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Abstract:



Corporate social responsibility (CSR) is an emerging and fast-growing concept for both academic research and organizations. In recent years, the far-reaching influence of CSR practices on stakeholders has made both researchers and practitioners pay heed to this dimension. Employees are one of the most important stakeholders influenced by CSR practices. CSR brings in many ideas, concepts, and techniques. In the past, different antecedents and consequences of corporate social responsibility have been studied, but there is still a deficit in regard to whether employee creative performance is an outcome of corporate social responsibility, and the interlinked variables that might enhance this relationship. The main objective of this study is to examine how CSR practices enhance employee performances within the organization, and which other variables may enhance this relationship. The literature suggests that employees who value CSR campaigns and other practices identify with their company to a greater degree, work with more devotion and loyalty, and show more creativity in their work performance. In this study, organizational identification has been taken as the mediator, and creative self-efficacy has been taken as the moderator. The hypotheses were tested within the sample of companies engaging in CSR practices in Pakistan. A questionnaire survey was conducted using simple random sampling. Simple linear regression, hierarchical regression, and Barron and Kenny tests were applied through SPSS (Statistical Package for the Social Science) for data analysis, and results were found according to the proposed model of the study.






Keywords:


corporate social responsibility; CSR; organizational identification; creative self-efficacy; creative performance; Pakistan








1. Introduction


Corporate social responsibility (CSR) is a concept that has had a significant influence on business missions, management, operations, and marketing [1]. CSR brings ideas, concepts, and techniques [2]. CSR organizations are converting the trend of a “single bottom line” philosophy (economic outcomes) to the most commonly referenced term “triple bottom line” (economic, social, and environmental outcomes) [3]. This move encourages organizations to take steps beyond the scope of the profit-seeking organization towards environmental safety, supporting education, and involvement in the social welfare [4,5]. CSR restrains any negative impact of the organizations in their target market, and develops loyalty for that organization within the society.



CSR is a progressively critical aspect of strategic organizational management due to evolving demands and pressures from various stakeholder groups [6]. A host of stakeholders, e.g., employees, clients, suppliers, managers, shareholders, communities, etc., have an impact on any organization, and together have a legal and moral right to the organization [7]. Therefore, the human resource management of any organization should focus on exploring and implementing the vital role of CSR in its stakeholder activities, primarily those related to employees’ outcomes.



At the moment there is a lack of managerial implications, which might be because there has been less discussion in the literature of the factors that underpin the links between CSR and firm performance. This deficit is being filled as scholars pay attention to the effects of CSR from the stakeholder perspective [8]. Scholars are analyzing the influence of CSR on the attitudes and behaviors of major organizational stakeholders, including skilled employees [9,10].



Employee engagement is being ensured as CSR becomes embedded in the organization [11]. It has been demonstrated that employee engagement works as a very useful antecedent towards achieving the goals and objectives of any organization [12]. Human resource management (HRM) is considered fundamental to the success of organizations, as it develops and implements the creativity and improves performance overall [13]. Davies [14] studied the HRM practices utilized by Small and medium-sized enterprises in embedding CSR, as he considered the role of employee engagement in the management of CSR still underexplored.



Stakeholders usually prefer companies to run their business activities in compliance with social responsibility [15], and employees are the most critical stakeholder whose responses to CSR have impactful meaning for the organization [16]. Unfortunately, only a few studies have focused on how companies’ stakeholders, especially employees, may respond to socially responsible business practices. Jones’ [17] findings suggest that employees who value CSR campaigns and other practices have a higher degree of identification with their company, because it makes them feel prouder about their organizational membership. They ultimately have stronger intentions to stay in the organization, with more engagement and loyalty due to the enhanced corporate identification. Job performance does not influence employee perceptions of CSR.



CSR has the potential to persuade a variety of attitudes and behaviors among employees, especially organizational identification (OID) [18,19]. Researchers have outlined some of these behaviors, which include job satisfaction, job commitment [20], trust [9], and employee attraction and retention [21,22]. A few researchers have also mentioned that there is a need to understand how CSR persuades employees to work with more devotion in a way that leads to achieving the organizational objectives [23]. Some other researchers are of the view that there is a deficit in the literature regarding CSR as to how it builds up creativity among employees [24]. Moreover, creativity in employee performance is essential for organizations, because it is a vital and fundamental factor to group and organizational-level performance and competitive advantage [25]. Some companies are using different sources such as sustainability reports for the disclosure of CSR information, while there is a different scenario in developing and developed countries.



Statement of the Problem


For many years, there has been a wide range of research on the association between CSR and organizational performance, but still, there is a deficit regarding the intermediate variables affecting the relationship between CSR and performance [26]. There is evidence that employee satisfaction, loyalty, motivation, and job commitment are the outcomes of CSR, but there is lack of explanation of the mechanisms and processes that lie between the relationship of CSR and performance, particularly concerning employee creativity because of CSR [24]. On the other side, organizations are focusing on creativity in employee performance for better career development and innovation [27]. The leaders of today’s era are facing the challenge of indulging the employees in creative work performance activities [28].



However, very few studies have discussed the antecedents of creativity. For example, Madjar [29] et al. have empirically examined how employees’ positive mood states and creative personality characteristics mediate and moderate innovative performance, respectively. Zhu [26] studied the role of ethical leadership in firm performance, linking the antecedents and outcomes of CSR. Gong [30] scrutinized the positive relationship between employee creativity and job performance with the help of two learning-related personal and situational variables. These variables were employee learning orientation and transformational leadership, which had a collaborative effect on employee creativity through employee creative self-efficacy.



