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The effects of internal and external CSR on employees’ online 

ambassadorship intentions. Exploring the differences 

 

ABSTRACT 

 

Corporate social responsibility (CSR) is becoming ever more important part of 

organizational conduct due to its strategic value for achieving a wide variety of beneficial 

outcomes through improving the relationships between the organization and its stakeholders. 

The underlying mechanisms through which internally and externally directed CSR initiatives 

(ICSR and ECSR) are interpreted at the individual level however, remain understudied. At the 

same time, the increasing importance of employees owed to their emergence as credible 

sources of organizational information urges scientists and practitioners to gain a better 

understanding of the organizational and individual factors that could drive online 

ambassadorship behaviors.  Drawing from theoretical developments in social identity theory 

(SIT) the current study identifies organizational identification as a central mechanism linking 

the socially responsible organizational initiatives with the online ambassadorship intentions of 

employees. It further argues employees evaluate internal and external CSR differently in 

accordance to the differing self-enhancement needs these organizational actions satisfy – 

through perceived internal respect (PIR) and perceived external prestige (PEP) respectively. 

Finally, building on the understanding of PEP as a superior predictor of organizational 

identification, the study suggests that ECSR practices would impact online ambassadorship 

intentions more strongly in comparison to ICSR initiatives. An online survey was conducted 

amongst 151 representatives of the general working population. It was designed to measure 

employees’ levels of perceived CSR, their levels of organizational identification, the external 

prestige and internal respect they derive from being organizational members, and the extent to 

which they would be willing to engage in online ambassadorship behaviors. The results 

obtained indicated that contrary to hypothesized, ICSR initiatives predict online 

ambassadorship intentions significantly better that ECSR practices. Further analyses 

supported the findings by providing additional insight regarding the different ways through 

which internal and external CSR are perceived and interpreted at the individual level. 

 

KEYWORDS: Corporate social responsibility, Online ambassadorship, Organizational 

identification, Perceived internal respect, Perceived external prestige 
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1. Introduction 

The expectations and demands that society holds towards the business are growing 

due to the increased prominence of various environmental and social issues such as climate 

change and inequality (McKinsey, 2019). Thus, over the past few years there has been a 

notable growth of corporate social responsibility (CSR) practices employed by different 

organizations as CSR has become a central topic of discussion throughout the world of 

business. More than 8000 companies have joined the UN Global Compact - a mechanism 

encouraging the development and implementation of socially responsible policies (United 

Nations Global Compact, 2014) and 93% of the world’s largest companies report on their 

CSR policies and initiatives (KPMG, 2017).  

Academic interest in the topic has also raised and many scientists have devoted their 

efforts to studying the various antecedents and outcomes of CSR. Aguins and Glavas (2012) 

found that the existing literature on CSR predominantly focuses on the institutional and 

organizational (macro) level of analysis. Thus, through decades of academic research the 

relationships between CSR and various organizational level outcomes such as financial 

performance (Margolis, Elfenbein, & Walsh, 2009), consumer behavior (Bhattacharya & Sen, 

2004), investment intentions (Sen, Bhattacharya, & Korschun, 2006), and the attraction and 

retention of talent (Rodrigo & Arenas, 2008) have been well documented. As a result CSR is 

increasingly been seen and treated as an important strategic asset for organizations.  

In order to gain a better understanding of the underlying mechanisms driving these and 

other similar outcomes, scholars have been trying to understand CSR from the perspective of 

the individual. Despite the recent rapid increase in academic interest however, micro 

(individual) level CSR research still remains largely misrepresented in academia (Glavas, 

2016, Radic & Glavas, 2019). What is more, much of the individual level analysis done on 

CSR has concentrated primarily on external stakeholders and in particular, on the customers 

(Luo & Bhattacharya, 2006; Sen et al., 2006). A prominent perspective on the topic draws 

from social identity theory and emphasizes the customer-company identification 

(Bhattacharya & Sen, 2003; Lichtenstein, Drimwright, & Braig, 2006; Luo & Bhattacharya, 

2006). Organizational identification (OI) presents a central concept in these studies. It refers 

to the development of a cognitive link with an organization, developing a perception of 

belongingness to an organization (Ashforth & Mael, 1989; Dutton, Dukerich & Harquail, 

1994). It presents a major point of scientific interest as it can cause a variety of company-
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favoring attitudes and behaviors (Bhattacharya & Sen, 2003). Those can include product 

purchase, emotional attachment and loyalty, amongst other (Kim, Lee, Lee, & Kim, 2010). 

It is important to note however, that other important stakeholder groups such as the 

employees have been largely overlooked by micro level CSR research despite their essential 

role in any company. In today’s fierce business environment the ability to attract, motivate 

and retain highly skilled and talented workers presents an important competitive advantage. 

Never before have employees been so instrumental for the way their organizations are seen by 

outsiders. In today’s interactive communication environment, dominated by SNS and driven 

by user-generated content, official organizational channels are far from the only sources of 

information shaping the public view of a company. Apart from being essential in establishing 

and maintaining positive relationships with the company’s stakeholders, employees are 

increasingly seen as credible sources of organizational information through their use of social 

networking sites (SNS) and electronic word of mouth (eWOM) platforms (Dreher, 2014). In 

that sense, employees are capable of influencing their organization’s reputation like never 

before, thus becoming powerful organizational ambassadors (Dreher, 2014). Although 

academic attention has focused on the content (van Zoonen, Verhoeven, & Vliegenthart, 

2016) and consequences (Dreher, 2014) of online ambassadorship, less is known about the 

organizational and individual factors driving such behaviors. Previous research has associated 

online ambassadorship with organizational identification (van Zoonen, Bartels, van Prooijen, 

& Schouten, 2018), however, to the knowledge of the writer, it hasn’t been studied in relation 

to particular organizational level antecedents, let alone in in the context of CSR. 

Although the positive relationship between the CSR of a company and the levels of 

organizational identification of its employees is well documented (Hameed, Riaz, Arain, & 

Farooq, 2016; Kim et al., 2010), we still have limited understanding of the underlying 

mechanisms through which CSR is perceived and interpreted at the individual level and of 

how these processes influence employees’ behavior. What is more, scientists categorize CSR 

initiatives based on whether they are directed at internal or external stakeholder groups. 

External CSR (ECSR) comprises activities targeting societal and environmental issues that 

mainly benefits stakeholders external to the organization (Brammer, Willington, & Rayton, 

2007). Internal CSR (ICSR) on the other hand aims to improve the internal stakeholder’s 

physical and psychological well-being (Scheidler, Edinger-Schons, Spanjol, & Wieseke, 

2019). There is scientific evidence that employees perceive internally and externally directed 

CSR differently (El Akremi, Gond, Swaen, De Roeck, & Igalens, 2015), suggesting that their 

interpretations and responses might also vary depending on the target group. And while both 
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ECSR and ICSR can facilitate the organizational identification of employees, this happens 

through different underlying mechanisms - namely the employees’ perceptions of external 

prestige (PEP) proceeding from ECSR initiatives and their perceptions of internal respect 

(PIR) stemming from ICSR activities (Hameed et al., 2016). Organizational identification has 

shown to be a strong predictor of various employee work-related attitudes and behaviors 

(Riketta, 2005) including online ambassadorship (Van Zoonen et al., 2018). Since CSR 

initiatives influence the OI of employees differently depending on whether they are externally 

or internally directed - through PEP and PIR respectively, it can be expected that there might 

be consequent discrepancies in employees’ behavioral responses and intentions. To the 

knowledge of the researcher however, there is no empirical evidence for such differences. In 

their research on the varying effects of ICSR and ECSR on organizational identification, 

Hameed et al. (2016) acknowledge this gap in academic knowledge and suggest that future 

studies should focus on possible differences in particular behavioral responses. In an attempt 

to answer this call the current research will focus on online ambassadorship as an instance of 

a particularly beneficial behavioral outcome. In particular, it will try to contribute to the 

existing body of academic literature by exploring whether employees’ online ambassadorship 

intentions are influenced differently by internal and external CSR initiatives by examining the 

different ways through which these organizational actions are perceived and evaluated at the 

individual level. The proposed research question of the current academic work can therefore 

be formulated as follows: 

RQ: To what extent do internal and external CSR differ in their effects on employees’ 

online ambassadorship intentions? 

 

1.1 Relevance 

 Providing a comprehensive answer to the research question of the current research 

would add to the existing body of academic knowledge in a few ways. Firstly, it will 

contribute to the micro-level CSR research by attempting to provide empirical evidence for an 

association between the socially responsible practices of organizations and particular 

responses from employees’ behalf. Next, drawing form social identity theory developments 

the research will examine the underlying mechanisms through which such a relationship 

might be established, in an attempt to expand our understanding of the ways CSR is 

interpreted at an individual level, especially in relation to one’s perceptions of internal respect 

and external prestige. Additionally, it will try to address the gap in CSR literature highlighted 
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by Hameed et al. (2016) by documenting the varying effects internal and external CSR might 

have on employees’ behavioral intentions. Furthermore, it will attempt to contribute to the 

previous knowledge on organizational-supportive behavior by looking for empirical evidence 

that would link online ambassadorship intentions to a particular organizational-level 

antecedent – CSR. In the process, a better understanding of the underlying motivations of 

employees to engage in such behaviors will be sought. 

The findings of the current research could further be useful to organizations for 

understanding and achieving the communication and ambassadorship potential of their 

employees. They would also throw more light on the non-financial benefits internal and 

external CSR initiatives can bring, allowing managers to elaborate more diverse and effective 

CSR strategies. 

1.2 Chapter outline 

 The chapters of the current work will introduce the reader to all steps undertaken to 

provide a comprehensive answer to the research question. Chapter two, will explain the 

theoretical rationale behind the research by introducing and discussing relevant theoretical 

developments and empirical findings regarding the role of self-enhancement needs in the 

development of organizational identification and the evaluation of organizational attributes. It 

will highlight the importance of the perception of respect and prestige for one’s self-concept 

and sense of belongingness and present internal and external CSR as sources of such 

perceptions. Finally, it will propose psychological pathways through which ICSR and ECSR 

affect online ambassadorship. Chapter three discusses the methodological approach to finding 

a meaningful answer to the research questions. It details the elaboration of the online 

questionnaire by proposing reliable scales for the measurement of the main concepts of 

interest. Chapter four presents the results from all statistical analyses conducted and briefly 

interprets them in relation to the hypothesized outcomes. Based on this, the proposed 

hypotheses are either accepted or disregarded. The final chapter of the current work provides 

an interpretation and a thorough discussion on the meaning of the results in accordance to the 

research question. It further draws implications for previous theoretical developments and 

attempts to give theoretically-bound explanation for the unexpected results. Ultimately, the 

text offers a comprehensive answer of the research question, based on the findings of the 

research.  
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2. Theoretical framework 

2.1 Online ambassadorship and organizational identification 

The development of Web 2.0 and the increasing integration of social networking sites 

(SNS) in our private and professional lives have changed the information and communication 

landscape leading to important implications for businesses. Thus, organizational information, 

news, opinions and experiences, positive or negative, authentic or fake, can instantaneously 

spread throughout the world to more than 3 billion active social media users. In the interactive 

SNS environment driven by user-generated content, official organizational representatives 

and communication channels are far from the only online source of information that shapes 

the public perceptions of any organization. External stakeholders’ perceptions and evaluations 

of the organization’s social performance are often influenced by the satisfaction expressed by 

employees of that organization (Dutton et al., 1994). Furthermore, customers increasingly 

seek information regarding organizations, their products and services through electronic word 

of mouth (eWOM) sources such as SNS (Gruen, Osmonbekov & Czaplewski, 2006). In that 

context, because they are familiar with an organization’s culture, practices and business 

conduct, employees are perceived as sources of organizational information of high credibility 

(Dreher, 2014). The influence of their online behaviour in outsider’s perceptions of the 

organization has further reinforced their position as critical stakeholders. 

Previous research has identified various organizational benefits associated with 

employees’ use of social media and in particular with their online ambassadorship 

behaviours. Organizational ambassadorship on the behalf of employees can be considered a 

form of organizational citizenship behavior in that it is a discretionary behavior, not 

explicitly acknowledged by the formal reward system that ultimately aims to  benefit the 

organization (Organ, 1988). In the context of the current study, organizational 

ambassadorship represents a form of positive communications comprised of but not limited 

to disclosing and promoting positive organizational information to external audiences. For 

example employees might engage in positive word of mouth with their networks, 

communicating their positive attitudes and experiences with the organization.  

 In an online context employee ambassadorship might include activities such as 

publishing positive opinions regarding the employing company or its brands in the form of 

publications or comments, increasing the reach of organizational messages by sharing them; 

recommending the company’s products and services through eWOM; portraying the 

organization as an attractive place to work, etc. (Cervellon & Lirio, 2017). Furthermore, 
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through employees’ online ambassadorship, certain organizational attributes and 

characteristics such as values, practices, culture and achievements become visible to various 

key stakeholder groups such as existing or potential customers, shareholders, business 

partners, community members and future employees (Dreher, 2014). Employees can thus 

help establish and reinforce these relationships, enhance the company’s reputation and 

ultimately contribute to the organizational goals, taking the role of powerful organizational 

ambassadors (van Zoonen et al., 2018). Employees’ use of SNS has therefore emerged as an 

important aspect of the reputation management of any organization. Although research 

interest in the field is growing, there is still a need to gain a more profound understanding of 

the organizational and individual factors as well as the underlying mechanisms behind them 

that serve as antecedents for employee engagement in online ambassadorship behaviours. 

One concept that has been associated with various employees’ work-related attitudes 

and behaviours and with online ambassadorship in particular is organisational identification 

(Riketta, 2005; van Zoonen et al., 2018). Organisational identification (OI)  is theoretically 

based on social identity theory (SIT) which  builds on the understanding that the self-concept 

is defined not only in terms of the unique idiosyncratic characteristics of the personal identity 

but also includes one’s social identity (Ashforth & Mael, 1989). According to SIT scholars 

Tajfel and Turner (2004) people tend to classify themselves in relation to various social 

categories or groups such as age, gender, ethnicity, organizational belonging, etc. that serve 

to simplify and order the social environment. In this process of social identification, one 

fuses with the social category and sees themselves akin to the other members of the group, 

attributing important group traits to the self (Kippenberg & Sleebos, 2006). This system of 

social categories one perceives themselves as belonging to acts as a reference for their own 

place in society and represents the basis for their social identity (Tajfel & Turner, 2004). 

 Social identity theorists have acknowledged organizations as important groups for 

social categorization and have therefore defined organizational identification as: “the 

perception of oneness with or belongingness to an organization, where the individual defines 

him or herself in terms of the organization(s) of which he or she is a member” (Mael & 

Ashforth, 1992, p. 104). The stronger this sense of belonging, the more of the organization’s 

characteristics, values and interests one integrates into their own self-conception. The 

group’s interests are seen as self-interests and individuals are naturally driven to contribute to 

them. Organizational identification has thus been related to “attitudinal and behavioral 

support for the organisation” (Patchen, 1970, p.155). Accounting for the various ways it can 

benefit organizations, online ambassadorship has been introduced as a particular form of 
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behavioral support associated with OI (van Zoonen et al., 2018). Considering employees’ 

awareness of their role in shaping the organizational reputation through their online activity 

(van Zoonen, van der Meer, & Verhoeven, 2014), online ambassadorship activities such as 

the sharing of favorable company-related content on social media present employees with 

opportunities to act in their respective organization’s best interest and contribute to the 

organizational goals. When employees think that they can contribute to the organizational 

success, they are willing to undertake ambassadorship behaviors on SNS (Sakka & 

Ahammad, 2020). 

As already discussed, online ambassadorship behaviors can be very beneficial for 

companies but in order to gain a deeper insight of the antecedents of such behaviors, it is 

important to also account for the benefits they can bring to those engaging in them - the 

employees. Fiesler, Meckel and Ranzini (2015) argue that when an organization forms a 

valuable part of one’s self-concept, it is likely that it also forms a part of their online identity. 

Furthermore, the SNS environment presents its users with abundant opportunities for social 

comparison which is related to, amongst many others, one’s self-evaluation and affiliation 

needs (Vogel, Rose, Roberts & Eckles, 2014). Thus, expressing belongingness to a company 

on social media through the sharing of positive information about it for example, can be seen 

as a form of self-expression and self-presentation, a strategic construction of a positive social 

image (Gonzalez & Hancock, 2011). In that sense, gaining a more profound understanding of 

the comparative nature of social identification and reflecting on its implications for 

organizational identification and online ambassadorship would throw light on what motivates 

employees to engage in such behaviors. 

