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SOCIAL RESPONSIBILITY AND CITIZENSHIP
IN STRATEGIC MANAGEMENT

ABSTRACT

Recently, organizational citizenship behavior such as
sharing knowledge and complying with procedures
has become increasingly important as a source of
competitive advantage. While encouraging employees
to act in line with the organizational goals both in
terms of result and competencies, organizations
emphasize human resources and knowledge
management so that integration for innovative solutions
to business problems may be possible in the globalizing
economy. Meanwhile, compliance with the norms of
stakeholders concerning issues such as consumner and
employee rights and environmental safety in developing
countries are often the top issues of corporate
citizenship.

Following Matten & Crane, I have regarded corporate
citizenship in a broad sense which emphasizes the
role of a corporation in administering individual
citizenship rights that distinguished it from corporate
social responsibility. Such a definition reframes the
citizenship by acknowledging that the corporation
administers certain aspects of citizenship for other
constituencies. These include traditional stakeholders,
such as employees, customers, or shareholders, along
with wider constituencies with no direct transactional
relationship to the selected organization.

Most studies on organizational citizenship are either
focusing on personality aspects of employees or on
organizational culture. This study aims at contributing
to the literature by examining this important and
diffuse issue empirically and paves the way for
clarifying the conceptualization of organizational
citizenship attitudes and behaviors. This research is
driven by the supposition that people choose to engage
in authentic organizational citizenship behavior rarely
since most employees feel insecure about their jobs
and positions and consequently their motives may
either have hidden agenda for personal gain by
impressing others or looking good to their superiors.

Miiberra YUKSEL
Kadir Has University, Turkey

Building upon prior studies on citizenship in Turkey,
I aim at showing the perception of employees about
organizational citizenship in a developing country
Jframework empirically. I will analyze the perceptions
on organizational citizenship based on results of the
survey of employees in the finance sector in Istanbul,
Turkey. My first assumption is that citizenship has to
increase the awareness of their employees as internal
customers and investors as internal stakeholders and
then spread it out to external stakeholders.
Consequently, my second assumption is organizational
citizenship precedes corporate citizenship. Thus, an
effective human resource management that enables
and cascades down corporate values and priorities
is presumed to be a precondition for employees. 1
expect that identification will be high particularly
among employees who believe both in the significance
of their future role and competencies in terms of their
career and their corporate status within the selected
Jjoint-venture bank.

I have aimed at analyzing identification mainly from
two perspectives: the social identity and organizational
impression management theories. There are generally
two sets of psychological dimensions: normative and
perceptual. The first aspect is about social
developments and commitments particularly at work
that provide expectations and limitations, the latter
is about personal cognitive processes and perceptions
that help to interpret and organize information,
particularly on the image of organization as well as
employees' self concept. Drawing upon social identity
theory, I argue that the salience of organizational
identification leads to greater commitment and
organizational citizenship behavior.

Organizations set categories defining the prototypical
attributes associated with organizational identification
and citizenship that become the salient dimension in
emplovyee's social identities through sanctions a well
as incentives. The status associated with the firm
influences employee's perceptions of self-esteem and
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deference. While the first reflects assessments of the
status of the organization and adequacy of its
procedures, the latter shows how an employee is
judged and recognized by others, trust and
organizational justice. Such evaluations influence the
extent to which employees are engaged in their work
and/or company and develop their competencies,
consequently, they may become first "organizational”
and then "corporate” citizens or vica versa.

In this vein, an empirical research in this field of
corporate communications may pave the way for a
better understanding on employees’ attitudes on
citizenship and its impact on their organizational
identification as well as their alignment with
organizational codes of conduct. Organizational
citizenship may facilitate organizational identification
not only because it enhances the perceived
organizational identity, but also because it is
contributing to an affirmative external image of the

firm.

On the whole, in this paper [ argue that organization-
oriented behavior is linked to the role organizations
play in defining employee's social identities, given
that the organization follows the ground rules and
codes of conduct that are cascaded down through
organizational culture. I aim at explaining the
intangible features of commitment to work as well as
to organizations in a particular case study with a
social identity and work values focus. The normative
aspects of organizational citizenship emphasizing
complying with procedures, on one side and the
perceptional measures concerning achievement,
appreciation and procedural justice on the other are
expected to be the main determinants of organizational
belonging and citizenship.

Key Words: Organizational Citizenship, Corporate
Citizenship, Impression and Social Identity.

INTRODUCTION

In the globalization process corporations have been
gaining influence, often without engaging in the
improvement of the common good for all stakeholders.
Along with the affirmative impact of globalization,
the negative effects of foreign investment to various
stakeholders such as the environmental damage,
financial market instabilities, exploitation of both
employees and consumers, cultural hegemony, erosion
of local culture and community have increased the
debates on the accountability of foreign corporations
and joint ventures (Matten, D & Crane, A 2004) It is
no longer sufficient for corporations to behave fine in
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developed countries, while violating basic norms of
worker, consumer, environmental and community
protection elsewhere. Corporate Citizenship (CC)
functions as a new way of presenting existing concepts
of Corporate Social Responsibility (CSR) but applied
to a wider and further set of issues (Kalkan & Yiiksel,
2007).

