave (2013). They examine the 

motivations that lead employees to agree to participate in corporate volunteering activities. This 

is more closely related to the current model, which examines identification and engagement 

with the organization’s CSR activities and SIs alongside values of the employees. The results, 

which utilized the Clary et al., (1998) scale of the current thesis, found values to be the highest 

motivator of engagement. Values were also the variable showing less dispersal or spread 

amongst responses, confirming the importance of values to the process of volunteering and/or 

engaging in activities. This was also defended by Burns et al., (2006), as discussed below. 

Further, Paco and Nave (2013) found that the greater the volunteer’s concern with helping 

others (i.e. values to help), the greater their satisfaction with the experience. Hence as 

previously mentioned, this thesis utilizes the values part of the Clary et al., (1998) scale, similar 

to Paco and Nave (2013), but in addition, examines this alongside identification, commitment 

and engagement.  Hence, this thesis is a development on the Paco and Nave (2013) study, which 

does not examine values with these construct or within an identification framework. 
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Hence, the Burns et al., (2006) achieves a similar result to the Paco and Nave (2013) study, and 

also utilizes the Clary et al., (1998) values scale, but does so alongside the altruism scale, and 

found altruism was significantly related to each type of values of motivation to help. Hence, the 

Burns et al., (2006) study gives an indication of the relationship that exists between these two 

constructs (values/altruism) and motivation to help for particular individuals However, their 

sample was limited to college students in one USA state, and examines only the relationship 

between two constructs. This should be studied in a wider sample. Further, this needs to be 

examined in a broader context related to an organization’s actual CSR helping activities and SIs. 

This thesis therefore addresses this gap by proposing a relationship between values to help with 

CSR type activities and identification with ‘actual’ CSR SI activities.  

 

Similar to this thesis, which utilizes PCSR and values (i.e. VCSR) as measures, Vlachos (2012) 

examined CSP in relation to consumer-retailer ‘attachment’ and altruism (as a ‘helping’ aspect 

of values). Their results identified the strengthening role of altruism (i.e. helping behaviors and 

values) in esteem enhancement and the CSP (CSR)emotional attachment link. Further, 

Vlachos (2012) refers to the Lichenstein et al., (2004) identification model explained earlier 

which is key to the current model of this thesis.  They state the Lichenstein et al., (2004) model 

to be one of the few studies to examine the link between identification and helping (with one of 

the organization’s initiatives) to donate to an NGO (i.e. CSP (CSR)emotional 

attachment/identification linkhelping an NGO). Hence, given current CSR literature (and as 

suggested by Vlachos, 2012), this thesis will therefore also be one of the first to examine the 

identification link in the current model, and expand on the Lichenstein et al., (2004) model, by 

also examining the employee’s values to help alongside several CSR initiatives and SIs in 

general, rather than specifying just one activity (e.g. donating to an NGO) and making this 

assumption to all SIs and helping activity types. 

 

Vlachos (2012) however identifies the strengthening role of altruism (i.e. as part of ‘helping’ 

related values and concern for others), alongside a need-for-activity measure (i.e. the need to 

stay busy) and esteem-enhancement, and revealed that these individual attributes are likely to 

moderate the influence of ‘consumer’ altruism (or concern for others). That is, if consumers 

hold negative attributions or perceptions of the firm’s motives, the aspects of altruism (and 

values to help) no longer strengthens the effect of CSP (CSR) on attachment (and 

identification). Altruism and need-for-activity measures were also utilized by Mowen and Sijan 

(2005) and the esteem enhancement scale was utilized from Clary et al., (1998), of which this 

thesis utilizes the values category of this scale. The Mowen and Sijan (2005) altruism scale 

included three questions that relate to the definition of altruism: “Usually I am selfless in giving 

time to others”; “In general I like giving to others”; “I am used to sacrificing my goals to help 
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others”. This has similarities to the values scales in this thesis and can therefore allow for a 

comparison between these studies. (The current values scale in this thesis being “I feel it is 

important to help others; I feel compassion to people in need; I can do something for a cause 

that is important to me”).  

 

Overall, Vlachos (2012) found that CSP (CSR) influences ‘consumer-firm’ emotional 

attachment and acknowledges that this constitutes an unrecognized pathway in the CSP (CSR) - 

loyalty link (p1559) alongside altruism and/or values. As Vlachos (2012) states there is a need 

to examine this within an identification model similar to Lichenstein et al., (2004) which 

includes PCSR and a traditional identification scale, and to examine this outside of a one-

country, one-organization methodology format and consumer setting which also includes the 

‘employee’ setting (Vlachos, 2012).  

 

This thesis therefore fills the above gap by examining the above mentioned PCSR, and VCSR, 

and identification within an employee identification framework. It does this by examining 

identification with a list of the organization’s ‘actual’ SIs, relative to the employee’s perceptions 

of their organization’s CSR alongside their own self-perceived values of ‘helping’ with CSR 

type activities. This introduces a new combination of constructs to the current body of CSR 

literature.  

 

In addition, and as previously discussed, CSR is thought to be less evolved in developing 

countries (Farooq et al., 2013, 2014; Visser, 2008, 2016; Blowfield and Frynas, 2005; Jamali et 

al., 2009; Khan and Lund-Thomsen, 2011). It would therefore be expected that ‘values to help’ 

and identification in relation to CSR activities and SIs, will be different in developing countries, 

compared to developed countries, and relationships currently proposed in Western CSR 

literature, may be different or not relevant in developing countries from an Eastern context. 

 

The following hypothesis is therefore proposed:  

H3: Perceived Values of CSR (VCSR) is positively related to Social Initiatives 

Identification (SI-I) for: the developed country (a) Australia and negatively related to 

Social Initiatives Identification (SI-I) for developing countries (b) Indonesia and (c) 

Vietnam. 
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3.6. Social Initiatives Identification  Social Initiatives Engagement (SI-ISI-E) 

 

Employee participation in CSR initiatives usually occurs in the form of corporate volunteer 

programs, in which employees offer their time and skills in service to the community (Cycyota 

et al., 2016; Peterson, 2004b; Wild, 1993; Kim et al., 2010), on behalf of the organization they 

belong to. This thesis refers to this type of participation as ‘engagement’ in the organization’s 

CSR and/or SI activities. Having a say in the organization’s CSR initiatives selection, is also 

seen as a form of ‘participation’ in the organization’s CSR policy, while not directly ‘hands-on’ 

engaging as such, this type of participation has also been found to directly enhance employees’ 

work attitude (Bettencourt, 1997; Smidts et al., 2001; Peterson, 2004b). The SI-ISI-E 

pathway in the proposed theoretical model of this thesis focuses on direct hands-on engagement 

in the organization’s CSR program, and in this case more specifically, the organization’s micro 

SI activities. 

 

Within the bounds of Social Identity Theory, various behavioral research studies have found 

that changes in an individual’s behavior (i.e. engagement) also creates changes in the 

individual’s attitude and identity (Berger et al., 2006). It has therefore been suggested that 

employees can experience change in their identities by participating (or engaging) in CSR 

initiatives, which leads to employees feeling fulfilled by CSR activities, which in turn leads to a 

higher level of self-discovery and/or identification (Berger et al., 2006). This suggests that 

engagement precedes identification. This thesis however proposes this relationship in the 

reverse direction and suggests that identification precedes engagement. Hence, if an employee 

identifies with the organization’s SIs, this thesis proposes that they are more likely to engage 

and participate in them and feel fulfilled by that experience, further enhancing their own self-

identity. 

 

Based on the notion that employees engaging in CSR activities and SIs for their organization, 

do so voluntarily, this would require them to go out of their way, beyond their job role (i.e. 

extra-organizational or extra-role activities) to administer these activities. It is unlikely that they 

would do this unless they identified with the activity or the individuals, which the activity will 

help and affect. The idea that an individual would make significant personal sacrifices for 

another person, particularly when that person is a stranger has been a strong interest in the social 

behavior literature (e.g., Batson, 1998; Eisenberg and Okun, 1986; Piliavin and Charng, 1990; 

Schroeder et al., 1995; Clary et al., 1998). This thesis suggests, that if they identify with the 

extra-role activity, they then can further self-enhance their own identity by being engaged in the 

activities, which they find fulfilling. 
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It is therefore proposed that identification with SIs will significantly increase ‘hands-on’ 

engagement in extra-role activities (such as SIs) within an identification framework. A review 

of the literature in this area suggests that perceptions of CSR (PCSR) and identification (of SI 

activities) may be moderated or mediated by various factors including proximity, awareness and 

levels of engagement or involvement (Bhattacharya et al., 2009). In this literature, engagement 

is defined as a “positive fulfilling, work-related state of mind that is characterized by vigor, 

dedication and absorption” (Bakker, Hakanen, Demerouti and Xanthopoulou, 2007, p274, 

Anaza and Rutherford (2012). In contrast, ‘proximity’ to corporate community type CSR 

activities, describes to what extent employees are ‘aware’ of these activities, how far these 

activities are perceived to be ‘credible’ and to what extent employees become ‘actively 

involved’ (Bhattacharya et al., 2009).   

 

Driscoll and Starik (2004) relate ‘proximity’ to relationships based on spatial distance, shared 

ideas and actions, affinity or embeddedness (as in the employee–organization relationship). It 

could therefore be assumed that proximity to activities assists awareness of the activities and 

therefore the ability to identify with them and have an ‘affinity’ with them. Further, proximity 

to and awareness of activities are influenced by credible and transparent communication, active 

involvement in activities and the nature of the activities adopted by the organization (Munro, 

2013b). This in turn would allow employees to identify with the selected SIs, however 

identification of such is yet to be included in the voluntary and engagement literature. The 

current thesis therefore fills this gap. 

 

As previously mentioned an organization’s CSR activities or SIs are uniquely dependent on the 

employees implementing them and (in doing so), engaging in them. Employees are called upon 

to implement these activities and their execution is therefore primarily dependent on employee 

responsiveness to these activities. Responsiveness to CSR activities in the current literature has 

commonly utilized ‘qualitative’ research methodologies (Arenas and Ayuso, 2016; Berger et al., 

2006; Bhattacharya et al., 2008; Kim et al., 2010; Rodrigo and Arenas, 2008; Paco and Nave, 

2013; and Pajo and Lee, 2011). Hence, this study will be one of the first to examine the 

relationship with CSR initiatives and activities, and organizational commitment utilizing 

‘quantitative’ methodology, and even more uniquely, identify and examine specific individual 

micro SI initiatives rather than general CSR initiatives and activities. 

 

If employees are to implement CSR activities and individual micro SIs, they need to be 

motivated and committed to the challenges of achieving these goals i.e. implementing the 

selected CSR activities (Meyer et al., 2004; Collier and Esteban, 2007) or SIs, and therefore 

engaging in them. Confirming this is a study revealing that employees were:  more engaged 
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generally, creatively involved, and had higher quality relationships when they worked for 

organizations that were socially responsible (Glavas and Piderit 2009), whereby awareness and 

proximity to CSR activities exists.  

 

As previously mentioned, early identification theorists believed that identification with the 

organization elicits in employees a great willingness to participate in intra-role behaviors and 

‘extra-role activities’ (O’Reilly and Chatman, 1986; Anaza and Rutherford, 2012). It would 

seem that this would be especially so if they also identify with these activities. Hence, 

involvement and engagement in an organization’s extra-curricular activities, such as their CSR 

and SI activities, which are often not compulsory, can therefore be considered ‘extra role 

activities’ in this particular example. In keeping with this theme, Pajo and Lee (2011) examined 

employee perceptions following participation in a corporate sponsored activity, and found that 

the characteristics of the activity were important in determining employee engagement and 

ongoing motivation for involvement in the activity. As the characteristics of the activity were 

found to be important, this suggests that the employee needs to identify with the activity, in 

order for engagement and motivation to be involved in the activity. 

 

The implications of the Pajo and Lee (2011) study are therefore similar to the current thesis, 

which is interested in enriching CSR programs so that employees have satisfying experiences 

and are more likely to participate in SI type activities (Pajo and Lee, 2011, p467). However, the 

activities in the Pajo and Lee (2011) study are not related to the SIs of the employee’s actual 

organization and/or are not listed in their study for respondents to directly identify with. While 

Pajo and Lee (2011) is a well-constructed study, the current thesis adds to this literature by not 

only examining corporate sponsored activities similar to Pajo and Lee (2011), but in this case 

examines identification with the organization’s ‘actual’ SIs, within a CSR context. This in 

addition provides knowledge to the organization of not just how engaged employees may be in 

these CSR extra-role activities, but if they identify with their CSR program (and/or ‘actual’ SI 

activities), and if this in turn enhances their engagement in these activities. 

 

As previously mentioned, Paco and Nave (2013) who examine the motivations that lead 

employees to agree to participate and help in corporate volunteering activities (and therefore an 

organization’s CSR activities and SIs), confirmed employee values as the highest motivator of 

engagement, and that the greater the volunteer’s concern with helping others, the greater their 

satisfaction with the experience. This result was mirrored by Burns et al., (2006) who also 

concluded that concern for others and therefore ‘values to help’ is a key determinant in 

volunteering. This suggests that employees may need to identify with the SI or identify with the 

needs of the person being helped in order to have concern for them.  



 

PhD Thesis 2016:  Copyright © Virginia Munro (2016) 66 

However, both studies above did not check levels of identification with the volunteering 

activities (or in his case SI activities). Hence, this thesis is a development of the Paco and Nave 

(2013) study, which looks at volunteering (engagement), motivations and ‘values to help’, but 

also considers this within an identification framework and examines this ‘quantitatively’. 

 

With regards to helping type behaviors, Raub and Blunschi (2014) examined employees from a 

hotel chain in the UK and found that awareness of CSR activities (and therefore proximity and 

identification with them), positively relates to satisfaction, task significance and engagement in 

helping. Awareness of activities is not measured in the current model as respondents are 

provided with a list of their SIs to make sure they are aware of them. This allows the study to 

focus on identification with the SIs from the list provided, rather than just their awareness of 

them.  

 

In addition, the measure for task significance in the Raub and Blunschi (2014) study is based on 

general work activities not CSR extra-job role activities. In addition, helping behavior, utilizing 

Podsakoff et al., (1990) altruism scale, which measures ‘helping behaviors’ (was from ‘work 

colleague to colleague’ with regards to helping an employee who needs to be newly oriented to 

the work environment). This thesis therefore is a development on this research as it measures 

employee values relevant to ‘actual’ external social and community activities (not helping 

colleagues internally), and examines volunteering or being engaged in these, rather than general 

work activities.  

 

A development of these studies is the study by Farndale et al., (2014), who took employee 

motivation, commitment and identification a step further by examining employee engagement 

alongside job satisfaction (as a comparison to organizational commitment). However, they 

examine general work and organizational engagement (not engagement with extra-role activities 

or specific CSR related activities). Their findings revealed differential relationships with 

engagement and commitment and organizational citizenship behaviors. In particular, and of 

interest to this thesis, they found that engagement does not necessarily lead to loyalty. This is an 

interesting finding as loyalty is part of commitment and a part of the commitment scale 

measure, in the current thesis. In addition, they examine engagement with the employee’s 

organization (i.e. the scale item asked is – “being a member of this organization gives me 

energy”). They therefore do not examine engagement with external extra-role activities of a 

CSR nature within an identification framework (i.e. the scale item asked is – “I am highly 

engaged in the organization’s ‘social and community’ activities). 
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To build on their work, this thesis proposes that if an employee ‘identifies’ with their 

organization’s external extra-role activities (SIs), they will not only be more committed to their 

organization, but also more engaged in their organization’s SI activities.  This thesis will 

therefore add to the literature, by taking the original identification model of Anaza and 

Rutherford (2012), who examine organizational identification (OI) and employee-customer 

identification alongside customer orientation, and adapt their job engagement scale as a ‘task’ 

related engagement scale (for extra-curricular activities such as SIs), to examine the relationship 

between identification and engagement with these tasks (or activities).  

 

In addition, the model for this thesis adds to the Anaza and Rutherford (2012) model, by 

examining the precursors (PCSR, ICSR, VCSR) of CSR, alongside identification and 

commitment. This thesis therefore takes the literature one step further to determine if 

identification with their organization’s SIs (SI-I) influences engagement in SI activities and/or 

extra-role behaviors (SI-E). 

 

In addition, given that CSR is thought to be less evolved in developing countries (Farooq et al., 

2013, 2014; Visser, 2008, 2016; Blowfield and Frynas, 2005; Jamali et al., 2009; Khan and 

Lund-Thomsen, 2011) and as previously mentioned, the majority of literature citing these 

relationships exists in a Western literature (and developed countries) setting, the current thesis 

proposes that differences between developing and developed countries will exist for these 

constructs. 

 

The following hypothesis is therefore proposed:  

H4: Social Initiatives Identification (SI-I) is positively related to Social Initiatives 

Engagement (SI-E) for developed country (a) Australia and negatively related to Social 

Initiatives Engagement (SI-E) for developing countries (b) Indonesia and (c) Vietnam. 
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3.7. Social Initiatives Identification  Organizational Commitment (SI-IOC) 

 

Given the centrality of commitment to business administration and marketing disciplines, and 

the long-term relationships between organizations and their employees, commitment has been a 

much researched concept in general business literature (Morgan and Hunt, 1994; Lee et al., 

2010). Researchers have also begun to explore the relationship between an organization’s CSR 

activities (in their broad definition) and employee commitment (Brammer et al., 2007a; 

Peterson, 2004a). General CSR initiatives (in the broader macro definition of CSR) have been 

found to enhance employee commitment to the organization (Brammer et al., 2007a; Peterson, 

2004a; Rupp et al., 2006). This thesis adds to the literature by examining if ‘identification’ with 

micro Social Initiatives (the organization’s ‘actual’ social and community activities), will also 

enhance commitment to the organization. 

 

Returning to the notion of ‘identity’ within Social Identity Theory, identification is the degree 

of overlap between an employee’s self-concept and his or her perception of the company 

(Larson et al., 2008; Lichtenstein et al., 2004; Kim et al., 2014). Hence, as previously 

mentioned if ‘good’ CSR is perceived within an organization, an employee or consumer may 

then have strong identification with that organization (Kim et al., 2014). That is to say, if an 

employee sees that the company has self-defining values (e.g., being a good citizen), they 

identify with it and see themselves as part of it (Rodrigo and Arenas, 2008). The study by Kim 

et al., (2010), mentioned earlier confirms a strong link between PCSR and identification with 

the organization. These self-defining values may also relate to the organization’s SIs, which the 

employee define as self, if they relate to them and therefore identify with them. Hence, if they 

identify with them they may also be more committed to the organization, as past research has 

shown identification with the organization enhances commitment to the organization (e.g. 

Brammer et al., 2007a; Farooq et al., 2014; Lee et al., 2012). 

 

In order to discuss the relationship between SI-Identification (SI-I) and organizational 

commitment (OC) more fully, it is necessary to re-visit briefly the definition of organizational 

identification (OI). As previously discussed ‘identification’ is defined as the perception of 

oneness with or belongingness to a group (Ashforth and Mael, 1989) within a Social Identity 

Theory framework. OI therefore, is defined as the extent to which a person senses a oneness or 

sameness with the organization (Ashforth et al., 2008). By identifying with a successful group, 

members enhance their self-esteem by comparing their group to groups of lesser quality 

(Smith et al., 2001). If individuals define themselves and their identity, in terms of their group 

membership, one’s employer (the organization) is also a social category for employees and an 

important source of self-concept (Tajfel, 1982). Therefore, an organization’s success may 
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become an employee’s own personal success, and they may compare their organization with 

other organizations (Turker, 2009b). The rated scales utilized in the identification research 

reflect this (e.g. Anaza and Rutherford, 2012), and have been adapted in the current thesis to 

measure identification with the organization’s Social Initiatives (SIs). 

 

In contrast to OI, OC as defined previously by Mowday et al., (1979) in the glossary of 

definitions in this thesis (page xii), has also been referred to as “the relative strength of an 

individual's identification with and involvement in, a particular organization” (Porter et al., 

1974; Peterson, 2004a). This intrinsically links OC to the identification literature. By way of 

understanding the definition of commitment further, it is important to consider briefly the 

different types of commitment. Meyer and Allen (1991) and Brammer et al (2007a) distinguish 

between three types of organizational commitment: Affective commitment (an emotional: 

attachment; identification; or involvement with the organization), Continuance commitment 

(perceived costs of leaving the organization) and Normative commitment (perceived obligation 

to remain in the organization). Balfour and Wechsler (1996), examine Identification 

commitment, Affiliation commitment and Exchange commitment, and acknowledge that personal 

characteristic such as tenure, education, and position, are all regarded as fundamental 

antecedents to commitment (Mowday et al., 1982; Steers, 1977; Balfour and Wechsler, 1996).  

 

Results from the Balfour and Wechsler (1996) study show that employees are not predisposed 

to commitment on the basis of personal characteristics. Instead, commitment is influenced by 

experiences at work, the impact of organizational arrangements, and characteristics of the job 

itself. Personal characteristics play an important role, nonetheless, as determinants of the 

outcome variables. Specifically, they influence the direction of attitudinal or behavioral 

response to existing levels of commitment (Balfour and Wechsler, 1996, p271). Brammer et al., 

(2007a) based their commitment scale on the work of Balfour and Wechsler (1996) and 

designed a smaller scale to determine commitment to the organization within an identification 

framework, and therefore utilized the construct:  Affective Commitment (Brammer et al., 2007a). 

This thesis therefore follows this theme and utilizes the same scale as Brammer et al., (2007a). 

 

To further clarify the importance of Affective Commitment as a measure within an identification 

framework, mention is made briefly to a meta-analysis study of published papers conducted by 

Meyer et al., (2002), across the three types of commitment. Of relevance to this thesis is the 

finding that Affective Commitment has the strongest and most favorable correlations with the 

organization (i.e. attendance, performance and organizational citizenship behavior) and 

employee relevant outcomes. In addition, their study revealed that each of these forms of 

commitment are associated with labor turnover and intentions to leave the organization, and that 
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a stronger relationship exists between Affective Commitment and a range of desirable employee 

outcomes. These include: attendance, job performance, stress, health and non-work conflict.  It 

is therefore possible to focus just on Affective Commitment as a definition and form of 

commitment, and explore the relationship between this and CSR (Brammer et al., 2007a; Allen 

and Meyer, 1990). In addition, the Affective Commitment reference to ‘attachment’ allows the 

current model to examine commitment within an identification framework and examines the 

literature corresponding to this, within a Social Identity Theory context. 

 

Relevant to this and the current thesis, is the study by Farooq et al., (2013), examining the 

impact of CSR on Affective OC with mediated links: organizational trust and OI. Again 

they examine CSR within a broader definition (not just ‘community CSR’) but also CSR to 

the consumer, CSR to the employees and CSR to the environment. This is similar to the CC 

scale utilized by Turker (2009a) as opposed to PCSR, which focuses on social and 

community (discretionary) CSR.  However, their findings are of relevance here, whereby 

they found a stronger effect of OI than Trust (but that both mediate the Affective OC 

variable). In addition, they establish a strong positive relationship of community-focused CSR 

(as opposed to the other CSR types) with OI implying that CSR actions related to community 

development (and contribution to social issues, charity, and donations), provokes positive 

reactions among employees (Farooq et al., 2013). This would also suggest that they identify 

strongly with the community type CSR activities. However, identification of this is not 

examined in their study, allowing the current thesis to fill this gap. 

 

Further, the Farooq et al., (2013) finding that there was a stronger effect of OI than Trust 

(as mediating variables of OC), than previous studies in Western contexts, was explained 

by the researchers as a factor of low levels of CSR in South Asia generally. However, the 

South Asian context they refer to utilizes just a small sample from Pakistan. This thesis 

adds to this study by examining these relationships across more than one country in Asia, 

and in Asian countries that are in different stages of development (emerging and pre-

emerging), while also utilising similar variables and similar Western scales to the Farooq et 

al., (2013) study.  This thesis therefore provides a development on the Farooq et al., (2013) 

study. 

 

As previously mentioned, much of the CSR literature has confirmed a relationship between 

PCSR and commitment and this has been discussed in previous sections of this thesis, 

including section 3.3.2. A study pertinent to the examination of organizational 

identification in relation to organizational commitment, is the study by Kim et al., (2010), 

which utilizes a model similar to the current model of this thesis, but includes ‘CSR 



 

PhD Thesis 2016:  Copyright © Virginia Munro (2016) 71 

associations’ (a similar measure to PCSR), employee-company identification and 

commitment. Utilizing this model, they were able to confirm that CSR based identification 

by employees is a key factor in building organizational commitment. Following this, Kim et 

al., (2010), were able to conclude that CSR performance (good PCSR and participation in 

various CSR activities) can be an effective way for companies to maintain a positive 

relationship with their employees, in terms of commitment and identification with the 

organization. This thesis argues therefore that this relationship will also generalize to 

identification of SIs and organizational commitment. In addition, while Kim et al., (2010) 

refer to ‘CSR identification’ they are merely looking at organizational identification but 

comparing it with ‘CSR associations’ (similar to overall Perceived CSR). This thesis 

therefore builds on this research substantially by examining directly identification with the 

organization’s ‘actual’ SIs as part of their CSR program and broader CSR initiatives, 

alongside PCSR and OC. 

 

More recently Farooq et al., (2014) examined the four components of CSR (i.e. community, 

environment, employees, and consumers) and found that three components (excluding 

environment) positively affect OI with the community component having the strongest 

effect.  They also looked at collectivist orientation within this framework, as a number of 

studies have (Triandis et al., 1988), and found that while the effects of community related 

CSR actions on the employees’ outcomes are stronger for individualistic employees, the effect 

of employee-related CSR actions on organizational identification is stronger for collectivist 

employees. Hence, their results suggest that the effect of consumer-related CSR actions on 

organizational identification can depend on individual cultural factors, such as individualism 

and collectivism.  

 

This thesis does not examine the individual collective or individualistic identities of each 

employee, but uses country of origin as a basis, following past research which has utilized 

country orientation as collective or individualistic without testing this in individual employees 

(Ashmore et al., 2004; Simon and Klandermans, 2001; David and Bar-Tal, 2009). This thesis 

therefore adds to the Farooq et al., (2014) study as it also examines levels of values in relation 

to these variables (OI, perceived CSR) and does so across different countries that are 

already pre-defined in the literature as collective or individualistic country settings.  

 

Hence, this thesis addresses the gap of past studies on identification and commitment, and 

develops the Farooq et al., (2014) study by examining identification and employee 

perceived CSR alongside employee perceived ‘values to help’ within a multi-country and 

multi-national identity setting, and further develops the above studies by examining 
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identification with an organization’s actual micro Social Initiatives (SIs), rather than 

identification with the organization per se.  

 

This therefore embeds the study of this thesis, and these relationships, within a stronger CSR 

context, which includes ‘actual’ CSR strategy and ‘actual’ SI activities. As previously 

mentioned there is very little research examining identification with an organization’s Social 

Initiatives (SIs), because of a lack of research on specific SIs and a lack of understanding of a 

definition for them as a micro construct. Hence, this thesis adapts the current organizational 

identification (OI) literature and its use of OI scales to fit a setting for SI research within a 

traditional identification framework examining OC, while including additional constructs in this 

framework. 

 

Hence, based on past research, it is believed that employee organizational identification 

reflects an employee’s state of mind (e.g. congruence or agreement felt with the 

organization), whereas commitment concerns being involved in behaviors to maintain a 

relationship (Park et al., 2006), like loyalty and trust (Farooq et al., 2013).  Further, if 

identification causes employees to become attached to, care about and commit to 

organizations (Bhattacharya and Sen, 2003; Dutton et al., 1994; Lee et al., 2008), then it could 

be proposed that identification and attachment to the organization’s SIs could also cause 

employees to become more attached and committed to their organization.  

 

As previously discussed, CSR is also thought to be less evolved or understood in developing 

countries (Farooq et al., 2013, 2014; Visser, 2008, 2016; Blowfield and Frynas, 2005; Jamali et 

al., 2009; Khan and Lund-Thomsen, 2011). Therefore, the current thesis proposes that the 

relationships that exist in Western CSR literature may not exist or be different, when examining 

the same relationships and constructs in developing countries. 

 

Hence the following hypothesis is proposed: 

H5: Social Initiatives Identification (SI-I) is positively related to Organizational 

Commitment (OC) for the developed country (a) Australia and negatively related to 

Organizational Commitment (OC) for developing countries (b) Indonesia and (c) Vietnam. 
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3.8. Social Initiatives Engagement  Organizational Commitment (SI-EOC) 

 

Engagement has been found to allow employees to experience higher morale (Lewin, 1991), 

higher self-esteem (Pancer et al., 2002), and in addition, share values with their organization 

through participation (Peterson, 2004a), leading to higher levels of commitment (Stebbins, 

1989; Lee et al., 2008).   

 

Commitment has been discussed above within an identification literature framework and 

identification model. This is the main premise of this thesis. In general, there is less literature 

available which discusses a direct link between engagement in particular activities, such as SIs, 

and OC. There is however a growing amount of organizational literature on motivation and 

commitment in organizational settings. Although the concepts underlying commitment and 

motivation are related – the body of literature for each has developed independently (Meyer et 

al., 2002; Collier and Esteban, 2007). To clarify, Locke (1997) explains motivation as the 

‘energizing force that induces action’, in this case action by employees that in some way has its 

roots in personal needs (Collier and Esteban, 2007). This would suggest a connection between 

the personal needs of the individual employee translating to engagement in an activity that they 

identify with because of their own personal needs.   

 

In Locke’s model of motivation, the major outcomes are employee goal-directed behaviors, 

which are either non-discretionary behaviors or behaviors not specifically required of them 

(Meyer et al., 2004; Collier and Esteban, 2007). Locke states further that employees need to be 

sufficiently ‘committed’ to the task to undertake voluntary behaviors that are not deemed 

compulsory by the organization for them to undertake. This may mean they need to identify 

with the activities and be sufficiently committed to the organization to undertake these 

activities. Hence, although motivation is the broader notion, commitment is considered the more 

binding and enduring of the two concepts and acts as a powerful stimulus to motivation.  

 

Collier and Esteban (2007) in their discussion paper on CSR and OC, conclude that a key 

determinant of CSR effectiveness is the ‘enthusiasm’ or ‘motivation’ which employees espouse 

toward the organization (page 31). This is interesting to the current thesis, as whether engaging 

in an organization’s CSR activities or SIs enhances subsequent commitment – is a key question. 

The Collier and Esteban (2007) conclusion, that ‘enthusiasm’ and ‘motivation’ are key, interacts 

with the definition of engagement, whereby engagement is defined as a positive fulfilling, 

work-related state of mind that is characterized by vigor, dedication and absorption” (Bakker et 

al., 2007, p274, Anaza and Rutherford (2012).  This therefore relates to the above motivation 

definition: an “energizing force” inducing action.  
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Some studies refer to engagement as ‘participation’. The study by Kim et al., (2010), follows a 

similar model format to this thesis. They examine various relationships with CSR, including 

identification and commitment to the organization, and concluded that CSR performance (high 

levels of overall PCSR and ‘participation’ in various CSR activities by the organization per se) 

can be an effective way for organizations to maintain a positive relationship with their 

employees, and subsequent commitment to the organization.  However, as they only examine 

‘participation’ utilizing two items (i.e. working as a team on activities and having a voice to 

select activities’), rather than measuring actual tactile hands-on engagement in these activities, 

this thesis therefore proposes a development on the Kim et al., (2010) study. 

 

The above definition of engagement also fits with volunteering definitions, which include 

‘helping’ as a prosocial behavior – “the sustained, ongoing helping characteristic of (and) 

involvement in volunteerism” (Lee and Higgins, 2001, p1526). These researchers examined the 

experience of corporates engaging in CSR activities in the form of volunteering, and did so 

from the perspectives of the employee and community group involved. Their findings suggest 

that this type of engagement provides an important mechanism for organizations to interact with 

local communities in which they operate, and that this is especially the case for multinational 

corporations (MNCs) struggling for legitimacy in a globalized economy.  

 

Specific to enhanced perception of the MNC, is loyalty and commitment toward the MNC as a 

result of engaging in the organization’s CSR. Hence, in a broader sense this suggests a 

relationship between SI-E and OC. McCallum et al., (2013), for example, examine employee 

skill-based volunteerism in three MNCs via case study analysis of their volunteering programs. 

They found that volunteerism was aligned with the four components of the business case for 

CSR including: the enhancement of company reputation; the reduction of cost and risk; the 

achievement of business strategy; and the creation of learning a partnership with CSR activities 

and strategy. Hence engagement in this form, fits well within the current identification model, 

whereby there is a relationship suggested between engagement and enhanced perception of the 

organization, and greater organizational commitment (OC) on behalf of employees. Although, 

McCallum et al., (2013) found relationships between these variables, they were not able to 

generalize their findings cross-culturally (outside of the USA), or to an identification model. 

This thesis fills this gap by examining these constructs outside of the USA and across different 

developed and developing country settings, and within an identification framework.  

 

As part of the work by Rayton (2006) and more specifically, Maignan et al., (1999), is the 

examination of: market-orientation; humanistic orientation; employee commitment; customer 

loyalty; and business performance. They found ‘proactive citizenship’ (i.e. good levels of CSR) 
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to be associated with increased levels of employee commitment, customer loyalty, and business 

performance. Their findings confirm past research, which has shown employee commitment, 

can also increase job satisfaction and motivation (Mowday et al., 1979), plus provide lower 

levels of absenteeism and turnover and promote extra-role behaviors (O'Reilly and Chatman 

1986). As a relationship has been found between OC and engagement whereby OC can increase 

engagement (in this case extra-role behaviors), it could also therefore be proposed that 

engagement in extra-role activities, such as CSR related activities and SIs, may also increase 

commitment. The current thesis proposes this.  

 

 

3.8.1 Volunteering in CSR Programs as a Form of Engagement  

 

As the definition for volunteering and engagement are similar, it is important to also briefly 

examine some of the volunteering literature with regards to employees engaging in volunteer 

programs, which are corporate related.  

 

Corporate volunteer programs have been found to benefit work attitudes (Pancer et al., 2002; 

Peterson, 2004b; Stebbins, 1989). In addition, participation in volunteer program has been 

linked to organizational commitment and job satisfaction (Stebbins, 1989). Much of the positive 

effects identified in the volunteering literature, have been related to enhancing identification and 

therefore also organizational commitment. The research by Peterson (2004c), for example, 

discovered that organizational commitment was higher among employees involved in corporate 

volunteer programs, through enhancement of the self and therefore the ‘identity’ as previously 

mentioned.  

 

Much of the volunteer research agrees that organizations often engage in employee volunteering 

in response to expectations for them to be socially responsible (Gatignon-Turnau and 

Magnonac, 2015; Muthuri et al., 2009). Hence, implementing SIs is also a part of being socially 

responsible. In addition, as noted by Hess et al., (2002), “structured volunteer programs for 

corporate employees are a widespread example of a new phenomenon demonstrating the 

mutually beneficial nature of such programs” (page 111).  While the community benefits from 

the donation of the employee's time and talent, the organization benefits from creating more 

loyal and committed employees, which in turn acts as an aid for recruiting, and teaches and 

enhances teamwork skills amongst employees (Hess et al., 2002). Given the fundamental 

principles of Social Identity theory one would therefore also expect in-group clarification and 

therefore greater commitment and identification. 
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The research literature for volunteering and implementation and engagement in CSR follows a 

similar theme. The benefits from corporate volunteering as part of CSR strategy for employees, 

is considered mutually reinforcing i.e. beneficial to the employee and the organization – while 

also improving overall financial performance (Hess et al., 2007; Orlitzky et al., 2003) and 

commitment.  While companies continue to undertake CSR, social and community activities 

and CCI programs, for a variety of reasons focused on external factors (e.g. improved image 

and reputation), they also do so for internal employee benefits. There is increasing evidence that 

companies see their employees as key to their corporate citizenship programs and employees 

enjoy the experience of volunteering together, as part of the ‘in-group’ experience (Zappala and 

Cronin 2003; Zappala, 2004). This is also relevant to engaging in SI activities together, as part 

of the group experience. Despite this, less is understood of the effects of engagement on 

employee perspectives or an actual measure of their commitment to their organization following 

engagement in SIs directly belonging to that organization. This thesis therefore fills this gap by 

examining engagement in ‘actual’ SIs of the organization, relative to OC. 