Tajfel and Turner (2004) introduced the notion that social identification is “to a very 

large extent relational and comparative” (p. 283). Individuals define themselves through the 

social categories they belong to relative to people belonging to different social categories. 

One is defined as better or worse than members of other groups, young is only meaningful in 

relation to old (Ashforth & Mael, 1989). A central pillar of social identity theory is the 

assumption that people are intrinsically driven to maintain or enhance their self-esteem in 

their strive for a positive self-concept (Tajfel & Turner, 2004). This extends to their need to 

maintain a positive social identity and is an important consideration when discussing any 

form of social identification. Social groups and the membership in them come with certain 

meanings attached to them - either positive or negative. Considering the comparative nature 

of social identification, positive social identity is rooted in the favourable evaluations one 

makes about the social groups they belong to as compared to other referent groups. An 
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individual’s social identity is fostered when they perceive the social categories they identify 

with to be positively differentiated from comparable groups or categories (Ashforth & Mael, 

1989). In organizational context this often happens through the evaluation and comparison of 

company attributes like values, practices and other characteristics. When an organization is 

perceived to have attractive attributes and characteristics, those identifying with it may 

incorporate such positive qualities into their own self-definitions (Dutton et al., 1994). 

Hence, organizational membership becomes a valued part of one’s self-conception. Ashforth 

and Mael (1989) argue that the desire for self-definition and enhancement of the self-concept 

drives, at least partially, the process of organizational identification. The more distinctive and 

favorable the attributes of a company appear and the higher evaluation these receive (by 

members or outsiders), the greater the social value of belonging to it and the more attractive 

it is for people to identify with. 

As previously mentioned, social media provides its users with opportunities to 

express important aspects of their identities but also strategically present such aspects. It is 

likely that in their strive for self-enhancement employees try to manage the impressions 

others form of them by selectively promoting positive self-relevant information (Ollier-

Malaterre, Rothbard & Berg, 2013). They can for example present themselves as members of 

a successful and socially responsible working organization. Thus, aware of their influence of 

organizational reputation, employees might seek to increase the salience of positive 

organizational attributes and practices through online ambassadorship behaviors, contributing 

to the favorable evaluations members of their social networks form with regards to the 

respective company and improving its social standings. This way employees can derive pride 

from being a part of a valued and respected company while also benefiting from positive 

external evaluations “spilling over” to them as organizational members and fostering their 

self-esteem (van Zoonen et al., 2018). It can be assumed therefore, that online 

ambassadorship behaviors may serve as a way to pursue organizational goals but also as a 

tool of self-presentation and self-enhancement. 

2.2 CSR and organizational identification 

Considering the relationship between organizational identification and online 

ambassadorship, it can be expected that distinctive and valued organisational attributes that 

foster employees’ OI and positive sense of self would also influence their online 

ambassadorship behaviours. An organizational attribute that has been linked with various 

positive organizational attitudes and behaviors including organizational identification and 
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organizational citizenship behaviors is corporate social responsibility (CSR; Rupp & 

Mallory, 2015). CSR is considered a set of various voluntary practices and initiatives on the 

behalf of an organisation that are undertaken to promote social good and the welfare of 

different stakeholder groups (Farooq, Rupp, & Farooq, 2017). The CSR conduct of an 

organization might include a large variety of activities including but not limited to 

philanthropic giving, environmental sustainability programs, diversity and inclusion policies, 

community development, volunteering and providing professional development opportunities 

(Rupp & Malloy, 2015) It is therefore likely that CSR initiatives are highly valued and 

respected, especially considering the rising demands and expectations of society in relation to 

environmental and social issues. Thus, CSR can be viewed as an important characteristic 

which employees take into consideration when evaluating the distinctiveness and 

attractiveness of an organisation (Farooq et al., 2017). There is scientific evidence that 

corporate social responsibility is a particularly important organizational attribute associated 

with OI (Hameed et al., 2016), even more so than other relevant characteristics such as 

market- and financially-based performance (Carmeli, Gilat & Waldman, 2007). As 

previously discussed one’s identification with an organization is strengthened when they 

perceive it to add to the continuity of their self-concept, provide them with a sense of 

distinctiveness and enhance their self-esteem (Dutton et al., 1994). In that regard CSR can 

serve as a point of favourable comparisons with referent organizations contributing to one’s 

sense of distinctiveness. Kim et al. (2010) argue that the distinctiveness an organization 

achieves through acting in a socially responsible manner can be a factor in the development 

of organizational identification by the employee. Additionally, associating with an 

organization whose focus goes beyond the immediate business interest and that demonstrates 

concern with social issues and the well-being of various stakeholders, provides employees 

with opportunities to integrate some of these positive qualities into their self-definitions, 

contributing to an increased self-esteem. Furthermore, employees weigh the social value of 

their affiliation with a company through their beliefs of how outsiders view it (Dutton et al., 

1994). Outsiders’ perceptions of an organization provide employees with information on how 

they and their behaviors as organizational members are likely to be perceived and evaluated 

in society. When company attributes are well-regarded and respected by outsiders, as are 

CSR practices, one sees greater social value in their organizational belonging which 

strengthens their organization identification. As the OI and the associated positive qualities 

and evaluations become more salient, they contribute to one’s positive social identity and 

ultimately strengthen their self-concept. Thus, by  providing one with senses of self-
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distinctiveness and heightened self-esteem from belonging to a socially responsible 

organization, CSR fosters one’s organizational identification and enhances self-concept 

through increasing the salience of the socially valued identity. This suggests further 

alignment between one’s interests and behaviors with those of the socially responsible 

organization, creating conditions and incentives for one to engage in online ambassadorship 

behaviors. The current research therefore hypothesizes that: 

Hypothesis 1a. CSR positively influences online ambassadorship intentions. 

Hypothesis 1b: Organisational identification mediates the relationship between CSR 

and online ambassadorship intentions. 

It is important to acknowledge that any discussions of the micro-level effects of 

corporate social responsibility is very much dependent on the particular classification of CSR 

utilized (Rupp & Mallory, 2015). As the current study is focused on the behavioral intentions 

of employees, it is worth noting that they have shown to differentiate between internally and 

externally directed CSR (El Akremi et al., 2015). For these reasons, the current study will 

undertake the perspective introduced by Brammer et al. (2007) that categorizes CSR 

practices  in terms of whether they are directed at internal stakeholders - ICSR - or at external 

stakeholders - ECSR. The Internal CSR of a company comprises policies and initiatives 

aimed at improving the physical and psychological well-being of its employees and staff. 

These might include activities related to the health and safety of employees, their personal 

and professional development and work-life balance (Hammed et al., 2016). External CSR on 

the other hand is concerned with societal and environmental problems and causes relevant to 

various external stakeholders (Brammer et al., 2007). They comprise practices such as, 

amongst many others, charity, environmental protection, sustainability and community 

development. This categorization is very important from an employees’ standpoint because 

the employees themselves are the intended beneficiaries of ICSR initiatives, while ECSR 

practices are directed primarily at external stakeholders. Thus, ICSR tends to be perceived by 

employees as self-focused and ECSR - as others-focused (Hameed et al. 2016). Therefore, 

there might be differences in the ways internal and external CSR influence employees’ 

attitudes and behaviors, including organizational identification. 

The understanding that individuals use their membership in or association with various 

social categories and groups to define their self-conceptions is central in the social identity 

theory (Ashforth & Mael, 1989). Driven by their intrinsic strive to maintain and enhance the 
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self-concept, people are attracted to identify with groups that project positive qualities and 

characteristics on them. Thus, by assessing the central, distinctive and enduring characteristics 

of an organization, people form their judgement of its attractiveness (Dutton, 1994). The 

group engagement model proposes that there are two types of status evaluations one makes 

when assessing the attractiveness of an organization that serve as antecedents of social 

identification - internal (self-) evaluations and external (reflected) evaluations (Collier and 

Esteban, 2007; Tyler & Blader, 2003). Considering that CSR has been argued to be a 

particularly important organizational attribute employees account for in evaluating the 

attractiveness of companies (Carmeli et al., 2007), it should be perceived and interpreted in 

relation to those same status evaluations. The first type of assessment suggests that 

organizational identification is affected by evaluations one makes regarding their own status 

within an organisation (internal or self-evaluations). Thus, self-focused internal CSR have 

shown to influence OI primarily through a mechanism referred to as perceived internal respect 

(PIR) which is based on those self-evaluations (Hameed et al. 2016). The second type - 

reflected evaluations - build on the perceptions one forms about the social status of their 

organisation or in other words - how outsiders view the organisation (Kim et al., 2010). 

Others-focused external CSR therefore contributes to OI primarily via perceived external 

prestige (PEP) comprising of external evaluations (Farooq et al., 2017). 

2.3 Internal CSR and online ambassadorship 

Respect is a particularly important concept in social psychology as it has been 

associated with both the well-being of individuals and the performance of collectives (Huo & 

Binning, 2008). It has been defined as “(perceived) worth accorded to one person by one or 

more others” (Spears, Ellemers, Doosje, & Branscombe, 2006, p. 179). Respect or more 

precisely the perceptions of respect are of great importance for social identification where one 

interprets others’ attitudes, behaviors and judgments as an evaluation of their own status and 

self-worth within a particular social context and uses this information when assessing the 

attractiveness of a particular social group or category. These perceptions are commonly 

referred to as perceived internal respect (PIR) in organizational psychology. PIR reflects how 

employees think they are viewed by their employing organization and its members. 

Employees who feel valued and respected in their organisations benefit from higher self-

esteem and maintain a positive view of themselves (Farooq et al., 2017).  Furthermore, there 

is scientific evidence that perceptions of respect successfully fulfill the universal human needs 
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for belonging and status (Huo & Binning, 2008), and are therefore positively related to 

organizational identification (Fuller et al., 2006).  

Although perceived respect is a subject of one’s own judgments, it ultimately emerges 

from the treatment they receive from others – in organizational context it is based on signals 

coming from the working environment. The evaluations one makes regarding their self-worth 

and status within the company are often cued by organizational characteristics, policies and 

practices (Farooq et al., 2017). Hence, organizations themselves can be sources of perceived 

respect through policies and practices that demonstrate concern for the needs, interests and 

well-being of employees. Internal CSR activities that are primarily aimed at improving the 

physical and psychological well-being of employees and are often focused on their career and 

personal development can therefore signal employees that they are valued and respected 

within the organization and that their interests and well-being are a major concern for the 

company (Hameed et al., 2016). Career growth opportunities for example, often encouraged 

through ICSR initiatives such as professional development programs and trainings, have been 

associated with employee perceptions of respect (Fuller et al., 2006). Furthermore, when one 

sees themselves as a member of a valued group or collective, they form a bond with those 

they share the valued social identity with, which strengthens the sense of belonging (Rogers & 

Ashforth, 2017). Therefore the impression that the collective as such and all its members are 

valued, commonly referred to as generalized respect, is another important antecedent of 

organizational identification related to ICSR practices. ICSR thus fosters organizational 

identification by contributing to one’s sense of self-worth and self-esteem, enhancing their 

sense of belonging to a valued group, and helping them maintain a positive personal identity. 

(Tyler & Blader, 2002). 

What is more, when an organization strongly contributes to one’s positive self-

concept, they tend to integrate it as a part of their online identities (Fieseler et al., 2015), 

making it more likely for one to express this important part of their identity through their SNS 

activity by sharing self-relevant organizational information for example, which would suggest 

higher online ambassadorship intentions. Additionally, stronger levels of organisational 

identification affect employees' determination to pursue organisational goals and act in the 

group’s best interest (van Zoonen et al., 2018). Being aware of their potential to contribute to 

the organizational reputation (van Zoonen et al., 2014), one might share self-relevant positive 

organizational information on social media, thereby facilitating the positive evaluations others 

form with regards to the company and its members, thus supporting the organization’s best 

interest while satisfying their own self-enhancement needs. 
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Hypothesis 2a: Perceived ICSR positively influences online ambassadorship 

intentions through the mediating effect of organisational identification 

Hypothesis 2b: Perceived internal respect mediates the relationship between 

perceived ICSR and organisational identification.  

2.4 External CSR and online ambassadorship 

Social identity theorists propose that the second type of evaluations that individuals 

make when assessing the attractiveness of a social category concern the group’s prestige 

(Mael & Ashforth, 1992; Tyler & Blader, 2001). Because individuals use their membership in 

social groups to define their self-concept, these evaluations of the status of the social category 

are of key importance for the process of social identification. Perceived external prestige 

reflects the evaluations one makes about “the extent to which organizational outsiders view 

the firm in high regard or esteem because of positive, socially valued characteristics of the 

organization” (Fuller et al., 2006, p. 819) and is used to assess the social value of belonging to 

an organization (Dutton et al., 1994). How outsiders view the organization gives information 

to employees of how outsiders are likely to view them as members of that organization. 

Belonging to an organization that possesses socially valued characteristics makes individuals 

believe that those positive traits are transferred to them as organizational members. PEP 

enhances employees’ self-concepts and self-worth especially when they believe that the 

organization they identify with is viewed as prestigious and distinctive (Mael & Ashforth, 

1992). Prestige is thus related to one’s intrinsic motivation to maintain a positive social 

identity (Tyler & Blader, 2003). In fact, PEP has been distinguished as the most important 

antecedent for organizational identification by social identity theorists Ashforth and Mael 

(1989). 

Farooq et al. (2017) argue that perceptions of organizational prestige are cued by 

organizational attributes and characteristics that are likely to be valued by outsiders. When a 

company demonstrates favorable qualities and engages in benevolent behaviors, its employees 

are likely to perceive that this would increase the status and reputation of the company in the 

eyes of outsiders. External CSR practices in particular reflect qualities that are recognized and 

respected in the society (Hameed et al., 2016) and improve the reputation of the organizations 

undertaking them. Philanthropy and community development for example have shown to 

enhance the views that outsiders hold of the company engaged in them (Brammer & 

Millington, 2005). Furthermore, the principal beneficiaries of any externally-focused CSR 

initiatives are the organization’s external stakeholders – the same groups whose opinions 
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matter for employee’s perceptions of organizational external prestige. Hence, ECSR practices 

are likely to signal employees that their company has a positive reputation, is valued and 

perceived as distinctive and prestigious by outsiders. This would in turn increase one’s PEP, 

contribute to their sense of self-worth, and ultimately help them enhance their social identity. 

Pratt (1998) argues that one develops a positive social image if the organization they belong 

to is engaged with social causes. Employees thus form strong identification with organizations 

they perceive to be socially responsible (el Akremi et al., 2015).  

As already discussed, OI has been associated with group-supportive behaviors on the 

behalf of the employees. These behaviors might include acting in the organization’s best 

interest or pursuing organizational goals through distributing favorable organizational 

messages and information to online audiences as a means to positively influence the attitudes 

and behavioral intentions of external stakeholders. It can therefore be expected that ECSR 

initiatives that serve as a source of perceived external prestige to employees would be related 

to such group supportive behaviors and in particular to online ambassadorship. Furthermore, 

because employees’ sense of self is at least in part derived from their organisation’s social 

status, it is expected that they would engage in behaviours that aim to enhance it. Thus, by 

sharing favorable organizational information and showcasing the company’s socially valued 

and distinctive characteristics and behaviors online, one might contribute to the positive 

reputation and prestige outsiders attribute to the firm. Contributing to the company’s social 

status can in turn foster one’s own social identity through what is described as a spillover of 

positive evaluations. This is in line with previous findings suggesting that employees are 

motivated to engage in online ambassadorship at least in part by their self-enhancement 

needs (van Prooijen & Wirtz, 2019; van Zoonen et al., 2018). 

Hypothesis 3a: Perceived ECSR positively influences online ambassadorship 

intentions through the mediating effect of organisational identification.  

Hypothesis 3b: Perceived external prestige mediates the relationship between 

perceived ECSR and organisational identification.  

