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Abstract
Purpose – The purpose of this paper is to focus on how corporate social responsibility (CSR)
(i.e. responsibility to customers, employees and society) influences customer behavioural loyalty in the hotel
industry. The mediating effects of brand image and customer trust on the relationship between CSR and
customer behavioural loyalty are also considered.
Design/methodology/approach – In total, 298 valid responses to questionnaire surveys were collected
from a convenience sample in China in 2017. A structural equation model was used to test the hypotheses.
Findings – Hotel customer behavioural loyalty can be enhanced by CSR performance. Performance in each
of the three CSR domains positively impacted customer behavioural loyalty to different degrees. The impact
of CSR on the customer had the strongest influence on Chinese customers’ behavioural loyalty among the
three CSR domains of customer, employee and society. Brand image and customer trust were found to be
mediators of the relationship between CSR performance and customer behavioural loyalty.
Originality/value – The current research contributes to the literature by demonstrating that CSR activities
are not all equally effective. Results reveal that the society dimension of CSR had the strongest impact on
Chinese customers’ brand image of hotels among the three CSR dimensions investigated. In terms of Chinese
hotel customers’ trust, the CSR–customer dimension plays the most effective role. The findings also support
the notion that Chinese consumers are beginning to use CSR information to evaluate hotels.
Keywords China, Corporate social responsibility, Brand image, Hotel, Customer trust,
Customer behavioural loyalty
Paper type Research paper

Introduction
Corporate social responsibility (CSR) has been drawing increasing academic interest for
several decades (Choi et al., 2016; Luu, 2017; Liu, Wong, Shi, Chu and Brock, 2014; Korschun
et al., 2014). For marketers, CSR is often adopted as a valuable marketing strategy to create
effective communication between service providers and their customers (Singh et al., 2008).
Engagement in CSR behaviour is prevalent across various types of business in different
industries and countries (Luo and Bhattacharya, 2009). Other studies have regarded CSR as
a significant factor that can boost or impede brand building (Kang and Namkung, 2017).
Wang et al. (2015) found that CSR and brand equity positively affect firm performance.
Kang and Namkung (2017) found that ethical, legal and economic aspects of CSR have
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significant effects on consumers’ perceptions of brand equity. Many companies have high
expectations regarding CSR actions, which are hoped to contribute in a beneficial manner to
corporate social image, branding benefits, customer awareness and even business
performance (Korschun et al., 2014). Kang and Namkung (2017) have suggested that CSR is
a method to enhance brand equity and promote a firm’s positive image, helping to retain
current customers and attract new ones.
The results of research that tested the relationships between CSR and marketing results
have recently emerged to provide an academic perspective. However, three identified
research gaps still need to be filled. First, marketing scholars tend to focus on very limited
dimensions when investigating CSR image (Pérez and Bosque, 2013). For example, many
studies have used one-dimensional measurement scales to gauge customer CSR perceptions,
which mostly focused on ethical and philanthropic corporate responsibilities (Sen and
Bhattacharya, 2001). Pérez and Bosque (2013) proposed a new scale of CSR image with a
multidimensional character based on stakeholder theory. However, their scale was only
tested in the context of a causal model of consumer–company identification in the banking
sector. To date, little effort has been applied to cross-validate the multidimensional scale
with different well-established causal models in different contexts. Thus, to fill this gap in
the literature, the present study focuses on the three major dimensions of CSR’s influence on
branding and customer responses: CSR to customer, CSR to employee and CSR to society.
Second, although research efforts have increasingly focused on the effects of CSR, the
issue of whether CSR is worthwhile for the hotel industry still remains to be addressed
(Gu et al., 2013). The question of how CSR influences customers and company performance
has been previously discussed in the hospitality literature (Vong and Wong, 2013). Some
investigators’ findings indicate that CSR leads to higher consumer satisfaction (Luo and
Bhattacharya, 2006) and return intentions (Berezan et al., 2013). On the other hand, other
researchers suggest that hotels should not inform consumers about their CSR activities,
because consumers suspect their efficacy and subsequently lower their evaluations (Robinot
and Giannelloni, 2010). This is especially the case when consumers’ perceive that the motive
for implementing CSR is self-serving (e.g. to increase profits, sales or the profile of a specific
brand) rather than public serving (e.g. to assist with community development or raise
awareness for a specific cause) (Gao and Mattila, 2014). In light of this, it is necessary for
further research to be conducted to examine the mechanism of CSR in the hotel industry.
Third, CSR has emerged as an inescapable priority for business leaders in every country
(Porter and Kramer, 2006). Some literature has focused specifically on Chinese consumers
and CSR (Liu, Wong, Shi, Chu and Brock, 2014; Ramasamy and Yeung, 2009; Tian et al.,
2011), but certain questions remain unanswered: How do Chinese consumers in the hotel
industry look at CSR? Does CSR performance really influence customer behavioural loyalty
in the Chinese hotel industry? Are all CSR activities equally effective in influencing
customer behavioural loyalty in the Chinese hotel industry?
As a result of the limited available research, this study aims to test a theoretical model
that is expected to achieve two goals: elucidating how the different dimensional CSR actions
influence customer behavioural loyalty in the fast-growing hotel industry in China, which
has had quite limited exploration to date; illuminating the role of brand image and customer
trust between CSR dimensions and behavioural loyalty, as well as determining which of the
two comparative variables will have a stronger impact on the outcome.
Literature review and hypothesis formulation
CSR and its different dimensions
The term “CSR” has been popular since the 1960s and has remained a descriptor used
indiscriminately by many to indicate legal and moral responsibility. According to Aguilera et al.
(2007), CSR is activity that demonstrates concern for stakeholders (e.g. customers and employees)

