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Abstract:

Purpose: This research aimed to examine the influence of Corporate Social Responsibility
Advantage (CSRA) to organization performance which focused on the moderating role of
entrepreneurship orientation in the relationship among collaborative network, managerial
innovation and organizational performance.

Design/Methodology/Approach: A survey questionnaire was used to collect data from 54
firms in Corporate Social Responsibility Department of Industrial Work (CSR-DIW) of
Thailand. This study tests hypotheses using hierarchical regression analysis.

Findings: The results make contributions to the management literature ndicating that under
CSRA such as collaborative network and managerial innovation the interaction with
entrepreneurship orientation had a positive influence on organization performance.

Practical Implications: Evidence to support the moderating effects provides a discussion on
the academics and practitioners for future research. This research provided reasons that
firms would be able to take advantage from CSR such as collaborative network and
managerial innovation, in terms of knowledge that may encourage a new process which
is positive to organization’s strategy, structure, administrative procedures and systems.
Originality/Value: This paper focus the impact of CSRA on the organizational performance
under entrepreneurship orientation as moderator of CSR-DIW in Thailand. The results will
be important for understanding the role of CSRA in a firm’s adaptation to entrepreneurship
orientation. CSRA is now widely implemented in many companies because CSRA
development should be continually developed and coupled with entrepreneurship orientation,
it is necessary to nurture the CSRA attitude of companies, which is more oriented on honesty
(awareness to the quality improvement of stakeholders such as employees’ life and their
families, local communities and a broad society, the willingness to take CSRA as an
important factor for entrepreneurs’ success.
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1. Introduction

In recent years, Corporate Social Responsibility (CSR) topic has received increasing
attention in fields of the economic research and practical management. CSR is a
concept associated with several topics such as corporate social performance and
corporate sustainability (Blowfield and Murray, 2008; Carrol and Shabana, 2010).
CSR has also been defined in many terms. The European Commission has defined
CSR as ‘concept whereby companies integrate social and environmental concerns in
their business operations and in their interactions with their stakeholders on a
voluntary bias’ (Commission of European, 2006. Some scholars give CSR definition
as ‘a firm’s commitment to maximize long-term economic, social and environmental
well-being through business practices, policies and resources’ (Du and Vieira, 2012).

Interestingly, corporate social responsibility (CSR) orientation is the key to stimulate
long-term stability, growth and sustainable performance in the management
literature (Luo and Homburg, 2007; Prado-Lorenzo et al., 2008; Jalilvand et al.,
2017). CSR practices can be voluntary firm actions to improve social or
environmental conditions (Mackey et al., 2007). In fact, CSR has interaction with
several CSR-related variables, such as entrepreneurship, collaboration and
innovation. However, some studies showed ambiguous results of examining
consequence of CSR. Gallego Alvarez et al., (2011) explained that firms focus on
CSR as an important strategy for promoting entrepreneurial culture. Previous studies
have proved the relationship of CSR on innovation and entrepreneurship which
demonstrating that CSR can influence on innovation and entrepreneurial orientation
(Tuan, 2015; Holt, 2012; Dacin et al., 2010).

Besides, the academic literature of collaboration and CSR has concerned with
potential advantage to the collaborative organizations in societal benefit. The
collaboration has many terms such as “partnership”, “cooperation”, “alliance”,
“coalition”, which integrate to achieve a goal within a collaborative indenture. The
form of collaboration is a type of inter-organizational relationship and refers to
“working across organizational boundaries towards some positive end” (Huxham
and Vangen, 2005). Many dimensions within a collaboration have related to
resources, degree of trust, and structure. However, Martinez-Sanchez et al., (2009)
suggested that the benefit of intra-organizational cooperation is knowledge in
processes and products lead to internal and external flexibility and innovation. Thus,
managerial innovation is a new approach to knowledge for work of management
which leads to strategy, structure, administrative procedures and systems. Bansal
(2005) and Husted and Allen (2007) suggested that the use of social, environmental
or sustainability to link between CSR practices and innovation strategies, through
drivers can create new products, services, processes and new market. The study of
MacGregor and Fontrodona (2008) focusing on companies in Spain, Italy and the
UK to find a link between the CSR-innovation relationship, has found that CSR and
innovation are driven together.
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Based on the previous back ground, this research aim to study the relationship of
corporate social responsibility advantage (CSRA) and organizational performance,
which focused on the moderating role of entrepreneurship orientation in the
relationship among collaborative network, managerial innovation and organizational
performance which found in the gap of academic literature. The main objective of
this research was to investigate the firms that achieved its CSR goals which
continuous commitment to CSR and gained CSR-DIW award from Corporate Social
Responsibility Department of Industrial Work (CSR-DIW) in Thailand. Corporate
Social Responsibility Department of Industrial Work (CSR-DIW) is a division of
Thailand’s government to develop the potential of Corporate Social Responsibility.
The CSR-DIW awards program stands for Corporate Social Responsibility and is
organized by the Department of Industrial Work (Ministry of Industry) which gives
the awards to companies which have participated in and successfully passed the
stringent conditions and requirements of each award following the department
information transfer and auditing processes. The awards recognize companies that
have shown continuous commitment to CSR in seven major criteria including,
corporate governance, human rights, labor practices, environment, fair operation,
consumer issues and community services.

