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ABSTRACT: The objective of the study was to fill a gap in the literature
by evaluating the mediating role of organizational pride between
perceived corporate social responsibility and employee engagement
among employees working in the corporate sector of Pakistan. For this
purpose, the study adapted a cross-sectional correlational study design
and a purposive sampling technique to collect data from employees of
both genders, i.e.,, men and women with a minimum age of 18. The study
utilized standardized instruments to measure the study variables.
Throughout the study APA 7th edition ethical code of conduct was
utilized. Out of 300 employees, only 247 completed the questionnaires,
comprising 119 men and 128 women; others withdrew from the study.
The data was entered into IBM SPSS version 26 for analysis purposes.
The Pearson product-moment correlation indicated a significant
relationship among study variables, i.e., perceived corporate social
responsibility, organizational pride, and employee engagement. The
mediation analysis demonstrated full mediation as perceived corporate
social responsibility did not significantly predict the employee
engagement, while the indirect effect via organizational pride remained
statistically significant. The gender i.e., men and women differences with
respect to study variables, i.e., perceived corporate social responsibility
and organizational pride, were not significant; however, women scored
significantly higher on the study variable employee engagement than
their men counterparts. The findings provided important practical and
theoretical implications.
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Pakistan is a country where reports of employee rights violations are common despite the constitution stating
clear rights of employees, but on law is almost negligible, and might is right is the approach by many leaders,
particularly in the contemporary organizational environments (Majeed & Shaikh, 2024; Shah & Sarif, 2023;
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Zaheer et al., 2025). The labor law is not abided and employees have to face the emotional abuse on almost
on a daily basis as the corporate social responsibility gets violated by contemporary leaders in the workplace
setting (Arslan, 2020; Memon, 2024). Although the issue is commonly observed but rarely studied, the gap
needs to be addressed by scholars and researchers.

Corporate social responsibility means the behavior that is proportionate to appropriate behavior towards
the employees, customers, as well as communities (AJITERU, 2025; Deigh et al., 2016; Mandhachitara &
Poolthong, 2011). From the organizational psychology perspective, CSR means how an organization acts
ethically, and works beyond profit to reduce harm, and contributes effectively to the societal well-being. The
ethical consideration that is routinely violated is the employees' ethical consideration by the organization
leaders, which is contradictory to what corporate social responsibility is (Glavas, 2016; Jones & Rupp, 2018;
Uwhejevwe-Togbolo, 2015).

Studies have depicted higher perception of corporate social responsibility is associated with higher
employee engagement, and a lower perception of corporate social responsibility is associated with lower
employee engagement. Employee engagement refers to the level of dedication, enthusiasm, and involvement
the employee shows towards their organization and work. Engaged employees tend to be emotionally
associated with their job, and are encouraged to perform better, and put extra effort beyond eir salary and
facilities provided by the organization to achieve the organizational objectives (David et al., 2025; Despotovic,
2025; Goyal et al,, 2023; Montiero, 2025; Wibaselppa et al., 2025). A previous study conducted on 226
employees working in corporate sectors in Japan reported to positive and significant relationship between
study variables, i.e., corporate social responsibility perception and employee engagement (Zuo et al., 2025).

Studies have also depicted that a higher perception of corporate social responsibility by employees is
associated with organizational pride. Organizational pride can be defined as the positive feeling expressed by
employees towards their organization. They sense of accomplishment, satisfaction, belongingness, and self-
esteem from the organization being part of it (Badran & Mohamed, 2024; Haapakoski et al., 2024; Liu et al,,
2025; Schilpzand et al., 2025). A previous study conducted in Hong Kong on managerial and non-managerial
employees depicted that perceived corporate social responsibility has a positive relationship with
organizational pride (Ng et al., 2019). Another previous study conducted on hotel employees in Pakistan
reported that higher corporate social responsibility perception among employees enhances their
organizational pride as well as their engagement at work (Raza et al., 2021). Another previous study conducted
on 363 hotel employees in Guangzhou, China, reported that higher corporate social responsibility benefits
not only customers but the employees too, as it enhances the organizational pride in them as well as their
engagement with work (Youn & Kim, 2022).

