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Abstract
This study aims to test the mediating effect of job crafting on the relationship between employees’ corporate social responsibility
(CSR) perceptions and job performance, as well as the moderating effects of perceived organizational support (POS) on the
employee CSR perceptions – job performance relationship. Utilizing survey-based data from South Korean samples, this study
analyzed the responses of 181 hotel employees who reported their CSR perceptions and their own job crafting, together with their
supervisor-rated job performance one month later. Job crafting fully mediated the positive relationship between employees’ CSR
perceptions and job performance, the positive association between employees’ CSR perceptions and job crafting being more
pronounced when organizational support was high than when it was low. Furthermore, organizational support was found to
moderate the indirect effect of employees’ CSR perceptions and job performance through job crafting.
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Introduction

Recent micro-CSR studies have increasingly paid attention to
how corporate social responsibility (CSR) influences the atti-
tudes and behaviors of employees through their sense-making
of their firm’s CSR activities (Aguinis and Glavas 2012;
Glavas 2016a; Rupp and Mallory 2015). Micro-CSR is re-
ferred to as Bthe study of the effects and experiences of CSR
on individuals as examined at the individual level of analysis^
(Rupp and Mallory 2015, p. 216). The micro-CSR research
has suggested that employees’ sense-making of a firm’s CSR

activities (hereafter referred to as their CSR perceptions) de-
velops positive attitudinal and behavioral changes among em-
ployees (Rupp and Mallory 2015). For instance, previous re-
search has found a positive association between CSR percep-
tions and a variety of employee outcomes, such as affective
organizational commitment (AOC), job satisfaction, organiza-
tional identification, organizational citizenship behavior
(OCB), creativity and job engagement (Aguinis and Glavas
2012; De Roeck et al. 2014; Dhanesh 2014; Glavas 2016b;
Hur et al. 2018; Ko et al. 2018; Lin et al. 2010).

However, the precise mechanism through which CSR per-
ceptions may enhance employee outcomes remains somewhat
elusive. According to Glavas (2016a), many of the micro-
CSR studies lack the rigor of exploring the mediators and
moderators of the CSR perception–employee outcome rela-
tionship. Expanding the possible mediators and moderators
is an essential step in answering the unaddressed question of
causality between CSR perceptions and employee outcomes.
In particular, our study aims to identify an underlying mech-
anism for how CSR perceptions influence employees’ job
performance, something which is of the utmost importance
for corporate leaders. The extant studies have found that
CSR perceptions exercise an effect on employees’ job perfor-
mance via organizational identification (i.e., Carmeli et al.
2007; Jones 2010). Although such research has shown that
the sense-making procedures of CSR perceptions affect
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employees’ job performance through organizational identifi-
cation, they only provide a limited understanding of how CSR
perceptions affect job performance, since organizational iden-
tification is not a behavior but a cognitive and emotional pro-
pensity of an employee of an organization to identify with that
organization (Ashforth and Mael 1989; Dutton et al. 1994).
Thus, the primary focus of our study is to reveal how em-
ployees actually respond to CSR perceptions, triggering spe-
cific proactive behaviors (e.g., job crafting) which in turn lead
to better job performance.

The existing research indicates that employees’ CSR per-
ceptions trigger proactive and prosocial behaviors such as
compassion, OCB, and creative behaviors among employees
(Hur et al. 2018; Ko et al. 2018; Moon et al. 2014). Drawing
upon the findings of social identity theory which suggest that
individuals’ identities are predominantly shaped by interac-
tions with others in a variety of social contexts (Tajfel 1974,
1975), the current study contends that positive sense-making
about an organization through its CSR activities produces
positive employee attitudes and behaviors such as job crafting,
since those employees are likely to feel proud about their
organization and want to sustain its positive image (Ellemers
et al. 2004). In making sense of their firm’s CSR actions,
employees are more likely to be cognitively and emotionally
connected to that firm, leading to their prosocial and proactive
behaviors (Dutton et al. 2010; Ellemers et al. 2004; Hur et al.
2018). Employees’ CSR perception encourages them to initi-
ate social changes, promote a better workplace and relation-
ship among members, and seek meaningfulness through their
work (Aguilera et al. 2007; Aguinis and Glavas 2017;
Melynyte and Ruzevicius 2008). Job crafting would be a
mean through which employee can fulfill those needs through
their work, and in so doing, enhance job performance.
Employees are motivated to craft their jobs to achieve full
control over job and work meaning, for a positive self-image
in their work, and for human connections with others
(Wrzensniewski and Dutton 2001). Utilizing social identity
theory, we suggest that employees’ CSR perception develops
a more positive identity association with regard to their mem-
bership of the organization, which may develop the intrinsic
motivation to engage in job crafting, subsequently enhancing
job performance. Thus, it is expected that job crafting will
play a role as an important mediator in the effect of CSR
perceptions on employees’ job performance.

Another objective of our study is to investigate the moder-
ating role of perceived organizational support (POS) in the
formation process between CSR perceptions, job crafting
and job performance. POS is especially important in
explaining the extent to which employees engage in job
crafting in response to its CSR acts. POS is referred to as
employees’ sense-making about the extent to which their firm
fulfills its obligations and cares about them (i.e., salary, super-
visor support, autonomy, empowerment, and career

development opportunities) (Rhoades and Eisenberger
2002). Employees are motivated to engage in job crafting
when they perceive the existence of opportunities to do so
(Wrzensniewski and Dutton 2001). Since POS provides em-
ployees with the opportunities to craft their jobs so that they
enjoy a sense of freedom and empowerment, we suggest that
employees’ POS may be a key moderator that fosters more
expansive job crafting in response to a firm’s CSR acts, which
then leads to positive work outcomes such as enhanced job
performance. In line with social identity theory, POS tends to
fulfill esteem needs and thereby increases the incorporation of
organizational membership and role status into social identity
(Rhoades et al. 2001). In this respect, employees’ experiences
in relation to POS become a moderating factor in influencing
the engagement of job crafting in response to a firm’s CSR.
Thus, we suggest that POS will moderate the mediating effect
of job crafting on the relationship between CSR perceptions
and job performance. In other words, we argue that the treat-
ment effect of CSR perceptions on job performance via job
crafting differs depending on the degree of POS.

