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Abstract: The impact of corporate social responsibility (CSR) activities on companies’ macroeconomic
indicators (financial performance, sustainability) has been the subject of many studies. However,
more recently, the effect of CSR activities on individual variables (microeconomic indicators) has
begun to attract attention. Although CSR itself is founded on the moral roots of the society in which
it operates, it seems that the effect of individuals’ moral attentiveness has been neglected. The CSR
effect, which is the focus of this study, is examined using three dimensions to understand how CSR
can directly and indirectly affect the organizational commitment of employees. A theoretical model is
developed in this paper, the focus of which is on the ethical framework of CSR and the proposition
that it may have an effect on employees. The sample comprises individuals working in two of the
country’s most important private production facilities in the western capital of Turkey. An online
questionnaire form was prepared and shared. The online form was active between 2 March 2020 and
11 May 2020. Out of 472 forms, 465 were usable and, therefore, used in the analyses. We found proof
for most of our assertions. Implications and future research suggestions are discussed.
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1. Introduction

Sustainability, a must-have feature of businesses, has been defined as meeting today’s
expectations and goals without using the resources of the future [1]. Sustainable growth is seen
as a process of generating value consisting of financial, environmental, and social components [2].
Today, social responsibility is considered the causal factor of the progress that businesses must make to
achieve sustainability [3,4]. Today, businesses operate in an environment where internal and external
stakeholders have more social and environmental awareness, and their expectations are now, therefore,
higher. Businesses that can meet these expectations are preferred because they can meet the needs
of more stakeholders. In return, this provides a sustainable competitive advantage. That social and
environmental responsibility behaviors are increasing businesses’ sustainable competitive advantage
is not a new argument [5]. Regarding the function of corporate social responsibility (CSR) activities
in businesses, the literature dates back to the 1950s [6]. At that time, the impact of CSR activities
on macroeconomic indicators (financial performance, sustainability) of companies came to the fore,
while the effect of CSR activities on individual variables as microeconomic indicators has become the
subject of studies in recent years [7,8]. Since the 1960s, it has been strongly argued by CSR researchers
that companies can yield profits through these activities [9]. For example, Orlitzky et al. [10] found
support for this view in their meta-analysis study. Around 34,000 observations from 52 studies revealed
that CSR behaviors affect the financial sustainability of businesses more than other antecedents.
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Nevertheless, many studies showing that macroeconomic indicators can be affected by microeconomic
indicators have opened new avenues in CSR research. One example is Porter and Kramer’s [11] shared
value approach, which assumes that companies, as agents of social change, can achieve both social
progress and business success simultaneously. In another example, the process of redefining the value
chain has helped to integrate topics such as environmental impact, employee skills, worker safety,
employee health, and water and energy use [12]. It has long been argued that business policies
that encompass employee health, safety, and personal development can enhance employee loyalty
and performance, thus improving profits [13]. For example, it has been reported that the social
responsibility activities of the Levi’s brand regarding the well-being of employees, the living standards
of the employees of the Patagonia brand, and the health of the employees of the Johnson & Johnson
brand have yielded millions of dollars in the mid-term. This debate that tries to reconcile opposing
point of views with regard to materialistic (strategic, profit-making) versus moral aspects of CSR is still
a hot topic in the literature [14].

CSR activities are classified into two main categories. One is targeted at external stakeholders
(society and environment), whereas the other is targeted at internal stakeholders (mostly employees).
A successful CSR strategy should be embedded in the organizational core competencies and integrated
within the firm’s strategy, routines, and operations [15], including HR. However, there is still ambiguity
concerning the understanding of the microfoundations of CSR [16–18], particularly mechanisms that
explain the underlying effects of how CSR activities are perceived by the employees [16–18]. Studies have
claimed that employee perceptions towards CSR practices may affect employees’ subsequent behavior
towards the organization [16,19]. For example, the effects of practices and policies in organizations
on employee commitment have been revealed in many studies that have addressed the relationship
between CSR and employee commitment [20]. However, although strong relationships have been
observed in most of the studies regarding this relationship, there are very few studies that reveal
the mechanism by which this relationship occurs by examining specific cases [21]. Examples of such
studies include Wurthman [22], Kim et al. [23], and Afsar and Umrani [24]. These scholars tried to
shed light on how the moral aspects of individuals in organizations affect their perception of CSR and
if any changes occur regarding their attitudes. However, in all of these studies, only one dimension of
moral attentiveness was discussed. Interestingly, the perceptual dimension has not been the subject of
much empirical research. Reynolds [25] defined moral attentiveness as a two-dimensional concept.
It involves two aspects of human attention: at the perceptual level, information is automatically
processed as it is encountered; at the reflective level, the individual uses morality to reflect on and
examine her/his experience. CSR in this study is conceptualized as a three-dimensional construct
(CSR related to employees, to society, and to the natural environment). Thus, the aim of this study is to
find out how these three dimensions of CSR could relate to the two aspects of moral attentiveness and,
through moral attentiveness, how CSR could affect the organizational commitment of the employees.

