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Abstract

Corporate Social Responsibility (CSR) has developed from a purely
philanthropic act, to a strategic organizational tool, impacting both external
stakeholders, and the internal workforce. Of all internal benefits of CSR initiatives,
the influence of employee engagement is by far the most significant. In this paper,
we examine the connection between CSR and employee engagement focusing on
how socially responsible initiatives develop a sense of purpose, belonging, and
organizational pride. When the employee perceives alignment in values at both the
organizational and interpersonal level, CSR activities tend to motivate employees
positively thus, general employee engagement is likely to enhance as well. In
practice, engaged employees are likely to demonstrate increased levels of
commitment, discretionary effort and advocacy for the organization. Furthermore,
CSR initiatives afforded employees the opportunity to develop certain skills and
interact and work with other employees or community stakeholders in a
meaningful way outside of traditional work roles enhancing the psychological
contract between employer and employee. This abstract reminds practitioners that
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corporate social responsibility (CSR) should not be considered solely as an
organization’s method of building reputation among external stakeholders but is
imperative to the corporation’s internal employee engagement strategy. Linking
CSR and employee engagement yields a virtuous cycle where an organization, on
one hand, establishes itself as a socially responsible organization that engages,
inspires and retains talent, and on the other hand, thus leads to employees that
advocate for both the organizations and CSR value proposition.

Keywords: Corporate Social Responsibility (CSR), Employee Engagement,
Organizational Pride, Commitment, Psychological Contract

LINTRODUCTION

In the twenty-first century, businesses are no longer judged solely by their
fiscal performance or request dominance. The global business, shaped by rapid-fire
technological advancements, environmental challenges, and heightened social
mindfulness, has placed emphasis on a company’s part as a responsible commercial
citizen. At the moment, associations are anticipated to balance profitability with
cthical conduct, environmental stewardship, and community development. This
broader anticipation has elevated Commercial Social Responsibility (CSR) from a
supplemental humanitarian exertion to a strategic business precedence. CSR
initiatives are now viewed as a vital element of long- term sustainability, character
operation, and competitive isolation.

Resemblant to this shift, engagement has surfaced as one of the most
critical determinants of organizational success. Engaged workers demonstrate
advanced situations of commitment, provocation, and productivity. They're less
likely to leave their associations, more likely to introduce, and frequently act as
ministers of the brand in both professional and particular settings. Employee
engagement is no longer seen as a “soft” mortal coffers concern; it's decreasingly
honored as a measurable motorist of fiscal performance and organizational
adaptability.

What makes contemporary business geography particulatly intriguing is
the growing body of substantiation that links CSR initiative directly to engagement.
Workers do not simply seek fiscal compensation; they seek purpose, meaning, and
alighment between their particular values and their employet’s charge. In numerous
cases, CSR serves as the ground that connects individual purpose with
organizational vision. When workers perceive their association as socially
responsible, they witness heightened pride and fidelity. When they're invited to
laboriously share in a CSR initiative — whether through volunteering,
environmental juggernauts, or community outreach — they frequently report lesser

job satisfaction and deeper emotional commitment to their work.
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This relationship is n't limited to anecdotal compliances. Multiple studies
have demonstrated that associations with strong CSR programs tend to have
advanced engagement scores. For example, exploration by Deloitte and Gallup has
shown that purpose- driven companies not only retain workers more effectively
but also foster advanced situations of optional trouble — the “redundant afar” that
workers choose to give when they feel valued and aligned with organizational
pretensions. Also, youngish generations, particularly Millennials and Generation Z,
are especially drawn to associations that demonstrate genuine commitments to
social and environmental causes. For these cohorts, CSR is n't a supplemental
exertion,; it's a decisive factor in choosing where to work and how long to stay.

The integration of CSR and engagement also holds strategic advantages
for associations. First, CSR initiatives produce openings for cross-functional
collaboration and leadership development, offering workers guests beyond their
formal job descriptions. Second, CSR contributes to employer branding, helping
associations attract top gifts in competitive labor requests. Third, by cultivating a
pool that identifies explosively with organizational values, CSR reduces
development costs and enhances organizational culture. Eventually, CSR
conditioning frequently fosters invention, as workers apply creative problems-
working to address complex societal challenges — chops that are transmittable to
their diurnal places.

