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Abstract: This study investigates the relationship between Corporate Social Responsibility (CSR)
and social innovation practices within a multinational company. Through a comprehensive analysis
of survey data collected from employees, the study examines the profile of respondents across de-
mographic categories, including sex, age, and years in service. Additionally, the assessment of CSR
dimensions—accountability, transparency, competitiveness, and responsibility —is explored to un-
derstand the company's commitment to social and environmental stewardship. Furthermore, the
extent of social innovation practices, encompassing social technology, innovation intermediaries,
people who drive innovation, and openness, is evaluated to gauge the company's efforts in address-
ing social and environmental challenges through innovative approaches. The analysis reveals sig-
nificant differences in CSR assessment and social innovation practices based on demographic factors,
highlighting the importance of considering employee profiles in CSR and innovation initiatives.
However, the study finds an insignificant correlation between CSR assessment and social innova-
tion practices, suggesting the need for further research to understand the underlying dynamics.
Overall, this study contributes to the growing body of literature on CSR and social innovation by
providing insights into the intersection of these constructs within a corporate setting and informing
strategies for fostering sustainable and inclusive business practices.
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1. Introduction

Corporate Social Responsibility (CSR) initiatives and social innovation are increas-
ingly recognized as key drivers for sustainable development and social change. As busi-
nesses play a significant role in shaping societal outcomes, the integration of CSR practices
with social innovation has gained prominence as a strategy to address complex social
challenges [1]. In recent years, China has experienced rapid economic growth, accompa-
nied by an increased awareness of social and environmental issues. As a result, companies
operating in China are recognizing the importance of adopting responsible business prac-
tices and driving social innovation to align with national development goals [2].

By examining the integration of CSR initiatives and social innovation within China,
this research aims to shed light on their combined impact on social change and sustainable
development in China. Understanding the relationship between CSR initiatives and social
innovation in the specific context of China, is vital for both theory and practice. The find-
ings will contribute to the existing body of knowledge on CSR and social innovation by
providing insights into the strategies, mechanisms, and outcomes of integrating CSR prac-
tices with social innovation in an emerging economy context [3,4]. Moreover, this research
will offer valuable guidance for companies operating in China and other similar contexts,
highlighting best practices and lessons learned from company's efforts to drive social
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change through the synergy of CSR initiatives and social innovation. Overall, this study
aims to advance the understanding of how CSR initiatives can foster social innovation and
contribute to sustainable development in a selected multinational company in China. The
subsequent sections will delve into the methodology, data collection, and analysis tech-
niques employed to examine the interplay between CSR initiatives and social innovation,
as well as the expected contributions and implications of the research.

Corporate Social Responsibility (CSR) initiatives and social innovation are two inter-
related concepts that have gained significant attention as drivers of social change and sus-
tainable development worldwide. In the context of China, a rapidly growing economy
with unique social and environmental challenges, the integration of CSR and social inno-
vation has become increasingly important. This study aims to explore the relationship be-
tween CSR initiatives and social innovation in China, and their role in driving social
change.

China's economic growth and global influence have brought about significant social
and environmental transformations. As the country faces various social challenges, such
as income inequality, environmental degradation, and social inequality, there is a growing
recognition of the need for businesses to go beyond profit generation and contribute to
society in a responsible and innovative manner. The integration of CSR practices and so-
cial innovation is seen as a means to address these challenges and promote sustainable
development.

CSR in China has evolved over time. Initially, the focus was primarily on corporate
philanthropy and compliance with governmental regulations. However, societal expecta-
tions have expanded, placing greater emphasis on the social and environmental impact of
businesses beyond their financial performance. This has led to a shift towards a more
comprehensive and strategic approach to CSR, involving stakeholder engagement, sus-
tainable business practices, and the pursuit of social innovation.

Social innovation, as a complementary concept to CSR, involves the development
and implementation of novel solutions to address social challenges. It entails finding in-
novative approaches, products, and services that create positive social impact and im-
prove the well-being of individuals and communities. Social innovation can be driven by
CSR initiatives, as companies seek to tackle societal issues through innovative strategies,
partnerships, and responsible business practices.

China, serves as an important context for studying the relationship between CSR in-
itiatives and social innovation. It presents unique social, economic, and environmental
dynamics, making it an interesting and relevant setting to explore how CSR-driven social
innovation can drive social change. By examining the specific CSR practices and social
innovation projects in a selected multinational company China, this study aims to provide
insights into how businesses in the region are integrating CSR and social innovation to
contribute to sustainable development.

Understanding the interplay between CSR initiatives and social innovation China, is
crucial for both theoretical and practical reasons. The findings of this study will contribute
to the existing literature on CSR and social innovation by providing empirical evidence
and insights into their relationship in the Chinese context. Additionally, the study will
inform businesses, policymakers, and stakeholders about the potential of CSR-driven so-
cial innovation to drive social change, foster sustainable development, and address press-
ing social challenges in the country. Thus, this study seeks to examine the driving forces
and outcomes of CSR initiatives and social innovation. By exploring the integration of
CSR and social innovation, the study aims to shed light on their role in promoting social
change, sustainable development, and responsible business practices in the region.
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2. Corporate Social Responsibility

The concept of Corporate Social Responsibility (CSR) in the United States emerged
after World War II. The "iron law of responsibility" later emerged, suggesting that busi-
nesses' responsibility should align with their social power.