In sum, our study aims to better understand the psycholog-
ical mechanism involved in CSR perceptions by extending the
findings of the extant research. First, we advance job crafting
as a primary psychological mechanism underlying the associ-
ation between CSR perceptions and job performance. We
show that employees’ CSR perceptions can increase job per-
formance through reshaping the boundaries of their jobs.
Second, we attempt to examine the moderated mediation ef-
fects of POS on our mediated model. In this way, our findings
that POS could affect the strength of the indirect relationship
between CSR perceptions and employees’ job performance
through job crafting offers a novel lens to evaluate when and
how employees can enhance their job performance in re-
sponse to a firm’s CSR, marking our study out as being dis-
tinct from the existing CSR and job crafting literature.

Research Background and Hypotheses

CSR Perceptions and Sense-Making

The dominant focus in the micro-CSR literature has been on
the effect of CSR perceptions on changes in the attitudes and
behaviors of employees (Glavas 2016a). In order to explain
the effect of CSR on employees, previous studies have used
the concept of ‘sense-making’, referred to as the process
through which an individual provides meaning to ongoing
experiences such as work (Weick 1995). CSR allows em-
ployees to positively make sense of and find meaningfulness
through work (Aguinis and Glavas 2017). Employees who
positively make sense of their firms due to their CSR activities
are likely to identify positively and develop an emotional af-
finity toward their firm, leading to the enhancement of their
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prosocial behaviors within the organization (Baruch and
Bozionelos 2010). For instance, a sizeable volume of the
micro-CSR research has shown a positive relationship be-
tween CSR perceptions and various employee outcomes, such
as organizational and work commitment (Dhanesh 2014;
Farooq et al. 2014; Hofman and Newman 2014), job satisfac-
tion (De Roeck et al. 2014; Dhanesh 2014), organizational
identification (Kim et al. 2010), organizational citizenship be-
havior (Ko et al. 2018; Rupp et al. 2013), job performance
(Carmeli et al. 2007; Jones 2010), improved employee rela-
tions (Glavas and Piderit 2009), creativity (Hur et al. 2018),
and work engagement (Caligiuri et al. 2013; Glavas and
Piderit 2009).

Although the extant research has focused on how employee
perceptions of CSR influence several employee outcomes,
little is known about how job crafting can be fueled by per-
ceptions about the organization. Prior studies have found that
employees’CSR perceptions largely influence their attitudinal
and behavioral responses (Cropanzano et al. 2001; Rupp et al.
2013), which develops a sense of ‘meaningful work’ and the
promotion of jobs designed for productivity and creativity
(Brammer et al. 2015). Research on job design has suggested
that employees develop the characteristics of their job and
their own perceptions of their job by searching for meaning-
fulness in their work (Wrzensniewski and Dutton 2001). For
example, studies have found that employees’ CSR perception
enhances their perceived meaning in work and value congru-
ence at work, leading to employee engagement (Glavas
2016b). Employees’ behavioral tendencies to seek meaning-
fulness are largely influenced by their identities (Pratt and
Ashforth 2003). Thus, organizational practices such as CSR
activities shape the positive identities of employees, and in
turn affects the degree to which employees view their work
as meaningful. CSR activities positively highlight the image
of an organization and allow employees to build up a positive
identity for themselves and the organization in which they
work, which facilitates meaningfulness at work (Michaelson
et al. 2014). Although employees generally respond only to
their personal needs to craft their jobs and do not concern
themselves with what the organization wants them to do in
order to alter their tasks, CSR perceptions can provide inspi-
ration for employees to better understand the meaning of their
jobs and what they can do to empower themselves, thus trig-
gering the motivation to craft their jobs.

CSR Perception and Job Crafting

CSR involves a firm’s voluntary corporate actions and policies
that reflect the firm’s ethical stance towards several types of
stakeholders beyond a narrow profit-focused perspective
(Aguilera et al. 2007; Aguinis and Glavas 2017). In this re-
spect, CSR is similar to the concept of job crafting through
which a firm proactively extends the relational boundary of its

work beyond its wealth-creating function. Job crafting is de-
fined as Bthe physical and cognitive changes individuals make
in the task and relational boundaries of their work^
(Wrzensniewski and Dutton 2001, p. 179). Employees can
make informal changes to their job designs in order to align
their jobs with their idiosyncratic interests and values, ulti-
mately leading to increased enjoyment, meaning, and satisfac-
tion at work. Job crafting is further categorized into task, re-
lational, or cognitive crafting (Wrzensniewski and Dutton
2001). Task crafting is defined as changing the number or
types of task, and changing the nature of those tasks
(Wrzensniewski and Dutton 2001). Relational crafting refers
to altering the nature or extent of how, when, or with whom
employees make interactions with in the execution of their
jobs (Wrzensniewski and Dutton 2001). Cognitive crafting
involves cognitive changes to employees’ tasks and the rela-
tionships that make up their jobs in order to make it more
personally meaningful (Wrzensniewski and Dutton 2001).
Thus, job crafting represents a creative and proactive process
of modifying a job’s task boundaries, altering the way em-
ployees think about the interrelationships between job tasks,
and reshaping their identity and the meaning of the work in the
process (Slemp and Vella-Brodrick 2014; Wrzensniewski and
Dutton 2001).

