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Abstract 
 

Background: Today, social responsibility plays an important role in the success and survival of organizations, 
also, moral attitudes have a significant impact on corporate social responsibility. Therefore, the aim of this 
study is to identify the relationship between moral foundations and perception of corporate social responsibil-
ity. 
Method: The present research is a descriptive study. The statistical population of this study is financial man-
agers of the companies listed in Tehran Stock Exchange. The convenience sampling method is used to select 
the statistical sample. The research instrument includes two standard questionnaires of moral foundations and 
perception of corporate social responsibility. Finally, the data extracted from 240 questionnaires were analyzed 
using Structural Equation Modeling by Lisrel software. 
Results: The results confirmed the existence of a positive and significant relationship between moral founda-
tions and perception of social responsibility. In other words, any change in the variable of moral foundations 
changes all aspects of economic, legal, ethical, and philanthropic corporate social responsibility. 
Conclusion: Implementation of corporate social responsibility has many benefits for the society. Therefore, 
regulatory bodies and decision-making authorities should consider corporate mangers’ moral foundations as a 
factor affecting on corporate social responsibility. 
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Introduction 
 

The globalization of economy and emergence of 
multinational companies, the emergence of social 
and environmental crises and the increasing de-
mand and political pressures for higher transpar-
ency of business enterprises have expanded studies 
on corporate social responsibility in recent years (1). 
Scholars in corporate social responsibility research 
have theorized that managerial ethical decision 
making may influences on corporate social respon-
sibility policies. They claim when a firm is irrespon-
sible in social commitments, it imposes a social cost 
on their stakeholders and may violate the environ-
ment or human rights. This issue could highly affect 
going concern of firms (2). However, if we consider 
the definition of corporate social responsibility as 
an individual or organization's commitment to the 
society, then, this concept may be defined differ-
ently in terms of specific obligations or ethical ex-
pectations. Social responsibility defined as the com-
mitment of decision-makers to take actions that 
also improve the well-being of society, in addition 
to improve their own interests (3).  
In general, the corporate social responsibility refers 
to the employees' perception of the corporate poli-
cies for the implementation of social responsibility, 
which is defined as a responsibility beyond eco-
nomic considerations. In corporate social responsi-
bility, the continuity and integrity between the ac-
tivities and values of the organization are such that 
the interests of all stakeholders are reflected in the 
policies and performance of the organization. In 
other words, organization should always consider 
itself a part of society, feel more responsible for so-
ciety, and improve public welfare independently of 
corporate interests (4).  
Although there are different approaches to corpo-
rate social responsibilities, researchers believe that 
Carroll's pyramid of social responsibility could help 
to resolve these conflicts a lot. Due to its practical 
nature, this pyramid is more popular in the aca-
demic and business worlds. This researcher divided 
corporate social responsibility into four categories: 
economic responsibilities, legal responsibilities, eth-
ical responsibilities, and philanthropic responsibili-
ties (5). He believes that at the base of the pyramid, 