In the 1970s, societal expectations shifted to focus on what companies could do to
improve the world beyond their own survival. This was accompanied by the passing of
landmark environmental laws, requiring companies to take responsibility for the conse-
quences of their operations. In response, corporations engaged in political action, public
affairs, lobbying, and public relations efforts to manage societal expectations. How organ-
izations strategically position themselves on issues such as resource degradation, pollu-
tion, and climate change influences their legitimacy in the eyes of society and stakeholders.
A legitimacy gap occurs when an organization is unable or unwilling to meet societal ex-
pectations, leading to potential threats such as loss of clients, government sanctions, or
public protests. Seeking legitimacy as a corporate actor drives CSR and sustainability ef-
forts. Corporate Social Responsibility (CSR) has gained significant attention as a means to
achieve sustainable development in various contexts, including China. With its rapid eco-
nomic growth and increasing global influence, China faces numerous social, environmen-
tal, and economic challenges, necessitating a focus on CSR and its relationship to sustain-
able development. Currently, CSR is gaining growing recognition in China and aligning
with national development goals. As a result, CSR practices have become more prominent
among businesses operating in China, as they recognize the importance of integrating so-
cial and environmental factors into their operations. CSR in China covers multiple dimen-
sions, including corporate governance, environmental responsibility, community engage-
ment, and philanthropy. CSR has significant potential to contribute to China’s sustainable
development by promoting positive social and environmental outcomes, encouraging re-
sponsible business practices, and supporting China’s sustainability goals.

CSR model is reflected by four major constructs: accountability, transparency, com-
petitiveness, and responsibility. Consequently, the objective of this study is to examine
those four core characteristics to see if can represent the concept of CSR in a robust way.
Accountability refers to an individual's behavior within a social structure or situation,
while transparency refers to the degree of asymmetric information about control errors.
Companies must develop strategies to achieve transparency goals, but the optimal degree
depends on flexibility. Competitiveness is crucial for a company's sustainability, and ef-
fective management through social and environmental policies enhances reputation and
prominence among stakeholders. Responsibility, on the other hand, refers to the assign-
ment, enforcement, or mistaken application of responsibility to an individual or group by
an external force. Prioritizing accountability, transparency, and responsibility while main-
taining competitiveness can lead to a strong reputation and positive impact on stakehold-
ers and society [5].

3. Social Innovation

The Amani Social Innovation Framework (ASIF) consists of seven elements that
guide social innovation efforts. The first element is burning, which emphasizes personal
motivation and alignment with the challenge at hand. Sensing involves using all senses to
engage in "problem-finding." Questioning focuses on asking the right questions to un-
cover the root causes of the problem. Idea networking involves sharing the challenge and
ideas widely to gather diverse perspectives. Associating is the cognitive skill of bringing
together different ideas to create new opportunities. Experimenting entails testing inno-
vations in the real world and using user feedback for improvement. Finally, impacting
involves refining ideas based on user feedback, establishing evaluation mechanisms, and
scaling what works. These elements provide a systematic approach to social innovation
and aim to drive meaningful social change.
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Social innovation is a burgeoning trend that is gaining momentum, as businesses are
increasingly recognizing its capacity to enhance their existing business models. The de-
velopment of generalizable knowledge and articulate theories about the origins, conse-
quences, and operating conditions of social innovation is hindered by conceptual ambi-
guity and diverse definitions [6].

The concept of social innovation, as introduced by Mulgan, encompasses a range of
innovative endeavors and services that are specifically designed to tackle and meet vari-
ous social needs [7]. This phenomenon is observed within various organizational struc-
tures, such as for-profit companies, hybrid models like Benefit Corporation and Low-
Profit Limited Liability Company, and social entrepreneurs who place a significant em-
phasis on achieving social outcomes for specific communities or stakeholders. Social in-
novations have emerged as a powerful tool for businesses in recent years, driving not just
economic growth but also social progress and sustainability [7]. This paper presents a lit-
erature review on the topic of social innovations for business, encompassing its definitions,
relevance, implementation, and benefits [8].

The term "social innovation" is frequently used but lacks a universally accepted def-
inition. Social innovation is described as a novel solution to a social problem, more effec-
tive, efficient, sustainable, or just than existing solutions, and benefiting primarily society
as a whole rather than private individuals. This definition emphasizes both the novelty
and the societal benefit of social innovation.

Social Innovation (SI) is a transformative approach that addresses pressing social
problems by utilizing creativity, collaboration, and systemic thinking. It aims to generate
positive impacts on society as a whole, focusing on collective well-being and the common
good. SI can be applied to tangible goods, intangible services, procedural methodologies,
technological advancements, regulatory frameworks, societal mobilizations, and targeted
interventions. The primary objective is to generate social value beyond the confines of the
current system, resulting in novel concepts, strategies, and tools aimed at enhancing over-
all well-being [9].

Social innovation, a phenomenon that gained prominence in the early 21st century,
encompasses a range of practices employed by various entities such as third sector organ-
izations, social enterprises, and corporate social responsibility initiatives. The phenome-
non at hand encompasses a confluence of novel social and technological advancements,
effectively amalgamating diverse components. The period between 2005 and 2015 wit-
nessed a notable rise in the recognition and significance of social innovation within Euro-
pean policy discourse. This phenomenon emerged as a response to the pressing grand
challenges faced by societies and the imperative to meet societal needs effectively. The
phenomenon under consideration encompasses a range of innovative concepts, goods,
services, and frameworks that are specifically designed to foster and nurture new social
connections [1].