through socially responsible activities. Integrating CSR programmes as a component in building
brand image and encouraging positive customer responses has become an important strategy for
many businesses (Kang and Namkung, 2017). However, the results are mixed. Aguilera et al.
(2007) found that CSR actions may have negative impacts on customers’ purchase intentions
when customers perceive issues regarding a product or its performance. It is generally suggested
that customers respond positively to effective CSR activities in specific situations and react
negatively to a lack of CSR activities or to ineffective CSR activities (Sen and Bhattacharya, 2001),
although there are some contradictory findings regarding this belief.
The scales developed to measure consumers’ CSR perceptions have generally been applied
to single studies, and little effort has been devoted to ensuring the validation and generalisation
of these scales. Some researchers have argued that the variety of CSR measurements have
caused inconsistent explanations of customer behaviour and responses to CSR perceptions, as
it is obvious that the findings might vary if marketing scholars considered only limited
dimensions of the CSR image and relied on simplified indicators (e.g. Pérez and Bosque, 2013).
Therefore, CSR is now more commonly measured using a multidimensional measurement
protocol (Salmones et al., 2005). One of the most widely adopted definitions of CSR was
proposed by the World Business Council for Sustainable Development (1999). It stated that
CSR is an integral part of sustainable development, and it divided CSR into three categories:
environment, economy and society. A number of researchers proposed other models of CSR.
For example, in a study by Mohr et al. (2001), CSR was classified into two categories: the first
explains that CSR relates to various stakeholders of an organisation, such as customers and
employees, while the second is based on a societal marketing concept raised by Kotler (2008).
This concept has become significant in other subsequent research on CSR classification (Liu,
Wong, Shi, Chu and Brock, 2014; Liu, Wong, Chu, Shi, Brock and Tseng, 2014). Although
numerous frameworks and metrics for CSR have been developed, there is no agreement as to
which should be used when evaluating CSR performance (De Grosbois, 2012).
Due to the popularity of the related concepts of sustainability and CSR, service companies
tend to communicate CSR efforts under the banner of sustainability (Houdre, 2008). Therefore,
not surprisingly, the common sentiment among practitioners is that CSR is largely about the
environment (Sheldon and Park, 2011). Similarly, previous research examining CSR activities
has focused predominantly on environmental practices (e.g. Williamson et al., 2006; Andereck,
2009; Pedersen, 2010; Gao and Mattila, 2014). Environmental impact is the most widely
investigated dimension within the CSR paradigm and is arguably its major predictive aspect.
Numerous research studies have revealed that successful environmental CSR performance
can enhance service providers’ reputation (e.g. Marin and Ruiz, 2007; Liu, Wong, Shi, Chu and
Brock, 2014; Liu, Wong, Shi, Chu and Brock, 2014).
However, some researchers argue that the issue of CSR should be addressed from a
broader perspective beyond the environmental dimension (e.g. Maignan et al., 1999; Levy and
Park, 2011). More recently, it has been found that there is a lack of research investigating how
CSR affects other key stakeholders, such as the local community (Serra-Cantallops et al., 2018).
The current study, therefore, adopts the CSR dimension from a stakeholder perspective, which
categorises CSR into corporate responsibilities towards customers, employees and society
(Maignan et al., 1999; Pérez and Bosque, 2013). To date, little effort has been applied to crossvalidate the categorised CSR scale in brand image–loyalty intention causal models. Therefore,
in an attempt to fill this gap, the present study focuses on the three major dimensions of CSR’s
influence on branding and customer responses.
CSR and brand image
Brand image has long been recognised as a key contributor to a company’s continued
prosperity, and it has always been an integral part of building a successful business. Brand
image is one of the most important concepts in marketing and is defined as perceptions about
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a brand, reflected as brand associations held in the consumer’s memory (Keller, 1993).
Perceptions of CSR provide positive content to brand images. A firm’s CSR activities can be
understood and perceived as being honest, fulfilling promises and being truthful in the
relationship with its consumers (Popoli, 2011). Consumers tend to believe that brands with
healthy CSR practices such as treating their customers, employees and society in an ethical
manner are also more likely to transfer product information honestly and to guarantee the
product quality (He and Lai, 2014). Thus, consumers’ perceptions of CSR may further enhance
positive brand image. Some studies have demonstrated the existence of a strong relationship
between CSR and brand image. For example, Becker-Olsen et al. (2006) demonstrated that
52 per cent of the respondents to a survey give negative feedback for products and services of
brands perceived as being irresponsible. However, there remains a limited framework for
examining the relationships between different dimensions of CSR and brand image (He and
Lai, 2014). Hence, the first proposed hypothesis of the present study is as follows:
H1. (a) CSR towards the customer, (b) CSR towards the employee and (c) CSR towards
the employee positively relate to brand image.
CSR and customer trust
Trust is the willingness to rely on an exchange partner in whom one has confidence, and it is
recognised in the development and maintenance of relationships between the buyer and
seller in an exchange process (Stathopoulou and Balabanis, 2016; Morgan and Hunt, 1994).
Based on social identity theory (Tajfel and Turner, 1979) and self-categorisation theory
(Turner et al., 1987), customer trust helps to explain the mechanism by which customers are
encouraged to relate to brands. Consumer trust is influenced by the values that firms and
their consumers share (Morgan and Hunt, 1994). A firm’s CSR activities provide information
about corporate characteristics and values (Brown and Dacin, 1997) and thus enhance
general trust of the brand (Aaker, 1996). Several studies have demonstrated that trust is
positively influenced by CSR (Martinez and Bosque, 2013; Roman, 2003; Choi and La, 2013).
Based on these previous investigations, the current study proposes that the relationship
between the three dimensions of CSR and customer trust is positive in the hotel industry,
which is similarly service orientated. To this end, the following hypothesis is proposed:
H2. (a) CSR towards the customer, (b) CSR towards the employee and (c) CSR towards
society positively relate to customer trust.
In addition, customers develop trust relationships with a brand partially through brand
image. It is well known that a brand’s characteristics play a vital role in earning consumers’
trust. Customers often judge a brand before they decide to trust it (Lau and Lee, 1999).
Certain studies have considered the relationship between brand image and customer trust.
If a brand creates a good image, this in turn stimulates consumer trust (Kim and Ham, 2016).
Trust can minimise consumers’ perceived risk and amplify the certainty of a purchase at the
moment of execution, thus indicating that brand image has a positive influence on brand
trust (Flavián et al., 2005). Positive brand image serves the purpose of maintaining customer
trust in a long-term relationship. Corporate brand image in particular has influences in
different areas, most notably within the financial services industry (Flavián et al., 2005).
Thus, the following hypothesis can be proposed:
H3. The relationship between the three dimensions of CSR and customer trust is
mediated by brand image.
Loyalty behaviour
It is a general belief that customer loyalty leads to greater profitability (Martinez and Bosque,
2013). Most hotels provide reward schemes, routinely track their customers’ preferences, and

