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Consolidating and bridging the sociological and psychological perspectives
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Overview of the workshop

CSR scholarship has shifted from its interest in macro levels of analysis to more micro levels of analysis
for a deeper understanding of the microfoundations of Corporate Social Responsibility (CSR) or *‘micro-CSR’
in recent years (Aguinis & Glavas, 2012; Gond et al., 2017; Gond & Moser, 2019). This micro-turn in CSR
has largely focused on individuals and their actions based on two distinct streams of research: the psychological
and the sociological microfoundations of CSR (Gond & Moser, 2019). Despite their common focus on
individuals, the psychological approach of micro-CSR studies have examined individuals’ motivations,
attributes, cognitive process, or evaluation (e.g., EI Akremi et al., 2018; Farooq et al., 2017; Jones et al., 2014;
Rupp et al., 2013), while the sociological stream has studied practices, processes, and dynamics in CSR
implementation at an individual level (e.g., Brés & Gond, 2014; Costas & Karreman, 2013; Risi & Wickert,
2017; Wickert & De Bakker, 2018). According to Gond and Moser (2019), the former is based on a person-
centric view that explains the drivers for individual CSR actions, and the latter is based on a relational view
that focuses on individuals’ CSR actions per se. Although each stream has a distinct contribution to micro-
CSR studies, the two streams can be bridged to learn from each other (Gond & Moser, 2019). Sociological
insights could help psychological micro-CSR capture the complex reality of CSR by embracing tensions
(Costas & Karreman, 2013), political dynamics (Bondy, 2008; Mitra & Buzzanell, 2017), and diversity of
individuals engaging in CSR practices and processes (Brés & Gond, 2014; Soderstrom & Weber, 2019).
Psychological micro-CSR studies could help sociological ones identify more concrete boundary conditions for
micro-CSR practices and processes by providing substantial evidence for the role of individuals’ attributes,
such as personal beliefs and values (Hemingway & Maclagan, 2004; Peterson, 2004) and gender (Brammer et
al., 2007).

With a clear advantage of the cross-fertilization of the two streams, more research is needed to integrate
those two streams in various ways to capture a more comprehensive understanding of the microfoundations of
CSR. Gond and Moser (2019) suggest three ways of integrating the practice-based and the person centric view
on micro-CSR: coupling the levels of micro-CSR analyses (the intra-organisational, inter-individual, and
intra-individual level of analysis), integrating through studies focused on pervasive phenomena — such as
power and meaningfulness—, and adopting new research designs or methods that allow to combine insights

from both streams of research.

This workshop aims to provide a platform for the small but actively emerging academic community of
micro-CSR and support the development of impactful micro-CSR papers. We welcome various methodologies
(quantitative, qualitative, QCA/fsQCA, and mixed method) as well as various levels of analysis (the intra-

organisational, inter-individual, intra-individual level, and multiple levels of analysis). This workshop can



offer an opportunity for researchers (including both early career scholars and Ph.D. students) who work within
the micro-CSR at different levels to present their ongoing work, to share methodological and ontological
challenges and opportunities, and to develop their ideas through extensive feedback from leading scholars in
the field.

If you would like to discuss and receive feedback on your work, please submit a long abstract (up to
3,000 words without references) or a full paper (up to 10,000 words without references) related to the

microfoundations of CSR to the organisers by 13" September 2019. If you would like to participate without

submitting a paper, please email us.
Please note that there is no registration fee for participation, but participants are expected to cover their

own travel and accommodation expenses.
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