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ABSTRACT 

Corporate Social Responsibility (CSR) has become an integral part of the modern 

business paradigm (Porter & Kramer, 2006a) and correspondingly, research interest in 

CSR has grown among hospitality academics (Sheldon & Park, 2011). However, 

published CSR works tend to revolve around three core areas: debating the nature of CSR 

(e.g., Levy & Park, 2011), impacts on firm performance (e.g., Inoue & Lee, 2011), and 

customers’ or employees’ perspectives toward CSR (e.g., Tsai, Tsang, & Cheng, 2012). 

Less attention has been given to understanding why firms engage with CSR, despite 

researchers calling for a better understanding of the key factors driving CSR engagement, 

including a fuller discussion about the concept of engagement (e.g., Aguinis & Glavas, 

2012; Graci & Dodds, 2008). Therefore, this thesis aims to investigate: What are the 

determinants of Corporate Social Responsibility (CSR) Engagement in the Thai hotel 

sector? 

In this thesis, the term CSR engagement describes the business practices relating to 

social, cultural, and environmental issues, including their reasoning and motivation for 

managing and adopting policies, practices, and future intentions. A review of the 

literature in CSR highlights several issues, including a focus on studies examining 

environmental practices, rather than a broader spectrum of CSR activities. Second, most 

studies in the hospitality sector examine a narrow range of potential determinants for 

CSR engagement, and researchers have called for a broader approach to fully understand 

firms’ rationale for CSR (Font, Garay, & Jones, 2014). Third, there is a lack of studies 

attempting to determine which factors are more influential for CSR engagement in hotels 

(e.g., El Dief & Font, 2012). Finally, CSR research generally, and in the hospitality 

sector, has yet to comprehensively apply theoretical frameworks to uncover the best 

explanation for CSR engagement.  

To address these issues, a conceptual model was developed that draws from key 

theoretical streams, reflecting the business case, the normative case, and stakeholder 

theory. Furthermore, the model integrates these potential factors with a fourth factor -

perceived control - drawn from the theory of planned behaviour. This comprehensive 

approach adapted for the Thai hotel context is novel in the CSR literature. This study 

subsequently employed a sequential mixed methods research design to investigate the 
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research problem. In Study 1, data was collected from hotel managers, working in the 

Thai hotel sector, who had a substantial CSR involvement. The semi-structured interview 

findings from 23 participants provided further understanding of the nature of CSR 

engagement and perceived reasons for engaging in CSR. These findings were then 

utilised to refine scale measurements for the survey instrument. In Study 2, a cross-

sectional survey was employed by sending self-administered questionnaires to 2,460 

hotels throughout Thailand, using both online and postal modes. Consequently, 320 valid 

responses were received for the quantitative study. Factor analysis was used to confirm 

the dimensionality of the constructs, and to refine the multi-item scales before a series of 

multiple regression analyses were conducted.  

Two main findings were discussed in relation to the nature of CSR engagement and the 

rationale for engaging in CSR. In practice, numerous domains of responsible practices 

were identified in hotels, ranging from environmental and social welfare practices, 

activities for staff, customer-related activities, donations, and Thai traditional events. 

While hotels appeared to favour energy saving environmental practices and social welfare 

activities involving children, they were also keenly involved in traditional Thai activities, 

such as merit-making and preserving Thai culture. In the quantitative study, the 

conceptual model was developed and tested, including seven determining factors and 

three dependent variables for CSR engagement. Three determining factors were 

consistently shown to explain each type of CSR engagement. These factors were cost 

savings, perceived moral obligation, and influence from key tourism organisations. 

Further testing revealed that subtle differences existed in predictor weights. Of particular 

note was the finding that the traditional Thai aspect of merit-making (a normative belief) 

did not affect CSR engagement. 

Practical implications for hotel managers are suggested, in that engaging in CSR offers 

several tangible and some less tangible benefits. Accordingly, those hotels that have been 

actively engaged with CSR can be further encouraged to continue their efforts, while 

those hotels that have not been involved in CSR activities may be more easily persuaded 

of the value. In addition, the key stakeholder organisations that were shown to influence 

Thai hotels can also be more assured of the value of their promotional efforts, especially 

tourism authorities with strategic priorities to promote corporate social responsibility.    
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CHAPTER 1 

 

INTRODUCTION 

1.1 Background of the Research 

Today, Corporate Social Responsibility (CSR) has become an important part of the business 

paradigm, whereby many companies accept responsibility for the way they impact society 

(Porter & Kramer, 2006b). CSR and related concepts under the ‘sustainability’ umbrella have 

gained a strong interest for both academics and businesses. Interest in engaging with CSR and its 

related concepts has been growing worldwide in recent years (e.g., Carroll & Shabana, 2010). 

Furthermore, CSR has become more relevant in hospitality organisations, such as hotels, due to 

an increased focus on sustainable tourism (Sheldon & Park, 2011). Further, there is increased 

concern in society regarding global issues such as climate change and the depletion of natural 

resources (Park & Levy, 2014). Hotels in recent times have spent substantial resources 

implementing CSR activities because, among other factors, doing so has been identified as good 

for stakeholders (McGehee, Wattanakamolchai, Perdue, & Calvet, 2009). Hotels can benefit 

from a better image, an increase in the number of customers and even increased profits (Porter & 

Kramer, 2006b). 

As CSR engagement has recently become an industry norm, there has been an increase in the 

number of calls from researchers to understand the motivations and consequences of firms 

engaging in CSR. For instance, Aguinis and Glavas (2012, p. 953) argue that “we need a better 

understanding of the predictors that influence individuals to carry out CSR activities” because 

individuals “actually strategize, make decisions, and execute CSR decisions”. Such calls have 

also been put forward within the tourism and hospitality sector. For instance, Holcomb, 

Upchurch, and Okumus (2007) contend that CSR is a hot topic in most industries. However, 

research on CSR in the hospitality and tourism sectors is lagging. In support, Dodds and Graci 

(2009) and P. Jones, Comfort, and Hillier (2006) suggest that more understanding regarding 

motivations and consequences of CSR will also lead to more CSR engagement in a wide range 

of tourism and hospitality sectors. In particular, Font, Garay, and Jones (2014) argue that a 

broader, more inclusive, approach together with a more nuanced analysis of specific sectors are 

needed. Therefore, this thesis seeks to extend current knowledge about CSR engagement by 
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conducting a comprehensive investigation to better understand: What are the determinants of 

Corporate Social Responsibility (CSR) Engagement in the Thai hotel sector? 

CSR has become a very important element of almost all industries in developed countries, and 

hence it is seen as a mainstream issue for many organisations. However, definitions of CSR are 

primarily of European and American origin, and the concept of CSR has caused confusion in 

Asia (CSR Asia, 2010). For example, research has shown a poor understanding of CSR within 

the private sector in Pakistan, while philanthropy has been exemplified as CSR in other parts of 

Asia (Prachyakorn, 2010). Thus, CSR appears to have a location-specific context (Welford, 

Chan, & Man, 2007). In Thailand specifically, the CSR concept has been growing in popularity 

since the beginning of 1990. For example, during the recent financial crisis, Thailand has been 

focusing on strengthening its capacities in corporate governance (CSR Asia, 2010). While CSR 

is still at an early stage of development in Thailand, corporate commitment to local communities 

and corporate philanthropy have laid a strong foundation for potential CSR culture in Thailand 

(Prayukvong & Olsen, 2009). As a consequence, over a hundred companies in Thailand have 

participated in many successful community development programs through collaborations 

between Non-Governmental Organisations (NGOs) and the business sector (Frank, 2004). Also, 

in recent years, most of the major companies in Thailand, across industries, have emphasised the 

importance of improved disclosure on CSR issues (Wokeck, 2010).  

In particular, for the tourism industry, the Tourism Authority of Thailand (TAT) has played an 

active role in encouraging companies within the tourism and accommodation sectors in Thailand 

to be involved in CSR and related activities (National News Bureau of Thailand, 2012). As such, 

many business operations within the hotel sector in Thailand have participated in CSR, such as 

the Shangri-La Group of Hotels (Sritama, 2009), Dusit Thani (CSR Thailand, 2012), and Accor 

(Karantzavelou, 2011). Therefore, this thesis aims to investigate the key factors underpinning 

hotels’ engagement with CSR using a Thai context. Developing and testing a conceptual 

framework tailored for the Thai context provides both theoretical and practical implications for 

academics, policy makers, and managers. The discussion in the next section provides details that 

address the research problem and outline the research framework.  
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1.2 Research Problem  

In this section, there are four key issues to highlight the development of the research problem: 1) 

limited attention has been given to the nature and measurement of CSR engagement; 2) 

empirical studies investigating CSR determinants in the hospitality context are lacking; 3) no 

study has empirically examined the attitude-intention relationship in the CSR-hospitality context 

using the integrative framework of the theory of planned behaviour (TPB); and 4) the approach 

to investigating potential CSR determinants is limited.  

The first issue, which has been highlighted in terms of CSR, involves the nature of CSR 

engagement variables. In this study, CSR engagement is treated as an outcome variable or 

dependent variable. Most previous studies in hospitality research have focused on a limited range 

of CSR practices as outcome variables, especially in regard to environmental practices, including 

environmental management systems and accreditation schemes (e.g., Bohdanowicz, 2005; Chan 

& Hawkins, 2010; Chan & Wong, 2006). However, there is limited empirical research 

investigating the influences on varying types of CSR engagement. To date, there are also no 

studies which have investigated whether factors leading to CSR policies are similar to those 

factors influencing CSR practices. This thesis aims to fill this gap by decomposing the 

investigation of CSR engagement into three different outcomes, namely CSR policies, current 

practices, and future intentions.  

The second issue highlighted is the lack of CSR studies in the tourism and hospitality context. In 

contrast, in non-tourism contexts, there is a large body of research which has focused on the 

consequences of CSR (e.g., Cochran & Wood, 1984; Orlitzky, Schmidt, & Rynes, 2003), 

including, the relationship between CSR and business performance, its effect on financial 

performance, and the business case for CSR. However, only a small group of researchers has 

specifically examined the factors leading to CSR initiatives across industries (e.g., Babiak & 

Trendafilova, 2011; Branco & Rodrigues, 2008). Although researchers have suggested certain 

factors that may lead firms to proactively engage in CSR and related activities, there is no 

consensus on which factors are more important, and under what conditions CSR must be met. In 

regard to studies in the hospitality literature, empirical research has identified potential 

determining factors for CSR, such as altruistic reasons, competitive reasons, and stakeholder 

pressures (e.g., Álvarez Gil, Burgos Jiménez, & Céspedes Lorente, 2001; El Dief & Font, 2012). 

Although some studies illustrate a range of possible reasons to understand CSR engagement, 
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empirical studies into their application to determine which factors are influential for CSR 

engagement are very limited.  

The third issue that draws this research problem together is the use of a well-established 

theoretical framework to integrate key aspects. This study is the first to integrate a 

comprehensive set of CSR determinants by utilising the well-recognised attitudes/intentions 

framework of the theory of planned behaviour (TPB) in order to provide a strong conceptual 

basis to investigate the research problem. Empirical research in hospitality and tourism literature 

has extensively employed the TPB to explain customer behaviour (Han, Hsu, & Sheu, 2010; W. 

Kim & Kim, 2004; Y. Kim & Han, 2010) and tourist behaviour (Hsu & Huang, 2012; Lam & 

Hsu, 2006; Sparks, 2007). However, no study has examined the perspectives of hotel managers 

utilising the theory of planned behaviour when considering CSR engagement. A study by Raviv, 

Becken, and Hughey (2013) utilised TPB in a very limited manner to assist in their explanation 

of their interview findings regarding responsible tourism practices. Therefore, this thesis aims to 

investigate what factors are more influential on managers’ intention to engage in CSR in the 

future and accordingly, the TPB will provide a useful integrating platform. 

