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Differential Effects of Demographics on Employees' Perception towards
CSR: Empirical Evidences from Indian Banking Sector
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practices in response to increasing competition and rising commercial
pressure from multiple stakeholder groups.However, a more
comprehensive understanding of how employees perceive their
organization's CSR practices is still lacking. To broaden this
understanding, the current research examined the impact of
demographic variables on employees' perception of corporate social
responsibility (CSR) especially in the diverse country like India.
Demographic variables such as age, gender, marital status,
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Email Id: pooja24k@gmail.com organizational tenure, education and income level have been taken into
consideration. The study was administered on 485 employees from
leading commercial banks in India. Survey was conducted to collect the
data from respondents. Data was analyzed using mean score, ANOVA
and post-hoc analysis. Results indicate that perception of employees
towards CSR varies across different demographic variables under study.
Implications were discussed and future research directions were

recommended.
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Introduction

Organizations are increasingly adopting socially responsible business
practices in response to increasing competition and rising commercial
pressure from multiple stakeholder groups. CSR refers to organization's
“actions and policies that take into account stakeholders' expectations
and the triple bottom line of economic, social, and environmental
performance” (Aguinis and Glavas, 2012). Truscott et al., (2009) stated
that financial institution is the most proactive institution in investing in
CSR. The Indian banking sector has also adequately incorporatedCSR
practices in the business operations. The corresponding CSR progress
addressed financial inclusion problem by providing financial services to
the unbanked or untapped banking areas of the country (Narwal, 2007;
Bihari and Pradhan, 2011). Additionally, CSR in banking sector
emphasizes the socio-economic development of the country by focusing
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on the activities, namely, poverty eradication, health and
medical care, rural development, self-employment and
financial literacy training, infrastructure development,
education and environmental protection (Dhingra and
Mittal, 2014; Hadfield and Hill, 2014).

CSR helps the organization in building corporate brand and
customer loyalty (Worcester, 2009; Hildebrand et al., 2011;
Balmer et al., 2017; Pratihari and Uzma, 2018), gaining
competitive advantage (Porter and Kramer, 2006;
Bhattacharya et al., 2008), and enhancing corporate
reputation (Melo and Garrido-Morgado, 2012;
Khojastehpour and Johns, 2014; Aksak et al., 2016). The
extant literature indicates that majority of the studies
concerning CSR primarily focused on external
stakeholders such as customers (Sen and Bhattacharya,
2001) and investors (Graves and Waddock, 1994), thereby
ignoring the internal stakeholders e.g., employees.
Employees are one of the company's important
stakeholders who provide support for achieving
organizational goals. There are a few studies which
examine the impact of employees' perception of CSR on
their attitude and behaviors. For instance, CSR has been
shown to relate positively to organizational commitment
(Turker, 2009b; Peterson, 2004; Brammer et al., 2007), job
satisfaction (Glavas and Kelly, 2014; Roeck et al., 2014;
Valentine and Fleischman, 2008), organizational
citizenship behaviours (Jones, 2010), employee
performance (Jones, 2010), retention (Jones, 2010),
turnover intentions (Riordan et al., 1997), job pursuit
intentions (Gully et al., 2013) and job performance
(Aguileraetal.,2007; Carmelietal., 2007).

Moreover, these studies have been carried out in developed
countries such as the USA, the UK and Europe, with
negligible evidence from emerging economies like India,
especially banking sector. Hence, the present study
attempts to bridge the above identified gaps by examining
the employees' perception towards CSR in Indian banking
sector. Indian banks have also been a significant contributor
to India's financial sector. It is evident that Indian workforce
portrays diverse demographic characteristics in terms of
gender, age, education, languages, ethnicity & culture.
India has now become one of the world's fastest growing
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economies. Therefore, it is even more important to examine
the effect of demographics on employees' perception of
CSR in the Indian context (Shuklaetal., 2015).

The study may be of great value to organizations globally
where employees are diverse in their background, gender,
race, religion and geographical area. The behavioral
patterns of diverse workforce are instrumental in
understanding their perception. In this connotation, Dhir &
Shukla (2015) and Sharma et al. (2017) suggested that
demographics help in understanding the behavioral pattern
of employees. Hence, the present study would therefore
help banking organization to understand the behavioral
pattern of their employees in relation to its perception
regarding CSR practices.

