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ABSTRACT 

 

The topic of corporate social responsibility (CSR) in the meeting, incentive trips, 

conventions and exhibition (MICE) industry has been discussed intensively in the 

recent years, but is still a young field in terms of industrial practice and academic 

research. There are considerable environmental, social and environmental responsible 

initiatives implemented in the industry. These responsible organisations make efforts to 

maximise the benefits while minimising the negative impacts of their business conduct 

on the local communities. However, the level of CSR involvement of the MICE 

organisations is not clear and the perceptions with respect to the need to engage to CSR 

are indefinite across business stakeholders, such as event clients, delegates and the host 

communities. This urges the investigation of both CSR adoption in the industry and the 

influential factors of such adoption. 

 

This research aims to understand why MICE organisations, particularly the venue 

sector, participate in CSR adoption. The concept of CSR is first discussed in line with 

Carroll’s (1979) Pyramid of Corporate Social Responsibility and Wood’s (1991) 

Corporate Social Performance Model. Then, the relationship between CSR and the 

MICE industry is described in terms of sustainability, positive and negative impacts of 

business activities and the possible determinants of CSR adoption. With the theoretical 

underpinning of the Theory of Planned Behaviour (TpB), a mix method is employed to 

answer five research questions. In the first qualitative phase, three expert in-depth 

interviews and 13 structured interviews are conducted to list 30 CSR behaviours and 

18 determinant factors, that is, underlying beliefs of attitudes, subjective norms and 

perceived behavioural control, and thus answer the research question one.  
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In the second quantitative phase, 153 Asia-Pacific MICE venue practitioners, most 

situated in Australia and New Zealand, completed an on-line survey in 2009. Research 

question two to four are relating to model testing of the TpB model. First, the 

environmental and social responsible initiatives are the prevalence, particularly recycle, 

reuse and reduce. According to the expectancy-value plots of attitudes, subjective 

norms and perceived behavioural control, that is the three antecedents of CSR 

intentions, there are five possible drivers that facilitated MICE managers’ intention to 

CSR implementation: 

1. improving reputation and image (that is, behavioural beliefs) 

2. minimising the negative impacts (that is, behavioural beliefs),  

3. support from the boards (that is, the normative belief),  

4. availability of organisational mission (that is, control beliefs) 

5. appropriate skills and knowledge (that is, control beliefs). 

 

Second, the results of correlations, singular and multiple regressions indicates the three 

underlying beliefs positively correlated to and significantly predicted the three 

antecedents of CSR intention, namely attitudes, subjective norms and perceived 

behavioural control. However, only attitudes and subjective norms show significant 

contribution to CSR intention. Although CSR intention significantly predicts all five 

types of CSR implementation, namely, more or less CSR adoption, more or less 

environmental, social, economic and organisational initiatives, the predictability of 

perceive behavioural control is only significant in the economically responsible 

initiatives, such as charity donating and cooperating with local suppliers. Thus, the 

model testing did not fully support the assumptions in the TpB model, alternatively, the 

Theory of Reasoned Action, the prototype of the TpB model, gains the support, in 

which perceive behavioural control is excluded. 
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In the final quantitative analysis, comparisons of six sets of behavioural beliefs, five 

sets of normative beliefs, and five sets of control beliefs in the aforementioned five 

types of CSR implementation reveal that the more responsible groups, in terms of 

initiatives count, more agreed that CSR adoption can bring them advantages of 

improving the quality of life of the local communities and increasing the 

competitiveness (that is, attitudes). With the support from the boards (that is, subjective 

norms), and the availability of organisational missions and proper skills and knowledge 

(that is, control beliefs), they demonstrate more CSR practices in different forms. 

 

Although there are several methodological limitations in this research, the findings are 

generally reflecting the current status of the industry when comparing to other recent 

studies. Implications for practitioners are then directed to appropriate educational and 

training programs that should be made available to promote the CSR engagement in 

the industry. Implications for the public sector are made to the participation in impact 

evaluation to secure sustainability in the communities. 
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CHAPTER ONE: INTRODUCTION 

1.1 Research Background 

Meetings, incentive tourism, conventions and exhibitions (MICE), also known as 

business events, are classified as one category of planned events in the tourism 

industry (Getz, 2005; Ladkin, 2002). MICE events have been identified as a key 

strategy to improve national and regional economies due to the high-expenditure of 

delegates and increased employment outcomes from hosting these events (Johnson, 

Foo & O'Halloran, 1999; Lau, Milne, & Johnston, 2005; Pugh & Wood, 2004).  

Despite the attractive benefits that may be received from staging events, the negative 

impacts of business events, such as opportunity costs, pollution, waste, congestion 

and disruption, can be substantial, especially when events reach a mega-scale 

(Davidson & Rogers, 2006; Rogers, 2003; Swarbrooke & Horner, 2001; Van der 

Wagen & Carlos, 2005). In response to these impacts, several sustainable practices 

that can be linked to the concept of Corporate Social Responsibility (CSR) have been 

initiated in the MICE industry. CSR is businesses’ responsibilities that go beyond 

legally making profits and meeting expectations of stakeholders and society (Carroll, 

1979; Hopkins, 2006; Jamali & Mirshak, 2007). There are many ways for 

corporations and firms to implement CSR initiatives. In the MICE industry, some 

venue managers and event planners carry out their business in an 

environmentally-friendly manner, such as encouraging public transportation (reducing 

emissions) and lowering water and energy usage (Davidson & Rogers, 2006; Getz, 

2005). In addition, philanthropic actions such as fundraising and donating bags and 

T-shirts from conferences or conventions to schools have also been reported 
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(Davidson, 2006; Davidson & Rogers, 2006). Those venues and host organisations 

operate their business in a more socially responsible manner. CSR has been described 

as a “megatrend” (Sox, Benjamin, Carpenter & Strick, 2013, p.146) in the industry. In 

the conceptual research of Mair and Jago (2010, p.87), this trend is perceived as being 

so important that it should be regarded as a “hygiene factor,” which describes the 

factors that MICE events need to provide as the basic conditions for satisfaction. 

However, these sustainable activities are not necessarily widespread amongst business 

events. Up until this point, CSR initiatives in the MICE industry have typically been 

limited to environmentally responsible behaviours aimed at minimising costs or 

controlling impacts on the host community. With the growth of interest in and 

adoption of CSR concepts and practices across a wide range of industries, MICE 

managers and planners need to be more aware of the adverse impacts they may bring 

to host communities and the responsible behaviours increasingly expected by key 

stakeholders, including consumers, shareholders, and sponsors (Park & Boo, 2010; 

Rittichainuwat & Mair, 2012; Tinnish & Mangal, 2012). There are many perceived 

advantages of adopting CSR and sustainability initiatives acknowledged by MICE 

practitioners, including creating competitive advantage and enhancing brand image 

(Sox, et al, 2013). However, MICE managers need to pursue CSR more 

comprehensively in order to enhance economic, environmental, and social well-being 

in host destinations and communities (Sox, et al, 2013). The result of this process for 

the MICE industry is the potential for long term benefits, such as building public 

image, innovating marketing strategies, creating more business, and eventually 

improving sustainability. 
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1.2 Problem Statement 

Corporate Social Responsibility (CSR) has recently attracted more attention from 

scholars and practitioners because CSR can be used as a feasible managerial tool to 

deal with businesses and societal relationships. The concept of CSR suggests that it is 

businesses’ responsibility to be profitable, to benefit most stakeholders, to minimize 

harm and to create value for society at large (European Commission, 2011). When 

global crises and impacts of climate change become visible, several industries, 

including manufacturing, mining, transportation and banks, initiate different 

sustainability programs to ease the negative impacts of their operations on host 

communities. For instance, according to one of the most prestigious CSR reporting 

schemes, Global Reporting Initiative (2013a; 2013b), the reporting segments include 

enterprises from financial services, electronic companies, food processing, airport 

operators, oil and gas, media and telecommunication services. Some enterprises in the 

chemical and construction building sectors have guidelines to purchase 

environmentally preferred materials or equipments and to manage their operational 

footprints. Other organisations in food and beverage processing and the automobile 

sector have health and safety plans in their stakeholder management. 

 

In order to align with those industries that have adopted CSR implementation, the 

MICE industry began to recognise its social responsibility and cooperate with and 

promote venues, hotels, transport companies, airlines, tour operators, and professional 

conference organisations which adopt environmentally friendly practices (Vleeming, 

2007). In 2007, one of the largest international MICE associations, the International 

Congress and Convention Association (ICCA) held its annual congress in Thailand 

and discussed issues regarding building CSR into general business planning. The 
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panel of ICCA experts covered issues from developing processes of making 

applicable environmental policy to assisting deserving local charities through events 

(Verikios, 2007). In addition, IMEX, one of the major worldwide exhibitions for 

meetings and incentive travel, partnered with the Green Meeting Industry Council 

(GMIC) to advocate best environmental and CSR practices through the annual IMEX 

Green Awards program (Environmental IMEX, n.d.). Moreover, in an IMEX survey in 

2007, 75% of the respondents reported that they had taken environmental 

considerations into account in their business (IMEX, 2007). It is evident that the 

MICE industry has been aware of, and to some extent embraced, the CSR movement  

However, implementation of CSR initiatives is not consistent in all sectors of the 

MICE industry. Researchers suggest that many venues, corporate or association 

buyers, and delegates still do not perceive the need to be environmentally responsible 

(Davidson & Rogers, 2006; Rogers, 2003). Therefore, in order to encourage more 

adoption of CSR initiatives across the MICE industry, there is a need to know how 

widespread the implementations of CSR behaviours are across the industry and what 

factors may facilitate or impede the adoption of CSR amongst event providers and 

operators. 

1.3 Research Objectives  

In order to identify the current level of commitment of the MICE industry to CSR and 

understand the decision making process of MICE managers to actively engage in CSR, 

the objectives of this research are: 
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(1) To investigate current CSR implementations in the MICE industry; 

(2) To identify determinants of managerial decisions on CSR behaviour in the MICE 

industry. 

1.4 Significance 

This research has a number of significant implications. To MICE decision makers, the 

results of this study will contribute to their knowledge about the nature of CSR 

behaviours, how to incorporate CSR into MICE businesses, and what benefits CSR 

can bring to the company and key stakeholders. Consequently, they may better 

position their company in the CSR agenda. To policy makers, the determinants found 

in this research may be used as a direction or guideline when developing CSR related 

regulations and policies. 

From a theoretical perspective, there is little current research investigating the factors 

that influence MICE managers’ beliefs, intentions and behaviours regarding CSR 

initiatives. This research will contribute to the knowledge of CSR behaviours and 

beliefs amongst MICE operators and the framework of this research can be applied in 

different contexts for comparison. In addition, this research employs Ajzen’s (2002; 

2006b) Theory of Planned Behaviour (TpB) as a framework to investigate the CSR 

behaviours of MICE decision makers. Since few studies use the TpB to explain CSR 

behaviours, this research attempts to test the applicability of the TpB with regard to 

MICE managers’ CSR behavioural intentions and implementation. Finally, the 

outcomes of this research may contribute to the understanding of society and 

businesses relations in the context of the MICE industry. 
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1.5 Format of Thesis 

As shown in Figure 1-1, Chapter One of this thesis introduces the research 

background, problem statement and research objectives. In Chapter Two, the relevant 

literature is reviewed and research questions are formulated. Chapter Three describes 

the research methods, including research design, sampling, data collection techniques, 

and data analysis choices. Chapter Four reports the results of the qualitative phase, 

that is, expert interviews and elicitation interviews and thus answers research question 

one. Chapters Five and Six reveal the results of the second phase of this research, 

which adopts a quantitative approach, that is, TpB phase. Chapter Five outlines the 

pattern of response and Chapter Six reports the model testing results for answering 

research question two to four, as well as presents the results of comparison tests for 

answering research question five. Finally, the summary of results, discussion, 

implementation and suggestions are outlined in Chapter Seven. 
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CHAPTER TWO: LITERATURE REVIEW 

The literature review will cover issues regarding corporate social responsibility (CSR), 

the MICE industry and the factors that influence managerial decisions regarding CSR 

initiatives. In the following sections of Chapter Two, the concepts and applications of 

CSR will be described first, followed by the discussions of CSR and the MICE 

industry. Then, previous research investigating determinants of CSR behaviours will 

be examined. Finally the contents and applications of the Theory of Planned 

Behaviour (TpB) will be addressed and research questions for this study, outlined.  

2.1 Corporate Social Responsibility Concept and Application 

This section describes the relationships between sustainability and corporate social 

responsibility. The concepts and its application in business and tourism industry are 

revealed. 

 

2.1.1 From Sustainable Development to Corporate Social Responsibility (CSR) 

The concept of sustainable development emerged during the late 1980’s and has 

drawn worldwide attention in strategy and policy development, business management, 

and academic research (Tolly, 2005; Tinnish & Mangal, 2012). Proposed in the 

Brundtland Report of the United Nations Conference on Environment and 

Development in 1987, sustainable development accentuated the type of development 

that can benefit the present while not endangering the quality of life of future 

generations (Christie & Warburton, 2001; Miller & Twining-Ward, 2005). This 

concept can be further visualised through the Triple Bottom Line (TBL) framework 

(see Figure 2-1). In the TBL model, sustainability occurs when the economic, 
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environmental and social bottom lines reach their balance. In other words, sustainable 

development simultaneously pursues economic prosperity, environmental quality, and 

social equity (Elkington, 1999). It can be regarded as a managerial tool to ensure a 

better quality of life for generations, now and in the future. 

 

Figure 2-1 The Triple Bottom Lines and the 3Ps 

Source: adapted from Elkington, 1999 

In a business context, sustainable development is seen as smart management that takes 

an organisation or an industry beyond its financial yields and enables more 

win-win-win decisions (Adams, Frost & Webber, 2004; Foran, Lenzen & Dey, 2005; 

Savitz & Weber, 2006). The idea that maximising economic profits while making 

decisions that fairly balance the claims of most key stakeholders (Davidson & Rogers, 

2006; McAdam & Leonard, 2003) is termed Corporate Social Responsibility (CSR).  

Planet 
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Given that all stakeholders in business may possess diverse levels of concerns in 

relation to environmental, social or economic issues, corporations have to be 

accountable and responsible to most of those interests for achieving sustainability 

(Henriques, 2004; Pirsch, Gupta & Grau, 2007; Rubbens, Monaghan, Bonfiglioli & 

Zadek, 2002). Paralleling with sustainable development and the TBL, CSR pursues 

both business success and the voluntary and philanthropic corporate behaviours aimed 

at improving the economic, social, and environmental well-being of relevant 

stakeholders (McAdam & Leonard, 2003; Meehan, Meehan & Richards, 2006). 

Therefore, CSR can be considered as “a business contribution to sustainable 

development” (Marrewijk, 2003, p.101). In Figure 2-2, CSR is depicted in the overlap 

of a business’s economic, social and environmental performance and centred on the 

stakeholders of the business. It not only implies the mutual utilisation of the TBL in 

sustainable development and CSR but also reveals that CSR deals with social, 

economic, and environmental issues of business performances. 
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Figure 2-2 Mapping CSR: Issues and Stakeholders 

Source: Raynard & Forstater, 2002, p.6 

 

In conclusion, the relationship between CSR and sustainable development lies in their 

common emphases on stakeholder management and the balance of people, planet and 

profit. Kaptein and Wempe (2002) agreed that corporations have to satisfy the needs 

of economic, environmental and social stakeholders in order to achieve corporate 

sustainability. In their view, “sustainability lies in achieving the correct balance 

between stakeholder rights and interests and thereby adding value to society” (Kaptein 

& Wempe, 2002, p. 228). Marrewijk (2003) perhaps best describes the relationships 

between sustainable development, CSR and the TBL. In Figure 2-3, Marrewijk (2003) 

perceived those three concepts as components of a palace. The 3Ps are props of CSR 

and they are equally important. If one of them falters, CSR may fall apart and not be 

able to support corporate sustainability. In other words, corporate sustainability is 

underpinned by three evenly weighted TBL pillars. Marrewijk (2003) proposed that 

when corporate sustainability is viewed as an ultimate goal, CSR may become the 

facilitator of attaining a balanced TBL of society at large.  
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Figure 2-3 Relationships Between 3Ps, CSR and Corporate Sustainability 

Source: Adapted from Wempe & Kaptein, 2002 (cited in Marrewijk, 2003, p. 101) 

2.1.2 Definitions and Models of CSR 

CSR has been defined by a range of different researchers, scholars and organisations 

(see Table 2-1) but it can be observed that all the definitions relate to the notions of 

the pursuit of sustainability and the balance of the TBL as discussed previously. 

Generally speaking, to practitioners and business people, CSR is seen as a managerial 

strategy (Jamali & Mirshak, 2007; Wan-Jan, 2006) that guides corporations to do the 

right thing (be profitable, legal and ethical) as well as to do things right (improve the 

stakeholders’ quality of life). The judge of ‘right’ may not be merely determined by 

corporations and firms. It should incorporate the expectations that society has of 

business (Carroll, 1979; Wood, 1991). Therefore, when defining and modelling CSR it 

is important to address stakeholders’ expectations and the business responses that 

meet those expectations. 

Table 2-1 Definitions of Corporate Social Responsibility 

Definition Source 

The firm's consideration of, and response to, issues beyond the 

narrow economic, technical, and legal requirements of the firm . . . 

(to) accomplish social benefits along with the traditional economic 

gains which the firm seeks. 

Davis, 1973, p.312 (cited in 

Wood, 1991, p.695-696) 

The social responsibility of business encompasses the economic, 

legal, ethical, and discretionary expectations that society has of 

organizations at a given point in time. 

Carroll, 1979, p. 500 

The fundamental idea of corporate social responsibility is that 

business corporations have an obligation to work for social 

betterment. 

Frederick, 1986, p.4 (cited 

in Wood, 1991, p.695-696) 
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Business commitment to contribute to sustainable economic 

development, working with their employees, their families, the local 

community and society at large to improve their quality of life. 

World Business Council for 

Sustainable Development  

(cited in Wan-Jan, 2006, 

p.181-182) 

CSR as socially responsive behaviour based on normative or ethical 

considerations or CSR as managing corporate image and other 

business achievements (instrumental activities). 

Moir, 2001 (cited in 

McAdam & Leonard, 2003, 

p.37) 

Being socially responsible means not only fulfilling legal 

expectations, but also going beyond compliance and investing more 

into human capital, the environment and relations with 

stakeholders. 

The European Commission 

(Raynard & Forstater, 2002, 

p.5) 

CSR is concerned with treating the stakeholders of the firm 

ethically or in a socially responsible manner. Stakeholders exist 

both within a firm and outside. The aim of social responsibility is to 

create higher and higher standards of living, while preserving the 

profitability of the corporation, for its stakeholders both within and 

outside the corporation. 

Hopkins, 2006, p.299 

Corporate responsibility (CR) relates to phenomena such as 

transparency, stakeholder dialogue and sustainability reporting, 

while corporate sustainability (CS) focus on value creation, 

environmental management, environmentally friendly production 

systems, human capital management and so forth. As a combination 

they are referred to as CSR. 

Marrewijk, 2006, p.78 

Operating in a manner that meets and even exceeds the legal, 

ethical, commercial and public expectations that society has of 

business. 

Business for Social 

Responsibility (cited in 

Jamali & Mirshak, 2007, 

p.244)  

Although there is no singular definition or model of CSR (Hopkins, 2006; Meehan et 

al., 2006; Wan-Jan, 2006), Carroll’s CSR pyramid is arguably one of the most 

frequently applied models (Carter & Jennings, 2004; Ibrahim & Parsa, 2005; Pirsch, 

Gupta & Grau, 2007; Schwartz & Carroll, 2003; Wood, 1991). 

Carroll’s (1979; 1991) model suggested that the economic, legal, ethical, and 

philanthropic responsibilities are built up in accordance with the level of social 
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expectations associated with each area. That is to say, economic and legal 

responsibilities are socially required, ethical responsibilities are socially expected, and 

philanthropy is socially desired (see Figure 2-4). He suggested that “the total CSR of 

business” (Carroll, 1991, p. 43) was found in the simultaneous fulfilment of the four 

responsibilities. In other words, a company that adheres to the philosophy of CSR 

goes beyond its inherent responsibility of being profitable legally (that is, doing what 

is socially required) and takes actions to minimise harm (that is, doing what is socially 

expected) and maximise benefits (that is, doing what is socially desired) for their 

stakeholders, including shareholders, employees, customers, suppliers, the 

environment, and the society on which it relies (Raynard & Forstater, 2002).  

 

 

 

 

 

 

 

 

 

 

Figure 2-4 The Pyramid of Corporate Social Responsibility 

Source: adapted from Carroll (1991, p.42) and Schwartz & Carroll (2003, p.504) 

Similarly, Raynard and Forstater (2002) conceptualised CSR as having three levels, 

namely compliance with regulations, harm minimisation, and value creation. These 

levels parallel the legal, ethical and philanthropic responsibility levels in Carroll’s 

model. Moreover, these three levels are layered in accordance with Carroll’s 

hierarchical levels of society’s expectations. 
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citizens, the real situation of social expectation may be more complicated than 

suggested by Carroll. Wood (1991) provided an implicit perspective that describes the 

expectations placed on businesses in three levels, namely, institutional (roles as 

economic institutions), organisational (what businesses are and what they do) and 

individual (managers as moral actors within the company). Further, she used three 

concepts of CSR, including Carroll’s CSR pyramid, to illustrate those levels. The so 

called principles of corporate social responsibility, that is, legitimacy, public 

responsibility, and managerial discretion (see Table 2-2), provide a multi-level way to 

understand CSR. 

Table 2-2 Principles of Corporate Social Responsibility 

The Principle of Legitimacy: Institutional level 

Description: Society grants legitimacy and power to business. In the long run, those 

who do not use power in a manner which society considers responsible 

will tend to lose it 

Values: Defines the institutional relationship between business and society and 

specifies what is expected of any business.  

Origin: Davis, 1973 

The Principle of Public Responsibility: Organisational level 

Description: Businesses are responsible for outcomes related to their primary and 

secondary areas of involvement with society.  

Values: Confines a business's responsibility to those problems related to the 

firm's activities and interests, without specifying a too-narrow domain of 

possible action.  

Origin: Preston & Post, 1975 

The Principle of Managerial Discretion: Individual level 

Description: Managers are moral actors. Within every domain of corporate social 

responsibility, they are obliged to exercise such discretion as is available 

to them, toward socially responsible outcomes. 

Values: Defines managers' responsibility to be moral actors and to perceive and 

exercise choice in the service of social responsibility. 

Origin: Carroll, 1979; Wood, 1990 

Source: Adapted from Wood, 1991, p.696 
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Wood (1991) suggested that the principles of CSR can motivate human and 

organisational behaviour. To start with, the principle of legitimacy implies that 

businesses of all kinds have institutional obligations to meet. Those obligations are 

defined by society and basically are prescriptive in nature. Therefore, corporations are 

prohibited to act in a socially unfavourable way. The second principle is public 

responsibility which focuses on direct and indirect impacts on society resulting from 

organisational behaviour. This principle requires a company to act for social 

well-being and to recognise its social role and the relationship to the society with 

which it engages. The final principle suggests that moral actors (managers) have 

choices and discretion to determine how to behave in line with CSR according to their 

economic, legal, and ethical restrictions. Consequently, those managers have their 

moral responsibilities to carry out CSR practices when options and opportunities are 

available to them. 

When applying the concept and principles of CSR to practice, Wood (1991) 

reconstructed the work of Wartick and Cochran (1985) and developed a new 

Corporate Social Performance (CSP) model (see Table 2-3). She defined CSP as “a 

business organization's configuration of principles of social responsibility, processes 

of social responsiveness, and policies, programs, and observable outcomes as they 

relate to the firm's societal relationships” (Wood, 1991, p. 693). 

Table 2-3 Wood’s Corporate Social Performance Model 

Principles of Corporate Social Responsibility 

Institutional principle: Legitimacy 

Organisational principle: Public responsibility  

Individual principle: Managerial discretion  

Processes of Corporate Social Responsiveness 

Environmental assessment: Business environment, including social, 
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political, legal, economic, and technological 

environments 

Stakeholder management: Mapping relationships between external 

stakeholders and company functions and their 

consequences 

Issues management: Devising and monitoring internal and external 

processes for managing a company's responses 

to social issues 

Outcomes of Corporate Behaviour 

Social impacts: Such as corporate social reporting, social indicators, goal 

reporting and accounting 

Social programs: actions including the investment of resources in social 

programs to implement responsibility and/or 

responsiveness 

Social polices: Policies established for handling social issues and 

stakeholder interests 

Source: Adapted from Wood, 1991 

As shown in Table 2-3, beginning from the three-level principles of CSR, the socially 

expected responsibilities of a particular firm can be identified. In order to respond to 

different social demands and fulfil the aims of CSR, processes including 

environmental assessment, stakeholder management, and issues management (e.g., 

crisis management, public-private partnerships, and corporate political strategy) 

should be developed. Finally, the results of those processes can be identified through 

social-environmental impacts, policies, and programs (such as ethics programs and 

codes of ethics). It can be concluded that a company’s CSR implementation can be 

observed from the CSR behaviours (outcomes), which are carried out through 

different management and assessment (processes) and motivated by expectations that 

society has of the firm (principles).  

In summary, Wood (1991) extended Carroll’s CSR pyramid (1979) by adding CSR 

operating processes and outcomes as well as increasing the level of principles 
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(institutional, organisational, and individual). The three CSR principles contribute to 

the depiction of CSR in business and society relationships and assist to clarify 

negative consequences of business operation that disturb social issues in management 

(SIM) field (Wood, 1991). Wood’s extension better facilitates the analysis and 

evaluation of a company’s CSR performances through examining business operations 

in terms of principles, processes, and outcomes. Therefore, the current research will 

not only use Carroll’s CSR pyramid to define CSR but also apply Wood’s CSP model 

to examine how MICE related corporations, in particular managers or decision makers, 

perform their CSR initiatives. In the following section, CSR processes and outcomes 

of business in general will be further discussed followed by a review of the 

application of CSR in the context of tourism and events. 

2.1.3 CSR Application in Business  

Driven by the desire for long-term success, consumer support and pressure from 

society at large, more and more businesses have started to take CSR seriously (Basil 

& Weber, 2006). In order to fulfil the role of ‘good corporate citizen’, many 

companies from a wide range of industries including manufacturing, oil and gas, 

finance and banking, food and beverage, hotels, telecommunication, transportation 

and information technology, have integrated CSR behaviour into their operations 

and/or outlined CSR performances in annual or TBL reports (Jones, Comfort & Hillier, 

2006; Ramasamy & Hung, 2004; Rubbens et al., 2002).  

With regard to Wood’s (1991) CSP model, the managerial processes responding to 

stakeholders’ needs can result in, for example, social programs and policies relating to 

areas like human rights, business ethics, poverty alleviation, education, health care, 

community development, socially responsible investment, and environmental 
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protection (Basil & Weber, 2006; Engle, 2007). As for CSR reporting, the 

international awareness of sustainability and CSR reports assist the expansion of 

reporting standards. The main global standards being developed and implemented 

include the Global Reporting Initiative (GRI), Social Accountability 8000 (SA8000), 

Ethical Trading Initiative (ETI) Base Code, Accountability 1000 (AA1000) and the 

OECD Guidelines for Multinational Enterprises (Raynard & Forstater, 2002).  

As the awareness of CSR grows, there are more innovative and advanced reporting 

schemes adopted by organisations at diverse levels, including business enterprises 

(Andrikopoulos, Samitas & Bekiaris, 2014), educational institutions (Moratis, 2014), 

and governmental sectors (Marquis & Qian, 2014). Taking GRI as the example, this 

non-profit organisation has dedicated efforts to develop an inclusive sustainability 

reporting framework that is applicable to all industries at all levels universally since 

1998 (GRI, 2013b). The reporting framework has evolved into different generations to 

provide comprehensive indicators for organisations of different sectors to disclose 

their CSR performance. In order to flexibly address context specific CSR practices, 

the framework of its latest version (that is, the fourth generation, G4) encompasses 

two standard disclosures. First, the general standard disclosures reveal seven aspects 

that are applicable to all organisations, including organisations’ reporting process, 

identified material aspects and boundaries, governance, and ethics and integrity (GRI, 

2013c). Second, specific standard disclosures consist of two main areas, that is, 

organisations’ approaches to sustainability management and indicators they use to 

address the aspects they and their stakeholders have identified as material to the 

business (GRI, 2013c). In short, it is evident that a large number of businesses, 

including trans-national corporations (TNCs), multinational and small-medium 

enterprises (SMEs), have become aware of their social responsibilities and the link 
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between CSR and long term success. 

There have been numerous studies discussing what CSR practices are adopted in 

business and why. CSR adoption is evidently seen as the tool for firms to manage 

their external relations with stakeholders and to seek long term profitability. Kilian 

and Hennigs (2014) analysed the annual reports of German companies from 1998 to 

2009 and found the CSR communication in the reports of companies in controversial 

industries, such as automotive, manufacturing, chemical and pharmaceutical, included 

more information about the CSR philosophies and motives. Porter and Miles (2013) 

also found that when companies (US large corporations as their sample) involved in 

CSR behaviour for an extended period (from 2000 to 2009 in their case), they could 

restrain executive compensation, increase tax contributions and attain better financial 

performance. Golicic and Smith (2013), based on their meta-analysis of 31 studies, 

further supported that firms adopting sustainable supply chain practices, such as 

environmental purchasing policies and pollution prevention, had better market-based, 

operational-based and accounting-based performance. These results demonstrate the 

importance of CSR adoption in business in general terms and imply the need for 

further examination of the CSR application in the specific industry that this research is 

focused on, that is, the MICE industry. 

 

2.1.4 CSR Application in Tourism and Events 

The international tourism and travel industry is regarded as one of the most rapidly 

growing economic sectors over the past 40 years (Choi & Sirakaya, 2005; Llambí, 

2005). According to a recent report from the World Tourism Organisation (UNWTO), 

1,035 million international tourist arrivals in the world, including regions of Europe, 

Asia and the Pacific, the Americas, Africa, and the Middle East were recorded in 2012, 
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which represented an additional 40 million over 2011 (World Tourism Organisation, 

2013). Moreover, the UNWTO (2013) also reported that global receipts from 

international tourism reached 1,075 billion USD, an increase of 33 billion USD over 

2011. Similarly, the World Travel and Tourism Council (WTTC) in its 2013 Tourism 

Satellite Account (TSA) revealed that the travel and tourism sector directly 

contributed 2.2 trillion USD to world gross domestic product (GDP). The sector also 

provided 101 million jobs. Furthermore, between 2014 and 2024, the total and direct 

travel and tourism GDP resulting from world tourism activity, encompassing transport, 

accommodation, catering, recreation and services for visitors, are forecast to grow by 

an average of 4.2 percent per annum (World Travel & Tourism Council, 2014). A total 

of 74.5 million new jobs are expected in the coming decade. Therefore, tourism is a 

significant segment of the global economy that will continue to grow steadily. 

Given the contribution of tourism to world and regional gross domestic product and 

employment, policy leaders, decision makers, and communities are now seeking ways 

to maximise the economic benefits from tourism development (Choi & Sirakaya 2005; 

Dwyer et al., 2006). One of the methods being used is to develop and promote event 

tourism. Events or special events are identified as the systematically planned, 

developed and marketed events that encourage people travel to attend. These events 

are regarded as “tourist attractions, catalysts for other developments, image builders, 

and animators of attractions, and destination areas” (Getz, 1997, p. 16). The typology 

of planned events can include cultural celebrations (festivals and carnivals), 

art/entertainment (concerts and performances), business/trade (trade shows and 

meetings), sport competitions (professional and amateur), educational and scientific 

(seminars and congresses), recreational (games and amusement events), political/state 

(inaugurations and rallies) and private events (anniversaries and reunions) (Getz, 
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1997). 

Hosting events and festivals is believed to attract visitors and consequently make 

considerable contributions to local economies, community image and other social and 

environmental benefits (Boo & Busser, 2006; Hall, 1992; McDonnell, Allen & 

O'Toole, 1999; Van der Wagen & Carlos, 2005). Hence, an increasing number of 

governments and policy makers have highlighted the importance of staging events 

(Pugh & Wood, 2004). However, not all the consequences of staging events are 

positive. Like other tourism activities, hosting events may also result in negative 

impacts, such as congestion, pollution, crime, and increased waste. In order to manage 

positive and negative impacts, sustainable and CSR initiatives in events are crucial. 

Although the term CSR is not extensively discussed in the context of tourism and 

events, the concept of benefit maximisation and cost minimisation can be recognised 

in the forms of sustainable tourism, eco-tourism, sustainable events, and green events. 

The WTO initiated sustainable tourism principles as a guideline for tourism 

practitioners. The principles imply that tourism is expected to develop in a way that 

can facilitate viable economic operations and employment opportunities, respect the 

social authenticity, cultural heritage and traditional values of host communities as well 

as contribute to inter-cultural understanding, integrity, tolerance, and poverty 

alleviation (Choi & Sirakaya 2005; Dwyer et al, 2006; James, 2001; World Tourism 

Organization, 2005). Furthermore, eco-tourism can be described as environmentally 

responsible visitation that conserves, or at least does not alter, the natural and human 

resources of destinations (Ross & Wall, 1999). Similarly, the idea of sustainable and 

green events suggests balancing the impacts of events through crowd, waste and litter 

management. Figure 2-5 shows how sustainable events are influenced by inputs of 
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stakeholders and results in responsive and desired outcomes and unavoidable negative 

impacts. It can be argued that the responsive guidelines and management in 

sustainable tourism and events reflect the processes of corporate responsiveness in 

Wood’s CSP model. Driven by public responsibility (organisational principle of CSR), 

those responsive actions actively generate benefits for most stakeholders and/or 

passively avoid harm resulting from tourism and events operations. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2-5 Environmental System for Events 

Source: Getz, 2005, p.124 
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(Green Globe, n. d. a). includes four areas, that is sustainable management (e.g., legal 

compliance, employee training, local zoning, design and construction), 

social/economic (e.g., community development, local employment, fair trade), 

cultural heritage (e.g., code of behaviour, protection of sites) and environmental (e.g., 

conserving resources, reducing pollution, conserving biodiversity) (Green Globe, n. d. 

b). 

As far as sustainable reporting is concerned, there have been numerous efforts made 

to evaluate or assess how the tourism and event industry has impacted on 

communities (Choi & Sirakaya, 2005; Fredline, Raybould, Jago & Deery, 2005; 

Higham & Ritchie, 2001; Hiller, 1995; Pugh & Wood, 2004; Van der Wagen & Carlos, 

2005). The initiatives include developing social indicators and constructing reporting 

schemes. For example, the WTO Environment Committee developed the core and 

destination-specific indicators for tourism planning, monitoring, standards 

accountability and reporting (James, 2001). Reporting schemes encompass 

environmental impact assessment, social impact assessment, heritage impact 

assessment, and tourism impact (Ap & Crompton, 1998; Tolly, 2005).  

In addition, one attempt was made by the Tour Operators’ Initiative for Sustainable 

Tourism Development (TOI) to monitor the sustainable and responsible strategies 

amongst tourism operators. With the mission of advancing and upgrading sustainable 

approaches, sharing information and raising awareness of CSR among the tourism 

industry, the TOI developed 57 tour operator-specific indicators categorised in product 

development, internal management, supply chain management, customer relations and 

destination co-operation for the purposes of performance measuring and 

benchmarking (Tour Operators’ Initiative, 2003). The adoption of TOI reporting is 



 25 

believed to positively impact tour operators in terms of their public image, sales, 

long-term sustainability, internal communication and performance monitoring (Tour 

Operators’ Initiative, 2003). This scheme is the ‘sector-specific supplement’ to the 

core sustainability reporting performance indicators of GRI (Miller & Twining-Ward, 

2005; Tour Operators’ Initiative, 2003), which is one of the leading global standards 

in sustainable reporting (Henderson, 2006).  

In line with the importance of making tourism and event specific reporting schemes, 

starting from 2012, Global Reporting Initiative (GRI, 2014) developed a supplemental 

guideline for event organisations to use in its G3 report (the third generation). In 2013, 

GRI officially launched a complete reporting scheme specifically designed for event 

organisations along with its G4 reporting guideline (the fourth generation)..  The 

“Event Organizers Sector Disclosures” (GRI, 2014, p.3), apply to events of all sizes 

and types, for example, MICE events, sports and cultural events and festivals. They 

are distinct from other disclosures due to the  emphases on site selection, employee 

and volunteer recruitment and training, material and services sourcing, strategies to 

manage environmental, social and economic impacts, legacy management and 

accessibility (GRI, 2014). 

In addition to the emergence of reporting schemes developed by international 

organisations, there has been research investigating the implementation of 

sustainability and CSR in the field of tourism. For example, in the airline industry, the 

discussion of CSR behaviour often revolves around environmental issues, such as 

eco-efficiencies and carbon offsetting (Lynes & Dredge, 2006; Mair, 2011). Similarly, 

in hotels, Bastiča & Gojčič (2012) identified four categories in the eco-component, as 

the new hotel service quality measurement, that is, environmentally friendly and 



 26 

healthy equipment, efficient use of energy and water, eco-behaviour of hotel staff, and 

bio-food. They found hotel guests regarded the hotel staff’s eco-behaviour component 

as the most important. Moreover, Mensah and Blankson (2013), based on their survey 

of 200 hotel managers in Accra, reported that hotels with larger size, better class, 

higher occupancy rate or belonging to multinational hotel chains had better 

environmental performance, that is, they offered environmental education, support for 

the host community, conservation projects, compliance with legislation, waste 

management and voluntary programs.  

Furthermore, Zeppel and Beaumont (2013) examined why Queensland tourism 

enterprises, including hotels, tour operators, convention centres and attractions, chose 

to use carbon offset plans to mitigate their carbon emission in travel activities. They 

found larger tourism enterprises with more secured businesses were willing to support 

carbon offset plans even though these plans implied more cost. The most important 

reason stated was practitioners’ personal concern about the climate change issues and 

that they though it is the “right thing to do” for the environment (Zeppel & Beaumont, 

2013, p.310). 

However, not all lodging practitioners performed well in terms of environmentally 

responsible initiatives. Nicholls and Kang (2012), in their survey of 217 hotel 

practitioners in the US stale of Michigan, found that the hotels did not fully adopt 

important environmental management initiatives, such as sorting and recycling of 

waste and purchasing environmentally friendly cleaning products. Chan (2013) 

further examined the green washing phenomena by comparing the perceptions 

between Hong Kong hotel managers and customers in terms of importance of 

statements in environmental advertising. The green marketing statements that 
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customers perceived more importantly than managers did related to the selection of 

business partners and the credibility of the hotels’ promotion claims. In other words, 

customers would use information relating to business partners to evaluate the green 

performance that hotels claimed. 

In addition to the focus on just environmental initiatives, Knežević Cvelbar and 

Dwyer (2013), took more of a triple bottom line approach, when they summarised 33 

economic, environmental and social indicators into seven factors. These included 

general financial performance, hotel-specific performance, environmental activities 

related to use of resources, environmental awareness, relationship with the local 

community, relations with customers, and relations with employees. They employed 

importance-performance analysis to examine the CSR performance of hotels in 

Slovenia. The areas that needed particular attention were two factors in the economic 

pillars; general financial performance (such as revenue growth, profit growth and cash 

flow) and hotel-specific performance (such as total revenue growth, average 

occupancy rate and share of cost in revenues. Community relationships were the area 

that was perceived as least important and the performances of the hotels were poor. 

Given the late start the tourism industry has made to monitoring and promoting an 

ethical stance, the linkage between GRI and TOI connects the tourism industry and 

other industries that are devoted to CSR initiatives (Hudson & Miller, 2005; Miller & 

Twining-Ward, 2005). However, the concept of corporate social responsibility is still 

not widespread in tourism and events. The poor stakeholder management strategies in 

events and host communities relationships may cause hidden risks that impede the 

sustainability of events, such as losing the support of host communities and local 

authorities. Hence, more attention and effort should be made to advocate for wider 
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adoption of CSR initiatives across the tourism and event industry. The tourism and 

event industry may need to re-examine its social responsibilities, to rethink what 

responsiveness processes can be undertaken, and to visualise ideal sustainable 

outcomes that can contribute to win-win situations.  

In order to further clarify sustainability and CSR issues in events, in the following 

section, business events (meetings, incentives, conventions, and exhibitions), will be 

discussed in terms of their development, impacts on society and initiatives responding 

to the consequences they cause. 

2.2 CSR and the MICE Industry  

This section focuses on the development of the MICE industry and the needs that 

MICE organisations should embrace corporate social responsibility. 

 

2.2.1 Development and Significance and the MICE Industry 

MICE (Meetings, incentive travels, conventions and exhibitions), constitute one 

category of planned events in the tourism industry (Getz, 2005; Ladkin, 2002) and 

have been suggested as a feasible strategy to improve national and regional economies 

(Johnson, Foo & O'Halloran, 1999; Pugh & Wood, 2004). For instance, in Australia, 

the National Business Events Study (NBES) identified that the MICE industry 

contributed over $17 billion to the national economy and created more than 115 

thousand jobs in 2003/04 (Deery, Jago, Fredline & Dwyer, 2005).  

 

Meetings, seminars, forums, workshops, conventions, congresses, conferences, 

exhibitions, trade shows, expositions, and incentive travel all form part of the MICE 

sector (Fenich, 2005). Those events differ from other tourism and leisure oriented 
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events because they are motivated by business conduct, mutual learning, information 

sharing, and also for managerial purposes of incentive travel in rewarding and 

motivating employees (Davidson & Cope, 2003; Johnson et al., 1999). Given the 

diverse activities involved in the MICE industry, the range of stakeholders involved is 

also significant. Key stakeholders include buyers (corporate, association public buyers, 

and delegates) and suppliers (venues, accommodation, transport, catering, technical 

services providers). Also, there are intermediaries working on behalf of suppliers, 

such as destination marketing organisations (DMOs) and convention and visitor 

bureaux (CVBs) as well as intermediaries working on behalf of buyers, including 

professional conference organisers (PCOs), venue-finding services (VFSs), and 

conference production companies that provide creativity and technical services for the 

operation of conferences (Davidson & Rogers, 2006). 

The MICE industry usually features high-expenditure delegates and opportunities for 

local business and jobs (Lau, Milne & Johnston, 2005). Seeing those potential profits 

and benefits, most countries worldwide are now involved in the business of MICE as 

a destination or as a demand market (Carlsen, 1999; Llambí, 2005). According to the 

latest report of the International Congress and Convention Association (ICCA), 

11,156 registered international meetings (that is, the corporate market of internal 

and/or external meetings, and the non-corporate market of governmental and/or 

non-governmental association meetings.) took place in 2012 (ICCA, 2013, May). 

When looking at the 5-year aggregated data (from 2008 to 2012), a rise of 34.3% over 

2003 to 2007 was attained (ICCA, 2013, September). In terms of the number of 

meetings by region, European and American cities were the dominant markets, 

however, Asia and the Middle East region has increased its market share from 8.2% in 

1963 to 1967 to 18.2% in 2008 to 2012 (ICCA, 2013, September). Asian destinations 
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also showed their potential in the markets by ranking in ICCA’s top ten cities. 

Asian countries have also started to develop their MICE strategies. For example, the 

Directorate General of Tourism of Indonesia promoted their business event packages 

to attract international MICE buyers to Jakarta, Bali and Medan in 1996 and the 

Japanese Ministry of Transport designated 45 cities in Japan as “International 

Convention Cities” (Carlsen, 1999:52). Moreover, when the Australian Tourism 

Commission declared 2001 as the Year of Meetings, the Minister of Economic Affairs 

in Taiwan implemented the Meeting & Exhibition Development Project from 2005 to 

2008. Overall, the financial benefits of hosting MICE events as well as the support of 

the public sector make the MICE industry one of the highest yielding and fastest 

expanding sectors of global tourism (Lau et al., 2005). 

As articulated in sustainable development and the CSR concept, businesses should be 

able to manage the impacts they bring to society. Since the MICE industry has 

become a crucial and influential segment in the global economy, the impacts resulting 

from staging business events may be substantial. Much effort has been put in to 

understanding how the MICE industry manages and assesses their impacts (Boo & 

Park, 2013). This reinforces the need to address the economic, environmental, and 

social impacts of the MICE industry so that MICE managers and planners can make 

appropriate decisions and handle negative impacts properly. 

2.2.2 Impacts of the MICE Industry on Society 

Events, including business events, can have direct or indirect economic, 

environmental, and social impacts on communities. For each impact, different 

stakeholders, especially the host community, may be affected positively or negatively 

(Boo & Busser, 2006; Davidson & Rogers, 2003; Getz, 1997; 2005; Hall, 1992; 
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Higham & Ritchie, 2001; Mayfield & Crompton, 1995; Van der Wagen & Carlos, 

2005) (examples are listed in Appendix 1). As far as business events are concerned, 

the impacts are more visible in terms of economic benefits because they bring visitor 

expenditure to host communities in the form of transportation, accommodation and 

dining costs, pre/post event tours, shopping, and other purchases related to the event. 

Simultaneously, additional human resources and employees are required to provide 

those services and products. Furthermore, the improved local economy may attract 

more external investment to the community (Bowdin, Allen, O'Toole, Harris & 

McDonnell, 2006).  

On the other hand, intangible costs, such as opportunity costs and leakages, may also 

result from hosting business events. Opportunity costs imply that public investment 

(labour, resources, and money) in the MICE industry is possibly at the expense of 

another social development (e.g., education or health). Leakages refer to the ‘new’ 

money leaked out through the use of non-local service providers (Davidson & Rogers, 

2006), such as foreign airlines, hotels, restaurants or professional convention 

organisers (PCOs) (see Table 2-4). 

Table 2-4 Economic Impacts of the MICE Industry 

Positive Impact Negative Impact 

Revenues for local business Opportunity costs/ Displacement effect 

Tax revenues Leakages 

Foreign exchange Promotional costs 

Export earnings  

Employment generation  

Stimulation of investment  

Source: Davidson & Rogers, 2006; Rogers, 2003; Swarbrooke & Horner, 2001 
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Unlike other smokestack or heavy industries, the MICE industry appears to make little 

direct negative impact on the environment beyond that created by everyday living 

(Davidson & Rogers, 2006). However, several harmful effects may still be caused by 

the volume of trips undertaken, resource usage, and the way events are managed as 

well as the demands of business tourists for high-quality accommodation and facilities 

(Rogers, 2003) (see Table 2-5). For instance, incentive travel may bring large 

numbers of tourists into destinations. If tour operators do not consider the 

consequences when arranging visits to some protected areas, there may be threats to 

fragile resources. 

Table 2-5 Environmental Impacts of the MICE Industry 

Positive Impact Negative Impact 

Infrastructure improvement Damage of fragile resources 

Environmental enhancement Waste of resources (e.g., food and paper) 

Environmental conservation Creating offensive noise 

Improve cleanliness of community Energy use 

 Emissions (from transportation) 

 Water pollution 

 Waste pollution 

Source: Davidson & Rogers, 2006; Swarbrooke & Horner, 2001; Van der Wagen & 

Carlos, 2005 

With regard to social impacts (see Table 2-6), benefits can lie in the goodwill of event 

sponsors in the community, the hospitality and friendliness of residents demonstrated 

to event attendees, and attendees’ respect for local culture. Those interactions are 

effective mechanisms in re-imaging a city or destination for both hosts and guests in a 

positive and dynamic manner (Hiller, 1995). On the contrary, some social costs may 

also occur, such as social disruption and crowding resulting from a large number of 

conference delegates or trade show attendants (Rogers, 2003). Similarly, the 
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behaviour of lavish incentive travellers or award-winners may amplify the contrasting 

lifestyles and values between residents and temporary guests as well as facilitate the 

growth of criminal and exploitative activity (Davidson & Rogers, 2006). 