This research used hierarchical regression analysis to test those relationships. The
research methodology was presented, and a detailed description of data and analysis
was provided. The next section presents the research findings and discussion. The
last section provides limitations and suggestions for further research and a few
recommendations that might help promote CSR practices in organizations. Thus, this
research expected that CSRA will guide firms toward entrepreneurial activities to
satisfy the expectations of stakeholders. Hence, the following hypothesis arises:

Hla: CSR is positively associated with collaborative network.
H1b: CSR is positively associated with managerial innovation.

H2a: Collaborative network is positively associated with organizational
performance.
H2b: Managerial innovation is positively associated with organizational
performance.

H3a: Entrepreneurship orientation negatively moderated the relationship between
collaborative network and organizational performance.
H3b: Entrepreneurship orientation positively moderated the relationship between
managerial innovation and organizational performance.

2. Research Method
This study was conducted using data collected from entrepreneurs who were

registered in Corporate Social Responsibility, Department of Industrial Works
(CSR-DIW) of Thailand. Corporate Social Responsibility, Department of Industrial
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Works (CSR-DIW) as a corporation which focused on the importance of “Corporate
Social Responsibility” to consistently preserve society while creating sustainable
public well-being in surrounding communities. Mail survey was used for data
collection and sent to 270 manufacturing industries. A cover letter, stamped reply
envelope and copies of the questionnaire were sent to chief executive officers
(CEO)’s, directing managers or general manager in a sample. A total of 270 surveys
were received and54 usable responses resulted in response rates of 20. Furthermore,
a test for non-response bias (Armstrong and Overton, 1977) in mail surveys was
assessed by comparing between earliest and latest response is used.

3. Research Results

To test the research framework as shown in Figure 1, the study first analyzed the
reliability and validity of the data as shown in Table 1. Composite reliability was
assessed by Cronbach’s alpha to verify the inter-item consistencies (Nunnally,
1978). A reliability coefficient of 0.7 for each variable shown in Table 1 suggests
that the theoretical constructs exhibit good psychometric properties. Discriminant
validity of the scale assessed by average variance extracted (AVE) is shown in Table
1, which is above 0.5 and the square root of the AVE for each construct are
significantly greater than the off-diagonal elements.

Common method bias exists when the measurement technique introduced systematic
variance into the measures (Doty and Glick, 1998). In addition, the Corrected item-
total Correlation (CITC) was used for reliability test (Kerlinger, 1986). The
Corrected Item-total Correlation (CITC) of each measure was above the suggested
cut off of 0.30. Results in Table 1 show that all CITC values were larger than 0.40,
which was sufficient for confirming level of reliability in research (Nunnally, 1978;
Churchill and lacobucci, 2002).

This study used linear hierarchical regression analysis to test the hypothesized
relationships (Table 2). Table 2 provides the descriptive statistics and zero-order
correlations among the variables used in the regression analyses. Models 1 and 2
have supported both hypotheses. In particular, the coefficient for relationship
between Corporate Social Responsibility and collaborative network is found to be
highly significant at the 0.001 level (B =0.702), likewise the relation involving
managerial innovation is also significant at the 0.001 level (B =0.661), in support of
Hypothesis Hla and H1lb. In Model 3, the independent variables added in model
which was 60.7% of the variation in organizational performance. Meanwhile,
collaborative network and managerial innovation relates positively to organizational
performance but not significantly (Bcoliaborative network = 0.117, p>0.05; Brmanagerial innovation
=0.113, p>0.05, respectively). Thus, results did not support both H2a and H2b.