Theoretical Background and Hypotheses
Development

Corporate Social Responsibility (CSR)

Corporate social responsibility has strategic importance to
business firms. It depicts companies' activities and status in
relation to society and its stakeholders(Luo and
Bhattacharya, 2006). Past studies examined the extent to
which CSR has been adopted by companies (Joyner and
Payne, 2002; Lin, 2009) and measured the relationship
between CSR and company's reputation (Backhaus et al.,
2002). However, there has been limited focus on
employees' perception towards CSR practices of their
companies.

The term corporate social responsibility (CSR) was
originated in the 1950s to describe how a company's
performance should align with societal expectations
(Bowen, 1953). Traditional beliefs of CSR hold that an
organisation is considered to fulfil its social obligation, if it
is able to provide low-cost goods and services to the society
while maximising its profitability. According to socio-
economic view of CSR, organizations are like citizens and
their functionality have an impact on society, economy and
the environment. Thus, it is assumed that the broader goal
of corporate social responsibility is to maintain company's
productivity for people both within and outside the
company while improving the living standard of society.

Carroll (1979) defined CSR as the social expectations of an
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organization during a certain period, including economic
responsibility, legal responsibility, ethical responsibility,
and philanthropic responsibility. Subsequently,
Woodward-Clyde (1999) defined CSR as “a contract
between society and business wherein a community grants
company a license to operate, and in return, the business
meets certain obligations and behaves in an acceptable
manner.” Similarly, World Business Council for
Sustainable Development (WBCSD) (2000) defined CSR
as “the continuing commitment by business to behave
ethically and contribute to economic development while
improving the quality of life of the workforce and their
families as well as the local community and society at
large”. Subsequent to this, Commission of the European
Communities (2001) addressed CSR as “a concept whereby
companies integrate social and environmental concerns in
their business operation and in their interaction with their
stakeholders on a voluntary basis.” Lea (2002) also
supported this notion and defined CSR as “the integration
of social and environmental concerns in business
operations, including dealings with stakeholders”. Further,
Hopkins (2003) explained CSR as “treating the
stakeholders of the firm ethically or in a responsible
manner.” From the above discussion, it is evident that the
majority of the conceptualizations of CSR address
economic, ethical, legal, philanthropic and environmental
dimensions. Hence, the current study adopts Carroll's
framework of CSR and undertakes to measure five
dimensions of CSR viz.'economic responsibility', 'ethical
responsibility', 'legal responsibility’', 'environmental
responsibility' and 'philanthropic responsibility'.
Relationship Between Corporate Social Responsibility
and Demographic Variables

The theoretical linkage between employees'CSR
perception and demographicsis supported by stakeholder
theory and ethical decision- making theory. Firstly,the
stakeholder theory is primarily regarded as a central
paradigm for CSR (Carroll, 1991; Andre, 2013). This
theory posits that the company's long-term value lies
mainly in the capabilities, knowledge and commitment of
employees and their relationship with other stakeholders
such as customers, investors etc. (Carroll, 1991; Lee et al.,
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2013).Thus, organization's ability to develop strong
affiliation with its stakeholders can significantly determine
its survival and performance (Roeck et al., 2014; Korschun,
2015). Since employees are one of the most important
stakeholders for any business organization (Greenwood,
2007; Lee et al., 2013), its ability to meet the social
obligations can improve employees' perception towards
CSR(Mitchell etal., 1997; Greening & Turban, 2000; Mohr
and Webb, 2005).

The second theory that can explain the linkage between
demographics and CSR perception is ethical decision-
making theory developed by Rest (1986). The theory
explained that an individual's perception of social
responsibility is influenced by individual and
organizational characteristics. According to the theory,
individual perception of moral intensity varies across
personal characteristics. Hence, demographic
characteristics of an individual are likely to play a
significant role in shaping their perceptions and behaviour
concerning corporate social responsibility (CSR) (Cheah et
al., 2011).Harrison (1995) has also argued that
demographic information is useful in shaping individual
behaviour towards CSR. Similarly, McLachlan and
Gardner (2004) found statistically significant differences in
the perception of moral intensity among different
stakeholders.

