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Extended Abstract 

Socially oriented products, campaigns, or communications perceived as authentic by 

stakeholders are more likely to lead to positive outcomes. However, most research on 

companies' pro-social initiatives, conceptualises authenticity in ways that assume that 

authenticity resides entirely in the object (the CSR initiative) rather than the subject (the 

stakeholder).  

 

The problem with relegating stakeholders to mere evaluators of the authenticity of the pro-

social initiative is that it fails to acknowledge that authenticity is an experiential construct, 

not just a perceptual one. One of the main reasons stakeholders care about companies' pro-

social initiatives is that they are concerned about their authenticity. To get to the heart of 

authenticity in CSR, one needs to understand the conditions that make stakeholders feel 

authentic when interacting with a company's pro-social initiatives. This study investigates 

the individual's experience of authenticity while participating in pro-social initiatives.  

 

This thesis consists of a portfolio of three research papers, with respective perspectives of 

CSR authenticity from an experiential perspective. The first paper examines the conditions 

under which individuals feel themselves to be authentic when they interact with an 

organisation's pro-social initiatives. The second paper explores how an authentic CSR 

experience enhances sustained participation in pro-social initiatives. The third paper looks 

into how local community members manage and negotiate intrinsic tensions while 

participating in pro-social initiatives.  

 

Using an interpretive case-study approach and drawing upon existential authenticity, this 

thesis portfolio theoretically extends existing CSR authenticity literature with an existential 

lens to understand CSR authenticity from an individual’s perspective. Practically, it identifies 

explanations regarding the conditions that make for an authentic CSR experience and the 

implications of such experiences. This research aims to contribute theoretical and practical 

knowledge that produces purposefulness in academic/practitioner collaborative research. 

Thus, it will increase levels of relevance and impact to bridge the divide between theory and 

practice.  
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1.1. General Overview  

This chapter represents a consolidated overview of the research. It sets forth an overarching 

view of the literature supporting this research on CSR authenticity. It also provides a generic 

picture of the methods followed in undertaking this research. Also, this chapter introduces 

the contributions of this research and concludes with a structured outline of this thesis 

portfolio.  

 

Corporate social responsibility (CSR) activities are pro-social initiatives that demonstrate the 

inclusion of social and environmental concerns in business operations and interactions with 

stakeholders (Van Marrewijk, 2003). They encompass a wide variety of initiatives which 

could be philanthropy related, those related to business practices of the firm, those that are 

product related and those related to social partnerships (Ellen, Webb and Mohr, 2006; 

Muthuri, 2007). This thesis’ empirical focus will be on social partnerships, which refer to 

business and non-profit collaborations (Seitanidi and Crane, 2008) that involve commitment 

of resources (time and effort) by both partner organizations- which work together, actively, 

to solve problems that affect both parties and the community they are domiciled (Waddock, 

1991). 

 

Stakeholders sometimes perceive business organisations as not genuine (Beckman, 

Colwell and Cunningham, 2009) or inauthentic (McShane and Cunningham, 2012; Alhouti, 

Johnson and Holloway, 2016) for three reasons. First, it may be due to a lack of congruence 

between the organisation's communicated values and its projections to its relevant publics 

or the society (McShane and Cunningham, 2012).  Second, it may be due to a lack of 

congruence between organisational values and subsequent organisational behaviours 

(Mazutis and Slawinski, 2014). Third, it may be due to the discrepancy between what the 

organisation does and what the same organisation says (Beckman, Colwell and 

Cunningham, 2009). Such gaps have led to scepticism and, thus, a gap between pro-social 

initiatives of a business organisation and stakeholder participation (Green, Sinclair and 

Tinson, 2016). ‘Stakeholders’, within the context of this study, refer to individuals or groups 

with which the corporation interacts who have a stake or a vested interest in it, such as 

employees, consumers, suppliers, and local communities within which corporations operate 

(Carroll and Buckholtz, 2000) 
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This gap begs the overarching question- can pro-social initiatives be authentic? The sub-

research questions of this study include:  

 1. How, and under what conditions, do individuals feel authentic when interacting with an 

organisation's pro-social initiatives? 

2. How does an authentic CSR experience enhance sustained participation in pro-social 

initiatives? 

3. How do local community members manage and negotiate intrinsic tensions while 

participating in pro-social initiatives? 

Authenticity is an increasingly prevalent theme in CSR studies. The CSR literature shows 

that an organisation's pro-social initiative is perceived as authentic when there is an 

alignment in its projected identity, what it communicates about itself, and its actions 

(McShane and Cunningham, 2002; Beckman, Colwell and, Cunningham, 2009; Mazutis and 

Slawinski, 2014). Thus, perceived authenticity leads to positive outcomes such as increased 

individual participation, greater identification, improved loyalty, and higher sales (Green et 

al., 2006; Yoon and Lee, 2006). However, the literature assumes that most studies on 

organisations' pro-social initiatives (McShane and Cunningham, 2012; Mazutis and 

Slawinski, 2014; Yoon and Lee, 2016) conceptualise authenticity in ways that assume that 

authenticity resides entirely in the pro-social initiative, rather than in the individual. This study 

argues that authenticity is not only a perceptual construct but also an experiential construct 

as well. Thus, to get to the heart of authenticity in CSR, there is a need to understand how 

and under what conditions individuals feel authentic when interacting with an organisation's 

pro-social initiative. This study approaches CSR authenticity from an 'existentialist 

perspective', which focuses on the experiential goal of individuals looking to understand or 

affirm something about themselves when interacting with organisations' pro-social 

initiatives.  

 

This study also notes the evident gap between the authenticity of an organisation's pro-

social initiatives and stakeholder participation - defined as the degree to which stakeholders 

share in the execution of pro-social initiatives (Kim et al., 2010). When stakeholders get 

involved in an organisation's pro-social initiatives, it builds feelings of social approval and 

self-respect, especially when the initiative is perceived to be relevant to their desires 

(Simola, 2006; Mattila and Hanks, 2012). It also strengthens the stakeholders' perceived 

legitimacy of the organisation. However, this study notes a dearth in discussions within the 

literature concerning the role of CSR authenticity in explaining stakeholder sustained 
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participation in CSR. Thus, this study examines an authentic CSR experience's role in 

sustaining local community members' participation in pro-social initiatives. ‘Local 

community’ within the context of this study, refers to a group of people bounded by physical 

proximity with one another (Dunham, Freeman and Liedkta, 2008).   

 

Extensive studies have explored the relationship between authenticity and scepticism 

(Babu, de Roeck and Raineri, 2020; Wagner, Korschun and Troebs, 2020). These existing 

studies have always focused on stakeholders' scepticism of business organisations, the 

sources of such scepticism and how it can be reduced. However, this study observes that 

the sources of such scepticism stem from questioning the organisation's authenticity, which 

is limited in approach, seeing that the relationship between businesses and societies ought 

to be two-way. This study seeks to flip the current narrative and focus on scepticism in 

connection with the individual's authenticity- which will "lead toward the crafting of self-

understandings" (Ghadiri, Gond and Bres, 2015) and enhance individual meaningfulness.  

 

This study is important, both from an organisational perspective and an individual 

stakeholder perspective. From an organisational perspective, this study considers the high 

financial investments that business organisations make in contriving pro-social initiatives 

because they seek to impact society (Peloza and Shang, 2011). The Financial Times 

(October 12, 2014) supports this, revealing that Fortune Global 500 companies spend $15.2 

billion annually on pro-social initiatives. We also find multinationals like Coca-Cola launching 

campaigns to improve environmental sustainability via recycling (Mohr and Webb, 2005). 

Such campaigns' expected outcomes are stakeholder participation, especially as such 

campaigns challenge consumers to "film themselves creatively slam-dunking their empty 

plastic bottles into recycling bins" (Coca Cola; September 12, 2018). In this case, a lack of 

stakeholder participation becomes a loss to the business organisation, as they are unable 

to meet their expected outcomes (Barnett, 2007; Bhattacharya, Korschun and Sen, 2009). 

 

Additionally, organisations do not exist in isolation but establish themselves within 

communities- hence, the need for social connectedness between the organisations and 

such communities (Mazutis and Slawinski, 2015). Such connectedness "requires deep 

engagement with stakeholders and responsiveness to their needs" (Mazutis and Slawinski, 

2015, p.143). Participation, thus, finds expression through dialogue, interaction, and 

involvement (Fung, 2006; Morsing and Schultz, 2006; Greenwood, 2007), and a lack of 
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these expressions potentially influences the extent to which stakeholders will be keen to 

interact with the business organisations. 

 

From an individual stakeholder perspective, there is a need for CSR to be more 

individualised and personal to move people at a deep level and enhance active engagement 

(Glavas, 2016). It is the responsibility of an organisation to "go the extra mile to realise the 

well-being of the firm's various stakeholders" (Yoon and Lee, 2016, p. 94), which is what 

CSR encompasses (Glavas, 2016). There is also an increasing desire from individual 

stakeholders for more authentic offerings and avenues through which a sense of self can be 

restored, especially in a global system in which individuals constantly search for a place to 

fit in (Arnould and Price, 2000). It is helpful for business organisations to understand the 

intrinsic and contextual nature of the individual stakeholders they are dealing with (Arnould 

and Price, 2000; Beverland and Farrelly, 2010). This enables business organisations to 

understand the respective stakeholders' diverse goals (Beverland and Farrelly, 2010) and 

contrive creative ways to meet these goals through their pro-social initiatives. At this point, 

participation transcends purchasing intent and focuses more on involving, interacting with, 

and engaging the individual stakeholder (Fung, 2006; Morsing and Schultz, 2006) in pro-

social initiatives. Hence, this research asks specific questions reflected in Table 1.  

 

The following section constitutes an overview of what CSR means, CSR activities and its 

broad categories, how it is related to local communities, the nature and types of participation 

involved, and how it is associated with CSR authenticity to situate this study within extant 

literature.   

 

1.2. Overview of Literature  
 

1.2.1. Corporate Social Responsibility (CSR): Micro-CSR, Community Engagement and 

Participation 

Corporate social responsibility (CSR) is a concept that has garnered widespread interest 

from practitioners and academics over decades (Campbell, 2007; Schwartz and Carroll, 

2008). This is because of the positive outcomes that scholars believe CSR brings to the 

organisations (McWilliams and Siegel, 2001; Carroll and Shabana, 2010) and the society 

(Margolis and Walsh, 2003; Jahdi and Acikdilli, 2009). Positive outcomes to the organisation 

include long-term viability and stakeholder support (Carroll and Shabana, 2010), while 

positive results to society include promoting social welfare (Margolis and Walsh, 2003).  
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Such positive outcomes lead to stakeholder interaction with such organisations, which 

Bhattacharya, Korschun and Sen (2009) believe is a company-favouring response. This 

interaction gears towards a change in behaviour or adoption of specific activities related to 

society (O'Riodran and Fairbrass, 2014).  

 

1.2.1.1. Micro-foundations of CSR  

Scholars have increasingly sought to explain the relationship between organizations and its 

stakeholders. While some scholars focus on macro-level (institutional or organizational) 

nuances, this study finds a burgeoning interest, especially in micro-level nuances and how 

they influence individual outcomes to pro-social initiatives (Shea and Hawn, 2019; Gond and 

Moser, 2021). 

 

Here, micro-CSR refers to the study of the effects and experiences of CSR on individuals 

(Rupp and Mallory, 2015). This is in alignment with the overarching objective of this study – 

to investigate the individual's experience of authenticity while participating in pro-social 

initiatives.  A number of studies give overarching reviews on the state of research of micro-

foundations of CSR (Aguinis and Glavas, 2012; Gond et.al., 2017; Gond and Moser, 2021). 

Micro-foundations here, refer to the foundations of a field that are based on individual action 

and interactions (Foss, 2011; Aguinis and Glavas, 2012).  

 

The three reviews (Aguinis and Glavas, 2012; Gond et.al., 2017; Gond and Moser, 2021) 

suggest the adoption of multi-level research, i.e., understanding the relationships between 

micro (individual), meso (organizational) and macro (institutional) levels of CSR. Such multi-

level research enhances one’s understanding of internal and external outcomes and 

implementation (Shea and Hawn, 2019). The three reviews also propose that there are core 

components that provide foundations for prior studies of how CSR affects individuals. Such 

components include individual drivers of CSR engagement (Gond et.al., 2017), individual 

perceptions and evaluations of pro-social initiatives (Gond et.al., 2017), individual 

perceptions of warmth and competence as a result of organizations’ pro-social initiatives 

(Shea and Hawn, 2019). The latest review is in form of a critical essay, which segments 

micro-CSR into two camps- psychological and sociological micro-CSR (Gond and Moser, 

2021). While psychological micro-CSR focuses on psychological questions of individuals’ 

motivations, sociological micro-CSR focuses on how individuals process CSR in relation to 

other people. While this study has the potential of cross-fertilization, the core of this study 
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focuses on individual experiences and individual based outcomes while engaging in pro-

social initiatives- thus, contributing to the psychological micro-CSR literature.  

 

1.2.1.2. CSR Activities  

The presence of CSR activities have the capability to enhance stronger and more robust 

relationships between business organizations and stakeholders (Peloza and Shang, 2011). 

They hold several advantages for stakeholders- the potential beneficiaries and risk bearers, 

who contribute voluntarily or involuntarily, to the organization’s wealth-creating capacity and 

activities (Post, Preston, and Sauter-Sachs, 2002; Bhattacharya, Korschun and Sen, 2009).  

 

CSR activities are broad- the different types of CSR activities have different effects on both 

firm and stakeholder value (Peloza and Shang, 2011). As such, they encompass a wide 

variety of initiatives which have been categorized into different types within the CSR 

literature: philanthropy, those related to business practices of the firm, those that are product 

related and social partnerships (Ellen, Webb and Mohr, 2006; Muthuri, 2007). While 

philanthropy encompasses activities such as cause related marketing, donations of cash, 

support for charities, volunteerism and the likes, business practices incorporates issues 

around environmental practices (recycling), child labour/sweat shops, ethical behaviours, 

and the likes. Product related CSR activities include those that focus on issues relating to 

organic products, residue-free products, and green products. Social partnerships on the 

other hand, refer to business and non-profit partnerships (Seitanidi and Crane, 2008). Such 

partnerships involve commitment of resources (time and effort) by both partner 

organizations- which work together, actively, to solve problems that affect both parties and 

the community in which they are involved (Waddock, 1991). Amongst these categories of 

pro-social initiatives, this thesis focuses on social partnerships purely based on its good fit 

with this study's theoretical domain (Mamali, 2019). 

 

1.2.1.3. CSR: A Stakeholder Approach 

Widespread across the CSR literature is the common thread that business enterprises have 

some responsibilities to society beyond making profits for the shareholders- an idea that has 

been around for centuries (Schwartz and Carroll, 2008; Carroll and Shabana, 2010). 

Members of society expect business organisations to be ethically responsible and desire 

that business organisations assume some social roles beyond their jurisdiction, 

requirements, and expectations (Muthuri, 2007; Schwartz and Carroll, 2008).  CSR is an 

umbrella term for all these responsibilities that members of society require, expect and 
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desire (Schwartz and Carroll, 2008) from business organisations. Due to "a lack of 

consensus on what CSR means" (Carroll, 1979, p. 497), different authors (Carroll, 1979; 

Dahlsrud, 2006; Carroll and Shabana 2010) have come up with varying dimensions to 

understand CSR. For instance, Carroll (1979) asserts that there are four dimensions through 

which businesses can frame their social responsibilities: economic, legal, ethical, and 

discretionary/philanthropic responsibilities. In arguing for a CSR business case, Carroll and 

Shabana (2010) used Carroll's (1979) framework to navigate their argument concerning a 

firm's economic responsibility. However, Carroll's (1979) argument tilts towards a top-down 

communication approach- with organisations focusing on what the society needs and with 

barely any explicit reference to the involvement or engagement of members of the society 

which the organisation seeks to help (Morsing and Schultz, 2006). 

 

Besides, even though there are questions about the financial benefits that business 

organisations get from engaging in CSR policies and activities, the social context in which 

such a business organisation exists must be considered (Mazutis and Slawinski, 2015). 

Dahlsrud (2006) extracted five CSR dimensions: environmental, social, economic, 

stakeholder and voluntariness. Unlike Carroll and Shabana (2010), Dahlsrud (2006) 

explicitly states that the stakeholder dimension focuses on interaction with stakeholders 

(2008, p.4) and adds that amongst the five dimensions, the stakeholder, and social 

dimensions, respectively, were the highest scoring dimensions in the mix, which again 

affirms that most definitions at the time emphasised stakeholders (Hopkins, 2003; Van 

Marrewijk, 2003). Thus, Jimali (2008) presents and makes a case for a stakeholder 

approach to CSR, which offers a practical alternative for assessing the performance of firms 

vis-a-vis key stakeholder groups and hence also indirectly gauging their Corporate Social 

Performance (CSP).  

 

From the above premises, we see that stakeholders have an essential role in CSR 

implementation (Schwartz and Carroll, 2008). Little wonder stakeholder theory is one of the 

theoretical bedrocks of CSR (Freeman, 1984).  This study adopts Carroll and Buckholtz 

(2000)’s definition of stakeholder as individuals or groups with which the corporation 

interacts who have a stake or a vested interest in it, such as employees, consumers, 

suppliers, and local communities within which corporations operate.  Some of these 

stakeholders (e.g., employees, managers) are involved directly in coordinating and 

performing productive activities. Some other stakeholders (e.g., investors, strategic 

partners) provide only indirect or partial support for organizational activities. A third type of 
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stakeholder group operates at the boundaries of the abstract entity that makes up the firm 

and includes a variety of actors who encounter the organization for a variety of reasons. 

These other stakeholders include customers, regulators, pressure groups, and local 

community members (Sen, Bhattacharya and Korschun, 2006).  

 

1.2.1.4. CSR: Community Participation and Corporate Community Involvement  

With regards “community”, the literature records a lack of specificity in its conceptualization 

(Dunham, Freeman and Liedkta, 2006).  Muthuri (2007) also notes that communities often 

lack voice and tend to become potential victims of pro-social initiatives that do not align with 

their needs.   It then becomes important to resolve this by digging into ways that the literature 

has attempted to conceptualize community (Dunham, Freeman and Liedtka, 2006; Jimali, 

2008; Muthuri, Chapple & Moon, 2008; Crane and Ruebottom, 2011).  

This study adopts Dunham, Freeman and Liedkta (2006)’s conceptualization of community 

because it accommodates both face-to-face and electronic interactions and includes - 

community of place, community of interest, community as virtual advocacy group and 

community of practice. Community of place focuses on the physical proximity if its members 

that define the community.  Participation in this regard could run from being non-existent to 

more regular. Thus, in this regard, business organizations must consider the effects of their 

activities on those who live in close, physical proximity to their operations.  The pro-social 

initiatives in this regard range from making donations to encouraging employee 

volunteerism, and to also supporting community-based programs.  Community of interest   

focuses on advocacy efforts which target business firms. Such communities have their 

respective purposes and areas of focus and range from hobbyists to various membership 

groups centred on religious affiliation or charitable causes. Most communities of interest 

tend to involve either voluntary membership or non-voluntary membership.  Communities as 

virtual advocacy groups focus on the disruption with the organization targeted, while 

community of practice denote professional work groups united by a sense of shared 

interests, values, and purpose. Such groups are marked by a strong sense of identity, 

mutual obligation and an openness that facilitates learning and change within organizations.  

This study focuses more on communities of place, based on the theoretical framing of this 

study (Mamali, 2019). This thesis treats community as a homogenous concept based on the 

nature of social partnership. Homogeneity, in this case, treats all participants in this pro-

social initiative as a single entity- but based on their roles within the pro-social initiative.   
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This study examines an authentic CSR experience's role in sustaining local community 

members' participation in pro-social initiatives. Community participation in pro-social 

initiatives is also becoming a trend especially within the contexts of corporate community 

involvement (Muthuri, 2007; Muthuri, Chapple and Moon, 2009). Here, Corporate 

Community Involvement (CCI) refers to business involvement in social initiatives by way of 

contributing resources to meet the social and economic needs of the communities in which 

they operate. In relation to this, community participation refers to the opportunities, 

processes, and mechanisms in which the community stakeholder takes part and shares in 

the decision-making in CCI programs (Muthuri, 2008). Such social partnerships tend to be 

contextual- based on the nature and values attached to such environments (Muthuri, 

Chapple and Moon, 2009). Such corporate community involvement also raises a more 

sustainable form of intervention which involves long-term commitments to the said 

communities (Tracey, Phillips and Haugh, 2005). Additionally, CCI mirrors the goal of 

community inclusion, which in turn leads to individual empowerment and authentic 

collaboration between the two parties (Fujimoto, Azmat and Subramaniam, 2019).  

 

Community participation can be conceptualized in a number of ways – based on who is 

participating (Fung, 2006) and for whose benefit (Cornwall, 2008), based on frequency of 

participation and intensity of participation- which in turn, provides a nuanced view of CSR 

effectiveness (Noack, Miller and Smith, 2019), based on direction of participation – ‘bottom 

-up’ or ‘top-down’ (Ismail, Alias and Mohd Rasdi, 2015), strong and weak participation (Brett, 

2003). In terms of the degree of participation, Cornwall (2008) expatiates on the several 

typologies that have been used to describe the participation spectrum- from Arstein’s (1969) 

ladder of participation which focuses on those on the receiving end of participation, to 

Pretty’s (1995) typology of participation which focuses on the user of participatory 

approaches, and to White’s typology of participation- focusing more on the interests of the 

parties involved. We see from the varying typologies that key nuances that lead to the 

success of community participation includes- the participants, those hosting the participation 

(and their interests), the nature of environment in which the participation is taking place, 

timing, as well as the goals of such participation.  

 

1.2.2. CSR Authenticity  

Local community members become sceptical of business organisations, especially in the 

light of widely discussed scenarios where business organisations purposefully mislead their 

community members to elicit purchase (Delmas and Burbano, 2011; Elving, 2013; Glavas, 
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2016). Local community members also become sceptical or outright negative towards 

business organisations that are too willing to talk about their pro-social initiatives (Schmeltz, 

2012). Such scepticism could lead to tensions and gaps between businesses and 

communities (Green, Sinclair and Tinson, 2016). However, several authors (Beckman, 

Colwell and Cunningham, 2009; Du, Bhattacharya and Sen, 2010; Mazutis and Slawinski, 

2015; Alhouti, Johnson and Holloway, 2016) argue that authenticity plays a significant role 

in reducing the tension between business organisations and communities. For instance, 

Alhouti, Johnson and Holloway (2016) argue that perceived authenticity reduces 

stakeholder scepticism and allows for CSR campaigns' success, while Mazutis and 

Slawinski (2015) assert that perceived authenticity helps business organisations to engage 

better with their stakeholders. Likewise, understanding stakeholder perceptions of pro-social 

initiatives is crucial for business organisations, as it helps "mend the growing divide between 

business and society" (Mazutis and Slawinski, 2012, p.138) and helps understand better 

ways to manage relationships with multiple stakeholders (Beckman, Colwell and 

Cunningham, 2009). 

 

There are several approaches to defining CSR authenticity within the literature. From an 

initiative-centric perspective, an authentic pro-social initiative is adopted with "a genuine 

concern for society and environment" (Yoon and Lee, 2016), or one that is a "genuine and 

true expression of the company's beliefs and behaviour toward society (Wicki and Kaaij, 

2007). From a self-centric perspective, authenticity is seen as being "true to oneself" (Pine 

and Gilmore 2008; Ahn, 2015; Glavas, 2016). Here, the focus is on the individual 

stakeholder's values, perceptions, and belief systems. From a product-centric perspective, 

authenticity is seen as the realness or genuineness of an object (Skilton, 2013; Lim and 

Yang, 2015). Beckman (2013) adds that such products or tangible artefacts are measured 

against an ideal, a standard or a template. From the above, we see that studies on 

"perceived" authenticity are classified based on perceived organisational behaviour (Wicki 

and Kaaij, 2007; Beckman, Colwell and Cunningham, 2009; Yoon and Lee, 2016), perceived 

authentic products (Lim and Yang, 2014), and perceived authentic people (McShane and 

Cunningham, 2012; Glavas, 2016). Although this classification provides a useful way of 

viewing the authenticity discourse within CSR literature, it is also important to understand 

the specific gaps that underlie perceptions of authentic or inauthentic CSR. For instance, 

Beckman, Colwell and Cunningham (2009) believe that authenticity (or a lack of it) results 

from how close or far apart words (what a business organisation says) are, from "deeds" 

(what a business organisation does).  
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Table 1: Research Paper Outline  

 
 Paper 1 Paper 2 Paper 3 

Theoretical Foundations  Authenticity/Existential Authenticity Authenticity/Existential Authenticity Authenticity/Existential Authenticity 

Research Questions How, and under what conditions, do 
individuals feel authentic when 
interacting with an organisation’s 
pro-social initiatives? 

How does an authentic CSR experience enhance sustained 
participation in pro-social initiatives? 

How do local community members manage and negotiate 
intrinsic tensions while participating in pro-social initiatives? 

Level of Analysis 

 

 

Individual level of analysis Individual level of analysis Individual level of analysis 

Methodology 

 

 

Conceptual Paper Qualitative research/interpretivism Qualitative research/interpretivism 

Key findings in support of 
RQ 

Essential contours of EA as it 
relates to CSR. 

 

Individual-level constituents 

• Intention driven by an 
objective or values.  

• Intrinsic courage to be 
distinct.  

• The presence of internal 
anxiety  
 

Contextual Moderators  

• Social bonding with other 
like-minded individuals 

• Space for engagement  
 

Three conditions of an authentic CSR experience:  

• Affiliation (sense of belonging) 

• Affirmation (sense of self) 

• Action (sense of value) 
 
Three barriers to an authentic CSR experience:  

• Perceived inclusion barrier  

• The presence of 'communication.'  
The presence of commercialism 

Three poles of intrinsic tensions that local community 
members manage and negotiate: 

 

• Individual-social poles, freedom – responsibility 
poles, true – ideal poles (personal obligations and 
motivations, work-life decisions, ethical/moral fulfilment) 
 
Three outcomes of intrinsic tensions within pro-social 
initiatives: Halt, Hinder, Harness 

 

The link between research 
papers 

Identifies the dimensions of 
experiential goals of an individual 
while participating in pro-social 
initiatives.  

Identifies the conditions that make for an authentic CSR 
experience.  

Identifies the intrinsic tensions that local community 
members manage and negotiate when interacting with a pro-
social initiative.  
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Pine and Gilmore (2008) infer, likewise, that authenticity (or a lack of it) is a function of 

proximity between a business organisation's claims about itself and its offerings and the 

reality that consumers encounter. In other words, authenticity gaps can be extracted from 

behaviours, products, experiences, or people. This study conceptualizes three gaps that 

present better ways of understanding authenticity within CSR literature. 

  

Values-communication gap: this perceived authenticity gap points to a situation where 

there is a lack of congruence between an organisation's values, beliefs, or mission statement 

and what it communicates or projects to its relevant publics or the society. McShane and 

Cunningham (2012) note it in their study by identifying how employees can distinguish 

between authentic and inauthentic programs. The authors realise that employees rely on 

two standards that help them form authenticity judgements- one of which is the extent to 

which the image put forth in the CSR programs align with the organisation's identity. 

Employees define an authentic pro-social initiative or program as one characterised by 

congruence between the projected or communicated image and the organisation's identity 

formed by organisational values. Likewise, Yoon and Lee (2016) examined the effects of a 

firm's pro-social initiative on its employees' organisational attachment and intent to leave. 

The authors found that inauthenticity is the disconnect between the explicit account 

communicated and the business organisations' internal morality, which, according to the 

authors, finds expression through employees' values and beliefs. This inauthenticity, they 

claim, is easily recognised by employees, unlike other stakeholders who are not a part of 

the organisation's internal processes. The presence of such a gap thus could threaten the 

relationship between employees and the corporation, such that "the employees are no 

longer able to accept the word of the company fully"- thus, leading to reduced employee 

interest, decreased commitment, and less involvement in the corporation's affairs (McShane 

and Cunningham, 2012; Yoon and Lee, 2016).  

 

Values-Behaviour gap: studies on authenticity and CSR also identify contexts in which 

organisational values and subsequent organisational behaviours or actions are not in 

alignment. This is evident in research carried out by some authors (Wicki and Kaaij, 2007; 

Mazutis and Slawinski, 2014; Alhouti, Johnson and Holloway, 2016). For instance, Alhouti, 

Johnson and Holloway (2016) discovered four CSR authenticity drivers- impact, perceived 

motive, reparation and fit. The authors describe the extent of fit as a situation where the 

CSR act aligns (or does not align) with what the firm sells. The authors hypothesised that 

the fit between a business organisation and the pro-social initiative that such an organisation 
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supports positively influences perceptions of CSR authenticity. They found out that there is 

a significant relationship between CSR authenticity and fit- with the conclusion that the 

perceived fit between a company and the cause it supports influences perceptions of CSR 

authenticity. Here, a positive fit emerges when the CSR action aligns with the firm's offering, 

brand, concept, or target market's needs. Wicki and Kaaij (2007) note this perceived 

authenticity gap in their case study of Chiquita. The authors emphasised that a business 

organisation's pro-social initiatives must be fully aligned with its company culture and 

strategic positioning. Chiquita failed to understand this, which subsequently led to the ruin 

of their corporate reputation even in the face of repair. When such a perceived gap exists in 

business organisations, it could harm its reputation (Wicki and Kaaij, 2007). Employees and 

local communities are also likely to meet such pro-social initiatives with cynicism and 

suspicion (Mazutis and Slawinski, 2014).  

 

Behaviour-communication gap: this type of perceived authenticity gap focuses on the 

discrepancy between what an organisation says and what the same organisation 

subsequently does. It reveals the imbalance between what business organisations project 

about their pro-social initiatives and what they practice. It also emphasises the importance 

of congruence between words and actions (Beckman, Colwell and Cunningham, 2009), 

especially in media portrayal and representation. Beckman, Colwell and Cunningham (2009) 

uphold this when they note that business organisations should manifest their CSR 

commitment through tangible actions. They also add that business organisations should 

communicate such pro-social initiatives transparently, as transparent communication leads 

to increased perceived authenticity.  Pine and Gilmore (2008) support Beckman, Colwell 

and Cunningham (2009) by viewing authenticity from the perspective of "representation". 

They affirm that for a brand to be deemed authentic, its projection must match its reality. 

Marquis and Zhang (2015) mention British Petroleum (BP), which focused on CSR 

communication, but whose strategies failed when their lack of authenticity was exposed. 

When business organisations do not take the time to ensure this gap is reduced, it leads to 

high scepticism and resistance to CSR programs that could emerge from such business 

organisations in the future (Beckman, Colwell and Cunningham, 2009).  

 

Asides these gaps, there have also been typologies which attempt to examine the nature of 

authenticity (Wang, 1999; Grayson and Martinec, 2004; Jones and Smith, 2005; Carroll, 

2015). Jones & Smith (2005) identify two strands of authenticity – creative and national 

authenticity. The authors assert that authenticity is culturally constructed in the presence of 
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creative authenticity which focuses on artistry, and national authenticity which pays attention 

to the idea of a national identity.  Carroll (2015) highlights four types of authenticity- type 

authenticity which focuses on an object, moral authenticity which focuses on individuals and 

their morals, craft authenticity which focuses on the techniques through which something is 

made, and idiosyncratic authenticity which refer to interpretations given to an entity.  

Grayson & Martinec (2004) seek to evaluate how to tell if something is authentic or 

otherwise. They do so by distinguishing between the indexical authenticity and the iconic 

authenticity. While the indexical focuses on the real thing and its copy, the iconic evaluates 

authenticity from a consumer’s sensory experience. However, Wang’s typology focuses 

specifically on conceptualizing authenticity, i.e., considering the “meanings of authenticity” 

unlike other typologies which simply attempt to classify authenticity into types. Wang’s 

attempt to consider the meanings of authenticity provides an ontological perspective through 

which the CSR authenticity conversations can be understood. This thesis seeks to extend 

Wang’s (1999) study by examining how the relationship between CSR and stakeholder 

participation can be better understood from the lenses of authenticity. Wang (1999) attempts 

to give a conceptual clarification of the meanings of authenticity in tourist experiences, and 

discusses this from three perspectives: objective authenticity, constructive authenticity, and 

existentialist authenticity.  

 

Objective authenticity: Wang (1999) argues that authentic experience is caused by the 

recognition of an object as authentic. The author asserts that an object is regarded to as 

authentic if it meets the ‘absolute and objective criterion’ used to measure authenticity. Wang 

(1999) infers therefore, that authority defines what is authentic and what is not. In a nutshell, 

from an objectivist standpoint, there is an absolute criterion for defining what is authentic 

and what is not.  Relating this to CSR, objective authenticity involves an authority-based 

usage of the authenticity of products (Wicki and Kaaij, 2007). In this case, there is an 

absolute and objective criterion used to measure authenticity. Even though individual 

stakeholders believe a product, or a brand is authentic, this can still be judged as inauthentic 

if the products are not in line with the standardized measures that have been put in place by 

authority within the CSR industry.  

 

Constructive authenticity: Wang (1999) anchors constructive authenticity on social 

construction, unlike the objective authenticity which focuses on an objectively measurable 

quality of the object. From the constructive angle, things appear authentic not because they 

are inherently authentic, but because they are perceived as such. Wang (1999) says that 
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the constructive authenticity is relatively negotiable, contextually determined, and 

ideological. It could be a projection of one’s dreams, stereotyped images, and expectations 

onto objects. In other words, multiple and plural meanings of and about the same things can 

be constructed from different perspectives, and people may adopt different constructed 

meanings dependent on the contextual situation. Unlike the objective authenticity, there is 

no absolute or static original or origin on which absolute authenticity relies. Relating this to 

CSR, the constructive authenticity focuses on perceived authenticity, which is influenced by 

culture, origins, traditions, social processes, and is context-relative to each stakeholder and 

their unique or varying perspective.  

 

Existential authenticity: Wang (1999) introduces the existentialist authenticity as a 

perspective, anchored on personal or intersubjective feelings. However, unlike the 

constructive authenticity, tourists feel they are much more authentic and more freely self-

expressed than in everyday life - not because they find the toured objects authentic but 

simply because they are engaging in non-ordinary activities, free from the constraints of their 

daily routines. Simply put, the existentialist authenticity is not focused on the toured object, 

but on the activity and how it detaches them from the mundane, repetitive, everyday task. 

This is important within CSR because it places emphasis on experience and the role it plays 

in enhancing sustained participation (Glavas, 2016). 

 

1.2.3. CSR Authenticity: What is Missing? 

Existing studies of CSR authenticity have been critical in shedding light on some of the 

reasons for the high degree of stakeholder scepticism typically experienced by organisations 

launching corporate social responsibility (CSR) programs and the reasons for the lack of 

stakeholder engagement with these initiatives. However, studies on CSR authenticity come 

with three concerns. First, most research on organisations' pro-social initiatives (see, for 

example, Wicki and Kaaij, 2007; McShane and Cunningham, 2012; Mazutis and Slawinksi, 

2014; Alhouti, Johnson and Holloway, 2016; Yoon and Lee, 2016) conceptualise authenticity 

as something that resides entirely in the object (here the CSR initiative) rather than also in 

the subject (the individual). The problem with this is that it fails to explore the individuals' 

experiences in an organisation's CSR, thus failing to acknowledge authenticity's experiential 

nature.  

 

Second, most research on CSR authenticity focuses primarily on employees, managers, 

consumers, communities, and the organisation itself. Communities are a cardinal concept 
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within the CSR authenticity literature (Beckman, Colwell and Cunningham, 2009; Mazutis 

and Slawinski, 2015; Joo, Miller and Fink, 2019), especially as most pro-social initiatives are 

supposedly established and embedded within and for the benefits of local communities. One 

of the main reasons individuals care about organisations' pro-social initiatives is that they 

are concerned about their authenticity (Napoli et al. 2014, p.1096; Aguinis and Glavas, 

2019). However, we find sparse discussions on the relationship between CSR authenticity 

and local communities even though the CSR literature shows that they are an essential part 

of the equation.  

 

Third, the mismatches and misalignments discussed within the CSR authenticity literature 

are external to the individual. The extant CSR literature conceptualises authenticity as an 

attribute of the business organisation or its CSR initiative. While this conception effectively 

examines transactional exchanges between organisations and their stakeholders, it is 

considerably weaker in examining more relational contexts or ongoing interactions between 

organisations and individuals (Wang, Gibson and Zander, 2020). Thus, there needs to be 

an understanding of the relationship between CSR authenticity and the individual. From 

individuals' perspective, this study is concerned with the degree to which their involvement 

in a pro-social initiative makes them feel authentic. Individuals, whether consumers, 

employees, or local community members, are unlikely to support and engage with CSR 

actively if doing so makes them perceive that they are acting inauthentically (van Rekom, 

Go and Calter 2014; Lehman et al., 2019).  

 

1.2.4. CSR Authenticity: An Existential Perspective  

This research offers a fundamentally new approach to understanding CSR's authenticity 

based not on its perceived authenticity, products, or practices but on the individual's 

experienced authenticity when interacting with pro-social initiatives. We term this "existential 

authenticity", and define it as an experiential goal of individuals looking to understand or 

affirm something about themselves when interacting with organizations’ pro-social initiatives 

 

Theoretically, numerous subject areas have discussed existential authenticity- cultural 

studies (Guthey and Jackson, 2005; Moeran, 2005), tourism (Steiner and Reisinger, 2006; 

Brown, 2013), consumer research (Arnould and Price, 2003; Beverland and Farrelly, 2010) 

and organisational studies (Jackson, 2005) - however, existential authenticity garners its 

roots from foundational philosophical works.  
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1.2.4.1. Existential Authenticity: A Philosophical Perspective  

The existentialist philosophy focuses on the individual- referred to as the being. The 

existentialist philosophers believe that existence precedes essence; they argue that there 

are no pre-determined purposes or set paths to an individual's existence. The existentialist 

philosophers believe that man is nothing, except that which he makes of himself and believe 

that the entire responsibility of a man's existence is squarely on his shoulders (Sartre, 1970). 

Existentialism defines man by his action, i.e., in the presence of action, man can escape 

from the shackles of inauthenticity and emerge into his authentic self (Sartre, 1970; Trilling, 

1972). Early existentialist philosophers such as Sartre, Heidegger, de Beauvoir, and 

Kierkegaard had similar opinions on existentialism; however, they all approached it from 

different angles.  

