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Zendesk makes substantial investments of time, money, and human resources to Corporate 
Social Responsibility (CSR) activities in the communities where it operates. Advocates 
(Zendesk’s term for customer-facing employees) are invited to join the company’s CSR from 
the earliest days of employment and in all of its offices worldwide. The majority of these 
programs are focused on communities that are proximate to its offices. To cite just two 
examples, in San Francisco, Zendesk has programs for homeless, low-income families, and 
the elderly living in the Tenderloin district. In 
Manila, the company sponsors a secondary education 
scholarship program for local students. (note: since 
volunteering is a large part of Zendesk’s CSR 
programming, this report generally uses the terms 
CSR and volunteering interchangeably).  

Zendesk maintains a philosophy that CSR is the right 
thing to do as well as an important part of its 
operations. Volunteering is usually scheduled during work hours, and advocates are paid the 
same whether they are volunteering or working in the office.    

Since the company views these efforts as part of doing business, and since nearly all 
advocates are exposed to CSR, an important managerial question is whether and how such 
exposure might affect their feelings and performance on the job.  

Scholarly research suggests that employees are generally favorable to these sorts of 
programs. For example, Lee et al. (2013)  find that employees feel more connected and 1

bonded with the company the more their perceptions of CSR are positive. Akremi et al. 
(2015)  find that those same perceptions can improve commitment to the organization, even 2

after accounting for gender and tenure at the company. Korschun et al. (2014)  find that, to 3

 Lee, Eun Mi, Seong-Yeon Park, and Hyun Jung Lee (2013) “Employee perception of CSR activities: Its 1

antecedents and consequences.” Journal of Business Research 66, no. 10: 1716-1724.

 El Akremi, Assâad, Jean-Pascal Gond, Valérie Swaen, Kenneth De Roeck, and Jacques Igalens (2015) "How 2

do employees perceive corporate responsibility? Development and validation of a multidimensional corporate 
stakeholder responsibility scale." Journal of Management no. 1: 1-39.

 Korschun, Daniel, CB Bhattacharya, and Scott D. Swain. (2014) "Corporate social responsibility, customer 3

orientation, and the job performance of frontline employees." Journal of Marketing 78, no. 3: 20-37.
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An important managerial 
question is whether and 

how exposure to CSR 
influences advocates on 

the job.



the extent an employee believes executives and customers share the employee’s CSR beliefs, 
they will be more customer oriented and, in turn, perform better on the job.   

Notwithstanding these findings, it is still unclear whether these documented effects on 
employee perceptions influence how employees actually serve customers. More specifically, 
there is a need to know whether and how participation in CSR – particularly through 
volunteering – might influence (1) how customer-contact employees interact with customers, 
and (2) how those interactions affect customer satisfaction. The present research was 
designed to empirically investigate these questions.  

The research was conducted over several months over the summer and early fall of 2017. 
Data collection was broken into two phases, one qualitative and one quantitative. The next 
two sections of this report provide details on the methods and findings of each phase. 
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The goal of the first phase was to broadly understand how employees participate in, interpret, 
and act upon CSR in their job environment. The objective was not to determine the incidence 
of CSR participation at the company or to quantify employee reactions to CSR but rather to 
uncover as wide a range of experiences as possible. Moreover, the focus groups were 
designed to identify, in employees’ own words, the key psychological factors that drive 
employee responses to Zendesk CSR. 

Recruiting and Participation 

Focus groups were conducted at two of Zendesk’s largest campuses, San Francisco and 
Madison. A total of 24 advocates participated in the research. To engage each participant 
more fully, participants were invited in small groups of two or three people. This sample 
represented a cross-section of advocates (i.e., customer-facing employees) at each location 
including both service employees and supervisors.  