Still, realizing these benefits is n't automatic. Numerous associations still
struggle to design CSR programs that reverberate with workers. Common
challenges include lack of mindfulness about CSR initiative, limited hand
participation openings, or initiatives that are perceived as superficial “ crack- box ”
exercises rather than authentic commitments. Without careful planning,
communication, and alignment with organizational strategy, CSR sweats may fail to
induce meaningful engagement.

The report highlights the binary part of CSR as a motorist of social good
and as a strategic tool for erecting a motivated, flexible, and unborn-ready pool. In
doing so, it underscores that CSR is n't a voluntary add- on but an essential
organizational practice in the period of conscious capitalism and stakeholder-
driven business models.

Eventually, this report argues that CSR and employee engagement aren't
just Initiatives but interdependent forces. When courteously aligned, they can
produce an important community — one that advances organizational success

while contributing meaningfully to society.
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Understanding CSR and Employee Engagement
Corporate Social Responsibility (CSR)

Corporate Social Responsibility (CSR) refers to the responsibility
businesses have toward the communities and surroundings in which they operate.
Traditionally, companies were viewed as realities designed to maximize profit for
shareholders. Still, the contemporary perspective emphasizes that associations also
have scores to stakeholders — workers, guests, governments, communities, and
the natural terrain.

Scholars have defined CSR in multiple ways. Carroll’s well- known frame (1991)
categorizes CSR into four layers: profitable, legal, ethical, and humanitarian
liabilities. Also, the World Business Council for Sustainable Development defines
CSR as “the continuing commitment by business to bear immorally and contribute
to profitable development while perfecting the quality of life of the pool, their
families, and the original community and society at large. ”
From a practical viewpoint, CSR conditioning may include

e enforcing environmentally sustainable practices (reducing carbon

footmark, renewable energy use).
icing ethical labor practices and diversity in the plant.
e Supporting community enterprise similar to education, health care, and
poverty relief.
® FHngaging in philanthropy through donations or levy work.
CSR is no longer a voluntary “add- on.” In a globalized wotld where translucency
is heightened by social media and public scrutiny, CSR has become a strategic
necessity. Companies that engage in meaningful CSR enjoy stronger reports,
enhanced client fidelity, and bettered hand satisfaction.

Employee Engagement

Employee engagement refers to the emotional and cerebral connection
workers have with their work, their platoon, and the overall association. Unlike job
satisfaction, which may reflect temporary happiness, engagement captures a deeper
position of involvement — workers who are engaged care about the association’s
pretensions and are motivated to contribute to its success.

William Kahn(1990), who’s frequently regarded as the colonist of

<«

engagement proposition, defined engagement as “ the harnessing of association
members’ characters to their work places. ” In practice, this means workers express
themselves physically, cognitively, and emotionally while performing their jobs.
Gallup’s extensively cited description further emphasizes engagement as the degree
to which workers are “involved in, enthusiastic about, and committed to their work

and plant.”
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Engagement can be broken down into three main confines:

e Cognitive engagement — workers’ belief in the association and its
pretensions.
® [Emotional engagement — workers’ emotional attachment to the

association and their sense of belonging.

® Bchavioral engagement — the optional trouble workers put into their work.
High situations of engagement lead to multitudinous organizational benefits,
including:

® Increased productivity and invention.

® [ower absenteeism and development.

e Stronger client satisfaction.

e Enhanced fiscal performance.
CSR as a Bridge to Engagement

The relationship between CSR and engagement lies in values alignment.
workers are n't only motivated by hires and elevations but also by the belief that
their work contributes to a lesser good. CSR initiatives serve as a ground between
workers’ particular values and the association’s charge.

When workers see that their company laboriously supports causes similar
as environmental conservation, gender equivalency, or community development,
they witness a sense of pride and belonging. They feel that their particular ideals
are validated in the plant, which strengthens emotional commitment and fidelity.
This connection transforms workers into active ministers of the brand, both within
and outside the association.

CSR also fosters engagement by
e Furnishing volunteering openings where workers can directly contribute to
societal change.

Creating a positive character that workers are proud to associate with.

Enhancing trust in leadership, as socially responsible conduct gesture

ethical integrity.

e Offering learning openings, since CSR systems frequently involve skill-
structure and cross-functional collaboration.

