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ABSTRACT
This study seeks to broaden the discussion of micro corporate social responsibility (CSR)

through an interdisciplinary approach that integrates multiple literatures (micro CSR, consumer
marketing, operations/quality management). It identifies questions that exist at the intersection of
multiple disciplines that would not be likely be considered in any one discipline. We investigate, at the
micro-level, how employee perceptions of CSR and top management support for quality (TMSQ)
operate together to influence customer involvement (CI). Our view of CI from at the micro level, as well
as from the supplier firm’s perspective, rather than the customer’s perspective (as has been done in some
consumer marketing studies), is also novel. The study draws upon the multiple-motives deonance
theoretical perspective proposed by Rupp et al. (2006), and further developed by Rupp et al. (2013) and
Glavas and Kelley (2014).

Analysis of data collected from 187 employees located at multiple sites of a financial services
firm located primarily in the upper-Midwest region of the United States is used to test proposed
hypotheses. Results indicate that 1) perceived CSR is positively related to employee perceptions of
TMSQ, 2) TMSQ is positively related to employee perceptions of Cl, and 3) perceived CSR is positively

related to CI directly and indirectly through perceived TMSQ, indicating a partially mediated

relationship. Implications for research and practice are discussed.
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