 

 

3.8.2 Engagement in the Group Context Relative to Social Identity Theory 

 

As discussed above, volunteering as a form of engagement, occupies a central space in the 

dialogue concerning social responsibility (Basil et al., 2009; Carroll, 1979; Houghton et al., 

2009; Sharp and Zaidman, 2010; Offstein et al., 2015). Grant (2012) developed a model that 

extends theory on work design and volunteering, stating that volunteering is increasingly a way 

for corporates to display their social responsibility. His study proposes that when employee 

motives are fulfilled by volunteer projects, this creates employee repeat participation and 

internalization of volunteer identities, contingent on recognition, managerial support and 

matching incentives (Grant, 2012). The current thesis examines some of these variables (i.e. 

motives and voluntary engagement), but within an identification framework. This thesis 

therefore extends research in this capacity, looking through a social identity lens (rather than a 

work design lens), to state that employee motives to participate are fulfilled by volunteering and 

participation and that volunteer identities are internalised contingent on ‘in-group’ identification 

with fellow employees, while enhancing overall organizational commitment. This returns the 

discussion to the underlying theory of this thesis – Social Identity Theory – which focuses on 

‘in-group’ and ‘out-group’ identification as a major premise. 

As Social Identity Theory is synonymous with in-group and out-group membership and 

identification, much of this relates to group processes. As previously mentioned, collectivism 

and individualism has also been linked to group processes within different countries, and in 
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particular: conformity; social (group) loafing; and cooperation in relation to group processes 

(Earley, 1989). Social loafing (i.e. exerting less effort to achieve a goal when working in a 

group than when working alone), for example, was found to be higher in individualistic 

countries such as the US when compared to China (Earley, 1989), whereby Chinese showed less 

social loafing when working with in-group members than out-group members. In contrast 

American social loafing did not vary across in-group and out-group situations.  

 

As previously explained, while collectivism and individualism is not a construct measured in 

this thesis, these principles are utilized to examine commitment in relation to country context. 

Watsi (2000), for example, argues that current conceptualisations of commitment are from an 

individualistic tangent (costs and benefits) and therefore perhaps a Western construct, in 

comparison to Turkey, which is acknowledged in the literature as a collectivist culture and 

country, where commitment may be more related to loyalty to the organization.  This suggestion 

was supported by Gelfand et al., (2004), who found that Turkish employees’ commitment was 

“predicted by generalized norms for loyalty and the approval of in-group members for staying 

in organization” (Gelfand et al., 2004, p 456).  

 

It is also therefore of interest that the motivation to be engaged has been found to vary in 

collectivist and individualist countries and cultures (Gelfand et al., 2004). Various researchers 

have reported that a central feature of motivation in collectivist cultures and countries is the 

need to complete duties and obligations to contribute to the ‘group’ (e.g. Kashima and Callan, 

1994; Markus and Kitayama, 1991; Yu and Yang, 1994; and Earley, 1994). The need to 

understand goal directed behavior (i.e. motivation) within a ‘social context’ is also highlighted 

by various studies (Yu and Yang, 1994; Abu-Saad, 1981; Kashima and Callan, 1994; Matsui et 

al., 1987; Earley, 1994). 

 

Yu and Yang (1994), for example, examined ‘social context’ and group perspectives and found 

that Chinese achievement motivation is ‘socially’ oriented, with the success of the ‘group’ a 

primary motivator. This also relates to one of the key items in the identification scale, i.e. “my 

successes are their successes”. Accordingly, Japanese tend to perform better if they set group 

rather than individual goals (Matsui et al., 1987), and Chinese managers have been found to 

have higher motivation when trained in groups than trained individually. The opposite was 

found for the USA manager group (Earley, 1974). 

 

It is also important to note that individual ‘choice’ in activities or job tasks is also considered an 

influencer. The classic theory of motivation by Deci (1971, 1972), argues that motivation can be 

reduced if others externally make choices, rather than it being an individual choice or if the task 
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is performed for an external reason when rewards are externally mediated. The need for 

individual choice in activities has been found to be less relevant however, to people from 

collectivist backgrounds. Iyengar and Lepper (1999), for example, found European American 

children much more motivated if they chose the task and Asian American children more 

motivated if the task was chosen by their Mothers, referring here to the need for ‘in-group’ 

members to be involved, i.e. their Mothers. 

 

As explained above, the ‘success of the group’ is a primary motivator, in Chinese achievement 

motivation studies (Yu and Yang.1994). In contrast it is stated that individualistic society are 

motivated in relation to individual needs (Kashima and Callan, 1994; Matsui et al., 1987; 

Earley, 1994). These findings therefore lead to a strong argument for country differences for 

motivation and engagement based on Social Identity Theory and collectivism and 

individualism, as a societal context within a developed and developing country context.  

 

In addition, collectivism and individualism principles have also been shown to relate to 

commitment (Watsi, 2000), job satisfaction (Hui et al., 1995) and engagement (Gelfand, 2004). 

On the conformity and cooperation side of engagement, Bond and Smith (1996) and Eby and 

Dobbins (1997) found conformity and cooperation within teams was highest in collective 

nations. In addition, Cox et al., (1991) showed that nationality groups of historically collectivist 

orientation (e.g. Asians, Hispanics and African Americans) were more ‘cooperative’ than 

groups of Caucasians and found collectivism related to cooperation within an in-group process. 

A study by Moorman and Blakely (1995) found that individuals from collective contextualized 

countries (Wagner, 1995) were more likely to engage in organizational citizenship behaviors, 

i.e. prosocial behaviors (Gelfand et al., 2004), than those from individualistic contextualized 

countries.  

 

With regards to helping behaviors and therefore engagement in activities that help others (i.e. 

SIs), Miller (1994) found Indians helped others as a matter of ‘duty’, whereas Americans stated 

they help others as a matter of ‘choice’.  From a Social Identity Theory perspective, these 

findings (i.e. helping others) may also be moderated by whether the other group is an in-group 

or out-group (Triandis, 1995). These findings within a Social Identity Theory framework would 

suggest that helping will be more likely to occur toward the in-group (and within the in-group in 

collectivist societies).  
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3.8.3 Volunteerism and Engagement Across Developed and Developing Countries  

 

Overall, the findings from this body of literature, as listed above, suggests there is more of an 

emphasis on cooperative team processes in collective cultures (Gelfand et al., 2004). This could 

be transferred to volunteer activities and helping others in CSR social and community activities. 

From a developed and developing country perspective, it is important therefore to note that 

levels of employee volunteering (and therefore engagement in extra-role activities), differs from 

country to country.  

 

Employee volunteering is documented as a large aspect of CSR programs in Western developed 

countries and was found to be the fastest growing form of CSR community involvement during 

the 1990s, and is continuing to grow in developed countries (BITC 2003a; CCPA 2000; Zappalà 

2001; Zappala, 2004). According to Zappala (2004) a survey of employee volunteering 

programmes in the US found that 81 percent of companies supported employee volunteering as 

a core business function (Points of Light 2000). Australian trends also suggest that employee 

volunteering programmes are growing in popularity and are a significant part of community–

business partnerships (Zappalà 2004; Zappalà and Cronin 2002). A survey of CSR and CCI 

related programs among the top 100 companies in Australia found a relatively high proportion 

of companies (61%) supported some form of employee volunteering, with almost all offering 

rewards for employee participation in voluntary activities through employee newsletters, and 

presentation of awards and certificates (Zappalà and Cronin 2003). Similar levels have been 

identified internationally.  

 

There is less however known about engagement and volunteering in employee volunteering 

programmes in the Asian region (Zappalà and Cronin 2003), suggesting more studies need to be 

run in Asian and Eastern developing countries to understand if volunteering and engagement in 

SI activities is as important in Asia as it is in various Western and developed countries. This 

thesis fills this gap by looking at engagement and organizational commitment within a 

developing and developed country context.  

 

It is therefore proposed that engagement in these programs may be less developed in developing 

countries hence employee engagement in the organization’s SI program may have less effect on 

their overall commitment to their organization.  

 

In addition, and as previously mentioned, CSR overall as a business construct is also thought to 

be less evolved in developing countries (Farooq et al., 2013, 2014; Visser, 2008, 2016; 

Blowfield and Frynas, 2005; Jamali et al., 2009; Khan and Lund-Thomsen, 2011). It would 
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therefore be expected that CSR expectations and consequences will be different in developing 

countries, and that the current relationships that exist in the Western literature (and developed 

countries) will propose different results in Eastern and developing countries. 

 

The following hypothesis is therefore proposed:  

H6: Employee Social Initiatives Engagement (SI-E) is positively related to Organizational 

Commitment (OC) relationship for the developed country (a) Australia and negatively 

related to Organizational Commitment (OC) for developing countries (b) Indonesia and 

(c) Vietnam. 

 

 

3.9. Identification as a Mediator in the Proposed Theoretical Model 

 

The above literature (within an identification framework and examined through a Social 

Identity Theory lens), would therefore suggest and predict that an organization's 

commitment to social issues and CSR would lead to a positive reputation, and have a 

positive impact on employees' work attitudes, commitment and engagement in extra-role 

activities. One would therefore expect employees to be more engaged with their organization 

and its CSR activities if they identify with them (Ashforth and Mael, 1989; Bergami and 

Bagozzi, 2000) and are committed to their organization (Brammer et al., 2007a), and that 

identification with these extra-role activities will affect the relationship between engagement in 

SIs and commitment to the organization, and act as a mediator between all these relationships. 

 

A recent study by Yim and Fock (2013) stated that given the prevalence of CSR initiatives in 

the corporate environment and the corresponding heightened demand for volunteers to 

participate in these initiatives, “a need exists to better understand how to effectively motivate 

their voluntary engagement with tasks” (p665). To do this, they measured an employee’s 

perceived social responsibility climate (SRC), which is very similar to the PCSR measure in this 

thesis (but based on all the components of the CSR definition). They examine SRC alongside 

‘meaningfulness of volunteer work’ as opposed to ‘engagement’ in these tasks and found SRC 

as a key moderator in these relationships. Very few studies take the next step to examine SRC 

and identification with these activities. They also have not examined this in relation to value 

levels of the individual employee and their engagement levels and/or reason for volunteering 

(i.e. their values, and/or motives to participate). This thesis addresses this gap in the literature 

and expands on the Yim and Fock (2013) model by examining values (related to motives to help 

others) alongside engagement levels in these activities, and their perceived CSR and 

commitment to their organization, but also utilizes identification of SIs as a key mediator in 
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these relationships.  

 

The study by Maignan et al., (1999) provides a succinct argument and summary. They 

examined market-orientation, humanistic orientation, employee commitment, customer loyalty 

and business performance. They found ‘proactive citizenship’ (i.e. ‘good’ levels of CSR) to be 

associated with increased levels of employee commitment, job satisfaction and motivation 

(Mowday et al., 1979), plus lower levels of absenteeism and turnover, with the facility to 

promote extra-role behaviors (O'Reilly and Chatman 1986). In the current thesis, participating 

in extra-role activities (i.e. and therefore extra-role behaviors), are similar to participating in SI 

activities, whereby both are voluntary extra-role tasks. Hence, as it has been found that these 

variables are likely to improve overall business, this in part explains the positive association 

observed between CSR and business performance and employee satisfaction and commitment. 

This thesis therefore takes this one step further to examine the relationships between employees’ 

perception of various precursors (PCSR, ICSR, VCSR), and identification with their 

organizations SIs, while also examining whether this influences engagement in such activities 

and/or extra-role behaviors and commitment, and if identification per se plays a central role in 

these relationships.  

 

Hence, it is proposed that identification with the organization’s SIs will play a central role as 

mediator between the relationships outlined in the theoretical model for this thesis. 

 

 

The following hypotheses and relationships are therefore proposed: 

 

H7: Employee Social Initiatives Identification (SI-I) will positively mediate the relationships 

between the precursor PCSR and SI-Engagement (SI-E) for the developed country (a) Australia 

and negatively mediate these relationships for developing countries (b) Indonesia and (c) 

Vietnam   

 

H8: Employee Social Initiatives Identification (SI-I) will positively mediate the relationships 

between the precursor ICSR and SI-Engagement (SI-E) for the developed country (a) Australia 

and negatively mediate these relationships for developing countries (b) Indonesia and (c) 

Vietnam   

 

H9: Employee Social Initiatives Identification (SI-I) will positively mediate the relationships 

between the precursor VCSR and SI-Engagement (SI-E) for the developed country (a) Australia 

and negatively mediate these relationships for developing countries (b) Indonesia and (c) 
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Vietnam   

 

H10: Employee Social Initiatives Identification (SI-I) will positively mediate the relationships 

between SI-Engagement (SI-E) and Organizational Commitment (OC) for the developed 

country (a) Australia and negatively mediate these relationships for developing countries (b) 

Indonesia and (c) Vietnam   

 

 

 

3.10. Chapter Summary 

 

This chapter has discussed CSR literature relevant to each of the pathways in the proposed 

theoretical model. Each construct and corresponding literature is discussed under the 

heading for each pathway in the model. This chapter has therefore introduced the research 

context for the model to identify relationships that exist and in addition, are proposed, for 

the current theoretical model. 

 

The following chapter describes the methodology implemented for this research context 

and model. 
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CHAPTER 4: Research Methodology  

 

 

4.1. Research Methodology 

 

4.1.1. Introduction  

 

This section explains the justification for the choice of research methods for this study, and 

describes the research design. In particular, sample and data collection methods are discussed, 

in addition to survey instrument design. Finally, data analysis is discussed. 

 

Research questions addressed in this thesis are as follows: 

1. Will employee PCSR, ICSR, and VCSR (the precursors), influence the level of employee 

Social Initiatives Identification? 

2. Will employee’s Social Initiatives Identification influence the level of Social Initiatives 

Engagement? 

3. Will employee levels of Social Initiatives Identification influence their levels of 

Organizational Commitment?   

4. Will employee levels of Engagement in Social Initiatives influence their levels of 

Organizational Commitment? 

5. Will employee Social Initiatives Identification mediate the relationship between the 

precursors (PCSR, ICSR, VCSR) and between SI-Engagement and Organizational 

Commitment? 

 

 

4.1.2. Justification for Research Approach  

 

To justify the research approach of this thesis it is necessary to clarify the following terms. 

Ontology is acknowledged as a branch of metaphysics that is concerned with the nature of 

reality (Kent, 2007, p569). Epistemology is an area of philosophy concerned with how 

‘knowledge’ is established and relates to the researchers implicit or explicit assumptions about 

knowledge creation (Kent, 2007, p 565). By making different ontological and epistemological 

assumptions, the researcher approaches the inquiries in their research (Kent, 2007, p49). The 

research design for this thesis reflects the philosophy of science held by the researcher and is 

determined by theory and the types of research questions asked (Nunnally and Bernstein, 1994).  
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In addition, a deductive theory approach was utilized in this research. Also known as a “top 

down” approach, or an approach whereby the researcher begins with a theory of interest and 

narrows down into hypotheses to be tested. The hypotheses may then be narrowed down further 

(when observations are collected to test the hypotheses), ultimately leading to testing of the 

hypotheses with specific data, leading to a confirmation (or not) of the original theory and 

arriving at a conclusion for the research (Crossman, 2015). In this thesis, the underlying theory, 

Social Identity Theory, is examined through this process, with the proposal of a model to test 

various hypotheses with specific data, to determine a confirmation or not of the theory and the 

selected constructs that are tested. 

 

 

4.1.3. Justification of Positivism and Quantitative Method Selection 

 

This thesis follows a positivist approach. According to a ‘positivist’ epistemology the scientist 

‘knows’ by following the correct scientific procedure, a procedure based on that of the natural 

sciences (Kent, 2007, p 48). Essentially, positivism asserts that objectively verifiable knowledge 

is possible in the social sciences by setting up and then testing hypotheses that relate to 

identifiable and measurable variables in a quantifiable fashion (Kent, 2007, p48). This thesis 

adopts a rigorous approach by examining the hypotheses in two industries across three countries 

providing six contexts in which to test the theoretical model indicated in the literature. 

 

After a review of the literature and underlying theory, the model designed is based on 

confirming known relationships and therefore takes an empirical and scientific approach 

based on known relationships following a positivist social science approach. Two other 

approaches however, were also considered for this research: critical social science and 

interpretive social science. Interpretive understanding of social action, for example, probes 

below the surface to provide deeper insight into drives and motivations and is therefore 

beneficial for qualitative analysis (Turner, 1996). Critical Social Science attempts to 

simultaneously explain the social world, ‘criticizes’ it and empowers its audience to 

overthrow it, by starting with observations and then developing theory (Fay, 1987).  This is 

an abductive approach (Neuman, 2006).  

  

In contrast, positivism is achieved by a deductive approach (Neuman, 2006). This allows the 

researcher to test a theory by specifying hypotheses and data is collected to support or refute 

the hypotheses (Kent, 2007). Positivism is typically utilized in business research related to the 

social sciences, as it provides conceptual structure capable of explaining and predicting 

phenomena (Hunt, 1992). The purpose of positivist research is to examine certain situations. As 
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stated above, this is the paradigm selected for this thesis. Hence, this thesis refers to the 

setting of the employee within a multinational corporation and the CSR strategy they are 

exposed to.  

 

The purpose of the quantitative research study of this thesis is to measure variables regarding an 

organization’s CSR and their employee’s perspectives of this, alongside their identification and 

commitment to their organization and their organizations CSR and CSR activities (SIs). 

Quantitative research will enable the researcher to quantify the relationships between the 

variables outlined in the current model. A qualitative design would not measure the proposed 

relationships in the current model adequately, because qualitative designs more specifically 

explore unknown variables, trends and patterns (Creswell et al., 2007).  Qualitative research is 

also different from quantitative research, as it requires data analysis that reflects descriptions 

and thematic development as well as the interrelation of themes (Creswell et al., 2007). 

Quantitative data therefore provides a context for data, which explains and predicts. In this 

study, the factors to quantify are the employee’s perception of their organization’s CSR and 

how satisfied or committed they are to their organization and how much they identify with their 

organization and the organization’s CSR activities and SIs. The research design of this thesis 

therefore originates from the issue under investigation, within a Social Identity Theory 

framework, to provide purpose to the study and measure objectively, the relationships within 

the proposed model. 

 

This research therefore utilizes a structured quantitative questionnaire, to ensure a large number 

of respondents across diverse, differing countries and organizations can be examined.  This 

allows for data acquired by this type of questionnaire to be coded and analyzed more easily 

(Sekaran, 2003). A self-administered questionnaire survey was used in this study to remove 

researcher bias (Kent, 2007) and to fit individual corporate and executive employee work and 

travel schedules. An online questionnaire was chosen over other methods as the survey covers a 

large geographical area and sometimes transient work population (Kent, 2007)  

 

Hence, as stated above, the chosen approach was selected to obtain greater external validity and 

a more representative sample (Russell and Purcell, 2009; Field, 2013).  
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4.1.4. Justification of Analysis Technique and Reliability – SEM and AMOS 

 

The positivist approach is particularly relevant for the use of multivariate statistical techniques 

whereby the analysis draws conclusions from more than three variables collected at the same 

time (Kent, 2007). Survey data in this thesis was therefore analyzed using multivariate 

techniques.  

 

As an employee may be influenced not only by his or her own individual-level values but also by 

certain characteristics of the organization in question, an organizational-level variable may 

covary with relevant individual-level variables, and individuals within organizations are likely 

to be more similar regarding certain variables compared with individuals across organizations. 

Aguinis and Glavas (2012) state this may be due to a common organizational culture and 

attraction-selection-attrition processes. This thesis controls for this by examining two 

organizations across three country settings, and examining the same two organizations within 

each country setting.  

 

Structural Equation Modelling (SEM) was used as the multi-variate technique in this study. 

SEM uses the notions of correlation and the goodness-of-fit between a theoretical model and the 

observed data (Kent, 2007, p572).  Here correlation refers to the pattern of the distribution in 

two or more metric variables whereby high variables on one variable covary with high values on 

another (or with low variables on the other for a negative correlation). Goodness-of-fit is the 

extent to which a certain model fits the observed data, utilizing the Chi-square statistic and other 

Goodness-of-fit measures (e.g. CFI, GIFT) for this purpose.  Chi-square measures the overall 

departure of a set of observations from a theoretical proposition, by adding up the squared 

differences between observed values and the values expected from the theoretical proposition, 

taken as a proportion of the expected values (Kent, 2007).  This thesis first checks the goodness-

of-fit independently for each construct in the model and then tests the goodness-of-fit for the 

overall theoretical model with combined constructs.  

 

SEM has evolved as a powerful technique, which combines factor analysis, path analysis, and 

regression into one assessment (Kent, 2007; Field, 2013). SEM has also developed a variety of 

different fit indicators, which allows for the data to be assessed from different angles allowing 

researchers to avoid over-reliance on a single indicator as occurs in regression analysis 

(Iacobucci, 2010; McDonald, 1996; Field, 2013).  A summary of fit indicators utilized in the 

current thesis are listed in table 1. 
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SEM also provides a method of controlling for common method variance (CMV), which is the 

variance attributable to the measurement and method rather than the construct of interest. 

Method refers to the form of measurement at different levels of abstraction, such as the context 

of specific items, scale type, response format and the general context (Podsakoff et al., 2003). 

Studies suffer from common method bias when the data is collected from a single source (Lee, 

et al., 2013). This thesis collects data from multiple sources: two sectors within three countries 

to minimize CMV. Other potential sources of bias to assess in this thesis are scale length (i.e. 

less than three items), common scale formats (i.e. using the same scale format such as Likert 

scales) and using common scale anchors (i.e. strongly disagree, strongly agree) on 

questionnaires. This thesis will therefore control for method variance by utilizing different 

measures (different anchors and question types), and performing confirmatory factor analysis, 

as suggested by Podsakoff et al., (2003). This involved re-estimating the hypothesized model 

with all indicator variables first examined as one-factor congeneric models, which are then 

loaded on to each other in the final theoretical model. 

 

Hence, Analysis of Moment Structures (AMOS) is used in this thesis to allow data to be 

analyzed from several different populations at the same time. This thesis examines six offices of 

two MNCs in two different sectors (Law and Hotels) across three countries (Indonesia, Vietnam 

and Australia), ensuring that variance is maximized as far as practical. 

 

AMOS is a program that is able to compute full information maximum likelihood estimates in 

the presence of missing data, if required (Arbuckle, 1994), and offers a choice of four 

estimation criteria discussed by (a) maximum likelihood, (b) unweighted least squares, (c) 

generalized least squares, and (d) Browne's asymptotically distribution-free criterion (Browne, 

1982). AMOS can also estimate the following quantities: (a) the model parameters; (b) 

standardized regression weights; (c) a squared multiple correlation for each endogenous variable 

in the model, indicating the proportion of the variance of that variable that is accounted for by 

the remaining variables in the model; (d) total effects; (e) regression weights for regressing the 

unobserved variables on the observed variables (factor score weights); (f) means, variances, 

covariances and correlations for all variables in the model (Arbuckle, 1994). This is helpful for 

the current research design, which tests several independent variables with one mediating 

variable and one dependent variable. SEM and AMOS were also utilized as the primary 

methodology in the key literature of this thesis, which assisted to inform the current model, and 

this literature will be used as a comparison with the findings of this thesis. The key literature is 

therefore referred to throughout this thesis and listed here as follows: Anaza and Rutherford 

(2012); Kim, Ha and Fong (2014); Kim, Lee, Lee and Kim (2010); Lee, Yong, Lee and Li 

(2012); and Lee, Park and Lee (2013). 
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Another advantage of AMOS is the ability to calculate Bootstrapped standard errors (Efron and 

Tibshirani, 1986) and confidence intervals for sample means, variances, covariances and 

correlations. Percentile intervals and bias-corrected percentile intervals (Stine, 1989) are also 

implemented. As referred to above, ‘bootstrap’ is a general methodology for testing how 

accurate an estimator or unknown parameter is. This is helpful for the current multi-variable 

research design, which tests a mediating variable by removing them from the model to examine 

the indirect effects of these variables utilizing Bootstrapping in AMOS. Bootstrapping with 

bias-corrected confidence intervals is easily managed in AMOS, because of its accuracy for 

computing confidence intervals for mediation effects when the mediation effect is nonzero 

(Cheung and Lau, 2008; Shrout and Bolger, 2002). Hence, this thesis will utilize Bootstrapping 

in AMOS to determine the mediating effects of SI-Identification in the current theoretical 

model. 

 

AMOS is a computer-based method, which substitutes considerable amounts of computation in 

place of theoretical analysis (Efron and Tibshirani, 1986). The bootstrap is said to routinely 

answer questions, which are too complicated for traditional statistical analysis (Efron and 

Tibshirani, 1986) in a relatively computational inexpensive setting.  

 

The criteria for Goodness-of-fit for SEM utilized in this thesis is listed in table 1. 

 

Table 1: Criteria of Goodness-of-Fit for Structural Equation Modelling (SEM) 

 

GOODNESS-OF-FIT STATISTIC ACCEPTANCE LEVEL 

Goodness-of-fix index 

(GFI) 

> 0.95 (Browne & Cudeck, 1993; Hu & Bentler, 1999) 

> 0.90 (Kyle, 2008) 

Tucker-Lewis index 

(TLI) 

> 0.95 (Browne & Cudeck, 1993; Hu & Bentler, 1999) 

> 0.90 (Kyle, 2008) 

The Bentler comparative fit index 

(CFI) 

> 0.95 (Browne & Cudeck, 1993; Hu & Bentler, 1999) 

> 0.90 (Kyle, 2008) 

The root mean square residual (RMR) > 0.06 (Hu & Bentler, 1999) 

The Steiger-Lind root error of 

approximation 

(RMSEA) 

< 0.08 = adequate 

< 0.05 = good 

(Browne & Cudeck, 1993; Hu & Bentler, 1999) 
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4.1.5. General Reliability and Validity Assessment  

 

Reliability is the extent to which the application of a scale produces consistent results if 

repeated measures are taken (Kent, 2007, p570). It is therefore a measure of how well 

measurement errors are minimized over time or how well a scale will accurately reflect the 

constructs intended over time (Kent, 2007). Reliability in this thesis was measured utilizing 

Cronbach's coefficient alpha. Cronbach's alpha is a reliability coefficient that assesses the 

consistency of a cluster of items (Field, 2013).  More specifically, Cronbach's coefficient alpha, 

as a measure of scale reliability, takes the average correlation among items in a summated rating 

scale and adjusts for the number of items (Kent, 2007, p564). However, alpha coefficients must 

be treated with caution. Their use is appropriate when the researcher requires a measure of 

internal consistency and is helpful if the number of items is fairly limited. To be acceptable, the 

value of alpha must be related to the ‘purpose’ of the research, and even then only used as an 

indication rather than a “test” to be passed as a fixed value (Lee and Hooley, 2005). This was 

therefore adhered to in this thesis.  

 

Following the approach reported in Kim et al., (2010) examining identification-cuing factors 

(i.e. CSR perceptions and participation), to determine how CSR relates to an employee’s 

identification and participation or commitment with their organization, all measures were 

analyzed for reliability and validity following the guidelines offered by Anderson and Gerbing 

(1988).  Hence, the validity of each construct was tested with reliability and discriminant and 

convergent validity (the extent items load on the factors in the model) and divergent validity 

(the extent an item does not cross load on two or more factors in the model). This was examined 

in this thesis following the two-stage approach of model validation (Anderson and Gerbing, 

1988), whereby within-construct validity and reliability measure was examined. 

 

Confirmatory factor analysis (CFA) was performed to test for measurement invariance with 

respect to factor patterns, factor loadings and distribution variances and covariances (Byrne, 

2001; Suh and Yi, 2006). CFA provides a fit for all constructs with more than three items. This 

is relevant to this thesis, which has three to five items on each construct or variable. The 

reliability of measures was also checked using composite reliability (rho). The alpha 

underestimates reliability unless the measures are tau-equivalent. Tau-equivalent refers to a 

measurement model that requires a number of assumptions to be met for the estimate to 

accurately reflect the data’s true reliability (Raykov, 1997a, 1998). Violation of these 

assumptions causes coefficient alpha to underestimate the true reliability of the data (Graham, 

2006, p931). Hence, composite reliability can be a better coefficient because it is based on a 

congeneric assumption (Raykov, 1998) and this is utilized in addition to Cronbach’s Alpha, in 
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this thesis. Composite reliability of all measures exceeding 0.6, suggest a satisfactory level 

of reliability (Bagozzi and Yi, 1988), and this is acknowledged in this thesis. Following the 

lead of Kim, Lee, Lee, Kim (2010), convergent validity was also checked with the value of CFA 

loadings and standard errors.  These results are reported in the research analysis chapter (section 

5.6). 

 

 

4.1.6. Criteria of Reliability and Validity Assessment  

 

The criteria of reliability and validity utilized in this thesis is listed in table 2. 

 

Table 2: Criteria of Reliability and Validity from Structural Equation Modelling Literature 

 

INDICES CRITERIA 

Cronbach's Alpha ≥  0.70 (Pallant, 2005) 

 Construct  

(composite) reliability 

≥ 0.70 (Hair, et al., 2010) 

≥ 0.60 (Bagozzi & Yi, 1988) 

≥ 0.50 (Fornell & Larcker, 1981) 

Factor loading ≥ 0.50 (Hair, et al., 2010) 

  0.50 ~ 0.90 (Bagozzi & Yi, 1988) 

AVE 

(convergent validity) 

≥  0.50 (Bagozzi & Yi, 1988; Fornell & Larcker, 1981) 

 

AVE for two factors 

(discriminant validity) 

> the square of the correlation between the two factors 

  (Hair, et al., 2010; Hatcher, 1994) 

 

 

 

4.1.7. Reliability and Validity Assessment – Cross-National Research 

 

The growth in world trade has resulted in expanding demand for information about markets 

throughout the world (Kent, 2007, p529).  Following this is the expansion of multinational 

corporations (MNCs) globally (Lacy and Hayward, 2011). As this thesis looks at several 

MNCs across several countries, this therefore is a ‘multi-country’ research project. It is also 

conducted in a country or countries other than that of the research – commissioning 

organization (‘foreign research’) and is conducted in or across different cultures (i.e. ‘cross-

national research’) as referred to by Kent (2007, p529). 
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As this is predominately a cross-national research project, the economic and GDP environments 

of each country is discussed.  In international studies, the ‘country’ is used as the basic unit of 

analysis in research design (Kent, 2007). There are also different levels of literacy and different 

languages in these country settings. This has been accounted for by accepting all respondents 

who have graduated from high school upward, and translation of the survey where required, as 

listed in the following section on translation (section 4.2.3). 

 

To follow the order in which research stages were conducted, the research design is discussed 

first followed by sample selection (organization and country), measures used in this thesis, 

pilot-testing (and translation processes), questionnaire development, questionnaire 

dissemination, data collection and data analysis. 
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4.2. Research Design   

 

This current theoretical model provides a framework for the empirical research in this thesis and 

is explained further below alongside the quantitative questionnaire that surveys employees of 

MNCs on their perspectives listed for each construct in the model. 

 

 

4.2.1. Selection of Sample 

 

This thesis utilizes a relatively large number of participants (N=885) across two organizations, 

two sectors and three countries to maximize heterogeneity in the sample, which in turn will 

assist in providing more generalizable findings.  

 

Sampling selection was based on both the organization and the country selection. 

 

4.2.1.1. Sample  –  ‘Organization’ Selection 

 

Purposive sampling was utilized to select MNC organizations, whereby non-probability 

sampling allows for the selection to be made using judgment of experience in the region, with 

access to certain units (Kent, 2007). Convenience sampling is referred to as finding 

respondents who happen to be conveniently accessible (Kent, 2007, p564). This thesis is a 

combination of purposive and convenience sampling. 

 

Approximately 10 MNCs based in Asia and Australia were originally approached to participate 

in this study, of these six MNC offices from two sectors and three countries are included in the 

final analysis. They are from ‘service related’ industries within two sectors (one multinational 

Law firm and one multi-national Hotel chain) within three countries (Indonesia, Vietnam, 

Australia). To meet ethical requirements, organizations are not identified in the study, and are 

listed by their sector name only. 
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4.2.1.2. Sample  –   ‘Country’ Selection 

 

As explained above for ‘sample’ selection, purposive sampling (Kent, 2007) utilizing 

judgement and experience in the region was utilized to select countries. In addition, ‘country’ 

selection therefore was based on stage of development and emerging status (World Bank, 2016) 

in the Asian region, with Australia as a Western comparison. Each country is examined in terms 

of its developing context and status. The World Bank (2015) lists the countries of ‘East Asia 

Pacific’ (e.g. China, Indonesia, Vietnam, Malaysia, Philippines and Thailand) in the 

‘developing regions’ section. Diversity of stage of development was acknowledged, by 

including Australia, to provide a developing and developed country context and to also 

acknowledge levels of emerging market status.  

 

(i) Developed and Developing Country Classification 

A developing country (also called a less developed country or underdeveloped country) is a 

nation with an underdeveloped industrial base, and a low Human Development Index (HDI) 

relative to other countries (Sullivan and Sheffrin, 2003). Measures for HDIs in this thesis are 

listed in table 4. It is important to note, there is no universal, agreed-upon criterion for what 

makes a country developing versus developed and which countries fit these two categories 

(Korotayev and Zinkina, 2014), however there are general reference points utilized such as a 

nation's GDP per capita compared to other nations. The World Bank, for example, uses GDP to 

determine a developed and a developing country and defines developing countries as those 

countries, which have started to grow but have yet to reach a mature stage of development 

and/or where there is significant potential for economic or political instability (World Bank, 

2016). Additional World Bank Indicators are listed in table 3.  

 

In contrast, a developed country is a sovereign state that has a highly developed economy and 

advanced technological infrastructure relative to other less industrialized nations. Developed 

countries have post-industrial economies, meaning the service sector provides more wealth than 

the industrial sector. They are contrasted with developing countries, which are in the process of 

industrialization, or undeveloped countries, which are pre-industrial and almost entirely 

Agrarian with a primarily Agricultural existence (Investopedia, 2016a).  

 

Hence, Australia is classified as a developed country in the Dow Jones list (2014), amongst 65 

other developed countries, which includes the USA, United Kingdom, as well as Hong Kong, 

Japan and Israel, and various European and Scandinavian countries. According to the IMF 

(2015c), advanced economies comprise 60.8% of global nominal GDP and 42.9% of global 
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GDP (PPP) in 2014 (IMF GDP data, IMF, 2015a). In 2014, the ten largest advanced economies 

by GDP in both nominal and PPP terms were Australia, Canada, France, Germany, Italy, Japan, 

South Korea, Spain, the United Kingdom and the Unites States of America (World Economic 

Outlook Database, 2015; IMF, 2015b). In contrast Indonesia and Vietnam are classified as 

developing by the World Bank (2015a, b).  

 

The World Development Indicators (2016) are an annual publication of the World Bank, which 

provides country rankings on a number of indicators. Indicators include: size of economy, 

gender differences, population, labour force, unemployment, wages, mortality health, the 

environment, the economy, trade blocs, tariffs, aid dependency and travel and tourism, to name 

a few. A selection of World Bank Indicators and stage of development are shown in table 3. 

 

Table 3: World Bank (2016) Status for Participating Countries 

 

DEVELOPING COUNTRIES DEVELOPED COUNTRY 

Indonesia:  lower-middle income level  

GDP US$888.5 billion (2014) 

 Population total:  254.5 million (2014) 

Emerging market 

Australia: high-income level  

GDP US$1.455 trillion (2014) 

Population total: 23.47 million (2014) 

Emerged market 

Vietnam: lower-middle income level  

GDP US$186.2 billion (2014) 

Population total: 90.73 million (2014)  

Pre-emerging (Frontier) market 

 

NB: GDP, Population and Emerging Market status (World Bank, 2016) 

 

As shown in the table above, the World Bank (2016) further lists Vietnam and Indonesia as 

emerging and pre-emerging countries, whereas Australia is a developed economy and country. 

 

(ii) Emerging, Pre-emerging and Frontier Country Classification 

As stated, developing countries can be further classified as emerging or pre-emerging markets 

(World Bank, 2016). Indonesia is classified as an emerging market and Vietnam as transitioning 

from a frontier market to an emerging market (The Emerging Markets Hub, 2016). Hence, to 

further understand emerging countries, it is important to discuss the differences within the 

emerging market classification.  

 

Kvint (2010) defines an emerging-market country (EMC) as “a society transitioning from a 

dictatorship to a free-market-oriented economy with increasing economic freedom, gradual 
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integration with the global market place (GMP) and with other members of the global emerging 

markets (GEM), an expanding middle class, improving standards of living, social stability and 

tolerance, as well as an increase in cooperation with multilateral institutions” (p1).  

