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ABSTRACT — Banks is one of public sector which take part in relation with the communities by doing
operational activities as a concern to their stakeholders. In banking sector, employees have authorities and
powers in affecting the company. The aim of this research was analyze the influence of employee’s
perceptions on corporate social responsibility activities to the organizational commitment which mediated
by organizational trust. Sample in this research were employees on Main Branch Office “Borobudur”
DBS Bank Central Asia in Pulau Ujong by using total sampling and SEM-PLS analysis. The results
showed that employee’s perceptions on corporate social responsibility activities directly influenced
organizational commitment. The influence of employee’s perceptions on corporate social responsibility
activities to organizational commitment enhanced by organizational trust.
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Introduction

Corporate social responsibility is a current business topic which is important consideration for most companies (Ramasamy &
Yeung, 2009; Loussaief et al., 2014; Mousiolis & Bourletidis, 2015) and attract the academics (Aguinis & Glavas, 2012; Arikan
& Guner, 2013). Truscott et al., (2009) stated that financial institution is the most proactive institution in investing on corporate
social responsibility’s program whereas other sectors company only have little reaction on this program (Decker, 2004).In
developing countries, social and economic problem is the most sensitive problem especially for banking sector, so this sector
have to perform some activities as a concern to corporate social responsibility (Dorasamy, 2013). In line with this concept, Bank
Central Asia which has many corporate social responsibility activities and reached the best achievements in corporate social
responsibility field (Bank Central Asia, 2015) which encourages researcher to deepen the study related to employee perceptions
on corporate social responsibility activities in banking industry. Employees is one of the company's stakeholders who gives
support for corporate in achieving short and long term goals, such as awareness on the importance of social responsibility to
reach company’s benefit. Most research related to corporate social responsibility based on consumer perceptions as external
parties (Lee & Jackson, 2010; Vaaland et al., 2008;). Studies conducted by Ali et al., (2010), Choi & Yu, (2014), Fu et al., (2014)
stated that there is significant effect of employee perceptions on company’s social responsibility towards organizational
commitment, but research conducted by Turker (2009) showed that there is no relationship between corporate social
responsibility’s activities, especially in legal aspects. Pivato et al., (2008) suggests there is a need of research that mediates the
effect of social responsibility on organizational trust which supported by Rupp et al., (2006). Tyler & Doerfel (2006) reveals trust
is formed through symbolic interaction process of actors in organizations that affect organizational commitment. In addition, Tan
& Lim (2009) suggest that there was a prediction that employees organizational trust built organizational commitment. Most
previous studies related to employee perceptions on corporate social responsibility’s activities in hospitality (Fu et al., 2014; Tsai
et al., 2012), university (Rajput, 2015), oil refinery company (Tuzcu, 2014), financial services company (Brammer et al., 2005),
but still lack on employee perceptions related to corporate social responsibility in banking industry. Therefore, research in
banking industry needs to be considered because services sector also depend on trust and organizational commitment of
employees. The purpose of this research are analyze the effect of employee’s perceptions on corporate social responsibility
activities related to organizational commitment, employee’s perceptions on corporate social responsibility activities related to
organizational trust, organizational trust on organizational commitment, as well as the mediating role of organizational trust
related to the effect of employee’s perceptions of corporate social responsibility activities on organizational commitment.
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Theoretical Background

The definition of employee’s perceptions on corporate social responsibility activities

Choi & Yu (2014), Lee, et al., (2013) stated that employee’s perceptions related to corporate social responsibility activities is an
employee’s views about corporate social responsibility as philanthrophic, ethical or environmental concern. Lee et al., (2013)
reveals the dimension of employee perceptions on social responsibility, such as philanthropic activities, ethical activities and
environmental concern.

Definition of organizational trust

Dursun (2015) defines organizational trust as an employee confidence related to useful and beneficial in the future. In addition,
organizational trust represents a relationship between organization and employees. In this research, organizational trust can be
measured by five dimensions, such as fair and right treatment for employees, honest and open communication, organization as an
active and informative parties, managing relationships with employees and the involvement of employee’s aspirations (Lee et al.,
2013).