Participation in the research was voluntary, and individuals signed up for time slots that fit 
with their work schedule. Participants were recruited via email invitations and were allowed 
to participate during their regular work hours. Participants were screened based on two 
criteria. First, participants were screened to include only those who had prior exposure to 
volunteering at Zendesk. This was to ensure that each participant could provide concrete 
examples of volunteering through Zendesk. The frequency of participation ranged from once 
in the past year to more than once per month, with the modal frequency being about once per 
quarter. Second, each participant was required to be an advocate; that is, an employee with a 
primary role of working with customers. This was because a central interest of the study was 
the effects of volunteering on customer interactions, not just the effects on job satisfaction or 
other more generalized outcomes.  

Consistent with academic practice for human subjects research, all participants were 
informed of their rights as research subjects and signed informed consent forms. The focus 
groups were recorded and transcribed with identifying information removed.  

Discussion Flow 

Each discussion lasted between 45 minutes and 1 hour. After stating the purpose of the group 
and asking permission to audio record, the discussion began by having the participant 
describe their job responsibilities and motivations at work. Subtopics included how they are 

!  5

PHASE 1: FOCUS GROUPS



evaluated by supervisors, challenges of the job, and skills needed to succeed. They also 
described the culture at Zendesk, and how committed they felt it was to social responsibility.  

At this point, the discussion shifted to their personal experiences volunteering at Zendesk. 
They described the opportunities offered, how much they have participated, as well as their 
motivations for participating. During this section of the discussion they also described their 
perceptions of volunteering as part of the larger Zendesk culture.  

The final section of the discussion examined the 
extent to which they felt that volunteering through 
Zendesk impacted their job. More specifically, it 
involved whether and how they think CSR influences 
their relationships with customers or other employees.  

Key findings 

The responses clustered around several themes which 
are highlighted one at a time in this section.  

Positive reactions to CSR. Focus group participants overwhelmingly reported that they were 
pleased that Zendesk encourages advocates to volunteer. CSR was, for many, a reason to join 
the company and a reason to remain there. The following quotes are illustrative of what we 
heard from many others, that volunteering helped attract them to the company in the first 
place.  

This was one of the main reasons why I wanted to come to Zendesk was the CSR 

program.  

[Volunteering] is part of the on-hire training itself… and that's put it in the forefront 
immediately as you join.  

I took theoretically a slightly less substantial offer by working at Zendesk because of their 

CSR, because I was literally like, ‘we do have a responsibility to give back.’  

Advocates said that CSR makes them more loyal to Zendesk and more satisfied in their job.  

It just makes me love working with this company so much more. 

[CSR] it gives me a sense of loyalty and pride in saying that I work at Zendesk.  

I still really appreciate the fact that as a company, they’re willing to pay us to help in the 
community.  
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However, some advocates still struggle to find the time to participate in CSR volunteering 
events. Some regret that they haven’t been more active in looking for opportunities 
themselves.   

I’m probably so focused on just doing my job stuff most times that honestly I don’t look 

for the opportunities to volunteer and tie myself more to my community. Because I’m so 
wrapped up in what I’m doing already that I can lose sight of the benefits of actually 
going out there and showing how awesome that the people who work for our company 
[are]... 

A CSR Culture. Advocates appeared to be quite aware of CSR engagement from peers. In 
other words, they were not only aware of their own volunteering efforts, but also of how 
committed colleagues are to helping in their 
communities. In cases where they believe that 
engagement is strong, it gave them a sense that the 
company has a culture of volunteering, which makes 
their job more meaningful. Although CSR 
participation is not technically mandatory, many 
believe that the company strongly encourages at 
least some CSR participation from advocates. 
However, advocates were pleased that the company was proactive, and none saw it as a 
negative. Rather some even believed that they needed to be prodded a bit to participate more.  

This is a key aspect of the company’s character and company’s atmosphere. 

That was really really cool to see, that this is a priority for the company.  

I'm going to take it one step further, [CSR is] mandatory. 

They're annoyingly active! 

I really enjoy the fact that Zendesk really pushes it, and I like that.  

When we started, they forced two hours of community service as an on-boarding team 
building.  