The final issue related to the development of the research problem involves the modelling of 

CSR determinant variables. Many researchers have examined a broad range of reasons to 

determine the answers most given by managers (e.g., Garay & Font, 2012; Sheldon & Park, 

2011). For example, Garay and Font (2012) investigated twelve possible reasons for engaging in 

CSR, ranging from altruistic reasons related to environmental protection, lifestyle and a social 

commitment to reduce operational costs, to legitimisation for stakeholders and legislation 

compliance. These similar reasons were used in the Chan and Wong (2006) study which was 

conducted in the hotel industry and proposed a model which they adapted from H. Quazi, Khoo, 

Tan, and Wong’s (2001) study conducted in the electronic and chemical industries. However, 

Chan and Wong’s results showed that the model did not fit with the sample data obtained from 

the hotel industry.  

In addition, although researchers acknowledge various reasons for engaging in CSR, they have 

not detailed the conceptual distinctiveness of these reasons or established whether these reasons 

are inclusive of all reasons or are mutually exclusive of each other. Furthermore, researchers 

have indicated that models derived from the literature are inadequate for multiple contexts 

(Bansal & Roth, 2000). Also, most researchers have used either a qualitative or a quantitative 
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approach in their studies (e.g., Ayuso, 2006; Garay & Font, 2012) rather than mixed methods 

research designs. Accordingly, there is a lack of studies that are context based or designed to 

extract a richer understanding of context. This thesis aims to fill this gap by collecting a broad 

range of qualitative and quantitative data to explain what factors influence hotels’ engagement 

with CSR.  

1.3 Research Question and Objectives 

In summary, the four issues detailed above identified in the development of the research problem 

are: 1) limited attention has been given to the nature and measurement of CSR engagement; 2) 

empirical studies investigating CSR determinants in the hospitality context are lacking; 3) no 

study has empirically examined the attitude-intention relationship in the CSR-hospitality context 

using the integrative framework of the theory of planned behaviour (TPB); and 4) the approach 

to investigating potential CSR determinants is limited. Following these four research issues, the 

research problem is stated as: 

What are the determinants of Corporate Social Responsibility (CSR) Engagement  

in the Thai hotel sector? 

The discussion above highlighted the incorporation of several determinants of CSR engagement. 

Accordingly, part of the aim of the research design is to provide a better understanding of the 

nature of CSR engagement in a specific context, and is thus the first research objective. In 

addition, the essence of the research problem involves the need to determine which factors are 

important to a set of CSR engagement variables. The second research objective is designed to 

guide a resolution regarding the factors that are the most influence on CSR engagement. The 

final research objective is also quantitative in nature and aims to discover whether particular 

relationships determined from Objective 2 are dependent upon other situational influences. 

Figure 1.1 depicts an overview of the research problem examined in this thesis. The three 

research objectives that have emerged from these research issues are stated below. Again, this 

objective will further assist in understanding the fuller contextual nature of CSR engagement. 

Objective 1: To explore the nature of CSR engagement within the Thai hotel sector.  

Objective 2: To identify the important determinants of CSR engagement.  
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Objective 3: To investigate whether hotel characteristics moderate the relationship between 

determining factors and CSR engagement.   

 

 

 

Figure 1.1. An Overview of the Research Problem 

1.4 Justification for the Research 

This thesis identifies four major areas discussed below to assist the hotel industry, especially in 

Thailand, and to fill the gaps in the CSR and hospitality literature. First, from a management and 

policy perspective, the findings are expected to provide useful information to promote 

responsible practices in the Thai hotel sector. The Tourism Authority of Thailand (TAT), as a 

government organisation under the Ministry of Tourism and Sport, is responsible for promoting 

and developing tourism in Thailand. Recently, the TAT has played an active role in encouraging 

companies within the tourism and accommodation sectors to be involved in CSR and related 

activities (National News Bureau of Thailand, 2012). For example, an initiative by TAT has 
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called for the 7 Greens Concept, which aims to encourage all tourism sectors and local 

communities to be conscious of and to participate in activities to minimise environmental 

impacts (The Tourism Authority of Thailand, 2014). Accordingly, it is expected that the findings 

from this thesis will provide hotel companies, tourism authorities, and hotel associations with 

strategies designed to assist with the development of responsible practices in hotels.  

Second, the thesis will expand the body of knowledge about several determinants of CSR in the 

hospitality context. Most research related to CSR in hospitality has focused on the consequences 

of CSR, such as consumer reactions or financial performance (Inoue & Lee, 2011). That is, hotel 

companies can strategically increase CSR investment to enhance both short-term profitability 

and long-term performance (S. Lee & Park, 2009). However, limited studies have explored why 

hotels have chosen to engage in CSR. Accordingly, the stream of studies that assessed 

determining factors for CSR have failed to provide an understanding of how these factors lead to 

CSR (Ayuso, 2006), and which factors are more influential on CSR engagement in hotels 

(Álvarez Gil et al., 2001). While this thesis employs several determinants from previous 

research, it will expand the current knowledge about the measurement of these determinants, and 

how they jointly influence the CSR engagement of hotels. 

Third, this thesis will contribute to the CSR literature by providing a strong and comprehensive 

theoretical foundation to explain which determining factors best influence CSR engagement in 

hotels. CSR has been widely discussed in the business management literature since the 1970s 

(e.g., Carroll, 1979), and hospitality research has conducted studies relating to CSR from the 

2000s (e.g., B. Gray, Matear, & Matheson, 2000). The literature has highlighted that hotel 

companies have mostly selected environmental practices and therefore, most prior empirical 

hospitality research has focused on environmental practices. However, there has been a shift in 

hospitality research, which has led to the investigation of several domains of responsibility in 

hotel companies. Therefore, this thesis expands the concept of CSR engagement to describe 

business practices not only relating to environmental issues, but also social and cultural issues. In 

addition, this study examines the reasoning and motivations for managing and adopting CSR 

policies, practices, and future intentions. More specifically, it is believed that this thesis will be 

the first empirical study to compare the effects of determining factors on varying types of CSR 

engagement. It will also be the first study to investigate the attitude-intention relationship in 

CSR.  
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Further, one of the key contributions in this thesis is related to the conceptualisation of several 

constructs explaining the determinants of the CSR engagement model. This thesis measures 

‘CSR determinants’ and ‘CSR engagement’ in a more comprehensive manner compared to 

previous studies and is tailored to the Thai hospitality context. Overall, the thesis incorporates 

strategic benefits, personal values, stakeholder expectations, and perceived control when 

measuring the factors that influence managers’ engagement with CSR. It is important to argue 

that business reasons are not the only potential drivers influencing firms’ CSR initiatives (Carroll 

& Shabana, 2010; Font et al., 2014), but also to investigate which factors are more influential 

regarding their CSR engagement (J. Park & Kim, 2014). Researchers have investigated 

antecedents that have led hotels to engage in CSR and related activities; however, no empirical 

study has incorporated several factors measuring the key determinants of CSR at the same time. 

In addition, to provide more effective measures of the determinants for the CSR engagement 

model, it is important to adapt the measures to suit the context to be investigated (Font et al., 

2014). It is anticipated that interview information can be used to inform the scale development of 

perceived reasons for engaging in CSR within the Thai hotel context. A more comprehensive set 

of measures for the determinants for the CSR engagement model developed in this thesis can be 

applied to other specific practices of CSR engagement in hotels.  

The final key contribution relates to the research methodology. Previous non-tourism empirical 

studies have employed various research approaches to investigate what influences CSR and 

related activities, such as qualitative methods (e.g., Bansal & Roth, 2000), survey methods (e.g., 

Branco & Rodrigues, 2008), and mixed-method designs (Cetindamar & Husoy, 2007). Most 

general social science studies published in the current decade have predominantly utilised a 

mixed methods approach (Morosan, Bowen, & Atwood, 2014). Studies employing a mixed 

methods design are expected to provide a higher standard of quality in hospitality research (Yoo, 

Lee, & Bai, 2011). However, published CSR studies in hospitality have mostly adopted a single-

method approach (e.g., Ayuso, 2006). Using a sequential mixed methods approach in this thesis, 

which involves utilising interview data to refine the survey instrument measurement scales, is 

expected to strengthen the empirical results. The research design for the thesis is explained 

briefly in the next section and full details of the research methods are provided in Chapter 3. 
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1.5 Methodology 

This section provides an overview of the research method used in this thesis to investigate the 

research problem and the research objectives. A further explanation of the methodological 

procedures, as well as a more detailed justification for utilising these specific methods is 

provided in Chapter 3. The discussion in Section 1.3 argued that a central feature of the problem 

and the associated objectives guiding the research was the anticipated exploration of the nature 

of CSR engagement from a contextual perspective, together with an examination of key 

determining factors in the CSR engagement model. Accordingly, the use of both qualitative and 

quantitative techniques assists in overcoming the deficiencies of both techniques, thus 

strengthening the research outcomes. This approach also provides rigour, reliability, and validity 

to the thesis. This thesis employed a sequential mixed-methods design, consisting of two studies: 

a qualitative study followed by a quantitative study.  

Study 1 employed a qualitative approach and was used to obtain essential information and an 

understanding of the actual context of CSR engagement within the Thai hotel sector. Semi-

structured interviews were chosen to obtain information from hotel managers in four different 

regions in Thailand. Purposive and snowballing sampling was initially used to identify key 

people responsible for making CSR decisions within each hotel property. As a result, twenty-

three interviews were conducted in the qualitative study. Information from the interviews 

enabled the exploration of the nature of CSR engagement, together with the perceived reasons 

for the hotel engaging in CSR. Data emerging from the qualitative study and the scale refinement 

process are reported in Chapter 4. The results from the interviews were then used to refine the 

scale development for the survey instrument used in the quantitative study so that it was 

applicable to the Thai hotel sector. Chapter 3 provides further details about the qualitative 

research method, interview procedures, and the reliability and validity of the thematic analysis.  

Study 2 used a questionnaire survey in a quantitative study to examine the key determining 

factors of CSR engagement. The survey instrument was developed by adapting existing scales to 

measure the determining factors for engaging in CSR in the Thai hotel sector. Convenience 

sampling was employed to send self-administered questionnaires, using online and postal survey 

modes to hotel properties throughout Thailand. A large list of properties was obtained from the 

Tourism Authority of Thailand and for each property the name of a manager responsible for CSR 

decision making was obtained by telephone and/or email. Consequently, 320 valid responses 
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were received for the quantitative study. The major statistical techniques used were independent 

t-test, factor analysis, and multiple regression analysis. Factor analysis was used to confirm the 

dimensionality of the constructs, and a series of multiple regression analyses were conducted to 

assess the predictive power of the determining factors on each type of CSR engagement. Data 

from the survey are analysed and reported in Chapter 5. 

1.6 Thesis Outline 

This section outlines the structure of the thesis. Figure 1.2 shows the 6 chapters included in this 

thesis. The standard approach for presenting theses, as put forward by Perry (1998), was used to 

guide the structure of this thesis. In addition, the thesis writing style suggested by the American 

Psychological Association (2010) was employed to format the figures, tables, and citations used 

in this thesis. The first chapter provides an overall picture of the research, including the 

background and justification. Chapter 2 and Chapter 3 provide discussion on the literature 

reviewed for the study and the methodology used to investigate the research problem. Chapter 4 

and Chapter 5 report the qualitative and quantitative results, respectively. The final chapter 

draws conclusions about the investigation and discusses the integration of key findings with 

previous studies, and highlights the research contribution made. 