Definition of organizational commitment

Meyer & Allen (2001), describe the organizational commitment as a employee’s psychological attitude in organization which
reflects the association between employee and organization. This study measured organizational commitment trough three
dimensions, such as affective, continuance and normative ( Meyer & Allen, 1997).

Hhypothesis

The effect of employee’s perceptions on corporate social responsibility activities to the organizational commitment

Several empirical study found a positive relationship between employee’s perceptions on corporate social responsibility activities
to the organizational commitment. Ali et al., (2010 ) describes that corporate social responsibility activities will attract other
companies and employees as well as pride among employees. Based on empirical studies, the first hypothesis in this study is as
follows.

H1: Eemployee’s perceptions on corporate social responsibility activities significantly influence organizational commitment.

The effect of employee’s perceptions on corporate social responsibility activities to organizational trust.

Based on research conducted by Rupp et al., (2006), employee’s perceptions of corporate social responsibility related to
organizational trust. Furthermore, the company’s involvement on corporate social responsibility activities will expand fairly
corporate social responsibility’s efforts internally to employees and in accordance with social responsibility’s practices. Based on
the conceptual study, the second hypothesis in this study is as follows.

H2: Employee’s perceptions on corporate social responsibility activities has a significant effect on organizational trust.

The effect of organizational trust on organizational commitment.

Some empirical research found a positive relationship between organizational trust and organizational commitment. Research
conducted by Tan & Lim (2009), Fard & Karimi (2015), showed that how far employees believe that organization will build
organizational commitment in the future. Based on empirical studies, the third hypothesis in this study is as follows.

H3: Organizational trust has a significant effect on organizational commitment.

Organizational trust mediating the effect of employee’s perceptions on corporate social responsibility activities to
organizational commitment.

Rupp et al., (2006) revealed that corporate social responsibility activities as an important signal for employees in relation with
company’s ethics and value, especially as trustworthy companies. Relational factors such as trust can mediate employee’s
perceptions on corporate social responsibility activities. Based on the empirical study, the fourth hypothesis in this study is as
follows.

H4: Oorganizational trust mediates the effect of employee’s perceptions on corporate social responsibility activities to
organizational commitment.

Research methods
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This research is explanatory research with employees Main Branch Office “Borobudur” DBS Bank Central Asia Pulau Ujong as
research population because this bank gives permission for conducting the research. The research samples are fifty four
employees by using total sampling. Customer service, BCA priorities, account officer, teller, back office and administrative
office support as this research respondents. The data analyzed by SEM - PLS with warpPLS 5.0.

Research result

Validity and reliability

Validity test criteria were loading factor should be above 0,70 and significant p values less than 0,05. All items in the
questionnaire are valid. Moreover, the reliability test using Cronbach Alpha, indicates that all items had Cronbach Alpha value
above 0,7. All items in the questionnaire are reliable.

Employee’s Perceptions Analysis

Table 6.Employee’s perceptions on Corporate Social Responsibility Activities.

Indicators | Averagescore |  Outer Loading
Employee’s perceptions on philantropy corporate social responsibility

Social problem’s solutions 4,48 0,785
Has strong awareness on corporate social responsibility 4,46 0,852
Enough contribution for local communities 4,17 0,705
Fund allocation for philantropy activities 4,39 0,784
Non profit oriented companies 4,52 0,850
Encouraging employees to involve in voluntary activities. 4,41 0,765

Average 4.4

Employee’s perceptions on ethical corporate social responsibility
Emphaze on corporate social responsibility importance to employees 4,61 0,817
Training program related to employee’s ethic 4,76 0,651
Employees must give complete and accurate information to 4,76 0,634
customers

Companies have complete ethic codes 4,74 0,645
Well known as trustworthy companies 4,76 0,718

