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ABSTRACT 

The purpose of this research is to present empirical findings related to the impact of CSR on the job satisfaction level of 
employees during the Pandemic times, especially in reference to the case of multinational corporations operating within  
the boundaries of United Arab Emirates. In this context, the factor of CSR was further categorised into three essential 
constructs of philanthropic responsibilities, environmental responsibilities, and welfare of general public. In reference to 
the methodological choices, the study has undertaken quantitative research design, which has been supported through the 
use of positivist philosophy and deductive approach. In addition, the study has collected primary data from a total of 250 
employees through questionnaire, which had a total of 5 sections including; demographics, philanthropic responsibility, 
environmental responsibility, welfare of general public, and employee satisfaction. The study found that employee 
satisfaction had strongly positive (uphill) linear relationship with the variables of philanthropic responsibilities and 
environmental responsibilities. The study further elaborated that the organizational philanthropy in the era of Covid-19 has 
significantly positive impact on the satisfaction levels of employees. 
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INTRODUCTION 
The 2019 novel coronavirus disease (COVID-19) has 
caused a sudden outbreak of pneumonia. The World 
Health Organization has declared a public health 
emergency. The disease has posed great risks and 
challenges to the world’s economic and social 
development (Ding et al. 2020). Based on past experience 
of major disasters, enterprises take the initiative to carry 
out their social responsibilities, quickly resolve their 
difficulties as it is directly related to enterprises’ future 
development in the postpandemic era. These actions will 
have a profound impact on the brand image as well as on 
the employees motivation and satisfaction level of 
enterprises. Enterprises’ active disclosure of their 
corporate social responsibility (CSR) activities through 
social media can affect advertising and improve enterprise 
image and performance (Gong et al. 2018). 

 
Corporate social responsibility (CSR) has been 
consistently recognised and acknowledged as the process 
that encourages an organisations to work for the 
development and progress of communities in which it 
operates in. For the very reason, studies conducted in 

reference to CSR has indicated that companies have 
considered it amongst their priorities, and have even 
embed the concept into their business strategy; for 
instance, the study conducted by Vinerean et al. (2013) 
shed light on the fact that the failure to work on CSR 
activities can lead to dramatic failure of the businesses, as 
both customers and employees have developed the 
perception that it is the foremost responsibility of the 
companies to invest their time and resources into the 
communities and societies. 

 
A study conducted by Stawiski et al. (2010), in this 
domain, shed light on the importance of CSR activities, 
and stated that since companies operate in an intensely 
competitive business environment, undertaking CSR 
activities can yield positive results for the business. In 
particular, the study shed light on some companies that 
achieved their desired height of success by working for 
the progress and development of the communities, and as 
a result, it resulted in the formation of positive attitude  
and behaviour towards the organisation, while giving 
employees a sense to feel proud for the organisation they 
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work for. This ultimately resulted in higher job 
satisfaction, morale, and engagement levels; not only this, 
it also helped the organisations to retain and sustain their 
employees to remain dedicated and loyal to the business 
and its core operations for longer-duration, rather than to 
search for companies that have better CSR activities. 
The 21st century has experienced a radical and 
fundamental change in reference to CSR, and has become 
the centre of attention for both academicians and 
multinationals. In particular, an abundance of literature is 
available related to the importance of CSR activities and 
its role in the overall growth and success of multinational 
companies; however, these studies have not yet presented 
the overall importance of CSR factors of philanthropic 
responsibility, environmental responsibility, and welfare 
of the general public in greater detail. This implies that 
there exists a gap in the literature that must be 
immediately filled to ensure that readers can develop a 
better understanding of the role of CSR in the growth of 
MNCs, in the 21st century. 

 
Corporate social responsibility has gained an ever- 
increasing attention from both academicians and policy 
makers, and this can be primarily attributed to its overall 
impact on the company’s performance and productivity, 
which is why more and more companies have changed 
their attitude and perception towards CSR, and have 
integrated it into their business strategies. Similarly, 
studies have even found that companies that have engaged 
in CSR activities have experienced boosted morale and 
loyalty to the organisation they work for, but insufficient 
information has been presented in reference to the 

constructs of CSR (i.e. philanthropic responsibility, 
environmental responsibility, and welfare of the general 
public). This implies that this gap must be immediately 
addressed to further help the policy makers and 
institutions to capitalise upon CSR for better job 
satisfaction of employees. Considering the latter, the 
purpose of this investigation is to present empirical 
findings related to the impact of CSR on the satisfaction 
level of employees, especially in reference to the case of 
multinational corporations operating within the  
boundaries of United Arab Emirates. 
The objectives of the study are as follows; 

 To discuss the relevance and significance of 
corporate social responsibility in the age of 
Covid-19 within the context of multinational 
corporations operating in UAE. 

