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Impact of Corporate Social Responsibility on work engagement and organizational commitment
ABSTRACT
	This paper aims to measure the work engagement and organizational commitment of employees in regards to their company corporate social responsibility (CSR) activities. The affect of CSR on employee engagement and organizational commitment worth investigating as one of the core CSR stakeholders is employee. As companies are doing different activities of CSR with different level of company involvement and engagement which show different level of altruistic value the companies hold, the authors expect to identify the bundle of activities that could link to the employees’ job engagement and organizational commitment. The authors developed CSR activity scales based prior study of CSR in Thailand and sent out questionnaire to part-time MBA students in Bangkok. We have got 388 usable responses. By cluster analysis, we identify five types of firms that conduct different bundles of CSR. While the firm that conducts CSR in integrated manner performs the best in work engagement and organizational commitment, the firm that conducts CSR without sufficient engagement with the activities, namely, hiring the third party to conduct CSR on their behalf, yield the same outcome as mere donation. This could explain the economic and strategic motivation for managers to conduct appropriate bundle of CSR activities as well.
Keywords: CSR activities, work engagement, organizational commitment.

Impact of Corporate Social Responsibility on work engagement and organizational commitment

INTRODUCTION
	While researches on effect of Corporate Social Responsibility (CSR) on firm performance are numerous, few of them address non-financial performance, for example, CSR effect on employees in term of work engagement and loyalty (Goyal et al., 2013; Peterson, 2004; Valentine and Barnett, 2003; Zu et al., 2012). While most of the concerns are on the corporate image towards consumers, the shareholders, and the public, insufficient attention has been paid to the internal marketing towards employees about the company’s CSR (Bhattacharya et al., 2008). Furthermore, while sustainability was the focus of company concern, little interest has been paid to how CSR could contribute to recruit and retain people of the similar DNA with the company regarding to their CSR value (Turban and Greening, 1996). If the objective of the company is to maximize stakeholder values, the organization could not be run without capable people who are ready to move in the same direction. 
	Top managements of large corporations express their belief that CSR is related to talent management, at least at the recruiting stage. People would prefer working for companies with good corporate citizenship (quotation of Jim Copeland, Jr., 2003 cited in Bhattacharya et al., 2008). This assertion is reasonable if one looks at it from the viewpoint of classical theory on human resources management; which contends that hygiene factors equally matters in motivating people to work effectively (Herzberg, 1966). The example of these hygiene factors includes work place environment and peers. Broadly interpreted, work place environment could include company policies towards other stakeholders. In short, it is whether the company these employee are working for, behave in the similar vain with their beliefs and values. 
	Necessary condition for companies who conduct CSR that are attractive to prospect employees is whether they aware about the activities and whether they appreciate them (Greening and Turban, 2000). It is reasonable to investigate whether the prospect talents would care for CSR performance of prospect employers as well as whether the current employees would increase their work engagement and organizational commitment if they learn about their company CSR performance. Recruiting new talent could be a by-product of CSR publication, but retaining the current staffs needs further effort from the companies to conduct internal marketing to keep the staffs informed of the company CSR performance and to get them involved in the activities (Turker, 2009). 
	Consequently, this paper would investigate the relationship between company CSR initiative and employee work engagement as well as organizational commitment. Based on previous research on CSR development pattern in Thailand, the authors launch a survey on employee awareness on his/her company CSR activities as well as the level of work engagement and organizational commitment. This study aims to reveal the CSR performance on non-financial indicators to get some insights in promoting CSR to wider audience, the companies and the employees.