offer special deals for repeat guests (Mason et al., 2006). Guests are the major source of revenue
for hotels, and their loyalty directly influences profits (So et al., 2013). Several research
initiatives have studied the drivers of loyalty in the hospitality context (Tanford et al., 2012).
However, to the best of our knowledge, previous empirical literature regarding the hospitality
industry did not include research on the relationships between the three dimensions of CSR and
customer loyalty. The measurement of customer loyalty comprises attitudinal and behavioural
dimensions, and they are extensively applied in marketing literature (Ganesh et al., 2000; Han
et al., 2011; Liu et al., 2017). Chaudhuri and Holbrook (2001) define behavioural loyalty as repeat
purchase probability, exclusive purchase and share of category requirements, while attitudinal
loyalty comprises commitment, positive word of mouth and stated intention to buy. Much of
the literature has evaluated customer loyalty only by applying an attitudinal process; however,
a customer’s favourable attitude towards a particular product or brand may not always assure
repeat patronage or repurchase frequency (Dick and Basu, 1994). Thus, it is essential for
further hospitality research to consider both attitudinal and behavioural aspects of customer
loyalty (Han et al., 2011). Instead of emphasising attitudinal loyalty, as was done in previous
hospitality literature (Martinez and Bosque, 2013), the present study links behavioural loyalty
to three dimensions of CSR in the hotel industry.
As part of an investigation, Martinez et al. (2014) established a model involving a Latin
American hotel industry sample, and their results show the role of CSR as a tool to generate
both a functional and effective brand image, as well as confirming its positive direct effect on
brand loyalty. Other researchers demonstrated that CSR activities (i.e. satisfying perceived
legal and ethical responsibilities perceived by consumers) may improve brand loyalty through
enhancing positive brand image (He and Lai, 2014; Kim and Ham, 2016). In light of these
studies’ findings, the following hypothesis is proposed:
H4. There is a positive relationship between brand image and behavioural loyalty.
A trustful relationship is one in which a party is confident that another party will behave as
expected (Hart and Saunders, 1997). Previous studies have widely demonstrated that
customer trust can influence their purchasing decisions (Gefen and Straub, 2004). In
addition, it has been found that brand reputation has a positive effect on brand loyalty and
that this positive effect is mediated by consumers’ trust in the brand (Lau and Lee, 1999;
Chen, 2010). According to this argument, the better the perception of the brand image, the
more likely it is that the customer will depend on the brand based on their trust. Therefore,
the following hypothesis is proposed:
H5. There is a positive relationship between customer trust and behavioural loyalty.
Most of the relevant published studies have examined the direct relationship between customer
trust and customer loyalty as a major point of interest (Guenzi et al., 2009). For instance, Choi and
La (2013) illustrated the positive relationship between perceived CSR and customer loyalty, which
is mediated by customer trust in a variety of service sector types. Previous investigations have
consistently demonstrated that positive perceptions of CSR have positive influences on customer
trust and customer loyalty within the financial industry (Roman, 2003). In terms of applying
customer trust as the mediator, Martinez and Bosque (2013) found that hotel customer loyalty is
indirectly affected by perceived CSR, via the mediation of trust, identification and satisfaction.
Therefore, this study predicts that the flow of the three dimensions of CSR → brand image →
customer trust → behavioural loyalty is more plausible. To sum up, we hypothesise that:
H6. The relationship between the three dimensions of CSR and behavioural loyalty is
mediated by customer trust.
H7. The relationship between the three dimensions of CSR and behavioural loyalty is
mediated by brand image and customer trust.
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Methodology
Measurements
This study used a questionnaire survey to cross-validate the multidimensional scale of CSR
and understand the correlation among three CSR dimensions: brand image, customer trust
and behavioural loyalty (dependent variable). The questionnaire was initially developed in
English based on well-established scales and then subsequently translated into Chinese.
CSR dimensions’ constructs were measured by the stakeholder-based scale proposed by
Pérez and Bosque (2013). Sixteen statements were attributed to a seven-point Likert-type
scale ranging from 1 (strongly disagree) to 7 (strongly agree). First, corporate activities
orientated towards customers were evaluated with a five-item scale (e.g. “Establishes
procedures to comply with customers’ complaints”) that basically concerned complete
and honest communication of corporate products and services and the management of
complaints (Salmones et al., 2005). Second, CSR orientated towards employees was
evaluated with a five-item scale (e.g. “Pays fair salaries to its employees”) adapted from
Mercer (2003), covering issues regarding job creation and employment opportunities. The
final, six-item scale (e.g. “Helps solve social problems”) evaluated CSR obligations towards
society and included issues such as charity, community development and environmental
protection (Singh et al., 2008; Mo et al., 2018). Cronbach’s α were 0.92, 0.86 and 0.91,
respectively. To guarantee the face validity, two marketing scholars (who have previously
published many papers in the CSR domain) were asked to evaluate the degree to which
items were representative of the conceptual definition of the dimensions of CSR–customer,
CSR–employee and CSR–society.
The construct of brand image was measured with a seven-item validated Likert-type
scale (e.g. “This hotel brand arouses sympathy”) related to subjective imaginable
perceptions of the brand, based on Martinez et al. (2014). Cronbach’s α was 0.87. Concerning
psychological reliance, a three-item scale (e.g. “Overall, I can confidently rely on the hotel
group”) from Choi and La (2013) was used to measure customer trust. Cronbach’s α was
0.87. The behavioural loyalty construct is drawn from services literature (Sirdeshmukh
et al., 2002) and includes four items (e.g. “I usually use this hotel brand as my first choice vs
other brands”). Cronbach’s α was 0.84.
Samples
To reduce possible bias (e.g. concerns over price or convenience) or common bias in similar
research (Min et al., 2016), the current study focused only on independent travellers
(non-group visitors) who chose to patronise locally managed three-star or four-star hotels.
These parameters were chosen for the following reasons: groups of visitors’ hotel selection
may be limited by the offerings provided by travel agencies that organise trip packages and
details, so this segment was eliminated from consideration (Liu, Wong, Shi, Chu and Brock,
2014), and individual travellers who choose low-cost hotels or lower-rated hotels
(or restaurants) are mostly price-driven customers (Law et al., 2008). In this case, it is
difficult to investigate how much the latter cares about CSR if price is their sole or primary
criterion. Most Chinese are poor (gross domestic product per capita ¼ $5,430) and about
50.05 per cent of the Chinese population (about 670m people) earns less than $3,600 annually
(National Bureau of Statistics of China, 2016), with almost 160m or 12 per cent of the
country’s population (Chu et al., 2015). However, literature reveals that price sensitivity is
not a factor that was more influential than CSR affecting customer choices. For example,
Kim (2017) finds that when a hotel demonstrates CSR, consumers did not distinguish
between prices and showed generally positive intent to support and intent to purchase from
the hotel. When a hotel practices passive CSR and offers cheaper products, consumers
showed the weakest supportive and purchase intentions. Choi and Ng’s (2011) study reveals
that respondents do not show favourable reactions towards low prices when a firm has poor

