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 Abstract Given the preponderance of corporate social
 responsibility initiatives across the corporate landscape and

 the correspondingly escalating demand for volunteers who

 participate in these initiatives, a need exists to better under

 stand how to effectively motivate their voluntary engagement

 with tasks. Against this backdrop, this study argues the need

 to enhance their volunteer work meanings. We hypothesize

 that pride in volunteer work and volunteering as a calling are

 determinants of perceptions of the meaningfulness of volun

 teer work. In addition, we reveal that an organization's social

 responsibility climate (SRC) is a key moderator in these
 relationships. Interestingly, an SRC is a double-edged sword

 such that it strengthens the relationship between meaning and

 pride, yet weakens the relationship between meaning and
 calling. Findings are discussed, along with managerial
 implications and future research directions.

 Keywords Corporate social responsibility • Employee
 volunteerism ■ Volunteer work meaning • Climate •
 Calling • Pride

 Introduction

 Employee volunteerism has been an important topic for
 firms because it can benefit the charities, employees, and
 the employing firms (Peloza and Hassay 2006). In fact, the
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 number of volunteers has been on the rise. For example, in

 the United States, the estimated rate of volunteering
 increased from 45.3 to 55.5 % between 1987 and 1998

 (Brudney and Gazley 2006). This upward trend—concom
 itant with the fact that today's firms are increasingly held

 responsible for their corporate actions, which underscores

 the escalating demand for corporate social responsibility
 (CSR) (Basil et al. 2009)—is quite encouraging for charities
 and non-profit organizations that are seeking to improve
 their endeavors to make good impacts on society. Employee

 volunteerism is regarded as an increasingly salient feature
 embedded within any CSR project (Muthuri et al. 2009).

 Understandably, volunteers are at the core of many
 charitable programs or CSR efforts. As volunteer work is
 unpaid labor without any obligations (Pearce 1993), it is
 sometimes very challenging to recruit volunteers and/or
 motivate them to stay with the tasks or jobs to which they
 have voluntarily devoted themselves (Hall et al. 2005).
 Problems such as nonperformance and nonattendance of
 volunteers, referred to as the reliability problem (Pearce
 1993), are not uncommon due to the lack of obligation
 regarding the volunteer work. An important driver that
 helps alleviate the reliability problem and possibly ener
 gizes volunteers to become more motivated in their vol
 unteer efforts is their belief in the meaning of their work
 (Wrzensniewski and Dutton 2001).

 A growing body of the theoretical and empirical litera
 ture has unveiled the crucial roles of work meanings to
 employees and their employers. For instance, Roberson
 (1990) maintains that work meanings shape work motiva
 tion and performance; thus, increasing volunteers' work
 meanings may enhance their retention and even perfor
 mance in completing the voluntary work. A lack of work
 meaningfulness has been touted as resulting in apathy and
 feelings of detachment (Thomas and Velthouse 1990)
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 that are detrimental to job motivation and quality of job
 performance (Hackman and Oldman 1976). In the current
 study, we posit that meaningfulness of volunteer work is a

 key construct that merits further research to understand
 volunteers' behaviors.

 In an attempt to better understand how voluntary work

 meaning can be enhanced, we seek to connect the CSR
 literature with the volunteer literature (e.g., Basil et al.
 2009; Peloza et al. 2009) to propose that social responsi
 bility climate (SRC) is an important construct in nurturing

 or depressing work meaning perceptions in the volunteer
 work context. As such, we develop the SRC construct,
 which refers to the shared perceptions of employees con
 cerning organizational stakeholders' values, expectations,
 and practices that emphasize the responsibility of individ
 uals as a member of society. In fact, we believe that SRC
 bears great managerial relevance; consequently, we expli
 cate that—although SRC can favorably impact volunteer
 work's meaningfulness—in certain contexts SRC may have
 undesirable effects on volunteers' meaning perceptions.
 We believe that the divergent effects of SRC on promoting

 or attenuating work meaningfulness are a very intriguing
 phenomenon that merits investigation in the CSR and
 volunteer literature.

 Although examining work meaning and SRC is a topic of

 high relevance and importance to understand and promote
 volunteer behaviors and motivation, the extant literature

 does not provide much insight into this issue. No frame
 works exist for revealing the possible antecedents to the
 meaningfulness of voluntary work, with no guidance as to

 how managers can induce subordinates' work meaningful
 ness perceptions. Furthermore, the SRC construct has not
 been investigated in the literature. In response to this
 research gap, we undertake the current study to first propose
 a model hypothesizing that pride and calling are two pow
 erhouses boosting the meaningfulness of volunteer work.
 Our model also delineates the moderating role of SRC in
 affecting employees' meaningfulness feelings (see Fig. 1).