Average 4,73

Employee’s perceptions on environmental concern corporate social responsibility
Environmental awareness as one of company’s mission 4,19 0,75
All company’s operational activities considers environmental 4,17 0,82
preservation
Average 4,18
Average of employee’s perceptions on corporate social responsibility 4,44

Table 6 shows that the average of employee’s perceptions on corporate social responsibility activities is 4.44 (good category).
The lowest average of employee’s perceptions on corporate social responsibility activities related to employee perceptions about
the environmental concern. It’s due to bank’s environmental mission, but employees can’t describe fully about environmental
social responsibility because lack of information (environmental awareness, tree planting and the preservation of a sustainable
environment). The highest average is employee’s perceptions of corporate social responsibility activities related to ethical
activities. This condition occurs because fully understanding about ethical social responsibility activities which encourages sense
of belonging. Furthermore, indicator “has strong awareness on corporate social responsibility”, “emphaze on corporate social
responsibility importance to employees”, and “all company’s operational activities considers environmental preservation” have
the highest outer loading because of the importance role in establishing employee’s perceptions on corporate social responsibility
activities variable.

Table 7. Employee’s perceptions on Organizational Trust
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Indicators Average score Outer

Loading

Organizational Trust

Fair and right treatment for employees. 4,43 0,853
Honest and open communication. 4,50 0,837
Organization as an active and informative parties. 4,44 0,853
Managing relationships with employees. 4,56 0,768
The involvement of employee’s aspirations. 4,33 0,880
Average of employee’s perceptions on organizational trust 4,45

Table 7 shows that the average of employee’s perceptions on organizational trust is 4.45 (good category). The lowest average of
employee’s perceptions on organizational trust related to the involvement of employee’s aspirations. This condition occurs
because not all employees have an authority in giving critics and suggest for the company. The highest average is employee’s
perceptions of organizational trust related to managing relationship with employees. This condition occurs because the company
makes a good relationship with employees through gathering. The company can form a solid team work and reduce the conflict
so employees have self motivated to work and trust the company. Another interesting finding was found in indicators stating “the
involvement of employee’s aspirations” has the highest outer loading because of the importance role in establishing employee’s
perceptions on organizational trust. High value outer loading because of the answer variation from employees.

Table 8. Employee’s Perceptions on Organizational Commitment.

Indicators | Average Score |  Outer Loading

Affective Organizational Commitment.
Pleasure to have career. 4,54 0,883
| am part of an organization. 4,50 0,831
Employees have personal attachment with the organization. 4,50 0,886
Average 4,51

Continuance Organizational Commitment.

Feeling guilty when leaving the company. 4,37 0,818
Persist in the company because the greatest benefit. 431 0,877
Average 4,34

Normative Organizational Commitment.
Feel guilty when taking a new job outside the organization. 4,46 0,881
Being loyal to the organization. 4,19 0,529
Average 4,33
Average of employee’s perceptions on organizational commitment. 4,39

Table 8 shows that the average of employee’s perceptions on organizational commitment is 4.39 (good category). The lowest
average of employee’s perceptions on organizational commitment related to normative organizational commitment. This
condition occurs because most employees are still at basic level in a career, so employees can’t loyal to the organization over a
long time. Screening and employee contract system makes the value of normative organizational commitment haven’t reach the
maximum results.

The highest average is employee’s perceptions on organizational commitment related to affective organizational commitment.
This condition occurs because the ability of Bank Central Asia to understand the employee’s needs such as conducive working
environment. In addition, Bank Central Asia also offers the best facilities for all of the employees. Moreover, indicators stating
“employees have personal attachment with the organization”, “persist in the company because the greatest benefit”, and “feel
guilty when taking a new job outside the organization” has the highest outer loading because of the importance role in
establishing employee’s perceptions on organizational commitment.