environmental sustainability. Thus, we avoided focusing on this group because of its pricedriven orientation. Additionally, third, people who are able to stay at five-star hotels are
generally very wealthy (and can afford any hotel) or are travelling on business (with
accommodation reimbursements), so luxury or convenience may be their top priority when
choosing hotels, without significant thought paid to CSR (Liu, Wong, Shi, Chu and Brock,
2014). Besides, fourth, wealthy people comprise a very small portion (0.04 per cent) of the
total Chinese population; thus, choosing five-star hotel guests for the study would not reflect
the Chinese reality and would weaken the generalisability of the study. Lastly, it is argued
that larger firms could invest more in CSR practices, whereas small and medium enterprises
invest less (Torugsa et al., 2012). Larger firms can invest more in pursuing their CSR
objectives such as CSR-consistent product innovation and improving the education and
loyalty – and, thus, quality – of their employees (Luo and Bhattacharya, 2006). In addition,
the rating and scale of hotels are considered external factors that influence hotels’ branding
or CSR performance (Liu, Wong, Shi, Chu and Brock, 2014). Thus, the sample selection
method in this study may not affect the hotels’ branding or CSR performance that we
discussed later in the research model. Based on the reasons mentioned, this study mainly
focused on individual travellers staying in locally run, three-star or four-star hotels with a
formal CSR programme in place.
Data collection
To better represent the reality and cover the city development diversity in China,
questionnaires were mainly distributed in selected hotels in the following cities:
Shanghai (municipality), Xiamen (special economic zone), Hangzhou (first-tier city),
Fuzhou (second-tier city) and Longyan (third-tier city). Convenience sampling was
employed. In each city, we randomly chose one hotel from a list in the Yellow Pages. Then,
we checked whether the selected hotel had a CSR programme in place by browsing its
website and enquiring by phone. If the hotel had a formal CSR programme, it was retained;
if not, we drew from the lot again until we found a qualifying hotel. The respondents were
interviewed while waiting for check-out in the hotels selected for the study. In this
environment, respondents had sufficient time to respond to the questionnaires patiently
and efficiently. Qualified respondents were those whose purpose of their current hotel stay
was not business related and who had stayed in the hotel at least twice previously
(to ensure respondents’ familiarity with the hotel). As general customers may have no idea
about a hotel’s CSR practices, we offered each respondent the hotel’s publicity materials
and CSR information and then asked them to answer the questionnaire based on the
information given and their personal experience (see Appendix 1). To ensure that the CSR
information contained all three categories of CSR activities, one of the authors checked the
hotel’s website and contacted the hotel for CSR information. Thus, the CSR information is
either from the hotel’s website or based on communication between the hotel manager and
the author. The procedure of offering CSR materials to respondents to increase their
awareness of CSR has also been documented in previous studies (Sen et al., 2006; Liu,
Wong, Shi, Chu and Brock, 2014). However, such a procedure may cause common method
bias, which can be an issue with investigations concerning CSR or sustainability in
general. This bias may be further exacerbated when an interviewer is present; in such a
case, respondents are more likely to rate CSR or sustainability initiatives higher.
A Harman’s single-factor test for common method variance was performed by conducting
exploratory factor analysis (EFA) with no rotation (Podsakoff et al., 2003). The results
obtained showed that there was more than one factor in the measures, and that the highest
factor accounted for 37.4 per cent of the covariance among the measures, which is lower
than the 50 per cent threshold. These results thus suggested that the common method bias
is not acceptable in our data.
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The questionnaire began with an introduction of the investigator’s identity and study
purpose. Respondents acknowledged the anonymity of the survey and the confidentiality of
any collected information (see Appendix 2). The questionnaire contained multi-item sections
of different variables as components. In the post-introductory section, participants were
asked to rate statements regarding CSR dimensions, brand image, customer trust and
behavioural loyalty on a seven-point scale. All of the statements’ ratings along the
seven-point scale were specific to the hotel brand the customer had selected in the first
section. The last part of the questionnaire related to the hotel customer’s demographic
factors: gender, age, educational level and annual income.
In order to ensure participants comprehensively completed the questionnaires, survey
responses were collected face to face by professionally trained investigators. The collection
process lasted around four months, from July 2017 to mid-November 2017. A final tally of
300 individuals’ responses was gathered; of those responses, two individuals’ questionnaires
were incomplete. Subsequently, 298 questionnaires were deemed eligible for this study, with
a valid response rate of about 99.33 per cent.
Results
This research further submits the items for all six measures to a confirmatory factor analysis
(CFA) to assess their psychometric properties. This research also utilises four criteria to
ascertain the overall model fit: root mean square error of approximation (RMSEA) lower than
0.08 and Tucker–Lewis index (TLI) incremental fit index (IFI) and comparative fit index (CFI)
higher than 0.90 (Hu and Bentler, 1999). The fit of the baseline six-factor model is compared to
three alternative models in Table II. The baseline six-factor model shows satisfactory
goodness-of-fit indices ( χ2 ¼ 635.78; df ¼ 378; RMSEA ¼ 0.04; TLI ¼ 0.96; IFI ¼ 0.96;
CFI ¼ 0.96). In addition, the ratio of the χ2 statistic to degrees of freedom ( χ2/df ¼ 1.72) is
below the recommended cutoff point of 3.0 (Bagozzi and Yi, 1998). The CFA results show that
all related models combining constructs have significantly higher χ2 and RMSEA, and lower
TLI, IFI and CFI, than the baseline model of six factors. Table I also shows the statistics
calculated to verify the properties and the main goodness-of-fit indicators.
An additional analysis for the validity of the measures is employed following Fornell and
Larcker (1981). A further indicator, the average variance extracted (AVE), is recommended to
be above 0.50 (Hair et al., 2010) and has been considered for convergent validity (see Table II).
This study finds that the AVEs of CSR towards customers (0.68), CSR towards employees
(0.57), CSR towards society (0.62), brand image (0.61), customer trust (0.75) and behavioural
loyalty (0.68) all exceed 0.50. These findings demonstrate adequate convergent validity.
Discriminant validity is examined by comparing the correlations of the factors with the square
root of each AVE. Discriminant validity is established when the square root of the AVE for
Model

Table I.
Results of CFA
for the measures of
variables studied

Factor

χ2

df

Δχ2

RMSEA TLI IFI CFI

Baseline model Six factors
635.78 378
–
0.04 0.96 0.96 0.96
Model 1
Five factors (combining CSR towards
844.75 389 208.97 0.06 0.93 0.93 0.93
customer and CSR towards employee)
Model 2
Five factors (combining CSR towards
883.37 389 247.59 0.07 0.92 0.93 0.93
customer and CSR towards society)
Model 3
Four factors (combining CSR towards
951.42 393 315.64 0.07 0.91 0.92 0.92
customer, CSR towards employee and CSR
towards society)
Notes: n ¼ 298. RMSEA, root mean square error of approximation; CFI, comparative fit index; TLI, Tucker–
Lewis index; IFI, incremental fit index; Δχ2, change in chi-square between the alternative model and the
baseline model. All χ2 and Δχ2 are significant at the po 0.01 level