 

Heidegger (1962) refers to man as Dasein - a Dasein's ability to live authentically is to seize 

upon her/his possibilities. Authenticity thus becomes Dasein's source of individuality, 

creativity and 'mineness'. On the flip side, a Dasein becomes inauthentic when she/he 

conforms to the world's everydayness. Such inauthenticity does not necessarily signify any 

less being or any lower degree of being but is exhibited in the everyday, undifferentiated 

character of Dasein, which comes to play when they are busy, excited, interested, or ready 

for enjoyment.  

 

Sartre (1970) believes in human reality's subjective nature and argues that the being is the 

existent's ever-present foundation. For Sartre (1970), existentialism puts every man in 

possession of himself as he is and places the entire responsibility for his existence squarely 

upon his shoulders. Sartre (1970) adds that a significant quality of the existential being is 

freedom- which leads to anguish, angst, or anxiety- especially knowing that it is their 

responsibility to make sense of their being-in-the-world. In this sense, authentic living 

involves accepting the full weight of this freedom by choosing, seeing that there is no reality 

except in action (Sartre, 1970).  

 

De Beauvoir (1947) sees existentialism as "a philosophy of ambiguity", arguing that 

existentialism functions on dialectics- pure inwardness or pure externality, escaping from 

the sensible world, or being engulfed in it, by yielding to eternity or enclosing oneself in the 

pure moment. However, de Beauvoir (1947) adds that for man to attain his truth, man must 

not attempt to dispel the ambiguity of his being, but on the contrary, accept the task of 
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realising it. De Beauvoir (1947) believes that freedom realises itself via engagement with the 

world and definite actions.  

 

Other modern-day authors have also contributed to the existentialist stance. For instance, 

McManus (2015) approaches existentialism from a phenomenological perspective, stating 

that "the everyday conformist's way of just dealing with things tends to conceal another 

dimension of our lives that can be uncovered by only life-transforming experiences" 

(McManus, 2015, p.13). This dimension for McManus (2015) is often time concealed and 

usually comes alive in the presence of the mood of anxiety. Through the mood of anxiety, 

"we discover ourselves as individualised, in the sense that our usual dependence on the 

world and others breaks down and we find that our lives are up to us alone to live" (McManus 

2015, p.13).  

 

Based on this, Withy (2015) believes that individuals should take responsibility for their 

paths. Withy (2015) takes her/his cue from Heidegger- via referring to the Dasein, who can 

take a purposive stand in the world and can be independent of the stability of any possibilities 

(Kaufer, 2015). Such possibilities, McManus (2015) argues, which include vocations, 

relationships, character traits and the likes, are constantly revised, "while maintaining a 

continuity of identity through change…". McManus (2015) believes that death liberates the 

Dasein by making it possible for her/him to choose how to live without any taken-for-granted 

background framework. Thus, death plays a role in individuals' ability to assume 

responsibility for themselves rather than succumbing to everyday living's conformist charms 

(McManus, 2015).  

 

1.2.4.2. The Relationship between CSR and Existential Authenticity 

From a philosophical angle, several factors characterise existential authenticity- 

individuality, subjectivity, intrinsic worldviews, individual action, and the role of conformism 

in eliciting inauthenticity. Existential authenticity proposes that an individual finds expression 

through activities, which come with some tensions. Within CSR (and based on the 

aforementioned philosophical premises), this study proposes that that interaction with pro-

social initiatives (through action) can help individuals experience authenticity, which will, in 

turn, propel them to participate consistently in these pro-social initiatives. These experiences 

come with intrinsic tensions that could influence the extent of participation of the individuals. 

We define existential CSR authenticity as a state of being where individuals experience and 
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minimise intrinsic tensions resulting from interacting with pro-social initiatives. This is of 

importance in the field of CSR in a myriad of ways.  

 

From a broad CSR perspective, existential authenticity is important within CSR because it 

upholds discussions on individual stakeholders' experiences (Aguinis and Glavas, 2017) 

instead of the narrow business-centric perspective within CSR literature. This is 

commendable because there have been arguments that the current CSR literature tilts 

towards the business perspective and not to individual members of the society (Gond and 

Matten, 2007; Glavas, 2016). Hence, such discussions help understand how different 

contexts can influence stakeholder perceptions, attitudes, and behaviours (Glavas, 2016), 

based on the notion that CSR is context-specific (Gond et al., 2017). From an academic 

perspective, discussions surrounding the existential approach to authenticity in CSR shifts 

the focus from organisations to individuals (Glavas, 2016; Gond et al., 2017), introducing 

discussions on how individuals experience pro-social initiatives (Aguinis and Glavas, 2017). 

Understanding how individuals experience pro-social initiatives enables organisations and 

CSR experts to appreciate the individual stakeholders' drivers and inclinations, which further 

helps these organisations and experts create more humane approaches to ensuring an 

attitude-behaviour alignment for the individual stakeholders.  

 

The existentialist approach to CSR holds benefits for business organisations. For one, it 

helps business organisations to healthily manage their relationship with multiple 

stakeholders, especially in the light of value congruence, commitment to a cause and 

transparency (Beckman, Colwell and Cunningham, 2009) - factors that lead to increased 

trust and stakeholder loyalty. Second, it breaks the barriers of impersonal pro-social 

initiatives that detach the targeted individual stakeholders from the business organisations, 

especially when the stakeholders have low awareness of pro-social initiatives (Du, 

Bhattacharya and Sen, 2010). The existentialist approach, in this context, brings the 

individual stakeholders closer to the organisation and its offerings through experience and 

involvement - thereby increasing the span of control for the organisation. This then offers 

the individual stakeholder the opportunity to know the organisation's offerings and see if it 

fits their values. Additionally, many companies are still struggling to generate competitive 

advantage from their pro-social initiatives (Wicki and Kaaij, 2007). One way to create a 

competitive advantage is to appeal to individual stakeholders' emotions (Beckman, Colwell 

and Cunningham, 2009). The existential approach to authenticity advocates this- 

considering the needs and personal values of the individual stakeholders. Once the pro-
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social initiative is congruent with the stakeholders' worldviews, there is a high tendency that 

these individual stakeholders will buy into the pro-social initiative through appropriate 

response and behaviour (Beverland and Farrelly, 2009).  

  
 

Some studies (McShane and Cunningham, 2011; Yoon and Lee, 2016) have discussed the 

necessities of the existentialist approach to authenticity, within CSR, from an employee 

standpoint- especially seeing that employees are the first contact that external stakeholders 

have with an organisation. The existential approach to authenticity exposes the internal 

attributions of employees towards pro-social initiatives. Yoon and Lee (2016) see these 

internal attributions as internal expectations resulting from the employees' perceptions that 

internal norms and corporate cultural beliefs cause their firm's pro-social initiatives.   

 

From a consumer perspective, the literature reveals that consumers are constantly 

searching for more experiential aspects of CSR, primarily due to informational overload 

(Chen, Shang and Kao, 2009) and a search for meaning to their lives (Beverland and 

Farrelly, 2010). Most consumers hold on tightly to their values, belief systems and the 

essence of who they are; they also look out for systems congruent with their essence.   
 

 

Overall, the existential approach to authenticity in CSR focuses on the experiential aspect 

of the individual stakeholder's decision-making process. The existential approach introduces 

a different pathway through which social researchers can approach pro-social initiatives - 

not as an organisation's way of showing responsibility towards society, but as an active way 

of involving the individual stakeholders’ internal attributions when participating in the pro-

social initiatives (Morsing and Schultz, 2006). 

 

1.3. Research Aims  

This study aims to delineate CSR authenticity from an existentialist perspective. The first 

paper looks to unearth the conditions under which individuals feel authentic when interacting 

with an organisation's pro-social initiatives. The second paper seeks to delineate how an 

authentic CSR experience enhances sustained participation in pro-social initiatives. The 

third paper aims to determine how local community members manage and negotiate intrinsic 

tensions while participating in pro-social initiatives.  
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1.4. Research Methodology  

The research philosophy looks at the "why" of a study through philosophical lenses. This 

study adopts Burrell-Morgan's sociological framework to identify its research philosophy for 

two reasons. First, it accommodates CSR studies since most CSR studies are related to 

society (Gond and Matten, 2010). Second, this framework accommodates the existentialist's 

role in understanding sociological themes and concepts that guide business and society 

(Burrell and Morgan, 2017).  

 
 

While the radical humanist sees reality as socially constructed, it is hinged primarily on a 

pathology of consciousness where actors find themselves the prisoners of the social world 

they create. On the other hand, the radical structuralist sees reality as a fact. It asserts that 

the social reality possesses a hard, external existence of its own. Lastly, the functionalist 

paradigm considers society as one that has a real, concrete existence. Burrell and Morgan 

(2017) also discussed the two subjective dimensions of the paradigm in detail. While both 

dimensions- interpretivist and radical humanist philosophies- focus on experiences and see 

the world as a function of individuals' subjective experiences, radical humanism focuses 

more on transcending or overthrowing social order. In contrast, interpretivist philosophy 

focuses on understanding the phenomenological process through which shared realities are 

created, sustained and changed (Hassard, 1991).  

 

Specifically, this thesis seeks to unearth the conditions under which individuals feel authentic 

when interacting in pro-social initiatives. Furthermore, this study aims to examine how 

authentic CSR experience enhances sustained participation in pro-social initiatives - based 

on the gap between pro-social initiatives of business organisations and individual 

stakeholders' subsequent implementation or a lack of it (Bray et al., 2011; Green, Sinclair 

and Tinson, 2016). Thus, we infer that such individual stakeholders cannot be understood 

without examining these their perceptions and experiences while interacting in pro-social 

initiatives (Collis and Hussey, 2014). Succinctly put, this thesis heavily depends on individual 

stakeholders’ subjective experiences towards pro-social initiatives and how such 

experiences influence their subsequent participation.   
 

 

The radical humanist and the interpretivist philosophies look at the relationship between 

business and society from a subjective stance. However, while radical humanism is largely 

anti-organisational- seeing organisations as a dominating institution, interpretivism seeks to 
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understand individual experiences from a participant-in-action standpoint, i.e. through the 

eyes of those who experience the pro-social initiatives (Hassard, 1991; Burrell and Morgan, 

2017). Hence, the interpretivist philosophy is assumed to be most suited to answering the 

research questions under interrogation.   Developing such a philosophical point of view also 

requires examining its ontological and epistemological assumptions.  

 

Epistemology is concerned with the nature of knowledge. From an interpretivist philosophy, 

the study of the social world requires a research procedure that reflects the distinctiveness 

of humans and their behaviour, the emphatic understanding of human action rather than 

with the forces deemed to act on it (Easterby-Smith, et.al, 2015). Since this study takes into 

cognizance the distinct experiences of those participating in pro-social initiatives, 

interpretivism will be the epistemological basis of this study. This study investigates the 

social world through an abductive process with a view to provide interpretive understanding 

of pro-social initiatives within a context. Hence, knowledge in this case,  comes from the 

subjective evidence from participants, and requires the researcher to interacts with the 

phenomena under study (Denzin and Lincoln, 2005; Collis and Hussey, 2013; Levers, 2013).  

 

Ontology on the other hand, is concerned with the nature of a social entity. Social entities 

could either be considered objective entities which have a reality external to the social 

actors, or as social constructions, built up from the perceptions and actions of social actions, 

framed as either objectivism or social constructionism (Collis & Hussey, 2013). Since this 

study focuses on an account of the experiences of those participating in pro-social initiatives, 

this study will be framed on the premise that social reality is subjective, multiple, and is a 

thing of the mind (Collis & Hussey, 2013). In relation to this study, the interpretivist ontology 

hinges on the notion that meanings are constructed in and through interaction with pro-social 

initiatives, and such meanings are in a constant state of revision (Bryman & Bell, 2015). 

Thus, CSR authenticity is conceptualized as a process, not an object.  

Thus, from an abductive, interpretivist philosophical stance (see for example, Humphreys 

and Brown, 2007; Maon, Lindgreen and Swaen, 2008), this study examines a small sample, 

and uses various research methods to obtain different individuals’ accounts of their 

experiences of pro-social initiatives. Abduction, in this context, focuses on data and existing 

theory being considered in tandem (Gioia, Corley and Hamilton, 2012), where the 

researcher’s preunderstanding of existential authenticity is used as a tool to open up a 

dialogue with the empirical material (Alvesson and Karreman, 2007).  
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1.4.1. Research Design and Context 

Research design focuses on the nature of combinatorial approach or strategy for the 

instruments of data collection. Research designs are about organizing research activity 

including the collection of data, in ways that are most likely to achieve the research aims 

(Easterby-Smith, et.al, 2015). Based on the research philosophy on which this study is 

found, the research design was based on the assumption that verifiable observations are 

subject to different interpretations, and that the researcher’s role would be to illuminate 

different truths and to establish how various claims for truth and reality became constructed 

in everyday life (Shamir, 2005; MacLean, 2008; Easterby-Smith et al., 2015).  

 

Specifically, this study adopts a qualitative, interpretive case-study approach which provides 

a rich picture of life and behaviour in organisations and groups (Easterby-Smith et al., 2015). 

It also "looks in-depth at one, or a small number of organisations, events, or individuals, 

generally over time" (Easterby-Smith et al., 2015). Additionally, qualitative research is better 

positioned to answer questions related to individuals' interaction in pro-social initiatives 

(Davies and Crane, 2010; Babiak and Kihl, 2018). This is of particular relevance to 

understanding the mechanisms involved when individuals interact with pro-social initiatives.  

 

Case study approach: A case study approach is “an extensive study of a single situation” 

(White and Rayner, 2014). It is an inductive approach which makes use of different methods 

in a bid to see how a theory applies in real life situation (Yin, 2009, pp. 1). It is detailed, 

intensive (Bryman and Bell, 2007) and “benefits from the prior development of theoretical 

propositions to guide data collection and analysis” (Yin, 2009, pp.18). It is a “research 

strategy which focuses on understanding the dynamics present within single settings” 

(Eisenhardt, 1989). Case studies could take on different approaches – they could either be 

on a single organization, a single location, on a person, or on a single event (Bryman and 

Bell, 2007). Case studies could either also be typical, atypical, precursory, or multiple (White 

and Rayner, 2014). In summary, case studies could also either be single, multiple, or 

comparative (Yin, 2009). Single case studies focus on single units of analysis, while multiple 

case studies focus on multiple units of analysis (Yin, 2009). This study employed the use of 

a single case study, based on the nature of the CSR initiative, which this study considered 

based on its good fit with this study' theoretical domain (Mamali, 2019). 

 

To understand the experiential authenticity in practice, this study focused on specific 

organisation (which we refer to as The Tea Club), which was selected purely based on its 
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good fit with this study' theoretical domain (Mamali, 2019). The Tea Club is an organisation 

characterised by a strong community and laden with opportunities for local community 

members to participate in pro-social initiatives - in various capacities. This approach follows 

other studies that lend a narrative approach to explore how stakeholders make sense of pro-

social initiatives (Humphreys and Brown, 2007). The Tea Club's pro-social initiative involves 

a social partnership with a not-for-profit organisation called The Good Company. Established 

in 1995, The Tea Club is an ethical soul café with 22 branches in the United Kingdom. Their 

philosophy is hinged that businesses should not conform to corporate norms and that 

businesses should put society and people at the core of what they do. The organisation 

began a campaign intending to make a real difference in the communities they serve. Their 

aim was the driving force that led to series of talks about a possible partnership with The 

Good Company. The Good Company is a not-for-profit that has about 44 chapters in the 

world. It focuses on driving skills and expertise to local projects to make a societal and global 

impact1. The partnership between The Tea Club and The Good Company, which began in 

2017, involves local communities interested in finding solutions that can solve a local 

problem but have limited resources. Using the Tea Club's physical spaces, local community 

members discuss these local challenges and potential solutions. The partnership between 

The Tea Club and The Good Company is located in four cities (communities of place) - 

Bristol, Bath, Exeter, and Birmingham. However, this study has chosen to use two chapters 

(Bath and Bristol) on the grounds of replication, extension, and reduction in chance 

associations (Eisenhardt, 1989; Yin, 2009). Specifically, Yin (2009) argued that making use 

of two or more contexts is a “worthy objective, compared to doing a single case study” (Yin, 

2009, pp.19). Additionally, Eisenhardt (1991) argued that using two or more contexts allows 

for replication and extension.  

 

The pro-social initiative, birthed by this social partnership involves different layers of 

activities: team lead meetings, gig nights and pitch nights for all community members, 

networking events for all community members who choose to participate in the pro-social 

initiatives. The team lead meetings involve 6-8 volunteers from the not-for-profit, who meet 

bi-weekly (for 1 hour, 30 minutes) to discuss the agenda for the gig nights, the pitch nights, 

and the networking initiatives. On some occasions, some of these volunteers meet with the 

manager of the business organization to discuss the agenda and carry them along. Here 

the team leaders also discuss how best to engage local community members and how best 
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to communicate the agenda of the pro-social initiatives to the local community members as 

well. They also use the team lead meetings as a platform to discuss issues going on in their 

personal lives; sometimes, they use such periods of time to have more of social timeout. 

The team leaders also have a WhatsApp group, where they keep in touch and pass across 

relevant information.  

 

The pitch nights involve local projects and potential innovations from local community 

members. Such projects have to be up and running and have to involve unusual or creative 

solutions to tackle such issues within the community. Such projects also have to be about 

making a positive social or environmental change and impact.  The pitch night is also 

referred to as a public gig where over the course of two hours (in The Tea Club café), each 

project has a three-minute slot on the open mic to tell the local community members what 

they do, who it is for, why it is important, potential challenges and how the local community 

members can use their skills and energy to help. After the projects or the ‘pitches’ have been 

presented, each of them votes for their favourite project to go through to a ‘gig’, the following 

month. The pitch night hold based on how fast the local community members are able to 

contribute towards the former winning project.  

 

The gig nights thus, run for three hours on specified days, in Tea Club café, where the local 

community members meet to discuss the winning project; here, they also use their skills and 

their talents to help the project become more real and tangible- to a point that the project 

can stand on its own and run independently, thus, helping the community, and improving 

the social stamina of the community. The networking events on the other hand involve local 

community members (who choose to participate in the pro-social initiatives), meeting up and 

discussing their professional and career trajectories. It also serves as an opportunity for 

socialization outside of the gig nights and the pitch nights.  

 

1.4.2. Data Collection Methods  

A case study approach makes use of different methods in a bid to see how a theory applies 

in a real-life situation. There are sources of evidence through which data for case studies 

can be collected (Eisenhardt, 1989; Yin, 2003), and these sources of evidence include 

documentation, archival records, interviews, direct/participant observations, and physical 

artefacts. This study utilized interviews (semi-structured) and participant observation that 

focused on the pro-social initiative, birthed from the social partnership between the two 

organizations. This was alongside supplementary data collection methods (Shamir, 2005) 
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such as social media reports, social media community (website, Facebook, Twitter) and 

documentations (minutes of team lead meetings) which gave room for triangulation and 

“provided stronger substantiation” (Eisenhart, 1989):  

1.4.2.1. Participant Observation 

Bryman and Bell (2015) outline four levels of observations that researchers can use to carry 

out their research. These levels of observation include complete participant observation, 

participant as observer, observer as participant, and complete observer. While the complete 

participant is a “fully functioning member of the social setting, with his identity not known to 

members”, the participant as an observer would regularly interact with the members of the 

social settings and would be open about his research (Bryman and Bell, 2015, pp.454). The 

observer as participant involves the researcher carrying out an interviewer’s role. There is 

some measure of observation, but it involves little participation. As for the complete observer 

type of participation, the researcher does not interact with people. The observer here cannot 

give orders or answer any questions – he must remain as non- committed as possible. While 

the first two levels tilt towards participatory observation, the last two levels tilt towards non-

participant observation.  

This thesis aimed to explore conditions in which individuals feel authentic when participating 

in pro-social initiatives, how authentic CSR experiences enhance sustained participation in 

pro-social initiatives, and how local community members manage and negotiate tensions 

while participating in pro-social initiatives. Understanding such experiences and social 

settings required the researcher to immerse herself in these pro-social initiatives. After 

preliminary interactions with the team leads, the researcher realised that being a Participant 

as Observer would help her to “engage in regular interaction” with the community and be 

open about the research (Bryman and Bell, 2015, pp.454). Seeing that these team leads 

were volunteers as well, and with the assumption that volunteering is a form of engagement 

within the context being studied (Peloza and Shang, 2011), being a participant helped the 

researcher to understand the processes involved in contriving the activities.  

 

A total of sixteen in-person meetings were observed for 30 hours between September 2019 

and June 2020, after which the team leads took a break to focus on other life pursuits. A 

field notebook was kept during the observational process (an appendix for the field notes 

can be found Appendix 7).  The field notebook was used to document observations about 

the various dimensions of social situations (Spradley, 1980). 31 pages long, the fieldnotes 

also offered the researcher the opportunity to be reflexive, i.e., to include the researcher’s 
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role within the research focus (Hammersley, 2007). The reflexivity proved advantageous, as 

it theoretically helped to “put the researcher’s viewpoints, background and biases out in the 

open, in a bid to ensure the methodological rigour of the study (Mamali, 2019).  

 

1.4.2.2. Semi-structured Interviews  

For this thesis’ objectives to be met, it became imperative to travel into the mental world of 

the participants involved, in order to “glimpse the categories and logic by which he or she 

sees the world” (McCracken, 1988). Interviews give the researcher an avenue for this, 

through questions that allow respondents tell their own story in their own terms (McCracken, 

1988). There are three types of interviews used in research- structured, semi-structured and 

unstructured interviews. While structured interviews make use of pre-determined and 

standardized identical set of questions for all respondents, the unstructured interview is 

more like an informal conversation(s) about a topic. Semi-structured interviews on the other 

hand is exploratory, in that it involves a list of themes in relation to the research agenda. 

This thesis utilized in-depth semi-structured interviews because compared to structured 

interviews, semi-structured interviews allowed for follow-up, which made for better utilization 

of the potential knowledge embedded in such dialogues (Denzin and Lincoln, 2018). 

Compared to unstructured interviews as well, the interviewer had the advantage of being 

able to focus on the issues that he or she sees as important to the research (Denzin and 

Lincoln, 2018). Semi-structured interviews also allow as well, for higher degrees of 

confidentiality, and take into cognizance the non-verbal cues of the respondents (Easterby-

Smith et al., 2015). A number of related studies within the CSR scholarship have made use 

of in-depth semi-structured interviews (Oberseder et al., 2011; Green and Peloza, 2011; 

Nielsen and Thomsen, 2009). These studies were exploratory in nature, and all aimed to 

uncover underlying meanings, attitudes and behaviours and were also hinged on the 

lifeworld of the respondents (through their stories) - which is closely related to the objectives 

of this study (Brinkmann and Kvale, 2015).  For the purpose of this study, an interview guide 

was prepared (see Appendix 1), which outlined thematic areas of this research to be covered 

(Jamali and Mirshak, 2007; Brinkmann and Kvale, 2015).  

31 semi-structured interviews were conducted from both present and retrospective local 

community members to investigate their lived experiences and to obtain their first-hand 

account of their experiences with the pro-social initiatives. The interviews, in total, lasted a 

duration of approximately 18 hours. A summary of the interview respondents is attached as 

Appendix 3. These interviews were conducted face to face and telephonically. The data 
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collected was recorded, transcribed, and coded. There were two stages of the interview. For 

the first stage, there were 18 respondents, while for the second stage of the interviews, there 

were 13 respondents (same as those who were part of the first stage of the interviews), 

totalling up to 31 interviews in total.  

1.5. Data Analysis  

The data analysis of this thesis relied on abductive reasoning (see Braun and Clarke, 2006; 

Secchi and Bui, 2018), which involved the iteration between the data and prior knowledge 

of CSR authenticity. In this case, the abductive method of data analysis was used because 

it gives room for problematising and rethinking existing theories (here, CSR authenticity), 

and accommodates novel thinking via collecting relevant data and juxtaposing it with what 

exists in literature (Alvesson and Karreman, 2007). 

Interviews were transcribed and run through N-Vivo data analysis software (Campin, 

Barraket and Luke, 2013; Hejjas, Miller and Scarles, 2019) to assist in the categorisation of 

data into initial themes that were gradually refined into more detailed factors, patterns, and 

concepts, as well as to facilitate the data analysis process (Campin, Barraket and Luke, 

2013). This study's themes were elaborated using open, axial, and selective procedures to 

"open up the data to all potentials and possibilities contained within them" (Corbin and 

Strauss, 2008, p. 161). Through this, we produced the first-order themes of this study. The 

axial procedure allowed us to elucidate the relationship between the first-order themes 

(Corbin and Strauss, 2008), giving rise to the second-order themes; the selective approach 

allowed us to integrate and refine the theory emerging from our data, resulting in the final 

categories (Maon, Lindgreen and Swaen, 2009). Emergent themes from the data were 

juxtaposed with the extant literature (Corbin and Strauss, 2008) to provide new insights into 

the conditions that make for an individual’s authentic experience (micro), how such 

experiences enhance sustained participation and the tensions involved within such 

experiences. Detailed methods of data collection and analysis are outlined in each research 

paper.  

 

1.6. Overview of Findings  

In essence, this research contributes to existing CSR authenticity knowledge. It contributes 

theoretically to literature by shedding light on the limited conceptualisation of CSR 

authenticity, which is unable to capture critical aspects of individual relationships that 

underpin the pro-social initiatives of business organisations. This is important because 
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individuals, whether consumers, employees, or local community members, are unlikely to 

support and engage with CSR actively if doing so makes them perceive that they act 

inauthentically (van Rekom, Go and Calter, 2014; Lehman et al., 2019). Thus, this study 

draws on existential authenticity and contributes to CSR authenticity literature by 

conceptualising the subject-based purview of CSR authenticity. In doing so, it advances 

knowledge on individual experiences of pro-social initiatives, thereby shifting the focus of 

discussions from organisations to individuals (Glavas, 2016; Gond et al., 2017). The findings 

advance three important extensions to current thinking on CSR authenticity reflected in the 

three research papers.  

 

Contribution 1 represents the first research paper in Chapter 2. It investigates the conditions 

under which individuals feel authentic when they interact with an organization’s pro-social 

initiatives. Unlike previous studies, which assume that authenticity resides entirely in the 

pro-social initiative (see, for example, Wicki and Kaaij, 2007; McShane and Cunningham, 

2012; Mazutis and Slawinksi, 2014; Alhouti, Johnson and Holloway, 2016; Yoon and Lee, 

2016), this study places individuals first and foremost at the centre of CSR authenticity, and 

as such, they are instrumental to the CSR’s attainment of being perceived as authentic. 

 

Contribution 2 represents the second research paper in Chapter 3. It highlights what 

constitutes authentic CSR experiences and how they sustain local community members’ 

participation in pro-social initiatives.  The extant literature suggests that participation has the 

potential to foster two-way relationships between the corporation and the community and 

encourage organizations to develop and run community development activities that align 

with the needs of the community at the time (Jimali, 2008).  However, we note that little 

attention has been given to how best to ensure that local community members keep 

participating in such initiatives (i.e., sustained participation). Thus, this study investigates 

what authentic CSR experiences entail - a product of three conditions comprising affiliation 

(sense of belonging), affirmation (sense of self), and action (sense of value) – which, when 

present, have the potential to enhance sustained participation in pro-social initiatives.  

 

Contribution 3 represents the last research paper in Chapter 4. It highlights how local 

community members manage and negotiate intrinsic tensions while participating in pro-

social initiatives. Previous research (Alhouti, Johnson and Holloway, 2016; Schaefer, 

Terlutter and Diehl, 2019) indicates that perceived authenticity plays a crucial role in 

reducing local community stakeholders’ scepticism of CSR strategies (Lee et al., 2012).  We 
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extend the conversations, arguing that the source of scepticism could be from the individual. 

Here, the individual is constantly questioning his or her motives for taking part in the pro-

social initiatives. This source of scepticism, we argue, leads to intrinsic tensions which 

determine the extent to which individual local community members continue to participate in 

the pro-social initiatives.  

 

1.7. Thesis Structure  

This thesis submission comprises three independent, but interconnected research papers 

set out over the following three chapters (see Table 1 and Figure 1 for an overview of the 

research papers and how they are linked). Each of these research papers examines 

experiential authenticity in local communities and provides a theoretical and empirical basis 

for testing this thesis’s propositions.  

 

Chapter 2 reflects the first research paper. It investigates the tenets of existential authenticity 

by segmenting existential authenticity into antecedents, moderators, and outcomes. This 

research looks at CSR authenticity through the lens of existential authenticity because 

limited research has linked CSR authenticity with individuals, their experiences and how 

these experiences in pro-social initiatives influence the extent of their participation. This 

research paper increases our understanding of the individual experience of authenticity, 

which is a segment of CSR research's micro-foundations.  

 

Chapter 3 reflects the second research paper. It investigates the expressions of the 

individual experience of authenticity and how it influences sustained participation in pro-

social initiatives. Three expressions of authenticity are proposed alongside barriers that 

could impede its expressions. This research addresses concerns that the literature does not 

adequately address the experiential side of CSR authenticity or the personal engagement 

perspective of CSR authenticity.  

 

Chapter 4 reflects the third paper. It looks at the tensions that could potentially exist when 

an individual participates in pro-social initiatives. It contributes to knowledge on existential 

authenticity by advancing how and why intrinsic tensions are experienced within pro-social 

initiatives.  
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Figure 1: Integration of Thesis' Narrative 
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Chapter 5 consolidates the discussion sections of the three research papers and draws the 

discussion chapter together. Although each research paper entails a comprehensive 

discussion section, this chapter aims to synthesize those contributions to draw broader 

implications of the findings. This chapter also brings this research into its conclusion by 

offering implications for practice in the form of an organizational framework, outlining how 

organizations can best embrace experiential authenticity for the good of the local 

communities involved. The limitations of the research are discussed, and suggestions for 

future research are offered.  

 

This thesis begins with a personal reflection outlining the origin and selection of the research 

topic. It demonstrates a fervent passion for CSR authenticity from an existential perspective, 

relevant and impactful to scholars and practitioners alike. It is envisaged that the research 

indicates a burning desire to bridge the divide between theory and practice in the field of 

CSR authenticity.  

 

1.8. Ethical Considerations  

The data collection methods entailed personal data and raised some ethical issues, 

especially with regards anonymity- which was addressed by informing the participants of 

this study’s objectives and data management. I ensured that I obtained the participants’ 

consents prior to the interviews and the observation process (via consent forms which can 

be found in Appendix 4). It was ensured that the participants also had broad ideas of the 

nature of questions that would be asked of them, and the participants were also given freewill 

to end the interview if they deemed it fit to do so. The University of Bath Ethics form was 

also filled, and transparency was at the forefront of this as it was cross-checked by this 

study’s supervisory committee.  
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Chapter 2: Authenticity in Corporate Social 

Responsibility: towards an Existentialist Perspective  
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Abstract 
 

Authenticity has been recognized as an important factor explaining the success or failure of 

corporate social responsibility (CSR). To date, CSR authenticity remains under-theorized 

and extant conceptualizations have been limited to object-based approaches, i.e., whether 

the organization is perceived to have authenticity. While such an approach brings to fore 

factors that can enhance transactional benefits for organizations, it does not account for the 

experiential and relational contexts between companies and individuals. This paper 

develops a new subject-based approach to CSR authenticity that defines and explains how 

stakeholders experience their authenticity when engaging in pro-social initiatives.  To do so, 

we draw upon existential authenticity and elaborate three dimensions of existential 

authenticity – purpose, choice, and self – and develop an original model that sets out the 

antecedents, outcomes, and moderators of existential authenticity in CSR. We explain the 

contribution of our model to CSR theory and authenticity in management and offer an 

assessment of its limitations, directions for further research, and suggestions for practical 

implications. 
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2.1. Introduction 
 

Authenticity has been identified as a key attribute in determining whether individuals respond 

positively or not to organizations’ pro-social initiatives. Studies have shown that socially 

oriented products, campaigns, or communications perceived as authentic by individuals 

(whether customers, employees or other actors), are more likely to lead to positive outcomes 

(such as increased individual engagement, greater identification, improved loyalty, and 

higher sales) compared to those perceived as inauthentic (Green, Sinclair and Tinson, 2016; 

Yoon and Lee, 2016). In fact, individuals may even punish organizations they view as being 

inauthentic in their claims to be socially responsible. As a recent survey concluded, 

“corporate good deeds, no matter how well intended, can quickly work against a company if 

they appear inauthentic” (Changing Our World, 2018:1). 

Existing studies of authenticity have therefore been important in shedding light on 

some of the reasons for the high degree of skepticism typically experienced by organizations 

launching corporate social responsibility (CSR) programs (namely, those focused on pro-

social outcomes and processes), and the frequent lack of engagement of key individuals 

with these initiatives. However, a major problem here is that most research on organizations’ 

pro-social initiatives (see for example, Wicki and Kaaij, 2007; McShane and Cunningham, 

2012; Mazutis and Slawinksi, 2014; Alhouti, Johnson and Holloway, 2015; Yoon and Lee, 

2016) conceptualizes authenticity in quite superficial ways that assume that authenticity 

resides entirely in the object (here the CSR initiative) rather than also in the subject (the 

individual).   

The problem with relegating individuals to mere information processors and 

evaluators of the authenticity of an organization’s pro-social initiatives is that it fails to 

acknowledge that authenticity is an experiential construct driven by human agency not just 

a perceptual construct. One of the main reasons that individuals care about the pro-social 

initiatives of organizations is that they are concerned about their own authenticity (Napoli, 

Dickinson and Beverland, 2014:1096; Aguinis and Glavas, 2019). For example, employees 

or customers might ask themselves, “will interacting with this company enable me to be true 

to myself or my values?” To get to the heart of authenticity in CSR we therefore need to also 

understand how, and under what conditions, individuals feel themselves to be authentic 

when they interact with an organization’s pro-social initiatives. As Wang, Gibson and Zander 

(2020) recently argued, CSR authenticity remains under-researched and under-theorized in 

management research. This paper offers a fundamentally new approach to understanding 
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authenticity in CSR, but one based not on the perceived authenticity of the company, its 

products, or practices, but on the experienced authenticity of the individual themselves when 

they interact with pro-social initiatives. We draw on the concept of “existential authenticity”, 

meaning the experience or sense of being true to oneself or one’s nature or essence (Wang, 

1999; Steiner and Reisinger, 2006). Existential authenticity in CSR is an experiential goal of 

individuals looking to understand or affirm something about themselves when interacting 

with organizations’ pro-social initiatives. In this paper, we outline the essential contours of 

existential authenticity as it relates to CSR and then develop a model specifying its 

antecedents, outcomes, and moderating variables. In so doing, we provide a novel 

redirection of research about authenticity in CSR, as well as in management more broadly, 

and suggest important new directions for further theoretical and empirical research.  

2.2. Literature Review 

2.2.1.  Authenticity in Corporate Social Responsibility  

Corporate Social Responsibility (CSR), defined as what members of the society require, 

expect, and desire from business organizations (Schwartz and Carroll, 2008), has become 

a major area of activity that organizations undertake to bolster their legitimacy and build 

strong stakeholder relationships. There are a range of activities that might be included within 

the remit of CSR including corporate volunteering, environmental programs, and responsible 

investing (Wang et al., 2020). Indeed, what should be included within the scope of 

appropriate social responsibilities for a company is both open to contestation as well as to 

variations in temporal, geographic, and political context (Moon, Crane and Matten, 2005; 

Matten and Moon, 2008; Scherer and Palazzo, 2011; Schrempf-Stirling, Palazzo and 

Phillips, 2016).  

Given such multifaceted ambiguity (Brown, McDonagh and Shultz, 2013), there are 

major challenges for organizations looking to develop appropriate social responsibility 

initiatives. Decades of research on the impact of CSR on financial performance show that 

positive outcomes depend on a host of factors, including national context (Wang, Dou and 

Jia 2016), firm competitiveness (Kim, Kim and Qian, 2018), and the firm’s CSR engagement 

strategy (Tang, Hull and Rothenberg, 2012). In recent years, increasing attention has 

focused on the role of authenticity in explaining individual responses to organizational 

practices (Lehman, O’Connor, Kovács, and Newman, 2019), and to practices aimed at 

establishing or enhancing a firm’s reputation for social responsibility (Elving, 2013).  

Authenticity in such a context can mean a variety of things, and the concept has been 

defined and operationalized in different ways (Kovacs, 2019; Lehman et al., 2019). While 
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Yoon and Lee (2016, p. 96) define authenticity in CSR as adopting pro-social initiatives with 

“a genuine concern for society and environment”, Alhouti et al. (2015) take a different 

approach by defining authenticity in CSR as the perception of an organization’s CSR actions 

as a genuine and true expression of the organization’s beliefs and behavior toward society 

that extends beyond legal requirements. Studies have also varied in terms of what they 

consider to be the main object of authenticity, whether it is authentic organizations (Ahn, 

2015), their behavior (Wicki and Kaaij, 2007; Beckman, Colwell and Cunningham, 2009; 

Yoon and Lee, 2016), products (Lim and Yang, 2014), or communications (Beckman et al., 

2009).  

Despite these variations, overwhelmingly research on pro-social initiatives by 

business tends to conceive of authenticity as consistency – one of the three main lenses 

used to understand authenticity in management research (Lehman et al., 2019)i. Authenticity 

as consistency refers to the alignment of internal experiences with external expressions 

(Cable, Gino and Staats, 2013, p. 6). This can lead to a clear sense of who one is (Sen and 

Bhattarcharya, 2003), what an organization stands for (Grazian, 2003), or what a product 

truly represents (Grayson and Martinec, 2004). In the context of CSR, there are various 

forms of such alignment. For instance, an authentic pro-social initiative could be one that is 

adopted with “a genuine concern for society and environment” (Yoon and Lee, 2016), or one 

that is a “genuine and true expression of the organization’s beliefs and behavior toward 

society” (Wicki and Kaaij, 2007).  

The idea of authentic CSR reflecting alignment of internal experiences with external 

expression has been explored in different ways. Some researchers choose to examine the 

alignment of internal values and CSR communication, whereby an authenticity gap would 

indicate a lack of congruence between an organization’s values, beliefs, or mission, and 

what it communicates or projects to its relevant publics. McShane and Cunningham (2012) 

draw on such an approach in exploring how employees distinguish between authentic and 

inauthentic CSR programs. One way that employees do this is by judging “the extent to 

which the image put forth in the CSR program aligns with the organization’s true identity” 

(McShane & Cunningham, 2012: 81). Put differently, employees define an authentic pro-

social initiative or program, as that which is characterized by congruence between the 

projected or communicated image, and the organization’s identity, which is formed by 

organizational values. Likewise, Yoon and Lee (2016) examined the effects of a firm’s 

corporate social responsibility initiatives on its employees’ organizational attachment and 

intention to leave. The authors found that inauthenticity is the disconnect that occurs 

between the explicit account communicated, and the internal morality of the business 
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organizations, which according to the authors, finds expression through employees’ values 

and beliefs. This inauthenticity, they claim, is easily recognized by employees, unlike other 

individuals who are not a part of the organization’s internal processes. The presence of such 

a gap thus, could threaten the relationship between employees and the corporation, such 

that “the employees are no longer able to fully accept the word of the company” (McShane 

and Cunningham, 2012, p. 88), leading to reduced employee interest, decreased 

commitment and less involvement in the corporation’s affairs.  