 To investigate the role of multinational 
corporations in terms of social responsibility, 
philanthropy, and welfare work in UAE during 
the Pandemic. 

 To investigate the impact of corporate social 
responsibility (i.e. philanthropy, environmental 
responsibility, and welfare) on the satisfaction 
levels of employees working in multinational 
corporations of UAE. 

 
To investigate the impact of perceived enterprise self- 
sacrifice on the satisfaction level of employees during 
the Covid-19 times. 

 
 

Conceptual Framework 

In reference to the significance, it can be argued that the 
significance of this research is two-fold. At one end, the 
study has presented theoretical knowledge in the 
preliminary review of literature, where the concept of 
CSR activities have been critically investigated during the 
Pandemic, and reflected in the constructs of philanthropic 
responsibility, environmental responsibility, and welfare 
of general public; meanwhile the study has also presented 
the concept of employee satisfaction as a result of CSR 
activities. On the other hand, the study has also presented 
empirical findings through the use of different statistical 
tests, as this is considered to be the most authentic and 
credible way of presenting the findings. 

 
LITERATURE REVIEW 
Existing research on the impact of catastrophic shocks 
such as Pandemics on MNCs mainly includes the 

following. First, such shocks will cause certain material 
losses. Basker and Miranda (2014) use census data from 
the US and find that the survival conditions of enterprises 
are directly proportional to the material losses as a result 
of catastrophic shocks such as floods and earthquakes. 
Besides, the more serious the shock is, the higher the exit 
rate. Second, some catastrophes also  affect the 
commercial property of MNCs, such as inventory and 
equipment. Further, MNCs’ order fulfillment and future 
sales are affected, an important reason for their  
bankruptcy or  business recovery. Additionally, 
catastrophes such as Pandemics impact the labor market 
and the upstream and downstream of the industrial chain. 
Therefore, the loss of employees and customers is an 
important factor affecting the recovery of enterprises 
(Corey and Liu et al. Frontiers of Business Research in 
China (2020). However, the impact of COVID-19 on 
MNCs has manifested in the uncertainty of the pandemic. 
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The number of cases in developed economies in Europe 
and the US has been climbing; therefore, the global supply 
and industrial chains have been blocked. The uncertainty 
in MNCs’ operations has increased. Meanwhile, the 
decline in investors’ risk tolerance has led to financing 
difficulties for MNCs, increasing their liquidity and debt 
default risks, and intensifying the fluctuation in economic 
operation. 
In summary, COVID-19 is special, and Pandemic 
prevention measures such as lockdowm have effectively 
prevented and controlled its spread; however, the real 
economy has been temporarily suspended. MNCs are 
faced with operational difficulties and are concerned with 
surviving this crisis. Under the present Pandemic 
situation, MNCs focus on saving themselves by attracting 
consumers and quickly converting their products into cash 
flow. Therefore, the process of MNCs fulfilling their CSR 
to gain consumer recognition and favor to in order to 
overcome this crisis is a challenge that all MNCs must 
tackle urgently. 

 
CSR disclosure refers to the concept, strategy, and 
methods by which enterprises fulfill their CSR, the direct 
and indirect impacts, and the achievements and 
deficiencies caused by their business activities in the 
economic, environmental, and social fields. In other 
words, it involves the display and reporting of information 
(Stuart et al. 2020). The disclosure of CSR activities by 
large global enterprises, through CSR annual reports and 
mainstream media reports, has become a common practice 
(Muslu et al. 2019). The CSR report is an important 
nonfinancial information disclosure carrier and 
communication platform between the enterprise and 
stakeholders (Stuart et al. 2020). 

 
The CSR includes innovations related to education, 
occupational health and lifelong learning (Schwartz, 
2017). On the other hand, corporate social responsibility 
means that the company cares for the well-being of its 
employees in a way that goes beyond the minimum 
requirements defined by law (Matten and Moon, 2004). 
According to Lindgreen and Swaen (2010), social 
responsibility can also be reflected in the company's 
efforts to ensure human rights and the employment of 
people who are at risk of exclusion. In general, CSR 
includes the actions that a company does without a legal 
requirement and without economic reasons obliging the 
company to act in that way - namely, voluntary actions 
and the company's desire to act responsibly (Lai et al., 
2010). On the other hand, social responsibility is not 
charity either, but rather the way a business takes into 
account the impact of its own activities on both the 
various stakeholders and the surrounding society. The 
principles of sustainable development can be considered 
as pioneers of solidarity. 