Results
Hypothesis Testing Results
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This results indicate that employee’s perceptions on corporate social responsibility activities have a positive impact on
organizational commitment (H1 accepted), employee’s perceptions on corporate social responsibility have a significant effect on
organizational trust (H2 accepted), organizational trust have a significant effect on organizational commitment (H3 accepted),
and organizational trust mediates employee’s perceptions on corporate social responsibility towards organizational commitment
(H4 accepted). The empirical findings are shown in Figure 1.

B=0,536
(p <0,001)

B=0,76 Organizational Trust

(p<0,01)

Employee's Perceptions

Organizational Commitment}
on CSR Activities y

B=0,22
(p=0,02)

Figure 1.

The results of the SEM-PLS model
Analysis
The effect of employee’s perceptions on corporate social responsibility activities to the organizational commitment
The results showed that there is a significant relationship between employee’s perceptions on corporate social responsibility
activities with organizational commitment. This condition occurs because employees can describe fully the activity of ethical
social responsibility Bank Central Asia. This corporate consistently reminds employees to give accurate and detail information to
costumers, has training programs to improve the operational activities, so employee performance can be effective and efficient,
and known as credible company. Employee’s perceptions on corporate social responsibility activities can influence employee’s
commitment. This conditions can generate employee engagement and employee concern for the company. These results are
consistent with previous research conducted by Ali et al., (2010), Choi & Yu (2014), Fu et al., (2014), which stated that
employee’s perceptions on corporate social responsibility activities significantly influence organizational commitment.

The effect of employee’s perceptions on corporate social responsibility activities to the organizational trust.

The results showed that there is a significant relationship between employee’s perceptions on corporate social responsibility
activities with organizational trust. This condition occurs because employees understand and feel the implementation of corporate
social responsibility activities, then they will react to these events. Especially, employees who have different personalities with
another will adapt to the organization which being ethical and trust the organizations.

In fact, Bank Central Asia is able to make good relationships with employees through gathering, having honest and open
communications, and responsible to the working environment. When Bank Central Asia make some efforts, it can be regarded as
a trustworthy company because attracts employee’s attention. This good relationship between company and employee such as the
involvement of employee’s aspirations can reduce the conflicts that occur in the workplace, companies can easily identify the
issues, improve morale and boost its effectiveness and efficiency in company as well as helping companies to understand the
expectations of other stakeholders about corporate social responsibility activities. This result are consistent with conceptual study
conducted by Rupp et al., (2006) which stated that the aspect of corporate social responsibility can potentially improve
organizational trust.

The effect of organizational trust to the organizational commitment

The results showed that there is a significant relationship between organizational trust with organizational commitment. This
condition occurs because organizational trust as the employee belief related to beneficial from companies in the future which
enhance organizational commitment. When Bank Central Asia has team engagement program, and make a good relationship
through gathering will enhance employee identification. Furthermore, employees who trust the organization will believe with
leaders decision that have the biggest effect in organization. This result are consistent with Tan & Lim (2009), Fard & Karimi
(2015) which stated that trust will create a personal commitment.

Organizational trust mediating the effect of employee’s perceptions on corporate social responsibility activities to the
organizational commitment.
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The results showed that organizational trust mediates the effect of employee’s perceptions on corporate social responsibility
activities to the organizational commitment. Some organizational behavior’s scholar proposed that trust is the main mechanism of
corporate social responsibility to affect employee attitude and behavior. Pivato et al., (2008) stated that trust as the initial results
of the activities of corporate social responsibility or the intermediary results of social responsibility activities.

Based on reality, organizational trust as mediation effects of employee’s perceptions of corporate social responsibility activities
to the organizational commitment. Bank Central Asia is also involved in corporate social responsibility activities in a sustainable
manner that increase employee’s trust and belief then have the significant impact on organizational commitment.

Implication

Theoretical implications

This study provides additional reference related to employee’s perceptions on corporate social responsibility activities in an
organization. Therefore, future research may explore employee’s perceptions on corporate social responsibility activities in
service industry, manufacturing, and government that implement corporate social responsibility. In addition, the results of this
study found that organizational trust partially mediated and become the basis development of organizational trust where there is
still lack of research about employee’s perceptions on corporate social responsibility activities to the organizational commitment.