Over the course of the last three decades, China has undergone a notable and swift
expansion in its economic landscape, characterized by a shift from a labor-intensive ap-
proach to industrialization towards a more pronounced emphasis on growth driven by
innovation. In the year 1995, the government implemented a set of regulations aimed at
fostering advancements in technology and management practices. These regulations
placed particular emphasis on promoting social innovation within both the business and
social sectors. During the mid-2000s, a notable focus of innovation was observed in the
domains of social management and service. The state, in response to declining economic
growth rates, implemented measures to foster mass entrepreneurship and innovation
within the business sector. The aforementioned modifications have effectively trans-
formed China into a prominent center for innovation, thereby cultivating an environment
conducive to the cultivation of creativity and advancement in various realms, including
social and commercial domains.

Bureau and Montgomery provide a more business-centered definition, outlining so-
cial innovation as novel strategies, concepts, ideas, and organizations that meet social
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needs of all kinds and that extend and strengthen civil society [10]. This perspective re-
veals the crucial role that businesses can play in promoting societal growth.

Successful implementation of social innovation within businesses requires an under-
standing of both internal and external factors. Among the internal factors, organizational
culture plays a pivotal role in fostering creativity and innovation. In the same vein, the
leadership style also impacts the likelihood of social innovation, with transformational
leadership being particularly conducive [6].

Externally, the economic and social environment of the business significantly influ-
ences its ability to implement social innovations. The stability of the economic environ-
ment, the presence of social issues that need addressing, and the societal acceptance of
innovative solutions are all critical considerations [5].

The potential benefits of social innovation for businesses are vast. Social innovations
not only aid in addressing societal issues but also contribute to the economic success of
firms. They can help businesses in differentiating their products, improving their corpo-
rate image, and attracting socially conscious customers. Social innovation also aids in at-
tracting and retaining talent, as employees increasingly seek to work for companies that
contribute positively to society [8].

Thus, social innovation offers a promising avenue for businesses to contribute to so-
ciety while simultaneously reaping business benefits. More research is needed to under-
stand the dynamics and mechanisms through which social innovation can be effectively
implemented and optimized in businesses.

4. Research Methodology
4.1. Theoretical Framework

The Corporate Social Responsibility (CSR) Theory, developed by Carroll, serves as a
guiding principle for businesses as they navigate their responsibilities to various stake-
holders [11]. This includes economic obligations to generate profits for shareholders, legal
requirements to comply with local, national, and international laws, ethical duties to con-
duct business in a fair and equitable manner, and philanthropic responsibilities to con-
tribute to societal betterment. These responsibilities often take shape in CSR initiatives,
which serve as tangible evidence of a business's commitment to its various duties. Within
the context of China, the study will investigate how businesses fulfill these responsibilities
and what effect this fulfillment has on social innovation.

For instance, a company might engage in CSR initiatives that provide educational
opportunities for underprivileged communities. By doing so, they not only fulfill their
philanthropic responsibilities but also foster an environment that encourages social inno-
vation by investing in human capital development. Such initiatives could also include en-
vironmentally friendly practices or social entrepreneurship projects that simultaneously
fulfill economic, legal, ethical, and philanthropic responsibilities, while also promoting
social innovation by providing sustainable solutions to environmental or societal prob-
lems.

Social Innovation Theory, as outlined by Phills et al. provides a framework for un-
derstanding how new ideas, concepts, and strategies are developed to address social
needs [12]. It centers on the notion of innovative solutions that are more effective, efficient,
sustainable, or just than pre-existing ones. When combined with CSR theory, it posits that
businesses can play a vital role in social innovation, by using their resources, reach, and
influence to create and support innovative solutions to social problems.

Applying this theory to the study, one could explore how CSR initiatives facilitate
social innovation in China. For example, an initiative might lead to the development of a
novel product or service that addresses a social issue, such as affordable housing or access
to clean water. Or it might lead to the implementation of a new business model or process
that promotes social equity, such as fair trade or inclusive hiring practices.
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Together, CSR and Social Innovation theories offer a robust theoretical framework
for understanding how businesses can leverage their resources and influence to drive so-
cial change and promote sustainable development in China. This framework could yield
valuable insights and recommendations for businesses, policymakers, and stakeholders
in China and beyond.

The hypotheses of thus research included:

Hol: There is no significant difference between the assessment of the Corporate So-
cial Responsibility (CSR) when profile is used as test factor.

Ho2: There is no significant difference in the extent of social innovation practices of
the selected company when respondents are grouped according to profile.

Ho3: There is no correlation between assessment of the Corporate Social Responsi-
bility (CSR) and the extent of social innovation practices.

4.2. Research Design

The research design used in the study was a quantitative-comparative-correlational
research design. The design allowed for the examination of relationships and comparisons
between variables, providing a systematic and structured approach to data collection and
analysis. Numerical data was gathered using quantitative methods to measure the varia-
bles related to corporate social responsibility (CSR) assessment and social innovation
practices. The study aimed to identify correlations between those variables and explore
potential differences among them. The study also examined how different profiles of re-
spondents influenced the assessment of CSR and the extent of social innovation practices
through a comparative approach. The research design provided a robust framework for
investigating the relationship between CSR and social innovation in a systematic and ob-
jective manner, enabling the generation of empirical evidence and meaningful insights.