 
The philanthropic heart in the society strikes faster than 
ever before. Studies prove that more and more people, 
families and companies are initiating initiatives that serve 
the public interest (Cadbury, 2006). The way in which 

philanthropy is done also evolves include from digital 
philanthropy to expertise patronage, everyone contributes 
to a better society in his or her way (Crane and Matten, 
2007). Although corporate social responsibility is more 
than the polishing of corporate image, 61% of business 
executives have been held by the Central Chamber of 
Commerce as a very important motive for responsible 
activity, its impact on the company's image and  
reputation. Responsibility is also motivated by long-term 
economic benefits and the competitive advantage that is 
achieved by competing in competing with customers and 
the workforce (Carroll, 2015). However, the strongest 
motive for responsible activity was the interest of the 
company's management and the owners. 

 
Corporate social responsibility was considered more 
important in large than small businesses (Roy et al.,  
2015). The importance of the neighbourhood was 
emphasised in the operations of small companies. 
Business leaders considered it particularly important to be 
accountable for the products and services of the company, 
as well as for compliance with laws and norms (Carroll, 
1991). Important business executives also considered 
responsibility for the financial viability of the operation. 
Responsibility for staff welfare was seen as an important 
part of the company's social responsibility. 

 
The development of corporate social responsibility  and 
the employment of disadvantaged people can be 
approached from many directions (McWilliams, 2015). 
On the one hand, the emphasis can be on the means of 
professional rehabilitation and the effectiveness of 
different means, and on the other hand, the relationship 
between enterprises and social responsibility can be 
explored as a separate business model and to explore the 
extent to which the disadvantaged problems have become 
independent in corporate social responsibility strategies 
and practices (Bhattacharya et al., 2017). 

 
Environmental responsibility includes activities including, 
the fight against climate change, the protection of waters, 
air and soil, and the economical use of natural resources. 
The company's operations should save resources and 
respond to product life cycle (Grayson and Hodges, 2017). 
As production methods and technology evolves, industrial 
and energy production emissions to water, soil and air 
have declined decisively over the last twenty years. 
Developments have been guided by the requirements of 
environmentally  aware  customers and consumers 
alongside the tightening of environmental regulations 
(Cheng, Ioannou and Serafeim, 2014). The companies' 
own desire to manage the environment has also increased. 
Environmental issues are becoming an  important 
competitive factor; products will be better traded if the 
manufacturing company carries responsibility for the 
environment as well (Zentes, Morschett and Schramm- 
Klein, 2017). Demand for environmentally-friendly 
products and technologies is growing strongly and the 
manufacturing industry is a major employer in the future. 
According to Belal (2016), the most difficult aspect of 
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social responsibility is social responsibility. The European 
Commission includes social responsibility, such as 
innovations in workplace health, education and lifelong 
learning. Social responsibility includes, in particular, 
issues related to working life, staff and society 
(Kesharwani and Ravipati, 2015). These include employee 
well-being and know-how, working conditions, product 
safety and good practices. Many companies and external 
stakeholders consider it completely natural and aimed at 
making the company bear social responsibility beyond 
what is required by law (Manchanda, 2017). Companies 
are now being subjected to social responsibility more 
strongly than before (Jones Christensen, Mackey and 
Whetten, 2014). 

 
The employee satisfaction describes the attitude of an 
employee on his work environment (Alegre, Mas- 
Machuca and Berbegal-Mirabent, 2016). There is an 
internal comparison between what a person expects from 
their work environment and what they actually find. The 
term employee satisfaction is used primarily in business 
administration (Koys, 2001). The work and organisational 
psychology used synonymous with employee satisfaction, 
the term job satisfaction. The employee satisfaction 
analysis measures how employees and executives are 
emotionally attached to the business. Measurement of 
employee satisfaction is not an issue in itself, but from a 
managerial and internal communication tool, whose 
skilful use can affect employees' attitudes towards the 
organisation and their work (Edmans, 2011). Satisfaction 
in itself, however, does not mean that employees have a 
daily work experience that they enjoy doing their job or 
that they are fans of an organisation. 

 
Job satisfaction or dissatisfaction is closely linked to the 
loyalty of employees, as well as to the cost of wage or 
salary (Madlock, 2008). Satisfied employees are more 
loyal and less likely to be. Dissatisfied workers are, 
however, looking around the labour market, lagging 
behind and asking for more wages to compensate for 
disturbing situations. According to the report, the units 
remaining on their budget targets had been clearly inferior 
to management ratings than the units that had achieved the 
targets (Chen et al., 2006). In the personnel survey, 
leadership was a problem in both weak management and 
business culture. Deficiencies were found, for example. 
communication with superiors, knowledge of their own 
and company goals, and rewarding (Parvin and Kabir, 
2011). 