LITERATURE REVIEW
CSR and the interpretation in the developing countries
	CSR has been defined as the obligation of a firm to fulfill economic, legal, and ethical duties as well as to extend their hand in the philanthropically manner (Carroll, 1999).  CSR is also used interchangeably with corporate citizenship implying that it is a duty of a company to conduct a list of certain things (Evans and Davis, 2011). 
	As far as the word philanthropy concerns, CSR would be interpreted as non-core business of a business according to the neo-classical economists (Friedman, 2007). Thus, numerous studies tried to evaluate CSR performance in term of financial as well as non-financial performance to justify the investment in these activities. While study on financial performance of CSR yield different results, studies on non-financial performance of CSR seems to render positive effects. Examples are corporate image as corporate citizenship that could be attractive to consumers and to prospect employees (McGlone et al., 2011; McWilliams and Siegel, 2001; Valentine and Fleischman, 2008), 
	CSR effects on employees interest scholars as human resource is one of the keys in developing company competitive advantages (Arendt and Brettel, 2010). Recruiting talents is tough as talents have various choices. Retaining current employees would be a reasonable effort to put forward. 
	Literatures on employee work engagement and organizational commitment suggested that corporate image perceived as being ethical could be attractive to employees who share the same values, especially, women (Jones et al, 2014; Peterson, 2004; Valentine and Barnett, 2003). Organizational commitment means the attachment of an employee to an organization so that he/she would put effort for that organization and try to keep his/her membership as long as possible (Meyer et al., 1993). Studies on corporate performance on work engagement and organizational commitment used corporate performance scale developed from Carroll (1999)’s CSR Pyramid. It is a checklist of whether a company has fulfilled the responsibility in economic, legal, ethical, and philanthropic areas. To date, studies on effect of CSR on employee engagement to work and organization are well done in developed countries. However, the scale and measurement should be re-confirmed whether it works in developing countries where there are different institutional contexts, e.g., cultural and economic institution. 
	For example, in the Philippines, people are skeptical about companies in general, needless to say about their evaluation on company CSR. In Thailand, publicizing CSR explicitly could be viewed negatively as it is common for people to do good deed without spelling out (Srisuphaolarn, 2010, 2012). In addition, people expect the well-established companies to give their hands to help social problems as well as to support the nearby communities (Srisuphaolarn, 2012). Hence, it is appropriate to study CSR in a specific context, or in short, via case studies.

Case study of  Thailand
	The author took Thailand as the case study as Thailand is currently gaining reputation as investment hub for multi-national companies to enter into other Southeast Asian nations. Furthermore, she has opened to free trade and investment for decades. Presences of multinational companies are prominent. Yet, Thailand has hold social value that is subtle and difficult to understand by superficial encounter. 
	CSR was introduced in Thailand as a new business fad in in early 2000s. While trying to understand what CSR really means, forerunning companies in CSR confirmed that this concept is not new to Thai society (Yodprudtikan et al., 2006). Like most of the Asian nations where self is a part of the group, interdependence is the key social value in this region (Kraisornsuthasinee, 2011). The concept of CSR has been rooted in the society but in different details and approaches. Companies already run philanthropy programs, for example, giving donation, supporting the royal projects in environmental preservation (Srisuphaolarn, 2010). Yet, learning from benchmarking with their foreign counterparts, many companies have tried to integrate CSR as a part of their strategic move—building CSR as their organizational DNA. As companies are learning about what CSR means in the international setting, they have conducted various projects on CSR with difference level of involvement from both the companies and the stakeholders, with the different target of the audience, with the different issue that they address. This resulted in six typology of CSR pattern utilized by companies that are voted as highly socially responsible in 2008 (Srisuphaolarn, 2013).
-------------------------
Insert Table 1
-------------------------
Reactive CSR
	Reactive CSR is similar to donation or philanthropy but in relatively passive manner. The companies responded to requests for donations to the extent that the annual budget provided for them. In some companies, projects initiated by individuals were conducted to serve communities but were limited to small-scale, regional, or branch-specific projects. The motives at this CSR stage were for ethical reasons if not self-actualizations of the employees.
Turn-key CSR
	Turn-key CSR reveals higher involvement of the companies in responding to request. In addition to donation of money, companies also utilize their competencies to ensure higher efficiency of project implementation. This is the case of non-profit organizations that run good-cause activities but lack management skills and tend to rely on altruistic appeal. Most of the non-profit organizations generally do not treat their units as cost-centers, relying too heavily on incoming revenue, not operational efficiency. Businesses could fill this gap. 
Issue-based CSR
	Issue-based CSR suggests strategies in which companies develop special projects fully dedicated to help solve or preempt social/environmental problems in the same manner as they develop a new product. The process starts from idea generation, current situation surveys, target setting, project implementation, and so forth. Generally, companies would look for social or environmental problems that are related to companies’ products. The focus is still on the external marketing performance.
Recipient-based CSR
	Recipient-based CSR suggests strategies in which the company assists communities initiate projects to solve problems and increase well-being. Generally, the targets are the communities that surround the companies or company production sites.  In this stage, companies function as assistants or coaches while the communities are the project initiators and drivers. Companies transfer know-how on project management, for instance, Plan-Do-Check-Act circle, budget projection and management, to the communities. Close collaboration with local leaders and usage of dialog as a tool to build consensus were used to ensure trust and cooperation from the local communities. In this stage companies learned that donation is not sustainable. To make donation effective and sustainable is to transfer the knowledge to the people on site, so that they could learn how to resolve the problem by themselves. The focus shifted to human resource development.
Integrated CSR 
	As companies are conducting the project, getting more involved with the people on sites and the problem those people encounter, Companies gain some insights on how to make a better society through their product and services. In this stage, Companies integrate the concept of CSR into their everyday operation, have the entire employee involved more or less in the CSR activities the companies are conducting. The focus is on talent management.