Benjamin and Flynn [31] chose transformational leadership and employee learning orientation as predictors of employee creativity, because both of these variables have the potential to build up the creative proficiency among employees through learning different approaches, which enhances artistic ability [32]. Researchers have also used various imminent variables of employee creativity; for example, Farmer [33] discussed the impact of creative role identity-making on innovative performance. George and Zhou [34] were concerned with mood states; Oldham and Cummings [35] examined job complexity; Shalley [36] regarded creativity goals as the antecedents to creative performance.



According to the research, high levels of employee self-efficacy and work engagement are excellent predictors of creative performance [37]. CSR has a direct positive influence on employee creativity, but OID alone has a minimal enhancing effect, and cannot fully explain why and how CSR develops employee creativity. Thus, OID is probably just one influencing factor among others [24]. That is why creative self-efficacy has been taken as the augmenting factor, along with organizational identification, to enhance the effect of CSR on innovative performance. CSR disclosure has a positive relationship with family ownership and industry [38]. Organizational citizenship behavior has influenced employee perceptions of CSR toward social and non-social stakeholders [39]. CSR, employee performance, and employee cost have a positive relationship [40].





2. Literature Review


CSR is a new and evolving concept in research, where it has featured prominently in the 1990s and 2000s. CSR has been a very debatable concept for a prolonged time, but a leading light has been shined on the CSR since the mid-20th century. However, the interest of business organizations in society is an ancient concept [41]. In the late 19th century, the philanthropy concept was for individuals, businesses, or both. According to Carroll [41], before 1950 organizations and business proprietors took many initiatives to use their resources to stand by social causes, such as charity or lending money for different social activities. Thus, organizational actions for social welfare can be seen before 1950, but these measures were not known as social responsibility. The CSR concept also has a major influencing part of business missions, management, and operations, as well as in marketing all over the world [1]. Peter Lund-Thomsen stated that companies are trying to become more socially and environmentally-friendly. There are several hazards in the implementation of CSR policies and environmental risk management strategies [42].



2.1. Organizational Identification


Organizational identification develops when an employee relates himself/herself to the organization, and wants to continue the rest of his/her career with that organization [43]. According to some other researchers, OID confirms an employee’s perceptions of the organizational values (Pratt, 1998). Based on the social identity theory by Ashforth and Mael [44], OID is the similarity and affective belongingness of employees with the organization in which they are working. It has also been described as the employee’s membership in the organization [45]. Cognitive, affective, and evaluative perspectives of OID have been summarized in social identity theory by Tajfel and Turner, such as for example, perceptual, emotional, and affective belongingness [46]. Therefore, OID has been operationalized in this study as the employees’ intention to work in the current organization with more devotion and care. Employees show loyalty to warm feelings, and continue working with great happiness and an affinity with the beliefs, values, and norms of the organization [47].



O’Reilly and Chatman [48] scrutinized OID as emotional belongingness and motivational phenomena that make an employee remain in the organization with more satisfaction and a self-fit belief in the organization. OID also reflects the expression of an employee’s attributes according to his/her perception of the organization [49]. The theoretical and empirical analysis also explains OID as the comparison of personal-self and organizational-self [50].



Four perspectives of OID have been clarified in this study. First, a high level of identification develops among employees who prefer the CSR activities of their organization [17]. Second, identification has been taken as relational and comparative with any organization other than the workplace [44]. Third, keeping in view this relational and relative notion of OID, social identity theory explains that employees identify with their organization to enhance their self-confidence and self-esteem [51]. Thus, employees perceive their social identities positively when they belong to a well-reputed organization [52]. Fourth, the increased level of OID among employees helps them engage in better creative work performance [24]. Organizational identification drives employees’ job performance, and has effects on organizational identification and customer orientation [53].




2.2. Social Identity Theory


According to social identity theory, individuals’ positive self-concept is developed when they feel membership with a specific group or organization [46]. Additionally, Tajfel and Turner [46] explain that positive social identity is aroused when employees identify with their current group, which is called an in-group, more confidently and satisfactorily as compared with other teams, which are called an out-group. For the sake of building up and maintaining a positive self-concept, the in-group must have the potential to be distinguished from out-groups by unique and favorable aspects. Individuals preferably desire to belong with a favorable and helpful in-group; otherwise, they tend to move towards another out-group with more satisfying perceived conditions. Process of social identification also makes the employees to share a common destiny and experience whether in the form of successes or failure [54]. Therefore, the definitive focus of organizations is to gain and maintain a unique superiority and competitive edge over out-groups. As such, individuals tend to prefer to be the part of and identify with well-reputed and high-status organizations or other groups, rather than the organizations or groups with less reputation or status [55].



An application of social identity theory to organizations by Mael and Ashforth [56] suggests that individuals feel more confident working with organizations that are perceived as prestigious by outsiders. This means that more exalted organizations increase the level of attachment and self-confidence of their employees through the process of social identification [56]. The organizational success creates a demand from outsiders to work within such an organization, which in turn increases their employees’ positive perception and identification with the organization. Employees bathe in the reflected glory of the organization, which leads to desirable outcomes, such as citizenship behaviors (Dutton et al., 1994). In contrast, organizational failure or a negative impact on outsiders creates depression, stress, disengagement, and less involvement in work roles and job performance amongst employees [49]. The activities or resources which fulfill the individual’s social and self-esteem needs are called Socio-emotional resources [57].



Individuals tend to get feedback about themselves or their organization from outsiders or society [58]. Specifically, employees evaluate their worth or standard through the perception of outsiders about their organization [59]. Social identity theory also explained that the self-concept of individuals relates their identity to their abilities and interests, which becomes the basis for social identity classifications [46]. Individuals classify themselves and others into various standard groups after self-conceptualization and self-evaluation through the prototypical characteristics perceived by themselves or by outsiders.




