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Abstract: Corporate social responsibility (CSR) is necessary in today’s organizations because they
must balance profitability with the development of a positive reputation through environmental and
social responsibilities. Therefore, the purpose of this research is to discover how organizational
culture (OC) and corporate social responsibility (CSR) relate to job satisfaction (JS), as well as
how CSR moderates their interaction. The research data were collected from 463 respondents
of SME organizations in Saudi Arabia using an online survey questionnaire (and few by in-person
survey) to determine the impact of hypothesized relations. The data were analyzed using SPSS 26.0
and AMOS to test the study hypotheses. The results indicated that corporate social responsibility
moderated the relationship between OC and JS and improved employee’s job satisfaction. Among
the hypothesized relationships of the variables, OC indicated a mediocre effect on JS, while CSR
was found to have low influence on JS. However, the study revealed significant impact among the
variables, thereby supporting all three hypotheses of the study. As the study only attempted to
understand the associations among three variables, it lacks to explain the role of other potentially
important factors such as business success, organizational structure, leadership style, and firm size.
The only stakeholders considered by the study was the employees, which is considered a major
limitation of this study. Further researchers may also consider the role of other primary stakeholders
on CSR activities, who are vital in improving employee JS. The study’s findings have some practical
implications for managers who seek to create contented personnel and prioritized CSR efforts.

Keywords: corporate social responsibility; organizational culture; job satisfaction; structural
modelling; AMOS; quantitative technique

1. Introduction

Employee and client satisfaction is a key indicator of a company’s market produc-
tivity [1]. Furthermore, Kaliski [2] asserts that job satisfaction (JS) is an important factor
in the identification, compensation, promotion, and resolution of a variety of problems.
Furthermore, researchers have discovered that job satisfaction affects both job productivity
and personal well-being. Furthermore, it has been demonstrated that employee satisfaction
has a substantial effect on an organization [3]. However, employee satisfaction in the
workplace is challenging because it requires reliability in work motivation, management,
and organizational culture that must be recognized by all employees [4]. As a result, all
companies try to engage in various aspects of social responsibility to improve employee
job satisfaction [5].

The link between JS and OC is a contentious topic that is difficult to quantify objectively,
as both concepts consist of a multitude of different aspects for which there is no theoretical
basis [6]. Employees form a comprehensive, idiosyncratic image of the company based
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on characteristics such as position, authority, interdependence, and people’s support
from others [7]. Consequently, the organization’s culture or personality is shaped by this
comprehensive perspective. Employee performance and JS are influenced by these positive
or negative opinions, with greater effects in stronger cultures [8]. Moreover, within the
current socially mindful corporate climate, in today’s socially conscious business climate,
corporate social responsibility (CSR) has risen in importance [9]. Several companies have
understood the need to combine profitability with the creation of a positive image through
environmental and social responsibility. Moreover, numerous studies show that consumer
expectations of CSR are so high that while choosing a job, potential employees consider
corporate social and environmental responsibility when choosing a job [10,11]. Moreover,
according to Fatma et al. [12], CSR efforts enhance consumer trust while improving the
company’s brand equity and reputation.

They may consider whether the company makes environmentally and socially re-
sponsible donations to society, as well as whether it operates in a fair and transparent
manner [13]. According to Aguinis [14], most CSR researchers have concentrated on con-
cerns relating to firms’ external stakeholders, whereas the relationship between CSR and
internal stakeholders has received little academic attention. CSR, according to Bonini and
Swartz [15], can improve worker confidence as well as minimize attrition. Previous studies
have mostly concentrated on the link between CSR and the consumer, but more and more
researchers are now focusing their research on the influence of CSR on the enterprise’s inner
related person, namely the employee [16]. Therefore, the relevance of CSR and its beneficial
moderating effect on employee work performance were emphasized [17]. The fusion of
these three factors may improve organizational performance and fortify organizational
culture. Lazim et al. [18] explained the performance of the workforce mediates the relation-
ship between organizational performance and HRM practices. Sociologists believe that
adversity fosters stronger levels of unanimity, enhanced social awareness, and an increased
sense of sympathy for the community. The prevailing situation in the world’s economic
system has compelled numerous businesses to reconsider their strategies in light of their
respective social and environmental consequences. Changes in social norms about the role
of business in society have been facilitated by the reduction in trade barriers, liberalization,
and the exercise of control over corporations. Assuming greater social and sustainable
initiatives, organizations today are more cognizant than ever before of the need to achieve a
balance between returns and their ethical need to exist. The need for more ethical behavior
may come from the organization’s top management, which is driven to grow profits and
provide a good public image, or potentially from the community, which may take the form
of organizational intervention or an upsurge in society’s opinion and influence. While CSR
can have significant consequences for the many recipients of such programs, there has not
been much research conducted on how it affects employee job satisfaction and corporate
culture particular to Saudi Arabian SME organizations. Furthermore, researchers found no
significant relationship between workplace culture and employee innovation [19,20].