Table 2-6 Social Impacts of the MICE Industry 

Positive Impact Negative Impact 

Exchange ideas Congestion and disruption 

Improve image Demonstration effects 

Culture Crimes 

Goodwill of event sponsors Disease 

Friendliness of residents Infrastructures not consistent with local style 

 Contrasting life style 

Source: Fredline et al., 2005; Hiller, 1995; Rogers, 2003; Swarbrooke & Horner, 2001; 

Van der Wagen & Carlos, 2005 

In light of the rapid growth of the MICE sector and the potential for increased 

economic, environmental and social consequences resulting from their growth, it is 

crucial for event managers and planners to have feasible strategies to deal with 

positive and negative impacts. CSR implementation, like sustainable management, 

responsive processes, and social programs and policies, may be helpful in managing 

the negative impacts while strengthening the benefits that business events can bring to 

communities. 

2.2.3 CSR Behaviours in the MICE Industry 

With growing acknowledgement and understanding of the impacts of business events, 

there is evidence that several sustainable and ethical practices have been initiated by 

some MICE operators. For example, seeing the potential economic leakages resulting 

from the purchase process, MICE organisations tend to establish partnerships with 

local enterprises, suppliers, charities or non-profit organisations. In addition, some 
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MICE organisations develop strategies to educate delegates and participants to use 

local goods and services, public transport, and to avoid bad behaviours (e.g., sexual 

transactions and alcohol abuse) (Swarbrooke & Horner, 2001). Furthermore, the 

Oceans Blue Foundation provides information for MICE operators about how to make 

meetings and events environmentally responsible by choosing environmentally 

friendly cities, hotels, venues, transportation, food and beverages, communications, 

and administrative procedures (Rogers, 2003). According to an IMEX (the Worldwide 

Exhibition for Incentive Travel, Meetings & Events) survey, more than 70% of 

European MICE buyers said that they ‘would deliberately avoid destinations/venues 

known to have a poor environmental record’ (IMEX, 2008, p.1). In short, if applying 

Wood’s CSP model in the context of the MICE industry, the CSR processes may be 

observed from their stakeholder management in terms of local business partnerships, 

environmental monitoring, and consumer or buyer education. 

In addition to processes of corporate social responsiveness, the outcomes of corporate 

behaviour like environmentally-friendly programs are also evident in the MICE 

industry. For example, the partnership in the International Hotels Environment 

Initiative (IHEI) and 3Rs (reduce, reuse and recycle) schemes are developed to 

encourage tourism, hospitality and event industries to adopt environmentally-friendly 

practices (Davidson & Cope, 2003; Getz, 2005; Rogers, 2003; Swarbrooke & Horner, 

2001). Other social and philanthropic programs were found in conferences and 

meetings, such as charitable donations and planting a garden in the host community 

(Davidson, 2006; Davidson & Rogers, 2006). Moreover, professional associations 

related to the MICE industry have developed “an industrywide code of ethics”, such 

as the Principles of Professional Conduct of Professional Convention Management 

Association (Montgomery & Strick, 1994, p. 220). Finally, the impact reporting 
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schemes in CSR outcomes are recognised in the evaluation system of the Sustainable 

Exhibition Industry (SEXI) for assessing production processes within the exhibition 

contracting sector and more environmentally sound materials for exhibition stand 

design (Davidson & Cope, 2003). Another reporting scheme is the environmental 

benchmarking tool, which monitors the environmental management of hotels 

worldwide (Rogers, 2003; Swarbrooke & Horner, 2001). Thus, several outcomes of 

corporate behaviours, including responsible programs, policies and reporting schemes, 

are found in the industry at organisational level. However, there is insufficient 

evidence to suggest that CSR initiatives have been widely adopted. 

In addition to the evidence from the industry, there are also empirical studies reporting 

the CSR adoption in MICE events. Researchers were interested in reporting and 

comparing the importance level of environmental and sustainable practices in events 

and venues as perceived by meeting planners, attendees and venue managers. When 

reviewing past literature discussing meeting planners’ site selection criteria from 1990 

to 2011, Elston and Draper (2012) reported that cost and affordability of 

accommodation, catering and meeting space were continuously the priority. However, 

as identified by Draper, Dawson and Casey in 2011, sustainable practices have begun 

being recognised one of the important criteria. These authors listed recycling 

programs as the most important sustainable practices in convention venues perceived 

by 269 meeting planners (Draper, Dawson & Casey, 2011). However, meeting 

planners from third parties attached more importance to water management, efficient 

lighting, recycling (paper, plastics, glass and batters) and leftover donation than 

association meeting planners. 
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A comparison was made between meeting planners and attendees with regard to 15 

important sustainable practices (for example, paperless meetings, offering locally 

sourced food, volunteer excursions to benefit the local community and using energy 

saving equipment) and their willingness to pay (Sox et al., 2013). They found that the 

importance level perceived by both groups was not statistically different. However, 

meeting planners were willing to pay more to plan meetings at sustainability 

certificated venues while the meeting attendees would pay more to attend meetings at 

venues whose staff were educated about the sustainable options available. The 

findings implied the importance of sustainability certificates and trained staff in 

venues. 

 

Furthermore, in a comparison of meeting planners, convention attendees and suppliers, 

Park and Boo (2010) reported that the three groups had significantly different 

perceptions of environmental impacts of conventions depending on which 

environmental practices and experiences were made available to them. Generally 

speaking, all three groups recognised the negative environmental impacts of 

conventions as being air travel and waste management. Particularly, food and 

beverage waste was the seen as the most problematic. In terms of different 

perceptions of the three groups, the meeting planners recognised more negative 

environmental impacts of conventions, knew more about green practices in 

conventions and were more willing to use public transportation for convention travel 

than their counterpart groups. However, they least agreed that green practices were 

cost-effective. On the contrary, the convention attendees in the study agreed most that 

green conventions were cost-effective but they had the least knowledge about green 

practices. They also had the most positive attitude toward travelling to closer 

destinations for conventions. As for the convention suppliers in their sample, they 
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were the group who recognised least negative environmental impacts of conventions 

and felt the strongest environmental responsibility in their business conduct. However, 

they were least willing to use public transportation in convention travel. These 

findings implied that although the perceptions regarding green conventions differed, 

they had similar attitudes (such as the need to engage in environmental practices and 

to have environmental policies and regulations) and intentions (such as the 

willingness to choose green travel suppliers, to pay environmental tax and follow 

environmental codes of conduct) to green practices. 

In conclusion, there is some evidence that the MICE sector is increasingly accepting 

its responsibilities to minimise the negative effects and maximise the beneficial 

impacts of its business conduct. However, there is no empirical measure of the extent 

of uptake of these programs. In addition, CSR behaviours in the MICE industry are 

more environmentally oriented and less focused on economic and socially responsive 

initiatives (Davidson, 2006; Davidson & Cope, 2003; Davidson & Rogers, 2006; Getz, 

2005; Montgomery & Strick, 1994; Swarbrooke & Horner, 2001; Rogers, 2003; Ross 

& Wall, 1999). For instance, MICE organisers may choose a venue that has sound 

plans for greening events but they may not necessarily consider if they benefit local 

businesses or residents. It is important to understand what factors influence the 

managerial decisions to implement corporate social performance and to investigate if 

MICE decision makers feel the need to be economically, socially, and 

environmentally responsible. Consequently, the findings of this study may assist in the 

design of appropriate behavioural interventions, which may change both the thoughts 

and behaviours of decision makers and result in more CSR activities in the MICE 

industry. 
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2.3 Determinants of CSR Behaviours 

This section discusses possible determinants of CSR adoption. Economic performance 

and opinions of stakeholders are the focus. 

 

2.3.1 Economic Performance as a CSR Determinant 

When investigating why corporations engage in CSR behaviours, previous researchers 

have developed a range of different explanations. For example, cultural differences 

may result in variable levels of CSR performances while company size, industry 

classification, and public support can be influential to CSR programs and disclosure 

(Jamali & Mirshak, 2007; Roberts, 1992). Other studies revealed that economic 

performance and benefits are crucial motives for decision makers and top managers to 

adopt responsible conduct (Jamali & Mirshak, 2007). Similarly, Lenssen & Dentchev 

(2006) conducted an empirical study to explore what kind of knowledge and 

information was needed by managers to implement CSR performance in their 

companies. The results showed that managers are concerned about the value added to 

the companies, such as competitiveness and corporate reputation. Those studies 

indicated the basic need of businesses, namely, to be profitable. It is reasonable to 

conclude that profit is the priority in business decision processes. However, in 

business-society relationships, the expectations that society has of business may be 

more than being profitable and legal, as mentioned in Carroll’s pyramid (1979). 

Hence, if businesses wish to fulfil the role of ‘good corporate citizen’ (Carroll, 1991, 

p.42), taking ethical and philanthropic responsibilities is essential. 
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2.3.2 Stakeholders as a CSR Determinant 

Seeing the lack of theoretical basis for studying CSR behaviour, Ullmann (1985) 

constructed a comprehensive model to explain how strategic decisions are made to 

initiate social disclosure and social (and economic) performance. He adopted 

stakeholder theory to illustrate the correlations amongst social disclosure, social, and 

economic performance. In addition to past and current economic performance of 

corporations, two dimensions are formulated in his Contingency Framework namely, 

stakeholder power and strategic posture (see Figure 2-6). 

 

Figure 2-6 Three-dimensional Model of Ullmann’s Contingent Framework 

Source: Adapted from Ullmann, 1985 

To begin with, social disclosure and performance are seen as a strategy to manage 

stakeholder relations. In the first dimension of the model, stakeholder power means 

the level of significance of the resources that stakeholders possess. It is hypothesised 

that when stakeholders control considerable power, the company is likely to respond 

to their demands. Thus, stakeholder power is positively correlated with social 
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performance. Strategic posture refers to the mode of response of the company 

decision makers towards social demands. That is to say, if the managers are active in 

seeking to meet the demands of stakeholders, it is likely that managers will implement 

the expected CSR behaviour. In terms of past and current economic performance, 

again, the model suggests that decision makers of the company implement social 

performance and reporting when the company is profitable. In other words, if the 

company makes money, profitability may not be the priority of top managers and 

stakeholder management strategies may not be constrained by lack of funds (Roberts, 

1992; Ullmann, 1985).  

In Ullmann’s (1985) contingent framework, different levels of stakeholder power 

(high or low), strategic posture (active or passive), and economic performance (good 

or bad) would result in eight categories of corporate strategy undertaken to manage 

stakeholder relationships. Firstly, if a firm is profitable, its stakeholders hold crucial 

resources the firm needs, and it takes a positive position to stakeholders’ demands. It 

is then likely that both social performance and reporting are sufficiently carried out. 

However, if the firm’s economic performance is poor, the social performance and 

imperative reporting may still occur but the voluntary disclosure may not be 

implemented well. On the other hand, if stakeholder power is low and strategic 

posture is passive, then neither profitable nor unprofitable firms would be likely to 

implement any CSR behaviour. Furthermore, when stakeholder power is high but 

strategic posture is passive, no matter what status the economic performance is, the 

firms may only report the legally required information and the other CSR behaviours 

are not clearly expected. Conversely, when stakeholder power is low but strategic 

posture is active, unprofitable firms will not perform any of the CSR behaviours. 

However, profitable companies may implement the mandatory disclosure. 
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In support of the role of stakeholder power, past research suggests the approach to 

stakeholder management varies, particularly depending on the type of industry and 

ownership (Lindgreen, Xu, Maon & Wilcock, 2012). In terms of industry type, 

Rodrigue, Magnan and Boulianne (2013) investigated how managers reacted to 

stakeholders’ expectation for choosing international environmental performance 

indicators in a multinational firm in the natural resources sector which is an 

environmentally sensitive industry. They found the influence of stakeholders could be 

described in terms of four patterns based on the level of environmental legitimacy 

perceived by the firm’s stakeholders. From the lowest to the greatest level of the need 

for the firm to be environmentally legitimate, they found the clients and creditors had 

a mediating influence on the firm’s CSR strategies but not the firm’s choice of 

performance evaluation. The firm’s need for legitimacy was the greatest in its 

interaction with its industry peers and associations. This type of stakeholder had a 

benchmarking influence on both the firm’s environmental strategies and performance 

evaluation for maintaining or improving reputation.  

In terms of ownership, in comparison to private enterprises, the state-owned or 

publicly owned firms received relatively less pressure from profit but more pressure 

from the need to achieve accountability and transparency (Rodríguez Bolívar, Garde 

Sánchez & López Hernández, 2013). Public enterprises tend to integrate CSR and 

branding strategies with clear goal in a rational manner, and not to evolve CSR 

intuitively to the brand strategies as private enterprises did (Lindgreen et al., 2012). 

Thus, these studies support the fact that stakeholders play a key role in directing CSR 

adoption of business but the influence may differ from industry to industry. 
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In line with Ulmann’s framework (1985), the importance of managerial posture and 

stakeholders is also evident in the tourism industry. Merrilees and Marles (2011) 

contended that environmentally responsible adoption is usually motivated by either 

ethical or financial benefits that managers hoped to receive. Ethical considerations 

make managers acting as a driver to push the environmental adoption and the 

managerial attitudes, values, norms, beliefs and leadership become crucial in the 

decision making process (Lynes & Dredge, 2006). This type of proactive posture is 

easier to find in small tourism business, such as bed and breakfast enterprises 

(Sampaio, Thomas & Font, 2012). However, the choice of environmental practices 

may be limited by managers’ availability of funds and information (Merrilees & 

Marles, 2011; Sampaio et al., 2012). As to the financial benefits, these are more 

related to cost-saving and competitive advantages. Thus, managers’ reaction to the 

demand from the “economic stakeholders” who directly impact the financial value, 

such as the boards, customers and industrial associations, will determine the 

sustainable practices chosen (Merrilees & Marles, 2011, p.368). 

In summary, Ulmann’s framework seems to be able to explain most of the cases, 

however, decisions about implementing CSR behaviours may involve more than 

economic and stakeholder considerations. Referring to the managerial discretion in 

Wood’s (1991) CSP model, decision makers are moral actors with different ethical 

training, cultural backgrounds, values and preferences. There is a need to examine 

how those actors perceive their economic, legal, ethical, and philanthropic 

responsibilities, as well as the opportunities and barriers they confront (Prieto-Carrón, 

Lund-Thomsen, Chan, Muro & Bhushan, 2006; Wood, 1991). 



 43 

2.3.3 Determinates in the Event Sector 

Extending the discussion of the role of managers and stakeholders, there have been 

studies investigating the determinants of CSR adoption in the event sector. Three of 

the most explicit investigations were conducted by Mair and Jago (2010), Park and 

Boo (2010), and Tinnish and Mangal (2012). First, Mair and Jago (2010) developed a 

conceptual model explaining the green adoption in business events. It suggests that 

different organisational characteristics (such as business type and size, industry sector 

and corporate values) and the external context (such as market trends, technology and 

politics) will result in different internal and external drivers and barriers. Along with 

the influence of three catalysts (that is, media coverage, corporate culture and the 

presence of an eco-champion), those influences will determine the level of green 

adoption in events.  

 

Mair and Jago’s (2010) study, which involved semi-structured interviews with 10 

industry practitioners, identified the main drivers as being internal CSR polices and 

the role of an eco-champion in the organisation. This is in contrast to the financial 

benefits and stakeholder pressure identified in other studies, such as Laing and Frost 

(2010). The external drivers related to competitive advantage, image enhancement, 

and complying with supply chain and customers CSR policies. The lack of regulation 

for suppliers was seen as a barrier, in addition to the lack of time, resources, 

knowledge, awareness and operational timeframe. When applying their model at six 

music festivals, the main drivers were still related to organisational values (that is, an 

eco-champion), incorporating consumer demand and the desire to advocate for green 

issues (Mair & Laing, 2012). The importance of financial benefits and other drivers 

identified in business events were still recognised but at a less substantial level. 
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Park and Boo (2010) examined what kind of attitudes contributed to the common 

green convention practices that were adopted by convention attendees, meeting 

planners and suppliers, that is, willingness to choose environmentally responsible 

tourism service providers and willingness to follow environmental codes of conduct. 

Amongst four type of attitudes, they found the strongest predictor was the need to take 

environmental responsibility for the destination. It suggested that three different 

stakeholder groups showed strong awareness of environmental issues that the 

convention could have on the destination. When targeting the perception of meeting 

planners, Boo and Park (2013) found that USA meeting planners’ prior knowledge 

and educational experiences relating to green practices significantly contributed to 

their intention to implement green meetings, in terms of considering environmental 

criteria, using eco-friendly suppliers and following environmental codes of conduct. 

These findings reinforce the fact that managerial values, attitudes, knowledge and 

experiences play a key role in facilitating green practices in MICE events, particularly 

conventions. 

 

Finally, the importance of managerial values and knowledge was again recognised in 

the conceptual model of sustainable marketing developed by Tinnish and Mangal 

(2012). They adopted a marketing framework used in the forestry industry and 

developed a model for MICE events. Starting from organisational values, they 

proposed that the marketing planning process; that is strategies, structures and 

functions, would be influenced, in a form of mediating effect, by event managers’ 

champion position, awareness of the sustainability issue, as well as managerial and 

technical knowledge of sustainable practices. 
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As the current study was designed in 2007, at the very beginning stage of CSR and 

sustainable adoption in the MICE industry, when few studies had investigated the 

relationships between practitioners’ beliefs, intentions and behaviours in the industry, 

instead of inventing a new model to explain the facilitators and impediments of CSR 

adoption, it would benefit the academics and practitioners more if employing an 

existing and well-established theory to explain the CSR adoption in the MICE 

industry, that is, the Theory Planned Behaviour (TpB). The TpB model incorporates 

the influence of attitudes, subjective norms and perceived behavioural control on 

behavioural intention. It could comprehensively present how managerial values, 

stakeholder pressure and practical barriers influence CSR adoption in the MICE 

industry. Also, there is still not much research using TpB to explain CSR adoption in 

the event sector, so it is a good departing point to initiate the investigation. 

2.4 CSR and the Theory of Planned Behaviour 

This section describes the concepts and applications of the Theory of Planned 

Behaviour. The theories adopted in this research are explained. 

 

2.4.1 The Theory of Planned Behaviour 

One of the most widely used theories of intention and behaviour is the Theory of 

Planned Behaviour (TpB). The TpB is a well-known model used in predicting human 

intention and behaviour (Huang, 2007; Lee, 2003). The theory has been applied 

widely in areas such as medicine and nursing, business, social learning and ethics, 

leisure and tourism, and environmental studies (see Table 2-7). It covers different 

types of individual behaviours, ranging from personal purchases to business ethical 

conducts.  
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Table 2-7 Application of the TpB 

Area Behaviour 

Medical and Nursing Smoking, condom use, drinking, drug abuse, abortion 

Business Consumer choice/purchase, investment, fair trade 

Social learning and ethic Election Vote, blood giving, volunteering, cheating, 

drinking driving, copying, violation of regulations 

Leisure and Tourism Recreation activities choice, destination choice, 

transportation mode 

Environment Recycling, energy and water saving, nature conservation 

 Source: Adapted from Ajzen & Driver, 1992; Groot & Steg, 2007 

In Sutton’s (1998) meta-analyses review, he examined the performance of the Theory 

of Reasoned Action (TRA) and the TpB in predicting and explaining the 

intention-behaviour relationship. The study revealed that the two models on average 

explained “between 40% and 50% of the variance in intention, and between 19% and 

38% of the variance in behaviour” (Sutton, 1998, p.1333). The results suggest a large 

predictive power in behavioural intention and a medium effect size in behaviour 

(Sutton, 1998). In short, the TpB model is perceived as an adequate and effective 

theory to explain human intentions and behaviours. 

The TpB is an extension of the Theory of Reasoned Action (TRA), proposed by 

Fishbein and Ajzen in the 1970s. The TRA explains how behavioural intentions 

predict behaviours that are under volitional control. The model suggests that 

individual behaviour is guided by intentions that are determined by attitudes and 

subjective norms toward the target behaviour (Yang, 2006). Attitudes are derived from 

accessible beliefs about the behaviour and the evaluation of the behaviour outcome. 

Subjective norms are generated from the beliefs concerning the expectations of those 

who are important to the individual (so called significant others, such as parents, 

friends and work colleagues) as well as the person’s motivation to comply with those 
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expectations (Brown, 2001; Yang, 2006). Therefore, if people hold a favourable 

attitude toward a certain behaviour and think their significant others agree with them 

on performing that behaviour, they will have an intention to act. In other words, their 

action does not happen spontaneously but through a reasoned process. 

However, the TRA model may not be applicable to the situations that are not under 

complete volitional control (Kaplanidou, 2006; Pointer, 2000; Yang, 2006). Ajzen 

(2006a, p.1) added the variable of ‘perceived behavioural control’ (PBC) to the TRA 

model to bridge this gap and called the new model the “theory of planned behaviour” 

(TpB). PBC can be understood as perceptions of how easy or difficult it is to 

implement the behaviour. Ajzen (1985, p. 36) concluded that these two models are: 

“identical when the subjective probability of success and the degree of control over 

internal and external factors reach their maximal values” (cited in Kaplanidou, 2006, 

p. 16). (see Figure 2-7) 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2-7 TRA and TpB models 

Note: TRA model is indicated in the punctuated frame 

Source: Adapted from Ajzen, 2006a, p.1, Ajzen & Driver, 1992, p.210, and Francis et 
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al., 2004, p.8 

The TpB model assumes that human behaviours, including those not under the 

volitional control of the individual can be predicted or influenced by three antecedents 

of behavioural intention: attitudes toward the behaviour (AT); subjective norms (SN); 

and, perceived behavioural control (PBC). Intentions are the motivational factors that 

affect behaviour and imply how much people are willing to try and how much effort 

they plan to put into the behaviour (Francis et al., 2004; Kaplanidou, 2006). In the 

TRA model, this process of reasoned or planned behaviour is affected by different 

beliefs in regard to the three variables mentioned, including behavioural beliefs, 

normative beliefs, and control beliefs (Ajzen, 2006a). 

In aggregate, the more positive the attitude, subjective norm, and perceived control, 

the stronger the person’s intention to perform the behaviour in question will be. In 

addition, intention will be the immediate antecedent of the target behaviour when 

people have sufficient actual control over the behaviour and proper opportunities. In 

the case of limited volitional control, perceived behavioural control (PBC) can be 

used as a substitute for actual control and prediction of the behaviour in question.  

With regard to indirect variables to behavioural intentions, three kinds of beliefs are 

recognised: behavioural beliefs; normative beliefs; and, control beliefs. In Ajzen’s 

(2005, p. 30) interpretation, they are ‘salient beliefs’ that are readily accessible in 

memory. Their relations to attitude towards the behaviour (AT), subjective norms (SN) 

and perceived behavioural control (PBC) are: 

1. Behavioural beliefs will influence AT: beliefs about the likely outcomes of the 

behaviour and the evaluations of these outcomes. Behavioural beliefs create a 
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favourable or unfavourable attitude toward the behaviour. The assumption of AT is 

calculated as: 

AT ∝ behavioural beliefs × outcome evaluations 

2. Normative beliefs will influence SN: beliefs about the normative expectations of 

others and motivation to comply with these expectations. Two kinds of normative 

expectations are identified: injunctive and descriptive norms. The former is the 

traditional concept that people believe the important group expect them to act while 

the latter indicates if the significant others themselves perform the target behaviour 

(Yang, 2006). Normative beliefs produce perceived social pressure (subjective norm). 

The assumption of SN is calculated as:  

SN ∝ normative beliefs × motivation to comply 

3. Control beliefs will influence PBC: beliefs about the presence of factors that may 

facilitate or impede performance of the behaviour and the perceived power 

(confidence) of these factors. Control beliefs result in perceived behavioural control 

and make people feel able to perform the behaviour. PBC is similar to “self-efficacy”, 

meaning people’s self confidence of performing behaviour (Pointer, 2000, p. 73). 

Francis et al., (2004) further indicated two factors that inhibit or facilitate the 

performance of the behaviour: internal and external (situational) factors. The former is 

the same idea of self-efficacy, such as skill or ability, while the external factor 

resembles the concept of “facilitating conditions” or “action control” (Yang, 2006, p. 

19). PBC implies the resources and opportunities available to the individual. The 

assumption of PBC is calculated as: 

PBC ∝ control beliefs × perceived power 
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When comparing TpB studies on socially responsible behaviours such as 

environmentally friendliness and ethical behaviours, the findings vary somewhat (see 

Appendix 2). In general, the three independent variables, AT, SN, and PBC, 

adequately explained the intention to engage in environmental protection behaviour, 

such as adopting innovative cleaner technologies and saving power (Carral, 2003; Dai, 

2007). However, it may be the case that only one or two variables significantly 

influence the behavioural intentions. For instance, when examining the intention of 

representatives of community groups to participate in sustainable development of a 

national scenic area, only subjective norm was found to be significant to the intention 

(Chen, 2003). In the case of ethical behavioural intention, Fang (2006) concluded that 

in different ethical scenarios, only attitude significantly influences the intention. In 

addition, some research may add independent variables to ensure the explanation of 

the determinants of behavioural intentions. For example, Cordano & Frieze (2000) 

added past behaviour to predict intentions of environmental managers to reduce 

pollution relating to their business conduct while moral obligation was perceived as a 

predictor of intentions of environmental responsiveness (Cheng, 2004; Weidman, 

2002). Also, Buchan (2005) included ethical work climate in the TpB model to 

investigate the factors that influenced ethical behavioural intentions of public 

accountants. Examples above imply that the TpB can be applied in CSR related 

situations, such as environmentally responsible behaviour and ethical decisions. It is 

argued that the TpB can effectively and adequately explain managerial intentions 

toward CSR behaviours. 

In conclusion, in accordance with Wood’s framework, responsible behaviour and 

performance with respect to corporate social responsibility can be conceptualised as 

motivations to engage in CSR (principles of corporate social responsibility), 
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managerial strategies to implement CSR (processes of corporate social 

responsiveness), and CSR activities that can be observed (outcomes of corporate 

behaviours). Using Wood’s CSP model to analyse CSR initiatives it is possible to 

investigate why corporations and companies at all levels decide to (or not to) consider 

their economic, legal, ethical and philanthropic responsibilities. In addition to the 

profitability of the companies and pressures and demands of their key stakeholders, 

corporate decision makers and top managers may be influenced by different kinds of 

beliefs or perceptions of capability when implementing CSR behaviours. Those 

influencing factors may explain why and how some corporations successfully include 

CSR into their codes of conduct while others do not. For this research, in order to 

identify the relationships amongst principles, processes and outcomes of CSR in 

practical situations and to encourage more CSR practices amongst MICE 

organisations, especially those do not adopt CSR initiatives, it is worthwhile to 

conduct empirical research with regard to CSR beliefs, intentions and behaviours of 

decision makers, such as MICE operators or venue managers. 

2.5 Research Questions and Hypotheses 

This section outlines the five research questions and corresponding hypotheses of this 

research. 

 

2.5.1 Research Model and Variables 

This research advocates the employment of the TpB model to investigate the 

relationships amongst CSR behaviours, intentions, and their determinants. The model 

assumes that CSR behaviour can be predicted by three antecedents of behavioural 

intention, namely attitudes toward the behaviour (AT); subjective norms (SN); and, 
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perceived behavioural control (PBC) (Ajzen & Driver, 1992). The three antecedents 

are further influenced by three salient beliefs: behavioural, normative and control 

beliefs (Ajzen, 2006b). In aggregate, the more positive the AT, SN, and PBC, the 

stronger will be the individual’s intention to perform the behaviour. Figure 2-8 shows 

the proposed research model and presents the potential indicators of the three salient 

beliefs (indirect variables), direct constructs of intention as well as the relations 

between key variables.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2-8 Research Model and Research Questions 

Source: Adapted from Ajzen, 2006a, p.1 and Ajzen & Driver, 1992, p.210 
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2.5.2 Issues of direct variables in CSR behaviour 

When applying the TpB model, it is crucial to choose relevant indicators for each of 

the three antecedents of behavioural intention. Attitude toward behaviour (AT) refers 

to the degree to which managers have a favourable or unfavourable evaluation of CSR 

behaviour. The CSR behaviour can be performance or disclosure. It may be 

appropriate to take individual level principles into consideration here. Carroll’s (1979) 

CSR responsibilities may assist managers to clarify their positive or negative 

judgement about CSR behaviours. 

Subjective norm (SN), refers to the perceived social pressure to perform or not to 

perform the CSR behaviours. This determinant has been well discussed in Ullmann’s 

(1985) contingent framework. Therefore, stakeholder power and strategic posture of 

the company are to be included in the SN variable.  

Meanwhile, perceived behavioural control (PBC) suggests the perceived ease or 

difficulty of performing the CSR behaviours, including time and money, human 

resources, communication adequacy, technology, knowledge as well as economic and 

human resources. Accordingly, Ullmann (1985) incorporated past and current 

economic performance into his model to highlight the significance of money in the 

decision making process of business people. In this research, the CSR models 

developed by Carroll (1979), Wood (1991) and Ullmann (1985) have been taken into 

account when developing indicators of each variable in the instrument development 

phase. 
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2.5.3 Research Questions and Hypotheses 

In accordance with the research model, the research questions and hypothesis are: 

Research Question 1: What are the factors that influence MICE operators’ intentions 

to implement CSR behaviours? 

Research Question 2: To what extent do the identified salient beliefs of MICE 

operators influence the antecedents of behavioural intentions? 

Hypothesis 2-1: the behavioural beliefs (BB) and outcome evaluations (OE) will positively 

influence the attitudes toward behaviour (AT).     

AT ∝ ∑ BB × OE 

Hypothesis 2-2: the normative beliefs (NB) and motivation to comply (MC) will positively 

influence the subjective norms (SN).             

SN ∝ ∑ NB × MC 

Hypothesis 2-3: the control beliefs (CB) and perceived power (PP) will positively influence 

the perceived behavioural control (PBC).           

PBC ∝ ∑ CB × PP 
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Research question 3: How do the identified antecedents predict MICE operators’ 

intentions to engage in CSR behaviours?  

BI=α0+αat AT+αsnSN+αpbcPBC+Error 

Hypothesis 3: the attitudes toward behaviour (AT), the subjective norms (SN) and the 

perceived behavioural control (PBC) will significantly predict the intention to CSR behaviour 

(BI).  

Research question 4: How do behavioural intentions and perceived behavioural 

control predict MICE operators’ CSR behaviours?  

B =β0+βbI BI +βpbc PBC +Error 

Hypothesis 4: the intention (BI) and the perceived behavioural control (PBC) will 

significantly predict CSR behaviour (B). 

Research question 5: To what extent are the identified salient beliefs of MICE 

operators different when comparing those who have CSR 

outcomes (such as programs or reports) and those who do not? 
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CHAPTER THREE: RESEARCH METHODS 

This chapter outlines the overall research design and methods used to collect and 

analyse data to answer the five research questions identified for this research. This 

research is exploratory (inductive) and explanatory (deductive) in nature because it 

1. explores what CSR behaviours currently occur in the MICE industry, and 

2. investigates what factors influenced MICE operators’ decisions to carry out those 

behaviours. 

In the following sections, the overall research paradigm, strategy and research 

population are introduced. The two data collection phases are outlined in detail with 

particular focus on: sampling, instrument development, administration procedures and 

analysis techniques. Finally, the ethical clearance process is presented. 

3.1 Research Design 

In terms of research paradigms, this research adopted both positivist and critical 

realist (or critical theory) positions. In positivist social science, knowledge and 

subjective understanding of the world is shared by rational people. Positivists view 

factual information based on “intersubjectivity or the shared subjective 

acknowledgment of the facts” (Neuman, 2006, p.85). The intersubjectivity implies 

that different social actors can have agreements based on empirical observations. The 

observation has resulted from deductive reasoning and causal law explanations 

(Jennings, 2001; Neuman, 2006). This research used the TpB model as the theoretical 

basis to explain managerial decisions regarding CSR behaviours. It adopted a logical 

and deductive system as well as quantitative date collection methods to explain social 

action. Hence, this research took a positivist perspective. 

Furthermore, this research also reflected a critical realism perspective. Critical social 
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science theorises that the social actors stay within limits or boundaries of options. 

This “bounded autonomy” implies social actors make decisions based on the material 

conditions, resources, cultural values, subjective beliefs and norms that are available 

or possible for them (Newman, 2006, p.97). In this study, subjective attitudes, norms 

and perceived control over implementing CSR initiatives were used to identify the 

degree of autonomy among these options that MICE practitioners perceived they had. 

It recognised the limited free will of social actors that critical realists perceive exists.  

 

In addition, critical realism suggests that there are right or wrong value positions in all 

science (Jennings, 2001). There was a judgement by the research population of good 

or bad business-society relationships in this research, that is, that corporate socially 

responsible implementation and sustainable development is beneficial. This again 

reflected the critical realist orientation. Therefore, the research paradigm of this study 

is both positivism and critical realism. 

 

A sequential mixed method was adopted as the research strategy for this study. In TpB 

based research, underlining beliefs in terms of attitudes, subjective norms and 

perceived behavioural control are initially elicited. Subsequently, behavioural 

intentions and predictions of actual behaviours can be made. Semi-structured 

interviews (qualitative approach) and surveys (quantitative approach), were used to 

elicit information on key constructs of the TpB Model. A sequential mixed method is 

an iterative design (Saunders, Lewis & Thornhill, 2007). It allows the researchers to 

test a model which is generated from the qualitative phase on one or several 

representative populations, compare the results and then develop a verified model 

(Hesse-Biber, 2010). There are two phases in TpB based studies, namely, the 

elicitation and the TpB phase (Ajzen, 2006a). In this study, the qualitative component 
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of the sequential mixed method design was used to generate theoretical constructs and 

items for the survey, and was implemented first. The subsequent quantitative 

component was used to test the veracity of the findings generated from the qualitative 

component (Hesse-Biber, 2010). For this research, the qualitative component was the 

elicitation phase and the quantitative component was the TpB phase. 

3.2 Research Population 

The population for this research was MICE suppliers whose main income was derived 

from hosting meetings, conventions and exhibitions, for example, venue managers 

and professional conference organisers (PCOs). Venue managers and PCO 

practitioners were the most appropriate groups from which to develop the sampling 

frame because they had direct contact with specific host communities affected by their 

business conduct and some input into and/or control over organisational decision 

making. CSR behaviours closely relate to stakeholder management as well as the 

impacts that business events bring to host destinations.  

 

Geographically this research focused on the Asia-Pacific region. Bauer and Lam 

(2003) suggested, the environmental consciousness of venue practitioners in the 

Asia-Pacific region was lower than that in western countries. According to their 

findings derived from 38 International Congress and Convention Association (ICCA) 

venue members, 75 per cent of the respondents who were aware of greening practices 

were from Europe (60%) and North America (15%). As little research had examined 

the reasons why CSR adoption was low in the Asia-Pacific region, it seemed crucial to 

investigate the factors that facilitate or impede CSR implementation of business event 

sectors in this region. Hence, venue managers and PCO practitioners in the countries 
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of Oceania (Australia, New Zealand, Fiji), South Asia (Thailand, Vietnam, Myanmar, 

Singapore, Malaysia, Indonesia, India, Philippines), East Asia (China, Chinese Taipei), 

and North Asia (Japan, Korea) comprised the population for this research. The target 

population for each phase is discussed in the following sections. 

3.3 Elicitation Phase 

The main purpose of the elicitation phase was to derive indicators of the behavioural, 

normative, and control beliefs of CSR behaviours from MICE managers (Research 

Question 1). Ajzen (1991) described the elicitation of salient beliefs as crucial for 

instrument development in a TpB survey. Researchers have used varied methods to 

elicit these beliefs, including surveys, interviews and focus groups (York, Brannon, 

Roberts, Shanklin, & Howell, 2009). Given the exploratory nature of this phase and 

accessibility of the samples, interviews were chosen as the most effective research 

strategy for the first phrase. Two stages were designed in the elicitation phase, namely 

expert interviews and elicitation interviews.  

 

3.3.1 Expert Interviews 

The first stage, expert interviews, comprised in-depth interviews that were conducted 

before constructing open-ended questions for the elicitation interviews. In-depth 

interviews emphasise mutual sharing of experiences instead of merely answering 

pre-arranged interview questions (Neuman, 2006). Adding this stage prior to the 

elicitation interviews helped to filter and refine the list of possible CSR behaviours. 

Weidman (2002, p.78), for example, conducted a series of “pre-survey interviews” to 

identify appropriate samples and gain insights about the decision making process for 

the behaviours in question, that is, environmental liability accrual and disclosure.  
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3.3.1.1 Sampling and administration procedures 

The target population was MICE experts or professionals who were familiar with or 

had experiences in sustainability and social responsibility issues in the industry. It was 

crucial to select a sample that was capable of providing reflective information 

regarding CSR initiatives and decision making processes in the industry. However, it 

is difficult to recognise all MICE professionals and leaders who are aware of the CSR 

implementation in one single list and then use probability sampling to collect the data. 

Therefore, snowball sampling was adopted to select suitable respondents. Snowball 

sampling is a non-probability sampling procedure in which subsequent respondents 

are identified from information provided by initial respondents (Saunders, Lewis & 

Thornhill, 2007). In the current study, initial interviewees were asked to recommend 

other experts who they thought could provide useful information regarding CSR 

implementation. Thus the sample size was determined by the point at which “data 

saturation” was obtained (Francis et al., 2004, p.14). In other words, sampling 

continued until consistent results were achieved. 

 

The preliminary sampling frame was made up of 15 contacts that were identified on 

the websites of international or regional CSR related organisations in the MICE 

industry. The organisations included Destination Marketing Association International 

(DMAI), Green Meeting Industry Council (GMIC), Green Globe International (EC3 

Global), International Association of Assembly Managers (IAAM), International 

Association for Exhibition Management (IAEM), International Congress & 

Convention Association (ICCA), Meetings & Events Australia (MEA), Meeting 

Professional International (MPI), National Business Travel Association (NBTA) Asia 

Pacific, Professional Convention Management Association (PCMA), Society of 

Incentive & Travel Executives (SITE), Trade Show Exhibitors Association (TSEA), 
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and Venue Management Association Asia & Pacific (VMA). The potential 

interviewees were chosen because they were all in executive positions in their 

organisations. Their senior positions implied they were potentially aware of new 

trends and had well developed networks in the industry. Of the 15 potential 

respondents, two replied to the invitation email and agreed to be interviewed. The 

invitation email included: an information sheet explaining the research purpose, 

sample selection criteria, interview procedures, research contributions, appropriate 

ethical documentation and an interview arrangement sheet (see Appendix 3). As an 

incentive to increase the response rate, the researcher stated in the invitation email 

that she would donate 10 Australian dollars (AUD) to Greenpeace and World Vision 

(five AUD to each organisation) on behalf of the each interviewee. 

 

One interview was conducted via telephone and the other was face-to-face in July 

2008. These interviewees were then asked to nominate three to five MICE experts 

who they thought would be appropriate to provide useful information relating to CSR 

initiatives in the industry. Based on the information provided, eight additional MICE 

managers were contacted from Association of Australian Convention Bureaux Inc 

(AACB), Brisbane Convention & Exhibition Centre, Melbourne Convention & Visitor 

Bureau (CVB), Singapore Tourism Board, Business Travel & MICE Group, RAI 

Amsterdam, Oregon Convention Center, Göteborg Convention Centre (Svenska 

Mässan), and Estoril Centro de Congressos. Of those additionally nominated MICE 

managers, one indicated his consent to participate in a telephone interview in 

September 2008. The snowballing process was stopped when no new themes were 

emerging from the third interviewee. In total, there were three respondents in this 

stage.  
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During the interview, the three respondents were first asked to talk about CSR 

behaviours in the industry based on their observations and experiences. They were 

then asked to discuss briefly what and how CSR operational programs, policies or 

disclosures were initiated by themselves or their organisations. The interview then 

shifted to a discussion of economic, environmental and social impacts that were 

crucial to MICE managers when conducting business. On average, the interviews took 

25 minutes. In total, $30 AUD was donated to Greenpeace and World Vision (15 AUD 

for each organisation) on 5th December 2008. Each respondent received a written 

report that summarised the findings in the interviews from the researcher in March 

2009. 

 

3.3.1.2 Instrument 

Although there was no predetermined list of questions for the in-depth interviews, a 

set of discussion topics was used as an interview guideline (see Appendix 3). These 

topics, derived from the literature, were related to CSR initiatives and CSR related 

issues which were crucial for MICE managers. The CSR initiatives were categorised 

in accordance with Wood’s (1991) corporate social performance model, that is, social 

impacts, social programs and social policies. These categories were CSR disclosure, 

programs and policies. Interviewees were first asked to discuss CSR initiatives they 

observed in the industry or implemented themselves. For example, they were asked 

“when people in the industry talk about adopting corporate social responsibility, what 

have they really done?” Wood’s (1991) three categories were then used in probing 

questions for further discussion on CSR behaviours in each category. For example, 

respondents were asked questions like “what sort of reporting schemes do you use in 

your organisation?”  
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In terms of CSR issues, economic, environmental and social impacts were used as 

discussion categories. Under each category, a set of themes was identified from 

performance indicators of the Sustainability Reporting Framework (the third 

generation, G3) developed by the Global Reporting Initiative (GRI, 2006). The GRI is 

one of the most prominent current reporting guidelines and provides a rigorous 

coverage of economic, social and environmental issues (Morhardt, Baird, & Freeman, 

2002). When discussing the environmental impacts in the interview, for example, 

“initiatives to mitigate environmental impacts of products and services” and 

“initiatives to reduce greenhouse gas emissions and reductions” were used as the 

themes if interviewees recognised them as an issue in environmental impacts. 

 

3.3.1.3 Data analysis 

Participant responses were recorded and transcribed by the researcher. Content 

analysis and qualitative analysis (that is, categorising and unitising data) techniques 

were employed. Frequencies were calculated first to identify the most commonly 

reported CSR behaviours and issues. The responses on CSR performance (for 

example., green meeting audit, socially responsible programs and environmentally 

responsible policies) and themes relating to business reaction to the economic, 

environmental and social impacts (e.g., locally-based suppliers and procurement 

practices, compliance with environmental laws and host community related 

management) were then used as the initial coding scheme for data analysis. Similar 

responses in each theme were grouped together and labelled. For example, when 

asking about CSR operational programs adopted in the industry, responses such as 

“community support group,” “volunteer day,” and “hospital care program” formed a 

group labelled “voluntary programs.” Other responses like “ethical conduct manual” 

and “guidelines of employee rights” formed another category labelled “organisational 
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responsibility policies.” When interviewees were asked “what type of environmental 

impacts concerned MICE managers the most?”, responses such as “need more energy 

and water” and “a lot of printing” were grouped together and labelled “resource 

usage.”  

 

Two trained researchers coded the data independently. The coding was compared and 

consensus was arrived at after discussion. Through a systematic process of open, axial 

and reflective coding, key features of current CSR adoption and issues in the industry 

were identified. The list of CSR behaviours derived from the expert interviews was 

used as a checklist in the second stage of the elicitation phase, that is, the elicitation 

interviews. The respondents in the elicitation interviews were then asked to elaborate 

on the CSR behaviours they had selected. 

 

3.3.2 Elicitation Interviews 

The second stage, the elicitation interviews, involved a set of open-ended questions 

relating to CSR programs, policies, reporting schemes, attitudes toward CSR 

implementation, social group pressure and control over CSR implementation. These 

questions were derived from literature and were used to elicit the salient beliefs and to 

construct the measures of attitudes, subjective norms and perceived controls for the 

quantitative TpB phase. 

 

3.3.2.1 Sampling and administration procedures 

The target population was MICE practitioners who were responsible for programming, 

conducting and evaluating business events and were aware of the CSR 

implementation in the industry. Similar to the situation in the expert interview stage, 

snowball sampling was adopted due to the difficulty in obtaining a complete list of 
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MICE practitioners who met the criteria for inclusion in the research. The preliminary 

sampling frame consisted of 60 contacts that were identified from the websites of 

international and regional MICE organisations and annual industry events (see Table 

3-1). Managers of marketing, sales, operations and business development were 

included in the sampling frame because they were likely to understand and/or execute 

current business plans, programs and reports. In addition, there have been numerous 

MICE organisations proactively involved in CSR and sustainable initiatives. They 

were identified through their organisations webpages. Most of them had received 

awards for best practice at annual industry events. The individuals in charge of the 

initiation of CSR in these organisations were included in the sampling frame, for 

example, practitioners with titles such as “sustainable service managers” or “social 

and environmental officers.”  

Table 3-1 Sampling Frame of the Elicitation Interviews Stage 

Source of preliminary sampling frame #No. of first 

sampling frame 

#No. of second 

sampling frame 

Green Globe International (EC3 Global) 24 5 

International Association of Congress Centres (AIPC) 31 6 

Meetings & Events Australia (MEA) 5 1 

subtotal 60 12 

The administration procedure was the same as the expert interview stage. In this stage, 

60 prospective interviewees were invited via personalised emails in September 2008. 

In October 2008, the researcher sent an invitation letter to another 12 managers 

nominated by nine respondents who agreed to participate after receiving the follow-up 

invitation in the first sampling round. Three methods of soliciting participation were 

made available to the potential participants because multiple data collection methods 

could help to increase the response rate of the survey (Weidman, 2002). Participants 
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could choose the one that suited them the best and indicated consent either by 

replying to the invitation with a consent form and interview arrangement sheet or by 

answering the open-ended questionnaire online through the embedded hyperlink in 

the invitation letter.  The invitation letter of the elicitation interview included the 

information about the research with a consent form and other relevant documentation 

(see Appendix 4). As with the expert interview stage, the researcher mentioned that 10 

Australian dollars (AUD) would be donated to Greenpeace and World Vision on 

behalf of the participants. In this stage, however, participants could select the way 

they donated: 10 AUD to Greenpeace or 10 AUD to World Vision or five AUD to 

each organisation. 

 

In the interview and the survey, respondents were asked to respond to one close-ended 

question and 13 open-ended questions regarding CSR adoption (that is, managerial 

programs or reporting schemes or policies) in their organisations, attitudes toward 

CSR behaviours (e.g. good or bad, beneficial or harmful), the expectations of the key 

stakeholders about CSR implementation (e.g. shareholders, customers), and perceived 

control over CSR behaviours (e.g. money, resources). Participants were prompted to 

respond to the questions with those thoughts that came immediately to mind because 

the elicitation interviews aimed to elicit the “readily accessible” behavioural outcomes, 

normative referents, and control factors (Ajzen, 2006a, p.4). 

In total, three top managers fully responded to all questions via telephone interviews, 

one via face-to-face interview and nine via web-based survey. In line with 

respondents’ wishes, a total of AUD 50 was donated to Greenpeace and AUD 50 to 

World Vision International on 5th December 2008. In March 2009, the 13 participants 

received a written report from the researcher, which summarised the findings in the 

elicitation interviews. 



 67 

Of the 60 potential respondents, nine replied to the invitation email sent in October 

2008 and agreed to participate in the study. These interviewees were all asked to 

nominate between three to five MICE experts who they thought would be appropriate 

to include in the study. Of the 12 additionally nominated MICE managers contacted in 

November 2008, four consented to participate in the study. The snowballing sampling 

method was stopped when no new themes were derived from the thirteenth interview. 

In total, there were 13 respondents in this stage. The response rate of the first stage in 

the elicitation interviews was 15% (that is, nine out of 60). Because CSR issues just 

received attention from the practitioners at the early stage when the research was 

conducted, potential participants might not feel ready to have deep discussion on the 

topic. Hence, this condition was reflected in the low response rate. The potential 

biases that resulted from the non-response may influence the interpretation of the 

results and limit the generalisability of this research. 