Corporate citizenship focuses on corporate
responsibilities; however, CC comprises of individual,
social, civil and political citizenship rights and
obligations that are conventionally granted and are
transnational most of which are protected by national
polities and governments (Matten & Crane, 2005:
166). There are numerous conceptual and operational
definitions of corporate citizenship; we have employed
Maignan and Ferrel's (2005) definition which
emphasizes stakeholder management theory in our
preliminary evaluations through in depth interviews
with managers in our case study. We emphasized the
legal, economic, and ethical along with the most
significant discretionary responsibilities imposed upon
the financial institutions by stakeholders such as
employees, shareholders, business partners, suppliers,
customers, competitors, legal and public authorities
and local communities. We have checked the
documents related with corporate citizenship and then
decided that the most promising stakeholders are
traditional internal ones, i.e., the shareholders, partners
and employees.

The transnational conception of globalization proposes
the existence of a global system comprised of
multinational corporations or transstate enterprises.
MNC:s are the basic units of analysis and building
blocks of this process. They operate cross-state
boundaries both in their home and host countries.
Analytically, they practice in four spheres, the
economic, the legal, the political, and the cultural-
social. They are often globalizing in terms of foreign
investment, benchmarking and best practices, global
vision and consumer citizenship along with corporate
citizenship. A major goal is to provide a regulatory
framework to constrain the operation of transnational
forces of business so that the protection of the global
commons, the erection of a global safety net for the
vulnerable constituencies, and the like. Meanwhile, a
major shift on the aspirational side of citizenship
involves a movement from an emphasis on space to
an emphasis on time. Such a shift corresponds to the
exhaustion of government as a sole source of innovative
problem-solving with respect to fundamental social
welfare concerns. It also reflects the impact of
economic globalization, and the current absence of
countervailing political possibilities, yet the need for
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citizenship behavior in a case study within the Turkish
sociocultural context.

I think that in a country like Turkey where "social
desirability" is high and people underline social
belonging and perception of others, employees often
play the role of "actors" or "soldiers". The former acts
and looks as if and often prefers behind-the-scenes
activities and the latter obeys and complies to the
procedures out of duty without taking full responsibility
or internalizing the values of citizenship. We suggest
and hypothesize that 'the good corporate citizen' may
align in congruence with the expected values of the
organization and workgroups and commit himself or
herself both to work and organization through
empowerment and trust.

Allen and Meyer (1990) studied and operationalized
organizational commitment as a multidimensional
construct comprised of push and pull factors. The
push factor is continuance commitment which focuses
on one's awareness of the sunk or opportunity costs
associated with leaving the present organization and
the job. I have only considered the two pull factors:
emotional attachment and normative commitment
since the first is about participation in and
identification with the organization, while the other
is about the responsibilities or obligations of
employees to the organization based on norms and
values (See Exhibit 1).

One reason as to why I have omitted the push factors
including continuance commitment criteria is based
on the emphasis of affirmative psychological aspects
in our literature review. These are two sets of
psychological dimensions: normative and perceptual.
The first aspect is about social developments and
commitments particularly at work that provide
expectations, the latter is about personal cognitive and
affective processes that help to interpret and organize
information, particularly information bearing on the
image and reputation of organization as well as the
employee's self concept.

Empirical research done by both professional
researchers and academicians' findings about Turkish
employee behavior also support that pull factors have
more weight on attracting, retaining employees (AC
Nielsen, 2001 and 2006) and the normative and
affective commitment variables are related with
organizational commitment as well as citizenship
behavior (Cetin, 2004 & Balay, 2000). As for
corporate social responsibility activities, while the
public at large gives priority to education and training

projects, and then to health, environment and violence
within the family, the business world also emphasizes
education and goes on with increasing the awareness
of social morality, social security and health as the
other top issues. On the whole, both corporate
citizenship and/or organizational behavior is
conceptually confusing since it is related with
theoretical concepts such as transformational
leadership, organizational culture, organizational
commitment, empowerment, procedural justice,
motivation, job satisfaction, personality, conflict and
team management. However, I have mainly used
Organ's operationalized construct for this paper (See
Exhibit 2).

EXHIBIT 1.
MODEL 1: Organizational Commitment

(1) Normative commitment items

COMPLIANCE
&SECURITY

N

Organizational Commitment
Values

CHALLENGES&
EMPOWERMENT

SELF-ESTEEM&
SOCIAL DEFERENCE

RECOGNITION
&TRUST

(2) Affective commitment items & Social Identity items

CRITERIA -Based on Allen&Meyer's Affective&Normative
commitment items adopted to Social Identity values

EXHIBIT 2.