The motivation for job crafting is generated from three
individual needs: the need for full control over job and work
meaning; the need to create and maintain a positive self-
image; and the need for human connection with others
(Wrzensniewski and Dutton 2001). Based upon social identity
theory (Tajfel 1974, 1975), a firm’s engagement in CSRmost-
ly enhances its reputation and internally perceived image
(Turban and Greening 1997), which gives employees a
sense of pride and self-esteem about their firm and nur-
tures a motivation to maintain the firm’s positive image
(Ellemers et al. 2004). When employees consider them-
selves to be respected due to the positive image derived
from their firm’s CSR acts, they are more likely to have
higher levels of work engagement and self-worth, together
with a greater confidence in their career progression as
they seek to sustain the firm’s positive organizational
identity (Ellemers et al. 2004). Employees who perceive
their firm positively due to its CSR activities are likely to
have a positive organizational identity, from which they
infuse its positively-valued attributes into their self-iden-
tity. Employees’ CSR perception triggers a sense of pride
and self-esteem due to their belief that they are belong to
a socially responsible firm, which in turn promotes favor-
able behaviors such as affective organizational commit-
ment for the further development of organizational iden-
tity (Ellemers et al. 2004). In a similar vein, we suggest
that employees whose firm engages in CSR will be more
likely to take control over their job and work meaning,
maintain a positive self-image, and make human
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connections with others through job crafting in order to
maintain and reinforce these positive identities. Based on
the preceding discussion, we advance the following
hypothesis:

Hypothesis 1: Employees’ perceptions of CSR are posi-
tively related tojob crafting.

Job Crafting and Job Performance

Previous studies have found a positive relationship between
job crafting and several employee outcomes such as work
engagement, job satisfaction, person-job fit, and job perfor-
mance (e.g., Bakker et al. 2016; Chen et al. 2014; Demerouti
et al. 2015a; Kim et al. 2018; McClelland et al. 2014; Siddiqi
2015). For example, Kim et al. (2018) found that employees’
job crafting is positively associated with job satisfaction.
Cheng and Yi (2018) also found that job crafting is positively
related to job satisfaction, and job burnout negatively
mediates the association between job crafting and job
satisfaction. Leana et al. (2009) found that school teachers
who craft their jobs are more likely to receive higher scores
for quality of care on student evaluations. Slemp and Vella-
Brodrick (2014) found that job crafting is positively associat-
ed with intrinsic need satisfaction, leading to the enhancement
of employee well-being. Since job crafting involves the mod-
ification of the number and type of tasks, the number and
intensity of interactions with others, and adjustments to the
meaning of their jobs to fit the employees’ preferences and
needs, it reduces stress and burnout (Bakker and Demerouti
2007; Tims et al. 2012).

The extant research suggests that job crafting enhances
employees’ competence, personal growth and learning, and
persistence with future adversity, all of which produce positive
outcomes in terms of goal achievement, enjoyment, and
meaning (Berg et al. 2010). Wrzensniewski and Dutton
(2001) suggested that job crafting is positively associated with
job performance since employees change the boundaries of
their job and shape a work context that fits their interests,
capabilities, and values. Several empirical studies have
demonstrated a positive relationship between CSR
perceptions and job performance. For example, Tims et al.
(2015) found that job crafting contributes to increasing work
engagement, which leads to the enhancement of job perfor-
mance. Bakker et al. (2012) found that job crafting is positive-
ly related to work engagement and in-role performance. Job
crafters are more likely to be committed to the decision-
making process, the problem-solving process, and the goals
established in their workplace, all of which results in an in-
creased motivation to perform (Ghitulescu 2006). Since job
crafters have a better appreciation of how their jobs are related
to others and how to make better decisions in their work,

greater efficiency and productivity accrue to the firm
(Ghitulescu 2006; Leana et al. 2009). Based on the preceding
discussion, we advance the following hypothesis:

Hypothesis 2: Employees’ job crafting is positively relat-
ed to job performance.

The Mediating Role of Job Crafting

Beyond investigating the direct impact of CSR perceptions on
employees’ job performance, this study seeks to reveal an
underlying mechanism through which employees’ sense-
making of CSR influences their job performance. Although
previous research has examined the effect of CSR perceptions
on employees’ job performance via organizational identifica-
tion (Carmeli et al. 2007; Jones 2010), a more rigorous explo-
ration of the mediators in the link between CSR perceptions
and job performance is necessary in order to better understand
how and why employee CSR perceptions affect employees’
job performance. In short, a major gap still exists in finding
individual-level psychological mechanisms (mediators) of the
CSR perceptions-employee outcomes link (Glavas 2016a;
Rupp and Mallory 2015).

Carmeli et al. (2007) found that employee perception of
CSR develops organizational identification due to their posi-
tive sense-making of their firm, which subsequently results in
improved job performance. Jones (2010) found that em-
ployees who participate in volunteer programs tend to have
a stronger organizational identification, which ultimately en-
hances in-role performance. Although these studies used or-
ganizational identification as a mediator on the relationship
between CSR perception and job performance, our study used
job crafting as a specific proactive behavior functioning as a
mediator in the CSR perception-job performance link.

A firm’s positive reputation due to its CSR activities en-
hances employees’ sense of self, which has a positive impact
on labor retention, productivity, and absenteeism (Riordan
et al. 1997). According to social identity theory, employees
who work for a socially responsible firm tend to identify with
their firm since they are positively affected by their firm’s
CSR activities. Specifically, they perceive that they share the
same socially responsible values as their firm (Aguilera et al.
2007). It has been found that employees working for a socially
responsible firm desire to have new experiences at work
through sense-making since CSR extends the nature of the
work boundary to include having a wider effect on society
(Aguinis and Glavas 2017). In order to maintain their firm’s
positive image in their own and others’ minds, employees
who work for socially responsible companies are more likely
to get involved in social change initiatives (Aguilera et al.
2007), to contribute to developing a better working environ-
ment (Melynyte and Ruzevicius 2008), and to seek and find
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meaningfulness through their work (Aguinis and Glavas
2017). Job crafting is one such avenue through which em-
ployees can pursue greater meaning through their work, and
in so doing, enhance their well-being and job performance
(Slemp and Vella-Brodrick 2014).