 ' Volunteer Work

 as a Calling

 -

 Employee-Perceived
 Social Responsibility

 Climate

 +

 Pride in

 Volunteer
 Work

 Fig. 1 Theoretical model

 By proposing and testing our model, we strive to con
 tribute to the literature in two significant ways. First, we

 supplement the early helping behavior theories by pro
 posing probably the first theoretical model integrating a
 number of theoretically relevant and intriguing constructs

 as applied to a volunteering context. Specifically, we
 undertake a pioneering effort to examine the construct of
 meaningfulness of volunteer work in the volunteering
 context, theoretically proposing that pride and calling—
 two under-explored constructs in the business ethics liter
 ature—are positively related to feelings of meaning related

 to volunteer work. This substantiates the role of egoistic
 motivation as specified in helping behavior theories (e.g.,
 Bendapudi et al. 1996) while adding new light to these
 theories by accentuating an equally important role of
 calling in helping behavior. Moreover, we develop a new
 construct—SRC—and explicate its moderating role in
 influencing the meaningfulness of volunteer work, thereby

 delineating the boundary conditions for the early helping
 behavior theories. Second, we reveal the interesting role of

 SRC as a double-edged sword in influencing volunteers'
 work meaning. Although much CSR research has pur
 ported that CSR should be propagated and exercised in
 organizations, in the current paper, we raise the caveat that

 CSR might pose unexpectedly negative effects on
 employees' crafting of work meaning.

 Conceptual Background

 Meaningfulness of Volunteer Work

 Volunteer work is "any activity in which time is given
 freely to benefit another person, group, or organization"
 (Wilson 2000, p. 215). Although it seems intuitive to
 assume that some meanings should be associated with any
 type of volunteer work, the meaningfulness of volunteer
 work indeed varies depending on individual idiosyncratic
 interpretation and evaluation of the purpose of the task as
 well as its relevance to self and important others, such as
 co-workers, customers, supervisors, or organizations
 (Wrzesniewski et al. 2003). In this study, meaningfulness
 of volunteer work is conceptualized as the employee's
 understanding of the purpose and significance of his/her
 volunteer work (Wrzensniewski and Dutton 2001). In the

 proposed model, we hypothesize that meaningfulness of
 volunteer work is enhanced by pride in such work and in
 this work as a calling.

 Pride in Volunteer Work

 Pride in volunteer work is conceptualized as the evaluation
 that an individual participates in volunteer work with
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 Social Responsibility Climate as a Double-Edged Sword 667

 favorable status (Boezeman and Ellemers 2007; Tyler and work. Feeling that the volunteer work is inseparable from
 Blader 2002), often related to the individual's view about their life (Wrzesniewski et al. 1997) with respect to the
 the favorable status of his/her volunteer work group (Tyler congruence, volunteers more at ease to assign both per
 and Blader 2003). In other words, people feel proud of the sonal meaning and social significance to their voluntary
 volunteer work to which they have devoted themselves due work (Bunderson and Thompson 2009) and feel that their
 to their association with such work that offers favorable work is rewarding (Wrzesniewski et al. 1997) and mean
 status as well as the resultant recognition and respect from ingful (Bunderson and Thompson 2009). As such, we
 others. Pride is identity-relevant information linked with hypothesize:
 employees' senses of self (Tyler et al. 1996); therefore,
 employees who are identified with the volunteer work that

 is assigned a high status are delighted and motivated to
 enhance their social selves via maintaining these positive
 social identities according to the social identity theoretical

 perspective (Tajfel 1978).
 We expect employees with pride in their volunteer work

 to be more likely to perceive meanings from such work.
 Consistent with the model of interpersonal sense-making,
 which focuses on the role of cues conveyed by others in
 shaping the meaning employees make of their work
 (Wrzesniewski et al. 2003), individuals exhibiting pride in
 their volunteer work can derive meanings from their full

 time work through the recognition from others, who
 acknowledge and even enhance their self-esteem in light of
 their favorable association with the volunteer work. The

 external recognition provided by others affirms the self
 esteem of volunteers, who display pride in their work,
 conducive to their construction of meanings from the vol
 unteer work. As such, we hypothesize;

 H2 Volunteer work as a calling is positively correlated
 with meaningfulness of voluntary work.

 Employee-Perceived SRC

 Climate—the "feeling in the air" one gets from walking
 around an organization or "the atmosphere that employees
 perceive is created in their organizations" (Schneider et al.
 1994, p. 18)—can be understood as shared perceptions
 regarding policies, procedures, and behaviors that are
 rewarded, supported, and expected by an organization
 (Schneider 1975; Schneider et al. 1992). Schneider (1975)
 argued that many types of work climates exist. In the
 current study, we develop the construct of SRC and focus
 on its moderating role in our proposed model.

 We conceptualize SRC as employees' shared percep
 tions concerning organizational stakeholders' values,
 expectations, and practices that emphasize the responsi
 bility of individuals as a member in society. Organizational

 stakeholders are individuals and groups who have vast
 HI Pride in volunteer work is positively correlated with interests in organizational activities (Maignan and Ferrell
 meaningfulness of such work. 2004). They include, but are not limited to, the company,

 management, work peers, and customers (Clarkson 1995).

 Volunteer Work as a Calling Social responsibility climate is employees' perception of
 stakeholders' expected behaviors that are discretionary, are

 Conceptually, a calling is a rather elusive construct (Bun- not directly or explicitly recognized by the formal reward
 derson and Thompson 2009). Although the early notion of a system, and promote the effective functioning of society as
 calling was referred as a divine inspiration for doing mor- well as the social and psychological environment (Organ
 ally responsible work (Weber 1963), the more secularized 1988). Specifically, SRC perceptions originate from cues
 connation of a calling is "a transcendent summons" to a regarding the expectations of various stakeholders (i.e.,
 particular line of work (Duffy and Sedlacek 2007, p. 591). management, customers, and co-workers) related to
 In this study, we adopt the neoclassical notion of calling employees' behavior. The perceived SRC helps the orga
 (Bunderson and Thompson 2009) and define volunteer nization member answer such questions as "What are the
 work as a calling as volunteer work that a person perceives appropriate decision criteria?", "Which alternative is
 as his/her purpose in life (cf. Hall and Chandler 2005). suitable to the organization from the stakeholders' view?",