 

3.3.2.2 Instrument 

Following the fundamental definition of the variables in the TpB model (Ajzen, 

2006a), the operational definitions were presented in Table 3-2. These variables and 

operational definitions were used for constructing open-ended questions for the 

elicitation interviews. For example, when discussing the subjective norms relating to 

CSR adoption, two questions were listed to assist discussion, that is, “Are there any 

individuals or groups who would approve of your CSR engagement into your business 

conduct?” and “Are there any individuals or groups who would disapprove of your 

CSR engagement into your business conduct?” 
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Table 3-2 Description of Variables 

Dependent 

Variables 
Operational Definition 

CSR behaviours 

(B) 

Implementing (Action) the following CSR behaviours (Target) 

when managing stakeholder relationships (Context) in the next 12 

months (Time). The CSR behaviours are categorised as follows: 

1. CSR programs (e.g., community involvement programs) 

2. CSR disclosure (e.g., CSR reporting or green reports) 

3. CSR policies (e.g., green policies) 

CSR behavioural 

intentions (BI) 

MICE practitioners’ motivation in the sense of their conscious 

plan to exert effort to implement the CSR behaviours 

Attitude toward CSR 

behaviours (AT) 

MICE practitioners’ overall evaluation of the CSR behaviours 

Subjective Norms (SN) MICE practitioners’ own estimate of the social pressure to 

implement or not implement the CSR behaviours 

Perceived Behavioural 

Control (PBC) 

MICE practitioners’ confidence that they are capable of 

implementing the CSR behaviours 

Behavioural Beliefs 

(ATBB) 

MICE practitioners’ beliefs about consequences of the CSR 

behaviours in instrumental and experiential aspects 

Outcome Evaluations 

(ATOE) 

MICE practitioners’ corresponding positive or negative 

judgements about each consequences of the CSR behaviours 

Normative Beliefs 

(SNNB)  

MICE practitioners’ perceptions of key stakeholders’ preferences 

about whether a MICE practitioner should implement the CSR 

behaviours (injunctive norms) or perceptions about what key 

stakeholders actually do (descriptive norms) 

Motivations to Comply 

(SNMC) 

MICE practitioners’ perceptions of the importance to meet each 

key stakeholders’ expectations regarding CSR implementation 

Control Beliefs (PBCB)  MICE practitioners’ beliefs about the resources and opportunities 

that are necessary to implement the CSR behaviours 

Perceived Power 

(PBPP) 

MICE practitioners’ beliefs about the likelihood that they possess 

the resources and opportunities that are necessary to implement 

the CSR behaviours 

Source: Adapted from Ajzen, 2006a and Francis et al., 2004 

 

There were three aims of this stage of the study. First, to identify the key CSR 

behaviours currently implemented in the industry. Second, to identify the CSR beliefs 
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of MICE managers that would provide the underlying cognitive foundations for 

indirect variables of attitudes (that is, behavioural beliefs and outcome evaluations), 

and subjective norms (that is, normative beliefs and motivations to comply), Third, to 

identify the perceptions of behavioural control (that is, control beliefs and perceived 

power) held by MICE managers. The interview questions were constructed in line 

with the format suggested by Ajzen (2006a). For example, “What do you believe are 

the advantages of engaging CSR into your business conduct?” In the questionnaire 

(see Appendix 4), there were five questions regarding CSR behaviours, and nine 

relating to CSR beliefs. Respondents were first asked to indicate if they were aware of 

any CSR initiatives taking place in the MICE industry and then to identify the type of 

initiatives from the CSR performance list derived from the expert interviews. The 

respondents were then asked to identify any initiatives they had adopted in their 

organisations.  

 

In the section relating to CSR beliefs (that is, behavioural beliefs, normative beliefs 

and control beliefs), three open-ended questions were formulated to elicit information 

about the consequences of implementing CSR behaviours, sources of social pressure 

and types of control over CSR implementation. First, for attitudes toward CSR 

behaviours, respondents were asked about the advantages and disadvantages of 

implementing CSR in their organisations. A question was left open for other reasons 

that would lead to their decisions on implementing or not implementing CSR 

initiatives. Second, with respect to beliefs concerning subjective norms, respondents 

were asked about the referent groups who would support or not support CSR 

implementation. An open-ended question was used to elicit normative pressures that 

would affect CSR decisions or implementation. Finally, for control beliefs, 

respondents were asked about the resources and circumstances that could facilitate or 
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impede CSR adoption. Again, one question asking whether there were any other 

issues that would facilitate their engagement was added to include other types of 

control cognition. 

 

3.3.2.3 Data analysis 

The interviews were transcribed and the answers to open-ended questions were 

analysed using coding and content analysis. A deductively-based analytical procedure 

was adopted for data analysis. The deductive approach utilises the existing theory to 

devise a framework to organise and guide the data analysis (Saunders, Lewis & 

Thornhill, 2007). The analytical framework of coding and content analysis was based 

on the theoretical propositions of the TpB model. For CSR behaviours, “program”, 

“reporting” and “policy” were used to group the CSR adoption reported by the 

participants. “Behavioural outcomes”, “normative referents”, and “control factors” as 

proposed by Ajzen (n.d., p.4) were used to categorise the answers to the nine 

questions about CSR beliefs. Under each category, responses were grouped to extract 

appropriate themes. For example, in the category of normative referents, 

“shareholders” and “board members” were labelled as “shareholder/board.” 

Frequency analysis was performed to identify the most frequently mentioned themes. 

 

Similar to the procedures in the expert interview stage, interviewees’ responses were 

recorded and transcribed. Two trained researchers coded the data independently to 

ensure the validity of analysis. The coding was compared and consensus was arrived 

at after discussion.  

 

The results formed a list of “modal salient beliefs” (Ajzen, 2006a. p.8) which 

reflected the most commonly held beliefs in the research target groups. Modal salient 
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beliefs were converted to direct and indirect variables, that is,, attitude toward CSR 

behaviours (AT), subjective norms (SN), perceived behavioural control (PBC), 

behavioural beliefs (ATBB), outcome evaluations (ATOE), normative beliefs (SNNB), 

motivations to comply (SNMC), control beliefs (PBCB), perceived power (PBPP), for 

the purpose of constructing a standard questionnaire that was then used in the TpB 

phase. 

3.4 TpB Phase 

Following the elicitation phase, a survey approach was adopted so that the research 

hypotheses could be further tested and analysed (research questions 2 to 5). In most 

TpB studies, a closed-ended questionnaire is the most frequently employed strategy 

(Ajzen, 2006a, York et al., 2009). In terms of data collection, this research used 

web-based surveys to collect the data. In this phase, two stages were conducted, 

namely the pilot test and the main survey. 

 

3.4.1 Pilot Test 

A pilot test was undertaken for determining:  

1. the reliability of the construct measurements, 

2. the face and content validity (completeness, clarity and comprehensiveness of 

items) of the questionnaire, and  

3. the appropriateness of data collection methods.  

The sampling procedure and data collection method used in the pilot test were 

identical to those in the main survey stage so that potential problems in the process 

were able to be foreseen and prevented. 
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3.4.1.1 Sampling 

A one-stage cluster sampling process was employed. Cluster sampling is a method for 

sampling from a population in which the smallest units are first grouped into bigger 

units, called clusters, or primary sampling units and then a sampling procedure is 

performed based on these clusters (Hansen, Hurwitz & Madow, 1993). The units 

within each cluster are called the secondary sampling units. There are two types of 

cluster sampling. The first type is simple one-stage sampling, which is to randomly 

choose the required number of clusters and include all the elements in each of the 

selected clusters (Hansen, Hurwitz & Madow, 1993). The second type is simple 

two-stage sampling, which is to randomly sample the primary units first and then to 

randomly sample the secondary units again (Creswell, 2008; Hansen, Hurwitz & 

Madow, 1993). Amongst probability sampling methods, such as simple random 

sampling and stratified sampling, cluster sampling is the most convenient, time-saving 

and the least expensive technique (Gay, Mills & Airasian, 2009).  

 

Cluster sampling is used “when it’s either impossible or impractical to compile an 

exhaustive list of the elements composing the target population” (Babbie, 2004, p. 

208). Seeing the difficulty of identifying a complete list of venue practitioners in the 

Asia-Pacific area, it becomes appealing to collect the data through MICE related 

organisations or associations. As discussed in the elicitation phase, there are numerous 

MICE organisations of which most venue practitioners in the Asia-Pacific region are 

members. The organisations that had open access to their members or expressed 

willingness to provide the access to their members were included as the primary 

sampling units. 
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A list of 32 international MICE organisations was compiled from MICE specialised 

textbooks and the Convention Industry Council (Appendix 5). After seeking access to 

organisation members in October 2008, the available population of the pilot study was 

members of the International Congress and Convention Association (ICCA). The 

ICCA, founded in 1963, has become one of the prominent international organisations 

in the MICE industry and has members in 86 countries around the world (ICCA, 

2011). ICCA functions as an information exchange platform for all its members. The 

network of its members encompasses leading destinations and suppliers in various 

sectors including destination marketing (e.g. convention bureaux), meetings 

management (e.g. PCO’s, destination management companies and association 

management companies), meetings support (e.g. media and information technology 

company), transport (e.g. airline and car-hire companies) and venues (e.g. meeting 

hotels and convention and exhibition centres) (ICCA, 2010). Corresponding to the 

research population, all respondents to the pilot study survey were in the “Venues” 

category of the ICCA membership (formerly known as category F and G) which at the 

time of the survey had 297 venues from 68 different countries (ICCA, 2008). This 

sampling frame ensured that the responses were collected from the selected venues 

and organizations. Using single-stage cluster sampling, the pilot study was 

administered to a total of 297 ICCA venue members.  

 

3.4.1.2 Instrument 

The instrument was a set of closed-end questions using a 7-point Likert scale to 

measure attitudes, subjective norms, perceived control and intentions. A 

multiple-choice format was used to measure CSR behaviours and demographic 

information about respondents and their organisations. There are three parts in the 

questionnaire, namely, CSR initiatives, CSR beliefs and background information. 
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Because this questionnaire was used in the pilot test, evaluation questions were added 

at the end of each part to examine the validity of the questions and the appropriateness 

of the questionnaire format. 

 

Part 1: CSR initiatives 

One yes-or-no question regarding the awareness of current CSR adoptions in 

respondents’ organisations was firstly asked in order to help them get prepared for the 

remainder of the questions. Then a checklist of 30 CSR behaviours was presented in 

accordance with the results from the elicitation phase. Respondents were asked to tick 

the activities that best described the CSR initiatives that were taking place or will take 

place in their organisations. The check list consisted of ten environmental initiatives, 

ten social initiatives, five economic initiatives and five organisational initiatives. The 

complete list is shown in Table 4-10 in chapter four. 

 

The environmental initiatives included encouraging the use of public transportation, 

plans to offset carbon emissions and reducing the use of energy, water, paper and 

plastic products. The social initiatives represented the organisations’ responsible 

strategies for society, such as protecting the local culture and biodiversity, providing 

regular training and education for employees, ensuring the health and safety of 

delegates and employees, and respecting human rights. The economic initiatives were 

in connection with responsible adoptions in financial terms, such as cooperating with 

local suppliers or suppliers who have green policies, maintaining transparent and 

accountable financial records, and giving regularly to charities. The organisational 

initiatives represented the responsible adoptions at the company level, for example, 

improving sustainable management, associating with CSR related non-government 

organisations, and positioning the organisation as a good corporate citizen. 
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Respondents were asked to tick the behaviours they identified as occurring in their 

organisations. The option of “Other CSR related activities” was added for identifying 

the CSR initiatives that were not in the list. A question about the duration of CSR 

involvement was asked to see if CSR issues were given attention by MICE 

practitioners on an ongoing basis. The scale was ordinal and had four points, that is, 

less than 12 months, one to three years, three to six years and more than six years. 

 

For CSR behavioural intentions, three questions were used in compliance with 

Wood’s (1999) Corporate Social Performance Model. In Wood’s (1999, p.708) team 

of “observable outcomes,” the CSR behaviours are divided into three types, namely, 

reports, programs and policies. Indeed, all 30 CSR behaviours can be grouped into the 

three types accordingly. In order to make the length of questionnaire manageable, the 

three CSR behavioural outcomes were used as the variables to measure behavioural 

intentions, instead of 30 intention questions. 

 

Part 2: CSR beliefs 

In line with the results from the elicitation phase and the guideline of constructing 

TpB questionnaires developed by Francis et al. (2004), the direct and indirect 

variables used to measure CSR beliefs were described as follows. 

 

Direct variables: Attitudes toward CSR behaviours (AT) 

AT refers to the degree to which MICE practitioners have a favourable or 

unfavourable evaluation of CSR implementations, which were recognised as reporting 

schemes, programs and policies in this research. The overall evaluation of AT often 

contains two separable components (Ajzen, 2006a; Francis et al., 2004). One 

component was instrumental in nature and represented by bipolar adjectives of 
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wrong—right and harmful—beneficial. The other component had a more experiential 

quality and was reflected in a difficult—easy scale. The good—bad scale was 

included to reveal the overall evaluation. These semantic differential items were 

measured in 7 points where ‘1’ stood for the negative emotion and ‘7’ stood for the 

positive emotion. For example, “Overall I think implementing CSR programs or 

reporting in my organisation is difficult or easy?” Since there were three types of CSR 

implementations, twelve questions were used to measure AT. 

 

Direct variables: Subjective Norms (SN) 

SN refers to MICE practitioners’ own estimate of general social pressure to 

implement or not to implement the CSR initiatives. In accordance with the question 

formulating suggested by Francis et al. (2004), respondents were asked to report if 

they agree with three statements about perceived general expectations. They were 

“these days there seems to be a general expectation that I will implement CSR 

initiatives in the organisation,” “most people who are important to my organisation 

support my decisions to implement CSR initiatives,” and “the people in the 

organisation whose opinions I value approve of my decisions to implement CSR 

initiatives.” These statements were measured in 7-point Likert scales ranging from 1 

(strongly disagree) to 7 (strongly agree). 

 

Direct variables: Perceived behavioural control (PBC) 

PBC refers to MICE practitioners’ confidence level of their capability of 

implementing CSR initiatives. According to the question formulating suggested by 

Francis et al. (2004), respondents were asked to report if they agree with the four 

statements regarding their control over CSR implementation and decision. They were 

“whether I decide to implement CSR initiatives in the organisation is entirely up to 
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me,” “if I wanted to I could decide to implement CSR initiatives,” “ I believe I have 

complete control in implementing CSR initiatives,” and “I am capable of 

implementing CSR initiatives.” These statements were measured in 7-point Likert 

scales ranging from 1 (strongly disagree) to 7 (strongly agree). 

 

Indirect Variables: Behavioural Beliefs (ATBB) and Outcome Evaluations (ATOE) 

ATBB refers to MICE practitioners’ beliefs about the consequences (advantages or 

disadvantages) of implementing CSR initiatives, while ATOE is MICE practitioners’ 

corresponding positive or negative judgements about each consequence. Based on the 

results of the elicitation phase, seven advantages of CSR adoptions were used to 

construct questions for these two variables. The consequences of implementing CSR 

included: 

1. being profitable in the long run, 

2. improving the reputation and image of the organisation, 

3. allocating resources to environmental and social issues related to the operation of 

the organisation, 

4. increasing the competitiveness of the organisation, 

5. improving the quality of life of the local community, 

6. saving money, and 

7. minimising the negative impacts resulting from the operation of the organisation. 

 

Taking the first advantage as the example, the statement for measuring ATBB was that 

“implementing CSR initiatives can be profitable in the long run.” Correspondingly, 

the ATOB statement was “being profitable in the long run is important to my 

organisation.” Using 7-point Likert scales, respondents were asked to report if they 

agree with the fourteen statements. 
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Indirect Variables: Normative Beliefs (SNNB) and Motivations to Comply (SNMC) 

SNNB refers to MICE practitioners’ perceptions of key stakeholders’ preferences 

about whether a MICE practitioner should implement the CSR behaviours (injunctive 

norms) or perceptions about what key stakeholders actually do (descriptive norms). 

SNMC refers to MICE practitioners’ perceived importance of meeting each key 

stakeholders’ expectations. Based on the results of the elicitation phase, six key 

stakeholders were used to construct questions for these two variables. The source of 

social pressure included: 

1. clients and host organisations, 

2. delegates and visitors, 

3. shareholders and the board,  

4. competitors, 

5. governmental tourism agencies, and 

6. the local community. 

 

Taking the first stakeholder as the example, the statement for measuring SNNB was 

that “When it comes to making decisions on implementing CSR initiatives, I always 

do what clients/host organisations think I should do.” Accordingly, the SNMC 

statement was a sentence like “doing what clients/host organisations want me to do is 

important to me.” Ajzen (2006a) contended that statements of an injunctive quality 

had low variability because there was a tendency that important others were generally 

perceived to approve of desirable behaviours. He then suggested including descriptive 

statements, such as whether significant others themselves perform the behaviours or 

not. Hence, a statement of descriptive norm was formulated for the stakeholder group 

of “competitors.” The statement for measuring SNNB was “when it comes to making 

decisions on CSR initiatives, I do at least what my organisation’s competitors or other 
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venues do.” The SNMC statement was “Most competitors of my organisation or other 

venues have implemented CSR initiatives.” Using 7-point Likert scales, respondents 

were asked to report if they agreed with the twelve statements. 

 

Indirect Variables: Control Beliefs (PBCB) and Perceived Power (PBPP)  

PBCB refers to MICE practitioners’ beliefs about the resources and opportunities that 

are necessary to implement CSR initiatives. PBPP refers to MICE practitioners’ 

beliefs about the likelihood that they possess the necessary resources and 

opportunities. Based on the results of the elicitation phase, five resources and 

opportunities were used to construct questions for these two variables. The significant 

resources included: 

1. funding or money, 

2. knowledge and information, 

3. number of staff, 

4. equipment and technology, and 

5. clear missions and visions. 

 

Taking the first resource as the example, the statement for measuring PBCB was that 

“to implement CSR initiatives in the organisation needs additional money.” 

Accordingly, the PBPP statement was that “I have sufficient funding to implement 

CSR initiatives.” Using 7-point Likert scales, respondents were asked to report if they 

agreed with the ten statements. 

 

Part 3: Background information 

The background information was divided into two levels, namely, personal and 

organisational. For personal information, respondents were asked about their gender, 
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education level, years of work experiences and current positions. For organizational 

information, respondents were asked to report the country in which they were based, 

main business type, ownership, and the number of employees in their organisation. 

They were also asked if their organisations had specific individuals or groups that 

were responsible for implementing CSR initiatives. In addition, Ullmann (1985) and 

Cordano & Frieze (2000) highlighted the role of past economic performance in the 

decision making process that precedes and can predict behavioural intentions in 

relation to CSR. Therefore, three statements with 7-point Likert scale ranging from 1 

(extremely poor) to 7 (extremely excellent) were used to measure the past 

performance (economic, social and environmental) of respondents’ organisations for 

the 12 months prior to the survey. 

 

In order to ensure the face and content validity of the questionnaire, a set of overall 

evaluation questions were used to check the wording and understanding of questions 

in each section. At the end of each part, respondents were asked if the questions were 

easy to answer, if there were annoying features of wording or formatting and if there 

were too many questions. They were also asked to identify the questions that need to 

be revised and how. For part one, respondents were asked to specify if there were any 

items in the 30 CSR initiatives that should be reworded or deleted or added. For part 

two, they were asked to specify the factors that would influence their decisions on 

implementing CSR initiatives that they thought should be added. Example questions 

are presented in Table 3-3. 
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Table 3-3. Example Questions of Question Evaluation 

Question Evaluation for “Part 1. CSR Initiatives”: 

1E1. Do you feel the above questions are easy to answer? □ Yes □ No 

1E2. Are there any annoying features of the wording or formatting? 

□ Yes. Please specify:                                         □ No 

1E3. Are there too many questions to you? □ Yes □ No 

1E4. Which question(s) need(s) to be revised or deleted? 

□Q1 □Q2 □Q3 □Q4 □Q5 □Q6 □ None (Go to 1E6) 

1E5. Could you specify how to revise? _______________________________ 

1E6. Are there any items listed in Q2 (CSR checklist) should be deleted or reworded?  

□ Yes. Please specify:                                         □ No 

1E7. What other items should be added in Q2 (CSR checklist)?  

_______________________________________________________________ 

Question Evaluation for “Part 2. CSR Beliefs”: 

2E5. Could you specify how to revise? _________________________ 

2E6. What other factor(s) that would influence your decisions on implementing CSR 

initiatives that need(s) to be added in this page?                             

 

3.4.1.3 Administration procedures 

A web-based questionnaire was employed for four reasons. First, communication via 

the internet is immediate regardless of distance. Electronic communication is 

prevalent these days, particularly for people working in the MICE industry. The 

markets of the MICE industry are global customers. They need efficient and effective 

channels to speed up their communication. This trend implies the high possibilities 

that the research sample frequently use email and the Internet. Second, Lee and Choi 

(2009) suggested that using web-based surveys has advantages over mail-based 

surveys because of cost savings and the rapid distribution and response cycle. Third, 

with the assistance of a survey design program, the missing responses and multiple 

submissions can be detected (Lee & Choi, 2009; Parminter, 2009). The survey 

responses can also be transferred into a database automatically. Therefore, compared 

to mail surveys and structured interviews via telephone, web-based surveys are more 



 82 

cost effective and time efficient for participants and researchers and reduce error. 

Fourth, as this research focuses on the discussion of the adoption of environmental, 

social and economically responsible initiatives in the industry, reducing paper usage 

by use of a web-based survey was deemed to be appropriate. 

 

Prospective respondents, that is, 297 ICCA venue members, were invited to 

participate in the web-based survey in October, 2008. The option of a telephone 

interview was also made available as a way to encourage participation. In the 

invitation letter, an information sheet explained the research purpose, sample selection 

criteria, participation procedures, contributions of this research, process of providing 

feedback to respondents, ethics information, consent form and interview arrangement 

sheet (see Appendix 6). With the assistance of survey programming, respondents had 

to answer all close-ended questions so that they could proceed to the next page. 

Similar to the elicitation phase, the researcher stated at the end of the invitation email 

that two Australian dollars (AUD) would be donated to Greenpeace and World Vision 

(one AUD to each organisation) on behalf of the respondents. In total, there were 31 

fully completed responses. The response rate was 10.4%.The donation of AUD 31 to 

Greenpeace and AUD 31 to World Vision were made on behalf of the participants on 

5th December 2008. In March 2009, a written report was sent to all respondents.  

 

3.4.1.4 Data analysis 

To fulfil the aims of the pilot test, two analytical techniques were used: 

1. For reliability of the construct measurements: Cronbach’s alpha was used as a 

measure of internal consistency. 

2. For content validity: descriptive statistics and frequency distributions were used to 

reveal the completeness, clarity and comprehensiveness of the questions. 
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Before the analysis was performed, data screening and checking were conducted to 

ensure that no errors in data entry had occurred. This was done by detecting any out of 

range values using the descriptive and frequencies commands with SPSS version 19 

statistical software. 

 

Reliability 

The reliability of a scale indicates how free it is from random error. One of the 

frequently used indicators of a scale’s reliability is internal consistency (Pallant, 2007). 

Cronbach’s coefficient alpha is the most commonly used statistic to examine the 

degree to which the items in each variable are measuring the same underlying 

attribute (Francis et al., 2004). Pallant (2007) suggested a minimum level of 

Cronbach’s alpha value is .70. However, Hair et al. (2010) contended that the value 

should be over .60 in exploratory studies. Analysis of the 58 scale items in the 

instrument resulted in a Cronbach alpha value of .91 for the total items, which 

exceeded the minimum level of .70. Table 3-4, shows the reliability statistics for each 

indicator ranged from .63 (Behavioural Intention, BI) to .93 (Subjective Norms, SN). 

The result of BI reliability analysis revealed that the Cronbach alpha value could have 

increased to .73 if the “CSR programs” item was deleted. However, the option was 

not adopted because the item was developed under the theoretical basis and had an 

exploratory quality. Hence, all items were retained. The overall reliability analysis 

implied that each variable in the model reached sufficient internal consistency. 

Table 3-4. Reliability in the Pilot Test Instrument 

Indicator description Variables Variable description 
Cronbach’s 

alpha 

Behavioural Intention (BI) to 

implement any CSR behaviours in 

the next 12 months 

CSR_BIpr Program 

.63 CSR_BIrp Reporting scheme 

CSR_BIpl Policies 
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Indicator description Variables Variable description 
Cronbach’s 

alpha 

Positive or negative Attitude 

Toward CSR behaviours (AT) 

ATdpr_GB Programs Bad or Good 

.84 

ATdpr_DE Programs Difficult or Easy 

ATdpr_WR Programs Wrong or Right 

ATdpr_HB Programs Harmful or 

Beneficial 

ATdrd_GB Reports Bad or Good 

ATdrd_DE Reports Difficult or Easy 

ATdrd_WR Reports Wrong or Right 

ATdrd_HB Reports Harmful or Beneficial 

ATdpy_GB Policies Bad or Good 

ATdpy_DE Policies Difficult or Easy 

ATdpy_WR Policies Wrong or Right 

ATdpy_HB Policies Harmful or Beneficial 

Subjective Norms (SN) of CSR 

behaviours 

SNd_gen General expectation 

.93 
SNd_org Most people in organisations 

SNd_oval Significant others in 

organisations 

Perceived Behavioural Control 

(PBC) over CSR decisions 

PBCd_up2m Up to me 

.80 
PBCd_ican If I want I can 

PBCd_cctl Have complete control 

PBCd_capa Capable of 

Behavioural Beliefs (ATBB) of 

CSR behaviours 

ATBB_prof Can be profitable 

.70 

ATBB_imag Can improve reputation and 

image 

ATBB_alre Can allocate resources 

properly 

ATBB_cope Can increase the 

competitiveness 

ATBB_lcom Can improve the quality of life 

ATBB_sfmy Can save money 

ATBB_mimp Can minimise the negative 

impacts 
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Indicator description Variables Variable description 
Cronbach’s 

alpha 

Outcome Evaluations (ATOE) 

about CSR behaviours 

ATOE_prof Being profitable 

.83 

ATOE_imag Improving reputation and 

image 

ATOE_alre Allocating resources properly 

ATOE_cope Increasing the competitiveness 

ATOE_lcom Improving the quality of life 

ATOE_sfmy Saving money 

ATOE_mimp Minimising the negative 

impacts 

Normative Beliefs (SNNB) of 

CSR behaviours 

SNNB_clie Clients support 

.79 

SNNB_devi Delegate and visitors support 

SNNB_boar The boards support 

SNNB_comp Competitors do 

SNNB_porg Governmental agencies 

support 

SNNB_locm Local community support 

Motivations to Comply (SNMC) 

about CSR behaviours 

SNMC_clie Clients 

.72 

SNMC_devi Delegate and visitors 

SNMC_boar The boards 

SNMC_comp Competitors 

SNMC_porg Governmental agencies 

SNMC_locm Local community 

Control Beliefs (PBCB) of CSR 

behaviours 

PBCB_mony Sufficient money 

.75 

PBCB_staf Appropriate skills and 

knowledge 

PBCB_staf Sufficient number of staff 

PBCB_eqtn Equipment and technology 

PBCB_miss Organisational mission 

Perceived Power (PBPP) about 

CSR behaviours 

PBPP_mony Have sufficient money 

.72 

PBPP_knif Have skills and knowledge 

PBPP_staf Have sufficient number of staff 

PBPP_eqtn Have equipment and 

technology 

PBPP_miss Have organisational mission 
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Face and content validity 

Face validity indicates the appropriateness of indicators that can measure the 

constructs based on the judgement of the social community (Newman, 2006). Content 

validity refers to the adequacy and representativeness of the indicators to the domain 

of the conceptual definition of constructs (Pallant, 2007). In terms of face validity, the 

results of question evaluation from the pilot test (see table 3-5) revealed that the 

majority of respondents felt that part one and three were easy to answer, had no 

annoying wording or formatting, and did not have too many questions. For part two, 

slightly more than half (51.6%) of the respondents reported there were too many 

questions and the questions were not easy to answer. Although there were not any 

indications of which questions should be excluded, the format and length of sentences 

were amended by the researcher to make the questionnaire shorter and easier to follow. 

As to the content validity, respondents did not report any new items that needed to be 

included in the three parts. This implied that the important items were covered in the 

questionnaire. 

Table 3-5. Overall Evaluation of the Questions 

Questionnaire section Questions Answer 
Frequency 

(N) 

Percentage 

(%) 

Part 1. CSR initiatives Easy to answer YES 17 54.8 

Annoying wording/formatting NO 20 64.5 

Too many questions NO 19 61.3 

Need to be revised or deleted NO 16 51.6 

Need to add CSR checklist NO 26 83.9 

Part 2. CSR beliefs Easy to answer NO 16 51.6 

Annoying wording/formatting NO 20 64.5 

Too many questions YES 16 51.6 

Need to be revised or deleted NO 18 58.1 

Need to add other factors NO 26 83.9 

Part 3. Personal 

background 

Easy to answer YES 31 100 

Annoying wording/formatting NO 25 80.6 

Too many questions NO 27 87.1 

Need to be revised or deleted NO 31 100 
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According to the results of the pilot test, the reliability (internal consistency) and 

validity (face and content validity) of the questionnaire achieved the acceptable level 

after modification. The sampling and data collection procedure was appropriate 

despite a relatively low response rate (10.4%) and this was anticipated in the main 

survey.  

 

3.4.2 Main Survey 

The purpose of the main survey was to test the TpB model and identify the factors 

that facilitated or impeded MICE practitioners’ engagement in CSR behaviours. The 

following sections describe the sampling procedure, instrument used, administration 

and data analysis processes. 

 

3.4.2.1 Sampling 

Similar to the procedure used in the pilot test, one-stage cluster sampling was adopted. 

The list of 50 international MICE organisations were used for randomly selecting the 

primary units. After seeking access to organisation members in October 2008, the 

available primary units were members of Venue Managers Association Asia & Pacific 

(VMA), exhibitors of the ITB Asia (Singapore, 2008), and exhibitors of Asia-Pacific 

Incentives & Meetings Expo (AIME, Melbourne 2009). 

 

The VMA is one of the largest public venue management associations in the 

Asia-Pacific region. The executive officer of the VMA expressed strong interest in 

this research and was willing to facilitate access to members of the organisation. The 

board of the VMA also showed support for the study. Incorporated in 1992 and 

affiliated with the International Association of Assembly Managers (IAAM) in 2007, 

the VMA currently has around 640 members, representing over 300 organisations 
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throughout Australia, New Zealand and South East Asia. Members of the VMA 

include managers and senior executives from auditorium, arenas, convention centres, 

exhibition halls, stadiums, performing arts theatres, and other public assembly 

facilities. According to the information from the executive officer of the VMA, 513 

venue practitioners who were listed in their membership pool were included in the 

sampling frame. 

 

The ITB Asia is an annual business-to-business trade show and convention organised 

by Messe Berline (Singapore) Pte Ltd in conjunction with the Singapore Exhibition 

and Convention Bureau. Messe Berline has organised one of the largest travel trade 

shows for the global tourism industry, the ITB Berline (the International Tourism 

Bourse Berline), for 45 years in Germany (ITB, 2008). The success brought the ITB 

team to Asia. The ITB Asia took place for the first time in Singapore on 22-24 

October 2008. It has become one of the premier meeting events for the Asia Pacific 

travel industry. There were 6,208 delegates, 812 international buyers from the MICE 

and corporate travel markets, and 651 exhibiting companies. Small and medium-sized 

enterprises from 58 countries joined the three-day event (ITB, 2008). The exhibitors 

were from the sectors of airlines and airports, hotels & resorts, theme parks & 

attractions, inbound tour operators, inbound destination marketing companies (DMCs), 

cruise lines, spas, venues, other meeting facilities and travel technology companies. 

After seeking the assistance from the ITB team, 651 exhibitors were included in the 

sampling frame. 

 

Asia-Pacific Incentives & Meetings Expo (AIME) is an annual event for MICE 

professionals and practitioners in the Asia-Pacific region. It showcases the Australian, 

Asia-Pacific and international destinations, products and services. AIME is a platform 
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for MICE suppliers and consumers to interact and exchange information. It also 

provides educational sessions and business meetings for exhibitors, buyers and trade 

visitors. The 2009 AIME (17 to 18 FEB) generated 868 exhibitors from 50 countries, 

467 hosted buyers and 3,584 trade visitors in the two-day event (AIME, 2010). The 

exhibiting companies ranged from conference and exhibition venues, hotels and 

resorts, airlines, convention centres, meeting and conference planners, destination 

management companies, convention and visitor bureaux, incentive destinations, 

technology and services providers in the MICE industry. After obtaining the 

assistance from the AIME marketing coordinator, there were 743 exhibitors included 

in the sampling frame. 

 

3.4.2.2 Instrument 

The structure of the questionnaire was identical to the questionnaire used in the pilot 

test. The results of the pilot test with 31 MICE practitioners revealed the instrument 

had an adequate level of reliability and question clarity. There were three main parts 

in the questionnaire (See Appendix 7). Part one, consisted of one yes or no question, a 

checklist of 30 CSR initiatives, the duration of CSR implementation and three 

questions regarding intentions to implement CSR initiatives. Part two, included 55 

statements relating to attitudes toward implementing CSR initiatives (26 statements), 

subjective norms (15 statements) and perceived control over the CSR implementation 

(14 statements) measured on a 7 point Likert scale (1= strongly disagree; 7= strongly 

agree). As mentioned previously, although the context of the questions stayed the 

same, some wording and formatting was changed in line with the results from the 

pilot test (e.g. using gerunds instead of infinites, and using smaller font size). For 

instance, “implementing” CSR initiatives can be profitable in the long run was used 

instead of “to implement” CSR initiatives can be profitable in the long run. Part three, 
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focused on background information of respondents and their organisations and was 

made up of nine nominal-level questions with one ratio-level question (e.g., years of 

working in the industry).  In addition, three 7 point-Likert scale statements were used 

to measure respondents’ perceptions of the past economic, social and environmental 

performance of their organisations (1= extremely poor; 7= extremely excellent). 

 

3.4.2.3 Administration procedures 

Despite the advantages of using web-based surveys discussed in the pilot test, 

researchers have reported that web-based surveys can result in lower levels of 

participation and a higher non-response rate than mail surveys (Parminter, 2009). The 

low response rate was evident in the pilot test. According to Parminter, one of the 

reasons for this is information overload on the computer. For example, people could 

ignore the web-based survey if they have more important things to do, such as looking 

into website information, reading email messages, making replies via emails or 

chatting on-line. In order to increase the response rate, Parminter suggested using 

personalised email invitation letters, follow-up reminders and simple survey formats.  

 

For the survey of the members of ITB Asia, the product manager of ITB team, who 

was responsible for all surveys at the event, agreed to send out the invitation with the 

exhibitor and trade visitor newsletter on 8th October, 2008. The standard invitation 

with information sheet was sent during the event (22 to 24, October) and a reminder 

was sent on 1st November. Paper version questionnaires were also prepared upon 

request. Although incentives of donations to Greenpeace and World Vision were 

offered, only three partially completed questionnaires were received. Hence no 

complete responses were collected from the ITB Asia survey. 
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On 17th October, 2008, the VMA executive officer agreed to distribute the survey to 

the 513 members. The format of the questionnaire was examined first by the VMA 

executive officer. He suggested the questionnaire might be too long to complete fully. 

Hence, four incentives were provided for increasing the response rate. The prizes 

included one free registration at the 2009 VMA Annual Congress & Trade Show 

(Gold Coast, May 17-20), one AUD 100 Coles group & Myer gift card, and two AUD 

50 Coles group & Myer gift cards. The personalised invitation letter with information 

sheet was sent and two follow-up reminders were emailed on 14th November and 1st 

December. On 12th December, there were 69 fully completed responses and four prize 

winners were randomly drawn. In March 2009, a written report was sent to all 

respondents by the VMA executive officer. The response rate was 13.5%. 

 

For the AIME survey, the marketing manager of the AIME assisted in distributing the 

survey after the event. The standard invitation with information sheet was sent on 6th 

April and three follow-up reminders were sent on 20th, 28th April and 11th May, 2009. 

There were 84 fully completed responses received by 25th May. In acknowledgment 

of their voluntary participation, the researcher made donations of AUD 38 to 

Greenpeace, AUD 58 to World Vision, and AUD 72 to World Wide Fund on behalf of 

the 84 respondents on 18th September 2009. A written report was sent to all 

respondents on 30th September 2009. The response rate was 11.3%. 

 

Overall, the sample size for the main survey was 153 and the response rate was 12.2% 

(see Table 3-6). According to Hair et al. (2010), the sample size directly affects the 

statistical power and the generalisability of the result. In most TpB studies, a moderate 

effect size (that is, multiple R of about .30) is generally anticipated and the rule of 

thumb is that a sample size of 80 would be acceptable (Francis et al., 2004). However, 
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Tabachnik and Fidell (2007, p.123) proposed a simple equation to calculate the 

minimum sample size for testing individual predictors at medium effect size: “N ≥ 

104 + m (that is, the number of independent variables; the maximum was three for 

each regression performance in this research).” The calculation lead to the 

determination that a minimum sample size of 107 (104 + 3) was needed instead of 80 

as suggested by Francis et al. (2004). As to the generalisability of the results, the ratio 

of observation to independent variables (case-to-IV) was suggested to be “40 to 1” for 

statistical regression (Tabachnik & Fidell 2007, p.123). For this research, the sample 

size was 153 and the case-to-IV ratio was 51 to 1 (153:3), which complied with the 

requirements for multiple regression analysis. 

Table 3-6. Response Rate of the Main Survey 

Sample 
Sampling 

frame 
Response 

Response 

rate 

Venue Management Association, Asia and 

Pacific (VMA) 
513 69 13.5% 

Asia-Pacific Incentives & Meetings Expo 

(AIME) 
743 84 11.3% 

Subtotal 1,256 153 12.2% 

 

3.4.2.4 Data analysis 

Raw data from 153 valid questionnaires were entered into the SPSS Version 21 

statistical package. Data were coded in accordance with their measurement level, that 

is, nominal and ordinal. Data analysis procedures including combining data, validity 

and reliability tests, and data screening were conducted first. Then descriptive 

statistics, correlation co-efficients, single and multiple regression, logistic regression, 

t-test, and Mann-Whitney test were undertaken to address the corresponding research 

questions.  
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Data combining 

In order to confirm that samples from two clusters have similar composition, the 

demographic data from the 69 VMA members and the 84 AIME exhibitors were first 

compared in cross-tabulations and chi-square tests. The examination was performed at 

personal and organisational levels. In the personal variables, the position and 

educational levels of the two samples showed no significance difference based on the 

results of test of homogeneity proportions (see in Table 3-7).  

Table 3-7. Chi-square Test of Personal Variables 

Variable Category 
AIME 

(Count) 

VMA 

(Count) 
Sub-total 

Pearson 

Chi-Square 

(χ2) 

Position level CEO/General Manager 19 13 32 5.31, p=.26 

Executive Assistant Manager 2 3 5 

Top/Middle Manager 44 43 87 

Entry Manager 9 8 17 

General staff 10 2 12 

Total 84 69 153 

Education level Postgraduate degree 39 26 65 1.25, p=.54 

Undergraduate degree 19 17 36 

Diploma/Vocational training 

and others 

26 26 52 

Total 84 69 153 

 

Similar findings were evident in the organisational variables. In terms of employee 

number and business type, the proportions of each sample were not significantly 

different (see in Table 3-8). These results suggested the sampled organisations from 

the two clusters were similar in size and business type. In terms of CSR related 

attributes, the p values of the Chi-square test were larger than the critical value of 0.05; 

hence the null hypothesis cannot be rejected. The proportions of organisations that 

had, or did not have, CSR departments and the duration of implementing CSR 
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initiatives were also similar across both the AIME and VMA samples. Therefore, the 

similarity at personal and organisational levels suggested the two data sets were 

relatively homogeneous in this regard and that is was worthwhile to combine the 

samples for further analysis. 

 

Table 3-8. Chi-square Test of Organisational Variables 

Variable Category 
AIME 

(Count) 

VMA 

(Count) 
Sub-total 

Pearson 

Chi-Square 

(χ2) 

Number of 

employee 

Less than 50 26 16 42 2.38, 

p=.67 > .05 50~200 28 25 53 

201~350 11 13 24 

351~500 4 5 9 

More than 500 15 10 25 

Total 84 69 153 

Business typea 

Meeting 34 31 65 2.02, 

p=.36 > .05 Convention 42 36 78 

Exhibition 24 33 57 

Total 100. 100 200 

CSR department or 

group 

Yes 47 31 78 1.84b, 

p=.18 > .05 No 37 38 75 

Total 84 69 153 

Duration of CSR 

implementation 

< 12 months 10 7 17 6.03, 

p=.20 > .05 3 to 6 years 27 21 48 

1 to 3 years 19 12 31 

> 6 years 25 19 44 

NA 3 10 13 

Total 84 69 153 

a. calculated in percentage with multiple response question 
 

b. df=1, 0 cells (.0%) have expected count less than 5.  
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Validity 

In order to ensure each variable measures the construct it is intended to measure in 

line with the Theory of Planned Behaviour, three factor analyses using principal 

component extraction with a fixed number of factors (a priori criterion) and varimax 

rotation method were employed. Based on the survey, nine indicators served as 

independent variables in the model. To validate the grouping of each indicator and 

simplify the analysis, three factor analyses were performed with three indicators each 

time. First, 19 variables in three antecedent and direct indicators (that is, AT, SN, PBC) 

were analysed. Because they were independent variables to BI (intention to behave), it 

suggested the AT (attitude toward CSR adoption), SN (subjective norms) and PBC 

(perceived behavioural control) were conceptually discriminant and the variables were 

combined into a single indicator. Second, 18 variables in three belief indicators (that is, 

ATBB, SNNB, PBCB) were analysed. Similarly, the three indirect indicators were 

supposed to be unrelated with each other and variables within each indicator were 

related so these variables were combined in to a single indicator. The third group 

included 18 variables corresponding to 18 belief variables in three value indicators 

(that is, ATOE, SNMC, PBPP) and were also combined into a single factor for 

analysis. If any variables were omitted in the second factor analysis, they were not 

included in the third analysis. 

 

The Bartlett’s test of sphericity and Kaiser-Meyer-Olkin measure of sampling 

adequacy (MSA) were first checked for the appropriateness of factor analysis (Hair et 

al., 2010). The tests of sphericity in the three factor analyses revealed there were 

significant correlations amongst at least some of the variables (p< 0.000). All values 

of the overall MSA were above .8, which indicates the degree of inter-correlations 

among the variables were meritorious. The individual MSA values of each variable 
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were examined using the anti-image correlation metrics. All MSA values were above 

0.05, hence no variables were omitted at this stage.  

 

Three variables were omitted from the first factor analysis because they presented as 

an individual component and failed to fall in the component they theoretically should 

be, that is, Reports difficult or easy (ATdrd_DE), Policies difficult or easy 

(ATdpy_DE) and Programs difficult or easy (ATdpr_DE). For the second factor 

analysis, two variables were omitted from the analysis because their values of 

communality were extremely low, that is, Can allocate resources properly (ATBB_alre, 

communality exaction= 0.10) and Competitors do (SNNB_comp, communality 

exaction= 0.24). Low communality suggests a large portion of the variance in a 

variable was not accounted for by the factor solutions (Hair et al., 2010). For 

accommodating the pair comparison and aggregate analysis based on the theory, the 

corresponding variables to these two omitted variables were excluded in the third 

factor analysis, that is, Allocating resources properly (ATOE_alre) and Competitors 

(SNMC_comp).  

 

The final results of the factor analysis were presented in Table 3-9. The percentage of 

total variance explained in each factor analysis exceeded 50 (70.2%, 57.8%, 57.8%, 

respectively). The factor loading of each variable was above 0.5 and no cross-loading 

was present.  This suggested the factor solutions accounted for more than 25 percent 

of the variance of a variable. The results showed the convergence of variables in one 

indicator (that is, factor loading greater than 0.5) and the discrimination amongst 

indicators in all three factor analyses (that is, no cross loading). The bivariate 

correlations between variables and indicators (or constructs) were used to further 

establish the construct validity (see in Appendix 9).
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Table 3-9. Factor Analysis: Rotated Component Matrix 

Variables 
Component 

AT PBC SN Communalities 

Policies Harmful or Beneficial .86     .77 

Reports Harmful or Beneficial .81     .67 

Programs Harmful or Beneficial .80     .67 

Policies Wrong or Right .79     .66 

Policies Bad or Good .77     .66 

Reports Wrong or Right .77     .63 

Reports Bad or Good .76     .62 

Programs Wrong or Right .76     .64 

Programs Bad or Good .59     .51 

Have complete control   .92   .86 

Up to me   .90   .82 

If I want I can   .84   .74 

Capable of   .51   .55 

Most people in organisations     .82 .79 

Significant others     .81 .74 

General expectation     .80 .67 

        Total 

Sums of Squares (eigenvalue) 5.56 2.55 2.43 10.54 

% of Variance 37.08 17.01 16.18 70.27 

1.Kaiser-Meyer-Olkin Measure of Sampling Adequacy: .81 

2. Bartlett's Test of Sphericity: 1787.87, p= .000 

3. Principal Component Analysis: Varimax with Kaiser Normalization. 

4. Rotation converged in 5 iterations. 

5. Factor loadings less than .50 have not been shown. 
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Variables 
Component 

ATBB SNNB PBCB Communalities 

Can be profitable .80     .66 

Can increase the competitiveness .80     .64 

Can save money .74     .59 

Can improve reputation and image .70     .64 

Can improve the quality of life .65     .54 

Can minimise the negative impacts .64     .54 

Clients support   .87  .75 

Delegate and visitors support   .83  .71 

Local community support   .68  .51 

The boards support   .56  .39 

Governmental agencies support   .54  .32 

Sufficient number of staff    .77 .63 

Appropriate skills and knowledge    .75 .59 

Organisational mission    .74 .66 

Equipment and technology    .72 .55 

Sufficient money    .68 .51 

     Total 

Sums of Squares (eigenvalue) 3.43 3.11 2.72 9.25 

% of Variance 21.44 19.42 16.98 57.84 

1.Kaiser-Meyer-Olkin Measure of Sampling Adequacy: .79 

2. Bartlett's Test of Sphericity: 1021.77, p= .000 

3. Principal Component Analysis: Varimax with Kaiser Normalization. 

4. Rotation converged in 5 iterations. 

5. Factor loadings less than .50 have not been shown. 
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Variables 

 

Component 

ATOE SNMC PBPP Communalities 

Saving money .78     .65 

Improving reputation and image .76     .61 

Minimising the negative impacts .71     .60 

Increasing the competitiveness .69     .56 

Being profitable .67     .46 

Improving the quality of life .58     .42 

Delegate and visitors   .81   .68 

Clients   .78   .63 

Local community   .76   .63 

The boards   .74   .59 

Governmental agencies   .73   .56 

Have equipment and technology     .80 .67 

Have sufficient number of staff     .79 .69 

Have sufficient money     .71 .54 

Have skills and knowledge     .69 .50 

Have organisational mission     .65 .46 

        Total 

Sums of Squares (eigenvalue) 3.20 3.15 2.89 9.24 

% of Variance 19.97 19.68 18.08 57.73 

1.Kaiser-Meyer-Olkin Measure of Sampling Adequacy: .83 

2. Bartlett's Test of Sphericity: 930.46, p= .000 

3. Principal Component Analysis: Varimax with Kaiser Normalization. 

4. Rotation converged in 5 iterations. 

5. Factor loadings less than .50 have not been shown. 
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Construct Validity 

In addition to the three factor analyses, the construct validity, that is, convergent and 

discriminant validity, of each indicator (or construct) was also examined by observing 

Pearson correlation coefficients of the variables within and between the constructs 

(Chen & Wong, 2011; King & Grace, 2010). According to Hair et al (2010), 

convergent validity means the variables (or items) in one theoretical construct should 

be related to each other or share a high proportion of variance in common. 

Discriminant validity means the variables in a theoretical construct should not be 

highly related with variables of other constructs that are not theoretically related.  

