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CSR has been one of the most contentious and ever-expanding themes of study since the 1950s when it first emerged as a major issue (Valentini & Kruckeberg, 2018). CSR integrates societal and environmental issues into a company's long-term strategy and day-to-day operations. These programs are based on the idea that businesses may reduce their negative impacts on society and the environment by minimizing their negative consequences.
In terms of growth and development, the telecommunications industry has established itself as one of the most important. Pakistan's communication infrastructure could have been much better when the nation was founded, with just 14,000 operational telephone lines. Previously, telecommunications services were limited to serving the government's demands; however, this has changed considerably over the last decade as the Pakistani telecom industry has expanded across the country. As of April 2010, there were 97.6 million mobile phone subscribers in Pakistan. More than 17 million individuals in Pakistan have internet access, with an estimated 3.5 million utilizing it regularly.
Furthermore, internet connection is available in around 3,000 and two cities throughout the country. To attract and retain people, the telecom industry must fill available jobs with competent individuals at the appropriate time and location. Over the previous four years, this industry grew at a pace of more than 95 percent on average, culminating with a gain of 80 percent in the most recent year (Dragu, 2018; A. Sharma et al., 2021). This sector currently contributes 2% of GDP. A global civilization has emerged during the many previous decades. As a result of the emergence of new technologies, competition among today's telecommunications providers is severe. This knowledge has aided Pakistan's economic growth, technology-intensive business sector, and specialized human resources structure. Companies must employ effective human resource strategies to make the most of their workforces to thrive in today's competitive market.
With the rapid pace of change in the telecom industry and technology, businesses recognize the importance of investing in their employees' education and professional development. Employees can be happy on the job and produce appropriate output by implementing various strategies, including practical training, remuneration, decision-making participation, and empowerment. These and other strategies are among them. When these requirements are met, it sends a message to employees that their employers care about their well-being. Those who adopt this mindset are happier with their jobs. The high-involvement practices bundle includes a broad range of standard professional procedures. A high-involvement HR bundle was created by combining four distinct HR techniques (Pérez et al., 2017). The four abovementioned strategies were empowerment, information, training, and remuneration.
On the other hand, scholars have proposed six distinct human resource strategies: pay for performance, group decision-making, skill development training, empowerment, and high pay. In addition to the previously investigated procedures, the package includes recruiting, assessment methods, and job security. Researchers may conclude that high levels of engagement depend on factors such as job autonomy, input into important decisions, adequate pay, and opportunities for professional development. 
Numerous research has been conducted to investigate the link between CSR and corporate profitability. Meta-analysis verifies the generally favorable outcomes of these studies (Cook et al., 2018; Dhandhania & O’Higgins, 2021; Hammami & Hendijani Zadeh, 2020). It is not suitable to generalize and apply these findings to other growing Eastern economies, such as Pakistan, which have their own business and institutional histories (weak institutions and underdeveloped markets). This is because most past studies were conducted in Western industrialized economies, where institutions and markets are more established. When CSR and performance are merged in Pakistan, they make more sense.
Experts point out that a great lot of research has been done on success from a financial aspect, and they recommend adding non-financial results to the mix (Allen et al., 2020; Kraus et al., 2018). This group of researchers may be found in the publications of (Adi & Grigore, 2015; Roşca et al., 2015). The information gap that exists between a firm and its numerous stakeholders, corporate reputation management has emerged as one of the most critical issues for organizations operating in today's dynamic and turbulent business climate (Ajayi & Mmutle, 2020)
According to the preliminary findings of research into the linkages between CSR and performance, there is no such direct correlation (Hossain & Alam, 2016; Magnanelli & Izzo, 2017). According to academics, several corporate and contextual aspects, both within and external to the organization, influence the relationship between CSR and performance. These critical contextual components should have balanced the findings due to an overestimation of the CSR influence on performance (Trivellas et al., 2019). When investigating the link between CSR and financial performance, experts advise using a probabilistic approach (Xu et al., 2022). The use of moderators can shed light on the CSR-performance link and help identify instances that result in financial benefits (Hinze & Sump, 2019); In other words, moderators may be used to discover factors that lead to financial gains. As a result, moderators must be considered while assessing the CSR-performance connection (Hichri & Ltifi, 2021).
CSR is a hotly debated topic in academic and commercial circles due to its potential impact on a company's public image and financial success. CSR has profited greatly from the social and environmental concerns that many firms have faced during the past three decades. Stakeholders' perceptions of "good" and "bad" organizations for society determine which organizations they support or reject. As a result, companies are allocating more of their limited resources to CSR programs to gain favor from their most precious customers. To achieve this purpose, many organizations use CSR communication strategies, which aid in the development of trust with key stakeholders and improve the firm's image (Al-Shammari, Banerjee et al., 2022).
Several studies have shown an association between CSR and consumer loyalty (Amodu, 2018). CSR may favor stakeholders' opinions of a firm, allowing that company to maximize its profit potential. Scholars highlight the importance of stakeholders' opinions of a company's social responsibility in determining its market reputation (Jeffrey et al., 2019). This research aims to establish how well a company's CSR actions and outcomes correspond with its stakeholders' social and environmental values and expectations. Consequently, CSR's importance as an indication of a company's overall market standing has grown rapidly. Furthermore, a company's social responsibility efforts may be the sole thing that sets it apart from rivals with similar ratings.
The fundamental contribution of this research is an examination of the existing practices of highly renowned organizations to uncover CSR communication techniques and channels that contribute to favorable corporate financial performance. The study approach has substantial theoretical and practical consequences for CSR. This study offers insight into how firms are and can enhance the strategic communication of their CSR programs. The knowledge offered here may be valuable to business communication educators in academic and corporate contexts.
The objectives of the study of this research are:
RO 1: To investigate the role of social media on CSR communication factors
RO 2: To investigate the role of CSR communication factors on corporate financial performance