 When employees embrace volunteer work as a calling, and "What should I do?"
 they aspire to complete tasks on a voluntary basis to benefit Although SRC is, by definition, a macro-level construct,
 society in accord with their calling orientation, which can the perception of SRC bears relevance to individual
 be understood as a global and generalized perception that responses at the micro-level, such as meaning construction
 their work is their purpose in life (Hall and Chandler 2005). at work (Barnett and Vaicys 2000; Wyld and Jones 1997).
 When these individuals are offered the opportunities to In particular, we seek to investigate the contrasting effects
 work voluntarily, a congruence emerges between their of SRC on moderating the relationships between mean
 calling orientation and the tasks they are completing, ingfulness of volunteer work and its antecedents—namely,
 thereby energizing their enjoyment and fulfillment of the pride in such work and such work as a calling. We first
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 668 F. Yim. H. Fock

 propose that SRC moderates the relationship between organized by a commercial research agent (Zoomerang).
 meaningfulness of volunteer work and pride in this work, The panel comprises salespeople involved in business-to
 such that the relationship is more positive with respect to a business selling from across the United States. We selected
 stronger SRC. As previously discussed, individuals who industrial salespeople for our sample because they are often
 are proud of their volunteer work are more at ease in given a high level of flexibility in managing their work
 deriving meanings from their full-time work with respect to schedule. Hence, compared with employees in back office
 recognition from others who affirm and even enhance their positions, salespeople have more autonomy in allocating
 self-esteem in light of their favorable association with the their time for work and non-work matters, including vol
 volunteer work. Since stakeholders in a high SRC favor unteer work. Panel members were e-mailed an invitation to
 and support socially responsible activities, SRC—by its participate in the study. The invitation letter included a
 nature—recognizes and supports employees in voluntarily hyperlink to the survey web site. Each respondent could
 contributing to the well-being of society. Therefore, SRC take the survey only one time. The commercial agent
 magnifies and even enriches the recognition that volun- hosted and managed the online survey,
 teering employees can experience, enhancing the process

 of meaning construction. As such, we hypothesize: Sample
 H3 Pride in volunteer work is positively correlated with
 meaningfulness of such work, such that the relationship is A total of 304 respondents completed our questionnaire
 more positive when SRC is stronger. online. Fifty-seven percent of the respondents came from

 large firms with over 250 employees. Thirty-five percent
 Furthermore, we propose that SRC moderates the rela

 tionship between meaningfulness of volunteer work and
 volunteer work as a calling, such that the relationship is less

 positive with respect to a stronger SRC. As previously
 explained, volunteering employees who view volunteer
 work as a calling are more at ease in assigning both personal

 meaning and social significance to their volunteer work
 (Bunderson and Thompson 2009) due to the enjoyment and
 fulfillment of personal aspiration they acquire when they
 volunteer for work that benefits others. Given a strong SRC,

 calling—something performed for its own sake (Bellah et al.
 1985) or intrinsic motivation not driven by instrumental
 goal-seeking (Hall and Chandler 2005)—may be thwarted
 according to cognitive evaluation theory (CET) (Deci and
 Ryan 1985). Specifically, calling as an intrinsic motivation
 may be undermined due to the controlling aspect of organi

 zational stakeholders' expectations, who emphasize the
 responsibility of individuals as a member in society as
 characterized in a strong SRC. In other words, these expec
 tations may exert undue pressures on the behaviors of the Measurements
 volunteering employees, causing stress and reducing their
 intention to stay with the job (Bolino et al. 2010), ultimately All measurement items were adapted from the existing lit
 dampening the positive relationship between volunteer work erature. Participants indicated their responses on Likert-type

 as a calling and the meaningfulness of such work: scales (1-strongly disagree; 7-strongly agree). Measures of

 worked in the wholesale and retailing sector while 10 %
 were in the manufacturing sector; the remaining respon
 dents were engaged in the service industry (e.g., banks and

 financial institutions). Our respondents in general pos
 sessed an average of 9.13 years of work experience with
 their current employers. The long working experience with

 existing employers had enabled them to develop adequate
 observations and in-depth understandings of the attitude of
 various stakeholders of their companies toward social
 responsibility. Twenty-four percent of respondents were
 between 25 and 35 years old, while 44 % were over
 45 years old. Seventy-three percent had completed their
 tertiary education. More females (58 %) than males com
 prised the sample. To control for any possible confounding
 influence, these demographic factors were included in the
 subsequent analysis as control variables. All these control
 variables were found to be non-significant (p > 0.05).

 H4 Volunteer work as a calling is positively correlated
 with meaningfulness of such work, such that the relation
 ship is less positive when SRC is stronger.

 meaningfulness of volunteer work (5 items; composite reli
 ability = 0.97) and volunteer work as a calling (6 items;
 composite reliability = 0.95) developed by Bunderson and
 Thompson (2009) were adopted in the survey questionnaire.

