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Although there is much research on the relationships of corporate social responsibility

and employee-related outcomes, a systematic and quantitative integration of research

findings is needed to substantiate and broaden our knowledge. A meta-analysis allows

the comparison of the relations of different types of CSR on several different outcomes,

for example to learn what type of CSR is most important to employees. From a

theoretical perspective, social identity theory is the most prominent theoretical approach

in CSR research, so we aim to investigate identification as a mediator of the relationship

between CSR and employee-related outcomes in a meta-analytical mediation model.

This meta-analysis synthesizes research findings on the relationship between employees’

perception of CSR (people, planet, and profit) and employee-related outcomes

(identification, engagement, organizational attractiveness, turnover (intentions), OCB,

commitment, and job satisfaction), thereby distinguishing attitudes and behavior. A total

of 143 studies (N = 89,396) were included in the meta-analysis which was conducted

according to the methods by Schmidt and Hunter (except of the meta-analytical

structural equation model). Mean effect sizes for the relationship between CSR and

employee-related attitudes and behaviors were medium-sized to large. For attitudes, the

relationships were stronger than for behavior. For specific types of CSR, average effect

sizes were large. Identification mediated the relation between CSR and commitment,

job satisfaction, and OCB, respectively. Based on our results, we give recommendations

concerning the design of CSR initiatives in a way that benefits employees.

Keywords: commitment, job satisfaction, meta-analysis, organizational citizenship behavior, corporate social

responsibility, identification

INTRODUCTION

Corporate social responsibility (CSR) initiatives are already well-established in companies
worldwide (KPMG International, 2015). CSR is not only contributing to the welfare of our society,
but is also associated with financial performance (Orlitzky et al., 2003), a good company reputation
(Aguinis and Glavas, 2012), influences consumers’ buying decisions (Fatma and Rahman, 2015) as
well as customer commitment (Ahmed et al., 2020) and is evaluated positively by employees (Rupp
and Mallory, 2015). Micro-CSR, which is the psychological study of how CSR affects individuals,
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often-times specifically employees (Rupp and Mallory, 2015),
gains more and more attention and is strongly demanded in
research (Aguinis and Glavas, 2012; Rupp and Mallory, 2015;
Gond et al., 2017).

In micro-CSR research, it is already well-known from
literature reviews that CSR is positively associated with
engagement, job satisfaction, commitment, and organizational
citizenship behaviors (OCB), and negatively related to turnover
intentions and actual turnover (e.g., Rupp and Mallory, 2015;
Glavas, 2016; De Roeck and Maon, 2018).

However, some questions remain unanswered. First, it is
unknown what types of CSR initiatives are most important to
employees—initiatives benefitting themselves, environmental
programs, or initiatives with a benefit for the society as a whole.
Some researchers argue that for employees, initiatives directed
toward themselves may be most important, others argue that
employees tend to value initiatives with a benefit for the society
as a whole (Farooq et al., 2017). A meta-analysis allows a
quantification of the relationships of different types of CSR and
employee-related outcomes. Second, it remains unknown which
employee-related outcomes are most important to employees.
This is relevant for practice, as companies may adjust their
communication strategy of CSR to their employees to increase,
e.g., commitment. We investigate the relationship of CSR
and identification, engagement, commitment, job satisfaction,
attractiveness to potential employees, turnover (turnover
intentions and actual turnover), and organizational citizenship
behavior as employee-related outcomes. These constructs are
derived from Aguinis and Glavas’ (2012) comprehensive review
on an analysis of CSR on the organizational, institutional, and
individual level. Third, reported correlations vary in size, for
example for commitment from r = −0.01 and r = 0.11 (Vitell
et al., 2010; Pérez et al., 2018) to r = 0.75 and r = 0.77 (Lee et al.,
2013; Vlachos et al., 2014). Using a meta-analysis, our knowledge
about the magnitude of relationship will gain in certainty.
Finally, the role of identification remains unclear. Social identity
theory (Ashforth and Mael, 1989), which is the most common
theoretical background in CSR research on the individual level
(Gond et al., 2017), suggests identification to explain how the
positive effect of CSR on employees unfolds, therefore, it should
be investigated as a mediator. In our meta-analysis, we determine
the magnitude of the relationship of CSR and identification, and
then test identification as a mediator of CSR and other employee-
related outcomes such as commitment and job satisfaction. The
main goal of this meta-analysis is to examine the relationship of
different foci of CSR and employee-related outcomes. Another
goal is to test identification as a mediator meta-analytically
according to social identity theory (Ashforth and Mael, 1989).

Corporate Social Responsibility
According to the triple bottom line of sustainability by
Elkington (1994) three domains have to be taken into account
simultaneously by an organization to be sustainable: people,
planet and profit. The triple bottom line has transferred to CSR
and is now widely used within the field (Aguinis, 2011; Swanson
andOrlitzky, 2017).We hypothesize that different types of CSR—
specifically CSR that focuses on people, the planet or profit—have

different impacts on employee-related attitudes and behaviors.
The term people, corresponds to a social focus of CSR, meaning
that CSR is aiming at improving the welfare of society (Bergmans,
2006). As we focus on employees, we distinguish between
people-employee (focus on an organization’s own employees) and
people-society (focus on society in general). Planet refers to a
focus on the natural environment, aiming for ecological quality
(Bergmans, 2006). Profit reflects an economic focus, adding value
to economic prosperity (Bergmans, 2006). The profit category
includes acting financially profitable, lowering costs and paying
taxes, but can also include corporate donations. There are also
alternative models and CSR concepts (Wartick and Cochran,
1985; Carroll, 1991; Wood, 1991; Turker, 2009; El Akremi et al.,
2018), which can be integrated into the triple bottom line.

Theoretical Background
Researchers rely on a variety of psychological theories to
explain the association of CSR and employee-related outcomes.
According to a review by Gond et al. (2017), social identity
theory was the most widely used theory to explain working
mechanisms of CSR on employee-related attitudes and
citizenship behaviors. Other theoretical frameworks build
upon fairness (Rupp et al., 2006) by regarding CSR as third-
party justice observations. Employees perceiving CSR witness
third parties—the beneficiaries of CSR—being treated fairly
and assume that the company would also treat them fairly.
Following similar assumptions, signaling theory explains how
job applicants perceive CSR as a signal how their future working
conditions in a company will be (Rynes, 1991). Others argue that
working for a socially responsible company makes work more
meaningful by contributing to the welfare of society (Aguinis
and Glavas, 2019). For an overview of theoretical frameworks,
see Rupp and Mallory’s review (2015).

To formulate a research question and derive hypotheses, we
rely on social identity theory because it is not only relevant for
one specific outcome but can also explain the relationships of
CSR and the other employee-related attitudes and citizenship
behavior under investigation. According to De Roeck and
Delobbe (2012), identification is a fundamental psychological
process explaining why CSR can change organizational
attitudes. Social identity theory (Tajfel and Turner, 1979)
proposes that people make self-definitions based on social
category memberships. For example, a basic social category
is gender or profession. Later, this theory has been applied
to the organizational context and this specific form of social
identification is organizational identification (Ashforth and
Mael, 1989). Moreover, people strive to identify with favorable
social categories which are able to enhance their self-esteem
(Tajfel, 1978; Hogg and Turner, 1985). A company’s engagement
in CSR is supposed to be a favorable and prestigious social
attribute (Peterson, 2004; Brammer et al., 2007; Turker, 2009).