[bookmark: _Toc97586039][bookmark: _Toc97586040][bookmark: _Toc111545537]Theoretical Background
For the present survey, the attribution theory and the theory of norm reciprocity were used as models. The attribution theory describes how different events and actions are attributed to multiple parties (Lodhia & Mitchell, 2022). This theory is considered significant in the current research since attribution is favorable to customers when assessing a brand. According to the present study's findings, consumers identify a brand as socially responsible via the attribution process (Mogaji et al., 2020). 
On the other hand, the norm of reciprocity asserts that when people obtain some advantage from other individuals or organizations, they are motivated to reciprocate in a good way. For this purpose, the authors suggest that a company's CSR operations generate pleasant feelings in its customers, who then respect the company for its socially responsible practices. This process of brand appreciation ultimately makes people loyal to a particular brand or company. Furthermore, purchase chances increased due to their love for a brand and the CSR actions of a company (Al Sakkaf et al., 2022).

[bookmark: _Toc65102441][bookmark: _Toc97586027]Expectation–Evidence Theory (EET)
The use of the expectation-evidence theory, which places more emphasis on how consumers digest information, has also shown the utility of CCI in the process of communicating CSR (DiSegni et al., 2015). Customers with a strong emotional attachment to a brand (high CCI) are more likely to engage in selective information processing and interpretation in order to preserve the internal consistency of their own mental models. Customers with a high level of CCI are less inclined to give weight to information that contradicts their existing views(Carroll & Brown, 2018). 
This research hypothesizes that the efficiency of CSR communication varies with the amount of CCI based on the expectation-evidence framework of confirmatory bias and the selective information process. Stakeholders that have a good grasp on these factors will be more receptive to CSR communication since they are more motivated to have a consistent and positive perspective of themselves or their contributions. That is why CCI is so important: it forecasts which will gain the most from CSR communication.

Hypothesis 
H1: Social media directly and positively impact CSR Communication factors.
H2: CSR communication significantly influences corporate financial performance.

Research ModelSocial Media
Corporate Financial Performance
CSR Communication Factors
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Figure 1: Research Model

Methodology
[bookmark: _Toc111545543]This study has five research questions; Firstly, what is the influence of social media on CSR communication factors and the firm's financial performance? Secondly, what is the influence of CSR communication factors on CSR financial performance? So, it is important to identify an appropriate research design to answer the above questions.
The study started with a detailed review of existing literature on CSR communication factors and the corporate financial performance of the firm; then, it led to the development of the hypotheses. This research design of the present study is descriptive to develop knowledge based on empirical testing of the relationship between the variables based on these hypotheses.                                                                                                                       
[bookmark: _Toc111545544]There are two approaches to research; inductive and deductive. The inductive approach is used for theory building and developing the hypothesis. The deductive approach tests the theory and hypothesis  (Gangi et al., 2019; Podrecca et al., 2021). The inductive approach is termed qualitative, and the deductive approach is quantitative. The qualitative approach results are used for understanding behavior and exploring some problems. It is time-consuming, and results need to be verifiable.
In contrast, the quantitative approach is time-saving and used to verify some results. The results are generalizable and verifiable. However, it does not provide depth experience of a problem (Camilleri, 2016). There is a need to choose one research approach as both have advantages and disadvantages. Researchers argued that you only need a few past studies in an inductive approach. However, for the deductive approach, you need past data.
This framework was followed by data analysis and statistical interpretations while drawing conclusions or making inferences about the selected population of the study at one point in time.