We are super spoiled in the sense that not only do we get to take volunteer opportunities 
during our working hours, but we have an entire team that’s aggregating those different 

opportunities and building relationships with these different services and basically 
putting it all together and putting it on the calendar and saying ‘come sign up.’  

CSR’s Influence on the Job. Advocates reported that they do indeed see a connection between 
volunteering and their jobs. Some reported being deeply affected by volunteering.  
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I applied for this job because I wanted to help people. [Volunteering] very much affects 

me mentally, physically, in every way. 

We benefit a lot from having those kinds of programs, and I think that in a lot of ways.  

I think volunteering definitely plays such a huge [role in] how I am, just as a person, and 

how I communicate with a customer. 

CSR Energizes Advocates. Many advocates described the rejuvenatory qualities of CSR. They 
said that CSR can provide a needed break at times when the job becomes difficult or when 
they begin to feel burned out. After volunteering, they often feel refreshed when returning to 
work. 

I always feel energized coming back from a CSR event. 

In terms of clearing my head, to be able to have the opportunity to do something 
different, I consider it like a break. I really do – because I really enjoy it.  

I feel like when I came back from say, planting the other week, I was just super, super 
energized from it, so then, it’s like, “Oh, I have a phone shift now,” and you just got on 

the phone and I just feel like I was more energized in the way that I was talking to people. 

CSR and Empathy. Many advocates told us that volunteering helps them have more 
perspective when dealing with customers. By interacting with people in need during 
volunteering events, advocates say that it brings out their most empathetic self. When they 
return to work they feel more open to empathize with the customer who is facing a problem.    

 Getting out into the world and interacting with people a little different from us… I think 
it’s always a good exercise no matter where you are. 

I mean, there is something very different about that, that connects you and brings out the 
humanity in you.  

Our whole job is really helping people solve problems, so when you can do it in a 
different context and do it with something you’re really passionate about, it energizes you 
to look at your opportunity to help people at work with new eyes and with new energy. 

"Volunteering sheds light on things that may be 
important to you that you may not have 
otherwise or an individual may not have 
otherwise thought was important.  

"I think being sympathetic to someone's issues 
or empathetic to a situation, that's a muscle and I think the more you practice that these 
become over time and I think that's one role of the CSR that helps with it, it exercises that 

muscle. 
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Some focus group participants noted that customers contacting Zendesk can be highly 
stressed and frustrated by the technical issue they are facing. Some customers may blame the 
advocate for things that are not under the advocate’s control. Because CSR volunteering 
exposes advocates to people in extreme need, volunteering can make it easier to empathize 
with customers even when that customer is very upset.  

When you’re being yelled at, essentially around the phone which happens not like heavily 
regularly but it’s not rare either. You just lose a lot of your empathy for them, right? …But 
after volunteering], you suddenly see the customers that we deal with as people too, and 
so it’s a little bit easier to get through those every once in a while awful customers. 

Even the horrible ones, I mean, you know that everyone is dealing with something.  

Everyone is struggling with something and you see that when you’re putting together 
books for kids in low-income areas that don’t have access to books or when you are 

planting food to feed people that can’t feed themselves, and people have all sorts of issues 
that they’re living with daily and you don’t know what they have, health issues or family 
problems, or if they’re dealing with any of those things. It just makes you more aware." 

It puts our customers' problems in perspective but it helps me remember that it's a very 

personal problem [to that customer]. 

…being able to relate to people completely outside of our comfort zone and outside of 
our social spectrum also opens up opportunities to strengthen our communication skills, 

really get in touch with our empathy in ways that can sometimes become disassociated 
and our positions… 

 I just love helping people, but everyday doing the same thing, you just kind of forget 
about that. And so when you get to do an actual event, it just kind of makes you aware, 

like we’re here for the people, we are the advocates for our customers. 