Three factors determine the extent to which employees
develop a feeling of belongingness to their organization (Ashforth
andMael, 1989): distinctiveness, prestige, and salience of the out-
groups. Distinctiveness is the uniqueness of values and practices
of a group compared to other groups (Oakes and Turner, 1986),
prestige designates the company’s perceived prestige, and salience
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of out-groups increases the awareness of one’s in-group (Ashforth
and Mael, 1989). This means that employees’ identification with
their company increases if their CSR initiatives and programs are
distinct and prestigious. When employees become aware of other
companies’ engagement in CSR, this simultaneously increases the
awareness of CSR in their own company. De Roeck et al. found
that the mere presence of CSR, the fact that a company engages
in CSR, which means that employees not necessarily have to
participate in CSR, increases identification, mediated by prestige
(De Roeck et al., 2016).

Hypothesis 1: CSR is positively related to identification.

Apart from identification, social identity theory can also explain
the relationship between CSR and other attitudes such as
engagement which is characterized by a positive, fulfilling,
work-related state of mind that is characterized by vigor,
dedication and absorption (Schaufeli et al., 2006). Engaged
employees are energized and enthusiastic about their work.
Dedication is especially characterized by a strong involvement
in work and the experience of a sense of significance (Bakker
and Demerouti, 2008), elicited by distinct CSR initiatives and
programs. Distinctiveness and prestige of CSR initiatives lead
to a sense of significance, and, ultimately, engaged employees.
The relationship of CSR and engagement was investigated several
times (e.g., Gupta, 2017; Gao et al., 2018).

Hypothesis 2: CSR is positively related to engagement.

Concerning attractiveness to potential employees, which is an
applicant’s willingness to pursue jobs and to accept job offers
in an organization (Tsai and Yang, 2010), we hypothesize that
prospective employees strive for a membership in a socially
responsible company. This membership is supposed to enhance
their self-esteem (Smith and Langford, 2011). The prestige due
to the company’s engagement in CSR leads to the company being
perceived as attractive to potential employees. The relationship of
CSR and attractiveness was investigated several times (e.g., Kroh,
2014; Hong and Kim, 2017).

Hypothesis 3: CSR is positively related to attractiveness.

Actual turnover or turnover intentions are negatively related
to CSR; we hypothesize that incumbent employees appreciate
their companies’ CSR and are not willing to leave their socially
responsible employer. The negative relationship of CSR and
turnover intentions (e.g., Low et al., 2017; Wang et al., 2017)
or actual turnover (e.g., Bode et al., 2015; Ng et al., 2019) has
been reported several times, and identification mediated this
relationship (Lee et al., 2008; Wang et al., 2017; Islam et al.,
2018).

Hypothesis 4: CSR is negatively related to turnover (actual
turnover and turnover intentions).

Organizational commitment consists of three components (Allen
and Meyer, 1990; Meyer and Allen, 1997): Employees are
committed to their organization due to an emotional bond
(affective commitment), due to moral-ethical reasons (normative
commitment) or due to cost avoidance resulting from job

change (continuance commitment) (Meyer and Allen, 1991).
As social identity theory suggests, CSR is associated with
organizational identification. Therefore, self-esteem derived
from this membership will lead to an emotional bond
(affective commitment). Moreover, as the company makes social
investments, the employees may feel obliged to stay at the
company (normative commitment). The employees want to
retain this favorable group membership. The relationship of CSR
and commitment was investigated several times (e.g., Choi and
Yu, 2014), and identification mediated this relationship (e.g.,
Farooq et al., 2014; Islam et al., 2018).

Hypothesis 5: CSR is positively related to
organizational commitment.

Social identity theory also applies to job satisfaction which
is characterized by a pleasurable or positive emotional state
resulting from the appraisal of one’s job or job experiences
(Locke, 1976). The favorable characteristics of a company, e.g.,
CSR engagement, are associated with prestige and feelings of
pride. These feelings evoke job satisfaction (Ellemers et al., 2011).
The relationship of CSR and job satisfaction was investigated
several times (e.g., Lee et al., 2013; Song et al., 2015), and
identification mediated this relationship (e.g., Shin et al., 2016;
El Akremi et al., 2018).

Hypothesis 6: CSR is positively related to job satisfaction.

The processes underlying social identity theory not only relate to
organizational attitudes, but are also associated with behavioral
outcomes (Ashforth et al., 2008). When people categorize
themselves in terms of their membership of a company engaging
in CSR and identify with a socially responsible organization, they
are inclined to behave according to the values associated with
this group membership (Ellemers et al., 1999). CSR provides a
behavioral guideline in terms of citizenship behavior (Lin et al.,
2010) or the employees do not want to remain beneficiaries but
to contribute on their own by showing OCB (Hansen et al., 2011;
Chun et al., 2013). Identification mediated this relationship of
CSR and OCB (e.g., Newman et al., 2016; Shen and Benson, 2016;
Farooq et al., 2017).

Hypothesis 7: CSR is positively related to OCB.

The analysis of the relationships between CSR and employee-
related outcomes also allows to determine the magnitude of
these relationships.

Distinguishing Attitudes and Behavior
We distinguish between attitudes and behaviors (Gond et al.,
2017), as we hypothesize that CSR affects them differently. As
it is easier to influence attitudes than behavior (Ajzen et al.,
1980), we hypothesize that CSR is stronger when associated
with attitudes (identification, engagement, commitment, job
satisfaction, turnover intentions, and attractiveness) than
behavioral outcomes (OCB and actual turnover). In their review,
Ashforth et al. (2008) point out that identity behaviors are part
of the process of identification but are not at the core of their
model, where self-definitions and affect followed by beliefs are.

Frontiers in Psychology | www.frontiersin.org 3 July 2021 | Volume 12 | Article 607108

https://www.frontiersin.org/journals/psychology
https://www.frontiersin.org
https://www.frontiersin.org/journals/psychology#articles


Paruzel et al. Meta-Analysis: CSR and the Employee

FIGURE 1 | Overview of constructs under investigation.

Some studies report weaker relationships between CSR and OCB
than between CSR and commitment or job satisfaction (Evans
et al., 2011; Choi and Yu, 2014; Zhang et al., 2014).

Hypothesis 8: The relationship between CSR and employee-
related attitudes (identification, engagement, commitment,
job satisfaction, turnover intentions, and attractiveness)
is significantly stronger than the relationship between
CSR and employee-related behavioral outcomes (OCB and
actual turnover).

Distinguishing the Focus of CSR
We hypothesize that the CSR foci [e.g., people, planet and
profit according to Elkington (1994)] each have different impacts
on employee-related attitudes and citizenship behaviors. The
differential relationship of the particular CSR foci and employee-
related attitudes and citizenship behaviors is supported by
empirical data (Lin et al., 2010; Smith and Langford, 2011; Stites
and Michael, 2011). For example, research findings show that
the strength of the relationship between CSR and identification
depends on the focus of CSR (Farooq et al., 2017). CSR toward
the community as well as internal CSR (counted among people)
showed the highest correlation with identification, whereas CSR
toward the environment (counted among planet) correlated least.
We propose that initiatives with a focus on people are more
strongly related to all employee-related attitudes and citizenship
behaviors under investigation than CSR focusing planet and
profit, as these initiatives directly impact the employees in their
workplace (De Roeck and Maon, 2018).

Hypothesis 9: Specific foci of CSR (people, planet, profit) are
positively associated with employee-related outcomes. The
mean effect size varies depending on the CSR focus.

Figure 1 gives an overview of the constructs under investigation.