CSR is a tremendously popular phenomenon in Saudi Arabia and has evolved into a
comprehensive effort to realize the country’s 2030 objective. Numerous empirical studies
were conducted in the Saudi Arabian context to investigate the impact of CSR on corporate
sustainability [21], non-financial benefits [22], and job satisfaction [23]. Ghardallou [21]
revealed that the companies that engaged in CSR practices saw an improvement in their
financial performance. A scientific study by Allui and Pinto [22] identified the non-financial
advantages of CSR for Saudi Arabian businesses. The author discovered that CSR raises
a positive impact and significantly reduces the detrimental effect on the business’s so-
cioeconomic, environmental, and economic bottom lines. Few studies have explored the
connections among corporate culture and firms’ achievement in the contexts of Nigeria and
Korea. However, Aldhuwaihi et al. [24] conducted research on the Saudi Arabian banking
sector to inspect the association between corporate culture and overall work performance.
The findings demonstrated that there is a positive, statistically significant relationship
between job satisfaction and organizational culture, but the correlation differs conditionally
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based on the category of organizational culture. These studies in the Saudi context hold scat-
tered opinions, and few are applicable to very specific industry or large companies [22,24].
As a result, more research is needed to understand the interactions among CSR, corporate
culture, and work contentment. Therefore, the focus of this study is on the influence of
CSR on corporate culture and work satisfaction. Because of this, managers will not only
be able to increase their CSR operations across firms, but they will also be able to better
understand how corporate culture can boost employee satisfaction. However, this initial
effort attempts to look into the connection between CSR, organizational culture, and job
happiness among Saudi Arabian employees working for diverse firms. The following
questions are covered in the paper: “Are there feasible gains within the organizations,
in regard to improved organizational culture and employee job satisfaction?” and “Does
cultural growth and job contentment exist among employees who actively engage in CSR
and obtain potential benefits?” Hence, the principal aim of this research is to study the
impact of CSR on organizational culture and employee job satisfaction. Further, it also aims
to determine the impact of corporate culture on employees’ job satisfaction. The present
work aims to conclude the influence of OC on JS, along with inspecting the role of CSR as a
moderator among OC and JS.

2. Literature Review
2.1. Job Satisfaction

JS is a pleasant or good emotional state that occurs due to a person’s evaluation of
their employment or experience at work [25–27]. JS is a good or undesirable feeling that
arises after a worker’s assessment of their degree of job satisfaction. As a result, JS is one
of the most commonly used organizational variables in research and is widely used in
managerial behavior because it has the potential to be a good indicator of how employees
perceive their jobs and forecasts about job behavior such as enthusiasm, absence, and
performance [28–31]. The results of the study of Locke [32] showed that an employee’s
emotional state and personal experiences affect his or her job satisfaction. In addition, job
satisfaction takes into account how employees feel about other aspects of their jobs, such as
compensation, benefits, career advancement, and work assignments. Depending on how
satisfied they are, this can range from likely to unlikely. According to Ahmed et al. [33],
these initiatives are closely related to the company’s strategy to satisfy its employees and
reduce turnover. Barakat et al. [34] examined the role of social responsibility on corporate
human resource practices in more detail. Employee satisfaction at work, corporate culture,
employee behavior, and career development phenomena are the most commonly studied
areas in human resources. Many other internal and external issues such as the quality of
the job, the employee’s identification with the company, and the person’s values, rules and
regulations, and norms influence the individual’s job satisfaction [35].

Glavas and Kelly [36] pointed out that CSR activities can promote and improve the
work environment and job satisfaction. The social exchange theory supports the idea
of why employee participation in company CSR activities will translate into positive
outcomes. For instance, De Roeck and Maon [37] found a firm’s commitment to CSR has a
significant influence on employees and increases the likelihood of reciprocal exchange with
the company. More specifically, employees feel obligated to do something good in return
when they believe they are supported by the firm’s pro-social efforts and friendly behavior
by following the ‘norm of reciprocity’ [38].