Model 4 tests the moderating effect of entrepreneurship orientation (two-way
interaction) for H3a and H3b. The results of the moderated regression analysis are
significant for both collaborative network and managerial innovation. Model 4
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significantly increased which explained variance (Adjusted R? = 0.635). Model 4
also shows entrepreneurship orientation negatively (PBcollaborative network x entrepreneurship
orientation = '0386, p<005) and pOSitively (Bmanagerial innovation x entrepreneurship orientation= 0338,
p<0.05) moderated the interactive effect of collaborative network and managerial
innovation on organizational performance, respectively. Thus, H3a and H3b that
predicted two-way interactions of entrepreneurship orientation were supported.
Comparison of these 4 models, indicated that R? increases in each step of the
hierarchical analysis, suggesting the direct effects of independent variables (Cohen

etal., 1983).

Table 1. Correlations and descriptive statistics
No CITC range Constructs

iabl of of the . Factor

Variables — underlying Loadings o CR AVE CSR CN MIL EO oP
s items

g;’;gg@iﬁl‘t’;'a’ 5 | 0450-0.771 0.605 - 0.882 0.832 | 0.900 | 0.645 | 0.803

ﬁ‘e’lﬁg‘r’fﬁ"e 3 | 0.624-0.689 0.836 - 0.837 0789 | 0.883 | 0730 | .681™ | 0.854

migigfl’;f" 5 | 0.510-0.850 0.649 - 0.916 0.884 | 0915 | 0.686 | .667" | .696" | 0.828

grr‘i‘g’:;fizen”rsmp 7 | 0.599-0.884 0.702 - 0.923 0011 | 0932 | 0663 | 468~ | 552 | 24 | 0814

Organizational 5 | 04760726 | 0.630-0.843 | 0.823 | 0877 | 0589 | 451 | 540 | 272 | 788 | o768

Notes: **Correlation is significant at the 0.01 level (2-tailed). Main diagonal = +/AVE

Source: Own study.

Figure 1. Research Framework
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Table 2. Results of hierarchical moderated regression models

Variables Standard Coefficient
CN Ml Organizational Performance (OP)
Step 1 Step 2 Step3 | Step4 [ Outcome

Control variable:

Firm Size -0.041 0.013 -0.09 -0.086

Independent variables: 0.702"" 0.661™" Hila:

Corporate Social Responsibility Supported

(CSR) H1b:
Supported

Collaborative Network (CN) 0.117 0.042 H2a : Not
Supported

Managerial Innovation (M) 0.113 0.114 H2b : Not
Supported

Entrepreneurship ~ Orientation 0.661 0.735

(EO)

Interaction terms:

Collaborative Network* EO -0.386"  H3a:
Supported

Managerial Innovation*EO 0.338" H3b :
Supported

Model summary

F 225017 20503 21503  16.350™"

R? 0.469 0.446 0.637 0.676

Adjusted R? 0.448 0.424 0.607 0.635

Note: *Sign. at the 0.05 level, **Sign. at the 0.01 level, ***Sign. at the 0.001 level.
Source: Own study.

Figure 2. Moderating effects of entrepreneurship orientation on relationship
between collaborative network and organizational performance

5

4 4
3
g 3]
£
E 7 —+— Low Entrepreneurship
5 Orientation
= [
= 14 i ---#-- High Entrepreneurship|
.g | Orientation
]
N
o U -
g /
o
1)
= 1A

|
=]

Low Collaborative Network High Collaborative Network

Source: Own study.



Nirusa Sirivariskul

59

Figure 3. Moderating effects of entrepreneurship orientation on relationship
between managerial innovation and organizational performance
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4. Discussion

This study examined the relationship between CSRA and organizational
performance and moderating effect of entrepreneurship orientation in Thailand. This
study was conducted in the context of the companies, the firm that achieved its CSR
goals which have shown continuous commitment to CSR and gained CSR-DIW
award from Corporate Social Responsibility Department of Industrial Work (CSR-
DIW) in Thailand.

The results showed that Corporate Social Responsibility (CSR) has positive effect on
collaborative network (H1a) and managerial innovation (H1b). The coefficients for
collaborative network and managerial innovation have no significance on
organizational performance (H2a, H2b). Entrepreneurship orientation negatively
moderated the relationship between collaborative network and organizational
performance (H3a) and considered entrepreneurship orientation positively
moderated the relationship between managerial innovation and organizational
performance (H3Db).