 
Loyalty is most likely to increase satisfaction with the 
organisation of work processes, career opportunities 
within the organisation and opportunities for job 
development. Satisfaction benefits also increase loyalty 
from other factors, but dissatisfaction with the benefits 
does not play a role as a push factor in leaving the job, 
such as relationships (Matzler and Renzl, 2006). The 
underlying reason for this breakdown is the basic 
observation of the psychological well- being research that 
it is best to look at feelings on two axes, in addition to the 

positive and negative factors, as well as the degree of 
activation. By combining these two dimensions, we have 
four different basic dimensions in which man can work: 
rest, stress, satisfaction and job suction. Satisfaction and 
satisfaction are both low levels of activation, but a 
welcoming employee has a positive attitude towards his 
work (Jun, Cai and Shin, 2006). 

 
Many HR managers still seem to be at a loss as to how 
such a bond can be achieved. Cash bonuses are often seen 
as part of the salary and lose their effect in conjunction 
with the total salary - a long-term motivation gain is 
missing. In addition to general attractiveness factors such 
as remuneration and working conditions, work content or 
development perspectives can act as motivators (Bauman 
and Skitka, 2012). 

 
For some companies, social responsibility development is 
more like a business case that is polished on the surface, 
while some companies want corporate responsibility to 
genuinely develop their business (Jamali and Karam, 
2018). Businesses believe in their own business and 
responsible operations to benefit from the long-term. The 
implementation of corporate social responsibility can 
eliminate the risks involved and thus influence the image 
of the company more far (Moon and Knudsen, 2018). 
Although taking into account organisational stakeholder 
considerations is essential in developing corporate social 
responsibility, it emphasises the importance of responsible 
business operations for the company's own operations and 
staff. Corporate social responsibility is a strong motive for 
the company's operations: responsible business activity 
increases the sense of work and the staff's pride in the 
company's own business (Pedersen, 2015). 

 
In addition to corporate responsibility, concepts of 
corporate responsibility and corporate citizenship have 
also been used (Crane and Matten, 2007). The starting 
point in thinking about corporate responsibility is that 
companies also have a responsibility for the local 
environment and different stakeholders. Corporate social 
responsibility is usually referred to as a liability that goes 
beyond law, that is to say, a form of business 
responsibility that goes beyond legal minimum 
requirements. Social responsibility refers to the company's 
responsibility for its employees and the surrounding 
environment (Jamali and Karam, 2018). This includes, for 
example, the development of working conditions and anti- 
discrimination measures. Social responsibility can also be 
seen in charity participation. One form of corporate social 
responsibility can be the employment of people with 
disabilities or (development) disabilities (Grayson and 
Hodges, 2017). Companies have developed a variety of 
reporting systems, recommendations and indicators to 
show their own social responsibility. Most of the reporting 
is focused on environmental responsibility. 

 
It should be noted that strategic communication about 
CSR activities is still weak. The opportunities and image 
potential offered by CSR to companies are hardly 
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exhausted (Kitada and Ölçer, 2015). The most used tool is 
corporate reporting, be it in the form of sustainability 
reports, social reports or chapters of the classic annual 
report. Dialogue-oriented measures in the form of 
meetings, public discussions or presentations on the other 
hand are rather rare. One reason is certain that many 
companies have not yet established and implemented CSR 
strategies, another that companies fear that they will be 
unjustifiably exposed to critical scrutiny and criticism by 
the media and the public through an open discussion of 
their CSR activities (Morsing and Perrini, 2009). 

 
The importance of corporate social responsibility has 
changed in recent years. A few years ago, Corporate 
Social Responsibility was limited to social responsibility 
in the regional environment of a company (Saeidi et al., 
2015). CSR, on the other hand, has expanded according to 
the European Commission's Green Paper. In addition to 
social responsibility, an environmental dimension has 
been added. Modern understanding also adds to the 
economic dimension (Matten and Moon, 2004). CSR 
activities should create a generable system that retains its 
essential properties and can naturally regenerate its 
existence. The ecological component is therefore essential 
and cannot be compensated by the social component 
(Cadbury, 2006). It depends on the way of doing business 
and not on which social projects the company promotes 
afterwards with the profit (Cheng, Ioannou and Serafeim, 
2014). 

 
The reputation of the company has a significant impact on 
its value, and a reputable company attracts the best 
employees (Cheng, Ioannou and Serafeim, 2014). 
Investors also see a risk of irresponsibility, which 
undermines the company's financing potential. In the area 
of employer attractiveness, employee retention and 
employee satisfaction, CSR is an important key element, 
as a study by Singhapakdi et al. (2015) confirmed. There 
was a significant positive correlation between CSR and 
employee retention, as well as between CSR and company 
performance. Activities such as social and environmental 
engagement, respect for the well-being of the workforce, 
the inclusion and fulfilment of community needs, as well 
as the environmentally conscious production of quality 
products raised employees' morale and motivation and 
making them feel committed to the company (Berad, 
2011). 
The impact of Corporate Social Responsibility (CSR) on 
(potential) employees has been poorly researched so far. 
(Dawkins and Lewis, 2003) CSR aims for a sustainable 
corporate strategy that reconciles ecology, economy and 
social issues. Often, the positive external impact of CSR 
measures is discussed; CSR can also increase the 
attractiveness of a company internally and help to attract 
and retain employees (Rettab, Brik and Mellahi, 2009). It 
is therefore important that measures such as corporate 
social and personnel policy are not taken in isolation, but 
are an element of a long-term corporate strategy. Only 
then an investment in the CSR pillar "Social" to increase 
the employer attractiveness sustainable and brings the 

companies also a demonstrable economic advantage (Du, 
Bhattacharya and Sen, 2010). 