CSR and Engagement: Mechanisms of Influence

The connection between Corporate Social Responsibility (CSR) and
employee engagement is increasingly recognized in both academic literature and
industry practice. While CSR initiatives are primarily aimed at fulfilling an
organization’s obligations toward society and the environment, they also generate
internal benefits by shaping employee perceptions, attitudes, and behaviors. The
mechanisms through which CSR influences engagement are multifaceted, involving

psychological, social, and organizational processes.
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1. Alignment with Personal Values

One of the strongest mechanisms is the alignment between organizational
CSR activities and employees’ personal values. When employees perceive that their
employer supports causes they care about—such as environmental sustainability,
diversity and inclusion, or community development—they feel a deeper sense of
identification with the organization. This alignhment enhances emotional
commitment, which is a core dimension of engagement.
2. Sense of Purpose and Meaning at Work

Employees are more engaged when they believe their work contributes to
something larger than themselves. CSR provides a broader purpose that extends
beyond profit, giving employees the sense that their daily efforts contribute
indirectly to solving societal problems. This sense of purpose fulfills intrinsic
motivational needs, which are central to long-term engagement.
3. Employee Pride and Organizational Reputation

CSR initiatives enhance an organization’s reputation, both externally and
internally. When employees see their organization recognized for ethical and
socially responsible practices, they experience a sense of pride by association. This
pride translates into stronger loyalty and advocacy, with employees more likely to
speak positively about their employer and go the extra mile in their work.
4. Opportunities for Participation and Involvement

CSR initiatives often involve employee volunteering, community service,
or sustainability projects. These activities provide opportunities for employees to
step outside their normal job roles, collaborate across departments, and develop
new skills. Active participation in CSR fosters a sense of belonging and strengthens
interpersonal connections, which are key drivers of engagement.
5. Development of Skills and Leadership

CSR projects can serve as informal platforms for professional growth.
Employees involved in planning or executing CSR programs often develop
leadership, communication, and project management skills. These experiences not
only contribute to personal development but also make employees feel valued by
the organization, reinforcing their commitment.

6. Trust and Organizational Justice

CSR initiatives communicate the organization’s commitment to fairness,
responsibility, and ethics. When employees perceive their employer as socially
responsible, they are more likely to trust organizational leadership. This perception
of organizational justice strengthens engagement by reducing cynicism and
reinforcing a positive psychological contract between employees and employers.
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7. Team Cohesion and Social Bonding

CSR activities—such as group volunteering, charity events, or
sustainability campaigns—promote collaboration and strengthen workplace
relationships. These shared experiences foster social capital, which enhances
teamwork, communication, and mutual support within the organization. Stronger
social bonds at work contribute to higher levels of engagement.
8. Employer Branding and Talent Attraction

CSR indirectly influences engagement by attracting employees who are
predisposed to higher levels of motivation and value-driven work. A strong
employer brand rooted in CSR appeals to socially conscious job seekers, who are
then more likely to become engaged once hired. This self-selection mechanism

ensures that the organization attracts talent aligned with its culture and values.

CSR Initiatives and Employee Engagement in Real Time

While the theoretical relationship between CSR and employee engagement
is well established, its effectiveness is best demonstrated through real-world
practices. Many leading organizations across industries have successtully integrated
CSR into their business models and employee experience strategies, showing how
socially responsible initiatives can inspire pride, purpose, and loyalty among their
workforce.
1. Google — Google Serve Volunteering Program

Google has institutionalized employee volunteering through its Google
Serve program, an annual, month-long initiative where employees worldwide
participate in community service projects. Employees are encouraged to apply their
technical expertise to solve real-world challenges, such as building digital literacy
programs for underserved communities or supporting NGOs with data analytics.

¢ Engagement Impact:

o Employees gain a sense of pride in applying their skills for societal
good.

0 Cross-team collaboration during volunteer projects enhances
bonding and teamwork.

o Surveys show Googlers value these opportunities for both skill-
building and meaningful contribution, which contributes to high
engagement scores.

2. Unilever — Sustainable Living Plan

Unilever has embedded sustainability into its business strategy through the
Unilever Sustainable Living Plan (USLP), which focuses on reducing
environmental impact and improving health and well-being. Employees are actively
involved in initiatives like reducing plastic use, developing sustainable product

packaging, and driving awareness campaigns in local communities.
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e Engagement Impact:

o Employees feel connected to Unilever’s mission of “making
sustainable living commonplace.”