2.3. Group Engagement Model


OID leads directly to employee engagement, according to the group engagement model [60]. The group engagement model states that individuals mold their behaviors and attitudes due to social identification with the group. Specifically, in the context of this study, this model suggests that when individuals strongly identify with the organization, it matches their self-concept, and makes them intrinsically much more motivated to work with more engagement, devotion, and better performance [60]. The group engagement model also explains that individuals who strongly identify with the organization are concerned with the fate and success of their organization, and therefore exhibit extra efforts and positive behaviors and attitudes for the organizational success. CSR policies are helpful in enhancing labor agency. A company’s production and CSR tend to have a limited impact on facilitating worker agency [61].




2.4. Creative Cognition Approach


Finke [62] presented the “Geneplore” model; according to this model, creativity comprises two phases: a generative phase and an exploratory phase. In the first stage, the individuals tend to construct cognitive structures called pre-inventive structures. In this phase, employees’ creative self-efficacy plays a vital role. Then, in the second phase, which is an exploratory phase, the individuals act upon their imaginary structures and come up with creative ideas. Research also suggests that individuals show high creative performance through their different imaginations of developing new ideas with the help of properties of existing categories and concepts [63]. Weisberg [64] also explains that employees engage in ordinary cognitive activities, and come up with extraordinary creative performance.




2.5. Self-Efficacy Theory


Self-efficacy theory is an important component that lies at the center of Bandura’s social cognitive theory, which suggests a high interrelation between an individual’s behavior, environment, and cognitive factors. According to Staples [65], self-efficacy theory suggests four major sources of information for self-efficacy evaluation by individuals. The first is based on an individual’s performance accomplishments. Employees’ goal achievements increase their confidence, expectations of mastery, and self-efficacy. The second source is related to the modeling component of social cognitive theory, whereby employees gain experience and the confidence to improve their performance through the observation of others’ successful activities. The third source is social persuasion, in which employees are motivated and given positive feedback from their supervisors on their incremental improvements in performance. Such coaching and motivation raise their self-efficacy to cope successfully with specific tasks. The fourth source is the individual’s physiological or emotional states, which influence self-efficacy judgments concerning specific tasks.




2.6. CSR in Pakistan


Most of the research literature regarding CSR is found in developed countries, while developing countries lack research on CSR. CSR practices have become essential for organizations to gain long-term success by including ethical and responsible attitudes in the formulation of managerial strategies. In the great competition of the modern era, every organization should meet the expectation of employees and other stakeholders. Therefore, every successful organization wants to become a well-reputed workplace in the view of society [66]. Keeping this in view, some multinational companies and domestic organizations in developing countries are adopting CSR practices in their long-term strategies [67]. For example, in Pakistan, companies are informally doing CSR activities [68].



According to definitions by European Commission (EC) and World Business Council for Sustainable Development (WBCSD), CSR is assimilating the economic, social, and environmental aspects of any business, and causes long-term and sustainable development. People in some developing countries are deprived of even the basic needs of life, such as drinkable, clean, water, food, shelter, etc. CSR can help improve these conditions. Therefore, more than 60% of companies contribute their part in CSR through community development, charity, and donations for various human activities related to well-being [69].



There is not any proper universal definition of CSR. Therefore, CSR is being perceived and practiced in various ways in different countries. The challenges in different aspects of CSR practices in developed and developing countries are somewhat the same, but the low per capita income and other environmental, human, and social issues in some countries create differences in CSR implementations [70]. Companies are involved in different CSR activities. These activities are conducted formally and informally, but SMEs approach towards CSR is unstructured in Pakistan [68].



The CSR concept in Pakistan focuses on corporate benevolence or compassion, social well-being, and community development 66. In 2013, companies started to adopt CSR disclosure policies after CSR voluntary guidelines. This disclosure is different from sector to sector [71]. There is also a growing awareness of the importance of environmental safety and protection in Pakistan. Many organizations are running different campaigns regarding the environment and health promotion every year. Some advocacy associations, such as for example, the National Forum of Environment and Health (NFEH), present excellence awards annually to companies that are showing the best performance in environment, health, education, and socio-economic development, or other welfare projects. Table 1 shows the recent advancements of these awards annually.



Table 1. Annual Environment Excellence Awards.







	
Year

	
Nominations

	
Awards






	
9th Annual Environment Excellence Awards 2012

	
More than 87

	
36




	
10th Annual Environment Excellence Awards 2013

	
More than 140

	
75




	
11th Annual Environment Excellence Awards 2014

	
More than 186

	
70




	
12th Annual Environment Excellence Awards 2015

	
Not known

	
50










The recognition of the significance of CSR is comparatively low in Pakistan, which could be why Pakistani products and brands are not yet earning excellent reputations in the international market. There is an exceptional need to raise the knowledge of CSR and run businesses more ethically in Pakistan [66].



Various organizations in Pakistan have established partnership agreements with different non-profit organizations or non-governmental organizations (NGOs) for better business sustainability. Such kinds of coalitions are called as “green alliances” [72]. However, there is less knowledge in Pakistan about the soft skills required to form green alliances in organizations, such as moral and responsive work attitudes, and environmental and health responsibilities, compared with other developed countries. So, it cannot be denied that CSR practices are gradually growing in popularity in Pakistan, though they are still in the initial stages [66].





3. Conceptual Model and Hypotheses Development


The significant dimension of this study is CSR. The CSR concept has considerable influence on business missions, management, operations, and marketing all over the world [1]. CSR is conceptualized as the “sum of economic, legal, ethical, and discretionary expectations that society has of organizations at a given point in time” [73]. CSR refers to responsibilities regarding customers, employees, shareholders, the environment and society; these responsibilities all together have a positive impact on organizational identification. OID is conceptualized as “the degree to which a member defines him or herself by the same attributes that he or she believes define the organization” [49]. OID can be defined as an employee’s intention to work in the current organization with more devotion, care, and loyalty. Organizational identification mediates the relationship between CSR and creative performance, with the moderating effect of creative self-efficacy.