 
RESEARCH METHODOLOGY 
According to Smith, (2012), a research methodology is a 
systematic procedure for identifying, selecting, processing 
and analysing information collected for the study. The 
research methodology section ensures that the whole 
research is valid and reliable. In the current study, a 
research methodology is drafted to understand the impact 
of corporate social responsibility (CSR) on the satisfaction 
level of employees working in multinational corporations 
of UAE.. 

 
There are certain beliefs that a researcher has regarding 
how the data for the research is gathered, interpreted, 
analysed and utilised (Howell, 2012). This belief is termed 
a research philosophy. Epistemology and Doxology are 
the two important concepts that need to be understood 
while choosing the research philosophy. A “known to be 
the truth” is known as Epistemology (Martin, 2014), 
whereas Doxology is the “belief to be the truth” (Parsons, 
2015). The journey of transforming Doxology to 
Epistemology under an appropriate research approach and 
research philosophy is the main aim of any research. 

 
There are four types of research philosophies, namely, 
positivism, realism, interpretivism, and pragmatism. The 
research philosophy suitable for the current study is 
positivism. The reason to choose positivism for the  
current study is that it is inclined to use the statistical 
calculations to conclude determining the relation between 
independent variable, i.e. CSR and the dependent variable, 
i.e. employee satisfaction. The use of positivism will help 
to answer the main research question, i.e. the impact of 
corporate social responsibility (CSR) on the satisfaction 
level of employees working in multinational corporations 
of UAE from an objective viewpoint rather than a 
subjective viewpoint. 

 
Since the current research is utilising positivism. 
Therefore, the best research strategy for the study will be 
deductive research. This approach will help the researcher 
to specify the general information available regarding the 
research question, hence, allowing the researcher to 
generate a better and concise hypothesis (Sekaran and 
Bougie, 2016). Another reason to choose this  strategy 
over the others is that it will ensure that the overall study 
complies with the research objectives. 

 
For the current study, the best-suited method alongside the 
positivism and deductive approach is a quantitative 
method. According to Saunders et al. (2009), a research 
method should be chosen based on the research approach 
and philosophy. Hence, a quantitative methodology will 
help to give the results in a quantifiable manner. Also, 
representing the numeric values in the forms of responses 
regarding the CSR activities and employee satisfaction 
upon which the hypothesis will either be approved or 
rejected. 
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Measurement tools to utilised to collect the data for the 
research is known as a research instrument (Birmingham 
and Wilkinson, 2003). Scales, questionnaire, interviews, 
etc. are few of the types of measurement tools. The  
current study utilises both the primary data collection and 
the secondary one. To collect primary data for the study, a 
5-point Likert scale-based questionnaire will be filled by 
the participants. The research questionnaire contains all 
the necessary questions that are required to answer the 
main research question. A 5-point Likert scale will have 5 
options where 1= strongly agree, 2 = agree, 3 = neutral, 4 
= disagree, and 5 = strongly disagree. This 5-point Likert 
scale will ensure that the positive and negative impacts of 
the study are easily calculated. The secondary data will be 
extracted from authentic journals, articles, newspapers, 
books and published papers. 

 
Regarding the current study, a non-probability sampling 
will be used. Non-Probability sampling is the one that 
does not give equal chances of selection to the individuals 
present in the study (Wolf et al., 2016). The reason to 
choose this sampling is that the sample size is large, i.e. 
250 respondents. Hence, to save time and bring better 
results this sampling will be used. The chosen sampling 
technique for the study is a convenience sampling 
technique. According to Etikan, Musa, and Alkassim, 
(2016), the convenience sampling technique helps to 
collect data from the population that is readily available. 
The reason for choosing the convenience sampling 
technique is that it saves much time on the data collection 
and hence, more time can be given to the data analysis. 

 
A total of 250 respondents were taken into consideration 
for filling the questionnaire. These 250 respondents were 
emailed the questionnaire after taking their utmost consent 
and answering all their questions regarding their 
information privacy and confidentiality. The consent form 
also informed the respondents how their information 
would be used during the study. A consent form was 
signed first by the respondents then the questionnaire was 
emailed to them. 