 

To address convergent validity, two types of bivariate correlations were used. One is 

to test the relationships between the mean of the variables under one construct and 

each variable in the corresponding construct. The other is the intercorrelations 

between variables within the construct. High correlations indicate the convergence of 

theoretically similar variables (Trochim, October, 2006). These correltations are 

presented in Appendix 8. There are four tables illustrating the convergent and 

discriminant validity. There were nine indicators (or constructs) that needed testing 

for construct validity. In line with the grouping in the factor analyses, bivariate 

correlations were also performed in three groups. In each group, there were three 

constructs which were related but theoretically distinct. The first group in Table A9-1 

is three direct predictors of behavioural intention, that is, nine variables in AT, three 

variables in SN and four variables in PBC. The second group in Table A9-2 is three 

indirect predictors relating to beliefs, that is, six variables in ATBB, five variables in 

SNNB and five variables in PBCB. The final group in Table A9-3 is three indirect 

predictors relating to evaluation of the beliefs, i.e., six variables in ATOE, five 

variables in SNMC and five variables in PBPP. Table A9-1 showed the correlations 
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amongst 16 variables in the first group, which is the same grouping as in the first 

factor analysis. All three constructs had significantly high correlations between means 

and their corresponding variables, ranging from 0.68 to 0.91. The intercorrelations 

amongst the variables in one construct were also higher than 0.3, ranging from 0.33 

to 0.81. In Table A9-2 and A9-3, similar patterns were identified. High correlations 

between the means and their corresponding variables were found in the range from 

0.63 to 0.82. The intercorrelations of variables within one construct were higher than 

0.3 with only two exceptions in SNNB and ATOE. Although there is no standard 

criteria to determine how high the correlations should be, the convergent validity of 

the nine constructs was assumed from the exploratory analysis perspective (King & 

Grace, 2010; Trochim, October, 2006).   

 

In terms of discriminant validity, three approaches were used to examine whether 

variables measuring theoretically different constructs were distinct. First, the 

correlations between the construct means and variables in other constructs were 

observed. If discriminant validity is evident, these correlations should be low 

(Trochim, October, 2006). The highest correlations at the significant level of 0.05 

observed from Table 9A-1 to 9A-3 ranged from 0.49 to 0.30, which were not higher 

than the lowest correlations between the construct means and their corresponding 

variables. Second, the correlations between variables within one construct and 

variables in other theoretically dissimilar constructs were examined. Again, when 

inspecting the intercorrelations between these variables from Table 9A-1 to 9A-3, the 

highest correlations coefficients ranged from 0.50 to 0.24, at the significant level of 

0.01, indicating the correlations between theoretically distinct variables were weak. 

Third, the correlations between the nine construct means were used to compare with 

the reliability statistics of the nine constructs (King & Grace, 2010). In Table 9A-4, 
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none of the highest values of the correlations in each column (ranging from 0.60 to 

0.41) were higher than the Cronbach’s alpha values of the nine constructs (ranging 

from 0.76 to 0.93). Therefore, discriminant validity was assumed and hence the 

construct validity of nine indicators in the TPB model was at a satisfactory level. 

 

Reliability 

Cronbach’s coefficient alpha was used again to examine the reliability of each 

indicator. Analysis of the 48 scale items in the instrument resulted in a Cronbach 

alpha value of 0.94 for the total items, which exceeded the minimum level of 0.70. 

(see Table 3-10). The reliability statistics for each indicator ranged from 0.64 

(Behavioural Intention, BI) to 0.93 (Attitude toward CSR behaviours, AT). The 

corrected item-total correlation values of each variable were all above 0.5. No 

increase in alpha would have resulted from the exclusion of any item that had 

recorded an item-total correlation of less than 0.5. Therefore, the overall reliability 

analysis, similar to that in the pilot test, implied that each variable in the model 

reached the desired internal consistency. 
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Table 3-10. Reliability in the Main Survey 

Indicator description 
Variables Variable description 

Corrected 

Item-Total 

Correlation 

Cronbach’s 

alpha 

Behavioural Intention 

(BI) to implement any 

CSR behaviours in the 

next 12 months 

CSR_BIpr Program .45 

.64 
CSR_BIrp Reporting scheme .52 

CSR_BIpl Policies .49 

Positive or negative 

Attitude Toward CSR 

behaviours (AT) 

ATdpr_GB Programs Bad or Good .60 

.93 

ATdpr_WR Programs Wrong or Right .74 

ATdpr_HB Program Harmful or 

Beneficial 

.76 

ATdrd_GB Reports Bad or Good .72 

ATdrd_WR Reports Wrong or Right .72 

ATdrd_HB Reports Harmful or 

Beneficial 

.73 

ATdpy_GB Policies Bad or Good .75 

ATdpy_WR Policies Wrong or Right .75 

ATdpy_HB Policies Harmful or 

Beneficial 

.82 

Subjective Norms (SN) 

of CSR behaviours 

SNd_gen General expectation .58 

.83 
SNd_org Most people in 

organisations 

.78 

SNd_oval Significant others .71 

Perceived Behavioural 

Control (PBC) over CSR 

decisions 

PBCd_up2m Up to me .77 

.85 
PBCd_ican If I want I can .72 

PBCd_cctl Have complete control .81 

PBCd_capa Capable of .49 
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Indicator description Variables Variable description Corrected 

Item-Total 

Correlation 

Cronbach’s 

alpha 

Behavioural Beliefs 

(ATBB) of CSR 

behaviours 

ATBB_prof Can be profitable .65 

.84 

ATBB_imag Can improve reputation, 

image 

.64 

ATBB_cope Can increase 

competitiveness 

.64 

ATBB_lcom Can improve the quality of 

life 

.60 

ATBB_sfmy Can save money .61 

ATBB_mimp Can minimise negative 

impacts 

.61 

Outcome Evaluations 

(ATOE) about CSR 

behaviours 

ATOE_prof Being profitable .48 

.81 

ATOE_imag Improving reputation, 

image 

.64 

ATOE_cope Increasing the 

competitiveness 

.61 

ATOE_lcom Improving the quality of 

life 

.49 

ATOE_sfmy Saving money .64 

ATOE_mimp Minimising negative 

impacts 

.64 

Normative Beliefs 

(SNNB) of CSR 

behaviours 

SNNB_clie Clients support .65 

.76 

SNNB_devi Delegate and visitors 

support 

.62 

SNNB_boar The boards support .46 

SNNB_porg Governmental agencies 

support 

.45 

SNNB_locm Local community support .54 

Motivations to Comply 

(SNMC) about CSR 

behaviours 

SNMC_clie Clients .65 

.84 

SNMC_devi Delegate and visitors .67 

SNMC_boar The boards .64 

SNMC_porg Governmental agencies .59 

SNMC_locm Local community .67 
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Indicator description Variables Variable description Corrected 

Item-Total 

Correlation 

Cronbach’s 

alpha 

Control Beliefs (PBCB) 

of CSR behaviours 

PBCB_mony Sufficient money .49 

.81 

PBCB_knif Appropriate skills, 

knowledge 

.58 

PBCB_staf Sufficient number of staff .66 

PBCB_eqtn Equipment and technology .62 

PBCB_miss Organisational mission .64 

Perceived Power (PBPP) 

about CSR behaviours 

PBPP_mony Have sufficient money .51 

.80 

PBPP_knif Have skills and knowledge .53 

PBPP_staf Have sufficient number of 

staff 

.69 

PBPP_eqtn Have equipment, 

technology 

.68 

PBPP_miss Have organisational 

mission 

.50 

 

Data screening 

The data was screened using SPSS EXPLORE to identify missing values and 

univariate outliers in each variable and examine the distribution of each indicator for 

normality. First, a case process summary revealed no missing values in any variable. 

This was ensured by use of the web-survey program where all fields that were related 

to the analysis in the questionnaire were configured as necessary to answer. 

Questionnaires with fields that were not answered were deemed as invalid and 

respondents could not proceed until empty fields were filled.  

 

Second, outlying cases were identified through calculating standardised scores (z 

scores) of each case in each variable and then observing the mild and extreme outliers 

in each z score box plot. There were 10 outlier cases with z scores exceeding ±3 
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amongst 17 variables. Five cases were outliers for more than two variables, that is, 

case 17 and 21 for two independent variables; case 5 for three direct variables; case 1 

for two indirect and four direct variables; case 40 for seven indirect and one direct 

variable. Amongst ten testing variables (that is, means of direct and indirect variable 

groups), only case 40 (in four variables) and case 1 (in one variable) were identified 

as outliers. Because there was no evidence to prove whether these extraordinary cases 

were invalid elements of the population, the decision of inclusion or exclusion was 

made when they appeared in the subsequent influential analysis. 

 

Third, normality was examined by graphically and statistically checking the 

distributions of each continuous variable. Graphically, normal Q-Q plots were used to 

check each variable. Generally speaking, more than half of the variables were 

considered to present normal distributions because all values of those variables fell 

along the diagonal with no extreme departures. However, further examination was 

necessary.  

 

The statistical test undertaken initially was calculating the z score of skewness and 

kurtosis of each variable. There were 29 variables with one or two z values out of the 

range of ±2.58, which indicated the critical value was at the 0.01 significance level 

(Hair et al., 2010, p.73). Because most inferential analysis uses means of variables 

under each indicator (or constructs), the means of ten indicators were secondly 

checked for normality by one-sample Kolmogorov-Smirnov test. The critical value of 

0.001 was recommended for samples with small to moderate size (Tabachnick & 

Fidell, 2007). The alpha level of each indicator was larger than 0.001 (ranges from 

0.003 to 0.229) and the Kolmogorov-Smirnov z scores were all smaller than 1.96 

(ranges from .831 to 1.797) so the null hypothesis cannot be rejected. In other words, 
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the distribution of each indicator was not significantly different from the normal 

distribution. Hence, for inferential analysis, only means of the indicators were used in 

parametric statistics for ensuring the generalisability. The data of variables with 

non-normal distribution were used only in nonparametric statistical tests. 

 

Pattern of response: Descriptive statistics 

The demographics of the sample and the patterns of response were profiled by 

frequency and percentage for nominal variables, that is, gender, level of education, 

position, country, type of business, ownership, size of organisation and CSR 

department. Crosstabs were used for describing CSR initiatives undertaken by the 

respondents’ organisations. Mean and standard deviation were used for interval 

variables, that is, working experience, past performance, behavioural intentions, 

attitude, subjective norm, perceived behavioural control and six salient belief types. 

 

Research question 2: Correlation co-efficients 

Bivariate correlation was used to assess the degree of relationship between two 

continuous variables (Tabachnick & Fidell, 2007). Pearson Correlation co-efficient 

was used to present the relations between six salient beliefs and three antecedents of 

behavioural intention. The results consequently answer the research question 2. 

 

Research question 3: Regressions 

Multiple regressions were employed to predict the score on BI (the DV) from 

knowledge of the scores on AT, SN and PBC (the IVs). Although SEM is often used 

in model testing, especially in a strong theoretical model (Hair et al, 2010), the 

variables used in the TPB are exploratory in nature. The use of SEM at this stage, 

particularly with such small sample size, that is, 153 cases, may lead to a data 
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directed result that was unstable (Hair et al, 2010). According to Kline (2011), a 

typical sample size in SEM studies is about 200 cases. According to the suggestion by 

Hair et al, (2010, p.662), the minimum sample size for models with seven or fewer 

constructs, the communalities of 0.5 and no constructs having fewer than three 

measured items is 150. But for models with large numbers of constructs, for instance, 

the 10 constructs of the TPB model (that is, BI, AT, SN, PBC, ATBB, ATOE, SNNB, 

SNMC, PBCB, PBPP) in this research, the suggested minimum sample size is 500. 

Hence, SEM would be more appropriate to use in a follow-up research with a more 

confirmatory and replicative orientation. 

 

Simple linear regressions were performed to predict the relations between AT and ∑ 

ATBB×ATOE, SN and ∑ SNNB×SNMC, PBC and ∑ PBCB×PBPP. The “Enter” 

method was chosen to select variables because the relationship between independent 

and dependent variables were based on a theoretical model, that is, the Theory of 

Planned Behaviour. Data were checked for multivariate outliers, the linearity, 

homoscedasticity and independence of residuals for not violating the assumptions of 

regression analysis.  

 

Research question 4: Logistic regressions  

Logistic regression was employed to explain whether or not a specific type of CSR 

initiative was implemented (a dichotomous DV) from respondents’ intentions (BI) 

and perceived behavioural control (PBC). Logistic regression looks into the 

probability of a particular outcome and the relative impact of each predictor (Hair et 

al., 2010). Logistic regression was the most appropriate technique for this data set 

because it has no strict assumptions about predictors’ normality, linearity and equal 

variance (Tabachnick & Fidell, 2007). Data were checked for multivariate outliers 
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and multicollinearity for meeting the assumptions of logistic regression. 

 

Research question 5: t-tests and Mann-Whitney test 

Finally, the values of t-tests (between two groups) were used to examine the 

differences in beliefs amongst MICE managers who implemented CSR conducts at 

different levels, however, this was only applicable in normally distributed variables. 

For non-normal distributed variables, Mann-Whitney test (between two groups) were 

employed. 

3.5 Research ethics 

Ethical considerations were taken into account when designing this research. There 

were no apparent ethical risks perceived in this study. The ethical clearance was 

approved by Griffith University human research ethics committee in accordance with 

the requirements of the Expedited Ethical Review Level 1 (E1). The certificate was in 

Appendix 8. The University’s human research ethics arrangements are based upon the 

provisions of the National Statement on Ethical Conduct in Research Involving 

Humans and international best practice. E1 applies to research without any significant 

ethical issues or risks. Issues relating to confidentiality, anonymity, privacy, 

identification by inference, data storage, and informed consent were reviewed in the 

ethical clearance process. 

 

The confidentiality, anonymity, and privacy of the interviewees were protected in the 

data analysis process. For example, the information collected from the interviewees 

cannot be disclosed to third parties without their consent, except to meet government, 

legal or other regulatory authority requirements. All recordings were destroyed after 
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the interviews had been transcribed. Access to the audio recordings of interviews and 

verbal transcriptions was limited to the researcher only.  

 

The confidentiality anonymity and privacy of the interviewees and survey 

respondents were also protected through the mechanism of the web safe framework. 

The questionnaire is a web-based survey. The distribution and return of the 

questionnaire were hosted by SurveyMonkey.com, which complies with the EU Safe 

Harbor framework as set forth by the Department of Commerce regarding the 

collection, use, and retention of data from the European Union. Also, the Secure 

Socket Layer technology (SSL) is used to encrypt the survey link, survey pages, and 

exports during transmission. A site with SSL encryption will show's' in the 'http' URL 

address. This ensures the security of data collected. All information collected from 

this web-based survey is held in the strictest confidence and no specific respondents 

will be tracked by IP addresses or cookies.  

 

After data were analysed, the summarised results of each phase of the research were 

provided to the relevant participants. The collected data was de-identified by 

reporting in aggregate (Israel & Hay, 2006). The anonymity of research participants 

was safeguarded at all times. 

 

The participation in interviews and the survey by respondents was completely 

voluntary. Respondents were advised in the personalised emails, in writing and 

verbally at the start of the interview that they could refuse to answer any of the 

questions or withdraw from the interview at any time. Voluntary participation is 

considered to be an indication of informed consent. Informed consent consists of two 

related activities. First, participants need to understand and comprehend what they are 
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being asked to do and second, they need to voluntarily agree to their role in the 

research (Israel & Hay, 2006). In this study, potential participants were advised of: 

the research purpose, selection basis, contribution of the research, the feedback they 

would receive and the privacy statement. Interviewees showed their consent by 

replying to a consent form. For web survey respondents, their completion of the 

survey was deemed to serve as a “passive consent” to participate (Berg, 2007, p. 69). 

Web-based questionnaire coversheets with consent information were provided as a 

downloadable document in the on-line survey. Participants in each phase were 

advised to retain the consent form for later reference. 

 

3.6 Summary 

This chapter presented the research strategy and design, sampling, instrument 

development, data collection procedure, data analysis and ethical conduct of this 

research. The information is summarised in table 3-11. 
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Table 3-11 Summary of Research Methods 

Section Description 

Research paradigm Both positivism and critical realism 

Research strategy Sequential mixed methods: 

In-depth and semi-structured interviews (Elicitation phase) 

and surveys (TpB phase) 

Elicitation phase Qualitative approach 

Stage 1: expert interviews 

Stage 2: elicitation interviews 

Answering research question 1 and developing instrument 

TpB phase Quantitative approach 

Answering research question 2 to 5 

Expert interviews 

Sampling 

Instrument 

Procedure 

Data Analysis 

 

Snowball sampling 

CSR checklists and issues as the discussion themes 

Telephone in-depth interviews 

Coding and identifying CSR behaviours 

Elicitation interviews 

Sampling 

Instrument 

Procedure 

Data Analysis 

 

Snowball sampling 

Open-ended questions 

Face-to-face interviews and web-based survey 

Coding and identifying measures of attitudes toward CSR 

behaviours, subjective norms and perceived control 

Pilot test 

Sampling 

Instrument 

Procedure 

Data Analysis 

 

One-stage cluster sampling 

Close-ended questions 

web-based survey 

descriptive statistics, factor analysis and reliability analysis 

Main survey 

Sampling 

Instrument 

Procedure 

Data Analysis 

 

One-stage cluster sampling 

Close-ended questions 

web-based survey 

Descriptive statistics, correlation, linear regression, logistic 

regression, t-test and Mann-Whitney test 

Research ethics Satisfy the requirements in Expedited Ethical Review Level 1 

(E1) 
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CHAPTER FOUR: QUALITATIVE ANALYSIS 

This chapter describes the outcomes of the qualitative analysis conducted on the data 

collected during the elicitation phase of the research. There were two objectives for 

the elicitation phase: to list current CSR adoptions in the MICE industry and to derive 

indicators of the behavioural, normative, and control beliefs of CSR behaviours. In 

accordance with these objectives, three expert interviews and 13 elicitation interviews 

were conducted. The results were combined in the elicitation phase and are outlined 

in the following three sections: First, CSR behaviours in terms of programs, reports 

and policies are reported in line with their corresponding economic, social, and 

environmental impacts. Second, CSR beliefs in terms of behavioural, normative and 

control beliefs are presented and third,, research question one is addressed in the 

conclusion of this chapter. 

4.1 CSR Behaviours 

The implementation of CSR initiatives are generally motivated by the concerns of the 

top managerial level in the organisations. According to the interviews with the MICE 

experts (see Table 4-1), the most highly reported issues relate to environmentally 

responsible initiatives. They agreed that social and economic issues relating to host 

communities are important; however, they agreed more that the discussions amongst 

MICE managers primarily relate to how to be green and how to cooperate with the 

governmental sector (e.g. convention and visitor bureau), non-governmental 

organisations (e.g. Meeting Professionals International), or non-profit organisations 

(e.g. Green Meetings Industry Council) to increase their environmental accreditation. 

This includes the effective usage of energy, water, and other resources, the technology 

and techniques of mitigating environmental impacts of products and services, and the 



 114 

evaluation of organisations’ current performance. 

Table 4-1 Expert Interviewees 

Position Type of Organisation Location 

Executive officer Industry association Oceania 

Operational manager Convention and Exhibition centre Oceania 

Service manager Industry association America 

 

This perspective is well reflected by the elicitation interviewees (see Table 4-2). 

While 12 interviewees were aware of CSR initiatives having taken place in the 

industry; environmental initiatives, including the forms of programs (100%), policies 

(100%) and reports (69.2%), were the most frequently reported adoption (see Table 

4-3). In terms of programs and policies, socially responsible adoptions were also 

evident. CSR reports generally focus on environmental issues (100%). Around half of 

the interviewees (53.8%) recognised that CSR reports cover the aspects of local 

economy, society and environment in the industry. 

Table 4-2 Elicitation Interviewees 

Position Type of Organisation Location 

General manager Convention and exhibition centre Oceania 

General manager Convention and exhibition centre Oceania 

Operational manager Convention and exhibition centre North Asia 

General manager Accommodation and venue Oceania 

General manager Accommodation and venue Oceania 

Operational manager Accommodation and venue Oceania 

Operational manager Accommodation and venue South Asia 

Marketing manager Accommodation and venue South Asia 

Marketing manager Accommodation and venue Oceania 

Marketing manager Accommodation and venue Oceania 

Marketing manager Accommodation and venue Oceania 

Marketing manager Professional Conference Organisers Oceania 

Marketing manager Convention & Visitor Bureau Oceania 
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Table 4-3 Elicitation Interview: CSR Adoptions in the Industry 

Questions Description 
Response 

% 

Are there any CSR 

initiatives taking place in 

the MICE industry? 

YES 92.3 

NO 7.7 

Type of CSR initiatives 

taking place in the MICE 

industry 

Environmentally responsible programs/policies/reports 92.3 

Socially responsible programs/policies/reports 38.5 

Economically responsible programs/policies/reports 23.1 

Type of CSR programs 

taking place in the 

organisation 

Environmentally responsible programs 100 

Socially responsible programs 92.3 

Economically responsible programs 23.1 

Type of CSR policies 

taking place in the 

organisation 

Environmentally responsible policies 100 

Socially responsible policies 69.2 

Economically responsible policies 23.1 

Type of CSR reports taking 

place in the organisation 

Green event or green meeting audit 69.2 

Sustainable reporting scheme 53.8 

Global Reporting Initiative (GRI) 7.7 

 

In the following sections, CSR programs, policies and reports will be discussed in 

relation to the corresponding environmental, social and economic initiatives, with an 

additional category, organisational initiatives. The organisational initiatives involved 

more than one dimension of the traditional triple bottom line classification. This 

involvement implies a higher managerial level of the CSR adoption in the industry. 

 

4.1.1 CSR Programs 

When discussing CSR programs in the MICE industry, more than 90 percent of the 

interviewees were aware of the implementation of environmentally and socially 

responsible programs. There are many environmental schemes and plans 

implemented in the industry. The most commonly reported programs relate to 

resources usage, which includes the 3Rs (that is, recycle, reuse, reduce), building 

management of power, gas, water and waste, and carbon-offset schemes. They 

encompass the use of dual flush toilets, aerators and faucets, and fluorescent lighting. 
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Moreover, interviewees mentioned the importance of encouraging event delegates 

and planners to use public transportation and to communicate and register 

electronically. This has been emphasised by Tourism Australia (n.d.) in their 

sustainable toolkit regarding green business events. The United Nations Environment 

Programme also published a Green Meeting Guide to recommend that event planners 

select venues or hotels with public transportation accessibility in order to minimise 

emissions during events (Anglada, Clement, Schraffl & Zimmermann, 2009). In 

addition, the Green Meeting Guide provides specific suggestions on procedures used 

for communication, for example, that information should be provided electronically 

to event participants regarding their travel plan and “green behaviour”. This may 

include behaviours such as using their own pen and paper, travelling by foot or bike 

as much as possible, staying in green hotels, saving energy in the hotel, and recycling 

their waste (Anglada et al., 2009, p.57). 

 

The second most commonly reported programs, about three quarters of the 

interviewees, relate to socially responsible program adoption in their organisations. 

The involvement of the local community and culture is the core. The programs range 

from social actions structured in events (e.g. volunteer and charity programs for 

public benefit), support for local foundations and education (e.g. giving food, books, 

CDs, life necessities and clothes to women, children, and foundations for the poor, 

helping with public schools and youth programs), pre and post tours introducing local 

cultures and biodiversity, and donations from staff and guests. For example, one 

interviewee reported the convention centre hosted a Lego-expo where delegates can 

pay a small coin to vote the best Lego-sculpture made by local children. The concerns 

of safety and health of the workforce (employees) and customers (delegates and 

participants) were also evident. There are health and exercise programs undertaken 
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for employees and risk management plans in the organisation. Furthermore, the 

provision of regular training and education for the workforce (employees) was also 

reported. 

 

Although economically responsible programs did not appear to be a predominant 

focus in the CSR initiatives, 23 per cent of the interviewees reported local 

procurement and investment in their organisations. In addition to the regular giving to 

charities (e.g. children hospitals), they have operational procedures of cooperating 

with local or green suppliers as well as hiring local people. In terms of local 

investment, there were no large infrastructure investments reported (e.g. road, sport 

centres, social facilities); however, the renewal of some neighbourhood areas for 

public benefit was reported by some accommodation managers as being underway. 

 

As to the organisational programs, 46 per cent of the interviewees reported that their 

organisations have associated with CSR related non-government organisations and 

governmental sectors, such as the Green Meeting Industry Council, Green Globe 

International, and the United Nations Environment Program. They also actively 

shared best practice and exchanged sustainable thinking and experiences during 

industry expositions and gatherings, such as the EIBTM (Global Meetings & Events 

Exhibition) and the IMEX (Worldwide Exhibition for Incentive Travel, Meetings & 

Events). In addition, 23 per cent of the interviewees reported a special group or 

committee was assigned in the organisations to champion the sustainability mandate 

and implement social and environmental programs at the local and national level.  

 

Based on the findings relating to CSR programs, a list of environmental, social, 

economic and organisational programs is compiled in Table 4-4. 
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Table 4-4 CSR Program List 

Grouping CSR programs 

Environmental 

initiatives 

1. Reduce the use of water 

2. Reduce the use of energy and power 

3. Reduce the use of paper and plastic products  

4. Reduce the waste and pollution 

5. Recycle and reuse as much as possible 

6. Record or estimate the total carbon footprint and plan to offset 

the carbon emissions 

7. Encourage delegates/guests or event planners to use public 

transportation 

8. Encourage delegates/guests or event planners to communicate 

and register electronically 

Social 

initiatives 

1. Encourage employees or delegates/guests to participate in 

volunteer programs  

2. Offer support/sponsorship for public school education or youth 

programs 

3. Protect the local culture and biodiversity 

4. Provide services for public benefits 

5. Ensure the health and safety of delegates, guest and employees  

6. Provide regular training and education for employees 

Economic 

initiatives 

1. Give regularly to charities 

2. Cooperate with suppliers who have green policies or programs 

3. Cooperate with local suppliers 

4. Invest in social and public services  

Organisational 

initiatives 

1. Associate with CSR related non-government organisations 

2. Share CSR thinking with customers and industry practitioners 

 

4.1.2 CSR Policies 

As far as CSR policies are concerned, environmental and socially responsible policies, 

strategies, and guidelines were reported by all interviewees, with a minority group 

(23%) also reporting policies and missions at the organisational level. As mentioned 

in CSR programs, there have been different green guidelines provided to event 

participants and MICE practitioners in the industry. Most interviewees reported they 
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have established environmentally-friendly policies for customers, suppliers and staff, 

such as strategies in relation to water and waste. As to socially responsible policies, 

the issues of human rights and equality of gender and minorities were frequently 

mentioned. Interviewees revealed a strong desire to respect human rights, and for care 

of the poor and disabled both within the organisation and society more generally. 

Some interviewees said they maintain appropriate employee proportions of the 

relevant minority groups. 

 

There were no economic policies reported by the interviewees; however, 23 per cent 

of the interviewees mentioned that sustainable thinking and culture are included in 

the organisation’s mission and vision. They reported that the organisations try to 

position themselves as corporate citizens with good ethical conduct and push the 

innovation of sustainable practice. These policy statements are made visible, for 

example in the lobby, on bulletin boards, and in brochures or newsletters, for the 

customers and staff to see. One interviewee also indicated that the company includes 

the environmental policies in employee induction programs. As reported in a national 

CSR audit conducted in 2008 by Tourism Australia, the CSR policies at the 

organisational level imply a changing organisational culture (Tourism Australia, 

2009). Table 4-5 outlines the policies identified in the qualitative analysis. 
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Table 4-5 CSR Polices List 

Grouping CSR polices 

Environmental 

initiatives 

1. Establish environmental policies for your organisation, 

suppliers, delegates and guests 

Social 

initiatives 

1. Respect human rights 

2. Maintain appropriate employee proportion of gender and/or 

minorities 

3. Care for the minority groups in the organisation and society 

Organisational 

initiatives 

1. Position the organisation as a good corporate citizen 

2. Continue to improve and /or innovate sustainable management 

 

4.1.3 CSR Report 

CSR reports or disclosures imply the transparency and credibility of organisations’ 

business conduct. More than half of the interviewees reported their organisations 

have environmentally responsible reports (69.2%) and a sustainable reporting scheme 

(53.8%). In addition, to meet the standard environmental requirements of the regions, 

interviewees revealed different types of environmental disclosures in the industry, 

including Green Globe benchmarking, Green Leaf Eco-rating system, advanced 

eco-accreditation, Green House Friendly certificates, energy star label for buildings, 

and GRI reporting.  

 

Sustainable reporting schemes usually involve environmental and social aspects. This 

includes annual financial reports and CSR performance reports. Interviewees agreed 

that performance reports place more emphasis on the contribution to carbon offset, 

energy saving, minority support and child care. Social accreditation (e.g., SA8000) is 

also mentioned in the interviews; however, this is still not a mainstream discussion in 

the industry.  
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It is noticeable that economic disclosures are generally presented in the form of 

annual reports which imply the responsibility to the board and shareholders. Social 

and environmental disclosures are evident in both accreditations and awards in the 

MICE industry. Table 4-6 lists the CSR disclosure in the environmental, social, 

economic and organisational categories. 

 

Table 4-6 CSR Report List 

Grouping CSR report 

Environmental 

initiatives 

1. Obtain environmental accreditation or awards 

Social 

initiatives 

1. Earn social accreditation 

Economic 

initiatives 

1. Maintain transparent and accountable financial records 

Organisational 

initiatives 

1. Report environmental and social performance regularly 

4.2 CSR Beliefs 

Following on from the discussion of CSR programs, policies and reports, the next 

step involved understanding the underlying forces behind these behaviours in the 

industry. When asking why CSR programs or disclosures are initiated, expert 

interviewees indicated the following reasons: 

 Reputation, positive image and public relations; 

 Saving money by conserving resources; 

 New markets and competitive advantage 

 Demonstration of a commitment to CSR and sustainability, and 

 Governmental or legal requirements. 

Despite the references to governmental requirements, interviewees generally agreed 
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with the benefits afforded by CSR implementation. These are part of the accessible 

beliefs about CSR behaviours. As suggested in the Theory of Planned Behaviour 

(TpB), CSR behaviours are driven by various behavioural beliefs, normative beliefs 

(sources of social pressure), and control beliefs. The belief strengths and outcome 

evaluations for those accessible beliefs provide substantive information about the 

attitudinal considerations that guide people’s decisions to engage or not to engage in 

the behaviour under consideration. In order to discuss the drivers and determinant 

factors that influence CSR adoption in depth, attitudes towards CSR initiatives, 

normative referents and perceived control are reported below based on the results 

from elicitation interviews. 

 

4.2.1 Behavioural Beliefs 

MICE practitioners who have adopted CSR have attitudes towards the outcome of 

CSR adoption. Advantages were most frequently reported rather than disadvantages 

(see Table 4-7). Amongst the advantages, positive reputation, increased 

competitiveness and profitability are the most salient beliefs. It implies that the 

business advantage of CSR implementation is the main driver. Interviewees 

recognised CSR adoption can result in better image and positive public relations. 

Hence, there is a higher possibility of gaining competitive advantage and  attaining 

profitability and sustainability of the business. 
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Table 4-7 Behavioural Belief List 

Grouping Category Description 
Response 

% 

Advantages of 

implementing 

CSR 

Positive 

reputation/image 

Positive reputation 

Improving the reputation and image 

Positive public relation 

Better image 

100 

Increasing 

competitiveness 

Business advantage in securing 

business 

Competitiveness 

Do it or lose it 

Last longer 

92.3 

Minimising the 

negative impacts 

Benefit from reducing harms 

Ease the bad impact 

Doing the right thing 

69.2 

Improving the 

quality of life 

Involvement in the local community 

Care of people and the environment 

Good to society  

69.2 

Profitable in the 

long run 

Profitable in the long run 

Economic advantage 

Better revenues and returns for us 

and our stakeholders 

61.5 

Allocating 

resources to 

environmental 

and social issues 

Ethical and responsible in resource 

use 

Put resource in right place 

Good use of the environmental 

resource 

Concern for triple bottom line 

sustainability processes 

53.8 

Saving money Money can be saved by reducing 

energy, water and paper usage 

15.4 

Improving service 

and quality of 

product 

Better service and quality of 

product for our guests 

15.4 

Disadvantages of 

implementing 

CSR 

Costing money Cost of delivery of some 

initiatives – i.e., carbon footprint 

reduction, cost of purchasing of 

green energy and carbon offsets 

53.8 

Taking time 
Take long time to implement 15.4 

 

Furthermore, the majority of the interviewees recognised the benefits relating to 

society as a whole, including minimising the negative impacts on environments, 

improving the quality of life, and allocating resources to environmental and social 
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issues. Interviewees agreed that CSR conduct can reduce harm to the environment 

and society. This goodwill and good faith is the core of sustainable thinking. It 

reflects that, in addition to the economic motivation, MICE practitioners clearly 

identify themselves as corporate citizens and engage in CSR implementations not 

only for themselves but also for the people and the planet. 

 

As to the disadvantages of CSR implementation, cost was the main concern referred 

to by 53.8 per cent of the interviewees. They reported that the large investment with 

slow returns was the reason they did not fully engage in CSR adoption. However, 

there were interviewees who acknowledged that conserving resources (e.g., energy, 

paper and water) in CSR programs can save money. As around 70 per cent of the 

interviewees believed CSR implementation can make the organisation profitable in 

the long run, the perception of saving money appeared to be more salient than cost in 

examining CSR attitudes. 

 

According to the above results, there is commonality between the opinions of expert 

interviewees and elicitation interviewees regarding MICE practitioners’ attitudes 

towards CSR. Both groups recognised the economic advantage and the intention to 

demonstrate a commitment to sustainability of their organisations and their industry. 

The next step involved investigation of the source of pressure of those attitudes. 

 

4.2.2 Normative Beliefs 

When discussing the important groups who approve or disapprove of CSR 

implementation (e.g. board members, clients, delegates, governmental agencies, and 

the local community), all interviewees agreed that they gained support for the 

adoption of CSR strategies from all levels of influence. (see in Table 4-8). 
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Table 4-8 Normative Belief List 

Grouping Category Description 
Response 

% 

Approval groups 

Boards/owners Direct owners 

Board members 

84.6 

Clients Hosts/operational organisations 

Corporations 

Customers 

69.2 

Delegates/visitors Consumers 

Event participants 

61.6 

Public tourism related 

organisations 

External stakeholders 

National and regional tourism 

bureaus 

Governments 

53.8 

Local community Local people 

General public 

53.8 

Business competitors Competitors 

Other companies 

53.8 

Marketing partner Travel wholesalers 23.1 

Family Family members 15.4 

 

In particular, support from the board, clients and delegates are the most crucial. The 

board members have important influence on budgeting, especially when approving 

large costs. Although there is no evidence at this stage that boards always approve the 

expenditure on CSR implementation, the opinion of the boards is the main source of 

pressure. Clients and delegates reflect the opinions of the MICE markets. 

Interviewees agreed that market pressure promotes their adoption of CSR initiatives. 

The CSR audit report from Tourism Australia (2010) also confirms this. One quarter 

of the survey respondents reported that client demand for green product was the 

reason to enhance their CSR credentials. Large enterprises and international chains, 

e.g. convention and exhibition centres, venues and accommodation providers, 

perceived stronger demand (especially from the European market) for 
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environmentally responsible products, services and operations (Tourism Australia, 

2009).  

 

Around half of the interviewees indicated business competitors, the local community 

and the public sectors are also important. Interviewees reported that there is a trend in 

the industry to participate in CSR, especially through green initiatives. As most 

competitors are implementing CSR initiatives, organisations which do not align with 

the trend may lose their market share. The explorative research of Mair and Jago 

(2010, p.88) further verified this by describing the trend as a “hygiene factor.” It is a 

term used in the MICE industry to refer to business performance or service provision 

that is expected for basic satisfaction. If the organisation does not perform at a 

minimum standard, customers will be dissatisfied and the organisation will lose the 

business. Mair and Jago (2010) contended that if CSR adoption is a hygiene factor, 

even if there are no governmental requirements, the industry will still actively engage 

in CSR. Hence, it can be concluded that the opinions and performance of business 

competitors have substantial influence on CSR implementation. 

 

The general public, particularly the local communities, can also influence the trend in 

the markets. Interviewees believed local communities can benefit from CSR adoption 

and thus support their business conduct. Although there are no examples of this kind 

of support given from interviewees, Mair and Jago (2010) provided a possible 

explanation of the pressure perceived by practitioners in the industry and markets. 

They claimed the media, with extended coverage of greening issues (e.g. climate 

change and reducing carbon emission), makes the general public believe going green 

is necessary. To react to the need, MICE practitioners are urged to be more 

environmentally responsible. However, Mair and Jago reported a contradictory result 
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based on interviews with 11 industry professionals. Their interviewees did not 

mention, and most did not perceive pressures from the stakeholders, particularly 

customers, supply chains and the communities. Again, the indirect influence of media 

and the appeal of the local communities to sustainable practice still require further 

verification.  

 

The governmental directions and policies can also reflect the opinions of the general 

public and local communities. Expert interviewees mentioned that complying with 

laws and regulations is a reason for CSR adoption. Elicitation interviewees agreed 

with this and further reported national or regional governmental agencies value CSR 

adoption. They stated that although there are still no strict regulations on CSR 

standards and the MICE industry seems to merely comply with minimum obligations, 

they expected that the government bodies have intentions to encourage the industry to 

go beyond the regulatory obligation. Indeed, the National Business Events Strategy 

for Australia 2020 (Business Events Industry Strategy Group, October, 2008), 

referred to the Australian government plans to require an inclusion of CSR credentials 

and implementation plan in event organisations’ Requests For Proposals (RFP) and 

launch an incentive scheme or tax relief for carbon-neutral events. Hence the role of 

governmental agencies is increasingly important. 

 

Based on the above results, the CSR pressure sources can be identified both internally 

(that is, the boards, clients, and consumers) and externally (that is, the industry, local 

communities and the government). In addition to the personal attitudes toward CSR 

and the referent groups, understanding to what extent the practitioners or managers 

feel they have control over CSR implementation also helps to examine and 

understand the determinants of CSR adoption. 
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4.2.3 Control Beliefs 

The feeling of control determines the extent of performance level. Perceived 

behavioural control (PBC) in the TpB model suggests the perceived ease or difficulty 

of performing the behaviours, and it refers to the CSR behaviours in this research. 

Although expert interviewees did not comment on the control beliefs, elicitation 

interviewees identified several impediments and facilitators regarding CSR 

implementation. 

 

When discussing what impedes the CSR implementation, interviewees reported 

money is the most significant factor (92.3%), followed by employee training, 

technology, and knowledge (see Table 4.9). As mentioned in the disadvantages of 

implementing CSR in behavioural beliefs, cost is deemed to be the biggest problem 

that hinders CSR adoption. Interviewees showed their concerns in term of funding 

but generally only “if it gets too expensive,” stated by one interviewee. Similarly, 

only around one fifth of the survey respondents in the Tourism Australia CSR audit 

reported that the accreditation process is costly (Tourism Australia, 2009). This 

implies that funding is an important issue for the organisations which do not fully 

embrace CSR. It can be interpreted that the organisations have choices in terms of 

what to implement according to their affordability. In other words, if the organisations 

want to adopt CSR, they could or have to, select the most feasible and the most 

beneficial initiatives. Hence, only one interviewee (7.7%) reported that the feasibility 

of adopting CSR was a problem.  
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Table 4-9 Control Belief List 

Grouping Category Description 
Response 

% 

Impediments  

Funding Funding 

If too expensive 

92.3 

Training/education of 

employees 

No intention to participate 

No qualified staff 

76.9 

Available technology Difficulty of keeping records 

of environmental performance 

69.2 

Information/knowledge 

of implementation 

process 

Concern for triple bottom line 

sustainability processes 

61.5 

Feasibility of CSR 

behaviours 

Hard to follow the rules in 

reality 

7.7 

Board/owners Lack of support by the owners 7.7 

Facilitators 

Organisation 

direction/mission 

Company direction 53.8 

CSR is a trend Be part of the trend 15.4 

 

As to other impediments, staff training, technology and knowledge of implementing 

CSR concerned the majority of interviewees. They expressed that they lacked trained 

staff, equipment, and information on sustainability processes. This was also reported 

by 28 per cent of the Audit survey respondents in that “they don’t have the 

information they need to seek accreditation” (Tourism Australia, 2009, p.12). 

Moreover, it is worthwhile to note that the boards’ disapproval can be a concern in 

terms of perceived control though there was only one response to this concern 

reported. This again reinforces the importance of the board in determining whether to 

or not to engage in CSR because this reference group controls most resources, e.g. 

funds and qualified employees. 

 

In terms of the facilitators, the missions and directions of the organisations were 

frequently reported (53.8%). This implies that if organisations position themselves as 
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corporate citizens, their CSR policies are used as guides to lead CSR adoption. This is 

also confirmed in the CSR audit report that company policy (71%) is the main driver 

for having written CSR policies, strategies and plans. Furthermore, although 

interviewees saw CSR trends as a facilitator, this belief is well reflected in normative 

beliefs. It is neither appropriate nor necessary (with only 15.4%) to include this in the 

control factor.  

 

Generally speaking, the impediments were more easily recognised than facilitators by 

interviewees. It implies CSR adoption in the industry is currently somewhat 

challenging. Funding is the main barrier to CSR implementation but the influence 

varies depending on the level of engagement the organisation has with CSR.  

 

4.3 Summary 

The results of the expert and elicitation interviews were compiled into a list of CSR 

behaviours currently adopted in the MICE industry. In addition to the traditional 

environmental, social and economic classifications, an additional classification of 

organisational initiatives was identified which indicates a higher level of management 

in a mixed perspective. Specifically, there were ten environmental initiatives, ten 

social initiatives, five economic initiatives and five organisational initiatives as 

identified in Table 4-10. 
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Table 4-10 CSR Behaviours List 

Grouping CSR behaviours 

Environmental 

initiatives 

1. Reduce the use of water   

2. Reduce the use of energy and power  

3. Reduce the use of paper and plastic products  

4. Reduce the waste and pollution  

5. Recycle and reuse as much as possible  

6. Record or estimate the total carbon footprint and plan to offset 

the carbon emissions 

7. Encourage delegates/guests or event planners to use public 

transportation 

8. Encourage delegates/guests or event planners to communicate 

and register electronically 

9. Establish environmental policies for your organisation, 

suppliers, delegates and guests 

10. Obtain environmental accreditation or awards  

Social 

initiatives 

1. Encourage employees or delegates/guests to participate in 

volunteer programs  

2. Offer support/sponsorship for public school education or youth 

job-training programs 

3. Respect human rights 

4. Maintain appropriate employee proportion of gender and/or 

minorities 

5. Ensure the health and safety of delegates, guest and employees 

6. Care for the minority groups in the organisation and society 

7. Protect the local culture and biodiversity 

8. Provide services for public benefits 

9. Provide regular training and education for employees 

10. Earn social accreditation 

Economic 

initiatives 

1. Maintain transparent and accountable financial records  

2. Invest in social and public services  

3. Give regularly to charities 

4. Cooperate with suppliers who have green policies or programs 

5. Cooperate with local suppliers 

Organisational 

initiatives 

1. Continue to improve and /or innovate sustainable management 

2. Associate with CSR related non-government organisations 

3. Position the organisation as a good corporate citizen 

4. Report environmental and social performance regularly 

5. Share CSR thinking with customers and competitors 
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After identifying 30 CSR behaviours, the elicitation results answered the first 

research question, that is, what are the factors that influence MICE operators’ 

intentions to implement CSR behaviours. In line with the framework of TpB model, 

Table 4-11 lists the answers by illustrating seven behaviour outcomes, six normative 

referents and five control factors, which were elicited from the interviews. 

 

Table 4-11 CSR Beliefs List 

Grouping CSR beliefs 

Attitudes 

towards CSR 

implementation 

(behaviour 

outcome) 

1. Being profitable in the long run 

2. Improving the reputation and image of the organisation 

3. Increasing the competitiveness of the organisation 

4. Improving the quality of life of the local community 

5. Minimising the negative impacts resulting from the operation 

of the organisation 

6. Allocating resources to environmental and social issues related 

to the operation of the organisation  

7. Saving money 

Stress source of 

subjective 

norms 

(normative 

referents) 

1. Shareholders and the board 

2. Clients and host organisations 

3. Delegates and visitors 

4. Governmental tourism agencies 

5. The local community 

6. Competitors 

Perceived 

behavioural 

Control 

(control factors) 

1. Funding or money 

2. Knowledge and information 

3. Number of staff 

4. Equipment and technology 

5. Clear missions and visions 

 

There have been many attempts to identify the determinant factors, both drivers and 

barriers, of CSR adoption in the literature. The factors include managerial values, 

personal attitudes, gaining competitive advantage, cost savings, improving image, 
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complying with regulations, stakeholder pressure, high costs and limited time (Mair 

& Jago, 2010). As this research identified most of the determinants, it is crucial to 

examine the effectiveness of each determinant and clarify which type of factors really 

drive the CSR adoption in the industry. This will be presented in the TpB survey 

phase of this research. 



 134 

CHAPTER FIVE: DESCRIPTIVE STATISTICS 

After eliciting the variables for model testing, this chapter reports the pattern of 

response resulting from 153 surveys completed in the second phase of this research, 

the TpB phase. It first reports the frequency distributions of demographic information 

of respondents and their organisations, as well as the CSR behaviours in the grouping 

of environmental, social, economic and organisational initiatives. The CSR intentions 

and beliefs are then presented. Special attention is given to the salient variables which 

show differences in the expectancy-value relationship. Those are discussed with the 

presence of scatter plots.5.1 Demographic Information of the Respondents 

 

Table 5-1 summarises the respondents’ gender, level of education, position, and years 

of working experience in the industry. More than half of the respondents were male 

(53.6%), and held degrees in undergraduate programs (23.5%) or vocational training 

(28.8%). More than half of the respondents (58.2%) held senior manager positions in 

a variety of sectors including operations, business development and research, 

marketing, facility and human resource management. The average length of work 

experience is 10.73 years (SD=7.38). 

 

Table 5-1 Demographic Information of Respondents 

Variables Frequency 

(N=153) 

Percent (%) 

Gender   

Male 82 53.6 

Female 71 46.4 
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Variables Frequency 

(N=153) 

Percent (%) 

Level of education   

High school 8 5.2 

Diploma/Vocational training 44 28.8 

Undergraduate degree  36 23.5 

Postgraduate degree 65 42.5 

Position   

Top manager 37 24.2 

Senior manager 89 58.2 

Entry manager 27  17.6 

When considering who is responsible for CSR, Tourism Australia (2010) reported 

that the executive or senior management should be responsible, based on their audit 

survey with MICE managers. It can be inferred that the composition of the 

respondents in the current research in terms of their position is relevant to answer the 

questions on behalf of their organisations. 

5.2 Demographic Information of the Organisations 

In terms of the location of the organisations, the majority of the organisations were 

based in countries in Oceania, including Australia, New Zealand, and Fiji. There were 

14.4% of the organisations located in Asian countries, that is., China, India, Japan, 

Malaysia, Thailand, and Vietnam. More than three quarters of the organisations had 

business relating to conventions (77.1%). The ownership type was distributed quite 

evenly amongst public, private and public-private partnership. There were 58 

organisations with more than 200 employees (37.9%). Roughly half (51%) of the 

organisations had a specialised group, within the firm, with responsibility for CSR 

implementation. The details are summarised in Table 5-2. 
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Table 5-2 Demographic Information of Organisations 

Variables Frequency 

(N=153) 

Percent (%) 

Region   

Oceania 131 85.6 

Asia 22 14.4 

Type of business   

Convention related 118 77.1 

Meeting related 97 63.4 

Exhibition related 81 52.9 

Ownership   

Public 62 40.5 

Private 59 38.6 

Public-private partnership 32 20.9 

Number of employee   

More than 200 58 37.9 

50~200 53 34.6 

Less than 50 42 27.5 

CSR department or group   

Yes 78 51.0 

No 75 49.0 

Tourism Australia (2010), reported that larger MICE organisations, which have more 

than 100 employees, are more likely to have a specific team or individual to manage 

CSR issues on a daily basis. Specifically, in the analysis of 278 MICE managers, 

Tourism Australia also reported that 65 per cent of large organisations and 

international chains have a group dedicated to CSR implementation. Indeed, in the 

current research, the Pearson chi-square test of a cross-tabulation of CSR department 

and organisation size showed a similar pattern (χ2=12.96, p<0.01). Of the 78 

organisations which employed a specific CSR team, 39 organisations (50%) were 

large companies with more than 200 employees. Amongst the 75 organisations that 

did not employ any CSR specific personnel, close to three-quarters (74.7%) were 

medium-small (50 to 200 employees) and small (less than 50 employees) companies. 
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5.3 CSR Behaviours and Intentions 

Behaviours and intentions are discussed separately in this section. The results of this 

research are compared with the CSR audit survey conducted by Tourism Australia in 

2008 and 2009. This can give a more holistic understanding of the current CSR 

adoption in the MICE industry, particularly in the Asia-Pacific region. 