Figure 1 explains the theoretical framework of the study. There are six hypotheses in this research. The primary dimension of this research is CSR. Creative performance is a dependent variable in this model. Creative performance is the outcome of new and innovative ideas, products, or procedures that are novel or original and potentially useful to the employing organization. Organizational identification mediates the relationship between CSR and creative performance, generating the moderating effect of creative self-efficacy.


Figure 1. Theoretical Framework.
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The Fatma [74] scale, which contains 17 items in total, has been adopted in this research. It is further categorized into five sub-dimensions of CSR. Organizational identification assessment has been accomplished through the means of a scale created by Mael and Ashforth [56]. The scale constitutes six items regarding membership, loyalty, and similarity, in which employee pride in membership, and an affective state of loyalty for employees with their organization are respectively manifested, as well as similarities as to which employees empathize with the organization over the fate, beliefs, values, and norms within it. Creative performance has been assessed using three items developed by Oldham and Cummings [35] regarding employees’ creative, original, adaptive, and practical work. A scale for creative self-efficacy consisting of four items was adopted from Tierney and Farmer [33], and it is pertinent to how much confidence employees demonstrate in their efficiency in problem-solving and generating creative ideas.



3.1. CSR and OID


Stakeholders have an impact on any organization, as they altogether have legal and moral rights to the organization [7]. CSR embraces a wide range of citizenship behaviors, such as being environmentally friendly, ensuring employee welfare benefits, protecting shareholder rights, and engaging in those types of public activities that are deemed worthy and legitimate according to the organization’s legal and ethical standards.



Stakeholders usually prefer companies that run their business in compliance with social responsibility [15], and employees are the most crucial stakeholder whose responses to CSR have impactful meaning for the organization [16]. There is debate as to whether employee engagement works as a very useful antecedent towards achieving the goals and objectives of any organization [12]. The philanthropic aspect of CSR refers to the voluntary contribution of organizations to charity or community welfare, but not doing so does not mean unethical behavior.



Organizational identification (OID) develops when an employee believes that his/her organization’s value and norms are same as that of his/her self-beliefs [75,76]. From the employees’ perspective, there is a direct and positive link between employees’ perception about the organization’s CSR and their level of organizational commitment, because if they perceive their organization’s reputation as highly rated due to CSR, then they express more job commitment [67]. Boyd [77] also suggests that a favorable organizational reputation has the potential to influence better performance, because overall it increases the level of satisfaction and loyalty of investors [78], employees, customers [79], and other stakeholders. Therefore, there is a direct and positive association between organizational CSR practices and employee OID [18]. CSR perceptions also meet employees’ relational and psychological needs, which creates satisfaction [24]. Bauman and Skitka [80] argue that CSR is a good precursor to stronger OID among employees through raising the perceived organizational attractiveness and status expressed by outsiders, which leads to an increased sense of belongingness and affiliation within the organization. Ultimately, well-built positive CSR is liable to promote employee OID, because it communicates a commitment to values that employees share.



Hypothesis 1 (H1):

There is a positive relationship between corporate social responsibility and organizational identification.






3.2. OID and Creative Performance


OID facilitates many inspirational employee behaviors and attitudes [40,41,42,43,44,45,46,47,48,49,50,51,52,53,54,55,56,57,58,59,60,61,62,63,64,65,66,67,68,69,70,71,72,73,74,75,76,77,78,79,80,81]. OID among employees directs the creativity in their performance [24]. Organizations are inclined to focus on employee creativity for competitive advantage, adaptation, and survival [82]. Creativity in employee performance is also essential for organizations, because it is a necessary and fundamental factor for the group [25]. It is essential to determine both the antecedents and consequences of employee creativity [83].



A high degree of OID, along with job security, encourages employees to become more curious and receptive to challenges and risks, and exhibit extra cognitive openness and greater task persistence [84]. Stronger OID also motivates employees to behave positively towards organizational strategies, practices, goals, and objectives [85]. Prior research also supports the relationship between OID and creativity. Employees with high OID show more loyal attitudes in their work in relation to the organizational success [44].



Hirst [86] analyzed the role of leadership in organizational identification, and its impact on creative performance through a social identity analysis of leadership [87]. Employees’ creative performance is a way for them to contribute toward organizational success in work environments where creativity is essential for the job [88]. Inspirational motivation strengthens the association between organizational identification and creative performance, especially where creative performance is considered valuable for the organization [86].



Hypothesis 2 (H2):

There is a positive relationship between organizational identification and creative performance.






3.3. Creative Self-Efficacy and Creative Performance


Creative self-efficacy is a new concept in the research of creativity [89]. It is a developing and emerging variable in creative studies [90]. Creative self-efficacy also imitates the employees’ intrinsic motivation to perform creative roles. It can be used as a powerful precursor to creativity [30]. Self-efficacy has been found to be a vital driver of performance in a variety of task domains. Employee creative self-efficacy is the psychological mechanism behind creativity. Employees tend to be more creative when they have higher levels of creative self-efficacy [91,92]. Employees exhibit high-quality creativity when they hold high levels of work engagement, self-efficacy, autonomy, support, and appropriate resources. Proficient and competent employees are expected to have a high level of self-efficacy, which is necessary for the improved and enhanced level of employee creative performance [27,28,29,30,31,32,33,34,35,36,37].



Ma [93] finds creative self-efficacy to be an important factor influencing an individual’s creative performance. According to Hall and Hall [94], polychronic people are those who tend to engage in more than one activity at the same time. Many factors influence an individual’s creative performance, such as for example, external influences such as teamwork, supervision, training, and appreciation, as well as internal aspects such as creative personality, ability, and confidence [37]. Individuals with more creative personalities and creative self-efficacy tend to give more creative performances than those with adaptive personalities [95].