Factor

Item

Standardized regression weights

Cronbach’s

AVE

CSR towards customer

CSRC1
0.79
0.92
0.68
CSRC2
0.84
CSRC3
0.85
CSRC4
0.84
CSRC5
0.82
CSR towards employee
CSRE1
0.71
0.86
0.57
CSRE2
0.86
CSRE3
0.75
CSRE4
0.81
CSRE5
0.61
CSR towards society
CSRS1
0.83
0.91
0.62
CSRS2
0.80
CSRS3
0.76
CSRS4
0.85
CSRS5
0.69
CSRS6
0.80
Brand image
BI1
0.86
0.87
0.61
BI2
0.72
BI3
0.85
BI4
0.76
BI5
0.85
BI6
0.71
BI7
0.67
Customer trust
CT1
0.88
0.87
0.75
CT2
0.83
CT3
0.90
Behavioural loyalty
BL1
0.75
0.84
0.68
BL2
0.74
BL3
0.90
BL4
0.89
Notes: n ¼ 298. AVE, average variance extracted. χ2 ¼ 635.78; df ¼ 378; ( p ¼ 0.000); χ2/df ¼ 1.72. RMSEA ¼
0.04; TLI ¼ 0.96; IFI ¼ 0.96; CFI ¼ 0.96
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Table II.
CFA of the
baseline model

each factor is higher than the correlations among the factors. Table III indicates that the
square root of the AVE for each factor is higher than its correlations with other factors,
offering evidence for discriminant validity. Therefore, these results provide reasonable
support for the distinction between measures.
To analyse the data and test the proposed hypotheses, this study employs M-Plus Version
8 (Muthén and Muthén, 2010) to conduct a structural equation modelling. In line with Hu and
Bentler (1999), this study evaluates model fit utilising CFI, RMSEA and SRMR: the cutoff for
Variable

M

SD

1

2

3

4

5

6

1
CSR towards customer
5.42 0.92 0.83
2
CSR towards employee 5.14 0.79 0.43** 0.76
3
CSR towards society
5.15 0.76 0.43** 0.49** 0.79
4
Brand image
4.84 0.71 0.50** 0.54** 0.55** 0.78
5
Customer trust
5.70 0.82 0.52** 0.52** 0.52** 0.55** 0.87
6
Behavioural loyalty
5.44 0.76 0.51** 0.46** 0.42** 0.53** 0.55** 0.83
Notes: n ¼ 298. The italics diagonal elements are the square root of the variance shared between the
constructs and their measures. Off diagonal elements are the correlations among constructs. **Correlation is
significant at the 0.01 level (two tailed)

Table III.
Discriminant validity
analysis from CFA
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CFI is 0.90 or more, and the cutoff for RMSEA and SRMR is 0.08 or less. In addition, this study
further performs a bootstrap analysis in order to provide the most robust evidence pertaining
to significance and confidence interval (CI) of the indirect effects.
The entire qualified sample of the questionnaire survey consists of 298 hotel guests’
responses. Table III presents the correlation coefficient results of the proposed construct
model. Six variables in the study model have been shown to be positively related to each
other variable in Table III.
The hypothesised model using path analysis exhibits a good fit to the data ( χ2 ¼ 807.33,
df ¼ 390, p ¼ 0.00, CFI ¼ 0.94, RMSEA ¼ 0.06, SRMR ¼ 0.04). However, this study finds nonsignificant direct effects of CSR towards customers, CSR towards employees and CSR
towards society on behavioural loyalty. Accordingly, this study further tests for full
mediation by analysing an alternative model that did not allow direct effects of CSR towards
customers, CSR towards employees and CSR towards society on behavioural loyalty. This
alternative model exhibits a good fit to the data ( χ2 ¼ 810.91, df ¼ 393, p ¼ 0.00, CFI ¼ 0.94,
RMSEA ¼ 0.06, SRMR ¼ 0.04). There is no significant difference between the two models
(Δχ2 ¼ 3.58, Δdf ¼ 3, ns). Therefore, this study reports the results of hypotheses tests based
on this more parsimonious full mediation model, which is illustrated in Figure 1.
H1a–H1c examine the impact of three CSR dimensions on brand image and customer
trust. The estimation results of the model (Table IV ) reveal that CSR towards customers
(β ¼ 0.28**, p o 0.01), CSR towards employees (β ¼ 0.30***, p o 0.001) and CSR towards

CSR
Customer

H1a (+)

Brand
Image

H2a (+)

H4 (+)

H1b (+)

CSR
Employee

Behavioural
Loyalty

H2b (+)
H5 (+)
H1c (+)

CSR
Society

Figure 1.
Research framework

H2c (+)

Customer
Trust

H3: CSR → Brand Image → Customer Trust
H6: CSR → Customer Trust → Behavioural Loyalty
H7: CSR → Brand Image → Customer Trust → Behavioural Loyalty

Hypotheses

Table IV.
Structural equation
model results

Structural relationship

Std. coefficient

H1a
CSR towards customer → Brand image
0.28**
H1b
CSR towards employee → Brand image
0.30***
H1c
CSR towards society → Brand image
0.39***
H2a
CSR towards customer → Customer trust
0.38***
H2b
CSR towards employee → Customer trust
0.22*
H2c
CSR towards society → Customer trust
0.15*
H4
Brand image → Behavioural loyalty
0.13*
H5
Customer trust → Behavioural loyalty
0.65***
Notes: n ¼ 298. RMSEA ¼ 0.06; TLI ¼ 0.94; CFI ¼ 0.94; SRMR ¼ 0.04; χ2 ¼ 810.91; df ¼ 393 ( p
χ2/df ¼ 2.06. *p o0.05; **p o0.01; ***p o0.001