This study is grounded in Social Identity Theory (Tajfel & Turner, 1986) and Social Exchange Theory (Blau,
1964) to explain the relationship between perceived corporate social responsibility (CSR) and employee
engagement. When employees perceive their organization as socially responsible, they develop a positive
social identity and emotional attachment to the organization (Blader & Tyler, 2009). This positive evaluation
fosters organizational pride, reflecting employees’ sense of self-worth derived from organizational
membership. Heightened organizational pride motivates employees to reciprocate through increased
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involvement, dedication, and absorption in their work, thereby enhancing employee engagement (Kahn, 1990;
Schaufeli et al., 2002).

The relationship among study variables can be explained using the Social Identity Theory (Tajfel & Turner,
1986) and Social Exchange Theory (Blau, 1964) as the employee when perceive the ethical practices in the
organization and fair treatment this leads to their attachment with the organization as they reciprocate and
consider themselves as being the asset of organization known as social identity which enhances their
engagement at work (Blader & Tyler, 2009). The positive perception of the organization enhances the
employee pride over the organization, which enhances the intrinsic motivation, involvement, and dedication
to work, thereby fostering the employee engagement (Kahn, 1990; Schaufeli et al., 2002).

Although there is substantial literature regarding the relationship between perceived corporate social
responsibility and employee engagement, limited literature has thrown light on the mediating role of
organizational pride, particularly in Pakistan. Such studies are extremely limited; therefore, it is time to fill the
gap in the literature and to come up with not only practical but also literature implications as well.

Hypotheses
H1: There is a significant positive relationship among perceived corporate social responsibility,
organizational pride, and employee engagement.
H2: Organizational pride significantly mediates the relationship between perceived corporate social
responsibility and employee engagement.
H3: There are significant gender differences (men vs. women) in perceived corporate social responsibility,
organizational pride, and employee engagement.

Methodology

The study adopted a cross-sectional correlational study design and purposive sampling technique to collect
data from employees working in organizations in Pakistan, with a minimum age of 18 and at least a middle
educational qualification (i.e., grade 8). Moreover, the study comprised both genders, i.e.,, men and women
employees. Out of 300 employees approached, only 247 completed the questionnaire, while the others
withdrew.

Perceived Corporate Social Responsibility (PCSR) Scale (Turker, 2009)

This scale comprised 42 items (Likert from 1 to 5). The Cronbach’s alpha of the scale according to recent
studies is 0.80 to 0.90. In the current study, the Cronbach’s alpha for the PCSR scale was .86, which
also reflects a high level of reliability. It was utilized to measure perceived corporate social responsibility
among employees.

Organizational Pride

Organizational pride was assessed using 4 items subset (Likert 1 to 5) used by Blader and Tyler (2009). The
subset demonstrated high internal consistency, with Cronbach’s a = .83 In the current study, the Cronbach’s
alpha was .60, which is below the commonly accepted threshold of .70. This relatively lower reliability may be
attributed to the small number of items in the scale, the limited sample size, and the use of self-reported data.
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Utrecht Work Engagement Scale-9 (UWES-9; Schaufeli et al., 2006)

The shorter version comprised 9 items (Likert ranges from 0 to 6) measuring work engagement. The
Cronbach'’s alpha of the scale ranges from 0.85 to 0.92. In the present study, the Cronbach’s alpha was .58,
indicating lower internal consistency. This reduced reliability may be explained by contextual and cultural
differences, respondents’ interpretation of scale items, and reliance on self-reported data.

Ethical concerns related to APA 7th edition were fulfilled throughout the study. The authors were
approached via electronic mail to obtain permission to use their instruments. Once permission was granted,
the authors, along with the consent form, demographic questionnaire, and study instruments, started
approaching different corporate sectors in Pakistan. First, the consent form was given to employees if they
fulfilled the inclusion criteria mentioned earlier. The consent form outlined participant confidentiality,
voluntary participation, and the right to withdraw from the study at any juncture. The authors also assisted
participants in understanding the questionnaires. Once the data were gathered, it was entered into IBM SPSS
version 26 for analysis.