The strategic congruence between a firm’s dedication to behave in a socially responsi-
ble manner and the personal goals of its employees, with a focus on issues that employees
truly care about, shapes employees’ attitudes toward the company. According to this theory,
the employees’ commitment and attachment to their organization may depend on how
valuable they consider their affiliation with the company to be. From the perspective of
social responsibility, Jones [39] illustrated a positive behavior concerning an activity that
encourages employee volunteerism and can lead to positive employee reactions toward the
company. Hackman and Oldman [40] created a new model of work satisfaction to explain
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how the features of a job affect employee behavior. There are three psychological elements
that affect this connection: their job had meaning for them, they accepted responsibility
for the outcomes, and they were aware of the outcomes of their labor in reality. In line
with this theory, employees are more likely to like their work if they believe they are doing
good work, are accountable for their actions, and are aware of how well they do their
duties. Task identification (completing a distinct task), task significance (a task’s impact on
other people), and skill variety are three key job features that have an impact on the first
psychological condition (different activities require different skills). The job characteristic
of autonomy (independence and freedom while working on a task) has an impact on
the second requirement, while the job feature of feedback (offering correct information
about a specific activity’s efficacy and performance) has an impact on the third condition.
The total of the values of these five variables determines how inspiring the work can be.
The motivating potential is the extent to which an employee’s intrinsic motivation can be
sparked, and it is determined by the intersection of the aforementioned five traits.

2.2. Organizational Culture

The prevalence of organizations and institutions around the world has made general
well-being at work a subject of intense theoretical interest and investigation. According to
Warr [41], a measure of an organization’s effectiveness is how well-liked it is and effective
it feels to its employees. Employees’ social well-being, along with their bodily and mental
health, is linked to the concept of “work contentment” [42]. According to Spector [43],
work satisfaction is one of the factors that has been most extensively researched in relation
to organizational culture, attitude, and a variety of employment roles, such as defining a
job and administration. Employment satisfaction is a general term used to describe how an
employee feels about their job. However, studies have exposed that work satisfaction is a
complex issue which is affected by numerous cultural factors in an organization, including
a person’s beliefs, standards, norms, conduct, prospects, and work challenges, to name a
few [44]. Numerous aspects of job satisfaction have been established and researched as
part of the attempt to understand and enhance it from organizational culture aspects.

Since 1920, numerous researchers have examined cultural differences to cast light on
human nature. Taylor [45] defined culture as the mental dispositions and not the physical
object or evident action. In addition, Hofstede [46] argued that a community’s social
norms may be regarded as its inhabitants’ shared cognitive paradigm. The author went
on to say that it is the “character” of the community as a whole, similar to the attitude
of an individual. This profoundly symbolic and intricate theme illuminates the ways in
which individuals interact and construct their shared identities. According to Deshpande
and Webster [47], organizational culture is a multifaceted phenomenon of shared views,
values, and attitudes in the workplace that binds employees to abide by specific rules
in the organization. Similarly, other studies characterized organizational culture as an
established set of norms and values, conveyed via goals and executed in a variety of ways
throughout an organization’s workforce. Few others presented organizational culture
from various dimensions and referred to the set of values and common attitudes and
behaviors practiced by employees to achieve organizational goals; some presented as
corporate strategies, policies and procedures, work approaches or techniques, morals,
mindset, symbols, conduct, and the role played by a particular position.

2.3. Corporate Social Responsibility

Companies across a wide range of industries strive to create a positive public image
and improve society’s quality of life while maximizing their own contribution to soci-
ety [48,49]. According to the theoretical foundations of previous research, CSR mainly
focuses on two dimensions: social and environmental [50,51]. From this perspective, it
becomes clear how the company’s board of directors should communicate with the different
stakeholders, except their own. According to Elkington [52], who outlined the three bottom
lines of sustainability (human beings, the environment, and profitability), people and the
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planet are included in the socio-environmental perspective. In this context, employees’
understanding of CSR can be considered as the extent to which they behave in accordance
with the organization’s procedures and policies in order to fulfill the company’s responsi-
bilities to stakeholders and do good for society. CSR has been evaluated through various
activities and theoretical frameworks, and its impact on various performance metrics has
been highlighted [53]. This has created interest among employees and awareness of how
important CSR strategies are for the growth of a company [54]. McWilliams and Siegel [55]
define corporate social responsibility (CSR) as “activities that appear to serve societal
benefit outside of the corporation’s benefits other than those mandated by law.” Matten
and Moon [56] state that CSR is defined as a set of corporate policies and actions that
demonstrate a company’s commitment to society as a whole. According to Aguinis [57],
CSR is described as corporate initiatives that are appropriate to a certain situation, as well
as rules that include shareholders’ standards, as well as the three-bottom-line measure of
the economy, the environment, and society.