CSR and Cross Department Information Sharing. Advocates reported a more indirect effect 
of volunteering. Some said that, while volunteering, they sometimes meet other employees 
with whom they rarely have contact. Others said that volunteering exposed them to a 
different, more caring side of colleagues. As a 
result, volunteering can improve relationships 
amongst Zendesk employees and encourage 
information sharing and cooperation when 
customers face difficulties that require a team 
response. The following quotes from multiple 
advocates, paint a picture of how these 
relationships develop.  
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At that [CSR event] it was really cool because it got me introduced to a lot of the other 

departments of people.  

Yeah. Two people. Both of them pretty important at the company. I got to know and spend 
time with both of them on a personal level at two CSR events. 

Even if you don’t have a relationship with some of your colleagues - and they’re just 
sitting a few desks away from you - but when you guys go out and [volunteer] now you 
have something in common.” 

You might be more inclined to help them out or hit them up personally if you’ve met them 

[volunteering]. 

It definitely helps us in advocacy because we do tend to need to reach out to a lot of 
different departments, sometimes to get things done so it can be helpful to be like, I at 

least feel comfortable ‘Slacking’ you, and being cool with it.  

I felt a little bit less bad about asking questions, maybe to [one advocate’s] detriment, 
bugging him all the time. But yes, I do think at least in that one location it did help me get 
closer to someone that I was working with but may not be connecting with on a regular 

basis. 

I never really spoke to Larry [name changed] until our outings. He’s always – he’s really, 
really busy … so he’s a very stressed guy. So it was really cool getting to see him outside 

and like. I know what you do for work and I know when not to bug you,” like that kind of 
stuff. 

"Now that we’re comfortable, I talk to them all the time and I ask them questions all the 
time;  

CSR and Pride in the community. Advocates reported that volunteering changed their 
relationship with the surrounding community. By interacting with community members, both 
other volunteers, and the beneficiaries of the programs, it made advocates feel safer in the 

neighborhood (especially in San Francisco’s 
Tenderloin district). Exposure to the local community 
also educated advocates about the area, giving them a 
greater sense of pride in the community.  

[CSR] makes me feel more connected to Madison 
and more engaged in like what’s going on where the city needs things.  

So I started doing that [volunteering] because I needed to force myself into the 
community or else I was just going to be petrified going to work every day.  

!  10

CSR makes the local 
community more of a 
home to advocates.



I remember just being proud of those people that were kind of like speaking up and 

saying, ‘Hey, yes, this is not a great neighborhood necessarily but what can we do to 
make it better instead of just complaining about it?’ 

So it's a really good way to know what's happening here… it's like you got to know where 

San Francisco came from. 

Some advocates also mentioned that CSR has improved the way that local people view the 
company. They imply that the effects are two-way, improving their view of the community 
and also improving the community’s view of Zendesk.   

The fact that Zendesk is in this neighborhood and making an impact here, people here 
know what Zendesk is, [even those who] will probably never even use Zendesk in their 
life. 

The volunteering, I think it lowers the skepticism level to strangers. I think that makes 
your environment less alienating and I think that bleeds over. 

Takeaways 

Overall, advocates not only enjoy volunteering through the company, but claim that it has an 
influence on the quality of their work. They say that seeing – and helping – others in need 
during volunteering events contributes to their empathy for others. And advocates believe that 
this spills over to their interactions with customers. In addition, volunteering enhances the 
esprit de corps among advocates. It also introduces them to others in the organization that 
they may not have known before, which enables them to reach out for help when needed.  

While these two themes came out loud and clear in conversations with advocates, qualitative 
interviews cannot establish how pervasive these feelings are among the wider population of 
advocates. In addition, it is important to establish that these feelings result in behaviors that 
will improve the customer experience. Phase 2 was designed to delve deeper by quantifying 
key concepts and testing their effect on downstream outcomes such as empathy and customer 
satisfaction.  
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A second phase was conducted immediately following the qualitative phase. This phase was 
designed to quantify key concepts from the first phase and to test the relationships between 
CSR participation and customer satisfaction more formally. Three separate data sources were 
combined to tease out the effects over several analyses.  