A second alignment explored in the context of authentic CSR is between internal 

values and the behavior of organizations (e.g., Wicki & Kaaij, 2007; Mazutis & Slawinski, 

2014; Alhouti et al., 2015). For instance, Wicki and Kaaij (2007) emphasize that a business 

organization’s pro-social initiatives must be fully aligned with their company culture and 

strategic positioning – and that failure to understand this can lead to reputational problems.  

Mazutis and Slawinski (2014) argue in a similar vein that one characteristic of CSR that 

makes it authentic is distinctiveness, which is “the extent to which a firm’s pro-social 

initiatives are aligned with their core mission, vision, and values”. When a perceived gap 

exists between the mission and behavior, it is argued, pro-social initiatives will be met with 

cynicism and suspicion from its employees and local communities (Mazutis and Slawinski, 

2014).  

Finally, researchers have also examined authenticity in terms of alignment between 

CSR behavior and communication, or what some refer to as “walking the talk” 

(Schoeneborn, Morsing and Crane, 2020, p. 7). This view of authenticity is concerned with 

congruence between words and actions and the absence of hypocrisy (McShane and 

Cunningham, 2012). Beckman et al. (2009) adopt this view when they note that business 

organizations should manifest their communicated commitment to CSR through tangible 

actions, and that such transparent communication leads to increased perceived authenticity.  

Likewise, Pine and Gilmore (2008) affirm that for a brand to be deemed authentic, what is 

represented must match reality. Marquis and Zhang (2015) reason, similarly, providing 

examples of organizations such as BP that failed to match their CSR communication with 

appropriate action, thereby leading to high levels of skepticism and resistance towards future 

CSR programs.  

As many of these studies have shown, the effects of such alignment (or 

misalignment) among the values, behavior and communication of organizations regarding 

CSR can be significant. Where individuals perceive organizations to be authentically 

aligned, they have been shown to be more likely to support (Lichtenstein, Drunwright and 

Braig, 2004), forgive (Alhouti et al., 2016) and recommend or refer them to others (Beckman 
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et al., 2009), while firms deemed inauthentic spawn skepticism, resistance, and mistrust 

(Pomering and Johnson, 2009; Elving, 2013). The bottom line appears to be that, in general, 

organizations viewed as more authentic in their pro-social initiatives will enjoy better 

outcomes from their CSR investments.  

Although this research has been helpful in developing insight into the different types 

of alignment driving perceived CSR authenticity and their outcomes, it is based on a very 

limited conceptualization of authenticity that is unable to capture key aspects of the 

relationships that underpin organizations’ pro-social initiatives. Specifically, authenticity in 

the extant CSR literature (and in the management literature more broadly), is almost entirely 

conceived of as an attribute of the company or its CSR initiative. This object-based approach 

to authenticity – i.e., one that focuses on whether the company or its pro-social initiative has 

or is perceived to have authenticity – is effective for examining transactional exchanges 

between organizations and their stakeholders, but is considerably weaker in examining more 

relational contexts, or ongoing interactions between organizations and their individuals 

(Wang et al., 2020).  

The key point here is that individuals are not simply information processors who make 

decisions at a specific point in time based on their evaluations of organizations and their 

initiatives but are frequently embedded in long-term ongoing relationships with firms 

(Morsing and Schultz, 2006; Beckman et al., 2009). As such individuals are experiencers of 

pro-social initiatives, not just evaluators of them – especially those initiatives which are 

targeted specifically at them. Individuals derive meaningfulness from CSR (Aguinis and 

Glavas, 2019), they reflect on and mobilize their identities  around it (Crane and Ruebottom, 

2012), and they use it as a medium to express themselves as people and as citizens as 

opposed to only as individual contractors with the firm (Crane, Matten, and Moon, 2004; 

McVea & Freeman, 2005). 

To capture this experiential dimension of CSR as it relates to authenticity, we need 

to develop an understanding of authenticity not only of the object (the company or its 

initiative), but also of the subject (the individual). From an individual’s perspective, they are 

concerned with the degree to which their involvement in a pro-social initiative (whether it is 

buying a product, participating in a CSR program, watching or reading a CSR report, or 

discussing a pro-social initiative with others) makes them feel authentic. Individuals, whether 

consumers, employees, or local community members, are unlikely to actively support and 

engage with CSR if doing so makes them perceive that they are acting inauthentically (van 

Rekom, Go and Calter, 2014; Lehman et al., 2019).  
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To date, this experiential dimension of CSR authenticity has received scant attention, 

and there has been little attempt to develop a coherent theoretical account of experiential 

CSR authenticity. To address this gap, we develop the concept of existential authenticity to 

build new theory about CSR authenticity from an experiential perspective. 

2.2.2. Conceptualizing Existential Authenticity for CSR 

Existentialism has been discussed in the broad authenticity literature, but as yet there 

is a lack of a well-developed theoretical conceptualization appropriate for the CSR or 

management literature.  Lehman et al. (2019) refer to existentialism as a theoretical 

framework that can help in understanding authenticity, while Wang (1999) attempts to 

distinguish existential authenticity from object-related approaches. For Wang (1999: 352) 

existential authenticity is a “potential existential state of Being” activated by activities rather 

than “an attribute, or the projected attribute, of objects.” To develop an appropriate 

theoretical conceptualization of this state of being, we will briefly review the philosophical 

literature on existentialism before exploring how it has been integrated into ideas of 

authenticity. 

The earliest proponents of existentialism include philosophers like Sartre, de 

Beauvoir, Heidegger, and Kierkegaard, whose ontological framing stem from the general 

existentialist notion that existence precedes essence, hence envisaging existentialism from 

an individual perspective. Heidegger (1973) emphasized that individual conformity to the 

“everydayness” of the world can lead to inauthenticity, because the individual conceals his 

or her nature and tends to avoid the burden of being true to himself or herself. Sartre (1970) 

focused on responsibility and freedom, suggesting that every individual is responsible for 

his or her own existence. He also introduced the idea of the sense of anguish, angst or 

anxiety that stems from the choices that an individual must make for “being-in-the-world”.  

de Beauvoir (1947) refers to existentialism as a philosophy of ambiguity – arguing that 

existentialism functions on double meanings that center on an individual’s internal world and 

external expressions.  However, de Beauvoir (2018) also suggests that we are responsible 

for managing such tensions that arise from the ambiguity of being.  Likewise, Kierkegaard 

(1962) focused on the individual in opposition to social existence. Kierkegaard (1962) 

inferred that social existence is negative because it encourages conformity, thereby 

disallowing for an avenue for subjective human experience.  

2.2.3. Linking Existentialism to Authenticity 

The basic assumption of an individual’s authenticity is that “lying within each 

individual is a deep true, inner person which contains the constellation of feelings, needs, 
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desires, capacities, attitudes, dispositions and creative abilities that make the person 

unique” (Guignon, 2004, p. 6). However, from an existentialist perspective this underlying 

assumption comes with some tensions as we have observed. These make for diverse 

perspectives on authenticity, from both early and contemporary philosophers (Trilling, 1972; 

Adorno, 1973; Taylor, 1992; Guignon, 2004).  

Individualism versus social existence. The early works of Adorno (1973) and 

Taylor (1992) alongside extant works like that of Guignon (2004) reveal an obvious tension 

between authenticity as individualistic introspection, and authenticity in the light of 

“significant others” or on the light of the society. For instance, Adorno (1973) argues that 

individual interrelationships ought to be maintained and sustained, while Taylor (1992) 

believes that the inability for a fellow man to consider the grand purpose of things – in relation 

to people around them, is a challenge.  

Freedom versus responsibility. The concept of freedom is a common thread in 

discussions around the subject of authenticity. Authenticity and freedom are related because 

freedom allows for an individual “to pursue and achieve the things” they “regard as genuinely 

worth it” (Guignon, 2004, p. 44-45). However, for the existentialist, freedom involves a 

situation where “every option is seen as equally optional”, (Guignon, 2004; de Beauvoir, 

2018) - hence, there is a greater responsibility on the individuals to make decisions.  

True self versus ideal self. Reaching a sense of personhood is defined by some 

authors as being “true” to oneself, irrespective of the situation. However, Trilling (1972) 

states that often time, the concept of “true self” is seen as a means to an end. Trilling (1972) 

defends this, looking in the context of the Shakespearean drama, Hamlet, where a male 

character, Polonius, is advising his son to be true to himself, so that he doesn’t have to be 

false to any other person. On the other hand, certain self-help books project the optimum 

sense of self as “becoming something you were not, yet” (Guignon, 2004, p. 3). Within this 

tension are questions about whether the self is one that is attained, or one that is constantly 

evolving due to its aspirational nature. 

What then is existential authenticity? We can summarize in relation to these three 

tensions thus: it refers to a state of being which is separate from external influences of the 

world, despite being present in the world; it is a state of being free to act, despite the 

responsibility of making a choice; and it involves a course of action that allows one to 

express one’s true self while aspiring to an ideal self.  
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2.2.4. CSR and Existential Authenticity 

Given the persistent tensions in the concept of existential authenticity, we align with 

de Beauvoir’s (2018) position on its inherent ambiguity and therefore our need to frame a 

conception of existential authenticity in terms of such tensions rather than seek to resolve 

them. We also concur with Sartre (1970) that existentialism is defined by action and hence, 

the tensions that exist on the journey towards being authentic (Schaefer, Terlutter and Diehl, 

2019), can be addressed in the course of action. In the specific context of CSR, we propose 

that it will be useful to understand how interaction with pro-social initiatives help individuals 

to experience authenticity. Hence, we define existential authenticity in CSR as an 

experiential goal of individuals looking to understand or affirm something about themselves 

when interacting with organizations’ pro-social initiatives. This experiential goal is comprised 

of three dimensions and their associated tensions – purpose (individual vs social), choice 

(freedom vs responsibility), and self (true vs ideal self).   

Purpose (individual vs social).  From an individual perspective, persons decide to 

connect (or otherwise) to an organization’s pro-social initiatives (Lehman et al, 2019) based 

on the need for a meaningful existence. This need, translated into purpose, drives such 

individuals (Rupp and Mallory, 2015; Gond, Akremi, Swaen and Babu, 2017) through 

personal goals, which become a conduit through which existential authenticity is 

experienced. Such experience in turn, influences the individuals’ attributions and 

perceptions of the pro-social initiatives (Beverland and Farrelly, 2010).  From an 

organizational perspective, the “distinctive purpose” of an organization influences the extent 

to which an individual sees an organization as authentic, which allows for them to find a 

connection, and boosts openness, transparency, and trust (Mazutis and Slawinski, 2015).   

However, something deserving of consideration is the likely tension that could potentially 

exist between the individual’s purpose and the overall purpose of the social world in which 

the individual is embedded. Rupp and Mallory (2015) refer to this from a macro-micro 

perspective when they speak of the clash between the “motives of the firm” and the “motives 

and needs of the individuals” (Rupp and Mallory, 2015, p. 216). We propose that an 

individual’s perceived congruence with an organization’s values and purpose can potentially 

reduce this tension, as it affords individuals the opportunity to live out their values both within 

and outside the social world.  

Choice (freedom vs responsibility). The experiential goal of the individual with 

regards pro-social initiatives is one laden with choices that are made from a place of 

perceived congruence. This congruence is what Kovacs (2019, p. 35) and what Lehman et 
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al. (2019, p. 5) refer to as “consistency”. Lee, Park, Rapert and Newman (2012, p. 1559) 

refer to this congruence as “fit”, arguing that this alignment could either be between 

individuals’ lifestyles and pro-social initiatives, or between the individuals’ values and pro-

social initiatives. Choices, in the presence of perceive congruence, enhance the individual’s 

freedom to engage, without restraint. As Glavas (2016, p. 8) suggests, the experience of 

CSR should be “something that can really move people at a deep level” and “connect to 

what is most meaningful for a person and their core values”. Hence, choice becomes 

dependent on the nature of relationship that the individual has with the business organization 

- especially in the light of pro-social initiatives. We argue that when an individual can identify 

with an organization’s pro-social initiative and can commit his or her resources to such an 

initiative, it allows for more freedom to pursue and achieve.  However, if the individual acts 

based on few interactions, s/he is then laden with the responsibility to decide on whether to 

halt or continue, especially in the light of other competing life goals. However, the individual 

has to deal with the tension of wanting to have a sense of “control” (Beverland and Farrelly, 

2010) and having to embrace implicit roles that enhance such an experience, especially 

where communities or social worlds are concerned (Leigh, Peters and Shelton, 2006; 

Beverland and Farrely, 2010).  

Self (true vs ideal). The sense of self is one that has been discussed within the CSR 

literature, based on the tenets of organizational identification (Lee and Yoon, 2018), 

organizational psychology (Glavas, 2016) and organizational membership (McShane and 

Cunningham, 2012).  Other studies focus on the internal tensions that exist between the 

“true self” as a private entity and the “ideal self” that is presented to others (Peterson, 2005).  

The true self in this regard is unobservable, which infers that such an individual can be 

authentic within an unobservable space. However, the ideal self is largely aspirational, 

focusing on who an individual, desires to be (Peterson, 2005; Moulard, Garrity and Rice, 

2015). Hence, it becomes difficult to discern if the true self, in an unobservable space, is the 

same as the ideal self, presented to the social world (Cooper and Thatcher, 2010). Within a 

social world, it is possible for an individual to bring the “ideal” or “what is expected” to the 

forefront, as opposed to the true, unobservable part of him/herself. Glavas (2016) speaks of 

this from the context of workplace, arguing that employees find work less meaningful 

because they are unable to “show their whole self at work”. Having elaborated our new 

conceptualization of existentialist authenticity in CSR, we now turn to exploring its 

antecedents, moderators, and outcomes. These are summarized in Figure 2 and explained 

in detail below.  
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Figure 2: CSR - Existential Framework   
 

Values – 

Communication 

alignment   

Intention driven by an 

objective  

Internal anxiety   

Intrinsic courage to be 

distinct   

Values- Action 

alignment   

Communication - Action 

alignment   

Leads to  

Social bonding with other 

like-minded individuals   

Physical/non-physical 

space for engagement    

Purpose  

Choice   

Self   

Leads to  

Intrapersonal outcomes  

Interpersonal outcomes   

Individual-

organizational outcomes  

Dimensions of 

Existential 

Authenticity 

Outcomes of 

Existential 

Authenticity 

In the 

presence of 

Individual 

antecedents 

Program level antecedents 

Nature of pro-social initiatives    

Level of participation     

Contextual moderators  



Page | 54  
 

2.3. Developing a Model of Existential Authenticity in CSR 
 

An individual’s experience of a sense of authenticity when interacting with an 

organization’s pro-social initiatives will not happen in all, or even perhaps the majority, of 

situations where individuals become involved in CSR. Rather, the emergence of 

existential authenticity is contingent on the presence of a set of factors that prompt 

individuals to seek authenticity in CSR (which we label individual-level antecedents), the 

specific characteristics of the pro-social initiative (which we label program-level 

antecedents), and the context in which the individual interacts with the initiative (which 

we label contextual moderators). We argue that these antecedents and moderators 

prompt the emergence of existential authenticity, and lead to a set of individual based 

outcomes from an intrapersonal, interpersonal, and individual-organizational level (which 

we label outcomes of existential authenticity). 

2.3.1. Individual-Level Antecedents 

Individuals looking to affirm something about themselves decide to do so for 

varying reasons. Drawing from the literature on authenticity, we identify three such 

individual-level antecedents: intention driven by an objective or values, intrinsic courage 

to be distinct, and the presence of internal anxiety. 

Intention driven by an objective or values. An individual’s experience of 

existential authenticity is prompted by an intrinsic intention based on a personal objective 

or set of values that the individual holds dear (Rupp and Mallory, 2015; Gond et al., 2017). 

From a CSR context, normally there is an intention that drives an individual to desire an 

authentic experience. The presence and strength of such intention propels the individual 

to interact with a pro-social initiative. Authenticity becomes hinged on the goals of 

individuals, which reinforce their subjective assessments of authenticity.  

Such goals are grouped into three dimensions – control, connection, and virtue 

(Beverland and Farrelly, 2010). The desire for control focuses on gaining mastery and 

self-improvement, which is in line with the aspirational desire to reach a sense of self 

(Guignon, 2004). The desire for connection is hinged on community and a sense of 

togetherness, which aligns with Dunham, Freeman & Liedtka’s (2006) study on the 
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importance of communities of place, communities of interest and virtual advocacy groups. 

Each of these kinds of communities have their differing needs and wants, but what makes 

them alike is the presence of individuals who make these communities function – either 

via leadership, through activist roles, or as active members of the community (Dunham 

et al., 2006). The desire for virtue focuses more on expressing one’s morals and is 

consistent with studies on the ethical orientation of individuals with regards pro-social 

initiatives. Such ethical orientation is either based on duty and obligation or based on 

egoism and utilitarianism (Shim and Kim, 2009).  Drawing on the conceptual premise 

above, we argue that the presence of intention driven by an objective or values influences 

the extent to which there is an individual experience of existential authenticity. Hence, our 

first proposition is:  

Proposition 1: The stronger an individual’s intention driven by a personal objective or 

values is, the more likely the individual will experience existential authenticity.   

Intrinsic courage to be distinct. Being authentic demands non-conformity to 

societal demands but requires being comfortable with being distinct or unique (Brown, 

2013). The intrinsic courage to be distinct refers to the ability to take a different path from 

what is taken by the majority in society. Such courage is essential for an individual in 

search of her/his motivation, in making choices, and in the desire for self-authentication, 

especially when it comes to conferring authenticity on experiences (Beverland and 

Farrelly, 2010). The desire, hence, the choice, to manage one’s decisions, and the 

willingness to try new things (with the ultimate aim of finding a sense of self) is one that 

takes courage that comes from within. Additionally, this intrinsic courage is freely chosen 

by the individual and is aimed at achieving noble or morally worthy purposes (Simola, 

2015). This is expressed in the extant CSR literature on consumer differentiation, 

especially with regards their purchase and advocacy choices (Bhattacharya and Sen, 

2003; Marin and Ruiz, 2007). Such choices enable stakeholders to differentiate 

themselves from the rest of the crowd, and to identify (on a self-definitional basis) with 

the said organizations (Bhattacharya and Sen, 2003). Ultimately, such identification 

drives purpose, especially in terms of how an organization’s pro-social initiatives mirror 

an individual’s core motivations (Lehman et al., 2019). Once these factors are established 
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within the identification and courage spectrum, the individuals are propelled to participate 

via purchase, loyalty or through rendering services. Additionally, the likelihood that they 

will choose CSR as a route to authentication is dependent on their predisposition to CSR. 

That is, the more positively predisposed towards CSR an individual is, the more likely 

they will participate in CSR as a pathway to authenticity.  

We argue that the presence of an intrinsic courage to be distinct influences the 

extent to which there is an individual experience of existential authenticity. Hence, our 

second proposition is:  

Proposition 2: The greater the individual’s intrinsic courage to be distinct, the more likely 

the individual will experience existential authenticity. 

 

The presence of internal anxiety. Anxiety, in this context, is defined as the 

uneasiness borne out of a decision not to conform or a desire to experience a sense of 

self (Brown, 2013). Sartre (1970), in his attempt to elucidate the concept of anxiety (also 

called anguish or angst), juxtaposed it with the concept of fear. While fear is borne from 

life’s external circumstances or situations, anxiety or anguish focuses on the ‘being’ and 

one’s reaction in that circumstance or situation. Suffice to say, fear focuses on the 

external, while anxiety or anguish focuses on the internal self. This internal anxiety from 

within is an offshoot of the “torment of choice” and is experienced “as a result of 

acknowledging responsibility for personal behavior” (Agarwal and Malloy, 2000, p. 145). 

In other words, when an individual decides to engage in a particular activity, they tend to 

experience an internal angst – which is because they know that they have to take 

responsibility for their decision, and they have to be accountable to themselves to accept 

the outcomes of such a decision.   

In the context of CSR, research shows that some individuals make decisions that, 

for example, resist high consumption lifestyles because they see the effect it has on the 

planet’s ecosystem, on the world’s economic system, on environmental degradation and 

on the increase in consumer malaise (Craig-Lees and Hill, 2002; Alexander and Ussher, 

2012). Such malaise extends to underlying social-psychological stress or a sense of 

disillusionment related to living in a consumer society (Zavestoski, 2002). Decisions to 
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resist this find tangible expressions through adoption of “voluntary simplicity” lifestyles 

(Shaw and Newholm, 2002). However, such decisions come with their own share of 

responsibilities because they place a limit on one’s consumption choices, thereby placing 

a demand on the individual to face the potential tensions between a sense of control and 

the responsibilities that come with a change in ethical consumption lifestyle (Beverland 

and Farrelly, 2010) or between being responsible for humanity or being responsible for a 

business organization based on loyalty (Agarwal and Malloy, 2000). The point here is that 

such decisions come with some measure of internal anxiety – as the individual involved 

must embrace the tensions and joys that come with it. Hence, we argue that the presence 

of such dissatisfaction influences the extent to which there is an individual experience of 

existential authenticity. Thus, our third proposition is:  

Proposition 3: The greater the individual’s internal anxiety, the more pre-disposed the 

individual will be to experience existential authenticity. 

2.3.2. Program-Level Antecedents  

Program-level antecedents denote the specific features of pro-social initiatives that 

are likely to prompt existential authenticity in an individual. Drawing from the extant CSR 

authenticity literature reviewed earlier, we suggest that these find expression via the 

values such initiatives portray (Bhattacharya, Sen and Korschun, 2008), what is being 

communicated about that pro-social initiative (Elving, 2013) and what the pro-social 

initiative sets out to do, i.e., actions (Beckman et al., 2009).  Such features should align 

with the organization’s overall vision (Yoon and Lee, 2006; Elving, 2013; van Rekom et 

al., 2014; Alhouti et al., 2015) as well as with the individuals who are in one way or the 

other, connected with the organization (Beverland and Farrelly, 2010). This is to say that 

there should be a person-organization fit, for such features to prompt existential 

authenticity in individuals (Ostroff, Shin and Kinicki, 2005).  

Person-organization fit is pertinent because business organizations need to 

understand the diverse goals of the individual (Beverland and Farrelly, 2010), as well as 

effective ways through which the organization’s pro-social initiatives can help meet these 

goals. For the individual, such ‘fit’ helps her/him to be better connected to the organization 

(Mazutis and Slawinski, 2015) and gives a sense of fulfilment while interacting with the 
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organization (Lii and Lee, 2012).  Based on the advantages of such fit, we argue that 

there should be an alignment between an individual’s belief system and the specific 

features of a pro-social initiative in terms of its values, communication, and actions.   

An organization’s pro-social initiative should in theory be rooted in ethical values. 

Individuals tend to identify more with pro-social initiatives whose ethical values overlap 

with their beliefs (Sen and Bhattacharya, 2003; Lichtenstein et al., 2004; Shim and Kim, 

2017). We propose that an individual is more likely to experience existential authenticity 

when her/his belief system aligns with the values of the targeted pro-social initiative. 

Hence, our fourth proposition is:  

Proposition 4: The greater the individual belief – organizational value congruence, the 

more likely an individual is likely to experience existential authenticity. 

Most organizations normally communicate about the relevance and impact of their 

pro-social initiatives through various media channels (Alhouti et al., 2016). The degree to 

which the message communicated reflects the essence of the pro-social initiative 

influences the perception and response of individuals towards the pro-social initiative 

(McShane and Cunningham, 2012; Perez, 2019). Individuals also tend to think more 

critically about the motives of an organization’s pro-social initiatives when they detect 

inconsistencies between their beliefs (Schaefer et al., 2019) and the information they are 

presented with regarding the pro-social initiative (Elving, 2013). We propose that the 

message communicated about a pro-social initiative should converge with an individual’s 

beliefs. Therefore, our fifth proposition is: 

Proposition 5: The greater the individual belief – organizational communication 

congruence, the more likely an individual is to experience existential authenticity.  

Individuals tend to perceive a pro-social initiative as worthwhile if s/he finds such 

a cause of great importance, if such an initiative has a long-term impact on the community 

in which the individual is domiciled, and if the initiative tackles current social problems 

around the world (Alhouti et al., 2015). Such initiatives should also be consistent “across 

all aspects of their operations” (Beckman et al., 2009).  Simply put, individuals tend to 

interact with pro-social practices that do not only align with their beliefs, but practices 
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whose “communication” and “practices” align (Schoeneborn et al., 2020, p. 6). Hence, we 

propose that:  

Proposition 6: the greater the individual belief – organizational action congruence, the 

more likely an individual is likely to experience existential authenticity.  

2.3.3. Contextual Moderators  

The context in which the individual interacts with a pro-social initiative is important 

because it influences the frequency, consistency, and motivation of their interaction with 

the initiative. These contextual moderators include social bonding with other individuals 

and space for engagement.  

Social bonding with other like-minded individuals. Humans are social animals, 

driven together, generally, by needs of social affirmation, membership, bond-building, and 

kinships (Caruana and Chatzidakis, 2014). Hence, social bonding with other like-minded 

individuals has the potential to influence the extent of an individual’s interaction with such 

initiatives, especially via connection that leads to personal enrichment (Beverland and 

Farrelly, 2010).  Social bonding gives room for relational capabilities which aid in 

character development, more quality interactions, and freedom to make choices – 

depending on the nature and code of conducts of the social environment (Renourad, 

2011), and has the potential to address the developmental needs of the individual 

(Dunham, 2006). 

Several studies look at the role of collective experiences in ethical consumption 

(Papaoikonomou, Valverde, and Ryan, 2012), and the collective role of employees in co-

creation (Bhattacharya, Korschun and Sen, 2009) especially with regards the roles that 

social bonding plays in enhancing these processes. Collective actions offer a greater 

sense of effectiveness and control when compared to individual actions. Such actions 

also allow for interactions, which is key especially for new community members who are 

searching for a place to belong and to affirm something about themselves 

(Papaoikonomou et al., 2012). This is closely linked to Dunham, et. al (2006)’s findings 

on communities of interest and how such communities bolster healthy negotiations 

among the community members and give room for productive dialogue and deeper 

commitment in the long run.  
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Rooted in these assertions, we propose that the degree of social bonding with 

other like-minded individuals strengthens the relationship between the antecedents 

stated above, and extent to which there is an individual experience of existential 

authenticity. Hence:  

Proposition 7: Social bonding with other like-minded individuals strengthens the 

relationship between individual and program-level antecedents and the experience of 

existential authenticity. Specifically, the greater the degree of social bonding, the more 

likely the antecedents will lead to the experience of existential authenticity.   

 Physical/non-physical space for engagement. A space for participation in this 

context could imply either traditional/physical spaces (office spaces or appointed activity 

spaces), or virtual/non-physical spaces (brand communities, online feedback forums).  

We argue that the presence of such spaces present opportunities for interaction and 

determine the extent to which individuals are likely to experience existential authenticity.  

Physical spaces have been discussed within the extant literature, from more 

specific tourist spaces in relation to the experience of authenticity (Rickly-Boyd, 2012; 

Bryce, Curran, O’Gorman and Taheri, 2015), to employee workspaces/work 

environments (McCunn and Gifford, 2012), and in the context of the experience economy 

(Kozinets et al., 2005; Ek, Larsen, Hornskov and Mansfeldt, 2008). There have also been 

explorations into the relationship between online brand community environments and 

consumer engagement (Brodie, Ilic, Juric, & Hollebeek, 2013; Baldus, Voorhees, 

Calantone, 2015). We observe that these spaces for engagement enhance the impact of 

the individual antecedents (intention, intrinsic courage, and internal anxiety) on the 

emergence of existential authenticity. 

For instance, employees, have an intrinsic desire to be productive at their jobs 

(McGunn and Gifford, 2012) and such productivity comes to light in the presence of 

effective physical spaces, which involve “all aspects of design and management of the 

work system that affect employees’ interaction with the workplace” (Searcy et al., 2016: 

2907).  The presence of such physical spaces, geared towards CSR (McWilliams and 

Siegel, 2001, p. 122), can prompt the individual towards an experiential goal to 

understand him/herself better, especially in the light of an intrinsic desire to be productive 
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(Altshwager et al., 2016) and to find fulfilment within the job.  

With reference to the intrinsic courage to be distinct, brand communities enhance 

some degree of consumer differentiation or distinction – especially in the presence of 

proliferated, fragmented and varied retail markets (Kozinets et al., 2002). The presence 

of physical or online spaces can enhance the relationship between such differentiation 

and the experience of existential authenticity, in particular when these spaces give 

individuals the freedom to co-design their experiences (Ek et al., 2008), allow for the 

expression of one’s ideal self (Altshwager et al., 2016) and present opportunities for 

“reciprocal, interactive communications and activities” (Brodie et al., 2013, p. 107).  

A search for existentially authentic experiences results in a “pre-occupation with 

emotions” (Rickly-Boyd, 2012, p. 273), such as internal anxiety. Internal anxiety is closely 

linked to the emotional connection that individuals have with a social malaise (Altshwager 

et al., 2016), such as environmental degradation. The relationship between such emotion 

(anxiety) and the emergence of existential authenticity (via experience) can be enhanced 

via specific spaces, as seen in Bryce et al. (2015)’s focus on the experience of Japanese 

visitors to three heritage sites. Through experience of these spaces, the relationship 

between emotional/self-connection and authentic engagement is strengthened.  

Considering the relevance of physical and online spaces and their influence on 

individuals’ levels of engagement, we argue that spaces for participation strengthen the 

relationship between the antecedents stated above, and the extent to which an individual 

experiences existential authenticity. Hence:  

Proposition 8: Physical/non-physical spaces for participation strengthens the 

relationship between individual and program-level antecedents and the experience of 

existential authenticity. Specifically, the presence of physical/non-physical spaces for 

participation strengthens the effect of the antecedents on the experience of existential 

authenticity.   

 

Nature of pro-social initiatives: The type of pro-social initiatives that 

stakeholders participate in can also influence the likelihood of such participation resulting 

in existential authenticity. There are existing frameworks on how organizations can best 

design and implement pro-social initiatives (see Maon, Lindgreen and Swaen, 2009). 
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These frameworks encompass stakeholder feedback (Maignan, Ferrell and Ferrell, 

2005), internal communication and employee involvement (Were, 2003), and stakeholder 

dialogue (O’Riordan and Fairbrass, 2008). We draw from and extend this literature to 

focus on how certain characteristics of pro-social initiatives can help facilitate existential 

authenticity on the part of stakeholders- e.g., how the nature of these pro-social initiatives 

is communicated to the stakeholders (Jay, 2013; Sharma and Good, 2013), the extent to 

which such pro-social initiatives allow individuals to simultaneously feel free as well as 

having a sense of duty or responsibility (Howie, Yang, Vitell, Bush and Vorhies, 2018; 

Robinson et al., 2012) and the extent to which individuals to express themselves freely 

and without judgment and have a suitable process to raise issues of the self (Baron and 

Parent, 2015; Bozer, Sarros and Santora, 2013). Hence:  

 

Proposition 9: Nature of pro-social initiatives strengthen the relationship between 

individual and program level antecedents and the experience of existential authenticity. 

 

Level of participation: Existential authenticity is an outcome of CSR participation 

on the part of individual stakeholders, whether employees, consumers, investors, 

community members, or others. The nature of CSR participation will vary somewhat by 

stakeholder group. For example, employees might participate through volunteering or as 

part of a formal job role (Chen and Hung-Baesecke, 2014; Glavas, 2016), investors might 

participate through shareholder engagement practices related to a CSR issue (Goodman 

and Arenas, 2015), while consumers might participate through cause-related marketing 

campaigns or changing their consumer behavior (Folse, Niedrich, and Grau, 2010; Cha, 

Yi, and Bagozzi, 2016; Hur, Moon, and Kim, 2020). Despite this variation in the nature of 

participation across different stakeholders, each type of participation can be understood 

in terms of the depth of involvement of the individual (how much attention, commitment, 

or effort is expended in participating) and the length of time they are involved (Folse, 

Niedrich, and Grau, 2010; Chen and Hung-Baesecke, 2014). Thus:  

Proposition 10: Level of participation strengthen the relationship between individual and 

program level antecedents and the experience of existential authenticity.  
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2.4.3. Outcomes of Existential Authenticity 

Thus far, we have shown that an individual is most likely to experience existential 

authenticity in the presence of specific individual antecedents, program-level antecedents 

and contextual moderators. Such an experience should lead to positive outcomes for the 

individual, which we categorize in terms of three types of relationship – those an individual 

has with her/himself, those with other stakeholders, and those with the organization. 

These outcomes are hinged on the dimensions of existential authenticity – purpose, 

choice and self – as we explain below and summarize in Table 2. 

 

Table 2: Outcomes of Existential Authenticity  

  

INDIVIDUAL OUTCOMES 
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Intrapersonal 

Relationship 

 

Interpersonal 

Relationship 

 

Individual-Organization 

Relationship 

Purpose Meaningfulness Teamwork 

 

Dialogue 

Choice  

 

Freedom Identification Cognitive concurrence 

Self 

 

Acceptance Affirmation Less hesitance 

 

 

Intrapersonal Relationship 

Existential authenticity rests on the individual’s sense of purpose, choice-making 

abilities, and sense of self. As a result, we argue that the quality of relationship which an 

individual has with her/himself becomes paramount – especially with regards the 

outcomes from the experience of existential authenticity. Intrapersonal relationships 

become strengthened when an individual experiences existential authenticity. Such 

experience instils harmony with her/himself, her/his values, predilections, and an 

essential part of subjectivity, in the absence of other potential external intervening factors.  
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Regarding the purpose dimension, the experience of authenticity gives the 

individual a sense of meaningfulness. It can lead to more perceived meaning to their 

existence and enhances their personal and collective wellbeing (Mick, Pettigrew, 

Pechmann and Ozanne, 2012), from the inside-out. Aguinis and Glavas (2019) establish 

this when they attempt to conceptualize how individuals find meaningfulness via work, 

hinged on experience. The authors argue that sensemaking (Harris, 1994) affords 

individuals the opportunity to be proactive and intentional about finding individual 

meaningfulness via their experience at work. Such experience of meaningfulness is linked 

with a sense of purpose and could also lead to increased energy especially within the 

work environment and with regards their work.  

In terms of choices, the experience of authenticity within a pro-social initiative also 

gives an individual the freedom to make informed choices. Current CSR research points 

to the downside of the prevalent narrative with regards how CSR is perceived. The 

prevailing narrative points to the fact that individuals are more likely to sense that their 

freedom is threatened, when the initiative is mandatory – which leads inter alia to 

subconscious but continued pressure (Aguinis and Glavas, 2019).  Hence, experience of 

existential authenticity permits individuals to feel more in control of their choices without 

fear of consequences for doing so (Papasolomou‐Doukakis, Krambia‐Kapardis, and 

Katsioloudes, 2005). 

Relatedly, in terms of self, experience of existential authenticity allows individuals 

to establish an element of self-acceptance, especially in a world where they may feel 

inundated with several market offering of choices that could threaten their sense of self 

(Arnould and Price, 2000; Chen, Shang and Kao, 2009). Such self-acceptance, which 

stems from a place of psychological safety within an individual’s social world (Chaudhary, 

2019) strengthens moral identity, instils harmony – especially with how they perceive 

themselves to be (Aguinis and Glavas, 2019) – and further bolsters their values with 

respect to ethical orientations (Shim and Kim, 2019).  

Interpersonal relationship  

An experience of existential authenticity also has outcomes for the quality of 

relationships an individual has with other stakeholders. Specifically, a sense of self 
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emerges in the presence of communality, i.e., when individuals take part in shared pro-

social initiatives with other individuals who are as interested in the consumption process 

as they are (Beverland and Farrelly, 2010). An individual’s experience of authenticity is 

also one driven by intention and finds expression via ‘devoting one’s time and energy to 

learning, working, socializing and communing with others around a branded product’ 

(Leigh et al., 2006, p. 491).   

Purpose drives individuals through personal goals, which become a conduit 

through which existential authenticity is experienced. Such an experience involves 

individuals who are in search of persons with like minds, whom they can work with to drive 

their goals and connect with authentically. On finding such persons, there is a symbiotic 

exchange, where the individuals find their beliefs mirrored in the lives of other individuals 

within that same context. Such mirroring amalgamates the individuals, propelling in them 

a desire to work together, and as such, they begin to function as teammates. Such 

teamwork can lead to increased creativity, intrinsic motivation, character development, 

quality interactions and freedom to make choices – depending on the nature and of the 

social environment (Renourad, 2011; Hur, Moon and Ko, 2018).  

Concerning the choice dimension, working together with other individuals leads to 

a sense of identification with the group. In context, brand communities can a confer a 

sense of member recognition, which assists in the construction of authentic personal and 

social identities (Leigh et al., 2006). Individuals are also able to identify with persons within 

the social context whose ethical choices and lifestyles align with theirs (Shim and Kim, 

2019), hence giving a sense of psychological safety to one another (Chaudhary, 2019) 

as well as the ability to be vulnerable within that space.  

With respect to a sense of self, experiencing authenticity gives individuals a sense 

of affirmation.  Such individuals notice their voices are heard and more importantly, that 

their voices lend some form of encouragement and advocacy to someone else (who is 

also partaking of such an experience). Individuals can speak without fear – and with the 

awareness that the persons within such a context will understand and can relate with all 

that is being said.  
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Individual-organization relationship  

The experience of existential authenticity also can enhance the relationship 

between the individual and the organization. With regards purpose, existential authenticity 

fosters dialogic interactions between individuals and business organizations. Such 

dialogue and involvement, through iterative sensemaking and sensegiving, strengthens 

the relationship between individuals and the targeted business organization (Heath et al., 

2006; Morsing and Schultz, 2006; Maitlis and Christianson, 2014; Lii and Lee, 2016).  This 

can make the individual involved in the pro-social initiative more willing to express their 

inner purpose within the social context of the pro-social initiative, to interact with the 

organization’s pro-social initiatives (Elving, 2013) and to “develop feelings of trust, 

expectations and future obligations toward the organization” (Groth, 2005, p. 13).   

