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Abstract. Bringing to the fore the gap between expectations and the reality experienced at work in Romanian
IT companies, the present paper discusses firm's ethical obligations towards employees. The paper starts from
the idea that the illusion of happiness at job is projected through marketing communications and human
resource recruitment campaigns that portrays the benefits of working in IT domain as a promise of
individual's fulfillment. The paper argues that firm's emphasis on increased productivity leaves no space for
the promised happiness at job, and individual's fulfillment is replaced by material gains. In this regard, the
paper highlights the fact that the employees are an important resource for attaining productivity growth in
the IT firms, therefore the rewards and benefits are offered to them accordingly: competitive wages, health
insurances, life insurances, out-of-country outreach exchanges, team outings or parties where even the
employees' families are invited to take part. Still, the paper observes that something is missing, and the
employees notice that the promised happiness is like an ice castle. Sooner or later the ice melts, becoming
obvious that expectations induced to attract people into the IT field exceeds the reality. Material gains cannot
compensate the prolonged stress that leads to a chronic phenomenon with serious long-term implications. In
this vein the paper highlights the dangers of the burnout syndrome, considered to be the disease of the century,
especially in the IT environment. Employees go beyond their own limits, they feel professionally fulfilled, but
no longer have the strength to enjoy those benefits that were supposed to bring happiness.
Keywords: CSR; IT; happiness; burnout; productivity.

Introduction
More than two decades ago, the Triple-Bottom-Line approach (Elkington, 1994) acknowledged that
organizations should measure their financial, social and environmental performance, paying a
simultaneous attention to the “three Ps: profit, people and planet”. Explaining that companies should pay
an increased importance to their social and environmental impacts, as a way of fulfilling their economic
goals (i.e. company's profits) on a sustainable manner, Elkington (1994) emphasized the importance of
corporate social responsibility.
Although there are higher or smaller contributions that different companies bring to society through their
CSR programs, an important component of the social impact of any organization relates directly to the
people of its own workforce (Elkington, 1994). In this context, our paper assumes that all kind of aspects
regarding company’s employees might be analyzed in connection to CSR. Happiness at work and
professional satisfaction might be analyzed in connection to the implemented CSR programs. Concurrently,
happiness at work and professional satisfaction might be discussed in connection to company’s promise –
namely, the expectations induced by the communication associated to certain CSR programs.
The relationship between company’s promise and employees’ happiness is scrutinized in the present
paper, which focuses on the IT companies activating in Romania. The paper takes into account that
professional satisfaction is a general perception of the workplace that is influenced by a wide range of
factors such as salary, promotion and working environment that cannot be improved without special
attention focused on the individual. As Yee & Guo (2015) indicated, the employer has to establish a friendly
working climate in order to build trust as the base of attaining a lasting performance. The paper accepts
that CSR programs of such companies might have been developed to meet also non-altruistic goals, which
are more or less related with financial gains, market position, employer brand image, and so on, but under
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these circumstances, a question is raised concerning the credibility of CSR actions and their ethical value –
do they really deliver their promise, or the idea of happiness at job is just an illusion?
Does corporate social responsibility increase profits?
More and more companies aspire to be “the most surprising brand” under the motto “if you don't exist
everywhere, then you don't exist at all”. The big left us with no turning point, without options and without
jobs (Klein, 2006). Klein claims that the most visible brands are also the most controversial, so we start to
ask ourselves whether corporations really respect something or someone, or they just want to increase
their turnover.
CSR encompasses what society expects from an economic, legal, ethical and philanthropic organization at
a certain time (Carroll, 1991). To date, social responsibility was associated with caring for people,
communities and the environment. But this highlights the following question: “can corporations be socially
responsible?”. Milton Friedman responded to it a long time ago (1970) through an article that has led to
numerous debates. Under the heading "Social responsibility of business is to increase profits" (Friedman,
1970), the author states that there is no corporate social responsibility. In his article, Friedman does not
dispute the validity of such actions, but only claims that they are generated by selfish interests, so that they
do not betray any social responsibility, but merely disguise their desire for profit under the cloak of a social
respectability (Friedman, 1970). In fact, despite the so-called selfish interests of corporations, it is better
that they carry out CSR activities, generating a win-win situation: the company diminishes certain problems
or even solves them by involving the business sector, and organizations get that credibility they need for
the success of their work.
Supporters of the instrumental vision see CSR programs as a strategic tool for fulfilling the economic
objectives and the wellbeing of the organization. However, caring for profit does not preclude the
stakeholder interests from being taken into account. An adequate level of investment in philanthropy and
social activities is acceptable for the good of the organization. There is no doubt that there is a strong
correlation between CSR and financial performance, a fact shown by numerous studies in the field
(Frooman, 1997; Griffin & Mahon, 1997; Key & Popkin, 1998; Waddock & Graves, 1997; Zbuchea & Pinzaru,
2017).
We may ask ourselves what are the motivations for participating in CSR actions. Surprisingly, they are often
the same as the motivations of PR practice. Thus, a study conducted in Singapore analyzing the reasons and
benefits for which Asian companies make CSR, revealed that the most frequently cited benefits were
improving customer loyalty (57%), improving organizational culture (53%) and attracting and retaining
employees (35%) (Mui, Mak & Pang, 2012).