Results
Table 1
Socio-demographic Characteristics of the Respondents
Frequency Percentage Mean SD
Age 24.71 7.31
Gender
Men 119 48.2
Women 128 51.8
Education
Middle 43 17.4
Matric/ O- Level 52 21.1
Intermediate/ A- Level 73 29.6
Bachelor 53 21.5
Master 26 10.5
Experience
1-5 Years 111 449
6-10 Years 118 47.8
11-15 Years 9 3.6
More than 15 Years 9 3.6
Socioeconomic Status
Lower Class 170 68.8
Middle Class 50 20.2
Upper Class 27 10.9

Note: N = 247, SD = Standard Deviation

Page 280 < THE REGIONAL TRIBUNE (TRT) « Vol.4 No. 4 (Fall 2025) < ISSN (Online): 3006-8428



Muhammad Sajjad Shahid et al. (2025)

Perceived Corporate Social Responsibility and Employee Engagement among Employees in the Corporate Sector of
Pakistan: The Mediating Role of Organizational Pride

The sample comprised 247 participants with a mean age of 24.71 years (SD =7.31). Of the participants,
48.2% (n = 119) were men and 51.8% (n = 128) were women. Regarding education, 17.4% (n = 43) had
completed middle-level education, 21.1% (n = 52) had Matriculation/O-Level, 29.6% (n = 73) had
Intermediate/A-Level, 21.5% (n = 53) held a bachelor’s degree, and 10.5% (n = 26) had a master’s degree. In
terms of work experience, 44.9% (n = 111) reported 1-5 years of experience, 47.8% (n = 118) had 6-10 years,
while 3.6% (n=9) each had 11-15years and more than 15 years of experience. With respect to socioeconomic

status, 68.8% (n = 170) belonged to the lower class, 20.2% (n = 50) to the middle class, and 10.9% (n = 27) to
the upper class.

Table 2
Correlation among Study Variables
Variables 1 2 3
1.Percieved Corporate Social Responsibility - A4F* 27*F*
2.0rganizational Pride - 50%*

3.Employee Engagement -
Note: N=247, **p<.01

A significant positive correlation was found between perceived corporate social responsibility and
organizational pride (r = .44, p < .01), while corporate social responsibility was also positively correlated with
employee engagement (r = .27, p < .01). Additionally, organizational pride showed a significant positive
relationship with employee engagement (r = .50, p <.01).

Table 3
Mediation Analysis Using Hayes Macro Process 4.2, Model 4.
Consequences
Organizational Pride (M) EE (Y)
Antecedents B SE p B SE P
PCSR (X) A 393*** 115 <001 c 07 071 29
Organizational Pride (M) - b 84***% 10 <.001
Constant [ .06*** 009 <.001 / 16.72 190 <.001
R°= .19 F=59.21 R°= .26 F =43.36
*rAn <001 **4p <001

Note: N = 247, *p<.05, **p<.01, ***p<.001, PCSR = Perceived Corporate Social Responsibility, EE = Employee
Engagement

According to Table 3, perceived corporate social responsibility had a significant positive effect on
organizational pride (3 =3.93, SE = 1.15, p <.001). When organizational pride was included in the model, the
direct effect of perceived corporate social responsibility on employee engagement became non-significant (3
= .01, SE = .01, p = .29), while organizational pride had a strong and significant positive effect on employee
engagement (3 =.84, SE=.10, p <.001). The model explained 19% of the variance in organizational pride and
26% of the variance in employee engagement

ISSN (Online): 3006-8428  Vol. 4 No. 4 (Fall 2025)  THE REGIONAL TRIBUNE < Page 281



Muhammad Sajjad Shahid et al. (2025)

Perceived Corporate Social Responsibility and Employee Engagement among Employees in the Corporate Sector of
Pakistan: The Mediating Role of Organizational Pride

Indirect Effect

Indirect Path Effect B LLCI ULCI
Organizational Pride .05 21 13 29
Note: N = 247

The indirect effect of perceived corporate social responsibility on employee engagement through
organizational pride was positive and significant (effect = 0.05, 3 = 0.21), with the bootstrap confidence interval
not including zero (LLCI = 0.13, ULCI = 0.29), indicating that organizational pride significantly mediates the
relationship between perceived corporate social responsibility and employee engagement.