2.4. Organizational Culture and Job Satisfaction

Satisfaction research conducted by Shurbagi and Zahari [58] discovered that a positive
and substantial relationship exists among various types of culture in an organization, viz.,
market, clan, adhocracy, and hierarchical cultures, and five areas of job happiness, namely
supervision, pay, promotion, opportunities, and coworkers. Tsai et al. [59] mentioned that
the organizational atmosphere has a considerable impact on work satisfaction. According
to the study, employees who have clear and more profitable rewards and encouragement
for job achievement are happier and feel more secure in their positions. On the contrary,
Belias et al. [60] identified a link between organizational culture and employee JS, and
indicated that JS is an assessment of organizational culture since the dimensions of work
satisfaction are organizational components. Other investigations, such as the one conducted
by Avram et al. [61], have found substantial links between work happiness and corporate
culture. According to the results, the author said that there is a favorable workplace
atmosphere that is associated with an improved level of work satisfaction, which makes
employees feel appreciative of the company and leads to long-term relationships based on
mutual trust.

Hypothesis H1. Organizational culture has a positive significant relationship with job satisfaction.

2.5. Corporate Social Responsibility and Job Satisfaction

CSR initiatives encourage companies to think about how their actions affect society
as a whole. As a result, CSR initiatives can show companies how to effectively engage
with a range of stakeholders. The reputation of the organization gains from awareness of
environmental and social issues. In line with this idea, a company’s well-intentioned CSR
efforts send a signal that it is a socially responsible company. For example, companies can
build a reputation for environmentally friendly business practices by meeting stakeholder
needs for environmentally sustainable products and services [62].

Social identity theory is a key idea that explains how employees’ attitudes, such as
their job satisfaction, can be influenced by how they perceive the company’s CSR measures.
This paradigm, as previously stated, posits that employees want to become acquainted with
organizations that gained credibility as ethical business partners by devoting themselves to
causes other than generating revenue [63]. As a result, a positive assessment of a company’s
CSR commitment should provide employees with a better feeling of responsibility and
a sense of belonging to a wider social group. This could result in positive effects on the
workplace. De Roeck et al. [64] uncover a favorable link between these parameters and
hospital staff, which supports this idea. According to Schaefer et al. [65], the positive
evaluation of many CSR categories, including ecological and societal categories, has a good
impact on fulfillment with work, which is particularly true for our analysis. In terms of
environmental CSR, Raineri and Paille [66] demonstrated employees are more likely to
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behave in a sustainable way if they perceive their firm is engaging in green tasks, according
to research. Employees feel obligated to reciprocate their employer’s good deeds with a
benevolent attitude, which further substantiates the social exchange hypothesis.

According to Bauman and Skitka [67], a company’s CSR initiatives provide employees
with an idea of the nature of the company. Employees are inspired to develop positive
feelings regarding themselves, and as a result they feel like they are making the world a
better place, which can increase their job satisfaction. This is especially the case given the
implications of the notion of social identity and social interaction theories, as well as earlier
theoretical claims that workers’ assessments of a company’s CSR have a favorable effect
on work fulfillment [68–70]. According to Riordan et al. [71], employee work satisfaction
is higher in organizations that positively manage their social environment. However, the
study found a connection among ethical behavior in organizations and work satisfaction
that might be mentioned. Employees who believe their companies are fair to their em-
ployees also believe the company’s ethical duties have been met. The increase in work
satisfaction is a consequence of this circumstance [72]. According to studies, decreased job
happiness is observed when an organization does not follow ethical guidelines. However,
an increase in job satisfaction is observed when high-level managers behave in the opposite
manner [73]. Furthermore, there is a link between volunteering, social responsibility, and
satisfaction with one’s job. Companies that participate in volunteer activities will have
a better image among workers and the general public, resulting in increased job satisfac-
tion [74]. The amount of employee voluntariness is another element that influences work
happiness. Employees may develop their teamwork, problem-solving, communication,
creativity, and leadership skills by participating in the optional programs [73].

Hypothesis H2. Corporate social responsibility has a positive association with job satisfaction.

2.6. Role of CSR between OC and JS

CSR has evolved into a competitive advantage for businesses by projecting a favorable
picture of them in society, which might aid in their maintenance as well as entice new
workers and consumers [75]. An organization’s seamless interaction with its workers is
necessary to ensure the predominance of corporate social responsibility. If a company does
not take care of its employees, it will not be able to take care of its clients or the environment
in which it works [76]. The scientific study of Valentine and Fleischman [69] also explored
CSR has a mediating role between organizational culture (ethical codes and training) and
job satisfaction. Other than this, there is limited research between CSR and JS in the Saudi
Arabia context.