an organization's main goal is to make a profit, 
which is the main foundation of an organization's 
activities. The primary responsibility of each firm is 
to make a profit to ensure its survival and fulfill 
other responsibilities. There is no legitimacy or se-
curity without this component (6). 
The second layer of the social responsibility pyra-
mid is legal responsibility. According to this layer of 
social responsibility, organizations should comply 
the laws and regulations announced by state and lo-
cal governments as an operating requirement. In 
the third dimension of social responsibility, organi-
zations are expected to respect employees, consum-
ers, owners and the community values, norms, 
principles and consider ethical dignities in their ac-
tions and activities (7). 
In fact, there is no legal requirement for ethical re-
sponsibility, and these measures are the voluntary 
choices of companies. Finally, there is a discretion-
ary responsibility on top of the pyramid. This is the 
highest level of responsibility and exceeds expecta-
tions.  The community expects companies to use 
their resources to promote social welfare. These re-
sponsibilities include activities aimed at creating 
good organizational citizens by carrying out philan-
thropic activities to promote the community's well-
being (6). 
Given to above issues, social responsibility is the 
corporate's commitment and responsibility to soci-
ety during decision-making. For this reason, the im-
portance of ethics in these decisions is explicit, and 
disregarding ethical issues and evading social re-
sponsibilities will impose a lot of adverse effects on 
corporate reputation (7). 
Result of the studies also show that in most cases, 
individual factors such as ethical attitude have af-
fected ethical decision-making (8). Corporate social 
responsibility is an inseparable part of business. 
Success in business also depends on factors such as 
organizational culture, economic factors, and cor-
porate ethical climate (9). A study of the relation-
ship between ethics and social responsibility indi-
cates that there is a significant relationship between 
ethical attitudes and decision making for publishing 
corporate social responsibility information (10). 
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Ethical responsibility can lead the organization to 
respect social responsibility (11). According to the 
theory of ethical development, managers' high eth-
ical values reflect their high social responsibility, 
which is likely to reduce deceptive behaviors (12). 
The results of a study show that professional ethics 
directly increases the level of social responsibility 
and individual accountability (13). In line with these 
results, other studies' findings indicated a significant 
and positive relationship between professional eth-
ics and social responsibility and organizational per-
formance (14,15). In general, ethics and ethical val-
ues play a significant role in the direction of indi-
vidual behavior and can affect the ethical decision-
making process. In recent decades, importance of 
paying attention to ethics and moral reasoning has 
become more evident in study of human cognition, 
and most efforts have been made to find and test 
comprehensive principles of ethical judgment. One 
of the relatively new theories in moral psychology 
is the theories of moral foundations (16). 
This theory describes human judgments, values, 
and ethical behaviors based on moral intuition and 
emotions (16). Based on this theory, moral judg-
ment is essentially done by five distinct domains. 
These five fundamental moral foundations include 
1) harm/care, 2) fairness/proportionality, 3) in-
group/loyalty, 4) Authority/respect and 5) Pu-
rity/Sanctity (17). Harm/care refers to the extent to 
which an individual highlight and emphasizes the 
importance of others' trouble. Fairness/ propor-
tionality includes some concepts such as justice and 
unbiased behaviors. The Intragroup/loyalty com-
ponent emphasizes orientation to the group and the 
formation of "we." Authority/respect includes fol-
lowing and respecting powerful figures in a hierar-
chical system, and finally, Purity/Sanctity is related 

to hatred of unclean activities, individuals, and ob-
jects (18).  Each of these components processes a 
different type of ethical information that ultimately 
forms the foundations of our ethical judgments be-
fore reasoning and consultation (16). 
Some findings show that harm/care and fairness/ 
proportionality are components of moral founda-
tions are significant positively related to responsi-
bility and cognitive flexibility. In fact, these results 
confirm that different behavioral characteristics of 
human personality could impact on the decision-
making process (19). Also, results of a study show 
when as dogmatism increases in a society, moral 
foundations are weakened and violence replaces 
prosperity. In such societies, trust, adjustment and 
social cooperation will be decreased. (20). In an-
other study, also, is claimed that professional ethics 
can be an effective and important means to im-
prove commitment and social responsibility (21). 
Despite various studies on corporate social respon-
sibility, in our opinion, there are a research gap 
about moral foundation and its effects on social re-
sponsibility perceptions in the literatures.  
Therefore, the aim of this study is to investigate the 
relationship between moral foundations and eco-
nomic, legal, ethical, and optional aspects of corpo-
rate social responsibility among financial managers 
of companies listed in Tehran stock exchange. This 
study contributes prosocial behavior literatures at 
the individual level and highlight the role of social 
psychological attributes such as moral foundations 
in corporate social responsibility. Hence, we believe 
that our findings could enhance accounting schol-
ars’ insight on firm managers’ moral foundations 
and its roles in corporate social responsibility. 
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Fig 1: Research Model 

