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Abstract: The study of corporate social responsibility (CSR) is considered from many angles of management - stra-
tegic management, human resource management, marketing, finance... This article is aimed at an overview of CSR
research related to employee engagement. Businesses that want to develop sustainably need to pay attention to CSR
to stand out from competitors and have a good image in the eyes of the community. Retaining employees so that
they stick with the business for a long time can be considered very successful. This research paper focuses on the
target group of employees in some businesses. The study used the SEM linear structure model to test the hypotheses.
The survey results show that elements of pride, emotional commitment, Organizational identification and intrinsic
motivations of social responsibility make them more engaged with the business. The article gives some implications
for helping employees engage with the business more in the context of the current covid 19 pandemic and future ori-

entation.
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1. INTRODUCTION

In 2019, 2020, 2021 is the year the whole world faces the
raging Covid-19 epidemic, in the report the rate of dissolu-
tion and bankruptcy of firms in the world in general and Vi-
etnam in particular are alarming numbers. Companies that
have survived this period have difficulty maintaining internal
human resources to operate effectively. Employee engage-
ment with the company becomes more discrete and more
likely to change the work environment than before. Small
and medium firms (accounting for a relatively large propor-
tion in Vietnam) have a relatively high turnover rate. In fact,
each employee has their own individual needs, different pur-
poses, and when they feel that the business no longer meets
those needs, they will intend to leave the organization volun-
tarily, disrupting and disrupting the strategic goals of the
business. Should and Hien 2012). Therefore, the study of the
influence of factors affecting employee engagement is urgent
not only now but also in the future.

The engagement of employees is an extremely important link
in the chain of dedicated work devoted to the purpose of
realizing the common purpose of the business strategy of the
business. Human resources play a direct role in controlling
resources to realize business goals when high-quality human
resources are increasingly scarce. Therefore, the study of
human resource management and talent retention is essential
for managers, especially the study of job satisfaction, em-
ployee pride in the organization, and employee loyalty to the
organization. This problem has been studied by many re-
searchers in many fields and a lot of different subjects.
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Previous studies have shown that there are many factors that
affect employee satisfaction and engagement with the organ-
ization. Specifically, income levels (Ejaz and Akbar 2015),
recognition (Alias, Noor and Hassan 2014), promotion op-
portunities (Yang, Wan and Fu 2012), contributions to lead-
ership decision-making behavior (Han, Chiang and Chang
2010, Brown et al. 2011), work-life balance (Flory et al.
2014), work environment (Kundu and Lata 2017), leader-
ship (Covella et al. 2017, Liu et al. 2013), job safety (Bibi,
Ahmad and Majid 2016), corporate branding (Tanwar and
Prasad 2016).

In addition, the Covid-19 pandemic has caused a negative
impact on the whole world, on economic organizations.
Therefore, in that situation, the importance of social respon-
sibility becomes a very important factor that is of interest to
the whole society. The latest research indicates that people
are particularly sympathetic to businesses that actively carry
out activities for the community as well as socialism (Mao et
al. 2020). Thus, it can be seen that CSR is an important role
in influencing the actions of consumers and employees and
people with businesses (Khaddam et al. 2023).

Research by (Lee and Chen 2018) indicates that employees'
perceptions of corporate CSR (economic, labor, customer
and environmental) have an indirect effect on employee sat-
isfaction and employee engagement through the intermediate
variable that meets job requirements. Aminudin’s (2013)
study only suggests a link between CSR and worker en-
gagement in "green hotels" in Malaysia (Aminudin 2013).
The study by Kim et al. (2020) examines the relationship
between CSR and employee attitudes (attachment behavior
to the business and quality of work) by examining the role of
a common variable as the identification of workers with the
business (Kim, Milliman and Lucas 2020). This document
does not clarify the direct influence of CSR on employee
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loyalty, but only demonstrates the mediating role of varia-
bles observing the identification of workers and the quality
of work in this relationship. In addition, Supanti (2015) ex-
amines the role of employee participation in CSR perfor-
mance on employee satisfaction, engagement, and motiva-
tion by examining the role of their positive emotional media-
tor (Supanti, Butcher and Fredline 2015). This study has not
delved into the mediation of emotional commitment between
CSR and employee engagement behavior towards the busi-
ness. Carnahan (2017) points out that CSR has a role to play
in reducing employee job transitions in the context of 9/11 in
the U.S. (Carnahan, Kryscynski and Olson 2017).

In Vietnam, so far, there has been little research on the role
of CSR in improving workers' long-term commitment to
contribute to businesses. In his master's thesis, author Ngu-
yen Quang Huy (2017) pointed out the relationship between
"CSR and the heart and cohesion of BIDV Quang Tri joint
stock commercial bank staff”, the author considers this as a
"soft" requirement in the current competitive context (Her-
mawan et al. 2023). Similarly, research by Tran Thi Nhinh
(2020) published in the Journal of Industry and Trade shows
that CSR has an impact on the commitment of workers
working in banks both directly and indirectly by examining
the intermediary role of “organizational trust" and job satis-
faction. The scientist also pointed out that a deeper level of
testing of this effect is needed by adding new intermediate
variables. Along with that, research by Thao and Ho (2015)
shows that CSR affects employee engagement through or-
ganizational trust mediation (Thao and Ho 2015a). Pham
Duy Phuong proved that CSR affects the engagement of em-
ployees at Tan Cang Cai Mep Thi Vai Port MTW Co., Ltd.
in his master's thesis. The author points out that the higher
the awareness of employees about the CSR of the business
with them, the more likely they are to fulfill their commit-
ment to work at the company for a long time. At the same
time, the author also points out that the study still has certain
limitations, suggesting that further studies look at other fac-
tors that affect the employee’s attachment to the organiza-
tion.

From the above literature overview, we see that there are
some gaps in the study of the relationship between CSR and
employee engagement. First, it is important to consider the
direct impact of CSR on employee engagement. Second,
consider simultaneously how the impact of satisfaction, iden-
tification, commitment, and intrinsic motivation affects em-
ployee engagement with the organization. Third, it is neces-
sary to consider the specific mechanism of impact of these
factors in the relationship between CSR and employee en-
gagement. In addition, in the literature on the relationship
between CSR and employee engagement with the business,
the authors found that until now there has been little research
analyzing and clarifying the relationship between CSR and
positive employee behavior in the context of developing
countries. The study attempts to answer the following re-
search questions:

First, how does CSR affect employee engagement?