Previous research in the organizational justice and citizenship literature has proposed 

that when employees observe organizational actions, their judgments, attitudes and behavior 

are impacted by both who the source and target of the organizational action are (Lavelle, 

Rupp, Manegold, & Thornton, 2015). In the case of internal and external CSR the source of 

the action is the same - the organization. What differs is the target of those organizational 
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actions - internal or external stakeholders. Therefore, the differing targets of ICSR and ECSR 

practices might be instrumental in the formulating of employees’ attitudinal and behavioral 

responses to such activities. Furthermore, the fact that ECSR and ICSR differ in the 

mechanisms through which they affect employees' organisational identification suggests that 

there might be differences in employees’ behavioral responses to such practices.In that regard, 

Farooq et al. (2017) have undertaken a “target similarity” approach to exploring employees’ 

behavioral responses to ICSR and ECSR, suggesting that internally and externally directed 

organizational actions impact organizational identification differently - through internal (PIR) 

or external (PEP) status evaluations, which in turn leads to internally or externally directed 

behavioral responses respectively.  Their research provides empirical evidence that the 

organization-supportive behavior of employees whose organizational identification has 

primarily been built from perceptions of ECSR and external prestige may differ from the 

organization-supportive behavior of employees who primarily formed their OI under the 

influence of ICSR and perceived internal respect. In particular, their findings suggest that 

ECSR has a greater impact on externally focused employee behaviors as compared to ICSR. 

That is, when employees’ self-definitions have benefited from identifying with an 

organization of high external prestige, they are naturally driven to engage in externally 

focused behaviors that aim to protect and enhance the external prestige of the organization as 

a way to maintain and foster their positive self-concept. Following these findings and building 

on the understanding that social media audiences – the primary targets of online 

ambassadorship behaviors – often include both personal and professional contacts and 

comprise people one has met at various times and domains of their life (Fieseler et al., 2015), 

the current research hypothesizes that ECSR initiatives would have a stronger influence on 

online ambassadorship as compared to ICSR initiatives.  

Hypothesis 4: The effect of perceived ECSR on online ambassadorship intentions is 

stronger than that of perceived ICSR. 

The proposed conceptual model of the current research can be seen in Figure 1. 
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Figure 1. Conceptual model 
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3. Method 

The main goal of the current study is to examine relationship between the socially 

responsible practices and initiatives of an organization and the attitudes and behavioral 

intentions of its employees. In particular, it focuses on the differences, if there are any, 

between the effects of perceived ICSR and perceived ECSR on the online ambassadorship 

intentions of workers, while accounting for the mediation effects of their organizational 

identification on the relationships. Secondly, it aims to provide explanation of such possible 

differences by considering the different underlying mechanisms that mediate the effects of 

perceived ICSR (perceived internal respect) and ECSR (perceived external prestige) on 

organizational identification. Having in mind that the current research is concerned with the 

relationships between multiple variables and the mechanisms mediating these relationships, a 

quantitative approach was undertaken as it would allow for the exploration of the presence, 

direction and size of the effects between the independent and dependent variables of interest 

through the implementation of statistical analyses (Babbie, 2011). 

The particular method used is a survey as it is widely accepted to be a suitable 

method for measuring people’s attitudes, experiences and behaviors in the social sciences 

(Kelley, Clark, Brown, & Sitzia, 2003, Matthews & Ross, 2010). What is more, an online 

survey consists of standardized questions, which reduces the possibility of ambiguous 

interpretations of the concepts of interest from respondent’s behalf (Babbie, 2011). 

Additionally, in the light of the COVID-19 pandemic and the resulting strict social distancing 

measures pushing employees to work from their homes rather than in the offices, the method 

of online survey was particularly appropriate to reach the target participants. The survey 

itself was developed and executed using the survey-creation software Qualtrics. 

3.1 Sampling and procedure 

Since the current research is examining the outcomes of CSR on a micro level and the 

focus is on particular psychological processes, the identified units of analysis are individuals 

and more precisely – individuals who are employed as of the time of participation. The 

circumstances surrounding the COVID-19 pandemic and their disruptive impacts on 

organizational life led to complications in convincing any of the initially targeted European-

based multinational corporation to support the research project by granting permission to 

reach out to their employees on a company-wide basis. As a consequence of this, an 

alternative sampling strategy had to be elaborated. Thus, representatives of the general 
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working population were recruited through a convenience sampling method – snowball 

sampling. It is therefore important to acknowledge that due to the nonprobabilistic nature of 

the sampling technique, meaning that members of the target population weren’t presented 

with an equal chance to participate, the results of the current research cannot be generalized 

to the target population at large (Tenzek, 2017). Nevertheless, in order to overcome possible 

common response pattern the sample was drawn from a variety of sample seeds. A link to the 

online survey was sent to a set of initial respondents of different social backgrounds and 

spheres of occupation via email, accompanied with a cover letter introducing the respondents 

to the research and its purposes, ensuring them of the anonymity and confidentiality of 

results, and highlighting the voluntary nature of participation. Those initial respondents or 

“sample seeds” would then forward the email and cover letter to their working colleagues. 

Furthermore, the link to the questionnaire was published on various SNS, where it was 

further distributed by volunteers through sharing it with their respective personal and 

professional networks. Thus, as recommended by Morgan (2008) it was intended to increase 

the diversity of the sample through voluntary collaboration with individuals of diverse social 

and cultural backgrounds, working occupations, and contact networks. 

A total of 245 respondents engaged with the survey. Of them 55 (22.4%) only 

completing it partially and were excluded from the sample. Of the remaining 190 respondents 

39 (20.5%) did not match the sampling criteria of being currently employed and were 

therefore excluded from the sample. Thus, the final sample consisted of the valid responses 

of 151 currently employed individuals. The age of participants ranged from 20 to 58 years (M 

= 29.09, SD = 8.51). The majority of respondents (55.6%) have identified as female while 

43.0% - as male. One participant (0.7%) self-classified as gender neutral and another one 

have preferred not to disclose their gender identity. Participants in the survey represented a 

total of 26 nationalities with the majority being Bulgarian (53.0%). Other prominent 

nationalities include French (8.6%) and Dutch (7.9%). Regarding respondents’ education, 70 

of them (46.5%) have obtained a Master’s degree, while almost as many - 67 (44.4%) had 

earned a Bachelor’s degree. The time participants have been working for their current 

employer ranged from 0 to 32 years (M = 4.25; SD = 6.52). Of the 151 participants, 147 

(97.4%) currently have a social media account while four (2.6%) reported not having one. 

3.2 Measures 

The main variables of the current research were presented following the order of 

mediation. After responding to an initial filter question, participants were introduced to 
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questions regarding their perceived ECSR and ICSR, perceived external prestige and internal 

respect, the extent to which they identify with their employing organization and their online 

ambassadorship intentions. Demographic questions were positioned at the end of the 

questionnaire as recommended by Babbie (2011). 

Perceived ECSR. Employees’ perceptions of their employers’ external CSR was 

measured on a 6-item scale, adapted from Turker’s (2009) 17-item CSR scale that has shown 

strong internal consistency reliability in previous research on CSR perceptions (Farooq et al., 

2019, Hameed et al., 2016). The items utilized have been classified in the original scale as 

“CSR to social and non-social stakeholders” (Turker, 2009), and represent statements 

describing organizational activities aimed at improving the well-being of the society at large, 

protecting the natural environment and employing a sustainable approach in the business 

operations. Items from the original scale measuring legal obligations weren’t included as the 

conceptualization of CSR employed in the current research suggest voluntary organizational 

actions. Furthermore items that may tap into both internal and external CSR such as “Our 

company encourages its employees to participate in voluntary activities” have been dropped 

as well. A sample item utilized in the current research is: “Our company participates in 

activities which aim to protect and improve the quality of the natural environment”. 

Respondents were asked to indicate the extent to which they agree or disagree with the 

statements about their organizations’ ECSR on a 7-point likert scale (1 = strongly disagree, 7 

= strongly agree). 

Perceived ICSR. The organizational ICSR perceived by the employees was 

measured adapting 5 items from the same 17-item scale developed by Turker (2009). All 

items have been originally classified as “CSR to employees” and cover organizational 

practices and policies concerned with the internal stakeholders’ well-being, fair treatment and 

development opportunities thus corresponding to the operational definition of ICSR utilized 

in the current study. All items have been presented as statements with respondents being 

asked to indicate the level of their agreement or disagreement on a 7-point likert scale (1 = 

strongly disagree, 7 = strongly agree). An example item is: “The management of our 

company is primarily concerned with employees’ needs and wants” 

Because ECSR and ICSR represent two aspects of the same concept (CSR), ensuring 

the unidimensionality of the measurement instruments was needed. For this purpose, the 11 

Likert-scale based items were entered into a factor analysis with Principal component 

extraction with Varimax rotation based on Eigenvalues (>1.00). The Kaiser-Meyer-Olkin 

value was .89, suggesting that the data was suitable for a factor analysis. Furthermore, 
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Barlette’s test of sphericity indicated sufficient correlations between the items X² (N = 151, 

55) = 906.66, p < .001. As expected, the items loaded onto two factors, corresponding to the 

two major types of CSR that are of interest to the current research – ICSR and ECSR. These 

resulting factors explained 65.6% of the variance in perceived CSR. Additionally, both scales 

were subjected to reliability analysis in order to verify their internal consistency reliability. 

Item loadings and the scales’ internal consistency reliability scores can be observed in Table 

3.1 below. 

Table 3.1 

Different aspects of Corporate social responsibility. Item loadings on a two factor 

principal component solutions 

Item External CSR Internal CSR 

The organization I work for implements special 

programs to minimize its negative impact on the 

natural environment 

.767  

The organization I work for makes investments to 

create a better life for the future generations 

.827  

The organization I work for supports non-

governmental organizations working in  

problematic areas 

.718  

The organization I work for contributes to 

campaigns and projects that promote the well-

being of the society 

.834  

The organization I work for participates in 

activities which aim to protect and improve the 

quality of the natural environment 

.827  

The organization I work for targets a sustainable 

growth which considers the well-being of future 

generations 

.840  
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The organization I work for has policies that 

encourage the employees to develop their skills 

and careers 

 .681 

In the organization I work for the management is 

primarily concerned with employees’ needs and 

wants 

 .781 

The organization I work for implements flexible 

policies to provide a good work and life balance 

for its employees 

 .768 

In the organization I work for the managerial 

decisions regarding the employees are usually fair 

 .794 

The organization I work for supports employees 

who want to acquire additional education 

 .660 

Cronbach’s alpha .91 .83 

Eigenvalue 5.51 1.70 

 

Following the reliability analysis, three new variables were computed, representing 

the mean average score of each of the predictor variables – ECSR (M = 5.03, SD = 1.38), 

ICSR (M = 5.39, SD = 1.06) and CSR (M = 5.19, SD = 1.09).  

Perceived external prestige. A six-item scale adapted from Mael and Ashforth 

(1992) will be used to measure perceived external prestige. The original scale has previously 

been used in various works (Van Prooijen & Wirtz, 2019, Hameed et al. 2016; KIm et al. 

2010) with strong internal consistency reliability. Items were presented as statements with an 

example being: “Most people value the organization I work for”. Responses varied from 1 

(strongly disagree) to 7 (strongly agree). The strong internal consistency reliability of the 

measurement instrument was verified via a reliability analysis (α = .89). The mean average 

score of all items of the scale was then computed into a new variable – PEP (M = 5.42, SD = 

1.09) 

Perceived internal respect. Perceived internal respect has been assessed with 5 items 

adapted for the context and purposes of the current research from Tyler and Blader’s (2001) 

7-item scale. A similarly modified scale has previously been utilized by Farooq et al. (2017) 
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with high internal consistency reliability. An example item is: “What I do is respected within 

the organization”. An additional item, borrowed from Eisentberger, Cummings, Armely and 

Lynch’s (1997) scale of perceived organizational support was added to reflect employees’ 

perceptions of the importance of their well-being for the organization they work for: “The 

organization I work for cares about my well-being”.  All 6 items were measured on a 7-point 

Likert scale (1 = strongly disagree, 7 = strongly agree). A Principal component analysis with 

Varimax rotation was performed to explore the dimensionality of the resulting 6-item scale, 

KMO = .89, X² (N = 151, 15) = 506.52, p < .001. As expected, they loaded onto a single 

factor, explaining 64.7% of the variance in employees’ perceptions of internal respect.  The 

internal consistency reliability of the scale was found to be strong (α = .87). The average 

score of the scale was later represented in a newly created variable – PIR (M = 5.37, SD = 

0.99).  

Organizational identification. The scale used to measure organizational 

identification was comprised of 5 items (derived from Ellemers, Spears, & Doosje, 1999; and 

Leech et al., 2008) that have previously been used in Van Prooijen and Wirtz (2019) with 

strong internal consistency reliability.  They were presented in the form of statements and an 

example item is: “I feel a bond with the organisation where I work. In order to better capture 

the aspect of “oneness” that is central to the concept of organizational identification, one item 

adapted from Mael & Ashforth’s (1992) widely used OI scale has been added: “When I talk 

about the organization I work for, I usually say “we” rather than “they”. Respondents were 

invited to respond using a 7-point Likert scale (1 = strongly disagree, 7 = strongly agree). 

All 6 items were entered into a factor analysis with Principal component extraction with 

Varimax rotation based on Eigenvalues (>1.00), KMO = .88, X² (N = 151, 15) = 695.86, p < 

.001. The resulting model explained 72.4% of the variance in organizational identification. 

As intended, items loaded onto a single factor labeled Organizational identification. A 

reliability analysis demonstrated the strong internal consistency reliability of the 

measurement instrument α = .92. Consequently, a new variable representative of the average 

score on the OI scale was computed – Organizational Identification (M = 5.34, SD = 1.20). 

Online ambassadorship intentions. Employees’ intentions to engage in online 

ambassadorship behaviors were measured using four items preceded by the sentence “How 

likely is it that you would…” adapted from Van Prooijen & Wirtz (2019). Responses range 

from 1 (very unlikely) to 7 (very likely). An example item includes: “...recommend the 

products or services of the organization you work for on social media?”. The items used 

reflect the aspects of employee advocacy on SM, introduced by Cervellon and Lirio (2017) 
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and more precisely – “positive employee word of mouth”, “employee endorsement” and 

“employee sharing”. All 4 items were entered into a factor analysis with Principal component 

extraction with Varimax rotation based on Eigenvalues (>1.00), KMO = .83, X² (N = 151, 6) 

= 423.29, p < .001. The resulting model explained 78.9% of the variance in Online 

ambassadorship intentions As intended, items loaded onto a single factor labeled Online 

ambassadorship. Furthermore, the scale demonstrated a strong internal consistency reliability 

α = .91. Following the reliability analysis, the average s core of the scale was computed into 

a new variable – Online ambassadorship intentions (M = 4.93, SD = 1.71). 

Demographics. Apart from the independent and dependent variables and mediators, 

demographic data were gathered in order to elaborate a more detailed description of the 

sample. Furthermore, such data would allow exploring any potential influence that the 

demographic characteristics might have on the effects studied, and evaluate any differences 

between sub-groups of the population. Thus, questions regarding the respondent’s age, 

gender, nationality and educational level were added at the end of the questionnaire. 

Furthermore, participants have been asked about how long they have been working for their 

current employer as organizational tenure has previously been associated with organizational 

identification (Mael & Ashforth, 1992; Dutton, 1994). 

3.3 Data preparation  

Missing data. Before proceeding with the hypothesis testing, the data was screened 

for missing or erroneous observations. Automatically gathered personal data such as IP 

address and location was deleted from the dataset in order to ensure the anonymity of the 

respondents. During this screening process, it was noticed that there were 14 missing values 

on one of the demographic variables – age. Based on previous research, it could be expected 

that age is correlated with the outcome variables of the current research – organizational 

identification (Hameed et al., 2016; Riketta, 2005) and online ambassadorship intentions (van 

Prooijen & Wirtz, 2019). Having this in mind, including age as a control variable would lead 

to the exclusion of 14 observations from the regression analyses - 9.2% of all responses, 

which could considerably affect the results of the analyses. In order to avoid this, a Little’s 

MCAR test was performed to determine whether the missing data was appropriate for the 

implementation of data imputation techniques. The MCAR test showed that the data was 

indeed missing completely at random, p = .707, suggesting that data imputation is 

appropriate. Expectation-maximization analysis was conducted, where missing age values 

were predicted based on organizational tenure scores. Age and organizational tenure have 
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shown to be strongly correlated, r = .86, p <.001, which guarantees greater accuracy of the 

predictions.  