 

Material & Methods 
 

This research is applied research. In terms of meth-
odology, it is one of the descriptive studies. Since 
this research has been conducted in a real environ-
ment, i.e., companies listed in Tehran stock ex-
change, it is considered field research, and the sta-
tistical population of the research includes financial 
managers of companies listed in Tehran stock ex-
change in 2021. The sample size in this study is 240 
peoples. The convenience sampling method was 
used to select the statistical sample. Demographic 
characteristics of the sample members showed that 
146 participants (60.8%) were male and 94 (39.2%) 
were female. The research instrument is question-
naire. The main questions of the research were 
standard and used in the previous studies, so the 
questionnaires were first translated into Persian and 
then distributed among the statistical sample. 
 we use Confirmatory Factor Analysis test for valid-
ity and reliability of the research variables. There-
fore, confirmatory factor analysis was applied using 
factor loading criteria and Average Variance Ex-
tracted (AVE) to measure convergent validity, and 
also for reliability, a method called Construct Relia-
bility (CR) has been used. The results of validity and 
reliability test has been shown in table 1 and 2.  
In this study, the dependent variable is "perception 
of corporate social responsibility," which has been 
measured through questionnaire (6). This question-
naire consists of 20 questions that measure people's 
perception of social responsibility from four per-
spectives of economic responsibilities (questions 1-

5), legal responsibilities (questions 6-10), ethical re-
sponsibilities (questions 11-15), and philanthropic 
responsibilities (questions 16-20).  
Respondents determine their agreement or disa-
greement on each sentence with the 5-point Likert 
Scale (1- completely agree to 5- completely disa-
gree). The independent variable of "moral founda-
tions" was measured through a standard question-
naire (22).  
This questionnaire was developed to evaluate and 
measure the dimensions of individual morals and 
contains 32 questions. Questions (1, 7, 12, 17, 23 
and 28) measure harm/care component, questions 
(2, 8, 13, 18, 24 and 29) measure component of fair-
ness/proportionality, questions (3, 9, 14, 19, 25 and 
30) measure component of ingroup/loyalty, ques-
tions (4, 10, 15, 20, 26 and 31) measure   author-
ity/respect component and finally questions (5, 11, 
16, 21, 27 and 32) measure the Purity/Sanctity 
component of moral foundations. 
All questions are scored based on the Likert scale. 
In this research, both descriptive statistics and in-
ferential statistics methods have been used. First, 
after collecting the questionnaires, their raw infor-
mation was summarized in Excel software. Then, 
after data reduction using descriptive statistics indi-
cators, the respondents' characteristics were de-
scribed, and finally, the structural equations model 
was used to analyze the data and test the research 
hypotheses. 
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Results 
 

In inferential analysis, before testing the hypothe-
ses, we should test the validity and reliability of the 
research variables using the Confirmatory Factor 
Analysis test. Therefore, confirmatory factor analy-
sis was applied using factor loading criteria and Av-

erage Variance Extracted (AVE) to measure con-
vergent validity, and also for reliability, a method 
called Construct Reliability (CR) has been used. 
Summary of the results of factor analysis and relia-
bility of the research variables in standard and sig-
nificant mode, then deleting questions with weaker 
metrics and re-testing with the remaining dimen-
sions are shown in Tables (1) and (2). 

 

Table 1: Results of factor analysis of research variables 
AVE Standard Error  t-value Factor loading  Item Dimensions  Variables  

 
0.406533 

0.48 11.36 0.72 Q8 Fairness/Proportionality Moral Founda-
tions  0.59 9.91 0.64 Q13 