Second, to what extent does CSR affect employee pride,
Organizational identificationn, intrinsic motivation, and
commitment?
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Finally, to what extent do factors such as pride, Organiza-
tional identificationn, intrinsic motivation, and employee
commitment affect employee engagement?

The remaining of this paper is arranged as follow: After in-
troduction section is the background theories and hypothesis
development. The third section is the data collection which is
continued with data analysis section. This paper finishes
with the conclusion and discussion section.

2. LITERATURE REVIEW

In this study we use the social exchange theory published by
Homan, Blau and Emersoson published in 1960 to build the
research model as well as clarify the relationships in this
study. According to the content of the doctrine of social ex-
change, all acts of interaction between people, people and
organizations are the result of a process of trade-offs, people
involved in all relationships consider the benefits they re-
ceive and the potential risks or costs they pay. The cost in
this theory is understood as what you have to spend to get
the benefits back.

This theory has been used by many scholars in the field of
management, specifically they are often used by scholars to
explain the relationship between organizations and their em-
ployees for example in their research (Huang et al. 2016,
Cooper-Thomas, Xu and Saks 2018). In this study, we used
social exchange theory to demonstrate the relationship of
social responsibility to employee engagement, where em-
ployees are aware that the activities their business is doing
are bringing them more benefits than they need to spend,
employees tend to more attached to the organization.

2.2. Social identity Theory

Social identity theory (Tajfel and Turner 2004) presents that
people have behaviors that develop their identity in the con-
text in which they live. These identities can be related to
their political party, occupation, the groups they join, or their
nationality. People use grouping as objects to identify them-
selves relative to others. This process of division constitutes
the formation of social identity (Ashforth and Mael 1989).
Research by (Turker 2009) indicates that "every member of
different social groups is a social identity that describes and
regulates the attributes of a person as a member of that group
— i.e. what a person should think and feel and how this per-
son should behave in social situations". From this theory it is
possible to indicate the actions of an organization, CSR ac-
tivities play a role in strengthening the identity and pride of
employees towards their company. This has a positive effect
on employees' attitudes and working behaviors towards the
organization, which, in turn, promotes the enhancement of
people's behavior towards the organization (Ashforth and
Mael 1989, Peterson 2004). The studies of (Newman, Niel-
sen and Miao 2015, Turker 2009) have provided further evi-
dence, proving this point. In addition, (Fu, Ye and Law
2014) ) indicates that OC works as committed because it is
more closely linked to the identity of the organization, and it
also works on the self-identification of individuals and rele-
vance to the goals of the organization. A few studies
conducted a deeper examination of the components that



1366 Review of Economics and Finance, 2022, Vol. 20, No. 1

constitute CSR, the researchers (Fu et al., 2014; Ng et al.,
2019) highlight the need to explore the role of potential me-
diators in CSR's relationship to citizen behavior with the
organization. To accomplish this purpose, in his research
(Farooq et al., 2014) demonstrated that social identity theory
has an important role to play in setting standards for under-
standing the basis of CSR activity, multifaceted research is
extremely urgent because it has a role to play in creating
better CSR initiatives for managers. Conducted in the con-
text of FMCG businesses, the results of this study highlight
the role of trust in the organization in the intermediary rela-
tionship that has an impact at the individual level of CSR in
the business. In this study, we use social identity theory as
the basis for explaining the relationship between CSR and
the quality of the employee-business relationship and how
this relationship impacts employee engagement with the or-
ganization.

2.2. Corporate Social Responsibility (CSR)

In Europe, the 1990s appeared the phrases "citizen firm",
"ethical firm", "socially responsible firm". Beck in 2001
showed that the risk society model (Beck, Bernardi and
Latour 2001) expresses the alarm of the social phenomena of
the period and the reversible risks that businesses may re-
ceive. Some social phenomena are pointed out in the Ford
model (Capron and Quairel 2007) such as "precariousness in
social security”, "dictatorship", "ecological catastrophe™ due
to the lack of strict management of government organiza-
tions that lose the image of big business in the public eye.
This indirectly affects the perception of employees, making
them feel bad when working in such a "toxic" environment.

In America, where cultural diversity is diverse, people pro-
mote autonomy, and are willing to speak out for injustices in
society. Inappropriate and unreasonable policies, businesses
impose harsh regimes on workers, overtime... ready to be
organized by people and employees to protest, protest, write
petitions before businesses and the Government. Therefore,
in order to survive in the business environment for a long
time, businesses need to master not only the economic envi-
ronment but also the socio-political environment (Papirer et
al. 1983).

According to agency theory, there are always different
groups of interests that have conflicts that need to be re-
solved at equilibrium points of different interests that can be
achieved, including social benefits (Krisnawati et al., 2014).
Employee interests conflict with managerial interests, share-
holder interests conflict with managerial interests.

Contingency Theory from the 1960s explains the impact of
corporate social responsibility on the understanding and en-
gagement of accountants to build a standard accounting sys-
tem.

In behavioral science, the "nudge" theory indicates that posi-
tive reinforcement activity and indirect suggestions will im-
pact the behavior and decision-making abilities of a group or
an individual. Managers can have effective business strategic
orientation, improve competitiveness and have sustainable
development solutions for businesses through social respon-
sibility. There are many factors (pushes) that affect the long-
term engagement of skilled employees at businesses: income
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levels, recognition and rewards, promotion opportunities to
participate in the decision-making process. There have been
studies showing that people have a sympathetic view of the
business that demonstrates social responsibilities.

The term "social responsibility" became widely known when
economist Bowen published his book "Corporate Social Re-
sponsibility” (1953). Bowen is considered a pioneer of the
concept of CSR. In recent decades, there have been many
researchers who have offered different views on the term.
From different angles and perspectives, depending on the
conditions and levels of development, the definition of social
responsibility varies and there is no consistent concept of
corporate social responsibility. In which Carroll's concept of
CSR is better known through the tower of CSR including
economic, legal, ethical and humanitarian issues divided
according to 4 levels of dependence and that business, man-
ager, leader and which issue is more important than men-
tioned above. Albdour in 2010 added the human, community
and environmental factors.