The study was conducted within a multinational company operating in China. Chi-
na's dynamic and rapidly evolving business landscape offers a unique context for explor-
ing Corporate Social Responsibility (CSR) and social innovation practices within multina-
tional corporations. With its burgeoning economy, diverse workforce, and complex regu-
latory environment, China presents both opportunities and challenges for companies
seeking to integrate CSR into their operations and drive social innovation. By focusing on
a multinational company in China, this study aims to provide insights into how organi-
zations navigate social and environmental issues, engage with stakeholders, and foster
innovation to address emerging challenges in the Chinese market while balancing global
and local priorities.

The study's population consisted of employees from different business organizations
operating in China, who met the specified criteria. The population served as the group of
interest from which the study aimed to draw conclusions and make inferences about the
relationship between corporate social responsibility (CSR) initiatives and social innova-
tion.

A sample was selected from the population to participate in the study. The sample
was a subset of the larger population and was representative of the population's charac-
teristics and diversity. The sample size was determined based on statistical considerations
to ensure an adequate representation of the population and sufficient power for data anal-
ysis.

The study employed random sampling as the sampling technique for selecting the
sample from the population. Each individual in the population had an equal chance of
being selected for the study due to random sampling. This technique minimized biases
and increased the generalizability of the findings. Participants were recruited using a ran-
dom selection process, which enhanced the validity and reliability of the study results.
The total population for that study consisted of 1574 employees from various business
organizations operating in China, who met the specified criteria. This served as the overall
group of interest from which the study aimed to draw conclusions. A sample size of 309
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participants was selected from the population to participate in the study. The sample was
a subset of the larger population and was representative of the population's characteristics
and diversity. The sample size was determined based on statistical considerations to en-
sure an adequate representation of the population and sufficient power for data analysis.

4.3. Instrument

The instrument used in that research study to collect data was a self-administered
researcher-made questionnaire. The questionnaire consisted of statements that were de-
signed to measure the constructs of interest, including the assessment of corporate social
responsibility (Accountability; Transparency; Competitiveness and Responsibility) and
the extent of social innovation practices (Social technology; Innovation intermediaries;
People who drive Innovation and Openness). A 4-point Likert scale was used, where re-
spondents indicated their level of agreement or disagreement with each statement.

Each construct was represented by six statements, enabling a comprehensive assess-
ment of participants' perceptions and attitudes. The statements were carefully developed
based on established literature and existing scales related to CSR and social innovation.
The statements were clear, concise, and easily understandable to ensure accurate re-
sponses.

Before data collection, the questionnaire underwent a pilot test with a small group of
participants to assess its clarity, reliability, and validity. The pilot test involved a specific
number of participants and assessed the questionnaire's internal consistency, test-retest
reliability, and content validity. The feedback from the pilot test participants was used to
make necessary adjustments and refinements to the questionnaire.

The questionnaire's validity was ensured by drawing on established scales and
measures from previous studies on CSR and social innovation. In addition, the content
validity was assessed by subjecting the questionnaire to expert review by researchers fa-
miliar with the field.

An evaluation was conducted on the reliability of the questionnaire using measures
such as Cronbach's alpha to assess the internal consistency of the statements within each
construct. A high reliability coefficient indicated the consistency of responses across the
statements and increased the confidence in the questionnaire's ability to measure the in-
tended constructs.

The questionnaire was distributed to the selected respondents, who were employees
from various business organizations in China. Participants were instructed to read each
statement and indicate their level of agreement or disagreement using the provided Likert
scale options. The responses were collected and used for data analysis to examine the re-
lationship between CSR initiatives and social innovation.

4.4. Data Gathering Procedure

The data for that research study was collected using a structured and systematic data
gathering procedure. The researcher finalized the questionnaire based on the pilot test
feedback and made any necessary adjustments. The questionnaire was reviewed for clar-
ity, validity, and reliability. Permissions and approvals were obtained to conduct the data
gathering process. A representative sample of employees from a selected organization in
a multinational company in China was chosen based on a predetermined sampling tech-
nique. The sample size was determined to ensure sufficient statistical power and repre-
sentativeness. There is no text to rewrite. The self-administered questionnaires were dis-
tributed to the selected respondents. The research team provided clear instructions on
how to complete the questionnaire and emphasized the importance of providing honest
and accurate responses. A specific timeframe was provided to the respondents to com-
plete the questionnaire. The questionnaires were collected from the respondents. The re-
search team ensured the confidentiality and anonymity of the participants' responses.
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Identifying information was kept separate from the questionnaire data to maintain par-
ticipant privacy. The responses from the questionnaires were carefully entered into a da-
tabase or statistical software for analysis. The data was coded appropriately to facilitate
the analysis process. The findings were interpreted based on the results of the data anal-
ysis. The research team analyzed the data to answer the research questions and drew
meaningful conclusions regarding the relationship between CSR initiatives and social in-
novation. During the data gathering procedure, ethical considerations were upheld, in-
cluding informed consent, confidentiality, and protection of participant rights. The re-
search team adhered to ethical guidelines and protocols to ensure the integrity of the re-
search process.