O Participation in sustainability projects gives employees purpose
and pride in their daily work.

0 The company reports higher engagement among employees who
actively participate in USLP initiatives, as they perceive their work
contributes to global change.

3. Starbucks — Ethical Sourcing and Community Engagement

Starbucks has long prioritized ethical sourcing of coffee through its
C.AFE. (Coffee and Farmer Equity) Practices. Beyond sourcing, Starbucks
supports farmer communities by investing in healthcare, education, and clean
water. Employees (partners, as Starbucks calls them) also engage in community
service projects, supported by paid volunteer time.

e Engagement Impact:

o Employees are proud to be associated with a brand that stands for
fairness and sustainability.

o Community service opportunities build stronger local ties and
foster a sense of belonging.

o Employee turnover is significantly lower compared to industry
averages, with CSR cited as a major contributing factor.

4. Salesforce — 1-1-1 Philanthropy Model

Salesforce pioneered the 1-1-1 Model, where it donates 1% of equity, 1%
of products, and 1% of employee time to charitable causes. Employees are given
56 hours of paid volunteer time annually, which they can spend on causes of their
choice. The company also matches employee donations, encouraging active
participation.

e Engagement Impact:

o Employees feel empowered to support causes that resonate with
them personally.

0 The program strengthens organizational culture and positions
Salesforce as a purpose-driven employer.

o0 High engagement is reflected in Salesforce’s consistently strong
rankings as a “Best Place to Work.”

5. Infosys — Corporate Social Responsibility in Education (India)

Infosys, one of India’s leading IT companies, drives CSR initiatives
through the Infosys Foundation, focusing on education, rural development, and
healthcare. A significant program involves employees volunteering to teach digital
literacy in rural schools and mentor underprivileged students in STEM education.
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e Engagement Impact:
o Employees gain a sense of pride in contributing to India’s
educational and social development.
0 Volunteering opportunities provide leadership and mentoring
expetience, particulatly for younger employees.
O The initiative enhances loyalty and morale, as employees see their
company addressing critical societal challenges in their own

communities

Challenges in Linking CSR to Engagement

Although Corporate Social Responsibility (CSR) has the potential to
significantly ~strengthen employee engagement, the link is not always
straightforward. Many organizations implement CSR initiatives but fail to generate
the desired level of employee participation or commitment. The following
challenges highlight why CSR sometimes falls short in engaging employees:
1. Lack of Employee Awareness about CSR Initiatives

One of the most common challenges is the communication gap.
Employees are often unaware of the CSR projects their company supports, how
these initiatives are executed, or what impact they create. CSR reports are
sometimes limited to annual disclosures meant for investors or external
stakeholders, leaving employees disengaged from the process.
2. Misalignment with Employees’ Personal Values

CSR initiatives are most effective when they resonate with employees’
personal beliefs and passions. However, in many cases, organizations choose CSR
areas based solely on corporate strategy, branding, or executive priorities,
neglecting to consult employees. This misalignment can result in indifference or
even skepticism.
3. Viewing CSR as a “Tick-Box” Activity

When CSR is treated as a compliance requirement or a marketing tool
rather than a genuine commitment, employees quickly perceive it as inauthentic.
Such “greenwashing” or “window-dressing” undermines trust, creating cynicism
rather than engagement.
4. Limited Opportunities for Employee Participation

CSR is most engaging when employees are active participants rather than
passive observers. However, some organizations centralize CSR decision-making at
the corporate level, leaving little room for grassroots involvement. In such cases,
employees may feel excluded or unable to contribute meaningfully.
5. Resource and Time Constraints

Even when employees are motivated, practical barriers such as heavy
workloads, rigid schedules, or lack of organizational support can limit participation.
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Without dedicated time, resources, or recognition, CSR often becomes a “nice-to-
have” rather than an integrated aspect of work life.
6. Measuring and Demonstrating Impact

Another challenge lies in organizations’ inability to measure the impact
of CSR initiatives and communicate results effectively. Employees are more likely
to stay engaged when they see tangible outcomes of their efforts. Without evidence
of impact, CSR may appear symbolic or superficial.
7. Cultural and Regional Differences

For multinational corporations, CSR strategies are often designed at
headquarters and then applied globally. However, CSR themes that resonate in one
country may not hold the same relevance in another. This creates a mismatch

between global CSR agendas and local employee expectations.