Self-awareness and self-confidence are necessary for an individual’s creative performance. Oldham and Cummings [35] explain that employees must have creative proficiency in performing creatively. They also clarify that creative performance must be novel and original in the sense that it should be useful for the organization [35]. Complex jobs with more soft and cognitive skills require more flexibility and innovation. Employees need to have a greater ability to work creatively. Tierney and Farmer 33 found a positive relationship between creative self-efficacy and creative performance in both manufacturing and high-tech companies. Houghton and DiLiello [96] found that creative self-efficacy was positively related to individual creativity. Empirical evidence also supported the influence of self-efficacy beliefs on creative development and growth [97].



Hypothesis 3 (H3):

There is a positive relationship between creative self-efficacy and creative performance.






3.4. CSR, Creative Performance, and OID


CSR is viewed as an important aspect of firm-level strategy due to evolving demands and pressures from various stakeholder groups [6]. Scholars have recently focused their attention on the benefits of CSR [98]. Researchers found a positive association between CSR and firm performance [99,100]. Zhu [26] studied the role of ethical leadership in linking the antecedents and outcomes of CSR on firm performance. He pointed out that there has long been a wide range of research on the association between CSR and organizational performance, but still there is a deficit regarding the intermediate variables that affect the relationship between CSR and performance [26].



Organizations are focusing on creativity for better career development and innovation [101]. Carmeli and Schaubroeck [102] stated, “Although outcomes of the creative process are often studied, one of the key questions in creativity research relates to the motivation of individuals to become and remain creatively engaged at work.” A high degree of OID with job security ensures that employees become more curious, are receptive to challenges and risks, and exhibit extra cognitive openness and greater task persistence [84,85,86,87,88,89,90,91,92,93,94,95,96,97,98,99,100,101,102,103]. The positive influence of OID leads to employee creativity with more ease. OID breeds personal, social, and collective vitality among employees [102]. Accordingly, OID as a mediator is expected to amplify the effects of CSR on employee creativity.



Berger [19] suggests that CSR initiatives can increase employee OID and enhance organizational social identity. Bhattacharya [104] found that an individual’s participation in a second organization was negatively related to his or her identification with a primary organization. According to the group engagement model [55], integration of the group identity (e.g., prestige) with one’s self-concept (i.e., organizational identification) is essential. Thus, organizational identification is proposed to mediate the relationship between CSR and employee creative performance.



Hypothesis 4 (H4):

There is a positive relationship between corporate social responsibility and creative performance through the mediation of organizational identification.






3.5. OID, Creative Performance, and Creative Self-Efficacy


CSR has a direct positive influence on employee creativity. Creative self-efficacy can be taken as the augmenting factor, along with OID, that enhances the effect of CSR on creative performance. Creative self-efficacy may also reflect intrinsic motivation to engage in creative activities; as such, it should be a powerful precursor to creativity [30] moderating the influence of organizational identification developed through company’s CSR.



Creative self-efficacy has been used as a moderator in this study for three reasons. First, self-efficacy has been found to be a vital driver of performance in a variety of task domains and shows researchers’ interest in creativity and the domain-specific nature of self-efficacy [105]. Employee creative self-efficacy is also the psychological mechanism behind creativity. Second, research has also shown that employees tend to be more creative when they have higher levels of creative self-efficacy [91,92]. Thirdly, individuals show high creative performance when creative self-efficacy amalgamates with high organizational identification [106]. Inventive leaders stimulate creative proficiency in employees for effectual creative performance when they have high organizational identification [86].



Organizational identification should be directly related to employee engagement. This model suggests that individuals who strongly identify with their organization are intrinsically motivated to support the success and viability of their organization, because of the integration of the organization and their self-concept [60]. Individuals who strongly identify with the organization are inherently interested in the organization’s welfare, and therefore, this model suggests they are more willing to display extra role behaviors to promote the organization’s welfare [107]. Organizational identification will partially mediate the relationship between CSR and employee creative performance [108]. Self-perception of high creative efficiency among employees directs them to involve in better creative outcomes [102].



Hypothesis 5 (H5):

There is a significant positive relationship between organizational identification and creative performance when moderated by creative self-efficacy.






3.6. CSR, Creative Performance, and Creative Self-Efficacy


CSR plays an important role in employee recruitment [109]. Companies with good CSR reputations attract more applicants [110]. CSR investment contributes to desired economic and consumer responses, but external CSR movements can contribute internally, to [24]. For example, CSR attracts talented, competitive, and prospective workers [111,112] with high creative self-efficacy, and hence boosts innovative employee performance [113].



Limited studies have been conducted on why some individuals are particularly interested in companies that engage in CSR. Jones [110] tested two mechanisms—person–organization fit and signaling—to test the attraction of CSR for job seekers. Madjar [29] empirically found that employees’ positive mood states and creative personality characteristics mediate and moderate creative performance, respectively. Research has also established that individuals with creative personalities exhibit higher creativity than those with less creative personalities [114]. Moreover, theoretical work has suggested that personality characteristics could influence the effects of social conditions on individuals’ creativity [37,38,39,40,41,42,43,44,45,46,47,48,49,50,51,52,53,54,55,56,57,58,59,60,61,62,63,64,65,66,67,68,69,70,71,72,73,74,75,76,77,78,79,80,81,82,83,84,85,86,87,88,89,90,91,92,93,94,95,96,97,98,99,100,101,102,103,104,105,106,107,108,109,110,111,112,113,114,115]. Gong [30] scrutinized the positive relationship between employee creativity and job performance with the help of two learning-related personal and situational variables—employee learning orientation and transformational leadership—which had a collaborative effect on employee creativity through employee creative self-efficacy.