4.5. Statistical Result of the Data

The research involved several methods to appropriately answer the research ques-
tions. Data analyses were conducted using statistical software such as SPSS to ensure ac-
curacy and efficiency of analysis.

Regarding sex distribution, the data indicates a relatively balanced representation of
male and female respondents. Males account for 47.3% of the total sample, while females
make up 52.1%. This balanced gender representation ensures diversity and inclusivity in
the study, allowing for the exploration of varied perspectives on CSR and social innova-
tion. By including both male and female viewpoints, potential gender biases can be miti-
gated, enhancing the credibility and validity of the research outcomes.

4.5.1. Data result of Corporate Social Responsibility (CSR)

The assessment of Corporate Social Responsibility (CSR) in terms of accountability,
transparency, competitiveness, and responsibility was quantified using a Likert scale.
Subsequent statistical analysis utilized inferential statistics such as the T-test or Analysis
of Variance (ANOVA) to examine differences in the assessment of CSR when the respond-
ents were grouped according to their profile. The study aimed to determine if respondent
characteristics had a significant impact on perceptions of CSR, as indicated by Field [13].

Table 1 presents the differences in the assessment of Corporate Social Responsibility
(CSR) based on the respondents' sex. The indicators analyzed include Accountability,
Transparency, Competitiveness, Responsibility, and Overall CSR assessment.

Table 1. Differences in the assessment of the Corporate Social Responsibility (CSR) in terms of sex.

Decision on

Indicator Sex Mean F Sig. Ho Interpretation
Accountability Fi/[niele ;;ﬁ 1119 0291  Accepted Not Significant
Transparency Fi/[niele ;Zg; 0.153 0.696 Accepted  Not Significant

Competitiveness Fi/[niele ;Z% 2.231 0.136 Accepted  Not Significant
Responsibility Fi/[niele g:gﬁi 0.018  0.894  Accepted Not Significant
Overall Male = 2876 )16 0138  Accepted Not Significant

Female 2.898
For the indicator of Accountability, the mean scores for male respondents (2.776) and
female respondents (2.831) were compared, resulting in an F-value of 1.119 with a corre-
sponding p-value of 0.291. Since the p-value is greater than the significance level (a=0.05),
the null hypothesis (Ho) that there is no significant difference in the assessment of Ac-
countability between male and female respondents is accepted. Therefore, the difference
in Accountability assessments based on sex is deemed not significant.
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Similarly, for Transparency, Competitiveness, Responsibility, and the Overall CSR
assessment, the differences in mean scores between male and female respondents were
analyzed. In each case, the calculated p-values (0.696, 0.136, 0.894, and 0.138 respectively)
were greater than the significance level, leading to the acceptance of the null hypothesis.
Thus, the differences in assessments of Transparency, Competitiveness, Responsibility,
and Overall CSR assessment based on sex are considered not significant.

The statistical analysis indicates that there are no significant differences in the assess-
ment of CSR between male and female respondents across the indicators examined. This
suggests that both male and female respondents perceive similar levels of accountability,
transparency, competitiveness, and responsibility in the selected multinational company's
CSR practices. The findings underscore the importance of gender neutrality in CSR per-
ceptions and highlight the need for inclusive CSR policies and initiatives that cater to di-
verse stakeholder groups.

Table 2 presents the differences in the assessment of Corporate Social Responsibility
(CSR) based on the respondents' length of service. The indicators analyzed include Ac-
countability, Transparency, Competitiveness, Responsibility, and Overall CSR assessment.

Table 2. Differences in the assessment of the Corporate Social Responsibility (CSR) in terms of
length of service.

Length of . Decision on

Indicator Service Mean F Sig. Ho Interpretation
1-5 2.858
-1 2.7
Accountability 16 1 105 ” 622(3) 2.445 0.064 Accepted Not Significant
16-above  2.940
1-5 2.840
6-10 2.836
Transparency 11-15 » 861 0.036 0.991 Accepted Not Significant
16-above  2.854
1-5 3.003
Competitive- 6-10 2.976 L
ness 11-15 2 955 0.128 0.944 Accepted Not Significant
16-above  2.970
1-5 2.981
-1 2.97
Responsibility 161_105 3 (9) 08 3.340 0.020 Rejected Significant
16-above  3.230
1-5 2.901
6-10 2.881 . g
Overall 11-15 » 831 2.150 0.094 Accepted Not Significant

16-above  2.976

For the indicator of Accountability, the mean scores for respondents with different
lengths of service (1-5 years, 6-10 years, 11-15 years, and 16 years and above) were com-
pared. The calculated F-value was 2.445, with a corresponding p-value of 0.064. Since the
p-value is greater than the significance level (o = 0.05), the null hypothesis (Ho) that there
is no significant difference in the assessment of Accountability based on length of service
is accepted. Thus, the differences in Accountability assessments across different lengths
of service are considered not significant.

Similarly, for Transparency and Competitiveness, the differences in mean scores be-
tween respondents with varying lengths of service were analyzed. In both cases, the cal-
culated p-values (0.991 and 0.944 respectively) were greater than the significance level,
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leading to the acceptance of the null hypothesis. Hence, the differences in assessments of
Transparency and Competitiveness based on length of service are deemed not significant.