Therefore, one of the contributions of this study to the literature is that it addresses the concept
of moral attentiveness using two dimensions. The second contribution is the moral effect of CSR
on employees and whether it creates affective commitment indirectly through this effect. By this,
we intend to contribute to the debate by focusing on the moral foundations of CSR. Social cognitive
theory is used to explain the relationships in the theoretical model. Thus, by responding to the calls for
further research [21,26,27] regarding the mechanisms by which CSR activities can affect the behavior of
employees, new findings and new methods regarding how CSR activities are perceived are presented
and, thus, fill the gaps discussed above.

2. Literature Review and Hypothesis Development

2.1. CSR and Affective Commitment

An increasing number of studies have shown that businesses need to use their employees’ talents
and skills more effectively in order to achieve sustainable competitive advantage [28,29]. In this
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respect, employee commitment is cited as one of the main determinants of sustainability in today’s
volatile and uncertain business environment [30]. Employee commitment is a tripartite concept
(continuance, affective, and normative commitment) and expresses the commitment of the individual
to the organization [31]. Affective commitment is determined by schemas shaped by the cognitive
processes formed by the individual’s observations and experiences [32]. It has been reported that
individuals with high affective commitment are emotionally identified with their businesses and
show a high participation in business processes [14,19]. Employees’ desire for the well-being of their
organization has been reported as an indicator of affective commitment [33]. When compared to
continuance commitment and normative commitment, a stronger employee desire has been observed
for affective commitment [16].

In the studies conducted, strong relationships have also been observed between affective
commitment and employee well-being and performance [8,34]. Additionally, scholars argue that the
physical, emotional, and mental commitment of the employees are the tools that every leader needs to
achieve the goals of the organization [30,35]. Meyer and Maltin [34] stated that an employee environment
that meets the expectations of employees will create affective commitment and psychological well-being
in employees. In the studies of Kanter [35] and Sheldon [36], it was found that the level of social
interaction with the organization of the individual is an indicator of her/his affective commitment.
It has also been asserted that individuals become alienated in organizational environments in which
they do not interact or participate in social interaction, and that when they interact, they become
identified by showing emotional attachment [37]. It is thought that the level of adaptation of
individuals with their organizations depends on the fit between their individual expectations and needs,
organizational practices, and interpersonal relations [30]. Increasing this level of adaptation can enable
the individual to participate more or, in other words, increase affective commitment. For example, in a
recent study, Bouraoui et al. [18] found that employees’ perception of CSR (based on how well they
perceive the fit with their organizations) can determine their affective commitment. When the effects of
organizations’ CSR practices on the organizations’ stakeholders are compared, the level of observation
or influence of all other stakeholders except employees can be indirect [38]. Employees are directly
affected by organizations’ CSR through their wages, personal development, occupational health and
safety, and their contributions to the society they live in [37]. Further, CSR practices in these areas
can create positive feelings in employees, which can change the perspective of the employees both
institutionally and individually [38]. It is believed that employees evaluate the CSR activities of
businesses on a voluntary basis by comparing them with other businesses. When this evaluation
is positive in favor of the company they work for, they may have positive feelings towards their
business [37]. Within the scope of CSR practices, companies may neglect other areas, potentially turning
to CSR activities in only one area, i.e., only education, personal development, wages, etc. This might be
seen as neglecting other areas or environmental responsibilities. There may be employees who may
be affected by the areas that businesses address due to their different characteristics, or there may be
employees who may be negatively affected by neglected areas, resulting in negative feelings.

Another approach that suggests that CSR activities can create employee commitment in employees
is the approach based on deontic theory [9]. The deontic approach proposes that individuals’ behaviors
within the organization will affect their fairness perceptions within the organization [39]. Stating that
CSR practices in organizations shape employees’ perceptions of organizational justice, Rupp et al. [19]
asserted that employees will have positive feelings in fair organizations. In the process of evaluating
their organization, employees compare what is received by and given to all stakeholders and, when they
act fairly as an organization in this relationship, an ethical perception can be formed [8]. In other
words, indicators such as the level of satisfaction of the employees when the organization gains income
thanks to its employees, which is the production factor or the level of meeting the expectations of
the organization’s market and the environment in which it operates, shape the perceptions of the
employees. Likewise, Turker [40] claimed that the sustainability of organizations is based on their
relations with the public environment, employees, customers, and the natural environment.
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In summary, it is thought that organizations can create positive emotions, i.e., commitment,
by satisfying employees when CSR activities meet the expectations and needs of employees. On the
other hand, we claim that employees, as internal stakeholders, can closely observe, compare,
and evaluate the CSR activities of the organization towards society, the natural environment, customers,
and employees within the framework of ethical perception. When the result of this evaluation is
positive, positive emotions, i.e., the perception of employee commitment, can develop. Therefore,
the following hypotheses are posited:

H1. CSR has a direct effect on employee affective commitment.

H2. The relative importance of direct predictors (sub-factors of CSR: CSR related to employees; CSR related to
society; and CSR related to the natural environment) of employee affective commitment will be different.

2.2. CSR and Moral Attentiveness

It is assumed that the moral attitudes and behaviors of employees in today’s business environment,
which is becoming increasingly complex and ambiguous, can be shaped by different determinants.
This is because the environments in which businesses operate vary and each sociocultural area has
different priorities. It has been argued that individuals can also make different moral generalizations
in different environmental and sociocultural areas [22]. In addition, it has also been claimed that the
ethical practices of organizations with different missions in many areas of society can create synergy by
ensuring that employees have positive feelings [41].