Benjamin and Flynn [31] chose transformational leadership and employee learning orientation as predictors of employee creativity, because both these variables have the potential to build up the creative proficiency among employees through them learning different approaches that enhance creative ability [32]. Motivational and inspirational drive is necessary for employee creativity in work [83,84,85,86,87,88,89,90,91,92,93,94,95,96,97,98,99,100,101]. However, mere motivation is not sufficient. Rather, other factors related to intrinsic capabilities such as self-efficiencies or an employee’s perceptional experience of their organization, also affect the development of creativity in an employee’s work.



Hypothesis 6 (H6):

There is a significant positive relationship between corporate social responsibility and creative performance when moderated by creative self-efficacy.







4. Research Methodology


This study is an explanatory study. Statistical techniques have been used on numerical data to conclude useful results [116], as is suitable for the business and scientific community [117]. The quantitative approach has been used to determine the significance of the relationship between CSR, organizational identification, creative self-efficacy, and creative performance. SPSS (Statistical Package for the Social Science) was used for data analysis techniques to test the hypothesis. Questionnaires’ reliability was tested to ensure the soundness of measures. The reliability of any measure is dependent on ensuring the uniformity of the measure in different situations. It shows the similar manner of each item in the scale holistically [118]. A level indicates high reliability when its response is identical in identical situations. The target population for data collection was the companies practicing CSR in Pakistan; the employees of those companies were a unit of analysis for this study. The National Forum for Environment and Health (NHEF) conducted their “11th Annual Environment Excellence Awards 2014”, and there were 186 nominations of CSR companies for this award. According to Sekaran [118], 35% of the target population is considered entirely appropriate for simple random sampling, which becomes 65 companies for this study. After making the list of 186 CSR nominated companies, 65 casual enterprises were taken using the random number generator [119]. Survey response was taken through self-administered questionnaires by sending emails (Google Form) to companies, and by visiting their offices. A total of 350 inquiries were received, of which 322 questionnaires were complete and usable for data analysis. The questionnaire measures were regarding CSR, organizational identification, creative self-efficacy, and creative performance. CSR has been assessed by adopting the scale of Fatma [74]. This scale contained a total of 17 items, which are further categorized in five sub-dimensions of CSR.



A pilot study was also conducted to check the appropriation of the questionnaire being used for the study. Furthermore, standard deviation, kurtosis, and skewness have been calculated for descriptive analysis for better understanding of the data collected. The suitable range for skewness is considered as ±1 to ±3, and for kurtosis is +1 to −1. Correlation and simple linear regression has been applied to test the intensity of the relationship between CSR, organizational identification, creative performance, and creative self-efficacy.




5. Results and Discussion


Table 2 represents gender frequency distribution, percentage, and cumulative percentage. According to Table 2, male respondents made up 63% (203) of total respondents, and 37% (119) of the respondents were female among a total of 322 respondents, which shows that male respondents gave their response more eagerly than females.



Table 2. Gender Distribution of the Respondents (N = 322).







	
Category

	
Frequency

	
Percentage

	
Cumulative Percentage






	
Male

	
203

	
63

	
63




	
Female

	
119

	
37

	
100




	
Total

	
322

	
100

	
100










Table 3 shows age frequency distribution, percentage, and cumulative percentage of the respondents. According to the results, 3.9% (29) respondents were between 20–29 years old, 28.3% (91) respondents were 30–39 years old, 37.3% (120) respondents were between 40–49 years old, and 25.5% (82) respondents were more than 50 years old. It shows that the respondents who were between 20–29 years old participated the least, whereas the 40–49-year-old respondents participated in a large number.



Table 3. Age Distribution of the Respondents (N = 322).







	
Category

	
Frequency

	
Percentage

	
Cumulative Percentage






	
20–29 years

	
29

	
9.0

	
9.0




	
30–39 years

	
91

	
28.3

	
37.3




	
40–49 years

	
120

	
37.3

	
74.5




	
50+ years

	
82

	
25.5

	
100.0




	
Total

	
322

	
100.0

	










Table 4 shows employees’ experience frequency distribution, percentage, and cumulative percentage. In this study, 29.2% (94) respondents had less than one year of experience, 43.2% (139) respondents had 1 to 3 years’ experience, 25.8% (83) respondents had 4–5 years’ experience, and only 1.9% (6) respondents had more than five years of experience. It shows that the respondents with between 1–3 years of experience in the current organization participated the most, whereas the respondents with more than five years’ experience were the least involved.



Table 4. Experience Distribution of the Respondents.







	
Category

	
Frequency

	
Percentage

	
Cumulative Percentage






	
Less than 1 year

	
94

	
29.2

	
29.2




	
1 to 3 years

	
139

	
43.2

	
72.4




	
4 to 5 years

	
83

	
25.8

	
98.1




	
More than 5 years

	
6

	
1.9

	
100.0




	
Total

	
322

	
100.0

	










Table 5 represents the descriptive statistics for all the variables of the study. It shows mean values, standard deviations, skewness, and kurtosis for all the variables under study. The range of skewness is ±1 to ±3, and for kurtosis is +1 to −1. So, Table 5 shows that all the skewness and kurtosis values lie within the range. It means that the data is standard. Mean values of CSR, organizational identification, creative self-efficacy, and creative performance are 3.5223, 3.5243, 3.5569, and 3.3944, respectively. The standard deviation value of organizational identification is 1.22242, which is higher than the other variables, and explains that it is less reliable. The standard deviation value of CSR is 0.97104, which is smallest among the variables, which clarifies that it is most reliable. Values in Table 5 are measured on a Likert scale.



Table 5. Descriptive Statistics of All Variables (N = 322). CSR: corporate social responsibility; OID: organizational identification; CSEF: creative self-efficacy; CP: creative performance.







