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This study examined how employees’ perceived communication 
about corporate social responsibility (CSR) impacts their CSR 
engagement, and how the effect is mediated via employees’ CSR-
related attitudes, perceived norms, and perceived control. Results, 
based on a survey (N = 406) of participants recruited from Amazon 
Mturk, revealed that employee perceptions of CSR communication 
were positively associated with their CSR-related attitudes, 
perceived norms, perceived control, and CSR engagement. Findings 
also indicated the mediation effect from employees’ perceived CSR 
communication to CSR engagement via CSR-related attitudes and 
perceived norms. This study contributes to the scant research on 
employee-centered CSR and suggests CSR as an effective strategy 
to cultivate relationships with employees and to increase their CSR 
engagement.

Theoretical Background
This study employed reasoned action theory (TRA), which 
suggests that people’s attitudes, perceived norms (support 
from close people) and perceived control (self-efficacy) 
influence their behavioral intention (Ajzen, 1991; Fishbein & 
Ajzen, 2010).

Participants 
• Data were collected from Qualtrics, which is hosted on Amazon 

Mturk.

• Participants (N = 548) who were full-time and part-time employed 
were randomly recruited on Mturk with $1.6 incentives per person.

Procedure

Measures

• This study moves away from employee CSR perceptions 
to focus on employee behavioral intention to CSR 
participation as the key internal CSR outcome.

• Our findings bring new into about the opportunities of 
engaging employees in CSR by identifying the 
advantageous outcome, supporters, and facilitators as 
perceived by employees.

• This study also suggests potential challenges of internal 
CSR by addressing the beliefs around disadvantageous 
outcomes, opponents, and barriers of employee CSR 
participation. Together, the present research illustrates the 
value of theory-based belief elicitation research for internal 
CSR improvement and promotions. 

Limitations and Future Research

• The generalizability of this study’s findings is limited to the 
U.S.. Future search may use random samples from other 
societies. 

• Future research may specify the different dimensions of 
CSR Communication dimensions.

• Qualitative research is needed to further understand the 
drivers and outcomes of employee perceived CSR 
communication.  
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• The measurement model fitting is satisfactory: χ2 = 
1494.79 *** with 683 df, χ2 /df = 2.18 < 3, comparative fit 
index (CFI) = .95 and Tucker-Lewis index (TLI) = .95. Root 
mean square error of approximation (RMSEA) = .05 (90% 
C.I.: .05 -.06); SRMR = .05.

• The structural model fitting is acceptable: CFI = .95; 
RMSEA = .05 (C.I.: .045 - .051); SRMR = .06; χ2 = 1987.47 
***; df = 1025, χ2 /df = 1.94; n = 406. Standardized path 
coefficients were displayed in Figure 2.

• Correlation and Validity

• Hypothesis testing results
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