Contrast
Accepted
Accepted
Accepted
Accepted
Accepted
Accepted
Accepted
Accepted
¼ 0.000);

society (β ¼ 0.39***, p o 0.001) have a positive effect on brand image. Thus, H1a–H1c are
supported. The results show that CSR towards customers (β ¼ 0.38***, p o 0.001), CSR
towards employees (β ¼ 0.22*, p o 0.05) and CSR towards society (β ¼ 0.15*, p o 0.05)
have a positive effect on customer trust, in support of H2a–c. In addition, brand image
(β ¼ 0.13*, p o 0.05) and customer trust (β ¼ 0.65***, p o 0.001) are positively related to
behavioural loyalty, which supports H4 and H5. In summary, the significant and positive
effects in the model reveal the influence of three CSR associations on behavioural loyalty
through brand image and customer trust.
Furthermore, this study expects the mediation effects of brand image and customer trust
to link the independent variables (three CSR dimensions) and the dependent variable
(behavioural loyalty). As noted above, this study finds support for the fully mediated
relationships. To test the significance of indirect effects of the fully mediated relationships,
this study performs a parametric bootstrap procedure with 5,000 Monte Carlo replications,
using estimates in the entire model. As shown in Table V, the results reveal the significant
indirect effect of brand image on the relationship between CSR towards customers and
customer trust (indirect effect ¼ 0.06, po0.05, 95% CI ¼ [0.03, 0.11]), on the relationship
between CSR towards employees and customer trust (indirect effect ¼ 0.07, p o0.05, 95%
CI ¼ [0.03, 0.14]), and on the relationship between CSR towards society and customer trust
(indirect effect ¼ 0.09, po 0.05, 95% CI ¼ [0.04, 0.16]). Thus, H3 is supported. In addition,
the bootstrapping results also support the significant indirect effect of customer trust on the
relationship between CSR towards customers and behavioural loyalty (indirect effect ¼
0.24, p o0.01, 95% CI ¼ [0.13, 0.37]), on the relationship between CSR towards employees
and behavioural loyalty (indirect effect ¼ 0.14, p o0.05, 95% CI ¼ [0.02, 0.25]), and on the
relationship between CSR towards society and behavioural loyalty (indirect effect ¼ 0.10,
p o 0.05, 95% CI ¼ [0.00, 0.23]). Therefore, H6 is supported. Furthermore, the
bootstrapping results support the significant indirect effect of the flows of CSR towards
customers → brand image → customer trust → behavioural loyalty (indirect effect ¼ 0.04,
p o0.05, 95% CI ¼ [0.02, 0.08]), CSR towards employees → brand image → customer trust
→ behavioural loyalty (indirect effect ¼ 0.04, p o0.05, 95% CI ¼ [0.02, 0.11]), and CSR
towards society → brand image → customer trust → behavioural loyalty (indirect effect ¼
0.06, p o0.05, 95% CI ¼ [0.02, 0.12]). H7 is therefore supported.
This study further adopts post hoc analysis, which was suggested by Cohen et al. (2003)
to be used to compare two different independent variables’ impacts on a dependent variable

Indirect paths
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Bootstrapping
95%
Indirect confidence
effect
intervala

H3 CSR towards customer → Brand image → Customer trust
0.06*
[0.03, 0.11]
CSR towards employee → Brand image →Customer trust
0.07*
[0.03, 0.14]
CSR towards society → Brand image → Customer trust
0.09*
[0.04, 0.16]
H6 CSR towards customer → Customer trust → Behavioural loyalty
0.24** [0.13, 0.37]
CSR towards employee → Customer trust → Behavioural loyalty
0.14*
[0.02, 0.25]
CSR towards society → Customer trust → Behavioural loyalty
0.10*
[0.00, 0.23]
H7 CSR towards customer → Brand image → Customer trust → Behavioural loyalty 0.04*
[0.02, 0.08]
CSR towards employee → Brand image → Customer trust → Behavioural loyalty 0.04*
[0.02, 0.11]
CSR towards society → Brand image → Customer trust → Behavioural loyalty 0.06*
[0.02, 0.12]
Note: n ¼ 298. Bootstrapping is conducted on the basis of the Monte Carlo method with 5,000 repetitions; all
terms in the hypothesised model are used when generating these estimates. aCI values do not include zero at
three decimal places. *p o0.05; **p o0.01; ***p o0.001

Table V.
Bootstrapping tests
for mediation
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within the same sample. Table VI reports the results of this post hoc analysis. As shown in
Table VI, the CSR–society domain has a stronger impact than the other two domains on
brand image (vs CSR–customer: p o0.01; vs CSR–employee: p o0.01). Furthermore, the
CSR–customer domain has a stronger impact than the other two domains on customer trust
(vs CSR–employee: po0.01; vs CSR–society: p o0.01).
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Discussion
Theoretical implications
This study explored whether, and to what extent, the different dimensions of CSR
influenced hotel customer behavioural loyalty, through the mediating roles of brand image
and customer trust in the context of hotel service providers within the Chinese market.
Consistent with prior research in Western countries, CSR is a valuable driver of branding
consequences (Luo and Bhattacharya, 2006; Sen and Bhattacharya, 2001; Singh et al., 2008;
Liu, Wong, Shi, Chu and Brock, 2014). Results of the current research reveal that Chinese
customers’ evaluation of brands is positively related to perceived CSR information, which
echoes previous research findings (e.g. Tian et al., 2011). Customer behavioural loyalty could
be enhanced if they were provided with more information and convincing evidence
regarding service providers’ CSR activities. Other potential critical factors, such as brand
image and customer trust, play a mediating role in the relationship between CSR
performance and customer behavioural loyalty (Liu, Wong, Shi, Chu and Brock, 2014).
An additional contribution of the current findings concerns the effects of different domains
of CSR performance on brand image and customer trust. In European countries with
well-developed CSR, a growing number of hospitality companies (e.g. Meliá Hotels
International, Marriott International, NH Hotels and Novotel Hotels) have implemented
numerous CSR practices, including energy and water conservation, recycling and community
involvement (Goeldner and Brent Ritchie, 2006). For example, Meliá Hotels International
cooperates with TUI Travel – the leading travel group in Europe – in the distribution of a
guide educating clients on souvenir purchasing. Previous literature studied the hotel industry
in these countries (e.g. Spain) and found that customer loyalty was affected by perceived CSR,
via the mediation of trust, identification and satisfaction suggesting a hotel’s involvement in
CSR activities (Martinez and Bosque, 2013). However, they focused on all the dimensions of
CSR, whereas in China, with developing (less developed) CSR programmes in hospitality
companies (Li et al., 2015), the limited marketing resources should be allocated to the most
valued dimensions of CSR to achieve customer loyalty and sustainable competitive
advantages. Our research extends this line of academic research by highlighting the effects of
different CSR domains on brand image and customer trust in China, which contributes to the
theoretical implications for international hospitality management.
Our results reveal that the society dimension of CSR had the heaviest impact on Chinese
customers’ brand image of hotels among the three CSR dimensions investigated. Such a result
is consistent with Torres et al.’s (2012) finding that philanthropic donations aimed at the
community were more strongly related with financial performance as compared with all other
DV