Through a desire to sustain the positive identity for their
organization and themselves once triggered by the firm’s CSR
activities, those who work for such a company perform more
job crafting and in turn improve their job performance. We
argue that job crafting might serve as a mechanism through
which employees working for a socially responsible firm are
able to increase their job performance. Taken together, we
suggest that CSR perceptions affect employees’ job perfor-
mance through the mediation of employees’ job crafting.
Based on the preceding discussion, we advance the following
hypothesis:

Hypothesis 3: Employees’ job crafting mediates the pos-
itive relationship between employees’ CSR perceptions
and job performance.

The Moderating Role of Perceived
Organizational Support (POS)

A growing research interest has focused on the confounding
variables that strengthen or mitigate the positive impact of
CSR perceptions on employee outcomes (Glavas 2016a).
Recent studies have revealed that individual differences (i.e.,
other-regarding values, environmental values and communal
orientation, age, gender, national cultures) and organizational
factors (i.e., POS, expected benefit to employees from CSR)
moderate the relationship between CSR perceptions and em-
ployee outcomes (Brammer et al. 2007; De Roeck and
Delobbe 2012; Ditlev-Simonsen 2015; Evans et al. 2011;
Jones et al. 2014). Among many possible moderators, we
postulate POS as a key moderator affecting the links between
CSR perceptions and job crafting. POS offers opportunities
within organizational contexts which facilitate employees’ job
crafting, since employees are motivated to craft their jobs
when they perceive organizational support such as empower-
ment, freedom, supervisor support, approval of autonomy, and
career development opportunities (Berg et al. 2010).

In line with social identity theory, besides CSR perceptions
enabling employees to positively make sense of their firm due
to its positive reputation or self-image through its CSR acts
(Ellemers et al. 2004), the availability of organizational sup-
port may help employees to develop a positive identity and
emotional affinity toward their firm since POS makes them
perceptive of the fact that their firm provides for and cares
about their well-being (Rhoades et al. 2001). Rhoades et al.
(2001) suggested that Bperceived organizational support

would also increase affective commitment by fulfilling needs
for esteem, approval, and affiliation, leading to the incorpora-
tion of organizational membership and role status into social
identity^ (p. 825). Thus, the interactions of CSR perceptions
and the possession of POS may trigger a stronger intrinsic
motivation amongst employees to improve their work envi-
ronment and job design, and to look for meaningfulness
through work (Aguinis and Glavas 2017), which subsequently
results in their engagement in job crafting.

Experiencing organizational support helps employees
perceive their organization as a care system that yields
various benefits such as approval and respect, pay and
promotion, access to information and other means of bet-
ter carrying out their work (Rhoades and Eisenberger
2002). The positive effect of CSR perceptions can be du-
plicated by the uplifting experience of POS from a firm,
thus strengthening its positive effect. Hence, we propose
that perceiving organizational support enables employees
to interpret their firm’s CSR in a more positive light and
to improve their work environment and job design in or-
der to sustain its good image, which leads to increases in
job crafting. Based on the preceding discussion, we ad-
vance the following hypothesis:

Hypothesis 4: POS moderates the relationship between
employees’ CSR perceptions and job crafting such that
this relationship is stronger when POS is high than when
it is low.

Drawing on social identity theory, we further suggest that
employees’ POS performs a role as a moderator in the medi-
ating effect of job crafting on the relationship between em-
ployees’ CSR perceptions and job performance. By positively
affecting employees’ identities when dealing with their jobs,
employees’ POS is likely to strengthen the indirect effect of
their CSR perceptions on job performance through job
crafting. Employees with a high level of POS are likely to
identify with the organization (e.g., Eisenberger and
Stinglhamber 2011; Sluss et al. 2008), thus making themmore
responsive to corporate CSR activities, which makes more
opportunities to increase job crafting and job performance.
Given the moderation hypothesis above and allowing for our
assumptions about the moderating role of employees’ POS
being correct, employees’ POS could also affect the strength
of the indirect relationship between CSR perceptions and em-
ployees’ job performance, thereby suggesting the following
model of moderated mediation (see Fig. 1):

Hypothesis 5: POS moderates the mediating effect of job
crafting on the relationship between employees’ CSR
perceptions and job performance such that the indirect
effect of employees’ CSR perceptions on job perfor-
mance is stronger when POS is high than when it is low.
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Method

Participant and Procedure

Data was collected from the employees and managers of eight
luxury hotels in South Korea. Having made a preliminary
examination of the data available from the Korea Hotel
Association (KHA) on the luxury (i.e. five-star) hotels in
Korea, we randomly selected twenty such hotels and invited
them to participate in our research, eight of which agreed to do
so. In terms of size, location and longevity, the KHA data
indicated that these hotels did not differ significantly from
their counterparts. Subsequent data collection took place at
two time points in order to mitigate potential problems asso-
ciated with common method variance (CMV) (Podsakoff
et al. 2012) and the lack of causality. 240 copies of a question-
naire along with a cover letter were delivered to the depart-
ment managers in the eight hotels after they agreed to partic-
ipate in this study. The department managers then distributed
the questionnaires to their non-supervisory employees. To
maximize privacy and minimize bias, we used Brown et al.’s
(2002) survey procedure. Employees placed the completed
surveys in sealed envelopes that were gathered and returned
to us. The department supervisors managing the employees
were also sent questionnaires by mail. Each department super-
visor was asked to rate their employees and then return the
surveys directly to us, at which point we matched them to the
respective employee surveys. At Time 1 (T1), we asked the
employees to report their perceived degrees internal and ex-
ternal CSR, job crafting, and their perceptions of support from
the organization. At Time 2 (T2), each employee’s supervisor
provided the overall ratings of the target employee’s job
performance.

Out of the 240 questionnaires distributed, 181 fully-
matched employee-supervisor responses were generated for
the sample, giving a response rate of 75.5%. Our preliminary
analysis found that 62.4% of the respondents were female,
while the average age of the employees was 32.1 years
(SD = 6.8) and the average length of organizational tenure
was 6.7 years (SD = 6.8).