Past studies demonstrated the effect of demographics on
employees' perception towards CSR practices. For
instance, Gunawan and Putra(2014) stated that
demographic factors such as age, gender, education and
work experience have a significant impact on employees'
perception towards CSR. Akintayo (2003) and Ali et al.
(2010) revealed that there is a positive correlation between
age and stakeholders' perception towards CSR.The study
highlighted the importance of exploring demographics
characteristics to understand the stakeholders' perception.
Furthermore, Akintayo and Abu (2006) stated that
educational qualification has a significant impact on
employees' perception such that graduated employees
exhibited positive perception towards CSR initiatives of the
organization than the non-graduated ones. It has also been
observed that organizational tenure significantly affects
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employees' perception towards CSR (Akintayo, 2003;
Gunawan & Putra,2014). Hur et al. (2015) investigated the
gender differences in corporate social responsibility (CSR)
perceptions of stakeholders. The research revealed that as
compared to men, women stakeholders portrayed positive
perception towards CSR. Bakan and Buyukbese(2013)
statistically supported the positive relationship between
employees' income level and their perception. Authors
found that employees with high income levels have
reported more positive perception. Additionally,
Low(2020) also supported the significant difference in
employees'perception towards social responsibility across
their marital status.

Following the above discussion, it is clear that demographic
characteristics such as gender, age, marital status, income,
qualification and length of service or tenure in the
organization tend to have significant impact on the
perception of employees towards corporate social
responsibility practices. Hence, the study proposes
following hypotheses:

H1: Gender significantly influences employees' perception
towards CSR.

H2: Age significantly influences employees' perception
towards CSR.

H3: Educational qualification significantly influences
employees' perception towards CSR.

H4: Marital status significantly influences employees'
perception towards CSR.

H5: Income significantly influences employees' perception
towards CSR.

H6: Length of service significantly influences employees'
perception towards CSR.

Research Methodology
Sample and Procedures

The current study adopted a cross-sectional design and
collected data from 485 employees working in select top
ten Indian banks operating in Delhi viz. HDFC Bank, ICICI
Bank, Axis Bank, State bank of India, Punjab national
Bank, Canara Bank, Kotak Mahindra Bank, Yes Bank,
IndusInd Bank, and Bank of Baroda. The data was collected
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through self-administered questionnaire.Out of the 485
respondents, 44per cent were male and 56per cent were
female. A majority of respondents i.e., 53per centbelonged
to the age group of 21-30 years, 33per centbelonged to the
age group of 3140 years,11per centbelonged to the age
group of 41-50years and the remaining 3per centwere
above 50 years of age. In addition to this, 56per cent of
respondents were married. A majority of respondents i.e.,
S7per cent held a post graduate degree followed by 25.9 per
cent of graduates and 16.9 percent respondents who had a
qualification higher than post graduate. Regarding work
experience, 59per centof respondents had below 5 years'
work experience, 21per centhad 5-10 years' work
experience, 2per cent had 11-15 years' work experience,
and the remaining 19per centhad more than 15 years' work
experience.

Measurement Instrument

For the purpose of final survey, a questionnaire consisted of
two sections was used. The first section of the questionnaire
included items related to demographic information of the
respondents like, gender, age, educational qualification,
marital status, organizational tenure and income. The
second section of the questionnaire included the scale to
measure employees' perception towards CSR practices of
banks. Employees' perception towards CSR practices was
measured using nineteen items covering five dimensions
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viz. “economic responsibility”, “ethical responsibility”,
“legal responsibility”, “philanthropic responsibility” and
“environmental responsibility”. Perception towards
'economic responsibility’ was measured using a four items
scale adapted from Lee et al. (2013). Perception towards
'legal responsibility' was also measured using a four items
scale of Lee et al. (2013). Also, perception towards
"philanthropic responsibility’ was measured using a four-
item scale adapted from Lee et al. (2013). 'Environmental
responsibility’ was measured using the scale consisting
three items developed by Hanzaee&Rahpeima (2013), and
to measure 'ethical responsibility' the scale containing four
items developed by Lin (2010) was adapted. The responses
to these items were evaluated on a five-point Likert scale.
The value of composite reliability for the responses came
out to be greater than 0.70 which is above the prescribed
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value for consideration (Bagozzi &Yi, 1988). Furthermore,
the value of AVE is also accepted as it is above 0.50 (Hair et
al., 2014). Thus, reliability and validity of the scale
wasestablished.