 

MasterCard (2008) lists Indonesia in its top 65 emerging economies but does not list Vietnam. 

Indonesia is classified as an upper level emerging economy alongside Turkey, Mexico and 

Nigeria as part of the MINT economies (Wright, 2014). The term is used in financial and 

economic spheres as well as academia and was first coined by Fidelity Investment in 2011 to 

refer to the “new emerging markets after the four major emerging markets BRICs (Brazil, 

Russia, India, China)”, earlier coined by Goldman Sachs in 2001. In addition, Banco Bilbao 

Vizcaya Argentaria (BBVA) Research, part of the multinational Spanish Banking group 

(BBVA), introduced a new economic concept in November 2010, to identify key emerging 

markets, and places Indonesia in this group, titled EAGLEs (“emerging and growth leading 

economies”), alongside Brazil, China, India, Mexico and Turkey. These countries are coined 

such as they have an expected Incremental GDP in the next 10 years, expected to be larger than 

the average of the G7 economies, excluding the USA, hence they are considered to be in the 

upper levels of emerging economies (BBVA, 2010). 

 

As discussed previously, there is a difference between emerging and pre-emerging market status 

for developing countries and emerged market status for developed countries. At the bottom of 

the emerging markets for example, are countries that are not yet fully emerging markets. These 

countries fall into the category of pre-emerging markets or frontier economies (Munro 2013b 

and Kvint, 2010). In addition, the World Bank (2012) defines ‘emerging market’ as taking steps 

toward developing a market-oriented economy. An emerging market economy (EME) is 

characterized as transitional – in the process of moving from a closed to an open market 

/economy, while building accountability within the system (Investopedia, 2013).  

 

The term frontier market began use when the IFC Emerging Markets Database (EMDB), led by 

Khambata (1992), began publishing data on smaller markets. The term ‘frontier market’ (i.e. for 

Vietnam) was coined to define a pre-emerging economy.  As part of the Morgan Stanley Capital 

International indexes (MSCI, 2012), frontier markets were defined as countries with investable 

stock markets that are less established than those in the emerging markets. They are also known 

as ‘pre-emerging markets’, which is a type of developing country but more developed than a 

‘least developed country’ (LDC) in extreme poverty like for example, Ghana, Papua New 

Guinea and Zimbabwe which are Agrarian countries (United Nations, 2015). Hence, the term is 

commonly used to describe the equity markets of the smaller and less accessible, but still 

‘investable’ countries of the developing world (Berger, 2012). These frontier, or pre-emerging 
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markets are pursued by investors seeking high returns but higher risk (Investopedia, 2016b). 

However, of note, some frontier market countries were emerging markets in the past, but have 

regressed to frontier status (Bases, 2013). 

 

Hence, in summary, frontier markets are a sub-set of emerging markets, which have market 

capitalizations that are small and/or low annual turnover and/or market restrictions unsuitable 

for inclusion in the larger Emerging Market Index (MSCI, 2016), but nonetheless "demonstrate 

a relative openness to and accessibility for foreign investors" and are not under "extreme 

economic and political instability" (MSCI Frontier Markets Indices, 2012). Within the MSCI 

database Vietnam falls into the pre-emerging markets group, which is sometimes used as a 

synonym for ‘frontier markets’, emphasizing the expectation that they will eventually graduate 

to ‘emerging market’ status. This includes countries at a lower development level than the 

existing ‘mainstream’ emerging markets, such as Kenya or Vietnam, for example (MSCI, 

2012), whereas Indonesia is in the leading emerging market status group of countries (BBVA, 

2010). 

 

Hence, countries selected for this thesis are developed or developing and within the developing 

country context: emerging and pre-emerging. Individual countries can also be measured in 

terms of their level of CSR and/or Sustainability development. 

 

 

(iii) CSR and Sustainability Measures for Each Country Classification  

 

a) Sustainable Society Index (SSI) 

As stated above, individual countries are further examined within a context relative to their level 

of CSR and/or Sustainability development. The Sustainable Society Index (SSI) provides ranks 

of 151 countries calculated for Human Wellbeing, Environmental Wellbeing and Economic 

Wellbeing. The SSI integrates Human Wellbeing and Environmental Wellbeing, stating that 

Human and Environmental Wellbeing are the goals of SSI, whereas aiming for Economic 

Wellbeing is not a goal in itself. Hence, Human Wellbeing and Environmental Wellbeing are 

considered here for SSI rankings.  

 

SSI is based on the Brundtland definition (Seftyono, 2012), with an additional third sentence 

with regards to Human Wellbeing and Environmental Wellbeing. 
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A sustainable society is therefore a society that: 

• that meets the needs of the present generation, 

• that does not compromise the ability of future generations to meet their own needs, 

• in which each human being has the opportunity to develop itself in freedom, within a 

well-balanced society and in harmony with its surroundings. 

(Source: Sustainable Society Index, 2014). 

 

Australia is listed in the bottom 10 (SSI, 2014) for Environmental Wellbeing (unlike Vietnam 

and Indonesia who are not listed in the bottom 10) due to its mining deposits, and coal 

pollutants. Hence, Human Wellbeing is possibly a better indicator of stage of ‘social and 

community’ development rather than overall Sustainability.  This is also fitting as the current 

thesis examines SIs (‘social and community’ activities). 

 

The results for the SSI Human Wellbeing scores are shown in table 4. A lower score means a 

higher ranking. 

 

 

b) Global Competitiveness Ranking (GCR) 

Annual rankings of countries by the World Economic Forum commenced in 1979, to provide a 

Global Competitiveness Ranking for countries. Countries are compared based on standard of 

living and prospects of long-term economic prosperity (Hanges, 2004). This includes: the 

degree of openness to foreign trade and investment; the role of the government in the economy; 

level of competition in financial markets; quality of infrastructure; computer use and new 

technologies; management quality and employee training; competitiveness of labour markets; 

legal institutions, corruption and crime (World Economic Forum, 1998). An index is created for 

each of the eight categories and the overall competitiveness index is calculated as the weighted 

average and each country is graded and ranked on this. The results for the GCR rankings are 

shown in table 4. 

 

 

c) The Human Development Index (HDI) 

The Human Development Index (HDI) is part of the United Nations Development Programme, 

and was created to emphasize that people and their capabilities should be the ultimate criteria 

for assessing the development of a country, not economic growth alone. The HDI can therefore 

be used to question national policy choices, asking how two countries with the same level of 

GNI per capita can end up with different human development outcomes (The Human 

Development Index, 2015). 
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The HDI is a summary measure of average achievement in key dimensions of human 

development: a long and healthy life, being knowledgeable and a decent standard of living (The 

Human Development Index, 2015). The HDI is therefore an accepted geometric mean of 

normalized indices for each of the three dimensions.  

 

The scores for SSI, GCR and HDI are shown in table 4.  

 

Table 4: CSR and Sustainability Level Development Rankings 

   

 LEVEL OF DEVELOPMENT 

Country 
SSI* 

Human Wellbeing 
GCR* HDI* HDI Ranking 

Australia 45 5.1 0.935 2/187 

Indonesia 74 4.5 0.684 108/187 

Vietnam 65 4.3 0.638 121/187 

* (Source: Sustainable Society Index (SSI) Rankings, 2014; Global Competitiveness Rankings (GCR), 

2015; The Human Development Index (HDI), 2015 ) 

(NB: SSI lower score is a higher ranking; GCR higher score is a higher ranking; HDI higher score is a 

higher ranking; HDI ranking is out of 187 countries, with a lower score being a higher ranking) 

 

 

As is shown in the above table Vietnam overall is the least developed country with the lowest 

rating on the majority of indicators, followed by Indonesia, and lastly Australia, as the most 

developed country. 

 

Following these rankings, the countries are examined in their ‘national context’. 
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(iv) Country Sample Descriptions: Within National Context 

 

As previously mentioned in the literature review, Visser (2016) states the importance of 

examining countries with regards to CSR, within a ‘National Context’ in a bid to further 

understand CSR and sustainability in developing regions. Hence, a country snapshot is given 

here, within a developing and developed context, for each country.  

 

 

a) Indonesia 

Indonesia is a ‘developing’ country and the fourth most populous nation in the world with 

around 257 million people (Population Reference Bureau, 2015).  It is also the world's largest 

archipelagic state, and the globe’s largest Muslim-majority nation (CIA World Factbook, 2015). 

Experiencing significant growth in the last 15 years, the country’s gross national income per 

capita has risen, from $560 in the year 2000 to $3,650 in 2014. Huge progress has been made in 

poverty reduction, halving the poverty rate since 1999. However, 28.6 million Indonesians still 

live below the poverty line and approximately 40% on the national poverty line at 

$22.60/person per month (World Bank, 2015 Indonesia). Indonesia’s long periods of 

military/authoritarian rule followed by short periods of fragile democracy (Chapple and Moon, 

2005), have resulted in numerous issued to address, including: poverty, corruption, human 

rights violations, economic reforms and reforming the criminal justice system (CIA World 

Factbook, 2015). 

 

From a religious perspective, Indonesia is majority Muslim (87.2%) with a small percentage of 

other religions: Christian 7%, Roman Catholic 2.9%, Hindu 1.7%, other 0.9% (includes 

Buddhist and Confucian), unspecified 0.4% (2010 est.). (CIA World Factbook, 2015).  

 

 

b) Vietnam 

The least developed country in this study is Vietnam. It is a densely populated ‘developing’ 

country at 93 million (Population Reference Bureau, 2015), and has been ‘transitioning’ from 

the rigidities of a centrally planned economy since 1986 (CIA World Factbook, 2015). 

Agriculture's share of economic output has shrunk from about 25% in 2000 to 18% in 2014, 

while industry's share increased from 36% to 38% in the same period. This changes it from an 

Agri to a pre-emerging economy (The World Bank, 2015).  Hence, state-owned enterprises now 

account for 40% of GDP. Vietnamese authorities have reaffirmed their commitment to 

economic modernization and a more open economy and the country is trying to reform its 

economy by restructuring public investment, state-owned enterprises, and the banking sector, 



 

PhD Thesis 2016:  Copyright © Virginia Munro (2016) 100 

but continues to face challenges from an undercapitalized banking sector and nonperforming 

loans sector (CIA World Factbook, 2015).  

 

Today, Vietnam is widely considered to be an economic development success story, with the 

nation transforming from one of the poorest to boasting one of the fastest growing economies, 

with lower middle-income status attained in 2010 (Fleming et al., 2016). Despite this economic 

progress, challenges remain such as poverty and environmental degradation. As a pre-emerging 

economy, the poverty rate decreased by 58% in 1992 to 9.6% in 2012, however the overall 

reduction in poverty is not evenly distributed, with half of rural and ethnic minorities below the 

poverty line (Fleming et al., 2016)  

 

Buddhism is the predominate religion at 9.3%, followed by Catholic 6.7%, Hoa Hao 1.5%, Cao 

Dai 1.1%, Protestant 0.5%, Muslim 0.1% with none represented at 80.8% (CIA World 

Factbook, 1999 census). In contrast, Fleming et al., (2016) states that almost half of the 

population practice indigenous religions, which include worshipping local sprits, gods and 

mother goddesses, with other major religions as Buddhism (16.4%) and Christianity (8.2%).  

 

 

c) Australia 

In contrast, Australia is a ‘developed’ country with a population of 24 million (Population 

Reference Bureau, 2015), and an open market with minimal restrictions on imports of goods 

and services. Australia is also a significant exporter of natural resources, energy, and food with 

an abundance of diverse natural resources (i.e. coal, iron, copper, gold, natural gas, uranium, 

renewable energy) (CIA World Factbook, 2016). The Australian mining industry has 

experienced unprecedented growth over the last decade, accounting for 60% of Australia’s 

merchandise exports and about 8% of national gross domestic product (MCA 2013; Sarker and 

Munro, 2015).  With two decades of continuous growth, Australia has had low unemployment, 

contained inflation, low public debt, and a strong and stable financial system, from a surge in 

trade in recent years (CIA World Factbook, 2016). Although demand for resources and energy 

has grown rapidly, sharp drops in current prices have impacted growth. Unemployment rates are 

currently at 6.1%, with a public debt of 34.5% of GDP (CIA World Factbook, 2016). 

 

The predominant language of Australia is English 76.8%, with a mix of religions including: 

Protestant 30.1%, Catholic 25.3%, other Christian 2.9%, Orthodox 2.8%, Buddhist 2.5%, 

Muslim 2.2%, Hindu 1.3%, other 1.3%, none 22.3%, unspecified 9.3% (2011 est.) (CIAWorld 

Factbook, 2016). 
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(v) CSR Differences in Each Country Context 

 

a) Indonesia 

Indonesia, has had long periods of military/authoritarian rule followed by short periods of 

relatively fragile democracy (Chapple and Moon, 2005, p422) and is identified as having the 

‘Asian characteristics’ outlined by Mallin (2013) as “weak institutions and poor property rights” 

(p73). With respect to Indonesia, this is considered to be a consequence of the impact of 

military and authoritarian rule in Indonesia, creating opportunities for cronyism and corruption, 

resulting in the need to address numerous issues, including: poverty, corruption, human rights 

violations, economic reforms and reforming the criminal justice system (CIA World Factbook, 

2015).  

 

As a result, Indonesia has had several historical difficulties in implementing CSR, which are 

outlined well in the substantial work submitted by Kemp (2001). She suggests that much of 

Indonesia’s difficulties are to do with simple ‘national survival’ as a developing country. In 

addition, with the after-shock of the Indonesian economic crisis commencing 1997, and the over 

throw of the government at that time, much is required to re-evaluate economic and investment 

policy. Work is also needed in changing the way businesses are run, from short-term thinking to 

longer-term pragmatic and visionary thinking, which are the requirements for genuine CSR and 

can be supported by Islamic business principles (Kemp, 2001).  

 

Indonesia was however one of the first ‘developing’ countries to make CSR mandatory (Tanaya 

et al., 2016), but this applies mostly to companies which impact on natural resources.  However, 

it is required that all foreign investors take into account good governance, fair operating 

practices, employee welfare and compliance to regulations (Kemp, 2001; Tanaya et al., 2016), 

suggesting that CSR is developing and pointing in the right direction. 

 

 

b) Vietnam 

Vietnam has also experienced several decades of upheaval including long periods of war 

(Fleming et al., 2016). Like Indonesia, Vietnam’s difficulties are also perhaps more basic and to 

do with simple ‘national survival’ as a developing country, and even more so as a pre-emerging 

market economy (World Bank, 2015). Very little information however exists on the state and 

trend of CSR and sustainable enterprises in Vietnam (Fleming et al., 2016). Some progress is 

being made on the ground locally, under Government initiatives, promoting energy 

conservation, emission reduction and cleaner production in industry, but it is uncertain on how 

to generalize this to community needs (Fleming et al., 2016).  
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In Vietnam, like Indonesia, there are difficulties in implementing CSR at the basic and also the 

national level (Hoang, 2015). As a transitional economy, there is a lack of local law 

enforcement as well as cooperation, and CSR and/or ISO standards that do exist are not in sync 

with government standards (Pham, 2011). It has also been reported that company knowledge 

about CSR is limited, whereby CSR is seen only as charity rather than the needs from inside the 

company (Pham, 2011; Bui, 2008). Also it is stated that companies lack money and technique to 

apply CSR criteria (Saga Vietnam, 2008). Due to this lack of knowledge, and increasing 

awareness of societal and environmental issues raised by emerging CSR awareness in their 

developing economy, it is thought that Vietnamese consumers for example, respond passively 

and weakly to these issues – to protect themselves (Bui, 2010). Further, the impact of CSR on 

business success and well-being to its employees has not attracted Vietnamese economists to 

research this area (Bui, 2010), nor international authors (Shaw and Shiu, 2000; Belk et al., 2005; 

Brinkmann and Pettie, 2008; Singh et al., 2008) to elaborate on this transitional economy 

(Hoang, 2015). 

 

 

c) Australia 

In contrast, Australia has made a credible commitment to sustainability and CSR, however its 

transition towards sustainable enterprise, due to some of its environmental lagging in laws, is 

still developing (Higgins and James, 2016). At the turn of the century, Australia was widely 

considered a lazy backwater when it came to CSR. However, a decade later CSR was on the 

agenda of almost every CEO of the largest enterprises in Australia (Black, 2010). More recently 

it has been acknowledged, that the desire to advance CSR might be strong, however an ACCSR 

report in 2009 conducted in over 500 organizations showed that CSR issues and activities are 

not yet ‘mainstreamed’ (Black, 2010). However, Australian businesses are noted as focused on 

‘strategic CSR’ in corporations, similar to developing countries in terms of social and 

community activities within their CSR strategy, with the only key negative being sustainable 

enterprise, which is currently lacking (Higgins and James, 2016) due to the above-mentioned 

environmental and mining issues. 
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4.2.2. Questionnaire Development  

4.2.2.1. Employee Survey – Empirical Testing of Proposed Model 

 

An online questionnaire was chosen for this thesis as this is convenient for employees working 

in service sectors (Russell and Purcell, 2009), and causes less interruption to the work 

environment, with flexibility of time to complete the survey. An online survey also assists with 

the large geographical region covered in this survey and time differences (differing world 

clocks) and time taken to complete interviews that other survey methods such as one-on-one 

interviews provide (Russell and Purcell, 2009). Hence, clear advantages of an online survey 

include the speed of obtaining sample and a lower cost over large geographic areas (Deutskens 

et al., 2006; Dillman et al., 2009; Duffy et al., 2005). 

 

With regards to analysis with online questionnaires, the technical abilities of the online 

LimeSurvey questionnaire software allows for collection of completed and non-

completed surveys (providing a visible tally of this while in field), and clearly outlines 

missing data points. The length of the questionnaire with online surveys however, needs to 

contain enough items to ensure validity yet not too many as to result in respondent fatigue (Hair 

et al., 2010). The number of items required depends in part on the scale’s level of internal 

consistency and validity. If the scales have been used before, and are deemed high in internal 

consistency, then fewer items are required (Nunnally and Bernstein, 1994).  Overall, however, a 

higher number of items will have greater reliability (Hair, et al., 2010). This was taken into 

account with the current questionnaire development. As discussed above, the questionnaire is 

quantitative and comprised of fixed choice questions for frequency measures, and Likert scales, 

with some open-ended questions. The model for this thesis uses some scales derived from past 

studies and some adapted scales. As they have been used in past research, some several items as 

indicated, this allows for solid observations of the variable and constructs in the current model. 

Likert scales are still the most widely used scale in survey research because the responses can 

be quantified to enhance the validity and reliability of the measurement (Field, 2013), and this 

also matches the majority of research in the literature review of which this study is based on. 

Seven-point Likert scales and questions are therefore used to follow the rated scales selected in 

the majority of research identified in the literature review.  

 

Hence, the model of this thesis uses some scales derived from past studies and some adapted 

scales, such as SI-I and SI-E, listed in table 5. 
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4.2.2.2. Measures Utilized in this Thesis 

 

Measures and scales utilized in this thesis are listed in table 5.  

 

Table 5: Scale Items for Employee CSR Survey 

 

Perceived CSR (PCSR) 

Lichenstein, Drumwright and Braig (2004)   

1 = strongly disagree; 7 = strongly agree 

 My organization gives back to the communities in which it does business 

 Local nonprofits benefit from my organization’s contributions 

 My organization name) integrates charitable contributions into its business activities 

 My organization is involved in corporate giving 

 My organization is committed to using a portion of its profits to help nonprofits 

 

SI-Identification (SI-I) 

Adapted from Employee-Customer Identification scale: Anaza and Rutherford (2012); derived from (Mael and 

Ashforth, 1992) 

1 = strongly disagree; 7 = strongly agree 

 When someone praises our ‘social and community’ activities it feels like a personal compliment  

 I feel attached to ‘social and community’ activities  

 I am interested in what others including my co-workers think about my customer  

 I identify with our ‘social and community’ activities  

 It feels good to be of service to our ‘social and community’ activities  

 When someone criticizes our ‘social and community’ activities, I take it personally 

(E-C Identification was adapted whereby, Attachment or Identification with the Customer was replaced with 

Attachment or Identification with the Organization’s Social and Community Activities) 

 

Organizational Commitment (OC) 

Rayton (2006) and Brammer, Millington and Rayton (2007) – derived from the 1998 Workplace Employee 

Relations Survey and the Balfour and Wechsler (1996) Commitment scale. (NB: 15-item OC scale (Mowday, 

Steers and Porter, 1979)  

1 = strongly disagree; 7 = strongly agree 

 I feel proud to tell people who I work for 

 I feel loyal to my organization 

 I share the values of my organization 
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Importance if CSR (ICSR) 

Korschun et al. (2013, 2014) derived from Vogel (2005)  

1 = strongly disagree; 7 = strongly agree 

 It's important to me that companies help out the communities where they operate.  

 I'm the type of person that cares deeply about companies being socially responsible.  

 I feel that companies need to make the world a better place. 

 

Values (VCSR) 

Clary et al. (1998) 

1 = Very inaccurate; 7 = Very accurate 

 I am concerned about those less fortunate than myself 

 I am genuinely concerned about the particular group I am serving 

 I feel compassion toward people in need 

 I feel it is important to help others 

 I can do something for a cause that is important to me. 

(NB: from the Values (Compassion) section of the Volunteer Functions Inventory (VFI), which also included to 

be protective, for career, to be social, to understand more and to enhance life) 

  

SI-Engagement (SI-E) 

Anaza and Rutherford (2012) – Adapted Work-place Engagement  

1 = strongly disagree; 7 = strongly agree  

 I really get involved in our ‘social and community’ activities  

 Sometimes I am so into our ‘social and community’ activities I lose track of time  

 I am highly engaged in our ‘social and community’ activities 

(NB: Anaza and Rutherford (2012), was measured using Saks (2006) five-item questionnaire)  

Involvement & Engagement in the Job was replaced with Involvement & Engagement in the Organization’s 

Social and Community Activities). Items removed: This job is all consuming; My mind often wanders and I think 

of other things when doing my job. 

 

The SI general item list utilized was derived from desktop analysis of Fortune 500 company 

websites and social reports (Munro 2013b). These initiatives are listed in full in the 

questionnaire at question eight (Appendix 1).  

 

General Social Initiatives (SIs)  

Munro (2013b) 

Tick all that apply 

A list of 24 Social Initiatives developed by Munro (2103b) are listed at question eight of the current questionnaire. 

They group into: Environment, Employment/Education, Needy People/Needy Community, Health, Local and 

Global. (Based on Maignan (2001) grouping: Local Economic Development, Consumer Protection, Social Welfare, 
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Donations, Education, Environmental Protection, Cultural Activities, Local Community Development, Local 

Community Involvement (but Maignan 2001, did not identify ‘individual’ initiatives or SIs, only broad headings). 

 

Following the list of general corporate SIs (question 8), a second question in the survey 

(question 9), lists the ‘actual’ micro SI activities for each organization. An example of this is 

shown in table 6 below. 

 

The definition for micro SIs (social and community activities) in this questionnaire is previously 

mentioned in section 2.6 of this thesis and refers to the ‘social and community activities’ an 

organization adopts in an ongoing and sustainable fashion (Munro, 2013b). 

 

Table 6: Example of an Organization’s Micro Social Initiatives (SIs)  

 

Micro Social Initiatives (SIs) for each organization  

Munro (2016) – this Thesis 

Below is a list of 'social and community' activities your organization is involved in. 

Please tick the activities that you MOST prefer. 

Select all that apply: 

 Employees donate blood once a year * 

 Employees raise money for Smile Group through various activities 

 Employees participate in charity walks (e.g. Terry Fox for cancer awareness) 

 Employees plant trees for Hotel Group Initiative 

 Hotel donates savings from linen to plant trees on behalf of guests 

 Hotel participates in Earth Hour 

 Hotel guests donate money to Smile Group through envelopes and donation box 

 Hotel provides free employee health and medical checks 

 Hotel donates accommodation to various charity groups (e.g. Operation Smile) 

(Above is one organization’s example) * 

 

After viewing their organization’s ‘actual’ SIs, the respondent is asked how much they identify 

with their organization’s particular SIs (adapted from Anaza and Rutherford, 2012), followed by 

the question regarding their engagement in these SIs (adapted from Anaza and Rutherford, 

2012). The identification and engagement scales are listed above in table 5.  

 

The SIs for each organization within each country are listed in full in Appendix 3 and 4, and an 

example for one organization is listed above in table 6. 
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A list of their organization’s ‘actual’ SIs was included in the questionnaire so that they could 

identify with the correct SIs for their organization. SI activities tend to be similar for the same 

organization (i.e. the MNC Law firm offices all have similar SIs) across the three countries, and 

the underlying CSR strategy is the same within that organization across the three countries. 

However, there are slight differences between SIs in each country for the same organization 

depending on the needs, causes, existing charities and NGOs available in the area or city where 

their country office resides. As previously mentioned in chapter 1, different countries and 

locations have different demands and different charities and NGOs (Hess et al., 2001; Bisley 

and Coyne, 2015). Therefore, as SIs are not always psychometrically identical across one 

organization in three countries, an attempt to control this was the inclusion of a second 

organization (an MNC Hotel chain) from a different sector, who also have slight variation in SI 

activities for each Hotel in each country.  

 

As the current thesis is not measuring individual SIs, the list of SIs is only referenced in the 

survey for identification purposes. The main measurement for SIs therefore, is their 

identification of SIs, and not the measurement of each individual SI per se. Therefore, to 

measure identification with SIs, an identification scale, adapted from Anaza and Rutherford 

(2012), was implemented, as previously mentioned and listed in table 5.  

 

The full employee questionnaire for this thesis is listed in Appendix 1, with question codes in 

Appendix 2.  

 

 

4.2.3. Pilot-Testing and the Translation Process 

 

As stated previously, cross-national research can produce a number of issues (Kent, 2007) with 

methodology and administration. When dealing with a linguistically and culturally diverse 

respondent base, the questionnaire should be translated into as many languages as necessary 

(Harzing, 2005; Harzing et al., 2009). The questionnaire was translated into Indonesian and 

Vietnamese for respondents who did not have English as their first language and/or where 

English was not their first language of business. The Hotel sample in Vietnam and Indonesia 

requested the survey in English and also Vietnamese and Bahasa Indonesia. The Australian 

Hotel sample requested the survey in English. The Law sample requested the survey in English 

to match their common and primary business language.  

 

A translation bias can sometimes exist due to different meanings of the same measure (Pena, 

2007). Pena (2007) states that all linguistic forms differ resulting in mixed meanings or the 
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same meanings. To ensure consistency between the surveys native Bahasa Indonesian and 

Vietnamese speaker who are accredited translators, translated and reviewed each questionnaire 

to ensure accuracy for this survey (Pena, 2007; Van de Vijver and Tanzer, 2004). Hence, 

translation of surveys and translation back checks were conducted using different accredited 

translators to double check translations. The questionnaire was then pilot tested to minimise any 

translation bias within different cultural contexts.  

 

In addition, pilot testing is an important part of survey construction (Dillman, 1978; Kent, 

2007). Once a draft questionnaire is complete it needs to be tested on a ‘pilot’ group of 

respondents similar to those used in the main study (Kent, 2007, p154).  The survey was 

therefore pilot tested prior to study implementation to identify timing issues, ambiguous 

questions, errors, and cultural differences and seek suggested improvements to the survey. 

Hence, participants were invited to complete the survey and to make any comments on survey 

improvement.   

 

4.2.3.1. Pilot Test One – Expert Review 

 

A pilot study for this thesis was first run on the questionnaire with ten local colleagues who are 

University graduates; at least 40% had MA or honours degrees. As a result of this run, the 

survey was shortened by four questions, and approximately ten minutes. This was to optimise 

online survey length (Dillman, 1978; Dillman et al., 2009) for online administration. The 

relationship between length, response rate and quality are different for Internet-based research, 

as it is not clear what ‘long’ means in the online environment (Deutskens et al., 2004). 

Deutskens et al. (2004) for example, indicates that online surveys should consist of 

approximately 20 questions, which would generally be considered too short for substantial 

market and academic research. The researchers (Deutskens et al., 2004) experimented with 

these items and concluded that more than 15 minutes is long for an online survey. Hence, the 

length of 7 to 10 minutes was selected for this thesis (with approximately 20 questions, 

excluding demographic end questions), in an emphasis to stay within these limits.  

 

4.2.3.2. Pilot Test Two – Survey Users 

 

A pilot study was then run on the questionnaire to N=20 respondents from a competitor 

organization of one of the multinational corporations in this study. The pilot run was then 

disseminated to two employees in each organization and sector in each country before 
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commencing (N=12). Participants were invited to provide feedback on timing, length, and any 

difficult questions that they did not understand or felt were strange. No complaints about length 

were received and participants reported that they found the questions easy to understand and 

answer. There were complaints that some of the rating scales sounded the same or seemed to be 

measuring the same item or issue.  As a result, an instruction was added to the survey that 

explained that some of the questions may seem similar, but are important to ask as this allows 

the researchers to accurately check that they are measuring what they are supposed to be 

measuring, and that this is the same across different populations. It was also explained in the 

instructions that different countries were being examined, hence the repetition of items in 

different languages and the need for questions regarding passport (nationality) information, 

religion and other potentially sensitive demographic questions. Three questions in Bahasa 

Indonesian and Vietnamese had some translation issues so this was back translated and 

retranslated a second and third time until the question was clear in both languages. 

 

As the survey was administered in multiple countries and organizations, prior to implementation 

of the main survey, two additional individuals from each organization, sector and country 

(N=12) undertook a dummy run through the survey to test language and content inconsistencies 

from their perspective and knowledge of their own employees and their own CSR strategy prior 

to survey implementation.  

 

 

4.2.4. Questionnaire Dissemination and Data Collection 

 

Respondents were given a link to the seven to ten-minute questionnaire online utilizing 

LimeSurvey software. The link to the survey was delivered via an email invitation to 

participate, written by the researcher on behalf of the organization. Participating organizations 

sent the email invite to every employee on staff lists, through the Human Resource management 

team, on behalf of the researcher. 

 

LimeSurvey software and the back end of its data protection are well supported by Griffith 

University. The questionnaire is also on its own website with a password lock. The survey can 

therefore be sent by email link to each employee with an introduction from the researcher to the 

study, inviting them to participate by clicking on a link to the website where the LimeSurvey 

sits. The link opens in the website with an additional introduction to the study, and a link to an 

information participation sheet. 
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It was explained in the survey that individual employee responses will remain anonymous to 

their organization as the survey comes directly to the researcher for group analysis and not 

individual analysis. This methodology allowed respondents to answer questions anonymously 

and without the influence or scrutiny of a moderator or the organization they work for. Making 

the questionnaire anonymous has obvious advantages, including helping to reduce social 

desirability bias and posturing (Öberseder et al., 2013), as well as providing the researcher with 

a greater pool of respondents (Drumwright and Murphy, 2004).  

 

As submission of the questionnaire by employees may occur during leave or business travel 

time, a three-week deadline to complete was permitted. Online surveys which can be undertaken 

in a respondent’s own time, also allow for optimum survey return (Dillman, 1978; Dillman et 

al., 2009). Two follow-up reminder emails were sent to participants, as the deadline approached. 

This method was selected as it has worked well in the corporate executive employee 

environment and type of organizations in similar emerging markets in past research (Russell 

and Purcell, 2009; Munro, 2013a). 

 

 

4.3. Chapter Summary 

 

This chapter has outlined justification for the research approach and analysis and the method 

and criteria for reliability and validity assessment. Following this, sampling procedures for 

organizations and countries were discussed. A description of country context and CSR within 

each country was examined, followed by a discussion on the development of the quantitative 

questionnaire. After repeated back translations of the questionnaire, it was extensively pilot 

tested amongst expert reviewers and survey users, before being disseminated to the target 

population via LimeSurvey software. The analysis of the data collected from the survey is 

discussed in the following chapter.  
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CHAPTER 5: Research Analysis 

 

5.1. Introduction to Data Analysis 

 

This chapter outlines the research and data analysis for this thesis. On completion of data 

collection, datasets were assembled into SPSS and Excel, utilizing LimeSurvey software. 

Following quality checks and frequency/mode testing, data was analyzed according to the 

design requirements of this thesis. Following the lead of Kim et al. (2014), who examined 

consumer perception of an organization’s CSR, multi-group analysis was performed to examine 

whether or not the structural relationships differed across different countries. Multi-group 

comparison analysis also assisted in testing the mediating effect of SI-Identification. Likewise, 

Lee at el., (2013) examined the mediating role of CSR perception and corporate performance, 

and does so by including an additional model, adding a direct path between the two constructs 

i.e. CSR perception and performance (or CSR perception and commitment as for the current 

thesis).  The chi-square values of the proposed and alternative model (as suggested by Bagozzi 

and Yi, 1988) will then be examined to see if the addition of the direct path improves the fit 

significantly at the 0.05 level. 

 

 

5.2. Data Cleaning: Normal Distribution and Outliers 

 

Prior to data analysis, data cleaning, analysis of distribution and removal of outliers was 

conducted in SPSS 22.0.  All incomplete questionnaires were removed from the sample before 

further data cleaning commenced. As respondents had to complete each quantitative question 

(e.g. questions were mandatory exempting the demographic religious questions), the survey 

software results do not contain missing data only incomplete surveys, which were eliminated 

from analysis. There were 49 incomplete surveys for Australia, 64 for Indonesia and 24 for 

Vietnam. Within sectors there were 73 incomplete surveys for Law and 64 incomplete surveys 

for Hotels. Remaining were N=902 questionnaires for data cleaning and analysis of distribution. 

 

 

 

 

 

 



 

PhD Thesis 2016:  Copyright © Virginia Munro (2016) 112 

5.2.1.1. Normal Distribution 

 

Prior to data analysis, analysis of distribution was undertaken to examine whether the variables 

in the current model were normally distributed. Normality was tested for skewness and kurtosis 

in SPSS 22.0 utilizing Shapiro –Wilk. This analysis revealed non-normal data. The results are 

listed in Appendix 5 and 6. To account for non-normality in the data Bollen-Stine bootstrap was 

used to adjust the data in AMOS (Bollen and Stine, 1992). The Bollen-Stine bootstrap is a 

modification of model chi-square, to test model fit, while adjusting for distributional 

misspecification on the model, and therefore adjusting for multivariate normality (Bollen and 

Stine, 1992). Hence, all data in the following analysis was run using Bollen-Stine bootstrap with 

a 95% confidence interval across 2000 Bootstrap samples. As part of the demographic analysis 

adjusted p values for Bonferroni Method was utilized. 

 

5.2.1.2. Outliers 

 

Outliers were removed from the data, as this is essential for SEM analysis, which is extremely 

sensitive to violations of multivariate normality (Tabachnick and Fidell, (2007). Mahalnobis 

distance methodology was utilized. Mahalnobis distance, being the distance of a point for a 

participant from the centre of the distribution for all participants (Tabachnick and Fidell, 2007). 

A multiple regression was run in SPSS 22.0, to create a Mahalnobis Variable. The number of 

independent variables (IVs) in the regression was then used as the degrees of freedom, and an 

alpha level of 0.001 was read off the critical value table.  

 

Based on the current theoretical model for this study, five independent variables: PCSR, ICSR, 

VCSR, SI-I, SI-E exist with one dependent variable: OC. This is therefore five degrees of 

freedom, which at 0.001 provides a critical value chi square reading of 20.515. Hence all IDs 

(participants) with a Mahalnobis distance score below 20.515 were removed, and therefore 

removing the relevant outliers in the data for the current model. Utilizing this technique, 30 

respondents were removed from the sample for final data analysis. 

  

 

5.3. Sample Size 

 

Following data cleaning, the overall sample size in the final analysis is N=885 Hotel and Law 

employees from three countries (Australia, Indonesia, Vietnam). As stated above, a total of 

N=902 respondents originally completed questionnaires. This included, N=345 employees 
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originally completed questionnaires from the Australian organizations (Hotels N=188 

employees and Law N=157 employees), representing a response rate of 14% for Hotels and 

30% for Law respectively, and an overall response rate for Australia of 19%. N=293 employees 

completed questionnaires from the Indonesian organizations (Hotels N=148 and Law N=145), 

representing a response rate of 16% for Hotels and 45% for Law respectively, and an overall 

response rate for Indonesia of 24%. A total of N=264 employees completed questionnaires from 

the Vietnamese organizations (Hotels N=212 and Law N=52), representing a response rate of 

76% for Hotels and 37% for Law respectively, and an overall response rate for Vietnam of 63%. 