Model 2: Organizational Citizenship

(11?(1;2(1)1;;;/ (Civic Virtue&
N 'Voluntary involvement )
Support of Others)

v

¢ (Conscientious

Initiative)

(Courtesy ol

sharing Organizational

knowledge& o) : :
organizational Citizenship Behavior|

support)

(Sportmanship
&Contlict

Criteria - Based on Organ's operationalized items
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METHODOLOGY & FINDINGS

Despite the fact that there is no single, commonly
agreed definition, indicators and metrics of CC, in the
study I have tried to develop a tool based on the
Maignan (2005) CC definition for the evaluation of
corporate citizenship activities in the foreign
companies. Combining CSR and Stakeholder
management theory, Maignen defines it as the extent
to which businesses assume the economic, legal, ethical
and discretionary responsibilities imposed on them
by their various stakeholders including employees,
shareholders, business partners and suppliers,
customers, competitors, public authorities and NGOs
representing local communities, environment. I have
first conducted in-depth interviews with top and middle
managers to determine the CC practices and codes of
conduct. Exhibition 3 presents the 12 elements of CC
as the sources of guidance and checklist used in the
research. Some corporate citizenship elements are
established from CSR indicators (Welford; 2005),
some of them selected through consideration of many
voluntary or regulatory international, regional or local
standards, codes of conducts, initiatives, declarations
and conventions which represent the source and further
information about each element and they are provided
in the second column.

By and large, elements of employee rights within the
company's own operations all commonly found as
policies in the selected bank. This can probably be
explained by the fact that these policies are required
by Turkish law as well as financial reporting to the
Banking Audit Commission, Stock Exchange
Commission and the like. The policies about the
protection of human rights within the company's own
operations, prevention on child labor and forced labor
in the workplace is found important, while policies
on profit-sharing and share ownership schemes are
not introduced yet. The interviewed managers
mentioned policies on non-discrimination in the
workplace and responsible recruitment practices and
equal opportunities statements and implementation
plans consisting equal pay and career prospects for
women. The rate about working standards like
statement on normal working hours, maximum
overtime and fair wage structures is not that clear,
though. Staff development, in-house education and
vocational training, lifelong learning, empowerment
of employees, better information flow throughout the
company is also rather high.

When it comes to an examination of transparency and

accountability there are written policies. This might
come from the fact that corporate accountability often
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refers to legal obligations on banks imposed by
governments such as regular reporting for auditing to
make management accountable to shareholders in the
narrow sense. The moral obligations towards all
stakeholders about any transaction are generally
overlooked. Although policies and procedures
concerning codes of conduct (including bribery and
corruption) along with core competencies of employees
and relevant training programs are highlighted, training
programs to promote corporate citizenship has not
commenced yet.

Most of the policies concerning employee rights
including profit-sharing schemes are adequately
implemented. Most of these policies are required by
Turkish Labor Law and finance sector has gone through
a restructuring and auditing after a sequence of crises.
Still, awareness of OECD Guidelines, ILO convention,
EU Green Paper as sources of guiding principles was
relatively higher than anticipated, probably due to the
transformation process (See BCG, 2005 Survey on
Corporative Governance for a general picture of

Turkey).
EXHIBITION 3.
C | Our company operatingin | Source of Guidance
H | Turkey has written International standards, codes
E policies, procedures and of conducts, initiatives,
practices in the area stated | declarations and conventions
C | below principles ext.
K
list| INTERNAL ASPECTS
A) Employee

The protection of human
rights within the
company's own
operations

UN Universal Declaration of
Human Rights,

UN Global Compact,

SA 8000, Turkish law

Prevention on child labor

UN Universal Declaration of

and forced labor in the Human Rights,
workplace SA 8000, CEPAA,
Turkish law

Profit-sharing and share
ownership schemes

EU Green Paper

Non-discrimination in the
workplace & during
recruitment practices, etc.

ILO Convention,

SA 8000

Global Compact,
CEPAA, Turkish law

Equal opportunities
statements and
implementation plans
equal pay and career
prospects for women, etc.

Convention 100,110 and 111,
SA 8000, CEPAA
Turkish law

Statement on normal
working hours, maximum
overtime and fair wage
structures

TLO Conventions 1,30
and 47,

Global Compact,SA 8000
CEPAA, Turkish law

The right of freedom of
association, collective
bargaining and
complaints procedures

TLO Convention 98
OECD Guidelines
CEPAA, Turkish law
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alternatives with normative content, both to moderate
the cruel effects of the global market and to give
impetus to reformist perspectives (Falk 1993).

The Relation of Competitive
Strategy, Corporate Governance
and Social Responsibility

While corporate governance as a construct is quite
new to our daily business language, it is an all-
embracing concept including strategy and performance
of the organization along with managerial control and
accountability. Effective business processes and
strategies result in higher business performance. Yet,
competent behavior is the enabler that makes both
strategy and process work. Effective performance
demands appropriately effective behavior and priorities.
In other words, efficient organizational change and
corporate governance certainly requires effective
change in corporate culture and values. That is easy
to say but rather difficult to do since defining,
understanding, observing patterns of behavior and
measuring values are all challenging issues. Still,
good corporate governance is only achieved if strategic
policies as well as processes at work are in line with
the values at work. Otherwise, improvements or
implementations are either incomplete or they are not
sustainable due to misalignment of business ethics.
For instance, without a certain degree of accountability
and transparency to stakeholders, meaningful
constructive feedback, interaction, any kind of
evaluation or building trust would not be possible.