Results and Findings

To examine the impact of demographics characteristics on
employees' perception towards corporate social
responsibility practices of banks, six demographic
variables viz. gender, age, qualification, marital status,
length of service and income were selected. Gender was
measured using three categories namely, 'male’, 'female’
and 'others'. Age of the respondents was measured using
four categories viz. 21-30 years, 31-40 years, 41-50 years
and above 50 years. Further, the variable 'qualification'
included three categories namely, 'graduate’, 'post graduate'
and 'above post graduate'. Marital status had two categories
namely, 'single' and 'married'. Length of service was
measured using four categories namely, below 5 years, 5-10
years, 11-15 years and more than 15 years, and finally
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income was measured using four categories viz. less than
20000','20000-35000','35000-50000' and '50000 & above.

For the purpose of examining the relationship,
demographical variables were considered as independent
variables and employees' perception towards CSR
practices was considered as dependent variable. As all the
demographic variables are categorical in nature and the
employees' perception towards CSR practices is a scale
variable, ANOVA was applied to examine the difference in
the employees' perception towards CSR practices across
the demographic variables. Further, Post-hoc test using
Least Square Difference (LSD) was also applied after
conducting ANOVA, wherever the difference in the
employees' perception regarding CSR across the
demographics was found significant. Table 1 given below
shows the overall mean score of employees' perception
towards CSR practicesacross the demographic variables
viz. gender, marital status, educational qualification, age,
tenure and income per month.

Table 1: Mean score of employees' perception towards Corporate
Social Responsibility (CSR) across the Demographic Variables

Demographic variables CSR

Mean SD

Gender Male 4.45 375
Female 4.60 362

Age 21-30 years 4.48 354
31-40 years 4.57 402

41-50 years 4.57 387

Above 50 years 4.83 .103

Qualification Graduate 4.60 .000
Post-graduate 4.45 437

Above post graduate 4.57 338

Marital Status Single 4.51 370
Married 4.55 376

Length of service Below 5 years 4.49 386
5-10 years 4.54 346

11-15 years 4.42 .343

more than 15 years 4.69 328

Income less than 20000 4.63 310
20000-35000 4.46 322

35000-50000 4.44 393

50000 & above 4.70 376
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After estimating the mean score of employees' perception
towardsCSR activities across all the demographic
variables, ANOVA was applied for making comparison of
overall mean score of employees' perception towards CSR

practices across each demographic variable's respective
groups. Results of ANOVA are described in the table 2
below.

Table 2 ANOVA of Employees' perception towards Corporate Social Responsibility across Demographic Variables

Demographic Variation Sum of Squares Df Mean F-value p-value
Variable Score
Gender Between groups 2.449 1 2.449 18.135 .000

Within groups 65.227 483 135

Total 67.676 484
Age Between groups 2.649 3 .883 6.531 .000

Within groups 65.027 481 135

Total 67.676 484

Between groups 1.594 2 197 5.813 .003
Qualification Within groups 66.082 482 137

Total 67.676 484

Between groups 281 1 281 2.017 156
Marital Status Within groups 67.394 483 .140

Total 67.676 484

Between groups 2.810 3 937 6.947 .000
Length of service Within groups 64.865 481 135

Total 67.676 484

Between groups 5.968 3 1.989 15.506 .000
Income Within groups 61.708 481 128

Total 67.676 484

It is observed from the table 2 that gender, age,
qualification, length of service and income were found to be
significant in explaining differences in employees'
perception towards CSR practices of banks, whereas
marital status was found to be insignificant in explaining
the variation in employees' perception towards CSR
practices of banks. Afterwards, LSD was applied to

examine which groups of demographic variables
contributed significantly in the explaining the variation in
employees; perception towards CSR practices. The
procedure was repeated for gender, age, qualification,
length of service and income separately. Results of LSD are
described in table 3 below.