Measures

According to Brislin’s (1970) back-translation procedure, the
original survey items were translated into Korean and then
back-translated into English. The back-translated version of
the survey items was reviewed by four management scholars
and found to be equivalent to the original, indicating that the
Korean version was acceptable for use. All survey items were
assessed on five-point Likert-type scales (see Table 1).

First, we measured employees’ CSR perceptions with three
items based on Hur et al. (2016) and Wagner et al. (2009).
Second, based on Wrzensniewski and Dutton (2001)‘s three
defined job crafting dimensions, we measured job crafting
with twelve items from Slemp and Vella-Brodrick’s (2014)
task crafting, relational crafting, and cognitive crafting scale.
Scholars have advocated aggregating the sub-dimensions of
job crafting since Bjob crafting represents the orchestration of
related proactive behaviors that are jointly enacted,^ (Rudolph
et al. 2017, p.116). Thus, it is assumed that different sub-
dimensions of job crafting reflect a latent, higher-order job
crafting. Adopting Slemp and Vella-Brodrick’s (2014) proce-
dure to construct the scale of job crafting, we aggregated em-
ployees’ scores on the three sub-dimensions to generate a
single job-crafting index (e.g., Sekiguchi et al. 2017). Job
performance was evaluated with four items from Williams

Fig. 1 Proposed research model.
Notes: For parsimony, control
variables (i.e., gender, age, job
tenure, and organizational
dummy) are not included in this
figure
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and Anderson’s (1991) scale. To assess perceived organiza-
tional support, a four-item measure was adapted from
Rhoades et al. (2001). We controlled for age, gender, and
organizational tenure in all subsequent analyses, namely those
variables which have been found to influence job crafting
(e.g., Hur et al. 2017; Lin et al. 2017; Moon et al. 2018) and
job performance (e.g., Bowen et al. 2000; Moon et al. 2018).
Additionally, organization dummies representing eight hotels
were controlled.

Results

Tests of Reliability and Validity

We assessed the reliability of the measurement scales using
Cronbach’s alpha coefficients (see Table 2). The reliability
coefficients for the scales ranged from .77 to .91, which

indicate sufficient levels of reliability (Nunnally 1978). CFA
with M-plus 8.1 software was performed to test the conver-
gent and discriminant validity of the measurement scales. As
reported in Table 3, the hypothesized four-factor model (i.e.,
employees’ CSR perceptions, job crafting, job performance,
and perceived organizational support) exhibited a good fit in
an absolute sense (χ 2

(221) = 421.82; p < .05 , CFI:
Comparative Fit Index = .91, TLI: Tucker Lewis Index = .90,
RMSEA: Root Mean Square Error of Approximation = .07,
SRMR: Standardized Root Mean Square Residual = .07),
and significantly fitted the data better than any other alterna-
tive measurement model. The factor and item loadings in the
measurement model all exceeded .59, with all t-values greater
than 2.58, which confirms the convergent validity of our study
measures (see Table 1). All measures exhibited a sufficient
level of reliability, with composite reliabilities ranging from
.77 to .91 (see Table 2). We further evaluated the discriminant
validity of the measures based on Fornell and Larcker’s

Table 1 CFA Results of
measurement items Construct Measurement Items λ

Employee’s CSR
Perception

My organization is a socially responsible company. .78

My organization is concerned to improve the well-being of society. .91

My organization behaves responsibly regarding the environment. .73

Task Crafting Introduce new approaches to improve your work. .71

Change the scope or types of tasks that you complete at work. .69

Introduce new work tasks that you think better suit your skills or interests. .83

Give preference to work tasks that suit your skills or interests. .65

Relational Crafting Organize or attend work related social functions. .68

Organize special events in the workplace
(e.g., celebrating a co-worker’s birthday).

.74

Choose to mentor new employees (officially or unofficially). .74

Make friends with people at work who have similar skills or interests. .59

Cognitive Crafting Remind yourself about the significance your work has for the success
of the organization.

.82

Remind yourself of the importance of your work for the broader community. .82

Think about the ways in which your work positively impacts your life. .81

Reflect on the role your job has for your overall well-being. .80

Job Crafting Task Crafting .75

Relational Crafting .63

Cognitive Crafting .80

Job Performance This employee adequately completed assigned his/her duties. .84

This employee fulfilled the responsibilities specified in his/her job description. .87

This employee performed tasks that are expected of him/her. .88

This employee met the formal performance requirements of his/her job. .79

Perceived
Organizational
Support

My organization really cares about my well-being. .90

My organization strongly considers my goals and values. .89

My organization cares about my opinions. .75

Help is available from my organization when I have a problem. .75

χ 2
(221) = 421.82; p < .05, CFI = .91, TLI = .90, RMSEA = .07, SRMR= .07

All items measured on a scale ranging from 1 Bstrongly disagree^ to 5 Bstrongly agree^

All factor loadings were significant (p < .01)
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(1981) procedure. We found that all average variance extract-
ed (AVE) were higher than the squared correlation between
the target construct and any of the others (see Table 2).
Overall, our constructs exhibited sound measurement
properties.

Hypothesis Testing

We tested our hypotheses in three steps. First, we investigated
the two main effects between variables (Hypothesis 1 and 2).
Second, we examined a mediation model to test Hypothesis 3.
Second, to test the moderation (Hypothesis 4) and moderated
mediation (Hypothesis 5) hypotheses, we integrated the pro-
posed moderating effects and tested the overall moderated
mediation analysis. Prior to hypothesis 4 and 5 analyses, all
continuous variables were mean-centered (Aiken and West
1991). Finally, we employed bootstrapping (N = 5000;
Shrout and Bolger 2002) to mediation, moderation and

moderated mediation effects, a statistical resampling method
which estimates the standard deviations of a model from a
sample (Hayes 2015) to test all hypotheses using an M-plus
Macro designed by Stride et al. (2015) and Hayes (2015).