The shareholder-centered model used in America
includes more dispersed ownership, strong legal
protection for shareholders and indifference to other
stakeholders. The hybrid model combines features
from both the shareholder and stakeholder models,
defined by a less clear separation between dispersed
ownership and managerial control. In other words,
stakeholders have more influence over the operation
of the company. Turkish corporations just like French
companies are often criticized for a governance
approach that involves an intricate network of public
agencies, large firms and banks. Ts globalization more
about leveraging differences in an increasingly
borderless world or is it about convergent codes of
conduct. There is an important connection between
corporate governance, the competitive strategy of
firms and its sustainability (Bay & Kiiski, 2006).

With increasing globalization, corporations and banks
-domestic or foreign- have been growing with little
or no concern for stakeholder interest and their common

good. After numerous scandals questioning the
accountability of multinational operations of service
and manufacturing companies, lately, the norms of
stakeholders concerning issues such as environment,
consumer or employee rights are expected to be strictly
followed in developed countries. A global ranking
report indicates that even the world's largest companies
have a weak record on corporate governance and
stakeholder management and their corporate social
responsibility (FT, June 23rd 2004). Likewise, the
situation is not hopeful in Turkey (BCG; 2005). That
is one reason I wanted to probe into this topic to be
able to determine where the bank in this paper is
standing.

Unfortunately, in developing countries, domestic as
well as foreign companies/banks often adhere to these
standards in a limited way or violate some of these
norms. Although there are lots of corporate social
responsibility projects, most of them are not aligned
or integrated with corporate strategy or culture. Hence,
corporate citizenship captures more precisely what is
framed by corporate social responsibility in a limited
or extended way (Carroll; 1998). For the sake of
brevity and confidentiality, however, I have limited
my inquiry to employees' perceptions and focused on
organizational citizenship and individual values rather
than those of corporate citizenship.

In this paper I argue that organization-oriented behavior
is linked to the role organizations play in defining
employee's social identities, given that the organization
follows the ground rules and codes of conduct that
are cascaded down through organizational culture. I
aim at explaining the intangible features of
organizational identification in a particular case study
with a social identity and citizenship focus- mostly
organizational rather than corporate citizenship.
Normative aspects of citizenship emphasizing
complying with procedures, on one side and the
perceptional and affirmative measures concerning
achievement and appreciation and procedural justice
on the other are expected to be the main determinants
of organizational belonging and organizational
citizenship.

A Brief Overview of the
Banking Sector in Turkey

Turkey has faced high inflation rate in the last three
decades. High inflation along with public deficits
ended up in heavy public borrowing. In this period,
the banks in Turkey acted as an intermediary for public
borrowing instead of focusing on banking functions.
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Meanwhile, foreign capital investments have increased
as a consequence of high real interest rates. The interest
rate fluctuations coupled with imbalanced asset-liability
structure of the banking sector culminated at a volatile
economy and led to banking crises, in 1994 and 2001.
In order to regain the trust of people towards banking
sector, the government provided deposit guaranty for
the deposits in banks until the end of 2004.

Banking crises revealed the fact that banks should
have early warning systems to detect inefficiencies in
all kinds of transactions. The lessons, which can be
drawn from prior crises, are acknowledgement of the
need for human resources planning, a performance
and learning focused on organizational culture and
human resources. The bank in this research is a large
scale Turkish Bank operating in many foreign countries.
It was established in late 1980s in Istanbul. In the
initial years, it has focused on institutional banking
with limited number of branches. After the first banking
crisis in Turkey it changed its focus towards retail
banking to be able to widen its service range and to
diversify its risks. It has hundreds of branches today
and operates not only in institutional and retail banking
but also in small and medium sized enterprises’ banking
with approximately 10000 employees. The bank has
acquired its Quality License in 1998 and upgraded it
to ISO 9000:2000 version in 2003 and institutionalized
total quality management. Recently, it has merged
with a large foreign bank from EU and it is now going
through a cultural transformation. Hence, I checked
first the regulatory frameworks rather than informal
standards, core values by interviewing mostly with
the top level human resource director since formal
frameworks shapes the pattern of business behavior
of all stakeholders. Later on, I limited my focus mainly
to employees as the unit of analysis.

Most banks that are getting ready for a change initiative
know that they need to assess their business needs,
audit their existing technology solutions and identify
the gaps that need to be addressed. What many fail to
realize, however, is that such corporate governance,
corporate citizenship and stakeholder management
systems have strong cultural components that need to
be managed and organized as well. Unfortunately
cultural due diligence is often either overlooked or
done very rapidly in most mergers and acquisitions
or joint-ventures in Turkey. There are at least two
perspectives that must be considered to determine the
cultural fitness of any company or a bank:

v The top management has to take an active role
in the project to be able to change conventional
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ways of doing things, and

v They need to be ready to communicate frankly
and share more information with more employees
so that they will all be involved.

Conceptual Framework for
Citizenship

After employees as the most significant internal
stakeholder and the internal customer are consumers.
Consumers are clearly one of the most important
external stakeholders for any organization, since they
are also the external customers. Further, without the
support of customers of some sort, such as through
the demand for or purchase of goods and services,
most organizations would unlikely survive for very
long. (Crane & Matten, 2004). Therefore the role of
the consumers in shaping the social and environmental
impact of corporations become evermore critical.
Consumers' support of corporate citizenship is very
important as Maignen & Ferrell (2001) point out that
the corporate citizenship is likely to be acknowledged
by businesses as a worthwhile investment if its activities
clearly supported by consumers through their
evaluation of purchasing alternatives. Based on a
survey of managers Maignan, Ferrell & Hult (1999)
establish a positive relationship between proactive
citizenship and customer loyalty.