Assumptions for data analysis. Furthermore, in order to be appropriate for the 

statistical analyses required for the hypotheses testing, the data gathered has to meet a certain 

set or prerequisites. In the particular case of linear regression and mediation analyses, these 

include the assumptions regarding the normality, linearity, homoscedasticity, autocorrelation 

and multicollinearity (Pallant, 2013).  An important consideration for the current research is 

that visualizing the main variables of interest on histograms and conducting Shapiro-Wilk 

tests for all of them demonstrated that the main variables were not normally distributed. The 

assumptions of linearity and homoscedasticity were of the data were met as the P-P Plot 

visualizations of the standardized residuals of all variables appeared to be distributed along 

the line, suggesting linearity. Furthermore, the scatterplot visualizations of the standardized 

residuals and standardized expected value of each variable of interest appeared to have the 

shape of a rectangular, indicating homoscedasticity. The variables were tested for 

autocorrelation and multicollinearity during the regression analyses of the models, where all 

variables showed values close to 2 on the Durbin-Watson test which indicates lack of 

autocorrelation. Additionally the VIF values of all variables were below 2, suggesting lack of 

multicollinearity. 

3.4 Validity and reliability 

In order to ensure the validity of the measurements, each of the key concepts was 

measured through theory-based indicators derived from previous research intended to 

measure multiple aspects of the concept of interest. As already discussed in section 3.2, all 

items from each of the scales were subjected to factor analyses with Principal component 

extraction and Varimax rotation matrix based on Eigenvalues (>1.00). The KMO values of all 

analyses was very high, in the range between .80 and .90, indicating the adequacy of the 

sampling size to reliably extract factors (Field, 2009). Furthermore, in all cases the items 

loaded as expected with item loadings ranging between .660 and .928, suggesting a strong 

correlation between all items and their respective factors. These results confirm the construct 

validity of the measuring instruments. 

The internal consistency reliability of the scales, that is the correlation between the 

items constructing the scales for each of the key concepts of the research (Field, 2009), was 

tested for by conducting a separate reliability analysis for each of the scales used. This way 
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the correlation between the items constructing each of the major concepts of interest was 

measured. The Cronbach’s alpha values for each of the key variables can be seen in Table 3.2. 

 

Table 3.2  

Results from the reliability analyses  

 

Scale      Cronbach's α 

External CSR .91 

Internal CSR .83 

Perceived external prestige .89 

Perceived internal respect .87 

Organizational identification .92 

Online ambassadorship intentions .91 

Note. N = 151 

 

The results from the reliability analyses indicated that all scales used to measure the 

main concepts are of high internal consistency reliability, α’s > .80. The scales can therefore 

produce reliable data for the statistical analyses. 
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4. Results 

Correlation analysis. Before proceeding with the hypothesis testing, a correlation 

matrix was generated to observe the relationships between the independent, dependent and 

mediator variables in the conceptual model. As demonstrated in Table 4.1, all relationships 

between predictors and criterions, predictors and mediators, and mediators and criterions are 

significant and moderate to strong with a single exception. The relationship between ECSR 

and PIR appears to be weak (r =.29, p <.001), which is not anticipated to affect any further 

analysis. The results from the correlation matrix further verify the lack of multicollinearity as 

no relationships exceed .9.  

 

Table 4.1 

Means, Standard deviations and Correlations between variables 

Measure M SD 1 2 3 4 5 6 7 

1. Online ambassadorship 

intentions 

4.93 1.71 -       

2. Organizational  

identification 

5.34 1.20 .58* -      

3. CSR 5.19 1.09 .43* .55* -     

4. ECSR 5.03 1.38 .35* .41* .93* -    

5. ICSR 5.39 1.06 .41* .59* .80* .52* -   

6. PEP 5.42 1.09 .45* .60* .60* .51* .55* -  

7. PIR 5.37 0.99 .37* .63* .46* .29* .58* .47* - 

Note. N = 151. *p < .001 
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Control variables. Ahead of examining the relationships between the predictors, 

mediators and criterions in detail, it was tested whether any of the demographic variables 

could affect the dependent variables. Particular focus was put on the effects of age and 

organizational tenure as previous research has suggested that these variables could impact 

both organizational identification (Dutton, 1994; Hameed et al., 2016) and online 

ambassadorship intentions (van Prooijen & Wirtz, 2019). A correlation analysis confirmed 

that age is positively linked with both OI (r = .23, p = .004) and ambassadorship intentions (r 

= .17, p = .033). Organizational tenure also showed to be associated with both OI (r = .26, p 

= .001) and online ambassadorship (r = .17, p = .039). Additionally, ANOVA analyses 

demonstrated that organizational identification was not significantly influenced by neither the 

respondents’ gender identity (p = .374), nor by their achieved level of education (p = .128). 

The other outcome variable – online ambassadorship – also demonstrated no significant 

relationship with participants’ gender (p = .552) or educational level (p = .552). 

Consequently, all further analyses controlled for the effects of age and organizational tenure 

in order to rule out any alternative explanations for possible significant relationships between 

the predictor and outcome variables.  

 

4.1 The effects of perceived CSR on online ambassadorship intentions 

Examining the effects of general CSR. A first step in the analysis was to explore the 

relationship between employees’ perceptions of CSR and their online ambassadorship 

intentions. Although the correlation matrix already demonstrated such association, it did so 

without controlling for the effects of age and organizational tenure. For that purpose an 

ordinary least squares (OLS) multiple regression analysis was performed, where CSR, age 

and tenure were entered as predictors and online ambassadorship intentions was the outcome 

variable.  The regression model was found to be significant F(3,147) = 11.82, p < .001, R2 = 

.19. Perceived CSR showed to be a significant predictor of ambassadorship intentions, 

having a moderate positive effect on it, β = .41, p < .001. As such, the higher the perceptions 

of the employees regarding their organizations’ socially responsible practices, the higher 

their willingness to engage in ambassadorship behaviors online. Neither age (β = .11, p = 

.445) nor organizational tenure (β = -.02, p = .897) had significant effects on ambassadorship 

in the presence of CSR. As a consequence hypothesis 1a, suggesting that CSR would have 

positive effects on online ambassadorship was confirmed. 
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Comparing the predictive effects of ICSR and ECSR. Hypothesis 4 of the current 

research proposed that the effect of perceived external CSR on online ambassadorship 

intentions is stronger than that of perceived internal CSR. In order to address this assumption, 

an OLS multiple regression analysis was conducted with ECSR, ICSR, age and tenure 

included as predictors and online ambassadorship included as an outcome. Results of the 

analysis can be observed in Table 4.2. The overall regression model was shown to be 

significant, F (4,146) = 10.16, p < .001. The model was therefore useful for predicting online 

ambassadorship intentions, although its predictive powers were mediocre with 22% of the 

variance in ambassadorship being explained by it, R2 = .22. Furthermore only perceived 

ICSR (β = .35, p < .001) was found to be a significant predictor of online ambassadorship, 

while the standardized regression coefficient of ECSR was not significant, β = .14, p = .129. 

The effects of age and tenure were also not significant (p’s > .250). Consequently, hypothesis 

4 was rejected. 

 

Table 4.2 Results of the multiple regression analysis with 

online ambassadorship intentions as an outcome 

 β p 

Control variables   

Age .16 .270 

Organizational tenure -.33 .821 

Independent variables   

Perceived ICSR .35 < .001 

Perceived ECSR .14 .129 

R2 .22  

F 10.16 < .001 

Note. N = 151   

 

4.2 The mediating effects of organizational identification 

Following theoretical developments in organizational psychology it was proposed in 

hypothesis 1b that the relationship between employees’ perceptions of CSR and their 

intentions to act as organizational ambassadors online is mediated by the extent to which they 

identify with their organizations. In order to test this hypothesis, a mediation analysis had to 

be performed using the PROCESS macro plug-in developed by Hayes (2013) for SPSS. The 
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95% confidence interval of the analysis was generated with 5000 bootstrap samples as 

recommended by MacKinnon, Coxe and Baraldi (2012).  

 The model used CSR as a predictor, ambassadorship as a criterion and organizational 

identification as a mediator, while controlling for the effects of age and organizational tenure. 

The overall model was found to be significant, F (4, 146) = 19.96, p < .001, explaining 35% 

of the variance in online ambassadorship, R2 = .35. As seen in Figure 2, the analysis indicated 

a statistically significant positive relationship between CSR and online ambassadorship with 

no mediator present, b = 0.65, p < .001. Additionally, the analysis demonstrated a significant 

positive relationship between CSR and OI, b = 0.57, p < .001. Furthermore, the results 

showed that the unstandardized regression coefficient between OI and ambassadorship 

intentions was also significant, b = 0.69, p < .001. The direct relationship between CSR and 

ambassadorship, with the effects of OI, age and tenure being controlled for, proved to be 

significant, b = 0.26, p = .042. The indirect relation between CSR and ambassadorship 

through OI was significant, b= 0.39, CI95% = [0.21; 0.57]. These results indicate that 

organizational identification mediates the relationship between CSR and ambassadorship 

partially. Hypothesis 1b was therefore accepted.  

 

Figure 2. Mediation model of the relationship between CSR and online ambassadorship 

intentions with OI as a mediator 

 

 

 

 

 

 

 

 

 

 

Note. Unstandardized regression coefficients for the relationship between perceived 

CSR and online ambassadorship intentions as mediated by OI. The unstandardized regression 

coefficient between CSR and ambassadorship without controlling for OI is in parenthesis.     

N = 151, p* < .05, p** < .01, p*** < .001 
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In order to test hypotheses 2a and 3a, the mediating role of OI in the relationships 

between the employees’ perceptions of each of the major types of CSR (internal and 

external) and online ambassadorship intentions had to be examined. Before proceeding with 

the mediation analysis however, an important consideration needed to be made. Baron and 

Kenny (1986) proposed that an intervening variable effect can only be classified as a 

mediation effect if there is an established statistically significant relationship between the 

predictor and the criterion. However, the OLS multiple regression analysis conducted to 

compare the effects of ICSR and ECSR on online ambassadorship in the previous section 

(see Table 4.2) revealed that only ICSR has a significant positive relationship with the 

criterion. Considering that the relationship between ECSR and online ambassadorship did not 

meet the criteria for significance, any potential intervening effect that OI could have on this 

relationship cannot be deemed a mediation effect.  In other words, OI cannot mediate the 

direct association between ECSR and online ambassadorship if no such association is present 

in the first place. Therefore, hypothesis 3a of the current research suggesting that ECSR 

affects online ambassadorship intentions through the mediation effect of OI was rejected. 

Considering that the relationship between ICSR and online ambassadorship proved to 

be statistically significant, the mediating effects of OI on it could be examined. For that 

reason, a PROCESS mediation analysis was performed with the same bootstrapping 

parameters. The mediation model proposed OI as a mediator between ICSR and 

ambassadorship, while controlling for the effects of age and tenure, and proved to be 

significant, F(4, 146) = 19.41, p < .001, R² = .35. As observed in Figure 3, the analysis 

indicated a statistically significant positive relationship between ICSR and online 

ambassadorship with no mediator present, b = 0.67, p < .001. Furthermore, the 

unstandardized regression coefficient between ICSR and OI was also significant, b = 0.65, p 

< .001. Additionally, the results demonstrated a statistically significant positive association 

between OI and ambassadorship intentions, b = 0.69, p < .001. Thus, the more employees 

perceive their organizations to be engaged in internal CSR, the more they identify with that 

organization and the more they are willing to engage in organization-supportive behavior 

online. However, the model revealed that there was no significant direct relationship between 

ICSR and ambassadorship when controlling for the effects of OI and covariates, b = 0.22, p = 

.099. Conversely, the indirect relation through organizational identification was significant, 

b= 0.45, CI95% [0.24, 0.67], indicating that OI fully mediates the relationship between 

internal corporate social responsibility and online ambassadorship intentions. Hypothesis 2a 

was therefore accepted.  
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Figure 3. Mediation model of the relationship between ICSR and online ambassadorship 

intentions with OI as a mediator 

 

 

 

 

 

 

 

 

 

Note. Unstandardized regression coefficients for the relationship between perceived 

ICSR and online ambassadorship intentions as mediated by OI. The unstandardized 

regression coefficient between ICSR and ambassadorship without controlling for OI is in 

parenthesis; N = 151, p* < .05, p** < .01, p*** < .001 
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regression model was found to be statistically significant, F (4, 146) = 24.41, p < .001, and 
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predictor of OI, while ECSR did not have a significant effect in the model (β = .08, p = 

.341). The control variables also didn’t have significant effects on OI (p’s > .350). 

 

Table 4.3 Results of the multiple regression analysis with 

organizational identification as an outcome 

 β p 

Control variables   

Age .12 .359 

Organizational tenure .10 .441 

Independent variables   

Perceived ICSR .54 < .001 

Perceived ECSR .08 .341 

R2 .40  

F 24.41 < .001 

Note. N = 151   

 

Building on the fact that ICSR demonstrated to have a significant positive 

relationship with OI, the mediating effects of PIR on that association could be examined. For 

that reason, another PROCESS macro mediation analysis was performed where ICSR was 

entered as a predictor, OI - as the criterion, and PIR as the mediator. The 95% confidence 

intervals of the analysis were once again obtained with 5000 bootstrap samples. The analysis 

controlled for the effects of age and organizational tenure as these variables have earlier been 

identified as significantly associated with the outcome variable. The mediation model (Figure 

4) examined the assumptions of H2b. The model proved to be statistically significant, F(4, 

146) = 36.27, p < .001, and explained 50% of the variance in reported organizational 

identification, R2 = .50. The results indicated a significant positive relationship between 

perceived ICSR and perceived internal respect, b = 0.53, p < .001. Furthermore, a significant 

positive relationship between PIR and organizational identification was also revealed, b = 

0.49, p < .001. These findings suggest that the higher the levels of perceived ICSR amongst 

employees, the more respect and sense of self-worth they derive from their organizational 

membership, and the stronger they identify with that particular organization. Additionally, 

when controlling for the impact of PIR and covariates, the unstandardized regression 

coefficient between ICSR and OI remained significant, b = 0.40, p < .001. However, it was 

reduced as compared to the total effect of ICSR on OI, when no mediator was introduced in 
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the model, b = 0.65, p < .001. These results indicate mediation, which was confirmed by the 

statistically significant indirect effect of ICSR on OI through PIR, b= 0.26, CI95% [0.13, 

0.40]. It can thus be concluded that perceived external respect partially mediates the 

relationship between internal CSR and organizational identification. Hypothesis 2b was 

therefore confirmed. 

 

Figure 4. Mediation model of the relationship between ICSR and OI with PIR as a mediator 

 

 

 

 

 

 

 

 

 

 

 

Note. Unstandardized regression coefficients for the relationship between perceived 

ICSR and OI as mediated by PIR. The unstandardized regression coefficient between ICSR 

and OI without controlling for PIR is in parenthesis; N = 151, p* < .05, p** < .01, p*** < 

.001 

As the results from the multiple regression analysis (Table 4.3) demonstrated that the 

relationship between ECSR and OI wasn’t significant, meaning that any intervening effects 

of perceived external prestige on that relationship cannot be defined as a mediation effect 

(Baron & Kenny, 1986). PEP cannot mediate the effect of ECSR on OI if no such effect is 

present in the first place. Hypothesis 3b suggesting that ECSR influences OI through the 

mediating effect of PEP was therefore rejected. 

4.5 Additional findings 

After conducting all necessary analyses to test for the assumptions stated in the 

hypotheses of the current study, a series of additional analyses was performed in order to 

look for possible explanations for the rejection of hypothesis 4, where results indicated that 
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perceived ECSR not only was not a better predictor of ambassadorship intentions than 

perceived ICSR, but did not even have a significant effect on the outcome.   

The surprising finding that ECSR doesn’t have a significant direct effect on OI as 

opposed to ICSR gives only partial understanding of the problem. If anything, it raises more 

questions considering the supposed relationship (visible in the correlation matrix in Table 

4.1) between ECSR and perceived external prestige, a concept that has been distinguished as 

the most important antecedent for organizational identification by social identity theory 

pioneers Ashforth and Mael (1989). A closer review of the correlation matrix however 

revealed that perceived internal respect showed a slightly stronger positive correlation with 

OI (r =.63, p < .001) as compared to PEP (r = .60, p < .001). To examine these results in 

greater depth, an OLS multiple regression analysis was performed where PEP, PIR, age and 

organizational tenure served as predictors and OI as criterion. This analysis could also 

provide a possible explanation for the lack of a statistically significant relationship between 

ECSR and OI. The model was found to be significant, F (4, 146) = 41.13, p < .001, while 

explaining 53% of the variance in reported organizational identification, R2 = .53. Both PEP 

and PIR proved to have significant effects on OI at p < .001. The effect of PIR however was 

slightly stronger (β = .43) than that of PEP (β = .38) contrary to theoretically based 

expectations.  

