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ABSTRACT

In recent years, increasing attention has been given to the concept of corporate social responsibility 
(CSR) and there is a legitimate pressure on business from the stakeholders to behave in a socially re-
sponsible manner. Growing complexity of business, increasing concern for sustainable development, 
need for managing of natural resources and call for enhanced transparency have not only magnified 
the significance of CSR but also heightened the inclination towards integration of CSR principles in the 
corporate activities. The purpose of this study is to understand how CSR initiatives influence the con-
sumer responses in the hospitality industry. Findings suggest that corporate ability has a strong effect 
on customer purchase intention while CSR activities were found to exert influence on customer purchase 
intention in cases where the customer was aware of such activities being conducted.

INTRODUCTION

In the last two decades corporate social responsibility (CSR) has emerged as an important construct in 
academic literature as well as in business practices. CSR is not a new idea or fad (Wu, 2002), companies 
are backing CSR initiatives in the form of philanthropy and socially responsible programs (Brown & 
Dacin, 1997). The literature on the area of CSR has emerged from two perspectives (Berger et al., 2007). 
One stream of research has come from the management literature. The focus here is on normative ques-
tion of whether a company’s should engage in CSR activities or not, and does these activities have any 
influence the financial performance.
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Another stream of research is from marketing literature and has focused on how consumers perceive 
the CSR activities at an individual level. Both the marketing and management literature have addressed 
this topic for many decades. This research has contributed in our understanding of CSR as a concept 
and its relative effect on the consumer’s attitude, perception and behavior (Fatma & Rahman, 2015). 
From the 1990’s and especially in this decade, research on consumer related CSR has been increasing 
(Brown & Dacin, 1997; Sen & Bhattacharya, 2001; Mohr & Webb, 2005; Ramasamy & Yeung, 2009). 
The reason for this increasing interest in CSR is its significant influence on consumer responses to the 
situation where consumers are demanding more from companies rather a quality product at a lower price 
(Bhattacharya & Sen, 2004). Despite a fact, as a number of studies analyzing the influence of CSR on 
consumer behavior (Marin & Ruiz, 2007; Sen & Bhattacharya, 2001; Tian et al., 2011), the results are 
contradictory (Marquina & Vasquez-Parraga, (2013). Many studies have confirmed the positive influ-
ence of social responsibility on consumer behavior (Creyer & Ross, 1997; Brown & Dacin, 1997) while 
in other cases this notion has been rejected (Cardigan & Attalla, 2001; Bouldstridge & Carrigan, 2000), 
as CSR is far from the traditional criteria of purchasing as price and quality etc. (Bouldstridge & Car-
rigan, 2000). Customer buys for the personal reason rather for a societal reason (Beckmann et al., 2001).

Our study is in line with Brown and Dacin, (1997), call for research, “how socially oriented activities 
might bring about positive outcomes for the firm” (p. 80). Following a Brown and Dacin (1997), we 
use the term corporate association, refers to all the information that a person’s holds about a company 
and its products. For instance, consumers hold the information about a company that generates a huge 
knowledge network. In other words, consumer that holds positive association about a company is likely 
to generate a favorable outcome with the focal company. The concept of purchase intention is the central 
concept in the consumer behavior studies, however, has not been studied in analyzing the role of corporate 
association. Taking this into account, this study explores the in depth role of corporate association in 
relation to purchase intention. However, the available literature on this area shows a lack of homogeneous 
conceptualization of CSR from the consumer perspective (Green & Peloza, 2011).

The objectives of this study are: 1) to understand the ways in which hotels conduct CSR activities, 2) 
to determine consumer awareness of these initiatives, 3) to measure the effect of consumer awareness of 
CSR activities on consumer purchase intentions, and 4) to understand how consumers tradeoff between 
traditional criteria and socially responsible practices. The paper is structured as follows: It starts with 
review of literature and further develops the hypothesis. Next, it explains the research methodology 
adopted for the study followed by analysis, results and discussion. The paper closes with conclusions 
and implications of the study.

LITERATURE REVIEW

Corporate Social Responsibility

Corporate social responsibility (CSR) is a broad concept consisting of many dimensions (Carroll, 1979, 
1991). It has been defined differently by different author and has added many meanings on its terminol-
ogy like corporate citizenship, corporate social responsiveness and corporate sustainability. Garriga and 
Mele (2004) have categorized the dimension of CSR in four theories i.e. instrumental, ethical, political, 
and integrative. It may refer to the “the voluntary integration of social and environmental concerns into 
business operations and into their interaction with stakeholders” (European commission, 2002). CSR has 



 

 

15 more pages are available in the full version of this document, which may

be purchased using the "Add to Cart" button on the publisher's webpage:

www.igi-global.com/chapter/the-impact-of-csr-on-consumer-responses-in-the-

hospitality-industry/147188

Related Content

Social Value Co-Creation: Insights from Consumers, Employees, and Managers
Michael T. Devereuxand Martina G. Gonzales Gallarza (2017). CSR 2.0 and the New Era of Corporate

Citizenship (pp. 76-100).

www.irma-international.org/chapter/social-value-co-creation/174078

The Tertiary Institutions and Entrepreneurship Development: Case Studies of Practical

Outcomes in Yaba College of Technology Lagos Nigeria
Lukman Raimiand Isaac O. Ajiboshin (2018). International Journal of Sustainable Entrepreneurship and

Corporate Social Responsibility (pp. 17-34).

www.irma-international.org/article/the-tertiary-institutions-and-entrepreneurship-development/211163

Decision Making in SMEs: Insights from Business Ethics and Entrepreneurship
Gizem Öksüzolu-Güven (2015). Human Rights and Ethics: Concepts, Methodologies, Tools, and

Applications  (pp. 1049-1062).

www.irma-international.org/chapter/decision-making-in-smes/117076

In Case You Didn't Know: Recommendations for Case-Based Ethics Training
Zhanna Bagdasarov, Alexandra E. MacDougall, James F. Johnsonand Michael D. Mumford (2015).

International Business Ethics and Growth Opportunities (pp. 224-249).

www.irma-international.org/chapter/in-case-you-didnt-know/123712

The Psychological Impact of Medical Error on Patients, Family Members, and Health

Professionals
Mary I. Gouva (2017). Impact of Medical Errors and Malpractice on Health Economics, Quality, and Patient

Safety (pp. 171-196).

www.irma-international.org/chapter/the-psychological-impact-of-medical-error-on-patients-family-members-and-health-

professionals/176499

http://www.igi-global.com/chapter/the-impact-of-csr-on-consumer-responses-in-the-hospitality-industry/147188
http://www.igi-global.com/chapter/the-impact-of-csr-on-consumer-responses-in-the-hospitality-industry/147188
http://www.irma-international.org/chapter/social-value-co-creation/174078
http://www.irma-international.org/article/the-tertiary-institutions-and-entrepreneurship-development/211163
http://www.irma-international.org/chapter/decision-making-in-smes/117076
http://www.irma-international.org/chapter/in-case-you-didnt-know/123712
http://www.irma-international.org/chapter/the-psychological-impact-of-medical-error-on-patients-family-members-and-health-professionals/176499
http://www.irma-international.org/chapter/the-psychological-impact-of-medical-error-on-patients-family-members-and-health-professionals/176499