 

5.3.1 CSR Behaviours 

As more than half of the organisations had created a specialised group for 

implementing CSR, it was considered interesting to identify what initiatives were 

highly valued by MICE managers. Based on Table 5-3, which summarised the CSR 

adoption of the organisations, almost all (93.5%) respondents reported they were 

aware of CSR initiatives implemented in the industry. Almost two thirds of 

respondents said that their organisations have implemented CSR for more than three 

years (31.4% for three to six years, and 28.8% for more than six years). Amongst 30 

CSR behaviours listed in the questionnaire, 14 initiatives were reported by more than 

half of the respondents. The most frequently adopted CSR initiatives were related to 

reducing the use of resources (power - 86.9%, water - 81.7% and also paper and 

plastic products - 81.7%) and health and safety issues (77.8%). Each initiative was 

reported by more than one-quarter of the respondents, except “care for the minority 

groups in the organisation and society” (17.6%) and “earn social accreditation” 

(16.3%). The results imply that most MICE organisations were not greatly involved 

in issues relating to minorities, including the disabled, the poor, and immigrants, or in 

earning social accreditation. Indeed, around half of the organisations (49%) earned 

environmental accreditations or awards. This suggests, that MICE organisations put 

more emphasis on environmental problems more relevant to their business conduct. 
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Table 5-3 CSR Adoptions of Organisations 

Variables 

Frequency 

(N=153) 

Percent 

(%) 

Aware of CSR initiatives   

Yes 143 93.5 

No 10 6.5 

Duration of CSR implementation   

3 to 6 years 48 31.4 

more than 6 years 44 28.8 

1 to 3 years 31 20.3 

Less than 12 months 19 18.9 

Currently implemented CSR behaviours (Environmental)   

Reduce the use of energy and power  133 86.9 

Reduce the use of water   125 81.7 

Reduce the use of paper and plastic products 125 81.7 

Establish environmental policies  116 75.8 

Reduce the waste and pollution 113 73.9 

Obtain environmental accreditation or awards 75 49 

Recycle and reuse as much as possible 70 45.8 

Encourage delegates/guests or event planners to use 

public transportation 

59 38.6 

Record the total carbon footprint and plan to offset the 

carbon emissions 

54 35.3 

Encourage delegates/ planners to communicate and 

register electronically 

53 34.6 
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Variables Frequency 

(N=153) 

Percent 

(%) 

Currently implemented CSR behaviours (Social)   

Ensure the health and safety of delegates, guest and 

employees 

119 77.8 

Provide regular training and education for employees 114 74.5 

Provide services for public benefits 80 52.3 

Maintain appropriate employee proportion of gender 

and/or minorities 

73 47.7 

Protect the local culture and biodiversity 68 44.4 

Respect human rights 62 40.5 

Encourage employees or delegates to participate in 

volunteer programs 

61 39.9 

Offer support for public school education or youth 

job-training programs 

38 24.8 

Care for the minority groups in the organisation and 

society 

27 17.6 

Earn social accreditation 25 16.3 

Currently implemented CSR behaviours (Economic)   

Maintain transparent and accountable financial 

records  

88 57.5 

Give regularly to charities 86 56.2 

Cooperate with suppliers who have green policies or 

programs 

85 55.6 

Cooperate with local suppliers 82 53.6 

Invest in social and public services 55 35.9 

Currently implemented CSR behaviours (Organisational)   

Continue to improve and /or innovate sustainable 

management 

99 64.7 

Position the organisation as a good corporate citizen 97 63.4 

Report environmental and social performance regularly 62 40.5 

Associate with CSR related non-government 

organisations 

43 28.1 

Share CSR thinking with customers and competitors 40 26.1 
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Amongst the 14 most reported CSR behaviours, five are environmental, three are 

social, four are economic and two are at the organisational level. In terms of 

environmental initiatives, in addition to the reduction of resource usage (energy, 

water, paper and plastic) mentioned earlier as the most frequently reported CSR 

behaviours, establishing environmental policies (75.8%) and reducing the waste and 

pollution (73.9%) were also reported by most respondents. The preference for 

reducing environmental impacts was also evident in the Australian MICE sector. 

Tourism Australia (2009) reported that the majority of MICE practitioners who 

participated in the CSR audit survey actively reduced the energy and water use (76%) 

and increased the eco-efficiency of materials used (60%). The existence of 

environmental and sustainability policies was also reported by around half of CSR 

audit respondents in the 2010 report. 

 

As to socially responsible initiatives, the most frequently reported activity related to 

plans for ensuring the health and safety of delegates, guests and employees (77.8%). 

This figure is similar to the 2010 CSR audit report, in which it was revealed that 75 

per cent of the respondents had risk management plans (Tourism Australia, 2010). 

Moreover, around three-quarters of the respondents reported that their organizations 

provided regular training and education for employees (74.5%) and more than half 

provided services for public benefits (52.3%). In terms of employment, 47.7 per cent 

of the respondents reported that their organizations had plans to maintain an 

appropriate employee proportion of gender and minorities. This is also reflected in 

the results of Australia CSR audit report. Almost half (45%) of the audit respondents 

gave special consideration to the employment of indigenous and islander people 

(Tourism Australia, 2009). 
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Amongst the five economically responsible initiatives, four were reported by over 

half of respondents. Maintaining transparent and accountable financial records 

(57.5%) was the most frequently reported activity, and is also the minimum 

requirement in terms of economic sustainability. Also, 56.2 per cent of the 

respondents said their organisations gave regularly to charities. It is almost the same 

proportion of the Australian Audit respondents in their 2008 survey. Tourism 

Australia (2009) reported that in order to raise awareness of CSR, 56 per cent of the 

respondents participated in external programs, and the most popular programs 

included tree planting activities and supporting charities. As to the relationship 

between the business and its suppliers, half of the respondents reported their 

organisations cooperated with suppliers who have green policies or programs (55.6%) 

and local suppliers (53.6%). Compared to the Australia CSR Audit report, the 

proportion of respondents cooperating with local suppliers is much higher than the 

number in this study. Specifically, 84 per cent of Audit respondents used locally 

sourced products and services while 71 per cent chose to buy local food and products 

(Tourism Australia, 2009). 

 

At the organisational level, around two-thirds of the respondents reported their 

organisations continued to improve and to innovate in sustainable management 

(64.7%) while 63.4 per cent said their organisations positioned themselves as a good 

corporate citizen. It suggests the majority of the MICE organisations had a strong 

commitment to CSR. 

 

It is interesting to note the different preference distribution in the four categories of 

CSR behaviours. When looking at the 14 most frequently reported CSR behaviours 

(the 14 items in bold in Table 5-3) in descending order, half of them fall in to two 
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categories; environmental and social initiatives. The other seven items fall in to the 

less prevalent CSR behaviours; economic and organisational initiatives. This 

indicates that MICE organisations have a strong commitment to environmental and 

social initiatives that are relevant to their business operations but are somewhat less 

committed to economic contributions to society and modifying business conduct.. 

 

5.3.2 CSR Intentions 

Intentions are regarded as a crucial predictor of behaviours in the TpB model. When 

discussing CSR behaviours in three forms, that is, programs, policies and reports, the 

degree of intention was slightly different (see Table 5-4). Intention to conduct CSR 

programs gained the highest mean (5.06, SD=2.01) and reports were the lowest, 

lower than the average mean (M=4.67, SD=1.52). It is not surprising because 

respondents did not place a high priority on either environmental or social reports as 

shown in Table 5-3. Obtaining social accreditation was also the least frequently 

reported initiative. 

 

Table 5-4 CSR Intentions of Organisations 

Variables   Mean Std. D 

BI Behavioural Intention (BI) to implement any CSR 

behaviours in the next 12 months 

4.67 1.52 

BI_pr Intend to conduct CSR programs 5.06 2.01 

BI_pl Intend to conduct CSR policies 4.67 1.95 

BI_rp Intend to conduct CSR reports 4.27 2.01 

N=153 

5.4 CSR Beliefs: Attitude toward CSR Behaviours 

The first belief discussed is attitudes. According to the TpB and TRA models, this 

antecedent depicts how MICE managers perceive CSR behaviours in terms of the 
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advantages or disadvantages. It explains the reason why managers intend to conduct 

or actually conduct the CSR initiatives. There are direct and indirect variables. The 

descriptive results are presented in the following sections. 

 

5.4.1 Direct Variables of Attitudes 

Nine direct variables were used to measure the attitudes toward CSR behaviours 

in terms of CSR programs, policies and reports. As shown in Table 5-5, except 

CSR reports, all bipolar statements of the good or bad judgements were above the 

average (M=5.68, SD=1). This result echoes respondents’ preference to programs 

and policies shown in the incidence of CSR behaviours in section 5.3.1. Moreover, 

when comparing with the attitudes toward policies, respondents felt that 

implementing CSR programs was a beneficial and right thing to do.  

 

Table 5-5 Direct Variables of Attitude toward CSR Behaviours 

Variables   Mean Std. D 

AT Attitude Toward CSR behaviours 5.68 1.00  

ATdpr_WR Programs Wrong or Right 6.01 1.35 

ATdpr_HB Program Harmful or Beneficial 5.93 1.18 

ATdpr_GB Programs Bad or Good 5.90 1.14 

ATdpy_HB Policies Harmful or Beneficial 5.82 1.22 

ATdpy_GB Policies Bad or Good 5.75 1.24 

ATdpy_WR Policies Wrong or Right 5.67 1.33 

ATdrd_HB Reports Harmful or Beneficial 5.37 1.32 

ATdrd_WR Reports Wrong or Right 5.35 1.36 

ATdrd_GB Reports Bad or Good 5.34 1.25 

N=153 

 

If looking into the three bipolar statements, respondents rated CSR programs as right 

things to do the highest while policies and reports were deemed as beneficial 
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behaviours. Although there was no explicit distinction between right and beneficial 

defined by respondents, there is no doubt that respondents had different attitudes 

toward the three forms of CSR behaviours. 

 

5.4.2 Indirect Variables of Attitudes 

In order to deepen the understanding of why MICE managers perceived CSR 

behaviours as right, beneficial and good things to do, six advantages (behavioural 

belief) were used to explain the underlying beliefs. As listed in Table 5-6, respondents 

generally agreed that CSR implementation can improve the reputation and image of 

the organisation (M=5.99, SD=1.10), improve the quality of life (M=5.42, SD=1.29) 

and minimise the negative impacts (M=5.41, SD=1.30), which were all above the 

average. However, in terms of the importance of each advantage (outcome 

evaluation), the top three important values were improving the organisation’s 

reputation and image (M=6.33, SD=0.94), being profitable (M=6.05, SD=1.29) and 

increasing the competitiveness (M=5.95, SD=1.20). There were gaps between what 

implementing CSR behaviours could contribute and how important those 

contributions were. 
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Table 5-6 Indirect Variables of Attitude toward CSR Behaviours 

Variables (Expectancy) Rank Mean 

Std. 

D Variables (Value) Rank Mean 

Std. 

D 

ATBB     5.34  .98  ATOE     5.89  .89  

ATBB_imag Can improve 

reputation and 

image 

1 5.99  1.10  ATOE_imag Improving 

reputation and 

image 

1 6.33  .94  

ATBB_lcom Can improve the 

quality of life 

2 5.42  1.29  ATOE_lcom Improving the 

quality of life 

6 5.43  1.32  

ATBB_mimp Can minimise 

the negative 

impacts 

3 5.41  1.30  ATOE_mimp Minimising 

the negative 

impacts 

4 5.83  1.23  

ATBB_prof Can be 

profitable 

4 5.28  1.27  ATOE_prof Being 

profitable 

2 6.05  1.29  

ATBB_cope Can increase the 

competitiveness 

5 5.19  1.33  ATOE_cope Increasing the 

competitivene

ss 

3 5.95  1.20  

ATBB_sfmy Can save money 6 4.74  1.52  ATOE_sfmy Saving money 5 5.70  1.37  

N=153 

 

In order to visualise those gaps, Figure 5-1 shows the means for each behavioural 

belief (expectancy) plotted against the corresponding outcome evaluation means 

(value). There are four quadrants demarcated by the overall means of expectancy and 

value. The upper right quadrant shows the highly expected advantages that are 

deemed with equally high importance. The lower right quadrant reveals highly 

expected advantages that are regarded less important. The upper left quadrant depicts 

relatively less expected advantages that are deemed very important to the organisation 

or the society at large. The lower left quadrant shows less expected advantages that 

are relatively not important. The figure clearly identified the three gaps in the upper 

left quadrant and one in the lower right quadrant. Specifically, respondents agreed 
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that being profitable (ATOE_prof), increasing the competitiveness (ATOE_cope) and 

saving money (ATOE_sfmy) were important; however, they did not completely agree 

that CSR adoption could bring these advantages. Moreover, although respondents 

generally agreed that CSR adoption could improve the quality of life of the local 

community (ATBB_lcom, ranked in the second), this advantage was regarded as the 

least important value amongst the six. 

 

 

Figure 5-1 Expectancy-value Relationship of Attitudes 

 

5.5 CSR Beliefs: Subjective Norms 

The second belief discussed is subjective norms. This antecedent describes how 

external opinions affect the intentions of MICE managers to conduct CSR behaviours. 

It is also crucial in the decision making process because it includes the judgements 

and expectation of other parties. Similar to attitudes, there are direct and indirect 

variables. The descriptive results are reported in the following sections. 
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5.5.1 Direct Variables of Subjective Norms 

Three general statements were used to measure the subjective norm. As shown in 

Table 5-7, only one statement attained a score (M=5.44, SD=1.26) higher than the 

overall mean, that is, “these days there seems to be a general expectation that I will 

implement CSR initiatives in the organisation.” Respondents were less likely to agree 

that “the people in the organisation whose opinions I value approve of my decisions 

to implement CSR initiatives.” (M=5.17, SD=1.49). This result implies the source of 

pressure was generally from the society, instead of the people in their organisations 

with which the respondents have relationships. 

 

Table 5-7 Direct Variables of Subjective Norms 

Variables   Mean Std. D 

SN Subjective Norms of CSR behaviours 5.29 1.2 

SNd_gen General expectation 5.44 1.26 

SNd_org Most people in organisations 5.26 1.42 

SNd_oval Significant others 5.17 1.49 

N=153 

 

5.5.2 Indirect Variables of Subjective Norm 

To clarify the source of pressure, five important stakeholders were used to describe 

the external expectation and the importance of their opinions. When it comes to 

making decisions on CSR initiatives, respondents believed the boards (M=4.75, 

SD=1.41) and the governmental agencies (M=4.42, SD=1.30) supported their 

decisions. The scores of the support from local community, clients and event 

delegates and visitors were lower than the overall average (M=4.25, SD=0.92). This 

suggests the respondents did not perceive equal expectations or support from these 

stakeholders, when compared to the boards and the governments. It could be inferred 
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that the general expectation means the support of the boards and the governmental 

sector. In terms of the importance of stakeholders’ opinion, respondents valued the 

opinions of the boards (M=5.35, SD=1.30) and the clients (M=5.29, SD=1.26). The 

mean of the governmental agencies was the lowest, lower than the overall average 

(M=5.03, SD=1.03). This finding implies that respondents did not give priority to 

compliance with the governments’ expectations when compared to other stakeholders. 

Again, gaps between the expectancy and value of the subjective norms are evident. 

 

Table 5-8 Indirect Variables of Subjective Norms 

Variables (Expectancy) Rank Mean Std. D Variables (Value) Rank Mean Std. D 

SNNB     4.25  .92  SNMC     5.03  1.03  

SNNB_boar The boards 

support 

1 4.75  1.41  SNMC_boar The boards 1 5.35  1.30  

SNNB_porg Governmental 

agencies 

support 

2 4.42  1.30  SNMC_porg Governme

ntal 

agencies 

5 4.66  1.41  

SNNB_locm Local 

community 

support 

3 4.17  1.17  SNMC_locm Local 

community 

3 4.97  1.34  

SNNB_clie Clients support 4 4.10  1.21  SNMC_clie Clients 2 5.29  1.26  

SNNB_devi Delegate and 

visitors support 

5 3.80  1.31  SNMC_devi Delegate 

and visitors 

4 4.89  1.26  

N=153 

 

When looking at the scatter plot of normative beliefs and motivation to comply, as 

shown in Figure 5-2, only one stakeholder lies in the upper right quadrant. This 

suggests the main source of support regarding CSR decisions was from the boards 

(SN_boar) and the respondents had high motivation to comply with this expectation. 

In the opposite quadrant, respondents felt that the local community (SN_locm) and 
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event delegates and visitors (SN_devi) did not have strong expectations of them to 

implement CSR initiatives and the opinions of these stakeholders were not as highly 

valued by the respondents. Thus, it can be said that these two stakeholders had 

minimum influence on the CSR decision making process. Moreover, two clear gaps 

were found in the scatter plot. First, the governmental agencies (SN_porg), lying in 

the lower right quadrant, were regarded as a strong support; however, the motivation 

of respondents to comply with their expectation was relatively low. Second, the 

opinions of clients (SN_clie) were highly valued by the respondents; however, they 

did not feel that the clients supported their decisions on implementing CSR as 

strongly as other stakeholders. If these gaps are bridged, more CSR adoption may be 

observed. 

 

 

Figure 5-2 Expectancy-value Relationship of Subjective Norms 

5.6 CSR Beliefs: Perceived Behavioural Control 

The final belief discussed is perceived behavioural control. This antecedent includes 

the influence of perceived control on behavioural intentions and behaviour itself, 
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which differentiates the TRA and TpB models. Perceived control delineates the 

objective resources that facilitate the action or decision making process. There are 

direct and indirect variables for measuring control, just like attitudes and subjective 

norms. The descriptive results are shown in the following sections. 

 

5.6.1 Direct Variables of Perceived Behavioural Control 

Table 5-9 presents the means of four general statements about perceived behavioural 

control. Because the variables were measured in the 7-point Likert scale, the overall 

average of 3.84 (SD=1.57) indicated that respondents slightly disagreed they had 

control over CSR implementation. Although they felt they were “capable of 

implementing CSR initiatives” (M=4.98, SD=1.68), respondents disagreed with the 

statements that “I have complete control in implementing CSR initiatives” (M=3.14, 

SD=1.98) and “whether I decide to implement CSR initiatives in the organisation is 

entirely up to me” (M=3.16, SD=1.93). These results imply there were some reasons 

hindering respondents’ decisions on CSR adoption despite their strong attitudinal and 

normative beliefs regarding implementation.  

Table 5-9 Direct Variables of Perceived Behavioural Control 

Variables   Mean Std. D 

PBC Perceived Behavioural Control over CSR decisions 3.84 1.57 

PBCd_capa Capable of 4.98 1.68 

PBCd_ican If I want I can 4.09 1.94 

PBCd_cctl Have complete control 3.16 1.93 

PBCd_up2m Up to me 3.14 1.98 

N=153 

 

5.6.2 Indirect Variables of Perceived Behavioural Control 

Five resources were used to in the hope to describe the incapability of MICE 

managers' CSR adoption. As listed in Table 5-10, respondents strongly believed 
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that they need organisational missions (M=5.76, SD=1.23) and appropriate skills 

and knowledge (M=5.72, SD=1.13) to implement CSR initiatives. Sufficient 

numbers of staff, sufficient funds, and relevant equipment and technology were 

relatively unnecessary. When it comes to their perceived actual control, 

respondents believed they had the organisational mission, the skills and 

knowledge and enough staff to implement CSR. The means of these three 

perceived powers were higher than the overall average (M=4.04, SD=1.09). 

However, similar to the control beliefs (expectation), respondents did not perceive 

they had the equipment and technology to implement CSR initiatives. In 

particular, respondents disagreed they possessed sufficient money to engage in 

CSR activity (M=3.65, SD=1.39). 

 

Table 5-10 Indirect Variables of Perceived Behavioural Control 

Variables (Expectancy) Rank Mean 

Std. 

D Variables (Value) Rank Mean 

Std. 

D 

PBCB     5.34  .98  PBPP     4.04  1.09  

PBCB_miss Organisational 

mission 

1 5.76  1.23  PBPP_miss Have 

organisational 

mission 

1 4.34  1.61  

PBCB_knif Appropriate 

skills and 

knowledge 

2 5.72  1.13  PBPP_knif Have skills and 

knowledge 

2 4.16  1.42  

PBCB_staf Sufficient 

number of 

staff 

3 5.29  1.26  PBPP_staf Have sufficient 

number of staff 

3 4.04  1.57  

PBCB_mony Sufficient 

money 

4 5.11  1.41  PBPP_mony Have sufficient 

money 

5 3.65  1.39  

PBCB_eqtn Equipment 

and 

technology 

5 4.83  1.43  PBPP_eqtn Have 

equipment and 

technology 

4 3.99  1.33  

N=153 
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There was no obvious discrepancy in the rank of expectation and value in Table 

5-10. The gaps between expectation and value were also not identified in the 

scatter plot in Figure 5-3. Although there were no gaps found in the upper left and 

lower right quadrants, the low level of control, as discussed in the direct variables 

of perceived control, may be related to the insufficient amount of money and the 

lack of equipment and technology. Respondents expressed clear disagreement in 

relation to these two resources and also in their perceived control over CSR 

decisions. 

 

Figure 5-3 Expectancy-value Relationship of Perceived Behavioural Control 

 

5.7 Summary 

The characteristics of respondents, CSR behaviours and CSR beliefs were reported in 

this chapter. The descriptive statistics show that most respondents were senior 

managers with more than 10 years experience working in MICE organisations located 

in Oceania. In approximately 51% of organisations there was a specialised group 
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dealing with CSR related issues and half of these were large companies. 

Amongst the 30 CSR behaviours listed in the questionnaire, the most frequently 

adopted CSR initiatives were related to environmental and social initiatives, that is, 

reducing the use of resources and health and safety issues. The results show that 

respondents identified more closely with environmental issues and felt these were 

highly related to their business conduct. 

 

There are three CSR beliefs consistent with the Theory of Planned Behaviour 

discussed in the research, namely attitudes, subjective norms and perceived 

behavioural control. First, nine direct variables of attitudes revealed that respondents 

had positive attitudes toward three forms of CSR behaviours (that is, programs, 

policies, reports); however, CSR reporting was not perceived as beneficial to the 

same extent as other CSR forms by MICE managers. In addition, respondents’ 

intention to implement CSR reports was relatively lower than actions related to 

programs and policies. Second, when discussing the influence of significant others on 

managers’ decision-making process, respondents recognised that general expectation 

is the main reason for their CSR adoption. Third, when describing respondents’ 

beliefs about important resources they needed to possess or had access to CSR 

adoption, respondents conceived relatively lower control over CSR adoptions, in 

comparison with the previous two beliefs. 

 

In specific terms, there are six advantages of implementing CSR initiatives, five 

important stakeholders in the decision making process, and five important resources 

necessary for CSR implementation. These are served as salient beliefs (that is, 

indirect variables) that guide the three antecedents of CSR intention. In the 

description of the first salient beliefs, although respondents believed CSR 
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engagement resulted in improved reputation and quality of life, it did not fully 

contribute to organisations’ profitability, market competitiveness and money saving. 

As to the second salient beliefs, the boards and the governmental agencies were the 

main drivers. However, respondents’ did not perceive the opinions of the government 

as being as important as those of the other four stakeholders. Specifically, when 

respondents had higher motivation to comply with the opinions of client, they did not 

believe clients had expectations of their CSR adoption. In the final salient beliefs, 

respondents disagreed they had sufficient money and appropriate equipment and 

technology. However, these were not deemed as necessary as other resources, namely 

organisational mission and appropriate knowledge, in implementing CSR initiatives. 
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CHAPTER SIX: MODEL TESTING 

As the first research question regarding identifying CSR behaviours and beliefs has 

been addressed in the previous chapter, this chapter reports the results from the TpB 

model testing and comparisons between groups in the sample and thus answers the 

remaining research questions as follows.  

Research Question 2: To what extent do the identified salient beliefs of MICE 

operators influence the antecedents of behavioural intentions? 

Research question 3: How do the identified antecedents predict MICE operators’ 

intentions to engage in CSR behaviours?  

Research question 4: How do behavioural intentions and perceived behavioural 

control predict MICE operators’ CSR behaviours?  

Research question 5: To what extent are the identified salient beliefs of MICE 

operators different when comparing those who have more or less CSR outcomes? 

 

There are three sections in the TpB model testing and one in the comparison tests. 

The first section, namely correlations, first reports the relationship between the 

indirect (i.e., salient beliefs) and direct variables (i.e., AT, SN, PBC) as well as the 

relationships amongst the indirect variables in the TPB model. Hence, the second 

research question can be answered. Then, three simple linear regressions and two 

multiple regressions are conducted to answer research question three in the second 

section. Then five logistic regressions are employed to recognise the influence of 

behavioural intentions and perceived behavioural control on CSR behaviour to 

answer research question four. In the final section, the fifth research question is 

answered by a series of t-tests and Mann-Whitney tests. Figure 6-1 visualises the 
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research model and the corresponding analysis. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 6-1 Research Questions and Analysis Undertaken 

6.1 Data Treatment 

As a normal distribution and 10 univariate outliers were identified in the data 

screening, multivariate outliers need to be examined before any multivariate analysis 

are conducted. Multivariate outliers can have a great impact on the analysis solution, 

either positively or negatively. This would threaten the validity and generalisability of 

the results. In this research, Mahalanobis D² (d-squared) is used as the distinguishing 

tool for multivariate outlier detection. It measures the distance from the centroid 

(multidimensional equivalent of a mean) for a set of scores for each of the 

RQ1 RQ2: correlations 

 

 

Attitude Toward 

Behaviour 

(AT) 

 

Subjective Norm 

(SN) 

 

Perceived 

Behavioural Control 

(PBC) 

 
 

Normative Beliefs 

 
 

Control Beliefs 

Behavioural 

Intention 

CSR 

behaviour 

 
 

Behavioural Beliefs RQ3: simple linear regressions 

multiple regressions 

RQ4: logistic regressions 

RQ5: t-tests and Mann-Whitney 

tests 
More/Less CSR 

initiatives 



 157 

independent variables in the analysis (Pallant, 2007). The small value of the 

probability of Mahalanobis D², distributed as a chi-square statistic using the number 

of independent variables as the degrees of freedom, implies the case is distant or 

different from other cases. If the alpha level of the probability is less than 0.001 (i.e., 

less than 0.0005), the case is identified as an outlier (Pallant, 2007). 

 

In this research, there are three independent variables groups in the regression 

analysis, i.e., three variables (AT, SN, PBC), two variables (AT, SN or BI, PBC) and 

one variable (AT or SN or PBC). Based on the critical value table (Tabachnick & 

Fidell, 2007, p.949), Mahalanobis distance for the single independent variable was 

10.828, for the two independent variables, 13.816, and for the three variables, 16.266. 

Table 6-1 shows the results of Mahalanobis statistics from the different regressions. 

All the Mahalanobis Distance values were within the necessary criteria, except the 

TRA regression (the independent variables are AT and SN) with little exceeding (that 

is a difference of 0.101). However, the decision of deleting a case or not is not solely 

depended on the value of the Mahalanobis Distance. The p-value of the Chi-square 

test should be also considered. Since, none of the cases were found to be less than 

0.001 in the Chi-square test of the D². All 153 cases were thus retained for the 

subsequent analysis. 
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Table 6-1 Multivariate Outlier Detection 

Mahalanobis Distance  Maximum Chi-Square test Minimum 

TPB_3Variable 13.972 P_mahTPB .003 

TRA_2Variable 13.917 P_mahTRA .001 

B_2Variable 7.132 P_mahB .028 

AT_1Variable 10.341 P_mahAT .001 

SN_1Variable 7.904 P_mahSN .005 

PBC_1Variable 7.599 P_mahPBC .006 

N=153 
   

6.2 Correlations 

According to the expectancy-value relations in the TpB model, the strengths of belief 

expectancy (i.e., ATBB, SNNB, PBCB) and belief value (i.e., ATOE, SNMC, PBPP) 

should be positively correlated to the corresponding antecedents of behavioural 

intention (i.e., AT, SN, PBC). Also, three salient beliefs in their product form should 

be correlated with each other. Pearson Correlation co-efficient was used to examine 

these relationships. 

 

The correlation co-efficients, as shown in Table 6-2, revealed that the salient beliefs, 

namely behavioural, normative and control beliefs, significantly and positively 

correlated with the three antecedents of behavioural intention, AT, SN, and PBC 

respectively. Thus, hypotheses 2-1 to 2-3 were supported. The relation between the 

attitudinal variables (i.e., AT and ∑ ATBB ATOE) and normative variables (SN and 

∑ SNNB SNMC) were at the moderate to high level while the control variables 

(PBC and ∑ PBCBPBPP) were somewhat lower. 
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Table 6-2 Pearson Correlation of the Direct and Indirect Variables 

Direct 

Indirect AT SN PBC 

∑ ATBBATOE .59**     

∑ SNNB SNMC   .52**   

∑ PBCBPBPP     .37** 

** p < .01 (2-tailed) 

N=153 
   

ATBB= Behavioural belief of AT, ATOE= Outcome evaluation of AT 

SNNB= Normative beliefs of SN, SNMC= Motivation to comply of SN 

PBCB= Control beliefs of PBC, PBPP= Perceived power of PBC 

 

With regard to the relationships amongst the salient beliefs, Table 6-3 presents the 

correlation coefficients and again confirms the significant and positive relationships. 

The correlation strengths are all at the moderate level, ranging from 0.43 to 0.47 

implying that the three beliefs have similar levels of influence on each other. 

 

Table 6-3 Pearson Correlation of the Indirect Variables 

 

ATBB x 

ATOE 

SNNB x 

SNMC 

PBCB x 

PBPP 

ATBB x ATOE 1     

SNNB x SNMC .47** 1   

PBCB x PBPP .46** .43** 1 

** p < .01 (2-tailed) 

 

In summary, research question two explores the relationship between salient beliefs 

and the antecedents of behavioural intentions of MICE operators. The correlation 

analyses confirmed that the salient beliefs positively correlated to their corresponding 

antecedents while the relations amongst the three salient beliefs were also positively 

related. Hypotheses 2-1 to 2-3 were supported by the following formula: 
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H2-I: AT ∝ ∑ Behavioural Beliefs ×  Outcome Evaluations (r=0.59, p<0.01). 

H2-2: SN ∝ ∑ Normative Beliefs ×  Motivation to Comply (r=0.52, p<0.01). 

H2-3: PBC ∝ ∑ Control Beliefs ×  Perceived Power (r=0.37, p<0.01). 

6.3 Linear Regression 

In order to examine the influential relations in the TpB model, three simple linear 

regressions were used to test how well the three indirect variables (that is, ∑ ATBB×

ATOE, ∑ SNNB×SNMC and ∑ PBCB×PBPP) predict the three indirect variables 

respectively. Two multiple regression analyses were employed to test the prediction 

of the three direct variables on behavioural intentions. The dependent and 

independent variables are listed in Table 6-4.  

 

Table 6-4 Variables in Regression Analysis 

Regression Dependent variable (DV) Independent variables (IV) 

Simple 

linear 

  

 AT (mean of 9 ATd variables) ∑ ATBB×ATOE (6 sets) 

 SN(mean of 3 SNd variables) ∑ SNNB×SNMC (5 sets) 

 PBC (mean of 4 PBCd variables) ∑ PBCB×PBPP (5 sets) 

Multiple 

linear 

  

 BI (mean of 3 BI variables) AT (mean of 9 ATd variables) 

SN(mean of 3 SNd variables) 

 BI(mean of 3 BI variables) AT (mean of 9 ATd variables) 

SN(mean of 3 SNd variables) 

PBC (mean of 4 PBCd variables) 

 

As no multivariate outliers were identified, the assumptions of regression analysis, in 

terms of multicollinearity, normality, linearity, homoscedasticity and independence of 
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residuals, were then checked in each analysis to ensure the appropriateness of 

applying the tests. Multicollinearity refers to the degree of correlations amongst the 

independent variables (Hair et al., 2010; Tabachnick & Fidell, 2007). The presence of 

multicollinearity is not desirable because as it increases, the predictive power of the 

independent variables decreases. The three measurements were adopted to determine 

whether multicollinearity existed in this research, namely, R values in the correlation 

matrix, collinearity statistics of tolerance and VIF (variance inflation factor), and 

collinearity diagnosis of condition index and variance proportions. First, a correlation 

above 0.90 is the first indicator of multicollinearity (Hair et al., 2010). High 

correlations can reduce the precision of estimation of regression coefficients 

(Tabachnick & Fidell, 2007). Second, the tolerance is an indicator of how much the 

variability of the selected independent is ‘not explained by the other independent 

variables” in the model (Hair et al., 2010, p.201). It is calculated as 1-R2 for each 

variable. The VIF is the inverse of the tolerance value. It is preferred to have high 

tolerance values and low VIF values, indicating other independent variables do not 

collectively have shared variance. The recommended cut-off points for tolerance and 

VIF are 0.10 and 10 respectively (Hair et al., 2010; Pallant, 2007). Third, the 

condition index depicts the degree of dependency of one variable on the others 

(Tabachnick & Fidell, 2007). If the condition index is high, it implies a large standard 

error for a variable and a reduction of the precision of its parameter estimation. The 

recommended criteria for multicollinearity are a condition index larger than 30 with 

variance proportions greater than 0.50 for at least two different variables (Tabachnick 

& Fidell, 2007). 

 

In this research, the correlation matrix indicated that all the correlations in the five 

regression analyses ranged from 0.11 to 0.59, which were below 0.90. The tolerance 
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and VIF for two multiple regressions ranged from 0.742 to 0.858 and 1.347 to 1.166 

respectively, showing that the tolerance is larger than 0.10 and the VIF is smaller than 

10. The values of the condition index in five regressions were all less than 30 with the 

maximum value of 16.058. Thus, the issue of multicollinearity was not considered 

problematic. 

 

The assumption of normality, linearity and homoscedasticity was examined 

simultaneously by inspecting the Normal Probability Plot (P-P) of the regression 

standardised residual and the residual scatterplots. When comparing the standardised 

residuals with the normal distribution, normality can be supported if the residual 

values plot along the straight diagonal line from bottom left to top right (Hair et al., 

2010). Linearity is the extent to which the relationship between the two variables can 

be represented by a straight line (Hair et al. 2010). Non-linear effects would result in 

underestimation of the actual strength of the relationship because correlations 

represent only the linear association between variables. In addition, the 

homoscedasticity refers to the assumption that dependent variables exhibit similar 

levels of variance across the predictor variables (Tabachnick & Fidell, 2007). If the 

assumptions of normality, linearity and homoscedasticity are met, the scatterplot of 

the standardised residuals will reveal a nearly rectangular distribution with a 

concentration of score along the centre. The scatterplots produced from the five 

regression analysis showed a straight-line relationship with the normal distribution 

line in the P-P plots and a roughly rectangular distribution in residual scatterplots. 

Thus these assumptions were not violated. 

 

Finally, independence of residuals assumes the errors of prediction are independent. 

If the order of cases presents a serial correlation with time or distance, this 
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autocorrelation can have substantive effect on the standard errors of the regression 

coefficients and hence misleads the test results (Abraham & Ledolter, 2006). The 

Durbin-Watson test statistic is the measure to diagnose the independence of errors. 

The desirable value is 2, indicating no autocorrelation (Abraham & Ledolter, 2006). 

For this research, the upper critical value of the Durbin-Watson test at 0.01 significant 

level is 1.641 for 1 IV, 1.654 for 2 IVs and 1.666 for 3 IVs. The Durbin-Watson test 

values from five regression analyses ranged from 1.708 to 1.997, indicating the 

assumption of independence of errors was not violated.  

 

6.3.1 Simple Regressions 

In terms of model testing, the results of three simple regressions are first reported. 

Table 6-5 summarises the overall model statistics. In the first analysis, the attitude 

regression, salient behavioural belief was a significant predictor (β= 0.59) of attitudes 

toward CSR behaviours (F=78.71, p < 0.01, Adjusted R2=0.3). Similarly, salient 

normative beliefs was a significant predictor (β= 0.52) of subjective norm (F=54.98, p 

< 0.01, Adjusted R2=0.26). The salient control beliefs (β= 0.37) also showed a 

significant influence on perceived behavioural control over CSR adoption. However, 

the level of variance explained was only about 13% (F=23.88, p < 0.01, Adjusted 

R2=0.13). Thus the causal relations were confirmed. 
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Table 6-5 Simple Regressions of Indirect Variables 

Variable 

Model 1  

(DV=AT) 

Model 2  

(DV=SN) 

Model 3  

(DV=PBC) 

B 

Std. 

Error Beta (β) B 

Std. 

Error Beta (β) B 

Std. 

Error Beta (β) 

Constant 3.52** .25 
 

3.58** .25 
 

2.16** .36 
 

∑ATBB x ATOE .01 .00 .59**       

∑SNNB x SNMC    .02 .00 .52**    

∑PBCB x PBPP       .02 .00 .37** 

R .59   .52   .37   

R2 .34   .27   .14   

Adjusted R2 .34 
  

.26 
  

.13 
  

Std. Error of the 

Estimate 

.82 

  

1.03 

  

1.47 

  

F 78.71**     54.98**     23.88**     

**p< .01  
        

 

Based on the findings reported above, a figure visualising the simple regressions in 

the research model is shown in Figure 6-2 in the next section. The equations of the 

simple regressions are presented as follows: 

AT = 3.52** + 0.01** AT + Error 

SN = 3.58** + 0.02** SN + Error 

PBC = 2.16** + 0.02** PBC + Error 

 

6.3.2 Multiple Regressions 

To test the fit of the TpB (Theory of Planned Behaviour) and TRA (Theory of 

Reasoned Action) models, the causal relationships between the behavioural intention 

(BI) and its antecedents were examined using multiple regressions. The results were 

summarised in Table 6-6, In the TRA model, multiple regression analysis suggested 

that only Subjective Norms (Std. β=0.37, p<0.01) significantly affected managers’ 
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intention to implement CSR initiatives with 21% of the variance explained (adjusted 

R2=0.21, F=20.64, p<0.01). When adding Perceived Behavioural Control, as it is in 

the TpB model, the explanatory ability of the model yielded an adjusted R2 of 0.20 

(F=14.05, p<0.01), which did not improve the TRA. PBC (Std. β=-0.70, p>0.05) also 

did not significantly improve the TpB model. Thus, hypothesis three is rejected. 

Hypothesis 3: the attitudes toward behaviour (AT), the subjective norms (SN) and the 

perceived behavioural control (PBC) will significantly predict the intention to CSR behaviour 

(BI). 

Table 6-6 Multiple Regressions of Model Testing 

Variable 

TRA model (DV=BI) TpB model (DV=BI) 

B Std. Error Beta (β) B Std. Error Beta (β) 

Constant .84 .67 
 

.88 .67 
 

AT .24 .12 .16 .26 .12 .17* 

SN .47 .10 .37** .49 .11 .39** 

PBC    -.07 .08 -.07 

R .46   .47   

R Square .22   .22   

Adjusted R Square .21 
  

.20 
  

Std. Error of the 

Estimate 

1.35 

  

1.35 

  

F 20.64**     14.05**     

*p< .05, **p< .01  
     

 

Figure 2 shows the regression results in the research model. The final equations of the 

regression models are presented as follows: 

TRA: BI = 0.84 + 0.24 AT + 0.47** SN + Error 

TpB: BI = 0.88 + 0.26* AT + 0.49** SN - 0.07 PBC + Error 
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** P< 0.01 

Note: results of TRA are only shown in italics 

Figure 6-2 Research Results Presented in the TRA and TpB Model 

6.4 Logistic Analysis 

The final step of the TpB model testing is the casual relation between the intention 

and actual behaviour. Since no standardised or quantifiable measures for level of CSR 

implementation were available when the research was conducted, the categorical 

variables, indicating the presence or absence of a characteristic, were used to measure 

CSR behaviours. Thus logistic regression was chosen to test hypotheses 4-1 to 4-5 in 

research question four, namely how do behavioural intentions and perceived 

behavioural control predict MICE operators’ CSR behaviours? 

 

Logistic regression is used to predict categorical outcomes, or the dependent variables, 

with two or more categories (Pallant, 2007). The predictor variables (or independent 

variables) can be categorical or continuous, or a mix of both level in the one model. 

For this research, the dependent variable was dichotomous (that is., indicating if the 
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organisations have CSR behaviours or not). Based on the results of the elicitation 

phase, there were four groups of CSR behaviours, namely environmental 

responsibility, social responsibility, economic responsibility and organisational 

initiatives. In order to provide deep insight to CSR adoption in different domains, the 

dependent variables included a general category (i.e., more or less than 15 initiatives 

indicated by respondents) and four specific categories under each group. The 

independent variables were perceived behavioural control (PBC) and intentions to 

implement CSR behaviours (BI). In the theory of planned behaviour, behavioural 

intention and behavioural control can predict the behaviour of interest. In other words, 

actual behavioural control moderates the effects of intention on the behaviour (Ajzen, 

2014).  

 

However in practice, it is relatively difficult to measure actual behavioural control, so 

“perceived behavioural control is used as a proxy for actual behavioural control in 

most cases” (Ajzen, 2006b, p.1). If perceived behavioural control can accurately 

reflect actual behavioural control, together with behavioural intention, it can predict 

the behaviour of interest (Ajzen, 2006b). Ajzen (2006b) thus specified that positive 

intentions can result in the successful performance only when perceived behavioural 

control is strong. Although the measurement for actual behavioural control is out of 

the scope of this research, perceived behavioural control significantly reflected the 

resources and other prerequisites necessary for implementing CSR initiatives 

(F=23.88, p < 0.01, Adjusted R2=0.13). Therefore, perceived behavioural control is 

used as the moderator to predict the CSR behaviours in this research. In the logistic 

regression analysis, both behavioural intention and perceived behavioural control 

served as independent variables to predict five groups of behaviours. There are two 

runs in the logistic regression analysis. The first run tested the two predicting 
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variables simultaneously. The Entry Method was used because there is no assumption 

of which variable is more important in the TPB model and the correlation between 

predictors is not statistically significant (Tabachnick & Fidell, 2007). The second run 

tested the moderating effect of PBC on the relationship between behavioural intention 

and CSR behaviour groups. The interaction of BI and PBC was added to the original 

model as an independent variable in the analysis. The Forward Stepwise (Likelihood 

Ratio) Method was used to examine the moderating effect. Table 6-7 lists the 

dependent and independent variables used for the logistic regression. 

 

Table 6-7 Variables in Logistic Regression Analysis 

Run 1 Dependent variable (DV) Independent variables (IV) 

B2G model B2G (more or less than 15 CSR 

behaviours reported) 

PBC (mean of 4 PBCd 

variables) 

BI (mean of 3 BI variables) BEN model BEN (more or less than five 

environmental initiatives reported) 

BS model BS (more or less than five social 

initiatives reported) 

BEC model BEC (more or less than three 

economic initiatives reported) 

BO model BO (more or less than three 

organisational initiatives reported) 

Run 2 Dependent variable (DV) Independent variables (IV) 

B2G model B2G (more or less than 15 CSR 

behaviours reported) 

PBC (mean of 4 PBCd 

variables) 

BI (mean of 3 BI variables) 

PBC*BI (interaction) 

BEN model BEN (more or less than five 

environmental initiatives reported) 

BS model BS (more or less than five social 

initiatives reported) 

BEC model BEC (more or less than three 

economic initiatives reported) 

BO model BO (more or less than three 

organisational initiatives reported) 
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6.4.1 Predictability of BI and PBC 

Although logistic regression makes no strict assumptions about the normality, 

linearity or homoscedasticity of the independent variables, the ratio of cases to 

variables, outliers and multicollinearity are worthy of consideration (Pallant, 2007:). 

The minimum ratio of valid cases to independent variables for logistic regression is 

10 to 1, with a preferred ratio of 20 to 1 (Hair et al. 2010). In this research, there were 

153 valid cases and 2 independent variables. The ratio of cases to independent 

variables is 76.5 to 1, which clearly satisfies the requirements. Outlier detection and 

multicollinearity were examined after the preliminary analysis with all cases was 

conducted.  

 

According to the casewise lists of the first model, there were no outliers, with 

standardised residuals  greater than 2.58 or less than -2.58 (z-score for p = 0.01) 

(Hair et al. 2010), detected in the B2G and BEC model. Three outliers were found in 

the BEN model while one was observed in both the BS and BO model. A second 

logistic regression was performed with cases excluding the outliers in these three 

models. The classification accuracy rate in the second run of the three models 

increased less than three percent, therefore the results of the preliminary round with 

all cases were reported.  

 

Multicollinearity is detected by examining the standard errors for the B coefficients 

of the independent variables. A standard error larger than 2.0 indicates numerical 

problems. In this research, none of the independent variables had a standard error 

larger than 2.0, with the maximum value of 0.89 and the minimum of 0.11. Hence, 

there was no evidence of multicollinearity in the analysis. 
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As shown in Table 6-8, the five models were statistically significant with the model 

chi-square ranging from 35.30 to 19.77, indicating that the models were able to 

distinguish between respondents who indicated and did not indicate CSR adoption 

and the predictions were significantly better than those of the models not containing 

the independent variables. Furthermore, the results of Hosmer and Lemeshow 

Goodness of Fit Test also supported the models as being valuable (Hosmer & 

Lemeshow, 2000). In the tests, poor fit is indicated by a significance value less than 

0.05, so non-significant P value indicates that the predicted probabilities match the 

observed probabilities. The chi-square value for the Hosmer-Lemeshow Tests ranged 

from 2.98~7.41 with a significance level of 0.49~0.94, which were larger than 0.05. 

Therefore the results indicated an acceptable match between predicted and observed 

probabilities and supported for the five models. 

 

Table 6-8 Model Summaries of Logistic Regressions  

  

Omnibus Tests 

of Model 

Coefficients 

Percentage of variance explained Classification 

Model 
Chi-square (χ2) 

-2 Log 

likelihood 

Cox & Snell 

R Square 

Nagelkerke R 

Square 

Overall 

Percentage 

B2G 35.30** 176.48 .21 .27 71.90 

BEN 26.78** 144.75 .16 .24 77.12 

BS 27.56** 182.65 .16 .22 69.28 

BEC 19.77** 192.33 .12 .16 62.75 

BO 47.04** 163.59 .26 .35 78.43 

**p<.01 

N=153 

 

    

 

Based on the statistics in Table 6-8, the B2G model as a whole explained between 

21% (Cox and Snell R square) and 27% (Nagelkerke R squared) of the variance in 
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the groups, and correctly classified 71.9% of cases. The BEN model explained 

between 16% and 24% of the variance in the groups and correctly classified 77.12% 

of cases. The BS model explained between 16% and 22% of the variance in the 

groups and correctly classified 69.3% of cases. The BEC model explained between 

12% and 16% of the variance in the groups. Cases were correctly classified by 62.8%. 

The BO model explained 26% to 35% of the variance in the groups and 78.4 per cent 

of the cases were correctly classified.  

 

However, when inspecting the usefulness of the logistic regression models, not all 

models met the necessary criteria. The independent variables are regarded as useful 

predictors if the classification accuracy rate is substantially higher than the accuracy 

attainable by chance alone. This proportional chance criterion can be computed by 

summing the squared percentage of cases in each group (Hair et al. 2010). Ideally, the 

classification accuracy rate should be 25 percent or higher than the proportional by 

chance accuracy rate. Table 6-9 illustrates the results of the usefulness of the 

classification. Four models met this criterion, but the BEN model did not. Therefore, 

the independent variables of behavioural intention (BI) and perceived behavioural 

control (PBC) were deemed useful when distinguishing respondents with more or less 

15 CSR initiatives in general terms. But, with regard to the environmental responsible 

initiatives, there might be other underlying variables that need to be considered in the 

model to make a satisfactory prediction. 
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Table 6-9 The Usefulness of the Models by Classification Accuracy Rate 

Model Accuracy rate in 

Step 0 

Proportional 

Chance 

Criterion*1.25 

Accuracy rate in 

Step 1 

Useful 

B2G 52.29 62.63 71.90 Yes 

BEN 75.16 78.33 77.12 No 

BS 55.56 63.72 69.28 Yes 

BEC 50.33 62.50 62.75 Yes 

BO 54.76 63.07 78.43 Yes 

 

The Wald statistic (W) is used to evaluate the contribution of each predictor variable 

in the model. It is the square of the B coefficient divided by its standard error (SEB). 