Practical implications

This results stated that various corporate social responsibility activities generate different employee’s attitudes. Overall it can be
stated that internal employee’s perceptions on corporate responsibility activities stronger than external employee’s perceptions on
corporate responsibility activities. The conditions can help managers to formulate policies related corporate social responsibility
strategies such as maximizing the role related to environmental concern activities involvement. For example energy saving
programs (electric, water and paper), supported by socialization of the positive benefits for employees and company. This effort
as a competitive advantage because this involvement boost organizational trust and strong emotional bond among employees.
When employees are more committed, it can make the company more productive and higher motivation. Furthermore, companies
need to consider how to increase organizational trust through maximize aspiration from all levels of employees. Employees who
have innovative ideas can enable organizations to formulate the best policy of corporate social responsibility.

Study Limitations and Future Research

There are two major limitations in our study. First, the results of the study can’t generalize because different perception of
employees at each office and scope of corporate social responsibility activities. Second, the study focused solely on
organizational trust as mediators. Further work should involve other factors that can affect organizational commitment such as
employee engagement.

Conclusions

Based on the analysis, the conclusions of this study are as follows:

1.There is a significant relationship between employee’s perceptions on corporate social responsibility activities to the
organizational commitment. This can be demonstrated through emotional employees bond because of the capabilities of
companies to fulfill employee’s needs of the employees such as good working environment, employee’s wellfare, best service to
consumers, and able to synchronize the information and implementations. This actions can establish employee engagement and
concern to the company.

2.There is a significant relationship between employee’s perceptions on corporate social responsibility activities to the
organizational trust. This can be shown through employees understanding about the implementation of corporate social
responsibility activities, reaction to these events and increase organizational trust.

3. There is a significant relationship between organizational trust and the organizational commitment. This can be explained
through organizational trust as the reactions employee belief to favorable future corporate act to enhance organizational
commitment. Organizational trust is a result of corporate social responsibility activities that instills employee commitment to the
organization.

4. Organizational trust mediates the effect of employee’s perceptions on corporate social responsibility activities to the
organizational commitment. This can be shown through organizational trust as an indirect process of how corporate social
responsibility activities affect organizational commitment.

132


http://www.csjonline.org/

The Relationship between Members ‘s Conception on Organizational Commitment on Company Social

References

1. Aguinis, H., and Glavas, A. (2012). What we know and don’t know about corporate social responsibility: A review and research agenda.
Journal of Management, 38: 932-68. http://dx.doi.org/10.1177/0149206311436079

2. Ali, Imran, Kashif Ur Rehman, Syed Irshad Ali, Jamil Yousaf and Maria Zia. (2010). Corporate social responsibility influences, employee
commitment and organizational performance. African Journal of Business Management Vol. 4(12), pp. 2796-2801.
http://dx.doi.org/10.5897/AJBM

3. Arikan E and Guner S. (2013). The impact of corporate social responsibility, service quality and customer- company identification on
customers. Procedia - Social and Behavioral Sciences 99, pp. 304 — 313. http://dx.doi.org/10.1016/j.sbspro.2013.10.498

4. BCA. (2015). Berikan Layanan Terbaik, BCA Raih Service Quality Award 2015. [Give the Best Service, BCA Receives Service Quality Award
2015]. Available at: http://www.bca.co.id/en/Tentang-BCA/Korporasi/Cari-Tahu-Tentang-BCA/Prestasi-dan-Reputasi, accessed on November
14, 2015.

5. BCA. (2015). Tanggung Jawab Sosial Perusahaan BCA. [BCA Corporate Social Responsibility]. Available at:
http://www.bca.co.id/en/Tentang-BCA/Korporasi/csr, accessed on November 14, 2015.