First, Hypothesis 1 posits a positive relationship between
employees’ CSR perceptions and job crafting. We found a
statistically significant association between the two variables
(b = .21, p < .01). Thus, Hypothesis 1 was supported. Second,
Hypothesis 2 also predicts a positive relationship between
employees’ job crafting and job performance. We found that
the positive association between employees’ job crafting and
job performance is significant (b = .30, p < .01), so supporting
Hypothesis 2. Third, Hypothesis 3 predicts the mediating ef-
fect of job crafting on the relationship between employees’
CSR perceptions and job performance. The results suggest
that the relationship between employees’ CSR perceptions
and job performance is fully mediated by job crafting
(b = .06, 95% CI [.02, .14]), thus supporting Hypothesis 3

Table 2 Means, standard deviations, and correlations

M SD α CR 1 2 3 4 5 6 7 8 9 10 11 12 13 14

1. Gender .38 .49 – – –

2. Age 32.07 6.79 – – .22** –

3. Organizational Tenure 6.69 6.80 – – .13† .85** –

4. Org. Dummy 1 .06 .23 – – .01 −.15 −.10 –

5. Org. Dummy 2 .07 .25 – – −.21** .26** .32** −.06 –

6. Org. Dummy 3 .04 .19 – – −.16* −.10 −.07 −.05 −.05 –

7. Org. Dummy 4 .07 .25 – – −.20** −.09 −.12† −.06 −.07 −.05 –

8. Org. Dummy 5 .12 .32 – – .04 .21** .29** −.09 −.10 −.07 −.10 –

9. Org. Dummy 6 .05 .22 – – −.18** .00 −.11 −.06 −.06 −.05 −.06 −.08 –

10. Org. Dummy 7 .17 .37 – – .08 −.15* −.23** −.11 −.12 −.09 −.12 −.16* −.10 –

11. CSR 3.57 .67 .84 .85 .16* −.01 .02 −.12 −.02 −.04 −.10 .03 −.21* .09 .66

12. Job Crafting 3.74 .48 .77 .77 .17* .33** .24** −.08 −.05 −.16* −.12 .01 .09 .10 .28** .52

13. Job Performance 4.04 .75 .91 .91 −.08 .19* .17* −.15* .24** −.27** .02 .12 .09 −.15* .05 .21** .71

14. POS 3.21 .76 .89 .89 .32** .04 .04 −.09 −.02 −.16* −.09 .02 −.09 .04 .58** .42** .09 .68

† p < .10, * p < .05, ** p < .01. Numbers along the diagonal are the AVE (average variance extracted). CR = composite reliability

Table 3 Comparisons of
Measurement Model Measurement models χ 2 df △χ 2 △ df CFI RMSEA

Model 1: Hypothesized four-factor model 421.82** 221 – – .91 .07

Model 2: Three-factor model: Combining
CSR and POS into a single factor

542.73** 220 120.91** 1 .86 .09

Model 3: Two-factor model: Combining
CSR-POS and job crafting-job performance
into each single factor

1238.71** 229 816.89** 8 .57 .16

Model 4: Two-factor model: Combining CSR,
job crating, and POS into a single factor

1226.62 ** 229 804.80** 8 .58 .16

Model 5: One-factor model: Combining all
variables into a single factor

1673.52** 230 1251.70** 9 .38 .19

** p < .01; All models were compared with Model 1
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(see Table 4). Table 5 demonstrates that organizational support
amplifies the positive relationship between employees’ CSR
perceptions and job crafting (b = .11, p < .05). As depicted in
Table 6 and Fig. 2, the positive relationship between em-
ployees’ CSR perceptions and job crafting is more profound
among employees with high levels of organizational support
(high: b = .14, 95% CI [.01, .27]). Conversely, we detected no
significant relationship between employees’ CSR perceptions
and job crafting when employees perceived low or mean
levels of organizational support (low: b = −.03, 95% CI
[−.16, .11]; mean: b = .05, 95% CI [−.05, .17]), lending sup-
port to Hypothesis 4.

As a test of Hypothesis 5, we assessed a moderated
mediation model. Organizational support reinforced the
conditional indirect effect of employees’ CSR percep-
tions on job performance via job crafting (b = .032,
95% CI [.001, .093]). Table 7 illustrates that the positive
indirect effect of employees’ CSR perceptions on job
performance is significant for high levels of organiza-
tional support (high: b = .04, 95% CI [.01, .13]).
However, when perceived organizational support is low
or mean, the positive indirect effect of job crafting on
job performance is insignificant (low: b = −.01, 95% CI

[−.07, .03]; mean: b = .01, 95% CI [−.01, .08]), which
supports Hypothesis 5.

Alternative Model

Although we employed a one-month interval of two-wave
survey to decease CMV, we did not use a completed longitu-
dinal design (e.g., cross-lag model). Furthermore, scholars
have recommended a three-month time frame to reduce po-
tential temporal influences on performance (Joshi 2010;
Lechner et al. 2010; Schraub et al. 2011). Therefore, drawing
on the social exchange theory (SET) literature suggesting that
employees’ CSR perceptions result in increased their job per-
formance (e.g., Carmeli et al. 2007; Jones 2010), we com-
pared the proposedmediationmodel with an alternative model
in which job performance contributes to job crafting. Figure 3
showed employees’ CSR wasn’t significantly related to job
performance (b = .07, p > .05). Furthermore, the job perfor-
mance didn’t mediate the positive relationship between em-
ployees’ CSR and job crafting (b = .009, 95% CI [−.008,
.039]). These findings confirm that the proposed research
model is more viable than the alternative model.