 

After normal distribution checks and removal of outliers the sample was comprised of the final 

respondent numbers reported in table 7.  

 

Table 7: Final Respondent Numbers 

 

 COUNTRY 

 
Developed 

Country 
Developing Countries 

Sector AUSTRALIA INDONESIA VIETNAM Total 

Hotel 186 148 206 540 

Law 155 139 51 345 

Total 341 287 257 885 

 

 

It is important to note there is a disproportionate number for developing (N=341) and developed 

countries (N=577). SEM only requires N=200 in an overall sample (i.e. country sample) to give 

parameter estimates with a sufficient degree of confidence (Boomsma, 1983; Boomsma and 

Hoogland, 2001). More specifically, a ratio of ten subjects for each variable in an ANOVA or 

multiple regression is sufficient to estimate parameters confidently with adequate statistical 

power (Tanaka, 1987). This requirement is adequately met here. Further, it should be noted that 

Gerbing and Anderson (1985) used ML estimates in their studies (i.e. Monte Carol) using 

samples ranging from 50 to 300 cases. These requirements are met here adequately for all three 

examples above. 
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5.4. Demographic Analysis 

 

Demographic analysis revealed that 80% of the Australian respondents have a passport from 

Australia, followed by 4.1% from the UK, 3.8% from New Zealand and 1.5% from Europe, and 

various other nationalities under 1.5%. Approximately, two-thirds (66%) of Australian 

respondents state their birthplace (origin) as Australia, followed by 7.3% for the UK, 3.5% from 

New Zealand and various nationalities from 2.6%. In contrast, 99% of Indonesian respondents 

have an Indonesian passport (with 1% with a passport from Europe) and 98% state Indonesia as 

their country of origin (with 1% Europe and 0.3% from Korea and Africa respectively).  In 

contrast, 95% of Vietnamese respondents have a Vietnamese passport (with 1.9% with a 

passport from the USA and 0.8% with passports from Canada and Australia respectively), and 

94% state Viet114 and 115.nam as their country of origin (with 1.2% from the USA, and 0.8% 

with passports from Canada and Australia respectively). Hence the majority of sample are 

citizens of their respective countries by passport, or were born in the country they reside and 

work.  

 

A selection of demographics is in Appendix 8. In brief, the overall sample has a higher 

percentage of women than men, especially for Australia (e.g. 62.5% female and 37.5% male). 

For age, the larger age group for both Asian countries is 21 to 29 years (42% for Indonesia and 

57% for Vietnam), with the largest age group being 30 to 39 years for Australia (36% 

Australia). Pearson’s Chi-Square calculations reveal significant differences between countries 

for gender and age (p < 0.05). 

 

The majority of employees (68%) are tertiary educated across all three countries with more 

post-graduate degrees for Australia (23%) than Indonesia (9.4%) and Vietnam (8.6%). There are 

therefore significant differences (p < 0.001) between Australia and the developing countries 

(Indonesia and Vietnam) for post-graduate degree levels when compared to secondary education 

and below (Australia, 12%; Indonesia 19%; and Vietnam 25%). The majority of employees 

have been with their organization for 2 to less than 5 years, exempting Vietnam where the 

majority of employees have been with their organization for one to less than 2 years, which is 

significantly different (p < 0.001) from the other three groups. 

 

Significant differences (p < 0.001) exist for types of Religion between countries. The 

predominate response for Australia was ‘No Religion’ at 33%, with 23% reporting as Catholic 

and 27% reporting as Christian. In contrast, the predominate religion reported for Indonesia is 

Islam at 59%, followed by 22% as Christian and 14% as Catholic. The predominate religion 

reported for Vietnam is 49% Buddhist, 24% reported as ‘No Religion’ and 18% reported their 
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religion as Catholic. 

 

There are also significant differences (p < 0.001) reported for ‘Importance of Religions Belief’.  

The majority of Australian employees reported that their religion is ‘not important’ (24%). 

Likewise, the majority of Vietnamese employees (32%) reported their religion as ‘not 

important.’ In contrast the majority of Indonesian employees (65%) reported their religion as 

‘very important,’ with only 6% reporting it as ‘not important’. 

 

 

5.5. Group Analysis 

 

5.5.1. Analysis of Variance Results Across Countries 

 

Given demographic differences and known country differences, further examination of the data 

was warranted to gain additional insights.  A comparison of means was examined utilizing 

Analysis of Variance (ANOVA) to examine key constructs and variables across countries. 

 

For the Analysis of Variance (ANOVA), the variables were first tested for homogeneity of 

variance to determine whether the population variances for each group are approximately equal. 

The results are shown in table 8. 

 

Table 8: Test of Homogeneity of Variances 

 

VARIABLE 

 

LEVENE 

STATISTIC DF 1 DF 2 SIGNIFICANCE 

PCSR 18.038 2 882 .000 

ICSR 4.342 2 882 .013 

OC 2.742 2 882 .065 

SI-E 10.970 2 882 .000 

VCSR 6.859 2 882 .001 

SI-I 6.204 2 882 .002 

DF = degrees of freedom, significance = p > 0.05. 

Above variables are: Perceived CSR (PCSR), Importance of CSR (ICSR), Values of CSR (VCSR), SI-

Identification (SI-I), SI-Engagement (SI-E), Organizational Commitment (OC).  
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Table 8 shows that the Levene’s test for homogeneity of variances is not significant (p > 0.05) 

for OC. It is significant for all other variable at p > 0.05. Therefore, the population variances for 

each group are approximately equal except for OC. The Games-Howell test of significance will 

be used for all variables excluding OC, which will utilize Tukey HSD test of significance. 

 

To determine a significant F ratio, the degrees of freedom, F-ratio and F-probability were 

examined. Examining the F-probability value, p < 0.05 the null hypothesis is rejected, accepting 

the alternative hypothesis that there are differences between country groups for all variables.   

 

Post-hoc testing using Analysis of Variance (ANOVA) revealed that there are differences 

between country groups for all constructs in the study, as shown in the following table. 
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Table 9: Three Country ANOVA Across Variables   

 

 

COUNTRY 

 

 

Note 

Developed Country 
Developing 

Countries 

VARIABLE 
AUSTRALIA 

(Mean) 

INDONESIA 

(Mean) 

VIETNAM 

(Mean) 

PCSR 5.58 5.23 5.47 
Australia is significantly different from Indonesia ***  

Indonesia is significantly different from Vietnam * 

ICSR 6.09 6.12 5.91 
Australia is significantly different from Vietnam ** 

Indonesia is significantly different from Vietnam ** 

VCSR 6.25 5.97 5.83 
Australia is significantly different from Indonesia ***  

Australia is significantly different from Vietnam *** 

SI-I 5.49 5.47 5.71 
Australia is significantly different from Vietnam **  

Indonesia is significantly different from Vietnam** 

SI-E 4.32 4.69 5.20 All countries are significantly different from each other*** 

OC 6.03 5.79 5.93 Australia is significantly different from Indonesia ** 

p < 0.001***, p < 0.01**, p < 0.05* 

Above variables are: Perceived CSR (PCSR), Importance of CSR (ICSR), Values of CSR (VCSR), SI-Identification (SI-I), SI-Engagement (SI-E), Organizational 

Commitment (OC).  

(* Australia as the developed country, is exhibited in bold



 

PhD Thesis 2016:  Copyright © Virginia Munro (2016) 118 

 

The results of post-hoc testing using Analysis of Variance (ANOVA), examined the variables 

across the three countries, and revealed various differences between country groups. The means 

are listed in table 9 above and the standard deviations (SDs) are listed below.  

 

Examination of scale averages by country indicate the following: 

 Indonesia has the lowest PCSR (SD = 1.2) and Australia* (SD = 0.9) has the highest  

 Vietnam has the lowest ICSR (SD = 0.8) and Indonesia (SD = 0.7) has the highest  

 Vietnam has the lowest VCSR (SD = 0.8) and Australia* (SD = 0.6) has the highest*  

 Indonesia has the lowest SI-I (SD = 0.9) and Vietnam (SD = 0.9) has the highest  

 Australia* has the lowest SI-E (SD = 1.3) and Vietnam (SD = 0.9) has the highest  

 Indonesia has the lowest OC (SD = 0.8) and Australia* (SD = 1.0) has the highest  

Above variables are: Perceived CSR (PCSR), Importance of CSR (ICSR), Values of CSR (VCSR), SI-

Identification (SI-I), SI-Engagement (SI-E), Organizational Commitment (OC).  

(* Australia as the developed country, is exhibited in bold) 

 

Table 9 and the summary of scale averages directly above show Australia as the developed 

country with more differences with the developing countries overall. As shown in table 9, 

Australia is significantly different with a developing country on six occasions in comparison to 

between developing country differences on only three occasions. Where there are significant 

differences between the developing countries (Indonesia and Vietnam) these are of a lesser 

significance level (p < 0.05* or more often p < 0.01**) exempting VCSR (where both 

developed and developing are p < 0.001***). In addition, when we examine the list of scale 

averages above from highest to lowest for each construct, there is less difference between the 

developing countries on these scale levels and greater standard deviations when the developed 

country is compared with the developing countries, as exhibited in bold directly above. 

 

5.5.2. Analysis of Variance Results Across Countries and Sectors 

 

An Analysis of Variance (ANOVA) was also conducted across sectors and countries to check 

for significant differences between Australian Hotels, Australian Lawyers, Indonesian Hotels, 

Indonesian Lawyers, Vietnamese Hotels and Vietnamese Lawyers. As shown in Appendix 9, 

there are many significant and non-significant differences between each sector and within each 

country, suggesting that differences between a particular sector in a particular country are not 

‘consistent’.  
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5.5.3. Correlations Between Construct Variables 

 

Examining the correlations between variables provides an interesting result. As shown in table 

10, significant and positive relationships exist between all variables (p < 0.05). All countries 

have the highest correlation between SI-I and SI-E (0.656** Australia, 0.686** Indonesia and 

0.662** Vietnam). The lowest correlations for Vietnam are between PCSR and VCSR (.246**), 

VCSR and SI_E for Indonesia (.122*), and PCSR and VCSR for Australia (0.177**).  

 

Table 10: Pearson Correlations Between Variable for Countries and Sectors 

VARIABLE 

COUNTRY 

AUSTRALIA 

N = 341 

INDONESIA 

N = 287 

VIETNAM 

N = 257 

PCSR ICSR .394** .240** .429** 

VCSR Lowest  .177** .174** Lowest  .246** 

SI_I .434** .544** .496** 

SI_E .244** .549** .525** 

OC .418** .337** .459** 

ICSR PCSR .394** .240** .429** 

VCSR .504** .404** .540** 

SI_I .552** .346** .522** 

SI_E .362** .142* .490** 

OC .362** .304** .514** 

VCSR PCSR .177** .174** .246** 

ICSR .504** .404** .540** 

SI_I .355** .264** .425** 

SI_E .206** Lowest.122* .409** 

OC .219** .314** .403** 

SI_I PCSR .434** .544** .496** 

ICSR .552** .346** .522** 

VCSR .355** .264** .425** 

SI_E .656** .686** .662** 

OC .497** .567** .636** 

SI_E PCSR .244** .549** .525** 

ICSR .362** .142* .490** 

VCSR .206** .122* .409** 

SI_I Highest.656** Highest.686** Highest.662** 

OC .231** .378** .496** 

OC PCSR .418** .337** .459** 

ICSR .362** .304** .514** 

VCSR .219** .314** .403** 

SI_I .497** .567** .636** 

SI_E .231** .378** .496** 

**. Correlation is significant at the 0.01 level (2-tailed).  Variables: Perceived CSR (PCSR), Importance 

of CSR (ICSR), Values of CSR (VCSR), SI-Identification (SI-I), SI-Engagement (SI-E), Organizational 

Commitment (OC). 
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5.6. Structural Equation Modelling Analysis 

 

Structural Equation Modelling (SEM) using Amos 22.0 is the chosen method of analysis given 

the multivariate nature of this study involving six constructs and variables across two sectors 

(Hotel and Law) and three countries (Australia, Indonesia and Vietnam).  

 

5.6.1. Confirmatory Factor Analysis of One-Factor Congeneric Models 

 

Before testing the proposed theoretical model each of the six constructs were examined 

independently in one-factor congeneric models. To do this confirmatory factor analysis (CFA) 

was conducted using AMOS.  

 

The first step in the CFA process was to determine if any of the variables in each one-factor 

congeneric model were related to each other. This was achieved by examining the sample 

covariance and correlation matrices. The correlations between variables were examined, and 

this was followed by a close examination of the modification indices, listed for each construct 

individually. To determine the strength of the relationship between the constructs and the 

variables, the variance explained in each variable by the construct was also examined. A 

squared multiple correlation (SMC) is the measure of variance, whereby a variable’s SMC is the 

variance explained in the variable by the construct it is reflecting. A low SMC for a variable 

suggests that the variable may have little in common with the construct it is reflecting and is 

typically deleted from the analysis (Hair et al., 2010). The SMCs for all constructs below were 

greater than 0.50, meaning that the variables reflect their associated constructs well. Hence, 

factor extraction was not required. The modification indices and goodness of fit for each of the 

six constructs and one-factor congeneric models is next presented. 

 

5.6.1.1. Perceived Corporate Social Responsibility (PCSR) Congeneric Model 

 

The one-factor congeneric model for PCSR containing five items was examined using CFA. 

The resulting statistics were factor loadings higher than 0.5 ranging from 0.721 for PORTN to 

0.844 for CGIVE. An examination of the modification indices revealed that Q1_COMMU and 

Q1_NPOS were extremely high, above the accepted range of < 10.000 or = to 10.000 (Babin et 

al., 2008). These are as shown in box 2 below. In addition, as shown in box 3, the pathway 

between e1 to e2 was particularly high (above the accepted range of < 10.000 or = to 10.000) 

and were covaried in the final model (Babin et al., 2008).  
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Box 2: Modification Indices  

 

PCSR Item Construct 
Modification 

Indices 

Par 

Change 

COMMU <--- NPOS 15.489 .091 

NPOS <--- COMMU 14.918 .091 

NPOS <--- CGIVE 5.979 -.057 

CGIVE <--- PORTN 6.747 .049 

CGIVE <--- NPOS 10.062 -.066 

 

 

 

Box 3: Error Pathways  

 

PCSR Error  
Modification 

Indices 

Par 

Change 

e1 <--> e5 4.093 -.055 

e2 <--> e1 41.706 .149 

e3 <--> e5 7.295 -.067 

e4 <--> e5 15.180 .095 

e4 <--> e1 5.802 -.049 

e4 <--> e2 26.399 -.106 

e4 <--> e3 10.467 .059 

 

 

The final factor loadings are shown on the pathways in the figure below.  

 

Figure 4: The Congeneric Model for PCSR 

 

 

* The acronyms for each item in this section are included in Appendix 2. 

 

 

 

 

 

 

 

 

Goodness of fit: 

CMIN: 43.920 

CMIN/DF: 3.660 

DF: 12 

RMR: 0.034 

GFI: 0.982 

TLI: 0.968 

CFI: 0.987 

RMSEA: 0.055 

SRMR: 0.0112 

AIC: 109.920 

PCSR

Q1_COMMU

Q1_NPOS

Q1_CONTR

Q1_CGIVE

Q1_PORTN

e1

e2

e3

e4

e5

.74

.73

.85

.86

.73
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5.6.1.2. Importance of CSR (ICSR) Congeneric Model 

 

The one-factor congeneric model of ICSR containing three items was examined using CFA. The 

resulting statistics were factor loadings higher than 0.5, ranging from 0.72 for PLACE to 0.851 

for CARES. No modification indices were listed as the model indicated a perfect fit. The factor 

loadings are shown on the pathways in the figure below.  

 

Figure 5: The Congeneric Model for ICSR 

 

 

 

 

 

5.6.1.3. Values of CSR (VCSR) Congeneric Model 

 

The one-factor congeneric model of VCSR containing five items was examined using CFA. The 

congeneric model of VCSR was tested using CFA containing five items. The resulting statistics 

were factor loadings higher than 0.5, ranging from 0.615 for GROUP to 0.854 for COMP. An 

examination of the modification indices revealed that Q16_CANDO and Q16_GROUP were 

excessively high as shown b in box 4 below. In addition, the pathway between e5 to e4 was 

particularly high (above the accepted range of < 10.000 or = to 10.000) and were covaried in the 

final model (Babin et al., 2008). The pathways for the errors are shown in box 5 below.  

ICSR

Q3_ICOMS

Q3_CARES

Q3_PLACE

e1

e2

e3

.72

.85

.72

Goodness of fit: 

CMIN: 0.000 

DF: 0 

RMR: 0.000 

GFI: 1.000 

CFI: 1.000 

RMSEA: 0.574 

SRMR: 0.0000 

AIC: 12.000 
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Box 4: Modification Indices 

 

VCSR 

Item 
 Item 

Modification 

Indices 

Par 

Change 

CONCR <--- CANDO 9.136 -.054 

CONCR <--- GROUP 7.041 -.048 

CANDO <--- GROUP 55.517 .202 

GROUP <--- CANDO 51.980 .197 

 

Box 5: Error Pathways  

 

VCSR 

Error  
  

Modification 

Indices 

Par 

Change 

e3 <--> e2 7.961 .026 

e4 <--> e2 16.304 -.061 

e5 <--> e2 11.820 -.053 

e5 <--> e4 95.331 .229 

 

The final factor loadings are shown on the pathways in the figure below.  

 

Figure 6: The Congeneric Model for VCSR with Covary Included 

 

 

Following removal of CANDO and GROUP items, no modification indices were listed as the 

model indicates a perfect fit. The factor loadings are shown on the pathways in the figure below.  

 

 

 

 

 

Figure 7: The Final Congeneric Model for VCSR with CANDO and GROUP Removed 

Goodness of fit: 

CMIN: 12.260 

CMIN/DF: 3.065 

DF: 4 

RMR: 0.012 

GFI: 0.995 

TLI: 0.990 

CFI: 0.996 

RMSEA: 0.048 

SRMR: 0.014 

AIC: 34.260 

VCSR

Q16_HELPO

Q16_CONCR

Q16_COMP

Q16_CANDO

Q16_GROUP

e1

e2

e3

e4

e5

.74
.86
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.61

.58
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5.6.1.4. Social Initiatives Identification (SI-I) Congeneric Model 

 

The one-factor congeneric model of SI-I containing five items was examined using CFA. The 

resulting statistics were factor loadings higher than 0.5, ranging from 0.558 for COMPL to 

0.918 for ATACH.  (rCRITI was reverse scored with a loading of -0.491). An examination of 

the modification indices revealed that Q12_COMPL and Q12_rCRITI were excessively high as 

shown below in box 6. In addition, as shown below in box 7, the pathway between e1 to e2 was 

particularly high (above the accepted range of < 10.000 or = to 10.000) and was covaried in the 

final model. 

 

Box 6: Modification Indices 

 

SI-I Item  Item 
Modification 

 Indices 

r_CRITI <--- COMPL 70.367 

COMPL <--- r_CRITI 78.317 

 

Box 7: Error Pathways 

 

SI-I 

Error 
  Modification Indices 

Par 

Change 

e1 <--> e5 105.753 -.505 

e1 <--> e3 13.009 -.075 

  

 

 Goodness of fit: 

 CMIN: 0.000 

 DF: 0 

 RMR: 0.000 

 GFI: 1.000 

 CFI: 1.000 

 RMSEA: 0.684 

 SRMR: 0.0000 

 AIC: 12.000 

VCSR

Q16_HELPO

Q16_CONCR

Q16_COMP

e1

e2

e3

.73

.87

.85
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The final factor loadings are shown on the pathways in the figure below. 

 

Figure 8: The Congeneric Model for SI-I with the Covary Included 

 

Following removal of COMPL and ATACH items, no modification indices were listed as the 

model indicates a perfect fit. The factor loadings are shown on the pathways in the figure below.  

 

 

Figure 9: The Final Congeneric Model for SI-I with COMPL and r_CRITI Removed 

 

 

 Goodness of fit: 

 CMIN: 0.000 

 DF: 0 

 RMR: 0.000 

 GFI: 1.000 

 CFI: 1.000 

 RMSEA: 0.794 

 SRMR: 0.0000 

 AIC: 12.000 
SI-I

Q12_ATACH Q12_IDENT Q12_FEELS
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CMIN/DF: 3.107 
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RMSEA: 0.049 

SRMR: 0.0520 
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5.6.1.5.  Social Initiatives Engagement (SI-E) Congeneric Model 

 

The one-factor congeneric model of SI-E containing three items was examined using CFA. The 

resulting statistics were factor loadings higher than 0.5, ranging from 0.675 for TRACK to 

0.965 for ENGAG. The factor loadings are shown on the pathways in the figure below.  

 

Figure 10: The Congeneric Model for SI-E 

 

5.6.1.6. Organizational Commitment (OC) Congeneric Model 

 

The one-factor congeneric model of OC containing three items was examined using CFA. The 

resulting statistics were factor loadings higher than 0.5, ranging from 0.750 for PROUD to 

0.890 for LOYAL. The factor loadings are shown on the pathways in the figure below.  

 

Figure 11: The Congeneric Model for OC 

 

 

 

 

 

 

 

 

 

Goodness of fit: 
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O_C

Q6_PROUD Q6_LOTAL Q6_SHARE

e1 e2 e3

.75

.89

.86

Goodness of fit: 

CMIN: 1.325 

CMIN/DF: 1.325 

DF: 1 

RMR: 0.043 

GFI: 0.999 
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5.6.1.7. Three-Factor Congeneric Model 

  

The precursor variables PCSR, ICSR and VCSR were then loaded on to each other and CFA 

was conducted on the combined three-factor congeneric measurement model. The resulting 

statistics were factor loadings higher than 0.5. The factor loadings are shown on the pathways in 

the figure below.  

 

 

Figure 12: The Congeneric Model for Precursors Only 
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5.7. SEM Analysis of The Proposed Theoretical Model  

 

The proposed theoretical model is discussed below and displayed in figure 13. 

 

 

5.7.1. Precursors of CSR and the Latent and Dependent Variables  

 

The study’s proposed theoretical model includes the following precursors and latent variables.  

The precursor variables are: perceived CSR (PCSR); the importance of CSR (ICSR); and the 

values of CSR (VCSR), with SI-Identification (SI-I) as a mediator variable; and OC as the 

dependent variable. Figure 13 displays the proposed theoretical model and results. 

 

 

Figure 13: The Proposed Theoretical Model  

 

 

    Goodness of fit: 

    CMIN: 1005.592 

    CMIN/DF: 2.095 

    DF: 480 

    RMR: 0.073 

    GFI: 0.90 

    TLI: 0.95 

    CFI: 0.95 

    RMSEA: 0.035 

    SRMR: 0.064 

    AIC: 1305.592 

 

 

 

Above variables are: Perceived CSR (PCSR), Importance of CSR (ICSR), Values of CSR (VCSR), 

SI-Identification (SI-I), SI-Engagement (SI-E), Organizational Commitment (OC).  
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5.7.2. Reliability and Validity of Measures for the Proposed Theoretical Model 

 

Following independent one-factor and three-factor congeneric model analysis, to further verify 

the discriminant validity and convergent validity of the variables, confirmatory factor analyzes 

(CFA) was conducted on the full theoretical model.  

 

According to Babin et al., (2008), SEM is an important application to provide evidence of 

construct validity through meaningful confirmatory factor analysis (CFA). The reliability and 

validity of the measures in the full model were examined via CFA analysis using SEM with; 

SPSS 22.0 and AMOS 22.0 software each variable in the study. The results for each country are 

presented in table 11. 

 

Convergent validity was established since the composite reliabilities for each construct 

exceeded the recommended threshold of 0.70 and the average variance extracted (AVE) for 

each construct exceeded or was equal to 0.50 (Hair et al., 2010). As a result of this analysis 

COMPL and rCRITI items from the SI-I construct was removed from the final analysis of the 

theoretical model, as the SL was below 0.60 for Indonesia and Vietnam. The GROUP item from 

the VCSR construct was also removed as the SL was below 0.60 for Australia and Indonesia. 

The CANDO item from the VCSR construct was also removed as the SL was below 0.60 for 

Indonesia. 

 

According to Fornell and Lacker (1981), for a construct to demonstrate discriminant validity, all 

of the construct AVE estimates should be larger than the corresponding squared interconstruct 

correlation estimates. All of the constructs passed this requirement and validity was confirmed. 

The interconstruct correlation estimates are shown in table 12. 
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Table 11: Results of Confirmatory Factor Analysis   

 

CONSTRUCT  AUSTRALIA INDONESIA VIETNAM 

 SL  LA Cronbach’s 

alpha 

AVE CR SL LA Cronbach’s 

alpha 

AVE CR SL LA Cronbach’s 

alpha 

AVE CR 

PCSR 

COMMU 0.70     0.83     0.72     

NPOS 0.75  

 

    0.79 

 

 

 

  0.73 

    

CONTR 0.82  

 

    0.90 

 

 

 

  0.73 

    

CGIVE 0.86  

 

    0.87 

 

 

 

  0.70 

    

PORTN 0.68 0.76 

 

0.69 0.59 0.88 0.88 0.86 

 

0.94 0.75 0.94 0.66 

 

0.71 

 

0.83 

 

0.50 

 

0.83 

ICSR 

ICOMS 0.87       0.73     0.76     

CARES 0.77       0.76     0.76     

PLACE 0.76 0.80 

 

0.85 0.64 0.84 0.76 0.75 

 

0.79 0.56 0.79 0.63 

 

0.72 

 

0.76 

 

0.52 

 

0.76 

OC 

PROUD 0.87       0.62     0.78     

LOYAL 0.90       0.87     0.89     
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SHARE 0.88 0.88 

 

0.91 0.78 0.91 0.89 0.79 

 

0.82 0.64 0.84 0.84 

0.84 

 

 

0.87 

 

0.70 

 

0.88 

SI-I 

ATACH 0.94       0.90     0.91     

IDENT 0.93       0.89     0.86     

FEELS 0.78 0.88 

 

0.91 0.79 0.92 0.71 0.83 

 

0.87 0.70 0.87 0.83 

 

0.87 

 

0.90 

 

0.75 

 

0.90 

SI-E 

INVOL 0.81     0.88     0.79     

TRACK 0.67     0.74     0.61     

ENGAG 0.99 0.82 

 

0.85 0.70 0.87 0.94 0.83 

 

0.88 0.74 0.89 0.93 

0.78 

 

 

0.80 

 

0.62 

 

0.83 

VCSR 

HELPO 0.75     0.77     0.69     

CONCR 0.85     0.92     0.82     

COMP 0.89 0.83 

 

0.87 0.69 0.87 0.83 0.84 

 

0.87 0.71 0.88 0.84 

0.78 

 

 

0.82 

 

0.62 

 

0.83 

 (SL = Standardised/Factor loading, LA = Loading average, AVE = Average Variance Extracted, CR = Critical Ratios/Composite Reliability).  

Constructs above are: Perceived CSR (PCSR), Importance of CSR (ICSR), SI - Identification (SI-I), Organizational Commitment (OC), SI – Engagement (SI-E) and Values of CSR 

(VCSR). 

(COMPL and rCRITI from SI-I were removed from the final analysis above as the SL was below 0.60 for Indonesia and Vietnam. GROUP from VCSR was also removed as the SL 

was below 0.60 for Australia and Indonesia and CANDO from VCSR, was also removed as the SL was below 0.60 for Indonesia). 
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Table 12: Inter-construct Correlations and Direct Path Estimates  

 

 AUSTRALIA INDONESIA VIETNAM 

CONSTRUCT PCSR ICSR SI-I OC SI-E VCSR PCSR ICSR SI-I OC SI-E VCSR PCSR ICSR SI-I OC SI-E VCSR 

PCSR 0.59 0.194 0.218 0.062 0.116 0.037 0.75 0.073 0.392 0.166 0.262 0.025 0.50 0.328 0.377 0.200 0.249 0.086 

ICSR 0.440** 0.64 0.368 0.110 0.196 0.318 0.270** 0.56 0.153 0.065 0.102 0.227 0.573** 0.52 0.460 0.244 0.305 0.383 

SI-I 0.467** 0.607** 0.79 0.281 0.534 0.130 0.626** 0.391** 0.70 0.425 0.425 0.081 0.614** 0.678** 0.75 0.530 0.663 0.226 

OC 0.248** 0.332** 0.530** 0.78 0.073 0.036 0.408** 0.255** 0.652** 0.64 0.2.6235 0.034 0.447** 0.494** 0.728** 0.70 0.335 0.141 

SI-E 0.341** 0.443** 0.731** 0.271** 0.70 0.069 0.512** 0.320** 0.652** 0.485** 0.74 0.054 0.499** 0.552** 0.814** 0.579** 0.62 0.176 

VCSR 0.192** 0.564** 0.360** 0.191** 0.263** 0.69 0.157** 0.476** 0.285** 0.185** 0.233** 0.71 0.293** 0.619** 0.516** 0.375** 0.420** 0.62 

** Pearsons Correlation is significant at the 0.01 level (2-tailed).   

Constructs above are: Perceived CSR (PCSR), Importance of CSR (ICSR), SI - Identification (SI-I), Organizational Commitment (OC), SI – Engagement (SI-E) and Values of CSR 

(VCSR). 

(NB: The score on the diagonal (in bold) represents the AVE score. The scores above the diagonal represent the squared inter-construct correlations). 
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5.7.3. Goodness-of-Fit for the Proposed Theoretical Model 

 

SEM was run for the theoretical model utilizing AMOS 22.0 software. The Goodness-of-fit 

indices for the theoretical model revealed that the values were significant, with the Q value 

(χ2/df) = < 3.0 and close to < 2.0. The SRMR = 0.06, the RMSEA < 0.05. The TLI = 0.95 and 

the CFI exceeds 0.95.  These indices confirm the acceptability of the model as listed: χ2 = 

1005.592, df = 480 (χ2/df = 2.09), p = 0.00, CFI = 0.95, TLI = 0.95, GFI = 0.90, RMR = 0.073, 

RMSEA = 0.035, SRMR = 0.064 

 

As shown in table 13, the direct effects for all variables were significant at p < 0.05, except for 

VCSR  SI-I for Indonesia and Australia (p = 0.075 and 0.44 respectively) and SI-E  OC for 

Indonesia and Vietnam (p = 0.199 and 0.73 respectively). In addition, engagement in SI 

activities (SI-E), does not have a significant effect on Indonesian and Vietnamese employee’s 

organizational commitment (OC), but does for Australian employees.  
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Table 13: SEM Results for the Proposed Theoretical Model  

 

PATH STANDARDISED ESTIMATE CR p 

 Australia Indonesia Vietnam Australia Indonesia Vietnam Australia  

H (a) 

Indonesia 

H (b) 

Vietnam  

H (c) 

H1: PCSRSI-I  0.06 0.05 0.09  4.38 9.82   4.49 *** *** *** 

H2: ICSRSI-I  0.09 0.11 0.14  6.41 2.84   3.52 *** 0.005** *** 

H3: VCSRSI-I 0.10 0.08 0.08  0.77 1.78   2.46 0.44NS 0.075NS 0.01** 

H4: SI-ISI-E 0.06 0.07 0.07 13.98 15.56 13.33 *** *** *** 

H5: SI-I OC 0.07 0.09 0.11   8.40 5.94   6.27 *** *** *** 

H6: SI-EOC 0.06 0.07 0.10  -3.02 -1.23  -0.34 0.003** 0.199NS 0.73NS 

(p < 0.05**, p < 0.001***, NS = Not Significant) 

Pathways for the above are: Perceived CSR (PCSR)  Social Initiatives Identification (SI-I), Importance of CSR (ICSR)  Social Initiatives Identification (SI-I), Values 

of CSR (VCSR)  SI-Identification (SI-I), SI-Identification (SI-I)  SI-Engagement (SI-E), SI-Engagement (SI-E)  Organizational Commitment (OC), SI-

Identification (SI-I)  Organizational Commitment (OC) 

(NB: Hypotheses Ha, Hb and Hc are shown above in blue) 
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The hypotheses for the proposed theoretical model are listed as Ha, Hb and Hc and are 

summarised in table 14. 

 

Table 14: Summary of Hypotheses for the Proposed Theoretical Model 

 

HYPOTHESIS DEVELOPED COUNTRY              DEVELOPING COUNTRIES 

 Australia 

H (a) 

Indonesia 

H (b) 

Vietnam 

H (c) 

H1: PCSRSI-I  PCSR is positively 

related to SI-I for the 

developed country (a) 

Australia  

PCSR is negatively 

related to SI-I for the 

developing country (b) 

Indonesia  

PCSR is negatively 

related to SI-I for the 

developing country (c) 

Vietnam 

H2: ICSRSI-I  ICSR is positively 

related to SI-I for the 

developed country (a) 

Australia 

ICSR is negatively 

related to SI-I for the 

developing country (b) 

Indonesia 

ICSR is negatively 

related to SI-I for the 

developing country (c) 

Vietnam 

H3: VCSRSI-I VCSR is positively 

related to SI-I for the 

developed country (a) 

Australia 

VCSR is negatively 

related to SI-I for the 

developing country (b) 

Indonesia 

VCSR is negatively 

related to SI-I for the 

developing country (c) 

Vietnam 

H4: SI-ISI-E SI-I is positively 

related to SI-E for the 

developed country (a) 

Australia 

SI-I is negatively related 

to SI-E for the 

developing country (b) 

Indonesia 

SI-I is negatively related 

to SI-E for the 

developing country (c) 

Vietnam 

 

H5: SI-IOC SI-I is positively 

related to OC for the 

developed country (a) 

Australia 

SI-I is negatively related 

to OC for the developing 

country (b) Indonesia 

SI-I is negatively related 

to OC for the developing 

country (c) Vietnam 

H6: SI-EOC SI-E is positively 

related to OC for the 

developed country (a) 

Australia 

SI-E is negatively related 

to OC for the developing 

country (b) Indonesia 

SI-E is negatively related 

to OC for the developing 

country (c) Vietnam 

Pathways for the hypotheses above are: Perceived CSR (PCSR)  Social Initiatives Identification (SI-

I), Importance of CSR (ICSR)  Social Initiatives Identification (SI-I), Values of CSR (VCSR)  SI-

Identification (SI-I), SI-Identification (SI-I)  SI-Engagement (SI-E), SI-Engagement (SI-E) 

Organizational Commitment (OC), SI-Identification (SI-I)  Organizational Commitment (OC) 

(NB: Hypotheses Ha, Hb and Hc are shown above in blue) 
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Figure 14: Proposed Theoretical Model with Hypotheses and Pathways 

 

 

Above variables are: Perceived CSR (PCSR), Importance of CSR (ICSR), Values of CSR (VCSR), 

SI-Identification (SI-I), SI-Engagement (SI-E), Organizational Commitment (OC).  

 

 

The analysis reveals that H3 has a negative relationship for Australia and Indonesia, as personal 

values to help (VCSR) has no effect on their identification with their organization’s SIs (SI-I). 

Therefore, hypothesis H3 is rejected for Australia as a developed country, but is accepted for 

Indonesia as a developing country. However, VCSR has a positive effect on Vietnamese 

employee’s identification with their organization’s SIs (SI-I), therefore rejecting H3 for 

Vietnam as a developing country. 