[bookmark: _Toc111545547][bookmark: _Toc97586054][bookmark: _Toc97586050]Population and Sampling 
Finding the appropriate sample size is critical for any survey-based research (Lechuga Sancho et al., 2018). A sufficiently high sample size is necessary to reduce the overall effect of a sampling mistake. While attempting to reduce the monetary impact of sampling error, it is critical to evaluate the informative capacity of statistical tests.
Researchers have traditionally characterized statistical test power as the probability of rejecting the null hypothesis (which claims that there is no significant relationship between variables) when it is false. The [null hypothesis] predicts that [no meaningful relationship between variables is predicted]. This has been shown (Hamdoun et al., 2022). The researchers are almost unanimous in their belief that the greater the sample size, the more accurate the findings will be (Elmaghrabi, 2021).
For this research, branch managers from the top five Pakistani telecoms firms were polled using a mail survey with proportional stratified random selection (as was discussed in chapter 1). Other studies have confirmed those results (Sekaran & Bougie, 2010). The list of branch locations was produced using data from the websites of Pakistan's five main telecom operators.
Because there are just too many cellular outlets to appropriately sample for this study, branch managers from Pakistan's Big Five Telecom Services were deliberately sought out as respondents. Due to the absurdly vast number of cellular offshoots, this study recruited volunteers from Pakistan's four provincial capitals, which have the highest concentration of each offshoot.

[bookmark: _Toc111545548]Population
[bookmark: _Toc505474403][bookmark: _Toc97586053][bookmark: _Toc111545549][bookmark: _Toc505474401][bookmark: _Toc97586051]The complete set of sampling units under investigation can be termed the study's population (Raimi, 2017). The study population is based on all the management employees (middle and senior management) of the Telecommunication sector in Pakistan who are involved in CSR activities to promote their business reputation and boost their respective organization's financial performance. The study population consists of the employees of the Telecom Service Sector in Pakistan. The unit of analysis for this study will be individual regular employees of the telecom service of Pakistan. 

[bookmark: _Toc97586052][bookmark: _Toc111545550]Sampling Technique
There are two types of sampling techniques; probability and non-probability. Probability sampling is used when a conclusion about the population is needed from the sample to suit research objectives. It is categorized into five types; simple random, multi-stage, systematic, stratified random sampling, and cluster sampling technique (Mickelsson et al., 2022). Non Probability sampling technique uses subjective judgment to select useful units from the population. It is useful when there is less time and cost. Further, there is difficulty in determining the sampling frame. It can be categorized into convenience, judgment, quota, and snowball sampling techniques(A. Sharma et al., 2021; Valentini & Kruckeberg, 2018).
The convenience sampling strategy is adopted in this work to choose samples for online surveys. The population of the current study consists of management employees (middle and senior management) in the Telecommunication sector. It is a technique of non-probability sampling. It allows you to select a sample from an infinitely large population. Furthermore, it is appropriate for research aimed at improving population comprehension. Furthermore, this procedure takes less time and effort. Moreover, it is the most cost-effective technique compared to other techniques (Dragu, 2018; Pérez et al., 2017).
 
[bookmark: _Toc116743629][bookmark: _Toc43880237][bookmark: _Toc45035048][bookmark: _Toc81855319][bookmark: _Toc82765623]Data Analysis 
Multi-Collinearity Tests
When the predictor variables in a study are significantly associated with one another, the study is said to be multi-collinear. Multi-collinearity may be a stumbling block in any research since it inhibits the regression model from correctly attributing variance in the outcome variable to the right predictor variable. As a result, confused results and inaccurate interpretations result. Furthermore, multi-collinearity is detected by using correlation coefficients and variance inflation factors (VIFs). All predictor variables should be placed into a correlation matrix, and coefficients with magnitudes of 0.80 or above should be sought. To begin, enter all of the predictor variables into the multi-collinearity test. As a consequence, if the variables are multi-collinear, the researcher may anticipate a high degree of correlation between them. The researcher may also examine the VIF and Tolerance values of the variables. SPSS was used to achieve this, and the findings are summarised below. Both the VIF and Tolerance numbers should be around 10, preferably less than 0.1.