Relating to the relationship between CSR and employee en-
gagement, (Lee and Chen 2018) indicates that employees'
perceptions of corporate CSR (economic, labor, customer,
and environmental) have an indirect effect on employee sat-
isfaction and employee engagement through the intermediate
variable that meets job requirements. Aminudin's "Corporate
Social Responsibility and Employee Retention" study only
suggests the relationship between CSR and employee en-
gagement in "green hotels" in Malaysia (Aminudin 2013).
When he mentioned thirteen barriers to research when oper-
ating a "green hotel”, in the sixth hurdle he pointed out CSR
having a relationship with employees and the ninth barrier,
he pointed out the difficulty of managing employees. He also
found that some employees have less commitment to "green
practices" and tend to resign easily due in part to training and
work environments. When employees at the hotel are en-
couraged to participate in "green competition” activities, art
creation programs, "green schools" programs and outings
that encourage employees to become more active and inter-
ested in green practices. The study by Kim et al. (2020) ex-
amines the relationship between CSR and employee attitudes
(business engagement behavior and job quality) through the
mediated variable of employee-business identification (Kim,
Milliman and Lucas 2020). This study does not show the
direct relationship between CSR and employee engagement
intentions, but only analyzes the mediating role of employee-
business identification and the quality of work in this rela-
tionship. In addition, Supanti (2015) examines the role of
employee engagement in CSR implementation that affects
employee satisfaction, engagement, and motivation through
their positive emotional mediation (Supanti, Butcher and
Fredline 2015). This study has not delved into the mediating
role of the emotional attachment variable between CSR and
employee engagement behavior with the business. Carna-
han's 2017 research showed that CSR played a role in reduc-
ing employee job transitions in the wake of 9/11 in the U.S.
(Carnahan, Kryscynski and Olson 2017). In Shubhangi Bha-
radwaj and Mohammad Yameen's 2020 study "Analyzing
the Intermediate Impact of Organization ldentification on
Employee-Related Relationships” (Bharadwaj and Yameen
2020) CSR while it can improve employee-related outcomes,
does not necessarily enhance retention. employees unless
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employees build their own identity with their work organiza-
tion that creates engagement with the business. The 2011
Turkish study O Caliskan confirmed that CSR significantly
affects their job satisfaction and intention to stay, but the
study did not highlight intermediate factors such as employ-
ee identification and emotional cohesion(Caliskan and
Uniisan 2011).

Recent studies show that employee engagement plays a very
important role, determining the success of businesses, espe-
cially in the current context when businesses desperately
need high-quality qualified human resources. Highly quali-
fied employees have more and more job opportunities in the
context of increasingly accessible information through social
networks and the Internet. In some television broadcasts the
show "Opportunity for Whom?" (Whose chance?), when
talking with candidates who are aviation doctors who have
jumped jobs 7 times, chairman of the board of directors of
FPT Telecommunications Joint Stock Company — Hoang
Nam Tien once shared, "If | really want to give you an im-
portant job that at the speed of changing your job like that,
I'm very worried that when you take on an important job you
won't pursue it to the end and I'll have to find someone else
for you." A former CEO of Vingroup jumped jobs 5 times in
the two years 2019 — 2020. This shows the apprehension of
businesses when recruiting high-quality workers when their
ability to switch jobs is extremely large, which poses to
businesses that business efficiency will be affected by inter-
nal factors when there is a constant change in personnel.
Therefore, raising the issue of improving the long-term
working commitment of qualified employees at the firm be-
comes a very important issue affecting the sustainable devel-
opment of the business.

2.3. Employee Engagement

There have been many documents proving the factors affect-
ing the attachment, loyalty of employees and consumers
"Studying the relationship between social responsibility and
employee loyalty at HDBank™", "Pushing and pulling factors
to attachment, tourist loyalty to Hoi An destination", "Fac-
tors affecting the loyalty of BIDV North Saigon staff",...
(Giao and Diep 2021, Cbng, Thay and Technology 2007,
Bashir 2019, Giao 2017, Yao, Qiu and Wei 2019, Matzler,
Renzl and excellence 2006, L& Phudc and Tién 2017). There
is a view that businesses are too focused on market goals and
forget about the goal of preserving and taking care of the
existing market including loyal customers or core employees
of the business. An employee will show his attachment
through acts of pride, respect for superiors, enthusiasm for
work,... (Trang and Technology 2006)

In the study of Mai Dang Tien, Nguyen Thi Thu Thuy and
Nguyen Thuc in the article "The impact of corporate social
responsibility on employees on organizational commitments"
highlighted the level of responsibility for workers in Carroll's
CSR tower The survey subjects had 44% working for 1-3
years and 21% of people attached to the public Companies
over 10 years should have their "emotional commitment"
reflected in the elements of "work autonomy" and "benefits"
to help employees feel that their dedication is rewarded,
making them feel more responsible at work and need to
strive more and continue to stick with the company. Benefits
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include not only compensation but also social benefits,
grants or support policies for their families. That's part of
CSR's influence on employee engagement. Element. In addi-
tion, Thao and Ho's research in 2015 also showed that the
organizational trust factor is the intermediary affecting the
employee engagement factor (Thao and H6 2015). In terms
of the internal motivation of the business, shown through the
research of Pham Duy Phuong, Hoang Lam Tinh has clearly
shown the likes of working, how to handle difficulties of the
business, the attitude of employees, the management of em-
ployees when fulfilling the obligations of the company when
empowered to the community. When studying the engage-
ment of employees at Khanh Hoa travel company, Ho Thuy
and Pham Liem found that there is a match of employees'
goals with the goals of the organization (Tu and Liem 2019,
Tuyet and Duc 2020). Employees are one of the components
that convey the company's message to customers. Employees
contribute to building the core values and goals of the busi-
ness from short, medium to long term. When researching the
factors affecting the engagement of employees in a joint
stock commercial bank in Long Xuyen city, Mr. Hai and Ms.
Nhi mentioned the attitude of employees when performing
corporate social responsibilities, pride plays an important
role to help employees feel happy and ready to contribute
(Tuu and Liém 2019, Tuyet and buc 2020).