Figure 1 suggests that under low levels of entrepreneurship orientation, firms with
higher levels of collaborative network would perform better than those with lower
levels of collaborative network. In contrast, when the entrepreneurship orientation
level is high, the performance of the firms is found to be negatively associated with
the levels of collaborative network. While entrepreneurship orientation's modulating
effects are found to be negative, Figure 2 shows that the moderating effects are
positive. Although managerial innovation is found to be positively linked to
performance under both high and low levels of entrepreneurship orientation, the
slope for the high levels of entrepreneurship orientation is steeper than that for the
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low levels of entrepreneurship orientation, suggesting the contribution of managerial
innovation to business performance would increase with the levels of
entrepreneurship orientation. These findings of results make contributions to the
literature. The findings have implications in understanding of the role of corporate
social responsibility advantage in a firm’s adaptation to entrepreneurship orientation.
CSR is now widely implemented in many companies.

Firstly, this research model is focusing on of advantage of CSR which leads to
collaborative network and managerial innovation. Corporate social responsibility
(CSR) is the key importance to stimulate growth and sustainable performance
(Jalilvand et al., 2017). The corporate strategy of many companies, considered CSR
as an important for achieving a competitive advantage (Kim et al., 2012). As the
research results showed, as CSR fosters collaborative network and managerial
innovation, CSR initiatives should be created and implemented toward sustainable
actions such as collaborative network which leads to the intent to survive and
achieve mutual benefits. The collaborative advantage goal is to build multiple
organizations together to achieve something that individual organizations could not
achieve alone (Huxham, 2003). The results of this study also showed that CSR had
positive effect on managerial innovation which is consistent with Vilanova, Lozano
and Arenas (2009) who analyzed the top 25 most innovative companies and realized
that most of them had strong commitment to CSR.

Secondly, empirical results showed that corporate social responsibility advantage
(CSRA) did not significantly impact organizational performance. The global
research attention in CSR topic over the vyears indicated that CSR has
significantly impacted on organizational performance (OP) (Lopez-Arceiz,
Bellostas-Pérezgrueso, Moneva Abadia, and Rivera-Torres, 2018; Miras
Rodriguez, Carrasco Gallego, and Escobar Perez, 2014). However, some studies
examining the direct relationship between CSR and organizational performance
have provided inconclusive and ambiguous results (Mishra and Suar, 2010;
Oeyono, Samy, and Bampton, 2011). This research provided reasons that firms
would be able to take advantage from CSR such as collaborative network and
managerial innovation, in terms of knowledge that may encourage a new
processes which is positive to organization’s strategy, structure, administrative
procedures and systems.

Thirdly, the moderating role of entrepreneurship orientation for the relationship
between collaborative network, managerial innovation and organizational
performance, provided the interesting results of the study which was the significant
interaction between collaborative network, managerial innovation with
entrepreneurship orientation. Although, corporate social responsibility advantage
(CSRA) such as collaborative network and managerial innovation may not be
adequate for organizational performance. Entrepreneurship orientation has potential
for assisting researchers and organizations to understand how firms adapt to complex
and turbulent environments.
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Accordingly, it can be argued that entrepreneurship orientation is strategic stimulate
of firms to develop capabilities. However, high or low EO can stimulate firm
strategies such as a quality focus to develop capabilities to strategies (Rosenbusch et
al., 2013; Terjesen et al., 2011). In other words, EO can influence how firm
capabilities affect performance. Based on the discussion above, the following
recommendations are given:

» CSR development should be continually developed and coupled with
entrepreneurship orientation.

» It is necessary to nurture the CSR attitude of companies, which is more
oriented on honesty (awareness to the quality improvement of stakeholders
such as employees’ life and their families, local communities and a broad
society.

» The willingness to take corporate social responsibility advantage is an
important factor for entrepreneurs’ success.

5. Limitations and Future Research

A limitation of this study is the generalizability due to the unique characteristic of
the Department of Industrial Works (CSR-DIW) of Thailand. This research focused
on the role of corporate social responsibility advantage and organizational
performance to see how changing forms of corporate social responsibility advantage
such as collaborative network and managerial innovation are being implemented in
the firms.

The results are limited by this study is a cross-sectional design and using a single
method of data collection. The sample size (n=54) is relatively small, however, the
data were all investigated, and appropriate measurements were taken through survey
problems analysis such as reliability, validity and common method bias.
Furthermore, the results of evaluating moderating effects indicated negative effects
of the interaction between collaborative network and entrepreneurship orientation.
For instance, the results might be useful to find level of entrepreneurship orientation
which has the positive effects on organizational performance. All in all, the
contribution and limitation together provide a fruitful area for further studies.
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