Survey Sample 

In late August 2017, all advocates were sent invitations to participate in a survey of their CSR 
volunteering behaviors. The final sample included those advocates who completed the survey 
and who could also be matched to the other data sources. As an incentive to maximize 
participation at each campus, the company was to donate a predetermined amount to a local 
charity if a quota was reached.  

The response rate to the email invitation was 65 percent. Of those who responded to the 
invitation, 120 advocates completed the survey, although the number of respondents for 
whom company performance data was also available was somewhat smaller (more details in 
the findings section). As would be expected with such a high response rate, survey 
respondents reflected a cross section of the company’s advocate pool. A wide number of 
company locations were represented, although 90 percent of respondents were from Dublin, 
Madison, Manila, or San Francisco. Nearly 36 percent of individual respondents identified as 
female. Just over 30 percent of respondents had been working at Zendesk for less than one 
year, and 38 percent more than 2 years. 

Data Sources and Measures 

The study drew from three separate data sources, matching employee survey responses with 
company performance data. Strict protocols were used to protect respondents’ confidentiality. 
Company administrators had access to employees’ performance data, but not to survey 
responses which were housed on the server of the researcher’s institution. The researcher had 
access to all survey responses, but not to any identifying information about the respondents. 
The observations were matched by the researcher using a respondent code, and the full 
dataset resides with the researcher.   

Employee survey: Advocates who indicated that they wished to participate in the research 
were sent, through an embedded link, to a questionnaire which was housed on the researcher 
institution’s server. The survey asked advocates to record their CSR volunteering in the 
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calendar year of 2017, including the number of times the advocate volunteered over an 8-
month period and the total number of hours volunteered in the same period. Survey 
respondents also recorded whether their volunteering participation brought them into contact 
with other employees, or with the end-beneficiaries (i.e., CSR contact with other employees 
and CSR contact with end-beneficiaries). CSR contact was measured on a 1-100 scale 
relating to the proportion of time the advocate spent with either employees or beneficiaries 
during their volunteering. Advocates also recorded how much they seek help from others on 
the job and how much they engage in behaviors to help others. Helping behaviors were 
measured using the two items “I help orient new advocates even though it is not required,” 
and “I frequently write articles when I find a solution that can benefit others.” Help-seeking 
behaviors were measured using the two items “I’d rather rely on my own knowledge than 
turn to others for help,” and I don’t like to bother other advocates by asking a lot of 
questions.” Both were rated on a 7-point scale (1 = disagree strongly, 7 = agree strongly). 
Help-seeking scores were reversed so that higher numbers expressed greater levels of help 
seeking.  

Customer satisfaction scores (CSAT): Customer satisfaction scores are collected in each 
month based on customer surveys immediately following interactions with advocates. CSAT 
from October and September were combined to create a composite score for CSAT over the 
period after which advocates took the survey. The mean composite CSAT score in the sample 
was 95.5 (s.d. = 4.02).  

Empathy ratings: Zendesk randomly samples interactions between advocates and 
customers. These interactions are rated by the quality assurance team based on the empathy 
the advocate demonstrates towards the customer. Ratings of 1-3 are given for criteria such as:  

• Did the advocate maintain a friendly, helpful, and respectful tone?  

• Did the advocate appropriately adjust their tone to match customer’s expectations? 

• Did the advocate maintain a personal voice throughout the interaction? 

The multiple dimensions are averaged to create a monthly empathy rating for each advocate. 
Empathy ratings were drawn for the period of September. These ratings ranged from 1.83 to 
3.00, with a mean score of 2.09 (s.d. = .17). 

Findings 

Three analyses were conducted to test the relationships identified in the focus groups. The 
figure on page 16 illustrates the key concepts examined in each analysis.  
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Analysis 1: In the focus groups, advocates said that one way in which CSR can drive 
customer satisfaction is by stimulating helping behaviors among advocates. Volunteering can 
enable advocates to meet other employees, enriching existing relationships and perhaps 
creating new relationships.  