Considering these results and the central role of OI in predicting online 

ambassadorship intentions, another multiple regression analysis was executed in order to test 

whether online ambassadorship intentions are better predicted by perceived external prestige 

or perceived internal respect. The significant regression model, F (4, 146) = 11.67, p < .001, 

R2 = .24, demonstrated that the predictive power of PEP on online ambassadorship was 

greater (β = .34, p < .001) than that of PIR, β = .20, p = .016, despite that PIR showed to be a 

stronger predictor of OI than PEP in the previous analysis. These findings as well as the fact 

that OI demonstrated to be responsible for just 33% of the variance in online ambassadorship 

intentions in an OLS simple regression, F (1, 149) = 74.09, p < .001, R2 = .33, indicate the 

existence of additional factors influencing ambassadorship intentions. 

Considering the significant effects of PIR on both OI (β = .38, p < .001) and online 

ambassadorship (β = .34, p < .001), it couldn’t explain the lack of significance in the 

relationships between ECSR and those same outcomes. However, the results of the 

correlation matrix revealed another clue that could help gain a better understanding of the 

ways CSR affects organizational identification, especially in the context of the group 

engagement model. The matrix showed that, as expected PEP is significantly correlated with 
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ECSR (r = .51, p < .001). However, it also demonstrated an even stronger correlation with 

ICSR, r = .55, p < .001. If the effect of ECSR on PIR in the presence of ICSR proved to not 

be statistically significant, this could give an explanation about ECSR’s relationship with OI 

and online ambassadorship. To find out more, another multiple regression analysis was 

performed in order to test which type of CSR is a stronger predictor of perceived prestige. 

ICSR and ECSR were entered as independent variables, while PEP was the outcome. The 

results can be seen in Table 4.4. The model was found to be significant, F (2, 148) = 43.78, p 

< .001, R2 = .37. While both predictors showed significant effects on the outcome at p < .001, 

the effect of ICSR was greater, β = .39, as compared to the effect of ECSR, β = .31. Thus, 

perceived internal CSR showed to be a better predictor of perceived external prestige than 

perceived external CSR.  

 

Table 4.4 Results of the multiple regression analysis with 

perceived external prestige as an outcome 

 β p 

Independent variables   

Perceived ICSR .39 < .001 

Perceived ECSR .31 < .001 

R2 .37  

F 43.78 < .001 

Note. N = 151   

 

On one hand, these findings from the analysis suggest that the relationship between 

ICSR and OI might be mediated by both PIR and PEP. This assumption was tested through a 

mediation analysis performed via PROCESS macro with the already established 

bootstrapping parameters. Both PIR and PEP were entered as mediators, while age and 

tenure were controlled for. The mediation model (Figure 5) proved to be significant, F (5, 

145) = 36.43, p < .001, R2 = .56. ICSR showed to affect both PIR (b = 0.53) and PEP (b = 

0.56) significantly at p < .001. Furthermore, results demonstrated that both PIR (b = 0.41) 

and PEP (b = 0.33) affect OI significantly at p < .001. The direct effect of ICSR on OI 

remained significant in the presence of the two mediators, b = 0.25, p = .004. Results indicate 

that mediation occurred both through PIR and PEP. The indirect effect via respect was 

significant, b = 0.22, CI95% [.10; .36] and slightly greater than the one via prestige, b = .19, 

CI95% [.09; .31].  
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Figure 5. Mediation model of the relationship between ICSR and OI with PIR and 

PEP as mediators 

 

 

 

 

 

 

 

 

 

 

 

 

Note. Unstandardized regression coefficients for the relationship between perceived 

ICSR and OI as mediated by PIR and PEP. The unstandardized regression coefficient 

between ICSR and OI without controlling for PIR and PEP is in parenthesis; N = 151, p* < 

.05, p** < .01, p*** < .001 
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effect can be estimated using a simple mediation model, where the indirect effect would 

equal the product of the regression coefficients between the predictor and the mediator and 

between the mediator and the outcome. For that reason, another PROCESS mediation 

analysis was performed with ECSR as the predictor, OI as the outcome and PEP as the 

mediator. The 95% confidence intervals of the analysis were once again obtained with 5000 

bootstrap samples.  The analysis controlled for the effects of age and organizational tenure as 

these variables have earlier been identified as significantly associated with the outcome 

variable. 

The second mediation model (Figure 6) focused on the mediation effects of perceived 

external prestige on the relationship between external CSR and organizational identification, 

following the assumptions of hypothesis 3b. The model was found to be significant F (4, 

146) = 24.06, p < .001, explaining 40% of the variance in OI, R2 = .40. The results 

demonstrated a statistically significant positive relationship between ECSR and PEP, b = 

0.39, p < .001. The analysis also revealed a significant positive relationship between PEP and 

OI, b = 0.58, p < .001. These findings indicate that the higher the employees’ perceptions of 

the externally focused CSR initiatives of their company, the more prestigious they believe 

that being a member of that organization is, and the stronger they identify with the 

organization as a result. The indirect effect of ECSR on OI through PEP proved to be 

significant, b = 0.23, CI95% [0.14, 0.33]. These findings indicate that external CSR 

indirectly affects organizational identification through its association with perceived external 

prestige.  

 

Figure 6. The indirect effect of ECSR on OI through PEP 
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Note. Unstandardized regression coefficients for the indirect effect of ECSR on OI 

through PEP. The bootstrapped unstandardized indirect effect is in italics, CI95% [0.14; 0.33]. 

N = 151, p* < .05, p** < .01, p*** < .001 

 

It should be noted however that no indirect effect of ECSR on online ambassadorship 

through OI can be examined in a similar fashion, as only the criterion (online 

ambassadorship) has a significant direct association with the linking mechanism (OI), while 

the predictor (ECSR) is only indirectly related to OI. 
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5. Conclusion 

In times of increasing consciousness towards a variety of social issues, society’s 

expectations to businesses are also on the rise. As a result more and more companies are 

incorporating corporate social responsibility in their conduct. Such practices have led to a 

variety of beneficial outcomes for the organizations, including the building and enhancement 

of meaningful relationships between them and their key stakeholders (Bhattacharya, Korschun 

& Sen, 2009) . The current research is focused on studying the ways in which organizational 

CSR, both internal and external, is perceived by one of these stakeholder groups of increasing 

importance – the employees. In today’s information and communication landscape shaped by 

the interactive nature of SNS and driven by user-generated content, the audiences’ preferences 

for authentic dialogue have turned employees into influential sources of organizational 

information (Dreher, 2014). These circumstances have created opportunities for employees to 

support their organizations’ interests through ambassadorship behaviors such as electronic 

word of mouth (van Zoonen et al., 2018). If companies are to successfully adapt to these 

novel realities, the academic understanding of the antecedents of such behaviors – both at 

organizational and individual level – needs to be expanded. The current study aimed to 

contribute to the current body of academic knowledge by examining whether employees’ 

online ambassadorship intentions are affected differently by the internal and external socially 

responsible practices of their employers. Furthermore, it tried to justify such behavioral 

differences by exploring the underlying mechanisms through which ICSR and ECSR are 

interpreted at the individual level. 

To start with, the results of the research demonstrate that CSR has a positive effect on 

online ambassadorship intentions. That is, the perceptions of employees regarding the socially 

responsible practices of their employers have a positive effect on their willingness to engage 

in ambassadorship behaviors online. The more employees believe their employers are 

invested in CSR, the more they are likely to distribute positive organizational information 

online. This finding is valuable in that it provides empirical evidence for the relationship 

between particular organizational policies and activities and concrete responses from 

employees’ behalf in the form of behavioral intentions. Considering the various benefits 

online ambassadorship can bring to the organizations (Dreher, 2014), these findings 

contribute to the organizational-level CSR research in that they suggest a possible relationship 

between CSR and a positive non-financial organizational outcome. What is more, the study 

indicated that different types of CSR can influence individual-level responses differently. In 
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particular, the findings surprisingly demonstrated that perceived ICSR had a significantly 

greater impact on online ambassadorship intentions as compared to ECSR, revealing that 

ECSR did not in fact have a significant relationship with the outcome, thus giving an initial 

answer to the research question of the current paper. These results are in line with previous 

research suggesting that employees differentiate between internally and externally directed 

CSR initiatives (El Akremi et al., 2015), and that their judgements and attitudes towards 

organizational actions are at least in part formulated under the influence of the target of that 

organizational action (Lavelle et al., 2015). Of course, gaining a more comprehensive 

understanding of the ways in which ICSR and ECSR differ in their effects on online 

ambassadorship intentions, as well as providing an explanation for the surprising findings, 

would require engaging in a careful examination of the different pathways through which 

ICSR and ECSR are interpreted at an individual level.   

5.1 The mediating role of organizational identification 

Organizational identification has been prominently discussed in academia as an 

important outcome of corporate social responsibility (Rupp & Mallory, 2015). That is, 

employees consider the CSR of an organization to be an important factor when evaluating the 

benefits that being a member of that organization brings to their self-concepts. The concept 

has further been identified as a prominent antecedent of eWOM by recent studies (van 

Prooijen & Wirtz, 2019; van Zoonen et al, 2018). Building on theoretical developments in 

social identity theory (Ashforth & Mael, 1989; Tajfel & Turner, 1986) and empirical findings 

in the fields of organizational psychology and corporate communications (Farooq et al., 2017, 

Hameed et al., 2016; van Zoonen et al, 2018), the current research utilized organizational 

identification as the main mechanism explaining the association between the company’s CSR 

and the ambassadorship intentions of its employees. 

The data revealed that organizational identification fully mediates the relationship 

between internal CSR and online ambassadorship intentions. On the other hand, as already 

discussed ECSR showed no significant effects on ambassadorship intentions. This means that 

neither ICSR nor ECSR have immediate effects on electronic word of mouth. Instead, the 

more employees perceive their company to be involved in promoting the well-being of 

internal stakeholders, the more value they derive from belonging to that company, and the 

more they integrate their roles of company members in their self-definitions. This way 

employees not only enhance their self-concepts through ascribing positive qualities to 

themselves, but also become more willing to pursue organizational goals through engaging in 
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ambassadorship behaviors. This is in line with the prominent SIT understanding that social 

identification is driven by the perceived attractiveness of the particular social group/category 

in terms of the contributions its attributes and characteristics make to one’s positive self-

concept (Dutton et al, 1994; Tajfel & Turner, 2004).The results indicate that ICSR practices 

and policies are perceived, evaluated and interpreted by employees with regards to the 

benefits they bring to one’s social identity and sense of self. In that regard, the differences 

between the significant positive effect of ICSR on the online ambassadorship intentions and 

the lack of such impact of ECSR on the same outcome, can be attributed to the different 

extent to which these activities affect employees’ organizational identification.  

5.2 The mediating effects of PEP and PIR 

Drawing from the group engagement model (Tyler, Blader, 2001; 2003) the current 

research utilized two types of status evaluations that contribute to one’s social identity to 

explain possible differences in the effects of ICSR and ECSR on employees’ organizational 

identification – evaluations of the status of the organization and evaluations of one’s own 

status within the organization. These assessments correspond to the two differing mechanisms 

through which internal and external CSR have shown to influence organizational 

identification in previous research. Perceived internal respect has previously been associated 

with internal CSR activities and has demonstrated to be a strong predictor of organizational 

identification (Fuller et al., 2006; Hameed et al., 2016). Perceived external prestige on the 

other hand has been discussed as the most important antecedent of organizational 

identification (Ashforth & Mael, 1989; Dutton, 1994) and has been proven to mediate the 

relationship between ECSR and OI (Farooq et al., 2017, Kim et al., 2010). 

ECSR. The results from the analysis revealed that externally directed corporate social 

responsibility policies and practices do not have a significant direct impact on employees’ 

organizational identification. It is important to acknowledge that this finding rejects the 

hypothesized mediating effect of perceived external prestige. PEP can have no mediation 

effect when ECSR and OI aren’t significantly related in the first place (Baron & Kenny, 

1984). Instead, the results revealed that external prestige served as a linking mechanism, 

through which the employees’ perceptions of ECSR indirectly affected their sense of 

organizational belonging. These findings indicate that employees assess ECSR initiatives in 

relation to the social prestige such activities attribute to the organization they belong to. That 

is, the more a company is involved in external CSR, the more its employees believe this 

company to be prestigious, and the more beneficial they see belonging to this company to be 



45 
 

for their self-concepts as a result. This is in line with SIT developments highlighting the 

central role of prestige in evaluating organizational attractiveness (Ashforth & Mael, 1989; 

Dutton, 1994). The results further corroborate with the findings of a great deal of existing 

micro-level CSR research (Farooq et al., 2017; Hameed et al., 2016; Kim et al., 2010)  This 

makes sense since ECSR comprises a variety of voluntary practices aimed at contributing to 

promoting social good and in general reflect qualities and values that are widely prized and 

respected within society. The organizations engaging in such practices are therefore likely to 

be valued and held in high regard by outsiders, which translates into a higher and more 

prestigious social status. Belonging to a prestigious company can therefore enhance 

employees’ self-concepts by fostering their sense of self-esteem and pride, which would in 

turn lead to stronger identification. 

ICSR. The data analysis demonstrated that internal CSR practices are positively 

related to employees’ perceptions of internal respect, matching the results observed in 

previous micro-level CSR research (Farooq et al., 2017; Hameed et al., 2016). These findings 

correspond to the expectations as ICSR includes initiatives aimed at improving employees’ 

health and well-being and providing development opportunities, all of which indicate to 

employees that their interests are taken into consideration by the employer, meaning that they 

are valuable and respected members of the organization. This is very much consistent with the 

organizational psychology literature on perceived organizational respect indicating that when 

one feels important and respected they hold a more positive view of themselves and benefit 

from higher self-esteem (Huo & Binning, 2008). Therefore, belonging to an organization 

where one feels respected is rewarding and beneficial for one’s sense of self-worth. The 

results of the current study revealed that employees’ perceptions of the internally directed 

CSR policies and practices do affect the extent to which they identify with their organization 

and that this relationship is partly mediated by the respect employees perceive from such 

practices. Such results correspond to previous research on the topic (Rogers & Ashforth, 

2017). However, the current research proposes that although ICSR practices are interpreted in 

relation to the perceived respect they bring to employees, there are also other mechanisms 

through which these practices can benefit one’s social identity.  

Additional findings indicated that the internal CSR practices of organizations are also 

evaluated in the context of their impact on the social prestige of the organization. That is, 

employees believe that the more their companies are involved with their well-being, the more 

these firms would be perceived as prestigious within society. Although unexpected, such a 

finding is not a precedent (Farooq et al., 2017) and makes sense. On one hand, the ways in 
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which companies treat and take care of their employees can be seen as an indication for the 

extent to which these companies adhere to the social norms in that particular regard (Jones, 

Willness & Madey, 2014). Thus, companies that go beyond what is required by law and treat 

their employees with respect may be seen as prestigious and desired places to work for 

(Bhattacharya & Sen, 2008), as opposed to organizations that violate the social norms with 

regards to fair and ethical treatment of their employees. What is more, an organization’s 

internal CSR policies may signal to outsiders what is the organization’s stance on wider social 

problems. Thus, internal diversity and inclusion programs might serve to address the greater 

social issues of inequality and discrimination. Consequently, it can be expected that such 

policies would be valued throughout the society, contributing to the organization’s high social 

standing. This can be expected to further enhance employees’ organizational identification 

through the mechanism of perceived external prestige. Therefore, when perceiving and 

evaluating their organization’s internal CSR policies and practices, one’s self-concept benefits 

from both being a valued member of the organization, and from being a member of a valued 

organization, which ultimately leads to a stronger identification. This assumption was 

confirmed by the results from the analysis that demonstrated that the relationship between 

ICSR and OI is mediated simultaneously by the employees’ perceptions of internal respect 

and external prestige. The current research therefore contributes to the existing understanding 

of the ways in which internally directed CSR initiatives are evaluated and interpreted by 

employees at individual level in that it provides empirical evidence that ICSR is subjected to 

both internal (self-) and external (reflected) status evaluations. 