	This typology of CSR pattern in Thailand is the result of learning process. Most of the companies that could reach the recipient-based CSR or integrated CSR are companies that have been involved in social/environmental problems since three decades ago. Companies of lesser experiences in CSR could reach up to project-based CSR.

Work engagement and organizational commitment
	Work engagement is crucial in human resource management as it reflects the state of fulfillment of an employee and could lead to higher efficiencies, higher job satisfaction, as well as fewer turnovers. Work engagement consists of three elements: vigor, dedication, and absorption (Schaufeli, et al., 2006). Vigor means the levels of physical and mental input into work of employee despites any difficulties. Dedication is the level of involvement an employee had toward his/her work. Absorption is the level of concentration and happiness during working. High level of absorption could make him/her forget about the time. (Schaufeli et al., 2006)
	Studies on organizational commitment also address similar issue of what makes employee stay in an organization. According to Meyer and Allen (1991), there are three types of organizational commitments: affective commitment, continuance commitment, and normative commitment. The difference between three has been described by Meyer, Allen, and Smith (1993) as follows:-
“Employees with a strong affective commitment remain with the organization because they want to, those with a strong continuance commitment remain because they need to, and those with a strong normative commitment remain because hey feel they ought to do so.”
(Meyer et al., 1993 p. 539)

	From the above-mentioned explanation of organizational commitment, affective commitment seems to be ideal for employers, and is rather related to work engagement. Employee could have high affective organizational commitment and work engagement because they see the value-fit between the company and themselves (Collier and Esteban, 2007). An organization could have macho value of strong competition or on the other hand an altruistic value. Company value could draw people of the same value to apply for the job or keep these people in their organization.
	As details of CSR vary in each company, reflecting different level of altruistic value the company holds. This leads to our research question of how employees evaluate their company CSR activities via the level of work engagement and organizational commitment. 

METHODOLOGY
	The 388 respondents were collected from part time MBA students in Major universities in Bangkok metropolitan. The respondents are aged from 26 to 40 years old. They are now working, but are not the top managements or company owners. 
	After the respondents answered their demographic profiles and the characteristics of firm they are now working with. Then, they were asked to evaluate the firm they are working for regarding the degree of engagement in 18 questions of CSR activities on five-point Likert scale (Disagree - Agree). Finally, they rated degree of their engagement in work and organization on five-point Likert scale (Disagree - Agree). The 18 questions of CSR activities were developed based on the Srisuphaolarn (2013)'s qualitative study of CSR in Thailand, while the nine questions of work engagement measurement was derived from Schaufeli et al. (2006), and the six questions of organizational commitment measurement was from Meyer et al. (1993).  