Dimensions of corporate citizenship and types of
initiatives generate consumer awareness. Because of
the interdependence between corporate and consumer
citizenship, businesses could learn about the most
desirable means of communicating corporate
citizenship. According to Maignan and Ferrell (2001)
there are two dimensions of corporate citizenship
communications: intensity and trust in the source -
likely to influence consumers' evaluations of corporate
citizenship and impact on his/her attitudes and
behaviors. One could assume that up to a certain point,
the more consumers are reminded of the corporate
citizenship of a given firm, the more likely they are
to integrate these initiatives in their purchasing
decisions. However, when corporate citizenship is
promoted extremely heavily, consumers may perceive
that it is mainly used as a promotional appeal, and
may become suspicious about the intent of the firm.
This reasoning entails that consumer's trust in the
source of the corporate citizenship communications
is also likely to affect the relationship between
evaluations of corporate citizenship and consumer
behavior. Information regarding the activities
undertaken by an organization to meet one or several
of its social responsibilities may influence consumer
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Staff development,
in-house education and
vocational training,
lifelong learning,
empowerment of
employees, better
information flow
throughout the company

UNESCO Project on
Technical and Vocational
Education (UNEVOC)
EU Green Paper, OECD
Guidelines

B) Investors

Health and safety at work

European Agency for

beyond the legislation Safety and Health at Work
Maximizing shareholder Classical Corporate
value, focus on returns Governance

firstly

Publishing a 'triple bottom Global Reporting

line' in the annual reports Initiative,

to shareholders that
measures performance
against economic,
environmental and social
criteria

Corporate Governance,
SVN's Standards

Commitment to take
place on responsible
investment (SRI)

IMKB Corporate
Governance Index, Dow
Jones' sustainability

index,

I have employed in-depth interviews for both checking
corporate obligations, codes of conduct and core
competencies. Then I conducted two surveys at the
same time to analyze the relationship between
organizational commitment values and citizenship
behavior of employees and managers with a total
response of 150. The demographic distribution of the
sample with respect to position and gender are as
shown below:

pride about organizational status reflects the rule
complying behavior of employees, whereas the
reputation, respect or deference is about an employees'
position in the organization and is the social aspect of
identity. I have found significant difference among
employees' versus managers' perceptions except for
the challenge and empowerment criteria (See Table 1
in Appendices).

First, the comparison of ideal values and actual
individual values give some significant results since
the comparison is made within 150 participants and
this sample number is enough for a statistical result.
Most of the ideal values' means are higher than the
means of actual ones. This means that, Turkish
employees want more than they get about their values
in their organizations. I have employed t-test statistics
and I regarded the means of responses of both groups
are equal as the null hypothesis. Only three of actual
dimensions' means are higher than the ideal ones. Two
of the pairs are about pride/bureaucratic respect, that
is, employees are neither pleased to support traditional
ways and to work according to agreed standards and
comply with them nor do they prefer showing social
respect and deference to other based on status. The
last pair is about stability and trust which reveals that
employees both lack trust and have little faith in the
stability of the organization along with the security
of their positions (See Table | in Appendices).

EXHIBIT 4.

POSITION The Organization&Employee Relations
Frequency Percent Valid | Cumulative (Human Resource Management from an Ethical Standpoint)
Percent Percent
Yoid monoger ! 2 2 5“ EMPLOYEE RIGHTS AS STAKEHOLDERS
cmployee & 46 46 199 (from a corporate citizenship standpoint)
Total 150 1000 100
Right to Freedom from Discrimination
GENDER (e.g., equal opportunities, reverse discrimination)
frequency | Tereent | et | rescent Right to Privacy
Valid male 77 513 513 513 (e.g.,work-life balance, data protection and electronic privacy)
female 73 48.7 48.7 100.0 nght to Due Process
Total 150 100.0 100.0 (e.g., promotion, firing)

The questionnaire I have employed comprised of 56
items; only eight comprised of organizational
commitment items and the remaining 48 items are
about organizational citizenship items of Model 2. I
used Allen & Meyer's organizational commitment
construct based on affective, continuance and normative
components (1991 & 1996); however I omitted the
continuance commitment. [ have used confirmatory
factor analysis in the combined model in which I have
also included social identity values; most of which
were in congruence with affective commitment items.
I have probed into two major axes of social identity:

Right to Participation
(e.g., decision process)

Right to Safe & Healthy Working Conditions

Right to Fair Wages
(e.g., appropriate pay)

Right to Freedom of Conscience & Speech
Right to Work

(e.g., fair treatment in the interview or job security)

EMPLOYEE DUTIES

Duty to Comply with the Labor Contract

Duty to Comply with the Law

Duty to respect the Employer's Property
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CONCLUDING REMARKS
FOR DISCUSSION

In today's competitive economy, employee commitment
and their corporate citizenship behavior such as sharing
knowledge for courtesy, alignment of their goals with
those of the organization, complying with procedures
becomes increasingly important as a source of
competitive advantage. Organizations emphasize
human resources and knowledge management and
encourage their employees to act in line with the
corporate goals both in terms of result and
competencies so that integration for innovative
solutions to business problems may be possible in
globalizing economy.