An important function of CSR activities for organizations stems from the moral responsibilities
of organizations in society [42]. Considering that social responsibility discussions are increasing in
today’s business world, what should be done about the responsibilities of organizations towards their
employees, society, and the natural environment, and what kind of consequences these actions can
have on different social layers have been the subject of many studies [40]. The point to note here is the
moral dimension of CSR practices. The discussions on this subject are based on the understanding of
companies as the basic components of society, as they operate by using the resources and opportunities
of the society they are in. It is an undeniable reality that businesses that sustain themselves by taking
their resources from the natural environment and society and by presenting their products to society
have responsibilities towards the natural environment and society. Therefore, it has been claimed that
businesses are moral agents, as the basic components of society; this situation, however, has been
criticized and it has been argued that CSR has been transformed into a tool that serves political
purposes [43]. However, addressing the sustainability issue via social stakeholders in terms of ethics
and morality, rather than economic reasons, can lead to more effective results [44].

CSR is basically conceptualized in terms of employees, society, and the environment [40], and it
can affect employees’ attitudes and behaviors differently [45]. Although Kohlberg’s studies on the moral
behavior of the individual have also been examined within the framework of behavioral psychology
in the 1950s, they have been used extensively as a reference since the 1970s [46]. In the behavioral
approach, it is assumed that individuals develop moral norms by internalizing the behaviors and
norms of the societies they live in, and that they can create moral attention within the framework of
these norms.

Reynolds [25] (p. 1028) described moral attentiveness as “the extent to which an individual
chronically perceives and considers morality and moral elements in his or her experiences.” The moral
attentiveness of individuals is formed as a result of stimuli and individual–environment interaction [22].
In this process, the characteristics of the stimulus, such as accessibility, vividness, and saliency, affect the
individual’s perception of the stimulus, the encoding of the message, and the attention paid based to
the incoming information [47]. When CSR practices are evaluated as a stimulus, saliency, vividness,
and accessibility features can be considered to affect the individual’s perception, encoding, and attention
related to CSR practices. From the point of view of saliency, it can be considered that CSR activities
related to the expectations and wishes of the employees as stakeholders may attract their attention.
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This situation, which is also related to the saliency feature of CSR practices, suggests that different
expectations and needs of individuals may lead to them evaluating their CSR practices differently [48].
This situation causes two employees working in the same organization to evaluate CSR practices
differently. In other words, it can be considered that CSR activities that fit with the expectations and
needs of individuals may attract more attention. The fact that CSR activities cover applications to meet
changing demands in a complex and variable environment can be an indicator of the vividness of
CSR practices.

Reynolds [25] claimed that moral attentiveness consists of two dimensions (perceptual and
reflective). The perceptual moral attentiveness process concerns the rapid evaluation of situations
and events through an ethical lens based on the moral schemes (chronic accessibility) previously
created. In the reflective moral attentiveness dimension, determinants such as contextual factors and
personal experiences are effective and lead to situational evaluations [25]. Reflective moral attentiveness
is effective in ethical cognitions and schema formation [22]. In addition, individuals evaluate the
situations they encounter in terms of moral attention and try to infer meanings that will shape their
cognitive processes [49]. This creates an ethical lens by transforming these meanings into generalizable
information. Since experience and knowledge create chronic accessibility, individuals can instantly
evaluate and make sense of the situations they encounter. In addition to the duties and responsibilities
of employees within the organization, moral attention also affects the behavior of the organization
towards other stakeholders, especially customers [22,50]. Cognitive schemas created by the individual
based on past experience and knowledge can enable the individual to evaluate stimuli by improving
their chronic accessibility [25]. Individuals’ cognitive schemes enable them to react suddenly to
stimuli using chronic accessibility. In other words, the more moral schema the individual has created
in the past, the better his/her chronic accessibility develops and the faster he/she can react to the
situations encountered.

When determining the CSR practices of companies, considering the expectations of employees and
other stakeholders and prioritizing CSR practices accordingly, this may attract the moral attention of
employees. For example, consider a business where family–work balance is not possible. If the priority
of the employees in this business is family–work balance, it is thought that the improvement of resting
facilities or occupational health-and-safety practices in the workplace will not have a great impact
on these employees. Since the family is one of the most important areas in the lives of individuals
generally, it is a priority for most individuals [51]. Because these employees think that a business that
distances them personally from their families is not ethical in today’s world, and they work there
because they are obliged to, they may perceive that the business has working conditions outside of
their moral standards. In other words, considering that almost every employee can have a priority in
CSR practices, it is argued that they can develop a low or high level of reaction to each CSR practice
they encounter. Therefore, in order to be suitable for the study, we tried to include different responses
by considering CSR in three dimensions.