RESULTS
Measuring CSR engagement
	Firstly, Cronbach's alpha coefficient was calculated to confirm reliability of CSR activities measurement. The result shown that Cronbach's alpha coefficient of the 18 questions measurement was 0.935 represented high scale reliability. Then, factor analysis with maximum likelihood calculation and promax rotation method was conducted to identify the construct of CSR activity measurement. 
	The result suggested that the measurement consists of five factors, including CSR related to knowledge transfer, social solution, CSR in product and process, donation, passive CSR, and obligation to country and employee. The Kaiser-Meyer-Olkin (KMO) index of the analysis was 0.933 and the Cronbach's alpha coefficients of the five factors are between 0.475 and 0.908 represent the acceptable internal reliability of the measurement.

-------------------------
Insert Table 2
-------------------------

Firm categorization by CSR activities
	Then, the summated factor scores of all five factors were calculated and applied in K-mean cluster analysis as the criteria to classify the respondents. The result of cluster analysis suggested that the data from 388 respondents could be classified into five types of firms according to the combination of CSR activities their companies performed. They are Follow the herd, CSR spirit, Friedman’s ideal, CSR DNA and Philanthropic firm. (Table 3)
-------------------------
Insert Table 3
----------------------------
	Friedman’s ideal firms are firms that strictly follow Neo-classical economist, Friedman, that the only responsibility of the company is to make profit. They carry no other CSR activities than paying taxes and employee welfare. Philanthropic firms focus their CSR activities only on donation and obligation to country and employee. Follow the Herd are companies that conduct CSR that address societal issues or community problems by utilizing some of the company knowledge as well as carry some innovation in product and process. Firms that fall into CSR spirit category conduct CSR in almost every area in self-initiated manner. Finally, CSR DNA describes firms that conduct CSR in every aspect in both self-initiated and responsive-to-the-request manner. 

CSR activities and work engagement VS. organizational commitment
The construct of nine items work engagement measurement and six items organizational commitment were confirmed by using factor analysis with maximum likelihood calculation and promax rotation method. The result presented in Table 4 suggested the uni-dimension construct of work engagement measurement with Cronbach’s alpha coefficients equal to 0.929 and the Kaiser-Meyer-Olkin (KMO) index of the analysis was 0.929. 
-------------------------
Insert Table 4
----------------------------
On the other hand, the Cronbach’s alpha coefficient of organizational commitment measurement was 0.831. The analysis result shown in Table 5 revealed a bi-dimensional construct including short-term and long-term organizational commitment. The Kaiser-Meyer-Olkin (KMO) index of the analysis was 0.781, and the Cronbach’s alpha coefficients of the two factors equal to 0.860 and 0.849 respectively.
-------------------------
Insert Table 5
----------------------------
Table 6 shows the correlations between CSR activities and work engagement as well as organizational commitment, which were calculated by using the summed scores of these three factors. We found that employees view the obligation to country and employees as the most related factor to their work engagement and organizational commitment both in short-term and long-term. Regarding work engagement, the second highest score falls into the social solution type of CSR, followed by CSR in product & process, knowledge transfer, and donation, respectively. Regarding the organizational commitment, the rank of the highest score is different. Passive type of CSR has the least correlation with short-term organizational commitment, and does not correlate with long-term organizational commitment at all.
-------------------------
Insert Table 6
----------------------------
-------------------------
Insert Table 7
----------------------------
Finally, the scores of work engagement, short-term and long-term organizational commitment were compared across the five groups of firms with different bundle of CSR activities. According to Table 7, firm that conduct CSR in every aspect (CSR DNA) and firm that is self-initiated in CSR activities are the best performers in term of work engagement and organizational commitment. It is interesting to note that while CSR DNA type of company performs better in work engagement than CSR spirit type of company, and perform approximately the same as CSR spirit type of company in the short-term organizational commitment, it does not perform better in the long-term organizational commitment.  The possible explanation could lie on the strong leadership perceived in the CSR DNA type of company and how Thai people value strong leadership. Rooted in the patronage society, working under strong leader could mean a stable work life with generous welfare. Strong leadership implies protection.
	Next best CSR performances are ‘follow the herd’ type of company and ‘philanthropic firm’. It is rather surprised to find that spending money on CSR without utilizing firm’s core competences—those companies that hire the third parties to conduct CSR activities, would render outcome that is not different from those of a mere philanthropic firm. This reveals a striking fact that investment in superficial CSR could be useful for corporate public relation, but not useful in maintaining or attractive talents in or into the companies. This leads to the implication that a company must have a clear position and direction on what they are aiming for and work on it profoundly from within.
	CSR investment would pay off least in the firms that strictly follow the neoclassical economic doctrine believing that the company’s only responsibility is making profits; not to extending their hands to other areas of social or environmental issues as those problems are responsibilities of the government. These companies would contend that they would have obligation only to government and employee welfare.