Best Practices and Recommendations

To maximize the positive impact of Corporate Social Responsibility (CSR)
on employee engagement, organizations must move beyond symbolic initiatives
and embed CSR into their culture, strategy, and daily operations. The following
best practices and recommendations provide a roadmap for creating authentic,
impactful, and employee-driven CSR programs.
1. Align CSR with Organizational Mission and Core Values

CSR efforts are most effective when they are consistent with the
company’s identity and business model. When CSR initiatives reflect the
organization’s mission and values, employees perceive them as authentic and
meaningful rather than superficial.
2. Involve Employees in CSR Design and Decision-Making

Employee engagement increases when individuals feel a sense of
ownership over CSR initiatives. Involving employees in selecting focus areas and
designing programs ensures alignhment with their values and interests.
3. Communicate CSR Initiatives Effectively

Transparent and consistent communication is essential to raise awareness
and demonstrate impact. Employees need to know not only what the organization
is doing but also why it matters and how they can contribute.
4. Create Opportunities for Active Participation

CSR should not be limited to corporate donations or sponsorships.
Engagement deepens when employees have hands-on opportunities to participate
in volunteering, mentoring, or sustainability projects.
5. Recognize and Reward CSR Contributions

Recognition reinforces the value of employee partticipation in CSR.
Rewarding employees for their contributions sends a signal that CSR is valued as
much as other business achievements.
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6. Measure and Demonstrate Impact

Employees are more engaged when they see evidence that their
contributions are making a difference. Clear metrics and impact reporting help
sustain motivation and build trust in the organization’s commitment.
7. Localize CSR Initiatives for Relevance

For multinational organizations, global CSR agendas must be adapted to
fit local contexts. Employees are more likely to engage in initiatives that address
community issues relevant to their region.
8. Embed CSR into Organizational Culture

CSR must become part of the company’s culture rather than an isolated
department initiative. When leadership consistently models and reinforces CSR
values, employees are more likely to embrace them.
9. Leverage CSR for Skill Development

CSR projects provide unique learning environments where employees can
develop leadership, teamwork, and problem-solving skills. Organizations should
deliberately connect CSR with professional development opportunities.
10. Foster Long-Term Partnerships

CSR should not be a series of one-off activities. Long-term partnerships
with NGOs, schools, or community organizations create sustainable impact and

stronger employee connection to the cause.

II. CONCLUSION

The relationship between Corporate Social Responsibility (CSR) and
employee engagement is no longer optional or peripheral—it is a strategic necessity
in today’s business environment. As organizations strive to balance profitability
with ethical conduct and societal contribution, CSR has emerged as a powerful tool
for fostering a motivated and committed workforce.

This report has shown that CSR acts as a bridge between employees’
personal values and organizational goals. When employees witness their company
contributing meaningfully to society—whether through sustainability, community
outreach, or ethical practices—they experience a heightened sense of pride,
purpose, and belonging. Such emotional connection is the essence of employee
engagement and translates into improved productivity, lower turnover, and
stronger organizational culture.

Real-world examples from Google, Unilever, Starbucks, Salesforce, and
Infosys demonstrate that CSR, when implemented authentically, can significantly
enhance engagement. These organizations provide opportunities for employees to
participate in volunteering, sustainability projects, and social development

initiatives, reinforcing alignment between personal values and corporate missions.
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However, challenges such as lack of awareness, misalignment of CSR
priorities, and limited employee participation highlight the importance of designing
CSR strategies thoughtfully. To fully realize the potential of CSR as a driver of
engagement, organizations must integrate it into their culture, involve employees in
decision-making, measure and communicate impact, and ensure authenticity in
their efforts.

Looking ahead, CSR will become even more critical as younger
generations of employees—Millennials and Gen Z—demand purpose-driven work
environments. Furthermore, the global shift toward Environmental, Social, and
Governance (ESG) frameworks will intensify expectations for companies to
demonstrate responsible behavior. Organizations that embrace CSR not only
enhance their reputation and competitiveness but also cultivate a workforce that is
proud, engaged, and future-ready.

In conclusion, CSR is not simply about “doing good”—it is about doing
good while engaging people to do well. When strategically aligned, CSR and
employee engagement create a virtuous cycle that benefits employees,

organizations, and society at large.