CSR and Social Identity Theory in
Organizations
Social identity theory in organizations serves as a theoretical
framework to explain the relationship between CSR and
identification, which, in turn, is associated with further outcomes
such as commitment, job satisfaction and OCB. As we are
interested in the magnitude of all relationships of CSR and

FIGURE 2 | Overview of meta-analytical mediation model.

the outcomes under investigation, we treated identification as
an outcome up to now to determine the magnitude of the
relationship of CSR and identification. Next, according to social
identity theory, we investigate identification as a mediator of the
relationship between CSR and the other outcomes. Therefore, we
formulate the following hypothesis:

Hypothesis 10: CSR and a) employee-related outcomes
(engagement, commitment, job satisfaction, attractiveness,
and OCB) are mediated by identification.

Figure 2 displays the meta-analytical mediation model.

METHOD

Inclusion Criteria
We defined several inclusion criteria for eligible studies. First,
CSR had to be measured on the individual level, for example
CSR perceptions. Second, at least one of the following criteria had
to be measured: organizational identification, work engagement,
attractiveness as a (prospective) employer, turnover (intentions),
OCB, organizational commitment or job satisfaction. Third, a
correlation between CSR and the employee-related outcome
had to be reported. Studies were also included if they
provided enough information to compute a correlation or
enabled transformation into a correlation, except of regression
coefficients (Roth et al., 2018). Fourth, participants had to be
employees or prospective employees, more precisely students
in their last academic years in their role as job seekers or
potential employees. In experimental studies, participants had
to be either employees or students. Studies were excluded if the
study population were customers. Our sample includes studies
from several countries and studies with various research designs.

Search Strategy
In order to identify potential studies to be included in the
meta-analysis, a computer-based search was conducted.
The following databases were scanned: PsycINFO, SSCI
and EconLit. The key words used were: corporate social
responsibility, social responsibility, socially responsible, corporate
responsibility, corporate responsible, CSR, philanthropy,
corporate charitable contributions, charitable contributions,
corporate citizenship, corporate conscience, corporate donations,
environmental performance, social performance, responsible
business, greenwashing, corporate sponsorship, identification,
engagement, attractiveness, organizational citizenship behavior,
OCB, organizational citizenship behavior, contextual performance,
prosocial organizational behavior, prosocial behavior, extra-role
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behavior, commitment, job satisfaction, work satisfaction, and
employee satisfaction, whereby we used two brackets to group the
key words related to CSR and the employee-related outcomes,
AND to link the two brackets and OR within the brackets.
The key words have been limited to the title or abstract and,
if possible, search results were limited to empirical studies
(PsycINFO). Unpublished studies were eligible and contained,
for example, dissertation theses (authors were contacted). Some
key words were initially included in the search term, but may
ultimately not be included in the analysis, because they turned
out to be irrelevant during the process (e.g., prosocial behavior
did not met the employee/work context criteria). After removing
duplicates, 3,398 studies remained for examination. Figure 3
contains a flow chart with details concerning inclusion and
exclusion of studies. The most studies were excluded because
they did not report CSR or the abbreviation was used otherwise
(customer service representative, chemical safety report, etc.).
Some publications reported same samples, so the older ones were
excluded (k = 2). If articles or required data were not available,
the authors were contacted. In most cases, unavailable articles
were dissertation theses and no author contact information was
given in the paper or on faculty homepages. The search was
terminated by the end of February 2019. In sum, 132 articles
comprising 143 effect sizes were included in the meta-analysis
resulting in a total sample size of N = 89,396.

Coding Procedures
General Coding Procedures
To validate the coding procedures, eligible studies were coded
by two independent coders applying a standardized coding
manual. The second coder, a subject matter expert, coded 20%
of randomly selected studies and intercoder agreement was
assessed. For continuous data, a two-way random single measure
intraclass correlation (ICC 2.1) was computed. The ICCs for the
variables year of publication, sample size, gender, age, culture,
effect size r and the reliabilities of the measurement of CSR and
the attitudes and citizenship behaviors ranged from 0.92 to 1.
Cohen’s kappa was computed for categorical data (Cohen, 1968):
study design, subject group, and CSR focus and outcomemeasure
and ranged from κ = 0.97 to κ = 1. Disagreements, as reflected by
the values of the consistency measures, were very rare and were
resolved by discussion.

To assess study quality and to judge its (potential) influences,
study design features were coded and investigated as moderators:
study design, publication status (published or not) and year
of publication.

Coding of Moderating Variables
In meta-analysis, all subsample analyses are statistically termed
moderator analysis. Following this rationale, distinguishing
different outcomes or distinguishing between attitudes and
behavior are moderator analyses, although they are not
conceptual moderators.

Employee-Related Attitudes and Citizenship Behaviors
We classified the employee-related attitudes and behaviors as
follows: identification, engagement, attractiveness to (potential)

employees, turnover intentions, commitment, job satisfaction
(attitudes) and OCB and actual turnover (behavior). Table A
(online supplement at https://osf.io/ztdhr/) contains detailed
information on the operationalization of all constructs for
each study included in the meta-analysis. Attractiveness was
measured by organizational attractiveness scales. Turnover was
measured by turnover intentions or actual turnover. For the
analysis of attitudes and behavior, actual turnover was included
in the category behavior, whereas turnover intentions were
included in the category attitudes. In critical cases, we made
our decisions based on the content of variables, not the labels:
When constructs were named similar to the ones we defined
(e.g., stakeholder-company identification), or items were self-
developed, we performed an in-depth examination of construct
definitions and items in the respective publication. For example,
job satisfaction may have been labeled as work satisfaction or
employee satisfaction, but all variables were measured using
the same pool of questionnaires. Some of the constructs under
investigation weremulti-dimensional. For example, the construct
engagement consists of the subdimensions dedication, vigor and
absorption. Some studies reported the one-dimensional higher-
order construct, and some reported all subdimensions of a
construct (lower-order components). In our analysis, we used
the higher-order-constructs.

Focus of CSR
As measurement of CSR can focus on different aspects of CSR,
the focus of the CSR measurement was registered by using the
following categories: people-society, people-employee, planet,
profit, general. This category system is based on Elkington’s
conceptualization named Triple Bottom Line (Elkington, 1994).
The category people, implied a social orientation of CSR. Because
employees are the focus of this meta-analysis, we differentiated
between a focus on a company’s own employees (people-
employee) and a focus on society in general (people-society).
People-society included the following exemplary terms: ethical,
discretionary, legal, philanthropic, CSR to government and CSR
to customers. Volunteerism programs were counted among the
people-employee category. If the focus of a people-focused CSR
measure was not clear, people-society was coded. Planet included
environmental aspects of CSR, whereas the category profit
included economic or financial aspects of CSR. The category
general was assigned if it focused on multiple aspects of CSR or
if no specific focus was identifiable. This categorization does not
contradict other authors’ CSR conceptualizations (Carroll, 1991;
Turker, 2009; El Akremi et al., 2018).

Study Design and Population Characteristics
Gender was coded by recording the percentage of males in the
study population (or computed from the percentage of women
or absolute frequencies). As the majority of research suggests
that there are cultural differences of CSR practices and the
perception of CSR (Küskü and Zarkada-Fraser, 2004; Dögl and
Holtbrügge, 2014; Farooq et al., 2017) and others argue that CSR
may be a universal phenomenon (Quazi and O’Brien, 2000), we
included culture among the population characteristics variables.
Culture was assessed by means of the individualism/collectivism
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FIGURE 3 | Primary study flow chart depicting numbers of excluded and included articles.

and masculinity/femininity dimensions of culture by Hofstede
(2001) which enabled to assign a score between 1 and 100 to
each country. These two dimensions are most widely used in
the context of CSR and culture (Smith et al., 2011; Hofman
and Newman, 2014). High scores indicate an individualistic or
masculine culture.