The moral attentiveness feature alone may not be enough to create emotion and reaction in
individuals. Organizations’ practices that glorify and reward moral behaviors help individuals to
spread moral norms and behaviors by internalizing them [25]. In this respect, organizations can
engender the internalization of moral attention by sending signals that can trigger moral attention in
their mission, vision, policy, and value definitions, and supporting them with real practices within
the organization (e.g., CSR practices) [52]. It is thought that the accessibility, vividness, and saliency
features of CSR can enable individuals to create the dimension of reflective moral attentiveness and
thus create reactions with a perceptual moral attentiveness dimension by creating an ethical lens. Since
the positive outcomes of these reactions can have an emotional effect, they may also shape employee
commitment. Therefore, the following hypotheses are posited:

H3. Employees with high moral attentiveness will be more affected by CSR practices in general than those with
low moral attentiveness.
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H3a. Employees with high moral attentiveness will be more affected by CSR practices related to employees than
those with low moral attentiveness.

H3b. Employees with high moral attentiveness will be more affected by CSR practices related to society than
those with low moral attentiveness.

H3c. Employees with high moral attentiveness will be more affected by CSR practices related to the natural
environment than those with low moral attentiveness.

H4a. The effect of CSR related to employees, society, and the natural environment on perceptual moral
attentiveness will be different with regards to relative importance.

H4b. The effect of CSR related to employees, society, and the natural environment on reflective moral attentiveness
will be different with regards to relative importance.

2.3. The Role of Moral Attentiveness as a Mediator Between CSR Practices and Affective Commitment

It has been argued that individual expectations and desires may also vary according to individual
differences [53]. In this context, Kohlberg [54] suggested that moral behavior can be affected not
only by social norms but also by individual characteristics. Kohlberg believed that, by developing
a three-level and six-stage model, individuals make rational decisions that will shape their feelings
and behaviors by comparing their personal interests, social norms, and interests. Rest’s [53] four-stage
model proposes that individuals have cognitive processes based on moral sensitivity, moral judgment,
moral motivation, and moral character levels. The moral judgment stage is perhaps the most important
stage in shaping cognitive processes. At this stage, it is assumed that individuals use their past
experiences to make the right decision in complex and uncertain situations they encounter [53]. At this
stage, it is also assumed that past experiences can lead to intense emotions in individuals in response
to situations they encounter [53]. This perspective also seems to form the basis for Reynolds’s point
of view regarding moral attention. Kohlberg’s process in the moral judgment stage describes the
process experienced by the individual in Reynolds’s reflective dimension. In both approaches, it can
be considered that the cognitive process for moral consideration is in place and perspectives for
future evaluation and judgment are formed. It is thought that events stimulating cognitive processes
can form ethical lenses and lead to instant emotional or behavioral responses, thanks to the moral
schemes shaped by the experiences of the individual. This constitutes the perceptual dimension of
Reynolds’s [25] definition of moral attention. In this respect, the cognitive schemas of people who
have been exposed to intense moral experiences in the past will be more developed, and their moral
attention may be higher. The reactions they will have to the applications and situations they encounter
naturally (e.g., CSR practices) will also include feelings and behaviors in accordance with their moral
codes. The moral attention of these employees will also become higher and more intense than others.
Therefore, the emotions they will experience when faced with CSR practices, in line with their moral
expectations, may be intense and positive. As a result, it is thought that employees will develop more
positive feelings towards their organizations. Affective commitment to the organization can be one of
the strongest positive emotional reactions. Therefore, the following hypothesis is posited:

H5. The affective commitment of employees with high moral attentiveness will be higher than those with lower
moral attentiveness.

Instead of full mediation, we propose that moral attentiveness could act as a partial mediator
between CSR practices and affective commitment. According to Holland et al. [55], to justify a full
mediation, we need to require more than justification of the proposed mediating mechanism. In other
words, to discuss why the effect of X on Y is transmitted through a mediator may not suffice and, hence,
when we extract the mediator from the relationship, “there is little reason for an X–Y relationship
to exist” [55] (p. 695). While providing very particular evidence for that, one should also prove that
the mediator is the primary reason for the relationship. To sum up, it is extremely difficult to find
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a full mediation in these relationships [55,56]. Bearing these reflections in mind, we propose partial
mediation, leading to the following hypotheses:

H6a. Reflective moral attentiveness will act as a partial mediator between CSR related to employees and
affective commitment.

H6b. Reflective moral attentiveness will act as a partial mediator between CSR related to society and
affective commitment.

H6c. Reflective moral attentiveness will act as a partial mediator between CSR related to the natural environment
and affective commitment.

H6d. Perceptual moral attentiveness will act as a partial mediator between CSR related to employees and
affective commitment.

H6e. Perceptual moral attentiveness will act as a partial mediator between CSR related to society and
affective commitment.

H6f. Perceptual moral attentiveness will act as a partial mediator between CSR related to the natural environment
and affective commitment.

The study model is shown as Figure 1.
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3. Method

The sample comprises employees working in two of the country’s most important private
production facilities in the western capital of Turkey. We contacted HR managers of both factories
and received their consent. Afterwards, an online questionnaire form was prepared and shared.
The online form was active between 2 March 2020 and 11 May 2020. To avoid confirmation bias, we
followed time-lagged procedures. The first and last forms were put online initially. Then, after six
weeks, we asked them to fill in the moral attentiveness scale. Among 472 forms, 465 were usable
and, therefore, used in the analyses. For data analysis, we employed SPSS 23 and PROCESS macro
3.1. All the scale items were measured using a five-point Likert scale from 1 = “strongly disagree” to
5 = “strongly agree.”