 

 

In terms of odds ratio (exp β) in the models, as shown in Table 6-10, only BI made a 

unique statistically significant contribution to all five models. The strongest predictor 

of reporting CSR behaviours was the BI in the organisational initiative model (BO), 

recording an odds ratio of 2.43. This indicated that respondents who have higher 

intentions to implement CSR were over twice as likely to report organisational 

initiative than those who had lower intentions.  
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Table 6-10 Logistic Regressions Predicting Likelihood of CSR Behaviours 

Dependent  

Variable 

Independent 

variables 

B S.E. Wald df Sig. Exp(β) 

95% C.I. for 

EXP(β) 

Lower Upper 

CSR behaviours 

in 2 groups 

(B2G) 

BI .72 .14 26.66 1 .00 2.06 1.56 2.70 

PBC .05 .12 .18 1 .67 1.05 .83 1.33 

Constant -3.69 .80 21.25 1 .00 .02 
  

Environmental 

initiatives (BEN) 

BI .71 .15 21.33 1 .00 2.03 1.51 2.75 

PBC -.04 .13 .11 1 .74 .96 .73 1.25 

Constant -1.78 .78 5.15 1 .02 .17     

Social initiatives 

(BS) 

BI .63 .13 22.32 1 .00 1.88 1.45 2.45 

PBC -.03 .11 .06 1 .80 .97 .78 1.22 

Constant -3.12 .76 16.83 1 .00 .04 
  

Economic 

initiatives (BEC) 

BI .40 .12 11.22 1 .00 1.49 1.18 1.89 

PBC .27 .11 5.86 1 .02 1.32 1.05 1.64 

Constant -2.92 .74 15.72 1 .00 .05     

Organisational 

initiatives (BO) 

BI .89 .16 32.33 1 .00 2.43 1.79 3.30 

PBC .04 .12 .10 1 .75 1.04 .82 1.32 

Constant -4.59 .89 26.77 1 .00 .01     

 

The prediction of CSR behaviours, based on the coefficients in Table 6-10, is 

represented by the following equations:  

 

 

 

 



 174 

 
 

As far as outliers are concerned, there were five outliers identified across three 

models; environmental responsibility, social responsibility and organisational 

initiative. In the environmentally responsible initiative model (BEN), three outliers 

were misclassified to be the more reporting group. They were all small companies 

and with high intention to CSR adoption. However, case 48 scored relatively low in 

subjective norms (SN) while cases 50 and 54 had a relatively low perceived 

behavioural control (PBC). Although these beliefs were not included in the logistic 

analysis, they were predictors of behavioural intention and may serve as the 

background information that affect behavioural control, perceived or actual. This 

implies that the items used to measure intention or CSR behaviour did not fully 

describe all possible measurements, especially for small-size MICE enterprises. 

Moreover, the other two outliers in the socially responsible (BS) and organisational 

initiative (BO) models revealed the opposite reality. Both, case 8 and case 82, 

reported relatively low intention and low scores in all aspects of underlying beliefs in 

relation to CSR behaviours; however, they reported more socially responsible or 

organisational initiatives. There was only one case in each model and their 

demographic information was diverse, so it was difficult to infer possible attribution. 

A follow-up interview may be useful to understand the cause of this contradictory 

phenomenon in future research. 
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Table 6-11 Outliers in Logistic Regressions 

Case Number 48 50 54 8 82 
Total 

Number 

BEN        3 

BS 
  





1 

BO 
    

 1 

Observed/ 

Predicted 
0/1 0/1 0/1 1/0 1/0 

 

ZResid -3.03 -3.31 -4.52 3.23 3.3   

CSR initiative Yes Yes Yes Yes Yes 
 

Position Level Senior Senior Entry  Entry Top 
 

Region Oceania Oceania Oceania Oceania Oceania 
 

Staff Number < 50 < 50 < 50 50~200 <50 
 

Ownership Pub-Pri Private Private Private Public 
 

Mean of BI 6 6 7 1.33 3 
 

Mean of AT 6.67 6 7 3.67 4.89 
 

Mean of SN 3.33 5.67 7 3 3.67 
 

Mean of PBC 6 2 4 2.25 2.75 
 

Mean of ATBB 6 4.67 7 2.83 4.33 
 

Mean of ATOE 4.2 5 7 4 6.4 
 

Mean of SNNB 4.6 4 5.8 3.8 3.8 
 

Mean of SNMC 4.8 5 5.8 3.6 5.8 
 

Mean of PBCB 4.6 5.2 5.2 2.6 6 
 

Mean of PBPP 3.6 2.8 7 2.4 2.6   
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6.4.2 Predictability of the Interaction of BI and PBC 

Based on the results of second run in forward stepwise method, the value of Omnibus 

Tests of Model Coefficients, -2 Log likelihood, Cox & Snell R Square and 

Nagelkerke R Square were all identical to the previous run. However, the most 

significant difference between the two runs was the variable identified in the model. 

Table 6-12 shows that only behavioural intention (BI) was retained in the equation of 

the B2G, BEN, BS and BO model and the interaction between BI and PBC (BI*PBC) 

was the only predictor of the economic responsible initiatives. Still, similar to the 

results of run one, BI had the highest predictability of organizational initiatives with 

an odds ratio of 2.43. This is not surprising because the effect of PBC in the previous 

run had been found as insignificant. However, in the economic responsibility model, 

both BI and PBC were excluded in the prediction when the interaction of these two 

variables was included. This reinforced the moderate effect of PBC on economic 

responsibility and confirmed the assumption that both BI and PBC can predict the 

adoption of economic responsible initiatives, that is, hypothesis 4-4, the intention (BI) 

and the perceived behavioural control (PBC) will significantly predict 

implementation of economic responsible initiatives (BEC). 
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Table 6-12 Variables in the Equation of the Models 

Dependent  

Variable 

Independent 

variables 

B S.E. Wald df Sig. Exp(β) 

95% C.I. for 

EXP(β) 

Lower Upper 

CSR behaviours 

in 2 groups 

(B2G) 

BI .72 .14 26.66 1 .00 2.07 1.57 2.72 

Constant -3.52 .69 25.96 1 .00 .02 

  

Environmental 

initiatives (BEN) 

BI .71 .15 21.26 1 .00 2.03 1.50 2.73 

Constant -1.93 .65 8.91 1 .03 .15     

Social initiatives 

(BS) 

BI .63 .13 22.42 1 .00 1.88 1.45 2.44 

Constant -3.22 .67 23.15 1 .00 .04 
  

Economic 

initiatives (BEC) 

BI*PBC .08 .02 16.17 1 .00 1.08 1.04 1.12 

Constant -1.37 .38 13.42 1 .00 .25     

Organisational 

initiatives (BO) 

BI .89 .16 32.81 1 .00 2.44 1.80 3.31 

Constant -4.46 .79 32.24 1 .00 .012     

 

As to the other four hypotheses, because PBC was removed in the analysis in all four 

models, the respective hypotheses (that is, hypothesis 4-1, 4-2, 4-3, 4-5) were rejected. 

However, behavioural intentions continued to prove to be a strong predictor in all 

models. Table 6-13 presents the usefulness of the model in both runs of logistic 

regression analysis. The accuracy rates remained the same in three models while a 

slight difference was found in the BEN and BO models. It is worth noting that in run 

one with BI and PBC as the predictors, the BEN model was not so useful. However, 

if the effect of PBC was removed, the accuracy rate was improved and the usefulness 

of the model can be supported. Therefore, although neither PBC nor BI can 

significantly predict CSR behaviours, BI itself was proven to affect the adoption of 

CSR in this research. 
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Table 6-13 The Usefulness of the Models by Classification Accuracy Rate 

Model Accuracy rate 

in Step 0 

Proportional 

Chance 

Criterion*1.25 

Accuracy 

rate in Step 1 

(Run 1) 

Accuracy rate 

in Step 1 

(Run 2) 

Useful 

B2G 52.29 62.63 71.90 71.90 Yes 

BEN 75.16 78.33 77.12 78.43 Yes 

BS 55.56 63.72 69.28 69.28 Yes 

BEC 50.33 62.50 62.75 62.75 Yes 

BO 54.76 63.07 78.43 75.16 Yes 

6.5 Comparisons of Salient Beliefs 

The results of regression analyses suggest questions about the underlying beliefs the 

MICE managers have as they reported on CSR initiative at different levels. In order 

to compare the differences in CSR behaviours, t-tests and Mann-Whitney tests were 

undertaken. As reported in the previous section, CSR behaviours were categorised in 

five sets, namely, groups who indicated relatively more or less CSR practices in 

general terms (that is, B2G), groups who indicated relatively more or less 

environmental initiatives (that is, BEN), groups who indicated relatively more or less 

social initiatives (that is, BS), groups who indicated relatively more or less economic 

initiatives (that is, BEC), and groups who indicated relatively more or less 

organisational initiatives (that is, BO). Therefore, the each variable was compared 

based on the two groups in each set. Results were presented in the categories of 

attitudes, subjective norms and perceived control. 

 

As reported in the method chapter, there were 29 variables revealing non-normal 

distributions because of the outrange z-scores of kurtosis and skewness. Excluding 

the three non-normal distributed variables for behavioural intentions, which are 

dependent variables and did not belong to direct or indirect belief variables in the 
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regression models, there were 26 non-normal variables used in non-parametric 

analyses. As listed in Table 6-14, 24 variables were used to discuss the differences in 

attitudes toward CSR behaviours while 13 and 14 variables were used for mean 

comparisons in subjective norms and perceived control, respectively. 

 

Table 6-14 Analysis Choice of Direct and Indirect Variables 

Variables   Z(k) Z(s) Normality Analysis 

Attitude toward CSR behaviours (Direct)         

ATdpr_WR Programs Wrong or Right 4.12  -7.03  non-normal Mann-Whitney 

ATdpr_HB Program Harmful or Beneficial -1.35  -3.54  non-normal Mann-Whitney 

ATdpr_GB Programs Bad or Good -0.89  -3.52  non-normal Mann-Whitney 

ATdpy_HB Policies Harmful or Beneficial -1.07  -3.39  non-normal Mann-Whitney 

ATdpy_GB Policies Bad or Good -0.13  -4.02  non-normal Mann-Whitney 

ATdpy_WR Policies Wrong or Right 2.08  -4.79  non-normal Mann-Whitney 

ATdrd_HB Reports Harmful or Beneficial -2.80  -0.64  non-normal Mann-Whitney 

ATdrd_WR Reports Wrong or Right -0.21  -2.43  normal t-test 

ATdrd_GB Reports Bad or Good -2.39  -0.81  normal t-test 

Behavioural belief (Indirect) 
    

ATBB_imag 
Can improve reputation and 

image 
3.37 -6.31 non-normal Mann-Whitney 

ATBB_lcom Can improve the quality of life -0.98 -2.58 normal t-test 

ATBB_mimp 
Can minimise the negative 

impacts 
-1.3 -2.27 normal t-test 

ATBB_prof Can be profitable -0.85 -2.28 normal t-test 

ATBB_cope Can increase the competitiveness 1.28 -3.44 non-normal Mann-Whitney 

ATBB_sfmy Can save money -1.84 -1.14 normal t-test 

Outcome evaluation (Indirect) 
    

ATOE_imag Improving reputation and image 8.45 -8.64 non-normal Mann-Whitney 

ATOE_lcom Improving the quality of life -1.04 -2.67 non-normal Mann-Whitney 

ATOE_mimp Minimising the negative impacts -0.66 -4.18 non-normal Mann-Whitney 

ATOE_prof Being profitable 6.90 -8.17 non-normal Mann-Whitney 

ATOE_cope Increasing the competitiveness 3.18 -6.05 non-normal Mann-Whitney 

ATOE_sfmy Saving money -1.05 -3.85 non-normal Mann-Whitney 
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Variables   Z(k) Z(s) Normality Analysis 

Subjective norms (Direct)     
  

SNd_gen General expectation 0.55  -4.19  non-normal Mann-Whitney 

SNd_org Most people in organisations -0.40  -3.70  non-normal Mann-Whitney 

SNd_oval Significant others 0.51  -3.52  non-normal Mann-Whitney 

Normative belief (Indirect) 
    

SNNB_boar The boards support -1.72  -0.85  normal t-test 

SNNB_porg Governmental agencies support -0.52  -0.09  normal t-test 

SNNB_locm Local community support -0.87  -0.44  normal t-test 

SNNB_clie Clients support -0.86  -0.06  normal t-test 

SNNB_devi Delegate and visitors support -1.36  0.08  normal t-test 

Motivation to comply (Indirect) 
    

SNMC_boar The boards 0.88  -3.75  non-normal Mann-Whitney 

SNMC_porg Governmental agencies -0.57  -2.27  normal t-test 

SNMC_locm Local community -1.39  -2.41  normal t-test 

SNMC_clie Clients -1.09  -2.31  normal t-test 

SNMC_devi Delegate and visitors -0.62  -1.84  normal t-test 

Perceived behavioural control (Direct)         

PBCd_up2m Up to me -2.38  2.88  non-normal Mann-Whitney 

PBCd_ican If I want I can -3.06  -0.83  non-normal Mann-Whitney 

PBCd_cctl Have complete control -2.54  2.42  normal t-test 

PBCd_capa Capable of -1.63  -2.75  non-normal Mann-Whitney 

Control belief (Indirect) 
    

PBCB_miss Organisational mission 4.34  -6.24  non-normal Mann-Whitney 

PBCB_knif Appropriate skills and knowledge 2.96  -4.52  non-normal Mann-Whitney 

PBCB_staf Sufficient number of staff 0.80  -3.26  non-normal Mann-Whitney 

PBCB_mony Sufficient money 1.26  -4.06  non-normal Mann-Whitney 

PBCB_eqtn Equipment and technology -0.29  -2.24  normal t-test 

Perceived power (Indirect) 
    

PBPP_miss Have organisational mission -1.90  -1.33  normal t-test 

PBPP_knif Have skills and knowledge -0.75  -1.01  normal t-test 

PBPP_staf Have sufficient number of staff -2.25  -1.29  normal t-test 

PBPP_mony Have sufficient money -1.04  0.02  normal t-test 

PBPP_eqtn Have equipment and technology -0.81  -0.31  normal t-test 
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6.5.1 Comparisons of Attitudes 

The first underlying set of beliefs is attitudes toward CSR behaviours. As presented in 

Table 6-15, the significant differences were located only in attitudes toward CSR 

programs, namely implementing CSR programs in my organisation is “right” 

(ATdpr_WR), “good” (ATdpr_GB) and “beneficial” (ATdpr_HB). These results make 

it necessary to look at the difference amongst the expectancy-value beliefs of 

attitudes. With regard to six advantages (behavioural beliefs) of CSR adoption, the 

significant differences were only found in “CSR implementation can improve 

reputation and image” (ATBB_imag), “CSR implementation can improve the quality 

of life” (ATBB_lcom), and “CSR implementation can increase the competitiveness” 

(ATBB_cope) across the model of B2G, BEN, BS, and BEC. The benefits of 

minimising negative impacts, being profitable and saving money, were not perceived 

differently by respondents of all five CSR behaviour sets. In particular, the groups in 

BO set did not exhibit statistically significant differences in all benefits of CSR 

implementation. This implies that these benefits were either equally evident or 

equally doubtful for the MICE managers when implementing organisational 

initiatives.
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Table 6-15 Mean Comparisons of Attitudes 

 
B2G  

 
BEN 

  
BS   BEC   BO   

Variables 
>15 

(n=73) 

≤15 

(n=80)  

>5 

 (n=115) 

≤5 

 (n=36)  

>5 

 (n=68) 

≤5 

(n=73) 
 

≥3 

 (n=77) 

<3 

 (n=64) 
 

≥3 

 (n=69) 

<3 

 (n=57) 
 

 

Mean(SD) 

or 

Mean 

Rank 

Mean(SD) 

or 

Mean 

Rank 

t-value 

or 

z-value 

 

Mean(SD) 

or 

Mean 

Rank 

Mean(SD) 

or 

Mean 

Rank 

t-value 

or 

z-value 

 

Mean(SD) 

or 

Mean 

Rank 

Mean(SD) 

or 

Mean 

Rank 

t-value 

or 

z-value 

 

Mean(SD) 

or 

Mean 

Rank 

Mean(SD) 

or 

Mean 

Rank 

t-value 

or 

z-value 

 

Mean(SD) 

or 

Mean 

Rank 

Mean(SD) 

or 

Mean 

Rank 

t-value 

or 

z-value 

 

Attitude toward CSR behaviours (Direct) 
   

         

ATdpr_WR 82.54 71.94 -1.63**             

ATdpr_HB          77.79 62.83 -2.32*    

ATdpr_GB    81.59 58.14 -2.96** 80.70 61.97 -2.87** 78.78 61.64 -2.61** 70.08 55.54 -2.39* 

Behavioural belief (Indirect) 
   

         

ATBB_imag 6.26(.08) 5.75(1.28) 2.99** 6.13(.97) 5.56(1.38) 2.32*          

ATBB_lcom 84.47 70.18 -2.05*       77.77 62.86 -2.22*    

ATBB_cope       5.47(1.19) 4.97(1.40) 2.26* 5.40(1.29) 4.91(1.34) 2.23*    

Outcome evaluation (Indirect) 
   

         

ATOE_lcom 86.76 68.09 -2.67** 80.87 60.46 -2.51* 79.43 63.15 -2.43* 79.09 61.27 -2.65** 70.89 54.55 -2.58** 

ATOE_mimp 87.95 67.01 -3.06** 81.90 57.17 -3.10** 80.15 62.48 -2.69** 78.31 61.27 -2.44*    

ATOE_cope 85.24 69.48 -2.33*    80.88 61.80 -2.93** 78.36 62.15 -2.48** 69.88 55.78 -2.29* 

* p or Asymp<0.05; ** p or Asymp<0.01 
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When evaluating the importance of these benefits (that is, outcome evaluation), the 

differential points were identified in the importance of improving the quality of life in 

the local community across all five models. This implies that the major distinction of 

practicing more or less CSR adoption is how valuable the quality of life was 

perceived by the MICE managers. It is particularly true in terms of economic 

initiatives (BEC set, z=-2.65, Asymp<0.01) because the group identifying more 

economic initiatives (BEC set, n=77, z=-2.22, Asymp<0.05) showed stronger 

agreement on the benefit of CSR implementation in improving the quality of life.  

 

Further examination of the importance level of the other two benefits marked as 

significantly different, shows that the difference in the importance of increasing the 

competitiveness is evident in the BS and BEC model. When respondents identified 

more social initiatives (BS set, n=68, t=2.26, p<0.05) and economic initiatives (BEC 

set, n=77, t=2.23, p<0.05), they not only strongly agreed that CSR implementation 

can increase the competitiveness of the organisation but also revealed stronger 

agreement on the importance of this advantage than their counterparts. 
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6.5.2 Comparisons of Subjective Norms 

Amongst the three direct subjective norms variables, all five behaviour sets showed 

significant difference in the support from “most people in the organisations” 

(SNd_org) and respondents’ “significant others” (SNd_oval). This shows that the 

pressure or opinions of the social groups who have direct relationships with the 

respondents in the CSR decision making process, e.g., co-workers, customers, bosses 

or the boards, significantly influenced the respondents. However, when looking at the 

pressure or support from the external social groups, “the general public” (SNd_gen) in 

this case, only the B2G set (z=-2.58, Asymp<0.01) and the BEN set (z=-4.27, 

Asymp<0.01) revealed a significant difference. In other words, the groups reporting 

more CSR initiatives, no matter in what forms related to sustainability (i.e., 

environmental, social, economic, organisational initiatives), perceived that the 

decisions regarding those CSR behaviours were influenced by support of people in the 

workforce, that is, the internal pressure. If specifically discussing environmental 

initiatives, those more environmentally responsible respondents received greater 

expectation from the society, that is, the external pressure. 
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Table 6-16 Mean Comparisons of Subjective Norms and Normative Salient Beliefs 

 
B2G  

 
BEN 

  
BS   BEC   BO   

Variables 
>15 

(n=73) 

≤15 

(n=80)  

>5 

 (n=115) 

≤5 

 (n=36)  

>5 

 (n=68) 

≤5 

(n=73) 
 

≥3 

 (n=77) 

<3 

 (n=64) 
 

≥3 

 (n=69) 

<3 

 (n=57) 
 

 

Mean(SD)

or 

Mean 

Rank 

Mean(SD)

or 

Mean 

Rank 

t-value 

or 

z-value 

 

Mean(SD)

or 

Mean 

Rank 

Mean(SD)

or 

Mean 

Rank 

t-value 

or 

z-value 

 

Mean(SD)

or 

Mean 

Rank 

Mean (SD) 

or 

Mean 

Rank 

t-value 

or 

z-value 

 

Mean(SD)

or 

Mean 

Rank 

Mean(SD)

or 

Mean 

Rank 

t-value 

or 

z-value 

 

Mean(SD)

or 

Mean 

Rank 

Mean(SD)

or 

Mean 

Rank 

t-value 

or 

z-value 

 

Subjective norms (Direct) 
   

         

SNd_gen 86.45 68.38 -2.58** 84.28 49.54 -4.27**          

SNd_org 89.03 66.02 -3.32** 83.09 53.35 -3.68** 77.99 64.49 -2.03* 79.98 60.20 -2.97** 69.61 56.11 -2.15* 

SNd_oval 92.63 62.74 -4.30** 85.06 47.06 -4.70** 81.55 61.17 -3.07** 81.49 58.38 -3.46** 73.49 51.41 -3.50** 

Normative belief (Indirect) 
   

         

SNNB_boar 5.14(1.34) 4.40(1.38) 3.34** 4.94(1.34) 4.25(1.46) 2.64**    5.18(1.21) 4.34(1.48) 3.70** 5.09(1.36) 4.51(1.45) 2.30* 

* p or Asymp<0.05; ** p or Asymp<0.01 

Note: No statistical differences are identified in five indirect variables of motivation to comply (SNMC). 
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If examining the sources of support that influenced CSR practitioner decisions (that is, 

the normative beliefs), the only source that distinguished respondents in groups was 

the boards (SNNB_boar). But it is obvious that this difference was only observed in 

the B2G set (t=3.34, p<0.01), the BEN set (t=2.64, p<0.01), the BEC set (t=2.28, 

p<0.01) and the BO set (t=2.30, p<0.05), not the BS set. This result implies that more 

socially responsible MICE managers received similar levels of support from their 

boards. 

 

When looking into respondents’ motivation to comply with the expectations of their 

important stakeholders, there were no significant differences in all five behaviour sets. 

This result implied that two groups in each set had the same level of compliance with 

the expectations of the important referent groups and indicates that meeting the 

expectation of government, local communities, clients, event delegates and boards 

was equally important for MICE managers, even though respondents showed different 

level of involvement in CSR. 

 

6.5.3 Comparisons of Perceived Behavioural Control 

Table 6-17 reports the comparison results of perceived behavioural control. Starting 

from four direct variables in respondents’ behavioural control, there were no 

significant differences in the level of agreement with the statement “implementing 

CSR initiatives is up to me” between groups in all five behaviour sets. This result 

suggests that MICE managers had similar levels of control over implementing these 

types of initiatives. However, special attention is given to the BEC set because, in 

previous analyses, PBC was found to be a significant predictor of the intention to 

implement economically responsible initiatives. The group indicating more 

engagement in economic initiatives (BEC set, n=77) tended to demonstrate higher 
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levels of agreement that if they wanted they could implement CSR initiatives (z=-2.46, 

Asymp<0.01) and had complete control over CSR implementation (t=2.90, p<0.01). 

These implied that the less economically responsible respondents believed those 

implementation were beyond their control. There were some factors hindering their 

behaviours and therefore the investigation of the possible factors, the important 

resources in this case, becomes important. 

 

When examining the five important resources relating to CSR conduct (that is, control 

beliefs), there were no significant differences between groups in the BEN set, the BS 

set and the BEC set. This suggested that the level of need in organisational mission, 

appropriate skills and knowledge, sufficient number of staff, sufficient money and 

equipment and technology was not distinct between the groups. However, in the B2G 

set and the BO set, there were statistically different levels of agreement between the 

groups in statements about the needs of appropriate skills and knowledge, and 

sufficient number of staff. Furthermore, the group with more CSR conduct (B2G set, 

n=73, z=-2.43, Asymp<0.05) more strongly believed that organisational mission was 

indispensable in implementing CSR, compared to its counterpart. 

 

As to the perceived power of the five important resources, the BS set showed no 

significant difference in all items, implying MICE managers who indicated more 

social initiatives processed similar accessibility to these resources with those 

managers who indicated less social initiatives. The more social responsible managers 

did not possess more resources to implement more social initiatives. On the contrary, 

the two groups in the BO set revealed significant difference in the accessibility of the 

five resources, implying MICE managers who indicated more organisational 

initiatives, perceived more control over all five resources, in comparison with those 
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who indicated less organisational initiatives. 

 

With further examination, two groups in the B2G set showed significant differences in 

their perceived power over the most important resources, except money (t=1.55, 

p>0.05). This result suggested both group showed low levels of power concerning the 

money available for implementing CSR initiatives. The identical pattern was also 

observed in the BEC set. There were significant differences in their perceived power 

of the most important resources, except skills and knowledge (t=1.54, p>0.05) 

suggesting that managers of both groups had similar perceptions of the skills and 

knowledge they possessed for CSR adoption. Moreover, there was only one 

significant difference in the perceived power identified in the BEN set, namely, 

organisational missions. This result implied the organisations implementing more 

environmentally responsible initiatives (BEN set, n=115, t=2.52, p<0.01), clearly 

incorporated concerns about environmental issues into their business conduct. 



 189 

Table 6-17 Mean Comparisons of Perceived Control and Control Salient Beliefs 

 
B2G  

 
BEN 

  
BS   BEC   BO   

Variables 
>15 

(n=73) 

≤15 

(n=80)  

>5 

 (n=115) 

≤5 

 (n=36)  

>5 

 (n=68) 

≤5 

(n=73) 
 

≥3 

 (n=77) 

<3 

 (n=64) 
 

≥3 

 (n=69) 

<3 

 (n=57) 
 

 

Mean(SD) 

or 

Mean 

Rank 

Mean(SD) 

or 

Mean 

Rank 

t-value 

or 

z-value 

 

Mean(SD) 

or 

Mean 

Rank 

Mean(SD) 

or 

Mean 

Rank 

t-value 

or 

z-value 

 

Mean(SD) 

or 

Mean 

Rank 

Mean(SD) 

or 

Mean 

Rank 

t-value 

or 

z-value 

 

Mean(SD) 

or 

Mean 

Rank 

Mean(SD) 

or 

Mean 

Rank 

t-value 

or 

z-value 

 

Mean(SD) 

or 

Mean 

Rank 

Mean(SD) 

or 

Mean 

Rank 

t-value 

or 

z-value 

 

Perceived behavioural control (Direct) 
   

         

PBCd_ican          78.62 61.83 -2.46**    

PBCd_cctl          3.64(1.97) 2.70(1.81) 2.90**    

PBCd_capa 85.90 68.88 -2.42*             

Control belief (Indirect)             

PBCB_miss 85.73 69.04 -2.43*             

PBCB_knif 90.26 64.90 -3.68**          71.73 53.54 -2.91** 

PBCB_staf 89.62 65.49 -3.47**          70.71 54.77 -2.52** 

Perceived power (Indirect) 
   

         

PBPP_miss 4.70(1.67) 4.01(1.49) 2.69** 4.54(1.64) 3.78(1.38) 2.52**    4.71(1.61) 4.16(1.49) 2.12* 4.83(1.53) 3.91(1.62) 3.25** 

PBPP_knif 4.40(1.55) 3.94(1.27) 2.00*          4.46(1.46) 3.88(1.49) 2.22* 

PBPP_staf 4.47(1.60) 3.65(1.44) 3.32**       4.51(1.47) 3.66(1.58) 3.30** 4.61(1.50) 3.51(1.51) 4.08** 

PBPP_mony          3.95(1.39) 3.38(1.40) 2.43* 3.94(1.39) 3.37(1.36) 2.33* 

PBPP_eqtn 4.26(1.41) 3.74(1.21) 2.46**       4.27(1.31) 3.75(1.30) 2.37* 4.32(1.33) 3.74(1.30) 2.46* 

* p or Asymp< .05; ** p or Asymp< .01 
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6.6 Summary 

This chapter sought to test research questions two to five. The results of 

corresponding hypotheses are presented in Table 6-18. Generally speaking, the results 

from research question two and three, namely, H2-1, H2-2, H2-3 and H3, indicated 

that the implementation of CSR behaviours was mostly determined by MICE 

manager‘s intentions. Furthermore the results also demonstrated that a Theory of 

Reasoned Action (TRA) model structure, that is, using attitudes and subjective norms 

as indicators, would provide sufficient understanding of behaviour rather than using a 

Theory of Planned Behaviour (TpB) model structure. The effect of perceived 

behavioural control was not found significant in this study. However, in terms of 

economically responsible initiatives, the predictability of perceived behavioural 

control (PBC) showed significant influence on the presence of CSR adoption. This is 

demonstrated by the test of hypothesis 4-4 and thus answers research question four (as 

in Figure 6-3). 

Table 6-18 Results of Hypothesis Test 

Research 

question Hypothesis Results 

RQ2 To what extent do the identified salient beliefs of MICE operators 

influence the antecedents of behavioural intentions?  

 H2-1: the behavioural beliefs (ATBB) and outcome evaluations 

(ATOE) will positively influence the attitudes toward behaviour 

(AT). 

Supported 

 H2-2: the normative beliefs (SNNB) and motivation to comply 

(SNMC) will positively influence the subjective norms (SN).              

Supported 

 H2-3: the control beliefs (PBCB) and perceived power (PBPP) will 

positively influence the perceived behavioural control (PBC).     

Supported 

 



 191 

RQ3 How do the identified antecedents predict MICE operators’ 

intentions to engage in CSR behaviours? 

 

 H3: the attitudes toward behaviour (AT), the subjective norms (SN) 

and the perceived behavioural control (PBC) will significantly 

predict the intention to CSR behaviour (BI).  

Rejected 

RQ4 How do behavioural intentions and perceived behavioural control 

predict MICE operators’ CSR behaviours? 

 

 H4-1: the intention (BI) and the perceived behavioural control (PBC) 

will significantly predict implementation of CSR initiatives (B2G). 

Rejected 

 H4-2: the intention (BI) and the perceived behavioural control (PBC) 

will significantly predict implementation of environmental initiatives 

(BEN). 

Rejected 

 H4-3: the intention (BI) and the perceived behavioural control (PBC) 

will significantly predict implementation of social initiatives (BS). 

Rejected 

 H4-4: the intention (BI) and the perceived behavioural control (PBC) 

will significantly predict implementation of economic initiatives 

(BEC). 

Supported 

 H4-5: the intention (BI) and the perceived behavioural control (PBC) 

will significantly predict implementation of organisational initiatives 

(BO). 

Rejected 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 6-3 Logistic Regression Results Presented in the TpB Model 

 

Subjective Norm 

(SN) 

Behavioural 

Intention 

 

Attitude Toward 

Behaviour (AT) 

 

 

Perceived 

Behavioural 

Control (PBC) 

Target Behaviour 

B2G model: R2=0.21-0.27; χ2=35.12** 

BEN model: R2=0.25-0.39; χ2=42.46** 

BS model: R2=0.16-0.22; χ2=27.56** 

BO model: R2=0.26-0.35; χ2=47.04** 

Target Behaviour 

BEC model: R2=0.12-0.16; χ2=19.77** 
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The final research question related to the extent of the identified salient beliefs of 

MICE operators that are different when comparing the group who indicated more 

CSR outcomes with the group who indicated less. In line with the Theory of Planned 

Behaviour (TpB), the main differentiating salient beliefs in attitudes, the first 

antecedent, were found in the advantage of improving organisational image, 

improving the quality of life of local communities and increasing competitiveness. By 

examining these differences by five behaviour sets, those groups engaging in more 

economic initiatives (the BEC set) more strongly agreed that improving quality of life 

and increasing competitiveness, were important for themselves and their 

organisations. 

 

As to the second antecedent, namely subjective norms, significant differences were 

identified in all three direct variables amongst five behaviour sets. Although the 

analysis revealed no statistical differences between groups in their motivation to 

comply with the opinions of significant others, four comparison sets, indicated a 

significant difference in the support of boards with regard to CSR adoption. This 

result implied that the groups with more CSR adoption and more environmental, 

economic and organisational initiatives, received more support from their boards. 

 

Finally, differences in the third antecedent, i.e., perceived behavioural control, were 

observed in the B2G and BO set in most variables. No differences were observed in 

the BS set. The analysis revealed that managers indicating more CSR initiatives in 

general terms or organisation initiatives, were more likely to value the importance of 

having appropriate skills and knowledge and sufficient numbers of staff. They had 

more accessibility and availability of appropriate knowledge and staff to adopt CSR.  



 193 

CHAPTER SEVEN: DISCUSSION AND CONCLUSION 

In Chapters Five and Six, the results of data analysis and model testing were presented. 

Chapter Seven, first discusses the five research questions in line with the reported 

results and with reference to the current literature. Implications for practitioners and 

the public sector are also addressed. Finally, the limitations of this research are 

described and then suggestions for future research are outlined. 

 

7.1 CSR Behaviours 

The first research objective was to investigate current CSR implementations in the 

MICE industry. The answers to the first research question, that is, what are the factors 

that influence MICE operators’ intentions to implement CSR behaviours, successfully 

attained this first objective. The expert and elicitation interviews in the elicitation 

phase of this study, resulted in a comprehensive list of 30 CSR initiatives currently 

adopted in the MICE industry. CSR initiatives include ten environmental initiatives, 

ten social initiatives, five economic initiatives and five organisational initiatives. In 

the TpB survey phase, respondents identified that the most frequently adopted 

initiatives were those designed to reduce the use of energy and power, water, paper 

and plastic products as well as waste and pollution. Establishing environmental 

policies, ensuring the health and safety of organisational stakeholders, namely, 

delegates, guests and employees, and providing regular training and education for 

employees were also mentioned consistently. Recent research in the field of business 

events has shown the focus of CSR behaviours is mainly on environmentally 

responsible initiatives (Park & Boo, 2010; Sox et al., 2013). This highlights the level 

of awareness of and importance given to, green or environmental issues and initiatives 
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in the MICE industry.  

 

7.1.1 Type of CSR Practices: Triple Bottom Lines 

There have been a wide range of innovative CSR adoptions documented in the recent 

years. As mentioned previously, most of these CSR activities are environmentally 

responsible initiatives (Elston & Draper, 2012; Myunga, McClarenb & Li, 2012). 

Whitfield, Dioko and Webber (2014) recognised that the focus on environmental 

sustainability may be due to the resource demanding nature of business events. Indeed, 

at the early stage of academic investigation of sustainable or environmental practices 

in the industry, recycling programs, including on-site recycling of paper, plastics, 

glass and metals, were the most prevalent and most frequently identified green 

practices by event planners and customers (Park & Boo, 2010; Draper et al, 2011). 

When comparing convention business with exhibition business, in terms of green 

practices, recycling and energy efficiency are still amongst the top ranking initiatives 

(Merrilees & Marles, 2011). However, exhibition practitioners experienced more 

benefits from energy conservation and waste reduction and therefore adopt these 

aspects of environmental stewardship more often (Merrilees & Marles, 2011; Draper 

et al, 2011). In general terms, the findings of this research reinforce the contention 

that the CSR practices in the MICE industry are more likely to be in the area of 

environmental responsibility, in comparison with practices pertaining to social and 

economic responsibility. 

 

In addition to the importance of environmental and social initiatives, the second most 

important area for CSR was organisational initiatives, which were reported by more 

than 60 per cent of the respondents in this research. The MICE managers proactively 

incorporated sustainability into their usual business conduct and organisational 
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mission. The importance of these managerial practices, namely continuing to improve 

sustainable management and positioning the organisation as a good corporate citizen, 

has also been recognised by other researchers. However, they are perceived as a sign 

of the position of managers on sustainability and not of actual outcomes in terms of 

the business-society relationship. Merrilees and Marles (2011, p.364) note that event 

managers recognise the important role of an eco-champion in greening practices. In 

the conceptual model of Mair and Jago (2010), they perceive the eco-champion as a 

catalyst to CSR adoption. In Wood’s (1991; 2010) Corporate Social Performance 

Model (see Figure 7-1), this environmental champion can be described as exercising 

managerial discretion within the MICE industry. At the individual level, the principle 

of CSR advocates that managers and employees should serve as moral agencies that 

bring about change and carry out responsive programs (Wood, 2010). The 

responsibility of managers is to decide what initiatives they should undertake to 

achieve socially and ethically responsible outcomes. Hence, the identification of the 

organisational initiatives in this research implies that the influence of an 

eco-champion is reflected in the existence of the managerial programs that are 

undertaken. 
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Source: Wood (2010), p.54 

Figure 7-1 Wood’s Model of Corporate Social Performance 

 

In terms of pursuing sustainability, namely, the full implementation of the triple 

bottom line, the current adoption in the MICE industry, or at least in the venue sector 

as shown in this research, seems to lack balance. Indeed, the choice of the 

sustainability and CSR adoption largely depends on the accessibility and capability of 

the organisation (Merrilees & Marles, 2011). Managerial discretion is usually related 

to the level of perceived behavioural control, the stakeholders’ reaction and other 

moderating or mediating factors, such as media, culture and eco-champions (Mair & 

Jago, 2010), thus, making the judgement and evaluation of a company’s CSR 

performance complicated. In the examination of the current adoption in the industry, 

ideally, a more comprehensive set of performance indicators should be used. However, 

similar to other studies (Park & Boo, 2010; Draper et al, 2011; Merrilees & Marles, 

2011), this research used the list of best practices identified from the elicitation 

interviews and the secondary documents of the relevant governmental sectors and 

industrial associations. It is perhaps too early to conclude how well or how poorly the 
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MICE industry performed in terms of the profit, people and planet balance, since the 

availability of a reliable and valid standard rating scale to gauge the CSR performance 

of MICE organisations is still limited. However, the observation of the adoptions 

identified in this research provides empirical evidence of the types of CSR 

implementations that are currently preferable to and applicable within the industry. 

These implementations are not only limited to environmental responsibility but extend 

to other social, economic and organisational management aspects of the industry. 

 

7.1.2 Level of Involvement 

Although this research shows that the CSR behaviours in the MICE industry involve 

all aspects of sustainability, the exact level of involvement is still unclear. The 

investigation of the level of involvement is out of the scope of this research. However, 

while more than 93 per cent of the respondents were aware of CSR practices taking 

place in their organisations and more than 60 per cent of the respondents reported that 

their organisations have involved in CSR implementation, it may be worthwhile to 

discuss the level of involvement of these organisations who are actively participating 

in CSR practices. 

 

Seeing the difficulty of quantifying and measuring CSR performance, an alternative 

investigation of CSR adoption is to measure corporate responsiveness, which depicts 

the stance of organisations towards business-society issues (Wood, 2010). One recent 

study developed a conceptual model of the GREENER VENUE, in which the 

performance of implementing environmental policy initiatives (GREENER) is 

measured by a social responsiveness scale across five categories, that is “Venerated, 

Eager, Nonchalant, Unmotivated and Eternal denial” (Whitfield & Dioko, 2012; 

Whitefield, Dioko & Webber, 2014). The acronym VENUE is an extension to 
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Carroll’s four-point scale of responsiveness (that is, reactive, defensive, 

accommodative and proactive) when measuring the philanthropic responsibility in his 

pyramid of CSR model (Whitefield et al., 2014). These authors found “Eager,” which 

is similar to the accommodative response in Carroll’s model, is the biggest group (that 

is, 35.6%) in their sample of 191 British conference and meeting venues. Those 

responding as Eager  are characterised as acting “in a proactive manner towards 

environmental issues” but not “reaching the highest standard” (Whitefield et al., 2014, 

p.306). Although the measurement is based on subjective reflection, this result to 

some extent supports the trend of CSR adoption in the industry worldwide, 

particularly in terms of green issues. This trend also to some extent explains the 

proactive stance of these organisations which have involved in CSR practices for 

more than three years and the wide range of CSR initiatives identified in the current 

research. 

 

In term of the most frequently identified environmental initiatives identified in this 

research, namely recycling practices, the GREENER VENUE framework of 

Whitefield et al. (2014) shed some light on the influence of corporate responsiveness 

on these practices. Whitefield et al. (2014) empirically demonstrated that the 

corporate responsiveness can predict most environmental best practices, such as 

evaluating attendees view of greening options, the usage of energy saving light bulbs 

and solar panels, assessing the amount of waste and offering fair trade food or 

beverage. However, the framework did not predict the three most frequently reported 

best practices that were identified in their study, namely the usage of air conditioning 

within venue, the usage of recyclable paper and providing recycling containers. These 

practices were perceived as separate performances from environmental policy 

initiatives. It might suggest these activities were deemed as regular business conduct 
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and did not need to be aligned with environmental policies. That is possibly what the 

GREENER VENUE framework can not fully explain. But their findings still 

indirectly reinforce and explain the prevalence of recycling practices identified in the 

present research. This discussion of the influential factors of the environmental 

initiatives will be presented in section 7.2. 

 

It is not denied that the argument of the relatively high involvement in 

environmentally friendly practices is not based on solid scientific evidence. The 

importance or weight of each initiative is not considered in describing and measuring 

the overall level of CSR adoption. The philanthropic and obligatory nature of the 

different CSR initiatives may also influence the level of CSR involvement. Although 

these aspects are beyond the scope of this research, in terms of overall CSR adoption, 

this research reveals the MICE industry, at least the sample of this research, makes 

efforts to practice CSR in their business conduct. 

 

Figure 7-2 shows the possible position of CSR practices in terms of the triple bottom 

line. When considering all of the 14 most frequently implemented CSR initiatives 

reported by respondents in this research, the majority of these initiatives are 

financially sustainable practices, particularly in areas 2 and 3 (see in Table 7-1). At a 

quick glance, the environmentally responsible initiatives identified in this research are 

found to be in the financially sustainable area in the Planet circle (that is, area  2). 

However, the area location of these initiatives is not necessarily stable, depending on 

how these initiatives are managed. Considering energy saving as an example, it may 

be identified only in area 6 if the purchase cost of the related equipment or 

construction outweighs the money that can be saved or if the trade-off of the 

energy-saving establishment does not end up at a satisfactory level. It means this 
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environmental initiative is not financially sustainable because the organisation did not 

save money as expected. The location of each CSR initiative is movable depending on 

how the action is undertaken. 

 

Source: Henderson, 2011, p. 250 

Figure 7-2 Sustainable development 
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Table 7-1 CSR Initiatives in Triple Bottom Lines 

Area Frequently implemented CSR initiatives 

1(Profit, People, 

Planet) 

Continue to improve and /or innovate sustainable management 

Position the organisation as a good corporate citizen 

Cooperate with suppliers who have green policies or programs 

2 (Profit, Planet) Reduce the use of energy and power  

Reduce the use of water   

Reduce the use of paper and plastic products 

Establish environmental policies  

Reduce the waste and pollution 

3 (Profit, People) Ensure the health and safety of delegates, guest and employees 

Provide regular training and education for employees 

Cooperate with local suppliers 

3 (Profit, People) 

or 7 (People) 

Provide services for public benefits 

Give regularly to charities 

5 (Profit) Maintain transparent and accountable financial records  

 

There no assumption about which CSR performance, namely programs, policies and 

reports, is better nor which sustainability perspective, namely economic, social and 

environmental responsibility, is more important. The MICE mangers should strive to 

identify the CSR initiatives that address true sustainable development (that is, area 1 

in Figure 7-2) in society at large. It is the managerial discretion of the decision makers 

to determine the level of involvement in the balance of profit, people and planet. To 

manage the business-society relationships, the best approach is probably, as Carroll 

(1991) proposed, to maximise the benefits to profit, people and planet in a proactive 

manner by adopting responsible practices. Managers and decision makers play key 

roles in this process. Their beliefs toward the CSR adoption are, therefore, the focus 

of the next section. 
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7.2 CSR Beliefs 

In this study, the second research objective was to identify determinants of managerial 

decisions on CSR behaviour in the MICE industry. Five research questions were used 

to attain this objective. The first research question asked the factors that influence 

MICE operators’ intentions to implement CSR behaviours. In the Theory of Planned 

Behaviour (TpB), 18 salient beliefs of the three antecedents of behavioural intentions, 

namely attitudes toward behaviours, subjective norms and perceived behavioural 

control, were identified through expert and elicitation interviews.   

 

After preliminary analysis on their reliability and validity, 16 salient beliefs were used 

to test the TpB model for answering research question two to four. The second 

research question was related to the influence of salient beliefs on the three 

antecedents of behavioural intentions, namely attitudes, subjective norms and 

perceived behavioural control. The empirical model testing showed that positive 

correlations between the salient beliefs and three antecedents were supported and they 

significantly predicted the corresponding antecedents. The third research question 

dealt with the predictability of the three antecedents in relation to CSR intentions. The 

results revealed that the causal relation was confirmed only between behavioural 

intentions and two predictors, that is, attitudes and subjective norms. The level of 

perceived behavioural control did not significantly contribute to the prediction of CSR 

adoption for this sample. The fourth research question dealt with the moderating 

effect of perceived behavioural control on both behavioural intentions and 30 CSR 

initiatives. When dividing the 30 CSR initiatives into five types of behaviour sets, 

namely the overall CSR adoption, environmental, social, economic and organisational 

initiatives, the results indicated that behavioural intentions successfully classified the 
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groups in each behaviour set, but the significant contribution of perceived behavioural 

control was only identified in the economically responsible behaviour set. 

 

These findings make it imperative to decode the underlying facilitators of and 

impediments to CSR adoption in the industry. This research observed some 

differences in the expectancy-value relationship of the salient beliefs in CSR adoption. 

To provide deeper insight, research question five dealt with the differences in these 

beliefs amongst each of the five CSR initiative behaviour sets. Some research on 

identifying influential factors that facilitate or impede CSR implementation in the 

MICE industry have been conducted (Boo & Park, 2013; Mair & Jago, 2010). 

Although none of them adopt the TpB theory, there are some similarities and 

differences in the findings between these studies and the current research. In the 

following sections, the discussion of these differences is addressed with some 

evidence from the relevant literature. 

 

7.2.1 Attitudes towards Implementing CSR Initiatives 

The first predictor of CSR intentions is MICE managers’ attitudes towards the 

advantages of implementing CSR. Amongst the six advantages identified from the 

elicitation phase, respondents revealed the benefit of improving the image and 

reputation of the organisations from CSR adoption was the main driver (see in Figure 

5-1).  In contrast, the CSR adoption did not bring the advantages which they thought 

important, that is, being profitable, increased competitiveness and money-saving. In 

particular, statistically significant differences were found in the belief of increasing 

competitiveness across two CSR behaviour sets. Respondents identifying more 

socially and economically responsible initiatives in their organisations were more 

likely to agree that CSR can bring them competitive advantages, but this was not the 
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case for those identifying more environmental and organisational initiatives. 

 

Henderson (2011) suggests that competitive advantage is found when a business 

practice is operated at a lower cost than its competitor’s (that is, cost), the customers 

perceive it as a differentiating element in comparison with other offerings (that is, 

differentiation) and the practice meets the customers’ need (that is, focus). The 

cost-based competitive advantage is not, however, the most plausible explanation in 

the current research because money saving was not significantly acknowledged as the 

advantage that CSR adoption could bring to respondents’ organisations. It is more 

likely that these socially and economically responsible organisations perceived these 

CSR initiatives were what their competitors did not offer and that they also addressed 

the needs of their customers and the local communities. Therefore, these respondents 

believed that, for example, by providing services for public benefits and cooperating 

with suppliers who have green policies or programs, they could achieve 

differentiation and focus based competitive advantages.  