 

Figure 1.2. Thesis Structure  

Chapter 1 

Introduction 

Chapter 2 

Literature 
Review 

Chapter 3 

Methodology 

Chapter 4 

The Qualitative 
Study: Results   
and Completion   
of Survey Design 

 

 

 

Chapter 5 

The Quantitative 
Study: Results 

Chapter 6 

Discussion 

 

 

 

 

 

 

Chapter 7  

Conclusion 
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1.7 Definitions and Abbreviations 

This section presents key terms used in the thesis with definitions. Table 1.1 shows the explicit 

meaning for each term within the context of this thesis. In addition, definitions for the constructs 

used in this thesis are provided in Chapter 2. Table 1.2 presents the abbreviations used in this 

thesis. 

Table 1.1. 

Definition of Terms 

Term Explanation 

Corporate Social 

Responsibility (CSR) 

Any activity that demonstrates the good of the wider community. 

and demonstrates the inclusion of social, cultural, legal, ethical, and 

environmental concerns in business operations and in voluntary 

interactions with stakeholders. 

CSR engagement An umbrella term to describe the business response to social, 

cultural and environmental issues, including their reasoning and 

motivation for managing and adopting policies, practices and future 

intentions. 

CSR policy The development of social and environmental policy framework 

encompassing clear goals.  

CSR practices Activities or initiatives involving concerns for social, cultural, and 

environmental issues. 

Future intentions The future plan to adopt activities or initiatives involving concerns 

for social, cultural, and environmental issues. 

Business case for 

CSR 

The perspective of businesses pursuing CSR and other related 

activities because of the financial and other benefits. 

Normative case for 

CSR/ normative 

perspective 

The perspective views social responsibilities based on an ethical 

obligation of corporations. 
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Table 1.1. 

Definition of Terms (continued) 

Term Explanation 

CSR determinants A set of reasons for engaging in CSR practices, including saving 

cost, improving image, stakeholder pressures, or personal beliefs, 

etc. 

Strategic benefits Potential benefits to be derived from CSR, such as saving cost, 

improving image, gaining competitive advantage.  

Personal values The motivation stemming from the desire to do good for society. 

Altruistic reasons Actions when an individual has intentions or purposes to benefit 

another as an expression of internal values, with no expectation of 

any consequences in return. 

Merit-making A specific term in Buddhism referring to the practice of doing good 

deeds without expecting anything in return.  

Stakeholder 

expectations 

A firm engaging in CSR as a response to its key stakeholders. 

Coercive pressure Pressure stemming from government, legislation, and law. 

Perceived control  The perception of potential factors that might impede hotels’ 

adoption of CSR. 
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Table 1.2. 

Abbreviation of Terms 

Abbreviation Term 

ASEAN Association of Southeast Asia Nations 

CFA Confirmatory Factor Analysis 

CSP Corporate Social Performance 

CSR Corporate Social Responsibility 

EFA Exploratory Factor Analysis 

HR Human Resources 

KTO Key Tourism Organisations 

NGOs Non-Governmental Organisations 

PHM Peer Hotel Managers 

TAT Tourism Authority of Thailand 

THA Thai Hotels Association 

TPB Theory of Planned Behaviour 
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1.8 Delimitations  

The boundaries of the thesis are outlined in this section. It should be noted that the methodology 

chapter further discusses the limitations regarding the research methods that are beyond the 

scope of this study. Other limitations found after data collection are described in Chapter 6. 

There are several delimitations that may affect the generalisability of the results of this thesis. 

The first involves the scope of the CSR determinants selected for the investigation. The tentative 

conceptual model derived from the literature was validated by the interview results and the four 

key determinants from the model were examined in this thesis. The interview findings also 

provided further support to the survey findings. However, in reducing the size of the conceptual 

framework to a manageable number of key variables, the risk of model mis-specification is 

present.  

The second delimitation relates to the sampling frame used for the quantitative study, which was 

drawn from the list of hotel properties provided from local offices of the Tourism Authority of 

Thailand. This sample might not be wholly representative of all accommodation in Thailand, and 

nor were all names and addresses up to date. Third, robust attempts were made to interview and 

survey hotel managers who were deeply involved in CSR engagement for that particular 

property. However, it is recognised that CSR engagement decision making in hotels will be 

multi-faceted and likely involve several people and several layers of management. Accordingly, 

the perceptions of a single individual may not fully correspond with the overall views of that 

hotel organisation, nor with the behavioural response of that hotel toward CSR engagement. This 

limitation is common in social science studies involving managerial decision making and firm 

behaviours.  

1.9 Chapter Summary 

This chapter introduced the thesis topic and provided an outline for this thesis investigation. In 

this first chapter, the research problem to be resolved was presented and justified by explaining 

the significance of the study. The methodology to resolve the research problem was briefly 

outlined, together with the scope of the thesis, definitions, thesis outline, and delimitations. In the 

next chapter, a literature review provides the theoretical foundation for the thesis investigation 

and identifies the research issues leading to the development of the stated research problem, 

objectives and hypotheses.  
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CHAPTER 2 

 

LITERATURE REVIEW 

2.1 Introduction  

In Chapter 1, the background to this study highlighted the growing interest in CSR in the 

hospitality sector and in developing countries. This is because, in part, hotel companies have 

become actively engaged in responsible practices. The first chapter also indicated that this 

increase in engagement has led to growing calls for more understanding of how and why hotels 

are engaging in CSR. In turn, tourism authorities have also encouraged hotels to be further 

engaged in CSR or related activities. These developments led to this thesis investigation and the 

statement of the research problem is:  

What are the determinants of Corporate Social Responsibility (CSR) Engagement  

in the Thai hotel sector? 

Furthermore, three research objectives were stated in Chapter 1 to guide the resolution of the 

research problem. These research objectives are: 1) to explore the nature of CSR engagement 

within the Thai hotel sector; 2) to determine the most important determinants of CSR 

engagement; 3) to investigate whether hotel characteristics moderate the relationship between 

determining factors and CSR engagement.   

The aim of Chapter 2 is to build a theoretical foundation for the research problem and related 

research questions. This foundation is achieved by reviewing the relevant literature and 

identifying relevant research issues. The review of literature in this study is particularly focused 

on the field of CSR in the hospitality context. Figure 2.1 illustrates the structure of the literature 

review of this chapter.  

The literature review begins with a broad overview of the CSR conceptualisation. In this 

preliminary section, an overview of key aspects relating to how CSR has been pursued in the 

literature is discussed, including CSR definitions, key CSR models, and frameworks depicting 

firms’ CSR positioning. In the second section of this chapter, CSR engagement is introduced and 

defined. CSR in the Asian hospitality context is also highlighted. The third section of this chapter 

is focused on foundation theories to provide an understanding of the rationale for CSR 
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engagement. These main theories include stakeholder theory, institutional theory, legitimacy 

theory, and the resource-based view. The integrating framework of the theory of planned 

behaviour is also put forward at this time to provide all the elements for the discussion of a 

tentative conceptual model in the final section.  

The final section of Chapter 2 provides a research framework and a model for quantitative 

investigation. Based on the literature review, four determinants of CSR engagement are 

discussed. A summary of the research gaps together with appropriate hypotheses are presented at 

the end of the chapter.  

 

 

 

Figure 2.1. Framework of the Literature Review 
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2.2 Conceptualising CSR  

This section provides an overview of CSR. The overview briefly illustrates key aspects of the 

CSR conceptualisation that are salient to the focus of this thesis investigation into CSR 

engagement. In Section 2.3, CSR engagement will be reviewed. In simple terms, we can say that 

CSR engagement relates to what firms do and how much are they doing. Hence, this introduction 

serves to highlight some of the key aspects of what CSR means to scholars, and their different 

positions with respect to the recognition that has been given to how much firms engage with 

CSR. 

Over the last few decades, CSR has been a widely used term to understand the relationship 

between business and society. Numerous researchers have treated CSR differently as a concept 

or a term and have taken different views on the notion of the social responsibility of business. It 

has been found that several concepts are closely related to the notion of CSR, such as business 

ethics, sustainable development, corporate philanthropy, organisational citizenship, or social 

accountability (de Bakker, Groenewegen, & den Hond, 2005). In addition, terms such as 

corporate citizenship and sustainability, have also been used as a possible synonym for CSR 

(e.g., Carroll, 1999; Waddock, 2008). However, the essence of CSR and the general consensus is 

that social responsibility should be a part of doing business.   

Given the broad notion of CSR, this thesis focuses on three approaches to depict the 

conceptualisation of CSR by reviewing definitions, domains of responsibilities, and firms’ CSR 

positions. The first approach highlights different views of defining CSR. A number of CSR 

perspectives are presented that range from the narrowest of domains to broad, far ranging 

elements. The second approach highlights commonly cited models depicting several domains of 

responsibilities of business. However, these models do more than list the elements or domains of 

firm responsibility as they also suggest priorities regarding how such models should be executed. 

The last approach provides alternative frameworks depicting firms’ CSR positions. That is, this 

latter group of models or theories provides frameworks to guide how much CSR an organisation 

should be engaged in. Together, these three aspects provide a foundation for the ensuing 

discussion on CSR engagement. 
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2.2.1 CSR Definitions 

Scholars have viewed CSR using various approaches (Lantos, 2001) over many decades. Some 

of these definitions go back over sixty years (see Table 2.1), while in recent times scholars 

continue to debate the elements that might make up CSR. Some definitions are general, for 

instance Moon (2007) opens the interpretation to the reader as he defines CSR in terms of 

corporate activities that reflect and address both the social imperatives for business success and 

the social consequences of business activity. Other definitions are specific, such as McWilliams 

and Siegel (2001) who define it as actions that appear to further some social good, beyond the 

interests of the firm and practices that are required by law.  

Most definitions contain elements related to the domains of responsibility, such as environmental 

or social, while a few adopt more unique approaches. For instance, several academic researchers 

have followed similar perspectives. That is, firms might utilise CSR to benefit their organisation 

(McWilliams & Siegel, 2001; Porter & Kramer, 2006a). Moreover, a more comprehensive CSR 

definition depicts several domains of responsibility. This definition includes Carroll (1979), who 

suggests that “the social responsibility of business encompasses the economic, legal, ethical, and 

discretionary expectations that society has of organisations at a given point in time” (p.500).  

Furthermore, it has been found that approaches in defining CSR have been expanded to a much 

wider perspective. A range of CSR definitions are presented in Table 2.1. A group of researchers 

have taken different stakeholders’ interests into consideration (Agle & Caldwell, 1999; Mitchell, 

Agle, & Wood, 1997). For instance, T. Jones (1980) asserts that corporations have a broad 

obligation to society, extending beyond the traditional duty to shareholders and other societal 

groups, such as employees and customers. Moreover, recent scholars have shifted to using multi-

faceted perspectives of CSR. For instance, Vaaland, Heide, and Gronhaug (2008, p. 931) define 

CSR as “management of stakeholder concern for responsible and irresponsible acts related to 

environmental, ethical and social phenomena in a way that create corporate benefits”. This 

approach appears to be widely accepted among CSR researchers.   
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Table 2.1. 

A Range of CSR Definitions 

Authors Definitions of Corporate Social Responsibility 

Bowen (1953, p. 6) The obligations of businessmen to pursue those policies, to make 

those decisions, or to follow those lines of actions, which are desirable 

in terms of the objectives, and value of our society. 

Friedman (1970) The only responsibility of business toward society is the maximization 

of profits to shareholders within the legal framework and the ethical 

custom of the country. 

T. Jones (1980, p. 60) The notion that corporations have an obligation to constituent groups 

in society other than stockholders and beyond that prescribed by law 

or union contract.  