5.3 The differing effects of ICSR and ECSR on organizational identification 

As suggested earlier, the differences between the significant positive impact of 

internal CSR on online ambassadorship intentions and the lack of significant effect of external 

CSR on the same outcome can be attributed to the different extent to which these initiatives 

affect employees’ organizational identification. Drawing from developments in social identity 

theory (Ashforth & Mael, 1989; Tyler & Blader, 2001), the findings of the current research 

further suggest that any differences in the effects that internal and external CSR have on 

employees’ organizational identification can be at least partly contributed to the different 

pathways in which the organizational identification is achieved, and ultimately to the varying 

ways in which employees perceive and interpret such practices and initiatives.  

Having this in mind, internal CSR was found to have a significantly stronger effect on 

organizational identification as compared to external CSR. That is, ICSR practices are 
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perceived by employees to contribute more to the attractiveness of that organization in terms 

of the benefits one can derive from their organizational membership as compared to ECSR 

practices. This finding was somewhat surprising considering that ECSR was found to exert its 

indirect effect on organizational identification through the linking mechanism of  perceived 

external prestige - often viewed as the most important antecedent of OI by prominent SIT 

scholars (Ashforth & Mael, 1989; Dutton, 1994). A possible explanation to this could be the 

latter finding that perceived ICSR is interpreted by employees through both PIR and PEP, 

thus providing organizational members with a wider range of self-enhancement opportunities. 

The current research however provides empirical evidence that deviates from the established 

theoretical understanding of the mechanisms through which CSR practices are interpreted at 

the individual level. Furthermore, the study tries to propose an alternative explanation for the 

observed discrepancies.  

As proposed, the differences in the extent to which external and internal CSR 

initiatives influence employees’ sense of belongingness to an organization may be explained 

by the different mechanisms through which this influence is achieved. And more precisely, by 

comparing the importance of perceived internal respect and perceived external prestige for 

employees’ organizational identification. The data analysis indicated a possible explanation in 

that employees’ levels of organizational identification were more heavily influenced by their 

perceptions of respect than by their perceptions of prestige. Thus, being a valued member 

whose well-being and interests are respected proved to be more important for employees and 

the sense of belongingness they develop to the organization than the reflected prestige they 

derive from being a member of a company whose values and conduct are highly regarded in 

society. The perceptions of internal respect in organizational context are thus proposed as 

more beneficial for one’s social identity and self-concept. These findings contradict the 

scholar vision of prestige as the main contributor of organizational identification (Ashforth & 

Mael, 1989; Dutton et al., 1994), but are in line with the findings of Farooq and colleagues 

(2017) who empirically demonstrated that identification is primarily driven by respect under 

certain circumstances. The current work contributes to the social identity literature in that it 

challenges the common understanding of perceived external prestige as the main antecedent 

of organizational identification. More precisely, it provides empirical evidence documenting 

the greater effect of perceived internal respect on employees’ sense of belonging.  

 It should be noted however, that these results of the current study might have been 

affected by the environment of vulnerability and uncertainty created by the COVID-19 

pandemic. In times like these, the perceptions of being a respected member of a group might 
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gain additional value to internal stakeholders, especially when they are signaled by internally 

directed CSR initiatives that aim to improve their health and well-being of employees. Since 

these additional factors fall beyond the scope of the current research, they have not been 

controlled for during the data analysis. A broader discussion of the possible ways in which the 

results have been affected can be found in the chapter “Limitations and future research”. 

Although the positive relationship between ICSR and perceived external prestige had 

already been established at an earlier stage of the analysis, additional findings can help better 

understand the stronger effects of ICSR on organizational identification. The data indicated 

that employees’ perceptions of external prestige are more strongly affected by their 

perceptions of the internal rather than the external CSR of their organizations. These results 

are counter intuitive because the perceptions of external prestige reflect employees’ beliefs of 

the way outsiders view their organization (Fuller et al., 2006). In that sense, although 

internally focused CSR initiatives signal the organization’s benevolence towards the 

employees, reflect characteristics that are highly valued in society and potentially indicate the 

organizational stance on wider social issues, they are usually much less visible to outsiders 

than externally focused initiatives. A possible explanation for that inconsistency might be that 

employees derive information about how outsiders view their company’s CSR through 

different media channels and word of mouth (Smidts et al., 2001), while information 

regarding the internal practices of organization is much more accessible than before on SNS. 

What is more, CSR has been associated with the attraction and retention of talent (Rodrigo & 

Arenas, 2008), suggesting that information regarding the company’s internal CSR practices 

might be purposefully revealed to outsiders. 

The main objective of the current research was to examine the extent to which internal 

and external corporate social responsibility initiatives differ in their effects on employees’ 

online ambassadorship intentions. It was found that online ambassadorship intentions are 

affected to a significantly greater degree by perceived ICSR. While neither ECSR nor ICSR 

affect eWOM directly, ICSR proved to achieve its influence through the full mediating effect 

of organizational identification, while ECSR demonstrated to be only indirectly related to the 

employees’ sense of belonging. Any differences in the effects of ICSR and ECSR on 

ambassadorship intentions could therefore be attributed to the different extent to which these 

practices influence OI, owed to the varying underlying mechanisms through which ICSR and 

ECSR contribute to the employees’ sense of belonging. In that regard, ECSR was found to 

indirectly affect one’s organizational identification through its significant relationship with 

one’s perceptions of external prestige. ICSR on the other hand was found to influence the 
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extent to which employees identify with their employing organizations through their 

perceptions of both external prestige and internal respect. What is more, ICSR was further 

identified as a better predictor of both PEP and PIR as compared to ECSR, which serves to 

justify its significantly stronger effects on employees’ sense of belonging, and ultimately on 

their online ambassadorship intentions. 

5.4 Practical implications 

The findings of the current research also suggest valuable implications for the 

organizational practice. Considering employees' emerging role as authentic sources of 

organizational information of high credibility (Dreher, 2014), even more so than official 

organizational channels (van Zoonen & van der Meer, 2015), they can play an important role 

in any company’s communication strategy. In that sense, the understanding of the antecedents 

of online ambassadorship behaviors may indicate to managers and communication 

specialists  how to influence such behaviors. Creating appropriate conditions that would 

facilitate the employees’ sense of oneness and belongingness to the organization could 

stimulate their willingness to engage in positive word of mouth online. The results of the 

current study indicate that creating an environment of respect where employees feel valued 

and taken care of is one path through which these behavioral outcomes can be facilitated. 

Furthermore, increasing the visibility of internally directed CSR practices to external 

audiences might further foster employees’ organizational identification since these are 

considered sources of external prestige by internal stakeholders. This could also be potentially 

beneficial for organizations in terms of the attraction and retention of talent (Bhattacharya & 

Sen, 2008; Rodrigo & Arenas, 2008). 

Additionally, the better understanding of the ways employees’ perceive, interpret and 

respond to internal and external CSR initiatives could help corporate affairs specialists in the 

planning and execution of CSR strategies. The results demonstrated that the benefits of ICSR 

practices go beyond the immediate improving of the working environment and extend to the 

shaping of a positive organization online presence. 

5.5 Limitations and future research 

The current restach has some limitations that need to be acknowledged. Firstly, it 

should be noted that the results of the study cannot be generalized as the sample might have 

not been representative of the general employee population. This can be attributed to the 

choice of sampling technique, in particular - snowball sampling. Due to the circumstances 
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surrounding the COVID-19 global health crisis and unavailability of publicly available 

employee records, and the limited financial and operational resources of the researcher, the 

application of a random sampling technique was not feasible. However, following the 

recommendations of Morgan (2008) it was intended to increase the diversity of the sample 

through drawing the participants from a set of varying sampling seeds. That is, the initial 

respondents were employees of different ages and social backgrounds, working in different 

industries in 4 different countries. What is more, an invitation for participation in the research 

was published on SNS, where it was further distributed by volunteers to their respective 

networks.  

Second, it is worth noting that the cross-sectional design of the current study prohibits 

the inference of causality between the variables of interest. This would only be possible 

through the use of a different research design. Future research might therefore consider 

applying longitudinal and experimental approaches in order to infer any causality in the 

relationships between different types of CSR and employees’ online ambassadorship 

behaviors. 

Furthermore, it is important to note that the quantitative survey employed in the 

current research relied exclusively on self-reported data. This brings its own limitations as it 

can lead to social desirability bias (Moorman & Podsakoff, 1992). In order to minimize such 

potential bias in the data, the purposes of the research were explained in a message 

accompanying the invitation and the respondents were assured of the anonymity of their 

participation and confidentiality of the results, as recommended by Podsakoff, MacKinzey, 

Lee and Podsakoff (2003). Nevertheless, self-reported questionnaires are considered a valid 

source of data in organizational behavior research (Spector, 1994). This is especially relevant 

for the current research that intended to measure the individual perceptions and behavioral 

intentions of employees. It should be acknowledged however, that employees’ perceptions 

might have been influenced by external circumstances that the current research couldn’t 

control for. In particular, the data gathering process took place between April 24 and May 24 

of 2020. During that time the world was trying to fight the pandemic outbreak of SARS-CoV-

2. As a result, people had to change their everyday lives to minimize the risks presented by 

the disease. Most prominently, social distancing measures were undertaken by the majority of 

affected nations, forcing people to limit their face to face interactions with others outside of 

their households for weeks. Although the immediate and long-term consequences of this 

ongoing event will be hard to measure, it is certain that it has created an environment of 

uncertainty and vulnerability affecting most of us, if not everyone. It is possible that in times 
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like these, employee’s sensitivity is heightened with regards to the internally directed CSR 

practices of their employers and in particular to those concerning their health and well-being. 

In that sense, it is important for future research to examine whether similar results would be 

observed in normal circumstances. 

Next, considering that ICSR demonstrated to be a greater source of both internal 

respect and external prestige for employees, it would be interesting for future studies to 

examine whether ICSR practices would also be considered more important indicators of the 

organization’s attractiveness by prospective employees. Additionally, the current research 

might serve as an important step towards differentiating between the effects of internal and 

external CSR on employees’ behavioral responses. Online ambassadorship is only one of 

many organization-favoring outcomes that are associated with one’s organizational 

identification. In that sense, similar differences could be observed with regards to other 

outcomes such as job satisfaction or increased productivity.  

Finally, previous research has indicated that the pathways through which one’s 

organizational identification is built in the context of CSR might differ according to their 

individualistic or collectivistic orientation (Farooq et al., 2017). Thus, individuals with high 

individualistic orientation build their sense of belonging primarily through internal CSR via 

respect and those with high collectivistic orientation do it primarily through external CSR and 

prestige. Therefore, in the light of the finding that internal CSR is a significantly better 

predictor of online ambassadorship intentions as compared to external CSR, it would be 

interesting for scientists to observe whether the online ambassadorship intentions of 

employees are affected by their orientation with regards to individualism/collectivism. 

  

 

 

 

 

 

 

 

 

 

  



52 
 

References 

Aguinis, H., & Glavas, A. (2012). What we know and don’t know about corporate 

social responsibility: A review and research agenda. Journal of management, 

38(4), 932-968. https://doi.org/10.1177/0149206311436079 

Answering society’s call: A new leadership imperative. (2019, November). McKinsey 

Quarterly. Retrieved from https://www.mckinsey.com/business-

functions/organization/our-insights/answering-societys-call-a-new-leadership-

imperative# 

Ashforth, B. E.& Mael, F. (1989). Social Identity Theory and the Organization. 

[AvP1] The Academy of Management Review, 14(1), 20–39. 

https://doi.org/10.2307/258189 

Babbie, E. R. (2011). The basics of social research (5th ed.). Australia: Wadsworth / 

Cengage Learning. 

Baron, R. M., & Kenny, D. A. (1986). The moderator-mediator variable distinction in 

social psychological research: Conceptual, strategic, and statistical 

considerations. Journal of Personality and Social Psychology, 51(6), 1173-

1182. http://doi.org/10.1037//0022-3514.51.6.1173 

Bhattacharya, C. B., Korschun, D., & Sen, S. (2009). Strengthening stakeholder–

company relationships through mutually beneficial corporate social 

responsibility initiatives. Journal of Business ethics, 85(2), 257-

272.http://doi.org/10.1007/s10551-008-9730-3 

Bhattacharya, C. B., & Sen, S. (2003). Consumer–company identification: A 

framework for understanding consumers’ relationships with companies. 

Journal of marketing, 67(2), 76-88. 

https://doi.org/10.1509/jmkg.67.2.76.18609 

Bhattacharya, C. B., & Sen, S. (2004). Doing better at doing good: When, why, and 

how consumers respond to corporate social initiatives. California management 

review, 47(1), 9-24. https://doi.org/10.2307/41166284 

Bhattacharya, C. B., Sen, S., & Korschun, D. (2008). Using corporate social 

responsibility to win the war for talent. MIT Sloan management review, 49(2). 

Available at SSRN: https://ssrn.com/abstract=2333549 

https://doi.org/10.1177%2F0149206311436079
https://doi.org/10.1177%2F0149206311436079
https://www.mckinsey.com/business-functions/organization/our-insights/answering-societys-call-a-new-leadership-imperative
https://www.mckinsey.com/business-functions/organization/our-insights/answering-societys-call-a-new-leadership-imperative
https://www.mckinsey.com/business-functions/organization/our-insights/answering-societys-call-a-new-leadership-imperative
https://www.mckinsey.com/business-functions/organization/our-insights/answering-societys-call-a-new-leadership-imperative
https://doi.org/10.2307/258189
https://doi.org/10.2307/258189
https://doi.org/10.2307/258189
http://doi.org/10.1037/0022-3514.51.6.1173
http://doi.org/10.1007/s10551-008-9730-3
https://doi.org/10.1509%2Fjmkg.67.2.76.18609
https://doi.org/10.1509%2Fjmkg.67.2.76.18609
https://doi.org/10.1509%2Fjmkg.67.2.76.18609
https://doi.org/10.2307/41166284
https://doi.org/10.2307/41166284
https://ssrn.com/abstract=2333549
https://ssrn.com/abstract=2333549


53 
 

Brammer, S., & Millington, A. (2005). Corporate reputation and philanthropy: An 

empirical analysis. Journal of business ethics, 61(1), 29-44. 

https://doi.org/10.1007/s10551-005-7443-4 

Brammer, S., Millington, A., & Rayton, B. (2007). The contribution of corporate 

social responsibility to organizational commitment. The International Journal 

of Human Resource Management, 18(10), 1701-1719. 

https://doi.org/10.1080/09585190701570866 

Carmeli, A., Gilat, G., & Waldman, D. A. (2007). The role of perceived organizational 

performance in organizational identification, adjustment and job performance. 

Journal of Management Studies, 44(6), 972-992. http://doi.org/10.1111/j.1467-

6486.2007.00691.x 

Christmann, P., & Taylor, G. (2006). Firm self-regulation through international 

certifiable standards: Determinants of symbolic versus substantive 

implementation. Journal of International Business Studies, 37(6), 863-878. 

https://doi.org/10.1057/palgrave.jibs.8400231 

Collier, J., & Esteban, R. (2007). Corporate social responsibility and employee 

commitment. Business Ethics: A European Review, 16(1), 19–33.  

https://doi.org/10.1111/j.1467-8608.2006.00466.x 

Dreher, S. (2014). Social media and the world of work: A strategic approach to 

employees’ participation in social media. Corporate Communications: An 

International Journal, 19(4), 344-356. https://doi.org/10.1108/CCIJ-10-2013-

0087 

Dutton, J. E., Dukerich, J. M., & Harquail, C. V. (1994). Organizational images and 

member identification. Administrative science quarterly, 39(2), 239-263. 

http://doi.org/10.2307/2393235 

Eisenberger, R., Cummings, J. , Armeli, S. & Lynch, P. (1997). Perceived 

Organizational Support, Discretionary Treatment, and Job Satisfaction. 