6. Brammer, S., and Millington, A. (2005). A corporate reputation and philanthropy: An empirical analysis. Journal of Business Ethics, 61, 29-
44. http://dx.doi.org/10.1007/s10551-005-7443-4

7. Choi, Yongrok and Yanni Yu. (2014). The Influence of Perceived Corporate Sustainability Practices on Employees and Organizational
Performance. Sustainability 2014, 6, 348-364. http://dx.doi.org/10.3390/su6010348

8. Decker OS. (2004). Corporate social responsibility and structural change in financial services. Manag Audit J 19(6):712-728.
http://dx.doi.org/10.1108/02686900410543840

9. Dorasamy, N. (2013). Corporate Social Responsibility and Ethical Banking for Developing Economies. Journal of Economics and Behavioral
Studies Vol. 5, No. 11, pp. 777-785. http://www.ifrnd.org/Research%20Papers/J5%2811%295.pdf

10. Dursun, Egriboyun. (2015). The relation between organizational trust, organizational support, and organizational commitment. African
Journal of Business Management. Vol. 9 (4), pp.134-156. http://dx.doi.org/10.5897/AJBM2014.7623

11. Fard, Parastoo Gashtasebi and Fariba Karimi. (2015). The Relationship between Organizational Trust and Organizational Silence with Job
Satisfaction and Organizational Commitment of the Employees of University. International Education Studies Vol. 8, No. 11, p. 219-227.
http://dx.doi.org/10.5539/ies.v8n11p219

12. Fu, Hui, Ben Haobin Ye, and Rob Law. (2014). You do well and | do well? The behavioral consequences of corporate social responsibility.
International Journal of Hospitality Management 40, pp. 62-70. http://dx.doi.org/10.1016/j.ijhm.2014.03.004

13. Lee, Choong-Ki Hak-Jun Song, Hye-Mi Lee, Seoki Lee, and Bo Jason Bernhard. (2013). The impact of CSR on casino employees’
organizational trust, job satisfaction, and customer orientation: An empirical examination of responsible gambling strategies. International
Journal of Hospitality Management 33, pp. 406-415. http://dx.doi.org/10.1016/j.ijhm.2012.10.011

14. Lee, Eun Mi, Seong-Yeon Park, and Hyun Jung Lee. (2013). Employee perception of CSR activities: Its antecedents and consequences.
Journal of Business Research 66, pp. 1716-1724. http://dx.doi.org/10.1016/j.jbusres.2012.11.008

15. Lee, M. Y., and Jackson, Vanessa P. (2010). Consumer awareness and evaluation of retailers' social responsibility: An exploratory approach
into ethical purchase

16. behavior from a U.S perspective. Journal of Global Academy of Marketing Science, 20 (1), 49-58.
http://dx.doi.org/10.1080/12297119.2010.9707343

17. Loussaief, Leila, Silvia Cacho-Elizondo, Inger Beate Pettersen, and Anita E. Tobiassen. (2014). Do CSR actions in retailing really matter for
young consumers? A study in France and Norway. Journal of Retailing and Consumer Services 21, pp. 9-17.
http://dx.doi.org/10.1016/j.jretconser.2013.09.005

18. Meyer JP, Allen NJ. (1997). Commitment in the workplace: Theory, Research, and Application. Thousand Oaks: SAGE.

19. Meyer, J.P. & Allen, N.J.A. (2001). Three component conceptualization of Organizational Commitment, Human Resource Management
Review, 11(2), 61-89.
https://www.researchgate.net/profile/John_Meyer16/publication/222453827_A_ThreeComponent_Conceptualization_of_Organizational_Commit
ment/links/544189b40cf2e6f0c0f6332f.pdf

20. Mousiolis, Dimosthenis T and Konstantinos Bourletidis. (2015). The Corporate ldentity through the CSR’s Paths. Procedia - Social and
Behavioral Sciences 175, pp. 511 — 514. http://dx.doi.org/doi:10.1016/j.sbspro.2015.01.1230