 Pride in volunteer work was measured by three items (com

 posite reliability = 0.88) adapted from Boezeman and
 Method Ellemers (2008). Employee-perceived SRC was assessed

 using a 12-item scale adapted from Wagner et al. (2009);
 This study is part of a larger online survey. The respon- items in this scale captured respondents' perceptions of the
 dents for the survey were recruited from a national panel attitude of their various stakeholders (company, management,
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 Social Responsibility Climate as a Double-Edged Sword 669

 Table 1 Measurement items

 Item description  Standardized

 loading
 Average
 variance

 extracted

 Composite
 reliability

 Meaningfulness of volunteer work  0.87  0.97

 The voluntary work that I do is important.  0.91

 I have a meaningful job.  0.89

 The voluntary work that I do makes the world a better place.  0.95

 What I do at voluntary work makes a difference in the community/industry.  0.95

 The voluntary work that I do is meaningful.  0.96

 Employee-perceived social responsibility climate  0.69  0.96

 In my opinion my organization is socially responsible  0.83

 In my opinion my organization is genuinely concerned to improve the well-being of society  0.87

 In my opinion my organization follows high ethical standards  0.86

 In my opinion the management of my organization is socially responsible  0.92

 In my opinion the management of my organization is genuinely concerned to improve the
 well-being of society

 0.91

 In my opinion the management of my organization follows high ethical standards  0.88

 In my opinion the employees of my organization in general is socially responsible  0.82

 In my opinion the employees of my organization in general is genuinely concerned to improve the
 well-being of society

 0.80

 In my opinion the employees of my organization in general follows high ethical standards  0.80

 In my opinion the customers of my organization is socially responsible  0.74

 In my opinion the customers of my organization is genuinely concerned to improve the well-being
 of society

 0.77

 In my opinion the customers of my organization follows high ethical standards  0.73

 Volunteer work as a calling  0.76  0.95

 The voluntary work I do feels like my calling in life.  0.91

 It sometimes feels like I was destined to do the voluntary work I do.  0.93

 The voluntary work I do feels like my niche in life.  0.95

 I am definitely the sort of person who fits in my line of voluntary work.  0.88

 My passion for the voluntary work I do goes back to my childhood.  0.64

 I was meant to do the voluntary work I do.  0.89

 Pride in volunteer work  0.72  0.88

 I feel respected as a volunteer  0.85

 I am proud to be a volunteer with a charitable cause.  0.96

 I feel good when people describe me as a typical volunteer.  0.72

 customers, and work peers) toward social responsibility demonstrating discriminant validity of the measurement
 (composite reliability = 0.96). model (Fornell and Larcker 1981).

 A confirmatory factor analysis was performed. The
 results indicated an acceptable fit of the measurement Common Method Variance
 model (CFI = 0.93; NNFI = 0.93; *2 = 2149.62, df =
 293, p < 0.001). All coefficient loadings (A) were signifi- To verify the possibility of common method variance, a
 cant (p < 0.001) and larger than 0.64, indicating that all principal components analysis was performed on all 111
 explained more than 64 % of the variance in their obser- items in the larger questionnaire following a procedure for
 vable measures (see Table 1). Convergent validity of the the one-factor test. The first component (without rotation)
 constructs was demonstrated. The average variance captured only 30.98 % of the variance. Although the first
 extracted from each construct (0.69 to 0.87) was larger than component in our one-factor analysis was not a dominant
 the square of any inter-construct correlation thereby variable, suggesting that common method seemed not to be
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 670 F. Yim, H. Fock

 of significance in this study, we were unable to eliminate (R2 = 0.67). This finding indicated that the interaction
 the possibility of common method bias (Podsakoff et al. terms together significantly accounted for the variation of
 2003). Therefore, we followed the practice of Griffith and the outcome variable. The results of the final model are
 Lusch (2007) and used a proxy variable based on the displayed in Table 3.
 suggestion of Lindell and Whitney (2001) to control for After the inclusion of the block of interaction terms, the
 possible method variance in the regression analysis. main effects of calling (b = 0.40; t = 8.97; p < 0.001) and

 pride (b = 0.55; t = 10.51; p < 0.001) remained positive
 and significant. Meanwhile, the main effects of employee

 Results perceived SRC and all control variables were non-signifi
 cant (p > 0.10), as in previous model. The three-way

 To test our hypotheses of the direct influences of calling interaction variable (SRC x VWC x PVW) and the
 and pride on the meaningfulness of volunteer work as well interaction between calling and pride (VWC x PVW)
 as the moderating effects of the perceived SRC, a moder- were non-significant as well (p > 0.10).
 ated hierarchical regression analysis was conducted. Mea- Hypothesis 3 suggested that employee-perceived SRC
 surement items were aggregated to form composite strengthened the effect of pride on the meaningfulness of
 variables for inclusion in the analysis. Specifically, demo- volunteer work. As predicted, the analysis reported a
 graphic variables were first included together with the positive and significant coefficient of the interaction vari
 proxy variable for common method variance as control able (6Src x pvw = 0.08, t = 2.66, p < 0.01). To interpret
 variables, followed by the main effects, and finally the this significant interaction effect, a simple slope analysis
 interaction terms. All independent variables were mean- was conducted (Aiken and West 1991). The findings
 centered to eliminate possible multicollinearity problems revealed that, whereas the effect of pride in volunteer work
 (Aiken and West 1991). Descriptive statistics and inter- was positive and significant across salespeople in both high
 item correlations are reported in Table 2. and low SRCs, its magnitude of influence in a high SRC (at

 + 1 SD: sb — 0.65; t = 8.88; p < 0.001) was much stron
 Main Effects ger than that in a low SRC (at —1 SD: sb = 0.45; t = 8.26;

 p < 0.001). Thus, hypothesis H3 was fully supported.