Study design was coded by recording if the study design was
a) predictive or concurrent and if b) the study was a survey
study, experimental or quasi-experimental study. If the predictor
and the criterion were measured simultaneously, the design was
concurrent. If there was a time lag between the assessment of
the predictor and criterion, the design was predictive. Moreover,
the status (published vs. unpublished) and year of publication
were recorded.

Statistical Methods
For this meta-analysis, we applied themeta-analytical methods of
Schmidt and Hunter (2015) and chose a random effects model,
because systematic effects of study-level influences are assumed
and moderating effects will be analyzed. Effect size metrics were
correlation coefficients. In order to compute the mean corrected

correlation coefficient ρ, effect sizes were weighted by sample size
and individually corrected for measurement artifacts, specifically
unreliability of the predictor and the criterion. A 95% confidence
interval (CI) was computed for the mean correlation ρ and
indicated the significance of ρ: the mean effect size is significant
if the confidence interval does not include zero.

If data were not reported in the primary studies, we
conducted transformations where possible. For example, if r
was not reported, we transformed Cohen’s d into r using a
formula correcting for unequal group sizes (Borenstein et al.,
2011). Standardized regression coefficients and standardized
coefficients obtained in SEM were not transformed, following
the recommendations by Roth et al. (2018). Instead, the authors
were contacted and asked if they would provide the required
correlations. If constructs were measured by means of single-
item-measures, a reliability of α = 0.70 was assigned (Wanous
and Hudy, 2001). If correlations were obtained from SEM or
confirmatory factor analysis (CFA), we coded the reliability as
α = 1, because these correlations already are corrected in terms of
measurement error. In unclear cases, such as if a study reported
a CFA but used regression to test hypotheses, we concluded
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that the CFA was only conducted to assess the factor structure
and quality of measurement instruments and did not adjust the
reliability. In even more unclear cases, we made conservative
decisions by assigning α = 1 to not overestimate effects. For
artifact correction, the artifact distribution method was used.
Several artifact distribution procedures are available. Using the
R package psychmeta, we chose an automatic selection of the
correction procedure based on the available artifacts and the
logical arguments provided to the function (Dahlke andWiernik,
2019). If studies reported more than one effect size, a composite
correlation and reliability was computed as recommended by
Schmidt andHunter to ensure independence of effect sizes (using
the Spearman Brown formula for composite reliabilities; 2015), in
line with other meta-analyses reporting strategies of averaging,
pooling or combining to composites, or reporting a total effect
across a set of dependent and/or independent variables (e.g.,
Riketta, 2002, 2008; Faragher et al., 2013; Klug and Maier, 2015;
Feitosa et al., 2020). For some subsample analyses, for example
the comparison of attitudes and behavior, several attitudes such
as job satisfaction and engagement were combined to ensure
independence of effect sizes, and analyzed separately thereafter
(subsample analysis outcome).

Heterogeneity was measured by means of the Q-statistic, the
credibility interval (CR), variance accounted for by artifacts (%
VE) and I². The Q-statistic assesses heterogeneity among the
effect sizes by computing the ratio of total observed variation
to the within-study error (Borenstein et al., 2011). A statistically
significant Q-value indicates heterogeneity. The 80% credibility
interval indicates heterogeneity (with wider intervals indicating
heterogeneity;Whitener, 1990). Koslowsky and Sagie (1993) offer
a rule of thumb and propose searching for moderating effects,
if this interval is broader than r = 0.11. Furthermore, the I²
statistic is reported which indicates the ratio of total variation
in study estimates that is due to heterogeneity (Higgins and
Thompson, 2002). I² ranges from 0 to 100% (Borenstein et al.,
2011) and the sample can be regarded as heterogeneous, if this
value exceeds 75%.

To investigate moderating effects, two strategies were applied:
subsample analysis and meta-regression. If the moderator of
interest was a categorical variable, the overall sample was divided
into subsamples, which were then analyzed separately. Analyses
were computed if subsamples contained at least three datasets.
A significant difference was then assessed by computing the
value Qbet. The total variance Q consists of within-study variance
(Qwith) and between-study variance (Qbet). The amount of
between-study variance and its statistical significance indicate
if the subsamples are statistically different from each other.
Further indices and procedures can serve for the interpretation
of the moderators (narrowing of the confidence intervals after
moderator analysis, increase in %VE and decrease in I²), but
we primarily used the Qbet-statistic to assess significance of the
moderator variable. If the moderator of interest was a continuous
variable, meta-regression (mixed-effects model) was applied
which is analogous to multiple regression (Cooper, 2010). Meta-
regression involves a regression of the correlations of the primary
studies onto the potential moderators, originally proposed by
(Glass, 1977).

Mediation was tested using meta-analytical structural
equation modeling, more specifically using the two-stage
structural equation modeling approach (TSSEM) (Cheung, 2015;
Jak, 2015). We pursued a conservative strategy and included
only studies that measure CSR, identification, and one of the
outcomes. In the first stage, the correlations of the correlation
matrix are pooled and then this pooled correlation matrix is used
for the structural equation model in stage 2. Only study level
variance is estimated for the correlation coefficients, because it
was not possible to estimate the full random effects covariance
matrix (e.g., Jak, 2015).

Studies must have reported the correlation between CSR and
identification and the correlation between identification and at
least another outcome (and all intercorrelations) to be included in
the TSSEM. Themodel fit is evaluated using the chi square model
of fit, Root Mean Squared Error or Approximation (RMSEA;
Steiger and Lind, 1980), and the Comparative Fit Index (CFI).

Publication bias was addressed by means of a trim-and-
fill funnel plot (Duval and Tweedie, 2000a,b), a leave-one-out-
analysis and Egger’s test (Egger et al., 1997). As the probability
of publication was higher for manuscripts with significant
than non-significant results, meta-analysis is prone to a bias
overestimating the mean effect size.

The software R (version 4.1.2) and the packages psychmeta
(main analysis, sensitivity analysis and cumulative meta-analysis;
Dahlke andWiernik, 2019), metafor (funnel plot and Egger’s test;
Viechtbauer, 2010), metaSEM (mediation; Cheung, 2015), and
rmeta (forest plot; Lumley, 2012) were used for the computations.

RESULTS

Characteristics of the Database
Asmentioned above, 132 articles comprising 143 effect sizes were
included in the meta-analysis. Table 1 gives an overview of the
database’s characteristics. With regard to gender and culture, the
sample of studies was nearly balanced.

Examination of Differential Influences of
CSR on Employee-Related Attitudes and
Citizenship Behaviors (Moderators)
In meta-analyses, the examination of variables that explain
the heterogeneity of the main effect are statistically termed
moderators. Technically, one effect size from each sample is
included in and is synthesized to an overall effect, but in this case,
an overall effect size would be misleading as this would require
to merge, e.g., attitudes and behavior. The subsample analyses
of the specific outcomes, attitudes and behaviors as well as the
CSR foci were statistically treated as moderator analyses. Not all
of these analyses are based on conceptual moderators, rather they
are termed moderators following the meta-analytical rationale.