0.71 8.24 0.54 Q18 

 0.39 12.52  Q9 Ingroup/Loyalty 

0.68 9.03  Q14 

 0.24 16.72  Q4 Authority/Respect 

0.71 8.20  Q15 

 0.61 10.15  Q5 Purity/Sanctity 

0.42 12.72  Q11 

 0.48 11.21 0.72 Q1 The economic dimension of 
social responsibility  

Corporate social 
responsibility 0.31 13.14 0.83 Q2 

0.77 7.02 0.48 Q3 

0.71 8.07 0.54 Q4 

 0.65 8.76 0.59 Q6 The legal dimension of social 
responsibility 0.62 9.18 0.61 Q7 

0.48 11.09 0.72 Q8 

0.62 9.23 0.62 Q9 

 0.52 10.88 0.69 Q11 The ethical dimension of so-
cial responsibility 0.51 10.93 0.70 Q12 

0.67 8.71 0.58 Q14 

0.59 9.89 0.64 Q15 

 0.71 8.24 0.54 Q16 Philanthropic dimension of 
social responsibility 0.48 11.92 0.72 Q17 

0.42 12.75 0.76 Q18 

0.50 11.67 0.71 Q19 

0.48 11.89 0.72 Q20 

 
As can be seen, the factor loading of all remaining 
questions for each variable is more than 0.4 and 
significant. On the other hand, the mean value of 
Average Variance Extracted (AVE), which some 
researchers believe to be higher than 0.4(23), is 

also confirmed. Finally, based on the high compo-
site reliability of 0.6, it can be claimed that there is 
internal consistency (24). Then, the research hy-
potheses were tested. 
 

 

Table 2- Results of reliability test of research variables 
Composite Reliability (CR) Number of questions  Abbreviation  Variable  

-  CAR.H Harm/care 

0.669759  FAI.R Fairness/ Proportionality 

0.630078  LOY.I Ingroup/loyalty 

0.676662  RE.AU Authority/respect 

0.648991  PU.SA Purity/Sanctity 

0.744222  Cec The economic dimension of social responsibility  

0.731341  Cle The legal dimension of social responsibility 

0.74841  Cet The ethical dimension of social responsibility 

0.821287  Cph Philanthropic dimension of social responsibility 
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Structural Equation Modeling is used to test the 
research hypothesis. To test the hypotheses, the 
path coefficient indicates the effect, and the T-
Value statistic related to the path coefficient indi-
cates that the path coefficient is significant if the 
T-Value statistic related to the path coefficient is 
higher than 1.96 or lower than -1.96. The results 
of the structural equation modeling method to test 

the research model in the standard and signifi-
cance states are shown in Figures 2&3. 
Based on the data inserted in Figures 2 and 3, var-
iable of the moral foundations has a positive rela-
tionship with economic, legal, ethical, and philan-
thropic dimensions of social responsibility (0.33, 
0.37, 0.55, and 0.28, respectively). 

 
Fig 2: The research model output in standard state 

 
Fig 3: The research model output in significance state 
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Since the T-Value statistics of these coefficients 
are 3.38, 4.45, 6.74, and 3.54, respectively, these 
values are higher than 1.96, so these effects are sig-
nificant. If we consider the data collected from a 
statistical sample as an estimate of reality, the ques-
tion arises as to what extent the collected data sup-
ports the model that has been theoretically formu-
lated. This key question constitutes the subject of 
"data fitting with the model, "Considering the ef-
forts made to formulate his theoretical model and 
collect the data, the researcher expects that data 
fitting with the model in his research to be ac-
ceptable based on scientific criteria (15). 
Two basic and important indicators indicating the 
fitting of the model have been measured in this 
research and mentioned in Table 3. 
 

Table 3: Evaluating total fitting of the con-
ceptual model of research 

Fitting 
status 

Calcu-
lated val-
ues of the 
indices  

Recommended 
values 

Concep-
tual 
model fit-
ting indi-
ces  
 

Accepta-
ble  

2.49064 Chi Square/df ≤ 3 Chi 
Square/df 

Accepta-
ble 

0.079 08 RMSEA ≤ 0.1 RMSEA 

 
According to the above Table, it can be concluded 
that the tested model has a good fit with the col-
lected data. 
 