 Results of regression analysis showed that the main effects Hypothesis 4 posited that employee-perceived SRC
 of employee-perceived SRC and all control variables were attenuates the effect of calling on the meaningfulness of
 non-significant (p>0.10). Hypothesis 1 suggested that volunteer work. Results revealed consistent findings to
 viewing volunteer work as a calling generates personal support this hypothesis. The interaction term was found to
 meanings for one's voluntary work. Based on our data, a be negative and significant (¿src x vwc = —0.11, t =
 significant positive main effect of calling on meaningful- —3.64, p< 0.001). A followup simple slope analysis
 ness was shown as predicted (b = 0.41; t = 9.52; showed that the effect of calling on salespeople was sig
 p < 0.001). Thus, our first hypothesis was supported. nificant in low SRCs (at —1 SD: sb = 0.53, / = 9.95,

 Hypothesis 2 proposed that a sense of pride will enrich p < 0.001) but was weakened when the perception of cli
 the meaningfulness of the volunteer work. As expected, a mate among salespeople increased (at +1 SD: sb = 0.26;
 significant positive main effect of pride on the meaning- t = 4.21; p < 0.001). These findings demonstrated that the
 fulness of volunteer work was found (b ■=■ 0.55; t = 10.51; positive effect of personal calling was contingent upon a
 p < 0.001). Therefore, the second hypothesis was also low SRC, thereby supporting hypothesis 4.
 supported.

 Interaction Effects Discussion

 Testing hypotheses H3 and H4 involved the examination of Given the preponderance of urges for CSR initiatives
 the interaction effects between predictor variables and the across the corporate landscape (e.g., Bhattacharya et al.
 criterion variable. The block of two-way and three-way 2009), a correspondingly escalating demand has emerged
 interaction variables was entered into the regression anal- for volunteers who devote themselves altruistically to these
 ysis for testing the moderation effects of perceived SRC on initiatives (Muthuri et al. 2009). As unpaid labor without
 the relationships between the meaningfulness of volunteer any obligations (Pearce 1993), these volunteers are some
 work and calling as well as pride. The final model explains times hard to recruit and may lack the motivation to stay
 significantly more R-square (R2 = 0.69; Adjusted R2 = with the volunteer tasks. Our research has sought to
 0.68; R2 = 0.02, F change (4,291) = 5.52, p < 0.001) understand how to promote meanings of their volunteer
 in addition to the main effects in the previous model work (Wrzensniewski and Dutton 2001) to enhance their
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 Table 2 Correlations and descriptive statistics
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 motivation to improve these CSR endeavors. In this
 research, we empirically substantiated the relationships
 between meaningfulness of volunteer work and its ante
 cedents—namely, pride in volunteer work and volunteer
 work as a calling. In addition, we demonstrated that a
 firm's SRC is a double-edged sword with respect to its
 intriguing pattern of effects on the aforementioned rela
 tionships: SRC strengthens the relationship between pride
 and volunteer work meanings, yet weakens the relationship

 between calling and volunteer work meanings.

 Theoretical Contributions

 Although previous research has established the importance

 of meaning of work to employees (e.g., Wrzesniewski et al.

 2003), the bulk of extant literature primarily focuses on
 paid employees. Little research, if any, has ever investi
 gated the segment of volunteer workers. Virtually, no
 theoretical framework has been developed to explicitly
 unveil the enhancement factors for the meaning of volun
 teer work. Our poor understanding in this regard hampers
 the endeavor of organizations in terms of recruitment and
 motivation reinforcement of volunteer workers (Hall et al.

 2005). Since volunteer work is not compensated by mon
 etary or tangible rewards, psychological fulfillment with
 enriched work meaning is considered as the omnipotent
 element in rewarding and adding fuel to the volunteer
 workers. When an organization is incapable to create and
 sustain the meaning of their work mission to their volunteer

 workers, the organization might hardly maintain the
 enthusiasm of their volunteer workers and solicit their

 continuous support. This research fills our knowledge void
 and sets forth two major contributions to the literature of
 volunteerism and business ethics.

 First, this study offers probably the first theoretical
 model portraying the synergetic effects of pride, calling,
 and employee-perceived SRC on the enhancement of
 meaningfulness of volunteer work. These constructs are
 under-explored in the business ethics domain (e.g., Dik and
 Duffy 2009; Fock et al. 2010; Kuchinke et al. 2009) but
 were theoretically and empirically demonstrated to be
 highly relevant to the motivation of volunteer workers in

 our research. Our findings supplement early helping
 behavior theories which concluded that volunteer behav

 iors are outcomes of the appeal message and the egolistic
 and altruistic motivations of individuals (Bendapudi et al.
 1996). Findings of our study (HI) on one hand, corroborate
 the role of egolistic motivation in volunteer behavior; on
 the other hand, they (H2) reveal another under-researched
 motivation to volunteer behaviors, calling. Furthermore,
 our findings of the double-edged effect of SRC (H3
 and H4) add to the extant helping behavior theories a
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 Table 3 Results of regression
 analyses

 * p < 0.05; ** p < 0.01;
 *** p < 0.001; All coefficients
 are non-standardized; No
 VIF > 2.20; n = 304