Differential Influences of CSR on
Employee-Related Attitudes and
Citizenship Behavior
Following our research question, the primary aim of the
study was to investigate how strong the relationships between

Frontiers in Psychology | www.frontiersin.org 7 July 2021 | Volume 12 | Article 607108

https://www.frontiersin.org/journals/psychology
https://www.frontiersin.org
https://www.frontiersin.org/journals/psychology#articles


Paruzel et al. Meta-Analysis: CSR and the Employee

TABLE 1 | Study and population characteristics.

Study characteristics Population characteristics

k 143 Gender (% male) 53.34

N 89,396 [0; 100]

Sample sizes (range) 47 – 15,184 Mean age 33.94

Publication years 1999 – 2018 [21; 52]

Publication Number of studies Cultureb

Published

Unpublished

137

6

Individualism/collectivism 49.49

Study design [14; 91]

Predictivea 10 Masculinity/Fem. 51.09

Concurrent 133 [14; 70]

Study type Occupation Number of studies

Survey study 129 Employee 123

Experimental 13 Studentc 11

Quasi-experiment 1 Country

Outcomes Belgium 2

Identification 37 Canada 4

Engagement 11 China 14

OCB 31 France 1

Commitment 68 Germany 5

Job satisfaction 40 Greece 3

Attractiveness 25 India 4

Israel 2

Italy 1

Netherlands 2

Pakistan 9

Poland 2

Portugal 4

Singapore 3

South Africa 1

South Korea 16

Spain 3

Taiwan 4

Thailand 2

Turkey 6

UK 4

USA 17

Vietnam 1

Multinational 20

k, number of effect sizes; N, total number of participants, numbers in square brackets indicate ranges. amean time lag = 5.69 months b Individualism/Collectivism and

Masculinity/Femininity scores of Hofstede (2001) Culture Index (values between 1 and 100). High scores indicate an individualistic/masculine orientation. cstudents were only included

in the analysis of attractiveness.

(perceived) CSR and employee-related attitudes and citizenship
behaviors are. The examination of the average effect sizes
revealed differences as to the size of the mean corrected effect
size. The effect sizes were medium to large ranging from
ρ = 0.35 for attractiveness, followed by ρ = 0.41 for OCB and
ρ = 0.43 for turnover (intentions), ρ = 0.49 for identification,
ρ = 0.52 for job satisfaction and ρ = 0.58 for commitment to
ρ = 0.64 for engagement. With rare exceptions (e.g., Ong et al.,
2018), data on OCB was obtained from self-report measures.
The value of Qbet = 370.64 (p < 0.001) indicates that there

were differences concerning the outcomes (Table 2). As the
confidence intervals did not include zero, all correlations
were significantly different from zero. Hypotheses 1–7
are supported.

Relationships Between CSR and Attitudes
and Behavior
To investigate if there is a difference between attitudes and
behavior, we divided the database into two subsamples—studies
measuring attitudes and studies measuring behavioral outcomes.
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TABLE 2 | Subsample analyses for employee-related outcomes and CSR dimensions.

k N r SDr ρ SDρ 95% CI 80% CR Q I² (in %)

Outcome type (Qbet = 169.58***)

Attitude 130 86,125 0.51 0.14 0.58 0.15 0.56; 0.61 0.40; 0.77 633.27*** 79.63

Behavior 34 15,346 0.31 0.17 0.35 0.18 0.29; 0.42 0.12; 0.59 366.98*** 91.01

Outcomes: employee attitudes and citizenship behaviors (Qbet = 370.64***)

Identificationa 37 10,456 0.43 0.13 0.49 0.13 0.44; 0.54 0.33; 0.65 200.24*** 82.02

Engagement 11 32,554 0.57 0.14 0.64 0.15 0.54; 0.73 0.45; 0.83 104.28*** 90.41

OCB 31 10,157 0.36 0.18 0.41 0.20 0.34; 0.48 0.16; 0.66 372.62*** 91.95

Commitment 68 33,965 0.51 0.13 0.58 0.13 0.54; 0.61 0.42; 0.74 254.80*** 73.71

Job satisfaction 40 29,297 0.46 0.15 0.52 0.15 0.47; 0.57 0.32; 0.71 253.36*** 84.61

Attractiveness 10 1,582 0.38 0.24 0.43 0.26 0.26; 0.59 0.10; 0.75 104.41*** 91.38

Turnover 15 10,865 −0.31 0.09 −0.35 0.09 −0.30; −0.40 −0.24; −0.46 67.93*** 79.39

CSR focus (Qbet = 301.59***)

People-society 50 39,854 0.46 0.11 0.51 0.11 0.48; 0.55 0.38; 0.65 181.67*** 73.03

People-employee 32 11,393 0.43 0.17 0.49 0.17 0.42; 0.55 0.27; 0.71 269.60*** 88.50

Planet 15 5,270 0.37 0.15 0.41 0.15 0.33; 0.50 0.22; 0.61 130.70*** 89.29

Profit 14 3,568 0.43 0.17 0.48 0.17 0.39; 0.58 0.27; 0.70 61.37*** 78.82

General 103 53,164 0.54 0.17 0.61 0.18 0.57; 0.64 0.38; 0.83 783.35*** 86.98

k, number of data sets; N, total sample size; r, mean uncorrected correlation weighted for sample size; SDr , standard deviation of r; ρ, mean corrected correlation weighted for sample

size and corrected for artifacts due to measurement error; SDρ, standard deviation of ρ; 95% CI, 95% Confidence Interval; 80% CR, 80% Credibility Interval; %VE, percentage of

variance accounted for by artifacts; Q, test of homogeneity of effect sizes; I², measure of inconsistency across study findings. aTo assess the magnitude of the relation between CSR

and identification, we list identification here among the outcomes; later, identification is investigated as a mediator (H4). Turnover, actual turnover and turnover intentions.

*** p < 0.001.

The effect size for the relationship between CSR and attitudes is
ρ = 0.58, and for behavior ρ = 0.35 (Table 2). This difference
was statistically significant (Qbet = 169.58∗∗∗), so hypothesis 8
was supported, which stated that the relationship between CSR
and attitudes is stronger than the relationship between CSR and
behavioral outcomes.

Differential Influence of CSR Focus
Separate analysis of the CSR focus showed that there are
differences in the relationship between the particular focus
and employee-related attitudes and citizenship behaviors
(Qbet = 301.59, p < 0.001). For general, which combines all
different types of CSR, we obtained the largest effect size:
ρ = 0.61. Next, we analyzed the specific foci. For people-society,
we obtained the largest effect sizes of ρ = 0.51. The effect sizes
for the other foci ranged from ρ = 0.41 to ρ = 0.49 (Table 2).
Hypothesis 9 was supported: The Q-statistic was significant.
In Figure 4, effect sizes are displayed visually by means of a
forest plot.

Identification as a Mediator of the Relation
Between CSR and Employee-Related
Attitudes and Behaviors
Based on a subsample of studies reporting the correlations
between CSR and identification (path A), identification and any
other outcome (path B) and CSR and the outcome (path C), we
specified a meta-analytical structural equation model to test if
identification mediated the relationship between CSR and other
employee-related attitudes and behavior. The database contained
sufficient correlations to investigate commitment (k = 7), job
satisfaction (k = 7) and OCB (k = 10) as outcomes in a single

FIGURE 4 | Forest plot displaying effect sizes in relation to the average effect

size. Outcomes and CSR dimensions, r, mean corrected effect size; k, number

of studies.

model accounting for intercorrelations between all variables
under investigation (k= 19, N = 5,233).