Corporations perceived as socially responsible can benefit from a wider and more satisfied clientele,
compared to a company perceived as socially irresponsible, which can result in hostile action by
consumers. Then, employees will be more attracted to those companies that are socially responsible, even
becoming loyal and proud to work there. Voluntary involvement of companies in social actions can take
place before governments are involved in ensuring that corporations have greater independence from
government control. Finally, the author underlines that all positive contributions to social development are
long-term investments both of community life and of its own business that will work in a more dynamic
and stable environment (Caroll, 1991).
The behavior of a company is reflected in the employee’s behavior. This is an idea also addressed in the
literature on internal marketing, concept based on the idea that marketing principles can be used in the
management of the company's human resources (William, 1990). To create satisfied customers, managers
must first create satisfied employees because they represent the company in every interaction with
customers and other stakeholders. Internal marketing aims to identify and meet the needs of employees as
individuals and in their role as "part-time marketing"? (Varey, 1995). Satisfaction is one of the most
important factors that influence the behavior of employees (Arnett, Laverie & McLane, 2002). The
company's reputation perceived by an employee may be the image of the external audience (Highhouse,
Broadfoot, Yugo & Devendorf, 2009).
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Is this happiness?
Psychologists define the concept of happiness in the workplace as a combination of the employee’s values
and the values of the company (Locke, 1984). Happy individuals have a positive balance and are more
productive in the workplace, while the unfortunate ones have a negative balance and focus only on the
negative side, both at work and in personal life (Diener, et al., 2010).
Although happiness, for the individual, is inherently subjective, research shows that it can be studied
objectively. Objective happiness can be interpreted as the difference between experienced positive
impairment and experienced negative impairment. Thus, maximizing happiness can be achieved either by
maximizing positive experiences or by minimizing negative experiences (or both). Studying happiness and
misery is necessary to better understand the choices and opportunities of increasing happiness (Graziotin,
Fagerholm, & Wang, 2018).
Younger people, with high emotional stability, satisfied with their own life and who have evolved
spiritually, have a well-bred psychological state. The study showed that the employee’s age can be an
explanatory factor for a well-raised psychological state. Also, emotional stability, as a personality
dimension, predicts both the increased level of satisfaction with life (subjective state of well-being) and the
psychological state of well-being, constituting an important explanatory factor of the psychological state of
well-being (Miron, Sulea, & Sârbescu, 2011).
Can we talk about happiness in the workplace? Why do some people consider themselves happier at work
than others? In The Oxford Handbook of Happiness, we find out about the HERO model (hope, efficiency,
resilience and optimism) that synthesizes how the cognitive, affective, conative aspects of the psychological
capital and the social mechanisms of happiness can be developed in order to increase performance at work
(David, Boniwell, & Ayers, 2013).
The rapid progress of technology has resulted in significant changes in the work environment and people's
lifestyles. One of the most obvious manifestations of this progress is computers and related technologies
(Hollnagel & Cacciabue, 1999). The term of information technology was first used in 1958 in an article
published in the Harvard Business Review magazine, article in which the authors Leavitt and Whisler
affirm: “the new technology still does not have a well-established name; we will name IT information
technology” (Leavitt & Whisler, 1958).
As technology develops, IT professionals such as programmers, cybersecurity specialists, IT infrastructure
managers will be on high demand. At the moment, the jobs in the IT industry are the most desired, both in
the world and in Romania. The Faculty of Computer Science and the Faculty of Automatic Control and
Computer Engineering guide thousands of students each year on the path of technology. In addition to the
universities, there are communities of computer scientists teaching even to non-technical persons the
basics of programming. Because the demand in the domain is high, and the marketing and PR of IT
companies are very powerful one, more and more people dream about having programmer’s life.
Programmer in computer science (from French: “programmateur”) is the person who performs a
programming activity, consisting of the phases of conception, design, composition (writing), testing,
integration, removal of any mistakes, and up to maintenance of computer programs or websites (Roșu,
2018).
The continuous evolution of technology has made organizations face a permanent need for change, learning
and innovation. Due to the fact that the employee's happiness has become an essential factor in productivity
growth it has been transformed at the same time into a guarantee of the organization's success. In addition
to the competitive wage, IT companies resort to specialized services to maintain the good state of mind of
employees and help them to understand each other even better. They invest in the health and wellbeing of
employees, support long-term development and encourage the balance between work and personal life. In
teamwork, perceptions are heavily affected by the mutual behavior of team members. Every day, a
programmer interacts with someone else's ideas and behavior. Thus, personal satisfaction depends on the
team's dynamics and becomes a key indicator of the success of a software project and the achievement of
the company's quality objectives (Locke, 1984). For this reason, understanding the motives of the
programmers’ productivity in the workplace has become an important problem for the management. At
that moment, employers realized that professional satisfaction is strictly connected with team’s
performance and satisfaction (Pedrycza, Russob, & Succi, 2011).