Carroll (1979, p. 500) The social responsibility of business encompasses the economic, 

legal, ethical, and discretionary expectations that society has of 

organisations at a given point in time 

McWilliams and 

Siegel (2001, p. 117) 

Actions that appear to further some social good, beyond the interests 

of the firm and that which is required by law. 

van Marrewijk 

(2003) 

Company activities that demonstrate the inclusion of social and 

environmental concerns in business operations and in voluntary 

interactions with stakeholders.  

Moon (2007, p. 299) CSR, including environmental responsibility, consists of corporate 

activities that reflect and address both the social imperatives for 

business success and the social consequences of business activity. 

Vaaland, Heide, and 

Gronhaug (2008, p. 

931) 

Management of stakeholder concern for responsible and irresponsible 

acts related to environmental, ethical and social phenomena in a way 

that creates corporate benefits.  

Prado-Lorenzo, 

Gallego-Álvarez, 

García-Sánchez, & 

Rodríguez-

Domínguez (2008) 

Set of management practices that ensure the company maximizes the 

positive impact of its operations on society. 
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2.2.2 Modelling the Domains of CSR 

Despite a variety of CSR definitions in the literature, the seminal works of Carroll (1991) and 

Wood (1991a) have provided a focal point for understanding CSR. Several scholars have used 

the definition provided by Carroll in their studies (e.g., Aupperle, Carroll, & Hatfield, 1985; 

Maignan & Ferrell, 2000). Carroll (1991) proposed the pyramid of CSR, consisting of four 

domains of social responsibilities in a hierarchical relationship. Figure 2.2 illustrates each 

domain of responsibilities (Carroll, 1991, p. 42). The first domain, economic responsibility, is a 

foundation base for fulfilling other responsibilities. That is, firms are expected to produce goods 

and services and sell them at a profit. Legal responsibility is also expected as firms need to 

maintain their legal requirements in the second domain. The next domain is ethical 

responsibility, in which firms are obligated by their social norms to do the right thing. The final 

domain, philanthropic responsibility, is on the top of the pyramid but this does not imply it is the 

most important domain (M. Schwartz & Carroll, 2003). This responsibility is more voluntary in 

nature, where philanthropic expectations on firms are beyond the requirement of legal and 

ethical issues. That is, firms are not required to contribute to society, and only do so voluntarily.  

The model does not suggest that one domain is more important than another. However, these 

four parts of businesses’ responsibilities are expected to be fulfilled most of the time (Carroll, 

1999). The distinction between Carroll’s (1991) pyramid and other definitions that include 

similar elements is in how a firm is obliged to meet responsibilities at lower levels before 

executing responsibilities at higher levels. Thus, the foundation for any firm remains its 

economic success, which must always be met. At the highest level of the model, philanthropic 

activities are purely voluntary and should only be met when lower obligations have been met. 

This form of domain modelling is a precursor to the group of models that indicate a set of 

positions that firms may adopt for their level of CSR engagement. 
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Figure 2.2. The Pyramid of CSR  

Consequently, several scholars have discussed the concept of CSR based on the widely accepted 

work of Carroll (1979) (e.g., Cochran & Wood, 1984; Wood, 1991a). For instance, Wartick and 

Cochran (1985) adopted Carroll’s (1979) four domains of responsibility as the principles of 

social responsibility in their corporate social performance model. They also incorporated legal, 

ethical, and discretionary domains as public responsibility and referred to it as micro- and macro-

levels of social concerns. Moreover, a number of other authors have agreed with Carroll’s (1979) 

proposition that CSR includes four domains of responsibility. However, other authors, such as 

Wood (1991b), have argued for a slightly different framework. That is, CSR should be viewed 

across three principles: institutional, organisational, and individual.  

Taking a closer look at Wood’s three principles of CSR, appropriate business behaviour is 

clarified across three aspects, namely legitimacy, public responsibility, and managerial 

discretion. Table 2.2 depicts the Corporate Social Performance (CSP) model of Wood (1991a, 

1991b). First, expectations are placed on all businesses because of their roles as economic 

institutions. With the institutional relationship between business and society, the principle of 

legitimacy identifies that society permits businesses to operate. In accepting this permission to 

operate in society, corporations are therefore responsible for wellbeing of the stakeholders, 

including their own stakeholders. The second principle is at an organisational level. Expectations 

placed on firms at the organisational level involve public responsibility, in which corporations 
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are responsible for outcomes related to their operations. The final level relates to individuals. 

Expectations placed on managers at the individual level relate to the principle of managerial 

discretion, which emphasises managers as moral actors who are obligated to exercise corporate 

responses to social expectations and stakeholder demands. However, Wood’s framework also 

supported Carroll’s (1979) pyramid of CSR to the extent that as a social institution, a business 

should be responsible to the law and its regulations. Therefore, a business as an organisation 

should be responsible for issues that arise as a consequence of business activities and a manager, 

as an individual, has decision-making power to exercise choices regarding social responsibility. 

Table 2.2. 

The 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 

Stakeholder management 

Issue management 

Outcomes of corporate behaviour 

Social impacts 

Social programs 

Social policies 

Source: Wood (1991a) 

2.2.3 Depicting CSR Positions 

In previous sub-sections, the most widely accepted models of CSR were discussed. Alternative 

frameworks reflecting several categories of firms’ positioning towards CSR are discussed in this 

section. There is a range of models that scholars have used to depict a firm’s CSR position. For 

instance, seven positions on social responsibility (R. Gray, Owen, & Adam, 1996), the 

sustainability phase model (Dunphy, Griffiths, & Benn, 2003), Wheeler, Colbert, and Freeman’s 

(2003) model, and Campbell and Craig’s (2005) categories of firms’ CSR responsiveness. Each 

of these frameworks is discussed in the following paragraphs.  

The framework outlined by R. Gray et al. (1996) identified the nature of distinctive groups along 

the stakeholder and stockholder continuum according to seven positions: pristine capitalists, 
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expedients, social contractarians, social ecologists, socialists, radical feminists, and deep green. 

The first two positions are placed toward the stockholder end of the continuum. That is, while 

pristine capitalist is at the stockholder extreme, the expedients’ position considers profit 

maximisation as an underlying value for undertaking social and environmental concerns. The 

third position, social contractarians, is the first group that departs from the purely capitalist 

assumption of the pristine. In this group, a business will prosper best when it is more aligned 

with social norms and beliefs. The remaining four positions may be placed towards the 

stakeholder side of the continuum. That is, the socialist, radical feminist and deep green positions 

perceive CSR activities as a way to maintain and increase power in society. These seven 

positions demonstrate a continuum of how businesses advocate CSR implementation to solve 

environmental and social problems.  

The sustainability phase model outlined by Dunphy et al. (2003) provides refined stages for 

corporate sustainability. This model is designed to assess organisations’ current commitment to 

and practice of sustainable behaviour, which consists of six phases in the development of active 

sustainability. These six phases include; rejection; non-responsiveness; compliance; efficiency; 

strategic proactivity; and the sustaining corporation. The first phase holds on a strong belief that 

firms have no commitment to any other claims by the community, except to maximise profit. 

The non-responsiveness phase results from lack of awareness or ignorance in which community 

and environmental issues are ignored and are taken for granted. The third to fifth phases focuses 

on reducing the risk for failing to meet minimum standards, reducing costs and increasing 

efficiency from the production process, and providing a potential competitive advantage. These 

stages highlight a range of shifts from a compliance approach to an efficiency approach of 

corporations, and to a more strategic approach towards sustainability. The final phase goes 

beyond self-interest values, which aims to facilitate the emergence of the whole society.  

The model put forward by Wheeler et al. (2003) outlines a simple perspective of the relationship 

between an organisation and its stakeholders. Figure 2.3 depicts Wheeler et al.’s (2003) three 

levels of organisational culture. Level 1 represents compliance culture, whereas Level 2 and 

Level 3 represent relationship management culture and sustainable organisational culture 

respectively. In support of CSR, these cultures reflect the values, beliefs, and assumptions of the 

organisation, which also reflect organisational attitudes towards stakeholders and the creation of 

economic, social, and ecological values. The model proposes to support an ongoing debate in 
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which the purpose of business reflects the two assertions of CSR. That is, the minimum level of 

‘do no harm’ in Level 1 refers to CSR as the normative approach. Compliance culture refers to 

those firms that only meet basic societal norms so as to avoid the unexpected destruction of 

economic, social and ecological values. This culture is evident when firms are not especially 

engaged with their stakeholders, and seems to maintain consistency with social norms. 

The intermediate level in Level 2 of the model refers to an interface with the business case 

approach. It depicts relationship management culture in which firms recognise the instrumental 

value of good relationships, in particular with immediate stakeholders, such as customers, 

workers, communities, and business partners. Value is created through trade-off relationships 

whereby firms seek to provide what is appropriate for each stakeholder, after the demands of 

investors are satisfied. The maximum level of ‘do maximum good’ refers to an integration of a 

sustainability concept, which consists of the integration between economic, social, and 

ecological values. That is, sustainable organisational culture reflects those firms, which focus on 

maximizing economic, societal, and ecological values.  

 

Figure 2.3. Framework of Classifying Organisational Cultures 
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Moreover, an organisation in a homogenous business environment appears to have several 

options to interact with its stakeholders. Campbell and Craig (2005) broadly identify four 

degrees of responsiveness which reflect firms’ attitudes in CSR: socially obstructive, social 

obligations, socially responsive, and social contribution. First, a socially obstructive organisation 

refers to those firms that actively resist any pressure stemming from social concerns. These firms 

attempt to meet the minimum standard, for instance in the manufacturing industries of tobacco. 

Second, social obligations are those businesses which aim to meet the minimum restrictions 

issued by government, in other words, complying with the legal requirements. Third, socially 

responsive refers to those firms that go beyond the minimum legal requirements and attempt to 

associate with their stakeholders. Last, social contribution is related to firms that extend their 

involvement towards social and environmental concerns. These firms also seek to promote their 

contributions to communities and the preservation of environment.  

In brief, these models similarly portray a continuum of firms’ responses in the business 

environment, as well as indicating their engagement with CSR. That is, firms may be reactive in 

nature when they only meet the minimum governmental requirements, or they can go beyond 

social and environmental concerns if they are proactive in being involved in responsible 

practices. As such, this thesis supports broad responsibilities in business, which is a focus for 

further discussions on CSR engagement in this thesis. 

2.3 CSR Engagement 

The previous section briefly highlighted key aspects of the CSR conceptualisation, including 

approaches to defining CSR, key CSR domains, and a firm’s position regarding CSR. 

Accordingly, firms may include varying domains of CSR responsibility in their CSR definition, 

together with specifications about how such responsibilities should be met. In addition, firms 

may recognise that they hold a certain prescribed position on a CSR engagement continuum, 

relative to other firms, but also hold aspirations to advance their position. Overall, it has been 

found that researchers have taken a multifaceted approach to viewing CSR in general industry. 

For instance, Aguinis and Glavas (2012, p. 933) incorporated the complex nature of industry in 

their definition of the CSR initiative, which is defined as “context-specific organisational actions 

and policies that take into account stakeholders’ expectations and the triple bottom line of 

economics, social, and environmental performance”. The most popular issues published in non-

tourism CSR literature have been environmental concerns and ethics (Lockett, Moon, & Visser, 
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2006). However, a number of studies have revealed that various industries have different CSR 

practices (e.g., Aguilera, Rupp, Williams, & Ganapathi, 2007; Bansal & Roth, 2000; Godfrey, 

Hatch, & Hansen, 2010). For example, consumer-oriented firms tend to adopt cause-related 

marketing campaigns as a part of CSR to enhance their reputation (Porter & Kramer, 2006a), 

while hotel industries focus on environmental practices (Bohdanowicz, 2005). This section 

extends this discussion of the key CSR concepts and domains by focusing on how CSR has been 

practised in the hospitality sector. The discussion includes an overview of CSR in the Asian 

hospitality context, particularly CSR policies and practices in the hotel sector. 