Figure 5 displays the results of the meta-analytical structural
equation model (X² = 78.40, p = < 0.001, df = 6, CFI = 0.92,
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FIGURE 5 | Meta-analytical structural equation model for the relationships between CSR, identification, and commitment, job satisfaction and OCB as

employee-related attitudes and behavior.

RMSEA = 0.048). RMSEA and CFI indicate a good model
fit, whereas the significant X² value does not. In this model,
correlations were not corrected for unreliability; the path
coefficients are not interpreted the same way as the preceding
analyses; the main goal of this analysis is to test mediation by
analyzing the indirect effects. In this model, we specified not only
the paths from CSR to identification, and from identification to
commitment, job satisfaction, and OCB, but also specified direct
effect from CSR to commitment, job satisfaction, and OCB, as
well as the indirect effects.

All path coefficients were significant. The indirect effect for the
relation between CSR and commitment was significant, as it did
not contain zero (indirect effect= 0.19, 95%CI [0.12; 0.26], direct
effect = 0.63, 95% CI [0.44; 0.81]). The indirect effects for the
relations between CSR and job satisfaction (indirect effect= 0.13,
95% CI [0.08; 0.18], direct effect = 0.56, 95% CI [0.42; 0.70])
and OCB (indirect effect = 0.11, 95% CI [0.05; 0.18], direct
effect = 0.27, 95% CI [0.15; 0.40]) were statistically significant
as well.

Hypothesis 10 is supported for commitment, job satisfaction,
and OCB, as identification mediated the relations between CSR
and commitment, job satisfaction, and OCB, respectively. There
was no sufficient data to investigate the other outcomes.

Further Analyses
Population Characteristics
Moderating effects of the variable gender and age were
tested by means of meta-regression. Gender moderated the
relationship between CSR and employee-related attitudes and
citizenship behaviors, age did not (Table 3). Concerning culture,
only masculinity/feminity moderated the relationship between
CSR and employee-related attitudes and citizenship behaviors
(Table 3), with larger effect sizes in masculine cultures.

Study Design Characteristics
Study design (predictive vs. concurrent and survey vs.
experiment) had a moderating influence on the relationship
between CSR and employee-related attitudes and citizenship
behaviors (Table 4). Subsamples using concurrent designs

resulted in a larger mean effect size than subsamples using
predictive designs. Using survey study designs, larger effect sizes
were obtained compared to experimental studies (Table 5).

Status of publication moderated the relationship between
CSR and employee-related attitudes and citizenship behaviors.
Unpublished studies reported larger correlations than published
studies (Table 4). Results of meta-regression showed that the year
of publication did not moderate this relationship (Table 3).

Sensitivity Analysis
We conducted a sensitivity analysis, more specifically a leave-
one-out sensitivity analysis to identify if the findings are driven
by a single study, for example studies with large sample sizes.
Iteratively, one study at a time is removed to assess the impact of
each study on the aggregated effect size. The plots are available
in the online supplementary material. One study with a large
sample size (N = 15,184; Glavas, 2016) had little impact on the
aggregated effect size, but it was relatively small (leaving this
study out would lower the aggregated effect size by 0.035), so that
we decided to keep this study in the database. In summary, the
findings are not perfectly robust, yet reasonably robust.

Assessment of Publication Bias
Schmidt and Hunter (2015) suggest combining the trim and
fill funnel plot method and cumulative meta-analysis to assess
publication bias, and the application of a third method
would substantiate the conclusions concerning publication bias
(Schmidt and Hunter, 2015). We followed this rationale by
using trim and fill funnel plots, cumulative meta-analysis, and
Egger’s test.

Publication bias was assessed by means of a trim and fill
funnel plot (Duval and Tweedie, 2000a,b) which is presented in
Figure 6. Visual examination revealed that there is no evidence
of the existence of publication bias. Moreover, we conducted a
cumulative meta-analysis, which means that studies are added to
the analysis one by one, starting with the study with the largest
sample size. If the mean effect size becomes smaller when adding
the studies with smaller sample sizes, this is an indication for the
lack of publication bias (McDaniel, 1990; Borenstein et al., 2011),
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TABLE 3 | Metaregression (test of continuous moderators).

Estimate SE z p 95% CI

Intercept 21.069 16.50 1.277 0.200 −11.27; 54.40

Age 0.004 0.004 1.009 0.313 −0.004; 0.011

Gender 0.003 0.001 2.313 0.021 0.001; 0.006

Publication year −0.011 0.008 −1.281 0.200 −0.027; 0.006

Culture (Individ.) −0.000 0.001 −0.322 0.748 −0.003; 0.002

Culture (Masc.) 0.006 0.003 2.176 0.030 0.001; 0.012

Q (df = 5) = 12.65, p = 0.03, k = 64.

TABLE 4 | Subsample analyses for study and population characteristics.

k N r SDr ρ SDρ 95% CI 80% CR Q I² (in %)

Study design (Qbet = 18.80***)

Predictive 10 6,348 0.42 0.15 0.48 0.16 0.37; 0.58 0.27; 0.68 72.23*** 87.54

Concurrent 133 83,048 0.51 0.15 0.59 0.16 0.56; 0.62 0.39; 0.79 697.60*** 81.37

Study design (Qbet = 23.27***)

Survey study 127 86,711 0.51 0.15 0.59 0.15 0.56; 0.62 0.39; 0.78 645.50*** 80.48

Experimentala 14 2,410 0.29 0.22 0.33 0.23 0.20; 0.45 0.03; 0.62 119.86*** 89.15

Status of publication (Qbet = 11.53**)

Published 136 88,369 0.51 0.15 0.58 0.16 0.55; 0.61 0.38; 0.78 766.71*** 82.39

Unpublished 5 752 0.55 0.13 0.63 0.11 0.50; 0.76 0.49; 0.77 10.38***

k, number of data sets; N, total sample size; r, mean uncorrected correlation weighted for sample size; SDr , standard deviation of r; ρ, mean corrected correlation weighted for sample

size and corrected for artifacts due to measurement error; SDρ, standard deviation of ρ; 95% CI, 95% Confidence Interval; 80% CR, 80% Credibility Interval; %VE, percentage of variance

accounted for by artifacts; Q, test of homogeneity of effect sizes; I², measure of inconsistency across study findings. acontains one quasi-experimental study (N = 412).

***p < 0.001; **p < 0.01.

which was the case in our study. The results of the cumulative
meta-analysis are displayed in the online appendix. Egger’s test
(Egger et al., 1997), a regression-based test which assesses funnel
plot asymmetry was not significant (z = −1.06, p = 0.29), which
means the funnel plot is symmetrical, indicating the absence of
publication bias.

In summary, the results of the cumulative meta-analysis, the
visual examination of the trim-and-fill funnel plot combined with
the regression-based test of funnel plot asymmetry lead to the
conclusion that publication bias is absent.