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A considerable increase in the interest of studying happiness among software developers is visible in recent
years, although research is in its early stage, many theoretical and methodological aspects remain in the
research area of software engineering, as it illustrated by Graziotin (Graziotin, Wang, & Abrahamsson,
2015) and Novielli (Novielli & Calefato, 2015). Many studies are attempting to elucidate the complex
relationship between happiness and performance in the context of software development (ColomoPalacios & Casado-Lumbreras, 2011).
According to Graziotin, software developers are a slightly happier population with greater happiness
outcomes than those reported in other work areas. In addition, Graziotin found more than 200 factors that
represent causes of unhappiness, including: blockages in problem solving, time pressure, code quality and
practice of coding in stressful conditions, low-performing colleagues and lack of technical aid in the case of
an intellectual blockage (Graziotin, Fagerholm, & Wang, 2018).
Job satisfaction is one of the most important factors in increasing performance and generating positive
views on the individual about the workplace, related to the salary level, social value and conditions of the
working environment (Zahra & Pramodita, 2004). Academic literature has a long history in researching the
professional satisfaction of employees. According to Locke (Locke, 1984), professional satisfaction is a
pleasant or positive emotional state resulting from the evaluation of work or job experiences. Spector
(Spector, 1997) adds that employee satisfaction is now a common concern between companies. Because
this emotional state is a key factor in the life of an employee, professional satisfaction is an incentive topic
for the study.
Job satisfaction refers to the pleasant or positive emotional state resulting from the employee's workplace
experience (Locke, 1984). The well-known concept of the profit-service chain proposed by Heskett
(Heskett, Jones, Loveman, Sasser Jr., & Schlesinger, 1994) suggests that in a service undertaking, workplace
satisfaction determines the value of the services levied by the customers and therefore organizational
profits. The extensive empirical work inspired by this suggestion has shown a positive link between
professional satisfaction and quality performance in service firms (Loveman, 1998). By pursuing this line
of research, we believe that "being happy" (satisfied) with the job is of particular importance to serve
employees when offering high quality services.
When employees resonate with the strategy and mission of the organization they work for, they have the
ability to structure and manage their professional activity and have the ability to balance their work with
family or leisure, only then their work satisfaction will increase (Alegre & Mas-Machuca, 2016). When the
values of the organization align with the managerial support, the professional satisfaction increases.
Employees feel comfortable in a company when it shares the organization's mission (Bart & Bontis, 2001).
In addition, the employee must feel comfortable with the direct supervisor. These two factors can thus
explain the satisfaction of employees towards the workplace.
The IT employees live with the false illusion of advancement in rank, where for a sum of money, not
necessarily large, waste precious time and stress reaches maximum rates. It is to be noted that stress in the
workplace influences the interactions with the family, impacting the mood, thoughts and behavior of the
employee (Repetti & Shu-wen, 2017).
Burnout is a state of fatigue and disappointment resulting from the way of living, working or socializing
that does not lead to the desired outcome (Khalatbari & Ghorbanshiroudi, 2013). This burnout
phenomenon is a serious problem in human service organizations, and employees are dissatisfied with jobs
and are more likely to leave (Dickinson & Perry, 2002). An interest is observed in reducing or preventing
exhaustion at work – burnout, which prompted researchers to pay particular attention and to examine a
variety of reasons that could lead to the influence of this outcome, including the pressure at work, the desire
to carry out the tasks and excessive supervision (Leiter & Maslach, 2003). Maslach (Maslach, 1976)
developed the concept of studying emotions at work by interviewing employees about the stress generated
at the workplace. More recently, burnout was defined as a prolonged response to the chronic emotion and
the interpersonal factor of stress at work that is characterized by three dimensions: exhaustion,
depersonalization and ineffectiveness (Maslach & Schaufeli, 2001). The phenomenon of burnout was
involved in decreasing in work satisfaction, the desire to change the job and somatic and psychological
symptoms of the employee (Greenglass & Burke, 1991).
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Conclusions
As we have seen, the concept of social responsibility consists of various types of activities, but regardless
of the forms, it shows that organizations are involved in solving or preventing problems in society. By
donating part of their profits, engaging themselves in motivating changes of attitudes and behaviors,
creating activities to improve their own processes, training their staff in the spirit of volunteering,
companies seem to offer more than they receive. However, behind any action of the kind mentioned above,
there are certain benefits that the company expects. Although most definitions of the concept advocate for
a 100% moral conscience, based on ethical principles of corporations, implementing any form of CSR brings
with it the improvement or maintenance of a certain public image, financial gains and more recently serves
as a means of recruitment.
A happy and healthy employee spends more time in the office, and the percentage of perceived happiness
is directly proportional with the ability to deliver quality workplace results, regardless of the job. The
present paper surveyed the main studies dealing with employees’ happiness at work and the relationship
between communicated involvement of companies into CSR activities and perceived happiness. It suggests
that chasing good image companies and dreaming of happiness at work might lead to deceptions and
burnout effects. However, the paper is just highlighting the main issues for a future empirical research,
based on the present literature survey.
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