 
The current study utilises quantitative research method; 
therefore, SPSS will be used to analyse the data. The 
current study aims to find the impact of CSR on the 
employee satisfaction in the UAE specifically. Therefore, 
frequency analysis, descriptive statistics, correlation 
analysis, and regression analysis have been carried out. In 
particular, the relationship and strength of association 
between the variables have been tested through correlation 
analysis whereas the element of impact has been tested 
through regression analysis. 

 
RESULTS 
The findings of this research have been presented in 
tabular and graphical forms to help the readers 
comprehend the findings, in addition to understand the 
overall impact of CSR activities on the satisfaction level 
of employees in the Covid-19 age, especially in reference 

to multinational corporations operating in United Arab 
Emirates. 

 
Demographic Analysis 

Table 4.1.1. 
 

The questionnaire was distributed to a total of 250 
participants (employees) from multinational companies 
operating in United Arab Emirates, and found that 50 per 
cent of the employees that completely filled the 
questionnaire were males; meanwhile the remaining 50 
per cent were females. By reflecting on the gender of the 
participants, it can be argued that the study has considered 
the inclusion of both genders, rather than restricting the 
study to just one gender 

Table 4.1.2. 
 

 
In this context, 44 employees were in the age range of 20- 
25 years, 53 employees were in the age range of 26-30 
years, 58 employees were in the age range of 31-35 years, 
48 employees were in the age range of 35-40 years, and 
lastly 47 employees were in the age range of 40+ years. 

Table 4.1.3. 
 

 
The demographic questions also included the element of 
education, and found that 77 employees held graduate 
degree, 96 employees had post-graduate degree, and the 
remaining 77 employees had master’s degree.  This 
implies that the participants considered for the study were 
well-educated, which means that the findings are reliable 
and can be considered for further investigation. 

Table 4.1.4. 
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For this study, 37 employees had 1-3 years of experience 
in the respective field, 49 employees had 4-6 years of 
experience in the respective field, 64 employees had 6-8 
years of experience in the respective field, 43 employees 
had 8-10 years of experience in the respective field, and 
57 employees had 10+ years of experience. 

 
Correlation Analysis 

Correlation analysis was conducted to demonstrate the 
strength of association between the variables and the 

nature of their relationship. In this context, the correlation 
analysis found that there exist strongly positive (uphill) 
linear relationship between philanthropic responsibility 
and other variables of environmental responsibility, 
welfare, and employee satisfaction. In particular, the 
decision related to the strong strength of association was 
reached based on the Pearson Correlation values of 0.954, 
0.959, and 0.951 respectively; whereas the positivity was 
deduced from the sig. (2-tailed) value of 0.000 for each 
variable. 

 

Table 4.2.1 

 
 

In reference to the variable of environmental 
responsibility, the study also found that the variable had 
strongly positive (uphill) linear relationship with 
philanthropic responsibilities, welfare, and employee 
satisfaction. In particular, the decision related to the strong 
strength of association was reached based on the Pearson 
Correlation values of 0.954, 0.963, and 0.961 respectively; 
whereas the positivity was deduced from the sig. (2-tailed) 
value of 0.000 for each variable. On the other hand, the 
variable of welfare showed demonstrated strongly positive 
(uphill) linear relationship with hilanthropic 
responsibilities, environmental responsibilities, and 
employee satisfaction. In particular, the decision related to 
the strong strength of association was reached based on 
the Pearson Correlation values of 0.959, 0.963, and 0.951 
respectively; meanwhile the positivity was deduced from 
the sig. (2-tailed) value of 0.000 for each variable. The  
last variable for the correlation analysis was the employee 
satisfaction and it also demonstrated strongly positive 
(uphill) linear relationship with the variables of 
philanthropic responsibilities, environmental 
responsibilities, and welfare. In particular, the decision 
related to the strong strength of association was reached 
based on the Pearson Correlation values of 0.951, 0.961, 
and 0.951 respectively; meanwhile the positivity was 
deduced from the sig. (2-tailed) value of 0.000 for each 
variable. 

 
Regression Analysis 

Regression analysis, in this study was conducted to 
demonstrate the overall impact of CSR activities and its 

constructs of philanthropic responsibilities, environmental 
responsibilities, and welfare against  employee 
satisfaction. In this context, the first statistical test 
conducted was the model summary, which helps in 
explaining the overall capabilities of the independent 
variables to explain the variations in dependent variable. 
From the following graphical representation, it became 
evident that the R Square value was 0.938, which suggests 
that the predictors of philanthropic responsibilities, 
environmental responsibilities, and welfare can elaborate 
and explain 93.8 percent of the variations in the employee 
satisfaction levels. 