However, for Responsibility, the calculated p-value (0.020) was less than the signifi-
cance level. Therefore, the null hypothesis that there is no significant difference in the
assessment of Responsibility based on length of service is rejected. Consequently, the dif-
ferences in Responsibility assessments across different lengths of service are considered
significant.

For the Overall CSR assessment, the calculated p-value (0.094) was greater than the
significance level, leading to the acceptance of the null hypothesis. Thus, the differences
in Overall CSR assessments based on length of service are deemed not significant.

Overall, the statistical analysis indicates that while there are no significant differences
in the assessment of Accountability, Transparency, Competitiveness, and Overall CSR as-
sessment based on length of service, there is a significant difference in the assessment of
Responsibility. This suggests that respondents' perceptions of Responsibility in CSR prac-
tices vary significantly depending on their length of service. The findings underscore the
importance of considering employees' tenure when designing and implementing CSR in-
itiatives to ensure alignment with their expectations and experiences.

Table 3. presents the differences in the assessment of Corporate Social Responsibility
(CSR) across different age groups.

Table 3. Post Hoc analysis for Corporate Social Responsibility (CSR).

Decision on

Indicator Age Mean F Sig Ho Interpretation

25-35 2.900
s 36-45 2.713 L

Accountability 46-55 » 808 1.746  0.158 Accepted  Not Significant
56-above  2.824
25-35 2.811
-4 2.824

Transparency 36-45 8 0.667 0.573 Accepted  Not Significant

46-55 2.827
56-above 2.922

25-35 3.038
Competitive- 36-45 2.902 L
ness 46-55 3.097 2463  0.063 Accepted Not Significant
56-above 2.924
25-35 3.008
s 36-45 3.041 o
Responsibility 46-55 2997 0.176 0913  Accepted Not Significant
56-above 2.995
25-35 2.918
36-45 2.836 g
Overall 46-55 2913 1.480 0.220  Accepted Not Significant

56-above  2.903

For the indicator of Accountability, the mean scores across age groups (25-35, 36-45,
46-55, and 56-above) were compared. The ANOVA test resulted in an F-value of 1.746
with a corresponding p-value of 0.158. Since the p-value is greater than the significance
level of 0.05, the null hypothesis that there is no significant difference in Accountability
scores across age groups is accepted, indicating that age does not significantly influence
perceptions of Accountability.

Similarly, for the Transparency indicator, the ANOVA test yielded an F-value of
0.667 with a p-value of 0.573. As the p-value is greater than 0.05, the null hypothesis that
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there is no significant difference in Transparency scores across age groups is accepted.
Thus, age does not have a significant effect on perceptions of Transparency.

For the Competitiveness indicator, the F-value was 2.463 with a corresponding p-
value of 0.063. Although the p-value is slightly below the significance level, the difference
is not significant enough to reject the null hypothesis. Therefore, age does not significantly
impact perceptions of Competitiveness.

Similarly, for the Responsibility indicator, the F-value was 0.176 with a p-value of
0.913, indicating that age does not have a significant influence on perceptions of Respon-
sibility.

Overall, for the aggregated data, the ANOVA test resulted in an F-value of 1.480 with
a p-value of 0.220. Since the p-value is greater than 0.05, the null hypothesis that there is
no significant difference in overall CSR assessment scores across age groups is accepted.
Therefore, age does not play a significant role in shaping overall perceptions of CSR in the
selected multinational company.

4.5.2. Data result of social innovation practices

Social innovation practices were measured and analyzed in terms of social technol-
ogy, innovation intermediaries, people who drove innovation, and openness. T-tests or
ANOVA were utilized to examine potential differences when respondents were grouped
according to their profile [14,15].

Table 4 examines the differences in the extent of social innovation practices between
male and female respondents.

Table 4. Differences in the extent of social innovation practices of the selected company in terms of
sex.

Decision

Indicator Sex Mean F Sig. on Ho

Interpretation

Social Male 2.914
Technology = Female  2.954
Innovation Male 3.012

Intermediarie-s Female 3.006

0.023 0.881  Accepted Not Significant

3.734 0.054  Rejected Significant

People Who
. Male 3.040 e g
Drlve.hmova— Female  3.047 0.167 0.683  Accepted Not Significant
tion
Male 3.054 L
Openness Female  3.055 2.007 0.158  Accepted Not Significant
Mal .
Overall ale 3005 530 0571 Accepted  Not Significant

Female  3.015

For the Social Technology indicator, the mean scores for males and females were
compared. The ANOVA test resulted in an F-value of 0.023 with a corresponding p-value
of 0.881. Since the p-value is greater than the significance level of 0.05, the null hypothesis
that there is no significant difference in Social Technology scores between genders is ac-
cepted. Therefore, gender does not significantly influence perceptions of Social Technol-
ogy.

In contrast, for the Innovation Intermediaries indicator, the F-value was 3.734 with a
p-value of 0.054. Although the p-value is slightly above the traditional significance level
of 0.05, the difference in means is approaching significance. Thus, the null hypothesis is
rejected, suggesting that there is a significant difference in perceptions of Innovation In-
termediaries between males and females. For the People Who Drive Innovation indicator,
the F-value was 0.167 with a corresponding p-value of 0.683, indicating no significant dif-
ference in perceptions between genders. Similarly, for the Openness indicator, the F-value

Vol. 2 No. 1 (2025) 11 https://doi.org/10.71222/4vndt533



Economics and Management Innovation

https://www .gbspress.com/index.php/EMI

Vol. 2 No. 1(2025)

was 2.007 with a p-value of 0.158, suggesting that there is no significant difference in per-
ceptions of Openness between males and females.