Not only objective factors outside the business (customers)
but employees of the business also have different assess-
ments of company policies, the real quality of business ser-
vices is really good and more importantly, they show that
attachment clearly by complying with the regulations of the
business, show attitudes, beliefs and standards that are taking
place in the business. They demonstrate by developing them-
selves and their level of contribution to the business, being
responsible for their work, building peer relationships and
satisfaction with income and wellbeing (Delivered 2017,
Trang and Technology 2006). The study has realistically
assessed the attitudes of employees but has not deeply ex-
ploited their behavior with the organization. Tien's research
in 2018 showed that there is an impact of social responsibil-
ity on employee engagement in banks. With a reputable
company, either the manager supports and helps the employ-
ee, or the employee is familiar with the current job, making
the employee stick with the company (Thao and Ho 2015).
Ayupp and Chung year stated in their document that "as em-
ployees gain skill, they gain more energy and positive
awareness..." (Ayupp, Chung and Management 2010)..

In fact, the key is important to keep an elite employee in the
company, so that he always gives his all for the company and
creates value. This will be more evident in the working envi-
ronment in businesses that have passed the start-up and de-
veloping stages. Another study in Vietham on the banking
sector in 2016, when a survey in Long Xuyen city showed
that 78.8% of employees changed jobs 1 to 2 times; Job
changes from 3 to 4 times accounted for 11.1% indicating
relative employee engagement (Tuyet and Germany 2020).
From previous studies on employee loyalty, compiled in this
study, we focused on assessing engagement based on the
effect of a business's CSR obligations on employee satisfac-
tion, consistency, intrinsic motivation, and commitment to
their business engagement.
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2.3. Employee Pride

The concept of employee pride has become a much-cited
topic in organizations over the past few years (Appleberg
2005). The strong organizational pride of employees as an
emotion (Gouthier and Rhein 2011, Shiota, Campos and
Keltner 2003) formed through the business philosophy of the
firm (Charmel and Frampton 2008) is an important factor.
First, employees may experience persistent and short-lived
feelings of pride based on the perception of a related suc-
cessful event. to institution. Second, employees may have a
proud attitude of awareness and permanence due to the gen-
eral perception of the organization (Gouthier and Rhein
2011). On top of that, the greater the autonomy and support
of senior management for employees, the greater the em-
ployee's organizational pride (Jitpaiboon, Park and Truong
2006). Employee emotion brings pride in practical persever-
ance to an endeavor task (Williams and DeSteno 2008).
From there, motivate employees when they are proud of their
work and organization, they will tend to invest in their future
and devote themselves hard to creating beneficial results for
the business.

Employee behavior is influenced by their pride in the organi-
zation (Gouthier and Rhein 2011). How self-discovery rec-
ognizes and organizes employee pride comes from organiza-
tional social responsibility (CSR) (Hameed et al. 2019). CSR
also links awareness to employees' feelings of pride in the
organization (Ng, Yam and Aguinis 2019). Based on self-
efficacy building theory and social exchange theory, studies
of corporate social responsibility for organizational civic
behavior through the performance of employee duties identi-
fy organizational pride, the desire to have a significant im-
pact through work (John et al. 2019). Organizations increas-
ingly focus on and instill values of understanding, in addition
to becoming a source of targeted foundational knowledge,
listening to the needs of employees more. That employee-
realized CSR stimulates their organizational pride exponen-
tially, (Zhou, Luo and Tang 2018) and develops a very posi-
tive sense of pride in membership (Yilmaz, Ali and Flouris
2015). Moreover, CSR represents a good image of the organ-
ization, so employees have a strong ability to identify and
feel proud to work in an organization with high positive so-
cial values (Vuong 2021).

Pride that stimulates employee engagement and retention
also supports organizational performance (Doh et al. 2011).
The employees themselves feel proud of their organization's
actions that led to their attachment to the organization (Naz-
ir and Islam 2020). shows that CSR affects employee en-
gagement through organizational trust mediation (Thao and
Ho 2015). Therefore, leaders must continuously carry out
activities and apply internal communication methods to-
wards the goal of increasing employee satisfaction and pride
with the work of the organization towards long-term em-
ployee engagement and commitment (Vance 2006). Be-
cause, when employees feel proud of the work they are do-
ing, self-aware of their personal responsibilities, their at-
tachment to the organization is higher (Nhi and Hai 2020).
The organization will promote prestige so that employees
feel proud to work, while increasing benefits towards bring-
ing employees together with the organization (Giao 2016).
The cohesion of employees has guided the success of the
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organization, the employees are loyal, proud, trusting, striv-
ing and loving the organization (Mo 2020, Lan, Chi and
Bich 2021, Tran and Kim 2019) creating the strength of
close and homogeneous relationships (Phuong and Kiét).

H1: Corporate Social responsibility positively affects em-
ployees' pride in the organization

H2: Employee pride in the organization positively affects
employee engagement.

2.5. Organizational Identification

Identification (ldentification) is the earliest manifestation of
emotional bonding with others (Sigmund Freud). Social psy-
chology studies identification as the most important sociali-
zation mechanism. Works by Bandung A, Mead |, Parson T,
Kuli Ch,... is typical of the above approach. In these studies,
the mechanism of identification manifests itself in the indi-
vidual's acceptance of social roles when joining the group,
the individual's sense of having legs in the group, of the for-
mation of social moods. According to Fischer, identification
is a meta-ego that implies a relation to the norms of the so-
cial environment. To be precise, identification is the process
of individuals adjusting themselves to social roles or to other
individuals in a social group. Even if it is only a small area
as an organization, employees must perform their responsi-
bilities and duties and adjust themselves to identify with the
organization.