Table 4
Gender Difference between Study Variable
Men(n=119) Women(n=128)
M SD M SD t (245) p Cohen’s d
PCSR 12634 2433 123.89 25.71 76 44 0.09
Organizational Pride 12.26 3.95 12.96 3.92 -1.39 16 0.17
Employee Engagement 28.21 6.34 30.38** 7.32 -2.47 01 0.31

Note: N = 247, **p < .01, M= Mean, SD= Standard Deviation, PCSR = Perceived Corporate Social Responsibility

Table 4 presents the gender differences in the study variables. The results demonstrated no
statistically significant differences between men and women in perceived corporate social responsibility
(PCSR), t (245) = 0.76, p = .44, Cohen’s d = 0.09, or organizational pride, t (245) = -1.39, p = .16, Cohen's d =
0.17, suggesting small effect sizes. However, a significant gender difference was observed in employee
engagement, with women scoring higher than men (M = 30.38 vs. 28.21), {(245) = -2.47, p = .01, Cohen's d =
0.31, indicating a moderate effect size.

Discussion

The study aimed to address a gap in the existing literature by examining the relationship between perceived
corporate social responsibility and employee engagement among employees in Pakistan’s corporate sector
with a particular focus on the mediating role of organizational pride.

The first hypothesis of the study is proved as there is a significant relationship among study variables, i.e.,
perceived corporate social responsibility, organizational pride, and employee engagement among employees
working in the corporate sector of Pakistan. The study aligns with a previous similar study that stated that
perceived internal corporate responsibility is significantly associated with organizational pride and employee
engagement among employees working in the corporate sector in Pakistan (Ali et al., 2024). The reason for
study results in the cultural context of Pakistan could be since Pakistan is a collectivistic sort of country where
the organizational responsibility particularly constituting employee rights, customers rights, government law
abidance etc, enhances the emotional attachment among employees that likely to boost pride feeling as well
as enhances the engagement of employees towards their work which ultimately increase the organizational
productivity.
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The second hypothesis of the study is also proved, as the perceived corporate sector responsibility after
controlling for organizational pride did not significantly affect the employee engagement, while the indirect
effect via organizational pride in the mediation model is significant, indicating full mediation. The result of this
study is similar to a study conducted on employees in Austria, that study stated a significant mediating role of
organizational pride between corporate social responsibility and employee positive attitude and attachment
towards the organization (Schaefer et al.,, 2024). The reason for the significant mediating role of organizational
pride between perceived corporate social responsibility and employee engagement could be due to the
positive influence of organizational practices on employees. When employees perceive such ethical and
responsible practices, they tend to feel pride to be part of that organization, which ultimately enhances their
engagement at work.

The third hypothesis of the study is also partially proved, as no statistically significant difference was found
among men and women for the variable perceived corporate responsibility and organizational pride, while
women scored statistically significantly higher on employee engagement than men. A previous study
conducted on business students depicted that women scored significantly higher on corporate social
responsibility than their counterparts in South Africa (Fatoki, 2016). Another, similar study conducted in
Toronto, Canada, reported that women from midlife to retirement age scored significantly higher on
corporate social responsibility in both the private and public sectors (Magee, 2015). Another recent study
contradicts the findings of this study, which reported that data gathered from two companies in South Africa
reported that men scored significantly higher on employee engagement than their counterparts (Steyn &
Grobler, 2016). However, another study aligns with the result of this study for employment gender related
differences. The study reported that female academicians scored higher than male academicians; the data
were gathered from the Central University of Kashmir, the University of Kashmir, and the Islamic University of
Science and Technology in India (Gulzar & Teli, 2018). The reason for non-significant result between men and
women with respect to study variables perceived corporate responsibility and organizational pride could be
due to similar perception of both men and women towards these variables, while the significant higher score
of women on employee engagement could be the women higher intrinsic motivation to engage in work when
they are given right environment, recognition, employee rights they tend to surpass men in engagement at
work.

