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Abstract : Many companies increasingly seek to enhance their attractiveness as an employer to bind their employees. At the
same time, corporate responsibility for social and ecological issues seems to become a more important part of an attractive
employer brand. It enables the company to match the values and expectations of its members, to signal fairness towards them
and to increase its brand potential for positive psychological identification on the employees’ side. In the last decade, several
empirical studies have focused this relationship, confirming a positive effect of employees’ CSR perception and their affective
organizational commitment. The current paper aims to take a slightly different view by analyzing the impact of another factor
on commitment: the weighted employee’s satisfaction with the employer CSR. For that purpose, it is assumed that commitment
levels are rather a result of the fulfillment or disappointment of expectations. Hence, instead of merely asking how CSR
perception affects commitment, a more complex independent variable is taken into account: a weighted satisfaction construct
that summarizes two different factors. Therefore, the individual level of commitment contingent on CSR is conceptualized as a
function  of  two psychological  processes:  (1)  the  individual  significance that  an  employee ascribes  to  specific  employer
attributes and (2) the individual satisfaction based on the fulfillment of expectation that rely on preceding perceptions of
employer attributes. The results presented are based on a quantitative survey that was undertaken among employees of the
German service sector. Conceptually a five-dimensional CSR construct (ecology, employees, marketplace, society and corporate
governance) and a two-dimensional  non-CSR construct (company and workplace) were applied to differentiate employer
characteristics. (1) Respondents were asked to indicate the importance of different facets of CSR-related and non-CSR-related
employer attributes. By means of a conjoint analysis, the relative importance of each employer attribute was calculated from
the data. (2) In addition to this, participants stated their level of satisfaction with specific employer attributes. Both indications
were merged to individually weighted satisfaction indexes on the seven-dimensional levels of employer characteristics. The
affective organizational commitment of employees (dependent variable) was gathered by applying the established 15-items
Organizational  Commitment  Questionnaire  (OCQ).  The  findings  related  to  the  relationship  between  satisfaction  and
commitment will be presented. Furthermore, the question will be addressed, how important satisfaction with CSR is in relation
to  the  satisfaction with  other  attributes  of  the  company in  the  creation of  commitment.  Practical  as  well  as  scientific
implications will be discussed especially with reference to previous results that focused on CSR perception as a commitment
driver.
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