 
Table 4.3.1 

 

The second statistical test that was conducted in relation  
to the regression analysis was Analysis of Variance 
(ANOVA), which helps in explaining the fitness of the 
regression model. From the following graphical 
representation, it has become evident that the significance 
value was 0.000, which is considered to suggest that the 
regression model is fit for analysis. 
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Table 4.3.2 

 
The last statistical test is of Coefficient, which helps in 
explaining the impact of independent variables, on 
individual basis, on the dependent variable. The 

significance value is very important, as value greater than 
0.05 implies that the variable has no significant impact on 
the dependent variable. Judging from the significance 
value, as mentioned in the following table, it has become 
evident that philanthropy has significantly positive impact 
on the satisfaction levels of employees; meanwhile the 
beta value has indicated that 1 unit change  in 
philanthropic responsibilities can lead to 30.1 percent 
change in the overall satisfaction level of employees. 

 

Table 4.3.3 
 

 

On the other hand, the variable of environmental 
responsibility had a significance value of 0.000, which 
indicates that the variable has significantly positive impact 
on the satisfaction levels of employees; meanwhile the 
beta value has indicated that 1 unit change in 
environmental responsibilities can lead to 51.2 percent 
change in the overall satisfaction level of employees; 
whereas in the case of welfare, the significance value of 
0.05 also indicates that the variable has significantly 
positive impact on the satisfaction levels of employees. In 
addition, the beta value has helped in understanding that 1 
unit change in welfare responsibilities can lead to 19.9 
percent change in the overall satisfaction level of 
employees. 

 
DISCUSSION 
This study makes a positive theoretical contribution to the 
relevant literature on CSR under COVID-19 Pandemic. 
First, although some studies have explored the impact of 
catastrophic (earthquakes, flash floods, among others) 
shocks on the operation of MNCs (Corey and Deitch 
2011), COVID-19 has unique characteristics, primarily 
due to its long duration and large coverage area. Although 
Pandemic prevention measures such as lockdown have 
been effective in preventing its spread, they have also 
caused MNCs to suspend their operations to a certain 
extent. MNCs have faced operational difficulties in the 
past, but now, they face a crisis for survival. Thus, it is 
difficult to apply the conclusions of previous Pandemic 
research to COVID-19 situation. Besides, previous 
studies, from the of MNCs fulfilling their ICSR, that 
explore ways to change the situation of MNCs under an 
Pandemic are relatively scarce. Therefore, in the context 

of COVID-19, from the perspective of MNCs fulfilling 
 

their ICSR, this study explores the impact of the ICSR 
disclosure of MNCs on employees satisfaction, which 
enriches the research results on enterprise crisis 
management. Second, this study proposes and 
demonstrates the mediating role of perceived enterprise 
self-sacrifice. On the one hand, previous research on self- 
sacrifice has focused on the impact of leaders’ self- 
sacrifice on organizational behavior (de Cremer and van 
Knippenberg 2004; Jin and Lee 2019; Mulder and 
Nelissen 2010; Thomas et al. 2016) and the impact of self- 
sacrifice on partner relationships in the field of social 
psychology (Chantal and Mark 2003). 

 
On the other hand, it has broadened the theoretical 
research perspective on the post-disaster psychological 
variables of social responsibility in the industry. In 
previous studies on CSR, scholars have already discussed 
the psychological consequences of perceived social 
responsibility (Farooq et al. 2014), enterprise identity 
(Story and Neves 2015), among others. However, the CSR 
of MNCs is mostly examined under major public events. 
The psychological mechanism of change has not attracted 
the attention of scholars. This study is based on the theory 
of selfsacrifice. Further, it verifies that under COVID-19, 
MNCs can actively fulfill their CSR. Employees perceive 
enterprise self-sacrifice and believe that enterprises have a 
noble morality and sense of responsibility, resulting in 
spillover effects that enhance the overall employees 
satisfaction.The findings of the study has helped in 
understanding the importance of CSR and its  constructs 
on the satisfaction level of employees in the age of Covid- 
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19, especially in reference to case of multinational 
corporations operating in United Arab Emirates. From the 
analysis and the overall study, it can be argued that 
corporate social responsibility means that the company 
must introduce several initiatives, not just for the purpose 
of economic benefits, but also for the well-being of its 
employees as well as other members in the society that 
goes beyond the minimum requirements as defined by the 
regulations and laws of countries. 

 
This study eloborates that corporate social activities and 
performance during Pandemic can influence employee job 
satisfaction. In other words, there is considerable 
statistical evidence to support the notion that the mere fact 
that an organisation engages in social responsibility 
practices that serve the environment, community, and 
society has a positive effect on the job satisfaction of its 
employees. Employees analyse the actions of the 
organisation and what they perceive influences reaffirm or 
diminish their identity with it. The corporate social 
performance of an organisation indicates how much is 
being involved in social responsibility practices, which is 
perceived by its employees. This type of practice is 
perceived favourably because employees see it as a sign  
of social sensitivity in the company to which they belong. 
Therefore, corporate social performance is valued by its 
employees who respond positively to the organisation 
increasing their job satisfaction. 