Limitations and Recommendations

The study, although fulfilling its hallmark, possesses several shortcomings, i.e., limited sample size, cross-
sectional study design, purposive sampling technique, English version scales for Pakistani employees, which
included under-metric employees too, and limited demographics. The future studies need to overcome these
limitations by including a larger sample size for the study’'s generalizability, and adopting a stratified sampling
technique and Urdu version scales for Pakistani employees. Also, there is a need to include demographics
like public sector employees or private sectors, and to include designations of employees as well.

Implications
The study's findings comprise several practical and theoretical implications. Practically, the correlational
analysis of the study indicates there is a need for an effective design for corporate social responsibility as the
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employees get emotionally involved with the organization. With corporate social responsibility being high, this
also enhances employee engagement, which ultimately enhances organizational productivity. The full
mediation analysis depicts the crucial role of organizational pride between perceived corporate social
responsibility and employee engagement, the indirect significant effect of perceived corporate social
responsibility on employee engagement via organizational pride indicates that organizational higher
managements must work on pride-building practices i.e. employee recognition, value-based leadership,
transparency of reward and bonuses, fair and merit based promotion, considering employees as an important
asset of the organization and taking effective steps for their rights. Women have a significantly higher score
on employee engagement than men, indicating that there is a need to identify factors that heightened the
women's engagement to apply those factors to men and make policies to engage men's engagement at work
too. The inclusive management and flexible work policy may close the gap between men's and women's
employee engagement.

Theoretically, the study demonstrates a clear understanding of how corporate social responsibility
perception of employees enhances the engagement of employees at work via a mediator. This study finding
extended the social identity theory (Tajfel & Turner, 2004), which depicted that when employees perceive the
organization as socially responsible, they tend to feel pride in being part of it and which subsequently
strengthens their emotional attachment and enhances their engagement. Further, the study result is
congruent with social exchange theory (Blau, 1964), that employees reciprocate the responsibility and favor
of organizational action in terms of good behavior and attitude. However, the non-significant direct effect of
perceived corporate social responsibility depicts that reciprocity does occur towards the organization by
employees, but via an internal psychological state that is organizational pride rather than corporate social
responsibility alone. The finding advances the corporate social responsibility engagement theories (Ali et al.,
2024; Glavas, 2016; Kavya & Padmavathy, 2017; Rupp et al., 2018) by clarifying that emotional mechanism, i.e,
organizational pride, is a critical explanatory pathway between corporate social responsibility and employee
engagement.

Women scored significantly higher than their men counterparts on the study variable employee
engagement, which indicates women tend to possess higher affiliation with organizational values, as depicted
by social role theory (Eagly & Wood, 2012). The findings also extended the previous engagement theory
developed by Kahn (1990), which stated that work meaningfulness, psychological ownership, and availability
can be differently perceived by men and women depending on the cultural and social context. Pakistan is a
society where women are expected to balance professional responsibilities with family and social roles, which
may strengthen their emotional attachment to organizations and influence their engagement levels.

Page 284 « THE REGIONAL TRIBUNE (TRT) « Vol.4 No. 4 (Fall 2025) < ISSN (Online): 3006-8428



Muhammad Sajjad Shahid et al. (2025)

Perceived Corporate Social Responsibility and Employee Engagement among Employees in the Corporate Sector of
Pakistan: The Mediating Role of Organizational Pride

References

Ali, F., Nawaz, Z., & Kumar, N. (2024). Internal corporate social responsibility as a strategic tool for employee
engagement in public organizations: Role of empathy and organizational pride. Human Systems
Management, 43(3), 391-406. https://doi.org/10.3233/hsm-230118

Arslan, M. (2020). Mechanisms of labour exploitation: The case of Pakistan. International Journal of Law and
Management, 62(1), 1-21. https://doi.org/10.1108/ijlma-07-2018-0145

Badran, F. M., & Mohamed, E.H. (2024). Organizational pride and job satisfaction among staff
nurses. https://doi.org/10.21203/rs.3.rs-4391456/v1