 

One interesting observation is that respondents did not believe environmentally 

responsible behaviours or initiatives could bring them competitive advantages or 

benefits such as saving money. Although cost saving has been regarded as one of the 

top benefits of CSR adoption (Carroll & Shabana, 2010), this was not evident in the 

MICE industry, or at least not in the sample used in this research and at the time the 

research was conducted. Park and Boo (2010) and Mair and Jago (2010) also 

supported this argument by articulating the lack of financial benefits of green 

practices in conventions. However, Merrilees and Marles, (2011) contend that cost 

savings were reported in their study (exhibition sample) because of energy savings 

and reduced paper consumption. The financial benefit is also evident in the research 
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of Mair and Laing (2012) on six music festivals. This suggests that differences in CSR 

understanding, beliefs and behaviours may be found across different sectors in the 

event industry.  

 

As discussed in section 7.1.2, it is possible that recycling programs, the most regular 

CSR practice for event businesses, have become part of daily business operation even 

though the programs did not gain the organisations any competitive advantages. In 

fact, the more environmentally responsible managers agreed that green initiatives 

could increase the reputation and image of the organisations more than the other 

managers who indicated less environmental initiatives did. It is possible that the 

image the MICE organisations want to present to the public is shifting towards that of 

the environmental friendly corporate citizen. This shift may result in the “hygiene 

factor” that Mair and Jago (2010, p.88) identified in their conceptual model of the 

corporate greening process. The hygiene factor is believed to be an important and 

unique driver to greening business events. This phenomenon describes the situation 

where sustainable or green practices are the basic and necessary requirement for 

business event practitioners so as not to lose business. The relationships between the 

two benefits, namely competitiveness and cost saving, and CSR adoption and the role 

of the hygiene factor in the process of CSR adoption across different sectors requires 

further investigation. 

 

In the discussion of CSR and competitiveness and cost saving, Lamberti and Lettieri 

(2009) described two types of approaches to CSR involvement, that is, holistic and 

self-interested. Companies that incorporate CSR as part of their mission will manage 

all groups of stakeholders in a proactive manner while companies who use CSR to 

gain advantages will focus on selected and unbalanced CSR practices in a 
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self-interested manner. This however, does not suggest pursuing competitive 

advantages is a negative motivation but rather, explains that the pursuit of 

competitiveness may limit the level of involvement of CSR if the immediate 

cost-saving is the only goal. Carroll and Shabana (2010) also commented on two 

types of CSR strategies. From a narrow view, the companies adopt CSR from a 

financial perspective in the hope to be rewarded by the markets while a broad view of 

CSR strategy acknowledges the direct and indirect benefits that CSR initiatives can 

bring. Therefore the broad view is more likely to result in long-term competitive 

advantage and satisfactory stakeholder relationships, instead of pursuing “immediate 

cost savings” (Carroll & Shabana, 2010, p.101). The two groups of authors 

acknowledge the role of competitive advantages and cost saving in driving CSR 

adoption and also how these benefits influence the level of involvement. This may 

imply that the more socially and economically responsible respondents are adopting 

CSR from a broad and proactive perspective. 

 

In the discussion of the benefits that CSR initiatives can bring to companies, Carroll 

and Shabana (2010, p.98) further contend that “[c]orporate social responsibility 

initiatives enhance a firm’s competitive advantage to the extent that they influence the 

decisions of the firm’s stakeholders in its favour.” In this research, while the CSR 

benefit of improving quality of life of local communities was not perceived as 

important by respondents in the expectancy-value plot, the groups that identified more 

CSR initiatives, particularly economically responsible initiatives, were more likely to 

agree that improving quality of life was important for themselves and their 

organisations. The result suggests the managers practicing a greater number of 

responsible initiatives, particularly in the economic aspects, put more focus on the life 

of local communities. Seeing the importance of considering the needs of key 
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stakeholders, such as local communities, in gaining competitive advantages, it is 

imperative to know what stakeholders in the MICE organisations value when 

implementing CSR initiatives. The beliefs concerning subjective norms are discussed 

in the next section. 

 

7.2.2 Subjective Norms 

The second predictor of CSR intentions is subjective norms. According to the 

expectancy-value plot (see Figure 5-2), there is only one important and supporting 

stakeholder, that is, the boards, and one important but not supporting stakeholder, that 

is the clients. Amongst five reference groups, a significant difference is only identified 

in the support by boards across the four behaviour sets, meaning all of the five 

behavioural sets except the BS set, namely social initiatives. This outcome reflects the 

findings of Mair and Jago (2010) who reported that interviewees did not acknowledge 

the pressure (nor the support) from the local community, the supply chains, the banks 

and even the clients. The role of “environmental champion” (Mair & Jago, 2010, p.82) 

in the decision making process, could be filled by either the MICE managers or the 

board members of the MICE organisations. It is likely that respondents (that is, senior 

managers) in this research, practice their eco-champion roles in responding to the 

expectations of their boards. In this case, the environmental champion is the board of 

an organisation. However, it is also possible that board members show their support 

for a manager’s eco-champion stance in the hope for long-term sustainability, and 

potential economic and financial benefit. In this case, the environmental champion 

could be seen as the MICE manager. Both possibilities indirectly contribute to the 

positive attitudes of practicing managers to implement CSR initiatives. Both ways 

emphasise the importance of personal and managerial values in CSR practices (Mair 

& Laing, 2012; Merrilee & Marles, 2011; Tinnish & Mangal, 2012). Although the 
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position of environmental champion or personal values in the CSR implementation 

process is still unclear, whether it is a direct or indirect predictor or mediator or 

moderator, it can be understood that the main driver of CSR adoption is the support 

from the boards. 

 

Clients are the second most important stakeholder. However, in the comparison 

analysis, similar to the finding of Mair and Jago (2010), the respondents who 

identified more CSR initiatives, in comparison with those who identified fewer 

initiatives, did not receive a significantly different level of support from their clients, 

nor did they attach a significantly different level of importance to client demands. 

Therefore, the demand from clients seems not to be the determinant factor that 

motivates these MICE managers to adopt more CSR initiatives. This finding does not 

fully support the research of Draper et al. (2011) and Sox et al. (2013), who argued 

that showed increased demand from clients contributes to green practices in business 

events. The difference may be attributed to the different samples, organisations, 

sectors, timing or the cultural and geographical context. Future investigation is 

necessary to more fully examine these factors. 

 

7.2.3 Perceived Behavioural Control 

The final predictor of CSR intentions is perceived behavioural control. The results of 

this study, however, demonstrated that perceived behavioural control is not a 

significant contributor to the intention to implement CSR or more CSR initiatives. 

When observing the expectancy-value plot as in Figure 5-3, there are no resources 

identified as important but absent, that is, the upper left quadrant. Respondents 

acknowledge the presence of organisational missions and appropriate knowledge and 

skills, that is, the upper right quadrant, for them to adopt CSR. Furthermore, the 
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comparison analysis results reveal the groups who are identifying more CSR 

initiatives and organisational initiatives agreed they possess relevant knowledge and 

skills which are important when implementing CSR. However, the more 

environmentally responsible managers only significantly agreed that they have 

organisational missions but not knowledge or skills. In other words, there is no 

significant difference between the group indicating more environmental initiatives and 

the group indicating less in the availability of appropriate knowledge or skills. This 

finding is not fully supported from the results of Whitefield et al. (2014). When 

testing their GREENER VENUE framework they found the strongest predictors of 

environmental best practices were the involvement of educating and training staff, 

recognising the need for an environmental statement and the need for establishing an 

organisational environmental management system. Boo and Park (2013) also reported 

that prior knowledge and educational experiences were influential factors for green 

meetings. These findings, along with the results of this research, indicate that control 

beliefs of an organisational mission, and appropriate knowledge and skills do 

influence MICE managers’ CSR implementation. 

 

However, knowledge and skills do not seem to be as influential in the case of 

economic initiatives. Since the model testing results suggest perceived behavioural 

control has significantly distinguished between the group that indicated more 

economic initiatives and the group that indicated less, the perceptions of respondents 

in terms of the five resources become important. The comparison analysis shows that 

there were no significant differences in the importance that the two groups attached to 

these five resources, but there were differences in the availability of all resources, 

except knowledge and skills. This result therefore implies that the degree of influence 

of knowledge and skills may vary depending on the type of CSR initiatives. The 
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indirect contributors of economic initiatives in terms of perceived behavioural control 

are likely to be the organisational mission and availability of sufficient staff, money 

and equipment. Mair and Jago (2010) offered a similar explanation when reporting the 

barriers to greening in business events. 

 

7.2.4 Other Factors 

Because this research is based on the model of the Theory of Planned Behaviour, it is 

possible that some latent variables or indicators in the three antecedents, particularly 

in perceived behavioural control, or moderators are not included in this research.  

However, in comparison with similar research on the drivers, barriers and catalysts of 

CSR adoption, most of the influential factors are covered in this research (see Table 

7-2). 

 

Table 7-2 Influential Factors of CSR Adoption 

This research Previous literature after the research was conducted 

Attitudes Attitude toward the green convention (Park & Boo, 

2010) 

 Increasing the 

competitiveness 

 Gaining a competitive advantage (Henderson, 

2011; Mair & Jago, 2010;),  

 Improving reputation and 

image 

 Manipulating organisational image (Mair & Jago, 

2010; Park & Boo, 2010) 

 Improving the quality of life  Managerial/personal values (Mair & Jago, 2010; 

Mair & Laing, 2012; Merrilee & Marles, 2011; 

Tinnish & Mangal, 2012) 

 Minimising the negative 

impacts 

 Negatively influencing the local environment, 

Impact on the environment (Park & Boo, 2010) 

 Being profitable  Financial benefits (Mair & Jago, 2010; Mair & 

Liang, 2012; Park & Boo, 2010) 

 Saving money  Cost saving (Merrilees & Marles, 2011; Park & 

Boo, 2010) 
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This research Previous literature after the research was conducted 

Subjective norms Stakeholder pressure (Mair & Jago) 

 Supporting of the boards   Managerial/personal values (Mair & Jago, 2010; 

Mair & Laing, 2012; Merrilee & Marles, 2011; 

Tinnish & Mangal, 2012), Environmental 

champion (Mair & Jago;), Greening boardroom 

with named officer (Whitefield et al., 2014) 

 Supporting of clients  Demand from clients (Draper et al., 2011; Mair & 

Jago, 2010; Sox et al., 2013) 

 Supporting of delegates and 

visitors 

 

 Supporting of governmental 

agencies  

 Regulations (Mair & Jago;) 

 Supporting of local 

community 

 

Perceived behavioural control Lack of resources (Mair & Jago, 2010) 

 Availability of 

organisational mission 

 CSR policies (Mair & Jago, 2010), Environmental 

policy (Whitefield et al., 2014), 

Managerial/personal values (Mair & Jago, 2010; 

Mair & Laing, 2012; Merrilee & Marles, 2011; 

Tinnish & Mangal, 2012) 

 Availability of skills and 

knowledge 

 Lack of knowledge, awareness, and skills (Boo & 

Park; 2013; Mair & Jago, 2010; Park & Boo, 

2010), Educating staff (Whitefield et al., 2014) 

 Availability of sufficient 

staff 

 

 Availability of sufficient 

money 

 

 Availability of equipment 

and technology 

 

  Hygiene factor (Mair & Jago, 2010) 

 Lack of time, Operational timeframe (Mair & Jago, 

2010) 

 Availability of supply chain (Mair & Jago, 2010) 

 Media (Mair & Jago, 2010) 

 Experience of greening convention (Park & Boo, 

2010) 

 Demographic of organisations (Mair & Jago, 2010) 
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Not all theoretical models are inclusive, compatible to all situations and contexts, do 

not need revisions, and can explain every facet of human behaviour. The Theory of 

Planned Behaviour and the Theory of Reasoned Action are no exceptions. There are 

many “background factors,” such as personality traits, intelligence, demographic 

variables, personal values, emotions, that can influence people’s behaviours (Ajzen, 

2011). The three predictors, namely attitudes, subjective norms, and perceived 

behavioural control, mediate the influence of these background factors on intentions 

and behaviours (Ajzen, 2011). In the case of CSR behaviours in the MICE industry, 

the role of media, organisational cultures, and eco-champions, the catalysts in the 

model of Mair and Jago (2010), may be important background factors that are not 

well addressed in the direct or indirect indicators used in this research. More empirical 

tests are necessary to examine the effects of these background factors. 

7.3 Implications for MICE Practitioners 

Seeing the evidence from this research that financially sustainable practices (that is, 

areas 1, 2, 3, and 5 in Figure 7-2) are preferable and prevalent in MICE organisations, 

it is important for MICE managers to understand how to incorporate CSR into their 

regular business conduct and then achieve full sustainability. In addition to the support 

of the boards and moral norms of managers, sufficient and adequate knowledge 

available to both practitioners and customers can facilitate more CSR adoption. 

 

According to the findings of this research and other recent studies, there is an unseen 

force, such as media manipulation or a self-consciousness awakening towards 

sustainability issues, pushing MICE managers to be moral actors or eco-champions. If 

this force can move CSR and such sustainability practices to hygiene factors in doing 
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business, two implications to practitioners with regard of building knowledge may 

encourage more CSR adoption. First, more educational sessions can be programmed 

in MICE events for practitioners. Seeing the influential role of knowledge, both 

factual and action-based, in the decision-making process in environmentally friendly 

practices, Boo and Park (2013) strongly recommended the use of environmental 

education and training sessions to facilitate the knowledge of meeting planners and 

consumers. They also suggest the environmental education should embed emotional 

appeal because affective education approaches result in better outcomes in terms of 

environmental issues and personal values. This view gains support from the 

sustainable marketing model of Tinnish and Mangal (2012), where champions, 

awareness and knowledge act as mediators to facilitate the marketing process. For 

practitioners, the educational sessions should focus on how to design or prepare 

sustainable environments in terms of organisational culture and missions, employee 

training, equipment upgrades, supply chain management, consumer relationship and 

performance reporting schemes.  

 

There have been many educational sessions programmed in many big international 

industry events (such as, IMEX and IBTM) and non-governmental organisations 

(such as, International Congress and Convention Association, Meeting Professionals 

International and Green Meeting Industry Council) in the industry. For example, in 

May 2013, IMEX Frankfurt, cooperating with Green Meeting Industry Council, 

programmed a Sustainability Hub in the 3-day event and the hub covered educational 

topics from industry trends to sustainability, including a case study of GRI reporting, 

the value of CSR and sustainable menu planning (Green Meeting Industry Council, 

June, 2013). Similarly, one of the leading international MICE organisations, 

International Congress and Convention Association (ICCA), offers educational 
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sessions, social activities and networking opportunities in an event called Forum for 

Young Professionals. This forum enhances and updates young professionals’ 

knowledge and skills in business conduct, marketing strategies, and customer 

management of the industry, such as the shift in destination selection, clients’ 

expectation and priorities (Forum for Young Professionals, n.d.). All these set good 

examples of how educational sessions can improve the message delivery of 

sustainability. 

 

In addition to educational sessions in industry events and organisations, the 

sustainable and green message may be best communicated by best practice exemplars. 

Learning from inspiring examples of best practice may arouse more innovative, 

cost-efficient and sustainable practices. Practitioners can create CSR strategies and 

products that differentiate them from their competitors and achieve a balanced triple 

bottom lines at the same time. As mentioned in Chapter One, the IMEX launched 

IMEX-GMIC Green Awards (in categories of commitment to the community, green 

meeting award and green supplier)  give credit to organisations who make an effort 

to manage their environmental and social impacts. The case studies of the winners are 

usually deemed as good examples for pursuing sustainability and success. For 

example, a UK travel company, Hands Up Incentives won the category of 

Commitment to the Community for two successive years, that is, 2013 and 2014, for 

their inclusion of employee involvement in the host communities, such as building a 

cultural centre for the community during in the incentive trips they planned, 

particularly the trip to Fiji and Cambodia in 2013 and the trip to Hawaii in 2014 

(IMEX, n.d.). 

 

 



 215 

Second, information regarding CSR practices should be made available to business 

event consumers, such as visitors, delegates and business clients. Educational sessions 

can be organised for delivering messages about the link between MICE business 

operations and sustainability. Many international MICE organisations and 

non-governmental organisations have documented comprehensive tips or suggestions 

for event consumers of how to be sustainable in their activities. For example, the 

IMEX (2014) gave clear guidelines to event goers as to how they could act green at 

the event. Seven steps before, during and after the event, involving responsible travel , 

joining the green team, choosing cleaner energy, recycling, participating in CSR 

initiatives and education programs and staying involved in sustainability issues, were 

recommended (IMEX, 2014). 

 

It is worthwhile to demonstrate how responsible, in all aspects of environmentally, 

socially and economically responsibility, MICE events can be and how the event 

consumers can play a role as contributors to sustainability. If knowledge building 

occurs in dual directions, it is more likely that CSR can easily be aligned to 

practitioners’ core business and the availability of CSR practices can be increased on 

both the demand and supply sides. 

7.4 Implications for the Public Sector 

Mair and Whitford (2013) observed that the sustainable development research has 

adopted a new addition to the triple bottom line approach, namely, political 

governance. Deery, Jago and Fredline (2012) also recognised that governments, both 

local and national, should be aware of the social impacts that tourism activities will 

bring to the communities so that proper action can take place. Although there is 
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evidence that the MICE industry practitioners are proactively participating in CSR 

and sustainable adoption (Merrilee & Marles, 2011; Whitefield et al., 2014), 

government agencies still have the responsibility to monitor the positive and negative 

impacts of business events.  

 

In order for governments to develop responsible and sustainable events policies that 

rebalance economic, social and environmental values, Hall (2012) proposes a 

framework that illustrates three approaches to sustainability. These are economic, 

balanced and steady-state sustainability, and the political implication within the 

process (See in Table 7-3). Hall’s framework describes three orders of change in 

policy making with regard to the development status of the local communities and it is 

a useful guideline to help governments develop appropriate policies and adopt 

effective strategies in encouraging CSR adoptions and thus provide a more 

appropriate place for MICE and event practitioners to exercise their moral actions. 

 

Table 7-3 Approaches to Sustainability 

Approach to Sustainability Policy Characteristics 

Economic:  

Seeks to portray the sustainability 

of hosting mega-events primarily 

in terms of a single type of 

impact, usually economic impact 

(though may have a long-term 

economic growth perspective). 

The event system is defined in 

primarily economic terms. 

 

 Sustainability is portrayed in relatively crude 

economic terms, though may include mid to 

long-term perspectives on ROI of economic 

capital. 

 Focus on contribution to economic growth, 

GDP, as well as on visitor numbers and 

expenditure. 

 A “trickle-down” or exemplar approach to 

promoting the benefits of the event for host 

communities. 

 Insufficient attention given to opportunity 
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costs or long-term effects. The loss of natural 

capital is not costed and is usually regarded 

as a public good. 

 Substantial emphasis given to the use of the 

event to enhance international and domestic 

profile and image. 

 Also a strong focus on self-regulation and  

 destination competiveness. 

 First order policy learning 

Approach to Sustainability Policy Characteristics 

Balanced:  

Seeks to “balance: economic 

impacts of mega-events with 

environmental and social ones 

(also historically referred to as 

economic conservation). The 

event system does include 

economic, social and 

environmental elements but these 

are supposedly given equal 

weight in system management. 

 

 Attention to and promotion of “triple-bottom 

line” of economic, environmental and social 

dimensions of the event. Although economic 

impacts and visitor numbers remain as core 

indicators of development. 

 Multiple evaluation and assessment. Usually 

accompanied by decision to go ahead anyway 

because of perceived economic benefits. 

Although in theory all three dimensions are 

considered. 

 Focus on efficiency and technological 

solutions to the sustainability problem. 

 Use of standards and management systems 

approaches. 

 Promotion of the relative per-capita 

improvements with respect to sustainability 

rather than absolute contribution. 

 Relatively little comment on equity 

dimension of sustainability. 

 Concurrent with economic sustainability 

approach. 

 Second-order policy learning. 
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Approach to Sustainability Policy Characteristics 

Steady-state:  

Sustainability is understood as 

being grounded in the constraints 

of natural capital/natural systems. 

It includes some aspects of 

sustained yield together with a 

more fundamental notion of 

environmental conservation (also 

referred to as degrowth). Event 

system is recognized as being 

dependent on natural capital. 

 

 Grounded in ecological economics. 

 Looks to develop a steady-state approach, 

related to sustainable consumption, that pays 

attention to systemic effects of hosting event. 

 Examines opportunity costs and does not 

regard economic growth or impacts as a good 

indicator of development. 

 Use of a broader set of economic, social and 

environmental indicators as part of a quality 

of life approach. 

 Reduce, reuse, recycle, and regulate (also 

including tax and charge for running down 

and damage to natural capital). 

 Environmental and sustainability dimensions 

are evaluated before bids to host proceed. 

 Strong focus on opportunity costs. 

 In some cases hosting a mega-event might 

not even be considered as a development 

option. 

 Third-order policy learning. 

Source: Hall, 2012, p. 124 

 

In the guidance of the three approaches proposed by Hall (2012), there are three 

possible strategies that the governments can adopt. First, in the first-order policy 

planning, the economic approach implies a strong focus on self-regulation and 

destination competiveness when the economic contribution of hosting events is 

emphasised. In other words, the MICE practitioners are willing to invest money and 

staff to conduct sustainable practices because of the foreseen economic benefits. The 

public sector, on the other hand, is willing to have more events hosted in the 

community for generating new money. Seeing the economic benefits that both 
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business and society can receive, governments can provide proper subsidies or 

incentives to encourage more sustainability and CSR adoption in the events hosted.  

 

For example, in the Taiwan MICE industry, sustainable practices are still voluntary 

and reward based. Directed by the Bureau of Foreign Trade under the Ministry of 

Economic Affairs, the 2014 Green MICE Guidelines has been developed and 

conducted by non-profit organisations, including the Taiwan Exhibition and 

Convention Association (TECA) and the Taiwan External Trade Development 

Council (TAITRA). TECA helps industry practitioners to fill out the Carbon Footprint 

Self-Assessment Checklist to record the emission reduction practices in the 

dimensions of transportation, food, accommodation and decoration materials before 

(for example, accommodation and venues can install water-conservation equipment, 

such as a rainwater recycling systems), during (for example, set air conditioning at not 

less than 26°C) and after (for example, properly sort and recycle old decoration and 

promo materials) the events (Bureau of Foreign Trade, 2014). TAITRA implements an 

incentive program to reward MICE organisations who report more active green 

practices in their events hosted from April to October 2015 (Ministry of Economic 

Affairs, 2013a). These are good examples of how the government can push and 

promote more sustainable practices to ensure the quality of life even though hosting 

events is primarily economically driven. 

 

Second, government agencies can inform, but not necessarily require, the potential 

event organisers or managers about what sustainable or CSR certifications or 

reporting schemes are preferable when hosting events. When pursuing a sustainability 

approach to the economic, social and environmental balance (that is, second-order 

policy planning), gaining sustainability certifications is a good indicator of how 
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sustainable the event industry is. However, Strick and Feni (2013) contend that the 

quality of some current green certifications is questionable. If the possession of 

sustainable certifications can demonstrate the level of involvement of CSR adoption 

of a MICE organisation, local governments should carefully select the certificates that 

actually reflect the important aspects pertaining to the local cultures, environments 

and economies. Using Taiwan as an example, the ISO 20121 standard for event 

sustainability management systems is chosen by the government as the recommended 

international standard since it was adopted in the 2012 Olympics in London (Bureau 

of Foreign Trade, 2014). There have been two international events that have obtained 

the ISO 20121 certificates, issued by British Standards Institution since 2013 and one 

exhibition centre obtained the ISO 14064-1 verification statement based on the 

evaluation of greenhouse gas emission inventories in 2014 (Ministry of Economic 

Affairs, 2013b). Similarly, the New Zealand government adopted a national 

accreditation, that is., Qualmark, to ensure that the tourism operators, including 

accommodations, transportation services, venues and businesses relating to tourist 

activities provide services with quality, in terms of facilities, equipment, safety, 

customer management and environmental performance, (New Zealand Tourism, n.d.). 

Since governments represent their local communities, they should open the doors for 

and provide full supports to those who can offer the best benefits to the communities.  

 

 

Third, the government agencies can form a specialised group or actively cooperate 

with third party organisations to regulate the business conduct of MICE operators, to 

evaluate industrial performance, and to inspect the negative impacts, such as to report 

“greenwashing” events. Greenwashing describes the situation where green companies 

intentionally do not follow what they tell people they will do in terms of 
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environmental sustainability activities (Strick & Feni, 2013). In the third-order policy 

planning, Hall (2012) suggests environmental conservation is the focus and business 

operation should be realised under limited natural resources; thus, actively controlling 

the environmental impact should be the priority in the approach to sustainability. 

 

Currently, the ways to evaluate sustainable performances of MICE organisations are 

basically self-reporting and voluntary. However, there is some evidence of 

governmental efforts to establish requirements for environmental conservation in the 

industry. For example, Australian Consumer Law was established for ensuring the fair 

business trades and avoiding the misleading messages or conduct in companies’ 

environmental claims on all forms of advertising (Commonwealth of Australia, 2011). 

Penalties and injunctions will apply for breaching the law. Also, in Taiwan, newly 

constructed buildings should comply with the green building standards under Building 

Technical Regulations (Ho, 2011). Effective from July, 2013, new public buildings 

with the construction cost higher than two hundred million NT dollars need to obtain 

the Intelligent Green Building Label (Architecture and Building Research Institute., 

2013). Protecting local communities from negative impacts should be the priority of 

the governments. Therefore, in the future when sustainable and CSR practices become 

more required, a more rigorous examination process is necessary to evaluate the 

sustainability practices. 

 

Given that the economic benefits that local communities may receive are usually in 

monetary terms, the trade-off amongst the economic, environmental, social and 

cultural impacts is still not clear. When the MICE industry expands and becomes an 

important source of revenue of a county or a city, government intervention may 

become important to control the negative impacts the industry brings to the 
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communities. Involving multiple stakeholder perspectives is necessary in facilitating a 

comprehensive evaluation (Gez, 2009). The different stakeholders involved in the 

events industry have different levels of interest in different issues. As Getz (2009) 

proposes, establishing new public institutions with broader mandates to manage 

sustainability may possibly make sustainable and responsible events more achievable. 

But more emphasis and effort should be channelled into the development of a 

“networked and adaptive (rather than comprehensive) policy approach” that makes 

the value shifting in policy-making more feasible (Dredge & Whitford, 2010, p.8).  

 

At a glance, given the current CSR and sustainability implementation in the MICE 

industry, the governments’ approach seems to reach to the second-order policy 

learning since many international or national certifications and standards have been 

adopted. The efforts to initiate sustainability regulations at the steady-state approach 

(that is, the third-order policy learning) have become evident. As it is still at the 

beginning stage of sustainability development in the industry, it takes time for the 

public sector to carefully evaluate the present performances and select proper 

initiatives to realise sustainability.  

7.5 Limitations 

Several limitations, in terms of data collection and analysis, should be noted notice 

when interpreting the results in this study. First, in the questionnaire development, 

behaviour in the Theory of Planned Behaviour should, according to Ajzen (2011) and 

Fishbein and Ajzen (2010), be defined in accordance with the principle of target, 

action, context, and time. The description of the behaviour should include information 

about the action itself and its target in a specified context and time period (Ajzen, 
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2011). Although the context and time of the 30 CSR behaviours had been defined 

clearly in the description, on the other hand, the target and action elements were 

described only in general terms. Given that the CSR related issues were at the 

developing stage when the data were collected, the precise definition of the indicator 

and measurement of CSR performance was not fully attained. This may have limited 

the potential for the ‘intention’ to measure CSR behaviours precisely and correctly.  

 

Second, the salient beliefs were generated from three expert and 13 elicitation 

interviews. In relation to sample size and data saturation, Guest, Bunce and Johnson 

(2006) suggested key themes in the data analysis became consolidated in the first six 

interviews and saturation occurred in the first twelve interviews. However, the 

relatively low response rate in this study, although in line with Guest et al’s (2006) 

guidelines, may still limit the validity and reliability of the salient beliefs. 

 

Third, a low response rate was also experienced in the TpB survey phase. However, 

online or e-mail surveys usually receive lower response rates than mail surveys (Shi & 

Fan, 2009) so the low response rate in this study was not unexpected. In addition, the 

survey was indicated to be too long by some respondents in the pilot test but no 

alternative solution was available which would make a revision more user-friendly. 

Although there is no evidence to prove the relationship between survey length and 

low response rate, the limited accessibility to the sample in both phases could be seen 

as having limited the generalisability of the results.  

 

Limitations regarding data analysis were also identified. In the qualitative analysis, 

the process was undertaken by a single researcher. Without the confirmation of 

inter-rater reliability, bias and errors in relation to the coding and categorising might 
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have limited the interpretation and generalisation of the results. In the quantitative 

analysis, a limitation due to the small sample size was also recognised. The model 

testing undertaken used separate regressions but did not consider possible latent 

constructs, such as interactions between prediction variables in the full model or other 

intervening variables not included in the TpB model. This may limit the extent of the 

explanatory utility of the model.  

 

Despite the limitations identified, there are some findings, which are not identified 

from previous studies, derived from the current research. The results reveal that the 

CSR behaviours currently implemented in the MICE industry cover not only the area 

of environmental responsibility, but also the areas of social, economic and 

organisational responsibilities. The main drivers of the intentions to adopt these CSR 

behaviours are attitudes and subjective norms. These drivers are significantly 

influenced by six behavioural beliefs and five normative beliefs. Amongst them, 

improving organisational image, improving the quality of life of local communities 

and increasing competitiveness and the support from the boards are important 

influential factors. All these findings clearly explained why some CSR behaviours are 

favourable or widely adopted in the MICE industry.  

7.6 Suggestions for Future Research 

This research has identified the current CSR adoption in the MICE industry and the 

influential factors that facilitate the adoption of those CSR initiatives. There are  

numerous choices available in terms of research topics that could further explain or 

make clear CSR adoption in the MICE industry. First, although there are 18 influential 

factors identified in this research, more effort can be made to search for and identify 
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emerging factors that encourage or hinder CSR adoptions, such as legitimacy of CSR 

disclosure and economic constraints. A more representative sample of groups should 

be sought to generate significant determinants that effect CSR adoption and identify 

appropriate measurement and descriptions of CSR initiatives currently implemented. 

The objective measurement of CSR behaviours can thus be more achievable.  

 

Second, there are 30 CSR initiatives identified in this research. Tracking and 

identifying innovative CSR or sustainable practices may encourage more CSR 

adoptions in the industry and facilitate the future sustainable development. The 

tracking of CSR practices help the evaluation of the effectiveness of proposed CSR 

initiatives including product development or marketing strategies and appropriate 

amendments can be suggested, such as providing more volunteer programs in the 

events if that is what the previous attendees recommended. Longitudinal research 

would be useful in tracking uptake and outcomes of CSR behaviours over a number of 

years. Third, comparing different sectors in the MICE industry (that is, meetings, 

conventions, incentive trips and exhibitions) or the tourism industry (such as hotels, 

airline companies, restaurants, and theme parks), as well as comparing different 

geographical regions, can further deepen our understanding of the sustainability issues. 

The comparison could not only present the different adoption in different tourism 

sectors but also be able to compile a set of CSR initiatives that are applicable to all 

tourism related sectors. 

 

Finally, while most existing research discussed CSR issues from the perspectives of 

the industry and customers (Mair, 2010; 2011; Rittichainuwat & Mair, 2012), little has 

been explored about CSR in relation to local communities and the public sector. Wood 

(2010) argued that most current CSR literature focused on companies’ performance 
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and overlooked how key stakeholders, such as customers and employees, responded 

and reacted to these CSR initiatives. Laing and Frost (2010) agreed that in the event 

industry the successful partnership of key stakeholders requires a shared purpose to 

achieve sustainability. Thus, there is a need to examine what type and level of impacts 

MICE businesses bring to society, particularly the host communities and, which CSR 

activities are the more relevant and important to residents’ quality of life (Deery et al., 

2012). Future research should focus on the evaluation of CSR practices conducted by 

industry practitioners from the perspectives of various stakeholders to identify “the 

fully sustainable” outcomes that balance profit, people and planet (Henderson, 2011, 

p.252). The result would then be practical suggestions to improve the 

business–society relationship in the MICE industry. 

7.7 Conclusion 

The topic of CSR in the MICE industry has been seriously discussed for 

approximately10 years, but is still a relatively young field in academic research (Mair, 

2012). There is considerable evidence that the MICE industry is increasingly 

accepting its responsibilities to minimise the negative effects and maximise the 

beneficial impacts of its business conduct. This research adopted the Theory of 

Planned Behaviour to investigate the factors that influence MICE managers’ 

intentions to implement CSR in the context of the Asia-pacific region. Based on the 

results generated from the elicitation phase, it concluded that amongst 18 key factors, 

in terms of attitudes, subjective norms and perceived behavioural control, there were 

five possible drivers that facilitated MICE managers’ intentions to implement 30 

identified CSR initiatives. Of these initiatives, those linked to environmentally 

responsible behaviour dominated. These were: 
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1. improving reputation and image (that is, behavioural beliefs) 

2. minimising the negative impacts (that is, behavioural beliefs),  

3. support from the boards (that is, the normative belief),  

4. availability of organisational mission (that is, control beliefs) 

5. appropriate skills and knowledge (that is, control beliefs).  

 

The model testing results suggested that only the attitudes and subjective norms of 

MICE managers significantly predicted their intentions to adopt CSR behaviours. In 

the examination of the relationship between intention, perceived behavioural control 

and CSR behaviours, the result showed that perceived behavioural control 

significantly distinguished the group who indicated more economically responsible 

initiatives from those who indicated less. In the comparison analysis of salient beliefs 

that respondents held in terms of five behaviour sets, namely the overall CSR 

adoptions, the environmental initiatives, the social initiatives, the economic initiatives 

and the organisational initiatives, the most significant differences were found in the 

beliefs of: 

1. improving the quality of life (that is, attitudes) 

2. increasing the competitiveness (that is, attitudes) 

3. support from the boards (that is, the normative belief),  

4. availability of organisational mission (that is, control beliefs) 

5. appropriate skills and knowledge (that is, control beliefs).  

These differences implied that MICE managers implementing different initiatives 

perceived different level of the importance of these beliefs. These beliefs were 

potential differentiating factors that classified managers who adopt more CSR 

initiatives from those who adopt less. 
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The model testing of Theory of Planned Behaviour in this study, produced both 

significant and non-significant outcomes.  The model testing results in the Theory of 

Reasoned Action confirm the contribution of attitudes and subjective norms in CSR 

intentions and behaviours. Consequently, this research provides empirical evidence 

suggesting that the presence of moral actors in top management, the perceived 

benefits of competitiveness advantages and improving the quality of life, and 

availability of relevant knowledge and skills are determining factors that separate 

more responsible practitioners from the less responsible ones. 

 

The result of non-significant prediction in the TpB model may be for number of 

reasons, for example, some of the indicators of PBC were not addressed or were 

poorly described. Ajzen (2014) suggests that if the predictors and criteria are 

incompatible and the measurements used are at a different level of specificity or 

generality, a low proportion of explained variance in intentions and behaviours may 

be derived. It is also possible that there were some more important factors not 

included in this study (because they are not included in the TpB model such as past 

behaviours or moral norms (Ajzen, 2014). Therefore, the TpB model does not fully 

explain the CSR intentions or behaviours.  

 

Although there are several methodological limitations in this research, the findings 

accurately reflect the current status of the industry as depicted in other recent studies. 

This research identified 30 CSR initiatives in every aspect of sustainability, namely, 

environmental, social, economic and organisational, and it confirmed the effect of 

attitudes, subjective norms on managers’ intention to implement CSR initiatives. The 

findings also revealed the level of perceived behavioural control can accurately 

classify the managers who implemented more economic initiatives from those who 
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implemented less. In addition, this research revealed managers who implemented 

more CSR initiatives in each aspect of sustainability had significantly different 

perceptions in relation to competitiveness advantages, the support from the boards and 

the appropriate knowledge and skills. All the findings shed light on how attitudes, 

subjective norms and perceived behavioural control influence CSR adoption in the 

MICE industry and inform the practitioners of the possible pathways to achieve the 

full sustainability by adopting CSR. 
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Appendices 

Appendix 1 The Impacts of Events 

Sphere Positive impacts Negative impacts 

Economic 1. Small community festivals 

may generate internal 

surpluses 

2. Visitor expenditure and 

associated multiplier effects 

3. Higher yield 

4. Increased tax revenue 

5. Business opportunities 

6. Direct and indirect job 

creation 

1. It is unusual for large events 

to recoup their enormous 

capital an operating 

expenditures— many 

require extensive public 

funding 

2. Exploitation 

3. Inflated/increased prices 

4. Opportunity costs 

5. Financial loss 

Social and 

Cultural 

1. Opportunity for 

intercultural contact  

2. Entertainment and social 

opportunities for local 

residents 

3. Increase in the level of local 

interest in the activity 

associated with the event 

4. Revitalising traditions 

5. Building community pride 

6. Increasing community 

participation and 

volunteering 

7. Introducing new and 

challenging ideas 

8. Expanding cultural 

perspectives  

1. Potential for intercultural 

misunderstanding 

2. Dissatisfaction especially 

where the theme of the 

event does not fit the 

socio-cultural milieu of the 

community 

3. Manipulation of community 

4. Negative community image 

5. Bad behaviour and 

increasing social problems 

6. Substance abuse 

7. Social dislocation 

8. Loss of amenity 

9. Commodification and 

commercialisation of 

traditional local events 
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Sphere Positive impacts Negative impacts 

Psychological 1. Sense of belonging to the 

community and shared 

experience 

2. excitement, spectacle, pride 

and self esteem brought 

about by being the focus of 

international attention 

1. Feelings of alienation 

2. Loss of a sense of 

belonging or attachment to 

the community 

Physical and 

Environmental 

1. Showcasing the 

environment 

2. Providing models for best 

practice 

3. Increasing environmental 

awareness 

4. Infrastructure legacy 

5. Improved transport and 

communications 

6. Urban transformation and 

renewal 

1. Environmental damage 

2. Pollution and litter 

3. Destruction of heritage and 

architectural pollution 

4. Noise disturbance 

5. Traffic congestion, access 

restrictions, and 

overcrowding 

Political 1. International prestige 

2. Improved profile, image 

and ideologies 

3. Promotion of investment 

4. Social cohesion 

5. Development of 

administrative skills 

6. Career enhancement of 

specific political figures 

1. Risk of event failure 

2. Misallocation of funds and 

power 

3. Lack of accountability 

4. Propagandising and 

formatting protest groups 

5. Loss of community 

ownership, control and 

autonomy 

6. Legitimation of ideology 

Tourism and 

Commercial 

1. Destination promotion  

2. Increased tourist visits 

3. Extended length of stay/ 

tourism season 

4. Showcasing the region’s 

profile 

1. Community resistance to 

tourism 

2. Loss of authenticity 

3. Damage to reputation 

Source: Adapted from Bowdin, Allen, O'Toole, Harris & McDonnell, 2006, p.38; 

Fredline, 2000, p.9. 
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Appendix 2 Past TpB Research Relating to CSR 

Target 

behaviour 
Sample 

Independent  

Variables 

Significant 

relations 

Data 

Analysis 

Author 

(s) 

Reduce 
pollution 

295 U.S. 
environmenta
l managers 
from Air & 
Waste 
Management 
Association 

AT, SN, PBC, 
past behaviour 

AT*+SN*-PBC*+p
ast behaviour→BI 
(R2= .19) 

SEM Cordano 
& 
Frieze, 
2000 

Participate 
in 
sustainable 
developme
nt (SD) of 
national 
scenic area 

74 
representativ
es  of SD 
related 
groups of 
communities 
near national 
scenic area 

AT, SN, PBC, BI AT+SN*+PBC→BI 
(R2= .499) 

MR Chen, 
2003 

Willingness 
engage in 
innovative 
cleaner 
technologie
s (instead 
of 
intention) 

97 CEOs or 
highest 
ranking 
executives in 
small and 
medium size 
manufacturin
g firms 

AT, SN, PBC AT*+SN*+PBC* 
→Willingness(R2= 
.85) 

MR Corral, 
2003 

Ethical 
Intentions 
(Not 
behaviour) 

95 public 
accounting 
professionals 
in the 
Northeast US 

AT, SN, PBC, 
moral sensitivity,  
instrumental 
climate 

AT*+SN+PBC+mo
ral sensitivity+ 
instrumental 
climate 
→BI(R2= .71) 

SEM Buchan, 
2005 

Ethical 
behaviour 
(scenario 
approach) 

690 full-time 
employees of 
private 
enterprises in 
Taiwan 

AT, SN, PBC, BI AT*+SN*+PBC*→
BI in distant 
interpersonal 
relationships 
(R2= .31)  
AT*+SN+PBC→BI 
In close 
interpersonal 
relationships 
(R2= .57) 

MR Fang, 
2006 

Electronic 
saving 

127 Bed and 
Breakfast 
managers in 
Taiwan 

AT, SN, PBC AT*+SN*+PBC*→
BI 

MR Dai, 
2007 

Note: *significant effect on prediction PBC= Perceived Behavioural Control 

 AT= Attitude toward behaviour SEM= Structural Equation Modelling 

 B= Target Behaviour SN= Subjective Norms 

 BI= Behavioural Intention R2= Predictive power 

 MR= Multiple Regression  
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Appendix 3 Ethical Documentation for Expert Interviews 

 

Contact: Pei-Yi Wu (Claire) PhD Candidate 

Department of Tourism, Leisure, Hotel, and Sport Management 

Gold Coast & Nathan Campus 

+ 61 (07) 373 57489 claire.wu@griffith.edu.au 

Corporate Social Responsibility Behaviours and Beliefs in the 

Meetings, Incentives, Conventions and Exhibitions Industry 

INFORMATION SHEET (In-depth Interview) 

What is the research about?  

This research is a PhD study of Department of Tourism, Leisure, Hotel, and Sport 

Management at Griffith University, Australia. Specifically, this research aims to identify 

what corporate social responsibility (CSR) activities are initiated currently in the meetings, 

incentive tourism, conventions and exhibitions (MICE) industry of the Asia-Pacific region. 

Also it attempts to understand why or why not MICE managers engage in CSR 

performances. 

On what basis you are selected? 

This research needs the inputs of Asia-Pacific MICE experts or leaders, who are familiar 

with sustainable and social responsible issues in the industry. As being one of these 

professionals, your contribution to this research will be very valuable. 

What you will be asked to do? 

In order to identify the current CSR performances and related issues in the MICE industry, 

you are invited to participate in an in-depth interview. The interview can be conduced via 

telephone or face-to-face, depending on your convenience. It will take about 20~50 minutes 

and you will be asked to: 

 Tick in the CSR behaviour checklist (see the at the end of this document) according to 

your observation regarding CSR related programs or disclosures currently occur in the 

MICE venues, such as convention and exhibition centres, conference and meeting 

facilities of hotels and accommodation providers, stadiums, public halls, culture 

centres…etc.   

 Discuss briefly why and how those CSR programs or disclosures are initiated. 

 Nominate 3 to 5 venues that have initiated or plan to initiate CSR programs or 

reporting schemes, for further investigation into the managerial decision making 

process. 

Who will benefit from the research? 

The outcomes of this research may contribute to the knowledge of society and businesses 

relations in the context of the MICE industry of the Asia-Pacific region.  

To MICE operators and managers, this research is expected to contribute to the knowledge 

about CSR beliefs and behaviours, about how to incorporate CSR into MICE businesses, 

and about what benefits CSR can bring to the company and key stakeholders. Consequently, 

MICE operators may better position their company in the CSR agenda.  

To policy makers, the determinants found in this research may be used as guidelines when 
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developing CSR related regulations and policies.  

Feedback to you  

The information that you provide will be used in the following phases of this research. All 

information collected in this stage will be reported in aggregate and emailed to you. 

Voluntary 

Your participation is complete voluntary.  You can withdraw from the interview at any 

time. 

Privacy Statement  

The information collected from the interview is confidential and will not be disclosed to 

third parties without your consent, except to meet government, legal or other regulatory 

authority requirements. All recordings will be destroyed after the contents have been 

transcribed. The access to the audio recordings of interview and verbal transcription will be 

limited to the researcher only. A de-identified copy of this data may be used for other 

research purposes. However, your anonymity will at all times be safeguarded.  

For further information consult the University’s Privacy Plan at www.gu.edu.au/ua/aa/vc/pp  

What to do next? 

If you are willing to participate in this research, please read the consent form below and 

fill-out the interview arrangement sheet. Then reply this invitation email with attachment of 

the consent form and interview arrangement sheet. The researcher will contact you for 

further confirmation.  

You are suggested to retain the consent form for latter reference. 

Further information 

Principle Supervisor 

Dr Liz Fredline 

Department of Tourism, Leisure, Hotel, and Sport 

Management, Gold Coast campus, Griffith University 

Parklands Drive, Southport, QLD 4215, Australia 

Tel + 61 (0)7 555 28697    Fax + 61 (0)7 555 28507 

l.fredline@griffith.edu.au 

Associate Supervisor 

Professor Christopher Auld 

Department of Tourism, Leisure, Hotel and Sport 

Management, Nathan campus, Griffith University 

170 Kessels Road, Nathan, QLD 4111, Australia 

Tel +61 (0)7 373 56641    Fax +61 (0)7 373 54090 

c.auld@griffith.edu.au 

Associate Supervisor 

Dr Kathleen Lloyd 

Department of Tourism, Leisure, Hotel and Sport 

Management, Nathan campus, Griffith University 

170 Kessels Road, Nathan, QLD 4111, Australia 

Tel +61 (0)7 373 56651    Fax +61 (0)7 373 56743 

k.lloyd@griffith.edu.au 

PhD Candidate (contactor) 

Ms Pei-Yi Wu (Claire) 

Department of Tourism, Leisure, Hotel and Sport 

Management, Nathan campus, Griffith University 

170 Kessels Road, Nathan, QLD 4111, Australia 

Tel +61 (0)7 373 57489    Fax +61 (0)7 373 56743 

claire.wu@griffith.edu.au 

The ethical conduct of this research  

Griffith University conducts research in accordance with the National Statement on Ethical 

Conduct in Research Involving Humans. If you have any concerns or complaints about the 

ethical conduct of this research, please contact the Manager, Research Ethics on 3875 5585 

or research-ethics@griffith.edu.au. 

mailto:research-ethics@griffith.edu.au
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Contact: Pei-Yi Wu (Claire) PhD Candidate 

Department of Tourism, Leisure, Hotel, and Sport Management 

Gold Coast & Nathan Campus  

+ 61 (07) 373 57489 claire.wu@griffith.edu.au  

Corporate Social Responsibility Behaviours and Beliefs in the 

Meetings, Incentives, Conventions and Exhibitions Industry 

CONSENT FORM (In-depth Interview) 

By returning this form with interview arrangement sheet to the researcher, I confirm that I 

have read and understood the information package and in particular have noted that:  

 

 I understand that my involvement in this research will include identifying the current 

CSR performances and discussing CSR related issues in the MICE industry;  

 I have had any questions answered to my satisfaction;  

 I understand the risks involved;  

 I understand that there will be no direct benefit to me from my participation in this 

research;  

 I understand that my participation in this research is voluntary;  

 I understand that if I have any additional questions I can contact the researcher;  

 I understand that I am free to withdraw at any time, without comment or penalty;  

 I understand that I can contact the Manager, Research Ethics, at Griffith University 

Human Research Ethics Committee on 3875 5585 (or research-ethics@griffith.edu.au) 

if I have any concerns about the ethical conduct of the project; and  

 I agree to participate in the project.  

 

Interview Arrangement Sheet 

Name of Interviewee:  

Position and Organisation:  

I prefer to have a  □ face-to-face    □ telephone  interview. 