3.1. Definitions of the Variables

CSR: context-specific actions and policies that aim to enhance the welfare of stakeholders by
accounting for the triple bottom line of economic, social, and environmental performance, with a focus
on employees’ perceptions of CSR [57] (p. 5).

CSR related to employees: CSR activities targeted at employees directly and indirectly
(i.e., HR activities such as training and development, career management, etc.).
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CSR related to society: CSR activities that benefit society the most.
CSR related to the natural environment: CSR activities targeted at the natural environment for

protection, improvement, and development.
Moral attentiveness: a concept that involves two aspects of human attention: at the perceptual

level, information is automatically processed as it is encountered, whereas at the reflective level, the
individual uses morality to reflect on and examine her/his experience [25].

Affective commitment: emotional attachment to and involvement in the organization among
its employees [57].

3.2. Sample

The sample was mainly male (70.1%). The majority of the employees were young (age groups
18–25 (28%) and 26–33 (34%)). Almost half were married (47.5%), and 43.2% of the sample were
unexperienced. Finally, 81.7% of our contributors were employees. Full demographic details are
provided in Table 1.

Table 1. Demographics.

Demographic Variable Percentage

Gender
Male 70.1

Female 29.9

Age (years)
18–25 28
26–33 34
34–41 21.1
42–49 13.1
50+ 3.9

Status
Employee 81.7
Foreman 18.3

Marital Status %
Married 47.5
Single 52.5

Tenure (years)
1–2 43.2
3–4 18.5
5–6 13.8
7–8 4.7
9+ 19.8

n = 465.

3.3. Scales

CSR was measured using the scale of Turker [40], who kindly shared the Turkish version with us.
The original scale comprises 18 items. We used only CSR related to employees (five items; α = 0.92),
CSR related to society (two items; α = 0.88), and CSR related to the natural environment (two items;
α = 0.89) (example item: “Our company supports those employees who want training”).

Moral attentiveness was measured using the scale of Reynolds [25]. It consists of 12 items
(example item: “I regularly think about the ethical implications of my decisions”) (perceptual α = 0.84;
reflective α = 0.71).

Employee affective commitment was measured using the scale of Allen and Mayer [58]. We used
three items from the original scale (example item: “I feel personally attached to my organization”)
(α = 0.79).



Sustainability 2020, 12, 8207 9 of 17

3.4. Control Variables

For the control variables, we used various demographic variables (age, marital status, gender, and
work experience of the employees) because prior research has shown significant relationships between
these demographic characteristics and ethical issues [59].

As for the results of control variables, age groups seem to affect the perceptual (β = −0.27 p < 0.000
for CSR-1 model; β = −0.26 p < 0.000 for CSR-2 model; β = −0.25 p < 0.000 for CSR-3 model) and
reflective moral attentiveness (β = −0.18 p < 0.001 for CSR-1 model; β = −0.17 p < 0.01 for CSR-2 model;
β = −0.16 p < 0.01 for CSR-3 model) negatively and significantly. However, when the age groups are
included in the mediation models, their effect becomes insignificant. The other control variables have
no effect at all.

3.5. Measurement Reliability

Table 2 lists the descriptive statistics, inter-scale correlations, and reliability estimates
(Cronbach’s alphas on the diagonal). All scales were internally consistent. While CSR is largely
correlated with affective commitment, moral attentiveness is moderately correlated. Finally, moral
attentiveness significantly correlates with CSR, but the association is small.

Table 2. Descriptive statistics and inter-scale correlations.

Mean SD 1 2 3

1 AffCom 3.48 0.99 0.79
2 CSR 3.80 0.90 0.659 ** 0.95
3 MorAtt 3.31 1.02 0.348 ** 0.226 ** 0.85

** p < 0.001 (two-tailed). n = 449. AffCom = employee affective commitment; CSR = corporate social responsibility;
MorAtt = moral attentiveness.

3.6. Measurement Validity

To determine the validity of the scales, we ran confirmatory factor analyses (Table 3).
Confirmatory factor analysis supported the original three-factor structure for CSR (χ2 = 84.3, df = 24),
a two-factor structure for moral attentiveness (χ2 = 19.16, df = 8), and a one-factor structure for employee
affective commitment (χ2 = 145, df = 30). As for the discriminant validity, AVE (Average Variance
Extracted) and CR (Composite Reliability) values were calculated. AVE values are above 0.50, and CR
values are above 0.70 indicating discriminant validity, and all the values of scales are above these
thresholds. Thus, the data fit well and we continued with hypothesis testing.

Table 3. Confirmatory factor analyses of the scales.