Blader, S. L., & Tyler, T. R. (2009). Testing and extending the group engagement model: Linkages between
social identity, procedural justice, economic outcomes, and extrarole behavior. Journal of Applied
Psychology, 94(2), 445-464. https://doi.org/10.1037/a0013935

Blau, P. M. (1964). Exchange and power in social life. New York: Wiley. https://doi.org/10.2307/2574842

David, J., Adimasta, B., & Lataruva, E. (2025). Work-Life Balance: The Key to Employee Engagement and
Employee Performance. Arthatama. Journal of Business Management and Accounting, 9(1), 71-82.
https://journal.lifescifi.com/index.php/art/article/view/647

Deigh, L., Farquhar,]., Palazzo, M., & Siano, A. (2016). Corporate social responsibility: Engaging the
community. Qualitative Market Research: An International Journal, 19(2), 225-
240. https://doi.org/10.1108/gmr-02-2016-0010

Despotovic, C. (2025). Employee Engagement as a Mediator Between Transformational Leadership and
Organizational Commitment [Doctoral dissertation]. Walden University.

Eagly, A.H., & Wood, W. (n.d.). Social role theory. Handbook of Theories of Social Psychology, 458-
476. https://doi.org/10.4135/9781446249222.n49

Fatoki, O. (2016). Gender and the perception of corporate social responsibility by university students in South
Africa. Gender and Behaviour, 14(3), 7574-7588. https://hdl.handle.net/10520/E/C-64df0186e

Glavas, A. (2016). Corporate social responsibility and employee engagement: Enabling employees to employ
more of their whole selves at work. Frontiers in psychology, 7, 796.
https://doi.org/10.3389/fpsyg.2016.00796

Glavas, A. (2016). Corporate social responsibility and organizational psychology: An integrative
review. frontiers in psychology, 7, 144. https://doi.org/10.3389/978-2-88945-199-9

Goyal, K, Nigam, A, & Goyal, N. (2023). Human resource management practices and employee
engagement. International  journal of Human  Capital in  Urban  Manage, 8(4), 559-572.
https://www.ijhcum.net/article_706444_e6bacfe158daeb2fc1a944d2593ce0df.pdf

Gulzar, S, & Teli, M. R. (2018). Gender and work engagement: A study of academic staff in higher
education. Arabian Journal of Business and Management Review, 8(2), 1-3.

Haapakoski, P., Wenstrom, S., & Uusiautti, S. (2024). The Correlation between Work Engagement and the
Positive Organizational PRIDE Index Provides Perspectives on Workplace Development.
https://www.theseus.fi’/handle/10024/868760

Hayes, A. F., & Rockwood, N. J. (2017). Regression-based statistical mediation and moderation analysis in
clinical research: Observations, recommendations, and implementation. Behaviour research and
therapy, 98, 39-57. https://doi.org/10.1016/}.brat.2016.11.001

ISSN (Online): 3006-8428 « Vol.4 No. 4 (Fall 2025) « THE REGIONAL TRIBUNE < Page 285


https://doi.org/10.3233/hsm-230118
https://doi.org/10.1108/ijlma-07-2018-0145
https://doi.org/10.21203/rs.3.rs-4391456/v1
https://doi.org/10.1037/a0013935
https://doi.org/10.2307/2574842
https://journal.lifescifi.com/index.php/art/article/view/647
https://doi.org/10.1108/qmr-02-2016-0010
https://doi.org/10.4135/9781446249222.n49
https://hdl.handle.net/10520/EJC-64df0186e
https://doi.org/10.3389/fpsyg.2016.00796
https://doi.org/10.3389/978-2-88945-199-9
https://www.ijhcum.net/article_706444_e6bacfe158daeb2fc1a944d2593ce0df.pdf
https://www.theseus.fi/handle/10024/868760
https://doi.org/10.1016/j.brat.2016.11.001

Muhammad Sajjad Shahid et al. (2025)

Perceived Corporate Social Responsibility and Employee Engagement among Employees in the Corporate Sector of
Pakistan: The Mediating Role of Organizational Pride

Jones, D. A, & Rupp, D. E. (2018). Social responsibility in and of organizations: The psychology of corporate social
responsibility among organizational members. Handbook of industrial, work, and organizational
psychology, 333-350. https://www.torrossa.com/en/resources/an/5018755#page=366

Kahn, W. A. (1990). Psychological conditions of personal engagement and disengagement at work. Academy of
Management Journal, 33(4), 692-724. https://doi.org/10.2307/256287

Kavya, M., & Padmavathy, G. (2017). Employee engagement: a review on engagement models. Imperial journal
of Interdisciplinary Research (lJIR), 3(2), 871-877.