One study found that if employees experience cognitive dis-
sonance about social responsibility, they use ego protection
mechanisms to reassess the accuracy of information (Glavas
and Godwin 2013). On the other hand, a multilevel theory of
social change in the organization (Aguilera et al. 2007)
strongly influences the psychology of employees, leading
them to the basis of the expectation that it is necessary to
"control themselves" (Spangler and Pompper 2011) in order
to fit their role in the organization. In addition, CSR influ-
ences organizational psychology for employees in order to
find insight of values on workers in the workplace in order to
identify assessments with the organization (Glavas 2016).
Building a good image of the organization makes employees
have a strong ability to identify and feel proud to work in an
organization with high social value (Vuong 2021). Socializa-
tion of the organization demonstrates a professional homo-
geneity in accordance with the standards and requirements of
the organization (Thailand and Germany 2014). CSR has
spurred further studies on how employee behavior affects
organizational sustainability and trust (May, Hao and Carter
2021). By the time the organizational identity is verified
there will be a partial impact on the positive relationships
between employees and the organization, once CSR situa-
tions get out of control (Chen 2011) perceptions, employees'
personal feelings will have assessments and suggestions for
resolution (He and Brown 2013). Strategies for innovation,
creativity or mediation (Song and Yu 2018) are constantly
forming and aiming for the unity of views between all em-
ployees and the organization.

Employees as internal members (Celsi and Gilly 2010) show
pride in the organization by demonstrating competence and
analyzing the views of others, identifying views together,
creating powerful effects, improving efficiency and job satis-
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faction (Nouri et al. 2017). Employees support each other,
provide each other with a uniform sense of will, they will do
volunteer actions and carry out their civic behavior with the
organization on the basis of pride and trust in the organiza-
tion (Im and Chung 2018). The feeling of pride in the busi-
ness brings a strong uniformity in the minds of employees.

Organizations today see engaged employees as strategic
partners in their businesses (Pandita and Bedarkar 2015).
Attitudes about new work, uniformity of thought will be im-
portant variables in predicting performance as well as em-
ployees' desire to stick to work (Dalal et al. 2012). However,
the most basic thing still lies in the personal attributes of
employees such as knowledge, skills, abilities, personality,
job position ... tied to the overall goal of the organization
(Markos and Sridevi 2010) will connect employees to the
organization together. Communicative understanding in the
workplace (Welch 2011), a personal stance related to mar-
keting a solid and homogeneous organization from employ-
ees to leaders (Kumar and Pansari 2014) positively impacts
employees' intentions to stay with the organization for the
long term. As a result, the productivity and attitude of em-
ployees to participate in labor and work are enhanced (Rob-
ertson, Birch and Cooper 2012), the organizational perfor-
mance achieved will exceed expectations. We assess the
nature of the employee-organization relationship is very im-
portant (Eldor and Vigoda-Gadot 2017) in particular, the
synergy of employee identification with the organization and
the active participation of employees in an organization
(Dream 2020, Son 2017) have an impact on employee en-
gagement with the organization.

H3: Social responsibility positively affects organizational
identification

H4: Employee pride in the organization positively affects
organizational identification

H5: Organizational identification positively affects employee
engagement.

2.6. The Relationship Between CSR and Employee En-
gagement

Organizational attachment is the strength of the individual's
identification with the organization (Closon, Leys and Hel-
lemans), the intention to stick with it for the long term, the
desire to contribute to that organization on the basis of show-
ing employee pride in the organization (Aguilera et al.).
There are two key elements of attachment: the rational factor
and the emotional commitment factor from the IDS point of
view. The emotional factor (employee perception) was also
pointed out by Robinson in his research (Bhuvanaiah and
Raya 2014). Employees have trust and frankly share views
with superiors, the nature of the work makes employees feel
motivated will help improve performance. The company has
good feedback from customers, partners, veteran employees
who have a positive impact on employees that will make
them prouder. Being able to work in a team with your col-
leagues is also a factor that makes employees stick with the
business longer-term. The same school views on psychologi-
cal factors (trust, self-compassion, attachment to colleagues)
have Smith's research (Smith, Smith and Rollo 1974, Greg-
son 1987, Bhuvanaiah and Raya 2014). Madhura Bedarkar
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argues that the presence of employees in celebrations pro-
motes employee performance and well-being (Bedarkar,
Pandita and Sciences 2014). When it comes to corporate
social responsibility (CSR), employees react differently in
the workplace when it comes to it (Joshi and Sodhi 2011,
Koh and EI'Fred 2001). When employees work for social
welfare in the form of social responsibility is a way to raise
employee pride (Terry, Callan and organizations 2000). Dr.
Nguyen Quang Huy (2017) pointed out the relationship be-
tween CSR and the trust and cohesion of employees (Huy
2017) in BIDV commercial joint stock bank in Quang Tri. In
his master's thesis, author Pham Duy Phuong pointed out the
relationship between CSR for employees and commitment at
Tan Cang Port One Member Limited Liability Company Cai
Mep Thi Vai (Phuong 2020).

Therefore, we propose:
H6: CSR positively affects employee engagement

2.7. Intrinsic Motivation of Employees with the Organi-
zation

Intrinsic motivation is defined by scholars as a set of re-
sources that motivate an individual to perform work that
comes from within the individual itself (Pinder, 1998). Thus,
it can be said that intrinsic motivation is a definition of psy-
chology, this motivation is formed in the process of human
interaction with the living environment.

Based on previous research, it has been shown that corporate
social responsibility plays an important role as an incentive
for workers to assess whether the work they are doing is real-
ly meaningful or not. In many studies, it is asserted that the
contributions to society of workers and the organization they
are working for are a way to make employees feel that their
work is meaningful, when employees of the organization feel
that the work they are doing brings practical values to socie-
ty, will give them a sense of meaning, their work brings
good things to the environment, to society (Ng, 2019; Slack,
2015). These good feelings give employees joy, satisfaction
or satisfaction or love for their work. These may be unique
emotions, but they play a role in increasing the persistence of
employee resources. In particular, the meaning of the link
between social responsibility and intrinsic motivation can be
explained through the theory of social exchange. The good
feelings generated during the experience of social responsi-
bility activities provide a tremendous resource for motivating
the discovery of new things, personal development of em-
ployees (Slack, 2015). In another way, this activity can be
understood as the fact that the individual takes the initiative
in exploring their organization and work environment in or-
der to satisfy their curiosity and desire for commitment and
dedication.