Table 1. Multi-Collinearity Tests 
	Coefficients

	Model
	Collinearity Statistics

	
	Tolerance
	VIEW

	1
	Informativeness
	.146
	6.845

	2
	Transparency
	.126
	5.731

	3
	Consistency
	.134
	6.956

	4
	Personal Relevance 
	.148
	4.734

	5
	Message Tone
	.141
	4.045

	Dependent Variable: CSR Communication Factors 



This suggests that Multi-Collinearity is not a problem, and the researcher can proceed with further research since the data satisfied the Collinearity assumption.

[bookmark: _Toc43880239][bookmark: _Toc45035050][bookmark: _Toc81855321][bookmark: _Toc82765625][bookmark: _Toc116743638]Structural Model
The proposed model for this investigation contains a structural model that accounts for real-world interconnectedness. The PLS structural model examines the relationship between the various research frameworks in depth using the t-values as an indicator of the direction coefficients. In regression analysis, the route coefficient and uniform beta coefficient have a one-to-one connection, according to Henseler and colleagues (Hedges, 2021). The t-values and beta values of the regression coefficient are examined to evaluate whether or not the value of 140 is significant. According to several investigations, a number greater than 1.64 is required to assess the presented hypothesis. Labor Force Survey data from Statistics Canada (2019). The major goal of this study is to evaluate the model by looking for clear correlations and investigating the hypothesized links between the chapters using a hierarchical framework. The processes will be carried out in the following sequence. The path coefficient values, t-values, p-values, and standard errors are all included in the Smart-PLS 4 file (D. Sharma & Khandelwal, 2021). After analyzing these critical elements, the researcher decided that the hypothesis was valid. The t-values in this investigation were calculated using the bootstrapping approach. Bootstrapping may be used in place of an empirical parameter's standard error (Boswijk, 1996). The structural model was examined after the outcomes of the evaluation and interpretation of the measurement model were examined. The structural model is divided into three sections: an assessment of the overall predictive performance of the model, an evaluation of the coefficients of determination (R2) of the latent components, and a calculation of the significance level of the linkages in the recommended associations.

[bookmark: _Toc116743639]Direct Hypothesis:
Path Coefficients:
Table 2. Direct Hypothesis 
	
	St.d Beta
	St.d Error
	T. Values 
	P values
	Decision

	SM -> CFP
	0.094
	0.155
	0.609
	0.271
	Not Supported

	 SM -> CSR-C
	0.910
	0.019
	48.038
	0.000
	Supported



Faiza Hashmi and Waseem Ul Hameed
[bookmark: _Toc43880240][bookmark: _Toc45035051]

	84
	Journal of Social Sciences Review | Vol. 2  No. 4 (Fall 2022) | p-ISSN: 2789-441X | e-ISSN: 2789-4428




The findings of this inquiry into the suggested hypothesis are shown below. The evidence confirms two of the three direct assumptions, giving this an acceptable finding. This is because neither the null hypothesis nor the alternative (=0.094, P>.05) is supported, and SM has no significant effect on CFP. The study also found a positive and statistically significant relationship between SM and CSR-C (=.910, P.05). It implies that the hypothesis is sound. The CSR and CFP findings, which were respectively =.207 and P.05. These findings indicate that the hypothesis is correct.
[bookmark: _Toc116743640]Mediation Analysis:
The current study focuses on the mediation process, with CSR playing an important role. However, in order to perform mediation research, the SEM-PLS software assessed certain indirect effects using the bootstrap technique and a bias-corrected bootstrap confidence interval of 90%. This was done to ensure the analysis's dependability. The results may be classified into the following categories:


Table 3. Mediation Analysis 
	
	St.d Beta
	St.d Error
	T. Values
	P values
	Decision

	 SM -> CSR-> CFP
	0.188
	0.112
	1.682
	0.046
	Supported




Following an investigation of the direct impacts of latent variables and a move into a mediation analysis, the results in the following table show that CSR mediates the association between CSR-C and CFP. Furthermore, the outcome may be seen as proof that the hypothesis was right. This is because the relationship fits the criteria for a significance level less than 0.05, and the beta values are more than 0.164.