In relation to the choice dimension, the experience of existential authenticity 

enhances cognitive concurrence, i.e., a willingness on the individual’s part to remove 

cognitive barriers and dissonances that prevent them from trusting the claims of the pro-

social initiatives. The choice to remove such cognitive barriers also helps individuals to 

make a choice to identify with a pro-social initiative with a full sense of responsibility - 

especially believing that the claims made of such a pro-social initiative are true (based on 

their interaction) and aligned with their beliefs (Lichtenstein et al., 2004). 

With regards the “self” dimension of existential authenticity, individuals become 

less hesitant and more willing to face and negotiate the tensions in the context of the 

obvious dichotomy between themselves and their social world (Lii and Lee, 2012).  From 

such an experience, individuals are more likely to infer that an organization has certain 

desirable traits that resonate with their sense of self.  As a result, they are more prone to 

identify with the corporation on their own terms (Lichtenstein et al., 2004). Thus: 

Proposition 11: The greater the experience of existential authenticity the more likely 

individuals will experience stronger intra-personal, inter-personal, and individual-

organization relationships  
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2.4. Discussion and Implications 
 

Our model draws upon existentialism to offer a new approach to understanding 

authenticity in CSR. This is based not on the perceived authenticity of the organization or 

its offerings, but on the experienced authenticity of the individuals themselves when they 

interact with pro-social initiatives. Our model outlines the essential contours of such an 

experience via the existentialist CSR framework, which specifies antecedents, 

moderating variables and outcomes of existentialist CSR. This has implications for CSR 

and authenticity theory in management and provides the basis for new directions in 

conceptual and empirical research. It also has significant implications for CSR practice. 

2.4.1. Contributions to CSR and Authenticity Theory in Management 

To date, authenticity in CSR has been under-studied and under-theorized (Wang 

et al., 2020). The extant literature has focused almost exclusively on the perceived 

authenticity of the company or its pro-social products and programs (e.g., Alhouti et al., 

2016; Beckman et al., 2009; Joo, Miller & Fink, 2019; McShane & Cunningham, 2012). 

Our framework advances this literature by contributing a subject-based approach to CSR 

authenticity rooted in the experience of individual stakeholders participating in such 

initiatives.  

Our first main contribution is a novel conceptualization of experiential authenticity 

appropriate for CSR. This comprises three dimensions of the experiential goal of 

individuals participating in pro-social initiatives, and the tensions therein, namely purpose 

(individual vs social), choice (freedom vs responsibility), and self (true vs ideal self). This 

conceptualization enables scholars to understand better why authenticity is such an 

important driver of stakeholder engagement in CSR and what the essential contours are 

of such engagement. Customers, employees, or local community members are not just 

looking to interact with authentically responsible companies, but they want to feel 

authentic in themselves when they interact with them in terms of what stakeholders hope 

to achieve, the choices they make, and who they are or want to be. This helps to extend 

current research, which largely concentrates on consumer perceptions (Mazutis and 

Slawinski, 2015), consumer evaluations (Joo et al., 2019), and how to enhance consumer 
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or employee behavior change (Beverland & Farrelly, 2010; Glavas, 2016). 

  We also contribute to the literature by considering the antecedents influencing the 

emergence of experiential authenticity, and the contextual contingencies shaping these 

relationships. This shows that, to some extent, stakeholder participants have to be ready 

and motivated to experience authenticity, and that companies need to align their values, 

practices and communications with those of stakeholders if they are to engender a sense 

of authenticity among such stakeholders. This extends in important ways the approach to 

authenticity as alignment in the CSR literature seeing that most CSR literature focuses 

on alignment between company-based elements as a beacon of “authentic CSR”, e.g. 

organizational values and external expressions (McShane and Cunningham, 2012; Yoon 

and Lee, 2016), organizational values and organizational behavior (Alhouti et al., 2015; 

Wicki and Kaaij, 2007), as well as organizational behavior and external expressions 

(Beckman et al., 2009; Gilmore and Pine, 2008).   

Our theory also introduces existentialist authenticity as an important influence on 

improved stakeholder relationships as a result of their participation in pro-social initiatives. 

To date, the extant literature on CSR authenticity has tended to focus on primarily 

company-centric outcomes, such as improved stakeholder commitment, trust, or tangible 

rewards such as recommendations and purchases (Alhouti et al., 2016; Bhattacharya et 

al., 2008). This is problematic insofar as it reinforces the excessive focus in the CSR 

literature on enhancing business performance rather than individual and societal 

wellbeing (Gond & Matten, 2007; Margolis & Walsh, 2003), and tends to ignore the rich 

seam of research on the personal and relational effects of authenticity (Lehman et al., 

2019). Our model shows that an experience of existential authenticity can lead to self-

enhancement as well as improved relationships with others and with organizations, which 

tend to get overlooked in the current literature (Gond et al., 2017; Gond & Matten, 2010). 

This extends our understanding of CSR authenticity beyond mere transactions and 

evaluations of company authenticity to incorporate a relational approach to authenticity. 

This helps integrate theories of CSR authenticity into the literature on work 

meaningfulness (Aguinis & Glavas, 2017), and the broader stakeholder management 

literature that emphasizes stakeholder relationships as the core element of responsible 
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management practice (Morsing & Schultz, 2006; Sen, Bhattacharya & Korschun, 2006; 

Wang et al., 2020). 

Our subject-based approach can also contribute to object-based approaches to 

CSR authenticity rather than simply being regarded as an alternative. An amalgamation 

of the two approaches could, for example, potentially identify how stakeholder concerns 

about their own authenticity (subject-based) might impact upon evaluations of company’s 

CSR (object-based). Specifically, where the experience of existential authenticity through 

participation in CSR results in stronger relationships, stakeholders are likely to hold 

companies to a higher standard of object-authenticity because their own wellbeing and 

relationships are stake (Beverland & Farrelly, 2010; Bhattacharya & Sen, 2004).   

2.4.2. Implications for Practice   

Our model suggests some important implications for managers. The most important 

insight is that the management of CSR authenticity should not be restricted to simply 

aligning companies’ words, actions and values, but also putting the experience of the 

stakeholder at the heart of authenticity management. This has resonance with the idea of 

‘customer experience management’ in the marketing literature (e.g. Verhoef et al., 2009), 

but with a specific attention to the experience of authenticity rather than the experience 

as a whole.  

Specifically, in order to manage existential authenticity, firms need to understand 

what their stakeholders such as customers or employees are looking for in terms of their 

own authenticity needs. Once they have this information they can decide to what extent, 

and with which stakeholders, they want to align their company’s values, practices and 

communications – given that such alignment is an important antecedent of existential 

authenticity. In addition, managers need to design CSR experiences so that participants 

have a greater chance of experiencing existential authenticity. This means attention must 

be placed on key elements such as the mix of participants (to ensure like-minded 

stakeholders) and the physical environment (to prompt participation and social bonding). 

2.4.3. Limitations and Further Research   

Despite the theoretical and managerial implications of this research, the current 

study has limitations, and some key areas remain in need of further research. First, while 
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this study is conceptual, there are considerable opportunities for empirical 

operationalization (quantitative and qualitative alike), to substantiate the theoretical 

argument.  From a quantitative angle, there have been scales to measure the object-

based approach to authenticity (see Napoli et al., 2014; Alhouti et al., 2016), but not yet 

to measure existential authenticity. For example, further research might usefully address 

the important question of how exactly existentialist authenticity should be measured? Or, 

from a more qualitative perspective, what indicators can be used to identify the presence 

of existential authenticity in stakeholder accounts of CSR participation.  

Second, given that CSR is a concept in flux, and peculiar to different contexts 

(Shamir, 2005), future studies could give a more insight on the contextual, temporal, 

spatial, geographical and political conditions (Lehman et al., 2019) under which an 

individual may experience authenticity, via a pro-social initiative. For instance, under what 

temporal conditions is an individual likely to be prompted to seek authenticity in pro-social 

initiatives? How does the economic climate of a geographic location influence the extent 

to which an individual desire to experience existential authenticity? 

Third, this study responds to a need for more research on the social outcomes of 

CSR (Wang et.al, 2020) by capturing key aspects of individual relationships that underpin 

the pro-social initiatives of organizations. However, it categorizes “individuals” as a 

singular concept. Hence, it will be interesting to explore empirically, how and under what 

conditions different groups of individuals (based on their role in the pro-social chain) 

experience authenticity. It will also be interesting to understand the intra-group and inter-

group dynamics especially in the presence of hierarchy, power distance and control. 

Fourth, there has been a plethora of studies with regards tensions and paradoxes 

within management literature (Clegg, da Cunha & e Cunha, 2002; Nkomo, 2011; Grauel, 

2016).  Such studies have explored the tensions between an individual’s inner self and 

what s/he presents to others, as well as relational approaches that can be taken towards 

negotiating such tensions. It will therefore be valuable to empirically explore such tensions 

in relation to CSR existential authenticity via observation, case studies and interviews. 

For instance, how do consumers negotiate tensions in relation to self, purpose and 

choice? What factors determine which aspects gain priority?   
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Finally, individuals are experiencers of pro-social initiatives, not just evaluators of 

them. How then, does this apply with regards the media channels used to convey 

messages about the pro-social initiative? Does the channel of communication influence 

the extent to which an individual experiences existential authenticity within a pro-social 

initiative?  It will be beneficial to also explore the relationship between the media of 

communication used to convey messages about the pro-social initiatives and individuals’ 

experiential goals. The extant literature has made clear that how you talk about CSR and 

how it aligns with a company’s values and practices has a significant effect on 

stakeholders’ authenticity evaluations (Joo et al., 2019). The next step, we propose, is to 

explore the effect of such different forms and contexts of talk on how stakeholders 

experience their own authenticity.  



Page | 72  
 

References  

Adorno, T.W., 1973. The Jargon of Authenticity. London: Routledge & Kegan Paul.  

Agarwal, J., & Malloy, D.C.,2000. The role of existentialism in ethical business decision-

making. Business Ethics: A European Review, 9(3): 143-154.  

Aguinis, H., & Glavas, A., 2019. On corporate social responsibility, sensemaking, and the 

search for meaningfulness through work. Journal of Management, 45(3): 1057-

1086.  

Ahn, S., 2015. The effect of luxury product pricing on consumers’ perceptions about CSR 

activities. Academy of Marketing Studies Journal, 19(3): 1-14.  

Alexander, S., & Ussher, S., 2012. The voluntary simplicity movement: A multi-national 

survey analysis in theoretical context. Journal of Consumer Culture, 12(1): 66-86. 

Alhouti, S., Johnson, C.M., & Holloway, B.B., 2016. Corporate social responsibility 

authenticity: Investigating its antecedents and outcomes. Journal of Business 

Research, 69(3): 1242-1249. 

Altschwager, T., Conduit, J., Bouzdine-Chameeva, T. & Goodman, S., 2017. Branded 

marketing events: engaging Australian and French wine consumers. Journal of 

Service Theory and Practice, 27(2): 336-357.  

Arnould, E.J. & Price, L.L., 2000. Questing for self and community. In S. Ratneshwar., 

D.G. Mick, & C. Huffman (Eds.), The why of consumption: Contemporary 

perspectives on consumer motives, goals and desires: 140- 163. London: 

Routledge.  

Baldus, B.J., Voorhees, C. and Calantone, R., 2015. Online brand community 

engagement: Scale development and validation. Journal of Business 

Research, 68(5): 978-985. 

Beckman, T., Colwell, A., & Cunningham, P.H., 2009. The emergence of corporate social 

responsibility in Chile: The importance of authenticity and social networks. Journal 

of Business Ethics, 86(2): 191-206. 

Beverland, M.B., & Farrelly, F.J., 2010. The quest for authenticity in consumption: 

Consumers’ purposive choice of authentic cues to shape experienced 

outcomes. Journal of Consumer Research, 36(5): 838-856. 

Bhattacharya, C.B., & Sen, S., 2003. Consumer–company identification: A framework for 



Page | 73  
 

understanding consumers’ relationships with companies. Journal of 

Marketing, 67(2): 76-88. 

Bhattacharya, C.B., Sen, S., & Korschun, D., 2008. Using corporate social responsibility 

to win the war for talent. MIT Sloan Management Review, 49(2): 37-44 

Bhattacharya, C.B., Korschun, D., & Sen, S., 2009. Strengthening stakeholder–company 

relationships through mutually beneficial corporate social responsibility 

initiatives. Journal of Business Ethics, 85(2): 257-272. 

Brodie, R.J., Ilic, A., Juric, B. and Hollebeek, L., 2013. Consumer engagement in a virtual 

brand community: An exploratory analysis. Journal of Business Research, 66(1): 

105-114. 

Brown, S., McDonagh, P. and Shultz, C.J., 2013. Titanic: Consuming the myths and 

meanings of an ambiguous brand. Journal of Consumer Research, 40(4): 595-614. 

Brown, J., Broderick, A.J., & Lee, N., 2007. Word of mouth communication within online 

communities: Conceptualizing the online social network. Journal of Interactive 

Marketing, 21(3): 2-20. 

Brown, L., 2013. Tourism: A catalyst for existential authenticity. Annals of Tourism 

Research, 40: 176-190. 

Bryce, D., Curran, R., O'Gorman, K., & Taheri, B., 2015. Visitors' engagement and 

authenticity: Japanese heritage consumption. Tourism Management, 46: 571-581. 

Cable, D.M., Gino, F., & Staats, B.R., 2013. Breaking them in or eliciting their best? 

Reframing socialization around newcomers’ authentic self-

expression. Administrative Science Quarterly, 58(1): 1-36. 

Caruana, R., & Chatzidakis, A., 2014. Consumer social responsibility (CnSR): Toward a 

multi-level, multi-agent conceptualization of the “other CSR”. Journal of Business 

Ethics, 121(4): 577-592. 

Changing Our World. 2018. The Authenticity Opportunity - Substance Over Splash 

in Corporate Citizenship.https://www.changingourworld.com/the-authenticity-

opportunity-substance-over-splash-in-corporate-citizenship/, first accessed January 

2020. 

Chaudhary, R., 2019. Corporate social responsibility perceptions and employee 

engagement: role psychological meaningfulness, safety and availability. Corporate 



Page | 74  
 

Governance: The International Journal of Business in Society, 15(1): 61-74.  

Chen, Y.C., Shang, R.A., & Kao, C.Y., 2009. The effects of information overload on 

consumers’ subjective state towards buying decision in the internet shopping 

environment. Electronic Commerce Research and Applications, 8(1): 48-58. 

Clegg, S.R., da Cunha, J.V., and e Cunha, M.P., 2002. Management paradoxes: A 

relational view. Human relations, 55(5): 483-503. 

Cooper, D., & Thatcher, S.M., 2010. Identification in organizations: The role of self-

concept orientations and identification motives. Academy of Management 

Review, 35(4): 516-538. 

Craig‐Lees, M. & Hill, C., 2002. Understanding voluntary simplifiers. Psychology & 

Marketing, 19(2): 187-210. 

Crane, A., Matten, D., & Moon, J., 2004. Stakeholders as citizens? Rethinking rights, 

participation, and democracy. Journal of Business Ethics, 53: 107-122. 

Crane, A. & Ruebottom, T., 2011. Stakeholder theory and social identity: Rethinking 

stakeholder identification. Journal of Business Ethics, 102(1): 77-87. 

de Beauvoir, S., 2018 (Paperback ed.). The ethics of ambiguity: = Pour Une Morale 

De L'ambiguite New York: Open Road Integrated Media. 

Dunham, L., Freeman, R.E., & Liedtka, J., 2006. Enhancing stakeholder practice: A 

particularized exploration of community. Business Ethics Quarterly, 16(1): 23-42. 

Ek, R., Larsen, J., Hornskov, S.B. & Mansfeldt, O.K., 2008. A dynamic framework of 

tourist experiences: Space‐time and performances in the experience 

economy. Scandinavian Journal of Hospitality and Tourism, 8(2): 122-140. 

Elving, W.J., 2013. Scepticism and corporate social responsibility communications: the 

influence of fit and reputation. Journal of Marketing Communications, 19(4): 277-

292. 

Glavas, A., 2016. Corporate social responsibility and employee engagement: Enabling 

employees to employ more of their whole selves at work. Frontiers in Psychology, 7 

(796): 1-10. 

Glavas, A., 2016. Corporate social responsibility and organizational psychology: An 

integrative review. Frontiers in Psychology, 7 (144): 1-13. 

Gond, J.P., El Akremi, A., Swaen, V., & Babu, N., 2017. The psychological 



Page | 75  
 

microfoundations of corporate social responsibility: A person‐centric systematic 

review. Journal of Organizational Behavior, 38(2): 225-246. 

Gond, J.P., & Matten, D., 2010. Rethinking the Business-society Interface: Beyond 

the Functionalist Trap. International Centre for Corporate Social Responsibility, 47-

2007. Nottingham University Business School.  

Grauel, J., 2016. Being authentic or being responsible? Food consumption, morality and 

the presentation of self. Journal of Consumer Culture, 16(3): 852-869. 

Grayson, K. and Martinec, R., 2004. Consumer perceptions of iconicity and indexicality 

and their influence on assessments of authentic market offerings. Journal of 

Consumer Research, 31(2): 296-312. 

Grazian, D., 2003. Blue Chicago: The search for authenticity in urban blues clubs. 

Chicago: University of Chicago Press.    

Green, T., Sinclair, G., & Tinson, J., 2016. Do they know it’s CSR at all? An exploration 

of socially responsible music consumption. Journal of Business Ethics, 138(2): 

231-246. 

Groth, M., 2005. Customers as good soldiers: Examining citizenship behaviors in internet 

service deliveries. Journal of Management, 31(1): 7-27. 

Guignon, C., 2004. On being authentic. London and New York: Routledge. 

Hanaysha, J., 2016. Testing the effects of employee engagement, work environment, and 

organizational learning on organizational commitment. Procedia-Social and 

Behavioral Sciences, 229(8): 289-297. 

Hansen, S.D., Dunford, B.B., Boss, A.D., Boss, R.W., & Angermeier, I., 2011. Corporate 

social responsibility and the benefits of employee trust: A cross-disciplinary 

perspective. Journal of Business Ethics, 102(1): 29-45. 

Harris, S.G., 1994. Organizational culture and individual sensemaking: A schema-based 

perspective. Organization Science, 5(3): 309-321. 

Heidegger, M., 1973. Being and time (3rd ed.). Oxford: Basil Blackwell 

Heath, R.L., Pearce, W.B., Shotter, J., Taylor, J.R., Kersten, A., Zorn, T., Roper, J., 

Motion, J. & Deetz, S., 2006. The processes of dialogue: Participation and 

legitimation. Management Communication Quarterly, 19(3): 341-375. 

Hur, W.M., Moon, T.W., & Ko, S.H., 2018. How employees’ perceptions of CSR increase 



Page | 76  
 

employee creativity: Mediating mechanisms of compassion at work and intrinsic 

motivation. Journal of Business Ethics, 153(3): 629-644. 

Joo, S., Miller, E.G., & Fink, J.S., 2019. Consumer evaluations of CSR authenticity: 

Development and validation of a multidimensional CSR authenticity scale. Journal 

of Business Research, 98: 236-249. 

Kierkegaard, S., 1962. The present age. USA: Harper & Row Publishers 

Kim, K.-H., Kim, M., & Qian, C., 2018. Effects of corporate social responsibility on 

corporate financial performance: a competitive-action perspective. Journal of 

Management, 44(3): 1097-1118. 

Kovács, B., 2019. Authenticity is in the eye of the beholder: the exploration of audiences’ 

lay associations to authenticity across five domains. Review of General 

Psychology, 23(1): 32-59. 

Kozinets, R.V., Sherry, J.F., DeBerry-Spence, B., Duhachek, A., Nuttavuthisit, K. & 

Storm, D., 2002. Themed flagship brand stores in the new millennium: theory, 

practice, prospects. Journal of retailing, 78(1): 17-29. 

Lee, E.M., Park, S.Y., Rapert, M.I. & Newman, C.L., 2012. Does perceived consumer fit 

matter in corporate social responsibility issues?. Journal of Business 

Research, 65(11): 1558-1564. 

Lehman, D.W., O’Connor, K., Kovács, B. & Newman, G.E., 2019. Authenticity. Academy 

of Management Annals, 13(1): 1-42. 

Lee, S., & Yoon, J., 2018. Does the authenticity of corporate social responsibility affect 

employee commitment?. Social Behavior and Personality: An International 

Journal, 46(4): 617-632. 

Leigh, T.W., Peters, C., & Shelton, J., 2006. The consumer quest for authenticity: The 

multiplicity of meanings within the MG subculture of consumption. Journal of the 

Academy of Marketing Science, 34(4): 481-493. 

Lichtenstein, D.R., Drumwright, M.E., & Braig, B.M., 2004. The effect of corporate social 

responsibility on customer donations to corporate-supported nonprofits. Journal of 

Marketing, 68(4): 16-32. 

Lii, Y.S. & Lee, M., 2012. Doing right leads to doing well: When the type of CSR and 

reputation interact to affect consumer evaluations of the firm. Journal of Business 



Page | 77  
 

Ethics, 105(1): 69-81. 

Lim, M., & Yang, Y., 2016. The effect of authenticity and social distance on CSR 

activity. Social Responsibility Journal, 12(3): 397-414.  

Maitlis, S., & Christianson, M., 2014. Sensemaking in organizations: Taking stock and 

moving forward. Academy of Management Annals, 8(1): 57-125. 

Margolis, J. D., & Walsh, J. P., 2003. Misery loves companies: rethinking social initiatives 

by business. Administrative Science Quarterly, 48(2): 268-305. 

Marin, L., & Ruiz, S., 2007. “I need you too!” Corporate identity attractiveness for 

consumers and the role of social responsibility. Journal of Business Ethics, 71(3): 

245-260. 

Marquis, C., & Zhang, Y., 2015. Corporate social responsibility and global 

competitiveness. 

https://ecommons.cornell.edu/bitstream/handle/1813/40205/CPR_CSR_Globlization

_FINAL.pdf;sequence=5/, first accessed January 2019.  

Matten, D., & Moon, J., 2008. “Implicit” and “explicit” CSR: A conceptual framework for a 

comparative understanding of corporate social responsibility. Academy of 

Management Review, 33(2): 404-424. 

Mazutis, D.D., & Slawinski, N., 2015. Reconnecting business and society: Perceptions of 

authenticity in corporate social responsibility. Journal of Business Ethics, 131(1): 

137-150. 

McCunn, L.J. and Gifford, R., 2012. Do green offices affect employee engagement and 

environmental attitudes?. Architectural Science Review, 55(2): 128-134. 

McShane, L., & Cunningham, P., 2012. To thine own self be true? Employees’ judgments 

of the authenticity of their organization’s corporate social responsibility 

programme. Journal of Business Ethics, 108(1): 81-100. 

McVea, J.F., & Freeman, R.E., 2005. A names-and-faces approach to stakeholder 

management: How focusing on stakeholders as individuals can bring ethics and 

entrepreneurial strategy together. Journal of Management Inquiry, 14(1): 57-69.  

McWilliams, A. and Siegel, D., 2001. Corporate social responsibility: A theory of the firm 

perspective. Academy of Management Review, 26(1): 117-127. 

Mick, D.G., Pettigrew, S., Pechmann, C.C., & Ozanne, J.L. (Eds.). 2012. Transformative 

https://ecommons.cornell.edu/bitstream/handle/1813/40205/CPR_CSR_Globlization_FINAL.pdf;sequence=5/
https://ecommons.cornell.edu/bitstream/handle/1813/40205/CPR_CSR_Globlization_FINAL.pdf;sequence=5/


Page | 78  
 

consumer research for personal and collective well-being. New York/Sussex: 

Routledge. 

Moon, J., Crane, A., & Matten, D., 2005. Can corporations be citizens? Corporate 

citizenship as a metaphor for business participation in society. Business Ethics 

Quarterly, 15(3): 429-453. 

Morsing, M., & Schultz, M., 2006. Corporate social responsibility communication: 

stakeholder information, response and involvement strategies. Business ethics: A 

European Review, 15(4): 323-338. 

Moulard, J.G., Garrity, C.P., & Rice, D.H., 2015. What makes a human brand authentic? 

Identifying the antecedents of celebrity authenticity. Psychology and 

Marketing, 32(2): 173-186. 

Napoli, J., Dickinson, S.J., Beverland, M.B. & Farrelly, F., 2014. Measuring consumer-

based brand authenticity. Journal of Business Research, 67(6): 1090-1098. 

Nkomo, S.M., 2011. A postcolonial and anti-colonial reading of ‘African’ leadership and 

management in organization studies: Tensions, contradictions and 

possibilities. Organization, 18(3): 365-386. 

Ostroff, C., Shin, Y., & Kinicki, A.J., 2005. Multiple perspectives of congruence: 

Relationships between value congruence and employee attitudes. Journal of 

Organizational Behavior, 26(6): 591-623. 

Papaoikonomou, E., Valverde, M., & Ryan, G., 2012. Articulating the meanings of 

collective experiences of ethical consumption. Journal of Business Ethics, 110(1): 

15-32. 

Papasolomou‐Doukakis, I., Krambia‐Kapardis, M., & Katsioloudes, M., 2005. Corporate 

social responsibility: the way forward? Maybe not!. European Business Review, 

17(3): 263-279.  

Pérez, A., 2019. Building a theoretical framework of message authenticity in CSR 

communication. Corporate Communications: An International Journal, 24(2): 

334-350. 

Peterson, R.A., 2005. In search of authenticity. Journal of Management Studies, 42(5): 

1083-1098. 

Pine, B.J., & Gilmore, J.H., 2008. The eight principles of strategic authenticity. Strategy 



Page | 79  
 

and Leadership, 36(3): 35-40. 

Pomering, A., & Johnson, L.W., 2009. Advertising corporate social responsibility 

initiatives to communicate corporate image: Inhibiting scepticism to enhance 

persuasion. Corporate Communications: An International Journal, 14(4): 420-

439. 

Renouard, C., 2011. Corporate social responsibility, utilitarianism, and the capabilities 

approach. Journal of Business Ethics, 98(1): 85-97. 

Rickly-Boyd, J.M., 2012. Authenticity & aura: A Benjaminian approach to tourism. Annals 

of Tourism Research, 39(1): 269-289. 

Rupp, D.E., & Mallory, D.B., 2015. Corporate social responsibility: Psychological, person-

centric, and progressing. Annual Review of Organizational Psychology and 

Organizational Behavior, 2(1): 211-236. 

Sartre, J.P., 1970. Being and Nothingness: An Essay on Phenomenological 

Ontology. London: Methuen & Co.  

Schaefer, S.D., Terlutter, R., & Diehl, S., 2019. Is my company really doing good? Factors 

influencing employees' evaluation of the authenticity of their company's corporate 

social responsibility engagement. Journal of Business Research, 101: 128-143. 

Scherer, A.G., & Palazzo, G., 2011. The new political role of business in a globalized 

world: A review of a new perspective on CSR and its implications for the firm, 

governance, and democracy. Journal of Management Studies, 48(4): 899-931. 

Schoeneborn, D., Morsing, M., & Crane, A., 2020. Formative perspectives on the relation 

between CSR communication and CSR practices: Pathways for walking, talking, and 

t(w)alking. Business and Society, 59(1): 5-33. 

Schrempf-Stirling, J., Palazzo, G., & Phillips, R.A., 2016. Historic corporate social 

responsibility. Academy of Management Review, 41(4): 700-719. 

Schwartz, M.S., & Carroll, A.B., 2008. Integrating and unifying competing and 

complementary frameworks: The search for a common core in the business and 

society field. Business and Society, 47(2):148-186. 

Searcy, C., Dixon, S.M. and Neumann, W.P., 2016. The use of work environment 

performance indicators in corporate social responsibility reporting. Journal of 

Cleaner Production, 112: 2907-2921. 



Page | 80  
 

Shamir, R., 2005. Mind the gap: The commodification of corporate social responsibility. 

Symbolic Interaction, 28(2): 229-253.  

Shaw, D., & Newholm, T., 2002. Voluntary simplicity and the ethics of 

consumption. Psychology and Marketing, 19(2): 167-185.  

Shim, K., & Kim, S., 2019. Consumers’ ethical orientation and pro-firm behavioral 

response to CSR. Asian Journal of Business Ethics, 8(2): 127-154. 

Simola, S., 2015. Understanding moral courage through a feminist and developmental 

ethic of care. Journal of Business Ethics, 130(1), pp.29-44. 

Steiner, C.J., & Reisinger, Y., 2006. Understanding existential authenticity. Annals of 

Tourism Research, 33(2): 299-318.  

Tang, Z., Hull, C. E., & Rothenberg, S., 2012. How corporate social responsibility 

engagement strategy moderates the CSR–financial performance relationship. 

Journal of Management Studies, 49(7): 1274-1303. 

Taylor, C., 1991. The ethics of authenticity. Cambridge, Massachusetts and London: 

Harvard University Press. 

Trilling, L., 1972. Sincerity and authenticity. London: Oxford University Press. 

van Rekom, J., Go, F.M., & Calter, D.M., 2014. Communicating a company's positive 

impact on society—Can plausible explanations secure authenticity? Journal of 

Business Research, 67(9): 1831-1838. 

Verhoef, P. C., Lemon, K. N., Parasuraman, A., Roggeveen, A., Tsiros, M., & Schlesinger, 

L. A. 2009. Customer experience creation: Determinants, dynamics and management 

strategies. Journal of Retailing, 85(1): 31-41. 

Wang, N., 1999. Rethinking authenticity in tourism experience. Annals of Tourism 

Research, 26(2): 349-370. 

Wang, H., Gibson, C., & Zander, U., 2020. Editors’ Comments: Is Research on Corporate 

Social Responsibility Undertheorized? Academy of Management Review, 45(1): 1-

6.  

Wang, Q., Dou, J., & Jia, S. 2016. A meta-analytic review of corporate social responsibility 

and corporate financial performance: the moderating effect of contextual factors. 

Business and Society, 55(8): 1083-1121. 

Wicki, S., & Van Der Kaaij, J., 2007. Is it true love between the octopus and the frog? 



Page | 81  
 

How to avoid the authenticity gap. Corporate Reputation Review, 10(4): 312-318. 

Yoon, J., & Lee, S., 2016. What makes employees zealous supporters of their firm's CSR 

initiative? The role of employees' perceptions of their firm's CSR 

authenticity. Advances in Group Processes, 33: 93-126.  

Zavestoski, S., 2002. The social–psychological bases of anti-consumption 

attitudes. Psychology and Marketing, 19(2): 149-165. 



Page | 82 

Statement of Authorship 

This declaration concerns the article entitled: 

Authenticity in Corporate Social Responsibility: towards an existentialist perspective. 

Publication status (tick one) 

Draft manuscript  Submitted In review ✓ Accepted Published 

Publication 
details 
(reference) Not Applicable 

Copyright status (tick the appropriate statement) 

I hold the copyright for this material ✓
Copyright is retained by the publisher, but I have 

been given permission to replicate the material here 

Candidate’s 
contribution to 
the paper 
(provide 
details, and 
also indicate 
as a 
percentage) 

The candidate contributed to / considerably contributed to / predominantly executed 
the… 

Formulation of ideas: 70% 

Design of methodology: 70% 

Experimental work: Not applicable 

Presentation of data in journal format: 60% 

Statement 
from 
Candidate 

This paper reports on original research I conducted during the period of my Higher 
Degree by Research candidature. 

Signed  Date 10/05/2021 

Article no longer under consideration for publication



Page | 83  
 

Chapter 3:  Sustaining CSR through Authentic 
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Abstract 

Recent work in the business ethics field has called attention to the importance of 

understanding how individuals process what they come to perceive as an authentic 

corporate social responsibility (CSR) initiative. This exploratory research aims to extend 

these contributions by focusing on what constitutes authentic CSR experiences and how 

they sustain local community members' participation in pro-social initiatives. Specifically, we 

argue that an authentic CSR experience is a product of three conditions comprising affiliation 

(sense of belonging), affirmation (sense of self), and action (sense of value) – which, when 

present, have the potential to enhance sustained participation in pro-social initiatives. We 

also identify barriers to each of these conditions – perceived inclusion barriers, 

communication, and commercialism – and discuss the implications of our findings for CSR 

research and practice. 
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3.1. Introduction 

Stakeholder participation, the degree to which stakeholders share in the execution of pro-

social initiatives (Kim et al., 2010), holds benefits for consumers, employees, and 

organisations alike. For consumers, participation in pro-social initiatives builds in them 

feelings of social approval and self-respect, especially when the initiative is perceived to be 

relevant to their desires (Mattila and Hanks, 2012). For employees, stakeholder participation 

has the potential to enhance high levels of self-discovery via seeking meaningful existence 

through work-life integration (Kim et al., 2010). For organisations, the application of good 

faith into any mechanism for stakeholder participation helps connect the organisation to its 

stakeholders, strengthening the organisation's perceived legitimacy (Dawkins, 2014).  

 

Being another type of stakeholder within CSR, members of the local community also benefit 

from participating in pro-social initiatives (Jimali, 2008). Such participation creates 

opportunities for dialogue (Morsing and Schultz, 2006). It brings the organisation closer to 

the community – thereby allowing the organisation to incorporate a broader range of relevant 

and social issues (that concern the local community) into their decision-making (Mazutis and 

Slawinski, 2015). It also creates some measure of relational embeddedness between the 

organisation and the local community, strengthening both parties' ties (Lahdesmaki and 

Suutari, 2012; Lashitew, Bals and Tudler, 2020). Overall, participation has the potential to 

foster two-way relationships between the corporation and the community and encourage 

organisations to develop and run community development activities that align with the needs 

of the community at the time (Jimali, 2008).  However, we note that little attention has been 

given to how best to ensure that local community members keep participating in such 

initiatives (i.e., sustained participation). No doubt, there have been studies that point to a 

positive link between employee retention and pro-social initiatives (Bhattacharya, Sen and 

Korschun, 2008) and studies relating to employee sustained involvement in pro-social 

initiatives (Grant, 2012). However, these studies have not been extended towards local 

communities with no contractual obligation (Slack, Corlett and Morris, 2015) to the 

organisation. Without such a contractual obligation, stakeholders might view these pro-

social initiatives differently- as more of an option than an obligation.  

 

Our response is to examine the role that an authentic CSR experience could play in 

sustaining participation in pro-social initiatives within the local community. Unlike a 

perception of authenticity – which relies mainly on knowledge (Alhouti, Johnson and 

Holloway, 2016) and the organisation's CSR offerings, an authentic experience of CSR 
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takes into consideration the subject's life-world context (Thompson, Locander and Pollio, 

1989) which serves as a referent standard to form authenticity judgments (McShane and 

Cunningham, 2012). Consequently, we ask - how does an authentic CSR experience 

enhance sustained participation in pro-social initiatives?  

 

This paper investigates the difference between perception and reality within business ethics, 

which is acknowledged as a deeper motivation that have the potential to make for authentic 

experiences (Choi et al., 2018; Howie et al., 2018).  Authentic experiences enable people to 

'see for themselves and decide, based on their life-world reality. This paper aims to 

contribute to studies that have focused on the relationship between businesses and local 

communities. For example, Lahdesmaki and Suutari (2012) addressed the relationship 

between corporate social responsibility and locality in the small business context. They 

found that reciprocity between the business owners and the local community is cardinal to 

the level of proximity between them. We extend this line of thought by focusing on individuals 

as members of the local community and how their experiences with pro-social initiatives 

influence their predisposition to get involved with such pro-social initiatives. The subject of 

authenticity, thus, becomes paramount as organisations look beyond just being more 

"social" to be more about the individual and how he or she thinks in the light of ethical 

decisions (Rabouin, 1997) with regards attempts at co-creation of CSR engagement 

(Simpson, Robertson and White, 2020). This paper also builds on Joo, Miller and Fink’s 

(2019) recommendation on further research that they argue, should focus on the impact of 

CSR authenticity on outcome variables, one of which is sustained participation.   

  

We drew our empirical material from the case of a business organisation that currently 

provides an opportunity for members of the local community to participate in its CSR 

initiative. We undertook an interpretive study based on participatory observations, alongside 

31 semi-structured interviews with participants in this pro-social initiative. Our findings and 

contributions point to three conditions through which authentic experiences lead to sustained 

participation. These three conditions are affiliation (sense of belonging), affirmation (sense 

of self), and action (sense of value).  

 

This article is organised as follows: the next section briefly reviews extant studies on 

stakeholder participation and authentic CSR. Next, the research methods are presented, 

followed by findings and analysis. Finally, the conclusion, practical implications, limitations, 

and avenues for future research are outlined.  
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3.2. Literature Review 

3.2.1. An Overview of Stakeholder Participation 

It is well established that stakeholder participation is an important factor that organisations 

always consider - especially with pro-social initiatives for employees (Chen and Hung-

Baesecke, 2014; Hejjas, Miller and Scarles, 2019), consumers (Matilla and Hanks, 2012; 

Kim et al., 2012), and members of a local community alike (Kapelus, 2002; Corus and 

Ozanne, 2012). Participation in this regard is a function of a number of factors- the nature 

(or type) of the pro-social initiative, the frequency at which the participation takes place, 

whether such participation is based on obligation or on a volunteer basis and the 

stakeholders involved in such initiatives. In terms of the nature or type of pro-social 

initiatives, most modern organizations in the world are engaged in pro-social initiatives in 

one way or the other (de Jong and der Meer, 2017). Such activities often partly benefit 

society, are not obligated by law, and stretch into varying domains such as environmental 

sustainability, environmental practices and local community support. Pro-social initiatives 

take different forms such as cause-related marketing, charities, corporate volunteering, 

product-related pro-social initiatives that relate to organic products and social partnerships 

(Ellen, Webb and Mohr, 2006; Muthuri, 2007). This paper’s focus is on social partnerships, 

which involve business organizations and not-for-profits that combine and commit resources 

(time and effort) to solve problems that affect the communities they are involved in (Seitanidi 

and Crane, 2008).  

 

Stakeholder participation has also been discussed in terms degrees (Pedersen, 2006; Yu, 

2008). In terms of the degree of participation, Cornwall (2008) expatiates on the several 

typologies that have been used to describe the participation spectrum- from Arstein’s (1969) 

ladder of participation which focuses on those on the receiving end of participation, to 

Pretty’s (1995) typology of participation which focuses on the user of participatory 

approaches, and to White’s typology of participation- focusing more on the interests of the 

parties involved. Within the business ethics literature, stakeholder participation also 

functions as an antecedent, as a connector, or as an outcome:   

 
 

As an antecedent:  participation brings numerous benefits that pro-social initiatives have 

for individual stakeholders (Grant, 2012). On a broader scale, participation enhances the 

effectiveness of an organisation's decisions and strategies (Amaeshi and Crane, 2006). 