 Dependent variables  Meaning of voluntary work

 Unstandardized coefficient  f-value

 Constant  5.14***  14.25

 Control variables

 Age  0.07  1.26

 Gender  -0.11  -1.17

 Education  0.06  0.72

 Experience with the employer  -0.00  -0.21

 Proxy variable  -0.05  -1.11

 Independent variables

 Employee-perceived social responsibility climate (SRC) 0.04  0.74

 Volunteer work as a calling (VWC)  0.40***  8.97

 Pride in volunteer work (PVW)  0.55***  10.51

 Interaction Variables

 SRC x VWC  _q | j ***  -3.64

 SRC x PVW  0.08**  2.66

 VWC x PVW  -0.03  -1.25

 SRC x VWC x PVW  0.01  0.72

 R2  0.69

 Adjusted R2  0.68

 Overall F  54.65***

 contingency factor in promoting the meaningfulness of programs should consider inducing pride and calling
 volunteer work. among their volunteer employees.

 Second, in response to the call for more research For example, organizations can induce pride in volun
 examining the undesirable effects of climate perceptions teer work by hosting meetings in which employees con
 (Martin and Cullen 2006), we provided an interesting tributing to volunteer efforts are publicly recognized and
 anatomy of how employee-perceived SRC can be a double- rewarded. Volunteers who devote an exceptional amount of
 edged sword in terms of affecting the volunteering time to charity causes may be awarded badges and certif
 employee's work meaning construction both positively and icates to strengthen their associations with the volunteer
 negatively. While most researchers will view a SRC in work, which is conducive to feelings of pride and thus
 positive light and ennoble its supremacy in driving positive meaningfulness perceptions of their volunteer work,
 organizational outcomes, we assert that, under certain Meanwhile, calling is intrinsic motivation (Hall and
 conditions, a SRC may exert an unexpectedly detrimental Chandler 2005) that hinges on how an individual interprets
 effect on the employee's crafting of work meanings. In his/her purpose in life. Although it is challenging to inspire
 empirically testing our model, we advance the CSR liter- a sense of calling within the individual, allocating a mentor
 ature by painting a more realistic depiction of the com- (Murray 2003) to help him/her align his/her personal val
 plexities of the contrasting effects of SRC on perceptions ues with the volunteer task (Gardner et al. 2001) might be
 of meanings of work in a volunteering context. effective in triggering or promoting the feelings that

 working voluntarily is a calling.
 Managerial Implications In addition, we discovered that an organization's SRC

 can act as a double-edged sword in terms of augmenting
 Based on the findings from the current study, we consider and attenuating volunteer work meanings. It is under
 pride and calling to be of value in promoting volunteers' standable that this interesting finding may perplex organi
 assignment of meanings to their volunteer work, thereby zations that seek to nurture an SRC with respect to
 helping them sustain the motivation to stay with the tasks. fostering meaningfulness perceptions among their volun
 In accordance with theoretical reasoning and empirical teer employees. We recommend that organizations should
 testing, we suggest that organizations seeking to further first scrutinize the backgrounds of their employees to
 their CSR initiatives and effectively promote volunteer evaluate whether the majority of them are dominated by
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 pride or calling perceptions-if the former is the case, an
 SRC is justified; if the latter is the case, the organization is

 advised not to over-sell CSR to the employees. Most
 importantly, supervisors and managers are encouraged to
 maintain high quality dyadic relationships with their sub
 ordinate employees to gain a good understanding of
 employees' genuine aspirations for volunteer work, so that

 they can customize their strategies in enhancing meaning
 perceptions of their volunteer subordinates.

 Limitations and Future Research

 As with every study, it is important to recognize the lim
 itations associated with the current investigation. First, the

 data were cross-sectional self-reports; thus, the findings of

 the study were susceptible to the threats of common
 method variance. Although we were not able to totally
 eliminate the threats of method variance (Podsakoff et al.

 2003), we followed Podsakoff et al.'s (2003) suggestion to
 promise response anonymity, along with undertaking sug
 gestions by Griffith and Lusch (2007) and Lindell and
 Whitney (2001) to control for possible method variance in
 the regression analysis. Second, although we endeavored to

 investigate a series of theoretically sound and intriguing
 hypotheses, we realize that other variables are worthy of
 investigation in the realm of volunteers' feelings of work
 meanings. Finally, the sample for our study limits the
 generalization of the findings. Future research should
 consider adopting a different cultural lens through which
 volunteers' work meanings are fostered in line with the
 growth of cross-cultural studies examining ethical issues
 (Cullen et al. 2004).

 Acknowledgments This study is supported by a Strategic Devel
 opment Fund of Hong Kong Baptist University (Ref.: SDF011).

 References

 Aiken, L. S., & West, S. G. (1991). Multiple regression: Testing and
 interpreting interactions. Newbury Park: Sage Publications.

 Barnett, T„ & Vaicys, C. (2000). The moderating effect of
 individuals' perception of ethical work climate on ethical
 judgments and behavioral intentions. Journal of Business Ethics,
 27, 351-362.

 Basil, D. Z„ Runte, M. S., Easwaramoorthy, M., & Barr, C. (2009).
 Company support for employee volunteering: A National survey
 of companies in Canada. Journal of Business Ethics, 85,387-398.

 Bellah, R. N„ Madsen, R„ Sullivan, W. M„ Swidler, A., & Tipton, S.
 M. (1985). Habits of the heart: Individualism and commitment in
 American life. Berkeley: University of California Press.