The notion that volunteering with others at the company encourages helping and help-seeking 
behaviors which then facilitates customer satisfaction was tested in two steps. First, helping 
and help-seeking behaviors were examined as predictors of CSAT. Each advocate’s CSAT 
score in August was used as a control measure to eliminate variance due to their performance 
to date. The model was tested using OLS regression. 
Results of the ANOVA were statistically significant (F 
(2, 92) = 3.34; p < .05) and the R-squared value was.10, 
suggesting that there is considerable unexplained 
variance in the CSAT measure. The coefficient for help 
seeking was significant (b = .63, s.e. = .25, t = 2.50, p < .
05), however, the coefficient for helping others was not 
significant (b = .24, s.e. = .34, t = .69, p = .49). This 
suggests that the more an advocate seeks help from others at the company, the higher their 
CSAT scores. In contrast, helping others may help the CSAT of others, but not the advocate 
doing the helping. The effects are significant even after accounting for the advocate’s CSAT 
performance in the prior period (b = .14, s.e. = .07, t = 1.88, p < .10).  

The second step was to test the effect of CSR volunteering on help seeking. In this step, help 
seeking was the dependent variable. The independent variables were (a) whether they had 
volunteered at least 4 times over the eight month period, and (b) CSR contact with other 
employees during the volunteering event. The ANOVA was significant (F (2, 93) = 3.34, p < .
05). The R-squared value was .07, again suggesting that unmeasured variables explain much 
of the variance in help seeking. CSR contact with other employees was significant (b = .015, 
s.e. = .006, t = 2.51, p < .05) suggesting that advocates are significantly more likely to engage 
in help seeking the more their CSR volunteering event puts them into contact with other 
employees. The coefficient for number of times volunteered was not significant (b = -.33, s.e. 
= .32, t = -1.01, p = .32), suggesting that the frequency of volunteering is not as important as 
the type of CSR contact during that volunteering.   

Taken together, this suggests that if trying to boost help seeking behaviors, it is more 
meaningful who is present at the volunteering event than whether the advocate attended 
events more than once every two months.  
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Analysis 2: Focus group respondents said that CSR volunteering help them empathize with 
customers. They said that seeing people in need and then helping those beneficiaries enables 
the advocate to “build the empathy muscle.” To test this notion, a model was run with 
empathy as the dependent variable. The independent variables were whether the advocate had 
volunteered at least once every two months, and the degree of CSR contact with end 
beneficiaries. (note: the number of respondents for whom both survey and empathy data was 
available was somewhat lower than in analysis 1, because empathy scores are not collected at 
all company locations)  

The ANOVA was significant (F (2, 60) = 7.72, p < .001). The R-squared value was .21, 
suggesting that approximately 21 percent of variance in empathy scores is explained by the 
frequency and CSR contact during volunteering. Volunteering at least once every two months 
was a significant predictor of empathy scores (b = .06, s.e. = .03, t = 2.03, p < .05). Likewise, 
CSR contact with the end beneficiary was significant (b = .02, s.e. = .001, t = 3.56, p < .01). 
This suggests that both the frequency of volunteering and the degree of CSR contact with 
beneficiaries play a role in creating empathy during customer encounters. This supports the 

finding in the focus groups that volunteering can spill-
over to frontline interactions by encouraging advocates to 
“put themselves in the shoes” of customers who are 
facing difficulties.  

Perhaps a more intuitive way to describe the data is the 
following (based on a logistical regression): advocates 
who volunteered at least once every 2 months were more 
than 3 times more likely to be rated among the top third 
in the company for empathy. 

An additional model was run, but this time with an 
additional interaction term for the combined effect of 

frequency and CSR contact. Again, the model was significant (F (3, 59) = 6.96, p < .001; R-
square = .26). The coefficient for the interaction term was significant and positive (b = .002, 
s.e. = .001, t = 2.13, p < .05). This interaction term represents the synergistic effect of these 
two variables. Thus, volunteering at least once every two months is associated with higher 
empathy, and this relationship becomes even stronger the more there is CSR contact with end 
beneficiaries.     