According to Raineri and Paille [66], workers are more satisfied with their jobs when
they know the company is well-regarded in society. This connection could be well demon-
strated by the social identity theory, which contends that employees want to be associated
with companies that have a good reputation. The impression of a company’s values, and
morals, as well as societal awareness, have a crucial impact in determining its apparent
attraction to prospective workers [77]. When a business participates in CSR initiatives,
it advances the firm’s reputation in the eyes of its workers as well as increases worker
contentment [78].

Hypothesis H3. Corporate social responsibility significantly moderates the relationship between
organizational culture and job satisfaction.

3. Research Methodology
3.1. Research Framework

Organizational culture is an independent variable in this study. According to the
literature, the variable will be examined and assessed to see if it has a direct influence on
JS. Furthermore, CSR will be assessed as a moderating variable that is expected to have a
controlling influence among OC and JS. According to the aim of the study, the dependent
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variable will be job satisfaction. Based on this, the below research framework was outlined
for future investigation (See Figure 1).
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3.2. Measurement Items

In this investigation, the quantitative technique was used. Figure 1 depicts the study’s
framework. To measure organizational culture, the items were modified from research
by [79]. Six items from Tsui et al. [80] were modified for job satisfaction. The instrument’s
final portion, which dealt with CSR, included four items that were used to measure CSR
to the society, CSR for employees, and clients. The items were taken from Turker [81]
and Maignan and Ferrell [82]. The survey questionnaire was planned using closed-ended
questions. On a Likert scale with five points, each closed-ended question or statement
item received a score between strongly agree (SA) 5, agree (A) 4, disagree (DA) 3, agree
(DA) 2, and strongly disagree (SDA) 1. To administer and evaluate the gathered data, SPSS
version 29.0 and Amos edition 26 were both employed.

4. Data Analysis
Sample Size and Data Collection

The researcher employed a random sample strategy to carry out the study. It is
determined that this approach is essential since it enables researchers to rapidly and easily
recruit individuals. We approached 700 respondents from small and medium (SME) firms
in Saudi Arabia. The data were collected from these SME companies both by emails that
were made available after discussions with the HR managers and, in a few cases, personally
reaching the respondents with the support of operational managers. Prior to the primary
survey, we conducted a pilot test (n = 50) using data that were arbitrarily provided by
various organizations. As there were no comments from the respondents regarding the
survey, this indicates the questions asked were reasonably clear. The aggregate data were
gathered in two steps over the course of nearly a month each. Levene’s test for homogeneity
of variance was performed between two phases (early and later) of replies prior to doing
the data analysis, and it was found that Levene’s statistics were insignificant, indicating
that there are no discrepancies in the variances. Because there were no non-response
biases in the study’s dataset, the findings can be applied to a larger population [83,84].
We calculated the minimum sample size needed for the data analysis using Cochran’s
formula, and we discovered that the study needed 458 replies with a 0.05 alpha value and
a margin of error. Overall, we were able to collect 463 responses. Only 463 responses were
found to be complete and usable for data analysis. Very few employees failed to respond
as they were on sick and annual leaves, however such non-response is random. All of the
study’s indicators had acceptable Cronbach’s alpha values. The demographic profile of the
respondents is presented in Table 1. The respondents were primarily non-Saudi (62.4%),
between the ages of 18 and 25 (34.8%), most of whom were female (59.6%), held a bachelor’s
degrees (55.5%), and possessed between 2 and 5 years of job experience on average.
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Table 1. Demographic Profile of respondents.

Description Classification Percentage

Age

18–25 years 34.8
26–30 years 14.5
31–35 years 20.1
36–40 years 15.1
>40 years 15.6

Gender
Male 40.4

Female 59.6

Education
Bachelors 55.5
Masters 29.4

Doctorate 15.1

Experience

<2 years 13.2
2–5 years 26.3

5–10 years 20.5
10–15 years 15.8
>15 years 24.2

Nationality Saudi 37.6
Non-Saudi 62.4

5. Results
5.1. Method of Testing Common Bias

Harman [85] recommended exploratory factor analysis (EFA) for testing data with
any possible bias that may affect the results during the data analysis. To minimize
the data and identify the dimensions of the constructs, with 16 measurement items, an
EFA using PCA with varimax rotation was performed. The EFA produced three factors
with eigenvalues greater than one, as indicated in Table 2, and all items were fed into
each of these constructs in turn. A significant Kaiser–Meyer–Olkin value of 0.825 and
Bartlett’s test of sphericity (p < 0.001) furthermore confirmed the factorability conditions.
The reliability test assesses how well a summated scale measurement tool produces
consistent findings across a series of trials. Although summated scales are often an
association of related items intended to evaluate underlying components, it is crucial to
understand whether the same collection of items evokes the same responses when the
same questions were asked. One method of evaluating the dependability of measuring
scales is Cronbach’s coefficient, which must be more than or equal to 0.7 to be considered
acceptable [86]. The Variance Inflation Factor (VIF), as described by Kleinbaum et al. [87],
was a practical instrument employed in this work to examine the possibility of mul-
ticollinearity among independent variables. According to the analysis, the VIF runs
between 1.681 to 2.243, which is much less than 10. According to this analysis, there is
no multicollinearity among the independent variables.