Table 4 Test of the mediating
effect of job crafting Path b Cl95%low Cl95%high

Total effect: CSR→ Job Performance .07 −.09 .23

Indirect effect: CSR→ Job Crafting→ Job Performance .06 .02 .14

Direct effect: CSR→ Job Performance .01 −.16 .17

CI = confidence interval, b = unstandardized coefficient

Table 5 Test of the moderating
effect of organizational support Variables Job Crafting Job Performance

b b

Gender −.13† −.15
Age .03** .01

Organizational Tenure .00 −.01
Organization Dummy 1 .04 −.44†

Organization Dummy 2 −.32* .64**

Organization Dummy 3 −.19 −.98**

Organization Dummy 4 −.12 .02

Organization Dummy 5 −.12 .24

Organization Dummy 6 .22 .11

Organization Dummy 7 .13 −34*

CSR .06 .01

Perceived Organizational Support .25**

CSR Χ Perceived Organizational Support .11*

Job Crafting .29*

R2 36.9% 22.8%

† p < .10, * p < .05, ** p < .01, b = unstandardized coefficient
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Discussion

Our study explored how a firm’s CSR affects employees’ job
performance through the sense-making process drawing upon
social identity theory. Beyond examining the direct effect, our
goal was to provide an underlying mechanism through which
CSR perceptions positively influence employees’ job perfor-
mance. Thus, we examined the mediating effect of job crafting
on the CSR perception–job performance relationship among
frontline employees, and the differential moderating effect of
organizational support on the employee CSR perception–job
performance relationship. As expected, job crafting signifi-
cantly mediated the link between employees’ CSR percep-
tions and job performance. Furthermore, POS moderated the
employee CSR perception–job performance relationship in a
strengthening way. In addition, POS further moderated the
indirect effect of employees’ CSR perceptions and job perfor-
mance through job crafting. The findings of our study contrib-
ute to a growing body of research striving to illuminate the
psychological mechanisms underlying CSR perceptions.

Theoretical Implications

This research contributes to several streams of study. First, it
sheds new light on the micro-CSR literature by introducing a
new mediator and moderator in the link between CSR

perceptions and job performance. We investigate the mediat-
ing role of job crafting as a linking mechanism between em-
ployees’ CSR perceptions and job performance. In addi-
tion, our research offers further understanding by investi-
gating the moderating effect of POS on the employee
CSR perception–job crafting linkage. Furthermore, our
study explores how POS moderates the effects of CSR
perceptions on job performance via job crafting in terms
of a moderated mediation model.

Second, although our study did not use a multi-level
modeling, our additional analysis found that the variance of
CSR perceptions across groups was small but the variance of
CSR perceptions across individuals was large and statistically
significant (between variance CSR Perceptions = .041, p > .05,
within variance CSR Perceptions = .461, p < .01). These findings
account for both individual and group variance in engagement
in job crafting, which is worthwhile since most variance in
CSR perceptions occurs at the individual level. Individual
level measures of CSR perceptions enhance explanations of
engagement in job crafting. That is, each employee’s percep-
tion toward the firm is conductive to the promotion of engage-
ment in job crafting rather than each firm’s shared perceptions
of CSR as a whole. Our study confirms the argument of micro-
CSR studies by demonstrating that the effects of CSR on
employee outcomes can be examined at the individual level
of analysis. Thus, the findings of our research are consistent

Fig. 2 Interaction effects of CSR perceptions and perceived organizational support on job crafting. Note: *p < .05, b = unstandardized coefficient

Table 7 Test of the conditional indirect effect of job crafting on the
employees’ CSR perceptions–job performance relationship at the level
of POS

Level b Cl95%low Cl95%high

2.45 (−1 SD) −.01 −.07 .03

3.21 (Mean) .01 −.01 .08

3.97 (+1 SD) .04 .01 .13

CI = confidence interval, b = unstandardized coefficient

Table 6 Test of the conditional effect of employees’ CSR perception on
job crafting at the level of POS

Level b Cl95%low Cl95%high

2.45 (−1 SD) −.03 −.16 .11

3.21 (Mean) .05 −.05 .17

3.97 (+1 SD) .14 .01 .27

CI = confidence interval, b = unstandardized coefficient
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with those of extant micro-CSR studies, in that they found
how employees’ CSR perceptions lead to positive attitudinal
and behavioral changes among employees at the individual
level (Aguilera et al. 2007; Aguinis and Glavas 2017; Rupp
and Mallory 2015).

Third, this research contributes to the job design/crafting
literature by establishing employees’ CSR perceptions as an
antecedent variable. Consistent with previous studies which
suggested that a firm’s CSR can extend the boundary of job
design to bemore relational (Glavas and Kelley 2014; Aguinis
and Glavas 2017), our study confirmed that the firm’s CSR
tends to trigger employees’ relational job crafting. Grant
(2008) found that employees are motivated to engage in pro-
social behaviors (e.g., job crafting), especially when they per-
ceive that they or their organization have enhanced the well-
being of others. Since the nature of CSR is pro-social and
relational (i.e., caring for its employees and others outside of
the firm), CSRwould allow employees to change the nature or
extent of their interactions with others at work. Thus, this
finding has crucial implications for the job crafting literature
that is relatively novel and lack of many important questions
about the triggers of job crafting, since it supports the notion
that a work environment shaped by CSR perceptions is able to
develop employees’ engagement in job crafting.