The fact that employees of the firm participate in the social
responsibility activities of the organization makes these peo-
ple aware that they are playing a part in improving the living
environment, making society better, which increases the self-
esteem of workers significantly (Geldenhuys, 2014;Du,
2015), this sense of meaningful work makes them more con-
fident in themselves, this mindset makes them more motivat-
ed to explore their own work (Du, 2015), but employees'
beliefs about performing social responsibility activities give
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Employee pride
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motivation
Fig. (1). Proposed research model.

them the opportunity to experience and express their own
intrinsic motivation. In a powerful way, numerous studies
have demonstrated that meaning in work facilitates employ-
ees to develop intrinsic motivation (Syahrul, 2020; Li, 2015).
Besides, feeling that the social responsibility activities that |
carry out bring practical meaning to society helps to improve
employee morale in a positive way such as satisfaction with
the work that | perform (Siu, 2015), commitment and at-
tachment to work at the organization (Hyun, 2021). From
these arguments we propose the hypothesis:

H7: Social responsibility positively affects the intrinsic moti-
vation of employees.

H8: Intrinsic motivation positively influences an employee's
emotional commitment.

H9: Intrinsic motivation positively affects employee engage-
ment.

2.8. Emotional Commitment

Jernigan, Beggs, and Kohut (2002), define that emotional
commitment is employee engagement, identification, and
engagement with the business in which they work. Emotion-
al commitment is the emotional relationship that individuals
create with the organization, which is the result of perform-
ing positive activities and tasks in the business (Meyer, Alle,
1991).

Several studies have demonstrated that the implementation
of social responsibility activities gives its employees pride
(Tsourvakas, 2018). This pride makes employees psycholog-
ically more engaged with the organization (Tyler, 1999)
which is true in situations where the employees of the busi-
ness contribute to the positive characteristics of the business.
In particular, many scholars argue that organizational social
responsibility is considered one of the sources of employee
pride, pride because this social responsibility creates for em-
ployees an emotional commitment to the organization, caus-
ing these people to want to stick with the organization, in
some cases saying that they are embarrassed to leave a so-
cially responsible organization (Onkila, 2015). Accordingly,
many empirical studies have proven this connection, they
assert that social responsibility creates pride for employees,
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this pride is the basis for creating an emotional bond, this
bond is what makes employees become connected to their
organization (Smith & Tyler, 1997; Tyler & Blader, 2000;
2001; 2002; 2003). From this evidence, this study proposes
that:

H10: Social responsibility has a positive effect on employees’
emotional commitment.

H11: Emotional commitment positively impacts employee
engagement with the organization.

From the above hypotheses, the authors propose the research
model in Fig. (1):

3. RESEARCH METHODOLOGY

3.1. Questionnaire Design

To test the proposed research hypotheses, this study uses a
questionnaire survey method to collect data. The survey sub-
jects of the study were employees of companies in Hanoi.
The authors chose these people because they are people who
work directly in businesses with or without CSR, they are
the ones affected by the CSR policies of the business in prac-
tice so it is possible to verify whether or not CSR activities
increase the behavior associated with the organization. The
current study applies the scale of previous research and has
been revised to fit the context of businesses in Vietnam. The
scale used by the study was the Likert-5 scale which ranged
from 1 expressing complete disagreement to 5 expressing
complete agreement. In which, CSR was evaluated consist-
ing of 4 items taken from (Mensah and Henry 2017), em-
ployee pride consisted of 5 items applied from (Gouthier and
Rhein 2011, Shiota, Campos and Keltner 2003), organiza-
tional homogeneity consisted of 5 observations taken from
(Glavas and Godwin 2013), employee commitment to 3
items modified from (Tsourvakas, 2018), the intrinsic moti-
vation of employees consists of 4 items applied from (Ng,
2019; Slack, 2015). To have a more consistent questionnaire,
we applied back — translation technique by specialists in
English and marketing. That means the original English
items were translated into Vietnamese and then translated
back to English, the specialists in English and marketing
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compared the two versions and modified to have a draft ver-
sion. This draft version is tested and checked with 10 em-
ployees in a pilot test and then the final version of question-
naire was fixed.

3.2. Data Collection

The purpose of the study is to assess the impact of CSR on
employee engagement in Hanoi, assessing the role of inter-
mediaries affecting the relationship between CSR and em-
ployee engagement in Hanoi. Therefore, questionnaires were
developed that were sent to individuals who are working in
businesses in Hanoi. The questionnaire was sent by the au-
thor at complete random. The questionnaire is made up of 28
main questions so according to Hair, Black, Anderson &
Tathan the minimum sample size is 28x5 = 140 questions.
The author submitted 250 questionnaires and obtained 216
valid data. The author encrypts this data using SPSS soft-
ware and performs subsequent statistical and data analysis
steps using SPSS and Amos software. The demographic in-
formation of the study sample is detailed in the table below
(table 1):

Table 1. The Demographic Information.
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From 3 to less than 5 47 218
years
5 years or more 45 20.8
Less than 12 million 8 3.8
From 12 to 18 million 97 44.9
Income
From 18 to 21 million 49 22.7
From 21 million or more 62 28.6
0 .
100% foreign owned 24 112
company
Type of busi- Joint Stock Company 77 35.6
ness
Private companies 18 8.3
Limited Company 97 44,9

Rat
Information Amount ate
(%)
South 117 54.2
Gender
Female 99 45.8
From 22 to under 28 years 70 324
old
From 28 to under 35 year
' under 55 years 77 356
old
From 35 to under 40 years
Age range gld y 39 18.1
From 40 years old to 27 125
under 45 years old
B
e 45 years of age or 3 14
older
Under High School 14 6.5
High school 24 111
Education College 27 125
University 104 48.1
Postgraduate 47 21.8
Director 13 6
Working posi- Administer 25 11.6
tion Staff/specialists 159 736
Contributors 19 8.8
Less than 1 year 38 17.6
Seniority F
rom 1 year to less than 3 86 398
years

4. RESEARCH RESULTS

This study applied the SEM path model to test hypotheses
through Amos 20 software (Hair Jr, Hult, Ringle, & Sarstedt,
2016). Compared with other empirical analytical methods,
the proposed research model is the most suitable for this
method because it focuses on predicting and explaining the
complex relationship between the variables in the model and
consistent with the small research sample (n = 216).