 Bendapudi, N., Singh, S. N., & Bendapudi, V. (1996). Enhancing
 helping behavior: An integrative framework for promotion
 planning. Journal of Marketing, 60, 33-49.

 Bhattacharya, C. B., Korschun, D., & Sen, S. (2009). Strengthening
 stakeholder-company relationships through mutually beneficial

 corporate social responsibility initiatives. Journal of Business
 Ethics, 85, 257-272.

 Boezeman, E. J., & Ellemers, N. (2007). Volunteering for charity:
 Pride, respect, and the commitment of volunteers. Journal of
 Applied Psychology, 92(3), 771-785.

 Boezeman, E. J., & Ellemers, N. (2008). Volunteer recruitment: The
 role of organizational support and anticipated respect in non
 volunteers' attraction to charitable volunteer organizations.
 Journal of Applied Psychology, 93, 1013-1026.

 Bolino, M. C„ Turnley, W. H„ Gilstrap, J. B., & Suzao, M. M. (2010).
 Citizenship under pressure: What's a "good soldier" to do?
 Journal of Organizational Behavior, 35, 835-855.

 Brudney, J. L., & Gazley, B. (2006). Moving ahead or falling behind?
 Volunteer promotion and data collection. Nonprofit Management
 and Leadership, 16(3), 259-276.

 Bunderson, J. S., & Thompson, J. A. (2009). The call of the wild:
 Zookeepers, callings, and the double-edged sword of deeply
 meaningful work. Administrative Science Quarterly, 54, 32-57.

 Clarkson, M. B. E. (1995). A stakeholder framework for analyzing
 and evaluating corporate social performance. The Academy of
 Management Review, 20, 92-117.

 Cullen, J. B., Parboteeah, K. P., & Hoegl, M. (2004). Cross-national
 differences in managers' willingness to justify ethically suspect
 behaviors: A test of institutional anomie theory. Academy of
 Management Journal, 47(3), 411-421.

 Deci, E. L„ & Ryan, R. M. (1985). Intrinsic motivation and self
 determination in human behavior. New York: Plenum.

 Dik, B. J., & Duffy, R. D. (2009). Calling and vocation at work:
 Definitions and prospects for research and practice. The Coun
 seling Psychologist, 37(3), 424-450.

 Duffy, R. D., & Sedtacek, W. E. (2007). The presence of and search
 for a calling: Connections to career development. Journal of
 Vocational Behavior, 70, 590-601.

 Fock, H., Yim, F. H., & Rodriguez, M. (2010). The effects of sales
 supervisor relationships on the meaning of work for salespersons
 in Canada and China. Industrial Marketing Management, 39,
 1069-1077.

 Fomell, C., & Larcker, D. F. (1981). Evaluating structural equation
 models with unobservable variables and measurement error.

 Journal of Marketing Research, 28, 39-50.
 Gardner, H., Csikszentmihalyi, M., & Damon, W. (2001). Good work:

 When excellence and ethics meets. New York: Basic Books.

 Griffith, D. A., & Lusch, R. F. (2007). Getting marketers to invest in
 firm-specific capital. Journal of Marketing, 7/(1), 129-145.

 Hackman, J. R., & Oldman, G. R. (1976). Motivation through the
 design of work: Test of a theory. Organizational Behavior and
 Human Performance, 16(2), 250—279.

 Hall, D. T„ & Chandler D. E. (2005). Psychological success: When
 the career is a calling. Journal of Organizational Behavior,
 26(2), 155-176.

 Hall, M. H., de Wit, M. L„ Lasby, D., Mclver, D., Evers, T., Johnson,
 C., McAuley, J., Scott, K., Cucumel, G., Jolin, L., Nicol, R„
 Berdahl, L., Roach, R., Davies, I., Rowe, P., Frankel, S., Brock,
 K., & Murray, V. (2005). Cornerstones of community: High
 lights of the national survey of nonprofit and voluntary
 organizations. Ottawa: Statistics Canada.

 Kuchinke, K. P., Ardichvili, A., Borchert, M„ & Rozanski, A. (2009).
 The meaning of working among professional employees in
 Germany, Poland and Russia. Journal of European Industrial
 Training, 33(2), 104-124.

 Lindeil, M. K., & Whitney, D. J. (2001). Accounting for method
 variance in cross-sectional research designs. Journal of Applied
 Psychology, 86, 114-121.

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

 Springer

This content downloaded from 
�������������202.20.1.132 on Mon, 29 Aug 2022 02:24:04 UTC�������������� 

All use subject to https://about.jstor.org/terms



 674 F. Yim, H. Fock

 Martin, K. D., & Cullen, J. B. (2006). Continuities and extensions of
 ethical climate theory: A meta-analytic review. Journal of
 Business Ethics, 69, 175-194.

 Murray, C. (2003). Human accomplishment: The pursuit of excellence
 in the arts and sciences, 800 BC to 1950. New York:

 HarperCollins.
 Muthuri, J. N., Matten, D., & Moon, J. (2009). Employee volunteer

 ing and social capital: Contributions to corporate social respon
 sibility. British Journal of Management, 20, 75-89.

 Organ. D. W. (1988). Organizational citizenship behavior: The good
 soldier syndrome. Lexington: D.C. Heath and Company.

 Pearce, J. L. (1993). Volunteers: The organizational behavior of
 unpaid workers. London: Routledge.

 Peloza, J., & Hassay, D. N. (2006). Intra-organizational volunteerism:
 Good solider, good deed, and good politics. Journal of Business
 Ethics, 64, 357-379.