As it has been argued that today's paradigm is of the
conscientious consumer citizen who "civilizes the
market economy” and contributes to sustainability.
(Thoreseen, 2003). Sternberg (1998) puts it, if
individuals have views as to how business should be
conducted, they should ensure that their individual
choices accurately reflect those views. When each
potential stakeholder otherwise known as every
member of society acts conscientiously in his personal
capacity, and strategically bestows or withholds its
economic support on the basis of its moral values,
then the operation of market forces will automatically
lead business to reflect those values.

Business ethics is concerned both with developing
codes, concepts, and practices of acceptable business
behavior and with carrying out these practices in all
business dealings with its various stakeholders. But
for some corporations, social and environmental
performances are seen as a source of competitive
advantage or a condition to be competitive. Many
evidence shows social responsibility efforts are simply
PR exercises. Classical corporate governance focusing
profit firstly still remains to be prominent. As a
conclusion in the overall citizenship model
responsiveness, transparency and trust between
producer and consumer and employee may be
stimulated by compulsory regulations coupled with
resonant ethics and mechanisms like corporate
governance systems that provide all stakeholders to
observe companies and seek for accountability.

One could argue, however that regulatory frameworks
shape business behavior more than ethical principles
and practices. (Employee, Competition and taxation
etc.) In this connection, there is a need to distinguish
voluntary from regulatory concepts. It could be argued
that regulation provide stakeholders with the necessary
rules to correct companies' failure, a requirement for
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the advancement of the common good. Laws and
regulations however frequently reflect minimums
therefore, the laws may not be at a level or standard
that is truly needed to protect various stakeholder
groups.

By and large, economic conditions in Turkey, forces
all firms to be efficient and effective in internal
processes. The rising competition among Turkish
Banks forces them to emphasize employee and
customer commitment as well as citizenship. Despite
recent interest in corporate or organizational citizenship
behavior, we do not have enough understanding of
what citizenship means, especially with respect
individual employee's values, motives and norms.
Most studies are either focusing on personality aspects
of employees or organizational culture. This study
aims at contributing to the literature by examining this
important and diffuse issue empirically and paves the
way for clarifying the conceptualization of
organizational citizenship behaviors. This study was
driven by the assumption that people choose to engage
in authentic organizational citizenship behaviors rarely
since most employees feel insecure about their jobs
and positions and consequently their motives may
either have hidden agenda for personal gain by
impressing others.

The findings demonstrated that employees engage in
citizenship behaviors stemming from different motives
such as organization concern motives, prosocial values,
and workgroup coordination motives, all of which are
based on social identity values. Yet, the clarity of
operationalized concept is as difficult as the theoretical
construct. Although the results did not seem to reveal
a strong relationship between impression management
motives and citizenship behaviors, still it is plausible
for individuals to act as if they are committed to their
work or organization and act as organizational citizens
either to show off their capabilities or to look good.
Future research needs to further investigate the possible
relationship.

This study has various limitations and calls for future
studies. First, it is a case study. Second, the data are
collected at one point in time, which limits the causal
inferences that we can draw. Although our findings
reveal that employees engage in citizenship behaviors
stemming from different motives particularly based
on social identity values rather than impression
management motives, still it is possible for individuals
to act as if they are identified with their organization
and act as corporate citizens either to show off their
capabilities or to look good.



Journal of Global Strategic Management | V.1 | N. 2 | 2007-October | isma.info | 164-178 | DOI: 10.20460/JGSM.2007118709

decisions only if individuals judge this information
as objective and trustworthy. According to Willmott
(2003) corporate citizenship (as well as transparency
and, to a lesser extent, communications activity) help
to increase trust in the company.

Corporate citizenship communications increase the
awareness and social involvement of the consumer
citizens. Corporate citizenship communications refer
to the promotional instruments produced by the
company or by the media that depict the initiatives
undertaken by the firm to meet its economic, legal,
ethical, and discretionary responsibilities. Lately, the
impact of corporate citizenship is beginning to be
regarded as community issues such as human rights
and labor practices to health care and the environment.
Corporations have started to organize their community
and consumer involvement activities to attain the most
strategic benefit and competitive advantage to the firm
in the long term by leveraging on corporate citizenship.

LITERATURE REVIEW

Organizational/ Corporate Culture
Prior research on outcomes of organizational or
corporate culture indicates that culture plays at least
four important roles in organizations. First, culture
forms a collective identity that helps its members
associate themselves with their organization's policies
and mission, and feel themselves a part of it (Hofstedte,
1998: 477-492). Second, organizational culture
prescribes norms of acceptable and unacceptable
behavior, making it clear for employees what they
should say or do in a given situation. Third, these
norms help employees work together to meet
customers' needs and respond to external pressures.
Fourth, culture provides structure and control without
relying on an authoritative management style that can
lessen motivation and creativity (O'Reilly & Chatman;
1996: 157-200).