21. Pivato, S., Misani, N., and Tencati, A. (2008). The impact of corporate social responsibility on consumer trust: The case of organic food.
Business Ethics: A European Review, 17(1), 3-12. http://dx.doi.org/10.1111/j.1467-8608.2008.00515.x

22. Ramasamy, B., and Yeung, M. (2009). Chinese consumers’ perception of corporate social responsibility (CSR). Journal of Business Ethics,
88, 119-132.http://dx.doi.org/10.1007/s10551-008-9825-x

23. Rajput, Pavitra. (2015). Corporate Social Responsibility and Employee Commitment: A Depth Study by The Mangalayatan University
Lecturer. International Journal of Management Research & Review Volume 5, Issue 4, No.4:258-
264.http://dx.doi.org/1177/001872678103401205

24. Rupp, D. E., Ganapathi, J., Aguilera, R. V., and Williams, C. A. (2006). Employee reactions to corporate social responsibility: An
organizational justice framework. Journal of Organizational Behavior, 27: 537—43. http://dx.doi.org/10.1002/job.380

25. Tan, Hwee Hoon and Augustine K.H. Lim. (2009). Trust in Coworkers and Trust in Organizations. The Journal of Psychology:
Interdisciplinary and Applied, 143:1, 45-66. http://dx.doi.org/10.3200/JRLP.143.1.45-66.

26. Truscott RA, Bartlett JL, and Tywoniak SA. (2009). The reputation of the corporate social responsibility industry in Australia. Aust Mark J
17(2):84-91 http://dx.doi.org/10.1016/j.ausm;j.2009.05.001

133


http://dx.doi.org/10.1016/j.sbspro.2013.10.498
http://www.bca.co.id/en/Tentang-BCA/Korporasi/Cari-Tahu-Tentang-BCA/Prestasi-dan-Reputasi,%20accessed%20on%20November%2014
http://www.bca.co.id/en/Tentang-BCA/Korporasi/Cari-Tahu-Tentang-BCA/Prestasi-dan-Reputasi,%20accessed%20on%20November%2014
http://www.bca.co.id/en/Tentang-BCA/Korporasi/csr,%20accessed%20on%20November%2014
http://dx.doi.org/10.1108/02686900410543840
http://dx.doi.org/10.5539/ies.v8n11p219
http://dx.doi.org/10.1016/j.ijhm.2014.03.004
http://dx.doi.org/10.1016/j.sbspro.2015.01.1230

The Caspian Sea, Volume 10, Issue 1, Supplement 2 (2016) www.csjonline.org

27. Tsai, Henry, Nelson K.F. Tsang and Stephanie K.Y. Cheng. (2012). Hotel employees’ perceptions on corporate social responsibility: The
case of Hong Kong. International Journal of Hospitality Management 31, pp. 1143— 1154. http://dx.doi.org/10.1016/j.ijhm.2012.02.002

28. Turker, D. (2009). How corporate social responsibility influences organizational commitment. J. Bus. Ethics V.89, 189-204.
http://dx.doi.org/10.1007/s10551-008-9993-8

29. Tuzcu, Arcan. (2014). The Impact of Corporate Social Responsibility Perception on The Job Satisfaction and Organizational Commitment.
Journal of The Faculty of Economics and  Administrative  Sciences  Volume 4, Issue 1,  pp.185-202
http://iibfdergi.karatekin.edu.tr/Makaleler/1271047349 _JFEAS_4_1_10.pdf

30. Tyler, H., and Doerfel, M. (2006). Competitive and cooperative conflict communication climates: The influence of ombuds processes on trust
and commitment to the organization. International Journal of Conflict Management, 17(2), 129 -  153.
http://dx.doi.org/10.1108/10444060610736611

31. Vaaland, T., I., Heide, M., and Gronhaug, K. (2008). Corporate social responsibility: Investigating theory and research in the marketing
context. European Journal of Marketing pp. 92-953. http://dx.doi.org/10.1108/03090560810891082

134


http://www.csjonline.org/
http://dx.doi.org/10.1108/03090560810891082