Table 3: Post-Hoc Tests for Multiple Comparisons applying Least Square Difference (LSD)

Mean Difference(I - Standard Sig.
Age(l) Age(J) J) Error
Age 21-30 years 31-40 years -.083 .037 025
41-50 years -.089 .057 118
Above 50 years -.346 -.085 .000
31-40 years 21-30 years .083 .037 025
41-50 years -.006 .060 925
Above 50 years -.263 .087 003
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Mean Difference(I - Standard Sig.
Age(l) Age(J) J) Error
41-50 years 21-30 years .089 .057 118
31-40 years .006 .060 925
Age Above 50 years -.258 .097 .008
Above 50 years 21-30 years 346 .085 .000
31-40 years 263 .087 .003
41- 50 years 258 .097 008
Qualification(I) Qualification(J)
Qualification Graduate Post Graduate 150 127 239
Above Post Graduate .028 125 .824
Post Graduate Graduate -.150 127 239
Above Post Graduate 122 .036 001
Above Post Graduate Graduate -.028 125 .824
Post Graduate 122 .036 001
Length of Service() Length of Service(J)
Below 5 years 5-10 years -.046 .043 279
11-15 years .064 118 .590
more than 15 years -.199 .045 .000
5-10 years Below 5 years .046 .043 279
Length of service 11-15 years 110 122 367
more than 15 years -.153 .054 004
11-15 years Below 5 years -.064 118 .590
5-10 years -.110 122 367
more than 15 years -.263 122 032
More than 15 years Below 5 years 199 .045 .000
5-10 years 153 .054 .004
11-15 years 263 122 032
less than 20000 20000-35000 .163 .078 .036
35000-50000 182 .079 022
50000 & above -.072 .079 364
20000-35000 less than 20000 -.163 .078 .036
35000-50000 .019 .040 .642
Income 50000 & above -.235 .040 .000
35000-50000 less than 20000 -.182 .079 .022
20000-35000 -.019 .040 .642
50000 & above -.254 .043 .000
50000 and above less than 20000 .072 .079 364
20000-35000 235 .040 000
35000-50000 254 .043 .000

The linkage between employees' perception towards CSR practices with each demographic variable has beendiscussed below:
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Relationship between Gender and Employees' Perception
towards CSR Practices of Bank:The mean score of
employees' perception towards corporate social
responsibility was compared between two categories of
gender viz. male and female using ANOVA. The result of
ANOVA from the table 2 depicted that F-value was 18.135
and p-value was .000 (p<.05). This implied the existence of
significant difference in perception of male and female
employees towards CSR practices of banks. Hence, the
hypothesis H1 was accepted.

Further, on comparing means from the table 1, it was
observed that the mean score of employees' perception
towards CSR practices for the female employees (4.60) was
greater than male employees (4.45). Therefore, the findings
reflected more positive view of female employees'
perception towards CSR practices than male employees.

Relationship between Age and Employees' Perception
towards CSR Practices of Bank: The mean values of
employees' perception towards CSR practices were
compared across the four age groups viz. “21-30 years, 31-
40 years, 41-50 years, above 50 years” using ANOVA. The
result of ANOVA from the table 2 depicted that F-value was
6.531 and p-value was .000 (p<.05). The ANOVA results
confirmed thesignificant difference in the perception of
employees towards CSR practices across all the age-
groups. Hence, the hypothesis H2 was accepted.

Further, on comparing the means of each category of age
group using LSD method (table 3), the level of employees'
perception towards CSR practices from the age group 21-
30 years' was found to be significantly different from those
of 'above 50 years' (p=.000; p<.05) and '31-40 years'
(p=.02; p<.05). As it can be seen from the table 1,the mean
value of the age group 'above 50 years' (4.83) was greater
than the mean value of the age group '21-30 years' (4.48)
and '31-40 years' (4.57). This comparison shows that
employees belonging to the 'Above 50 years' age group had
amore positive view about CSR practices than those belong
to the age group 'below 50 years', '21-30 years', and '31-40
years'.