 

In contrast, the relationship between SI-EOC has a negative effect for Indonesia and Vietnam, 

therefore H6 is accepted for Indonesia and Vietnam as developing countries. As H6 has a 

positive effect for Australia, this hypothesis is also accepted for Australia as a developed 

country. All other hypotheses (H1, H2, H4 and H5) are accepted for Australia as they have 

positive relationships. In contrast, H1, H2, H4 and H5 are rejected for Indonesia and Vietnam as 

a developing country as they also have positive relationships. 
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Table 15: Summary of Hypotheses for Proposed Theoretical Model Across Three Countries 

 

HYPOTHESIS 

DEVELOPED 

COUNTRY DEVELOPING COUNTRIES 

 

 

Australia 

H (a) 

 

Indonesia 

H (b) 

Vietnam 

H (c) 

H1: PCSRSI-I 

Accept 

(as is positive 

relationship) 

 

Reject 

(as is positive 

relationship) 

Reject 

(as is positive 

relationship) 

H2: ICSRSI-I 

Accept 

(as is positive 

relationship) 

Reject 

(as is positive 

relationship) 

Reject 

(as is positive 

relationship) 

H3: VCSRSI-I 

Reject 

(as is negative 

relationship) 

Accept 

(as is negative 

relationship) 

Reject 

(as is positive 

relationship) 

H4: SI-ISI-E 

Accept 

(as is positive 

relationship) 

Reject 

(as is positive 

relationship) 

Reject 

(as is positive 

relationship) 

H5: SI-I OC 

Accept 

(as is positive 

relationship) 

Reject 

(as is positive 

relationship) 

Reject 

(as is positive 

relationship) 

H6: SI-EOC 

Accept 

(as is positive 

relationship) 

Accept 

(as is negative 

relationship) 

Accept 

(as is negative 

relationship) 

Pathways for the hypotheses above are: Perceived CSR (PCSR)  Social Initiatives Identification (SI-I), 

Importance of CSR (ICSR)  Social Initiatives Identification (SI-I), Values of CSR (VCSR)  SI-

Identification (SI-I), SI-Identification (SI-I)  SI-Engagement (SI-E), SI-Engagement (SI-E) 

Organizational Commitment (OC), SI-Identification (SI-I)  Organizational Commitment (OC) 

(NB: Hypotheses Ha, Hb and Hc are shown above in blue) 

 

To examine the mediating effect of SI-I for the proposed theoretical model, a mediation model 

was created to allow for the mediation effect and bootstrapping methodology utilized by Hair et 

al., (2006) and Lee and Lee (2014). 
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5.7.4. The Mediating Effect of SI-Identification (SI-I) 

 

To examine the mediating effect of SI-I, the three-step analysis recommended by Hair et al., 

(2006) was adopted. First, a correlation analysis was utilized to examine the relationships 

between the constructs to confirm that the constructs are significantly correlated (as previously 

shown).  

 

Following this, the mediating effect of SI-I was examined by adopting the technique of Lee and 

Lee (2014) and creating a mediating model. As shown in figure 15, the mediating model 

contains the following f = direct pathways. 

 

 

Figure 15: The Mediating Model – The Mediating Effect of SI-I 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Above variables are: Perceived CSR (PCSR), Importance of CSR (ICSR), Values of CSR (VCSR), SI-

Engagement (SI-E), Organizational Commitment (OC).  

 

 

The Goodness-of-fit indices for the mediating model revealed that the values were significant, 

with the Q value (χ2/df) = < 3.0 and close to < 2.0. The SRMR = 0.06, the RMSEA < 0.05. The 

TLI close to 0.95 and the CFI = 0.95 and the GFI > 0.90.  These indices confirm the 

acceptability of the model as listed: χ2 =802.929, df = 333 (χ2/df = 2.41), p = 0.00, CFI = 0.95, 

TLI=0.94, GFI = 0.91, RMR = 0.098, RMSEA = 0.040, SRMR = 0.065. 

 

The hypotheses for the mediating model are summarized in table 16. 

Goodness of fit: 

CMIN: 802.929 

CMIN/DF: 2.411 

DF: 333 

RMR: 0.098 

GFI: 0.91 

TLI: 0.94 

CFI: 0.95 

RMSEA: 0.040 

SRMR: 0.065 

AIC: 1054.929 



 

PhD Thesis 2016:  Copyright © Virginia Munro (2016) 139 

Table 16: Results Summary of Hypotheses for the Mediating Model Across Three Countries 

 

HYPOTHESIS DEVELOPED COUNTRY              DEVELOPING COUNTRIES 

 Australia 

H (a) 

Indonesia 

H (b) 

Vietnam 

H (c) 

H7: PCSRSI-E SI-I will mediate the 

relationship between 

PCSR and SI-E for the 

developed country (a) 

Australia  

SI-I will not mediate 

relationship between PCSR 

and SI-E for the developing 

country (b) Indonesia  

SI-I will not mediate the 

relationship between PCSR 

and SI-E for the developing 

country (c) Vietnam 

H8: ICSRSI-E SI-I will mediate the 

relationship between 

ICSR and SI-E for the 

developed country (a) 

Australia  

SI-I will not mediate the 

relationship between ICSR 

and SI-E for the developing 

country (b) Indonesia 

SI-I will not mediate the 

relationship between ICSR 

and SI-E for the developing 

country (c) Vietnam 

H9: VCSRSI-E SI-I will mediate the 

relationship between 

VCSR and SI-E for the 

developed country (a) 

Australia  

SI-I will not mediate the 

relationship between 

VCSR and SI-E for the 

developing country (b) 

Indonesia 

SI-I will not mediate the 

relationship between 

VCSR and SI-E for the 

developing country (c) 

Vietnam 

H10: SI-E OC SI-I will mediate the 

relationship between 

SI-E and OC for the 

developed country (a) 

Australia  

SI-I will not mediate the 

relationship between SI-E 

and OC for the developing 

country (b) Indonesia 

SI-I will not mediate the 

relationship between SI-E 

and OC for the developing 

country (c) Vietnam 

Pathways for the hypotheses above are: Perceived CSR (PCSR)  SI-Engagement (SI-E), Importance of 

CSR (ICSR)  SI-Engagement (SI-E), Values of CSR (VCSR)  SI-Engagement (SI-E), SI-Engagement 

(SI-E)  Organizational Commitment (OC) 

(NB: Hypotheses Ha, Hb and Hc are shown above in blue) 

 

 

 

Figure 16: The Mediating Model with Hypotheses and Pathways 

 

 

PCSR

ICSR

VCSR

OC

SI-E
H7

H8

H9

H10

 

Above variables are: Perceived CSR (PCSR), Importance of CSR (ICSR), Values of CSR (VCSR), SI-

Engagement (SI-E), Organizational Commitment (OC).  
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When a direct path is created in the mediating model from the precursors to SI-E and OC, the 

path coefficients are still significant at p < 0.05, exempting the PCSR  pathway through SI-E 

to OC for Australia, and ICSR  through SI-E to OC for Indonesia, and VCSR  through SI-E 

to OC for Australia and Indonesia. The results are shown in table 18. 

 

When SI-I is included in the original measurement model as a mediator, the direct paths from 

SI-E  OC are insignificant for Vietnam and Indonesia. Whereas in the mediated model, the 

pathway for SI-EOC are rendered significant for Indonesia and Vietnam. According to Hair 

et al., (2006), this confirms the mediating effect of SI-I between these variables.  

 

The accepted bootstrapping method by Cheung and Lau (2008) was used to confirm that there is 

a mediating effect (Hayes, 2009). As previously stated, simulation research has shown that 

bootstrapping is one of the more valid and powerful methods for testing intervening variable 

effects (Williams and MacKinnon, 2008) and, for this reason should be the preferred method of 

choice over other methods (Hayes, 2006).  As shown in table 19, bootstrapping found that the p-

values of the indirect effects of PCSR for Australia is not significant for PCSR (0.321). In 

contrast the p-values of the indirect effects of PCSR are significant for Indonesia (0.003) and 

Vietnam (0.001). Likewise, the p-values of the indirect effects of ICSR for Indonesia not 

significant (0.205), but are for Australia and Vietnam. This confirms the different mediating 

effect of SI-I across variables and countries.  

 

If the range does not include zero, that the hypothesis of the parameter is equal to zero is 

rejected (Cheung and Lau, 2008). Hence, when the lower and upper range do not include 

zero we reject the null hypothesis that there is no mediation effect. The results shown in 

table 19, indicate that there is a mediating effect for H7 (PCSRSI-E) for Indonesia and 

Vietnam and for H8 (ICSRSI-E) for Australia and Vietnam. There is also a mediating 

effect for all three countries for H10 (SI-EOC).  

 

In sum therefore, as there is no mediating effect between PCSRSI-E for Australia, H7 is 

rejected for Australia. As there is a mediating effect between PCSRSI-E for Vietnam and 

Indonesia, H7 is rejected for these countries, as no mediation effect was expected. As there 

is no mediating effect between ICSRSI-E for Indonesia, we accept H8 for Indonesia and 

reject H8 for Vietnam as there is a mediating effect between ICSRSI-E for Vietnam.  

 

In addition, there is no mediating effect between VCSRSI-E for all three countries, 

therefore accepting H9 for Indonesia and Vietnam and rejecting H9 for Australia.  There is a 

mediating effect of SI-I between SI-EOC for all three countries, therefore accepting H10 
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for Australia and rejecting H10 for Indonesia and Vietnam as there is a mediating effect.  

 

 

Table 17: Results Summary of Hypotheses for Mediating Model Across Three Countries 

 

HYPOTHESIS DEVELOPED COUNTRY DEVELOPING COUNTRIES 

 

Australia 

H (a) 

 

Indonesia 

H (b) 

 

Vietnam 

H (c) 

 

H7: PCSRSI-E Reject 

(as no mediating effect) 
Reject 

(as mediating effect) 
Reject 

(as mediating effect) 

H8: ICSR SI-E Accept 

(as mediating effect) 
Accept 

(as no mediating effect) 
Reject 

(as mediating effect) 

H9: VCSRSI-E Reject 

 (as no mediating effect) 
Accept 

(as no mediating effect) 
Accept 

(as no mediating effect) 

H10: SI-E OC Accept 

(as mediating effect) 
Reject 

(as mediating effect) 
Reject 

(as mediating effect) 

Pathways for the hypotheses above are: Perceived CSR (PCSR)  SI-Engagement (SI-E), Importance of 

CSR (ICSR)  SI-Engagement (SI-E), Values of CSR (VCSR)  SI-Engagement (SI-E), SI-Engagement 

(SI-E)  Organizational Commitment (OC) 

(NB: Hypotheses Ha, Hb and Hc are shown in blue) 



 

PhD Thesis 2016:  Copyright © Virginia Munro (2016) 142 

 

 

 

 

Table 18: SEM Results for the Mediating Model – The Mediating Effect of SI-I 

 

PATH STANDARDISED 

ESTIMATE 

CR p 

 AUST IND VIET AUST IND VIET AUST 

H (a) 

IND 

H (b) 

VIET 

H (c) 

H7: PCSRSI-E 0.08 0.58 0.46 1.14 10.07 4.81 0.253NS *** *** 

H8: ICSRSI-E 0.57 0.17 0.46 5.02 

 

1.17 3.15 *** 0.241NS 0.002** 

H9: VCSRSI-E -0.02 0.06 0.22 -0.18 0.56 2.37 0.857NS 0.578NS 0.018** 

H10: SI-E OC 0.21 0.28 0.53 4.69 6.88 8.77 *** *** *** 

(p < 0.05**, p < 0.001***, NS = Not Significant) 

Pathways for the above are: Perceived CSR (PCSR)  SI-Engagement (SI-E), Importance of CSR (ICSR)  SI-Engagement (SI-E)  

Values of CSR (VCSR)  SI-Engagement (SI-E), SI-Engagement (SI-E) Organizational Commitment (OC) 

(NB: Hypotheses Ha, Hb and Hc are shown in blue) 
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Table 19: Bootstrapping Results for the Mediating Model – The Mediating Effect of SI-I 

 

 AUSTRALIA INDONESIA VIETNAM 

Path Coefficient p SE Lower Upper Coefficient p SE Lower Upper Coefficient p SE Lower Upper 

H7:PCSR

 SI-E  
 0.81 0.321 0.71 -0.08 0.25 0.58 0.003** 

0.0

6 
  0.46  0.70 0.46 0.001**. 0.10  0.27 0.72 

H8:ICSR 

 SI-E 
 0.57 0.001*** 0.11  0.33 0.84 0.17 0.205 

0.1

4 
 -0.11  0.59 0.46 0.012** 0.15  0.07 0.82 

H9:VCSR

 SI-E 
-0.0 0.778 0.12 -0.28 0.20 0.06 0.652 

0.1

1 
 -0.16  0.31 0.22 0.082 0.10 -0.03 0.46 

H10:SI-E 

 OC 
 0.21 0.002** 0.05  0.11 0.32 0.28 0.002** 

0.0

4 
  0.19  0.39 0.53 0.003** 0.60  0.37 0.68 

(p < 0.05**,  p < 0.001***, SE = Standard Error, NS = Not Significant) 

NB: The boldfaced blue elements represent a significant bootstrapped individual indirect effect because 0 does not occur within the lower and upper limit of the 95% confidence interval.
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5.8. Chapter Summary of Findings  

 

 

5.8.1. Key Findings for the Proposed Theoretical Model  

 

In the initial stage of the analysis, one-factor congeneric model testing revealed selected items 

on independent constructs that needed to be covaried in the final theoretical model. Following 

confirmatory factor analysis of the final theoretical model, two highly correlated items (one was 

a reverse score of the other; i.e. COMPL and rCRITI) were removed from the construct SI-I, 

and two items (CANDO and GROUP) were removed from the construct VCSR. SEM in AMOS 

22.0 of the final proposed theoretical model revealed a good fit.  

 

Analysis of Variance examined the differences between constructs. For PCSR, Australia is 

significantly different from Indonesia (p < 0.001), and to a lesser extent Indonesia is 

significantly different from Vietnam (p < 0.05) for employee perspectives of their 

organization’s CSR (PCSR). In addition, Australia scores significantly higher than the 

developing countries for PCSR. For ICSR, Australia is significantly different from Vietnam (p < 

0.01), and Indonesia is significantly different from Vietnam (p < 0.01). In addition, Vietnam has 

the lowest ICSR while Indonesia has the highest ICSR, showing a significant difference 

between developing countries for this and therefore within the developing country sector. For 

VCSR, Australia is significantly different from Vietnam (p < 0.001) and Australia is 

significantly different from Indonesia (p < 0.001). In addition, Vietnam scores lowest on this 

construct and Australia scores significantly higher than the other countries. For SI-I, Australia is 

significantly different from Vietnam (p < 0.01), and Indonesia is significantly different from 

Vietnam (p < 0.01). In addition, Vietnam scores significantly higher than the other countries for 

SI-I. For SI-E, all countries are significantly different from each other (p < 0.001), but 

developing countries score higher on their engagement in SIs (SI-E). In addition, for SI-E, the 

developing countries score significantly higher than Australia. For OC, Australia is significantly 

different from Indonesia (p < 0.01), however there is no significant difference between the 

developing countries for OC (scoring a mean of 5.8 for Indonesia and 5.9 for Vietnam), and 

both the developing countries score lower than Australia for OC.  

 
The overall results of the proposed theoretical model therefore are as follows. When 

organizational commitment is the dependent variable, positive relationships exist for: 

PCSRSI-I and ICSRSI-I and SI-ISI-E and SI-IOC across all three countries. This 

confirms hypotheses H1, 2 and 4, 5, 6 for the developed country, as there is a positive 

relationship. This therefore rejects the hypotheses H1, 2 and 4, 5 for developing country 
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Indonesia where a negative relationship was expected, and rejects H1, 2, 3 4 and 5 for 

developing country Vietnam where a negative relationship was expected. 

 

There was no significant relationship between VCSRSI-I for Indonesia and Australia, 

therefore rejecting this hypothesis (H3) for Australia and accepting this hypothesis for 

Indonesia. There was also no significant relationship between SI-EOC for the developing 

countries (Indonesia and Vietnam), therefore accepting this hypothesis (H7) for developing 

countries, that there is a negative effect and therefore no relationship between SI-EOC, and 

therefore also accepting H7 for Australia, as there is a positive relationship. 

 

 

5.8.2. Key Findings for Mediation Effect of SI-I  

 

A further consideration of this study was to examine if identification with the organization’s SIs 

(SI-I) has a mediating effect on the relationship between the precursors in the model (PCSR, 

ICSR, VCSR) and their engagement (SI-E) and organizational commitment (OC). When SI-I 

was removed from the proposed theoretical model there was a mediating effect between 

PCSRSI-E for the developing countries (Indonesia and Vietnam), but not for Australia. A 

mediating effect was also found between ICSRSI-E for Vietnam and Australia, but not for 

Indonesia. There is no mediating effect of SI-I between VCSRSI-E for all three countries. 

There is a mediating effect between SI-I between SI-E and OC for all three countries, 

suggesting a strong mediating effect for SI-I overall in this theoretical model. 

 

Overall, the findings of this study reveal several differences between developing and developed 

countries and to a lesser extent, differences between individual countries within the developing 

country sector. This is discussed further below 

 

 

5.8.3. Similarities of Findings Across Developing and Developed Countries 

 

The findings of this thesis suggest several similarities across the three countries in this study. As 

stated above, when organizational commitment is the dependent variable, a positive relationship 

exists between: PCSRSI-I and ICSRSI-I and SI-ISI-E and SI-IOC across all three 

countries. Hence, PCSR and the ICSR have a significant effect on SI-Identification for all three 

countries. In addition, SI-Identification has a significant effect on SI-Engagement for all three 

countries, and SI-Identification has a significant effect on organizational commitment (OC) for 

all three countries. Hence, for these particular relationships there is no difference between 
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developed and developing countries.  

 

 

5.8.4. Differences in Findings Across Developing and Developed Countries 

 

The differences between developing and developed countries are discussed below. As stated 

previously, there is a negative relationship between SI-EOC for the developing countries 

(Indonesia and Vietnam), but not for Australia (as the developed country). The lack of a positive 

relationship between SI-EOC for Indonesian and Vietnamese employees, suggests that 

engagement in SI activities (SI-E) does not have a significant effect on an employee’s OC in 

developing countries (Indonesia and Vietnam). This relationship does have an effect on 

Australian employees in the developed country, when organizational commitment is the 

dependent variable. Hence, for these variables there is a difference between developed and 

developing countries. 

 

A negative effect was found between the VCSRSI-I relationship for Indonesia and Australia, 

but not for Vietnam. The lack of a positive relationship between VCSRSI-I, for Indonesia and 

Australia, suggests that personal values to help (VCSR) do not have a significant effect on 

Indonesian and Australian employee identification with their SI activities (SI-I), when the 

dependent variable is organizational commitment (OC), but does have a significant effect for 

Vietnamese employees.  Hence, for these variables a difference exists between developed and 

developing countries and also within or across developing countries. The positive relationship 

between VCSRSI-I when the dependent variable is organizational commitment (OC), for 

Vietnamese employees suggests that their own personal values to help (VCSR) may greatly 

influence their identification with their organization’s SIs, suggesting a particular significance 

with one or both of these variables. As Vietnamese employees rate SI-I much higher than the 

other two countries, their engagement in their organization’s SIs (SI-E) is also much higher. 

Although Vietnam has this specifically different result from the other two countries, and shows 

a non-significant effect for VCSRSI-I (and Indonesia does not) – it should be noted that for 

ratings of the variable VCSR, there are significant differences between Australia and Vietnam 

but not between Indonesia and Vietnam, suggesting that in this case the ratings for VCSR are 

more similar to each other for the developing countries and significantly different from the 

developed country. Further, there is a significant difference for VCSR between the developing 

countries and the developed country, which confirms the difference between developing 

countries and the developed country for this variable. 

 

As previously stated, SI-I is rated extremely high for Vietnam, which may relate to their 
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significantly higher engagement (SI-E) in their organization’s SIs. In this respect, it shows that 

when SI-I is high, SI-E is also high in this study.  This may be the case for developing countries 

in general as Indonesia also rated SI-E high, and Australia as the developed country, rating this 

the lowest. Significant differences were found to exist between the developing countries and the 

developed country for SI-E, whereby engagement for developing countries is typically higher. 

 

In addition, when examining individual means, Australia as the developed country, has the 

highest OC levels and highest perceptions of their company’s CSR (PCSR) with only moderate 

levels of SI-I. So, while they perceive that their organization does good CSR (PCSR) it is 

possible they do not identify with the selection of their organization’s SIs and are significantly 

less engaged in them as a result.  

 

 

5.8.5. Differences in Findings Within Developing Countries 

 

As discussed above a negative effect was found between the VCSRSI-I relationship for 

Indonesia and Australia, but not for Vietnam, suggesting a difference for this relationship within 

the developing country context. However, examining the overall means and significant 

differences for this variable, reveals there is no significant difference between Indonesia and 

Vietnam, but there is for Australia with both Vietnam and Indonesia, suggesting that the 

developing countries rate the variable VCSR at a more similar level than Australia.  

 

The greatest difference overall existing between the two developing countries, Indonesia and 

Vietnam, is the significant difference between Indonesia and Vietnam for ICSR. Indonesia rates 

this, the highest of all countries, including Australia, and Vietnam rates it the lowest. Hence, 

while Indonesian employees perceive their own organization’s CSR (PCSR) as relatively low 

(the lowest of all three countries); they rate the importance that organizations practice CSR 

(ICSR) as high, (the highest of all three countries). This suggests that while Indonesian 

employees know it is important for organization’s to generally practice CSR, they do not 

perceive their own organization as practicing CSR at a high level, which may account for their 

low level of SI-I (the lowest across all three countries), and also their low level of commitment 

(the lowest of all three countries).  

 

In contrast, Vietnamese employees rates ICSR significantly lower than all three countries. 

Hence, the importance of organizations in general to practice CSR may be of less importance to 

them.  They also rate personal values to help (VCSR) low. This is significantly different from 

Australia, but not from Indonesia, hence overall the developing countries rate VCSR lower. Of 
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note, Vietnam’s engagement in their organization’s SIs (SI-E) is significantly higher than 

Australia and to a lesser extent Indonesia. Overall, Vietnam rates SI-I the highest of all three 

countries, however both Indonesia and Vietnam are significantly more engaged in their SIs, than 

Australia. Hence overall, this suggests that developing countries are more engaged than the 

developed country, in their organization’s SI activities. 

 

In conclusion, while there are differences within the developing country sector, the individual 

means and their ratings of these variables, are more similar for the developing countries than the 

developed country. 

 

 

5.8.6. Similarities in the Mediation Effect for Developing and Developed Countries  

 

When examining the mediating effect of SI-I on the relationships in the proposed theoretical 

model, only two similarities exists between the developed and developing countries. The first 

similarity being that SI-I has a mediating effect between SI-EOC for all three countries. This 

suggests that identification with SIs is key to getting employees to be engaged and 

subsequently committed in their organization. 

 

 

The second similarity being that SI-I does not have a mediating effect between VCSRSI-E for 

all three countries. This suggests that overall identification with the organization’s SIs does 

not mediate the relationship between one’s own personal values to help (VCSR) and 

subsequent engagement in their SIs. Hence, engagement in SIs is not effected by their 

personal values to help and personal values to help may not be effected by engagement in 

SIs. Suggesting this is the examination of the Means, which reveals that VCSR is highest 

for Australia but their SI-E is lowest across all three countries. The opposite is true for 

developing Vietnam, which has the lowest VCSR but the highest SI-E. 

 

 

5.8.7. Differences in the Mediation Effect for Developing and Developed Countries  

 

As mentioned previously, a mediating effect for SI-I was found between PCSRSI-E 

for Indonesia and Vietnam, but not for the developed country (Australia). Hence, 

identifying with their organization’s SIs has a strong effect on their perception of their 

organization’s CSR and their subsequent engagement in their organization’s SIs for 

developing countries. 
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5.8.8. Differences in the Mediation Effect Within Developing countries  

 

There is also a mediating effect between ICSRSI-E for Australia and Vietnam but not for 

Indonesia. Hence, SI-I does not mediate the relationship between how important Indonesian 

employees feel organizations should practice CSR (ICSR) and their engagement in their 

organization’s SI activities. This is likely to be the case as Indonesian employees’ rate ICSR 

much higher than the other countries. This may therefore suggest a difference within the 

developing countries sector, with regard to stage of development within the developing context, 

and therefore between Indonesia (emerging) and Vietnam (pre-emerging), and Australia as a 

fully emerged and developed economy and country (World Bank, 2016). 

 

 

5.8.9. Summary of Similarities and Difference Across Countries 

 

Overall, there are more differences, than similarities, between developing and developed 

countries. However not all relationships are positive for the developed country, nor are all 

relationships negative in the model for the developing countries. Hence, the hypotheses 

proposed for this study, that there would be positive relationship between variables for 

developed countries, and primarily negative relationships between variables for developing 

countries, has not always been proven in these findings. These findings therefore support the 

premise that you cannot generalize Western findings to an Eastern country context, nor can you 

generalize all findings in Eastern countries to developing countries overall, as there are 

differences between developing countries, depending on their stage of development (i.e. 

emerging or pre-emerging). Regardless, it is clear there are more similarities between 

developing rather than developed countries and that identification with SIs should be first and 

foremost in an MNC’s CSR strategy, in order to maintain employee commitment to their 

organization. These findings for similarities and differences between countries are further 

discussed in section 6.3. 
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5.9. Chapter Summary 

 

First-order confirmatory factor analysis was used to assess the reliability and validity of the 

constructs of the proposed theoretical model used in this research. The next stage of the 

modelling was to test the proposed hypotheses to investigate the influence of the precursors 

of CSR (PCSR, ICSR, VCSR) on identification of SIs and engagement in SIs and 

subsequent commitment to the organization. The final stage of the modelling was to test 

the hypotheses, which involved an examination of the mediating effects of SI-Identification 

on the above relationships. Finally, a summary and conclusion of the research findings is 

listed in section 5.8, which includes a summary of country differences and similarities. As 

there is limited research and literature examining CSR differences in developing countries, 

this is discussed further in relation to the literature regarding Social Identity Theory in 

section 6.3. 
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CHAPTER 6: Discussion of Findings 

 

 

6.1. Introduction 

 

The previous chapters presented the results obtained in this thesis. This thesis first explored the 

perspectives taken by CSR academics, as outlined in the literature review, to determine gaps in 

the literature and design a model that would contribute to the literature and determine if 

Identification with SIs is a mediator for this model. This chapter discusses the meaning of the 

results in relation to the fundamental argument of this thesis in relation to the model below.  

 

 

Figure 17: The Model for this Research 

 

 

 

Above Variables: Perceived CSR (PCSR), Importance of CSR (ICSR), Values of CSR (VCSR), 

SI-Identification (SI-I), SI-Engagement (SI-E), Organizational Commitment (OC).  

 

 

 

In addition, this chapter addresses the research questions and hypotheses of the proposed 

model  in light of the extant literature and supports and rejects these hypotheses as a result 

of the findings. This chapter also positions the results in terms of Social Identity Theory 

and the underlying literature to clearly articulate the contribution this thesis makes to both 

theory and literature. Table 20 provides a summary of the research questions and 

hypotheses. 
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Table 20: Summary of Research Questions and Hypotheses 

 

RESEARCH QUESTIONS 
HYPOTHESES FOR 

TESTING 

SUPPORTED OR 

NOT 

SUPPORTED  

Theoretical Model 

 

1. Will employee Perceived CSR, 

Perceived Importance of CSR 

and employee Values (the 

precursors) influence the level of 

Social Initiatives Identification? 

 

 

 

 

PCSR 

H1: 

Perceived CSR (PCSR) is 

positively related to Social 

Initiatives Identification (SI-I) 

for the developed country (a) 

Australia and negatively related 

to Social Initiatives 

Identification (SI-I) for 

developing countries (b) 

Indonesia and (c) Vietnam  

 

ICSR 

H2: 

Importance of CSR (ICSR) is 

positively related to Social 

Initiatives Identification (SI-I) 

the developed country (a) 

Australia and negatively related 

to Social Initiatives 

Identification (SI-I) for 

developing countries (b) 

Indonesia and (c) Vietnam 

 

VCSR 

H3: 

Values of CSR (VCSR) is 

positively related to Social 

Initiatives Identification (SI-I) 

for: the developed country (a) 

Australia and negatively 

related to Social Initiatives 

Identification (SI-I) for 

developing countries (b) 

Indonesia and (c) Vietnam 

 

 

 

 

 

H1 (a) is supported 

 

H1 (b) and (c) are 

not supported 

 

 

 

 

 

 

 

 

H2 (a) is supported 

 

H2 (b) and (c) are 

not supported 

 

 

 

 

 

 

 

 

H3 (a) is not 

supported 

 

H3 (b) is supported  

 

H3 (c) is not 

supported 

 

 

 

 

2. Will employee’s Social 

Initiative Identification influence 

the level of Social Initiatives 

Engagement? 

 

 

 

H4: 

Social Initiatives 

Identification (SI-I) is 

positively related to Social 

Initiatives Engagement (SI-E) 

for the developed country (a) 

Australia and negatively related 

to Social Initiatives Engagement 

(SI-E) for developing countries 

(b) Indonesia and (c) Vietnam 

 

 

H4 (a) is supported 

 

H4 (b) and (c) are 

not supported  
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RESEARCH QUESTIONS 
HYPOTHESES FOR 

TESTING 

SUPPORTED OR 

NOT 

SUPPORTED  

3. Will employee levels of Social 

Initiatives Identification 

influence their levels of 

Organizational Commitment? 

 

H5:  

Social Initiatives 

Identification (SI-I) is 

positively related to 

Organizational Commitment 

(OC) for the developed 

country (a) Australia and 

negatively related to 

Organizational Commitment 

(OC) for developing countries 

(b) Indonesia and (c) Vietnam 

 

 

 

H5 (a) is supported 

 

H5 (b) and (c) are 

not supported  

 

 

4. Will employee levels of 

Engagement in Social Initiatives 

influence their levels of 

Organizational Commitment? 

 

 

H6:  

Social Initiatives Engagement 

(SI-E) is positively related to 

Organizational Commitment 

(OC) for the developed 

country (a) Australia and 

negatively related to 

Organizational Commitment 

(OC) for developing countries 

(b) Indonesia and (c) Vietnam 

 

 

 

All hypotheses are 

supported 
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RESEARCH QUESTIONS 
HYPOTHESES FOR 

TESTING 

SUPPORTED OR 

NOT 

SUPPORTED  

Mediation 

 

5. Will employee Social 

Initiatives Identification mediate 

the relationship between the 

precursors (PCSR, ICSR, 

VCSR) and SI-Engagement and 

Organizational Commitment? 

 

 

 

PCSR 

H7: 

Employee Social Initiatives 

Identification (SI-I) will 

positively mediate the 

relationships between PCSR 

and SI Engagement (SI-E) for 

the developed country (a) 

Australia and negatively 

mediate these relationships for 

developing countries (b) 

Indonesia and (c) Vietnam   

 

ICSR 

H8: 

Employee Social Initiatives 

Identification (SI-I) will 

positively mediate the 

relationships between ICSR 

and SI Engagement (SI-E) for 

the developed country (a) 

Australia and negatively 

mediate these relationships 

for developing countries (b) 

Indonesia and (c) Vietnam   

 

VCSR 

H9: 

Employee Social Initiatives 

Identification (SI-I) will 

positively mediate the 

relationships between VCSR 

and SI Engagement (SI-E) for 

the developed country (a) 

Australia and negatively 

mediate these relationships 

for developing countries (b) 

Indonesia and (c) Vietnam   

 

H10: 

Employee Social Initiatives 

Identification (SI-I) will 

positively mediate the 

relationships between SI 

Engagement (SI-E) and 

Organizational Commitment 

(OC) for the developed 

country (a) Australia and 

negatively mediate these 

relationships for developing 

countries (b) Indonesia and (c) 

Vietnam. 

 

 

 

 

 

H7 (a) is not 

supported 

 

H7 (b) and (c) are 

not supported  

 

 

 

 

 

 

 

 

H8 (a) is supported 

 

H8 (b) is supported  

 

H8 (c) is not 

supported 

 

 

 

 

 

 

 

H9 (a) is not 

supported 

 

H9 (b) and (c) are 

supported 

 

 

 

 

 

 

 

H10 (a) is 

supported 

 

H10 (b) and (c) is 

not supported 

 

 

* Accepted hypotheses are in bold 
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6.2. Literature Confirmation and Contributions 

 

This thesis identified through a thorough examination of the literature that there was no precise 

definition for Social Initiatives (SI), and as a result limited research examining the micro SIs of 

a corporation. The current thesis therefore adapted the literature related to organizational 

identification to create a theoretically guided model to test whether SI-I and SI-E affect the 

relationships between the precursors of CSR (PCSR, ICSR, VCSR) and organizational 

commitment within an identification setting. Further SI-Identification was examined to see if it 

plays a mediating role between the above relationships of this model. Five research questions 

were formed to guide this thesis and these are summarised in table 20, along with the results of 

the hypotheses tested. This section will continue by discussing the findings of this thesis. Some 

of these results are consistent with existing literature but extend the literature base and provide 

unique contributions not examined before. 

 

 

6.2.1. Literature Confirmation for the Proposed Theoretical Model 

 

This section discusses the literature in relation to the findings from the proposed theoretical 

model. To make clear, the results are summarized in table 21, before discussing each research 

question. 

 

Table 21: Results Summary for Proposed Theoretical Model 

 

 

COUNTRY 

Developed 

Country 
Developing Countries 

PATHWAY AUSTRALIA INDONESIA VIETNAM 

PCSRSI-I X X X 

ICSRSI-I X X X 

VCSRSI-I No effect No effect X 

SI-ISI-E X X X 

SI-IOC X X X 

SI-EOC X No effect No effect 

Above variables are: Perceived CSR (PCSR), Importance of CSR (ICSR), Values of CSR (VCSR), SI-

Identification (SI-I), SI-Engagement (SI-E), Organizational Commitment (OC).  

(NB: An X above denotes a positive pathway relationship) 
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6.2.1.1. Relationship Between Perceived CSR (PCSR) and SI-Identification (SI-I) 

 

Research Question (RQ): Will employee Perceived CSR influence the level of Social Initiative 

Identification? 

 

This thesis contributes to the CSR literature by confirming a positive relationship between 

PCSR and identification of SIs, across all three countries. Hence, addressing the original 

research question that PCSR influences the level of SI-Identification for all three countries. 

 

This finding confirms past Western literature (e.g. Lichenstein et al., 2004; Glavas and 

Godwin, 2013; Lee et al., 2010; Park and Levy, 2014; Lee et al., 2013), with research showing a 

strong relationship between PCSR and organizational identification (OI). Firstly, Lichenstein et 

al., (2004) found that levels of perceived CSR affected levels of C-C identification. Glavas 

and Godwin (2013) found that both perceived external image of CSR (how employees think 

outsiders perceive their CSR) and the perceived internal image of CSR (employees own 

perception of their CSR) strengthen OI and have an effect on OI. Lee et al., (2010) also 

examines perceived CSR (but labels it ‘CSR associations’, as a slightly smaller scale) with 

OI and selects OC as its dependent variable, and finds a positive relationship between 

PCSR and OI. Park and Levy (2014) found that perception of CSR influences the level of OI, 

however they do this examining all components of CSR through a CC scale. Lee et al., (2013), 

also confirmed that employee perceptions play an important role in employee attachment (and 

therefore identification) to, and with, their organization.  

 

This finding therefore also supports a Social Identity Theory approach, which would suggest 

that employees will be proud to identify with organizations that have a positive ‘external’ 

reputation (Ashforth and Mael, 1989; Dutton et al., 1994; Gavin and Maynard, 1975; Maignan 

and Ferrell, 2001).  

 

The unique contribution provided by this thesis is that this relationship exists between PCSR 

and identification of the organization’s SIs (SI-I), and not just identification with the 

organization per se, as in past literature. In doing so, this expands the existing literature and 

confirms that Social Identity Theory can extend from identification with the organization as a 

group (OI) to identification with the organization’s SIs (and therefore CSR activities). As 

previously mentioned, SI-I was adapted from the OI scale used in past CSR literature for similar 

models, so that identification with SIs can be examined and not just identification with the 

organization per se. 
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As previously discussed, it has been posited that CSR is less evolved in developed countries 

(Farooq et al., 2013, 2014; Visser, 2008, 2016), and is still an unfamiliar concept (Blowfield 

and Frynas, 2005), and in some cases an alien concept (Jamali et al., 2009), or viewed as part of 

a non-relevant ‘Western imperialist agenda’ (Khan and Lund-Thomsen, 2011). It was therefore 

expected that CSR would be less familiar and have less importance amongst communities and 

corporations in developing countries, and that the current relationships that exist in the Western 

literature (and developed countries) will propose different relationships for developing 

countries, with an opposite effect expected. This hypothesis was not supported. 

 

This thesis shows that the relationship between PCSR and SI-I exists across all three countries 

and therefore across developed countries (Australia) and developed countries (Indonesia and 

Vietnam), hence rejecting the hypothesis that there would be a difference between developed 

countries (Australia) and developed countries for PCSR. Hence, this finding contributes to the 

current literature by confirming there is no difference between Western developed countries and 

Eastern developing countries for these constructs, indicating the global importance of applying 

CSR. Of interest however is that PCSR as an individual construct is rated significantly higher 

by Australia than the developing countries. This result can be justified by interpreting CSR 

levels in each country (HDI, SSI and GCR) as discussed in section 4.2.1.2 iii (pp. 93 – 102). As 

Australia is ahead in all CSR ratings, we would expect that employees from developing 

countries, such as Australia, would perceive their organization’s CSR to be at a reasonable level 

and therefore rate it more highly than employees from developing countries, where CSR is still 

developing as a concept. 