Scales Factors CFA Results Discriminant Validity

CSR 3 χ2 (24) =
84.3 p < 0.001 χ2/df =

3.513
TLI =
0.975

CFI =
0.983

SRMR =
0.0193

RMSEA
= 0.0735 AVE = 0.74 CR = 0.96

MorAtt 2 χ2 (8) =
19.16 p < 0.001 χ2/df =

2.395
TLI =
0.976

CFI =
0.987

SRMR =
0.0389

RMSEA
= 0.0558 AVE = 0.58 CR = 0.89

OrgAff
Comm 1 χ2 (30) =

145 p < 0.001 χ2/df =
4.833

TLI =
0.901

CFI =
0.917

SRMR =
0.0617

RMSEA
= 0.0908 AVE = 0.66 CR = 0.85

AffCom = employee affective commitment; CSR = corporate social responsibility; MorAtt = moral attentiveness;
n = 465.

4. Hypothesis Testing Results

In our first hypothesis, we predicted that CSR practices have a direct effect on employees’ affective
commitment. In order to test this assertion, we ran a simple regression analysis. The results confirmed
our hypothesis (β= 0.66, p < 0.001, 95% CI 0.53–0.65). To test the second hypothesis, we ran a dominance
analysis. This type of analysis was introduced by Budescu [60], and the aim is to put the regressors into a
rank order to find improvements in the fit of the model [61]. The analysis is based on how one regressor,
comparatively with another, adds to increasing R, which equates to the amount of the variance in Y that
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a regressor explains or how much it decreases the error of the estimation. The coefficients of traditional
regressions represent the amount of unique variance predicted by any one predictor. This means that,
if the predictors are correlated, then regression coefficients do not adequately represent how well
one predictor does relative to all combinations of the other predictors [62]. The results are provided
in Table 4. The numbers in the table represent the average ∆R2 of the focal predictor when added
to regression equations with different sub-sets of the other predictors. All the predictors contribute
to employees’ affective commitment differently, thus supporting H2. Notably, CSR-1 (CSR related to
employees) has the largest dominance value (39%) for each sub-set of models. This means that the
completely dominant regressor adds more to prediction accuracy or explaining variance in Y than does
any regressor it completely dominates; thus, it suggests that the dominant regressor is more important
than the others [61] (p. 233).

Table 4. Dominance analysis: average R2 across sub-sets.

Number of Predictors in Model CSR-1 CSR-2 CSR-3

0 0.39 0.37 0.33
1 0.07 0.05 0.02
2 0.05 0.02 0.00

General dominance 0.17 0.15 0.12
Percentage 39 34 27

n = 465.

We posited in the next hypothesis that employees with high moral attentiveness would be
more affected by CSR practices in general than those with low moral attentiveness. To test this,
an independent t-test was run. The results indicate that there is a significant difference at the 0.001
level between high (M = 3.97, SD = 1.03, n = 243) and low (M = 3.61, SD = 1.120, n = 222) moral
attentiveness. Thus, H3 is accepted. We also tested for sub-factors of CSR to see if there were any
differences (Table 5). Employees with higher moral attentiveness are affected by all sub-groups of
CSR more than employees with lower moral attentiveness at the 0.001 and 0.000 levels of significance.
Consequently, we accept all the sub-hypotheses (H3a, H3b, H3c).

Table 5. Independent t-test results for corporate social responsibility (CSR) sub-groups.

Moral Attentiveness Group

Low (n = 222) High (n = 243)

M SD M SD 95% CI for Mean Difference t df

CSR 3.61 1.2 3.97 1.03 −0.566 −0.166 −3.59 *** 443.41
CSR-1 3.58 1.24 3.93 1.11 −0.559 −0.129 −3.140 ** 444.68
CSR-2 3.68 1.21 4.03 1.1 −0.560 −0.138 −3.245 ** 463
CSR-3 3.56 1.27 4.02 1.16 −0.678 −0.233 −4.021 *** 447.99

** p < 0.001; *** p < 0.000. CSR-1 = CSR related to employees; CSR-2 = CSR related to society; CSR-3 = CSR related to
the natural environment.

H4a proposed that the effects of CSR sub-groups on perceptual moral attentiveness would be
different with regards to relative importance. As seen in Table 6, the dominance analysis confirms H4a.
Additionally, CSR-3 has the largest dominance value (56%) for each sub-set of models, which means
that it is the completely dominant regressor.

For H4b, we tested whether the effects of CSR sub-groups on reflective moral attentiveness
differed with regards to their relative importance. After a dominance regression analysis, the results
confirmed our predictions (Table 7). Again, as for H4a, CSR-3 has the largest dominance value (42%)
for each sub-set of models and seems to be the completely dominant regressor here also.

We proposed in H5 that the employee affective commitment of the employees with high moral
attentiveness would be higher than those with lower moral awareness. To verify this, an independent
t-test was run again. According to the results in Table 8, employees with high moral attentiveness feel
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more affective commitment (M = 4.01, SD = 0.5) at the 0.000 level of significance (t = −29.382, df = 463,
p < 0.000, 95% CI for mean difference: −1.553 to −1.358). Consequently, H5 is accepted.

Table 6. Assessment of whether the effect of CSR related to employees, society, and the natural
environment on perceptual moral attentiveness would be different with regards to relative importance.