Finally, we suggested POS as a meaningful contextual var-
iable to increase the relationship between employees’ CSR
perceptions and job performance through their job crafting.
Our finding is consistent with previous studies such as
Chuang and Liao (2010) which suggested that employee be-
haviors in the workplace are influenced by an organizational
climate of concern for employees (Shen and Benson 2016).
POS (e.g., concern, trust, respect, expressing sympathy and
listening carefully) may enhance employees’ intrinsic motiva-
tion to improve their work environment and job design, and

meaningfulness through work, which subsequently turns into
employees’ job crafting. Indeed, it is possible that if em-
ployees perceive they have been treated unfairly or have not
received the support they require from the organization, they
may regard CSR initiatives as a hypocrisy, referred to as Bthe
belief that a firm claims to be something that it is not^
(Wagner et al. 2009, p.79). Corporate hypocrisy is caused by
the discrepancy between a company’s actual performance and
its assertions (Janney and Gove 2011). Corporate hypocrisy
allows employees to not only feel betrayed but also keep their
distance from the firm since they wish to preserve their self-
identity in terms of low levels of organizational identification
(Kim et al. 2010; Ko et al. 2018). The findings of our study
indicate that POSmay decrease the perceived potential hypoc-
risy of CSR practices that underpin the successful implemen-
tation of internal CSR (i.e., CSR communication toward em-
ployees). Furthermore, this finding also extends the role of
POS in the CSR literature. Glavas (2016a) suggested that
POSwould play a psychological safety role among employees
and showed that POS mediated the relationship between em-
ployees’CSR perceptions and organizational engagement. On
the other hand, our research found that POS plays the role of
moderator to increase workplace behaviors such as job
crafting and performance. Future research needs to clarify
the role of POS on the relationship between employees’
CSR perceptions and job-related outcomes.

Practical Implications

Mirroring the theoretical implications, our paper also has sev-
eral important implications for practitioners. First, our study
corroborates the suggestion that CSR perceptions influence
employees’ job performance through job crafting. Job crafting
significantly affects job-related outcomes, such as work

Fig. 3 Alternative Mediation
Model. Notes: **p < .01. For
parsimony, control variables (i.e.,
gender, age, job tenure, and
organizational dummy) are not
included in this figure
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engagement, in-role performance, and OCB, which previous-
ly have been considered important for positive impacts on
crucial work outcomes (Demerouti et al. 2015b; Tims et al.
2015). Consistent with previous studies, our findings support
the view that organizations’ CSR initiatives help to make pos-
itive work outcomes by stimulating job design motivation.
Our study prompts practitioners to reconsider the role of
CSR and job crafting as a way of developing synergy effects
that increase employees’ job performance. Therefore, man-
agers should consider organizational interventions to make
strong linkages between employees’ CSR perceptions and
job crafting.

Second, our study found that employees differ in their re-
sponse to a firm’s CSR depending on the level of POS. That is,
employees with high levels of POS are more strongly led to
their CSR perceptions, which increases engagement with job
crafting behavior. Managers should consider that employees
should be treated fairly or have received the support they
require from the organization. To improve employees’ percep-
tions of the amount of support they receive from the organi-
zation, the latter should provide adequate job-related resources
such as rewards, job conditions or perceptions of fairness
(Rhoades and Eisenberger 2002).

Third, previous studies have shown how socially responsi-
ble firms enhance employees’ sense of job design such as job
crafting (Sonenshein et al. 2014). For instance, Kanter (1988)
suggested that social problems can trigger employees’ creative
involvement in their job. Our study also found that CSR per-
ceptions encourage employees to engage in job crafting, ulti-
mately leading to the enhancement of their job performance,
which implies that CSR perceptions motivate employees to
break out of their conventional thinking patterns and seek
novel ways to contribute to both society and the company.
Thus, this study prompts practitioners to proactively construct
environments that embed CSR at work as a means of increas-
ing employees’ job crafting, which generates synergy effects
to enhance employees’ job performance.

Finally, in order to facilitate a work environment that em-
beds CSR, we suggest that managers should prepare an inter-
nal device for CSR communication, so that the narratives of
positive images about the firm are shared by employees, pro-
moting a shared recognition that their firm truly cares for
society. As narratives of a firm’s CSR activities are circulated
throughout the organization, employees make positive
sense-making of their organizations, seeing their organi-
zation as a care-providing system and a source of social
support and healing, which may trigger employees’ cog-
nitive, relational, and task crafting. In addition, the firm
can create training and development programs through
HRM, so that every employee can be aware of its CSR
policies and activities (Shen and Benson 2016), leading to
employees’ engagement in their job crafting due to find-
ing more meaningfulness through work.

Limitations and Directions for Future Research

The results of this study should be interpreted in light of the
following limitations. First, although there was a one-month
interval in this research between the measurement of the inde-
pendent variable, moderator, and the mediator, and the evalu-
ation of job performance, our data collection approach is not
strictly a longitudinal design, which makes it difficult to esti-
mate causality between our research constructs. Therefore, the
causality and reciprocity among employees’CSR perceptions,
POS, job crafting, and job performance needs to be better
determined in further studies by using more severe research
designs.

While we collected data from several companies in the
hotel industry, our research participants only comprised ser-
vice employees, which inevitably limits the generalizability of
these research findings. To confirm its external validity, the
results of our study need to be replicated in other cultures,
industries, and firms. In addition, the majority of our sample
was female employees. Although this represents the typical
gender composition of the hotel industry (e.g., Rhee et al.
2017), future research may consider collecting data and repli-
cating the current findings with a more gender-balanced
sample.

While examining the mediating role of job crafting is a
major contribution of our study, we failed to delineate the
relative importance of the three forms of job crafting (i.e.,
cognitive, relational, and task crafting) on the relationship
between employees’ CSR perceptions and their job per-
formance. Possibly, one form of job crafting is more or
less important to a specific outcome than others. For in-
stance, relational crafting might be more strongly related
to CSR perceptions than the other forms of job crafting.
Likewise, task crafting might have a stronger relationship
to job performance than the other forms of job crafting.
Thus, we look forward to future research that investigates
the relative or differential relationship between the three
forms of job crafting, CSR perceptions, and various work
outcomes.

Finally, for the sake of model parsimony, we used only one
boundary condition that may influence the employee CSR
perception – job performance relationship. However, as inter-
personal supports such as the one between coworker and su-
pervisor also play an important role in motivating employee
workplace behavior in service industry, future studies might
explore three types of social support (i.e., organizational, su-
pervisory, and coworker) and test the moderating relationships
at different levels of the organizations.
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