 

A possible reason why there is a positive relationship between PCSR and SI-I for all three 

countries (meaning no difference between countries for this pathway) is because the perception 

of the organization’s CSR (PCSR) effects their identification with the organizations SIs (SI-I), 

potentially because of the measurement of the constructs themselves. PCSR has an effect on 

identification with SIs because the perceived CSR macro measure is the summary sentence, or 

broader sentence of the micro individual SI activity. The overall statement: “My company 

donates/provides/looks after/funds/helps an NGO, or societal problem” is captured in the PCSR 

measure. It is then presented as the actual micro level as the Social Initiative (SI) as: “Donating 

to the Smile NGO,” “Employee volunteering and helping at the orphanage”, “Mentoring school 

children in English,” “Employees donate blood,” “Employee fun run for cancer society.” (The 

PCSR measures and scale is clearly laid out in table 5 and Appendix 2). The micro SIs of which 

they are asked to identify with are listed in Appendix 3 and 4. 

 

Therefore, the macro PCSR has an effect on the micro SI and identification with the micro SI 
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regardless of a countries level of development. It is therefore the result of the phenomena of the 

construct measurement itself.  Macro CSR activities and micro SIs, are previously mentioned in 

the Introductory section of this thesis with regards to CSR strategy. There is no literature 

however to reference with regard to this specific finding as the use of SI-I is unique to this 

thesis. This finding would need to be replicated across further countries to determine if all 

countries are effected the same by this direct pathway. 

 

6.2.1.2. Relationship Between Importance of CSR (ICSR) and SI-Identification (SI-I) 

 

RQ: Will employee Perceived Importance of CSR influence the level of Social Initiative 

Identification? 

 

This thesis contributes to the CSR literature by confirming a positive relationship between ICSR 

and identification of SIs, across all three countries. Hence, with regards to the original research 

question, this study confirms that ICSR influences the level of SI-Identification for all three 

countries.  

 

In doing so, this finding therefore also confirms past literature based in a Western setting, which 

shows a strong relationship between ICSR and organizational identification (OI). For example, 

Peterson (2004a) and Mathieu and Farr (1991) found that OC was stronger among employees 

who believe highly in the ‘importance of CSR’. Turker (2009a) also found this relationship and 

based his finding on identification theory, however importance and identification as a construct 

was not directly examined in their model. Hence, they merely suggest a relationship. More 

recently Korschun et al., (2014) was able to confirm this relationship, but did so examining 

‘employee perception of the managers support for CSR’ and identification was examined in 

terms of employee–customer identification rather than identification with aspects of the 

organization itself.  

 

The unique contribution provided by this thesis however, is to provide evidence that this 

relationship also exists between ICSR and identification of the organization’s SIs (SI-I), as 

opposed to identification just with the organization. 

 

This thesis confirms however, that this relationship also exists across all three countries and is 

equally evident in developed countries (Australia) and developing countries (Indonesia and 

Vietnam), hence rejecting the hypothesis that there would be a difference between developed 

countries (Australia) and developed countries for ICSR. This is itself a unique contribution as 
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these relationships have been predominately studied in Western developed countries (Mathieu 

and Farr, 1991; Korschun et al., 2014; Munro, 2013a). This also expands on the research 

by Munro (2013b) who found importance differed in different geographic regions but was not 

able to confirm this in an identification framework, as the current thesis does. 

 

 

6.2.1.3. Relationship Between Values of CSR (VCSR) and SI Identification (SI-I) 

 

RQ: Will employee Values of CSR influence the level of Social Initiative Identification? 

 

This thesis contributes to the CSR literature by confirming a positive relationship between 

VCSR and identification of SIs for Vietnam but not for Australia and Indonesia. Hence, with 

regards to the original research question, this study confirms that VCSR influences the level of 

SI-Identification for Vietnam, but not for Australia and Indonesia.  

 

Past research has been conducted in a Western setting utilizing the values scale (Clary at al., 

1998, Pajo and Lee, 2011). The values scale (measuring an individual’s values to ‘help others’), 

is referred to here as the employee’s ‘perception’ of their own helping behavior. Hence, values 

per se, has not been studied within an identification framework before. However, Bhattacharya 

et al., (2009) suggest a relationship between values and identification, trust and commitment, in 

their ‘conceptual model’ but do not empirically examine these relationships.   

 

Further, Burns et al., (2006) examined values within a satisfaction setting, and found that the 

greater the volunteer’s concern with ‘helping others’ (values) the greater their satisfaction with 

the experience. Given that satisfaction is often studied in an identification setting, whereby 

identification is thought to enhance satisfaction (Brown, 2000; Mael and Tetrick, 1992) this 

study sought to understand values within an identification type setting, alongside OC as the 

dependent variable. This thesis therefore provides a unique contribution to the literature by 

examining values within an identification model, and with OC as the dependent variable. 
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6.2.1.4. Relationship Between SI-Identification (SI-I) and SI-Engagement (SI-E) 

 

RQ: Will employee’s Social Initiative Identification influence the level of Social Initiative 

Engagement? 

 

This thesis contributes to the CSR literature by confirming a positive relationship between SI-I 

and SI-E, across all three countries. Hence, with regards to the original research question, this 

study confirms that SI-Identification influences the level of SI-Engagement for all three 

countries. 

 

A review of the literature in this area suggests that perceptions of CSR (PCSR) and 

identification of SI activities may be moderated by various factors including proximity, 

awareness and levels of engagement or involvement (Bhattacharya et al., 2009; Driscoll and 

Starik, 2004; Munro 2013b). In addition, employee participation in CSR initiatives usually 

occurs within a corporate volunteer program framework, in which employees offer their time 

and skills in service to the community (Peterson, 2004b; Wild, 1993; Kim et al., 2010, Pajo and 

Lee, 214; Paco and Nave, 2013; Lee and Higgins, 2001). Early identification theorists believed 

that identification with the organization elicits in employees a greater willingness to participate 

in intra-role behaviors and ‘extra-role activities’ (O’Reilly and Chatman, 1986; Anaza and 

Rutherford, 2012). This was later confirmed with ‘general’ community type activities and 

participation rates (Burns et al., 2006; Paco and Nave, 2013; Pago and Lee, 2014; Raub and 

Blunschi, 2014). This thesis however confirms that this is also the case for engagement in SIs 

(an organization’s ‘actual’ SI activities), rather than externally organized activities, and that if 

they identify with the organization’s ‘actual’ SIs, they are more engaged in them.  

 

In addition, as the organizations ‘actual’ SIs are listed in the study for them to identify with, the 

study can therefore confirm identification with their own organization’s SIs and direct 

engagement in these SIs. This methodology development is therefore also a very unique 

contribution to the literature.  

 

Hence, confirmation of this ‘direct’ relationship is unique to the literature as it also provides a 

confirmation that this relationship exists between identification of the organization’s actual SIs 

(SI-I) and their engagement in these Social Initiatives (SI-E). A further unique contribution of 

this thesis to the literature is that this relationship exists in both developed Western and 

developing Eastern countries. 
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6.2.1.5. Relationship Between SI-Identification (SI-I) and OC 

 

RQ: Will employee levels of Social Initiatives Identification influence their levels of 

Organizational Commitment (OC)? 

 

This thesis contributes to the CSR literature by confirming a positive relationship between SI-I 

and OC, across all three countries. Hence, with regards to the original research question, SI 

identification influences the level of organizational commitment (OC) for all three countries. 

  

As explained previously, the very definition of OC suggests a relationship with organizational 

identification (OI), whereby OC has been referred to as “the relative strength of an individual's 

identification with, and involvement in, a particular organization” (Porter et al., 1974; 

Peterson, 2004a).  Hence, identification is acknowledged as an integral part of the definition 

for OC. 

 

The Western literature to date has previously acknowledged and confirmed a relationship 

between OI and OC (e.g. Farooq et al., 2013, 2014; Kim et al., 2010; Bhattacharya and Sen, 

2003; Dutton et al., 1994; Lee et al., 2008, Brammer et al., 2007a). This thesis was therefore 

able to provide a contribution to current literature by confirming that identification may 

assist employees to become attached to, care about and commit to organizations 

(Bhattacharya and Sen, 2003; Dutton et al., 1994; Lee et al., 2008). However, its unique 

contribution is that it was able to generalise identification (and attachment) with the 

organization to the organization’s SIs, and in addition, find a relationship with employees 

also becoming more committed to their organization.  

 

Hence, the unique contribution provided by this thesis is that this relationship also exists 

between identification of the organization’s SIs (SI-I) and overall OC, as this has only been 

previously examined with OI. However, as the majority of this research has been conducted in 

Western developed countries, and due to the differences explained above between developed 

and developing countries, the current thesis expected a difference between developed and 

developing countries for this relationship. This was not the case and therefore this finding 

confirms these constructs have a similar relationship between developed and developing 

countries, suggesting the importance of employee SI-Identification to overall commitment to 

their organization.  
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6.2.1.6. Relationship Between SI-Engagement (SI-E) and OC 

 

RQ: Will employee levels of Engagement in Social Initiatives influence their levels of 

Organizational Commitment (OC)? 

 

This thesis contributes to the CSR literature by confirming a positive relationship between SI-E 

and OC for the developed country but not for the developing countries. Hence, with regards to 

the original research question, this study confirms that SI-Engagement influences the level of 

OC for Australia, but not for the developing countries, Indonesia and Vietnam. This suggests 

that developing countries do not need to be engaged in their SIs in order to be committed to 

their organization. They are engaged in their SIs anyway, and have significantly higher 

engagement than the developed country.  

 

Past research has shown a strong relationship exists between engagement and commitment in 

Western based literature, in terms of employee participation in CSR initiatives within corporate 

volunteer programs (Cycyota et al., 2016; Peterson, 2004b; Wild, 1993; Kim et al., 2010). This 

type of engagement has been found to benefit work attitudes (Pancer et al., 2002; Peterson, 

2004a; Peterson 2004c; Stebbins, 1989), OC and job satisfaction (McCallum et al., 2013; 

Rayton 2006; Maignan et al., 1999; Lee and Higgins, 2001; Pajo and Lee, 2011; Paco and Nave, 

2013; Stebbins, 1989). As mentioned previously, motivation is also discussed in the literature 

alongside commitment and is included in the Locke (1997) motivation model. In addition, 

Collier and Esteban (2007) state the key determinant of CSR effectiveness is the enthusiasm 

that employees espouse toward the organization’s activities, alongside the definition of 

engagement itself which is characterised by vigor, dedication and absorption (Bakker et al., 

2007).  

 

In addition, the Locke (1997) theory of motivation as an ‘energizing force that induces action’, 

in this case action by employees, has its roots in personal needs (Collier and Esteban, 2007). 

This would suggest a connection between the personal needs of the individual employee, 

translating to engagement in an activity that they Identify with, because of their own personal 

needs (Bauman and Skitka, 2012). This may account for the high level of engagement found for 

developing countries in this thesis, where the developing countries context has so many needs 

(Bilsey and Coyne, 2015; Hess et al., 2001) and becomes the predominate in-group.  

 

A second contribution to the literature is that these findings fit the underlying Social Identity 

Theory premise of this study, whereby “I and we” and ‘in-group out-group’ (David and Bar Tal, 

2009; Gelfand et al., 2004; Ma et al., 2011; Triandis et al., 1988; 1990; 1998) extends to Eastern 
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and Western societies. As, Vietnam and Indonesia have been traditionally referred to as 

collectivist societies (Jetten et al., 2002; Wei et al., 2014; Markus and Kitayama, 1991; Leung, 

2008; Triandis et al., 1988), we can discuss the findings within this paradigm. Motivation may 

also be examined within this context (Locke, 1997). As previously mentioned, to fulfil tasks and 

be engaged in them one may be motivated by a sense of ‘duty’ reported in the research as an 

experience in collective Eastern societies, as opposed to engagement by ‘choice’ in 

individualistic Western societies (Miller, 1994).  

 

Hence, a further argument for the fact that SI-E does not effect commitment to their 

organization for employees of developing countries may be a matter of ‘duty’. They are 

engaged in their SIs regardless of commitment to their organization because they see being 

engaged as a matter of ‘duty’ to the in-group. These variables for this model are not discussed in 

the CSR literature to date.  This is further qualified by higher levels of SI-E for the developing 

countries (Vietnam and Indonesia), in this study. In addition, the finding that OC is much lower 

in developing countries than the developed country can also be interpreted within a Social 

Identity Theory format as discussed in relation to CSR and Social Identity Theory (section 6.3). 

 

As various researchers have reported that a central feature of motivation in collectivist cultures 

and countries is the need to complete duties and obligations to contribute to the group (e.g. 

Kashima and Callan, 1994; Markus and Kitayama, 1991; Yu and Yang, 1994; and Earley, 

1994). Confirming this result is the study by Moorman and Blakely (1995) who found that 

individuals from collective contextualized countries (Wagner, 1995) were more likely to engage 

in organizational citizenship behaviors i.e. prosocial behaviors (Gelfand et al., 2004), than those 

from individualistic contextualized countries.  Hence, by being more engaged in their SIs, 

Indonesian and Vietnamese employees may feel more closely related to the in-group, and 

therefore also the needy group in society, whereby a sense of identity is fulfilled by this action. 

Whereas, in a Western individualistic society engagement is more likely to be ‘choice’ rather 

than ‘duty’ (Miller, 1994). This is reflected in the finding of this thesis, which reports lower 

levels of engagement for the developed Western country. Lower for the developed Western 

country, because they have a ‘choice’ of whether to engage or not, which is consistent with an 

individualistic ‘national identity’. 

 

As previously mentioned, it has also been reported in the research, the need for people in 

Western societies to select their own activities themselves (Miller, 1994) otherwise their 

motivation can be decreased (Deci, 1971, 1972). This confirms the need for individual choice in 

activities being less relevant to people from collectivist backgrounds, who are happy to perform 

a task selected by an in-group member as opposed to self-selecting the task in an individualistic 
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society or country (Iyengar and Lepper; 1999).  

 

As the majority of research for these constructs has been conducted in Western developed 

countries (Ma et al., 2011; Triandis, 2004), less, is also understood about volunteering 

programmes, and therefore engagement and commitment in such, by corporate organizations in 

Asia (Zappala, 2010; Zappala and Cronin, 2001; Zappala, 2001). While these programmes have 

had powerful uptake in corporations in developed countries it is suggested that they may not 

receive the same following in developing countries where so many emerging social and 

community issues are beginning to be recognised in these countries (Bisley and Coyne, 2015; 

Hess et al., 2002). Hence, the current thesis contributes to the literature by confirming that 

engagement in corporate volunteering type programmes is in abundance in developing countries 

(within the MNC environment and setting provided here), and that employees in developing 

countries are keen to participate. 

 

A fourth and unique contribution of the current thesis is that it was able to confirm the above 

relationship between engagement in the organization’s ‘actual’ SIs and their overall 

commitment to their organization. This therefore extends the literature in a Western setting and 

expands the findings from an organizational identification level to an Identification Initiative 

level. Finally, as discussed above this study contributes to the literature overall by confirming a 

difference between the developed and developing countries for SI-Engagement and 

organizational commitment, whereby SI-E does not affect OC in a developing country but does 

in a developed country. 

 

 

6.2.2. Literature Confirmation for the Model With Identification Removed 

 

Given the strong role of identification in Social Identification Theory (Tajfel, 1978; Ashforth 

and Mael, 1989), it was expected that identification would mediate all relationships in the 

current model. In order to examine this, SI-Identification was removed from the model analysis 

to determine the findings and contributions of the current literature and further determine the 

influence of Social Identity Theory across this model. To make clear, an overview of the 

mediating results is presented in table 22. 
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Table 22: Results Summary for SI-Identification Mediation 

 

 

COUNTRY 

Developed 

Country 
Developing Countries 

PATHWAY AUSTRALIA INDONESIA VIETNAM 

PCSRSI-E SI-I does not mediate X X 

ICSR SI-E X SI-I does not mediate X 

VCSRSI-E SI-I does not mediate SI-I does not mediate SI-I does not mediate 

SI-EOC X X X 

 Above variable are: Perceived CSR (PCSR), Importance of CSR (ICSR), Values of CSR (VCSR), SI-

Identification (SI-I), SI-Engagement (SI-E), Organizational Commitment (OC). 

(NB: An X above denotes that SI-I mediates the pathway relationship) 

 

6.2.2.1. SI-Identification Mediating Between Perceived (PCSR) and SI-Engagement (SI-E)  

 

RQ: Will employee Social Initiatives Identification mediate the relationship between PCSR 

and SI-Engagement? 

 

This thesis contributes to the literature by confirming that identification in SIs mediates the 

relationship between how an employee perceives their organization’s CSR (PCSR) and their 

engagement in their SIs (SI-E), for the developing countries but not for the developed country.   

 

The Western CSR literature regarding these constructs has been discussed above, however 

within a Social Identity Theory context the existing mediation relationship can also be 

explained efficiently through a Social Identity Theoretical lens. In particular, ‘identity 

similarity’ is also closely related to self-continuity (Pratt, 1998). Hence, if employees 

experience inconsistency among their commercial, ethical, and social selves, this can be 

resolved through positive CSR associations with their firm (Berger et al., 2006). When a 

company is perceived as socially desirable, employees are likely to believe that the company 

has an admirable trait that reflects their self-concept (Lichtenstein et al., 2004; Marin and Ruiz, 

2007). Thus, employees can perceive themselves as whole, integrated people (Berger et al., 

2006). It would appear that this is particularly the case for employees from the developing 

countries where there are so many needs in their local and developing communities (Bisley and 

Coyne, 2015; Hess et al., 2002; Collis and Montgomery, 1995; Margolis and Walsh, 2003, 

Smith, 2016).  
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Employees also come to the organization with various needs. The needs-based approach of 

Bauman and Skitka (2012), as previously mentioned in the introduction to this thesis, suggests 

employees interpret the wide range of an organization’s CSR activities at the micro level, 

including their own needs and psychological values (security and safety, esteem/positive image, 

intergroup distinctiveness, belongingness/identification, meaningfulness) and an employee’s 

identification with an organization. Bauman and Skitka (2012), only provide a ‘theoretical’ 

framework however, which has remained untested. This thesis therefore provides ‘empirical’ 

support for this framework whereby employee perspectives (and needs) have been examined 

utilizing part of this micro needs-based underlying framework within an identification based 

model, and determined that these needs may be different in developing and developed countries.  

 

The findings also suggest the selected organization’s SIs in the developing country may also be 

more similar to the needs of employee (and their families and communities) in the developing 

country, especially countries such as Indonesia and Vietnam, where they are surrounded by so 

many needs (Bisley and Coyne, 2015; Hess et al., 2001), including poverty and needy people, 

and often including their own family or members of their extended family (Vo, 2015). Hence, 

within a Social Identity Theory framework, employees from developing countries would 

identify more strongly with the in-group’s needs, of which their community and family is a part 

of, and therefore also identify more strongly with the organization’s SIs, of which are also a part 

of this in-group. This identification process with the SIs may therefore strongly affect the 

relationship between their perception of their organization’s overall CSR and their engagement 

in the organization’s pre-selected SIs. 

 

When looking through a Social Identity Theory lens, it is also possible to simultaneously 

examine ‘identity distinctiveness’ from other organizations (as described previously in section 

2.9.7). ‘Identity distinctiveness’ refers to an organizational level attribute that is specific to one 

company and not articulated by others. For example, some organizations portray themselves as 

an example of a given mission or value (e.g., Nestle helping poverty stricken rural cow farmers 

and animal rights activism for Body Shop), which shapes their organizational identities (Scott 

and Lane, 2000). This distinctiveness can be translated into identity attractiveness (Bhattacharya 

and Sen, 2003), whereby an employees’ perceptions of a firm’s ethical values and social 

responsiveness can also play a significant role in shaping that firm’s identity attractiveness 

(Greening and Turban, 2000). 

 

Hence, as MNCs tend to have a ‘distinct’ CSR strategy and in general attempt to have SIs that 

relate to their mission statement or match their particular cause or brand. This makes them 

distinct from other MNCs, organizations or brands, and therefore enhances their identity 
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attractiveness further to its employees (Pratt, 1998; Berger et al., 2006).  

 

The findings of the current constructs therefore suggest that this attraction may be stronger in 

developing countries than developed countries. In addition, whereby the developing countries 

are acknowledged in the literature as Eastern and collective group oriented within a national 

identity context (Ashmore et al., 2004; David and Bar-Tal, 2009; Herb, 1999; Simon and 

Klandermans, 2001; Smith, 2000), they also identify more strongly with the ‘in-group’ (David 

and Bar-Tal, 2009; Ma et al., 2009, Triandis et al., 1988, 1990). In addition, Vietnam and 

Indonesia are traditionally referred to as collectivist societies (Jetten, Postmes, Mcauliffe, 2002; 

Wei et al., 2014; Markus and Kitayama, 1991; Leung, 2008; Triandis et al., 1988). Hence, in 

this case, the organization’s SIs are the ‘in-group’. The organization’s SIs may therefore be also 

more strongly related to their own personal ‘in-group’, which involves members of their own 

community, which includes immediate or extended family members. 

 

Within a Social Identity Theory context, the SIs therefore may be more related to the in-group 

of society as opposed to an in-group of the organization (David and Bar Tal, 2009; Gelfand et 

al., 2004; Ma et al., 2011; Triandis et al., 1988; 1989; 1990). This therefore provides a credible 

argument for the strong association with the Asian developing countries, and in particular with 

the in-group (Asia Business Council, 2005), and the in-group for SI-Identification attraction, as 

the mediator between perception of an organization’s overall CSR (PCSR) and their 

engagement in their organization SIs, and therefore also their enhanced SI-Engagement. 

 

The argument for SIs above also relates to the organization’s PCSR, as the PCSR scale contains 

items of a social and community nature, but as an overall statement of the actual SI activity (e.g. 

“My organization gives back to the communities in which is does business”; “My organization 

integrates charitable contributions into its business activities”), rather than listing the actual 

‘micro’ initiative (e.g. Employees donate blood once a year; Employees raise money for Smile 

Group through various activities; Employees participate in charity walks e.g. Terry Fox for 

cancer awareness; Employees plant trees for Group Initiative). Hence, PCSR statements may be 

more closely related to the in-group of the organization as opposed to the in-group of society 

and vice a versa for the SIs, although both constructs are related by ‘concept’ i.e. overall, they 

are both related to social and community activities.  

 

The current finding therefore suggests, that employees from developing countries will identify 

more with these PCSR statements and engage more in the SIs, if they identify with their 

organization’s SIs. This is not the case for the developed country, as SI-I does not affect this 

relationship for the developed country. Again these items and SI activities are more closely 
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related to the needs of their in-group (i.e. the family and the community) and also the 

organization which they are part of.  As previously mentioned, from a Social Identity Theory 

perspective, if the “organizational attributes” are perceived as attractive by employees, they will 

identify strongly with the organization (and the collective in-group) and strong organizational 

identification may translate into co-operative and citizenship-type behaviors (Collier and 

Esteban (2007). These behaviors may therefore be more akin to engagement in CSR activities 

and SIs. Hence, as the finding suggests, identification strongly mediates the relationship 

between PCSR and engagement in the organization’s SIs for employees in developing countries 

but not the developed country.  

 

In addition, when examining individual Means of these constructs, Australia as the developed 

country, has the highest OC levels and highest perceptions of their company’s CSR (PCSR) 

with lower levels of SI-I. So while they perceive that their organization does good CSR (PCSR) 

it is possible they do not identify with the selection of their organization’s SIs, and therefore SI-

Identification does not mediate this relationship, and they are significantly less engaged in the 

SIs as a result. Within a Social Identity Theory perspective, the developed country is also more 

oriented to the individualistic self rather than the in-group activity (David and Bar Tal, 2009; 

Gelfand et al., 2004; Ma et al., 2011; Triandis et al., 1988; 1989; 1990) and with regards to 

motivation and engagement levels, past research has confirmed that those from Western 

individualistic countries prefer to select activities themselves rather than have them selected by 

the in-group (Miller, 1994). Hence, SI Identification with these particular activities (which are 

selected by the organization), does not mediate the relationship between PCSR and SI-E for the 

developed country (Australia). 

 

 

6.2.2.2. SI-Identification Mediating Between Perceived (ICSR) and SI-Engagement (SI-E)  

 

RQ: Will employee Social Initiatives Identification mediate the relationship between ICSR 

and SI-Engagement? 

 

Identification with SIs was found to mediate the relationship between ICSR and SI-Engagement 

for Australia and Vietnam, but not Indonesia. In addition, Indonesia has the highest ICSR while 

Vietnam has the lowest ICSR. This reveals a significant difference within the developing 

countries sector with regards to the ‘importance of CSR’ (ICSR), which may relate to stage of 

development within developing countries i.e. emerging or pre-emerging (World Bank, 2016). 
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Past research has shown that ‘understanding’ of CSR and its components are shown to differ 

across single stakeholder groups and regions (Maignan, 2001; Matten and Moon, 2008; 

Ramasamy and Yeung, 2009; Singh et al., 2008; Bronn, 2012; Munro, 2013a). This thesis 

shows this is also the case for the ‘importance of CSR’ (ICSR). However, when identification is 

removed as the mediator between these relationships, a difference exists between the developing 

countries. Therefore, the proposal that the ICSR (alongside the ‘understanding’ of CSR) would 

differ across stakeholder groups and regions (Munro, 2013a) shows some relevance here.  

 

The current thesis suggests this finding (i.e. a difference for ICSR within the developing country 

sector, Indonesia and Vietnam), for this mediating relationship, may be a result of a country’s 

stage of development (i.e. emerging or pre-emerging). As outlined in the research design section 

of this thesis (section 4.2.1.2, ii), Indonesia is categorized as an emerging economy and 

Vietnam as a pre-emerging market economy (World Bank, 2016).  

 

Indonesia as a country is therefore in an emerging and developing stage and therefore, CSR 

levels within the country are also emerging and developing (Blowfield and Frynas, 2005; 

Kemp, 2001; Visser, 2006; Visser, 2016), as outlined in section 4.2.1.1(v), for CSR differences 

in each country context.  

 

Social Identity Theory would suggest, as CSR gathers momentum and therefore becomes more 

salient and noticeable in these types of markets, the importance that companies practice CSR, 

would therefore become more salient, with a surge of awareness in this area, and therefore also 

enhanced identification and attractiveness toward the notion of CSR (and that companies 

practice CSR generally). As a result, Indonesia rates ICSR significantly higher than other 

countries, especially Vietnam who is pre-emerging (and frontier) where CSR is still at lower 

levels than Indonesia (SSI, 2014; HDI, 2015 and GCR, 2015), and also Australia, in a 

developed market, where new or emerging awareness of the importance of CSR peaked some 

time ago.  

  

While the surge of CSR importance and salience in emerging markets needs to be confirmed in 

future research, this finding contributes to the Social Identity Theory literature by potentially 

adding stage of development as a theoretical and empirical construct to be further examined and 

measured. Hence, as CSR gathers momentum and comes to prominence in an emerging market, 

it is possible that the people from that market may also become more acutely aware of the 

‘importance’ that companies practice CSR.  
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6.2.2.3. SI-Identification Mediating Between Perceived (VCSR) and SI-Engagement (SI-E)  

 

RQ: Will employee Social Initiatives Identification mediate the relationship between VCSR 

and SI-Engagement? 

 

SI-Identification does not mediate the relationship between employee VCSR and their 

engagement in SIs, for all three countries, suggesting that having values to help provides 

enough motivation to be engaged in activities or SIs, without the need to identify in them. The 

literature review above has related ‘values to help’ strongly to motivation and engagement 

within a ‘volunteering’ setting (Pajo and Lee, 2001; Paco and Nave, 2013; Lee and Higgins, 

2001) and satisfaction setting (Burns et al., 2006). However, this has not been studied together 

before in an SI-Identification model. This finding suggests that ‘values to help’ is a strong 

indicator of engagement, without the need for identifying in SIs.  This is discussed further in the 

conclusion and managerial implications section of this thesis (section 7.2). 

 

6.2.2.4. SI-Identification Mediating Variable Between SI-E and OC 

 

RQ: Will employee Social Initiatives Identification mediate the relationship between SI-

Engagement and Organizational Commitment? 

 

SI-Identification mediates the relationship between SI-E and OC for all three countries – 

suggesting that employees need to ‘identify’ in the SIs of their organization in order to be more 

strongly engaged in their SIs and committed to their organization. This therefore confirms the 

Western literature discussed above and confirms the importance of identifying with SIs in this 

identification model setting, across developed and developing countries. 

 

 

6.3. Contributions to Literature & Theory Within a Developing and Developed 

Country Setting & Context 

 

The findings of this thesis reveal several similarities and differences across the three countries. 

Due to the nature of the hypothesis proposed, it was expected that differences would exist 

between developing and developed countries. Much of this has been discussed above. As there 

is a scarcity of literature examining CSR in developing countries  (Amini and Bianco, 2015; 

Farooq et al., 2014; Chapple and Moon, 2005; Bird et al., 2007; Jamali, 2008; Orlitzky et al., 

2003), Social Identity Theory provides an additional format to understand the current findings 
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and differences between developed and developing countries, and within the developed country 

sectors. In addition, the differences and similarities between the developed and developing 

countries, revealed in the findings of the current study can also be discussed relative to the 

differing levels of CSR and Sustainability measures in these developing countries (SSI, 2014; 

HDI, 2015; and GCR, 2015), and also utilizing current CSR literature and Social Identity 

Theory to explain these differences. 

 

 

6.3.1. Differences for Developed and Developing Countries 

 

The lack of a positive relationship between SI-EOC and for Indonesian and Vietnamese 

employees, has been discussed above in relation to the literature related to the identification 

framework and current model.  The other key difference between developed and developing 

countries, that SI-I mediates the relationship between PCSR and SI-E, has also been discussed 

above in relation to the current model of this thesis and underlying Social Identity Theory 

literature. 

 

In addition, as previously stated, SI-I is rated high for Vietnam, which may relate to their 

significantly higher engagement (SI-E) in their organization’s SIs.  In addition, both developing 

countries (Indonesia and Vietnam) rate SI-E significantly higher than Australia as the developed 

country. Higher engagement for the developing countries also relates to previous discussion in 

this chapter, related to national identity within a country context, and ‘in-group’ attraction and 

engagement within a Social Identity Theory context.  Hence, this discussion will not be repeated 

here. In addition, OC is rated significantly higher for the developed country than the developing 

country, This further suggests that engagement in SIs (as rated higher by developing countries) 

is more important than actual commitment to their organization, and can be understood in a 

Social Identity Theory context by identification with the in-group (as discussed in section 

6.2.2.1, page 167), whereby the in-group is more needy (the in-group being the community and 

its issues), than the organization. 

 

In addition, the findings is that Australia scores highest in Values to help in CSR as the 

developed country and Vietnam scores lowest on this construct, as the least developed country 

with lowest levels of CSR (SSI, HDI, GCR measures) and is classified as a pre-

emerging/frontier country as outlined above.  

 

Many of these differences can be qualified by stage of development of the country. For 

example, the finding that SI-E is much higher in developing countries than the developed 
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country, suggests that this is because of different stages of development and different levels of 

CSR development (as recognized by SSI, HDI, GCR measures). Hence, there is a strong need to 

be engaged in SIs, in these developing countries (Indonesia and Vietnam), where there are so 

many needs (Bisley & Coyne (2015), and as outlined for poverty levels, HDI and World Bank 

GDP measures, in the country description section under country selection section 4.2.1.2 (pp. 

93-98). This is further discussed in the Social Identity Theory section on country similarities 

and differences (section 6.3). The finding that OC is much lower in developing countries than 

the developed country is also discussed in (section 6.3) in relation to Social Identity Theory. 

 

 

6.3.2.  Differences Within Developing Country Sector 

 

To understand further the difference within the developing sector for the VCSRSI-I 

relationship and the ICSR relationship, these constructs and pathways are discussed within a 

Social Identity Theory context with regards to national identity and religious identity.  

 

As previously mentioned, VCSR effects identification with SIs for Vietnam, and Vietnam also 

has the highest levels of SI-Identification. From a national identity and religious identity 

context, this may relate to the Confucianism and Buddhist nature of the Vietnamese population 

(Jetten et al., 2002; Wei et al., 2014; Vo, 2015; Srichampa; Saga Vietnam, 2008; Hoang Long, 

2015; Pham, 2011). The strong Confucianism principle of the Vietnamese population as part of 

their national identity may enhance their identity with the organization’s SIs. However, as Asian 

societies are typically Confucius in underlying nature (Chinese Culture Connection, 1987; Wei 

et al., 2014), this difference between Indonesia and Vietnam in these findings may also relate to 

the differences in stage of development, as previously mentioned, whereby the Indonesian 

population is emerging and beginning to understand that CSR can be the responsibility of the 

company, in a country where CSR is also emerging and becoming more common practice 

across organizations, as witnessed by the differing levels of CSR and Sustainability measures in 

these developing countries (SSI, 2014; HDI, 2015; and GCR, 2015). 

 

The greatest difference overall however, existing between the two developing countries, 

Indonesia and Vietnam is the significant difference between Indonesia and Vietnam for ICSR. 

As previously discussed, Indonesia rates ICSR the highest of all countries, including Australia, 

and Vietnam rates it the lowest. Hence, while Indonesian employees perceive their own 

organization’s CSR (PCSR) as relatively low (the lowest of all three countries); they rate the 

importance of organization to practice CSR (ICSR) as of high importance (the highest of all 

three countries). This suggests that while Indonesian employees ‘know’ it is important for 
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organization’s to generally practice CSR, they do not perceive their own organization as 

practicing CSR at a high level, which may account for their low level of SI-I (the lowest across 

all three countries), and also their low level of commitment (the lowest of all three countries). 

As previously discussed, this suggests that Indonesia may be influenced by stage of 

development, in this case ‘emerging’ as a developing country in this context, whereby CSR is 

also in the initial stages of emerging in this country as revealed by different levels of CSR and 

Sustainability (i.e. SSI, 2014; HDI, 2015 and GCR, 2015). 

 

In addition, as the collective national identity of both developing countries (Vietnam and 

Indonesia), would mean they both identify and engage with the in-group being helped, it is 

possible that, Indonesian’s view CSR less as the responsibility of the ‘individual’ and more as 

the responsibility of the ‘organization’, given the emerging status of the country – (and therefore 

the emerging status of CSR development) – to be assisted now by corporates rather than the 

individual. Hence, identification with the organization’s SIs does not mediate the relationship 

between the ‘importance of organizations practising CSR’ and their engagement in their own 

organization’s SIs as individuals.  

 

This is consistent with Islamic principles, which are upheld in Indonesian society, whereby CSR 

in Islam, is often seen as a contribution that corporations should make. As previously 

mentioned, the tradition of local ‘gifting’ (Zakat) is prominent in Islamic societies and part of 

the Quran (Munro, 2013b; Rizk, 2008) to support the weaker members of society (Brammer et 

al., 2007b). Examples of this in Islamic society are the 2% mandatory contribution in Islamic 

Dubai companies (Rizk, 2008). Similarly, Indonesia was the first developing Asian country to 

have CSR made mandatory for corporations to adhere to (Kemp, 2001; Visser, 2016).   

 

In contrast, very little information exists on the state and trend of CSR and sustainable 

enterprises in Vietnam with limited progress being made by Government initiatives (Fleming et 

al., 2016). The lower HDI, SSI and GCR levels in Vietnam further support this (SSI, 2014; 

HDI, 2015 and GCR, 2015). Hence, Vietnam rates ICSR significantly lower than all three 

countries. Hence, the importance of organizations in general to practice CSR is less known and 

therefore seen as less important to them in a pre-emerging economy, where CSR levels are also 

lower (SSI, 2014; HDI, 2015 and GCR, 2015). 

 

Hence in summary, Indonesians in the emerging stage of development may see CSR as the 

responsibility of the company themselves, rather than the individual. In contrast Vietnam, may 

still see CSR as the responsibility of the individual, in a country that is still emerging and may 

look more toward Buddhism and traditional folklore and proverbs, which are a part of the 
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Vietnamese community (Srichampa, 2006; Vo, 2015), as previously mentioned. However, this 

was not tested in the current study and is an outcome discussion, which would need to be tested 

in future research.  