2.3.1 CSR in the Asian Hospitality Sector  

Overall, it has been found that engaging in a socially responsible way has received increased 

attention from hospitality and tourism companies (Holcomb et al., 2007). However, most of this 

growth in the socially responsible practices selected by hotels has tended to be related to 

environmental aspects (Coles, Fenclova, & Dinan, 2013). For instance, Ayuso (2007) indicates 

that common environmental practices in hotels are codes of conduct, best environmental 

practices, eco-labels and awards, environmental management systems, and environmental 

performance indicators. In addition, the word “green”, “sustainability”, and “environmental” are 

often termed as the practices of CSR in the hotel industry (Graci & Dodds, 2008). Starting with a 

seminal work of Kirk (1995), he has used a broad term of environmental management to cover a 

range of issues: environmental impact (aesthetic, cultural, ecological and social); sustainability; 

resource management; and pollution. Recent researchers have considered the rise of CSR with 

greening hotel operations by minimising environmental impacts (Bohdanowicz, Zientara, & 

Novotna, 2011). These green practices may include guest re-use of linens and towels, the 

installation of low water-flow fixtures, and the implementation of waste management programs, 

which have been found to be the top three popular CSR activities in hotels (Levy & Park, 2011). 

Moreover, Garay and Font (2013) argue that CSR can be identified as hotels’ voluntary 

contribution to not only focus on the environment dimension, but also consider social and 

economics dimensions that may be driven by altruistic reasons and/or by a desire to improve 

their competitive position. As such, these studies appear to highlight that hotel companies have 

recently shifted their focus on environmental practices to a broader inclusion of several 

responsible practices. 
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Furthermore, it has been found that hotel companies may begin to launch CSR initiatives beyond 

traditional environmental practices (Levy & Park, 2011). For example, Holcomb et al. (2007) 

revealed five categories of CSR activities reported on the websites of the top ten hotel 

companies. Their study included community, environment, marketplace, vision and values, and 

workforce. Similarly, other researchers, such as Inoue and Lee (2011), examined five dimensions 

based on corporate voluntary activities in relation to five primary stakeholder issues: employee 

relations, product quality, community relations, environmental issues, and diversity issues. 

Accordingly, Levy and Park (2011) revealed 35 CSR items, which were categorised into five 

dimensions according to the classification of Inoue and Lee (2011). However, Inoue and Lee 

used the sample of four tourism-related industries. Levy and Park developed a comprehensive 

list of CSR activities adopted by the hotel sector. Based on these empirical outcomes, it has 

confirmed that environmental practices and community relations were the most important 

practices in hotels. These results provide support for a shift of CSR practices in hotels towards 

adopting several domains of responsibility in addition to environmental practices.  

The increased focus on CSR has also occurred in Asian countries, including developing 

countries, such as Thailand. During the recent financial crisis, Thailand has been strengthening 

its capacities in corporate governance (CSR Asia, 2010). Also, it has been found that corporate 

commitment to local communities and corporate philanthropy has laid a foundation for a strong 

CSR culture in Thailand (Prayukvong & Olsen, 2009). Further, in these past few years, most of 

the largest companies in Thailand, across industries, have emphasized the importance of 

improved disclosure on CSR issues (Wokeck, 2010). Within the tourism industry, the Tourism 

Authority of Thailand (TAT) has played an active role in encouraging companies within the 

tourism and accommodation sectors to be involved in CSR and related activities (National News 

Bureau of Thailand, 2012). More specifically, TAT has created a program called the 7 Greens 

Concept: green heart; green activity; green community; green logistics; green service; green 

attraction; and green plus (The Tourism Authority of Thailand, 2014). The program aims to 

encourage all tourism sectors and local communities to be conscious of and to participate in 

activities to minimise environmental impacts. Consequently, leading business operations within 

the Thai hotel sector are actively engaged with CSR; for example, Shangri-La Group of Hotels, 

Dusit Thani and Accor (Sritama, 2009; CSR Thailand, 2012; Karantzavelou, 2011). With such 

strong encouragement from the TAT, and the engagement of leading hospitality players, there 

has been an increased awareness and adoption of CSR policies and practices within the Thai 
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hospitality sector. Accordingly, the Thai hospitality sector provides a large and sophisticated 

base of hotel organisations, together with a growing interest in CSR.  

2.3.2 CSR Policies and Practices 

Businesses have different ways of engaging in CSR. Hotel companies, in particular, weight 

environmental practices heavily to reflect their efforts in sustainability (Levy & Park, 2011), as 

well as their practices relating to the conservation of the natural environment (e.g., Sheldon & 

Park, 2011). For this particular reason, most recent studies have focused on the investigation of 

environmental practices in hotels (e.g., Priego, Najera, & Font, 2011). Table 2.3 illustrates that 

recent hospitality studies have measured several categories of CSR practices. For example, 

Holcomb et al. (2007) combined five different categories of CSR practices: community; 

environment; vision and value; marketplace; and workforce. Likewise, Levy and Park (2011) 

used 35 items to reflect a broader base of CSR activities. Furthermore, Garay and Font (2012, 

2013) have used similar categories of CSR, including environmental practices, social practices, 

and economic practices. On the other hand, McGehee et al. (2009) have investigated individual 

dimensions of CSR focusing on the social component. Based on these studies, although several 

categories of CSR practices have been found, they limit their focus to CSR practices as a single 

variable of CSR engagement in hotels. 

Table 2.3. 

CSR Practices in Hospitality Sector 

Authors Details of CSR Practices 

McGehee et al. (2009) One component of CSR, the social parameters, within the U.S. lodging industry 

through the quantification of their contributions to community.  

Sheldon and Park 

(2011)* 

Seven types of CSR activities: corporate philanthropy, community volunteering, 

cause promotion, corporate social marketing, socially responsible business 

practices, and value-based program  

Levy and Park (2011) Five CSR dimensions: community relations, diversity issues, employee relations, 

environmental issues, and product quality 

Garay and Font (2012) Three measures of CSR practices: environmental, social, and economic practices. 

Yu, Day, Adler, and Cai 

(2012) 

Three themes of CSR practices: environment, care for employees, and community 

engagement. 

*Research is based on tourism-related context   
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Further, CSR policy and practice has been increased in corporations. It seems an internal 

formalisation of environmental policies in hotels that influence hotels’ sustainable practices 

(Pérez & Rodríguez del Bosque, 2014). However, the hospitality literature has indicated that 

there is a clear gap between CSR policy and practice in hotels (e.g., Font, Walmsley, Cogotti, 

McCombes, & Häusler, 2012). For example, only 38% of hotel companies in Hseih’s (2012) 

study revealed environmental policy on their websites. The empirical data has highlighted 

similar findings that only 16% of chain hotels ranging from 3- to 5-star properties in Michigan in 

the United States have a written environmental policy (Nicholls & Kang, 2012). Moreover, a 

large number of hotel companies report their goal setting to achieve CSR; however only a small 

group of hotels provides details of their actual CSR initiatives (de Grosbois, 2012). This situation 

is also found in a developing country like Thailand. For instance, Font et al. (2012, p. 1551) 

found  that the “Hilton Bangkok excelled in their practices, yet there was a lack of a 

comprehensive CSR corporate policy”. This information seems to indicate that most hotel 

companies have not acknowledged the neccessity and the significance of CSR or related 

environmental policies. Accordingly, limited studies have investigated the development of CSR 

policy in hotels.  

Environmental policy has been used as a guideline for setting environmental objectives and 

targets (Hsieh, 2012). It has been found in the earliest work relating to environmental policy that 

firms with environmental policy tend to perceive the strategic importance of environmental 

issues more than firms with no policy (Brown, 1996). In addition, Kirk (1998) stated that hotels 

with an environmental policy are more likely to associate increased profitability and marketing 

advantages from an environmental management more than those hotels without a policy. 

Moreover, a small group of hospitality studies have found that star rating (Mensah, 2006) and 

hotel size (Nicholls & Kang, 2012) have a positive influence on the development of 

environmental policy. Based on this review, it seems that almost all previous studies have 

focused on investigations related to environmental policy. Few studies could be found that have 

incorporated both environmental and social issues in their investigations of a firms CSR related 

policy. One exception is in the non-tourism context by Whitehouse (2006). In the context of why 

firms developed CSR policy, her study found that CSR policy has been designed to achieve a 

hierarchy of objectives, beginning with enhancing profitability, reflecting a concern to satisfy 

stakeholder demands, and enhancing companies’ reputation. While a large amount of hospitality 

research to date tends to investigate CSR practices (e.g., Garay & Font, 2012), there is a lack of 
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work relating to CSR policy and how factors influencing CSR policies are different from CSR 

practices in hotels. In this thesis, CSR policy refers to the extent to which hotels develop social 

and environmental policy frameworks which encompass clear goals.  

For the definition of CSR, this study has adopted a broad and inclusive approach to reflect the 

hotel context in Thailand where philanthropy and other social concerns are more prevalent. 

Accordingly, this thesis follows the views of van Merrewijk (2003) and Sheldon and Park 

(2011), and treats CSR as any activity that demonstrates the good of the wider community and 

demonstrates the inclusion of social, cultural, legal, ethical, and environmental concerns in 

business operations and in voluntary interactions with stakeholders. This approach is consistent 

with Park and Levy (2014, p. 341) who argue that hotel managers must “go beyond ‘greening’ 

when considering CSR activities”. 

This thesis is the first to deconstruct CSR into constituent parts to further understand the nature 

of CSR engagement. The term ‘engagement’ has been prominently employed in several research 

areas, such as organisational behaviour, marketing, and advertising. Researchers have treated the 

term engagement as a concept in two different ways. The first stream of researchers has looked 

at engagement as a continuum relationship of the phenomenon to be studied. For instance, Kahn 

(1990) encompasses personal engagement in the organisational behaviour literature, and refers it 

to as connections that would work physically, cognitively, and emotionally in tasks and with 

others. In contrast, the second stream of researchers in the management literature has used the 

term engagement as a proxy measure of a company’s customer relationships, based on the 

emotional connection between a customer and a brand (e.g., McEwan, 2004). The term 

engagement used by McEwan covered a range of factors that matter to customers, such as 

feelings of confidence, integrity, pride, and passion, which in turn matter to managers. This 

thesis follows the approach of Sampaio, Thomas, and Font (2012, p. 235) and McEwan (2004) 

by treating CSR engagement as an umbrella term to describe the business response to social, 

cultural and environmental issues, including businesses’ reasoning and motivation for managing 

and adopting policies, practices and future intentions.  
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2.4 Rationale for CSR Engagement 

The previous section highlighted the term CSR engagement used in this thesis. This section 

presents two main underlying frameworks that have been used to understand why firms are 

motivated to engage in CSR. The first framework covers major influences that are related to 

stakeholders where companies operate and to economic incentives. These influences are 

underpinned by different theoretical perspectives ranging from stakeholder theory, institutional 

theory, legitimacy theory, and the resource-based view (RBV). The second aspect underpinning 

the model is the integrative framework utilising the theory of planned behaviour (TPB) to 

understand several reasons for performing behaviour.  

2.4.1 Theoretical Framework 

This section provides the theoretical framework that incorporates several influences of why firms 

should engage in CSR. These influences are acknowledged in two directions: stakeholder-

oriented and business-oriented reasons. The first influence focuses on stakeholders, and its 

discussion is related to stakeholder theory, institutional theory, and legitimacy theory. The 

second influence focuses on business performance in which the resource-based view indicates a 

wide range of potentially positive outcomes deriving from CSR activities, for instance, better 

firm performance. Theories relating to stakeholder-oriented reasons are the first to be discussed 

in the following sections.  