Analysis 3: Advocates stated that CSR volunteering gives them pride in the community. To 
test this, a model was run using reported pride in the community as the dependent variable 
and volunteering at least once every two months as the independent variable. The overall 
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model was significant (F (2, 93) = 4.10, p < .05; R-square = .07). Volunteering at least once 
every two months was marginally associated with pride in the community (b = .43, s.e. = .24, 
t = 1.75, p < .10) and CSR contact with the end beneficiary was significantly associated with 
pride in the community (b = .01, s.e. = .004, t = 2.13, p < .05). This supports the qualitative 
finding that pride develops when advocates meet people in need in the neighborhood on a 
regular basis.  
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Summary of Phase 2 Analyses on Advocate Responses to CSR 
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Companies routinely encourage their customer facing employees to engage in CSR 
volunteering activities. Both the academic literature and anecdotal evidence strongly imply 
that employees enjoy the opportunity to volunteer. However, research has been scant on 
whether employees actually do anything different when they return to work after such 
experiences. This study explored the potential connections between CSR volunteering and 
job performance. The central finding is that CSR experiences do spill over to the job.  

CSR volunteering influences job performance 

The most obvious implication for managers is that CSR volunteering can influence the way 
employees conduct themselves during customer encounters. This study finds that employees 
who volunteer more often, and in certain ways, tend to produce higher customer satisfaction, 
show greater empathy during interactions with customers, and have more pride in the local 
community. These findings dovetail with what advocates in the study said themselves, that 
CSR volunteering has a profound effect on their work and personal life.  

Not just more, but “how”  

The study also suggests that more is not necessarily better, when it comes to CSR 
volunteering. That is, a critical ingredient is with whom those volunteering experiences are 
shared. One effect identified in the study is that volunteering that puts advocates shoulder-to-
shoulder during the experience can forge lasting relationships that enable employees to seek 
help when difficulties arise. And the data in this study suggests that the more they seek help, 
the more they are able to satisfy customers.  

Another effect identified in this study is that spending time with the end-beneficiaries of 
those CSR volunteering experiences alters the way that employees see customer problems. 
Seeing and helping people in need helps the employee empathize more with customers when 
they return to the office, giving them renewed perspective that the customer is simply another 
person facing a problem that is important to them.  

A final outcome of CSR volunteering is that it can enhance the pride that employees feel in 
their local community. Placing employees in direct contact with members of the community, 
especially those in need, humanizes the neighborhood and highlights the work that is being 
done to improve the area.  
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The implication is that different forms of CSR volunteering can be tailored to the needs of the 
company and the individual employee. When empathic behaviors during customer 
interactions are wanting, the evidence suggests that CSR volunteering can not only provide a 
much needed break, but also give the employee a renewed perspective. On the other hand, 
when an employee finds social obstacles to reaching out to colleagues for help, CSR 
volunteering can create lasting contacts with others that facilitate sharing and cooperation.   

Some limitations 

This is a cross-sectional study, not an experiment. The results do not necessarily indicate 
causation. However, theory in the scholarly literature suggests that there is a causal linkage 
between CSR exposure and job-related outcomes. Moreover, even the most conservative 
interpretation suggests that the strongest performing employees volunteer more, or at least 
differently than others. Either interpretation – correlational or causal – suggests that CSR 
volunteering is an important ingredient for employee development. Future research is 
warranted to examine whether CSR volunteering actually causes the apparent increases in 
empathy and CSAT.   

This study was conducted at a single company. While the study involved a sizable proportion 
of the employee population, the sample is still somewhat small. Managers should use some 
caution when generalizing the results to other companies. Replicating at least some of the 
research is recommended before implementing large-scale changes at other companies.   

Overall, it is the hope of the researcher that these findings provide a springboard from which 
managers might expand CSR volunteering experiences in meaningful ways. CSR provides an 
unusually potent means to simultaneously create value for the company, employees, 
customers, and the community. Hopefully, this study is but a modest beginning to a longer 
journey of inquiry. 
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