Journal of Applied Psychology, 82(5), 812–820. https://doi.org/10.1037/0021-

9010.82.5.812 

El Akremi, A., Gond, J. P., Swaen, V., De Roeck, K., & Igalens, J. (2018). How do 

employees perceive corporate responsibility? Development and validation of a 

https://doi.org/10.1007/s10551-005-7443-4
https://doi.org/10.1007/s10551-005-7443-4
https://doi.org/10.1007/s10551-005-7443-4
https://doi.org/10.1080/09585190701570866
https://doi.org/10.1080/09585190701570866
https://doi.org/10.1080/09585190701570866
http://doi.org/10.1111/j.1467-6486.2007.00691.x
http://doi.org/10.1111/j.1467-6486.2007.00691.x
http://doi.org/10.1111/j.1467-6486.2007.00691.x
https://doi.org/10.1057/palgrave.jibs.8400231
https://doi.org/10.1057/palgrave.jibs.8400231
https://doi.org/10.1057/palgrave.jibs.8400231
https://doi.org/10.1111/j.1467-8608.2006.00466.x
https://doi.org/10.1108/CCIJ-10-2013-0087
https://doi.org/10.1108/CCIJ-10-2013-0087
https://doi.org/10.1108/CCIJ-10-2013-0087
http://doi.org/10.2307/2393235
http://doi.org/10.2307/2393235
http://doi.org/10.2307/2393235
https://psycnet.apa.org/doi/10.1037/0021-9010.82.5.812
https://psycnet.apa.org/doi/10.1037/0021-9010.82.5.812
https://psycnet.apa.org/doi/10.1037/0021-9010.82.5.812


54 
 

multidimensional corporate stakeholder responsibility scale. Journal of 

Management, 44(2), 619-657. https://doi.org/10.1177/0149206315569311 

Ellemers, N. Spears, R. & Doosje, B. (1999). Social Identity: Context, Commitment, 

Content. Oxford: Blackwell. 

Fieseler, C., Meckel, M., & Ranzini, G. (2015). Professional personae-How 

organizational identification shapes online identity in the workplace. Journal 

of Computer-Mediated Communication, 20(2), 153-170. 

http://dx.doi.org/10.1111/jcc4.12103 

Fuller, J. B., Hester, K., Barnett, T., Frey, L., Relyea, C., & Beu, D. (2006). Perceived 

external prestige and internal respect: New insights into the organizational 

identification process. Human relations, 59(6), 815-846. 

https://doi.org/10.1177/0018726706067148 

Glavas, A. (2016). Corporate social responsibility and organizational psychology: An 

integrative review. Frontiers in psychology, 7, 144. 

https://doi.org/10.3389/fpsyg.2016.00144 

Glavas, A., & Radic, M. (2019). Corporate Social Responsibility: An Overview From 

an Organizational and Psychological Perspective. In Oxford Research 

Encyclopedia of Psychology. 

https://doi.org/10.1093/acrefore/9780190236557.013.90 

Gonzales, A. L., & Hancock, J. T. (2011). Mirror, mirror on my Facebook wall: 

Effects of exposure to Facebook on self-esteem. Cyberpsychology, Behavior, 

and Social Networking, 14(1-2), 79-83. http://doi.org/10.1089/cyber.2009.0411 

Hameed, I., Riaz, Z., Arain, G. A., & Farooq, O. (2016). How do internal and external 

CSR affect employees' organizational identification? A perspective from the 

group engagement model. Frontiers in psychology, 7, 788 

https://doi.org/10.3389/fpsyg.2016.00788 

Hayes, A. F. (2013). Introducton to Mediaton, Moderaton, and Conditonal Process 

Analysis: A Regression-based Approach. New York, NY: Guilford Press. 

Huo, Y. J., & Binning, K. R. (2008). Why the psychological experience of respect 

matters in group life: An integrative account. Social and Personality 

https://doi.org/10.1177%2F0149206315569311
https://doi.org/10.1177%2F0149206315569311
http://dx.doi.org/10.1111/jcc4.12103
http://dx.doi.org/10.1111/jcc4.12103
http://dx.doi.org/10.1111/jcc4.12103
https://doi.org/10.1177%2F0018726706067148
https://doi.org/10.1177%2F0018726706067148
https://doi.org/10.1177%2F0018726706067148
https://doi.org/10.3389/fpsyg.2016.00144
https://doi.org/10.3389/fpsyg.2016.00144
https://doi.org/10.3389/fpsyg.2016.00144
https://doi.org/10.1093/acrefore/9780190236557.013.90
https://doi.org/10.1093/acrefore/9780190236557.013.90
https://doi.org/10.1093/acrefore/9780190236557.013.90
http://doi.org/10.1089/cyber.2009.0411
https://doi.org/10.3389/fpsyg.2016.00788
https://doi.org/10.3389/fpsyg.2016.00788
https://doi.org/10.3389/fpsyg.2016.00788


55 
 

Psychology Compass, 2(4), 1570-1585.  https://doi.org/10.1111/j.1751-

9004.2008.00129.x 

Jones, D. A., Willness, C. R., & Madey, S. (2014). Why are job seekers attracted by 

corporate social performance? Experimental and field tests of three signal-

based mechanisms. Academy of Management Journal, 57(2), 383-404. 

https://doi.org/10.5465/amj.2011.0848 

Kaplowitz, M. D., Hadlock, T. D., & Levine, R. (2004). A comparison of web and 

mail survey response rates. Public opinion quarterly, 68(1), 94-101. 

https://doi.org/10.1093/poq/nfh006 

Kelley, K., Clark, B., Brown, V., & Sitzia, J. (2003). Good practice in the conduct and 

reporting of survey research. International Journal for Quality in health care, 

15(3), 261-266. https://doi-org.eur.idm.oclc.org/10.1093/intqhc/mzg031 

Kim, H. R., Lee, M., Lee, H. T., & Kim, N. M. (2010). Corporate social responsibility 

and employee–company identification. Journal of Business Ethics, 95(4), 557-

569. https://doi.org/10.1007/s10551-010-0440-2 

KPMG (2017). The KPMG Survey of Corporate Responsibility Reporting 2017. 

Retrieved from https://assets.kpmg/content/dam/kpmg/xx/pdf/2017/10/kpmg-

survey-of-corporate-responsibility-reporting-2017.pdf 

Leach, C. W., van Zomeren, M., Zebel, S., Vliek, M. L. W., Pennekamp, S. F., 

Doosje, B., Ouwerkerk, J., & Spears, R. (2008). Group-level self-definition 

and self-investment: A hierarchical (multicomponent) model of in-group 

identification. Journal of Personality and Social Psychology, 95(1), 144-165. 

https://dx.doi.org/10.1037/0022-3514.95.1.144 

Lichtenstein, D. R., Drumwright, M. E., & Braig, B. M. (2004). The effect of 

corporate social responsibility on customer donations to corporate-supported 

nonprofits. Journal of marketing, 68(4), 16-32. https://doi-

org.eur.idm.oclc.org/10.1509/jmkg.68.4.16.42726 

Luo, X., & Bhattacharya, C. B. (2006). Corporate social responsibility, customer 

satisfaction, and market value. Journal of marketing, 70(4), 1-18. 

https://doi.org/10.1509/jmkg.70.4.1 

https://doi.org/10.1111/j.1751-9004.2008.00129.x
https://doi.org/10.1111/j.1751-9004.2008.00129.x
https://doi.org/10.5465/amj.2011.0848
https://doi.org/10.1093/poq/nfh006
https://doi.org/10.1093/poq/nfh006
https://doi.org/10.1093/poq/nfh006
https://doi-org.eur.idm.oclc.org/10.1093/intqhc/mzg031
https://doi-org.eur.idm.oclc.org/10.1093/intqhc/mzg031
https://doi.org/10.1007/s10551-010-0440-2
https://doi.org/10.1007/s10551-010-0440-2
https://assets.kpmg/content/dam/kpmg/xx/pdf/2017/10/kpmg-survey-of-corporate-responsibility-reporting-2017.pdf
https://assets.kpmg/content/dam/kpmg/xx/pdf/2017/10/kpmg-survey-of-corporate-responsibility-reporting-2017.pdf
https://assets.kpmg/content/dam/kpmg/xx/pdf/2017/10/kpmg-survey-of-corporate-responsibility-reporting-2017.pdf
https://dx.doi.org/10.1037/0022-3514.95.1.144
https://dx.doi.org/10.1037/0022-3514.95.1.144
https://dx.doi.org/10.1037/0022-3514.95.1.144
https://doi-org.eur.idm.oclc.org/10.1509%2Fjmkg.68.4.16.42726
https://doi-org.eur.idm.oclc.org/10.1509%2Fjmkg.68.4.16.42726
https://doi-org.eur.idm.oclc.org/10.1509%2Fjmkg.68.4.16.42726
https://psycnet.apa.org/doi/10.1509/jmkg.70.4.1
https://psycnet.apa.org/doi/10.1509/jmkg.70.4.1
https://psycnet.apa.org/doi/10.1509/jmkg.70.4.1


56 
 

MacKinnon, D. P., Coxe, S., & Baraldi, A. N. (2012).Guidelines for the investigation 

of mediating variables in business research. Journal of Business Psychology, 

27, 1–14. https://doi.org/10.1007/s10869-011-9248-z 

Mael, F., & Ashforth, B. E. (1992). Alumni and their alma mater: A partial test of the 

reformulated model of organizational identification. Journal of organizational 

Behavior, 13(2), 103-123. https://doi.org/10.1002/job.4030130202 

Margolis, J. D., Elfenbein, H. A., & Walsh, J. P. (2007). Does it pay to be good? A 

meta-analysis and redirection of research on the relationship between corporate 

social and financial performance. Ann Arbor, 1001, 48109-1234. 

http://dx.doi.org/10.2139/ssrn.1866371 

Marquis, C., Glynn, M. A., & Davis, G. F. (2007). Community isomorphism and 

corporate social action. Academy of Management Review, 32(3), 925–945. 

https://doi.org/10.5465/amr.2007.25275683 

Mathieu, J. E., & Taylor, S. R. (2006). Clarifying conditions and decision points for 

mediational type inferences in organizational behavior. Journal of 

Organizational, 27(8), 1031-1056. http://doi.org/10.1002/job.406 

Matthews, B., & Ross, L. (2010). Research methods a practical guide for the social 

sciences. Essex, UK: Pearson Education 

Moorman, R. H., & Podsakoff, P. M. (1992). A meta‐analytic review and empirical 

test of the potential confounding effects of social desirability response sets in 

organizational behaviour research. Journal of Occupational and 

Organizational Psychology, 65(2), 131-149. https://doi.org/10.1111/j.2044-

8325.1992.tb00490.x 

Morgan, D. L. (2008). Snowball sampling. In L. Given, The SAGE Encyclopedia of 

Qualitative Research Methods (pp. 816) Thousand Oaks, US: SAGE 

Publications. http://dx.doi.org.eur.idm.oclc.org/10.4135/9781412963909.n425 

Ollier-Malaterre, A., Rothbard, N. P., & Berg, J. M. (2013). When worlds collide in 

cyberspace: How boundary work in online social networks impacts 

professional relationships. Academy of Management Review, 38(4), 645-669. 

https://doi.org/10.5465/amr.2011.0235 

https://doi.org/10.1007/s10869-011-9248-z
https://doi.org/10.1002/job.4030130202
https://doi.org/10.1002/job.4030130202
https://dx.doi.org/10.2139/ssrn.1866371
https://dx.doi.org/10.2139/ssrn.1866371
https://dx.doi.org/10.2139/ssrn.1866371
https://doi.org/10.5465/amr.2007.25275683
https://doi.org/10.5465/amr.2007.25275683
https://doi.org/10.5465/amr.2007.25275683
http://doi.org/10.1002/job.406
https://doi.org/10.1111/j.2044-8325.1992.tb00490.x
https://doi.org/10.1111/j.2044-8325.1992.tb00490.x
http://dx.doi.org.eur.idm.oclc.org/10.4135/9781412963909.n425
http://dx.doi.org.eur.idm.oclc.org/10.4135/9781412963909.n425
https://doi.org/10.5465/amr.2011.0235
https://doi.org/10.5465/amr.2011.0235
https://doi.org/10.5465/amr.2011.0235


57 
 

Organ, D. W. (1988). Organizational citizenship behavior: The good soldier 

syndrome. Lexington, MA, England: Lexington Books 

Pallant, J. (2013).  SPSS Survival Manual (5th edition). Maidenhead, UK: McGraw-

Hill.  

Patchen, M. (1970). Participation, achievement, and involvement on the job. 

Englewood Cliffs, NJ: Prentice Hall. 

Podsakoff, P. M., MacKenzie, S. B., Lee, J. Y., & Podsakoff, N. P. (2003). Common 

method biases in behavioral research: a critical review of the literature and 

recommended remedies. Journal of applied psychology, 88(5), 879-

903.https://doi.org/10.1037/0021-9010.88.5.879 

Pratt, M. G. (1998). To be or not to be: Central questions in organizational 

identification. In D. A. Whetten & P. C. Godfrey (Eds.), Foundations for 

organizational science. Identity in organizations: Building theory through 

conversations (p. 171–207). Sage Publications, Inc. 

https://doi.org/10.4135/9781452231495.n6 

Preacher, K. J., & Hayes, A. F. (2004). SPSS and SAS procedures for estimating 

indirect effects in simple mediation models. Behavior Research Methods, 

Instruments, & Computers, 36, 717–731. https://doi.org/10.3758/BF03206553 

Riketta, M. (2005). Organizational identification: A meta-analysis. Journal of 

vocational behavior, 66(2), 358-384. https://doi.org/10.1016/j.jvb.2004.05.005 

Rodrigo, P., Arenas, D. (2008). Do employees care about CSR programs? A typology 

of employees according to their attitudes. Journal of Business Ethics, 83, 265–

283. https://doi.org/10.1007/s10551-007-9618-7 

Rogers, K. M., & Ashforth, B. E. (2017). Respect in organizations: Feeling valued as 

“we” and “me”. Journal of Management, 43(5), 1578-1608. 

https://doi.org/10.1177/0149206314557159 

Rupp, D. E., & Mallory, D. B. (2015). Corporate social responsibility: Psychological, 

person-centric, and progressing. Annual Review of Organizational Psychology 

and Organizational Behavior. 2(1), 211-236. https://doi-

org.eur.idm.oclc.org/10.1146/annurev-orgpsych-032414-111505 

https://psycnet.apa.org/doi/10.1037/0021-9010.88.5.879
https://psycnet.apa.org/doi/10.4135/9781452231495.n6
https://psycnet.apa.org/doi/10.3758/BF03206553
https://doi.org/10.1016/j.jvb.2004.05.005
https://doi.org/10.1016/j.jvb.2004.05.005
https://doi.org/10.1007/s10551-007-9618-7
https://doi.org/10.1007/s10551-007-9618-7
https://doi.org/10.1177%2F0149206314557159
https://doi.org/10.1177%2F0149206314557159
https://doi.org/10.1177%2F0149206314557159
https://doi-org.eur.idm.oclc.org/10.1146/annurev-orgpsych-032414-111505
https://doi-org.eur.idm.oclc.org/10.1146/annurev-orgpsych-032414-111505
https://doi-org.eur.idm.oclc.org/10.1146/annurev-orgpsych-032414-111505


58 
 

Sakka, G., & Ahammad, M. F. (2020). Unpacking the relationship between employee 

brand ambassadorship and employee social media usage through employee 

wellbeing in workplace: A theoretical contribution. Journal of Business 

Research. https://doi.org/10.1016/j.jbusres.2020.03.038 

Scheidler, S., Edinger-Schons, L. M., Spanjol, J., & Wieseke, J. (2019). Scrooge 

posing as Mother Teresa: How hypocritical social responsibility strategies hurt 

employees and firms. Journal of Business Ethics, 157(2), 339-358. 

https://doi.org/10.1007/s10551-018-3788-3 

Sen, S., & Bhattacharya, C. B. (2001). Does doing good always lead to doing better? 