Overall, when considering the aggregated data across all indicators, the ANOVA test
resulted in an F-value of 0.322 with a p-value of 0.571. Since the p-value is greater than
0.05, the null hypothesis that there is no significant difference in the overall extent of social
innovation practices between genders is accepted [16]. Therefore, gender does not play a
significant role in shaping overall perceptions of social innovation practices in the selected
company.

Table 5 presents the differences in the extent of social innovation practices based on
respondents' length of service within the selected company.

Table 5. Differences in the extent of social innovation practices of the selected company in terms of
length of service.

Indicator Lengtp of Mean F Sig. Decision on Ho Interpretation
Service
1-5 2.938
Social Technol- 6-10 2.902
. . ignifi
ogy 11-15 2978 0.341 0.796 Accepted Not Significant
16-above  2.935
1-5 2.986
Innovation In- 6-10 2.995 . e
termediaries 11-15 3192 8.425  0.000 Rejected Significant
16-above  2.769
1- .
People Who 6 15 0 g 832
Drlvetilnfova— 11-15 3.032 0.529  0.663 Accepted Not Significant
° 16-above  3.059
1-5 3.064
6-10 3.033 g
Openness 11-15 3115 0.529 0.663 Accepted Not Significant
16-above 2.978
1-5 3.018
6-10 2.984 ) . g
Overall 11-15 3.079 3.047  0.029 Rejected Significant

16-above  2.935

Conversely, for the People Who Drive Innovation and Openness indicators, the
ANOVA tests resulted in p-values of 0.663 and 0.663, respectively, indicating no signifi-
cant differences in perceptions based on length of service.

When considering the aggregated data across all indicators (Overall), the F-value was
3.047 with a corresponding p-value of 0.029. Since the p-value is less than 0.05, the null
hypothesis is rejected, indicating a significant difference in the overall extent of social in-
novation practices across different lengths of service. Thus, length of service does play a
significant role in shaping overall perceptions of social innovation practices within the
selected company [17].

Table 6 presents the post hoc analysis of the extent of social innovation practices in
terms of social technology, people who drive innovation, and openness across different
age groups within the organization.
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Mean Decision on
Variable Age Age Differ-  Sig. Ho Interpreta-tion
ence
36-45 0.169  0.091  Accepted Not Significant
2535 16-55 0.332*  0.000 Rejected Significant
56-above  0.117 0423  Accepted Not Significant
3645 25-35 -0.169  0.091  Accepted  Not Significant
, 46-55 0.162  0.163  Accepted Not Significant
Social Technol- S
ogy 56-above  -0.052  0.892 Ac?epted Not. Slgr.uﬁcant
25-35 -0.332*  0.000 Rejected Significant
46-55 36-45 -0.162  0.163  Accepted  Not Significant
56-above -0.214*  0.048 Rejected Significant
25-35 -0.117 0423  Accepted  Not Significant
56-above  36-45 0.052  0.892  Accepted Not Significant
46-55 0.214*  0.048 Rejected Significant
25.35 36-45 0.066  0.754  Accepted Not Significant
46-55 -0.028 0982  Accepted  Not Significant
56-above  0.228*  0.008 Rejected Significant
3645 25-35 -0.066  0.754  Accepted  Not Significant
46-55 -0.094 0555  Accepted Not Significant
People Who 56-above  0.162  0.077  Accepted Not Significant
Drive Innovation 25-35 0.028 0982  Accepted Not Significant
46-55 36-45 0.094 0555  Accepted Not Significant
56-above  0.257*  0.004 Rejected Significant
25-35 -0.228*  0.008 Rejected Significant
56-above  36-45 -0.162  0.077  Accepted  Not Significant
46-55 -0.257*  0.004 Rejected Significant
2535 36-45 -0.021 0983  Accepted Not Significant
46-55 0.113  0.335  Accepted Not Significant
56-above  -0.074  0.640  Accepted Not Significant
3645 25-35 0.021 0983  Accepted Not Significant
46-55 0.134  0.153  Accepted Not Significant
56-above  -0.052  0.815  Accepted Not Significant
Openness -
25-35 -0.113  0.335  Accepted  Not Significant
46-55 36-45 -0.134  0.153  Accepted  Not Significant
56-above -0.187*  0.029 Rejected Significant
25-35 0.074 0.640  Accepted Not Significant
56-above  36-45 0.052  0.815  Accepted Not Significant
46-55 0.187*  0.029  Accepted Not Significant

For social technology practices, a significant difference was observed between the
age group 46-55 and the other age groups (25-35, 36-45, and 55-above), indicating that
individuals aged 46-55 exhibit significantly different levels of social technology utilization
compared to other age cohorts. Similarly, for people who drive innovation, a significant
difference was found between the age group 56-above and the other age groups, suggest-
ing distinct levels of involvement in driving innovation among older employees. Addi-
tionally, a significant difference in openness practices was observed between the age
group 56-above and the other age groups, indicating varying perceptions and implemen-
tations of openness in social innovation initiatives among older employees [18].
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Conversely, for social technology and people who drive innovation practices, no sig-
nificant differences were found between the other age group pairs. Similarly, for openness
practices, no significant differences were observed between the age group pairs except for
the comparison between the age group 46-55 and 56-above.