	
Variables

	
Mean

	
S. D

	
Skewness

	
Kurtosis






	
CSR

	
3.5223

	
0.97104

	
−0.849

	
−0.344




	
OID

	
3.5243

	
1.22242

	
−0.825

	
−0.947




	
CSEF

	
3.5569

	
1.21133

	
−0.913

	
−0.712




	
CP

	
3.3944

	
1.05556

	
−0.686

	
−0.926




	
Valid N (listwise) 322

	

	

	

	










5.1. Correlation Matrix


Table 6 shows a correlation between all the variables under study. This correlation matrix explains that CSR has a significant positive relationship with organizational identification, creative self-efficacy, and creative performance with r-values of 0.411, 0.544, and 0.813, respectively, with p < 0.05. Similarly, organizational identification also has a significant positive correlation with creative self-efficacy and creative performance, with r-values of 0.721 and 0.404, respectively with p < 0.05. In the same way, creative performance also has a significant positive correlation with creative self-efficacy, with an r-value of 0.512 and p < 0.05.



Table 6. Correlation Matrix.







	
Variables

	
CSR

	
OID

	
CSEF

	
CP






	
CSR

	
1

	

	

	




	
OID

	
0.411 **

	
1

	

	




	
CSEF

	
0.544 **

	
0.721 **

	
1

	




	
CP

	
0.813 **

	
0.404 **

	
0.512 **

	
1








** p < 0.05.









5.2. Scale Reliability


In this study, the reliability of all four scales was checked through Cronbach’s alpha coefficients. Table 7 shows the value of Cronbach’s alpha coefficients, which were 0.941, 0.965, 0.842, and 0.918 for CSR, organizational identification, creative self-efficacy, and creative performance, respectively.



Table 7. Cronbach’s Alpha Reliability Coefficients of All Scales (N = 30).







	
Variables

	
No. of Items

	
Cronbach’s Alpha






	
Corporate Social Responsibility

	
17

	
0.941




	
Organizational Identification

	
6

	
0.965




	
Creative Self-Efficacy

	
4

	
0.842




	
Creative Performance

	
3

	
0.918




	
Total

	
30

	











5.3. Dependent Variable: OID


The value of Cronbach’s alpha coefficients for different sets of items is depicted in Table 7. It is more than 0.8. This value is far exceeding the minimum level of 0.7 [120]. A value of 0.6 or less is considered to depict unsatisfactory internal consistency. CSR has 17 items that were measured for reliability. A Cronbach’s alpha value of closer to 1 shows higher internal consistency reliability. For further statistical analysis, these reliability tests predict a satisfactorily high level of internal consistency. All the values are quite near to 1, so all the scales used in the study are considered appropriate and reliable.




5.4. Simple Linear Regression


Simple linear regression has been applied to check the intensity of each relationship between CSR, organizational identification, creative self-efficacy, and creative performance.



Table 8 represents the relationship between CSR and OID. The relationship is significant, with a p-value of 0.000 and a beta value of 51% (0.517), which explains that there is a positive and direct relationship between CSR and OID. The overall model is a good fit with F value 64.963, and the adjusted R2 value is 16% (0.166). The H1 hypothesis has been accepted in this article.



Table 8. CSR and OID.







	

	
B SE

	
Adj. R2 F

	
t

	
p






	
Constant

	
1.703 0.234

	
0.166 64.963

	
7.265

	
0.000




	
CSR

	
0.517 0.064

	

	
8.060

	
0.000








Dependent Variable: OID.








Table 9 represents the intensity of the relationship between OID and creative performance (CP). The association is significant, with a p-value of 0.000 and a beta value of 71% (0.715), which explains that there is a definite and direct relationship between OID and CP. The overall model is a good fit with F value 346.856, and the adjusted R2 value is approximately 52% (0.519). Thus, the H2 hypothesis has been accepted.



Table 9. OID and CP.







	

	
B

	
SE

	
Adj. R2 F

	
t

	
p






	
Constant

	
1.038

	
0.143

	
0.519 346.856

	
7.254

	
0.000




	
OID

	
0.715

	
0.038

	

	
18.624

	
0.000








Dependent Variable: CP.









5.5. Creative Self-Efficacy (CSEF) and CP


Table 10 shows the intensity of the relationship between creative self-efficacy (CSEF) and CP. The relationship is significant, with a p-value of 0.000 and a beta value of 58% (0.587), which explains that there is a positive and direct relationship between CSEF and CP. The overall model is a good fit with F value 113.503, and the adjusted R2 value is 26% (0.260). The H3 hypothesis has been accepted in this study.



Table 10. CSEF and CP Relationship.







	

	
B SE

	
Adj. R2 F

	
t

	
p






	
Constant

	
1.563 0.196

	
0.260 113.503

	
7.982

	
0.000




	
CSEF

	
0.587 0.055

	

	
10.654

	
0.000








Dependent Variable: CP. 









5.6. Mediation


Barron and Kenny’s tests were applied to investigate the mediating effect of organizational identification on the relationship between CSR and creative performance.



Path Analysis


Figure 2 shows the relationship of the mediator and the dependent and independent variables. Figure 2a represents OID as a mediator between CSR and CP. Figure 2b shows the direct path between CSR and creative performance (CP). The analysis will show whether there is full mediation, partial mediation, or no mediation. Figure 2b also shows the direct effect of CSR on creative performance.


Figure 2. (a): Indirect Path; (b): Direct Path.



[image: Sustainability 09 02125 g002]






According to Table 11, all the paths of mediation (a, b, c and c’) are fulfilling the condition and showing partial mediation. CSR has a significant positive association with organizational identification (a path), with a p-value of 0.000. Similarly, organizational identification also has a significant positive association with creative performance (b path), with a p-value of 0.000.



Table 11. Mediation.