Consumer reactions to corporate social responsibility. Journal of marketing 

Research, 38(2), 225-243. https://doi-

org.eur.idm.oclc.org/10.1509/jmkr.38.2.225.18838 

Sen, S., Bhattacharya C. B., & Korschun, D. (2006). The Role of Corporate Social 

Responsibility in Strengthening Multiple Stakeholder Relationships: A Field 

Experiment. Journal of the Academy of Marketing Science 34(2), 158–166. 

https://doi.org/10.1177/0092070305284978 

Smidts, A., Pruyn, A. T. H., & Van Riel, C. B. (2001). The impact of employee 

communication and perceived external prestige on organizational 

identification. Academy of Management journal, 44(5), 1051-1062. 

https://doi.org/10.5465/3069448 

Spears, R., Ellemers, N., Doosje, B., & Branscombe, N. (2006). The individual within 

the group: Respect! In T. Postmes & J. Jetten (Eds.), Individuality and the 

group: Advances in social identity. Sage Publications, Inc, 175-195. 

https://doi.org/10.4135/9781446211946.n10 

Spector, P. E. (1994). Using self-report questionnaires in OB research: A comment on 

the use of a controversial method. Journal of organizational behavior, 385-

392. https://doi.org/10.1002/job.4030150503 

Tajfel, H., & Turner, J. C. (2004). The Social Identity Theory of Intergroup 

Behavior. In J. T. Jost & J. Sidanius (Eds.), Political psychology: Key 

readings (pp. 276–293). Psychology Press.  

https://doi.org/10.4324/9780203505984-16 

https://doi.org/10.1016/j.jbusres.2020.03.038
https://doi.org/10.1007/s10551-018-3788-3
https://doi.org/10.1007/s10551-018-3788-3
https://doi.org/10.1007/s10551-018-3788-3
https://doi-org.eur.idm.oclc.org/10.1509%2Fjmkr.38.2.225.18838
https://doi-org.eur.idm.oclc.org/10.1509%2Fjmkr.38.2.225.18838
https://doi-org.eur.idm.oclc.org/10.1509%2Fjmkr.38.2.225.18838
https://doi.org/10.1177/0092070305284978
https://doi.org/10.1177/0092070305284978
https://doi.org/10.1177/0092070305284978
https://doi.org/10.5465/3069448
https://doi.org/10.5465/3069448
https://doi.org/10.5465/3069448
https://psycnet.apa.org/doi/10.4135/9781446211946.n10
https://psycnet.apa.org/doi/10.4324/9780203505984-16


59 
 

Tenzek, K. E. (2017). Snowball subject recruitment. In M. Alan (Ed.), The SAGE 

encyclopedia of communication research methods (pp. 1613-1616). Thousand 

Oaks, US: SAGE Publications.  https://dx-doi-

org.eur.idm.oclc.org/10.4135/9781483381411.n569 

Turker, D. (2009). Measuring corporate social responsibility: A scale development 

study. Journal of business ethics, 85(4), 411-427.  https://doi-

org.eur.idm.oclc.org/10.1007/s10551-008-9780-6 

Tyler, T. R., & Blader, S. L. (2001). Identity and cooperative behavior in 

groups. Group processes & intergroup relations, 4(3), 207-226. 

https://doi.org/10.1177/1368430201004003003 

Tyler, T. R., & Blader, S. L. (2002). Autonomous vs. comparative status: Must we be 

better than others to feel good about ourselves? Organizational Behavior and 

Human Decision Processes, 89(1), 813–838. https://doi.org/10.1016/s0749-

5978(02)00031-6 

Tyler, T. R., & Blader, S. L. (2003). The group engagement model: Procedural justice, 

social identity, and cooperative behavior. Personality and social psychology 

review, 7(4), 349-361. https://doi.org/10.1207/S15327957PSPR0704_07 

United Nations Global Compact. (2014). Guide to corporate sustainability: Shaping a 

sustainable future. Retrieved from 

https://www.unglobalcompact.org/docs/publications/UN_Global_Compact_Gu

ide_to_Corporate_Sustainability.pdf 

Van Prooijen, A. M., & Wirtz, C. (2019). Organizational features as antecedents of 

employee ambassadorship on social media. Unpublished manuscript 

Van Zoonen, W., Bartels, J., van Prooijen, A. M., & Schouten, A. P. (2018). 

Explaining online ambassadorship behaviors on Facebook and LinkedIn. 

Computers in Human Behavior, 87, 354-362. 

https://doi.org/10.1016/j.chb.2018.05.031 

van Zoonen, W., & van der Meer, T. (2015). The importance of source and 

credibilityperception in times of crisis: Crisis communication in a socially 

mediated era. Journal of Public Relations Research, 27(5), 371–388. 

https://doi.org/10.1080/1062726X.2015.1062382 

https://dx-doi-org.eur.idm.oclc.org/10.4135/9781483381411.n569
https://dx-doi-org.eur.idm.oclc.org/10.4135/9781483381411.n569
https://doi-org.eur.idm.oclc.org/10.1007/s10551-008-9780-6
https://doi-org.eur.idm.oclc.org/10.1007/s10551-008-9780-6
https://doi-org.eur.idm.oclc.org/10.1007/s10551-008-9780-6
https://doi.org/10.1177%2F1368430201004003003
https://doi.org/10.1016/s0749-5978(02)00031-6
https://doi.org/10.1016/s0749-5978(02)00031-6
https://doi.org/10.1016/s0749-5978(02)00031-6
https://doi.org/10.1207/S15327957PSPR0704_07
https://doi.org/10.1207/S15327957PSPR0704_07
https://www.unglobalcompact.org/docs/publications/UN_Global_Compact_Guide_to_Corporate_Sustainability.pdf
https://www.unglobalcompact.org/docs/publications/UN_Global_Compact_Guide_to_Corporate_Sustainability.pdf
https://www.unglobalcompact.org/docs/publications/UN_Global_Compact_Guide_to_Corporate_Sustainability.pdf
https://www.unglobalcompact.org/docs/publications/UN_Global_Compact_Guide_to_Corporate_Sustainability.pdf
https://doi.org/10.1016/j.chb.2018.05.031
https://doi.org/10.1016/j.chb.2018.05.031
https://doi.org/10.1016/j.chb.2018.05.031
https://doi.org/10.1080/1062726X.2015.1062382


60 
 

Van Zoonen, W., van der Meer, T. G., & Verhoeven, J. W. (2014). Employees’ work-

related social-media use: His master's voice. Public Relations Review, 40(5), 

850-852. https://doi.org/10.1016/j.pubrev.2014.07.001 

Van Zoonen, W., Verhoeven, J. W., & Vliegenthart, R. (2016). How employees use 

Twitter to talk about work: A typology of work-related tweets. Computers in 

Human Behavior, 55, 329-339. https://doi.org/10.1016/j.chb.2015.09.021 

Vogel, E. A., Rose, J. P., Roberts, L. R., & Eckles, K. (2014). Social comparison, 

social media, and self-esteem. Psychology of Popular Media Culture, 3(4), 

206-222. http://doi.org/10.1037/ppm0000047 

 

 

 

 

  

  

https://doi.org/10.1016/j.pubrev.2014.07.001
https://doi.org/10.1016/j.pubrev.2014.07.001
https://doi.org/10.1016/j.chb.2015.09.021
https://doi.org/10.1016/j.chb.2015.09.021
http://doi.org/10.1037/ppm0000047


61 
 

Appendix A 

Appendix A – Online survey 

 

Welcome!   

Dear respondent, 

Thank you for taking the time to participate in this survey which is a part of a Master thesis 

research project at the Erasmus University Rotterdam. The purpose of the research is to study 

some of the perceptions employees hold about the organizations they currently work for.  

 

Please be assured that the survey is anonymous and any information gathered will be kept 

strictly confidential and used for research purposes only. The whole survey should take no 

more than 10 minutes to fill in.  

 

Should you need any additional information regarding the survey or have any 

recommendations about it, please don't hesitate to contact me, Emil Hadzhiev, at 

540404eh@student.eur.nl 

 

Please click the arrow to begin. 

(By clicking the arrow you agree to  take part in this survey) 

 

 

1. Are you currently employed? 

o Yes 

o No 

 

2. To start with, you will be presented with some statements regarding the socially 

responsible practices of the organization you work for. Corporate social responsibility 

(CSR) refers to an organization's commitment to integrate social and environmental 

concerns in its business operations and in its interaction with their stakeholders on a 

voluntary basis. Please indicate the extent to which you agree or disagree with the 

following statements: 

The organization I work for implements special programs to minimize its negative impact on 

the natural environment.  
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o Strongly disagree 

o Disagree 

o Somewhat disagree 

o Neither agree nor disagree 

o Somewhat agree 

o Agree 

o Strongly agree 

 

The organization I work for makes investments to create a better life for the future 

generations.   

o Strongly disagree 

o Disagree 

o Somewhat disagree 

o Neither agree nor disagree 

o Somewhat agree 

o Agree 

o Strongly agree 

 

The organization I work for supports non-governmental organizations working in problematic 

areas.  

o Strongly disagree 

o Disagree 

o Somewhat disagree 

o Neither agree nor disagree 

o Somewhat agree 

o Agree 

o Strongly agree 

 

The organization I work for contributes to campaigns and projects that promote the well-being 

of the society.  

o Strongly disagree 

o Disagree 

o Somewhat disagree 

o Neither agree nor disagree 
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o Somewhat agree 

o Agree 

o Strongly agree 

 

The organization I work for participates in activities which aim to protect and improve the 

quality of the natural environment. 

o Strongly disagree 

o Disagree 

o Somewhat disagree 

o Neither agree nor disagree 

o Somewhat agree 

o Agree 

o Strongly agree 

 

The organization I work for targets a sustainable growth which considers the well-being of 

future generations.  

o Strongly disagree 

o Disagree 

o Somewhat disagree 

o Neither agree nor disagree 

o Somewhat agree 

o Agree 

o Strongly agree 

 

3. Here you willl be introduced to some additional statements related to the CSR 

practices of the organization you work for.  Please indicate the extent to which you agree 

or disagree with the following statement: 

 

The organization I work for has policies that encourage the employees to develop their skills 

and careers. 

o Strongly disagree 

o Disagree 

o Somewhat disagree 

o Neither agree nor disagree 
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o Somewhat agree 

o Agree 

o Strongly agree 

 

In the organization I work for the management is primarily concerned with employees’ needs 

and wants.   

o Strongly disagree 

o Disagree 

o Somewhat disagree 

o Neither agree nor disagree 

o Somewhat agree 

o Agree 

o Strongly agree 

 

The organization I work for implements flexible policies to provide a good work and life 

balance for its employees. 

o Strongly disagree 

o Disagree 

o Somewhat disagree 

o Neither agree nor disagree 

o Somewhat agree 

o Agree 

o Strongly agree 

 

In the organization I work for the managerial decisions regarding the employees are usually 

fair. 

o Strongly disagree 

o Disagree 

o Somewhat disagree 

o Neither agree nor disagree 

o Somewhat agree 

o Agree 

o Strongly agree 
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The organization I work for supports employees who want to acquire additional education. 

o Strongly disagree 

o Disagree 

o Somewhat disagree 

o Neither agree nor disagree 

o Somewhat agree 

o Agree 

o Strongly agree 

 

4. This section introduces statements about how other people perceive the organization 

you work for. Please indicate the extent to which you agree or disagree with the 

following statements: 

 

The organization I work for has a good reputation.  

o Strongly disagree 

o Disagree 

o Somewhat disagree 

o Neither agree nor disagree 

o Somewhat agree 

o Agree 

o Strongly agree 

 

Most people have a positive view of the organization I work for.  

o Strongly disagree 

o Disagree 

o Somewhat disagree 

o Neither agree nor disagree 

o Somewhat agree 

o Agree 

o Strongly agree 

 

Most people value the organization I work for.  

o Strongly disagree 

o Disagree 
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o Somewhat disagree 

o Neither agree nor disagree 

o Somewhat agree 

o Agree 

o Strongly agree 

 

The organization I work for is perceived as a prestigious place to work.  

o Strongly disagree 

o Disagree 

o Somewhat disagree 

o Neither agree nor disagree 

o Somewhat agree 

o Agree 

o Strongly agree 

 

The organization I work for is considered one of the best.   

o Strongly disagree 

o Disagree 

o Somewhat disagree 

o Neither agree nor disagree 

o Somewhat agree 

o Agree 

o Strongly agree 

 

Employees from other organizations would be proud to work for my organization. 

o Strongly disagree 

o Disagree 

o Somewhat disagree 

o Neither agree nor disagree 

o Somewhat agree 

o Agree 

o Strongly agree 
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5. Here you will be presented with a few statements about your standing within the 

organization you work for. Please indicate the extent to which you agree or disagree 

with the following statements. 

 

What I do is respected within the organization I work for. 

o Strongly disagree 

o Disagree 

o Somewhat disagree 

o Neither agree nor disagree 

o Somewhat agree 

o Agree 

o Strongly agree 

 

I am a valued member of the organization I work for. 

o Strongly disagree 

o Disagree 

o Somewhat disagree 

o Neither agree nor disagree 

o Somewhat agree 

o Agree 

o Strongly agree 

 

My ideas are respected within the organization I work for. 

o  Strongly disagree 

o Disagree 

o Somewhat disagree 

o Neither agree nor disagree 

o Somewhat agree 

o Agree 

o Strongly agree 

 

My contribution to the work is valued within the organization I work for. 

o Strongly disagree 

o Disagree 
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o Somewhat disagree 

o Neither agree nor disagree 

o Somewhat agree 

o Agree 

o Strongly agree 

 

Others within the organization I work for think it would be difficult to replace me. 

o Strongly disagree 

o Disagree 

o Somewhat disagree 

o Neither agree nor disagree 

o Somewhat agree 

o Agree 

o Strongly agree 

 

The organization I work for cares about my well-being. 

o Strongly disagree 

o Disagree 

o Somewhat disagree 

o Neither agree nor disagree 

o Somewhat agree 

o Agree 

o Strongly agree 

 

6. In this section of the survey you will be introduced to some statements about how 

connected you feel to the organization you work for. Please indicate the extent to which 

you agree or disagree with the following statements.  

 

I feel a bond with the organization I work for.   

o Strongly disagree 

o Disagree 

o Somewhat disagree 

o Neither agree nor disagree 

o Somewhat agree 
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o Agree 

o Strongly agree 

 

I feel solidarity with the organization I work for.  

o Strongly disagree 

o Disagree 

o Somewhat disagree 

o Neither agree nor disagree 

o Somewhat agree 

o Agree 

o Strongly agree 

 

I feel committed to the organization I work for. 

o Strongly disagree 

o Disagree 

o Somewhat disagree 

o Neither agree nor disagree 

o Somewhat agree 

o Agree 

o Strongly agree 

 

I feel that it is worthwhile belonging to the organization I work for.  

o Strongly disagree 

o Disagree 

o Somewhat disagree 

o Neither agree nor disagree 

o Somewhat agree 

o Agree 

o Strongly agree 

 

I feel good about belonging to the organization I work for.  

o Strongly disagree 

o Disagree 

o Somewhat disagree 
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o Neither agree nor disagree 

o Somewhat agree 

o Agree 

o Strongly agree 

 

When I talk about the organization I work for, I usually say "we" rather than "they".  

o Strongly disagree 

o Disagree 

o Somewhat disagree 

o Neither agree nor disagree 

o Somewhat agree 

o Agree 

o Strongly agree 

 

7. This section will introduce statements about your willingness to share positive 

information about the organization you work for on your social media accounts (such as 

Facebook, Twitter, or LinkedIn). Please indicate how likely it is that you would... 

 

Like a social media post that the organization you work for has shared? 

o Very unlikely 

o Unlikely 

o Somewhat unlikely 

o Neither likely nor unlikely 

o Somewhat likely 

o Likely 

o Very likely 

 

Share a social media post by the organization you work for? 

o Very unlikely 

o Unlikely 

o Somewhat unlikely 

o Neither likely nor unlikely 

o Somewhat likely 

o Likely 
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o Very likely 

 

Post positive social media messages about the organization you work for?  

o Very unlikely 

o Unlikely 

o Somewhat unlikely 

o Neither likely nor unlikely 

o Somewhat likely 

o Likely 

o Very likely 

 

Recommend the products or services of the organization you work for on social media?  

o Very unlikely 

o Unlikely 

o Somewhat unlikely 

o Neither likely nor unlikely 

o Somewhat likely 

o Likely 

o Very likely 

 

8. What is your age? 

o Text input 

 

9. What is your gender? 

o Male 

o Female 

o Other (please specify) – text input 

o I prefer not to answer 

 

10. What is your nationality? 

o Text input 

 

11. How long have you been working for your current employer?  

o Text input 
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12. Do you currently have a social media account (for example, on Facebook, Twitter, or 

LinkedIn)? 

o Yes 

o No 

 

13. What is your highest completed educational level? 

o Primary education    

o Secondary education    

o College/ HBO    

o University - Bachelor    

o University – Master   

o University – PHD   

o Other  

 

14. Is there anything you want to add after completing the survey? Please add any 

additional comments below: 

o Text input 

 

 

Thank you for your time spent taking this survey. 

Your response has been recorded. You can now close this window. 

 