Relationship between Qualification and Employees’
Perception towards CSR Practices of Bank: The mean
score of employees' perception towards corporate social
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responsibility was compared across the three qualification
groups viz. 'graduate', 'Postgraduate’ and 'above
postgraduate' using ANOVA. The results of ANOVA from
the table 2 depicted a significant difference in the
perception of employees towards CSR practices based on
the level of qualification (F=5.813; P=.003). Hence, the
hypothesis H3 was accepted.

Further, on comparing the mean value of each category of
qualification using LSD method (table 3), it is clear that
employees' perception towards CSR significantly differ
across the qualification group. As it can be seen from the
table 3, p-value for the 'above post-graduate' came out to be
0.001 (p<.05). Further, results from table 1 reveal that the
mean score of employees' perception towards CSR for the
'above postgraduate' (4.53) was greater than that of
'postgraduate group' (4.45). This comparison indicated that
employees who possess the qualification higher than
postgraduate have a more positive view towards CSR
practices than the employees who are postgraduate.

Relationship between Marital Status and Employees’
Perception towards CSR Practices of Bank: The mean
score of employees' perception towards CSR practices was
compared between single and married employees using
ANOVA. It is evident from the table 2 that no significant
difference exists in the employees' perception towards CSR
practices for single and married employees (F=2.017,
p=0.156). Hence, the hypothesis H4 was rejected.

Relationship between Length of Service and Employees’
Perception towards CSR Practices of Bank: The mean
score of employees' perception towards CSR practices was
compared across the four groups of length of service viz.
'below 5 years','5-10 years', '11-15 years', and 'more than 15
years' using ANOVA. The result of ANOVA from the table 2
depicted that there was significant difference in the
employees' perception towardsCSR practices across all the
four groups having different of length of service (F=6.947;
p=.000). Hence, the hypothesis H5 was accepted.

Further, on comparing the means of each category of the
four groups using LSD method (see table 3), the perception
towards CSR practices of employees having length of
service 'more than 15 years' was found to be significantly
different from employees who belong to the group 'below 5
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years' (p=0.00), '5-10 years' (p=.004) and '11-15 years'
(p=.032). As can be seen in the table 1, the mean value of
perception towards CSR practices of those who have spent
'more than 15 years' (4.69) was greater than that of
employees who have spent 'less than 5 years' (4.49), '5-10
years' (4.54) and 'l1-15 years' (4.42) respectively.
Therefore, the results suggested that employees who have
spent more than 15 years in their respective banks hold
more positive perception towards CSR practices than
employees who have shorter length of service.

Relationship between Income and Employees' Perception
towards CSR Practices of Bank: The mean score
ofemployees' perception towards CSR practices was
compared across the four groups of income per month viz.
"less than 20000, '20000-35000', '35000-50000' and 'more
than 50000' using ANOVA. The results of ANOVA from the
table 2 depicted that there was significant difference in
employees' perception towards CSR practices across all the
four income groups (F= 15.506; P=.000). Hence, the
hypothesis H6 was accepted.

Further, on making multiple comparisons using LSD
method (table 3), perception towards CSR practices of
employees who belong to the income group 'less than
20000' was found to be significantly different from those
who belong to income group "20000-35000' (p=.036) and
'35000-50000' (p=0.022). As it can be seen in the table 2, the
mean value of employees' perception towards CSR
practices for the income group 'less than 20000’ (4.63) was
greater than the that of the income group '20000-35000
(4.46) and '35000-50000' (4.44). This comparison indicated
that employees belong to the income group 'less than 20000
holds more positive perception towards CSR practices of
banks than those who belong to higher income groups.

Similarly, it was also observed that the employees'
perception towards CSR practices of the income group
'20000-35000" was different than that of the income group
'50000 and above'. As it can be seen from the table 1, the
mean score of the employees' perception towards CSR
practices of the income group 'more than 50000' (4.70) was
greater than that of the income group '20000-35000' (4.46).
The results suggested that employees who belong to the
income group 'more than 50000' hold more positive
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perception towards CSR practices than employees who
belong to income group '20000-35000'. Likewise,
employees' perception towards CSR practices of the
income group '35000-50000' was different from that of
income group '50000 and above'. As it can be seen from the
table 1, the mean score of the employees' perception
towards CSR practices of the income group 'more than
50000' (4.70) was greater than that of the income group
'35000-50000' (4.44). The results suggested that employees
who belong to the income group more than 50000 hold
more positive perception towards CSR practices than
employees who belong to income group 35000-50000.