2.4.1.1 Stakeholder-oriented Reasons 

This section focuses on the discussion of underlying theories regarding stakeholder-oriented 

reasons. These theories highlight different aspects of stakeholders. That is, stakeholder theory 

postulates that stakeholders can affect firm performance, while legitimacy theory focuses on 

three sets of stakeholders including the most immediate groups of stakeholders, the broader 

groups of stakeholders, and cultural value systems, which firms need to maintain legitimate 

relationships with their stakeholders. Moreover, institutional theory emphasises specific 

pressures stemming from each group of stakeholders in the business environment, namely 

coercive pressure, mimetic pressure, and normative pressure.  

Stakeholder theory captured considerable attention in the 1990s (e.g., Carroll, 1999; Swanson, 

1995). This theory has been widely applied, extended, and developed in various disciplines, such 

as ethics, organisational strategy, economics, and organisational theory (Freeman & Phillips, 
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2002). That is, stakeholder theory provides a theoretical approach to understand firms’ roles and 

responsibilities beyond the profit maximisation goal, by considering the wider interests of 

stakeholder groups (Mitchell et al., 1997). In its widest sense, the term ‘stakeholders’ broadly 

refers to any groups or individuals that can affect a firm’s performance, and/or be affected by a 

firm’s actions (Freeman, 1984). For example, Clarkson (1995, pp. 106-107) identifies primary 

and secondary stakeholder groups respectively to be those whom the organisation cannot survive 

without, and those who are not essential for its survival but who influence and impact the 

organisation. Primary stakeholder groups are comprised of investors, employees, customers, and 

suppliers, together with public stakeholders, such as the government and communities. 

Secondary stakeholders include the media and a wide range of special interest groups. Therefore, 

these two groups of stakeholders are likely to impact the organisation.  

Further, several scholars have classified ‘stakeholders’ into different groups (e.g., Donaldson & 

Preston, 1995; T. Jones, 1995) as there are variations of the stakeholder categories. Henriques 

and Sadorsky (1999) identify four stakeholder groups which influence firms’ environmental 

practices, and make a distinction between regulatory stakeholders (e.g., government, trade 

associations, informal networks, and competitors), organisational stakeholders (e.g., 

environmental organisations, community, and other lobby groups), community stakeholders 

(e.g., customers, suppliers, shareholders, and employees), and the media. Furthermore, Álvarez 

Gil et al. (2001) identify stakeholders in the hotel environment as belonging to two categories: 

most relevant environmental stakeholders (e.g., shareholders, government, travel agencies and 

tour operators, chain or hotel associations, customers, competitors, employees, and NGOs), and 

holding a subordinate role in environmental issues (e.g., media). Moreover, the stakeholders’ 

groups identified in Céspedes Lorente, Burgos Jiménez, and Álvarez Gil (2003) are more 

specific to the hotel industry in three categories. Traditional stakeholders that are considered in 

the literature include customers, competitors, employees, government, shareholders, and 

suppliers. NGOs, such as local ecologists and neighbourhood associations, are considered as 

those who are concerned about the environment, while hotel chains or associations, tour 

operators, and travel agencies are specific stakeholders in the hotel industries. Based on these 

hospitality studies, it has been revealed that there are specific groups of stakeholders identified in 

the hotel environment.  
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In regard to why firms engage in CSR, there is a natural fit between the notion of CSR and the 

stakeholder approach (Carroll, 1991). That is, firms benefit from the goodwill of society, and in 

turn they also have certain obligations toward society (Campbell, Eagar, & Stonehouse, 2011). 

This perspective of stakeholder theory relates to the essence of CSR in which stakeholders may 

influence a firm’s CSR engagement, and they may also gain benefits from a firm’s responsible 

practices. In addition, Mitchell et al. (1997) suggest three specific attributes to define the nature 

of stakeholders: power, legitimacy, and urgency. The variation of stakeholder theory proposed 

by Mitchell et al. (1997) suggests that stakeholders are salient to CSR when: 1) the stakeholders 

have power to influence the firm; 2) there is legitimacy in the stakeholder’s relationship with the 

firm based on a contractual or legal obligation; and 3) there is urgency to deal with stakeholders. 

According to Mitchell et al., these three attributes explain why firms may engage in CSR. 

Furthermore, there have been numerous studies that have drawn on stakeholder theory to support 

the notion of CSR as being good for corporations (see, Branco & Rodrigues, 2007; Garriga & 

Mele, 2004; Margolis & Walsh, 2003; McWilliams & Siegel, 2001). For example, T. Jones 

(1980) defined CSR based on the stakeholder approach and the view that corporations have 

obligations to societal groups. While this definition has identified a broader approach to CSR 

which incorporates an obligation towards wider groups of stakeholders, several researchers have 

tended to understand the relationships between corporations and their stakeholders in two ways: 

the instrumental approach, and the normative approach. On the one hand, the instrumental 

approach is taken when firms may seek to manage their stakeholders in order to maximise profits 

(Freeman, 1999; T. Jones, 1995). That is, this perspective involves the idea that engaging in CSR 

activities could be perceived as contributing to the bottom line. On the other hand, firms may 

take the normative approach, which is when managers strengthen their relationships with 

stakeholders, based on moral commitments rather than profit-maximization (Berman, Wicks, 

Kotha, & Jones, 1999). While the instrument approach focuses on profit maximisation (e.g., 

Aguilera et al., 2007; Freeman, 2004; Garriga & Mele, 2004), this thesis employs the stakeholder 

theory to understand the nature of stakeholders following the attributes of Mitchell et al. study. 

Moreover, the stakeholder approach has been used to explore legitimacy theory. That is, several 

empirical studies have employed legitimacy theory in relation to CSR (e.g., Branco & Rodrigues, 

2008; Moir, 2001; Tsang, 1998). However, only a few studies have defined a generalizable 

concept of legitimacy. For example, Jamali and Mirshak (2007) define legitimacy as an 
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obligation for firms to act responsibly towards their local stakeholders. Some studies have also 

followed the definition by Suchman (1995, p. 574), which states that legitimacy is “a generalized 

perception or assumption that the actions of an entity are desirable, proper, or appropriate within 

some socially constructed system of norms, values, beliefs and definitions”. In order to provide a 

clear concept of legitimacy, this study employs Suchman’s (1995) definition and defines 

legitimacy as a firm’s activities to improve and maintain the appropriateness of its actions within 

an established set of regulations, norms, values, or beliefs by satisfying stakeholder expectations. 

In addition, several researchers have considered legitimacy as a source of motivation for CSR 

engagement (e.g., Babiak & Trendafilova, 2011; Bansal & Roth, 2000). There are several forms 

of legitimacy that conceptually emphasizes different aspects of the organisational environment; 

however, Vidaver-Cohen and Brønn (2008) assert that these three types overlap in practice. 

Firstly, pragmatic legitimacy involves judgement on the direct benefits between the most 

immediate groups of stakeholders and the organisation. Secondly, moral legitimacy covers a 

broader group of stakeholders, and reflects their judgement on whether the activities are the right 

thing to do, and effectively promotes societal welfare or a socially constructed value system. 

Lastly, cognitive legitimacy is based on organisational cognition that stems mainly from cultural 

values, which involves a larger cultural value system than moral legitimacy. Based on these 

types of legitimacy, it has been established that the general foundation for CSR engagement may 

be identified when firms expect to gain legitimacy from the most immediate groups of 

stakeholders, the broader group of stakeholders, and cultural value systems.  

While the stakeholder theory has been discussed in terms of its categories and nature, 

institutional theory has also been viewed as a useful theoretical foundation in addressing the role 

of the social and cultural pressures imposed on an organisation (Scott, 1992). That is, 

understanding relevant institutional influences may help to determine the stakeholder groups that 

may exert pressure on firms, which in turn can help to explain why a firm would behave in 

socially responsible ways. DiMaggio and Powell (1983) classified institutional influences as 

coercive, mimetic, and normative to emphasise the role of the pressures exerted respectively by 

regulations, competitors, and other groups of professionals. Institutional theory is most relevant 

to CSR when these three conditions of institutional influences are met. Accordingly, a number of 

studies (Delmas & Toffel, 2004a, 2004b; Hoffman, 2007; McWilliams, Siegel, & Wright, 2006) 

have applied the perspective of institutional theory in understanding the adoption of CSR. 
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Within institutional environments, several influences may impose on the organisation. Firstly, 

governments commonly impose coercive pressure on businesses. DiMaggio and Powell (1983) 

identify coercive pressure in term of firms being motivated to comply with government policies 

in order to maintain their legitimacy and to avoid the negative impacts of non-compliance. For 

example, the implementation of CSR initiatives helps to pre-empt the possible effects of future 

regulations that may impact on hotel facilities (Graci & Dodds, 2008). Secondly, mimetic 

pressure occurs when firms attempt to imitate other successful activities employed by their 

competitors in order to reduce the level of uncertainty in their organisational environment 

(Babiak & Trendafilova, 2011). Lastly, normative pressure arises from the opinions of special 

interest groups who are important in shaping institutional norms, such as the media (Bansal, 

2005). As such, these three sources of institutional influences may exert pressures and therefore 

influence firms’ engagement with CSR. 

2.4.1.2 Business-oriented Reasons 

This section covers the underlying theories related to business-oriented reasons for CSR, such as 

the resource-based view and the link between CSR and financial performance. In general, the 

resource-based perspective is a theoretical framework used in the strategic management field and 

in other specific contexts, such as human resource management (e.g., Barney, Wright, & 

Ketchen, 2001; Priem & Butler, 2001). In particular, the focus of the studies implementing RBV 

has been on environmental aspects (e.g., Hart, 1995; Russo & Fouts, 1997), and has been 

substantially extended to other issues relating to CSR (e.g., Clemens & Douglas, 2006). The 

essence of RBV describes the potential of a firm’s resources to generate a sustainable 

competitive advantage if those resources and capabilities are valuable, rare, imperfectly imitable, 

and non-substitutable (Barney, 1991). For this reason, several researchers (e.g., Branco & 

Rodrigues, 2006) have used the resource-based view to gain a better understanding of CSR by 

asserting that CSR is important to corporations.  

RBV has been utilised in a number of previous studies to show that engaging in CSR can 

influence firm performance (e.g., Greening & Turban, 2000; Orlitzky et al., 2003). For example, 

investments in CSR may have both internal and external benefits by helping a firm develop new 

resources and capabilities, and enhancing the effects of a positive image with stakeholders 

(Branco & Rodrigues, 2006). From this perspective, the implication is that firms may create a 

competitive advantage by using new resources and capabilities gained from engaging in CSR to 
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improve financial performance. Hence, RBV provides a basis for incorporating such benefits as 

gaining a competitive advantage and financial considerations into the determination of why 

organisations should engage in CSR.  