Conclusion 
Social media is always changing due to the dynamic nature of this information system. Companies are placing a premium on social media as a cutting-edge communication tool because media consumers care greatly about the flexibility of the channels they use to interact (Farmaki et al., 2022). The fast growth of social media and its large user base are two important selling advantages for today's businesses. Modern companies may use Facebook, Twitter, YouTube, Instagram, and other social media sites as communication channels (Al-Shammari, Al-Shammari, et al., 2022). Furthermore, modern organizations may keep their stakeholders up to speed on their most current activities by communicating the firm's success to those stakeholders. With the spread of digital technology, more than 3.6 billion people worldwide use social media, which is predicted to rise to more than 4 billion by 2020. Using the internet for communication and connection development might benefit CSR programs by improving stakeholder ties (A. Sharma et al., 2021; Valentini & Kruckeberg, 2018).
For a very long time, people have considered a company's financial performance to be one of its most significant intangible assets. It affects the customers' and other stakeholders' perceptions of the company, such as whether or not they are loyal, supportive, or satisfied with the company. By analyzing the many aspects of CSR communication and corporate financial performance, it is possible to get valuable insights into the traits generally seen as the most significant and their connection to the company's financial performance. The data will indicate that the six dimensions are important in conveying CSR efforts. One example is personal relevance, which prompts customers to pay greater attention when the topic is personal. This enables practitioners in the telecom industry to select which aspect of their CSR initiatives they should focus on when publicizing such actions. In addition, it will be useful to be aware that to communicate CSR activities more effectively; firms should pay more attention to social media platforms, which stakeholders predominantly use from various locations (Dragu, 2018; Pérez et al., 2017).
The findings of this study are advantageous to online communities that use social media. Because communicative elements were shown to be dependent on social media, this research study contributes to social media forums, which is crucial for them because of the study's findings. Therefore, the results of this investigation will allow these forums to get the important variables.
Because they are the ultimate benefactors of the study, corporate financial performance stands to gain from the research. This research study contributes to the existing body of CSR literature by introducing a new theoretical explanation in the form of the stakeholder theory of the enterprise. Both managers and academics will find the study to be quite useful. The information created in light of the results would be helpful to the managers in evaluating themselves concerning the relevance of CSR. It is necessary to have a clear understanding that CSR must be included in any new goods or services introduced by the firm before it is possible to comprehend the meaning of CSR communication aspects (Cook et al., 2018; Hammami & Hendijani Zadeh, 2020).
This study will point scholars on the right path to investigate CSR in firms, particularly those in the telecommunications industry. Researchers would also benefit from the study since it would allow them to uncover the elements that contribute to CSR, factors that communicate CSR, and factors that affect business performance. The research would also be useful to those responsible for formulating public policy. This research will light on how CSR may be included in the entire procedure. If the managers of a firm act in a way that is both ethical and responsible, they may earn the trust of both the corporate executives and the investors. There is more to CSR communication than just having good manners, it is essential to the success of the telecoms industry.

[bookmark: _Toc116743649]Recommendations 
The findings of this study recommend online groups that utilize social media. This study adds to online discussion forums, which is significant since it shows that certain communication components depend on these platforms. 
This study recommends researching CSR in business, particularly in the telecommunications industry. Academics would benefit from the study since it would provide light on the factors that lead to CSR, those that transmit CSR, and those that affect business performance. This investigation may also aid those in charge of creating public policies. This research recommends the viability of incorporating CSR into current organizational procedures. Managers who conduct business honestly and responsibly may get the respect of upper-level executives and financial supporters. If the telecoms industry wants to flourish, CSR communication requires more than just good manners.
The findings of this study imply that institutions should prioritize the needs of their subordinates while deciding the organization's goal. Such criteria should also be applied to the implementation of systems and policies for leaders since this has the ability to change leaders' perceptions by instilling in them the knowledge or understanding that their subordinates are critical to the organization's success.
The value of the entire company's financial performance is determined by how social media, corporate social responsibility (CSR) communication components, and overall firm financial success all interact. Neither the characteristics that influenced workers' trust or disdain of their leaders nor those that influenced CSR communication were recognized or stated. This suggests that the results have implications for a better understanding of the CSR communication components based on attributes. This is a viewpoint that cannot be attained without influencing on several fronts, contrary to the popular perception that CSR communication is all about influence. As things are, this necessitates a change in viewpoint.

[bookmark: _Toc97586003][bookmark: _Toc106785282][bookmark: _Toc111545509]Limitation of Study 
The study is limited to the telecommunication sector of Pakistan. There are four major companies in the telecom sector of Pakistan, i.e., PTCL/Ufone, Jazz, Telenor, and Zong. The study has selected employees who are related to the CSR department. The CSR department was approached through their management's consultation. 
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