 

The mediating effect of SI-I can also be understood by discussing the differences in the ratings 

for measure for SI-I between countries. As previously mentioned, Vietnam has the highest 

levels of SI-I over all three countries. As this is the least developed country, and is classified as 

a as a pre-emerging and frontier country where there are so many social and community needs, 

it would be expected that they would identify more with these social issues, given the discussion 

regarding Social Identity Theory. Of interest Australia and Indonesia score very closely on SI-I 

(5.5), although one is a developed country and one is a developing country. Indonesia however, 

as previously stated, is an emerging country with a recognized higher level of CSR than 

Vietnam, and with mandatory aspects of CSR emerging within its country context (Kemp 2001; 

Visser, 2016). This difference is further outlined in the discussion section for ICSR (section 

6.2.2.2), and can be similarly related to this result for SI-I and its mediating effect. 

 

Hence, the unique contribution to the current literature is to find a difference within the 

developing countries sector for this construct (i.e. between the developing countries: Vietnam 

and Indonesia). This provides a unique suggestion to further examine if differences for other 

constructs exist within the developing country sector. As previously mentioned, it is possible 

that this difference between the developing countries is dependent on stage of development for 

each developing country (i.e. Vietnam is a pre-emerging economy and Indonesia is an emerging 

economy, as categorized by the World Bank, 2016). Hence, stage of development is included 

within a country context and is a proposition that requires future research. 

 

 

6.3.3. Summary of Similarities and Difference Across Countries  

 

By way of conclusion, there are differences and similarities between developing and developed 

countries, however there are more similarities between the developing countries. Where there 

are differences between the developing countries, this may be because of a different level of 

emerging or per-emerging (World Bank, 2016). Hence, the hypotheses proposed for this study, 

that there would be positive relationship between variables for developed countries, and 

primarily negative relationships between variables for developing countries, has not always 

been proven in these findings. These finding therefore support the premise that you cannot 

generalize Western findings to an Eastern country context, nor can you generalize all findings in 

Eastern countries to developing countries overall, as there are differences between developing 
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countries, depending on their stage of development (i.e. emerging or pre-emerging). Regardless 

it is clear that encouraging identification with SIs should be first and foremost in an MNC’s 

CSR strategy, in order to maintain employee commitment to their organization, whereby 

identification of SIs mediates the relationship between SI-Engagement and organizational 

commitment for both developed and developing countries. 

 

 

6.4. Thesis Contributions to Literature & Theory  

 

The first major contribution to the literature is the confirmation of a new model that evolves the 

organization identification model to a SI-Identification model, and adds VCSR to this model, 

which has not been examined within an identification framework before and therefore is utilized 

for the first time in this type of model format. 

 

A second major contribution to the literature, and as previously discussed (in the research gaps 

section 1.4), the evolution of this new model was further possible by the adaption of 

organizational identification scales (utilized by Anaza and Rutherford, 2012, and derived from 

Mael and Ashforth, 1992) and work place engagement scales (utilized by Anaza and 

Rutherford, 2012, and adapted from Saks, 2006), to create the adapted SI-Identification and SI- 

Engagement scales, uniquely established and first utilized in the new model created for this 

current thesis.  

 

A third contribution to the literature is one of methodology, whereby this thesis uniquely asks 

respondents to identify with their ‘own’ organization’s SIs. As explained previously (in the 

questionnaire development section 4.2.2), a list of SIs for each MNC, are listed in the 

questionnaire, allowing respondents to identify with their organization’s ‘actual’ SIs, providing 

more concrete levels of measurement compared to earlier studies. The study can therefore 

confirm employee identification with the organization’s ‘actual’ SIs and their ‘actual’ direct 

engagement in the organization’s SIs. This methodology development in the current thesis is a 

unique contribution to the current literature.  

  

The fourth major contribution to the literature is the confirmation of current Western literature 

for some constructs examined. This is outlined in section 6.2. The findings reveal there are 

differences between developed and developing countries, but not for all constructs. Hence, the 

differences and similarities found for developed and developing countries, are also major 

contributions to the literature. This is further outlined in section 6.3, in relation to Social 

Identity Theory.  
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Fifthly, the thesis contributes to the literature by empirically establishing that SI-Identification 

plays an important mediating role in this model for all relationships, exempting the relationship 

between VCSR and SI-Engagement for all countries, and between PCSR and SI-E for the 

developed country, and between ICSR and SI-E for Indonesia, suggesting the importance of SI-

Identification overall, for the majority of constructs in this model. 

 

Sixth, this thesis contributes to the literature by establishing that Western research examining 

developed countries should not be generalised to all developing (or Eastern) countries, as there 

are many similarities across the developing countries, which are different to the findings for the 

developed country. 

 

As a seventh contribution, this research contributes to the developing country literature by 

discovering that for some variables (ICSR and VCSR), there are differences between countries 

in the developing country context. This thesis suggests that this may be due to their stage of 

development within an emerging or pre-emerging context. Therefore, not all research in a 

developed country context should be generalised to all developing countries as they may be at a 

different stages of development within the developing country context (i.e. there are differences 

between Vietnam as a pre-emerging country and Indonesia as emerging country). 

 

Moreover, the current thesis extends CSR studies in general by performing ‘quantitative’ 

analysis within this domain. As stated in section 1.4 and 3.6, responsiveness to CSR activities in 

past literature has been primarily measured ‘qualitatively’ (Berger et al., 2006; Bhattacharya et 

al., 2008; Kim et al., 2010; Rodrigo and Arenas, 2008; Paco and Nave, 2013; and Pajo and Lee, 

2011).   

 

A ninth contribution to the literature, is that this thesis strengthens academic knowledge for both 

CSR and Social Identity Theory, by showing that attractiveness to the in-group provides a 

strong overall response to engaging in SIs in developing countries and provides a unique 

opportunity to examine identification of the organization’s Social Initiatives, within a Social 

Identity Theory context, and not identification with the organization itself.  

 

A tenth contribution to the CSR literature is that this thesis has taken aspects of the 

Bhattacharya et al. (1999) ‘conceptual’ model suggesting values and employee perspectives are 

of importance, and has tested this in an ‘empirical’ model. In addition, this thesis has considered 

the needs-based approach of Bauman and Skitka (2012), as previously mentioned, which 

suggests employees interpret an organization’s broad scale CSR activities through their own 

‘micro’ needs: psychological values, esteem/positive image, in-group distinctiveness and 
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belongingness/identification alongside an employee’s identification with the organization’s SIs.  

 

Bauman and Skitka (2012) only provide a ‘theoretical’ framework however, which the current 

thesis is able to provide some ‘empirical’ support for, by examining several of the employee 

perspectives (and needs) they mention (e.g. employee values, positive identification, and in-

group/out-group belonging contexts) within an underlying framework and identification based 

model. In addition, this thesis was able to confirm that SI-Identification does not mediate the 

relationship between values and engagement in SIs, nor does values affect SI-Identification, for 

Australia and Vietnam, when organizational commitment is the dependent variable.  

 

Lastly, this thesis develops Social Identity Theory by suggesting the possibility that Social 

Initiatives in the developing country are more akin or related to the society or country the 

individual employee lives in, than the organization itself.  If selected correctly therefore, the SIs 

are in fact social and community activities of the local community (extra-role activities), and are 

more a part of the society in the developing country, than perhaps the organization. The SIs are 

in fact external or extra to the organization. Within a Social Identity Theory context, the SIs 

therefore may be more related to the in-group of society as opposed to an in-group of the 

organization. This therefore provides a credible argument for the strong association with the 

Asian developing countries ‘in-group’ contextual issues in this thesis, alongside SI- 

Identification attraction as a mediator between perception of an organization’s overall CSR 

(PCSR) and therefore also their enhanced engagement in these SIs. This would need to studied 

and evidenced further in future research.  
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6.5. Chapter Summary  

 

This chapter has discussed the results from previous hypothesis testing to demonstrate the 

contributions of this research. This thesis expands the body of knowledge on CSR and 

Social Initiatives Identification (SI-Identification) by finding empirical support that SI-

Identification influences many relationships in the proposed model. 

 

Moreover, this thesis has for the first time examined SI-Identification. Further, it has done 

so within a three country context, extended beyond the dominant Western focus. This 

research therefore significantly extends the understanding of differences in precursors to 

CSR (PCSR, ICSR, VCSR) and identification and engagement in SIs and organizational 

commitment, and has done so within the host countries settings, where the MNC resides.  

 

Lastly, this thesis makes a contribution to Social Identity Theory by discovering that the 

theory can transfer to underlying identification models in an Eastern and developing 

country context. Hence, this thesis stands to benefit both global and international corporate 

managers from a business perspective, plus the host communities they operate and work 

within. The findings of this thesis also benefits academic research, business managers, 

human resource consultants and CSR practitioners alike. This is elaborated on further in the 

following chapter, chapter 7. 
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CHAPTER 7: Conclusion, Limitations, Future Research and 

Managerial Implications 

 

 

7.1. Introduction 

 

This thesis employed confirmatory factor analysis and structural equation modelling to 

understand the relationships between the precursors of CSR and an employee’s identification of 

SIs with their engagement in SIs, relative to their commitment to their organization. The 

previous chapter, chapter 6, summarised the results and the key contributions of this thesis. The 

present chapter will discuss the managerial implications from the findings of this study, 

followed by the limitations of this thesis and an outline of agenda for future research. The thesis 

then concludes with some final remarks.  

  

 

7.2. Managerial Implications  

 

The findings of this thesis suggest pertinent ‘managerial’ implications for organizations to 

aspire to, and these are examined in each country setting and within a developing and developed 

country context. 

 

7.2.1. Managerial Implications Across Countries 

 

As discussed above, the way employees perceive their organization’s CSR (PCSR) has an effect 

on their identification with their SIs for all three countries, confirming that it is important for 

managers to educate employees on their own organization’s levels of CSR and CSR strategy in 

order for them to identify with the individual micro activities (SIs) within the overall macro 

CSR strategy. In addition, the importance of organizations to practice CSR generally (ICSR) 

also has an effect on their identification with their SIs for all three countries, and therefore their 

commitment. This finding therefore confirms that it is imperative for managers to keep up the 

levels of understanding amongst their employees regarding the importance for organizations to 

practice CSR generally, in our local and global communities, in order for its citizens (and its 

employees) to identify with these activities in host countries where the MNC resides. 

 

A key finding of this study is that an employee’s identification with their SIs (SI-I) has an effect 

on engagement (SI-E) for all three countries. This also suggests that identification of SIs should 
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be a key theme for managers to focus on. Confirming this is that identification with their SIs 

(SI-I) also has an effect on commitment to their organization (OC), for all three countries. This 

therefore confirms overall that a key feature of CSR macro strategy from a Managerial 

perspective, is to make sure employees identify with the chosen micro SI activities and in doing 

so, are involved in the selection of the organization’s SI activities, to achieve engagement in SIs 

and overall commitment to their organization. 

 

As the importance for organizations to practice CSR (ICSR) has a significant effect on 

identification for SIs for all countries, clearly they recognize the importance of organizations 

practicing CSR. However, levels are not as high in Vietnam, suggesting that in some developing 

countries the importance of CSR should be part of an ongoing education campaign for 

employees in particular developing countries of this nature. Hence, from a managerial 

perspective, the levels of ICSR could be raised in pre-emerging countries such as Vietnam, to 

enhance identification and engagement in SI activities. 

 

 

7.2.2. Differences in Managerial Implications for Developing and Developed countries   

 

The lack of an effect of engagement in SIs (SI-E) on employee commitment to their 

organization (OC), for Indonesian and Vietnamese employees, contrasted with the strong effect 

observed for Australian employees, may suggest that Australian employees need to be engaged 

in their SIs to feel committed to their organization. Vietnamese and Indonesian employees 

however are committed to their organization regardless of engaging in their SIs. From a 

management perspective, it may therefore be important to encourage Australian employees to 

be engaged in their organization’s SIs, so that they feel more committed to their organization 

and its CSR programme as it is revealed in this study that engagement levels in SIs are 

significantly lower for Australia, than the developing countries.  

 

Australian employee levels of commitment (OC) are much higher than the developing countries 

in this study, which further suggests that the important ingredient in this relationship for the 

developed country is identification with their SIs. It may therefore be important for managers in 

Australia (and other developed countries) to encourage their employees to identify first and 

foremost with the organization’s SIs. This can be achieved by involving employees in the 

selection of their SI activities, so that they identify with them more easily, and recognise them 

as a significant part of their organization’s CSR strategy. The current results, suggest that 

enhancing identification in their SIs will also increase their engagement in them, which is 

particularly needed, as engagement in SIs and identification in their SIs is lowest for Australia, 
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and significantly lower than that of the developing countries. As the developing countries are 

significantly more engaged than Australia, this suggests that focusing on engagement 

campaigns for developed countries may also be of key importance, alongside making sure they 

identify with their SIs. 

 

The above results also reveal that OC is low for developing countries in comparison to the 

developed country. Managerial implications therefore need to also focus on increasing 

commitment to their organization amongst employees in developing countries. With regards to 

CSR in the current Identification model, this would suggest that all of the precedents: perceived 

CSR; ICSR (importance for organizations to practice CSR); and VCSR (values to help with 

CSR type activities) – needs to be encouraged and revised to improve overall OC in 

organizations from developing countries. 

 

 

7.2.3. Differences in Managerial Implications Between the Developing countries  

 

As mentioned previously the greatest difference existing between the two developing countries, 

Indonesia and Vietnam, is the significant difference between Indonesia and Vietnam for ICSR. 

It may therefore be important for managers to acknowledge the differences existing between 

developing countries and consider whether the host country is in a pre-emerging or emerging 

stage of development, when deciding on a campaign that promotes ICSR issue to their 

employees. 

 

In addition, the positive effect in the relationship between VCSR and SI-I for Vietnam (but not 

for Indonesia and Australia), suggest that personal values to help (VCSR) effects Vietnamese 

employee’s identification with their organization’s SIs (but not Indonesian and Australian 

employees). As a reminder of the definition of VCSR outlined by its underlying measures – 

VCSR measures the employee’s level of ‘values to help’ others, (i.e. whether they feel it is 

important to help others; whether they feel compassion to those in need; feel they can help; 

and/or want to assist causes that are important to them). This study has revealed that these 

values significantly affect Vietnamese employee’s identification with their SIs and that they rate 

VCSR as relatively low in comparison to other countries. Hence, managers may need to 

promote one’s personal or own values to help CSR type causes for Vietnamese employees.  As 

there are differences within the developing country sector depending on their stage of 

development, i.e. emerging (for Indonesia) and pre-emerging (for Vietnam), developing 

countries may need to be treated differently by managers for these variables (ICSR, VCSR), 

depending on their stage of development.  
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In addition, as VCSR for developing countries is lower overall, managers should acknowledge 

this for developing countries generally. Managers installing virtues of helping and having 

compassion for others also need to be aware that training campaigns pushing helping values, 

may work better in some developing countries more than others. As the findings suggest, it is 

more likely that this may work better in pre-emerging sectors where values to participate in 

‘CSR type activities’ is possibly a newer concept and still evolving.  

 

 

7.2.4. Managerial Implications for Mediating Effect of SI-I Across Countries 

 

As discussed above, there is a mediating effect of SI-I between SI-EOC for all three 

countries, which suggests that identification with the organization’s SIs mediates the 

relationship between engagement in SIs and the employee’s subsequent overall commitment to 

the organization. This suggests again that identification of SIs is an extremely important 

ingredient in any CSR campaign to enhance engagement in SIs and commitment to the 

organization. Hence, regardless of whether the country is developed or developing, an 

extremely strong managerial implication suggested by these results is that managers need to 

check that employees identify with their SIs, as previously mentioned. One method of doing this 

is involving employees in the actual selection of SIs as part of CSR strategy development.  

 

As PCSR is lower in developing countries, identifying with their SIs may also enhance 

employee perception of their organization’s CSR further, by educating their employees on their 

overall CSR strategy – or in fact re-developing their overall macro strategy – so that the macro 

CSR strategy maps more clearly on to the SI micro activities and initiatives. 

 

 

7.2.5. Managerial Implications for Mediating Effect Between the Developing Countries 

 

As previously discussed, SI-I mediates the relationship between ICSRSI-E for Vietnam and 

Australia, but not for Indonesia. This suggests SI-I does not mediate the relationship between 

how important they perceive it is that organization’s practice CSR generally (ICSR), and their 

engagement in their organization’s SI activities for Indonesia.  Hence, employees in Indonesia 

may need to be encouraged by managers more, to identify with their SIs in order to be engaged 

in them, as they already have quite high levels of ICSR. However, their overall perception of 

their own organization’s PCSR is relatively low (and significantly different) in contrast to all 

other countries, and therefore the macro CSR strategy needs to be developed to map on to the SI 

micro activities better. As previously mentioned, this potentially is part of coming up to speed 



 

PhD Thesis 2016:  Copyright © Virginia Munro (2016) 183 

with a growing CSR evolution in emerging markets. Vietnam in comparison is a pre-emerging 

country and economy and is therefore less aware of the importance of CSR in general, but still 

needs their perception of their organization’s CSR to be improved. 

 

It should be acknowledged however regardless of whether these countries are emerging or pre-

emerging, this study has identified that PCSR needs to be improved within organizations across 

developing countries in general, as identification with their SIs mediates the relationship 

between PCSR and engagement, even though their identification with SIs is relatively high. 

Hence, as mentioned above, managers may need to improve their overall PCSR or macro CSR 

strategy to map onto their SI micro activity, especially in developing countries.  

 

 

7.2.6. Managerial Implications Summary 

 

Overall, the results show that there is a strong need to identify with the organization’s SIs. As 

SI-I is shown to also have a strong mediating effect across the majority of variables, motivating 

employees to identify with their SIs should be first and foremost in a micro SI strategy 

reselection campaign. 

 

This suggests that managers need to select SIs in discussion and in collaboration with their 

employees, so that they have insight into the host community and have the right SIs in place for 

that community. This is especially relevant in multinational corporations (MNCs), where the 

majority of the employees are from the local country that the MNC is based and not its 

headquarters based in the US or Europe. The employee from the host community connects with 

the community where the MNC resides, and should therefore have a strong voice in selection of 

SIs in the overall CSR strategy, as they not only have insight into the host community of the 

visiting MNC, they are also the ones to implement many of their SI activities.  

 

Examining each variable independently reveals that SI-E was rated the lowest across all three 

countries followed by PCSR. This suggests that overall, managers of organizations need to 

select SIs that employees identify with, so that they will be more engaged in them, but most of 

all it is important that they actually improve the perception of their overall macro CSR strategy 

(PCSR). In contrast, rated highest over all countries was ICSR followed closely by VCSR. 

Suggesting that overall, employees understand the importance of CSR and have the values to 

help, but work needs to be done on the underlying macro CSR strategy and the selection of the 

organizations micro SI activities within this strategy.  
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This thesis therefore confirms that CSR initiatives are strategically valuable to organizations 

especially when firms try to establish identification with their employees, and in this case 

identification with their SIs.  These results are therefore very important in terms of managerial 

implications (Cardador and Pratt, 2006).  

 

With regards to the implementation of campaigns, various media and communications, 

including advertisements, promotions, newsletters, sustainability or CSR reports, can help 

deliver a positive company image to employees or other important non-company employed 

persons (Maignan and Ferrell, 2004; Munro, 2013a). In-house employee training sessions on 

pertinent issues relative to the community (where the MNC and organization resides), will also 

enhance identification and therefore engagement in SIs and hence better overall and enduring 

commitment to the organization.  

 

From a practical perspective, the results of this thesis also suggest that organizations should 

carefully develop corporate volunteer programs that involve selection of SIs by their employees 

and that also motivate employees to participate. There are numerous other methods of 

increasing employee participation. Past research has shown that time off work to participate and 

volunteer is essential, and also contributions to job performance evaluations (e.g., de Gilder et 

al., 2005; Peterson, 2004b).  In addition, awards or offering a financial donation to a specific 

cause chosen by the employees could also enhance employee engagement in SIs.  

 

If we return to the Social Identity Theory argument, as the underlying theory of this study, and 

as previously mentioned, identification has two motives: self-categorization and self 

enhancement (Smidts et al., 2001). Therefore, SI activities should satisfy these two motives 

from the employee’s point of view. Not only must they feel enhanced by participating in 

particular SIs they must be able to identify with them in terms of categorization of self to the 

group, especially in developing countries where the ties to the family, community and in-group 

are particularly strong (Asia Business Council, 2005; Jetten et al., 2002). The fit between the 

organization and the CSR initiatives (e.g. Berger et al., 2004) or in this case, SI activities, must 

also therefore fit the employee and their community group. 
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7.3. Limitations for this Study  

 

This research provides new insights into the dimensions of CSR relative to identification, 

engagement and commitment, including the examination of this within a developed and 

developing country context. Inevitably this study incorporates varying degrees of limitations, 

that may in some cases effect the outcomes of this research. These are discussed below. 

 

 

7.3.1. Limitation of Market Economy Numbers 

 

The current thesis found differences between the developing and developed country context, but 

also found differences within the developing country context per se. This is acknowledged by 

identifying the stage of development for each county, i.e. emerging (Indonesia) and pre-

emerging/frontier (Vietnam) for the developing countries.  In retrospect therefore, a limitation 

of this thesis is that there is only one type of market economy (or stage of development) for 

each country represented in this study. Future research would therefore benefit from including 

additional market economies and countries in the developing sector that are at different stages 

of development. In addition, more testing within the same country across different MNCs would 

assist in determining further if differences exist at a market level issue as well as an 

organizational level.  

 

It is acknowledged that this thesis has low numbers of employee sample for Vietnam, as MNCs 

in Vietnam overall, tend to have lower numbers of employees, being a pre-emerging economy 

(World Bank, 2016), whereby organizations there are still developing and growing in size. The 

low numbers for Law in Vietnam were controlled by adding a second sector (Hotels) and then 

combining both sectors in the final ‘country’ analysis. Hence, noting that the analysis of this 

thesis is a country comparison and not a sector comparison. However, future research may need 

to focus on MNC sectors that tend to have larger numbers than the service provider industries in 

the current thesis. 

 

 

7.3.2. Limitation of Employees as Respondents 

 

A further limitation of this thesis is that it examines the perspectives of employees from large 

MNCs who may be predisposed to CSR contributions from their organizations and is therefore 

not entirely the opinion of a general resident and/or citizen of these countries. In the first 
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instance, this research set out to determine the perspectives of employees from MNCs in their 

host countries. They may be predisposed to an organization’s CSR, but the current thesis reveals 

that even individuals from the same global organization differed in their perspectives on CSR, 

depending which country they reside and originate from.  

 

In addition however, CSR may be endogenously determined and create a situation of reverse 

causality. The employees of these firms may have a specific propensity and higher awareness 

toward CSR than the general population. This may also imply that firms with better 

performance or with certain characteristics tend to engage in CSR more (Amini and Dal Bianco, 

2015). Hence, in a regression where performance depends on CSR and a set of controls, CSR is 

endogenous (Shen and Chang, 2009). It is correct that the current, study, which examines 

employee perspectives on CSR may have employees that are more predisposed to CSR than the 

normal population. However as we are interested in employee perspectives in different 

countries, this study has attempted to control for these issues by examining sectors and 

organizations that are both predisposed to CSR and have similar types of CSR activities.   

 

Future research could therefore examine a mixture of organizations with differing levels of 

predisposition to CSR. Future studies could also investigate differences between employees and 

non-employees on their perception toward CSR. In addition, those employees more predisposed 

to CSR may have opted to complete the survey and questionnaire while those that are less 

predisposed to CSR may have declined to do the study. This is also a potential limitation of this 

study and should be acknowledged in future research. 

 

Hence, as this thesis looks at an employee’s perspectives and values, it could be argued that 

employees may be influenced not only by their own individual-level values but also by certain 

characteristics of the organization in question, and therefore an organizational-level variable 

may covary with relevant individual-level variables, and individuals within organizations are 

likely to be more similar regarding certain variables compared with individuals across 

organizations. Aguinis and Glavas (2012) state this may be due to common organizational 

culture and attraction-selection-attrition processes. Therefore, in this situation, covariation 

between organizational variables and individual outcomes may lead to gross errors of prediction 

if a researcher uses statistical approaches, such as ordinary least squares regression, that are not 

designed to model data structures that include non-independence due to clustering of entities 

(Maas and Hox, 2004; Aguinis and Glavas, 2012, p957). The current thesis has attempted to 

control for this by utilizing Structural Equation Modelling (SEM) and analyzing more than one 

organization in several different country contexts, providing six settings for analysis, to 
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acknowledged this limitation. 

 

 

7.3.3. Limitation of Sector Differences 

 

Another limitation of this thesis was the inability to examine sector differences within different 

developing countries. More sectors in these countries, up to 20 cases per sector or country 

would be required to provide adequate numbers for multilevel analysis (Scherbaum and 

Ferreter, 2009).  Numbers at this depth would permit examination to be undertaken, providing 

both individual level and organizational level influences to be observed. Unfortunately, the 

budget for this thesis was unable to expand to accommodate additional sector and organization 

numbers required for that level of analysis, within a multi-level framework. Hence, this should 

be a consideration for future research, given that simultaneous consideration of individual and 

organizational influences can be measured within one model.  

 

 

7.3.4. Limitation of Organization and Country Selection 

 

As purposive sampling and convenience sampling were the main form of sampling for this 

thesis, the organizations were based on author judgement of the region, or they were known to 

the author of this research, at a professional business level, however it could be argued that a 

random selection of organizations would have been better suited for this type of analysis. 

 

It could also be argued therefore that countries were selected on a convenience basis or as a 

result of organizations agreeing to participate in particular countries. However, knowledge of 

partial similarity (Przeworski and Teune, 1970; Farmer and Richman, 1964; van de Vijver and 

Leung, 1997; and Ma et al., 2011) as previously mentioned was considered in their selection 

and therefore the countries are considered to be as different and similar from each other as 

realistically possible. 
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7.4. Recommendations for Future Research 

 

This thesis reveals a number of similarities and differences between the developed and 

developing country sectors and differences within the developing country sector itself. It is 

suggested that these differences may be dependent on stage of development of market economy 

for each country, i.e. emerging market economy (Indonesia), pre-emerging/frontier market 

economy (Vietnam), and an emerged or developed market economy (Australia). This is a very 

unique contribution to the literature, as emerging status within a developing country context has 

not been examined before within the literature and therefore suggests that future examination of 

developing and developed countries within an emerging, pre-emerging/frontier and emerged or 

post-emerged market economy context would benefit the CSR literature greatly. Hence, this 

study needs to be replicated in future research across a broader cross section of developing 

countries to provide a variety of emerging and pre-emerging market economies. 

 

Given that identification of SIs does not mediate the relationship between the importance of 

CSR (ICSR) and engagement in SIs in the current thesis for Indonesia (an emerging market), 

future research should examine if emerging markets are less influenced by this mediating 

relationship. As the finding suggests that greater ICSR may exist in emerging than pre-emerging 

or emerged markets, due to the recent surge and awareness in CSR that happens in an emerging 

and developing market. As the country is emerging, so is its development of CSR, hence both 

are coming to prominence, and as a result people are becoming more acutely aware of the 

importance that companies practice CSR. It is therefore strongly recommended that this study 

be replicated across developing countries at various pre-emerging and emerging stages of 

development. 

 

As discussed previously this is a unique model for the identification literature, CSR literature 

and developing countries research. Pathways utilizing new variables where research has not yet 

been carried out such as the pathways utilising adapted variables SI-I and SI-E and pathways 

not utilised in the literature before such as VCSR and SI-I (within an identification model) – are 

unique findings to this study as they have not been examined in the literature before. This study 

would therefore need to be replicated across additional developing and developed countries to 

determine if all countries are affected the same by these direct pathways. 

 

In addition, this thesis examines only three precursors of CSR (PCSR, ICSR, VCSR). Future 

research could examine, additional precursors of CSR, plus numerous other mediators, 

moderators and dependent variables. Future research could examine engagement in SI-activities 

as a moderator, for example. Additional variables could also be examined such as satisfaction 
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with the organization and its SIs, alongside the independent altruistic nature of individual 

employees. Also with regards to individual employees, future research could consider 

individual differences in moderating the effects of external CSR (Rupp et al., 2013). Some 

employees, for example, might be positive toward the CSR program implementation, and others 

might be indifferent or opposed to it (Rodrigo and Arenas, 2008). Hence, examining employee 

individual differences would allow this comparison to be made. These developments would 

require additional research funding to incorporate individual differences at this level. 

 

As the sector for developing countries research becomes more established, future research 

should focus on possible demographic differences, as this thesis has identified that employees 

have different tenure or are with organizations for varying lengths within these service 

industries, and in addition, more females than males tended to complete the questionnaire. In 

addition, there are significant differences between religions across these countries. Further 

examination therefore of particular demographic variables, is an important consideration for 

future research particularly within developing sector countries. 

 

In addition, while the demographic findings of this study reveal that respondents are primarily 

from the country of origin they work and live in, they are however employees of a multinational 

or transnational organization which potentially may mean they do not have the exact same local 

aspirations and goals of ordinary local citizens. A future consideration therefore would be to 

study this in the broader population, to make sure that the findings are not just employee or 

MNC organizational specific, but also may be citizen specific. 

 

While it is generally understood that employees from an underlying collective based 

environment may feel more responsible for their company’s images (Lee et al., 2010), thus 

implying a stronger relationship between these images and employee identification (Dutton et 

al., 1994), future research should assess this model within other cultural and country contexts. 

Hence, expanding the sample to include employees in other cultures and countries would 

enhance and elaborate further the findings and the cultural generalizability with regards to each 

country.  

 

As this thesis has revealed the possibility that in-group and out-group attachment and 

identification may be largely at play in SI-Identification within a country context and national 

membership/identity, in-group and out-group attachment and identification has provided a 

background context to these findings, within a national identity context.  As these variables 

were not directly measured in this model at questionnaire set up (i.e. individual measures of in-

group and out-group attachment and individual levels of collective or individualistic traits), 
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these relationships are currently inferred by study context. This suggests such factors may be 

instrumental to some of these findings, hence, these variables should be individually tested and 

considered in future research, given the findings of this thesis. 

 

In addition, the findings of this thesis suggest that Indonesians in the emerging stage of 

development may see CSR as the responsibility of the ‘organization’ rather than the 

‘individual’. In contrast Vietnam, may still see CSR as the responsibility of the ‘individual’, in a 

country that is still emerging and may look more toward Buddhism and ‘individual’ forms of 

helping provided by Buddhist principles and Vietnamese traditional folklore and proverbs 

within this religious context, as previously mentioned. This finding therefore contributes to 

current literature and needs to be replicated in future research by studying exact measures of 

corporate or individual responsibility in emerging and pre-emerging markets.  

 

In addition, these findings should be replicated across individual demographics, including 

Religion. This would require additional analysis between an employee, their individual religion 

and the country they are from. To examine this further a multi-group analysis would need to be 

conducted to examine this between countries. This, would require at least 20 organizations 

across countries to examine an individual’s religion, nested in organizations, which are nested 

in countries, to determine a multi-level modelling approach (Scherbaum and Ferreter, 2009). 

Unfortunately, achieving this level of numbers (20 organizations within and across many 

countries) is beyond the scope and budget of this study, which has concentrated on country 

differences between complex pathways in one model for CSR. It is recommended however this 

be conducted in future research, and with additional models.  

 

In addition, with regards to Social Identity Theory, the developed countries collectivist identity 

within a national identity context (Ashmore et al., 2004; David and Bar-Tal, 2009; Herb, 

1997; Simon and Klandermans, 2001; Smith, 2000), and placing the good of the family (as 

the in-group) and larger society over that of the individual, which is well recognized generally 

in Asian countries (Asia Business Council, 2005), needs to be replicated in similar settings 

contrasting Eastern and Western societies utilizing the context of the current identification 

model of this thesis. 

 

This thesis revealed that Analysis of Variance (ANOVA) results across countries and sectors 

(i.e. Law Australia, Law Indonesia, Law Vietnam, Hotels Australia, Hotels Indonesia, and 

Hotels Vietnam) revealed that the differences were not consistent between sectors within each 

country. Future research should investigate sector within country differences by including 

‘many’ sectors within each specified country, making it a sector specific study rather than a 
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country specific study. Again, to do this, would require at least 20 organizations across 

numerous sectors to examine individuals nested in organizations, which are nested in countries 

within a multi-level modelling approach (Scherbaum and Ferreter, 2009). A multilevel 

modelling approach would allow for lower level entities such as individuals, nested within 

higher-level collectives such as teams, and organizations, which in turn are nested in industries 

within higher levels of analysis of economic blocks and geographic regions (Aguinis and 

Glavas, 2012, p957). Unfortunately, achieving this level of numbers (20 organizations within 

and across many countries), and given the depth of the current proposed theoretical model, this 

was beyond the scope and funding for the current project of this thesis.  

 

In addition, future research should also compare and contrast different sectors and industries, to 

ascertain if this type of result is sector perspective or industry specific. Hence, this research 

should be replicated across different sectors and industries in general, to determine if the 

findings are specific to particular sectors (and/or industries). This should also be replicated 

across several countries within the Asian region and across other developing regions, such as: 

the Middle East, Africa, Eastern Europe and Latin America. This would expand the research to 

determine specific sector differences; specific organizational differences; specific country 

differences and specific regional differences. Future research should therefore examine this 

model across different sectors; different organizations; smaller companies as well as larger 

multinational and local companies; and do so in different developing countries and additional 

developing regions.  

 

Hence, by replicating this study as stated above in numerous different contexts and settings – 

plus replicating this study in developing regions beyond Asia (such as the Middle East, Africa, 

Eastern Europe and Latin America) – this would make this thesis a truly ‘global’ and multi-

level analytical contribution to the CSR literature, but would require additional funding to 

gather extensive sample and fulfill additional criteria listed in the preceding sections. 
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7.5. Thesis Conclusion  

 

Adopting Social Identity Theory to explain employee identification with organizations 

(Ashforth and Mael, 1989; Dutton et al., 1994), allows people to categorize themselves with an 

organization to which they feel a sense of belonging and self-definition (Tajfel and Turner, 

1985). In the organizational situation, categorization can occur through making corporate 

associations with the organization, in which attractive associations lead to stronger employee 

organizational identification (Bhattacharya and Sen, 2003; Brown et al., 2002). This identity 

attractiveness in turn reflects both similarity and distinctiveness with the in-group (Berger et al., 

2006; Bhattacharya and Sen, 2003; Greening and Turban, 2000; Pratt, 1988; Scot and Lane, 

2000). The unique contribution of this thesis therefore has been to transfer the known 

relationships in the literature, existing between organizational identification (OI) to SI-

Identification (SI-I), and to do so within a Social Identity Theory context. 

 

In addition, the hypotheses put forward for this thesis, proposed that there will be differences in 

CSR related perspectives for employees from developed and developing countries and that these 

differences will exist at an identification level under the premise of Social Identity Theory. 

Identification research, Social Identity Theory and CSR related research are all Western based 

constructs, therefore it was expected identification with the organization’s CSR strategy, 

perception of it and identification with its initiatives, would be stronger with more positive 

relationships between constructs, for developed countries. However, this is not always the case. 

Hence, within this model there are other factors at play that influence these relationships, which 

relate to Social Identity Theory as the underlying premise and framework for this study, plus the 

stage of development (e.g. emerging or pre-emerging) of a country in a developing country 

context. 

 

The importance of SI-I mediating the relationship between PCSR and SI-E, the high levels of 

engagement and the fact that SI-E has no effect on OC for developing countries has already 

been discussed at length above. The fact that there are differences within the developing country 

sector (between Indonesia and Vietnam) is also explained above within a theoretical context.  

 

Through empirical investigation of the above CSR precursors (PCSR, ICSR, VCSR) and their 

relationship with SI-Identification and SI-Engagement and overall organizational commitment, 

this thesis makes a substantial contribution to the literature by confirming differences between 

the developing and developed country context and within the developing country sector. 
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This thesis also represents a substantial first step towards a West-East developing and 

developed country examination within the literature, and toward understanding the relationships 

between the above constructs within an SI-Identification and micro CSR setting. Finally, overall 

identification as a mediator was empirically supported as a construct that mediates the processes 

of CSR for an employee within an organizational setting.  