From an external viewpoint, Bhattacharya et al. (2008) proposed a conceptual model to 
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mirror how participation in pro-social initiatives becomes an antecedent to stakeholders' 

access to numerous benefits, how such benefits are realised and how they influence the 

quality of the relationship between stakeholders and the organisation. These benefit 

consumers, who gain concrete skills that can be carried over to their respective social 

realities. Participation, as an antecedent, sets in motion reciprocal exchanges of information 

and action to strengthen the ties between the stakeholder and company, thus enhancing 

social acceptability (Bhattacharya et al., 2008). From an internal viewpoint, participation 

allows employees to "fulfil their own needs", satisfies employees' psychological needs, and 

enable them to meet their intrinsic goals (Kim et al., 2010, p.565). Participation also leads 

to the organisation's overall success, as it helps employees actively utilise all that they learn 

in their work. This translates into how external stakeholders perceive the organisation and 

minimises CSR's negative perceptions as driven by economic rather than ethical/moral 

considerations (Greenwood, 2007; Chen and Hung-Baesecke, 2014).  

 
 

As a connector: here, the focus is more on relationship building. For instance, participation 

is a connector that enhances the relationship between organisations and their employees, 

leading to high levels of self-discovery and identification for the employee. It becomes a 

conduit through which employees end up sharing in the execution of pro-social initiatives, 

which is a win-win for the employee and the organisation alike (Kim et al., 2010). 

Participation is also a connector between the managers of an organisation and its 

stakeholders, in that it functions as an organisational learning process, which helps 

stakeholders to "believe in the norms, values, and objectives of the company, to be active 

on its behalf and to desire to maintain a relationship with it, whatever form the relationship 

may take" (Girad and Sobczak, 2010, p.217). As a link between organisations and the 

communities in which they operate, Corus and Ozanne (2012) argue that participation 

becomes an avenue through which the relationships between organisations and 

communities can be improved - especially in the presence of deliberative democracy, which 

enhances perceptions of freedom, equality, and balanced representation.  

 
 

As an outcome: as an outcome, participation is propelled by various drivers. Some of these 

drivers stem from media campaigns, word of mouth, or social media advocacy via 

blogospheres (Morsing and Schultz, 2006; Fieseler, Fleck and Meckel, 2010).  These could 

also stem from the organisation's leadership, as previous studies show that managers' 

leadership styles influence the extent to which employees participate or get involved in the 

organisation's pro-social initiatives (Pedersen, 2006). The drivers are diverse - CSR 
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initiative/stakeholder value alignment (Jamali, 2008), the financial status of the stakeholders, 

the stakeholder's proximity to the CSR initiative, or the stakeholder's feeling of empathy 

towards the pro-social initiative (Matilla and Hanks, 2012), leaders' ability to role-model, 

within an organisation (Chen and Hung-Baesecke, 2014, p.211) and organisational 

culture/in-built values (Slack, Corlett and Morris, 2015).  

 

Scholars argue about the potential benefits of participation for stakeholders and the 

organisations - perceived legitimacy (Dawkins, 2014), positive public image (Choi et al. 

2018), perceived integrity and authenticity (Fieseler, Fleck and Meckel, 2010), and a 

strengthened relationship between organisations and communities (Corus and Ozanne, 

2012). Thus, we submit it becomes important for participation in pro-social initiatives to be 

sustained - especially as pro-social initiatives often have a long timeline apportioned to them. 

Sustained participation allows for greater corporate accountability between organisations 

and their stakeholders (Carroll and Olegario, 2019).  
 

 

Several studies have looked into sustained employee participation in corporate volunteering 

(e.g., Kim et al., 2010; Grant, 2012; Hejjas, Miller and Scarles, 2019). Grant (2012) argues 

that enriching volunteering projects encourage repeated participation, and that repeated 

participation can be self-sustaining, especially when employees embrace a 'volunteer 

identity' within the organisation. However, these studies have not been extended towards 

members of local communities who, unlike employees, have no contractual relationship with 

the organisation. This thus challenges what we know about sustained stakeholder 

participation because it puts a clause on the assumption that organisation-centric factors 

alone have the sole ability to influence the extent to which local community members decide 

to continually participate in its pro-social initiatives (Muthuri et al., 2009). The absence of a 

contractual relationship allows local community members to make their own decisions as to 

whether to participate; such decisions will often be independent of the organisation's 

offerings (Dunham et al., 2006). It thus becomes imperative for business organisations to 

ensure that whatever experiences the local community members have with the pro-social 

initiatives are enough to keep their participation sustained. We argue that an authentic CSR 

experience has a role in enhancing sustained participation- especially for local community 

members.  

 

3.2.2. An Overview of Authentic CSR  

CSR authenticity is defined as the perception of an organisation's CSR actions as a genuine 

and true expression of the organisation's beliefs and behaviour toward society (Alhouti, 
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Johnson and Holloway, 2016); based on the perceived alignment of an organisation's 

offerings (Freeman and Auster, 2011; Shim and Kim, 2019). Perceived alignment enhances 

stakeholder participation in pro-social initiatives. (McShane and Cunningham, 2012; Slack, 

Corlett and Morris, 2015; Alhouti, Johnson and Holloway 2016; Glavas, 2016). However, 

these perceptions are hinged more on what the organisation stands to gain richer work 

experience for its employees (McShane and Cunningham, 2012), increased stakeholder 

trust, increased CSR adoption (Beckman, Colwell and Cunningham, 2009), and increased 

loyalty cum purchase intent (Alhouti, Johnson and Holloway, 2016).  What of the 

stakeholders' individual needs- especially in light of evidence that there is a need for CSR 

to be more individualised and personal (Glavas, 2016)? Glavas (2016) argues that every 

individual is different. Hence CSR should be individualised to move people to a deep level 

and enhance active engagement. There is an increasing desire from individual stakeholders 

for more authentic offerings and avenues through which a sense of self can be restored, 

especially in a global system in which individuals constantly search for a place to fit in 

(Arnould and Price, 2000). 

 
 

Additionally, we observe stakeholder perception of authentic CSR also stem from a place of 

knowledge- which helps the stakeholders to rely on the company's antecedents (past 

actions, history, media claims) to decide on whether to participate in the pro-social initiatives 

or not (Fieseler, Fleck and Meckel, 2010).  Stakeholder perceptions of authentic CSR also 

stem from their prior experiences with the organisation- whether it is buying a product, 

participating in a CSR programme, reading a CSR report, or discussing a pro-social initiative 

with others. Previous studies have not dealt with the influence that a stakeholder's 

experience could have on the perceived authenticity of an organisation's pro-social 

initiatives.  

 

We refer to these as 'authentic CSR experiences', which allow for the stakeholder's life-

world context (Thompson et al., 1989) and serve as a referent standard to form authenticity 

judgments (McShane and Cunningham, 2012). Authentic experiences help individuals to 

understand or affirm something about themselves while interacting with organisations' pro-

social initiatives. Thus, such experiences involve free choice, where individuals make moral 

decisions from a place of freedom based on their actions. For such experiences to come to 

light, individuals need spaces "in which the possibilities inherent in the collection of unique 

individuals that comprise it have the opportunity to emerge…" (Likedkta, 2008, p. 245). In 

other words, there is the potential for organisations to aid in the emergence of a subject's 
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innate potentials and inherent possibilities. Such experiences, we argue, have the potential 

to enhance sustained participation. Sustained participation, within the context of this study, 

focuses on the frequency at which the participants attend and contribute to the pro-social 

initiatives.  

 

3.3. Research Context 

Within the ethics literature, previous work regarding authenticity has used a variety of 

research approaches ranging from conceptual, literature-based reviews (Jackson, 2005; 

Liedtka, 2008; West, 2008; Mazutis and Slawinski, 2015), empirical studies (McShane and 

Cunnnigham, 2011; Long, 2019; Zheng et al. 2020) and content analysis (Iszatt-White et al., 

2018). Of direct relevance to this study were studies that employed qualitative methods 

mainly involving interviews (see Beckman, Colwell and Cunningham, 2009; McShane and 

Cunnnigham, 2011; Schaefer, Terlutter and Diehl, 2019). We used a case-based, qualitative 

methodology to focus on how a theoretical phenomenon (authentic experience) applies in a 

real-life situation. This case study also used triangulation to provide stronger substantiation 

(Eisendhart, 1989) for our claims.  

 

3.3.1. Nature of the Case 

The present study focused on a specific social partnership between a business organisation 

(which we refer to as The Tea Club), and a not-for-profit (we refer to this as The Good 

Company). This partnership, which began in 2017, was selected "purely based on its good 

fit with the theoretical domain" of this study (Mamali, 2019, p.243). While The Tea Club is 

characterised by a strong community and laden with opportunities for the local community 

members to participate in one of its pro-social initiatives (in various capacities), The Good 

Company focuses on driving skills and expertise to local, community projects to make 

societal and global impacts. The social partnership was contrived to positively impact the 

community in which they operate and make a positive difference within the community they 

serve. It involves local community members interested in finding solutions that can solve a 

local problem but have limited resources. While this partnership takes place within four 

chapters around the United Kingdom, we decided to use two chapters - on the grounds of 

replication, extension, and reduction in chance associations (Eisenhardt, 1989; Yin, 2009).   

 

The CSR initiative- birthed from the social partnership involves different layers of activities: 

team lead meetings, pitch nights, gig nights and networking events for local community 

members who decide to participate. The team lead meetings focus on 6-8 volunteers from 
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The Good Club, who meet bi-weekly to discuss the line-up for the pitch nights, the gig nights, 

and the networking initiatives. The team leads also take out time to discuss the agenda with 

the manager of The Tea Club in order to carry them along. The team leaders also discuss 

core practicalities in terms of communication and engagement. They also use the meeting 

times as opportunities to catch up on their personal lives and go on social events in 

restaurants.  

 

The pitch nights present opportunities for local community members to present their up and 

running, local project ideas, which they believe can tackle issues within the community and 

focus on making a positive social or environmental change. The pitch nights happen at the 

discretion of the team leads and depends on how fast the local community members are 

able to contribute towards the former winning project. It runs for two hours in The Tea Club 

Café – where food and drinks are provided (by The Tea Club café). Each project has three 

minutes on the open mic to tell the local community members its purpose, its target 

audience, its importance, potential challenges and how the listening audience can use their 

skills and energy to help. The winning project is the project which has the most votes from 

the listening audience.  

 

The gig nights runs, subsequently after the pitch nights: for three hours on specified days, 

local community members meet at The Tea Club to discuss the winning project, utilize their 

aptitude and skills to bring the project to life, up to a point where the project can run 

independently and become a positive impact to the society in which it is embedded. The 

networking events on the other hand involve local community members (who choose to 

participate in the pro-social initiatives), meeting up and discussing their professional and 

career trajectories. It also serves as an opportunity for socialization outside of the gig nights 

and the pitch nights.  

 

3.4. Methodology 

A qualitative, interpretive case study approach was adopted; focused on two qualitative 

methods- participant observation (Slack, Corlett and Morris, 2015) and semi-structured 

interviews (Sorour, Boadu and Soobaroyen, 2020) - using formal research diaries (Campin, 

Barraket and Luke, 2013; Slack, Corlett and Morris, 2015) and recorded interviews 

(Balasubramanian, Fang and Yang, 2020) as methods of data collection- to give a deeper 

understanding.  
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Participant observation: this allowed the first author to "engage in regular interaction" with 

the subjects (Bryman and Bell, 2015, p.454). Besides, online observation was also used 

since the initiatives' team members met via phone-mediated environments (i.e., WhatsApp). 

A field notebook was kept during the observational process. In online observation 

(Balasubramanian, Fang and Yang, 2020), information was sourced based on the chat 

history. Fieldwork began with observation, which involved an initial understanding of the 

initiative, and allowed the first author to establish rapport and proceed with interviews. A 

total of sixteen in-person meetings were observed for 30 hours between September 2019 

and June 2020. The meeting comprised three large-scale meetings and two ad-hoc 

meetings from former participants (now not-for-profits), while the rest were in-house team 

meetings.  

 

Interviews: 31 semi-structured interviews were conducted lasting 18 hours in total, with the 

targeted respondents being members of the initiative and local community members who 

joined the initiative (see Appendix 3 for more details on the respondents' demographics). 

These sessions were conversational and enabled us to understand the categories and logic 

behind the community members' experiences – especially whilst participating within the 

initiative (McCracken, 1988). We used a topic guide (see Appendix 1 and 2). These sessions 

were tape-recorded and transcribed verbatim to facilitate coding and data analysis (Rowley, 

2012). The interviews were conducted within nine months and were held in places the 

participants found convenient such as coffee shops, restaurants, school premises, their 

offices, and their homes.  

 

In the observations, we discovered that there were different levels of participation in the CSR 

initiative. We sought to capture these varying levels by identifying diverse participants to 

participate in the interviews. This enabled us to explore more widely participants' attitudes 

to and interaction with the CSR initiative. In the course of one of the events, the potential 

research participants were identified. The first author requested their email addresses and 

contacted them to explain the proposed research. Most of the participants responded 

positively to be included in the interview part of the research (98% response rate), while 2% 

of the remaining participants did not respond to the request. The researcher assured all 

participants of their anonymity. 
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3.5. Data Analysis 

In analysing our data, we have been influenced by the abductive turn in the social sciences, 

where there is an iteration between the data and our preunderstanding of what CSR 

authenticity entails (see Braun and Clarke, 2006; Tavory & Timmermans, 2014; Wickert, 

Vaccaro and Cornelissen, 2017; Secchi and Bui, 2018). This has led to a recognition that 

subjectivity, creativity, and inference (Blindheim, 2015) go hand in hand, especially when it 

comes to going back and forth between the theoretical concepts of CSR authenticity and 

the data (Brennan, Merkl-Davies and Beelitz, 2013). Focusing on how individuals’ 

experience of authenticity enhance participation in pro-social initiatives, we subjected our 

transcripts and other data sources to a form of thematic analysis. Our method was to derive 

coded categories relating to the individuals, the actions, their motivations, and the events 

within the pro-social initiatives.  

 

Interviews were transcribed and run through N-Vivo data analysis software (Campin, 

Barraket and Luke, 2013; Hejjas, Miller and Scarles, 2019) to assist in the categorisation of 

data into initial themes that were gradually refined into more detailed factors, patterns, and 

concepts, as well as to facilitate the data analysis process (Campin, Barraket and Luke, 

2013). This study's themes were elaborated using open, axial, and selective procedures to 

"open up the data to all potentials and possibilities contained within them" (Corbin and 

Strauss, 2008, p. 161). Through this, we produced the first-order themes of this study. The 

axial procedure allowed us to elucidate the relationship between the first-order themes 

(Corbin and Strauss, 2008), giving rise to the second-order themes; the selective approach 

allowed us to integrate and refine the theory emerging from our data, resulting in the final 

categories (Maon, Lindgreen and Swaen, 2009). Emergent themes from the data can be 

found in Tables 3 and 4 and were juxtaposed with the extant literature (Corbin and Strauss, 

2008) to provide new insights into the conditions that make for an authentic experience and 

how such experiences enhance sustained participation. 

 

The first-order themes revolved around identifying topics that stood out for the researchers 

in the data set- the necessity of like-mindedness, tribes, and sense of belongingness 

regarding how a CSR community operates. We noted the manner of speech of the 

participants and how they seemed to repetitively refer to concepts of "being heard", "being 

listened to", having a "safe space" to interact, and being able to share each other's 

vulnerabilities. Lastly, we paid attention to the participants' roles as 'actors within the dataset, 

and we paid attention to stories that suggested the presence of "contribution", inherent skills 
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to move the initiative forward, and the genuine need of the participants, and how such need 

heralds a desire to help and discovery of shared interest. This led to a catalogue of codes, 

consisting of 28 themes, as seen in Table 3. 

  

Table 3: Conditions for Authentic CSR Experiences  

First Order Themes Second Order Themes Final Categories 

Sense of community Community centric  

Affiliation Tribe 

Like Mindedness Interpersonal centric 

Belongingness 

People, listening to their 

stories 

Empathy  

Affirmation 

Storytelling of life’s 

experiences 

Voice 

Adding Value Value  

Action Satisfaction from using 

one’s skills 

Skill 

Shared interest Interest  

 

While interacting with the dataset, we observed that the participants implicitly (and 

sometimes explicitly) pointed at potential factors that could impede sustained participation 

in the pro-social initiatives (see Table 4). Explicitly, some of the participants were vocal about 

their distaste for initiatives that seemed to be forthright about their commercial or capitalism-

oriented business models; others were perceived as concerned about the style and nature 

of dialogue within the initiative. However, upon deep immersion in the data, we found other 

implicit themes, factors, and patterns.  

 
 

Sustained participation in this context refers to the frequency at which participants attended 

the meetings (anchored on the CSR initiative). While some participants, who were members 

of the lead team, had bi-weekly meetings asides from the major community events, other 

participants only showed up for the major meetings held once every three months. 

Participant observation lasted a year and showed us that sustained participation acts as an 

antecedent to trust-building and forging of familial bonds, acting as a connector between 

The Tea Club, The Good Company, and the local community, as well as an outcome of 

value alignment between the initiative and the participants involved. 
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Table 4: Barriers to Authentic CSR Experiences 

First Order Themes  Second Order Themes  Final Categories  

Buying\Selling   

Systems of Exchange  

 

 

Commercialism  

Corporate Sheets  

Capitalism   

Transactional Relations  Market Oriented 

Approaches  

CSR and communality   

Societal Impact  

 

 

 

 

Perceived Inclusion Barrier   

Communal spaces  

Lack of inclusion   

Inclusive Impact  Diverse Needs  

Inability to break into smaller 

groups  

 

 

Insider-Outsider impact  Familiarity\Lack of familiarity  

Inability to break into 

personal spaces  

“Talking to”, and not 

“Talking at” 

 

Dialogue  

 

 

 

Communication  

Targeted Conversations  

Informal Conversations   

Discussion  Involving conversations  

Clear Conversations   

Clear Projections  Conversations that reflect a 

direct need  

 

We also identified some polarities within the sustained participation spectrum. Some of the 

participants chose to respond to the opportunity to lead The Good Company. In contrast, 

other participants were okay with attending the regular meetings, thus restricting their 

participation to normal. Some participants chose to open themselves to the people they met, 

forging friendships and networks outside of the initiative. In contrast, other participants 

focused on attending the meetings and leaving without forging any relationship outside of 

the initiative. A snapshot of these conditions and barriers can be found in Figure 3 and 

discussed in the next section. 
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Figure 3: Conditions and Barriers of CSR Authenticity  
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3.6. Findings 

Sustained Participation: Conditions and Barriers  

Affiliation: community and interpersonal relationships 

We observed that affiliation is a potential condition that makes for an authentic CSR 

experience and leads to sustained participation. This is because affiliation enhances the 

individual's freedom to engage, especially in the presence of tribes and homes that facilitate 

meaningfulness and deep connection (Glavas, 2016).  Affiliation refers to the presence of 

like-mindedness as a platform through which members of the local community can find and 

build community-centric relationships and interpersonal relationships, which could help to 

meet the need of a subject's desire for a sense of belongingness. Community-centric 

relationships focus on "tribal" associations (Cova and Cova, 2002) and on relating to people 

based on like-mindedness. The interpersonal-centric relationships bring about a sense of 

personal belongingness and project affiliation on a deeper level than the first two relational 

dimensions. This can encourage ethical behaviour and enhance the meaning people find in 

their participation in pro-social initiatives (Bauman and Skitka, 2012).  

 

The community-centric relationships, for instance, are potential springboards for sustained 

participation, especially when the participants meet and can have a perceived sense of 

belonging to a "tribe". One of the participants was clear about the importance of such tribes:  

 

"I guess we're all trying to find places where we feel yes, this is my home. This is 

my tribe. I've found people like me." (Participant B) 

 

Such relationships have the potential to bring about a collective sense of ownership, which 

we argue, propels the desire to do more. These themes relate to research on consumer 

tribes within the marketing literature (Cova and Cova, 2002; Arnould and Thompson, 2005). 

Arnould and Thompson (2002) focus on the experiential and socio-cultural dimensions of 

consumption that structures personal and communal consumer identities. It reveals social 

dynamics that shape consumer experiences. Tribes become a conduit through which such 

identities are constructed and through which meanings are negotiated. Such social and 

proximate communities have proven to be more influential on people's behaviour than other 

formal marketing schemas. Shared experience creates social links and bonding "in loosely 

interconnected communities" characterised by a shared passion or emotion and comprises 

advocates who are driven towards collective actions (Cova and Cova, 2002).  
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Interpersonal relationships: We argue that this dimension of affiliation affords individuals the 

freedom to choose to do what they want, which we argue leads to sustained participation. 

This is captured in the quote below:  

 

“And I find like, I'm a linguist. And I find the use of language really interesting, and 

how rapidly people pick up on that word "we" in that safe environment, and they 

feel like they belong. And they are like, yeah, I'm here. I belong here. So, I'm 

going to put myself out there because I belong”. (Participant E) 

 

While getting set for one of the events of the pro-social initiatives, it was observed that the 

lead participants emphasised the need for organising an event which the members of the 

community attend, knowing that they can fit in and not necessarily come with pre-existing 

skills. This is consistent with studies on authenticity and consumption (Beverland and 

Farrelly, 2010, p. 843), where the authors argue that feeling connected is a condition that 

should exist for authenticity to be experienced in the course of consumption. Such 

connectedness leads to individual outcomes such as "personal enrichment through being 

part of something and being proximate to like-minded others" (Beverland and Farrelly, 2010, 

p. 843) - and is consistent with our findings on the presence of affiliation making for a 

subject's experience of authenticity. 

 

Barrier to Affiliation: the perceived exclusion barrier  

Some participants note CSR communities possess ingroups and outgroups, which act as 

impediments to the participants' ability to affirm something about themselves while 

participating in such activities. In other words, some of the participants felt left out and not 

included within the community, despite the apparent need for a sense of belongingness and 

affiliation. There was the inability to penetrate smaller ingroups that had been formed within 

the already large community:  

 

"I have been to three meetings, but I probably won't be to anymore because for 

me, the people who I met when I went there were familiar, seemed to know each 

other and formed groups, and as a person going on my own, I found it hard to 

break in and I didn't want to break into groups that were bursting into groups" 

(Participant F) 
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We often find that such ingroups have already been formed, based on regularity and 

frequency- hence, it becomes tricky for new members to break into them- which could make 

them either exit or become less active within such pro-social initiatives. This is consistent 

with studies on insider-outsider participation – where the outsiders have the expertise 

needed to influence a community but may lack the insider knowledge to exert such influence 

(Bazerman, 2001; Wood et al., 2013). Other community members have the privilege of being 

both insiders and outsiders, especially based on their experience with former communities 

(Carollo and Guerci, 2018). Such exclusion prevents events from catering to people's unique 

peculiarities and needs: 

 

"I guess it's hard to know whether you're being fully inclusive when you don't know 

the needs of the people. Because it's an open event, you wouldn't really know 

whether someone there has got an additional need or learning difficulty or can't 

hear properly or just can't read what you're giving to them on a piece of paper." 

(Participant E) 

 
 

As much as communities are as a source of business resource and support (Worthington, 

Ram and Jones, 2006) as sources of direction, inspiration, and initiative (Boehm, 2002), and 

a source of ally-building (Kleinrichert, 2008), attention to the dynamics of ingroups-outgroups 

on sustained participation is important. The first author noted how some of the participants 

seemed to arbitrarily split into groups and how the dynamics of the conversations within the 

group seemed to change, depending on the people present:  

 

The participants tended to gravitate into different groups. As a new entrant into 

the community, it was a bit hard for me to contribute, because I was not familiar 

with the people in the group, and I could not also divide myself into the two 

groups. I also noticed that the male-dominated group conversed on issues 

concerning politics, while the female-dominated group conversed on babies and 

children. The group that met on this day was the lead group of The Good 

Company and the group that needed help, [organisation's name]. Once the 

meeting time with [organisation's name] was over, I observed that the nature of 

the conversation within The Good Company community changed. It became 

more personal as if there was an aspect of the group that was intentionally being 

hidden until [organisation's name] left. This also happened again on 5th March 

2019. I noticed that everyone was speaking in groups, and it is possibly because 



Page | 101  
 

of the proximity with which they sat. I tried fitting in into these different worlds, but 

I felt like an outcast (Fieldnotes, December 2018).  

 

Affirmation: voice and empathy 

Another condition that makes for an authentic CSR experience is "affirmation", focusing on 

an individual's sense of self and voice (Hirschman, 1970) to influence positive action within 

the CSR initiative. The emphasis here is on what is vocalised because we see that it is 

possible to be within a community of like-minded people and still feel unheard. One of our 

participants captured this explicitly, saying that she would be exiting the group because she 

did not feel her voice could be heard. She suggested that a major reason for this would be 

the sense of affiliation amongst people, which made them mull together- without 

considerations for new entrants into the community:  

 

"A lot of people seem to have already known each other. They seem to get… 

have got to know each other and form cohesive groups. As a person going on my 

own, I found it difficult to break into that group." (Participant F) 
 

 

In team lead meetings, we observed the role that voice plays, especially via sharing past 

and present life experiences. One of the lead participants emphasised the need to focus on 

kindness from an experiential perspective, i.e., understand and observe how each person 

tells her/his story of kindness.  The researchers also remarked that participants within the 

lead group see one another as a safe space, enabling them to hear emphatically, speak, 

listen to one another, and share vulnerable stories about themselves and their loved ones. 

A former participant of the initiative spoke of her experience with cancer and how this 

initiative helped her begin a cancer recuperation initiative within the local community. She 

told her story, and the non-verbal cues from the audience showed that they were engrossed. 

Such affirmation extended to those who were there for the first time and did not know 

anyone: 

  

"It was just great because everyone sat next to people you didn't know. But 

everyone just started talking to each other about the things that you're hearing or 

why you were there…" (Participant E) 

 
 

We argue that affirmation enhances the sense of self, especially whilst participating in a 

CSR activity. We saw this in the course of one of the meetings, where a group of teenagers 
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from a not-for-profit came to give a pitch to members of the community. One of the 

participants felt that such an opportunity allowed the teenagers to be heard:  

 

"They could have gone down a different path or being in trouble…maybe that was 

just a really sort thing for them to do at the charity as you see these people do, 

which you know, I'm hearing their story" (Participant O) 

 
 

Glavas (2016) speaks of such safety from an employee perspective and terms it as 

psychological safety, resulting from perceived organisational support. Glavas (2016, p. 4) 

believes that "CSR can provide nurturing and safe environments in which employees feel a 

safe space to show up ore as who they truly are". Glavas (2016) also argues that the 

alignment of self-concept with the organisation enables employees to be more fully present 

at work. There have been studies on voice and how being heard influences how subjects 

perform or show up.  Hirschman (1970) invokes 'voice' as the reaction of members of a 

society to management's failings- where the consumers verbally express their 

dissatisfaction to either the management, its subordinate or through "a general protest to 

anyone who cares to listen". Healy and McDonagh (2013) also advocate for the role of voice 

in the consumption and engagement of online brand communities.  

 

Barrier to Affirmation: the mode of "communication." 

An impediment to affirmation is the mode of communication used in the course of such 

activities. Most participants argue for the absence of dialogue between the community and 

the leads. This echoes the principles guiding McDonagh's (1998) conceptualisation of 

sustainable communication where ecological dialogue builds communication, trust and 

engagement between an organisation and its publics.   

 

I think if you want to engage the community, you can't just talk at them or tell them 

what you are going to do…you have to open it up to them and ask them what 

they think… (Participant F) 

 
 

The lead participants also emphasised the need for clarity, especially while informing other 

participants and community members about the CSR initiative. A lack of such clarity has the 

potential to affect the dialogue between the community and the leads. The first author was 

able to capture her reflections on this in her field notes- she noted how the participants paid 
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attention to the essence of having clarity, especially when it comes to engaging with the 

broader community:   

 

During the meeting today, [member's name] spoke about how a lack of clarity 

could be an issue that is putting local community members off from attending the 

pro-social initiatives. [Member's name] suggested that a new postcard will help 

the participants to gain clarity on what The Good Company really stands for; 

[member's name] spoke of how unclear The Good Company's website is; despite 

how positive and inspirational its contents are, the nuts and bolts are not really 

spelt out. Another member suggested that The Good Company breaks free from 

its usual language into something more simplistic, such that it is easier for the 

participants to understand (Fieldnotes, November 2018). 

 
 

The participants also found formal discussions to impede affirmation. They discovered that 

informal deliberations helped in how questions were answered and in the extent of 

involvement.  

 

Rather than someone talking at me, let us discuss it informally, so I can feel 

involved, instead of not feeling like what I can do…even when they open to 

questions… (Participant F) 

 
 

This is consistent with findings on stakeholder engagement, with O'Riodran and Fairbrass 

(2014, p. 133, 137) arguing for the presence of "reliable, transparent, forward-thinking and 

inclusive" stakeholder engagement, which can make for business opportunities that create 

the greatest impact. For the authors, communicating with stakeholders has to be done 

transparently and should enhance interpersonal dialogue, as opposed to the top-down 

approach (Kovacs, 2019). Morsing and Schultz (2006) also speak of dialogue as a 

stakeholder involvement strategy, which enhances concurrent negotiation, establishes 

proactiveness with stakeholders, and enables stakeholders to express their voices.  

 

Action: skill, interest, and value 

The "action" condition makes for an authentic experience because it focuses on the 

individual's desire to add value and help - the absence of which makes them dissatisfied 

with their decision to be a part of such an initiative. This value could either be in the form of 

skills, an "interest", or a desire to help and ideas, i.e., coming up with suggestions that can 
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move the pro-social initiatives forward and solve the challenges within the local community. 

This leads to authentic CSR experiences, especially when the participant finds an avenue 

within the pro-social initiative that they feel they can contribute to. At some point in the 

activity, one of the participants inferred that her inability to contribute bothered her, as she 

desired to feel like she was making a difference and not filling space. Some of the other 

participants argued that their decision to be a part of the initiative stemmed from if they felt 

they could contribute or otherwise, based on the relevance of the pro-social initiative to their 

predilections:  

 

"When the project is decided, it can get smaller because people think, oh yeah 

that's relevant to me, or no, that's not…whether they feel they've got anything to 

contribute or not…" (Participant E) 

 

We also observe that the ability to contribute (action) influences choices made within the 

group. For example:   

 

Interviewer: What made you decide to join that particular group? I mean, there 

was a wide range of other groups within the event that you could have joined, but 

what made you join the events group?  

 

Participant D: I thought I've got a lot of experience specifically with trying to get 

an event off the ground with very limited if no budget, there's never no budget, 

even if people give you something for free budget, there's a budget. Yeah, so 

that's why I chose events. Because I thought it'd be fun. I thought for me, I could 

contribute to it. 

 

Additionally, we also see that some of the participants seek to add value even though there 

is that expression of initial interest to link up with people of like minds. We argue here that 

there is an existing tension between being selfish (focusing on self and outcomes) and 

wanting to do good for others:  

 

"I have that shared interest; I feel like I can add value, and I feel like I have a lot 

to share. I feel quite confident about the skills that I have and the knowledge that 

I have, and it feels good to share" (Participant N) 

 



Page | 105  
 

Some of the participants also say that their perceived ability to contribute will enable them 

to continue with the pro-social initiative in the long run:  

 

Interviewer: Based on your participation so far, do you think you'd be part of it in 

the long term?  

 

Participant D: I would like to, but I think one of my character traits, which is not 

necessarily always good. I am a problem solver, sometimes when there's a 

problem to be solved or when nobody wants to do that, whereas I can, I can see 

like wow, this is great, but it could be so much better. 

 

We argue that the presence of "action" as a condition for authentic CSR experiences 

enhances a sense of purpose and potentially influences a participant's decision to continue. 

The feeling of being able to make things better, the satisfaction that comes with helping 

people, adding value, and sharing are all expressions of an authentic CSR experience. 

Literature reveals that finding the authentic self is "about action more than reflection" 

(Liedtka, 2008, p. 239) because actions provide a conduit for the expression of the authentic 

individual. The first author was able to grasp this during one of the meetings and noted how 

the lead participants were intent on ensuring that there were opportunities by which the other 

participants could find meaning via value addition:  

 

I was late. I got there around 6:30 pm. The participants had already started the 

meeting and were talking about one of the events. [Member's name] was talking 

about the team leads who would be facilitators during the event. [Another 

member's name] was also trying to make things clear by emphasising the- what, 

why, and how of the event. The 'how' was based on the six categories of the 

event. The participants also agreed that each category would be for each table, 

and each person who comes for the event would be free to join whatsoever group 

they felt they could function in and contribute to freedom for them to do their thing. 

They also talked about the fact that they did not want anyone to be laid back and 

[another member's name] referred to an event she attended years ago, stating 

that once there is an activity and people are engaged, the focus will naturally 

come (Fieldnotes, November 2018).  

 
 

 



Page | 106  
 

Barrier to Action: the presence of "commercialism." 

A barrier to action is commercialism- some of the participants joined the pro-social initiative 

to add value and help others. Several participants, months after being a part of the CSR 

initiative, like that money is not involved- just skills and relationship building. 

 

"I liked the idea in the name itself, no money is involved…money can bring about 

a different feeling when you do something for someone, more like a transactional 

process" (Participant B).  
 

One of the participants also pointed to how the system of exchange (capitalism) of an 

organisation could be a potential barrier in impeding the consumer welfare dimension of 

things within pro-social initiatives.  However, some others, who have worked in managerial 

positions of diverse business organisations, assert that the pro-social initiative is all for 

financial gain, not for the good of society. Here, we see that the pro-social initiative is seen 

as more transactional, based on the privilege of position that the respondent has had in the 

past.  

 

"My understanding is that organisation X used not-for-profit Y as a forward-

thinking charitable organisation that they can put on their corporate sheets to 

prove that they are not just out to take your money. I have worked on the other 

side of the spreadsheets with a number of organisations who wanted exactly 

that." (Participant J) 

 
 

Conversely, another respondent had experienced the commercial nature of organisations 

and had the opportunity to work with another not-for-profit that partnered with the not-for-

profit in focus. She said it allowed her to be able to make a choice, and she chose the latter 

based on how the work experience made her feel. This is closely related to the 

"transformative" concept embedded in consumer research, which highlights the dynamics 

involved in an individual's desire for self-enhancement and growth- whether through habits 

or instructions (Mick et al., 2012).   

          

 A transactional-based pro-social initiative leads to some form of hesitancy to participate. 

This is closely linked to literature on trust and scepticism, how it influences the decision of 

stakeholders to participate in pro-social initiatives (Delmas and Burbano, 2011; Elving, 2013; 

van Rekom, Go and Calter, 2014; Glavas, 2016) and based on the assumption that business 

organisations give priority to making as much profit as they can. Hence, initiatives that focus 
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on social good stem from seeing a need within the society and being motivated to help 

(Elving 2013, p. 280). Such initiatives also deliver value to customers and help manage 

customer and societal relationships in ways that benefit local and global stakeholders 

(Shultz, 2007).  

 

However, we see that firm-based interests and perceived corporate motivations, i.e., profit-

making (Becker-Olsen Cudmore and Hill, 2006; Ellen, 2006), induces some form of 

scepticism in the minds of stakeholders because such motivations seem self-interested (Bae 

and Cameron, 2006) and further influences their behaviour, i.e., intent and willingness to 

purchase (Elving, 2013).  There have also been several studies on transformative consumer 

research and how this enhances personal and collective well-being. Within the ambit of 

experience, we find a range of studies focusing on how work experiences influence 

consumers' family decisions (Epp and Price, 2012) and how CSR programs become more 

effective in the presence of experiential activities, which allow for self-efficacy and skills 

development (Fishbein and Middlestadt, 2012).  

 

3.7. Discussion 

Despite increased attention to perceptions of CSR authenticity, local community members 

still distrust pro-social initiatives. In this paper, we have sought to explore why this 

phenomenon might occur. By highlighting the importance of authentic experiences, we 

explain CSR conditions that initiatives must allow for authentic experiences to enhance local 

community members' sustained participation in any pro-social initiative. Without these 

authentic experiences, the increase in CSR efforts by business organisations is most likely 

to impede than enhance participation. 

 

Our study contributes to the CSR authenticity stream of CSR research. The CSR authenticity 

stream of CSR research has focused on stakeholder perceptions of the authenticity of pro-

social initiatives and how such perceptions influence their relationship with the said pro-

social initiatives and the business organisation at large. This research has thus focused 

more on organisation-centric characteristics- however, our research extends this because 

we see that there is a need to account for the relational, experiential, and individualised 

aspect (Muthuri et al., 2009; Glavas, 2016) of authentic CSR. Using the partnership between 

an organisation and a not-for-profit, we offer an alternative perspective to the CSR 

authenticity literature by highlighting conditions and barriers of authenticity from an 

individualistic and experiential perspective. We show the importance of affirmation (sense 
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of self), affiliation (sense of belonging), and action (sense of value), especially where CSR 

authenticity is concerned.  

 

We also contribute to the stakeholder participation literature by focusing on how authentic 

experiences could enhance sustained stakeholder participation. Extant studies see 

participation as a means to an end (Pedersen, 2006; Castello et al. 2013) - the end being 

the potential gains of the organisation. This type of "sustained participation" involves more 

transactional activities such as increased purchase, increased loyalty, and better reputation 

(Muthuri et al., 2009). However, these benefits do not address the role that experience could 

play in enhancing stakeholder returns. Likewise, these benefits are related to the 

product/service features- but do not apply to pro-social initiatives that involve the active 

participation and input of the stakeholder- from an experiential perspective. We contribute 

an alternate view- that authentic CSR experiences could be a means to an end, being a 

subject's sustained participation. This is closely related to Bhattacharya, Sen and 

Korschun’s (2008) argument on stakeholder returns, i.e., the benefits that pro-social 

initiatives produce for individual stakeholder. 

 

Our research also has implications for practice. Pro-social initiatives tied to experiences that 

allow for local community involvement and individual engagement are more likely to be 

perceived as authentic and, subsequently, sustain participation. This enhances the 

credibility of such social initiatives and could potentially lead to a mind shift of members of 

the local communities, enabling them to find more reasons to participate and to keep making 

a positive impact within the communities.  