4.1. Scales Measurement Evaluation

To evaluate the scales, the current research used Cronbach's
alpha (Ca)), composite reliability (CR) and average extracted
variance (AVE). In which, the minimum loading factor is
0.538 and the highest is 0.897, satisfying the cut-off value
0.5. Besides, values of Ca ranging from 0.80 to 0.914 and
values of CR ranging from 0.806 to 0.912 are both greater
than the level 0.7 (Bagozzi & Yi, 1988). These evidence
confirm the reliability of the scales satisfying the require-
ments. In addition, AVE values from 0.548 to 0.675 both
satisfy cut — off value of 0.5 (Fornell & Larcker, 1981), indi-
cating that the convergence value is satisfactory (Table 2).

Table 2. Measurement model evaluation

Variables AVE CR Co
Employee pride 0.557 0.807 0.806
CSR 0.675 0.912 0.914
Intrinsic motivation 0.633 0.896 0.901
Organizational identification 0.570 0.806 0.821
Commitment 0.593 0.852 0.850
Employee engagement 0.548 0.811 0.811

To test discriminant validity, this research first used the AVE
value of each variable in the correlation to other variables.
Then, the analytical results showed that the square root of
AVE is greater than the correlation coefficient with other
variables, demonstrating that the scales ensure discriminant
validity (Table 3).
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Table 3. Construct AVE Correlation.

EP CSR IM OR CO EN
EP 1 0 0 0 0 0
CSR 0.222 1 0 0 0 0
IM 0.454 0.691 1 0 0 0
OR 0.312 0.231 0.446 1 0 0
CO 0.138 0.319 0.390 0.161 1 0
EN 0.331 0.650 0.736 0.368 0.305 1

4.2 Evaluation of Structural Model

The method of verifying models using SEM linear structure
is a commonly used method. Accreditation by this method
allows scholars to combine implicit concepts with scales, be
it independent or combined with the research model used.
The model fit results of the SEM linear structure model test
step are shown Table 4.

he table above presents important results in the SEM linear
structure model test. The above results prove that the theoret-
ical model used by the author is consistent with market data.
The test coefficients of the SEM linear structure model ob-
tained all meet the set evaluation criteria and are suitable for
the circumstances of this study. Specifically, the obtained P-
factor of 0.000<0.05 satisfies the set criteria. CMIN / df,
CFIl, TLI, RMSEA, PCLOSE indicators are 0.934, 0.924,
0.054, 0.186 respectively meeting the criteria for measuring
model fit coefficient. GFI=0.852 is acceptable due to the

Table 4. Model Fit.
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context of the study and the sample size used by this study is
216. Therefore, the model that we used in this study is con-
sistent with market data.

The model has 5 concepts included to test the suitability of
the hypothesis: Social responsibility, employee pride, identi-
fication, employee commitment, intrinsic motivation of em-
ployees. The criteria for assessing the conformity of the
model are all standard, concluding that the model used in
this study is suitable. After checking the suitability of the
model, the hypothesis is tested through regression testing.
The unnormalized regression coefficient is presented in the
table 5:

The unnormalized P-value between the concepts is less than
0.05 so it is concluded that the concepts used by the author
in this research model are statistically correlated. The Stand-
ardized regression coefficients shown in table 11 are all posi-
tive inferring that the proposed hypotheses are accepted.

The table below shows the normalized regression coefficient,
which shows the impact of independent variables on the de-
pendent variable. From the table above, CSR is the factor
that has the greatest impact on internal motivation (f =
0.704, p<0.005) and employee engagement (p = 0.300,
p<0.005), intrinsic motivation is the most influential factor
on employee engagement (B = 0.472, p<0.005).

5. CONCLUSION

In recent times, CSR is a topic that has received a lot of at-
tention from both academics and economic organizations.
The existence and development of a business is influenced

Quota P CMIN/df GFI CFI TLI RMSEA PCLOSE
Result 0.000 1.636 0.852 0.934 0.926 0.054 0.186
Evaluation criteria <0.05 <3 >0.8 >0.9 >0.9 <0.06 >0.01
Table 5. Unstandardized and Standardized Regression Coefficients.
Unstandardized Regression Coefficients Standardized Regression Coefficients P
EP <--- CSR 161 .253 .001
IM < CSR .601 704 .000
OR <--- CSR .140 179 .019
Cco <--- CSR .159 196 .007
OR <--- EP .323 .263 .002
Cco <--- IM .233 321 .005
EN <--- CSR .239 .300 .002
EN <--- IM 440 AT72 .000
EN <--- EP .205 .136 .006
EN <--- CO 312 .259 .002
EN <--- OR 101 199 .038
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by many factors, not only economically, profitably, a busi-
ness that wants to develop sustainably is highly dependent
on the CSR of that business with the community. For this
reason, planning CSR activities in a clear way is no less es-
sential than making a business strategy. Today, businesses
doing business in a fiercely competitive environment, a
business that makes any decision needs to consider the im-
mediate profits and long-term benefits of devoting a portion
of its budget to CSR activities. Today, CSR is a development
trend applied by many businesses (Dos, 2017). (Thao et al.,
2019) affirms that CSR is an indispensable activity in the
operation of any business that wants to have long-term de-
velopment, CSR gives businesses trust from customers, trust,
loyalty of employees.

Based on the mixed qualitative research method combined
with quantitative, the implementation topic obtained a num-
ber of results, namely:

Firstly, in terms of access, the topic contributes to the theo-
retical system in addition to the measurement criteria that
evaluate the CSR activities of an organization. This is a basis
for further studies to inherit and develop a scale system that
measures the CSR activities of a business.