CONCLUSION AND DISCUSSIONS
While practitioners, especially in Thailand, are struggling to identify what CSR truly is and get lost in their direction in regard to this matter, in this study, the authors have concretely classified CSR into detailed combination of CSR activities, which lead to informative analysis on the impact of different types o CSR on employees.
We could conclude that CSR performance would yield the best outcome in term of work engagement and organizational commitment only when the company conducts CSR activities in the integrated manner. On the other hand, if the company merely fulfills the minimum requirement by the laws—paying taxes and taking care of employee welfare, and does not pay attention to other aspect of CSR, the level of work engagement and organizational commitment would be the lowest. Furthermore, conducting CSR by hiring the third party to conduct CSR on behalf of the company would yield the same outcome as donation. It is not the best way to convince the employees to remain in the organization and actively work for the company.
It is worth noting that while social solution type of CSR has the highest impact on work engagement and short-term commitment, CSR in product and process has the least correlation with long-term organization engagement. This might relate to how employee intepret CSR. If they view CSR as a part of their job, their might not realize that they are doing CSR. They tend to value CSR as an ‘extra mile’ activties that require personal sacrifice.  If this is true, companies that conduct in-process CSR should also conduct internal marketing to the employee to boost their morale in workplace.

LIMITATION AND FUTURE RESEARCH
Thought our study has highlighted the effect of the different contents of CSR activities on work engagement and organizational commitment, it does not go without limitation. There is possible bias from our sample group. They are part-time MBA students in prestigious business schools in Bangkok who are relatively highly paid and tend to work for large corporations. In addition, the authors have not analyzed the effect of firm characteristics, which could also be the factors that moderate the result. These characteristics include the firm size, industry, and nationalities of the ownership (management style). 
	In addition, in this paper, we have identified the impact of contents of CSR the companies conducts on employees. It is also worth investigating the impact of contents of CSR on other stakeholders, for example, consumers, prospect employees, and investors.
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TABLES
Table 1 Typology of CSR patterns
	Characterists/
CSR Pattern
	Reactive CSR
	Turn-key CSR
	Issue-based CSR
	Recipient-based CSR
	Integrated CSR

	Company’s
Role
	Be timely responsive 
to request of donation
	Reduce/relief
immediate
social problems
	Reduce/relief social problems
	Improve standard
of living, environments
	Improve standard of living, environments

	Means
	Things/money
	Company’s resources,
especially implicit
assets—knowledge,
expertise, and
competency.
	Company initiated, independent project  (s)
	Company and community
collaboration
	Company products and process