 

Likewise, when a local community member experiences an authentic pro-social initiative, 

this further influences the decisions and helps them see the pro-social initiative as something 

more personal than transactional (Septianto, Kemper and Tjiptono, 2020). Through 

affiliation, affirmation, and action, we argue that members of local communities will 

organically come to see pro-social initiatives as their own, i.e., have a sense of ownership 

towards the initiatives and begin to take responsibility for it, with or without external 

motivation. This takes pro-social initiatives from being led exclusively by members of the 

organisation to something more inclusive, individualised, and personalised.  Overall, this 

could arguably build and organically institutionalise a culture of more personalised, 

purposeful, and intrinsically relatable volunteering in the hearts and minds of local 

community members.  
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Ultimately, business organisations should pay attention to the potential intrinsic barriers that 

could impede authentic experiences – and use this as a springboard to design authentic 

CSR experiences for members for local community members. For instance, to resolve the 

perceived inclusion barriers to authentic experiences, structures, and systems of social 

bonding and a sense of belongingness could be created through technological systems, 

interactive games, and appropriate online media platforms. To resolve communication 

barriers to authentic experiences, local community members should be allowed to gain a 

sense of ownership of the pro-social initiatives so that they are more inclined to participate 

and so that they can encourage other local community members to participate as well. Local 

community members will often have a sense of what the average individual needs, seeing 

that they have the benefit of proximity. Thus, they should be allowed to vocalise what they 

believe is best for their local community.   

 

3.8. Conclusion and Future Recommendations 

This study has limitations and some key areas in need of further research. First, this study 

attempted to empirically operationalise three conditions that can make for an authentic CSR 

experience whilst participating in pro-social initiatives - affirmation, affiliation, and action. 

However, alongside ethnographies of authentic CSR, it will be interesting to measure the 

extent to which these conditions can lead to an authentic CSR experience. It will also be of 

help to measure the conditions that could enhance sustained participation. Given that this 

is a qualitative study, it will be helpful to create a quantitative scale for measuring authentic 

CSR experiences.  

 

Second, this study responds to the need for more micro-level CSR-based research (Rupp 

and Mallory, 2015) by capturing avenues through which stakeholders within a CSR 

framework can negotiate meanings and actions. It will be interesting to look within each 

stakeholder type and carry out research based on their peculiarities. For instance, in 

previous paragraphs, we spoke of employees and members of local communities and how 

the nature of obligation they have towards the organisation could influence the extent to 

which their commitment is harnessed. This is an area that could be explored in future 

research in this journal.  

 

Third, we also note that different individuals had varying levels of participation. It will be 

interesting to juxtapose the levels of participation with the extent to which an authentic CSR 
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experience is actualised. Local community-based pro-social initiatives could be observed 

via ethnographic research, and in-depth interviews could be carried out to find out the extent 

to which those who are more involved can experience authenticity and how it motivates them 

to participate more.  

 

Business organisations see the need for their pro-social initiatives to be embedded within 

the communities they operate (Bowen, 2013). Despite their efforts in ensuring that these 

local community members perceive their pro-social initiatives as authentic, local community 

members are still increasingly hesitant to participate in these pro-social initiatives. Thus, the 

wedge between businesses and local communities will continue to grow despite increased 

attention to CSR unless business organisations begin to design authentic CSR experiences, 

which have the potential to enable local community members to continue to participate 

meaningfully.  
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Abstract 

Using a qualitative case study approach to examine a pro-social initiative - which comprises 

a social partnership between an organisation and a not for profit - this article considers how 

local community members manage and negotiate intrinsic tensions while participating in pro-

social initiatives. Based on the theoretical lens of existential authenticity, the authors reflect 

on these intrinsic tensions based on three dimensions of existential authenticity- purpose, 

choice, and self. The findings indicate that local community members grapple with intrinsic 

tensions, independent of the organisation and its CSR, and implicitly see pro-social 

initiatives as platforms through which these intrinsic tensions can be best managed and 

negotiated. Ultimately, the extent to which such intrinsic tensions are resolved could lead to 

three experiential outcomes: the halt outcome, the hinder outcome, and the harness 

outcome.  
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4.1. Introduction 

Corporate social responsibility (CSR), broadly defined as the commitment of businesses 

towards the economic and social development of communities (Lahdesmaki and Suutari, 

2012), has become a strategic imperative. This is because organisations seek to maintain 

healthy relationships and effective dialogues within these communities (Morsing and 

Schultz, 2006). Thus, the nature of such relationships affects the success or failure of CSR 

programs implemented for and within these communities. 

 

Local community stakeholders play a crucial role in shaping the organisation's CSR strategy 

and determining how far CSR strategies can function sustainably within the community. 

Organizations benefit from having local community stakeholders with positive perceptions 

of their CSR program by adopting localised CSR strategies to boost its influence on their 

attitudes, peer communication, and word of mouth behaviour (Chu et al., 2020).  

 

Such CSR strategies are expected and designed to be well received by the local community 

stakeholders. However, previous research (Alhouti, Johnson and Holloway, 2016; Schaefer, 

Terlutter and Diehl, 2019;) indicates that local community stakeholders are often sceptical 

of organisations' CSR strategies. Such scepticism arises when local community members 

think that an organisation is acting in self-interest- rather than for society's benefit (Elving, 

2013; Skarmeas and Leonidou, 2013; Wagner, Korschun and Troebs, 2020). In this case, 

the source of scepticism is inherent in a misalignment between an organisation's talk and 

action, a mismatch between an organisation's talk and values, and a discrepancy between 

an organisation's values and action. The presence of perceived authenticity plays a crucial 

role in reducing local community stakeholders' scepticism of CSR strategies (Lee et al., 

2012; Perez, 2018). Here, perceived authenticity points to an alignment between an 

organisation's talk, action, and values. Previous work suggests that such alignment leads to 

increased community advocacy (McShane and Cunningham, 2012), enhanced corporate 

reputation (Wicki and Kaaij, 2007), less stakeholder resistance and increased stakeholder 

participation (Beckman, Colwell and Cunningham, 2009). Here, stakeholder participation 

refers to the degree to which stakeholders share in the execution of pro-social initiatives 

(Kim et al., 2010). However, participation is a two-way street- between the business 

organizations and the individuals. While scepticism could arise as a result of organizations 

(as stated above), individuals are also constantly making certain internal attributions about 

their choices and their behaviours (Elving, 2013), They could feel they are not genuine to 

themselves while participating in pro-social initiatives or sense a misalignment between their 



Page | 125  
 

internalisations and their expressions whilst participating in these pro-social initiatives. 

Scepticism within the self is vital to note because it influences how individuals, as members 

of local communities, process information about what they see and hear regarding the pro-

social initiative (Lee et al., 2012; Schaefer, Terlutter and Diehl, 2019). Local community 

members, within the context of this study, refers to a group of individuals bounded by 

physical proximity with one another (Dunham, Freeman & Liedkta, 2008). This source of 

scepticism, we argue, leads to intrinsic tensions which determine the extent to which 

individual local community members continue to participate in the pro-social initiatives. We 

believe that the extent to which these tensions can be resolved has a propensity to influence 

the extent to which local community members continue participating in pro-social initiatives.   

 

Thus, drawing from the theoretical lens of existential authenticity, this study seeks to unravel 

the potential intrinsic tensions that local community members experience while participating 

in pro-social initiatives. We choose to focus on local community members because they 

have no contractual obligation (Slack, Corlett and Morris, 2015) to the organisation. Without 

such a contractual obligation, stakeholders might view these pro-social initiatives differently- 

as more of an option than an obligation.  This approach, we hope, will be the beginning of 

discussions about sources of scepticism (outside of the organisation) and how an 

understanding of the intrinsic tensions involved can open up new portals for reducing 

stakeholder scepticism in pro-social initiatives or offerings. We argue that the extent to which 

these tensions are negotiated may halt, hinder, or harness their decision to participate in 

pro-social initiatives in the future. After defining and situating this study's core concepts and 

theoretical framing, we present our methods and data. Next, we empirically investigate how 

local community members of a pro-social initiative manage and negotiate scepticism of the 

self through experience. Finally, we discuss the implications of our findings.  

 

4.2. Conceptual Background  

4.2.1. CSR, Scepticism, and Participation  

In business research, there have been discussions as to the relationship between business 

and society and how the presence of scepticism influence such a relationship (van Rekom, 

Go and Calter, 2014; Alhouti, Johnson and Holloway, 2016; Babu, de Roeck and Raineri, 

2020; Chu et al., 2020; Wagner, Korschun and Troebs, 2020).  Stakeholders tend to be 

sceptical of an organisation's pro-social initiatives, especially when such an organisation has 

been involved in corporate scandals or situations that project a talk-action misalignment 

(Anderson and Hovring, 2020; Singh, Crisafulli and Xue, 2020). Scepticism ensues when 
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stakeholders' expectations regarding a pro-social initiative are not met (Kim and Park, 2020). 

It is no longer news that only a few negative cues could overwhelm the cumulative effects 

of many positive actions (Skarmeas and Leonidou, 2013).  When stakeholders think that an 

organisation is acting in self-interest or for egoistic intentions, they become unwilling to 

interact with such organisations. We note that scepticism comes about in the presence of 

perceived misalignment, based on the organisation's offerings (Mazutis and Slawinski, 

2014; Marquis and Zhang, 2015; Yoon and Lee, 2016; Schaefer, Terlutter and Diehl, 2019), 

as well as perceived misalignment between stakeholders' values and the organisation's 

offerings (Green and Peloza, 2011; Lee et al., 2012, p. 1560; Schmeltz, 2012). 

  

4.2.1.1. Perceived Misalignment of Organisational Offerings 
 

Literature suggests that scepticism stems from a misalignment between the organisation's 

values and what it communicates to stakeholders (McShane and Cunningham, 2012), 

between the organisational values and its subsequent actions (Mazutis and Slawinski, 2014) 

and between what the organisation's actions and their claims (Beckman, Colwell and 

Cunningham, 2009). Thus, these "organisational gaps" include values-communication, 

values – action and action – communication.  

 

Values-Communication gaps focus on situations where there is a misalignment between an 

organisation's values and what it claims communicates to the society. Employees, for 

instance, define an authentic pro-social initiative as one which is characterised by 

congruence between the expressed image and the organisation's identity (McShane and 

Cunningham, 2012). Thus, a gap in this regard could threaten the relationship between 

employees and the corporation, such that the employees are no longer able to accept the 

word of the company. This leads to reduced employee interest, decreased commitment, and 

less involvement in the corporation's CSR affairs (McShane and Cunningham, 2012; Yoon 

and Lee, 2016).  

 

There are also scenarios where there is an incongruence between organisational values 

and their actions (Alhouti, Johnson and Holloway, 2016; Schaefer, Terlutter and Diehl, 

2019). The question here becomes how well the organisation's CSR engagement reflects 

its day-to-day culture. One characteristic of CSR that makes it authentic is distinctiveness, 

which is the extent to which a firm's pro-social initiatives are aligned with its core mission, 

vision, and values. When such a perceived gap exists in business organisations, it could 

harm the organisation's reputation (Wicki and Kaaij, 2007). Employees and local 
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communities will also meet the pro-social initiatives with cynicism and suspicion (Mazutis 

and Slawinski, 2014). 

 

Another source of scepticism could arise from a perceived gap between what an 

organisation claims and what that same organisation does. Business organisations ought to 

manifest their commitment to CSR through tangible actions. They should also communicate 

such actions transparently, as a lack of transparent communication leads to suspicion and 

feelings of scepticism (Beckman, Colwell and Cunningham, 2009). Marquis and Zhang 

(2015), give an instance of   British Petroleum (BP), whose CSR strategies failed when there 

was a noticed gap between their projections and their actions. When business organisations 

do not take the time to ensure this gap is reduced, it leads to high levels of scepticism and 

resistance to CSR programs that could emerge from such business organisations in the 

future (Beckman, Colwell and Cunningham, 2009). 

 

4.2.1.2. Perceived Misalignment between Stakeholder Values and Organisational Offerings 
 

This points to a contradiction between pro-social initiatives and the stakeholder's values 

(Green and Peloza, 2011; Schmeltz, 2012). These stakeholder values find expression via 

their character traits, personal values, and motivations (Harman, 1999; Mele, 2003; 

Hemingway, 2005). A lack of alignment between stakeholder values and organisational 

offerings also fuels scepticism- seeing as these stakeholders do not see themselves 

reflected in the organisation's CSR commitment. This, in turn, makes them reluctant to 

interact or sympathise with the organisation (Schmeltz, 2012). Pro-social initiatives can fail 

to meet stakeholder expectations, leading stakeholders to misinterpret the organisation's 

CSR efforts (Schaefer, Terlutter and Diehl, 2019) and thus decide not to participate.  

 

Overcoming scepticism is thus necessary to bridge the gap between organisations' pro-

social initiatives and stakeholder participation. Here, stakeholder participation refers to the 

integration of stakeholders into an organisation's pro-social initiatives and processes. Such 

integration could involve customers, employees, and external stakeholders such as 

suppliers, channel partners or other third-party institutions (Ommen et al., 2016). 

Stakeholder participation stimulates value creation (Okazaki et al., 2019), enhances shared 

understanding between the stakeholders and the organisation (Lee and Raschke, 2020) and 

helps stakeholders identify with the organisation and become more committed to serving its 

goals (Korschun and Du, 2012). This, in turn, makes individuals integral contributors to an 

organisation's CSR strategic framework (Miller and Merrilees, 2013).  
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Thus, organisations have employed different ways of reducing stakeholder scepticism - 

active use of social media, which provides opportunities for organisations to engage in two-

way dialogue with stakeholders (Chu et al., 2020) and the use of social media influencers to 

advocate for the reputation of corporate brands, thus eliciting stakeholders' favourable 

perception of a brand and its consequent purchase intentions (Singh, Crisafulli and Xue, 

2020). However, some authors believe that the gap between these two factors is best 

reduced in the presence of perceived authenticity.  

 

4.2.2. CSR Authenticity  

CSR authenticity has been defined within the literature as "perception of a company's CSR 

actions as a genuine and true expression of the company's beliefs and behaviour toward 

society…" (Alhouti, Johnson and Holloway, 2016).  Perceived authenticity is particularly 

relevant to CSR evaluations since it captures the tensions inherent in the evaluation of pro-

social initiatives, determines the stakeholder acceptance and relative success of CSR 

engagement and mitigates unfavourable outcomes such as stakeholder perceptions of 

window dressing or greenwashing (Schaefer, Terlutter and Diehl, 2019, p.129). It also, in 

turn, increases customer loyalty and enhances stakeholders' attitudes toward the 

organisation's societal engagement (van Rekom, Go and Calter, 2014).  

 

Existing accounts of authenticity hinge on perception, i.e., how stakeholders evaluate pro-

social initiatives to be authentic or otherwise. Such perceptions differ, depending on the 

nature of a stakeholder's relationship with the organisation- as an employee (Schaefer, 

Terlutter and Diehl, 2019; Babu, de Roeck and Raineri, 2020) or as a consumer (Alhouti, 

Johnson and Holloway, 2016; Joo, Miller and Fink, 2019). For employees, their evaluation 

of an organisation's CSR authenticity is based on the organisation's claims or actions. For 

an organisation's claim to positively influence an employee's CSR authenticity evaluation, 

there has to be the presence of word-deed alignment regarding their pro-social initiatives 

(Babu, de Roeck and Raineri, 2020). For an organisation's actions to positively influence an 

employee's CSR authenticity evaluation, there has to be a perceived fit between their 

organisation's corporate culture and corporate engagement (action) (Schaefer, Terlutter and 

Diehl, 2019).  Such actions also have to reflect the organisation's commitment towards the 

employees' wellbeing and true needs (Babu, de Roeck and Raineri, 2020). Overall, the level 

of employee involvement in these pro-social initiatives also influences how these claims and 

actions are substantiated.  
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On the other hand, consumers do not have proximity to the organisations (compared to 

employees). Hence, their perception of an organisation's pro-social initiative is primarily 

based on evaluating what they see and hear. Consumers perceive a pro-social initiative to 

be authentic when it is instigated as reparation for some wrongdoing (Alhouti, Johnson and 

Holloway, 2016). Consumer's preconceived expectation of an organisation's pro-social 

initiative also has a crucial impact on her/his perception of such CSR initiative. When 

consumers' preconceived expectations are met, they can then view the pro-social initiative 

as authentic upon interacting with the CSR initiative. Joo, Miller and Fink (2019) argue that 

personal connection and a consumer's ability to engage with an organisation's pro-social 

initiative emotionally influences their judgments of a CSR's authenticity.  

 

In terms of stakeholder type, we decided to focus on the tensions faced by members of a 

local community- where the business organisation operates- because these actors have no 

obligation whatsoever to the organisation. If such a pro-social initiative is to thrive within a 

particular community, it has to involve the community members and be embedded within the 

social context (Muthuri 2007; Mazutis and Slawinski, 2014). If such an initiative is met with 

resistance or scepticism, such an initiative is bound to die an early death, ceasing to thrive 

within the said community.  

 

We build upon Joo, Miller and Fink (2019)’s notion on the role of personal connection in 

influencing stakeholders' perception of authenticity. This is crucial because most studies on 

CSR authenticity lean more towards perception, but an understanding of CSR authenticity 

regarding engagement or experience while engaging is lacking. Experiences are essential 

to understand CSR authenticity because they also affect perception and information 

processing when consumers purchase certain products and services. They also help 

strengthen how several variables moderate the relationship between consumer perception 

of pro-social initiatives and consumer loyalty (Lee et al., 2012). Such experiences, we argue, 

are also laden with intrinsic tensions that stakeholders go through- which stem from 

scepticism they feel within due to their circumstances (Skarmeas and Lenidou, 2013). They 

further influence the extent to which they perceive the pro-social initiatives to be authentic 

or not. Thus, we seek to elaborate on these intrinsic tensions, riding on the theoretical 

framework of existential authenticity - which we define as an experiential goal of individuals 

looking to understand or affirm something about themselves when interacting with 

organisations' pro-social initiatives. We believe that the process through which individuals 
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negotiate or manage these tensions has the potential to halt, hinder or harness a 

stakeholder's decision to get involved in pro-social initiatives in the future.  

 

4.2.3. Authentic Experiences: Through the Lens of Existential Authenticity  

Existential authenticity is rooted in philosophical existentialism, which revolves around 

freedom, free will and individual choices (Jackson, 2005). The existentialist philosophers 

believe that existence precedes essence and propose no pre-determined purposes or set 

paths to an individual's existence. The existentialist philosophers believe that man is 

nothing, except that which he makes of himself, and believe that the entire responsibility of 

a man's existence is squarely on his shoulders (Sartre, 1970). Existentialism defines man 

by his action; in the presence of action, man is able to emerge into his authentic self, which 

is in constant flux (Trilling, 1972).  

 

The existentialist perspective to authenticity considers authenticity to be related to self, not 

an external identity (Morhart et al., 2015). This study's context means that authenticity is 

related to the individual, not to the pro-social initiative itself. In other words, as opposed to 

an individual's evaluation of a CSR's authenticity, pro-social initiatives become an avenue 

through which individuals who experience it can feel like they are true to themselves. 

  

The individual choices within existentialist authenticity, Jackson (2005) argues, are laden 

with ambiguities, which consider inherent alternatives that exist- particularly in the light of 

complex moral situations within organisations. Such ambiguities, we argue, creates some 

tension for the individuals who "are faced with choices in the face of the ambiguity…" 

(Jackson 2005, p. 319). There is a variety of literature that has discussed existential 

authenticity from the tourism (Steiner and Reisinger, 2006; Brown, 2013), consumer 

research (Arnould and Price, 2003; Beverland and Farrelly, 2010), organisational (Jackson, 

2005), cultural (Guthey and Jackson, 2005; Moeran, 2005), and branding (Napoli et al., 

2016; Alhouti, Johnson and Holloway, 2016) contexts, respectively.  

 

However, we choose to focus on the tourism and consumer research contexts for three 

reasons. First, unlike the organisational, cultural, and branding contexts that pay more 

attention to groups of individuals and products, the tourism and consumer research contexts 

give cognisance and due attention to individuals, roles, preferences, essences, and personal 

values. Second, these two contexts pay attention to the experiential aspect of the individuals 

involved in the tourist activities or the purchase decisions, respectively. Third, the tourist and 
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consumer research contexts see authenticity as an opportunity for the individuals to have 

experiences or purchase brands that "reinforce" their actual identities (Wang, 1999; 

Beverland and Farrelly, 2009). Thus, while examining the extant literature on existential 

authenticity within tourism and consumer research literature, we contrived three potential 

dimensions of existential authenticity – purpose, choice, and self. We believe that these 

three dimensions will open opportunities for further discussions within the subject of 

authenticity and CSR:  

 

Purpose: examining the individual's introspection is key to understanding an individual's 

experience of an organisation's CSR initiative. Such introspection, we believe, finds 

expression through how individuals negotiate purpose and motivation (Zhang et al., 2011) 

for engaging in pro-social initiatives within an organisation (McShane and Cunningham, 

2012; Glavas, 2016). Purpose focuses on personal goals that drive individuals to partake in 

an organisation's pro-social initiative (West, 2008). Hence, a tension that could potentially 

stem from a moral situation within this context is one that potentially exists between the 

individual's purpose and their obligation towards the pro-social initiative of the business 

organisation. We propose that an individual's perceived alignment with the values of a pro-

social initiative can potentially reduce this tension- as it affords individuals the opportunity to 

live out their values both within and outside of the CSR initiative. We propose that such 

values are best expressed within the CSR context via action, and we see the literature telling 

us that there is a close link between values and action (Hemingway and Maclagan, 2004). 

Personal values and interests in a social cause can motivate individual managers to 

implement change (action) to address moral concerns.  Hence, the value provides 

individuals with a meaning that makes their lives more purposeful (Firat and Dholakia, 2017).  

 

Choice: an individual's experience of an organisation's pro-social initiative should be based 

on the individual's ability to make choices that can help them at a deep level" and help them 

"connect to what is most meaningful for them and their core values (Jackson, 2005; Glavas, 

2016). Choices, made in an atmosphere of meaningfulness and depth, enhance individuals' 

freedom to choose to engage freely. Hence, a tension we find within this dimension of 

existential authenticity exists between choosing to act freely whilst participating in a CSR 

activity and taking responsibility for the demands that come from being a part of such pro-

social initiatives. We propose that an individual's perceived sense of belongingness will 

reduce this tension- Aguilera et al. (2007) discuss this in light of the relationship between 

employees and their organisations- and how a sense of belongingness drives such 
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employees to make choices that propel organisations to behave in a socially responsible 

manner. Here, we see that employees desire to freely belong, as such freedom makes them 

more accountable in their roles as the organisation's employees.  

 

Self: there is an increasing desire from individuals for avenues through which a "sense of 

self" (West, 2008) can be restored, especially in a global system in which individuals 

constantly search for a place to 'fit in' (Arnould and Price, 2000), as well as self-relevant 

objectives that individuals pursue to find meaning in their lives (Beverland and Farrely, 

2010). A possible tension for the individual in this regard focuses on the internal tensions 

between the true self as a private entity and the "ideal self" presented to others (Peterson, 

2005).  The true self in this regard is unobservable, which infers that such an individual can 

be authentic within an unobservable space. However, the ideal self is largely aspirational- 

focusing on what the individual hopes or desires to be (Peterson, 2005; Freeman and 

Auster, 2011; Moulard et al., 2015). Glavas (2016) speaks of this from the workplace 

context, arguing that employees find work less meaningful because they are unable to show 

their whole self at work. We infer that the ideal self they perceive is best presented at work 

and a "true self" left outside the workplace. 

 

Despite these intrinsic tensions (offshoots of the dimensions), the literature lacks insights on 

how these intrinsic tensions can be managed and negotiated, especially with local 

community members who are not always obligated to being part of the organisation's pro-

social initiatives. Thus, we seek to consider how local community members manage and 

negotiate intrinsic tensions while participating in pro-social initiatives. Based on the 

theoretical lens of existential authenticity, the authors reflect on these intrinsic tensions 

based on three dimensions of existential authenticity- purpose, choice, and self. 

 

4.3. Method and Data 

This study examines how local community members manage and negotiate intrinsic 

tensions while engaging in pro-social initiatives. A qualitative case study approach (Perks et 

al., 2013) was employed to understand the participants' life worlds from a participant-in-

action perspective, to generate rich data, and to give an in-depth understanding of the 

tensions that occur within an individual's engagement with pro-social initiatives (Maon, 

Lindgreen and Swaen, 2009; Lindgreen et al., 2012).  
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4.3.1. Research Context  
 

A business organisation in the United Kingdom, The Tea Club, was selected based on its 

relevance and fit with the theoretical domain of this study (Mamali, 2019), i.e., providing 

opportunities and varying capacities for local community members to engage in its CSR 

initiative. Defined by their stated organisational purposes- to positively impact the community 

in which they operate and make a positive difference within the community they serve; the 

organisation facilitated a relationship with a not-for-profit called The Good Company. The 

Good Company focuses on driving skills and expertise to local, community projects to make 

societal and global impact. Their partnership, which began in 2017, involves local community 

members interested in finding solutions that can solve a local problem but have limited 

resources. Through several events, members of the local community participate by pitching 

their solution to the local problem. The Tea Club has four chapters within the United 

Kingdom, but we decided to limit ourselves to two chapters on the grounds of replication, 

extension, and reduction in chance associations (Eisendhardt, 1989; Yin, 2009).  Thus, the 

focus of this study are local community members from these two chapters (two 

communities).   

 

This pro-social initiative consists of four layers of activities: the team lead meetings, the pitch 

nights, the gig nights, and the networking events. While team lead meetings (consisting of 

members of The Good Company) are bi-weekly and focus on organizing the pitch nights gig 

nights, and networking events, the pitch nights present platforms for the local community 

members to present projects that they believe will be of benefit to their community. The gig 

nights focus on the winning project- here, local community members with relevant skills 

contribute towards making the project a reality. Networking events, on the other hand, are 

platforms for the local community members to collaborate with each other- based on similar 

professions.  

 

4.3.2. Data Collection  

The case study approach focused on two qualitative methods- participant observation and 

semi-structured interviews- using formal research diaries, recorded interviews, and 

transcription as methods of data collection- to give a deeper understanding of the 

phenomenon being explored and to allow understanding the lived experiences of the 

participants (Spiggle, 1994). The semi-structured interviews, which averaged an hour each, 

included local community members who were both past and present participants in the CSR 

initiative. The topic guide is attached in the appendix section of this paper. Before the 
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interview, we attended some participants' meetings- where we sought their consent to be 

interviewed. The interview questions were related to the core dimensions of existential 

authenticity- purpose, choice, and self. We began the interviews with broad questions with 

specific prompts, leading to more significant insights and more specific inquiry lines. Overall, 

we interviewed a total of 31 participants. All quotes are used following informed consent and 

are referenced using pseudonyms for anonymity.  

 

The participant observation was carried out before, during and after conducting the 

interviews. The first author attended all meetings (both formal and informal), contrived by 

members of the local communities, and took note of our observations in research diaries. A 

total of sixteen meetings were observed for 30 hours between September 2019 and 

February 2020. The meeting comprised three large scale meetings and two ad-hoc meetings 

from former participants (now non-for-profits), while the rest were in-house team meetings.  

 

4.3.3. Data Analysis 
 

We aimed to produce new explanations through an abductive approach and gather more 

observations regarding an experiential perspective to authenticity (Braun and Clarke, 2006; 

Tavory and Timmermans, 2014; Secchi and Bui, 2018). We elaborated on theoretical 

categories through open, axial, and selective coding procedures (Corbin and Strauss, 2008). 

Through NVivo, we facilitated the data analysis process and elaborated on patterns we 

found through open, axial, and selective procedures (Corbin and Strauss, 2008). In open 

coding, we read through and examined all sections of the interview transcripts to make 

sense of the explicit story being told, identify convergences and divergencies (Spiggle, 

1994).  

 

Our coding scheme was hinged on the dimensions of existential authenticity- purpose, 

choice, and self. This study’s unit of analysis focuses on the local community members’ 

participation in pro-social initiatives. We reassembled the data into categories and 

subcategories to understand our study's core components through axial coding. For 

instance, within the data, we observed how some of the participants found it hard to balance 

their sense of purpose with that of their workplaces, and how this found expression within 

their responsibilities on the home front, their job roles, and their sense of morals. We also 

noted how these participants seemed to implicitly use pro-social initiatives as space through 

which a sense of balance could be restored. The presence (or absence) of this sense of 

balance has a negative effect on whether they continue with the pro-social initiatives or not. 
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Finally, we applied selective coding by refining the theory emerging from our data. We also 

compared these final categories with what applies in extant and prior literature (Spiggle, 

1994). 

 

4.4.  Results and Discussion 
 

This article focuses on how local community members manage and negotiate intrinsic 

tensions when engaging in pro-social initiatives. Indeed, such tensions may influence their 

desire to engage or otherwise in such pro-social initiatives in the future. We observed from 

the findings that the intrinsic tensions that local community members face have little or 

nothing to do with the pro-social initiative in itself- but more to do with their personal lives. 

We categorise these tensions based on the three theoretical dimensions of existential 

authenticity- purpose, choice, and self, and empirically operationalise them in this section of 

the study based on diverse contexts.  This can be found in Figure 4 (see p.138).  

 

We also note that the extent to which such intrinsic tensions are resolved could lead to three 

experiential outcomes: the halt outcome, the hinder outcome, and the harness outcome. 

Halt, within this study's context, refers to when a participant stops participating in the pro-

social initiatives. Within this study, 'hinder' refers to a situation where the participants restrict 

themselves from participating in the pro-social initiatives. Thus, they do not participate as 

much as they should. 'Harness' refers to a situation where the participants are propelled to 

participate further in the pro-social initiatives. These outcomes, in relation to the intrinsic 

tensions, can be found in Table 5.  

 

4.4.1. The 'Purpose' Tension: Individual-Social Poles 
 

This tension refers to the contradiction between an individual's sense of purpose and the 

individual having to accommodate the purpose of the social world to which they belong. The 

social world, in this context, refers to a world outside of the individual self and could consist 

of work, family or civic engagement (here, the pro-social initiatives). Participants suggested 

that if these tensions are managed well; it harness their decision to participate in the pro-

social initiatives. However, if these tensions are not managed well, it will hinder or halt their 

decision to participate in the pro-social initiatives. Thus, the pro-social initiatives become an 

alternative social world- through which their intrinsic tensions can be negotiated or managed, 

within the following contexts:  
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Personal obligations and motivations: within this context, we give an instance of one of our 

participants who formerly worked for a restaurant chain. She faced individual-social tension 

when she had to begin a new job role with The Tea Club because she felt like the new role 

would clash with her purpose and motivation. However, The Tea Club appealed to her sense 

of personal development via its CSR partnership with The Good Company. She began to 

see herself through a different mirror, which created an avenue for her internal tensions to 

be negotiated. It also harnessed her decision to further participate in the pro-social 

initiatives: 

  

"Because I was working for more like restaurant chain, I was looking for a steak 

house, and I kind of wanted to go up in that field. And I wanted to stay on that 

kind of road instead of like, for me, I felt like moving down to a café would have 

been like not necessarily the step I wanted to take career-wise. But actually, it 

was in a completely different way. Because it was actually… it was actually 

adding more to the society and more to me and my personal development and 

the world generally, just because it wasn't necessarily like a higher paycheque" 

(Participant O) 

This was also reflected in the first author's field notes during one of the introductory meetings 

she attended. In making notes, she observed how some of the participants desired a 

situation where their purpose could either be found whilst participating or aligned with that 

of the pro-social initiative:  

 

The sole aim of today's meeting is to plan for the event we have coming in 

December. All members of the initiative were present, and a new member was 

joining as well. For the new member's sake, one of the members, the lead 

Table 5: Outcomes of Intrinsic Tensions within Pro-Social Initiatives 

Outcomes   Findings from the study  

Halt (-) Extension Effect  
Life demands  

Hinder (+/-) Generational Gaps  
Lack of Ethical Fulfilment  

Harness (+) Mirror Effect  
Extension Effect  
Presence of antithesis  
Liberation  
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member, decided that it was good to speak of the initiative's motivations and 

mission.  Each participant began to talk about their rationale for joining the 

initiative. Specifically, one of the members said that he is trying to tap into purpose 

through being a member of the initiative.  He says his life is boring, and he finds 

that he really wants to make a difference, get to do something, and get to meet 

people who honour and respect him for what he does and who he is. (Field Notes: 

20th November 2018) 

 
 

This is consistent with findings on ideological congruence between organisations and their 

stakeholders (Davies and Crane, 2010). Every individual seeks some measure of internal 

harmony within themselves whilst engaging in any CSR activity. Therefore, a sense of 

internal congruence harnesses an individual's motivation to engage in pro-social initiatives 

(Collier and Esteban, 2007; Davies and Crane, 2010). Individuals whose personal values 

and life vision align with those of the organisation are able to make more effective decisions 

in favour of the organisation. Little wonder we see Turker (2009) arguing for more 

micro/individual outcomes such as career development and how its achievement can affect 

an employee's decision to stay committed to an organisation and its ideals. This is also an 

extension of findings within the literature on hybrid organisation and how participants 

overcome conflicts within such contexts. The literature on hybrid organisations points to 

conflicts between business and not for profit partnerships, mainly due to its social welfare 

and commercial logics. Thus, there is a clash between the demands of commercial 

stakeholders and social stakeholders, of which its resolution requires continuous adaptation 

and change over time (Ramus et al., 2020). Our study extends these discussions, arguing 

that these conflicts exist, even in the presence of pro-social initiatives- which supposedly 

humanise organisations and reveal their values (Bhattacharya, Sen and Korschun, 2008). 

We believe that taking the focus off organisations and casting it on individuals involved will 

give a different and more humane perspective to how hybrid organisations ought to operate- 

especially in light of how individuals manage such conflicts.  

 

Work-Life decisions: we see the "purpose" tension also expressed within the participants' 

work-life decisions- some of the participants were clear about not wanting the pro-social 

initiative to be an extension of their workplace. We find two decisions at play within this 

context- work/life integration and work/life non-integration. Some participants prefer to have 

a semblance of work/life integration, where the pro-social initiative is an extension of their 
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workplace roles or duties. Such extension, thus, harnesses the participant's decision to 

further participate in the pro-social initiatives:  

 

"For [member's name], this is almost a second job. The attention that she gives 

to the way she runs; it is probably similar to what she does in her work." 

(Participant A) 

 

However, some other participants, on the other hand, would prefer it is not an extension. A 

CSR initiative, being an extension of their workplace, could, therefore, hinder participants 

from giving their best to the CSR initiative:  

 

"I think if I were to spend time on something, I would want to do something that's 

a complete contrast with my work. But I would potentially like to do some 

structured volunteering…" (Participant A) 

 

Thus, we infer that the presence of such a pro-social initiative and its ability to help individuals 

manage and negotiate tensions could either hinder or harness further participation. This 

'extension; dimension is not one that we believe has been explicitly discussed in the 

literature. What we find are studies that argue for the congruence between individuals' 

purpose and the purpose of the firm (Rupp and Mallory, 2015), between an employee's 

internal attributions and the offerings of the firm (Yoon and Lee, 2016) and the role that trust 

enhances in facilitating the extent to which individuals decide to engage in pro-social 

initiatives.  
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                       Figure 4: Theoretical Dimensions of Intrinsic Tensions during Pro-Social Initiatives  
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These narratives, however, do not accommodate the fact that some individuals would rather 

not take on roles within a pro-social initiative that is an extension of what roles they take on 

at work. In other words, roles within pro-social initiatives that appear as an extension of what 

individuals do at work could halt or hinder them from participating in such initiatives. This 

study extends the study of "fit" within the business research community's extant authenticity 

literature (Alhouti, Johnson and Holloway, 2016), where fit is seen more from the foundation 

of the organisation's pro-social initiatives. We see here that there also has to be an alignment 

in the intrinsic tensions of those involved in the pro-social initiatives.  

 

Ethical or Moral fulfilment:  some of the participants argue that their workplace is antithetical 

to their ethical or moral fulfilment; hence, the presence of such antithesis makes the pro-

social initiative an alternative social world, which allows for the resolving of these tensions. 

The presence of such antithesis, thus, harnesses their decision to further participate in the 

CSR initiative: 

 

"I know that is my girlfriend's motivation, you know, that she works for a company, 

an advertising company. And she does not feel like there is a moral … she doesn't 

feel morally fulfilled, if you like, you know, she's just selling stuff to people. That 

is her mind. She's just, she feels creatively fulfilled. She feels challenged. But she 

doesn't feel like she's doing the world a service in that sense. So, I know that 

certainly for her, it's an opportunity for her to take her skills and do something 

good with them" (Participant N) 

 
 

This is consistent with Glavas' (2016) argument on the role of psychological safety regarding 

corporate social responsibility. Glavas (2016, p.6) argues that "most humans have an innate 

desire to have a sense of purpose but often do not find this at work; therefore, they are 

drawn to CSR as an avenue for contributing to a greater purpose". Bhattacharya et al. (2008) 

also add that the best of professionals desire to work for organisations that exhibit good 

citizenship- this study extends this perspective by pointing out how hybrid organisations, i.e., 

business–non-profit partnerships, can help individuals find a sense of purpose.  

 

4.4.2. The 'Choice' Tension: Freedom-Responsibility Poles 

The choice tension refers to the contradiction between an individual's desire to be free to 

participate in pro-social initiatives and face the responsibilities of their personal life's 
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demands. This is manifested in the data in terms of their work roles and their ethical/moral 

fulfilment:  

 

Work Roles: we see the 'choice' tension being expressed within this context, especially when 

some of the participants compare their roles in the pro-social initiative with what they do at 

their places of work, and when they find the need (and they find that they struggle) to live 

out their values within a somewhat restricted environment (workplace):  

 

"I think I try not to push myself. So, in a work context, it's really important for me 

that I push myself out of my comfort zone to do things like facilitate workshops 

and things; with this CSR initiative, I don't feel like I have to do that. And I don't 

feel like I should push myself to do that. Because it should be fun…" (Participant 

A) 
 

 

Pro-social initiatives are also seen more as a hobby- hence, less constrained- compared to 

the workplace, which gives a sense of responsibility and could potentially lead to alienation 

for the individual. Alienation, in this regard, refers to a "loss of connection from one's own 

deepest feelings and needs" (Williams, 1983, p. 36). The pro-social initiatives become a 

means of liberation from the demands of the values and characterise the typical workplace. 

Liberation, here, refers to a state of freedom and free will (Williams, 1983), which allows for 

individuals to live out their intrinsic desires without constraint.  This liberation harnesses the 

participant's decision to further participate in the pro-social initiatives:  

 

"But I think people especially those that work in offices all day and stare at 

screens, maybe they want more of a community connection. I think that's what all 

of us, probably there want. And like-minded people, but also when people have 

these skills, and they feel like it's fairly soulless work. Yeah, you know, you're just 

creating things, services for big brands or corporates, it just makes more and 

more money, and maybe they want to do something that actually helps a 

worthwhile cause…" (Participant B) 

 
 

This study is an addition to the CSR and Consumer-Company Identification (CCI) literature, 

positing mechanisms that influence consumer responses (Deng and Xu, 2017) to pro-social 

initiatives. Not only do local community members respond to a fit between their motivations 
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and the pro-social initiatives’ offerings (Lee et al., 2012), they also respond positively when 

the pro-social initiative helps them feel liberated and less constrained.   