5.2. Estimation of Measurement Model (Reliability and Validity)

Internal reliability, validity of discrimination, and item-by-item reliability, along with
convergent validity, are all investigated in this paper [88–90]. The outside loadings of every
construct’s measure were used to assess individual item dependability [89,91]. Researchers
argue models with factor loading estimates of 0.70 or higher should be deemed extra
credible [60]. In this sense, Table 2 gives more information. In addition, the composite
reliability coefficient was calculated to regulate the internal reliability of the measurements
used. Consequently, the present research evaluated average variance-extracted (AVE) scores
for convergent validity, as recommended by [92]. Accordingly, AVE ratings are a superior
way to test convergent validity, and statisticians suggest that each latent concept has a value
of 0.50 or beyond. Table 2 shows that every construct’s AVE has met the specified level by
varying between 0.607 and 0.794. The outcomes as shown in Table 3 validate the model’s
ability to discriminate. The discriminant validity of the model was tested using the [93]
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criterion as shown in Table 3, which states that all diagonal values of constructs are larger
than their correlation with other constructs. Holbert and Stephenson [94] fundamentally
stated that the composite reliability coefficient necessarily needed to be less than 0.70. The
current study demonstrates a high degree of internal reliability, ranging from 0.705 to 0.927.

Table 2. Reliability and validity test (Item loading, AVE, Composite Reliability, Cronbach alpha).

Constructs Item Loading AVE CR α Value

Organizational Culture
How trustworthy is my management? (OC1) 0.843
Is my organization’s learning and innovation culture satisfactory? (OC2) 0.764 0.794 0.825 0.846
I am satisfied with the available task opportunities in my organization to
grow? (OC3) 0.825

I am satisfied with the collaboration (role) with whom I work? (OC4) 0.788

Corporate Social Responsibility
I believe we have been successful at maximizing our profits and closely
monitor employee’s productivity. (CSR1) 0.768

Our company encourage the diversity of our workforce and seeks to
comply with all laws regulating hiring and employee benefits. (CSR2) 0.757

Our company’s internal policies prevent discrimination in employees’
compensation and promotion. (CSR3) 0.705 0.607 0.839 0.815

Fairness toward co-workers and business partners is an integral part of the
employee evaluation process. (CSR4) 0.897

A confidential procedure is in place for employees to report any
misconduct at work. (CSR5) 0.927

Our business supports employees who acquire additional
education. (CSR6) 0.746

Job Satisfaction
I am satisfied with the nature of the work I perform? (JS1) 0.723
I am satisfied with the person who supervises me at work (organizational
superior)? (JS2) 0.774

I am satisfied with my relations with others in the organization with whom
I work (co-workers or peers)? (JS3) 0.736 0.675 0.824 0.869

I am satisfied with the pay I receive for my job? (JS4) 0.717
I am satisfied with the opportunities which exist in this organization for
career advancement (higher education, promotion)? (JS5) 0.742

From all perspectives, how satisfied are you with your current job
situation? (JS6) 0.817

Table 3. Discriminant Validity.

Constructs OC CSR JS

OC 0.795
CSR 0.678 0.845

JS 0.751 0.725 0.868

5.3. Confirmatory Factor Analysis

Confirmatory factor analysis (CFA) was used to verify the evaluation model’s factor
structure. The estimated results of the measurement model are shown in Table 4 and struc-
tural model along with their standard values according to the statisticians. The following
was observed: Good fit indices, χ2/df = 2.468; Goodness of Fit Index (GFI) = 0.915; Tucker–
Lewis Index (TLI) = 0.934; IFI = 0.935; Comparative Fit Index (CFI) = 0.923; NFI = 0.924;
Root Mean Square Error Approximation (RMSEA) = 0.065. The t-values corresponding to
all the items was significant at less than 5%.
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Table 4. Fitness Indices (CFA and Structural model).