Preferred Date: □July  □August Preferred Date: □□ 

Preferred Time: □□:□□~□□:□□ GMT:+/-       (20~50 minutes) 

Your contact detail for 

telephone interview: 

□Telephone: +□□(country code)  □□□□(city code)  

□□□□□□□□□□□□□(phone number) 

□MSN account: 

□SKYPE account: 

Preferred Location for 

face-to-face interview: 

□Provide address here: 

                                 
                                 
                                 
                                 
□Room -1.24, Building N72, Nathan campus, Griffith University 

http://www.griffith.edu.au/about-griffith/campuses/nathan-campus  
 



 251 

 



 252 

What you will be asked to do? 

 

1. Please tick any CSR behaviours below that you think are taking place or will 

take place in the MICE industry. 

 

CSR Behaviours Checklist 

CSR Disclosure 

□ Green event or green meeting audit  

□ Sustainable reporting scheme 

□ Global Reporting Initiative (GRI)  

□ Social Accountability 8000 (SA8000) 

□ Green event or green meeting audit 

□ Other CSR related reporting schemes 

CSR Operational 

Programs 

□ Economically responsible programs 

□ Socially responsible programs 

□ Environmentally responsible programs 

CSR Policies 

□ Economically responsible policies 

□ Socially responsible policies 

□ Environmentally responsible policies 
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2. Are there any issues listed below that you think are crucial for MICE venue 

managers? Why? 

CSR Issues Themes 

Economic impacts 

□ Direct economic value generated and distributed to the 

host community 

□ Indirect economic impacts resulted from development of 

infrastructure investments and services provided 

primarily for public benefit 

□ Locally-based suppliers and procurement practices 

□ Other CSR related economic issues 

Environmental 

impacts 

□ Direct and indirect usage of energy, water, and other 

resources 

□ Compliance with environmental laws and regulations  

□ Initiatives to mitigate environmental impacts of products 

and services  

□ Initiatives to reduce greenhouse gas emissions and 

reductions 

□ Other CSR related environmental issues 

Social impacts 

□ Labour related management: employment, labour and 

employer relations, occupational health and safety, 

training, education, and equal opportunity 

□ Human rights related management: non-discrimination, 

prevention of forced and compulsory labour, complaints 

management, security practices, and indigenous rights 

□ Society or host community related management: impacts 

on community, public policy, and compliance with laws 

and regulations 

□ Product responsibility related management: customer 

health and safety, product and service provision, 

marketing communications, and customer privacy 

□ Other CSR related social issues 

3. Could you nominate 3 to 5 venues that have initiated or plan to initiate CSR 

programs or reporting schemes? They will be contacted for further discussion 

about the managerial decision making process of CSR initiatives. 

Venue Description or Contact 
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Appendix 4 Ethical Documentation for Elicitation Interviews 

 

Contact: Pei-Yi Wu (Claire) PhD Candidate 

Department of Tourism, Leisure, Hotel, and Sport Management 

Gold Coast & Nathan Campus  

+ 61 (07) 373 57489 claire.wu@griffith.edu.au  

Corporate Social Responsibility Behaviours and Beliefs in the 

Meetings, Incentives, Conventions and Exhibitions Industry 

INFORMATION SHEET (Semi-structured Interviews) 

What is the research about?  

This research is a PhD study of Department of Tourism, Leisure, Hotel, and Sport 

Management at Griffith University, Queensland, Australia. Specifically, this research aims 

to identify what corporate social responsibility (CSR) activities are initiated currently in the 

meetings, incentive tourism, conventions and exhibitions (MICE) industry of the 

Asia-Pacific region. Also it attempts to understand why or why not MICE managers engage 

in CSR performances. 

On what basis you are selected? 

This research focuses on the perceptions of managers or decision makers of Asia-Pacific 

MICE venues, such as convention and exhibition centres, conference and meeting facilities 

of hotels and accommodation providers, stadiums, public halls, culture centres…etc. This 

research needs the inputs of Asia-Pacific MICE venue managers, who are aware of the 

sustainable and social responsible issues in the industry, and have initiated or plan to initiate 

CSR programs or reporting. As being one of these professionals, your contribution to this 

research will be very valuable. 

What you will be asked to do  

In order to identify the beliefs and behaviours of MICE venue managers regarding CSR 

issues, you are invited to participate in a semi-structured interview, in which a set of 

questions will be provided (see at the end of this document). The interview can be conduced 

via telephone or face-to-face. Alternatively, you can choose to answer the web-based 

questionnaire. It will take about 15~30 minutes and you will be asked to: 

 Check and describe the CSR programs or policies that are currently taking place or will 

take place in your organisation.  

 Answer the open-ended questions about CSR behaviours in your organisation. The 

questions include your attitudes toward CSR behaviours (managerial programs or 

reporting schemes), the perception and expectation of your key stakeholders regarding 

CSR, and perceived control over CSR behaviours. 

 Nominate 3 to 5 venue managers in the Asia-Pacific region that have initiated or plan 

to initiate CSR programs or reporting schemes in their organisation 

Who will benefit from the research? 

The outcomes of this research may contribute to the knowledge of society and businesses 

relations in the context of the MICE industry of the Asia-Pacific region.  

To MICE operators and managers, this research is expected to contribute to the knowledge 

https://www.surveymonkey.com/s.aspx?sm=9dVEOyK6pwPdzqniD61_2fJA_3d_3d
https://www.surveymonkey.com/s.aspx?sm=9dVEOyK6pwPdzqniD61_2fJA_3d_3d
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about CSR beliefs and behaviours, about how to incorporate CSR into MICE businesses, 

and about what benefits CSR can bring to the company and key stakeholders. Consequently, 

MICE operators may better position their company in the CSR agenda.  

To policy makers, the determinants found in this research may be used as guidelines when 

developing CSR related regulations and policies.  

Feedback to you  

The information that you provide will be used in the following phases of this research. All 

information collected in this stage will be reported in aggregate and emailed to you. 

Voluntary 

Your participation is complete voluntary. You can withdraw from the interview at any time. 

Privacy Statement  

The information collected from the interview is confidential and will not be disclosed to 

third parties without your consent, except to meet government, legal or other regulatory 

authority requirements. All recordings will be destroyed after the contents have been 

transcribed. The access to the audio recordings of interview and verbal transcription will be 

limited to the researcher only. A de-identified copy of this data may be used for other 

research purposes. However, your anonymity will at all times be safeguarded.  

For further information consult the University’s Privacy Plan at www.gu.edu.au/ua/aa/vc/pp 

What to do next? 

If you are willing to participate in this research, please read the consent form in the 

attachment and fill-out the interview arrangement sheet. Then reply this invitation email 

with attachment of the consent form and interview arrangement sheet. The researcher will 

contact you for further confirmation.  

You are suggested to retain the consent form for latter reference. 

Further information 

Principle Supervisor 

Dr Liz Fredline 

Department of Tourism, Leisure, Hotel, and Sport 

Management, Gold Coast campus, Griffith University 

Parklands Drive, Southport, QLD 4215, Australia 

Tel + 61 (0)7 555 28697    Fax + 61 (0)7 555 28507 

l.fredline@griffith.edu.au 

Associate Supervisor 

Professor Christopher Auld 

Department of Tourism, Leisure, Hotel and Sport 

Management, Nathan campus, Griffith University 

170 Kessels Road, Nathan, QLD 4111, Australia 

Tel +61 (0)7 373 56641    Fax +61 (0)7 373 54090 

c.auld@griffith.edu.au 

Associate Supervisor 

Dr Kathleen Lloyd 

Department of Tourism, Leisure, Hotel and Sport 

Management, Nathan campus, Griffith University 

170 Kessels Road, Nathan, QLD 4111, Australia 

Tel +61 (0)7 373 56651    Fax +61 (0)7 373 56743 

k.lloyd@griffith.edu.au 

PhD Candidate (Contact) 

Ms Pei-Yi Wu (Claire) 

Department of Tourism, Leisure, Hotel and Sport 

Management, Nathan campus, Griffith University 

170 Kessels Road, Nathan, QLD 4111, Australia 

Tel +61 (0)7 373 57489    Fax +61 (0)7 373 56743 

claire.wu@griffith.edu.au 

The ethical conduct of this research  
Griffith University conducts research in accordance with the National Statement on Ethical 

Conduct in Research Involving Humans. If you have any concerns or complaints about the 

ethical conduct of this research, please contact the Manager, Research Ethics on 3875 5585 

or research-ethics@griffith.edu.au. 

mailto:research-ethics@griffith.edu.au
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Contact: Pei-Yi Wu (Claire) PhD Candidate 

Department of Tourism, Leisure, Hotel, and Sport Management 

Gold Coast & Nathan Campus  

+ 61 (07) 373 57489 claire.wu@griffith.edu.au  

Corporate Social Responsibility Behaviours and Beliefs in the 

Meetings, Incentives, Conventions and Exhibitions Industry 

CONSENT FORM (Semi-structured Interviews) 

By returning this form with interview arrangement sheet to the researcher, I confirm that I 

have read and understood the information package and in particular have noted that:  

 

 I understand that my involvement in this research will include answering a set of 

open-ended questions regarding CSR beliefs and behaviours in the MICE industry;  

 I have had any questions answered to my satisfaction;  

 I understand the risks involved;  

 I understand that there will be no direct benefit to me from my participation in this 

research;  

 I understand that my participation in this research is voluntary;  

 I understand that if I have any additional questions I can contact the researcher;  

 I understand that I am free to withdraw at any time, without comment or penalty;  

 I understand that I can contact the Manager, Research Ethics, at Griffith University 

Human Research Ethics Committee on 3875 5585 (or research-ethics@griffith.edu.au) 

if I have any concerns about the ethical conduct of the project; and  

 I agree to participate in the project.  

Interview Arrangement Sheet 

Name of Interviewee:  

Position and Company:  

Please chose ONE: 

I prefer to have a  □ face-to-face    □ telephone  interview. 

I prefer to answer a  □ web-based questionnaire. Please enter here  

Preferred Date: □July  □August Preferred Date: □□ 

Preferred Time: □□:□□~□□:□□ GMT:+/-        (15~30 minutes) 

Your contact detail for 

telephone interview: 

□Telephone: +□□(country code)  □□□(city code)  

□□□□□□□□(phone number) 

□MSN account: 

□SKYPE account: 

Preferred Location for 

face-to-face interview: 

□Provide address here: 

                                 
                                 
                                 
□Room -1.24, Building N72, Nathan campus, Griffith University 

http://www.griffith.edu.au/about-griffith/campuses/nathan-campus  
 

https://www.surveymonkey.com/s.aspx?sm=9dVEOyK6pwPdzqniD61_2fJA_3d_3d


 257 

What you will be asked to do? 

In response to the economic, social and environmental impacts resulted in business 

conduct, Corporate Social Responsibility (CSR) have been initiated in the MICE 

industry recently. CSR is businesses’ responsibilities that go beyond making profits 

and obeying the laws. It takes the organisations further to meet expectations of 

stakeholders and society. 

In the interview, you will need to answer some questions about CSR initiatives in the 

MICE industry and your organisation. 

 

*1. Are you aware of any CSR initiatives taking place in the MICE industry? 

□Yes □No (Please answer question 3)  

 

2. If so, which of the following categories best describes those initiatives? (Please 

tick all that apply) 

□ Economically responsible programs/ policies  

□ Socially responsible programs/ policies 

□ Environmentally responsible programs/ policies 

□ Other CSR related programs/ policies (please specify) 

_____________________________________________________________________ 

 

* 3. Do you have any of the following types of CSR initiative taking place in your 

organization? (Please tick all that apply) 

□ Economically responsible programs/ policies 

□ Socially responsible programs/ policies 

□ Environmentally responsible programs/ policies 

□ Other CSR related initiatives (please specify) 

_____________________________________________________________________ 

 

*4. Which of the following CSR reporting schemes are taking place in your 

organisation? (Please tick all that apply) 

□ Green event or green meeting audit 

□ Sustainable reporting scheme 

□ Global Reporting Initiative (GRI)  

□ Social Accountability 8000 (SA8000)  

□ KLD Indexes 

□ Other CSR related reporting schemes (please specify) 

_____________________________________________________________________ 
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*5. Please briefly describe any initiatives referring to Question 3 and 4. 

_____________________________________________________________________ 

*6. Please answer the following questions about your beliefs and attitudes toward 

the CSR initiatives that are implementing or will implement in your 

organisation. 

1. What do you believe are the advantages of engaging CSR into your business 

conduct? 

 

2. What do you believe are the disadvantages of engaging CSR into your business 

conduct? 

 

3. Is there anything else you associate with your own views about engaging CSR into 

your business conduct? 

 

4. Are there any individual or groups who would approve of your engaging CSR into 

your business conduct? 

 

5. Are there any individual or groups who would disapprove of your engaging CSR 

into your business conduct? 

 

6. Is there anything else you associate with other people’s views about engaging CSR 

into your business conduct? 

 

7. What factors or circumstances would enable you to engaging CSR into your 

business conduct? 

 

8. What factors or circumstances would make it difficult or impossible for you to 

engage CSR into your business conduct? 

 

9. Are there any other issues that come to mind when you think about engaging CSR 

into your business conduct? 

 

7. Could you nominate 3 to 5 venues that have initiated or plan to initiate CSR 

programs or reporting schemes? They will be contacted for the same questions 

about the managerial decision making process of CSR behaviours. 

Venue Contact 

  

  

  

 8. We will donate AUD 10 on your behalf in order to thank you for the 

participation. Please select your choice. 

□ AUD 10 to Greenpeace □ AUD 10 to World Vision International 

□ AUD 5 to Greenpeace and AUD 5 to World Vision International  



 259 

Appendix 5 Potential List of Experts in the MICE industry 

Associations/Organisations Name/Position Contact 

American Society of 

Association Executives 

(ASAE) 

John H. Graham/ President 

and CEO; Officers Chair of 

CIC 

jgraham@asaenet.org 

Society of Incentive & 

Travel Executives (SITE) 

Brenda Anderson/ CEO; 

Vice Chair of CIC 

brenda_anderson@site-in

tl.org 

Healthcare Convention and 

Exhibitors Association 

(HCEA) 

Eric Allen/ Executive 

Director; Vice President of 

Kellen Company; 

Secretary/Treasurer of CIC 

eallen@kellencompany.c

om 

Convention Centers 

Global-Spectrum 

International Association of 

Assembly Managers 

(IAAM) 

Thomas M. Mobley, Jr./ 

Senior VP; Immediate Past 

Chair of CIC 

tmobley@global-spectru

m.com 

Meeting Professional 

International (MPI) 

Bruce M. MacMillan/ 

President and CEO 

bmacmillan@mpiweb.or

g 

Association of Collegiate 

Conference and Events 

Directors-International 

(ACCED-I) 

Deborah Blom/ Executive 

Director 

deborah.blom@colostate.

edu 

International Association of 

Conference Centers (IACC) 

Tom Bolman/ Executive 

Vice President 

tbolman@iacconline.org 

National Business Travel 

Association (NBTA) 

Bill Connors/ Executive 

Director and COO 

bconnors@nbta.org 

Exhibit Designers and 

Producers Association 

(EDPA) 

Peter Dicks/ Executive 

Director 

pdicks@assnhq.com 

Center for Exhibition 

Industry Research (CEIR) 

Douglas L. Ducate/ 

President and CEO 

dducate@ceir.org 

Destination Marketing 

Association International 

(DMAI) 

Michael D. Gehrisch/  

President and CEO 

mgehrisch@destinationm

arketing.org  

International Association for 

Exhibition Management 

(IAEM) 

Steven Hacker/ President 

 

shacker@iaem.org   
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Associations/Organisations Name/Position Contact 

Green Meeting Industry 

Council 

 

Ms. Shawna McKinley, 

Executive Director,  

Guy Bigwood, MCI Group 

amy@greenmeetings.info  

info@greenmeetings.info 

Plants Alive Dale Harmon/ Special 

Events Coordinator; 

International Special 

Events Society (ISES) 

dale@plants-alive.com 

Association for Convention 

Operations Management 

Lynn McCullough/ CEO 

 

Lmccullough@cmasoluti

ons.com 

Trade Show Exhibitors 

Association (TSEA) 

Steve Schuldenfrei/ 

President 

sschuldenfrei@tsea.org   

Professional Convention 

Management Association 

(PCMA) 

Deborah Sexton/ President 

and CEO 

 

dsexton@pcma.org   

International Congress and 

Convention Association 

(ICCA) 

Martin Sirk/ CEO m.sirk@icca.nl 

Tel: +31 20 398 1919 

Fax: +31 20 699 0781 

Venue Management 

Association Asia & Pacific 

(VMA) 

John Benett/ 

Executive Officer 

Tel: +61 7 3870 4777 

Fax: +61 7 3870 4666 

jbenett@vma.org.au  

Association of Australian 

Convention Bureaux Inc 

(AACB) 

Business Events Council of 

Australia (BECA) 

Elizabeth Rich/ 

Executive Director 

Tel: +61 2 9969 1400  

Fax: +61 2 9968 4220 

elizabethrich@a1.com.au 

the Melbourne Convention 

& Visitor Bureau (CVB), 

Australia  

Nikki Seymour-Smith, 

General Manager  

Tel: +61 3 9693 3333        

Fax: +61 3 9693 3344 

mcvb@mcvb.com.au 

Singapore Exhibition & 

Convention Bureau, 

Business Travel & MICE 

Group, Singapore Tourism 

Board  

Mr. Aloysius Arlando, 

Assistant Chief Executive 

Tel: (65) 6736 6622 

Fax: (65) 6736 9423 

Visitsingapore.com/bsine

ssevents 

secb@stb.gov.sg 

Meetings & Events 

Australia 

Linda P Gaunt/ Chief 

Executive Officer 

Tel: +61 2 9929 5400         

Fax: +61 2 9929 5600  

Email: mea@mea.org.au 

mailto:info@greenmeetings.info
mailto:m.sirk@icca.nl
mailto:jbenett@vma.org.au
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Associations/Organisations Name/Position Contact 

Sydney Convention & 

Exhibition Centre 

Annabel Davis/ Director of 

Sales – International 

 

Sydney Convention & 

Visitor Bureau (CVB) 

 Tel: +61 2 9331 4045 

Fax: +61 2 9360 1223 

Email:info@scvb.com.au 

barbara.howlett@axissm.

com 

The Hong Kong Polytechnic 

University, Hong Kong  

 

Prof. Amy Chan, School of 

Hotel & Tourism 

Management 

Tel: (852) 3400 2638  

Fax: (852) 2356 1390  

Email: 

hmamyc@polyu.edu.hk 

Hong Kong Exhibition & 

Convention Industry 

Association (HKECIA) 

Secretariat 

Mrs Connie Kwok 

Executive Director 

Mr Stanley Chu,  

Chairman 

Chairman of Adsale 

Exhibition Services Ltd. 

Tel : (852) 2558 1238  

Fax : (852) 2558 3074  

enquiry@exhibitions.org.

hk 

exhibitions.org.hk 

Thailand Incentive and 

Convention Association 

 Tel: +66 (0)2 511-4085-9 

x1007 

Thailand Convention and 

Exhibition Bureau (TCEB) 

 

ICCA Thailand Committee 

Mr. Peerapong 

Oeusoonthornwattana 

Thailand Convention & 

Exhibition Bureau 

Thailand 

meeting@tceb.or.th 

info@tceb.or.th 

Tel: +66 (0) 2694 6000        

Fax: +66 (0) 2659 5995 

Japan National Tourist 

Organization (JNTO) 

JNTO Head Office Tel+81 3 3216 2905         

Fax +81 3 3216 1978  

convention@jnto.go.jp  

www.jnto.go.jp 

Macau Government Tourist 

Office 

 

 Tel:(853) 2831 5566        

Fax: (853) 2851 0104 

Tourist Hotline:               

(853) 2833 3000       

Philippine Convention and 

Visitors Corporation 

 Tel: (632) 525 - 9318 

pcvcnet@dotpcvc.gov.ph 

 

mailto:meeting@tceb.or.th
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Appendix 6 Ethical Documentation for the Pilot Test and Main Survey 

 

Contact: Pei-Yi Wu (Claire) PhD Candidate 

Department of Tourism, Leisure, Hotel, and Sport Management 

Gold Coast & Nathan Campus  

+ 61 (07) 373 57489 claire.wu@griffith.edu.au  

Corporate Social Responsibility Behaviours and Beliefs in the 

Meetings, Incentives, Conventions and Exhibitions Industry 

QUESTIONNAIRE COVERSHEET 

What is the research about?  

This research is a PhD study within the Department of Tourism, Leisure, Hotel, and Sport 

Management at Griffith University, Queensland, Australia. Specifically, the research aims to 

identify what corporate social responsibility (CSR) activities are currently initiated in the 

meetings, incentive tourism, conventions and exhibitions (MICE) industry in the 

Asia-Pacific region. It also attempts to understand why or why not MICE managers engage 

in CSR performances. 

On what basis are you selected? 

This research focuses on the perceptions of managers or decision makers for Asia-Pacific 

MICE venues, such as convention and exhibition centres, conference and meeting facilities 

of hotels and accommodation providers, stadiums, public halls, cultural centres etc. This 

research needs the input of Asia-Pacific MICE venue managers. Your contribution to this 

research will be very valuable. 

What will you be asked to do? 

To identify the beliefs and behaviours of MICE venue managers regarding CSR issues, you 

are invited to participate in a web-based survey, in which a set of close-ended questions will 

be provided. It will take you about 15~20 minutes and you will be asked to: 

 Tick a set of checklists and close-ended questions about CSR initiatives in your 

organisation. The questions include your attitudes toward CSR behaviours (managerial 

programs or reporting schemes), the perception and expectation of the key stakeholders 

in your organisation regarding CSR, your perceived control over CSR behaviours, and 

the CSR behaviours that are currently initiated in your organisation. 

Who will benefit from the research? 

The outcomes of this research may contribute to the knowledge of society-and-business 

relations in the context of the MICE industry in the Asia-Pacific region.  

To MICE operators and managers, this research is expected to contribute to the knowledge 

about CSR beliefs and behaviours, about how to incorporate CSR into MICE businesses, 

and about what benefits CSR can bring to the company and key stakeholders. Consequently, 

MICE operators may better position their company in the CSR agenda.  
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To policy makers, the finding of this research may be used as guidelines when developing 

CSR related regulations and policies.  

Mechanism for distribution and return 

The questionnaire is a web-based survey. The distribution and return of the 

questionnaire as such are hosted by SurveyMonkey.com, which complies with the EU 

Safe Harbor framework as set forth by the Department of Commerce regarding the 

collection, use, and retention of data from the European Union. This information can be 

found at: http://web.ita.doc.gov/safeharbor/SHList.nsf/WebPages/Oregon 

All information collected from this web-based survey will be held in the strictest 

confidence and no specific respondents will be tracked by IP addresses or cookies. Also, 

the Secure Socket Layer technology (SSL) will be used to encrypt the survey link, 

survey pages, and exports during transmission. A site with SSL encryption will show 's' 

in the 'http' URL address. It will appear as https://www.surveymonkey.com. This ensures 

the security of data collected. 

Voluntary 

Your participation is completely voluntary and will not have any impacts upon your 

relationship with the VMA. You should not feel obligated to participate in this research. You 

can withdraw from the interview at any time. 

Privacy Statement  

Your participation is confidential and will not be identifiable to the VMA or other third 

parties without your consent, except to meet government, legal or other regulatory authority 

requirements. The access to the original data will be limited to the researcher only. A 

de-identified copy of this data may be used for other research purposes. However, your 

anonymity will at all times be safeguarded.  

For further information consult the University’s Privacy Plan at www.gu.edu.au/ua/aa/vc/pp 

Feedback to you  

All information collected in this stage will be reported in aggregate and be accessible in the 

newsletters of the VMA. 

What to do next? 

If you are willing to participate in this research, please click here to answer the survey. Your 

completion of the questionnaire will be assumed as your consent to participation.  

We suggest that you retain this consent sheet for later reference. 



 264 

 

Further information 

Principal Supervisor 

Dr Liz Fredline 

Department of Tourism, Leisure, Hotel, and Sport 

Management, Gold Coast campus, Griffith University 

Parklands Drive, Southport, QLD 4215, Australia 

Tel + 61 (0)7 555 28697    Fax + 61 (0)7 555 28507 

l.fredline@griffith.edu.au 

Associate Supervisor 

Professor Christopher Auld 

Department of Tourism, Leisure, Hotel and Sport 

Management, Nathan campus, Griffith University 

170 Kessels Road, Nathan, QLD 4111, Australia 

Tel +61 (0)7 373 56641    Fax +61 (0)7 373 54090 
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The ethical conduct of this research  

Griffith University conducts research in accordance with the National Statement on Ethical 

Conduct in Research Involving Humans. If you have any concerns or complaints about the 

ethical conduct of this research, please contact the Manager, Research Ethics on +61 (0)7 

3875 5585 or research-ethics@griffith.edu.au. 

 

By answering this questionnaire, I confirm that I have read and understood the 

information package which was attached in the invitation email and that, in 

particular: 

1. I understand that my involvement in this research will include answering a set of 

questions regarding CSR beliefs and behaviours in your organisation; 

2. I have had any questions answered to my satisfaction; 

3. I understand the risks involved; 

4. I understand that there will be no direct benefit to me from my participation in 

this research; 

5. I understand that my participation in this research is voluntary; 

6. I understand that if I have any additional questions I can contact the researcher; 

7. I understand that I am free to withdraw at any time, without comment or penalty; 

8. I understand that I can contact the Manager, Research Ethics, at Griffith 

University Human Research Ethics Committee on 3875 5585 (or 

research-ethics@griffith.edu.au) if I have any concerns about the ethical conduct of 

the project; and 

9. I agree to participate in this research project. 

Please Click "Next" to start. 

mailto:research-ethics@griffith.edu.au
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Appendix 7 Questionnaire for the Main Survey 

Page 1 
What CSR initiatives? 

Corporate Social Responsibility (CSR) is business commitments to benefit the People, Planet 

and Profit (3Ps) of society at large. In response to the economic, social and environmental 

impacts of business conduct, some organisations in the MICE industry have recently 

developed CSR initiatives, e.g. green events, environmental friendly policies, community 

service and volunteer programs. In this section, you will be asked questions about any 

current CSR initiatives in your organisation. 

*1. Are you aware of any CSR programs, policies or reporting schemes taking place in 

your organisation? □ Yes   □ No  (go to Q4)  □ Don’t know 

*2. Which of the following activities best describes the CSR initiatives that are taking 

place or will take place in your organisation? (Please tick all that apply) 

□ Establish environmental 

policies for your organisation, 

suppliers, delegates and guests 

□ Encourage delegates/guests or 

event planners to use public 

transportation 

□ Encourage employees or 

delegates/guests to participate 

in volunteer programs 

□ Record or estimate the 

total carbon footprint and plan 

to offset the carbon emissions 

□ Encourage delegates/guests or 

event planners to communicate 

and register electronically 

□ Offer support/sponsorship 

for public school education or 

youth job-training programs 

□ Obtain environmental 

accreditation or awards 

□ Maintain transparent and 

accountable financial records 

□ Maintain appropriate 

employee proportion of gender 

and/or minorities 

□ Reduce the use of water  □ Give regularly to charities □ Respect human rights 

□ Reduce the use of energy 

and power 

□ Invest in social and public 

services 

□ Continue to improve and 

/or innovate sustainable 

management 

□ Reduce the use of paper 

and plastic products 

□ Ensure the health and safety of 

delegates/guest and employees 

□ Care for the minority groups 

in the organisation and society 

□ Reduce the waste and 

pollution 

□ Cooperate with local suppliers □ Earn social accreditation 

□ Recycle and reuse as much 

as possible 

□ Protect the local culture and 

biodiversity 

□ Share CSR thinking with 

customers and competition 

□ Cooperate with suppliers 

who have green policies or 

programs 

□ Provide services for public 

benefits 

□ Associate with CSR related 

non-government organisations 

□ Position the organisation 

as a good corporate citizen 

□ Provide regular training and 

education for employees 

□ Report environmental and 

social performance regularly 

□ Other CSR related activities (please specify)                    □ None of above 



 266 

*3. How long has your organisation involved in CSR initiatives? 

□ less than 12 months   □ 1 to 3 years   □ 3 to 6 years  □ more than 6 years  

□ Don’t know (Go to next page) 
*4. Do you intend to 

implement CSR programs in 

your organisation in the next 

12 months? (Please tick ONE) 

Definitely not 1  2  3  4  5  6  7 Definitely 

*5. Do you plan to implement 

CSR reporting schemes in your 

organisation in the next 12 

months? (Please tick ONE) 

Definitely not 1  2  3  4  5  6  7 Definitely 

*6. Would you like to follow or 

develop CSR policies in your 

organisation in the next 12 

months? (Please tick ONE) 

Definitely not 1  2  3  4  5  6  7 Definitely 

 

Page 2 

Why CSR? 

In this section, you will be asked questions about your attitudes toward CSR initiatives, the 

people who may affect your decisions on implementing CSR and your control over those 

decisions. Please select the point on the scale from 1 to 7 that best describes your opinion. At 

the end of each page, you will also be asked to evaluate the appropriateness of the questions. 

*1. Overall I think implementing 

CSR programs or reporting 

schemes in my organisation is 

____ (for my organisation) 

Bad 

Difficult 

Wrong 

Harmful 

1  2  3  4  5  6  7 

1  2  3  4  5  6  7 

1  2  3  4  5  6  7 

1  2  3  4  5  6  7 

Good 

Easy 

Right 

Beneficial 

*2. These days there seems to be 

a general expectation that I will 

implement CSR initiatives in my 

organisation 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 

*3. Most people who are 

important to my organisation 

support my decisions to 

implement CSR initiatives. 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 

*4. The people in my 

organisation whose opinions I 

value approve of my decisions to 

implement CSR initiatives. 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 
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*5. Whether I decide to 

implement CSR initiatives in my 

organisation is entirely up to me. 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 

*6. If I wanted to I could decide 

to implement CSR initiatives in 

my organisation. 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 

*7. I believe I have complete 

control in implementing CSR 

initiatives. 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 

*8. I am capable of implementing 

CSR initiatives in my 

organisation. 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 

*9. Being profitable in the long 

run is good for my organisation. 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 

*10. Implementing CSR initiatives 

can be profitable in the long run. 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 

*11. Improving the reputation 

and image of my organisation is 

good. 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 

*12. Implementing CSR initiatives 

can improve the reputation and 

image of my organisation. 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 

*13. Spending more money on 

environmental and social issues 

related to the operation of my 

organisation is good. 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 

*14. Implementing CSR initiatives 

in my organisation would be too 

expensive. 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 

*15. Increasing the 

competitiveness of my 

organisation is good. 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 

*16. Implementing CSR initiatives 

can increase competitiveness for 

my organisation. 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 
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*17. Improving the quality of life 

of the local community where my 

organisation is located is the right 

thing to do. 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 

*18. Implementing CSR initiatives 

can improve the quality of life of 

the local community where my 

organisation is located. 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 

*19. Saving money for my 

organisation is good. 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 

*20. Implementing CSR initiatives 

can save money for my 

organisation. 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 

*21. Minimising the negative 

impacts resulting from the 

operation of my organisation is 

good. 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 

*22. Implementing CSR initiatives 

can minimise the negative 

impacts caused by the operation 

of my organisation. 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 

*23. Doing what clients/host 

organisations want me to do is 

important to me. 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 

*24. When it comes to making 

decisions on CSR initiatives, I 

always do what clients/host 

organisations think I should do. 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 

*25. Doing what 

delegates/visitors want me to do 

is important to me. 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 

*26. When it comes to making 

decisions on CSR initiatives, I 

always do what 

delegates/visitors think I should 

do. 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 
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*27. Doing what 

shareholders/the board want me 

to do is important to me. 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 

*28. When it comes to make 

decisions on CSR initiatives, the 

shareholders/the board support 

my decisions. 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 

*29. The competitors of my 

organisation or other venues 

have implemented CSR 

initiatives. 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 

*30. When it comes to making 

decisions on CSR initiatives, I do 

at least what my organisation’s 

competitors or other venues do. 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 

*31. Doing what tourism related 

public/governmental 

organisations want me to do is 

important to me. 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 

*32. When it comes to making 

decisions on CSR initiatives, the 

tourism related public/ 

governmental organisations 

support my decisions. 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 

*33. Doing what the local 

community expects my 

organisation to do is important to 

me. 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 

*34. When it comes to making 

decisions on CSR initiatives, I do 

what the local community thinks 

I should do. 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 

*35. To implement CSR initiatives 

in my organisation needs 

additional money 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 

*36. I have sufficient funding to 

implement CSR initiatives. 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 
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*37. To implement CSR initiatives 

in my organisation needs 

relevant knowledge and 

information 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 

*38. I have sufficient knowledge 

and information about how to 

implement CSR initiatives in my 

organisation. 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 

*39. To implement CSR initiatives 

in my organisation needs 

appropriate staff. 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 

*40. I have sufficient number of 

staff who know how to 

implement CSR initiatives. 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 

*41. To implement CSR initiatives 

in my organisation needs related 

equipment and technology. 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 

*42. I have sufficient equipment 

and technology to implement 

CSR initiatives in my 

organisation. 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 

*43. To implement CSR initiatives 

in my organisation requires 

having relevant organisational 

direction or mission. 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 

*44. There are no organisational 

directions or missions that 

support implementing CSR 

initiatives in my organisation. 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 

*45. To implement CSR initiatives 

in my organisation I need to 

know if it is the trend to do it in 

the industry. 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 

*46. It is the trend that 

encourages me to implement 

CSR initiatives in my 

organisation. 

Strongly 

disagree 
1  2  3  4  5  6  7 

Strongly 

agree 
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Page 3 
Your Background Information 

In this section, you will be asked questions about yourself and your organisation. At the end 

of each page, you will also need to evaluate the appropriateness of the questions. 

*1. What is your gender? □ Male  □ Female 

*2. How long have you worked in the MICE industry? □□ Years  

*3. What is your position in the organisation 

□ CEO / Managing Director/ General Manager  □ Executive Assistant Manager 

□ Director of Operations    □ Director of Business Development 

□ Director of Marketing/ Public Relation/ Communication/ Sales 

□ Director of Facility  □ Other (Please specify)                                   

*4. What is the highest level of education you have completed?  

□ High school □ Diploma/Vocational training □ Undergraduate degree  

□ Postgraduate degree □ Other (Please specify)                                   

*5. In which country is your organisation located?                                    

*6. What is the main business of your organisation? (Tick all that apply) 

□ Meetings/Workshops  □ Conferences/Conventions/Congresses □ Exhibitions 

*7. How many employees are there in your organisation? 

□ Less than 50 □ 50~200 □ 201~350 □ 351~500 □ more than 500 

*8. Do you have specific departments/sections/groups that are responsible for 

planning, programming or managing CSR initiatives in your organisation? □ Yes 

□ No 

*9. What type of ownership is your organisation? 

□ Public    □ Private    □ BOT (Build-Operate-Transfer)   

□ Public-private partnership (PPP)  □ Other (Please specify)                        

 

Page 4 

Thanks for your participation! 

The last question: 

Do you want to receive the final report of this PhD research? 

    □ Yes, my email address is:                                                 

□ No. 

Thanks for your fully completed questionnaire! 

We will donate AUD $1 on your behalf to both Greenpeace and World Vision 

International (total AUD $2) after receiving your fully completed questionnaire. 
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Appendix 8 Certificate of Ethical Clearance 

HUMAN RESEARCH ETHICS COMMITTEE 

SUBMISSION CERTIFICATE 

 

This certificate generated on 13-08-2014.  

 

This certificate confirms that an application for 'Corporate Social Responsibility 

Behaviours and Beliefs in the Meetings, Incentives, Conventions and Exhibitions 

Industry: Application of the Theory of Planned Behaviour' (GU Protocol Number 

HSL/14/08/HREC) . This application will shortly be considered by the Griffith 

University Human Research Ethics Committee (HREC).  

 

The applicant will be advised of the outcome of this consideration in due course.  

 

This correspondence will list the standard conditions of ethical clearance that apply to 

Griffith University protocols.  

 

The HREC is established in accordance with the National Statement on Ethical 

Conduct in Research Involving Humans. The operation of this Committee is outlined 

in the HREC standard Operating Procedure, which is available from 

www.gu.edu.au/or/ethics.  

 

Please do not hesitate to contact me if you have any further queries about this matter.  

 

   

   

   

Rick Williams  

Manager, Research Ethics  

Office for Research  

Bray Centre, N54 Room 0.15 Nathan Campus  

Griffith University  

Phone: 07 3735 4375  

Facsimile: 07 373 57994  

Email: rick.williams@griffith.edu.au  

http://www.gu.edu.au/or/ethics
mailto:rick.williams@griffith.edu.au
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Appendix 9 Tests of Construct Validity 

Table A9-1 Correlations between variables in the first factor analysis 

Pearson 

Correlation 

ATdpr_

GB 

ATdpr_

WR 

ATdpr_

HB 

ATdrd_

GB 

ATdrd_

WR 

ATdrd_

HB 

ATdpy

_GB 

ATdpy

_WR 

ATdpy

_HB 

SNd_

gen 

SNd_

org 

SNd_

oval 

PBCd_

up2m 

PBCd

_ican 

PBCd

_cctl 

PBCd

_capa 

AT (mean) .678** .805** .813** .786** .792** .794** .810** .814** .862** .330** .467** .391** .204* .266** .148 .377** 

ATdpr_GB 1                 .309** .401** .411** .082 .213** .068 .336** 

ATdpr_WR .500** 1               .298** .407** .327** .178* .212** .110 .389** 

ATdpr_HB .570** .690** 1             .235** .339** .280** .159* .259** .141 .342** 

ATdrd_GB .617** .487** .557** 1           .289** .387** .271** .098 .152 .073 .234** 

ATdrd_WR .330** .685** .526** .537** 1         .246** .328** .333** .236** .180* .190* .288** 

ATdrd_HB .377** .485** .642** .626** .671** 1       .182* .364** .215** .222** .175* .112 .238** 

ATdpy_GB .685** .540** .600** .672** .480** .571** 1     .289** .381** .299** .161* .315** .129 .359** 

ATdpy_WR .350** .781** .568** .498** .776** .542** .546** 1   .286** .374** .348** .144 .180* .110 .258** 

ATdpy_HB .510** .552** .694** .654** .580** .749** .745** .697** 1 .231** .367** .321** .160* .230** .116 .262** 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 
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Pearson 

Correlation 

ATdpr_

GB 

ATdpr_

WR 

ATdpr_

HB 

ATdrd_

GB 

ATdrd_

WR 

ATdrd_

HB 

ATdpy

_GB 

ATdpy

_WR 

ATdpy

_HB 

SNd_

gen 

SNd_

org 

SNd_

oval 

PBCd_

up2m 

PBCd

_ican 

PBCd

_cctl 

PBCd

_capa 

SN (mean) .429** .398** .328** .367** .347** .294** .374** .387** .352** .822** .911** .862** .195* .253** .248** .485** 

SNd_gen .309** .298** .235** .289** .246** .182* .289** .286** .231** 1     .054 .058 .082 .383**  

SNd_org .401** .407** .339** .387** .328** .364** .381** .374** .367** .594** 1   .235* .316** .295** .451**  

SNd_oval .411** .327** .280** .271** .333** .215** .299** .348** .321** .499** .780** 1 .229** .299* .280** .427**  

PBC (mean) .202* .260** .265** .163* .265** .222** .284** .204* .227** .163* .383** .365** .880** .853** .904** .681** 

PBCd_up2m .082 .178* .159* .098 .236** .222** .161* .144 .160* .054 .235** .229** 1       

PBCd_ican .213** .212** .259** .152 .180* .175* .315** .180* .230** .058 .316** .299** .656** 1     

PBCd_cctl .068 .110 .141 .073 .190* .112 .129 .110 .116 .082 .295** .280** .807** .713** 1   

PBCd_capa .336** .389** .342** .234** .288** .238** .359** .258** .262** .383** .451** .427** .430** .445** .458** 1 

**. Correlation is significant at the 0.01 level (2-tailed). *. Correlation is significant at the 0.05 level (2-tailed). 
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Table A9-2 Correlations between variables in the second factor analysis 

Pearson 

Correlation 

ATBB

_prof 

ATBB

_imag 

ATBB

_cope 

ATBB

_lcom 

ATBB

_sfmy 

ATBB_

mimp 

SNNB

_clie 

SNNB

_devi 

SNNB

_boar 

SNNB

_porg 

SNNB

_locm 

PBCB_

mony 

PBCB_

knif 

PBCB_

staf 

PBCB_

eqtn 

PBCB_

miss 

ATBB (mean) .765** .743** .767** .730** .758** .737** .128 .277** .306** .177* .307** .059 .267** .324** .247** .429** 

ATBB_prof 1           .148 .234** .215** .044 .215** -.080 .055 .150 .110 .237** 

ATBB_imag .563** 1         .064 .158 .253** .167* .185* .182* .404** .408** .254** .503** 

ATBB_cope .523** .538** 1       .021 .097 .096 .079 .123 -.029 .127 .222** .086 .321** 

ATBB_lcom .348** .482** .562** 1     .121 .278** .257** .138 .332** .093 .311** .346** .257** .383** 

ATBB_sfmy .600** .361** .458** .389** 1   .111 .225** .262** .169* .274** -.014 .030 .095 .140 .170* 

ATBB_mimp .415** .502** .377** .522** .505** 1 .108 .251** .297** .199* .245** .144 .333** .286** .286** .370** 

SNNB (mean) .239** .234** .116 .314** .292** .310** .791** .778** .683** .634** .706** .164* .149 .201* .181* .176* 

SNNB_clie .148 .064 .021 .121 .111 .108 1     .070 .011 .033 .086 -.006 

SNNB_devi .234** .158 .097 .278** .225** .251** .797** 1    .154 .051 .134 .189* .117 

SNNB_boar .215** .253** .096 .257** .262** .297** .335** .355** 1   .127 .224** .245** .044 .205* 

SNNB_porg .044 .167* .079 .138 .169* .199* .307** .214** .359** 1  .168* .161* .075 .138 .142 

SNNB_locm .215** .185* .123 .332** .274** .245** .429** .442** .334** .386** 1 .060 .066 .226** .203* .161* 

**. Correlation is significant at the 0.01 level (2-tailed). *. Correlation is significant at the 0.05 level (2-tailed). 
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Pearson 

Correlation 

ATBB

_prof 

ATBB

_imag 

ATBB

_cope 

ATBB

_lcom 

ATBB

_sfmy 

ATBB_

mimp 

SNNB

_clie 

SNNB

_devi 

SNNB

_boar 

SNNB

_porg 

SNNB

_locm 

PBCB_

mony 

PBCB_

knif 

PBCB_

staf 

PBCB_

eqtn 

PBCB_

miss 

PBCB (mean) .120 .453** .185* .360** .111 .370** .055 .176* .217** .181* .191* .695** .724** .796** .783** .777** 

PBCB_mony -.080 .182* -.029 .093 -.014 .144 .070 .154 .127 .168* .060 1         

PBCB_knif .055 .404** .127 .311** .030 .333** .011 .051 .224** .161* .066 .328** 1       

PBCB_staf .150 .408** .222** .346** .095 .286** .033 .134 .245** .075 .226** .422** .495** 1     

PBCB_eqtn .110 .254** .086 .257** .140 .286** .086 .189* .044 .138 .203* .434** .398** .580** 1   

PBCB_miss .237** .503** .321** .383** .170* .370** -.006 .117 .205* .142 .161* .372** .607** .520** .486** 1 

**. Correlation is significant at the 0.01 level (2-tailed). *. Correlation is significant at the 0.05 level (2-tailed). 
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Table A9-3 Correlations between variables in the third factor analysis 

Pearson 

Correlation 

ATOE

_prof 

ATOE_

imag 

ATOE_

cope 

ATOE_

lcom 

ATOE_

sfmy 

ATOE_

mimp 

SNMC

_clie 

SNMC

_devi 

SNMC

_boar 

SNMC

_porg 

SNMC

_locm 

PBPP_

mony 

PBPP_

knif 

PBPP_ 

staf 

PBPP_ 

eqtn 

PBPP

_miss 

ATOE (mean) .680** .761** .766** .671** .766** .638** .295** .162* .256** .256** .303** .126 .175* .347** .270** .230** 

ATOE_prof 1      .116 .032 .040 .031 .111 .069 .092 .233** .130 .153 

ATOE_imag .417** 1     .284** .157 .254** .262** .201* .017 .089 .178* .171* .087 

ATOE_cope .367** .547** 1    .267** .170* .183* .212** .175* .235** .178* .365** .329** .236** 

ATOE_lcom .230** .431** .425** 1   .217** .147 .172* .150 .329** .136 .188* .314** .236** .222** 

ATOE_sfmy .434** .494** .481** .332** 1  .209** .098 .293** .291** .271** -.003 .085 .165* .121 .124 

ATOE_mimp .373** .449** .421** .462** .597** 1 .291** .232** .337** .201* .371** .023 .232** .299** .263** .234** 

SNMC (mean) .084 .297** .258** .260** .300** .366** .782** .794** .778** .755** .799** .217** .191* .218** .186* .101 

SNMC_clie .116 .284** .267** .217** .209** .291** 1     .224** .187* .131 .179* .002 

SNMC_devi .032 .157 .170* .147 .098 .232** .667** 1    .225** .185* .175* .132 .025 

SNMC_boar .040 .254** .183* .172* .293** .337** .456** .492** 1   .130 .236** .238** .143 .209** 

SNMC_porg .031 .262** .212** .150 .291** .201* .447** .429** .536** 1  .127 -.006 .083 .134 .002 

SNMC_locm .111 .201* .175* .329** .271** .371** .518** .545** .554** .499** 1 .149 .158 .229** .140 .158 

**. Correlation is significant at the 0.01 level (2-tailed). *. Correlation is significant at the 0.05 level (2-tailed). 
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Pearson 

Correlation 

ATOE

_prof 

ATOE_

imag 

ATOE_

cope 

ATOE_

lcom 

ATOE_

sfmy 

ATOE_

mimp 

SNMC

_clie 

SNMC

_devi 

SNMC

_boar 

SNMC

_porg 

SNMC

_locm 

PBPP_

mony 

PBPP_

knif 

PBPP_ 

staf 

PBPP_ 

eqtn 

PBPP

_miss 

PBPP (mean) .185* .146 .361** .297** .135 .286** .188* .195* .260** .088 .226** .690** .706** .823** .803** .701** 

PBPP_mony .069 .017 .235** .136 -.003 .023 .224** .225** .130 .127 .149 1     

PBPP_knif .092 .089 .178* .188* .085 .232** .187* .185* .236** -.006 .158 .359** 1    

PBPP_staf .233** .178* .365** .314** .165* .299** .131 .175* .238** .083 .229** .506** .448** 1   

PBPP_eqtn .130 .171* .329** .236** .121 .263** .179* .132 .143 .134 .140 .494** .500** .589** 1  

PBPP_miss .153 .087 .236** .222** .124 .234** .002 .025 .209** .002 .158 .252** .347** .492** .450** 1 

**. Correlation is significant at the 0.01 level (2-tailed). *. Correlation is significant at the 0.05 level (2-tailed). 
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Table A9-4 Correlations between constructs and the Cronbach’s alpha of each constructs 

Pearson 

Correlation AT SN PBC ATBB SNNB PBCB ATOE SNMC PBPC 

AT 0.93 .457** .292** .594** .304** .418** .380** .511** .290** 

SN .457** 0.83 .345** .418** .435** .420** .323** .487** .432** 

PBC .292** .345** 0.85 .283** .344** .120 .091 .163* .413** 

ATBB .594** .418** .283** 0.84 .335** .343** .549** .440** .387** 

SNNB .304** .435** .344** .335** 0.81 .231** .264** .599** .357** 

PBCB .418** .420** .120 .343** .231** 0.76 .352** .432** .202* 

ATOE .380** .323** .091 .549** .264** .352** 0.84 .326** .312** 

SNMC .511** .487** .163* .440** .599** .432** .326** 0.81 .243** 

PBPC .290** .432** .413** .387** .357** .202* .312** .243** 0.80 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 

The diagonal line presents the Cronbach's alpha of reliabilities 

 

 