 

Ethical or Moral fulfilment:  the comparing and contrasting is not limited to workplace- pro-

social initiatives. A participant who is a member of the pro-social initiative and also has a 

self-found pro-social initiative says she finds that she has to be responsible for her CSR 

initiative. In contrast, she finds the pro-social initiative in context as a space to find support 

and empathy. Here, we see that the pro-social initiative harnesses her decision to participate 

further- as it helps to manage the tension she feels while contriving and organising herself 

found initiative:  

 

"And even if I go into the meeting thinking, I don't really know what I can offer. 

Because I'm just very time poor and drained today, I just, I feel like relieved that 

all of us are working together. And that we can… we've all got each other's backs 

and like one of us is feeling a bit low… the others are… it's nice. Because with 

PT, that's a project that I have to do by myself, and it's really… it's a lot of work, 

And I don't have anyone to pick up the bits that I drop…" (Participant K) 

 
 

This is consistent with findings on stakeholder groups, stakeholder interests and stakeholder 

mobilisation. Rowley and Moldoveanu (2002, p. 15) argue that in reality, a stakeholder's 

group members "play many roles in their lives, have multiple and possibly conflicting 

interests…", and such overlap influences the extent to which they are able to mobilise action 

within such group. Firat and Dholakia (2016, p. 507) also argue that "modern consumer 

individuality is thus much more a matter of approaching life in terms of seeing oneself as a 

maker of choices among available marketplace alternatives…". When individuals do not 

have the opportunity to express themselves, it is almost synonymous with being hidden and 

unable to fulfil the commitments they have to themselves (individual-based), leading to 

experiencing feelings of relative inauthenticity (Erickson, 1995, p. 124-125). Organisations 

have to bear this in mind, especially when scouting for volunteers to take on specific roles 

within the CSR initiative.  

 

4.4.3. The 'Self' Tension: True-Ideal Poles 

The 'self' tension refers to the contradiction that local community members have to face, 

between reality (what obtains in the present) and aspiration (which could be in the form of a 

desire or in the form of becoming someone you never thought existed)- what Firat and 
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Dholakia (2017) refer to as "the possible and the potential". Within the ambit of existentialism 

and ethical decision making, West (2008, p. 17) points this out, arguing that there is usually 

the interplay between what is real (facts) and what does not exist yet (ideals). This tension 

finds expression in three contexts: 

 

Personal obligations and motivations: we see this from one of the participants, whose 

decision to continue to participate halted because she could not effectively negotiate and 

manage the tension between her reality and aspirations. She aspired to function effectively 

as a lead team member of the CSR initiative. However, due to life demands, she had to halt 

her participation: 

 

Just that I wasn't going to be able to give enough time to make a quality 

contribution. And I am aware that I would have constantly been missing deadlines 

and failing to produce what I was hoping to produce and what people were 

expecting me to produce, but just didn't want to let them all down. Because it's 

such a good thing as well. You know, it needs, it needs better. it deserves better 

than I was going to be able to put before (Participant R) 

 

We also see this from one of the participants, who, although is a talker is more prone to 

being quiet in meetings due to generation/age disparity. This participant's aspiration would 

have characterised being more vocal and upfront about his ideas on running the CSR 

initiative- based on his wealth of experience. Still, in reality, his participation was hindered 

in some way due to the generational gap between him and other lead members of the CSR 

initiative:  

 

"Well, I try to keep quiet and listen as much as I could, rather than talking too 

much. But I think I might have failed in that, just try to fit in with their way of doing 

things. Just nobody needs somebody sitting there saying although we've done 

this, tried that, I've been there before…" (Participant L) 

 

Local community members tend to be hindered in their engagement in the presence of 

disparity- be it gender, generation, race, or age. Organisations, thus, are admonished to be 

more inclusive in their approach to CSR engagement with members of the local community, 

especially seeing that individual differences among target consumers are known to influence 

how they make purchase decisions (Park et al., 2017; Joo, Miller and Fink, 2019). We find 
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it interesting that individuals are not immune to the profits- social performance tension 

(Husted and Salazar, 2006). Thus, another source of hindrance could be their inability to 

manage the tensions between their finances and their willingness to help and be of moral 

service to their community. This finds expression when such local community members 

begin to miss meetings because they have work deadlines to catch up with. We do not 

believe such tensions could disappear all of a sudden. Still, we think members of the local 

communities are constantly searching for avenues through which such tensions can be 

managed, negotiated, or resolved.  

 

Work-Life decisions: We observe that the aspiration-reality tension finds expressions via the 

work-life choices of the participants. In terms of the tension between the participant's career 

reality and who the participant had the potential of evolving into (that she was not aware of): 

 

 "I think that just tells me how my mentality was at a point in my career. And I 

think my personal development now, I definitely realise that this is the best move 

I could have made. It challenged me in ways I never thought I'd be challenged 

because I felt like I was having you know, lots of money spent on them, and 

companies that had so much money…" (Participant O)  

 
 

Here, we observed that this participant attached her sense of personal development to the 

CSR initiative, which provided an opportunity to harness her decision to continue 

participating in the pro-social initiative. During one of the initiatives, we observed that she 

made herself available- and she was actively involved in the pro-social initiatives. She took 

on the ideals of the pro-social initiative and made it about herself, thus embodying the values 

of the pro-social initiatives.  Some participants desire community in terms of employment 

offerings, but the reality of what they have is workplace restriction.  

 

"But I think people especially those that work in offices all day and stare at 

screens, maybe they want more of community connection. When these people 

have these skills, and they feel like it's fairly soulless work" (Participant B) 

 

What we note is that most of these participants come to the pro-social initiatives and find 

the community they desire, thus making such pro-social initiatives a space for them to 

connect interpersonally with other individuals, away from soulless work.  
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We were organising the next event for the CSR initiative, and [a member of the 

CSR initiative] spoke of their very first event. According to this member, the pro-

social initiative had a membership of 160 people. The other members also spoke 

of their goal to keep expanding, so there is more people with skills and from all 

walks of life. They spoke about wider community members, who brought their 

friends for their events, and how one of these participants had been in Bath for 

years, without having a meaningful connection with anyone from work. This 

participant said the pro-social initiative provided opportunities for meeting people. 

They spoke about the fact that one of the advantages of their pro-social initiatives 

was that it gave a sense of real community (Fieldnotes, November 2018).  

 
 

Ethical or Moral fulfilment:  A tension that we note is in terms of the participants' ethical 

worldview, especially with regards making the world a better place, to ensure the betterment 

of those around them, and to be a person who creates solutions that enhances a better life 

for them. These goals clash with their intrinsic goals and personal demands, and more often 

than not, one has to suffer for the other. For instance, one of the participants spoke on the 

desire to save versus the aspiration to share with others- which boils down to moral 

fulfilment.  

 

"I guess like I know that I need to save. And I need to be protective over my 

business. But at the same time, I see in the world that there is a need to share" 

(Participant B) 
 

 

Here, we note that this tension hinders the participant from participating as much as he 

aspires to. Another sphere of moral fulfilment is the aspiration to do the world a service, but 

the reality of not being challenged at work to do so:  

 

"Yeah, you know, you're just creating things, services for big brands or 

corporates, it just makes more and more money, and maybe they want to do 

something that actually helps a really worthwhile cause…" (Participant B) 
 

 

The concept of community is one that was pronounced in our dataset. We found tension 

between the reality of their workplace and what they desire as local community members. 

We observe that members of the local community desire to experience a 'sense of 
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community within their workplace, but that is not the case for them. Workplaces are 

supposed to be places where employees can find affirmation and identification- which are 

key features of communities (Beverland and Farrelly, 2010; Renourad, 2011; Hur, Moon and 

Ko, 2018). Workplaces are also supposed to be "social systems where the collective 

creation of shared meanings socialises participants…" (Collier and Esteban, 2007, p. 27). 

However, we see from our dataset that this is not always the case. A possible reason that 

employees do not find affirmation or identification within their workplaces could be due to a 

lack of identity synergy, which Fombelle et al. (2012, p. 587) define as "when individuals' 

involvement with an organisation facilitates their pursuit of other social identities". Such lack 

of identity synergy makes them unwilling to open themselves up within the workplace. Thus, 

outside the workplace, they desire spaces or platforms that help them resolve reality-desire 

tensions. Therefore, such tensions have the propensity to be resolved within pro-social 

initiative spaces, which harness propensity for further engagement. This is in a similar vein 

with studies on community and authenticity within the business research literature, which 

points to community link as a component of authenticity (Joo, Miller and Fink, 2019); 

however, Joo, Miller and Fink (2019) 's perspective of CSR authenticity is based on if pro-

social initiatives benefit the local community. The concept of community in our study focuses 

on affirmation and identification.  

 

Overall, scepticism is a significant issue, especially within the business research and CSR 

literature (van Rekom, Go and Calter, 2014). We believe that these intrinsic tensions also 

play a crucial role in increasing or reducing the extent of an individual's perceived scepticism 

towards a CSR initiative. This is an extension of what obtains in existing literature, where 

scepticism is seen as something that arises from outside of the individual, manifesting itself 

in adverse events which trigger attributions of negative motives (Singh, Crisafulli and Xue, 

2020). Scepticism refers to an inconsistency between the talk and action of organisations, 

especially with regards to their sustainability commitments (Snelson-Powell et al., 2020), 

corporate scandals- which also give rise to criticism (Andersen and Hovring, 2020) and an 

organisation's performance failure which elicits consumer distrust (Kim and Park, 2020). 

Scepticism also arises due to a lack of platforms through which individuals can dialogue with 

the organisation (Chu et al., 2020) and the nature of what the organisation portrays itself to 

the public (Wagner, Korschun and Troebs, 2020).  

 

A growing stream of research examines management paradoxes (Clegg et al., 2002), how 

tensions work in and around organisations (Jarzabkowski et al., 2013), and how paradoxes 
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are managed during situations of organisational change (Beech et al., 2004). These studies 

have explored the different variants of paradoxes that occur within and around 

organisations. These paradoxes have been discussed, both from macro levels, meso levels 

and micro levels (Clegg et al., 2002; Jarzabkowski et al., 2013). From a micro level, the 

overarching question within the management paradox literature is on how the freedom of 

individual subjectivity accommodates organisations' structures. Our study posits that paying 

attention to the intrinsic tensions that individuals experience, especially in pro-social 

initiatives, will help organisations better accommodate the diverse individual subjectivities, 

thus encouraging individual performance within organisational development (Lewis, 2000; 

Jarzabkowski et al., 2013). It will also help organizations accommodate potential relationship 

conflicts, which may rise as a result of the disposition of the local community members 

(Karelaia, Guillen and Leroy, 2021). Grauel (2016) supports the notion of intrinsic tensions, 

stating that consumers struggle with conflicts of either being authentic or being responsible. 

Grauel (2016) speaks of individuals, having to present themselves as ethical consumers- 

yet, struggling with themselves about being consistent in following the idea of good 

consumption in which they are engaged. This study supports Grauel's (2016) position on 

consumers’ internal struggles but extends it by focusing more on individuals who have no 

economic transaction whatsoever, with what is being consumed or experienced, i.e., pro-

social initiatives.  

 

Theoretically, we contribute to the CSR literature by introducing the 3Hs of authentic 

experiences (Halt, Hinder and Harness) - in the light of intrinsic tensions that individuals 

encounter while participating in pro-social initiatives. We find that outside of the pro-social 

initiatives, individuals who participate in pro-social initiatives also have personal conflicts 

that they struggle with- their ability or inability to manage these conflicts influences their 

disposition to the pro-social initiatives. ‘Halt’ for instance, finds expression when the 

individual is unable to negotiate the intrinsic tensions. Here, the local community members 

decides to cease participating in the pro-social initiatives (either short term or long term) 

because it is an extension of what they do at their workplaces, and because they are unable 

to combine their involvement in these pro-social initiatives with life demands. This buttresses 

the fact that local community members are constantly on the search for meaningfulness 

through work (Aguinis and Glavas, 2019) and when their work roles fall short of this, they 

choose to involve themselves in activities outside of work that give them such sense of 

meaningfulness and purpose (Babu, de Roeck and Raineri, 2020). ‘Hinder’, on the other 

hand, happens when local community members observe that they are unable to bond with 
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one another due to the presence of generational gaps and a lack of ethical fulfilment. 

Research shows that generational differences play huge roles in the receptiveness of pro-

social initiatives and its appeals (Taylor, 2018).  Scholars also agree that shared features of 

individuals born in the same period influence their social patterns and behaviors in their 

personal and professional work life (Rank and Contreras, 2021). In relation to life demands, 

local community members have a life outside of the pro-social initiatives – which involves 

their career concerns (Gond et al., 2017), their families (Heikkinen, Lamsa and Niemisto, 

2021), their religion (Jeon and Choi, 2021) and their other social relationships (Bhattacharya, 

Korschun and Sen, 2009). Juggling these demands could prove difficult, and this research 

reveals that pro-social initiatives could eventually become an after-thought depending on 

the community members’ level of involvement and disposition towards it (Fung, 2006). On 

a positive note, once local community members are able to juggle such life demands, 

experience liberation, and find a reflection of their goals and aspirations (while participating 

in the pro-social initiatives), it harnesses their decision to continue to participate in the pro-

social initiatives (i.e., makes them intrinsically motivated to keep participating). This extends 

the literature that speaks of the role that liberation and a sense of control/power, play in 

enhancing local community members’ experience, especially in relation to pro-social 

initiatives (Brett, 2003; Muthuri, 2007). There are also discussions that point to the role that 

voice and internal harmony play  

In harnessing an individual's motivation to engage in pro-social initiatives (Collier and 

Esteban, 2007).  This holds managerial implications for CSR managers, who desire to see 

local community members participate regularly and consistently in the pro-social initiatives. 

CSR managers need to pay attention to local community members' desires and ensure that 

they accommodate local community members' preferences and life demands. Likewise, 

CSR managers should put more effort into humanising their pro-social initiatives by utilising 

a bottom-up approach when creating such initiatives. By the bottom-up approach, we involve 

members of the local community in developing and planning the pro-social initiatives.  

 

4.5. Limitations and Research Direction 

This study has several limitations, which provide directions for future work. This qualitative 

study attempted to examine the likely tensions individuals face while interacting with pro-

social initiatives. For the sake of replicability, further work can quantitatively measure these 

tensions' potential to harness, hinder or halt local community members' propensity to 

participate in future pro-social initiatives. This will help create a quantitative scale for these 

tensions to enhance replicability, since most studies on CSR authenticity within the business 
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research literature are quantitative in nature (Alhouti, Johnson and Holloway, 2016; Joo, 

Miller and Fink, 2019).   

 

Second, this study responds to the need for research on how experiences affect information 

processing by capturing such avenues from a place of experience, not perception (Lee et 

al., 2012; Napoli et al., 2014). Future work can ascertain if and how an individual's 

experience and perception work together- in the presence of intrinsic tensions and how the 

possible amalgamation of these three factors influences an individual's overall decision 

regarding the authenticity inauthenticity of a CSR initiative.  

 

Third, this study borrows theoretical lenses from subject areas relating to social identification 

and authentic behaviors (Karelaia, Guillen and Leroy, 2021). While this study focuses on 

the intrinsic tensions that local community members experience while participating in pro-

social initiatives, these experiences cannot function a vacuum (without due consideration 

for potential conflicts with other local community members who are going through similar 

experiences) (e.g., Grauel, 2016). Thus, further research could examine the nuances 

involved with regards such conflicts, especially in the presence of intrinsic tensions.  
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5.1. Introduction  
 

This chapter reflects the consolidating discussion on investigating the experiential 

perspective on CSR authenticity by bridging the divide between theory and practice. It aims 

to synthesise the theoretical contributions emerging from this research and reflects on the 

significance of these contributions. Three research papers have investigated this 

phenomenon: the first paper sought to segment the foundation of existential authenticity. 

The second paper sought to identify the various expressions of existential authenticity and 

the potential barriers that impede the expression of experiential authenticity. The third paper 

considered the intrinsic tensions involved while participating in pro-social initiatives.  

 

This study presents three theoretical contributions. This chapter is outlined as follows: 

contributions 1-3 revisits each research paper's theoretical contributions. For a more 

detailed discussion of each contribution, kindly refer to the respective research paper's 

discussion section. The contributions create a platform to discuss the practical implication 

outlined in the conclusion chapter.  

 

5.2. Theoretical Contributions  

This research followed a micro-perspective view in CSR practice to construct a framework 

to understand CSR authenticity from an existential angle. Lehman et al. (2019) have made 

strides in investigating the emergence of authenticity within management literature by 

looking at the various perspectives through which authenticity has the potential to be 

explored. While their study specifically focused on 'organisations as entities', in-depth focus 

on the experiential perspective to authenticity, as it relates specifically to the subject of CSR, 

was lacking. By providing evidence of the relationship between individual members of local 

communities and their participation in pro-social initiatives embedded within their 

communities, this research directs attention to the significance of sustained participation in 

pro-social initiatives. This research also contributes to the ongoing debate surrounding the 

micro-macro linkages within CSR. This research has demonstrated how individuals' micro-

actions contribute to macro-outcomes within business organisations and beyond. This is 

significant because this research places individuals first and foremost at the centre of CSR 

authenticity. As such, they are instrumental to the CSR's attainment of being perceived as 

authentic. Furthermore, this research indicates that an individual's perception of a pro-social 

initiative as authentic stems from the individual's view of himself and how authentic he sees 

himself while engaging in such pro-social initiatives.  
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Contribution One: Micro-foundations of CSR and CSR Authenticity  

A significant contribution of this research is how a largely theoretical construct, CSR 

Authenticity (Kovacs, 2019; Lehman et al., 2019) is enabled, experientially. By looking at 

the theory, the experiential lens of this research introduces an alternative understanding of 

how CSR Authenticity is shaped. It considers the nuances involved for local community 

members, based on the micro-foundations of CSR, which situate authenticity as a construct 

that focuses on individual action and interactions (Foss, 2011; Aguinis and Glavas, 2012). 

By considering Gond and Moser’s (2021) segmentation of micro-CSR, this study forms 

knowledge patterns explaining how CSR Authenticity is enabled experientially, and in 

practice.  

This research reveals that while there is some level of symbiosis that exists between local 

community members and organizations- where community members, their actions and 

interactions are influenced by the nature of the organizations’ offerings (here, the pro-social 

initiatives), there exist also, individual experiences that help these individuals to understand 

or affirm something about themselves when interacting with organizations’ pro-social 

initiatives. This is significant in that it changes the focus of CSR authenticity research from 

an organization-centric one (see Wicki and Kaaij, 2007; McShane and Cunningham, 2012; 

Mazutis and Slawinski, 2014; Alhouti, Johnson and Holloway, 2016) to an individual-centric 

one – something that individuals experience while interacting with pro-social initiatives via 

intrinsic motivations, individual antecedents and in the presence of certain contextual 

moderators.  

This research considers local community members (as individuals), and how they 

experience authenticity while participating in pro-social initiatives. Thus, this research 

addresses the concern that CSR authenticity is under-researched and under-theorized in 

management research (Wang, Gibson & Zander, 2020). It provides a different lens, through 

which CSR authenticity can be conceptualized and empirically operationalized within the 

management literature. This research provides evidence of the existing nuances between 

individuals and organization (and how they influence CSR authenticity perceptions), as well 

as how this amalgamates with the intrapersonal aspects (intrinsic processes) of the 

individual.  

This study also found a social dimension, including individual relationships to be a key 

contributor to experiencing authenticity. This is directly related to the sociological aspect of 

the micro-foundations to CSR, which hinges on individuals primarily as actors engaged in 

social relationships (Gond and Moser, 2021). Pro-social initiatives create an environment, 
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where experienced authenticity flourishes, especially when individuals have the chance to 

relate with one another (interpersonal relationships). In all, this study acknowledges what 

already exists in the literature concerning individual-organizational, interpersonal, and 

intrapersonal benefits of pro-social initiatives, but advocates for the nature of experience 

that individuals involved go through to arrive at such outcomes.  

Contribution Two: Community Participation and CSR Authenticity  

This study provides evidence that different types of participation lead to different degrees of 

authentic experiences. Scholars contend that the nature and type of participation in pro-

social initiatives, influence the extent to which such participation proves advantageous, 

depending on the targeted objectives (Jimali, 2008). Participation in itself is complex, and 

day-by-day, organizations are on the lookout on how best to ensure they get the best out of 

a community by involving its members (Muthuri, 2007).  

In relation to CSR Authenticity from an existentialist perspective – which help individuals to 

understand or affirm something about themselves when interacting with organizations’ pro-

social initiatives, the findings from this study indicate that the experience of such 

participation plays a huge role in influencing the extent to which such participation is 

sustained. The conditions that lead to such an experience – affiliation, affirmation, and 

action- focus more on the experience during the participation, than on the frequency or 

degree of participation, as conceptualized by existing scholars (Arnstein, 1969; Pretty, 1995; 

Brett, 2003). While the frequency and degree of participation influences the extent to which 

the local community members are exposed to the conditions that lead to authentic 

experiences, the nature of such experiences, and how local community members can 

navigate the barriers that come with participating in such pro-social initiatives, influence the 

extent to which such participation is sustained.  

The findings suggest that that there is a need to account for the relational aspect of authentic 

CSR (Glavas, 2016). While broadly, stakeholder participation has been widely discussed 

within the CSR literature (see Cornwall, 2008; Noack, Miller and Smith, 2019), this study 

notes how scant attention is given to the community dimension of such stakeholders – 

especially when such stakeholders have zero obligations or affiliation with the said pro-social 

initiative or the organization that contrives such CSR initiative.  

Contribution Three: Corporate Community Involvement and CSR Authenticity  

 This research considers how corporate community involvement influences the extent to 

which individuals are able to understand and affirm something about themselves while 
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participating in pro-social initiatives. Seeing that corporate community involvement refers to 

business involvement in social initiatives by way of contributing resources to meet the social 

and economic needs of the communities in which they operate, we note how community 

members could sometimes be marginalized in the process, thus, losing their voice (Muthuri, 

2007), which we see from our findings, is a core part of authentic experiences. Scholars also 

argue that such relationships come with some measure of distrust from community 

members, especially based on perceived notions of the organization’s desire to amass 

wealth as opposed to being concerned about the community’s welfare as they claim to be 

Elving, 2013; Pomering & Johnson, 2009. Such perceptions arise from a misalignment 

between the organization’s values, actions and what it communicates (Beckman, Colwell 

and Cunningham, 2009; McShane and Cunningham, 2012; Mazutis and Slawinski, 2014).  

One of the insights from this research relate to the role social partnerships play in enhancing 

the relationship between organizations and communities. Social partnerships here, focus on 

business and non-profit partnerships (Seitanidi and Crane, 2008), which involve 

commitment of resources (time and effort) by both partner organizations- which work 

together, actively, to solve problems that affect both parties and the community in which they 

are involved (Waddock, 1991). The nature one of the parties has to allow for some form of 

freedom, such that members of local communities are allowed to take responsibility for the 

process and how it is run. The not-for-profit, researched in this study, comprised of local 

community members who chose to be ‘team leads’ and volunteered to preside over the pitch 

nights, the gig nights and the networking events. The focal social partnership, thus, involved 

local community members as active members of the CSR process. Through this, the needs 

and the desires of the local community members were included and accommodated for at 

each stage of the contriving process.  

Contribution Four: Scepticism and CSR Authenticity  

Research on CSR authenticity expounds on the role that scepticism plays in influencing 

stakeholder perception of an organization’s pro-social initiatives (Pomering and Johnson, 

2009; Perez, 2019). Specifically, extant literature suggests that the source of scepticism, 

which potentially leads perceived inauthenticity of an organisation's CSR, arises from 

discrepancies within the organisation (Elving, 2013; Skarmeas and Leonidou, 2013; 

Wagner, Korschun and Troebs, 2020).  

This research extends current research by demonstrating how the source of scepticism 

could also arise from the individuals, especially with regards to a misalignment between their 

internalisations and their expressions, while participating in the said pro-social initiatives. 
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This study argues that these misalignments lead to intrinsic tensions that influence how they 

continue to participate in pro-social initiatives. This study also maintains that the extent.  

which these tensions can be resolved has a propensity to influence how local community 

members halt, hinder or harness their decision to continue to participate in pro-social 

initiatives. Overall, these intrinsic tensions can be reconciled in a productive fashion that 

retains the positive qualities of both sides of the tension (Dryzek and Pickering, 2017).  

 

5.3. Implications for Practice  

This section reflects the insights gained from the evidence gathered. It is offered in the belief 

that management research should be translated into practice to benefit the managers and 

the members of the local community. Here, we see that CSR managers must ensure that 

pro-social initiatives can continuously harness local community members' decisions to 

participate in these pro-social initiatives.  

 

As seen in Chapter 2, this study's evidence indicates that CSR authenticity needs to be 

anchored on a subject-based approach to humanise the experience that stakeholders 

encounter while participating in pro-social initiatives. Thus, CSR managers need to 

humanise their stakeholders' CSR experience by giving them a sense of ownership 

regarding pro-social initiatives. Furthermore, CSR managers need to find avenues to ensure 

that this sense of ownership aligns with the stakeholders' current life demands.   

 

Chapter 3 reveals that CSR authenticity is best experienced in the presence of three 

conditions- affiliation, affirmation, and action. These three conditions are anchored on a 

sense of belonging, self, and sense of value. CSR managers must ensure that their pro-

social initiatives cater to these conditions by creating for example, opportunities for social 

bonding, which produces an individual sense of affiliation for local communities. CSR 

managers have to ensure that these pro-social initiatives are in response to the needs of 

the larger community and respond to the local community members' interpersonal needs.  

 

As seen in Chapter 4, local community members grapple with intrinsic tensions while 

participating in pro-social initiatives. These tensions are independent of the organisation and 

its CSR. Local community members also implicitly see pro-social initiatives as platforms 

through which these intrinsic tensions can be best managed and negotiated. Ultimately, the 

extent to which such intrinsic tensions are resolved could lead to three experiential 
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outcomes: the halt outcome, the hinder outcome, and the harness outcome. Thus, CSR 

managers need to develop a bottom-up approach to their pro-social initiatives to ensure that 

the pro-social initiatives accommodate the life demands of local community members. This, 

they can do by opening their participant selection to those who wish to be a part of it within 

the local communities. Seeing that local communities tend to halt on their decision to 

continue participating in CSR when such initiatives do not accommodate their life demands, 

CSR managers also need to pay attention to their potential life demands while setting up a 

CSR initiative. This, they can do by approaching local community members from a 

deliberative standpoint.  

 

CSR managers in the 21st century must ensure that their activity contexts are suitable for 

collective participation. This, they can do by for example, organizing the pro-social initiatives 

in open spaces that facilitate team building and dialogue. Most spaces for pro-social 

initiatives are usually within offices or at the call of the organizations. For a change, CSR 

managers should allow local community stakeholders to select spaces that they find 

accommodating and are more comfortable with. Efforts should be put into the ambience of 

such spaces, ensuring that it is relaxing and friendly.   

 

CSR managers need to also make social bonding a priority for local community 

stakeholders- especially in deciding what context to accommodate their pro-social initiatives. 

CSR design has to facilitate teamwork, interaction, collaboration, and dialogue. Pro-social 

initiatives should also recruit ambassadors willing to engage on a one-on-one basis with the 

local community members. One - to - one communication for instance, will enhance 

affiliation and affirmation because the local community members will feel seen and heard. 

Such relationships could also go beyond the pro-social initiatives into more familial bonds.  

 

CSR managers must ensure that their communication (and language) reflects inclusivity and 

the individual's well-being. Through market research and surveys, CSR managers can 

gauge the individual needs of local community members and ensure that their actions and 

communication align with it. The language used should portray the hybrid goals of the pro-

social initiatives.  In all, CSR Managers should design the pro-social initiatives with the end 

in mind- which is for the local community member, their well-being.  
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5.4.  Limitations 

In addition to the limitations outlined in each respective paper, this thesis portfolio has 

overarching limitations. Firstly, the empirical focus was on profit and not-for-profit hybrids 

because the particular business organisation used supported this study's research 

objectives. This selection, thus, meant that no other industries were included. Future studies 

could be extended to different industry types and other pro-social initiatives to compare and 

contrast the findings.  

 

This study adopted a qualitative method, and the empirical testing was grounded in 

interpretivism, which reflected the real-life experiences of local community members 

participating in the pro-social initiatives of focus. This helped to provide conditions through 

which individuals have authentic experiences and potential intrinsic tensions they 

encountered while participating in pro-social initiatives. Thus, the research questions helped 

initiate an inquiry into this new lens of viewing CSR authenticity, but it did not ensure the 

results' generalisability. Therefore, future studies could include mixed methods where the 

survey results across wider industries could result in the generalizability of findings.  

 

5.5.   Future Research  

To further cement our understanding of CSR authenticity from an existential perspective, 

three new areas of research are proposed:  

 

Firstly, we need a better understanding of how employees experience CSR authenticity. If 

employees are seen as cardinal parts of an organisation (Glavas, 2016; Aguinis and Glavas, 

2017), we need to understand how they experience their organisation's pro-social initiatives- 

especially with a view that they are obligated to the organisation as employees. It is essential 

to understand their experiences, not only at an employee level, as most research focuses 

on (Schaefer, Terlutter and Diehl, 2019) but more specifically, outside of work hours- where 

they are just members of local communities. Thus far, empirical evidence shows that 

employees perceive pro-social initiatives as authentic or otherwise for various reasons, but 

the conditions in which they refer to such initiatives as authentic, based on their experience, 

has not been fully investigated; thus, further research is required to embed this.  

 

Secondly, we propose a more careful examination of the psychological aspects of the 

intrinsic tensions that individuals face while taking part or in the course of their experience 
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with pro-social initiatives. Thus far, the subject of CSR authenticity has been extended to 

the offerings of business organisations and individuals' perceptions of pro-social initiatives 

(van Rekom, Go and Calter, 2014; Alhouti, Johnson and Holloway, 2016). However, a more 

in-depth understanding of individuals' psychology when they experience such pro-social 

initiative will further our understanding of their intrinsic world view and the role it plays, 

overall, in influencing how they perceive pro-social initiatives to be authentic or otherwise.  

 

Thirdly, we advocate an investigation into how the nature of what organisations 

communicate could sabotage authentic CSR experiences for stakeholders (be it members 

of local communities, employees, or consumers). Research has indicated that authentic 

CSR is perceived based on how the organisation that contrives such initiative communicates 

its pro-social initiative– despite the efforts that such organisations put into their 

communications, they still fail to participate in their pro-social initiatives continuously. Thus, 

a fuller understanding of the nature of communication that can propel individuals to 

participate in pro-social initiatives is essential.  

5.6. Final Reflections  
 

In conclusion, I now offer some personal reflections on my experience as an interpretivist 

researcher within the pro-social initiative. Blending in with the participants proved to be a 

challenging task for me. The discrepancies between myself and the lead team members 

were obvious – in terms of cultural and social capital. I had far less knowledge of the pro-

social initiative, and I was also a newbie to the cultural inclinations (I had only begun living 

in the community in the previous year and was still getting accustomed to the norms of the 

city). I was sympathetic to the group’s ideological orientations, but not sufficiently 

knowledgeable to converse at the same level, especially in the beginning phases. I had zero 

existing bonds with the members and had to rely on the good energy that any of them 

presented. Thus, settling into being a member of the pro-social initiative proved difficult. I 

experienced some form of exclusion, and I perceived that the fact that they all knew why I 

was there did not help either. I also found it difficult at first to pitch ideas in the team lead 

meetings, especially since I felt I had no right to. There was a particular point in the course 

of the fieldwork, where I felt majority of them did not like me – but looking back, I believe this 

was all in my head and based on my own assumptions and preconceived bias.  In this 

context, I decided to be more active in my participation. Apart from taking notes, I decided 

to help with actively taking minutes for the meetings. I felt this would make me feel more 
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accepted and would help them to trust me as well. Co-participation in this regard constructed 

me, in the eyes of the lead team and local community members, as another volunteer. I 

supported this by also deliberately avoiding any research-contested behaviour, for example, 

keeping notes in any obvious way, while spending time at the venue.  

While this helped, I still experienced some uncomfortable instances where active 

participation and engaging in active conversations was a struggle (see Meeting 4, page 

221). It appeared however, that the participants got more comfortable with me after the first 

round of interviews- because we had the opportunities to discuss and discover our similar 

touchpoints. As an interpretive researcher, I had the chance to access the experiential 

aspect of the CSR initiative. I had access to the natural settings where the pro-social 

initiatives unfolded (their practices). Given the degree of my personal involvement with the 

researched community, I had to acknowledge the intersubjectivity of my encounter, and 

reflect on the embodied experience of my researcher, especially in also addressing the 

researcher-researched relationship. As an ethnographic researcher, my continuous 

interaction with the participants provoked mutuality through intimacy and empathy. I became 

better placed, with time, to understand the issues that were important to the participants. My 

embodied experiences also made me aware of my prevailing ideologies and showing up for 

all meetings earned me their respect and their openness.  

 

5.7. Conclusion  
 

This thesis addresses the concept of CSR authenticity from a subject-based perspective in 

terms of local community members’ experience of pro-social initiatives and how it makes 

them feel more authentic about themselves. Overall, this thesis cultivates essential 

theoretical and empirical ground and propagates novel understanding about CSR 

authenticity by juxtaposing both the object-based perspective and subject-based 

perspective of CSR authenticity.  Further, this thesis investigates CSR authenticity's diverse 

expressions from a subject-based perspective – affiliation, affirmation, and action. It also 

explores the subject-based nuances involved in stakeholders’ scepticism of pro-social 

initiatives and the intrinsic tensions that lead to individuals’ hesitance to continue 

participating in pro-social initiatives over time. This study proves to be helpful- both for CSR 

managers and stakeholders alike. It gives CSR managers a different perspective on how 

pro-social initiatives should be designed and local community members, an opportunity to 

become more self-aware.  
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LIST OF APPENDICES 1: Interview Schedule for First Round of 

Interviews 

 

• Preamble  

• Interview Contents remain confidential. 

• Notes will be taken during interview. 

• Outline format and duration of interview 

• Reconfirm purpose of interview. 

 

Questions (current participants) 

1. How would you describe The Good Company? Can you tell me a bit about it? What 

it consists of for you?  

2. Is this your first time of doing something like this? Have you done stuff like this before? 

3. Why did you decide to take part in this activity? 

4. What would you say you are getting out of it so far? 

5. Is it similar to something you do normally? Do you think your reason for doing this is 

the same as everyone else?  

6. What do you think of the people you have met during this activity? How would you 

describe a typical good for nothing person?  

7. Based on your participation so far, do you think you will be a part of this in the long 

run? If so, why? If not, why? 

8. Was there any moment that made you decide to do something like this? 

9. What do you think about The Tea Club’s involvement in this? Have they been 

involved? What do you think of their involvement?  

10. Do you want to get more involved in activities like this? 

11. If The Good Company initiative were not there, what could you have replaced it with? 

What would have happened if you did not do something like this?  

12. What do your friends think about you being involved in this?  

13. How does participating in this activity make you feel about yourself? How do you feel 

when the day is over, and you are home on your bed, reflecting on the day?  
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Questions (past participants) 

1. How would you describe The Good Company? Can you tell me a bit about it? What 

did it consist of for you?  

2. Why did you decide to take part in this activity? Tell me about it.  

3. Why did you decide (or not) to continue with it?  

4. Have you done more things like this- any other kind of volunteering? How is that 

going? 

5. What did you think of the people you met during this activity?  

6. What would you say you got out of it? How did it make you feel about yourself?  

7. Can you recall any moment(s)- whilst engaging in the activity- that stood out for you 

(either positive or negative)?  

8. What did you think of The Tea Club’s involvement in this? Would you say they have 

they been involved? 

9. How did you feel about winning (or not winning) the pitch? Did you carry on with the 

ideas you had?  

10. Has The Good Company been in touch since then? Have you been up to date with 

their activities?  

 

Questions (employees) 

1. For how long have you worked with The Tea Club? Why did you choose to work 

here? What do you like or dislike? Is it a fun place to work?  

2. Do you work Full time or part time? What level? What role(s) do you play? 

3. What do you think of the ways that The Tea Club helps the community and the 

environment? Which of them stands out for you, and why?  

4. Are there any ones you are particularly involved with? Are there any that you feel 

passionate about or that annoys you or that you are excited about?  

5. What are your thoughts on The Good Company initiative (if you know anything about 

it)? 

6. Can you recall any moment(s) – whilst engaging in the activity- that stood out for you?  

7. How have customers responded to these things? Do they seem excited about it?  

8. Do you think you will be working with The Tea Club for a long time? If so, why? 
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Questions (manager) 

1. For how long have you worked with The Tea Club? Why did you choose to work 

here? What do you like or dislike? Is it a fun place to work? 

2.  Do you work Full time or part time? What level? What role(s) do you play? 

3. What do you think of the ways that The Tea Club helps the community and the 

environment? Which of them stands out for you, and why?  

4. Are there any ones you are particularly involved with? Are there any that you feel 

passionate about or that annoys you or that you are excited about?  

5. What are your thoughts on The Good Company initiative (if you know anything about 

it)? 

6. Do you engage in any of the CSR platforms that The Tea Club provides? If yes, why? 

If no, why not?  

7. Can you recall have customers and employees responded to these activities? Do 

they seem excited about it?  

 

Lastly: 

• Is there anything you would like to add? 

• Do you have any questions? 

• Would you be willing to participate in the second stage of interviews? 

 

In conclusion: 

• Thank candidate for time. 

• Explain next steps and when outcome may be available. 
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LIST OF APPENDICES 2: Interview Schedule for Second Round of 

Interviews 

 

• Preamble  

• Interview Contents remain confidential. 

• Notes will be taken during interview. 

• Outline format and duration of interview. 

• Reconfirm purpose of interview. 

 

Questions  

1. The house has been pretty quiet since the last event. What have you been up to since 

then? Has the team been in touch with The Tea Club since the last event? 

2. Tell me your thoughts about Katie, the lady who was a liaison between The Good 

Company and The Tea Club.  

3. How do you feel about Yasmin and Jess’ exit? Does it make you more or less inclined to 

participate better? 

4. What do you think will be factors that you believe do not allow you participate fully in the 

activities?   

5. What would you say are the values that drive you as a person? Do you think such values 

are expressed whenever you participate in any of the events? 

6. How do you describe yourself to your friends? How do you describe yourself to people 

you meet in The Good Company?  

7. Has there ever been a point where you were sceptical of any organization’s pro-

social/community activities? Could you give me an instance? 