Liu, Z., Qin, Y., Guo, Y., Zhang, M., & Li, Y. (2024). How do corporate social responsibility perceptions facilitate
advocacy behavior? The roles of organizational pride and responsible leadership. Chinese journal of
Communication, 18(2), 159-181. https://doi.org/10.1080/17544750.2024.2389854

Magee, W. (2014). Effects of gender and age on pride in work, and job satisfaction. journal of Happiness
Studies, 16(5), 1091-1115. https://doi.org/10.1007/s10902-014-9548-x

Majeed, M., & Shaikh, B. A. (2024). State Responsibility to Protect Human Rights in Private Business
Corporations: A Comparative Analysis of the UK and Pakistan. Pakistan JL Analysis & Wisdom, 3, 70.

Mandhachitara, R., & Poolthong, Y. (2011). A model of customer loyalty and corporate social
responsibility. Journal of services marketing, 25(2), 122-133.
https://doi.org/10.1108/08876041111119840

Montiero, A. (2025). Exploring Strategies for Improving Employee Engagement in Large Technology
Companies [Doctoral dissertation]. Walden University.

Ng, T. W., Yam, K. C,, & Aguinis, H. (2018). Employee perceptions of corporate social responsibility: Effects on
pride, embeddedness, and turnover. Personnel Psychology, 72(1), 107-
137. https://doi.org/10.1111/peps.12294

Memon, U. (2024). The Corporate Social Responsibility in Pakistan: A Voluntary Adoption or An Obligation?. The
Corporate  Social ~ Responsibility in  Pakistan: A Voluntary — Adoption or An  Obligation.
https://papers.ssrn.com/sol3/papers.cfm?abstract_id=4997235

Raza, A, Farrukh, M., Igbal, M. K., Farhan, M., & Wu, Y. (2021). Corporate social responsibility and employees'
voluntary pro-environmental behavior: The role of organizational pride and employee
engagement. Corporate  Social  Responsibility —and — Environmental — Management, 28(3), 1104-
1116. https://doi.org/10.1002/csr.2109

Rupp, D. E., Shao, R., Skarlicki, D. P., Paddock, E. L., Kim, T., & Nadisic, T. (2018). Corporate social responsibility
and employee engagement: The moderating role of <scp>CSR</scp>-specific relative autonomy and
individualism. Journal of Organizational Behavior, 39(5), 559-579. https://doi.org/10.1002/j0b.2282

Schaefer, S. D., Cunningham, P., Diehl, S., & Terlutter, R. (2024). Employees' positive perceptions of corporate
social responsibility create beneficial outcomes for firms and their employees: Organizational pride as
a mediator. Corporate  Social  Responsibility —and  Environmental ~ Management, 31(3), 2574-
2587. https://doi.org/10.1002/csr.2699

Schaufeli, W. B., Bakker, A. B., & Salanova, M. (2006). The measurement of work engagement with a short
questionnaire. Educational and Psychological Measurement, 66(4), 701-
716. https://doi.org/10.1177/0013164405282471

Page 286 < THE REGIONAL TRIBUNE (TRT) « Vol.4 No. 4 (Fall 2025) < ISSN (Online): 3006-8428


https://www.torrossa.com/en/resources/an/5018755#page=366
https://doi.org/10.2307/256287
https://doi.org/10.1080/17544750.2024.2389854
https://doi.org/10.1007/s10902-014-9548-x
https://doi.org/10.1108/08876041111119840
https://doi.org/10.1111/peps.12294
https://papers.ssrn.com/sol3/papers.cfm?abstract_id=4997235
https://doi.org/10.1002/csr.2109
https://doi.org/10.1002/job.2282
https://doi.org/10.1002/csr.2699
https://doi.org/10.1177/0013164405282471