Fit Indices Measurement
Values of CFA

Measurement Values
of Structural Model Standard Value References

χ2/df 2.468 2.614 <3 [94]
IFI 0.935 0.923 >0.900 [95]
NFI 0.924 0.916 >0.900 [95]
CFI 0.923 0.914 >0.900 [96]
GFI 0.915 0.904 >0.900 [95]

AGFI 0.924 0.918 >0.900 [93]
TLI 0.934 0.927 ≥0.900 [97]

SRMR 0.046 0.064 <0.080 [95]
RMSEA 0.065 0.076 <0.080 [97,98]

The measurement values of the structural model revealed an excellent data fit with
the goodness of fit indices (χ2/df = 2.614), IFI, NFI, CFI, GFI, and AGFI all above 0.900 [99].
The Root Mean Square Error Approximation (RMSEA) is below the threshold limit of less
than 0.080 [96].

Figure 2 represents the path analysis of the structural model (causal effect) and the
results of hypothesis testing in Table 5 shows the standardized value of organizational
culture on job satisfaction (β = 0.509; t = 10.571), corporate social responsibility on job
satisfaction (β = 0.221; t = 3.993). To study the moderation effect, the study combined
the interaction effect of organizational culture and corporate social responsibility on job
satisfaction (β = 0.141; t = 2.976). Since all the values are significantly below the level of 5%,
all the hypotheses were supported by the data and we accept H1, H2, and H3.
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Table 5. Structural Model (Hypothesis Testing).

Hypothesis Unstandardized
Beta Std. Error Standardized

Beta Value t Statistics p Value Decision

H1: OC→ JS 0.509 0.048 0.509 10.571 <0.001 Supported
H2: CSR→ JS 0.221 0.055 0.221 3.993 <0.001 Supported
H3: OC*CSR→ JS 0.077 0.026 0.141 2.976 0.003 Supported

6. Discussion

The research examined the role of OC and CSR on employee job satisfaction. Though
OC contributed a moderate effect on JS, CSR showed a low impact on employees’ job
satisfaction. The study also attempted to investigate the interaction effect of OC and CSR
on JS and found it to be a minimal impact. This study advanced our knowledge of how
employees view CSR and how it affects workplace culture and job satisfaction. According
to the study, CSR programs successfully increase employee productivity, boosts business
revenues, and fully satisfy staff members by offering competitive pay and supporting their
professional growth. Additionally, CSR controls the employee confidence in management
and promotes their overall job satisfaction. However, at present, it is evident that the Saudi
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organizations’ CSR practices are in the initial stage towards their internal stakeholders.
Our study findings are also consistent with Farid et al. and Manzoor et al. [17,100] who
discovered a favorable moderating effect of CSR on employee job satisfaction. The positive
influence of CSR activities connects the firms and the society which in turn builds corporate
loyalty and gains reputation. Therefore, organizations must improve their culture of social
responsibility and such efforts must be reinforced with the efforts of employees to bring
change in their attitude and behavior and have an optimistic opinion of their company’s
CSR measures.

The discovery that OC and CSR are organizational components that impact JS is
the study’s main theoretical contribution. Ashforth et al. [63] stated that employees gain
satisfaction when they are identified by their firm’s reputation. From this viewpoint,
this study measured the employees’ trustworthiness, culture of learning, opportunities
to grow, and collaboration with their peers. The study confirmed CSR can significantly
influence the culture toward employee satisfaction. The findings that particular forms
of culture are related to an advanced degree of work satisfaction compared to others is
another theoretical contribution of the study. The study’s conclusions have useful impli-
cations to those managers who want to generate contented staff who should prioritize
CSR efforts.

7. Limitations and Future Research

The choice to analyze OC at the individual level was the study’s theoretical shortcom-
ing. Although this choice was justified since JS is a distinct concept, the worker’s view
of the prevalent kind of OC was extra relevant compared to the kind of OC that really
prevailed from this perspective. The limitation of the study to a sum of features that might
impact the association among CSR, organizational culture, and JS was a methodological
limitation. Additionally, the sample size was limited given the number of organizations
present in Saudi Arabia, which restricted the generalizability of the results. The objective of
the present research was to determine the direct association among OC and JS as well as
the moderating role of CSR in this relationship. Therefore, further research studies have
many potential scopes to enhance these research findings. While OC, JS, and CSR are
distinct topics in human resource management, future researchers can include additional
measurement items for each topic and conduct holistic and in-depth study. The study
strengthens the findings of [101] and states the employees may not randomly be assigned to
the workplace, and the subjective measures of their well-being at work may lead to different
findings. Therefore, further researchers may address such issues using such heterogeneity
variables as employees’ wages, age, gender, and work histories.