Discussion and Conclusion

Results from the current study revealed that employees'
perception towards CSR practices varies with respect to
five demographic variables namely age, gender, tenure,
education and income. However, marital status turned out
to be insignificant in determining the difference in the
employees' perception towards CSR.The study identified
that employees'perception towards CSR varies across
different age groups such that employees who are older
exhibited more positive perception towards CSR practices
followed by their banks than younger ones. It may be
because older people are relatively more sensitive towards
societal issues than the younger ones. The results are also in
line with the research conducted by Akintayo (2003) and
Alietal. (2010).

The current study also reflected more positive view of
female employees about CSR practices than male
employees. The reason behind this may be that women are
more likely to concentrate on interdependence in relation to
close relationships with specific individuals or
organisations (Glass et al., 2015). This socializing nature of
women encourages them for building relationships and
executing CSR practices to improve the living conditions of
the society. This finding is also supported by Hur et al.
(2015). The author investigated gender differences in
employees' perception towards corporate social
responsibility (CSR) practices and found that women
stakeholders have more positive perception towards CSR
than men.

It was also evident that highly qualified employees more
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positive view towards CSR practices than less qualified
employees. It may be because higher education gives more
insight to put more importance on the CSR activities. This
is similar to the research conducted by Akintayo and Abu
(2006). Author stated that educational qualification has a
significant impact on employees' perception such that
highly educated employees have a positive perception
towards CSR initiatives of the organization than the less
educated ones.

The results also suggested that employees who have spent
more than 15 years in their respective banks holds more
positive perception towards CSR practices than employees
who have short length of service. This may be because the
fact that the longer stay in the same organization instills the
sense of belongingness in the employees and they perceive
every action of their organization as recognizable and
praiseworthy. The findings corroborated with Akintayo
(2003) and Gunawan & Putra (2014) who observed that
length of service significantly affect employees' perception
towards CSR.

Present study also found that employees who have income
of more than Rs. 50000 hold more positive perception
towards CSR practices than employees who have lesser
income. The results are aligned with the study conducted by
Bakan and Buyukbese(2013). Author statistically
supported the positive relationship between employees'
income level and their perception towards CSR practices.

Implications of the Study

The present study aims to analyze the relationship between
demographic variables and employees' perception towards
CSR practices in the Indian banking sector. Since the study
of demographics helps in predicting the behavioural pattern
of an individual, the results enable banking organizations to
devise the CSR program accordingly. The study provides
new directions for researchers by opening up a debate on
the impact of demographics on the employees' perception
towards CSR. The study empirically validated the
interrelationship between demographics and employees'
perception towards CSR. Hence, it provides useful
implications for HR practitioners and policy makers to
devise effective CSR program.Results of the study
advocate formulating different strategies to enhance the
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perception of its diverse employees towards CSR practices.
Managers should reconcile policies, strategies, and
organizational processesof the organization by taking into
account age, gender, tenure, education and income of
employeesto improve their perception towards CSR
practices.

Limitations and Future Research

The current study highlighted the broader perspective by
linking demographics to the employees' perception towards
CSR. However, there are some limitations of the study,
which open up the new avenues for the future research.
Firstly, the study evaluated differences in employees'
perception towards CSR practices with respect to their
demographic characteristics and did not take into account
the role of other contextual factors like personality traits.
Secondly, the study was conducted in the Indian banking
sector. Future studies can be conducted in other sectors of
Indian economy. Moreover, the results obtained in the
Indian context cannot be as such generalized for other
countries. Hence, future studies may be undertaken to
validate the relationship in other countries. In addition to it,
a cross-cultural comparison of India and other countries can
also be conducted. Lastly, the study adopted cross-sectional
research design which does not provide insights about the
improvement in employees' perception towards CSR over a
period of time. Longitudinal analysis may be conducted in
future to widen the scope of the study and generalize the
findings.
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