 
Conclusion 

The practical contributions of this study mainly concern 
MNCs at the top level. First, fulfilling CSR is a rational 
choice for MNC’s to find a new way out of difficulties. In 
the Internet era, the dispersal of information has changed, 
and the boundaries of organizations show “fuzziness. The 
Pandemic has had a great impact on the normal operation 
of MNC’s, regarding the production or sales activities or 
the daily work of employees. MNC’s need to respond 
actively, open resources, reduce expenditures, stabilize 
their cash flow, and ensure their survival in the Pandemic. 
Under circumstances where other factors are established, 
MNC’s should actively fulfill their CSR and find new 
ways out of the predicament. 

 
Second, paying attention to and implementing CSR in an 
Pandemic situation is conducive to establishing brand 
image and enhancing employees’ job satisfaction and 
contentment. According to the findings of this study, 
under the impact of the Pandemic, MNC’s face 
difficulties. Therefore, within their ability, MNC’s need to 
protect employee interests first and actively fulfill their 
CSR to establish a good enterprise brand image. Such an 
image can help enterprises survive the Pandemic and 
usher in greater development opportunities after the 
Pandemic. The Pandemic has played a positive role in 
promoting forced change, and under such pressure, 
MNC’s should actively fulfill their CSR, turning the threat 
into an opportunity. 

Third, MNC’s should promptly disclose their CSR 
activities to improve employees satisfaction level with 
their jobs. At the same time, MNC’s should also pay 
attention to reasonable and effective publicity. According 
to the findings of this study, MNC’s should publicize their 
CSR and objectively display their difficulties. They  
should fulfill their CSR and be aware of “good welfare” 
and “bad influence.” Only by letting employees know the 
difficulties of the enterprise can they truly understand that 
the enterprise is sacrificing its interests to protect the 
interests of its employees, thus preventing public opinion 
in which people question that the enterprise blindly 
improves its internal welfare by neglecting its social 
responsibility, which is a show to deceive employees. 
Furthermore, this study found that philanthropic activities 
as a part of CSR policies in the times of Pandemic tend to 
enhance trust of employees in the company and its brands. 
It can be fairly assumed that employees consider relate to 
the philanthropic activities and consider own self as a part 
of the company that focuses on community betterment. 

 
Fourth, a crisis management mechanism should be 
constructed, including the establishment of a plan, 
provision for a reserve fund system, and an early warning 
mechanism. Once a crisis occurs, MNC’s can prepare and 
react quickly, and enterprise losses can be reduced to the 
minimum. This study also concludes that CSR activities  
of the companies with environmental responsibility tend 
to have a positive impact on employer brand specially in 
times of crisis. Companies are able to attract high quality 
talent with a perception that they are socially responsible 
employers. This study also concludes that reducing 
environmental footprints can work in favour of MNCs to 
keep their employees engaged with the business and its 
operations. 

 
Furthermore, this study found that philanthropic activities 
as a part of CSR policies in the times of Pandemic tend to 
enhance trust of employees in the company and its brands. 
It can be fairly assumed that employees consider relate to 
the philanthropic activities and consider own self as a part 
of the company that focuses on community betterment. 

 
Future Research Recommendations 

This study has conducted a comprehensive quantitative 
design based study, however, there are certain limitations 
based on which this study makes recommendations for 
further research in the area of CSR and its impact on 
employees performance and satisfaction. Firstly, this  
study has focused on quantitative empirical evidence only 
and therefore it lacks qualitative evidence about how 
employees feel and perceive corporate CSR activities. 
Therefore future researchers are recommended to conduct 
qualitative design based studies. Furthermore, it is also 
recommended that future researchers involve more diverse 
stakeholders in the research process as this study involves 
on one stakeholder. Furthermore, this study also 
recommends that future researchers may endeavour to 
gather evidence regarding which CSR activities are best 
suited for the purpose of employee performance. 
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Limitations of the study 

One of the limitations of the study is that it’s only being 
carried out in the context of the UAE that too only with 
250 respondents, hence the study is limited regarding the 
region. Secondly, If future research can use panel data 
from CSR annual reports issued after the epidemic, it can 
be more intuitive to compare the impact of enterprises’ 
ICSR on employees satisfaction level at different points 
before and after the epidemic. The sample size of the 
study is although small, but it is high for the sole 
researcher to manage. Therefore, the data analysis was 
needed to be done in a limited span of time. Finally, as the 
Pandemic has not yet ended, whether employees’ 
satisfaction and positive attitudes toward enterprise 
actionss will translate into improved performance after the 
Pandemic still needs further research in the future. 
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