Second, the study attempts to clarify the relationship be-
tween the latent variables used in the topic as well as the
relationship between the latent variable and the observed
variable. Specifically, the research topic shows the relation-
ship between CSR and employee engagement, the relation-
ship between CSR and employee satisfaction, their identifi-
cation with the organization, the relationship between CSR
and the intrinsic motivation of employees, their commitment
to the business. In addition, the study also confirmed that in
the context of the study, there is a positive relationship be-
tween employee satisfaction and their engagement, and the
identification of employees with the organization has a posi-
tive effect on their engagement with the business. Intrinsic
motivation and employee engagement are two factors that
positively affect employee engagement with the organiza-
tion. The results of the hypothesis test show that in the con-
text of the study, CSR has the greatest impact on intrinsic
motivation, followed by employee engagement. Further-
more, the intrinsic motivation of employees in this study was
the factor that had the strongest impact on employee en-
gagement with the organization. As can be seen, there is a
close relationship between CSR, the intrinsic motivation of
employees and their attachment to the organization. Com-
mitment is a factor strongly influenced by internal motiva-
tion and this is also a factor that has a great impact on em-
ployee engagement. The results in table 18 show that em-
ployee pride in the organization has a positive effect on em-
ployee identification with the organization (beta = 0.263).
The results of the study also proved that there are differences
in the influence of CSR on different factors, different factors
have a different impact on employee engagement with the
business.

In this study, CSR creates a positive influence on employee
intrinsic motivation, employee engagement, employee pride
in the organization, employee commitment, and employee
identification with the organization in descending order. This
result is entirely relevant, social identity theory states that
people perceive themselves in the context of their develop-
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ment, good CSR practices promote identity and from there
they develop positive behaviors with the organization such
as civic behavior with the organization, intrinsic motivation.
Research proves that intrinsic motivation, CSR, employee
commitment, identification, pride are factors that have a pos-
itive influence on employee engagement, It seems that intrin-
sic motivation is the most influential factor, then CSR fac-
tors, employee commitment, identification, pride. This find-
ing also reinforces the previous thesis In many studies, it is
asserted that the contributions to society of workers, of the
organization in which they are working, are a way to make
employees feel that their work is meaningful, when employ-
ees of the organization feel that the work they are doing
brings practical values. for society, will give them a sense of
meaning, their work brings good things to the environment,
to society (Ng, 2019; Slack, 2015). These good feelings give
employees joy, satisfaction, or satisfaction or love for their
work, which in turn increases their engagement with the or-
ganization.

The study attempts to accomplish set objectives and answer
research questions. This topic has several contributions to
reasoning as follows:

Firstly, additional measurement criteria evaluate the CSR
activities of an organization. This is a basis for further stud-
ies to inherit and develop a scale system that measures the
CSR activities of a business.

Second, research shows that CSR has a positive impact on
employee loyalty. This finding reinforces previous research
on the subject. The topic indicates that CSR has an employee
engagement impact (=0.300. p=0.02), similarly (Paulik,
Kombo and Kljuénikov 2015) indicates that employees stick
with the business despite not knowing if their business has
CSR. However, there is still a statistical relationship between
CSR and employee engagement. This can be explained by
the fact that employee engagement is influenced by many
factors such as compensation, leadership style of managers.
The factors mentioned above can have a greater impact on
employee engagement. This finding provides the reasoning
with a basis for managers of small and medium-sized firms
to make reasonable policies and budgets for their CSR poli-
cies.

Next, research shows that CSR is a factor that positively
affects the pride, intrinsic motivation of employees, identifi-
cation, and commitment of employees. This finding reinforc-
es many previous studies and is also a contribution to the
research theory of CSR activities in Vietnam. This is an im-
portant contribution of research to the reasoning, managers
of small and medium-sized firms can consider this as a basis
for making their own corporate governance policy. To in-
crease employee loyalty to the business, leaders need to in-
troduce CSR policies with the community or CSR in the
business to increase employee satisfaction.

Finally, in addition to CSR, this document also examines
how factors such as intrinsic motivation, pride, commitment,
and identification affect employee engagement with the or-
ganization. This study examines the relationship more fully
than most current studies. Many other documents only focus
on considering 1 of the factors mentioned above. Therefore,
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this study contributes to a more complete literature on the
topic of quality in relation to worker satisfaction.

Besides its theoretical contributions, this document also has
practical contributions. First, the study provides executives
in grassroots businesses with accurate CSR policymaking.
Research shows that CSR has an effect on employee loyalty.
Therefore, it is necessary for managers to have CSR policies,
which can be policies on CSR activities with the community
or welfare policies that businesses give to their employees to
increase their loyalty, thereby promoting beneficial behav-
iors for businesses. Research shows that CSR is a factor that
influences employee loyalty in small and medium-sized
businesses at a low level. Therefore, managers can rely on
this to plan the budget for CSR in the firm.

Next, the study also found that CSR is an important factor in
motivating workers to engage in positive behaviors with the
organization. Therefore, it is also necessary to consider poli-
cies to promote this relationship.

Finally, research demonstrates that motivation, commitment,
pride, and identification have a big impact on employee en-
gagement. This is an important basis for making governance
decisions in a practical environment.

Through the analysis and discussion of the results of the re-
search, it is realized that the topic has tried to fulfill the set
goals and answer research questions, as evidenced by the
topic having a certain contribution academically as well as
practically. However, the study also has some limitations as
follows:

- Firstly, the small research sample, the study only collects
data from workers on firms and organizations in Hanoi to
conduct research. With a small sample size of n = 216, the
sample is incomplete and cannot be representative. In the
future, scholars may consider expanding the sample of both
the number and audience of respondents.

Second, the study only attempts to clarify some of the rela-
tionships that affect employee engagement, this study only
looks at the direct impact of potential variables such as em-
ployee pride, consistency, satisfaction and commitments,
CSR to the level of employee engagement with the organiza-
tion. Future documents may consider considering relation-
ship quality as an intermediary for the relationship between
CSR and employee engagement.

In addition, future studies may consider adding additional
factors to the employee engagement model to provide a liter-
ature review on this topic. The commitment factor in the
research being tested is the commitment of employees when
they are aware of the company's CSR to the community.
Since commitment is a factor with a two-way effect, further
studies can consider examining commitment as an interme-
diate variable, how does CSR commitment of firms have an
impact on engagement of employee. And how employees
will respond to the company's commitments.

Finally, in addition to making employees stick with the busi-
ness, what impact can CSR also create for the business. For
example, the employee's satisfaction with the business, the
employee's level of desire to contribute to the business. Or
examine the impact of CSR on customer satisfaction, their
loyalty or positive word-of-mouth behavior of consumers.
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Future scholars may consider these topics for further contri-
butions to theory as well as practice.
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