When organizations promote a certain set of values,
like respect for people and high pay for good
performance, they create motivation that influences
employees' attitudes and behaviors. For instance, Peters
and Waterman (1982, 65) found exemplary
organizations gave priority to values on quality, service,
the importance of people as individuals, and innovation
that motivated employees to improve performance
and increase their morale, satisfaction, and
commitment. Sommer, Bae and Luthans (1996: 977-
992) found that employees who perceived greater
warmth, supportiveness, assigned responsibility, and

rewards in their organizations increased their
organizational commitment. Sheridan (1992: 1036-
1056) found that firms emphasizing interpersonal
relationship values retained employees better than
firms emphasizing work task values.

Organizational culture has traditionally been assessed
by qualitative methods as interviews and observations
(Smircich, 1983: 339-358). Qualitative research tools
are preferable to quantitative instruments in helping
researchers understand such manifest level elements
of culture as artifacts and stories. However, observation
and interviews may encourage employees to act
different and respond to interview questions to look
"socially desirable". Moreover, a participant observer
may interpret observations subjectively. Quantitative
methods, on the other hand, offer advantages for cross-
sectional organizational research and large-scale studies
(Cooke & Rousseau 1988, pp. 245-273). They enable
culture researchers to replicate assessments of culture
in different units and to readily compare data across
studies. Quantitative instruments such as questionnaires
are also less prone to social desirability bias than
interviews.

Individual/Employee Values

Just like organizational culture, individual values can
also be assessed by both qualitative and quantitative
methods. For instance, one can assess personal values
by observation or interview. According to Rokeach,
drawing inferences about an individual's values from
their behavior or interview responses is problematic
because: interpreting and quantifying values is difficult;
the observer's (or researcher's) own values may
influence the assessment; and a person might not be
willing or able to talk about his values, or might be
selective in revealing them (Rokeach, 1973: 32).

Although qualitative methods such as using focus
groups might be more appropriate for generating a
list of values, once that list is developed quantitative
instruments facilitate data collection and analysis,
particularly the proposed comparisons of individual
and organizational values. Researchers have utilized
several quantitative instruments to measure individual
values such as: the values and lifestyles system (VALS)
(Mitchell, 1983) and the value survey (Schwartz,
1992).

Schwartz & Bilsky constructed a three dimensional
theory of universal value types utilizing the 56 item
Schwartz Value Survey (SVS). The first dimension is
the distinctiveness of individual value region, the
second is motivational structure and the third is
individual, collective & mixed interests. Schwartz
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provides a visual aid to assist the reader in
conceptualizing the distinctiveness of the individual
value regions (Schwartz 1992, 25). Schwartz contends
that the motivational structure is composed of the
dynamic interaction between the individual value
regions. Thus, each of the four identified higher order
value types such as: self-transcendence, conservation,
self-enhancement, and openness-to-change are a
compilation of compatible individual value domains
(Schwartz,1995: 88-107). He also identifies three
broad dimensions of values based on his cross-national
study: (1) autonomy versus embeddedness, (2)
egalitarianism versus hierarchy and (3) harmony versus
mastery.

In sum, Schwartz (1995) hypothesized that the dynamic
relations between the pairs of the value types (e.g.
compatible values) are based on the interests served
by their attainment. For example, power, achievement,
hedonism, stimulation, and self-direction are all values,
which serve individual or self-interest, while those
that serve collective or social interest are benevolence,
tradition and conformity. According to Schwartz (1995)
the construct has two-dimension structure (social and
self-interest) that was composed of the four higher
order motivational value types.

Social Identity&Impression
Management Theories

I have looked into organizational commitment and
social identity theory to be able to understand corporate
citizenship by linking them with the above theories.
Social identity theory probes into membership within
groups and organizations (Hogg and Abrams, 1988;
Tajfel and Turner, 1979). The theory argues that people
define themselves in part through the groups or
organizations to which they belong. To the degree that
people define themselves through a large group-based
"social self", they use their assessments of how society
views and treats the groups to which they belong and
evaluate their own identities. This suggests that people
will be concerned about issues of their status when
evaluating their connection to an institution such as
workplace.

White collar and or qualified job positions in financial
institutions (hereafter referred as professional positions)
define social identities in two ways. First, such working
status provides categories defining the prototypical
attributes associated with both organizational belonging
and social identity that become the salient dimensions
in people's social identities. Second, the status
associated with the organization influences people's
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feelings of self-esteem and self-worth. It is mainly
this latter one that is the focus of this paper. Identity-
based theories argue that people use interactions with
others as a source of information about their social
identities and all the relevant decisions pertaining to
their social identities. People use work groups to
categorize themselves at work and the hierarchy or
status of those groups and their positions in the
organization to assess their worth (Tajfel & Turner,
1979, 1985 & 1986).

One way that people form their social identities is
through experiencing the way they are treated by other
people, that is, by "reflected appraisals". This "looking
glass" self is created through inferences and perceptions
made about one's status based upon the quality of the
treatment experienced when interacting with others.
Social identity theory argues that people are influenced
by their judgments of both by the status of the
organization they work for and/or their work status of
their organization relative to other organizations or
the rest of the society at large for "positive
distinctiveness" Although we do not focus on the
"within" or "intragroup" dynamics" within their
particular work institution and the specific dynamics,
we argue that work institutions emphasize their search
for dilemma of uniqueness from the other and sameness
within their own group in general (Tajfel and Turner,
1986). I have emphasized role identification and value
internalization to understand employees' orientations
toward judgments about one's status and position both
in and out of the organization of work. I suggest and
hypothesize that 'the good corporate citizen' may
align in congruence with the expected values of the
organization and workgroups and commit himself or
herself to work and organization through empowerment
and trust.