	Outcome
	Short-term need 
fulfillment
	More effective/
efficient project
management
	Well-being, better standard
of living
	Further area development
by community initiatives
	Greener product/ process; product that contribute to better society

	Company’s
Role
	Donor/giver
	Assistant to
the project
	Project initiator
and manager
	Coach/supporter
	Producer and contributors via products

	Parties
involved
	Representatives of the 
two organizations 
(receiver/donor)
	Benefit recipient
group and company
with company as
main actor
	Benefit recipient group and company with company as main actor
	Group and company with
high interaction
	Company and society as a whole



Table 2 Construct of CSR Activities
	
	Factor
loadings
	Extraction Sums
of Squared Loadings
	Rotation Sums of Squared Loadings
	Cronbach’s
alpha
coefficients
	Communality

	
	
	Eigen
values
	% of Variance
	
	
	

	Knowledge transfer
	
	
	
	
	
	

	CSR03
	1.078
	7.566
	42.033
	6.659
	.874
	.873

	CSR04
	.681
	
	
	
	
	.687

	CSR02
	.559
	
	
	
	
	.622

	Social solution
	
	
	
	
	
	

	CSR12
	.796
	1.586
	8.809
	7.051
	.883
	.611

	CSR01
	.690
	
	
	
	
	.460

	CSR05
	.580
	
	
	
	
	.586

	CSR14
	.518
	
	
	
	
	.602

	CSR11
	.501
	
	
	
	
	.677

	CSR13
	.467
	
	
	
	
	.723

	CSR in product & process
	
	
	
	
	
	

	CSR18
	1.056
	.713
	3.963
	5.381
	.908
	.958

	CSR17
	.790
	
	
	
	
	.748

	Donation
	
	
	
	
	
	

	CSR09
	.898
	.782
	4.347
	6.903
	.803
	.682

	CSR10
	.555
	
	
	
	
	.715

	CSR08
	.543
	
	
	
	
	.496

	Passive CSR
	
	
	
	
	
	

	CSR15
	.914
	.498
	2.767
	4.105
	.757
	.766

	CSR16
	.587
	
	
	
	
	.542

	Obligation to country & employee
	
	
	
	
	
	

	CSR07
	.534
	.402
	2.232
	1.981
	.457
	.294

	CSR06
	.477
	
	
	
	
	.503



Table 3 Firm categorization by bundles of CSR activities
	
	Follow the
herd
	CSR
spirit
	Friedman’s
ideal
	CSR
DNA
	Philanthropic firm

	Knowledge transfer
	3.107
	3.797
	1.600
	4.186
	2.305

	Social solution
	3.370
	4.051
	1.959
	4.366
	2.922

	CSR in product & process
	3.189
	3.645
	1.800
	4.194
	2.227

	Donation
	2.797
	4.397
	1.678
	4.407
	3.989

	Passive CSR
	2.746
	2.375
	1.656
	4.070
	2.372

	Obligation to country & employee
	3.932
	4.315
	3.433
	4.494
	3.862

	Sample size
	118
	92
	45
	86
	47




Table 4 Measurement of work engagement
	
	Factor loadings
	Extraction Sums of
Squared Loadings
	Rotation 
Sums of 
Squared 
Loadingsa
	Cronbach’s
alpha
coefficients
	Communalities

	
	
	Eigen
values
	% of
Variance
	
	
	

	Work engagement 03
	.845
	5.432
	60.354
	-
	0.929
	.714

	Work engagement 04
	.843
	
	
	
	
	.711

	Work engagement 02
	.836
	
	
	
	
	.698

	Work engagement 05
	.829
	
	
	
	
	.687

	Work engagement 01
	.814
	
	
	
	
	.663

	Work engagement 09
	.778
	
	
	
	
	.606

	Work engagement 07
	.767
	
	
	
	
	.588

	Work engagement 06
	.707
	
	
	