Moreover, researchers using RBV have focused on various CSR topics, such as consumer 

reactions and responses to CSR, CSR outcomes, and CSR for better firm performance. In 

particular, investigations into the relationship between CSR and firm performance have 

constituted an important debate in the literature over the past thirty years (e.g., Margolis & 

Walsh, 2003; Peloza, 2006). However, this relationship between CSR and firm performance has 

been found to be varied in nature: negative, positive, and neutral. The first group of researchers 

reported a negative relationship between CSR and financial performance (e.g., Wright & Ferris, 

1997). This group appeared to support the argument of Friedman (1970), which was that firms 

should focus solely on maximizing profits and creating wealth for shareholders. The second 

group argued that engaging in CSR resulted in positive effects on financial performance (e.g., 

Waddock & Graves, 1997). That is, CSR has been found to influence firm performance (e.g., 

Greening & Turban, 2000; Orlitzky et al., 2003). In addition, these researchers have claimed that 

the positive effects of CSR have increased the pressure on firms to engage in CSR and further, 

that resisting engagement would trade off profitability (McWilliams & Siegel, 2000). However, 

another group of studies has found no link between CSR and financial performance (e.g., 

Aupperle et al., 1985). Based on these mixed results of the CSR-firm performance relationship, 

engaging in CSR may appear to lead to better financial performance, but the relationship is not 

yet clear. 

In addition to investigations into CSR and financial performance, several researchers have 

recently focused on the effects of CSR in regard to the reactions of specific stakeholder groups 

such as employees and customers (e.g., Sen & Bhattacharya, 2001). These studies have found 

that firms develop a positive reputation when they respond to both internal and external 

stakeholders (e.g., Fombrun & Shanley, 1990). Branco and Rodrigues (2006) considered that the 

internal benefit that firms may obtain from CSR was an increased ability to attract better job 

applicants, while the external benefits included the effects of a positive image with stakeholders.  

As the research findings regarding the relationship between CSR and financial performance and 

the benefits from CSR activities have been varied, Wood (2010) comments that taking the 

business case approach would justify why it is important for firms to be socially responsible. In 
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particular, Carroll and Shabana (2010) refer to the term ‘business case’ as the perspective of 

businesses pursuing CSR and other related activities because of the financial and other benefits. 

Furthermore, several benefits may derive from CSR activities. These benefits may range from 

positive effects on company image and reputation; positive effects on employee motivation, 

retention, and recruitment; cost savings; revenue increases from higher sales; increased market 

share; and risk reduction or management (Weber, 2008). While the relationship between CSR 

and financial performance is not the focus in this thesis, the business case approach for CSR has 

provided a foundation for why firms might choose to engage in CSR. 

2.4.2 Integrating Framework for CSR 

Several theoretical perspectives supporting CSR were discussed in the previous section. These 

streams inform many of the approaches taken by scholars to understand why firms seek to 

engage in CSR. This section introduces the Theory of Planned Behaviour (TPB) as an integrating 

framework to incorporate several determinants for CSR engagement in the Thai hotel sector. In 

general, TPB has been widely used to understand the motivations behind human behaviour in 

various disciplines, such as health (e.g., Armitage & Conner, 2000), consumer behaviour (e.g., 

Kalafatis, 1999), and social psychology (de Groot & Steg, 2007).  

An overview of the TPB is presented in Figure 2.4. The three identified predictors of behaviour 

are attitude toward behaviour, subjective norms, and perceived behavioural control. That is, 

people are likely to perform a specific behaviour when these three conditions are substantially 

met (Ajzen, 1991). The first predictor of behaviour, attitude, refers to an individual’s perception 

of a favourable or unfavourable performance of the behaviour. The second predictor, subjective 

norm, refers to the social factor in which an individual is perceived to either perform or not 

perform a given behaviour. Perceived behavioural control, the third predictor, refers to the 

degree to which an individual perceives the behaviour as easy or difficult to perform. In other 

words, the component of perceived behavioural control provides the predictive power of non-

motivational factors such as the availability of resources and opportunities for intended 

behaviour (Ajzen & Madden, 1986). The framework of the TPB is utilised in this thesis, which 

will integrate several determinants in predicting CSR engagement variables. 
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Figure 2.4. Theory of Planned Behaviour 

Source: Adapted from Madden, Ellen and Ajzen (1992) 

In addition to the typical variables used in the TPB model, several researchers have also 

successfully extended or modified the model by including additional variables that are useful in 

predicting intentions. These additional variables include moral norms (Beck & Ajzen, 1991), 

past experiences (Lam & Hsu, 2006; W. Lee & Choi, 2009; Perugini & Bagozzi, 2001), and 

environmental concerns (Y. Kim & Han, 2010). From this perspective, Gorsuch and Ortberg 

(1983) have included moral obligation in parallel with other variables in the standard TPB model 

and have found that personal moral obligation is necessary to effectively predict intentions in 

moral situations. This finding also supports the notion of CSR in which moral reasons appear to 

be among the most important factors for engaging in CSR (e.g., Tzschentke, Kirk, & Lynch, 

2008). This aspect relating to moral obligation is discussed in detail in Section 2.5.2. 

Based on a comprehensive review of the literature, these studies appear to be the only studies to 

investigate CSR engagement from the perspective of managers in the organisational context. 

While Dennis, Buchholtz, and Butts (2009) examined the intentions and motivations behind 

corporate philanthropy, the inclusion of economic benefits, political pressures, moral obligation, 

and behavioural control made no contribution in explaining behavioural intentions, although 

self-identity did. Further, empirical research in the hospitality and tourism literature has 

substantially employed the TPB to explain consumer behaviour (Han et al., 2010; W. Kim & 
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Kim, 2004; Y. Kim & Han, 2010) and tourist behaviour (Hsu & Huang, 2012; Lam & Hsu, 

2006; Sparks, 2007). However, no study has used the TPB to examine behavioural intentions 

from the perspective of managers in the hotel context. Accordingly, the qualitative study 

conducted by Raviv et al. (2013) used the TPB as a theoretical framework to understand both 

facilitating factors and impeding factors for practising responsible tourism. Nonetheless, they 

limited their study by not testing these factors through a quantitative survey. Employing TPB as 

an underlying theoretical framework is thus appropriate to this thesis in several ways. That is, 

TPB can assist in providing a better understanding of what factors lead to CSR engagement 

because the components in the TPB model provide an opportunity to comprehensively 

incorporate both determining factors and impeding factors, which in turn helps to better explain 

the behaviour to be studied in this thesis.  

Furthermore, the TPB predicts that there is a range of factors that can potentially influence or 

impede hotels’ CSR engagement. Therefore, by applying the TPB to the CSR context, it can be 

expected that hotel companies are more likely to engage in CSR if they 1) perceive benefits from 

engaging in CSR; 2) perceive influence from the hotel environment, which is important for 

hotels to survive; 3) perceive that CSR is the hotel’s responsibility toward society; and 4) 

perceive that the hotel has enough resources and capabilities to undertake CSR. Hence, it is 

postulated in this thesis that four variables are likely to influence hotels’ CSR engagement. These 

four variables considered as determinants for CSR engagement are reviewed in the following 

sections.  

2.5 Model for CSR Engagement 

In this section, a model for CSR engagement, drawn primarily from the CSR and hospitality 

literature, is proposed and justified. Table 2.4 – 2.5 present a synthesis of key studies that have 

focused on the determining factors for hotel CSR engagement. These key studies have been 

classified in three ways, that is, in terms of content, methods, and contexts. First, the content of 

these studies has revealed four commonly cited determinants. These key determinants are 

strategic benefits, personal values, stakeholder expectations, and perceived control. The first set 

of studies presented in Tables 2.4 and 2.5, focused on a single determinant; for example, Yu et 

al. (2012) only explored the strategic benefits derived from engaging in CSR. Other studies 

investigated two determinants, such as Tzschentke et al. (2008) who found two reasons for CSR, 

including cost savings and personal reasons. Lastly, a number of the studies shown in Tables 2.4 
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and 2.5, such as Raviv et al. (2013), took a more comprehensive approach in order to explain 

both determining factors and impeding factors. The majority of these studies have investigated a 

combination of a wide range of reasons for hotels to engage in CSR. For instance, Garay and 

Font (2012) assessed twelve reasons including altruistic reasons, stakeholder reasons, and 

economic reasons, together with barriers for responsible practices. Accordingly, their findings 

have revealed the top reasons for CSR engagement, as rated by respondents. However, the 

findings provide less explanation regarding which reasons are more influential. Therefore, this 

thesis aims to fill this gap by incorporating several determinants into a comprehensive theoretical 

CSR engagement model to provide further empirical evidence as to how these factors lead to 

CSR engagement and which factors are more influential.  

Table 2.4. 

Key Qualitative Studies Investigating the Determinants of CSR Engagement 

Authors Key factors 

Determinants* 

1 2 3 4 

Yu et al. (2012) Benefits of CSR activities x    

Tzschentke et al. 

(2008) 

Two main motivational orientations: cost and ethics x x   

Njite, Hancer, and 

Slevitch (2011) 

Several benefits of CSR, intrinsic reasons, and networking x x   

Ayoso (2006) Drivers: public and or official recognition of environmental 

commitment, envisioned cost savings, pressure of 

customers and tour operators, personal awareness of hotel 

manager, potential improvement of internal management 

system 

x x x x 

Raviv et al. (2013)  The endogenous organisational values (altruism, 

legitimacy, competitiveness), the exogenous drivers of 

change (stakeholder pressure, business environment 

pressure, regulatory pressure, and economic advantage), 

facilitating and impeding factors (low level of 

environmental awareness, lack of urgency)  

x x x x 

*Determinants (1 = Strategic benefits, 2 = Personal values, 3 = Stakeholder expectations, 4 = Perceived control)  

  



 

 

41 

Second, in relation to the methods used in these key studies, the majority of the researchers used 

quantitative methods to answer their research questions (e.g., Sheldon & Park, 2011; El Dief & 

Font, 2012). There are limited published studies investigating the determinants of CSR 

engagement which have employed the mixed methods approach, as can be seen in Table 2.5. For 

example, Bonilla Priego et al. (2011) have used secondary data, followed by survey design, and 

then utilised interviews to gain further understanding of reasons for environmental management 

in hotels. This is similar to Sampaio et al.’s (2013) study, which has used survey design and then 

employed interviews with customers to uncover reasons for eco-label tourism practices for the 

purpose of triangulation. Based on these studies, the mixed-method approach is considered 

appropriate and provides a further understanding of the research problem. Therefore, the 

justification for mixed-methods research design will be discussed in Chapter 3.  

In addition, few empirical studies have proposed a model to explain CSR engagement. In the 

non-hospitality research literature, Bansal and Roth (2000) proposed a conceptual model derived 

from the literature to assess firms’ environmental responsiveness. However, the authors found 

that the data obtained indicated that their model was inadequate. Similarly, Chan and Wong 

(2006) conducted a study to assess the intentions of Hong Kong hotels to obtain an ISO 14000 

certificate. Their model adapted eight factors from the study by H. Quazi et al. (2001) conducted 

in the electronic and chemical industries. They also reported results that revealed their model did 

not fit with the sample data obtained from the hotel industry. These results suggest that a 

comprehensively designed framework of determining CSR engagement factors which consider 

the host context is essential. Furthermore, these results indicate that employing a mixed methods 

approach may provide a better understanding of the research problem.  

Third, in terms of context, previous studies have been conducted in small hotel operations 

(Tzschentke et al., 2008) and international chain hotels (Chan & Hawkins, 2010) across a range 

of countries, such as Spain (Ayuso, 2006; Céspedes Lorente et al., 2003), Egypt (El Dief & Font, 

2010), Hong Kong (Chan & Wong, 2006), and Scotland (Tzschentke et al., 2008). However, 

there has not yet been a study conducted in Thailand.  
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Table 2.5. 