I have operationalized our concepts with autonomous
attitudes rather than comparative values concerning
the major dimensions of social identity. That is, I
framed our judgmental statements like " I am proud
of working in my organization" rather than "My bank
is better than other banks" so that no other reference
point is given. Hence, I narrowed down our conception
of social identity so that employees can focus on their
internal values and self-categorization within the
framework of their own organization rather than
comparative assessment of social identity with other
organizations. In this study, I have investigated this
important issue and intended to extend our
understanding of citizenship behavior with positive
connotations rather than normative ones. I examined
whether personal commitment values are related to
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Future research will benefit by collecting comparative
and longitudinal data. Besides we have had difficulties
in drawing a demarcation line between commitment
to work and organization and had to incorporate
commitment and social identity variables to our
citizenship model. Despite the limitations, our study
enhances our understanding of commitment and
citizenship behaviors. Overall, the results suggest the
importance of individual values and perceptions as
well as pattern of interactions among colleagues at
work. Additional research in this area seems critical
to advancing our understanding of the relation between
organizational commitment and citizenship behavior.
I have just attempted to make a first cut assessment
of the perceptions of employees on CC as the main
internal stakeholder. The next step demands researchers
to analyze the outcome of employee perceptions and
attitudes on the company, its products and services
along with customer perceptions. That way, the
interactive relation between a company's reputation
and stakeholders' perceptions about an organization's
ability to enhance CC as a value creation and leverage
for difference may be examined as well.

Finally, the 'universalistic' and 'indigenous’ approaches
represent two polar extremes in the so-called
transferability debate. What is now emerging seems
to be a resolution of this issue by a middle approach
which incorporates universal organizational imperatives
and generic variables with indigenous characteristics
arising from specific situational context such as culture
which need to be empirically researched. It is at the
behavioral level, of course, that culture is most
influential. Organizations in developing countries as
in Turkey are often found to have a rational bureaucratic
'shell' within which the global cultural norms and
corporate imperatives mentioned earlier operate. Tt
remains to be seen whether such a hybrid approach
will develop further or whether the transferability
debate that emphasize both convergence and divergence
will go on.

Similar to our findings, the transtferability debate
confirms that the employment relationships in
developing countries will be subject to similar and
perhaps exacerbated contradictory value shifts and
universal cultural tendencies as are experienced in
developed countries such as the gap between ideal
human resource policies (usually based on Western
norms of 'best practice') and actual practices is large.
Thus, the employment relationships along with the
human resource management display a distinct
'dualism’ the formal contract and global norms on
the one hand and the informal, culture infused, job
behavior and employee perceptions on the other.

Perhaps, we will reach a consensus on the basics of
corporate governance when these two sides of the coin
are aligned, synchronized integrated better- be it in
practice or in theory. Both corporate citizenship and
organizational identification/commitment constructs
will continue to be significant since all dimensions of
performance of all stakeholders are increasingly
important with ongoing global competition. Yet, the
relation between them within the framework of both
internal and external stakeholders needs to be further
probed.
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APPENDIX
TABLE 1 Paired
Diffe-rences
Paired Mean Std. Std. 95% t df Sig.
Samples Deviation | Error | Confidence (2-
Test Mean Interval tailed)
of the
Difference

(theory IDEAL
vs. versus
practice) ACTUAL Lower Upper
Pair 1 Cultural

Diversity 1.7 4.1 0.3 1.02 235 | 499 149 0.00 | Significant
Pair 2 Sportsmanship 39 4.7 0.4 3.18 4.70 | 10.19 149 0.01 | Significant
Pair 3 Conscientious-ness 2.6 44 0.4 1.84 3.27 7.06 149 0.00 | Significant
Pair4  Altruism 22 44 04 1.44 288 | 595 149 0.01 | Significant
Pair 5 Autonomy/

Self-direction 1.6 4.7 0.4 0.80 2.31 4.05 149 0.01 | Significant
Pair 6 Civic Virtue/

Harmony 0.8 3.6 0.3 0.19 1.34 | 2.62 149 0.00 | Significant
Pair 7 Organizational Pride/

respect rules etc. -0.1 33 0.3 -0.67 0.40 | -0.49 149 0.62 | Not significant
Pair § Affiliation -3.8 3.6 0.3 -4.39 -3.23 |-12.99 149 0.00 | Significant
Pair 9 Stability&Trust 0.1 34 0.3 0.44 0.65 0.39 149 0.70 | Not significant
Pair 10  Courtesy/

Sharing Information 59 6.0 0.5 4.89 6.82 | 12.01 149 0.00 | Significant
Pair 11 Social Respect 0.8 5.0 0.4 0.03 1.57 1.91 149 0.06 | Not significant
Pair 12 Influence 24 4.0 0.3 1.78 3.07 | 740 149 0.00 | Significant
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