DISCUSSION

CSR is important to employees and positively associated with
numerous outcomes such as identification, commitment, job
satisfaction, and OCB. In this meta-analysis, we quantified the
relationships of CSR with employee-related outcomes, which
previously have been proposed in qualitative reviews (Aguinis
and Glavas, 2012; Rupp and Mallory, 2015; Glavas, 2016; De
Roeck and Maon, 2018). The meta-analytical method allows
empirical generalizations concerning CSR (Geyskens et al., 2009).
The results of this study which included data of N = 89,396
participants show that the effect sizes of the relationships between
CSR and employee-related attitudes and citizenship behaviors are
medium to large. According to Bosco et al. (2015) benchmarks
for the field of applied psychology, effect sizes > ρ = 0.40

are classified as large (medium correlations ranges for attitudes:
ρ = 0.18 to 0.39; attitudes and behavior ρ =0.10 to 0.24). The
effect sizes for CSR linked with outcomes are large, only the
effect size for turnover intentions and turnover is classified as
medium. A closer examination of different foci of CSR revealed
large correlations, while a combination of different foci and a
focus on the society resulted in the largest correlations with
employee-related outcomes. Meta-analytical findings in the field
of management support the conclusion that effect sizes were
large (Paterson et al., 2016): In comparison to major topics in
organizational behavior research such as leadership (ρ = 0.35)
and training (ρ = 0.25), the effect sizes we found are relatively
large. We conclude that CSR is highly relevant to employees and
CSR should be assigned an important role in organizations. We
investigated employees’ perceptions of CSR, so it is important to
communicate CSR to employees to ensure they become aware of
CSR and not only focus on external communication.

Gender moderated the relations of CSR and the investigated
outcomes, whereas age did not. Concerning culture,
masculinism/feminism was also identified as a moderator,
whereas individualism/collectivism was not. However, the
moderating effects were very small and therefore of no practical
or managerial relevance. This leads to the conclusion that,
based on a large amount of aggregated data, employees rather
universally react to CSR in average, regardless of their age,
gender, or culture. It is important to note that in specific cases
with specific CSR initiatives, there may be gender differences
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TABLE 5 | Subsample analyses for employee-related attitudes and citizenship behaviors and focus of CSR combined.

k N r SDr ρ SDρ 95% CI 80% CR Q I² (in %)

People society (Qbet = 64.93***)

Identification 10 3,301 0.33 0.08 0.39 0.07 0.33; 0.45 0.31; 0.47 20.37** 55.82

Engagement 6 11,357 0.41 0.07 0.49 0.07 0.42; 0.56 0.40; 0.58 29.76*** 83.20

OCB 4 823 0.31 0.22 0.37 0.25 0.11; 0.63 0.05; 0.69 33.67*** 91.09

Commitment 27 22,185 0.48 0.08 0.58 0.08 0.54; 0.61 0.47; 0.68 51.71*** 49.72

Job satisfaction 16 19,501 0.47 0.15 0.57 0.17 0.48; 0.66 0.35; 0.79 208.90*** 92.80

Attractiveness 4

Turnover 4 5,065 −0.33 0.11 −0.38 0.12 −0.26; −0.50 −0.23; −0.53 33.61*** 91.07

People-employee (Qbet = 115.68***)

Identification 10 3,287 0.37 0.12 0.40 0.11 0.32; 0.48 0.25; 0.55 46.21*** 80.53

Engagement 2

OCB 6 1,748 0.37 0.20 0.40 0.21 0.23; 0.57 0.13; 0.67 69.50*** 92.81

Commitment 19 6,201 0.49 0.17 0.53 0.17 0.45; 0.61 0.31; 0.74 144.03*** 87.50

Job satisfaction 10 3,582 0.34 0.22 0.36 0.23 0.22; 0.51 0.07; 0.65 150.93*** 94.04

Attractiveness 2

Turnover 2

General (Qbet = 690.07***)

Identification 22 5,715 0.47 0.14 0.50 0.13 0.44; 0.56 0.33; 0.67 134.38*** 84.37

Engagement 6 21,496 0.65 0.09 0.69 0.07 0.61; 0.76 0.59; 0.78 35.58*** 85.95

OCB 21 7,479 0.37 0.18 0.39 0.18 0.31; 0.47 0.16; 0.62 275.47*** 92.74

Commitment 37 11,647 0.52 0.15 0.56 0.15 0.50; 0.61 0.36; 0.75 206.63*** 82.58

Job Satisfaction 25 9,171 0.44 0.14 0.47 0.14 0.41; 0.53 0.29; 0.64 67.19*** 64.28

Attractiveness 12 4,619 0.27 0.13 0.27 0.12 0.20; 0.35 0.12; 0.43 72.72*** 84.87

Turnover 7 2,898 −0.25 0.08 −0.27 0.07 −0.21; −0.33 −0.19; −0.35 14.74* 59.29

k, number of data sets; N, total sample size; r, mean uncorrected correlation weighted for sample size; SDr , standard deviation of r, ρ, mean corrected correlation weighted for sample

size and corrected for artifacts due to measurement error; SDρ, standard deviation of ρ; 95% CI, 95% Confidence Interval; 80% CR, 80% Credibility Interval; Q, test of homogeneity of

effect sizes; I², measure of inconsistency across study findings. Turnover, actual turnover and turnover intentions.

*p < 0.05; **p <0.01; ***p < 0.001.

as reported in the literature, for example by Hur et al. (2016)
who found gender differences among consumers. Moreover,
in a subset of studies, we found that identification mediated
the relations of CSR and commitment, job satisfaction, and
OCB, respectively.

In this meta-analysis, we investigated the relationships of CSR
and employee-related outcomes and the nature of most of the
included primary studies (k= 125) does not allow general causal
inferences. However, due to their study designs, some studies
provide information about causality for some of the outcomes
under investigation. Two longitudinal studies provide evidence
on causal effects of CSR: Edwards and Edwards (2013) for
identification and intent to quit, and Jones et al. (2014) for
attractiveness. A closer examination of the (quasi-) experimental
studies (k= 14) revealed that most studies (71%) investigated the
effect of CSR on attractiveness or turnover intentions (e.g., Zhang
andGowan, 2012; Bode et al., 2015; Joo et al., 2016). The results of
three other experimental studies indicate that the effects of CSR
on identification, engagement, commitment, job satisfaction, and
OCB are causal (Ferreira and Real de Oliveira, 2014; Raub, 2017;
Paruzel et al., 2020). In summary, for each outcome at least one
study supports the notion of causal effects of CSR.

Theoretical Implications
Concerning theory, we showed that social identity theory in
organizations (Ashforth and Mael, 1989) has the potential to
explain the relationships between CSR and a set of employee-
related attitudes and citizenship behaviors. Social identity theory
is based on the fundamental psychological process of social
categorization which explains why CSR changes employees’
attitudes (De Roeck and Delobbe, 2012): The membership in
the social category of socially responsible companies changes
employees’ attitudes and behavior. We found a stronger
relationship between CSR and attitudinal than behavioral
outcomes, and this is consistent with Ashforth et al. (2008)
core idea that attitudes are closer to the core identity than
behavior. This relation was supported by our data. While
attitudes (cognition and emotion) are always involved in the
process of identification, behavior is not necessarily involved
(Ashforth et al., 2008). Also following major psychological
theories, e.g., on work motivation, attitudes precede behavior
(Steers et al., 2004; Humphrey et al., 2007). We tested the role
of identification as a mediator and found that identification
mediated the relationship between CSR and commitment, job
satisfaction, and OCB, respectively.
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FIGURE 6 | Trim-and-fill funnel plot.

Using a meta-analytical method, we were able to compare
the correlations of the three foci (people, planet and profit)
and employee-related attitudes and citizenship behaviors to
investigate which is most meaningful to employees. We
hypothesized that the relationships between the focus of CSR
and employee-related attitudes and citizenship behaviors are
strongest for CSR with a focus on people. The category people,
consists of people-society (external CSR) and people-employees
(internal CSR) which indicated the focus of the CSR initiative
(initiatives focusing public welfare vs. initiatives specifically
addressing employees; Rupp andMallory, 2015). Effect sizes were
significantly larger for the categories people compared to the
categories planet, but the effect sizes for profit and people are
similar in size. This illustrates that initiatives focusing on the
society are highly relevant to employees and probably regarded
as most prestigious and distinct compared to initiatives focusing
on the natural environment. For the category general, which
means that more than one focus was covered by the CSR
initiatives, we obtained the largest effect size. This indicates that
a combination of several CSR foci and a comprehensive CSR
strategy is most effective.