	
Paths

	
Coefficients

	
SE

	
t

	
p






	
CSR to OID (a path)

	
0.5171

	
0.0642

	
8.06

	
0




	
OID to CP (b path)

	
0.5931

	
0.0388

	
15.3012

	
0




	
Direct effect of CSR on CP (c’ path)

	
0.3725

	
0.0488

	
7.6343

	
0




	
Total effect of CSR on CP (c path)

	
0.6792

	
0.0585

	
11.6127

	
0








Adj. R2 = 0.5917, F = 233.6138.








There is a significant positive relationship between CSR and creative performance. It has a p-value of 0.000, and the larger coefficient value (0.6792) of the total effect (c path) than the coefficient value (0.3725) of direct effect (c’ path) shows that there is a partial mediation of organizational identification between the relationship of CSR and creative performance. Therefore, the fourth hypothesis (H4) in this study has been accepted.





5.7. Moderation


Hierarchical regression was applied to investigate the moderating effect of creative self-efficacy on the relationship between organizational identification and creative performance.



5.7.1. OID, CSEF, and CP


Table 12 shows the values of R2, the adjusted R2, and the F values at the relevant level of significance for Model 1, which does not have an interaction term, and Model 2, which is an interaction term. The value of the change in adjusted R2 is ∆Adj. R2 = 0.008, with a change in F value ∆F = 67.411 and a p-value of 0.000. It explains that there is 0.8% additional variance in creative performance by adding creative self-efficacy as a moderator. Both models are significant, with a p-value of 0.000. The F value is 218.629 in Model 1, and 151.218 in Model 2.



Table 12. Model Significance.







	
Model

	
R2

	
Adj. R2

	
F

	
p






	
1

	
0.578

	
0.576

	
218.629

	
0.000




	
2

	
0.588

	
0.584

	
151.218

	
0.000




	
Difference

	
0.01

	
0.008

	
67.411

	










Table 13 shows the moderating effect of creative self-efficacy between organizational identification and creative performance, with a beta value of 0.117 and a p-value of 0.007. Hence, creative self-efficacy has a significant moderating effect. The fifth hypothesis (H5) in this study has been accepted.



Table 13. Moderation.







	

	
B SE

	
t

	
p






	
Constant

	
0.688 0.199

	
3.456

	
0.001




	
OID

	
0.581 0.040

	
14.381

	
0




	
CSEF

	
0.257 0.048

	
5.345

	
0




	
OID * CSEF

	
0.117 0.043

	
2.738

	
0.007











5.7.2. CSR, CSEF, and CP


Table 14 shows the values of R2, the adjusted R2, and the F values at the relevant level of significance for Model 1, which does not have an interaction term, and Model 2, which is an interaction term. The value of the change in adjusted R2 is ∆Adj. R2 = 0.002, with a change in F value ∆F = 23.404 and a p-value of 0.000. It explains that there is much less additional variance in creative performance by adding creative self-efficacy as a moderator when the independent variable is CSR.



Table 14. CSR, CSEF, and CP Model Significance.







	
Model

	
R2

	
Adj. R2

	
F

	
p






	
1

	
0.311

	
0.306

	
71.232

	
0.000




	
2

	
0.311

	
0.304

	
47.828

	
0.000




	
Difference

	
0

	
0.002

	
23.404

	










Table 15 shows the moderating effect of creative self-efficacy between CSR and creative performance with a beta value of −0.027 and a p-value of 0.667. Hence, creative self-efficacy has an insignificant moderating effect. Therefore, sixth hypothesis (H6) in this study has not been accepted.



Table 15. Creative Self-Efficacy, CSR and Creative Performance Moderation.







	

	
B SE

	
t

	
p






	
Constant

	
1.221 0.355

	
3.442

	
0.001




	
CSR

	
0.454 0.109

	
4.153

	
0




	
CSEF

	
0.225 0.094

	
2.387

	
0.018




	
CSR * CSEF

	
−0.027 0.062

	
−0.430

	
0.667













6. Conclusions


This study has concluded that employees who value CSR campaigns and its other activities and practices to a higher degree have stronger intentions to stay in the organization, with more engagement and loyalty due to their enhanced organizational identification. Furthermore, employees with high corporate identification show more loyal attitudes in their work in relation to the organization’s success, and work with more devotion and intention to support organizational objectives. Results also suggest that employees with more creative personalities and creative self-efficacy tend to give high-quality creative performances. Therefore, this study has contributed to the literature by examining the impact of CSR on creative performance with the help of the mediating role of organizational identification and the moderating effect of creative self-efficacy.



Implications


The findings of this article show that CSR has an extraordinary influence on employee attitudes and behaviors, as it motivates them to express a higher quality creative performance. Organizations are focusing on creativity in employee performance for better career development and innovation [101]. This study has implications for organizational managers and leaders, because they are currently facing the challenge of indulging employees in creative work performance activities [28].



Secondly, creative self-efficacy also imitates employees’ intrinsic motivations to perform creative roles, and is used as a powerful precursor to creativity [30]. The findings of this paper suggest that organizational managers and leaders should focus on developing and improving creative self-efficacy among employees. Since employees’ work attitudes can be profoundly influenced, more significant results may come if they have confidence in their aptitude to perform that work [121]. Furthermore, the employees with higher creative self-efficacy tend to accept challenges to perform activities and act upon new and creative practices.



Thirdly, employees usually prefer their working organizations to run their business activities in compliance with social responsibility practices [15], which increases their level of organizational identification. Moreover, employee engagement is being ensured as far as CSR becomes embedded in the organization [11]. This study suggests that information regarding organizational CSR practices must be conveyed to the employees, because they make a holistic judgment and evaluation from every aspect of their organizations in developing their attitudinal and behavioral responses, which ultimately pushes them to work with more devotion and creativity [24].
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