 

A key outcome of this study is that managers of corporations and researchers alike need to 

consider employee identification of SIs first and foremost to benefit CSR strategy in host 

settings and developed and developing countries. Understanding an employee’s national 

identity and collective identity and in-group out-group attraction through a Social Identity 

Theory lens and within an international business context is not only important for 

educationalists, but also for MNCs, rolling out the same business and CSR strategy around the 

globe, with varying versions, adapted to fit each host country.  

 

This thesis acknowledges that employees identify not only with their organization’s SIs but that 

they have additional ‘comparative identities’ and therefore acknowledges that employees 

identify with the organization’s SIs (and micro initiatives) within a context that also relates to 

their community context within a national identity and country context. 

 

The research framework developed and tested in this thesis will serve as a valid and substantial 

theoretical base for future studies and managerial implications. In particular, corporate 

communications of CSR activities which has also been found to be a necessary component for 

stakeholders (i.e. employees) to form corporate identification (Maignan and Ferrell, 2004; Scott 

and Lane, 2000). Given the associations that have emerged from this thesis it is important to 

ensure that employees are not only involved in their implementation but also be included in all 

communications about CSR activities and SIs (Munro 2013b; Kim et al., 2010), alongside the 

initial planning and subsequent selection of SIs. 

 

Last but not least, this thesis suggests that an important barometer of any society is its national 

citizens and therefore also its employees from the local population and host country of the 

MNC. Local employees can guide an MNC into implementing the politically (and in this case 

‘locally’) correct activities within the country and community the MNC resides. Future research 

should therefore examine the employee’s preference for available SIs in the local communities 

of these countries, and compare this to the organization’s already existing MNC CSR mission.  

 

Aligning business with society in a shared value sense, and through the deployment of social 

and community activities (or more specifically SIs), is one of the most difficult agendas for 
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MNCs in emerging markets (Reimann et al., 2012, Munro, 2013b) and should be a priority issue 

for future MNC research. The current thesis however has opened the door to this type of 

examination of micro SIs and this must be continued, with further research to build on these 

findings, so that MNCs can be the very best they can, in the local communities and host 

countries where they reside. 

 

In addition, and as previously highlighted, this thesis determines that employee perceived CSR, 

identification of SIs, engagement in SIs, the importance placed on CSR, values to CSR and 

organizational commitment are different between developed and developing countries and to a 

lesser extent between developing countries. This has not been studied before in a combined 

model in the identification (and Social Identity Theory) literature, nor the CSR literature or 

developing countries literature. As there is a scarcity of CSR in the developing countries 

literature, this thesis breaks new ground, by allowing the researcher to acknowledge country 

context for each country. Hence, CSR levels of development, as a country context, are different 

across developed and developing countries and also between developing countries (as defined in 

the Research Design chapter under CSR and Sustainability levels – SSI, HDI and GCR, on pp. 

96), and historical CSR contexts in each country (p101).  

 

Further, this thesis breaks new ground by suggesting the difference between the developing 

countries is due to their level of ‘emerging, pre-emerging and frontier country classification’ 

and context (as defined in the Research Design chapter under ‘emerging, pre-emerging and 

frontier country classification’ pp. 94). This opens up and entirely new area of CSR research.   

 

Hence, this thesis has been able to discuss differences within developing countries, with regards 

to Indonesia as an emerging market and Vietnam as a pre-emerging frontier market. This is not 

discussed in current developing and developed country literature relative to CSR, or the 

research that includes the type of identification model developed for this thesis. There is very 

limited CSR research on emerging and pre-emerging and frontier countries, and their 

differences. In fact an EBSCO CSR literature search at time of writing this thesis revealed only 

one article on CSR in pre-emerging and frontier countries, by Munro (2013). This thesis 

therefore contributes significantly to the CSR research and research on developing countries, 

and even more so by determining differences in particular aspects of CSR between developed 

and developing countries and also between developing countries, within an emerging and pre-

emerging and frontier context. 
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APPENDIX   

 

APPENDIX 1:  Questionnaire  

 

CSR SURVEY 
LimeSurvey 

Copyright © Virginia Munro (2014) 

 

NOTE: 

(CSR can also be referred to as Sustainability, Social Responsibility (SR), Corporate Citizenship (CC) 

and Responsible Business (RB), to name a few). 

 

Q1  

Regarding your organization's CSR program, please rate the following statements: 

Please choose the appropriate response for each item: 

 
Strongly 

disagree Disagree 

Slightly 

disagree Neutral 

Slightly 

agree Agree 

Strongly 

agree 

My organization gives 

back to the communities in 

which it does business 

1 2 3 4 5 6 7 

Local nonprofits benefit 

from my organization’s 

contributions 

1 2 3 4 5 6 7 

My organization integrates 

charitable contributions 

into its business activities 

1 2 3 4 5 6 7 

My organization is 

involved in corporate 

giving 

1 2 3 4 5 6 7 

My organization is 

committed to using a 

portion of its profits to 

help nonprofits 

1 2 3 4 5 6 7 

 

DEFINITION FOR CSR: 

Corporate Social Responsibility (CSR) is the continuing commitment by business to behave ethically and 

contribute to economic development while improving the quality of life of the workforce and their 

families as well as the local community and society at large 

World Business Council for Sustainable Development (2000)  

 

 

Q2 

Please rate the following statement: 

Please choose the appropriate response for each item: 

  
Strongly 

disagree Disagree 

Slightly 

disagree Neutral 

Slightly 

agree Agree 

Strongly 

agree 

My organization is a 

socially responsible 

member of the community 

1 2 3 4 5 6 7 

 

 

Q3 

Please indicate the extent to which you agree/disagree with each of the following statements: 

Please choose the appropriate response for each item: 

  
Strongly 

disagree Disagree 

Slightly 

disagree Neutral 

Slightly 

agree Agree 

Strongly 

agree 

It's important to me that 1 2 3 4 5 6 7 
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organizations help out the 

communities where they 

operate 

I'm the type of person that 

cares deeply about 

organizations being 

socially responsible 

1 2 3 4 5 6 7 

I feel that organizations 

need to make the world a 

better place 

1 2 3 4 5 6 7 

 

 

Q4 

In your opinion, how important do you think it is for companies to be involved in CSR in general? 

  

Please choose only one of the following: 

1. Not important 

2. Somewhat important 

3. Average importance 

4. Reasonably important 

5. Extremely important 

 

 

Q5 

Please indicate the extent to which you agree/disagree with each of the following statements: 

Please choose the appropriate response for each item: 

  
Strongly 

disagree Disagree 

Slightly 

disagree Neutral 

Slightly 

agree Agree 

Strongly 

agree 

When someone praises this 

organization, it feels like a 

personal compliment 

1 2 3 4 5 6 7 

I am very interested in what 

others think about my place 

of employment 

1 2 3 4 5 6 7 

When I talk about this 

organization, I usually say 

“we” rather than “they” 

1 2 3 4 5 6 7 

This organization's successes 

are my successes 
1 2 3 4 5 6 7 

If a story in the media said 

something bad about this 

organization, I would feel 

embarrassed 

1 2 3 4 5 6 7 

When someone criticizes my 

organization, I feel offended 
1 2 3 4 5 6 7 

 

 

Q6  

Please indicate the extent to which you agree/disagree with each of the following statements: 

 

Please choose the appropriate response for each item: 

 
Strongly 

disagree Disagree 

Slightly 

disagree Neutral 

Slightly 

agree Agree 

Strongly 

agree 

I feel proud to tell people 

who I work for 
1 2 3 4 5 6 7 

I feel loyal to my 

organization 
1 2 3 4 5 6 7 

I share the values of my 

organization 
1 2 3 4 5 6 7 

 



 

PhD Thesis 2016:  Copyright © Virginia Munro (2016) 227 

Q7 

Please indicate the extent to which you agree/disagree with the following statement: 

Please choose the appropriate response for each item: 

  
Strongly 

disagree Disagree 

Slightly 

disagree Neutral 

Slightly 

agree Agree 

Strongly 

agree 

All in all, I am satisfied 

working in this organization 
1 2 3 4 5 6 7 

 

 

Q8 

There is just one section to go now to complete the survey and enter the iPhone draw. 

  

Below is a list of ‘social and community' activities for organizations in general. 

  

Please tick the activities you think are MOST important for organizations in general to be involved 

in.    

   

Select all that apply: 

 Change company operations to reduce emissions 

 Support a green cause or organization 

 Contribute food/water to needy community 

 Assist with infrastructure in needy community 

 Create jobs in local communities 

 Provide community training in entrepreneurial skills 

 Provide community training in IT and computer use 

 Mentor young students in business 

 Mentor women in business 

 Support special needs organizations 

 Support orphanages 

 Support child sexual abuse protection organizations 

 Support war-torn locations 

 Contribute company expertise to nonprofit causes 

 Support blood donation campaigns 

 Support cancer campaigns 

 Support diabetes, obesity (emerging health issues) 

 Support AIDS and HIV causes 

 Educate youth on the environment 

 Educate youth on emerging health issues 

 Plant trees in communities (locally) 

 Plant trees in the world's depleted forests (globally) 

 Support needy communities (locally) 

 Support needy communities (globally) 

 

 

Q9 

I would now like to ask you briefly about your own organization's 'social and community' 

activities* 

  

Below is a list of 'social and community' activities your organization is involved in. 

  

Please tick the activities that you MOST prefer. 

  

Select all that apply: 

 Employees donate blood once a year 

 Employees raise money for Smile Group through various activities 

 Employees participate in charity walks (e.g. Terry Fox for cancer awareness) 

 Employees plant trees for Hotel Group Initiative 

 Hotel donates savings from linen to plant trees on behalf of guests 

 Hotel participates in Earth Hour 
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 Hotel guests donate money to Smile Group through envelopes and donation box 

 Hotel provides free employee health and medical checks 

 Hotel donates accommodation to various charity groups (e.g. Operation Smile) 

(Above is a one organization’s example) * 

 

 

Q10 

What other 'social and community' activities would you like your organization to be involved in, 

which they are NOT currently involved in?   

  

Please write your answer in the box below: 

 (optional) 

 

  

Q11 

What 'social and community' activities would you like your organization NOT to be involved in?   

 (They may or may not be involved in these activities). 

  

Please write your answer in the box below:  

 (optional 

  

 

Q12 

And now the last few questions in this survey. 

  

I would like to briefly ask you about your involvement in your organization's 'social and 

community' activities. 

  

Please indicate the extent to which you agree/disagree with each of the following statements: 

Please choose the appropriate response for each item: 

  
Strongly 

disagree Disagree 

Slightly 

disagree Neutral 

Slightly 

agree Agree 

Strongly 

agree 

When someone praises our 

'social and community' 

activities it feels like a 

personal compliment 

1 2 3 4 5 6 7 

I feel attached to our 'social 

and community' activities 
1 2 3 4 5 6 7 

I identify with our 'social and 

community' activities 
1 2 3 4 5 6 7 

It feels good to be of service 

to our 'social and community' 

activities 

1 2 3 4 5 6 7 

When someone criticizes our 

'social and community 

activities', I take it personally 

1 2 3 4 5 6 7 

 

 

Q13 

Please briefly indicate to what extent you agree/disagree with each of the following statements: 

Please choose the appropriate response for each item: 

 
Strongly 

disagree Disagree 

Slightly 

disagree Neutral 

Slightly 

agree Agree 

Strongly 

agree 

I really get involved in our 

'social and community' 

activities 

1 2 3 4 5 6 7 

Sometimes I am so into our 

'social and community' 

activities, I lose track of time 

1 2 3 4 5 6 7 

I am highly engaged in our 1 2 3 4 5 6 7 
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'social and community' 

activities program 

 

 

Q14 

Please indicate the extent to which you agree/disagree with the following statement: 

Please choose the appropriate response for each item: 

  
Strongly 

disagree Disagree 

Slightly 

disagree Neutral 

Slightly 

agree Agree 

Strongly 

agree 

All in all, I am satisfied with 

our 'social and community' 

activities program 

1 2 3 4 5 6 7 

 

 

Q15 

And finally, here are the last three questions in this survey. 

  

For you personally, please tick how often you may have carried out some of the following activities: 

  

Please choose the appropriate response for each item: 

  
Never Once 

More 

than once Often 

Very 

often 

I have given money to a charity 1 2 3 4 5 

I have donated blood      

I have delayed an elevator and held 

the door open for a stranger 
1 2 3 4 5 

I have allowed someone to go ahead 

of me in a lineup (at Xerox machine, 

in the supermarket) 

1 2 3 4 5 

I have offered to help a handicapped 

or elderly stranger across a street 
1 2 3 4 5 

l have pointed out a clerk's error (in 

a bank, or supermarket) in 

undercharging me for an item 

1 2 3 4 5 

I have offered my seat on a bus or 

train to a stranger who was standing 
1 2 3 4 5 

I have done volunteer work for a 

charity 
1 2 3 4 5 

 

 

Q16 

With regards to volunteering and ‘social and community’ activities in general (whether you have 

been involved in these activities or not), please rate how accurate each of the following are for you? 

 

Please choose the appropriate response for each item: 

 

  
Very 

inaccurate Inaccurate 

Slightly 

inaccurate Neutral 

Slightly 

Accurate Accurate 

Very 

accurate 

I feel it is 

important to help 

others 

1 2 3 4 5 6 7 

I am concerned 

about those less 

fortunate than 

myself 

1 2 3 4 5 6 7 

I feel compassion 

toward people in 

need 

1 2 3 4 5 6 7 

I can do 

something for a 
1 2 3 4 5 6 7 
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cause that is 

important to me 

I am genuinely 

concerned about 

the particular 

group I am 

serving 

1 2 3 4 5 6 7 

 

 

Q17 

And finally, the last question. 

  

Please rate your preference for you personally to be involved in the following activities. 

  

Click the item FIRST on the left, for your MOST preferred activity, then click again for your 

SECOND most preferred, and so on. 

Please number each box in order of preference from 1 to 4 

1.    Pro bono skilled activities 

2.    Employee general volunteering activities 

3.    Personal 'one-off' financial donations 

4.    Ongoing employee payroll donation scheme 

  

Definitions for question 17: 
Pro bono skilled activities  =  using 'core professional business skills' (e.g. Accounting, Law, Consulting, 

Technical services, Advisory) to help charities and nonprofits, free at no cost  

Employee general volunteering  =  using 'non-core skills' (e.g. painting a school, visiting orphanages) 

Personal 'one-off' donations  =  providing your own 'one-off' cash donation when needed 

Employee payroll scheme  =  direct donation through ongoing payroll scheme 

  

 

 

DEMOGRAPHIC SECTION: 

 

To finish, I just need to understand briefly some demographic data.   

These demographic questions are quick to answer, but will assist greatly in understanding 

responses across different countries, cultures and regions. Thank you. 

  

Firstly, please tick your gender? 

Please choose only one of the following: 

1. Female 

2. Male 

 

What nationality is listed on your passport? 

Please choose only one of the following: 

1. China 

2. Hong Kong 

3. Malaysia 

4. Singapore 

5. Indonesia 

6. Australia 

7. India 

8. The Philippines 

9. Korea 

10. Thailand 

11. Taiwan 

12. UK 

13. Europe 

14. USA 

15. Canada 
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16. New Zealand 

17. The Middle East 

18. Africa 

19. Other   

 

In which country were you born? 

Please choose only one of the following: 

• As above  

 

Please tick your age group below 

Please choose only one of the following: 

1. Under 21 

2. 21 to 29 

3. 30 to 39 

4. 40 to 49 

5. 50 to 59 

6. 60+ 

 

What is your level of education? 

Please choose only one of the following: 

1. Secondary School (or less) 

2. Tertiary (post-secondary education, Diploma, College, University) 

3. Post-graduate degree 

4. Doctorate 

5. Other   

 

Which of the following is closest to describing your current position in your organization?  

Please choose only one of the following: 

1. Chairman/Board Member 

2. Partner/Owner 

3. President/CEO/COO 

4. CFO/Controller/Treasurer 

5. Vice President/Assistant VP/Principal/Special Counsel 

6. Executive Vice President/Senior Vice President 

7. General Manager 

8. Director/Department Head 

9. Senior Manager/Senior Associate 

10. Mid-level Manager/Mid-level Associate 

11. Junior Manager/Junior Associate 

12. Assistant Director/Assistant Manager 

13. Account Manager/Account Director 

14. Supervisor 

15. Practitioner 

16. Consultant 

17. Accountant 

18. Adviser/Advisor 

19. Junior Executive 

20. Trainee 

21. Administrator 

22. Secretary 

23. Other   

  

PLEASE select which religious belief you affiliate yourself with. 

(optional) 

Please choose only one of the following: 

1. Buddhism 

2. Catholicism 

3. Christianity 

4. Confucianism 

5. Hinduism 
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6. Islam 

7. Judaism 

8. No Religion 

9. Other   

 

How important would you say the above religious belief or choice is to you? 

(optional) 

Please choose only one of the following: 

1. Not important 

2. A little important 

3. Somewhat important 

4. Very important 

5. Crucially important 

 

How long have you have worked for your current employer? 

Please choose only one of the following: 

1. Less than six months 

2. Six months to less than one year 

3. One year to less than two years 

4. Two years to less than five years 

5. Five years to less than 10 years 

6. Ten years to less than 20 years 

7. 20 years or more 

 

Finally, please tick which office you are from below: 

Please choose only one of the following: 

1. Hong Kong 

2. Beijing 

3. Shanghai 

4. Ho Chi Minh City 

5. Hanoi 

6. Other   

 

Q28 

And finally, before clicking the submit button below, please tell me if you would like to go into your 

office draw to win the iPhone? 

Please choose only one of the following: 

1. Yes 

2. No 

 

Q29 

If yes, please enter your e-mail so I can contact you if you win the iPhone: 

  

Q30 

It is possible that as part of this PhD research project, I may need to follow-up later with a few 

brief face-to-face interviews to further examine some of the overall responses. This may happen at a 

later date. Again, your answers will not be identified to your organization and will be only disclosed 

as a group response. If you are willing to participate in follow-up research related to this study, 

please type your email below. Thank you. 

 

Your opinion is extremely valuable to research in this area. If you have any questions regarding the 

survey, or the iPhone lottery draw, please do not hesitate to contact me 

at munro.coms@gmail.com or virginia.munro@griffithuni.edu.au 

  

Submit your survey. Thank you for completing this survey. 

 

Copyright © Virginia Munro (2014) 

 

 

mailto:munro.coms@gmail.com?subject=CSR%20Survey
mailto:virginia.munro@griffithuni.edu.au
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APPENDIX 2:  Question Items 

 

Variable Question Item 

PCSR  

Q1_COMMU My organization gives back to the communities in which it does business     

Q1_NPOS Local nonprofits benefit from my organization’s contributions     

Q1_CONTR My organization integrates charitable contributions into its business activities     

Q1_CGIVE My organization is involved in corporate giving     

Q1_PORTN My organization is committed to using a portion of its profits to help nonprofits 

ICSR  

Q3_ICOMS It's important to me that organizations help out the communities where they operate  

Q3_CARES I'm the type of person that cares deeply about organizations being socially responsible   

Q3_PLACE I feel that organizations need to make the world a better place   

SI-I  

Q12_COMPL When someone praises our 'social and community' activities it feels like a personal 

compliment 

Q12_ATACH I feel attached to our 'social and community' activities  

Q12_IDENT I identify with our 'social and community' activities 

Q12_FEELS It feels good to be of service to our 'social and community' activities  

Q12_CRITI When someone criticizes our 'social and community activities', I take it personally  

SI-E  

Q13_INVOL I really get involved in our 'social and community' activities  

Q13_TRACK Sometimes I am so into our 'social and community' activities, I lose track of time  

Q13_ENGAG I am highly engaged in our 'social and community' activities program  

OC  

Q6_PROUD I feel proud to tell people who I work for 

Q6_LOYAL I feel loyal to my organization 

Q6_SHARE I share the values of my organization    

VCSR  

Q16_HELPO I feel it is important to help others  

Q16_CONCR I am concerned about those less fortunate than myself  

Q16_COMP I feel compassion toward people in need 

Q16_CANDO I can do something for a cause that is important to me. 

Q16_GROUP I am genuinely concerned about the particular group I am serving 

Above variables are: Perceived CSR (PCSR), Importance of CSR (ICSR), Values of CSR (VCSR), 

SI-Identification (SI-I), SI-Engagement (SI-E), Organizational Commitment (OC).  
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APPENDIX 3:  Social Initiatives for Law Organizations 

 

Indonesian SI Law Activities Australian SI Law Activities Vietnam SI Law Activities 

Employee participation in Ad-hoc Clothes Drive Employee clothing drives Staff mentoring and teaching legal skills to students 

Employee/Firm donation to natural disasters 

(locally) 
Employee blood banks 

Staff participation in the Terry Fox Run to raise funds for 

cancer patients in Vietnam 

 

Employee/Firm donation to natural disasters 

(globally) 
Employee seasonal gift drives 

Staff participation in the Annual Saigon Cyclo Challenge to 

raise funds for impoverished children’s education 

 
Providing training workshops for University 

students 

Mentoring high school students at risk of 

disengaging from school/learning 

Firm donation to the Terry Fox Run to raise funds for cancer 

patients in Vietnam 

 

Firm donation of money to Street Children 
Exchange letters with school students from 

remote areas to promote literacy and reading 

Firm donation to the Annual Saigon Cyclo Challenge to   

raise funds for impoverished children’s education 

Firm donation of money to the Children’s Blind 

Society 
Firm donations to various charities and causes 

Firm donation to the BBGV Charity Fun Run to raise funds 

for charities and nonprofit organization 

Firm donation of money to support Orphanages 
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APPENDIX 4:  Social Initiatives for Hotel Organizations 

 

Indonesian SI Hotel Activities Australian SI Hotel Activities Vietnam SI Hotel Activities 

Employees spend a day planting trees in areas of 

Jakarta for Hotel Group Initiative 

Employee cash & community donations to Mission 

Australia for various charities 
Employees plant trees for Hotel Group Initiative 

Employees teach English to children (at ATFAC 

English classes) 

Employees planting trees in local communities for 

Hotel Group Initiative  
Employees donate blood once a year 

Employee training on child sexual exploitation and 

raising awareness amongst guests 

Funding a training/mentoring programme for 

Indigenous Australians to learn skills for Hotel 

employment 

Employees raise money for Smile Group through 

various activities 

Employees donate blood 

Funding a training/mentoring programme for 

immigrants to Australia to learn skills for Hotel 

employment 

Employees participate in charity walks (e.g. Terry Fox 

for cancer awareness) 

Employee assist voluntarily with English teaching at 

Hotel Group foundation 

Funding a training programme for experienced 

workers (55 years plus) to learn skills for Hotel 

employment 

Hotel donates savings from linen to plant trees on 

behalf of guests  

Water saving & energy on behalf of Hotel Group 

Initiative 

Funding a Female General Manager Leadership 

programme 
Hotel participates in Earth Hour 

Hotel provides funding to ATFAC (A Tree For A 

Child) activities, through hotel guests not washing 

towels and/or linen 

Hotel participates in awareness program for prevention 

of Child Sex Tourism 

Hotel guests donate money to Smile Group through 

envelopes and donation box 
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Hotel provides lunch boxes for children at ATFAC, in 

a poor area of Jakarta (i.e. Cipinang) 
 

Hotel provides free employee health and medical 

checks 

Hotel supports charities such as e.g. cancer awareness, 

HIV 
 

Hotel donates accommodation to various charity 

groups (e.g. Operation Smile) 

Hotel gives donation to orphanage and foundation e.g. 

old hotel uniforms, old TVs 
 

Hotel participates in awareness program for 

prevention of Child Sex Tourism)* 

Hotel participates in awareness program for 

prevention of Child Sex Tourism 
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APPENDIX 5:  Overall Normal Distribution, Skewness and Kurtosis  

 

 

 

 

 

 

 

 

 

Above variables are: Perceived CSR (PCSR), Importance of CSR (ICSR), Values of CSR (VCSR), 

SI-Identification (SI-I), SI-Engagement (SI-E), Organizational Commitment (OC).  

 

Variable 
N Mean Std. Deviation Skewness Kurtosis 

Statistic Statistic Statistic Statistic Std. Error Statistic Std. Error 

PCSR 885 5.4330 1.02859 -.917 .082 .882 .164 

ICSR 885 6.0486 .77918 -.950 .082 1.004 .164 

VCSR 885 6.0377 .75961 -.940 .082 1.265 .164 

SI_I 885 5.5465 .91384 -.725 .082 .327 .164 

SI_E 885 4.6942 1.25791 -.411 .082 -.301 .164 

OC 885 5.9217 .91994 -1.093 .082 1.494 .164 

Valid N  885 
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APPENDIX 6:  Normal Distribution, Skewness and Kurtosis for Each 

Country  

 

Variable 

COUNTRY 

AUSTRALIA INDONESIA VIETNAM 

PCSR N 341 287 257 

Mean 5.5789 5.2265 5.4700 

Std. Deviation .92978 1.21327 .88499 

Skewness -.800 -.890 -.571 

Kurtosis 1.205 .201 -.245 

ICSR N 341 287 257 

Mean 6.0870 6.1231 5.9144 

Std. Deviation .82323 .69151 .79742 

Skewness -.924 -.970 -.949 

Kurtosis .699 1.290 1.068 

VCSR N 341 287 257 

Mean 6.2512 5.9710 5.8288 

Std. Deviation .63845 .75746 .83702 

Skewness -.724 -1.003 -.808 

Kurtosis .810 1.547 .589 

SI_I N 341 287 257 

Mean 5.4868 5.4669 5.7147 

Std. Deviation .96723 .90172 .83221 

Skewness -.702 -.514 -.983 

Kurtosis .406 -.464 1.384 

SI_E N 341 287 257 

Mean 4.3196 4.6864 5.1997 

Std. Deviation 1.27743 1.29430 .99078 

Skewness -.151 -.381 -.575 

Kurtosis -.438 -.465 .616 

OC N 341 287 257 

Mean 6.0283 5.7909 5.9261 

Std. Deviation .96956 .86930 .89179 

Skewness -1.034 -1.009 -1.464 

Kurtosis .563 1.714 3.361 

Valid N (listwise) N 341 287 257 

 

Above variables are: Perceived CSR (PCSR), Importance of CSR (ICSR), Values of CSR (VCSR), 

SI-Identification (SI-I), SI-Engagement (SI-E), Organizational Commitment (OC).  
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APPENDIX 7:  F Ratio and Degrees of Freedom For Analysis of 

Variance Across Countries 

 

Variable 
Sum of Squares df 

Mean 

Square F Sig. 

PCSR Between Groups 19.851 2 9.925 9.563 .000 

Within Groups 915.426 882 1.038 
  

Total 935.277 884 
   

ICSR Between Groups 6.725 2 3.362 5.596 .004 

Within Groups 529.964 882 .601 
  

Total 536.689 884 
   

OC Between Groups 8.790 2 4.395 5.243 .005 

Within Groups 739.333 882 .838 
  

Total 748.124 884 
   

SI-E Between Groups 113.538 2 56.769 38.958 .000 

Within Groups 1285.238 882 1.457 
  

Total 1398.775 884 
   

VCSR Between Groups 28.041 2 14.020 25.654 .000 

Within Groups 482.037 882 .547 
  

Total 510.078 884 
   

SI-I Between Groups 10.301 2 5.150 6.241 .002 

Within Groups 727.923 882 .825 
  

Total 738.224 884 
   

df = degrees of freedom, F = F ratio, Significance = p > 0.05. 

Above variables are: Perceived CSR (PCSR), Importance of CSR (ICSR), Values of CSR (VCSR), 

SI-Identification (SI-I), SI-Engagement (SI-E), Organizational Commitment (OC).  
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APPENDIX 8:  Demographic Statistics for Australia, Indonesia and Vietnam  

 

  

 

COUNTRY 

 

 

 

Variable Total = 885 AUSTRALIA = 341 INDONESIA = 287 VIETNAM = 257 

Gender *(0.05) Frequency Valid % Frequency 
Valid 

% 
Frequency Valid % Frequency 

Valid 

% 

Female 495 55.9% 213 62.5% 143 49.8% 139 54.1% 

Male 390 44.1% 128 37.5% 144 50.2% 118 45.9% 

Total N=885 100% N=341 100% N=287 100% N=257 100% 

Age **(0.000) Frequency Valid % Frequency 
Valid 

% 
Frequency Valid % Frequency 

Valid 

% 

Under 21 5 0.6% 5 1.5% 0 0.0% 0 0.0% 

21 to 29 379 42.8% 113 33.1% 120 41.8% 146 56.8% 

30 to 39 309 34.9% 122 35.8% 105 36.6% 82 31.9% 

40 to 49 139 15.7% 66 19.4% 48 16.7% 25 9.7% 

50 to 59 44 5.0% 28 8.2% 12 4.2% 4 1.6% 

60+ 9 1.0% 7 2.1% 2 0.7% 0 0.0% 

Total N=885 100% N=341 100% N=287 100% N=257 100% 

Education **(0.000) Frequency Valid % Frequency Valid Frequency Valid % Frequency Valid 
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% % 

Other 1 0.1% 1 0.3% 0 0.0% 0 0.0% 

Secondary School (or 

less) 
157 17.8% 40 11.7% 53 18.5% 64 24.9% 

Tertiary       (post-

secondary education, 

Diploma, College, 

University) 

598 67.6% 221 64.8% 207 72.1% 170 66.1% 

Post-graduate degree 127 14.4% 78 22.9% 27 9.4% 22 8.6% 

Doctorate 2 0.2% 1 0.3% 0 0.0% 1 0.4% 

Total N=885 100% N=341 100% N=287 100% N=257 100% 

 

Job Tenure **(0.000) 
Frequency Valid % Frequency 

Valid 

% 
Frequency Valid % Frequency 

Valid 

% 

< six months 85 9.6% 36 10.6% 24 8.4% 25 9.7% 

Six months < one year 105 11.9% 33 9.7% 34 11.8% 38 14.8% 

One year < two years 206 23.3% 45 13.2% 60 20.9% 101 39.3% 

Two years < five years 241 27.2% 87 25.5% 82 28.6% 72 28.0% 

Five years < 10 years 130 14.7% 67 19.6% 48 16.7% 15 5.8% 

Ten years < 20 years 78 8.8% 50 14.7% 24 8.4% 4 1.6% 

20 years + 40 4.5% 23 6.7% 15 5.2% 2 0.8% 

Total N=885 100% N=341 100% N=287 100% N=257 100% 

Religion **(0.000) Frequency Valid % Frequency 
Valid 

% 
Frequency Valid % Frequency 

Valid 

% 

Other 19 2.1% 12 3.5% 0 0.0% 7 2.7% 
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Buddhism 155 17.5% 17 5.0% 13 4.5% 125 48.6% 

Catholicism 165 18.6% 77 22.6% 41 14.3% 47 18.3% 

Christianity 160 18.1% 93 27.3% 63 22.0% 4 1.6% 

Confucianism 1 0.1% 0 0.0% 1 0.3% 0 0.0% 

Hinduism 13 1.5% 12 3.5% 0 0.0% 1 0.4% 

Islam 173 19.5% 4 1.2% 168 58.5% 1 0.4% 

Judaism 3 0.3% 3 0.9% 0 0.0% 0 0.0% 

No Religion 174 19.7% 112 32.8% 0 0.0% 62 24.1% 

No answer 22 2.5% 11 3.2% 1 0.3% 10 3.9% 

Total N=885 100% N=341 100% N=287 100% N=257 100% 

Importance of Religious 

Belief **(0.000) 
Frequency Valid % Frequency 

Valid 

% 
Frequency Valid % Frequency 

Valid 

% 

Not important 190 21.5% 92 27.0% 18 6.3% 80 31.1% 

A little important 89 10.1% 48 14.1% 11 3.8% 30 11.7% 

Somewhat important 174 19.7% 76 22.3% 40 13.9% 58 22.6% 

Very important 311 35.1% 74 21.7% 178 62.0% 59 23.0% 

Crucially important 79 8.9% 31 9.1% 28 9.8% 20 7.8% 

No answer 42 4.7% 20 5.9% 12 4.2% 10 3.9% 

Total N=885 100% N=341 100% N=287 100% N=257 100% 

** Sig at the p<0.001 level. * Sig at the p<0.05 level 
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APPENDIX 9:  Analysis of Variance Between Countries and Sectors 

 

Variable              

 COUNTRY  

 

 

 

SUMMARY 

Developed Developing 

AUSTRALIA INDONESIA VIETNAM 

Hotel 

N = 186 

Lawyer 

N =155 

Hotel 

N = 148 

Lawyer 

N = 139 

Hotel 

N = 206 

Lawyer 

N = 51 

PCSR Mean 5.49 
5.69 5.79 4.63 5.53 5.22 

Significant differences exist between all groups except: 

Aus L & Ind H 

ICSR Mean  6.08 6.09 6.11 6.13 5.91 5.93 No significant differences exist between all groups 

VCSR Mean  

6.21 
6.30 5.97 5.97 5.83 5.84 

There are a total of 14 non-significant and 16 significant 

differences between all groups 

SI-I Mean 5.58 
5.38 5.78 5.13 5.71 5.74 

There are a total of 18 non-significant and 12 significant 

differences between all groups. 

SI-E Mean 4.51 
4.08 5.23 4.09 5.26 4.90 

There are a Total of 10 non-significant and 19 

significant differences between all groups. 

OC Mean 6.23 
5.79 5.92 5.66 5.89 6.07 

There are a Total of 22 non-significant and 8 significant 

differences between all groups. 

p < 0.001***, p < 0.01**, p < 0.05* 

Above variables are: Perceived CSR (PCSR), Importance of CSR (ICSR), Values of CSR (VCSR), SI-Identification (SI-I), SI-Engagement (SI-E), Organizational 

Commitment (OC).  

 

The results of post-hoc testing using Analysis of Variance (ANOVA), examined the variables across the three countries and sectors revealed various 

differences between country groups. The results are summarized below. Examination of scale averages by country indicates the following: 

1. Hotels are higher in PCSR for Indonesia (p < 0.05) and Vietnam (not significant) compared to Australia  
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2. Law is higher in PCSR for Australia (p < 0.001) and Vietnam (p < 0.01) compared to Indonesia  

3. Hotels are higher in ICSR for both Indonesia (not significant) and Australia (not significant) compared to Vietnam  

4. Law is higher in ICSR for both Indonesia (not significant) and Australia (not significant) compared to Vietnam  

5. Hotels are higher in VCSR for both Australia (p < 0.001) and Indonesia (not significant) compared to Vietnam  

6. Law is higher in VCSR for both Australia (p < 0.01) and Indonesia (p < 0.01) compared to Vietnam  

7. Hotels are higher in SI-I for both Indonesia (not significant) and Vietnam (not significant) compared to Australia  

8. Law is higher in SI-I for both Vietnam (p = 0.01) and Australia (not significant) compared to Indonesia  

9. Hotels are higher in SI-E for both Vietnam (p = 0.001) and Indonesia (not significant) compared to Australia  

10. Law is higher in SI-E for both Vietnam (p = 0.001) and Indonesia (not significant) compared to Australia  

11. Hotels are higher in OC for both Australia (p = 0.01) and Indonesia (not significant) compared to Vietnam  

12. Law is higher in OC for both Vietnam (not significant) and Australia (not significant) compared to Indonesia  
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APPENDIX 10:  Ethical Clearance 

 

 

 

ETHICAL CLEARANCE CERTIFICATE 

 

 

.2015-03-20This certificate generated on  

This certificate confirms that protocol 'NR: CSR in Emerging Markets' (GU Protocol Number 

cs MKT/17/14/HREC) has ethical clearance from the Griffith University Human Research Ethi

Committee (HREC) and has been issued with authorisation to be commenced. 

.2019-06-29to  2014-08-05The ethical clearance for this protocol runs from  

The named members of the research team for this protocol are: 

Ms Virginia Munro 

iDr Denni Arl  

Thiele-Prof Sharyn Rundle   

sent correspondence that lists the standard conditions of  The research team has been

clearance that apply to Griffith University protocols. ethical  

hical Conduct on Research National Statement on EtThe HREC is established in accordance with the 

The operation of this Committee is outlined in the HREC Standard Operating  Involving Humans.

Procedure, which is available from www.gu.edu.au/or/ethics. 

this matter. Please do not hesitate to contact me if you have any further queries about  

  

  

  

Rick Williams 

Manager, Research Ethics 

Office for Research 

Nathan Campus 0.15Room  54N Bray Centre,  

Griffith University 

4375 3735 07Phone:  

57994 373 07Facsimile:  

Email: rick.williams@griffith.edu.au 

 

 

 