Table VI.
Post hoc analysis
results

Path coefficient

Result

Conclusion

p o0.01**
BI
βSCSR→BI vs βCCSR→ BI ¼ 0.39*** vs 0.28**
βSCSR→BI WβCCSR→ BI
BI
p o0.01**
βSCSR→BI vs βECSR→BI ¼ 0.39*** vs 0.30**
βSCSR→BI WβECSR→BI
CT
p o0.01**
βCCSR→CT vs βECSR→CT ¼ 0.38*** vs 0.22*
βCCSR→ CT W βECSR→CT
CT
p o0.01**
βCCSR→CT vs βSCSR→ CT ¼ 0.38*** vs 0.15*
βCCSR→ CT W βSCSR→CT
Notes: DV, dependent variable; BI, brand image; CT, customer trust; CCSR, customer CSR; ECSR, employee
CSR; SCSR, society CSR. *p o0.05; **po 0.01; ***po 0.001

CSR initiatives. This may due to the fact that the service providers’ societal CSR practices (e.g.
the hotel contributes money to cultural and social events) are more easily perceived by Chinese
consumers through the mass media, which in turn leads to enhanced brand image and
behavioural loyalty. When a hotel brand behaves in a manner that is perceived as ethical,
guests are likely to infer that it has certain desirable traits that resonate with their sense of self
(Pérez and Bosque, 2013). The more prestigious a service brand is, the better the opportunity
for consumers to identify themselves with the brand. Well-perceived societal CSR practices of
the service provider would certainly facilitate such a process (Singh et al., 2008; Mohr et al.,
2001). In terms of customer trust, the CSR–customer dimension plays the most effective role as
compared to the CSR–employee and CSR–society dimensions. This result echoes Pérez and
Bosque’s (2012) research, which demonstrated that customers tend to care more for the CSR
initiatives that are directly connected to their needs and commercial goals than those that are
remotely related. Drawing on the concept of self-serving motives, since the CSR–customer
dimension is more relevant to service recipients, it would appear more valuable to them (Liu,
Wong, Shi, Chu and Brock, 2014). The empirical evidence of our study reveals that Chinese
guests tend to focus more on CSR–customer practices, as these provide direct benefits to them.
The CSR–customer dimension is more positively related to customer trust as compared to the
CSR–employee and CSR–society dimensions, which leads to a higher indirect effect on
customer behavioural loyalty. The current research therefore contributes to the literature by
suggesting that not all CSR activities are equally effective.
Managerial implications
The results suggest that service providers can enhance customer behavioural loyalty by
undertaking diverse CSR practices based on the theoretical contributions of the hierarchy of
effects model. First, hospitality companies in China are facing increasing challenges due to
the current global expansion of hotel brands in China (Huang and Cai, 2015). With its
economic development, China is evolving from the leading producer of globally distributed
goods to the world’s largest consumer market (Siuta-Tokarska, 2013). Hotels are springing
up not only in tier-1 cities but also in tier-2 and tier-3 cities, hoping to benefit from the
economic transition and growing premium business travel industry (Travel Daily, 2018a).
Marriott, which has a higher exposure to international markets than Hilton, claimed that
revenue per available room in China grew 9.1 per cent in the fourth quarter ended December
31 2018 (Travel Daily, 2018b). Moreover, competition in the hotel industry has intensified
with more brands entering the market. As a business activity, many upscale hotels attempt
to distinguish themselves through their unique decoration styles in order to forge a
prestigious and luxurious brand image (Li et al., 2015).
Today, “fog and haze” and “PM2.5” are the hot topics discussed among the general
public in China (Li et al., 2015). Consumer sensitivity to CSR practices carried out by firms
is increasing. Many hospitality companies contribute to CSR activities, which sends
positive signals to customers, showing that they are sincere in dealing with their
stakeholders and their communities (Hyun, 2010; Han and Hyun, 2013). However, these
CSR practices focus on several dimensions, including responsibilities to the environment,
customers, employees and society, whereas one of our findings points out that the most
valuable CSR sector for service brand image is the society dimension. Thus, in order to
better allocate marketing resources, hospitality companies in China should consider
allocating more resources to fund adequate CSR programmes that focus on reflecting a
strong commitment towards a community. For hotels and hospitality companies in China,
CSR–society practices may serve as the most valued means of improving their brand
image and increasing their “moral capital” (Saiia et al., 2003; Li et al., 2015). It would be
beneficial for hotels to allocate their media and marketing resources with particular
attention towards the flourishing social media channels to elaborate their CSR–society
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practices for enhanced brand image, customer trust and behavioural loyalty. Hotels in
China may implement more CSR policies to society, such as the Green Hotel regulations
that came into force on 1 January 2011 and the emphasis laid on a “green growth” model
announced on 5 March 2011 at the National Peoples’ Congress as part of the 12th FiveYear Plan (2011–2015), as well as with reference to environmental planning, philanthropic
actions and, to a lesser degree, benchmarking best practice. Other specific CSR practices in
the societal dimension could also be taken by the hotels in China. For instance, hotel may
send representatives to visit the penitentiaries, orphanages and homes for the aged poor,
and organise a special reunion party for them, which to celebrate the Chinese New Year in
advance, and express appreciation to them as well. Hotels could organise an “Earth Hour
worldwide event” annually as part of their commitment to educate the society and inhouse guests in participating in turning off non-essential lights for one hour per night.
During that night, all non-essential hotel lights in the public areas could be turned off for
one hour and the hotel could also organise an unplugged show at the hotel lobby for all the
inhouse guests to enjoy the hotel band singing songs and some delicacies.
On the other hand, according to Meadin (2018), despite the number of hotels in China having
increased continuously, the government’s implementation of its “eight regulations” aimed at
curbing luxury consumption in the public sector has led to a decrease in the use of luxury hotels.
In order to redevelop their brand image, luxury hotels may engage in more CSR–society
practices to form the “green hotel” concept. A luxury hotel that is committed to CSR–society
practices (e.g. involvement of partners, media and guests in environmental protection initiatives)
may gain positive perceptions from both the general public and potential customers.
Second, it is noteworthy that customer behavioural loyalty is positively related to customer
trust. Particularly, greater attention needs to be paid towards the CSR–customer dimension in
order to improve customers’ trust of service brands. Most recently, poor cleaning practices at
several high-end hotels have been exposed by news media, and hotel hygiene concerns soon
became the hottest topic discussed among the general public in China (China Daily, 2018),
significantly undermining customer trust in the Chinese hospitality industry. As one of our
findings points out that the most valuable CSR sector for hotel customer trust is the customer
dimension, hotels may invest more in CSR–customer practices in order to re-build customer
trust in Chinese hospitality companies. In this regard, hotels should design and implement
activities to better deliver consistent service quality, treat customers fairly and fulfil promises
in order to build up customers’ confidence in their brand. For example, hotels may set up
expert teams to inspect hotels’ hygiene standards, put high-standard policies in place
regarding cleanliness and commit to providing clean air to guest rooms through a partnership
with “Pure Living”. This will facilitate an enduring long-term relationship.
Third, although CSR performance is able to enhance behavioural loyalty, it cannot offset
the negative results of an existing negative brand image and poor consumer trust. To avoid
such circumstances, service providers should constantly strive to improve their service
quality and endeavour to ensure superior customer behavioural loyalty in the market to
achieve long-term financial returns.
Limitations and future research
There are some limitations of the present study that must be addressed. First, this study
utilised a convenience sampling method, which may limit its generalisability to the target
population. Yet, we mitigated this problem by drawing the sample from five major cities in
China that represent both highly developed and less-developed cities. Second, due to time
constraints and limited resources, the respondent sample of this study included only 298
eligible questionnaires. Therefore, our findings and subsequent implications are limited, to a
degree, by sample size. Additionally, data of this research were collected from customers in
only five cities of southern China and so may not accurately represent the general