	
	.500

	Work engagement 08
	.515
	
	
	
	
	.265

	



Table 5 Measurement of organizational commitment
	
	Factor
loadings
	Extraction Sums of
Squared Loadings
	Rotation 
Sums of Squared Loadingsa
	Cronbach’s
alpha
coefficients
	Communalities

	
	
	Eigen
values
	% of
Variance
	
	
	

	Short term Org_commitment
	
	
	
	
	
	

	Org_commitment 04
	.912
	2.948
	49.137
	2.477
	.860
	.812

	Org_commitment 03
	.777
	
	
	
	
	.588

	Org_ commitment 05
	.776
	
	
	
	
	.636

	Long term Org_commitment
	
	
	
	
	
	

	Org_ commitment 01
	.862
	1.086
	18.098
	2.421
	.849
	.725

	Org_ commitment 06
	.821
	
	
	
	
	.750

	Org_ commitment 02
	.747
	
	
	
	
	.524




Table 6 Correlation between CSR activities and work engagement and organizational commitment 
	
	Knowledge transfer
	Social solution
	CSR in product & process
	Donation
	Passive CSR
	Obligation to country & employee

	Work Engagement
	.310**
	.319**
	.312**
	.305**
	.282**
	.335**

	Short term Org_commitment
	.409**
	.496**
	.440**
	.429**
	.294**
	.374**

	Long term Org_commitment
	.123*
	.242**
	.175**
	.195**
	.000
	.272**


**. Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).


Table 7 Degree of work engagement and organizational commitment for respondents in firms with difference bundle of CSR activities
	
	Follow the
herd
	CSR
spirit
	Friedman’s
ideal
	CSR
DNA
	Philanthropic firm

	Work_Engagement
	3.182
	3.534
	2.815
	3.722
	3.225

	Org_commitment_1
	3.138
	3.703
	2.393
	3.756
	3.050

	Org_commitment _2
	3.237
	3.688
	2.830
	3.322
	3.248





Appendices

CSR activities measurement
1) Respond to near-by communities request for annual event, e.g., New Year Party, by donating money or things.
2) Help resolving near-by communities problem by offering company's technology, expertise, and/or relevant knowledge.
3) Transfer the project management to the target communities
4) Act as laision between communities and the other organization network e.g., NPO, NGO, learning centers.
5) Encourage employees to participate volunteer projects
6) Periodically improve and upgrade employee welfare (work environment and fringe benefit)
7) Pay tax as required by law
8) Have training course on life-long learning and culture
9) Company's CSR activities address social problems 
10) Company's CSR activities address economic problem of the communities, e.g., career development 
11) Company's CSR activities address environmental problems, e.g., draught, sustainable development
12) Company's CSR activities address ad-hoc problem--disaster, e.g., flood
13) Encourage the communities to start a project to resolve their communities problems and support until the projects are done.
14) CSR is the company policy since founded
15) Company CSR's activities are inspired or persuaded by other organization
16) Company's CSR activities are initiated by employees or near-by communities
17) Conduct product innovation focusing on impact to society and environment
18) Conduct process innovation focusing on impact on society and environment.

Work engagement measurement
1) At work, I feel bursting with energy.
2) In my job, I feel strong and vigorous
3) When I get up in the morning, I feel like going to work.
4) I am enthusiastic about my job.
5) My job inspires me.
6) I am proud of the work I do.
7) I feel happy when I am working intensely. 
8) I am immersed in my work.
9) I get carried away when I’m working.

Organizational commitment measurement
1) I would be very happy to spend the rest of my career with this organization.
2) I really feel as if this organization’s problems are my own.
3) I do not feel a strong sense of ‘belonging’ to my organization (R). 
4) I do not feel ‘emotionally attached’ to this organization (R). 
5) I do not feel like ‘part of the family’ at my organization. (R). 
6) This organization has a great deal of personal meaning for me.