Number of Predictors in Model CSR-1 CSR-2 CSR-3

0 0.02 0.03 0.04
1 0 0 0.01
2 0 0 0.01

General dominance 0.01 0.01 0.02
Percentage 19 25 56

Table 7. Assessment of whether the effect of CSR related to employees, society, and the natural
environment on reflective moral attentiveness would be different with regards to relative importance.

Number of Predictors in Model CSR-1 CSR-2 CSR-3

0 0.06 0.05 0.06
1 0.01 0 0.01
2 0 0 0.01

General dominance 0.02 0.02 0.03
Percentage 32 26 42

Table 8. Independent t-test results for employee affective commitment.

Moral Attentiveness Group

95% CI for Mean DifferenceLow (n = 222) High (n = 243)

M SD M SD t df

AffComm 2.55 0.56 4.01 0.5 −1.553 −1.358 −29.382 *** 463

*** p < 0.001. AffCom = employee affective commitment.

Our last hypotheses proposed that perceptual moral attentiveness would partially mediate the
relationship between CSR-1, -2, and -3 and affective commitment. To verify this, we first tested the
significance of the main indirect effect of perceptual moral awareness, namely that CSR-1, -2, and -3
would partially explain the levels of employee affective commitment via perceptual moral attentiveness
(paths a1b1c’1, a2b1c’2, and a3b1c’3 in Figure 1). Table 9 shows that only two of these three-step indirect
effects were indeed statistically significant (path a1b1c’1 = 0.0177, boot 95% CI lower = 0.001, boot 95%
CI upper = 0.0393; path a2b1c’2 = 0.0127, boot 95% CI lower = −0.0061, boot 95% CI upper = 0.0354;
path a3b1c’3 = 0.0234, boot 95% CI lower = 0.0068, boot 95% CI upper = 0.0447). The significant indirect
effects between the lower limit confidence interval (bootLLCI) and the upper limit confidence interval
(bootULCI) are the ones that do not include zeros (the mediation is partial because the effect of X
on Y is still significant, but there is also a slight drop in coefficient value in the mediation model).
Thus, H6a and H6c are accepted, but H6b is rejected.

Table 9. Indirect effect of perceptual moral attentiveness.

Effect BootSE BootLLCI BootULCI For Supported

0.0177 0.0100 0.0001 0.0393 CSR-1 Yes
0.0127 0.0107 −0.0061 0.0354 CSR-2 No
0.0234 0.0097 0.0068 0.0447 CSR-3 Yes

n = 465.

Regarding H6d–f, we posited that reflective moral attentiveness would partially mediate the
relationship between CSR-1, -2, and -3 and affective commitment. By calculating the indirect effects
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using the PROCESS macro 3.1, we checked if CSR-1, -2, and -3 would partially explain the levels of
employee affective commitment via reflective moral attentiveness (paths a4b2c’1, a5b2c’2, and a6b2c’3
in Figure 1). Table 10 shows that all of these three-step indirect effects were indeed statistically
significant (path a4b2c’1 = 0.0163, boot 95% CI lower = 0.0041, boot 95% CI upper = 0.0328;
path a5b2c’2 = 0.0173, boot 95% CI lower = 0.0047, boot 95% CI upper = 0.0344; path a6b2c’3 = 0.0168,
boot 95% CI lower = 0.0045, boot 95% CI upper = 0.0347). All the indirect effects between bootLLCI
and bootULCI do not include zeros. Therefore, we accept all the last three sub-hypotheses.

Table 10. Indirect effect of reflective moral attentiveness.

Effect BootSE BootLLCI BootULCI For Supported

0.0163 0.0074 0.0041 0.0328 CSR-1 Yes
0.0173 0.0076 0.0047 0.0344 CSR-2 Yes
0.0168 0.0077 0.0045 0.0347 CSR-3 Yes

The overall results of the paths are presented in Figure 2. All the co-efficient values are
unstandardized and based on bootstrapping tests.
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5. Conclusions

Although CSR itself is founded on the moral roots of the society in which it operates [43,63],
it seems that the reaction of individuals based on their moral attention has been neglected. Generally,
most studies on moral attentiveness have based their models on only one dimension. Unlike the
reflective dimension, the perceptual dimension has not been the subject of much empirical research to
date. The results of the present paper provide evidence regarding the inclusion of both dimensions.
According to Reynolds [25], these two dimensions of moral attentiveness are correlated but they are
also conceptually distinct. He argued that perceptually morally attentive individuals screen for and
focus on the moral dimensions of information in their daily lives. Therefore, they are more likely
to identify a moral pattern or theme in a series of events (e.g., CSR practices) better than others.
Reflective moral attentiveness is considered as an intentional response, whereas perceptual moral
attentiveness is seen as an automatic response [49,64]. As the dominance-analysis results indicate,
both dimensions of moral attentiveness have the largest dominance values (56% and 42%, respectively)
with regards to the effects of CSR practices related to the natural environment. However, as the
theory posits, perceptually attentive employees tend to be more cognizant of the potentially moral
content or consequences of the events around them and, thus, have the largest dominance value.
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A similar response can also be observed for the other CSR practices, though relatively smaller in
magnitude. Miao et al. [49] and Wurthmann [22] claimed that prior studies provide stronger evidence
regarding the effect of reflective moral attentiveness on ethical decision-making and ethical cognitions
than perceptual moral attentiveness. To support their argument, they used Wurthmann’s [22] findings
as an example, where only the reflective moral attentiveness showed mediation effects between
business ethics education and perceptions regarding the importance of ethics and social responsibility.
Even Reynolds [25] himself asserted that only reflective moral attentiveness is associated with
employees’ moral behavior. Thus, like Miao et al. [49], most studies have focused on reflective
moral attentiveness, rather than perceptual moral attentiveness. However, as our study has shown,
both dimensions of moral attentiveness play important roles in transforming the indirect effects of CSR
practices regarding employees’ attitudes, such as affective commitment. We can conclude that they are
both equally important for organizations. Even when we divided the sample into high/low morally
attentive groups and tested whether this grouping might be affected by CSR sub-groups by employing
independent t-tests, we saw again that employees with high moral attentiveness were more affected by
all the sub-groups of CSR practices in their organizations.