Discussion 
 
The present study investigated the relationship be-
tween moral foundations and dimensions of cor-
porate social responsibility based on Carroll's pro-
posed model among financial managers of compa-
nies listed in Tehran Stock Exchange. As men-
tioned before, social responsibility is the commit-
ment and responsibility of the company towards 
society when making decisions, and undoubtedly, 
the influence of moral factors on human behavior 
and decisions is also certain. In this regard, the re-
searchers' previous findings showed that moral re-
sponsibility could lead the organization towards 

social responsibility (11) and the high level of 
moral values of managers reflects their high social 
responsibility (12). Moral foundations are a varia-
ble explaining ethical reasoning. According to this 
model, people use social intuition to confirm 
something that has been achieved before in the 
moral judgments of real life and ultimately to de-
scribe their ethical judgments, values, and behav-
iors. The research in this field also indicates that 
the components of moral foundations related to 
others are positively related to responsibility (19). 
The results of this study, in line with the findings 
of other studies, showed that moral foundations 
are positively and significantly related to all aspects 
of social responsibility. In fact, although ethical 
and optional responsibility is beyond the fulfill-
ment of economic and legal obligations and indi-
viduals do not think about profit maximization 
while implementing these responsibilities, it is nec-
essary to observe these responsibilities to prevent 
social and economic damages, and according to 
these results, ethical people place more im-
portance on corporate social responsibility, in all 
aspects.  Therefore, based on the results of this 
study, it is suggested that to evaluate and improve 
the social responsibility of companies, regulatory 
bodies, and decision-making authorities, consider 
the observance of ethical principles and standards 
more than ever and consider moral foundations as 
a factor affecting adherence to social responsibil-
ity.   
On the other hand, considering the impact of 
moral foundations on judgments and decision-
making and that cultural factors play a determining 
role in the prominence of any moral foundation, 
this theory should be repeated to determine which 
components are the most important in Iran are 
used in judgments. Naturally, any research starts as 
the sketch in the researcher's mind and is nurtured 
and identified in terms of its domains, dimensions, 
and methodology, leading to findings and results 
by collecting the data and analyzing them. There-
fore, there may be some obstacles and limitations 
along, and the main limitation of this research is 
the use of the questionnaire, which is due to its 
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inherent limitations. Based on this limitation, re-
spondents may not be careful when answering 
questions or their conditions, and moods may 
change under the environmental situations so that 
they do not understand the answers correctly and 
challenge generalization of the results to the pop-
ulation, which is beyond the control of the re-
searcher. Another limitation of this study was the 
lack of research in this field in the country, which 
limited the researcher to study the background in 
Iran and compare the results with local studies. 
 

Conclusion 
 

In recent decades, the concept of corporate social 
responsibility has attracted much attention of re-
searchers, and paying attention to social interests 
has also become important beyond economic and 
legal responsibilities. Today, this concept is one of 
the most important issues in the academic envi-
ronment and business world. Several managers 
pay attention to it in their decisions voluntarily or 
compulsorily because the implementation of social 
responsibility brings several obvious and hidden 
benefits to the community business enterprises. 
Since the observance of social responsibility in-
cludes behavioral and ethical standards and factors 
such as culture, customs, attitude, etc., can affect 
it. Therefore, identifying the factors affecting peo-
ple's perception of social responsibility can effec-
tively improve the sense of responsibility and ac-
countability in companies by increasing awareness 
in this field. Based on the results of this study, 
moral foundations have a positive relationship 
with economic, legal, ethical, and optional aspects 
of social responsibility. Since the managers and 
employees decide to observe different aspects of 
social responsibility, therefore, having ethical pro-
grams and strengthening ethical attitudes not only 
reinforce the ethical culture of a company but also 
attract people's attention to perceiving and observ-
ing social responsibility. This ultimately causes 
managers to combine society's expectations with 
the economic goals of organization in their deci-
sions to ensure survival and long-term benefits. 
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