These findings suggest that age may influence specific aspects of social innovation
practices within the organization, particularly in terms of social technology utilization,
involvement in driving innovation, and openness to new ideas and approaches. Under-
standing these age-related differences can inform targeted strategies for promoting social
innovation and leveraging the diverse capabilities and perspectives of employees across
different age demographics. Further investigation may be necessary to explore the under-
lying factors contributing to these age-related variations in social innovation practices and
their implications for organizational performance and effectiveness.

4.5.3. Data result of Corporate Social Responsibility (CSR) and social innovation prac-
tices

Table 7 displays the correlation between the assessment of Corporate Social Respon-
sibility (CSR) and the extent of Social Innovation Practices within the selected company.

Table 7. Correlation between assessment of the Corporate Social Responsibility (CSR) and the extent
of social innovation practices.

Variables R Sig. Decisionon Ho  Interpretation
Corporate Social Respon-
Slblhzécsm 0.051 0.369 Accepted Not Significant

Social innovation practices

The correlation coefficient (R) of 0.051 suggests a very weak positive correlation be-
tween CSR and Social Innovation Practices. Furthermore, with a p-value of 0.369, the cor-
relation is deemed statistically not significant. This implies that there is no meaningful
relationship between the two variables based on the data analyzed.

The weak and statistically insignificant correlation (R =0.051, p =0.369) between Cor-
porate Social Responsibility (CSR) and the extent of Social Innovation Practices suggests
that these two aspects of organizational behavior are not strongly associated with each
other within the selected company. In other words, the level of emphasis or effectiveness
in CSR initiatives does not appear to directly impact the extent to which the company
engages in social innovation practices, and vice versa.

One possible explanation for this lack of correlation could be that CSR and social
innovation are driven by different motivations, objectives, and internal dynamics within
the organization. While CSR often focuses on fulfilling ethical responsibilities, managing
stakeholder relationships, and mitigating negative impacts, social innovation typically re-
volves around generating novel solutions to societal challenges and fostering positive so-
cial change through innovative approaches. As a result, the strategies, resources, and
structures that drive CSR may not necessarily align perfectly with those that promote so-
cial innovation.

Additionally, the lack of correlation could be attributed to the complexity and multi-
faceted nature of both CSR and social innovation. Each of these domains encompasses a
wide range of activities, initiatives, and practices that may vary in scope, focus, and im-
pact. Therefore, even within the same organization, certain CSR practices may be highly
developed while social innovation practices remain relatively nascent, or vice versa.

Furthermore, organizational culture, leadership priorities, resource allocation, and
external pressures can also influence the extent to which CSR and social innovation are
pursued and integrated within the company. If CSR and social innovation are not strate-
gically aligned or if there are competing priorities within the organization, it may hinder
the establishment of a strong correlation between the two.
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Overall, while both CSR and social innovation are important for addressing societal
challenges and driving positive social change, their interrelationship within an organiza-
tion can be complex and context-dependent. Further research and analysis are needed to
delve deeper into the underlying factors shaping the relationship between CSR and social
innovation and to identify potential strategies for enhancing their synergy and effective-
ness within the organizational context.

5. Conclusion

The study provided insights into various aspects of the selected multinational com-
pany's Corporate Social Responsibility (CSR) and social innovation practices, as well as
how they are perceived by employees across different demographic groups.

The profile of respondents revealed a balanced representation across genders, di-
verse age groups, and varied tenure within the company, providing a comprehensive un-
derstanding of the study participants.

The study meticulously assessed the company's CSR initiatives across key dimen-
sions, including accountability, transparency, competitiveness, and responsibility. The
findings unveiled the company's proactive stance towards social and environmental stew-
ardship, highlighting its efforts to integrate ethical practices, foster transparency, and up-
hold responsible business conduct. This comprehensive evaluation offered a nuanced un-
derstanding of the company's CSR performance and its alighment with stakeholder ex-
pectations.

Extent of Social Innovation Practices: In parallel, the study explored the company's
social innovation practices, encompassing dimensions such as social technology utiliza-
tion, engagement with innovation intermediaries, empowerment of innovation drivers,
and promotion of openness. Through this analysis, the study illuminated the company's
endeavors to harness innovation for social impact, foster collaboration with external
stakeholders, and cultivate an organizational culture conducive to creativity and idea gen-
eration. Significant differences were observed in the assessment of CSR based on demo-
graphic factors such as sex, age, and years of service, indicating varying perceptions and
expectations among employees.

Similarly, significant differences were noted in the extent of social innovation prac-
tices based on demographic factors, highlighting disparities in perception and engage-
ment with social innovation initiatives across different groups of employees.

The analysis revealed a non-significant correlation between CSR assessment and the
extent of social innovation practices. This finding suggests that while the company may
excel in certain aspects of CSR, such as accountability and transparency, it may not neces-
sarily translate into heightened engagement or innovation in social impact initiatives. This
underscores the complexity of organizational dynamics and the need for a multifaceted
approach to foster both CSR and social innovation synergistically.
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