To delve deep into which age group has the most effect, we conducted a general linear model
test. The effects of age groups 1 (18–25), 2 (26–33), and 3 (34–41) appear to be significant for perceptual
attentiveness, and as for reflective attentiveness, only age group 1 appears to be significant. Younger age
groups are negatively related to both dimensions of moral attentiveness in our sample. This finding is
in parallel with the morality literature. Individuals are expected to develop morality through growth
and maturity, and age has been found to correlate with stronger ethical attitudes [65].

Interestingly, former studies have reported positive relationships with females and stronger ethical
attitudes than males [66], but we could not find any difference.

Finally, as noted earlier by Baron and Kenny [67], no single mediator is likely to transmit all
the effects of a predictor. The literature posits that, to justify a full mediation, “there must be explicit
discussion of M as a conduit of the effect of X on Y”; the conditions for a fully mediated model are “so
restrictive that it requires meticulous justification for the notion that M is the primary reason for the
‘X-Y’ relationship” [55] (p. 689). Based on this assumption, instead of full mediation, we predicted
partial mediation for both moral attentiveness dimensions. Consequently, we found enough evidence
for the indirect effects of moral attentiveness in this regard.

5.1. Implications for Practice

There are some important implications for companies practicing CSR. First, they should keep in
mind that CSR is a concept that has the power to influence both external and internal stakeholders
(e.g., employees). Most companies prefer to impress externally to create an image for society in general.
Internal CSR practices, however, are mostly aimed towards employees. However, as our study and
others have revealed, the level of moral attentiveness is not the same for everyone. Thus, one should
not expect that every employee will be influenced similarly. Individual differences such as perceptual
and reflective moral attentiveness should be taken into consideration. Second, CSR practices in general
seem to have a considerable impact in shaping the affective commitment of employees, regardless of
their moral attentiveness.

Additionally, as can be drawn from our study, CSR practices aimed only at external stakeholders
could even make the employees question the real motives behind those practices, particularly for those
with high moral attentiveness. Open communication and sincerity might be the key to resolve such
moral dissonances.

Lastly, to increase the moral attentiveness of employees in order to make the most of CSR’s effect,
interventions and training can be used. For example, Ames et al. [65] found that moral dissonance
reduction strategies are a powerful source for effective organizational intervention. Furthermore,
they are capable of promoting a workplace where CSR managers, stakeholders, and organizational
agents may co-operate and communicate more effectively in ethical decision-making processes.
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5.2. Implications for Theory

In recent studies, the focus of CSR activities has shifted towards internal stakeholders. Although
limited in number, theoretical models regarding the top-management point of view on CSR practices
and how they are affected are increasingly being seen as important. Drawing on theories from
a multi-disciplinary perspective, such as the trickle-down effect from economics, explaining the
relationships could prove useful in understanding how individuals in every echelon respond differently.

5.3. Limitations and Suggestions for Future Research

This study, like most similar studies, is not exempt from limitations. The cross-sectional design
prevents us from generalizing the findings. Additionally, it has been argued that the recent pandemic
has challenged companies regarding their “commitment to ethical business conduct and CSR” [68]
(p. 177). The attempts to profiteer from the crisis in different countries have caused some raised
eyebrows and, occasionally, regulatory bodies attempting to dissuade firms from such practices.
It would be fruitful to examine the perceptions and attitudes of employees of these firms in the
post-pandemic era. The CSR literature is rich in terms of the positive effects of CSR on both external
and internal stakeholders. However, as we have attempted to stress in this paper, not every employee
perceives their organization’s CSR activities the same. There are variations in individuals’ reactions
to them [69]; for example, how the genuine or political practices of CSR affect employees is worth
investigating, as is whether moral standards act as mediators for their perceptions. It will enrich the
literature to investigate whether CSR exerts similar or different effects on different employee outcomes,
and it still seems important to explain the underlying psychological mechanisms [16].For macrolevel
studies, we suggest that scholars examine how emerging multinational firms carry out CSR activities;
for example, when they start to operate on foreign soil, whether their CSR activities increase or vary
in form. Finally, there is also a criticism regarding the use of only a limited number of theories in
forming research models [68]. Researchers are advised to explore beyond social exchange, signaling,
and meaningfulness theories; for example, attribution theory has also been suggested [70].
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