Second, the only stakeholder in this study was the individual employee. These
parties have a role in more than just upholding corporate social responsibility. The
study did not foresee the other stakeholders, such as investors, suppliers, and customers,
who are also crucial to an organization’s continued survival. The involvement of these
additional parties will undoubtedly have an impact on how satisfied employees are at
work. Thirdly, several potentially important organizational characteristics like business
performance, organizational structure, leadership style, and company scope were not
taken into consideration. These aspects may be taken into account in future research to
understand employee job satisfaction within the firm. Fourthly, several companies take
part in various corporate social responsibility initiatives. Future studies may focus on
specific industries to better understand how CSR influences employee job satisfaction.
Additionally, the function of such particular CSR actions can be researched to improve
organizational culture.

8. Theoretical and Managerial Implications

Our main research contributions to the scientific literature are on evaluating the di-
rect effects of OC and the moderating effects of CSR on employee job satisfaction, which
have been empirically confirmed. In recent research reviews, this is a unique approach
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that incorporates cultural values and CSR to predict job satisfaction. Our findings offer
a more thorough perspective of OC on JS through employee participation in CSR initia-
tives. This finding implies that the influence of corporate culture may vary depending
on various circumstances. Consistent with this study’s results, most other research stud-
ies indicated a substantial connection between OC and JS [15,16]. However, this study
found an insignificant relationship between these two variables, urging a more explicit
investigation by including other dimensional components of OC. Our study adds to the
growing body of research on CSR in the field of human resources in a broader sense and
more particularly advances the discussion on enhancing CSR’s relevance as a corporate
image. We offer compelling conceptual and numerical evidence that are also consistent
with past studies [102].

Most importantly, our findings give managers a reason to support CSR programs,
particularly in determining employee satisfaction and abiding by the rules governing
employment, benefits, compensation, and career advancement. According to our findings,
organizations must make their CSR initiatives more intuitive to staff members. Essentially,
this gives organizations even more excuses not to engage in the repulsive practice of false
corporate image. Our main suggestion is that, at the operational level, employee-related
factors must be taken into account when designing and carrying out CSR initiatives. The
second point is that the idea of CSR’s importance to employees play a crucial role, as
shown by a significant moderation. The important lesson is that companies must ensure
that their employees comprehend the value of CSR for the sake of both the business and
the individuals working there. A firm’s social CSR will have a larger favorable effect on
employee perceptions of internal processes built on fairness and transparency, which is a
resounding conclusion from the research.

9. Conclusions

On a larger scale, the current work makes a significant effort to look into the role of the
OC in the interaction with JS by focusing on two key aspects. First, the researchers wanted
to see if there was a direct link between OC, CSR, and JS. Second, the current research
tried to determine if CSR may moderate these connections. The findings demonstrate
that CSR has a positive association with worker JS, which is also consistent with other
studies [103] that discovered an encouraging relationship between employees and CSR
actions within services, energy, and customer products businesses. The outcomes are also
consistent with those of Raub and Blunschi [104], as well as Ilham [105], who revealed
that organizational culture had an impact on job satisfaction. This study also used differ-
ent measures of organizational culture that were considered by other studies [106–109].
However, the findings suggest assessing job satisfaction with most effective organizational
culture practices. In comparison with the literature, this study recommends that culture
is a component of organization which affects job satisfaction, and the key contribution of
this study is just a realization of such few measures of organizational culture and may not
sufficiently predict the general view of overall job satisfaction. However, the findings of
the moderation reveal that CSR significantly moderates OC and JS. The findings imply that
companies that engage in CSR efforts have a stronger organizational culture, which will
boost employee job satisfaction. The employees see their work and organization positively
when they notice the change within themselves and thus possess high job satisfaction.
Therefore, there is a potential for cultural growth and job contentment among employees
who actively engage in CSR activities. The study findings reconfirm the statements of [17],
recommending that “culture alone cannot determine the competitive advantage, rather, it
is its impact on behavior that distinguishes it”. The second contribution of this study is that
it found that some cultural measures are more strongly correlated with a higher level of
job satisfaction than other measures. According to the practical application of the study’s
findings, managers must concentrate on creating a task culture rather than a role culture in
order to produce contented personnel. The research findings, however, do not study the
indirect or moderation effect of organizational cultures. Future research should look into
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such relationships because it is feasible that organizational culture influences other work
characteristics that may have an indirect impact on job satisfaction.

The most extensively researched topic in human resource management is JS. Referring
to the work of literature, they happen within a range of company cultures throughout
the world and are having a noteworthy impact on worker behavior, work performance,
and daily life. Furthermore, organizational culture can both influence and predict job
satisfaction. More specifically, creative work environments appear to be strongly related to
individual achievement, implying that employees who perceive their work environments to
be more vibrant and innovative are more satisfied in their jobs. Furthermore, this influence
can be mitigated by their firm’s CSR efforts, and work satisfaction is expected to be higher
when the firm is involved in CSR events.
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