Muhammad Sajjad Shahid et al. (2025)

Perceived Corporate Social Responsibility and Employee Engagement among Employees in the Corporate Sector of
Pakistan: The Mediating Role of Organizational Pride

Schilpzand, P., Hamrick, A. B., Gooty, J., & Huang, L. (2025). Pride in the workplace: An integrative review,
synthesis, and future research agenda. Journal of Organizational
Behavior. https://doi.org/10.1002/job.2869

Shah, S. Q., & Sarif, S. M. (2023). Navigating labor protection: A comprehensive study of employment laws in
Pakistan. International ~ journal — of  Public — Administration, — Management — and  Economic
Development, 8(2). https://doi.org/10.60026/ijpamed.v8i2.116

Steyn, R., & Grobler, S. (2016). Sex differences and work engagement: A study across 27 South African
companies. Journal of Contemporary Management, 13(1), 4601-481.
https://hdl.handle.net/10520/EJC193357

Sulaiman, T.H, Abalaka, J.N, & Ajiteru, S.AR. (2025). Methods to assess how corporate social responsibility
affects organizational performance: A Nigerian perspective on firms' profitability. Digital Innovation :
International Journal of Management, 2(2), 115-135. https://doi.org/10.61132/digitalinnovation.v2i2.291

Tajfel, H., & Turner, J. C. (2004). The social identity theory of intergroup behavior. In Political psychology (pp.
276-293). Psychology Press.

Turker, D. (2009). Measuring corporate social responsibility: A scale development study. Journal of business

ethics, 85(4), 411-427. https://doi.org/10.1007/s10551-008-9780-6

Uwhejevwe-Togbolo, S. E., Kaizar, V. O., Temile, S. O., Ubogu, F. E., Efanimjor, P., & Okwoma, A. A. (2025). The
Intersection of Corporate Social Responsibility (CSR), Firm Performance, and Clinical Psychology. Review
of Ethics in Sustainable Finance and Accounting, 1(1), 1-12.
https://ojs.proaksara.com/index.php/resfa/article/view/43

Wibaselppa, A, Santosa, T. A, Batjo, S. N., Fauzi, R. U. A, Nugraha, A. R., Sinaga, H. D. E., & Wulandari, A. S. R.
(2025). The role of employee engagement in increasing Millennial and Gen Z employee
retention. RIGGS:  Journal — of  Artificial  Intelligence  and  Digital  Business, 4(2),  51-56.
https://doi.org/10.31004/riggs.v4i2.450

Youn, H., & Kim, J. H. (2022). Corporate social responsibility and hotel employees’ organizational citizenship
behavior: the roles of organizational pride and meaningfulness of work. Sustainability, 14(4), 2428.
https://doi.org/10.3390/su14042428

Zaheer, B, Saddique, A. A, Ulla, H. M. H., & Kashif, M. (2025). Violation of human rights in Pakistan, challenges
and progress. The Critical Review of  Social Sciences Studies, 3(1), 1864-
1878. https://doi.org/10.59075/armh4y03

Zuo, J., Huang, L., & Minami, C. (2025). Perceived corporate social responsibility and employee engagement:
Organizational identification and corporate volunteering climate. Corporate Social Responsibility and
Environmental Management, 32(6), 8125-8143. https://doi.org/10.1002/csr.70125

ISSN (Online): 3006-8428 « Vol.4 No. 4 (Fall 2025) « THE REGIONAL TRIBUNE < Page 287


https://doi.org/10.1002/job.2869
https://doi.org/10.60026/ijpamed.v8i2.116
https://hdl.handle.net/10520/EJC193357
https://doi.org/10.61132/digitalinnovation.v2i2.291
https://doi.org/10.1007/s10551-008-9780-6
https://ojs.proaksara.com/index.php/resfa/article/view/43
https://doi.org/10.31004/riggs.v4i2.450
https://doi.org/10.3390/su14042428
https://doi.org/10.59075/armh4y03
https://doi.org/10.1002/csr.70125