Implications for Future Research
Given that it is crucial that employees are informed about CSR
to be able to perceive CSR, studies about the communication
of CSR to employees are needed. For example, here, the
content and the medium of CSR communication should be
investigated. The content may include more than one CSR focus.
Concerning the medium and communication frequency, for
example, company newsletters, posters and brochures should be
investigated. Moreover, we propose that future studies report

information on the degree of participation of employees in CSR,
a potential moderator (Bhattacharya et al., 2007; Kim et al., 2010).
Degrees of employee participation in CSR range from profound
knowledge of CSR programs, to designing them and to taking
part in CSR initiatives. Participation could not be analyzed in this
meta-analysis due to lack of information in the primary studies.
We propose that employee participation in CSR is positively
related to the investigated attitudes and citizenship behaviors,
which could be explained by the fact that CSR is more salient
to them. Participation can be increased by offering all employees
the opportunity to submit proposals concerning CSR and to
encourage them to take part in CSR initiatives and programs.

The processes underlying social identity theory should be
validated in the context of CSR. Concerning social identity
theory, in two studies, a mediation by prestige for the relationship
between perceived CSR and identification has been investigated
(Kim et al., 2010; De Roeck and Delobbe, 2012) but there is a lack
of further studies investigating distinctiveness and salience of the
out-group. Overall, social identity theory provides a theoretical
framework for several employee-related attitudes and behaviors,
but also other theoretical explanations should be integrated in
comprehensive theory building in future micro-CSR research.
The theoretical frameworks of identification, third-party fairness
perceptions and meaningfulness do not exclude one another, but
rather complement each other.

Apart from this, the results revealed an open research field and
we suggest to conduct studies involving multiple perspectives,
e.g., using professional CSR rating parallel to measuring CSR
perceptions on the individual level in the future. In doing so,
we will gain insight if CSR ratings on the company level are
in accordance to individual CSR perceptions. This will also
answer further research questions, e.g., if CSR initiatives might be
perceived as whitewashing by employees, as unmet expectations
may result in organizational cynicism (Wilkerson et al., 2008;
Evans et al., 2011).

Practical Recommendations
Regarding the practical value of this meta-analysis, we derive
three major implications. First, companies should promote the
communication of corporate social issues to employees. To
increase identification, commitment, job satisfaction, and OCB,
the CSR communication strategy should focus on the central
working mechanisms of social identity theory (Ashforth and
Mael, 1989), by emphasizing unique features of their own
CSR initiatives and by comparing them to those of other
companies. The perception of CSR is beneficial to employees,
as the results of this meta-analysis show. A mere change
of employees’ CSR perceptions, e.g., increased awareness or
salience of CSR, will be associated positively with employee-
related attitudes and citizenship behaviors. Companies can use
several communication channels: the intranet, the (employee)
newspaper, the notice board, e-mail, staff meetings and
social media.

Second, we suggest involving employees in CSR. This will
enhance employees’ perceived significance of the job (Raub and
Blunschi, 2014), the degree to which the job has an impact
on other people (Hackman and Oldham, 1975). In this way,
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CSR gives employees the opportunity to contribute to a higher
purpose (Aguinis and Glavas, 2019) and satisfies their need for
meaningful existence (Folger et al., 2005; Rupp et al., 2006).
Therefore, employees should be given the opportunity to design
CSR initiatives or at least submit proposals.

Third, CSR initiatives seem to achieve the best results
regarding employees, if they address multiple aspects of CSR.
We suggest companies to implement wholesome CSR programs
and to focus more than one aspect of CSR by combining
people, planet and profit in their CSR strategy. On closer
examination of the two societal foci of CSR (see Table 5),
the effect sizes of CSR on the outcomes under investigation
differ in dependence on the CSR focus, which has either a
focus on the employees (people-employee) or on common
welfare (people-society). Attractiveness is stronger related to
employee-focused CSR, however, job satisfaction is stronger
related to people-society. Considering the concept of fairness,
we propose the initiatives aiming at society in general and
employees to be balanced, so that CSR is not perceived as unfair
toward employees (De Roeck et al., 2014; Rupp and Mallory,
2015).

Limitations
Most subsamples under investigation were heterogeneous, as the
ranges of the 80% credibility interval and I² show. This means
that moderating influences still might be present and have not
been detected and that the interpretation of mean effect sizes
with wide credibility intervals and I² values larger than 75% is
limited. When interpreting mean effect sizes, a wide credibility
interval (and I² larger than 75%) indicate heterogeneity, and the
confidence interval provides information about the accuracy of
the mean effect size (Whitener, 1990).

Due to some small subsamples, some results should be
interpreted with caution. Subsample analyses with imbalanced
subsamples (e.g., one subsample consists of a handful of studies,
the other one is 10 times as large) can be problematic. The
confidence intervals are wider in small subsamples, which
make the results not as reliable as large subsamples and the
effect sizes are prone to change if more data were included.
In our study, this concerns the analysis of study design and
population characteristics. The subsamples of subject group
and study design were imbalanced (Table 5). Please keep this
in mind when interpreting the results containing imbalanced
subsamples. However, the hypothesis-relevant subsamples were
not imbalanced.

Moreover, studies using self-report measures such as the
majority of the studies included in this meta-analysis are often
discussed to be subject to common-method bias. Spector and
colleagues (Spector et al., 2019) introduced a new approach to
this problem and claim that self-report data are not only subject
to common method variance which inflates correlations, but are
also subject to unshared sources (uncommon method variance)
which attenuates correlations. This bias is not caused by self-
report data per se, it is rather an issue of the measure. As in
this meta-analysis the constructs were measured using several
different measures in the primary studies, the issue of inflated
or attenuated measures might be ruled out. One of the primary

studies measured self-reported turnover intentions and actual
turnover (Doh et al., 2011). They report similar correlations
of CSR and turnover intentions (r = −0.28, N = 4,250) and
actual turnover (r = −0.25). Given that other researchers report
relatively low correlations of CSR and actual turnover (Bode et al.,
2015; Ng et al., 2019), the results seem inconclusive. Yet the study
by Doh et al. (2011) was conducted on a large sample and has the
advantage that both turnover intentions and actual turnover were
measured so that it allows a direct comparison of effect sizes, thus
strengthening the conclusion that self-report measures rather not
might have inflated the results.

CONCLUSION

This meta-analysis includes 132 articles containing 143 studies
measuring the relationship between CSR and employee-related
outcomes. This quantitative synthesis of research findings on
the relationships between CSR and organizational attitudes
and citizenship behaviors resulted in mostly large mean effect
sizes for the relationships between CSR and identification,
engagement, attractiveness, turnover (intentions), commitment,
job satisfaction and OCB. All types of CSR (focus on people,
planet, or profit) are associated with beneficial employee
outcomes, of which initiatives focusing on people (the society) or
CSR with more than one focus are associated most strongly with
employee-related outcomes. The findings highlight the benefit of
employees being informed about CSR. Implications emphasize
the need for employee communication of CSR initiatives. Do
good and talk about it—with your employees.
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