8. How active is The Good Company on social media? Can you recall any of The Good 

Company’s social media activities? How frequently do you see The Tea Club online? Do 

you recall them talking about The Good Company, and how frequently is this done? 

9. Do you communicate about The Good Company on your social media accounts? How 

does it make you feel when you do so?  

10.  Has there been a situation in the course of the activities where you met someone whose 

values were different from yours? If Yes, how did you handle it? 

11. Has there been a situation in the course of the activities where you met someone whose 

values were different from yours? If Yes, how did you handle it? 

 



Page | 197  
 

12. Is there a difference between what you communicate to the people you meet within The 

Good Company community, and what you communicate to those outside The Good 

Company community?  

13. Has there ever been a situation where you were hesitant to communicate what you 

believe in (with regards any situation) within The Tea Club + The Good Company platform?  

14. In the course of the activities, have you had to ever act contrary to what you believe in? 

If yes, what led to this?  

15. What would you say are the upsides and downsides of not being given a template by 

The Tea Club to follow? 

16. Some persons have said they feel they can be themselves when they come for The 

Good Company events. Do you think that’s true for you?  (Follow up: What aspects of your 

“self” are you referring to in this context?) 

17. In the course of the first stage of interviews, someone spoke about the fact that people 

tend to “wear masks” while participating in such activities. What are your thoughts on this? 

(Do you think everyone is being themselves while participating in these activities?) Could 

you give me instances of situations you have noticed in this regard? 

18. Do you think you “wear masks” while participating in these activities? If yes, could you 

give me instances of such scenarios? 

19. What factors do you think should be present in order for you to remove or not wear 

masks at all in the course of these activities? Have you experienced situations such as this? 

Could you give me instances please? 

20. Do you consider yourself loyal to the The Good Company initiative? If so, why? If not, 

why not?  

21. For those who have exited: Do you see yourself coming back or re-entering the group? 

What factors do you think could influence this or otherwise? 

22. Would you recommend The Good Company to other people who are looking to 

participate in activities such as this? If yes, why? If not, why not? 

23. For those who have exited: why did you decide to leave? How were you able to make 

up your mind to leave? Was it an easy decision to make? 

24. Do you think you can you be yourself when you are supporting an initiative implemented 

by an organization? What are the deciding factors that makes you decide to support such 

pro-social initiatives? (Relate it to The Good Company and The Tea Club) 

25. When you got involved with The Good Company, did you know that The Tea Club was 

involved?  

26. How did you find out that The Tea Club was involved?  
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27. How did it make you feel (finding out that The Tea Club was involved)? 

28. What did you begin to think of the company, going forward from that point? 

 

Lastly: 

• Is there anything you would like to add? 

• Do you have any questions? 

• Would you like to know the outcomes of this study? 

 

In conclusion: 

• Thank candidate for time. 

• Explain next steps and when outcome may be available. 
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LIST OF APPENDICES 3: Interview Respondents 

 

  

 

Respondent 
Labels  

Age  Gender Occupation/Role  Affiliation  Length of 
interview  

Participant A *2 35 Female  Social 
scientist/researcher 

Affiliated with NGO  Phase 1: 
1:22:34 
Phase 2:  
1:15:37 

Participant B *2 34 Male Business Owner Non-affiliated  Phase 1: 
1:13:37 
Phase 2:  50:21 

Participant C *2 51 Female Mentoring Plus Non- affiliated  Phase 1: 
1:02:38 
Phase 2:  48:21 

Participant D *2 53 Female Film producer  Non-affiliated  Phase 1: 
1:33:08 
Phase 2:  38:04 

Participant E *2 32 Female Lead Practitioner, Youth 
Facility 

Non-affiliated Phase 1: 47:24 
Phase 2:  43:37 

Participant F *1 N/A Female Student/Copywriter  Non-affiliated  Phase 1: 13:18, 
33:56 

Participant G 
*2 

N/A Female Digital communications Affiliated with NGO  Phase 1: 45:19 

Participant H *1 22 Female Services, The Tea Club Affiliated with 
business organization  

Phase 1: 42:26 

Participant I *2 35 Male Business Owner Non- affiliated  Phase 1: 23:08 
Phase 2:  39:20 

Participant J *2 64 Male Teacher Affiliated with NGO  Phase 1: 
1:03:47 
Phase 2:  
1:30:11 

Participant K *2 25 Female Activist Affiliated with NGO Phase 1: 42:11 
Phase 2:  
1:02:46 

Participant L *2 73 Male Retired Affiliated with NGO Phase 1: 37:09 
Phase 2:  
1:13:02 

Participant M 
*2 

52 Male Executive Coach Affiliated with NGO Phase 1: 55:00 
Phase 2:  45:54 

Participant N *2 32 Male Business Owner  Non-affiliated Phase 1: 52:54 
Phase 2:  24:44 

Participant O 
*1 

N/A Female Manager, The Tea Club Affiliated with 
business organization 

Phase 1: 39:47 

Participant P *1 N/A Female NGO Founder   Non-affiliated Phone 
interview:   
31:36 

Participant Q 
*1 

N/A Female  NGO Founder Non-affiliated Transcript 

Participant R *2 36 Female Creative Non-affiliated  Phase 1: 
1:33:52 
Phase 2:  44:50 

                                                                                               Total number of hours for 
overall interview 

18:64:71 
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LIST OF APPENDICES 4: Interview Debriefing Information 

 

My name is Oyinkansola Ige. Thank you very much for taking the time to participate in this research, 

which will form the basis of my PhD research project at the University of Bath. For my PhD, I am 

researching the lived experiences of members of local communities who engage in pro-social 

initiatives. I am interested in all members of the local community (Bath, to be precise), who 

participate in The Good Company initiative. If you agree to be interviewed by me, we will meet up 

and I will conduct a semi-structured interview with you. The questions asked will focus on your 

individual stories, of your experience while participating, or while you participated in The Good 

Company activities. The length of the interview is up to you, but it will probably last around two 

hours. 

 

I will not ask you any sensitive personal questions, and you do not have to talk about anything that 

you do not feel comfortable with. If you feel uncomfortable at any time, you can just end the interview 

and leave. Also, if you feel later that you no longer want to participate, please send me an email and 

I will delete your data. After the interview, I will record the interview using both an audio recorder and 

my mobile phone to make sure that I have a back-up in case of technical failure. After the interview, 

I will upload the audio files to my personal folder on the University of Bath server where they are 

securely stored and cannot be accessed by anyone else than me.  

 

I will also transcribe the interview. While doing that, I will remove any information that makes you 

directly identifiable such as your name. I will then use these anonymised transcripts for my analysis. 

Quotes from your interview might be used for publications, both in the original language and 

translated. At this stage, I do not plan to translate the transcripts as such if they are in any language 

other than English, but the analysis will be conducted on the original data, translating only quotes 

needed for publication. You will not be identified in any publication from this study. To summarise, I 

will ensure that your data is handled and stored in compliance with all relevant regulations, i.e. 

1) the Research Data Policy, Code of Ethics, Code of good practice in research.  

2) IT Security Policy of the University of Bath. 

3) The UK Data Protection Act. 

 

Contact Details 

Oyinkansola Ige 

School of Management, University of Bath 

0724129781/oooi20@bath.ac.uk 

 

 

mailto:0724129781/oooi20@bath.ac.uk
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LIST OF APPENDICES 5: Interview Consent Form 

 

Thank you very much for agreeing to take part in this research. The information from this interview 

is part of my research project at the University of Bath School of Management.  

 

Confidentiality and Anonymity 

I will record, transcribe, and analyse this interview. All interview recordings, transcripts and any other 

data will be held in confidence and in accordance with the Data Protection Act, the General Data 

Protection Regulation as well as the University’s data protection rules and guidelines.  

 

What Happens to your Data? 

The only data I have is that which you choose to share. Your participation in this project is only 

known to me, and to my supervisors (Professor Andrew Crane and Professor Pierre McDonagh). 

Consent forms and anything with your name on are stored in a locked cabinet kept separate from 

recordings and transcripts. Recordings are stored digitally on computer and encrypted cloud storage. 

File names for transcripts and recordings never have an identifier that can be traced to you. I will 

use this anonymised data to develop new knowledge and theory. The data is analysed and often 

aggregated so that I can use it in academic journal publications, conferences, teaching materials 

and other academic uses. All names, organisations and other identifying information is changed to 

a pseudonym or obscured. I keep this indefinitely and only use for academic purposes. You can 

withdraw at any time. You can be supplied, on request, with a copy of your interview transcript. 

 

Contact Details 
For further information about the research or your interview data, please contact: 

• Oyinkansola Ige, School of Management, University of Bath, UK 
(0724129781/oooi20@bath.ac.uk. 
 

• Research Office at the University of Bath: researchoffice@management.bath.ac.uk 
 
Consent 
I voluntarily agree to participate and to the use of my data for the purposes specified above. I 
understand that I can withdraw consent at any time. 
 

TICK HERE:      DATE……………………… 
 
[2 copies to be signed by both interviewee and researcher, one kept by each.] 
 
Name of interviewee: ....................................................................... 
 
Signature: ......................................................................................... 
 
Signature of researcher…………………………………………………. 
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LIST OF APPENDICES 6: Thematic Coding of Data 
 

EXPRESSIONS OF EXISTENTIAL AUTHENTICITY 

 

Data (Quotes) First order Themes Second order Themes Final Categories 

The Good Company 

gave me a sort of 

community of people 

that are the same. And 

it's nice to connect with 

likeminded people, 

isn't it? Another human 

nature thing. But it 

spurred me on to do 

more charitable things. 

(TB) 

 

 

 

Sense of Community 

 

 

 

 

 

 

 

 

 

 

 

 

Community-centric 

relationships 

 

 

 

 

 

 

 

 

 

 

 

AFFILIATION  

 

 

 

 

 

 

 

 

 

 

 

Field notes (5/3/2019):  

In getting set for the gig 

night, the lead 

participants 

emphasized on the 

need for the gig night to 

be something that the 

people attending feel 

that they can fit in, not 

necessarily something 

that has to come with 

pre-existing skills. 

 

 

 

Sense of Community 

 

"I guess we're all trying 

to find places where we 

feel yes, this is my 

home. This is my tribe. 

I've found people like 

me." 

 

 

Tribe 

 

"You just belong with a 

certain group of people or 

a tribe of people that get 

you, and yeah, it's just a 

feeling like when you're in 

the flow… 

 

Tribe 
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When I kind of first 

started going to the, 

when I went to the first 

ever pitch that was 

completely separate 

from us anyway, it was 

because I wanted to 

meet like-minded 

people and to kind of 

network (KM) 

 

 

 

 

Like mindedness 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Interpersonal-centric 

relationships 

 

 

 

 

 

 

 

 

 

 

 

 

AFFILIATION 

 

 

 

 

 

 

 

 

 

 

 

 

 

"I guess we're all trying 

to find places where we 

feel yes, this is my 

home. This is my tribe. 

I've found people like 

me." 

 

 

Like mindedness 

 

And I find it like, I'm a 

linguist. And I find the 

use of language really 

interesting, and how 

rapidly people pick up 

on that word "we" in 

that safe environment, 

and they feel like they 

belong.  And they're 

like, yeah, I'm here. I 

belong here. So, I'm 

going to put myself out 

there because I 

belong. (KM) 

 

 

 

 

 

Belongingness 

"You just belong with a 

certain group of people 

or a tribe of people that 

get you, and yeah, it's 

just a feeling like when 

you're in the flow… 

      

 

 Belongingness 
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Data (Quotes) First order Themes Second order Themes Final Categories 

They could have gone 

down a different path 

or being in 

trouble...maybe that 

was just a really sort 

thing for them to do at 

the charity as you see 

these people who, 

which you know, I'm 

hearing their story.... 

(MOC) 

 

 

 

 

People listening to 

their stories. 

 

 

 

 

 

 

 

 

Empathy  

 

 

 

 

 

 

 

 

 

 

 

 

 

AFFIRMATION 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

ii. 20/11/2018: I 

observed that the lead 

participants see each 

other within the group 

(the lead group) as a 

safe space, 

emotionally (listening 

to one another). For 

instance, one of the 

participants opened up 

about the fact that her 

unborn baby might 

have Down Syndrome. 

 

 

 

People listening to 

their stories. 

It was just great, 

because everyone sat 

next to people you 

didn't know. But 

everyone just started 

talking to each other 

about the things that 

you're hearing or why 

you were there… (KM) 

 

 

 

 

“Storytelling of life’s 

experiences” 

 

 

 

 

 

Voice 

 

 

 

 

 

 

Field notes (27/11/18):  

The day’s meeting 

focused on kindness 

and how the story of 

kindness can be told by 

the participants. One of 
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the lead participants 

emphasized on the 

need to focus on 

kindness from an 

experiential 

perspective, i.e., 

understand and 

observe how each 

person tells his or her 

story of kindness.  

 

 

 

 

“Storytelling of life’s 

experiences” 

 

 

 

 

 

 

 

 

 

 

 

 

Voice  

 

 

 

 

 

 

 

 

 

 

 

 

AFFIRMATION 

 

 

 

 

 

 

 

 

 

 

iii. 5/12/2018: This was 

the first time I attended 

a gig night. I listened to 

one of the former 

participants of The 

Good Company speak 

of her experience with 

The Good Company, 

and how that has been 

a springboard in 

influencing Bath 

community by starting 

off a cancer 

recuperation initiative. I 

observed that people 

listened with rapt 

attention and seemed 

engrossed in the 

conversation. 

 

 

 

 

 

 

 

 

 

 

 

 

“Storytelling of life’s 

experiences” 
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Data (Quotes) First order Themes Second order Themes Final Categories 

"I guess I got 

dissatisfied with my 

own ability to 

contribute" (MMH) 

 

Adding value  

 

 

 

 

 

Value  

 

 

 

 

 

 

 

 

 

 

 

 

ACTION  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

When the project is 

decided, it can get 

smaller because 

people think, oh yeah 

that's relevant to me, or 

no, that's not…whether 

they feel they've got 

anything to contribute 

or not…" (KM) 

 

 

Adding value  

 

There's a real 

satisfaction that I get 

from being able to help 

people. And I feel that 

it's such a lovely 

concept that your 

whole The Good 

Company concept is 

that you have people 

come in with an idea, 

but not the know-how. 

(JP) 

 

 

Satisfaction that 

comes from using 

one’s skill to help 

people 

 

 

 

 

 

 

 

 

Skill  

Field notes 

(20/11/2018): There 

were discussions that 

were brought up 

concerning how to get 

people interested and 

engage them better. 

One of the participants 

then, said that “people 

need to feel like there 

is a genuine need and 

that their time is valid” 

 

 

 

 

Satisfaction that 

comes from using 

one’s skill to help 

people 
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I have that shared 

interest, I feel like I can 

add value and I feel like 

I have a lot to share. I 

feel quite confident 

about the skills that I 

have and the 

knowledge that I have, 

and it feels good to 

share (JP) 

 

 

Shared interest with 

other community 

members 

 

 

 

Interest  

 

 

 

ACTION 
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BARRIERS TO EXISTENTIAL AUTHENTICITY 

Data (Quotes) First order Themes Second order 

Themes 

Final Categories 

I liked the idea in the 

name itself, no money 

is involved…money 

can bring about a 

different feeling when 

you do something for 

someone, more like a 

transactional process 

(TB) 

 

 

 

Capitalism 

 

 

 

 

 

 

 

 

 

Monetary exchange 

system 

 

 

 

 

 

 

 

 

 

 

 

COMMERCIALISM 

 

 

 

 

 

 

 

 

 

 

 

 

It's what I think you 

know; humans need 

more of in the world. 

You know, I see it in 

capitalism. But I think 

whether there are 

faults in the capitalist 

model, I think human 

nature wants to help 

other people, they 

don't want money for it. 

... They don't 

necessarily have the 

budgets or the 

contacts, whereas in 

the capitalist world, it 

feels like you need to 

have those things to 

progress..."(TB) 

 

 

 

 

 

 

 

Capitalism  

 

My understanding is 

that The Tea Club used 

The Good Company as 

a forward-thinking 

charitable organization 

that they can put on 

their corporate sheets 

to prove that they are 

not just out to take your 

 

 

Commercial nature of 

some jobs, compared 

to charitable/not-for-

profits 

 

 

 

Monetary engagement 
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money. I have worked 

on the other side of the 

spreadsheets with a 

number of 

organizations who 

wanted exactly that. 

(SS) 

 

Commercial nature of 

some jobs, compared 

to charitable/not-for-

profits 

 

 

 

 

 

Monetary engagement 

 

 

 

 

 

 

 

COMMERCIALISM 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

"You can't walk away 

from something so 

rewarding and go do 

something commercial 

again, which is what I 

was doing 

before…"(RK) 

 

Commercial nature of 

some jobs, compared 

to charitable/not-for-

profits 
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Data (Quotes) First order Themes Second order 

Themes 

Final Categories 

I think if you want to 

engage the 

community, you can’t 

just talk at them, or tell 

them what you are 

going to do…you have 

to open it up to them 

and ask them what 

they think…do you 

have any thoughts…no 

one knew who I was, 

why I was there and 

what I could 

contribute…so I felt as 

if I was there on my 

own…What I am trying 

to say is that if you are 

going to organize a 

community event like 

that, and if you want to 

get the best out of it, 

you have to engage 

individuals as well as 

groups who have put 

together presentations 

and target their skills… 

(SC) 

 

 

 

 

 

 

 

Method of 

conversation 

 

 

 

 

 

 

 

 

 

 

 

 

Dialogue 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

COMMUNICATION 

 

 

 

 

 

 

 

 

 

 

 

 

Rather than someone 

talking at me, let us 

discuss it informally, so 

I can feel involved, 

instead of not feeling 

like what I can 

do…even when they 

open to questions… 

(SC) 

 

 

Method of 

conversation 
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It's about 

communication, isn't 

it? So, we work with 

our community, we 

communicate to them, 

this is the need. This is 

what we need from 

you. And that makes 

me very clear. I think 

with The Good 

Company it’s not 

always that clear 

because the person I 

mentioned first doing 

the project might not 

have a clear idea" (KM) 

 

 

 

 

Clarity  

 

 

 

 

 

 

 

 

 

 

 

 

 

Projections 

 

 

 

 

 

 

 

 

 

 

COMMUNICATION 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Field note (20/11/18): 

we were discussing the 

cards that would be 

sent out to invite 

people, and the group 

felt a major barrier was 

the “The Good 

Company language”, 

which seemed hard to 

understand. They 

suggested “breaking 

free from The Good 

Company language 

into something more 

simplistic.  

 

 

 

 

 

Clarity  

 

 Field note (27/11/18): 

In the course of the 

meeting, emphasis 

was placed on clarity, 

in order to ensure 

participants don’t get 

lost in the process. 

 

Clarity  
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Data (Quotes) First order Themes Second order Themes Final Categories 

Stokes croft is a 

diverse bit of Bristol, 

30-40 percent white 

and everyone was 

white- but how can you 

claim to do this, and 

you have just whites? 

Answer: we can only 

be as good as the 

community; we want to 

help out in the 

space…that kind of 

café would never be 

the space for poorer 

people to meet and put 

out their ideas… (Jo 

Mi) 

 

 

 

 

 

 

 

People within the 

community and how 

they contribute to 

exclusion  

 

 

 

 

 

 

 

 

 

 

Insider-outsider impact 

 

 

 

 

 

 

 

 

 

 

COMMUNITY 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Field notes: The group that 

met on this day was the lead 

group of The Good 

Company, and the group that 

needed help, MP. Once the 

meeting time with MP was 

over, I observed that the 

nature of the conversation 

within The Good Company 

community changed. It 

became more personal, as if 

there was an aspect of the 

group that was intentionally 

being hidden until MP left. 

This also happened again on 

5th March 2019 

 

 

 

 

People within the 

community and how 

they contribute to 

exclusion 

I have been to three 

meetings, but I 

probably won’t be to 

anymore because for 

me, the people who I 

met when I went there 

were familiar, seemed 

to know each other and 

 

Inability to penetrate 

into smaller groups 

within communities  

 

 

 

 

Inclusive impact 
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formed groups as a 

person going on my 

own, I found it hard to 

break in and I didn’t 

want to break into 

groups that were 

bursting into groups 

(SC) 

 

Inability to penetrate 

into smaller groups 

within communities  

 

 

 

 

 

 

 

 

 

 

 

 

 

Inclusive impact 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

COMMUNITY 

 

 

Field notes (6/11/18): 

The participants 

tended to gravitate into 

different groups. As a 

new entrant into the 

community, it was a bit 

hard for me to 

contribute, because I 

was not familiar with 

the people in the 

group, and I couldn’t 

also divide myself into 

the two groups. I also 

noticed that the male-

dominated group 

conversed on issues 

concerning politics, 

while the female 

dominated group 

conversed on babies 

and children. 

 

 

 

 

 

Inability to penetrate 

into smaller groups 

within communities  

 

I guess it's hard to know 

whether you're being fully 

inclusive when you don't 

know the needs of the 

people. Because it's an open 

event, you wouldn't really 

know whether someone 

there has got an additional 

need or learning difficulty or 

can't hear properly or just 

can't read what you're giving 

to them on a piece of paper." 

(KM) 

 

 

Excluding the needs of 

people within 

communities 

 



Page | 214  
 

TENSIONS IN EXISTENTIAL AUTHENTICITY 

Data (Quotes) First order Themes Second order Themes Final Categories 

Because I was working for 

more like restaurant chain, I 

was looking for a steak 

house, and I kind of wanted 

to go up in that field. And I 

wanted to stay on that kind 

of road instead of like, for 

me, I felt like moving down 

to a café would have been 

like not necessarily the step 

I wanted to take career-

wise. But actually, it was in 

a completely different way. 

Because it was actually… it 

was actually adding more to 

the society and more to me 

and my personal 

development and the world 

generally, just because it 

wasn't necessarily like a 

higher paycheque"  

 

 

 

 

 

 

 

Personal 

development versus 

workplace 

requirements 

 

 

 

 

 

 

 

 

 

 

 

 

Personal obligations 

and motivations 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

PURPOSE: 

INDIVIDUAL – 

SOCIAL POLES 

 

 

 

 

 

 

 

 

 

 

The sole aim of today's 

meeting is to plan for the 

event we have coming in 

December. All members of 

the initiative were present, 

and a new member was 

joining as well. For the new 

member's sake, one of the 

members, the lead 

member, decided that it 

was good to speak of the 

initiative's motivations and 

mission.  Each participant 

began to talk about their 

rationale for joining the 

initiative. Specifically, one 

of the members said that he 

is trying to tap into purpose 

 

 

 

Personal motivations 

and how 

workplaces/ pro-

social initiatives can 

be a medium to 

achieving personal 

desires. 
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through being a member of 

the initiative.  He says his 

life is boring, and he finds 

that he really wants to make 

a difference, get to do 

something, and get to meet 

people who honour and 

respect him for what he 

does and who he is. (Field 

Notes: 20th November 

2018) 

 

 

 

 

 

Personal motivations 

and how 

workplaces/ pro-

social initiatives can 

be a medium to 

achieving personal 

desires. 

 

 

 

 

Personal obligations 

and motivations 

 

 

 

 

 

 

 

 

 

 

 

 

 

PURPOSE: 

INDIVIDUAL – 

SOCIAL POLES 

 

 

 

 

 

 

 

 

 

 

 

"For [member's name], this is 

almost a second job. The 

attention that she gives to the 

way she runs; it is probably 

similar to what she does in 

her work." (Participant A) 

 

 

 

The pro-social 

initiative being an 

extension of the 

workplace  

 

 

 

 

 

 

Work-life decisions 

 

"I think if I were to spend 

time on something, I would 

want to do something that's 

a complete contrast with my 

work. But I would potentially 

like to do some structured 

volunteering…" (Participant 

A) 

 

The Pro-social 

initiative being an 

extension of the 

workplace 

"I know that is my girlfriend's 

motivation, you know, that 

she works for a company, 

an advertising company. 

And she does not feel like 

there is a moral … she 

doesn't feel morally fulfilled, 

if you like, you know, she's 

just selling stuff to people. 

That is her mind. She's just, 

 

 

The pro-social initiative 

is an expression of her 

morality, unlike her 

workplace 

 

 

 

Ethical or moral 

fulfilment 
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she feels creatively fulfilled. 

She feels challenged. But 

she doesn't feel like she's 

doing the world a service in 

that sense. So, I know that 

certainly for her, it's an 

opportunity for her to take 

her skills and do something 

good with them" 

(Participant N) 

 

The pro-social initiative 

is an expression of her 

morality, unlike her 

workplace  

 

 

Ethical or moral 

fulfilment 

 

 

PURPOSE: 

INDIVIDUAL – 

SOCIAL POLES 
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Data (Quotes) First order Themes Second order Themes Final Categories 

"I think I try not to push 

myself. So, in a work 

context, it's really 

important for me that I 

push myself out of my 

comfort zone to do things 

like facilitate workshops 

and things; with this CSR 

initiative, I don't feel like I 

have to do that. And I 

don't feel like I should 

push myself to do that. 

Because it should be 

fun…" (Participant A) 

 

 

 

 

 

 

Freedom for the 

participant ‘not’ to take 

on leadership roles of 

pro-social initiatives 

 

 

 

 

 

 

 

 

 

 

Work roles  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

CHOICE TENSION: 

FREEDOM – 

RESPONSIBILITY 

"But I think people 

especially those that 

work in offices all day 

and stare at screens, 

maybe they want more of 

a community connection. 

I think that's what all of 

us, probably there want. 

And like-minded people, 

but also when people 

have these skills, and 

they feel like it's fairly 

soulless work. Yeah, you 

know, you're just 

creating things, services 

for big brands or 

corporates, it just makes 

more and more money, 

and maybe they want to 

do something that 

actually helps a 

worthwhile cause…" 

(Participant B) 

 

 

 

 

 

 

Pro-social initiatives 

are seen like hobbies 

that allow freedom of 

expression  

 

 

 

 

 

"And even if I go into the 

meeting thinking, I don't 

really know what I can offer. 

Because I'm just very time 

poor and drained today, I 

just, I feel like relieved that 

all of us are working 

 

Pro-social initiatives 

are spaces that propel 

self-found pro-social 

initiatives 

 

Ethical or moral 

fulfilment 
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together. And that we can… 

we've all got each other's 

backs and like one of us is 

feeling a bit low… the others 

are… it's nice. Because with 

PT, that's a project that I 

have to do by myself, and it's 

really… it's a lot of work, And 

I don't have anyone to pick 

up the bits that I drop…" 

(Participant K) 

 

 

Pro-social initiatives 

are spaces that propel 

self-found pro-social 

initiatives 

 

Ethical or moral 

fulfilment  
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Data (Quotes) First order Themes Second order Themes Final Categories 

Just that I wasn't going 

to be able to give 

enough time to make a 

quality contribution. 

And I am aware that I 

would have constantly 

been missing 

deadlines and failing to 

produce what I was 

hoping to produce and 

what people were 

expecting me to 

produce, but just didn't 

want to let them all 

down. Because it's 

such a good thing as 

well. You know, it 

needs, it needs better. 

it deserves better than 

I was going to be able 

to put before 

(Participant R) 

 

 

 

 

 

Aspiration to function 

as a lead team 

member, but her 

reality presented 

different 

circumstances 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Personal obligations 

and motivations 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

SELF TENSION: 

TRUE-IDEAL POLES 

 

 

 

 

 

 

 

 

 

 

 

 

 

"Well, I try to keep quiet 

and listen as much as I 

could, rather than 

talking too much. But I 

think I might have 

failed in that, just try to 

fit in with their way of 

doing things. Just 

nobody needs 

somebody sitting there 

saying although we've 

done this, tried that, 

I've been there 

before…" (Participant 

L) 

 

 

 

Aspiration to be vocal 

but faced with the 

reality of a younger 

generation 
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"I think that just tells 

me how my mentality 

was at a point in my 

career. And I think my 

personal development 

now, I definitely realise 

that this is the best 

move I could have 

made. It challenged 

me in ways I never 

thought I'd be 

challenged because I 

felt like I was having 

you know, lots of 

money spent on them, 

and companies that 

had so much 

money…" (Participant 

O)  

 

 

 

 

 

 

Career aspirations 

versus current career 

reality  

 

 

 

 

 

 

 

 

 

 

 

Work-life decisions 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

SELF TENSION: 

TRUE-IDEAL POLES 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

"But I think people 

especially those that 

work in offices all day 

and stare at screens, 

maybe they want more 

of community 

connection. When 

these people have 

these skills, and they 

feel like it's fairly 

soulless work" 

(Participant B) 

 

 

 

Work community 

versus workplace 

restriction  

"I guess like I know 

that I need to save. 

And I need to be 

protective over my 

business. But at the 

same time, I see in the 

world that there is a 

need to share" 

(Participant B) 

 

 

Safety of others 

versus personal 

demands  

 

 

Ethical and moral 

fulfilment 
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"Yeah, you know, 

you're just creating 

things, services for big 

brands or corporates, it 

just makes more and 

more money, and 

maybe they want to do 

something that actually 

helps a really 

worthwhile cause…" 

(Participant B) 

 

 

Service to the world 

versus commercial 

gains  

 

 

Ethical and moral 

fulfilment 

 

 

SELF TENSION: 

TRUE-IDEAL POLES 
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OUTCOMES OF INTRINSIC TENSIONS INHERENT IN EXISTENTIAL AUTHENTICITY  

 

First order themes Second order themes Final Categories 

"Because I was working for more like 

restaurant chain, I was looking for a 

steak house, and I kind of wanted to 

go up in that field. And I wanted to 

stay on that kind of road instead of 

like, for me, I felt like moving down to 

a café would have been like not 

necessarily the step I wanted to take 

career-wise. But actually, it was in a 

completely different way. Because it 

was actually… it was actually adding 

more to the society and more to me 

and my personal development and 

the world generally, just because it 

wasn't necessarily like a higher 

paycheque" (Participant O) 

 

 

 

 

 

 

 

 

 

 

 

 

Mirror effect 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Harness "I know that is my girlfriend's 

motivation, you know, that she works 

for a company, an advertising 

company. And she does not feel like 

there is a moral … she doesn't feel 

morally fulfilled, if you like, you know, 

she's just selling stuff to people. That 

is her mind. She's just, she feels 

creatively fulfilled. She feels 

challenged. But she doesn't feel like 

she's doing the world a service in that 

sense. So, I know that certainly for 

her, it's an opportunity for her to take 

her skills and do something good with 

them" (Participant N) 

 

 

 

 

 

 

 

Presence of antithesis 

"But I think people especially those 

that work in offices all day and stare 

at screens, maybe they want more of 

a community connection. I think that's 

what all of us, probably there want. 

And like-minded people, but also 

when people have these skills, and 

they feel like it's fairly soulless work. 

Yeah, you know, you're just creating 

things, services for big brands or 

corporates, it just makes more and 

more money, and maybe they want to 

do something that actually helps a 

worthwhile cause…" (Participant B) 

 

 

 

Liberation 
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First order themes Second order themes Final Categories 

"Well, I try to keep quiet and listen as 

much as I could, rather than talking too 

much. But I think I might have failed in 

that, just try to fit in with their way of 

doing things. Just nobody needs 

somebody sitting there saying although 

we've done this, tried that, I've been 

there before…" (Participant L) 

 

 

 

 

 

Generational gaps 

 

 

 

 

 

 

 

Hinder 
"Yeah, you know, you're just creating 

things, services for big brands or 

corporates, it just makes more and 

more money, and maybe they want to 

do something that actually helps a 

really worthwhile cause…" (Participant 

B) 

 

 

 

Lack of ethical fulfilment 

First order themes Second order themes Final Categories 

"I think if I were to spend time on 

something, I would want to do 

something that's a complete contrast 

with my work. But I would potentially 

like to do some structured 

volunteering…" (Participant A) 

 

 

 

 

 

Extension effect 

 

 

 

 

 

 

 

 

Halt 

Just that I wasn't going to be able to give 

enough time to make a quality 

contribution. And I am aware that I 

would have constantly been missing 

deadlines and failing to produce what I 

was hoping to produce and what people 

were expecting me to produce, but just 

didn't want to let them all down. 

Because it's such a good thing as well. 

You know, it needs, it needs better. it 

deserves better than I was going to be 

able to put before (Participant R) 

 

 

 

 

 

Life demands 
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LIST OF APPENDICES 7: Excerpts from Research Diary (Participant 

Observation) 

 

Meeting One  

Date: 30th October 2018 

Venue: A pub  

Number of team leads in attendance: Seven  

Time: 6:00pm-7:30pm  

The team leads meeting began with discussions on a Mentoring Plus gig night being 

scheduled for November. The team leads aim to engage The Good Company (TGC) with 

Mentoring Plus (MP) via the “Kindness Award”- what does kindness in education look like? 

They desire to understand the impact of kindness on children and were looking for avenues 

through which this can be realized. They say that there is so much bad news about young 

people, and this gig will be a “feel good” event. They desire to get personal experiences of 

young people with regards education. What experiences made a difference to them? The 

gig night is scheduled for 29th November 2018, while the Awards night will be in November 

next year.  

How can this be promoted over the next four weeks? Ideas came up about how to run the 

campaign, e.g., World Kindness Day, A story of Kindness you remember, random acts of 

kindness, silent giving. The aim is to inspire the audience about the value of kindness in 

education. There is more to young people than stabbings and killings.  They said that this 

campaign is an avenue to celebrate people doing right, and then nurture it as a way of life.  

They then began to discuss potential networks to hinge on for the event, e.g. Three Way 

School (for children with special needs), Kids @ Bath, Troubled Lounge, Pirates. They then 

began to discuss what makes people decide to even engage in their activities and they made 

the following statements:  

- Emotional connection 
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- Their struggles 

- Involvement in the educational system  

- Passion, and let them do it the way they want to  

Some persons are organizers, thinkers, and doers. TGC has a platform for every kind of 

person. Let us find an emotive way of explaining: an act of kindness.  

Courage:  

Intrinsic motivation: Passion, networking,  

Anxiety: there’s more to young people than stabbings and killings; so much bad news, hence 

the need for a feel-good event  

Space for engagement: when the venue for the meeting is rowdy, it becomes hard to engage  

Social bonding with like-minded individuals: networking, young professionals, social 

networks might be a reason for people coming for TGC events, TGC TEAM: we like each 

other, organic bonding, network, and the skills we bring on board.   
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Meeting Two 

Date: 6th November 2018 

Venue: A pub  

Team Leads in attendance: Eight   

Time: 6:00pm-7:30pm  

 

• Team lead 1 “I had a session yesterday at with the students…and it was great, really 

good turnout …we OFFERED them two opportunities, one is to mentor teenagers in their 

school community and the other was to take teenagers to the campus and show them round, 

and the feedback from the student was they want to do school and community because they 

don’t feel like a part of the university…”.  

 

“I think it is kind of a balance in the education system, academic attainment is the measure 

of success in a failing education system. There is a really interesting documentary about 

schools and teachers …which basically shows the reality of the education system… in that 

context, it is interesting that you start to see… you are hearing the government blaming 

schools for school exclusions and you’re hearing educational economists go ...you can’t 

blame the teachers...”  

“Finding teachers, who against the odds are clinging on to those students, finding great ways 

to reduce the tension” 

 “We are going to celebrate people that recognize the complexities (in the educational 

system) and the fact that kindness, more than anything can transform…” 

“Our teachers need to love” 

“What we are trying to organize is a volunteer-mentoring module…” 

“Vulnerable students moved between schools, so kindness becomes important. There are 

six panels through which primary and secondary schools meet…” 

We have got students, community, students of Bath Spa University who could help us 

understand why kindness is important through their research projects, however we frame it  
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I think merging the education and kindness is awesome, because there are kindness awards 

and there are awards celebrating teachers…. but there isn’t something that goes – this value 

in this- and it really is an offer of respect to an educational system that is breaking” 

 

“All I needed in primary school was someone to ask me are you okay?” quoting a child with 

a mental health issue 

 

People who see beyond people which is an act of kindness…. 

 

• Team Lead 2: It’s all about education and kindness 

Talked about similar events and similar campaigns, e.g., Kindness UK  

Needs to be even if we are talking about education…it’s not about just teachers…it’s about 

the wider community, everyone who is part of that community” 

“Celebrating what is out there, encouraging schools to adopt it. Challenging times do exist, 

but even within the challenging times, here are some of the amazing things happening. You 

are not ignoring the fact that things are tough, but you are not dwelling on it…” 

“We are focusing on the difference kindness makes” 

 

• Team Lead 3: “I have made a lot of efforts to just share positive stuff, because I see the 

headlines and I am like NO!” 

“We could actually use it (gig night) as we are entering into the season of goodwill anyway 

and so the people need an app, this is a nice, positive event to invite people to…I didn’t 

even know TTC would host this one so I am really happy that they offered to” 

“It’s not necessarily about getting 50 people in the room, we just need to get the RIGHT 

people in the room….” 

“Our chapter page is really useful…we have presently got 160 people in the chapter. We 

can see what their skills are and what they are interested in, but it is about getting the 

messaging right with you guys (MP) that this is something amazing, and it’s a real need and 

people can become a part of something awesome for the community…” 

“Bath life is usually for a particular set of people, whereas this is something for the 

community…” 

“This is your (MP) event. Have you guys decided on how you want to kind of announce 

something that you want to create and deliver…announcing it ….?” 
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“How will you announce the awards and when…and do you want to do anything larger like 

press coverage… what we want to do is that we want to make sure that if we are 

communicating to our chapter members, we are using the right language, so any thoughts 

you have on how you want us to speak to people about this would be really useful” 

 

“if we can talk to each other… just to make sure we are not distant…your social media has 

been awesome” 

 

Is it possible to involve some of you mentees (MP) in saying such stories of – all I needed 

was a little bit of kindness just for people to understand why this is important? When I was 

16, I didn’t know so much about Mental Health issues, even if it was easy to identify those 

who struggled, and I bet some of my friends could have done better with some kindness.  

 

We could ask the manager (from TTC) to help do post cards on the tables of the TTC, so as 

to sensitize members of the community.  

 

• Team lead 4: “one person who is keen to learn and he can rely on. He just learnt last 

year, and he already has two jobs” 

 

• Team lead 5: “it’s such a timely thing, so many other events like these…one was 

scheduled to hold in Bristol, but it was cancelled because they weren’t able to sell enough 

tickets”. “Kindness award: but for the most influential under 24-year-olds in Bristol on the 

creative scene”  

 

 

 
i The other two lenses are authenticity as conformity (as in whether something conforms to a particular 

category), and authenticity as connection (whether something is connected to an original person, 

thing, or event, or to a replica) (see Lehman et al., 2019). These latter two lenses have not yet been 

evident in the CSR literature on authenticity. 
 