population of China. Furthermore, this study focuses on locally run brand hotels in the
Chinese market, and segmentation is varied only within hotel star ratings. A comparison
was only done between individual hotels within the industry, which is a lengthways
investigation, whereas a crosswise analysis comparison at the hotel group level was not
completed. Another limitation is that only the three main dimensions of CSR
(i.e. CSR–customer, CSR–employee, and CSR–society) were addressed and evaluated in
this study. Multiple items of each scale were considered to be visible and measureable to
customers. However, while dealing with CSR or sustainability, social desirability bias can be
an issue because respondents are likely to have a higher degree of anticipation (Ramasamy
and Yeung, 2009). Furthermore, beyond these three CSR dimensions, other CSR factors need
to be considered, such as shareholder, competitor and supplier concerns. Their influences on
behavioural loyalty were not investigated in the current setting. In addition, there are
alternative explanations as to why the CSR–customer dimension has the highest effect on
customer trust among the three CSR dimensions. Arguably, this is because most of the
CSR–customer scale uses classic trust aspects, such as honesty, transparency and complaint
management, while the trust construct is an overall measure of trust.
In view of these limitations, several suggestions can be provided to help further elucidate
the relationship between CSR and customer behavioural loyalty. First, it would be preferable to
enlarge the research sample size and ensure an even distribution of demographics such as age,
gender and annual income. Second, the resources of the current study limit the sample
geography. Consumption habits of customers from different cities in China are likely to be
significantly different and should be considered for further investigation. Multi-group analysis
performed between developed cities and less-developed cities regarding key dimensions of CSR
can also be completed in future research. Finally, further research could incorporate the current
results by extending the model and including new variables. It would be wise to consider using
other approaches such as projective techniques to ensure a more controlled environment.
Besides the three dimensions of CSR studied herein, the potential influences of other CSR
associations could also be investigated. Future investigations may further test the proposed
relationship model by utilising different composite measurements of loyalty and then exploring
whether the influence of current variables would project in the same direction.
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Appendix 1
CSR–customer
(1) this hotel establishes procedures to comply with customers’ complaints;
(2) this hotel treats its customers honestly;
(3) this hotel has employees who offer complete information about hotel products/services to
customers;
(4) this hotel uses customers’ satisfaction as an indicator to improve the product/service
marketing; and
(5) this hotel makes an effort to know customers’ needs.
CSR–employee
(1) this hotel pays fair salaries to its employees;
(2) this hotel offers safety at work to its employees;
(3) this hotel treats its employees fairly (without discrimination or abuse);
(4) this hotel offers training and career opportunities to its employees; and
(5) this hotel offers a pleasant work environment (e.g. flexible hours, conciliation).
CSR–society
(1) this hotel helps in solving social problems;
(2) this hotel uses part of its budget for donations and social projects to advance the situation of
the most unprivileged groups of society;
(3) this hotel contributes money to cultural and social events (e.g. music, sports);
(4) this hotel plays a role in society beyond the generation of economic benefits;
(5) this hotel is concerned with improving the general well-being of society; and
(6) this hotel brand is concerned with respecting and protecting the natural environment.

Brand image
(1) this hotel brand arouses sympathy;
(2) this hotel brand transmits a personality that differentiates itself from competitors;
(3) the hiring of services with this hotel brand says something about the kind of person I am;
(4) I have a picture of the kind of people who enter into a contract with this hotel brand;
(5) services offered by this hotel brand are of high quality;
(6) services offered by this hotel brand have better features than those of competitors; and
(7) services offered by this hotel brand are usually more expensive than those of competitors.
Customer trust
(1) generally speaking, I trust the hotel group;
(2) overall, I can confidently rely on the hotel group; and
(3) the hotel group is safe to patronise.
Behavioural Loyalty
(1) I usually use this hotel brand as my first choice compared to other brands;
(2) I could find other hotel brands offering services at lower prices than this brand;
(3) there are different hotel brands that might offer additional services; and
(4) it would be costly in terms of money, time and effort to end the relationship with this hotel brand.
Appendix 2. Example of CSR stimulus materials (the original stimulus is in Chinese)
Dear respondent,
Your participation in this academic survey “How CSR affects Customer Trust, Brand Image and
Behavioural Loyalty. An Empirical Study of the Hotel Industry” conducted by the University of Macau is
very much appreciated. First, you will see a brief introduction to the CSR information of the specific hotel
you have chosen. After that, please kindly help to fill the questionnaire. This questionnaire will take you
approximately 10–15 min to finish. According to the law and academic ethics, all personal information
will be kept confidential. All information collected will be used for academic research purposes only. Your
responses will be anonymous. You have a right to stop answering the questionnaire process at any time
and without any reason. Thank you for your valuable opinions.
CSR–customer
•

to provide clean air to our guest rooms through our partnership with “ Pure Living” (on the website);

•

treat customers fairly and honestly (asked by authors);

•

adopt a holistic approach to capture direct feedback from our guests (asked by authors); and

•

commit to continuous improvement and excellent service delivery to enhance guest loyalty
(asked by authors).

CSR–employee
•

provide our colleagues with training and resources to meet our environmental and social
objectives (asked by authors);

•

give special consideration to the employment of local people (asked by authors);
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•

provide a healthy and safe environment for all, with equal opportunities regardless of age, race,
religion or gender (asked by authors); and

•

build a culture where respect and understanding is fostered and the diversity of peoples’
backgrounds and circumstances is positively valued (asked by authors).

CSR–society
•

reduce the demand for resources such as energy and water (on the website);

•

raise awareness of environmental issues such as the protection of endangered species
(on the website);

•

involve colleagues in community projects (on the website);

•

involve partners, media and guests in environmental protection initiatives (on the website); and

•

give preference to products and services of local origin where possible (asked by authors).

Source: www.cordishotels.com/en/shanghai-hongqiao/overview/corporate-social-responsibility/
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