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ABSTRACT

The corporate world has experienced a distinct increase in focus on organizations ethical behaviors
and responsibilities concerning their environments. Corporate social responsibility plays a pivotal role
for the consumers. CSR includes the manner of a business so that it is economically profitable, law
abiding, ethical and socially supportive. This conceptual paper is to examine the impact of Corporate
Social Responsibility (CSR) initiatives on consumer behavior in bar service operation. On the basis of
thoroughly researched secondary data, this conceptual paper suggests an integrated framework regard-
ing impact of CSR on consumer behavior. From the proposed framework six factors of CSR are likely
to have an impact on consumer behavior. Apart from these factors demographic variables will play a
mediating role in the framework. This framework will help the researchers and to provide the direction
about some CSR practices which affects the consumer behavior. The future researchers may consider
this framework while working on the topic empirically.

INTRODUCTION

All service sectors and major companies come under this sector are developing new products and pro-
cesses to achieve the goal of minimizing negative environmental effects. Choi and Parsa (2006) revealed
that these developments are driven by socially responsible goals, while it is debated that the fundamental
stimulus for such action remains economically motivated.The key ingredient for hospitality and tourism
businesses is the integrity of the surrounding natural environment. Hotels mainly located in natural areas,
such as mountains or beaches, are dependent on the ‘healthiness’ of their sites. There are many entre-
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preneurs who run their hotel business and have been engaging in ‘green’ practices and eco-tourism for
several years. Bar and beverage operation are less dependent on such environmental factors and accord-
ingly shown less concern for such issues.To fulfil their economic responsibilities, marketers of products
such as alcohol must simultaneously increase volumes sold, gain efficiencies in production or achieve
sales growth and cost efficiencies. In stable markets where there is little population growth, an increase
in the volumes sold introduces a conflict, because in order to sell more consumers need to drink more,
thus increasing certain health and social risks. The corporate world has experienced a distinct increase
in focus on organizations ethical behaviors and responsibilities concerning their environments. Corpo-
rate social responsibility plays a pivotal role for the consumers and in the restaurant industry (Tracking
and interpreting restaurant trends, 2010). According to Klonoski (1991) many debate had took place
over the proper relationship between business and society has focused on the topic of corporate social
responsibility. Blume and Resor (2007) stated that while low to moderate alcohol consumption may
offer some protective health effects, high alcohol consumption increases the risk of heart, and vascular
diseases, stroke, liver cirrhosis and some cancers. CSR includes the manner of a business so that it is
economically profitable, law abiding, ethical and socially supportive (Carroll, 1983). Profitability and
obedience to the law are foremost conditions to be socially responsible when discussing the firm’s ethics.
The CSR model which is in the form of pyramid, which presents company responsibilities as compris-
ing economic, legal, ethical andphilanthropic dimensions (Carroll, 1991). These model businesses are
expected to be profitable, obey the law,be ethical, and to be good corporate citizens. There are other
terms of CSR as well which can be referred as corporate social opportunity, corporate responsibility,
responsible business and corporate citizenship (Ismail, 2009). Further Brammer, Jackson and Matten
(2012) stated that the term CSR itself contains the feature of society within its own label, this provides
a clear understanding that CSR relates to social responsibilities of businesses all along. The objective
of this paper is to examine a conceptual framework which predicts that CSR has an impact on consumer
behavior in bar service operation. This study also proposes an integrated framework regarding impact
of CSR on consumer behavior. This framework will help the researchers and to provide the direction
about some CSR practices which affects the consumer behavior. The future researchers may consider
this framework while working on the topic empirically.

Responsible Beverage Service

Many noted scholars Baker et al. (1992); Hayward et al. (1992); Roizen (1982, 1993); Stall et al. (1986);
Leigh (1990) demonstrated that problems associated to alcohol drinking are of great public health concern.
Health problems, such as traffic crashes, suicides, murders, sexual attacks, drownings, and recreational
injuries are all related with the use of alcohol. Responsible beverage service (RBS) is an environmental
prevention strategy that researchers have found to be effective in reducing hazardous alcohol use among
bar and restaurant patrons.Babor et al. (2003); Hawks et al. (2003) revealed that the most effective mea-
sures for preventing alcohol problems within a population are regulations of the physical and economic
availability of alcohol. Over the past few years the rise in alcohol-impaired automobile crashes, injuries,
and fatalities after a dip in those rates reminds us how headstrong this problem is. Situational influences
help the people ability to alter their habit, prevention specialists must twisted their courtesy to dropping
the risk of alcohol-impaired driving through variation of the drinking environment itself. Further in
RBS server intervention denotes to a broad set of strategies to create safer drinkingenvironments which
firstly, reduce the risk of intoxication and,secondly, reduce the risk that intoxicatedpersons will harm
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