III. REFERENCE

1. Carroll, A. B. (nd). Corporate social  responsibility. Wikipedia.
https://en.wikipedia.org/wiki/Cotrporate social responsibility

2. Aguinis, H., & Glavas, A. (2016). What we know and don’t know about
corporate social responsibility: A review and research agenda. Jowrnal of
Management, 42(2), 122-169.
https://jcsr.springeropen.com/articles /10.1186/s40991-016-0004-6

3. Aguinis, H., & Glavas, A. (2016). Corporate social responsibility and

employee engagement: A study of antecedents and consequences. Frontiers
7 Psychology, 7, 796.
https:/ /www.ncbi.nlm.nih.gov/pmc/articles/PMC4886691

4. Glavas, A., & Piderit, S. K. (2015). Employee engagement and corporate
social responsibility (CSR): The role of meaningtul work. Journal of Business
Ethics, 127(3), 535-544.
https:/ /www.researchgate.net/publication/290837140 Employee Engage

ment and Corporate Social Responsibility CSR

5. Rupp, D. E., Ganapathi, J., Aguilera, R. V., & Williams, C. A. (2000).
Employee reactions to corporate social responsibility: An organizational
justice framework. Journal of Organizational Behavior, 27(4), 537-543.
https://onlinelibrary.wiley.com/doi/abs/10.1002/job.228

Mayas Publication 61


https://en.wikipedia.org/wiki/Corporate_social_responsibility?utm_source=chatgpt.com
https://jcsr.springeropen.com/articles/10.1186/s40991-016-0004-6
https://www.researchgate.net/publication/290837140_Employee_Engagement_and_Corporate_Social_Responsibility_CSR?utm_source=chatgpt.com
https://www.researchgate.net/publication/290837140_Employee_Engagement_and_Corporate_Social_Responsibility_CSR?utm_source=chatgpt.com
https://onlinelibrary.wiley.com/doi/abs/10.1002/job.228

10.

11.

12.

13.

14.

15.

Emperor International Jonrnal of Management

Porter, M. E., & Kramer, M. R. (2011). Creating shared value. Harvard
Business Review, 89(1/2), 62-77. https://hbr.org/2011/01/the-big-idea-
creating-shared-value

Bhattacharya, C. B., Sen, S., & Korschun, D. (2008). Using corporate
social responsibility to win the war for talent. MIT Sloan Management

Review, 49(2), 37-44.  https://sloanreview.mit.edu/article/using-
corporate-social-responsibility-to-win-the-wat-for-talent/

Kim, H. R,, Lee, M., Lee, H. T., & Kim, N. M. (2010). Corporate social
responsibility and employee—company identification. Journal of Business
Ethics, 95(3), 557-569. https://doi.org/10.1007/s10551-010-0440-2
Turker, D. (2009). How corporate social responsibility influences

organizational commitment. Journal of Business Ethics, 89(2), 189-204.
https://doi.org/10.1007/s10551-008-9993-8

Collier, J., & Esteban, R. (2007). Corporate social responsibility and
employee commitment. Business Ethics: A European Review, 16(1), 19—
33. https://doi.org/10.1111/§.1467-8608.2007.00442.x

Freeman, R. E., Harrison, J. S., & Wicks, A. C. (2007). Managing for

stakeholders: Survival, reputation, and success. Yale University Press.

Maignan, 1., & Ferrell, O. C. (2004). Corporate social responsibility and
marketing: An integrative framework. Journal of the Academy of
Marketing Science, 32(1), 3-19.
https://doi.org/10.1177/0092070303258971

Glavas, A. (2016). Corporate social responsibility and organizational

psychology: An integrative review. Frontiers in Psychology, 7, 144.
https://doi.org/10.3389 /fpsyg.2016.00144
Jones, D. A. (2010). Does serving the community also serve the company?

Using organizational identification and social exchange theories to
understand employee responses to a volunteerism program. Journal of
Occupational and  Organizational ~ Psychology, 83(4), 857-878.
https://doi.org/10.1348/096317909X477745

Aguinis, H. (2011). Otrganizational responsibility: Doing good and doing
well. In S. Zedeck (Ed.), APA handbook of industrial and organizational
psychology, Vol 3: Maintaining, expanding, and contracting the

organization (pp. 855-879). American Psychological ~Association.
https://psycnet.apa.org/record/2011-15648-03

Mayas Publication 62


https://doi.org/10.1348/096317909X477745