 Peloza, J., Hudson, S., & Hassay, D. N. (2009). The marketing of
 employee volunteerism. Journal of Business Ethics, 85,
 371-386.

 Podsakoff, P. M., MacKenzie, S., Lee, J. Y.. & Podsakoff, N. P.
 (2003). Common method biases in behavioral research: A
 critical review of the literature and recommended remedies.

 Journal of Applied Psychology, 88, 879-903.
 Roberson, L. (1990). Functions of work meanings in organizations:

 Work meanings and work motivation. In A. P. Brief & W.
 R. Nord (Eds.), Meanings of occupational work: A collection of
 essays (pp. 107-134). Lexington: Lexington Books.

 Schneider, B. (1975). Organizational climate: An essay. Personnel
 Psychology, 28(4), 447-479.

 Schneider, B„ Gunnarson, S. K., & Niles-Jolly. K. (1994). Creating
 the climate and culture of success. Organizational Dynamics, 23,
 17-29.

 Schneider, B., Wheeler, J. K., & Cox, J. F. (1992). A passion for
 service: Using content analysis to explicate service climate
 themes. Journal of Applied Psychology, 77(5), 705-716.

 Tajfel, H. (1978). Differentiation between social groups: Studies in
 the social psychology of intergroup relations. London: Aca
 demic Press.

 Thomas, K. W„ & Velthouse, B. A. (1990). Cognitive elements of
 empowerment. Academy of Management Review, 15(4), 666-681.

 Tyler, T. R., & Blader, S. L. (2002). Autonomous vs. comparative
 status: Must we be better than others to feel good about
 ourselves? Organizational Behavior and Human Decision Pro
 cesses, 89, 813-838.

 Tyler, T. R., & Blader, S. L. (2003). The group engagement model:
 Procedural justice, social identity, and cooperative behavior.
 Personality & Social Psychology Review, 7(4), 349-361.

 Tyler, T. R., Degoey, P., & Smith, H. (1996). Understanding why the
 justice of group procedures matters: A test of the psychological
 dynamics of the group-value model. Journal of Personality and
 Social Psychology, 70, 913-930.

 Wagner, T.. Lutz. R. J., & Weitz, B. A. (2009). Corporate hypocrisy:
 Overcoming the threat of inconsistent corporate social respon
 sibility perceptions. Journal of Marketing, 73, 77-91.

 Weber, M. (1963). The sociology of religion. Boston: Beacon.
 Wilson, J. (2000). Volunteering. Annual Review of Sociology, 26,

 215-240.

 Wrzensniewski, A., & Dutton, J. E. (2001). Crafting a job:
 Revisioning employees as active crafters of their work. Academy
 of Management Review, 26(2), 179-201.

 Wrzesniewski. A., Dutton, J. E., & Debebe, G. (2003). Interpersonal
 sensemaking and the meaning of work. Research in Organiza
 tional Behavior, 25, 93-135.

 Wrzesniewski, A., McCauley, C. R., Rozin, P., & Schwartz, B.
 (1997). Jobs, careers, and callings: People's relations to their
 work. Journal of Research in Personality, 31, 21-33.

 Wyld, D. C„ & Jones, C. A. (1997). The importance of context: The
 ethical work climate construct and models of ethical decision

 making—an agenda for research. Journal of Business Ethics, 16,
 465-472.

 ö Springe

This content downloaded from 
�������������202.20.1.132 on Mon, 29 Aug 2022 02:24:04 UTC�������������� 

All use subject to https://about.jstor.org/terms


	Contents
	p. [665]
	p. 666
	p. 667
	p. 668
	p. 669
	p. 670
	p. 671
	p. 672
	p. 673
	p. 674

	Issue Table of Contents
	Journal of Business Ethics, Vol. 114, No. 4 (June 2013) pp. A1-A4, 599-686, A5-A6
	Front Matter
	The Business Case for Asserting the Business Case for Business Ethics [pp. 599-606]
	Do Investors Value a Firm's Commitment to Social Activities? [pp. 607-623]
	Corporate Social Performance, Firm Valuation, and Industrial Difference: Evidence from Hong Kong [pp. 625-631]
	Cross-Cultural Perceptions of Business Ethics: Evidence from the United States and China [pp. 633-642]
	The Normalization of Deviant Organizational Practices: The Non-performing Loans Problem in China [pp. 643-653]
	þÿ�þ�ÿ���I���n���d���i���v���i���d���u���a���l���i���s���m�������C���o���l���l���e���c���t���i���v���i���s���m���,��� ���P���r���i���v���a���t���e��� ���B���e���n���e���f���i���t���s��� ���o���f��� ���C���o���n���t���r���o���l���,��� ���a���n���d��� ���E���a���r���n���i���n���g���s��� ���M���a���n���a���g���e���m���e���n���t���:��� ���A��� ���C���r���o���s���s���-���C���u���l���t���u���r���e��� ���C���o���m���p���a���r���i���s���o���n��� ���[���p���p���.��� ���6���5���5���-���6���6���4���]
	Social Responsibility Climate as a Double-Edged Sword: How Employee-Perceived Social Responsibility Climate Shapes the Meaning of Their Voluntary Work? [pp. 665-674]
	The Roles of Justice and Customer Satisfaction in Customer Retention: A Lesson from Service Recovery [pp. 675-686]
	Back Matter