Key Quantitative Studies Investigating the Determinants of CSR Engagement   

Authors Key factors 

Determinants* 

1 2 3 4 

Quantitative studies      

Levy and Park (2011) A list of benefits of implementing CSR x    

Chan and Wong (2006) Eight factors in determining a hotel’s intention: 

corporate governance, ISO benefits, top 

management, legislation, market trend, trade 

barriers, customers, and competitors. 

x  x  

J. Park and Kim (2014) Three determinants of environmental practices: 

perceived stakeholder pressure, perceived 

economic benefits, environmental concern 

x x x  

El Dief and Font (2012) Three potential orientations of environmental 

responsibility in business: competitiveness, 

legitimacy, and altruism. 

x x x  

Sheldon and Park (2011) Drivers of CSR activities: philosophical or 

ethical issues, community-related issues, 

benefits to corporation, benefits to consumer 

x x  x 

Garay and Font (2012) Three orientations of environmental 

responsibility: competitiveness, legitimacy, 

altruism 

x x x x 

Garay and Font (2013) Single indicators of reasons and barriers to 

implementing CSR 

x x x x 

Mixed methods studies      

Bonilla Priego et al. 

(2011) 

Internally-driven reasons and externally-driven 

reasons 

x  x  

Sampaio et al. (2012) Personal agency beliefs, goal orientation, and 

worldviews 

x x  x 

*Determinants (1 = Strategic benefits, 2 = Personal values, 3 = Stakeholder expectations, 4 = Perceived control) 
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In addressing these three issues emanating from earlier studies, this thesis proposes a tentative 

conceptual model to investigate several determinants of CSR engagement in the Thai hotel 

sector. The model is shown in Figure 2.5. The determinants outlined in the figure suggest that 

firms may proactively engage in CSR to gain more benefits for the business, to be responsible 

for the environment and society, and to comply with stakeholder expectations. The rationale for 

this model is based on the integration of four major CSR determinants, namely strategic benefits, 

personal values, stakeholder expectations, and perceived control. While the first three 

determinants represent driving factors for engaging in CSR, the latter determinant is considered 

to be more of a constraint, holding back CSR engagement. In the following sections, each 

potential determinant for CSR engagement is discussed further. 

 

Figure 2.5. Tentative Determinants of CSR Engagement 
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2.5.1 Strategic Benefits 

The first determinant of CSR engagement, strategic benefits, is proposed as potential returns to 

the business from engaging in CSR. The definition for strategic benefits is drawn from the 

business case, which posits that businesses pursue CSR and other related activities because of the 

financial and other benefits to be gained (Carroll & Shabana, 2010). In general, the business case 

for CSR has been the primary focus for researchers in the literature to date (e.g., Knox & 

Maklan, 2004; Kurucz, Colbert, & Wheeler, 2008; Weber, 2008). In support, a large body of 

empirical research has indicated that firms adopted CSR activities because they believed that it 

provided advantages in key areas, such as gaining financial benefits (e.g., Lynes & Andrachuk, 

2008), improving image (e.g., Brønn & Vidaver-Cohen, 2009; Hine & Preuss, 2009; Williamson, 

Lynch-Wood, & Ramsay, 2006), and gaining a competitive advantage (e.g., Brønn & Vidaver-

Cohen, 2009; Clemens & Douglas, 2006). Therefore, any firm related benefits deriving from 

adopting social responsible practices are categorised into this CSR determinant. 

Furthermore, several studies in the hotel sector have also combined a wide range of strategic 

benefits that are considered reasons for engaging in CSR (e.g., Sheldon & Park, 2011). For 

example, one previous researcher, Kirk (1998), studied the attitudes of hotel managers regarding 

six potential benefits of environmental management, which were an increase in profitability, an 

increase in customer satisfaction, an increase in employee satisfaction, improved relationships 

with the local community, help with public relations, and gaining a marketing advantage over 

competitors. Levy and Park (2011) found that cost savings and brand improvement offered better 

benefits from implementing CSR than other benefits such as a competitive advantage over other 

hotels in the market place, employee motivation, and employee retention. Based on these 

empirical findings, four common strategic benefits are identified in the literature. This study 

proposes to incorporate these four potential benefits as determining factors for hotels’ CSR 

engagement. These potential benefits are discussed in detail in the following paragraphs: cost 

savings, improving image, competitive advantage, and staff benefits. 

In general, there are many attributes of the benefits derived from CSR, such as maximizing 

shareholder value and achieving economic objectives (Garriga & Mele, 2004; Hemingway & 

Maclagan, 2004). Researchers who have examined the relationship between CSR and financial 

performance have found that firms perceive CSR as a function of greater financial and 

operational performance (Godfrey et al., 2010), sustaining value for shareholders, and improving 
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competitiveness (Hine & Preuss, 2009; Maignan & Ralston, 2002). In particular, several 

hospitality studies have revealed that profitability orientation is critical in explaining why 

managers engage in CSR. For example, El Dief and Font (2012) found that hotel managers were 

likely to implement environmental practices when they measured the financial benefits they 

would receive in return. Therefore, even though high start-up costs and lengthy time frames for 

returns on investment for CSR projects have been found to be apparent, an initial investment of 

CSR seems to pay off in terms of the long-term perspective (S. Lee & Park, 2009).  

In addition, cost savings have been found to be the greatest benefit to be derived by hotels 

implementing CSR (Levy & Park, 2011). That is, hotel managers are more likely to incorporate 

CSR practices when they perceive potential cost reductions (Stabler & Goodall, 1997), or 

favourable financial benefits (El Dief & Font, 2012). Furthermore, several qualitative studies 

have identified cost savings as an immediate benefit gained from hotels engaging in CSR (Yu, 

Day, Adler, & Cai, 2012). That is, benefits from energy consumption practices allow financial 

savings in a relatively short term and improvement in the operational efficiency of hotel facilities 

(Ayuso, 2007). Therefore, this study aims to investigate how cost savings are likely to influence 

hotels’ engagement in more CSR practices.  

Second, empirical studies have revealed that improving a company’s image is one of the key 

benefits perceived from CSR engagement (e.g., Babiak & Trendafilova, 2011; Idowu & 

Papasolomou, 2007; Lynes & Andrachuk, 2008). Similar results have been revealed in the hotel 

industry. For example, Chan and Hawkins (2010) conducted interviews with hotel employees, 

and the results showed that the employees perceived that an enhanced reputation is the reason 

that hotels establish an environmental management system or obtain an accreditation scheme. 

This is similar to Ayuso’s (2007) study, conducted with hotel managers as participants, which 

found that hotels with an eco-label were motivated by the benefits received from customer 

recognition. Further, Kirk (1998) found that hotel managers held positive attitudes towards 

environmental management, and improving image was perceived to be the most significant 

benefit. Similarly, recent researchers such as Levy and Park (2011) affirm that a better image and 

reputation among guests were among the greatest benefits derived from CSR engagement. Given 

that improving image can provide favourable returns to hotels, no attempt has been made to 

investigate how improving image as one of the determining factors for strategic benefits 

influences hotels’ engagement with CSR.  
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Furthermore, firms may adopt CSR to protect their existing corporate reputation (e.g., 

Hemingway & Maclagan, 2004; McWilliams & Siegel, 2001). This view has been affirmed by 

several researchers in that firms investing in the community and society give themselves a buffer 

against downside risks and mitigated reputational losses (Fombrun, Gardberg, & Barnett, 2000). 

For instance, Hine and Preuss (2009) found that the primary reasons for CSR engagement may 

be to increase customer recognition, which in turn protects the firms’ reputation. This finding is 

similar to tourism studies in which managers identify that undertaking highly visible 

environmental practices helps firms to improve their image, to the extent that firms can be guilty 

of actually manipulating their current image (Mair & Jago, 2009). While considering image as a 

potential benefit from CSR, limited studies in the hotel sector mean that the nature of image as a 

salient determining factor has not yet been fully explored in regard to hotels’ engagement with 

CSR. 

Third, one of the strategic benefits to be derived from CSR engagement is competitive 

advantage. In relation to CSR, the term competitive advantage refers to potential benefits that set 

businesses apart from their competitors (Carroll & Shabana, 2010). Earlier studies have found 

that competitive advantage is the reason behind the adoption of environmental practices in the 

tourism industry (Forsyth, 1997; Porter & Van der Linde, 1995). This is because firms that 

engage in CSR achieve superior performance, which in turn, becomes a source of competitive 

advantage (e.g., Bansal & Roth, 2000; Brønn & Vidaver-Cohen, 2009; Clemens & Douglas, 

2006). Empirical findings (e.g., Babiak & Trendafilova, 2011; Frynas, 2005; H. Quazi et al., 

2001) have revealed that firms perceived themselves to be above their competitors when they 

engaged in CSR. 

Gaining competitive advantage has been found to be a powerful driver for CSR. Several 

hospitality studies have found a significant association between competitive advantage and CSR. 

That is, engaging in responsible practices helps firms to perform better than their competitors in 

several ways: increased efficiency (e.g., Ayuso, 2006); improved corporate reputation (e.g., 

Chan & Wong, 2006); and providing a key to long-term business success (e.g., López‐ Gamero, 

Molina‐ Azorín, & Claver‐ Cortes, 2011). In addition, Kirk (1998) found that hotel managers 

perceived an increased marketing advantage from implementing environmental practices. 

However, in contrast, other researchers such as Mair and Jago (2009) have revealed that 

although managers perceived competitive advantage to be a key driver for environmental 
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practices, they were actually less likely to gain a competitive advantage due to low customer 

demand for environmental practices. Given this evidence, it is important to gain a better 

understanding of how competitive advantage is considered one of CSR’s potential strategic 

benefits, and to investigate how this determining factor could lead to hotels’ engagement with 

CSR.  

While given the importance of the perceived benefits relating to financial aspects and corporate 

image, less attention has been paid to the employer-employee relationship. Moreover, there is a 

limited number of studies that have examined the link between CSR engagement and the 

employer-employee relationship. These studies have mainly focused on the relationship between 

CSR engagement and employee attitudes, rather than the perceived motives of managers. 

Overall, employees report a number of benefits from participating in CSR (e.g., Brammer, 

Millington, & Rayton, 2007). For example, employees across many business sectors reported 

that various job-related skills, including improved levels of teamwork, communication, 

leadership, and project management skills were developed through their participation in CSR 

(Peterson, 2004a). Similarly, Peloza and Hassay (2006) found that employees reported benefits 

such as improved workplace efficiency and team/morale building. Nevertheless, although these 

studies have focused on the employee perceptions regarding CSR participation, there has been 

less attention to managers’ perceptions, including in the hotel sector. 

Although there have been few studies investigating managers’ perceptions regarding the benefits 

that CSR engagement offers to firms and employees, one exception in the business domain is a 

study by Basil, Runte, Easwaramoorthy, and Barr (2009). They investigated why firms supported 

employees who volunteered for CSR activities, and their study reported that a number of unique 

benefits were accrued by both the firms and the employees, including improved employee 

morale. In the context of the hotel industry, Graci and Dodds (2008) also argued that one of the 

greatest benefits of hotels adopting environmental practices was the positive flow-on impact on 

employees. Furthermore, M. Mackenzie and Peters (2014) suggested that employee involvement 

in CSR was likely to lead to long term benefits for hotels. These generalised conceptualisations 

were empirically supported by Kirk (1998), who found that managers from chain hotels were 

likely to perceive improved employee satisfaction as a benefit derived from hotels undertaking 

environmental practices. More recent studies in the hotel sector have also found that increased 

employee satisfaction (Njite et al., 2011), employee motivation (Levy & Park, 2011), and 
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employee retention are reasons for hotels to undertake CSR (Levy & Park, 2011; Njite et al., 

2011). Collectively, these studies focus on employee outcome factors. However, there is a lack 

of work relating to more intermediate variables that could mediate the relationships between 

CSR activities and outcomes such as employee satisfaction, commitment or retention.  

Consequently, the literature review has found there is a lack of research that seeks to understand 

the full nature of the possible benefits that could accrue to employees in relation to CSR 

engagement. This includes the question of, how do managers perceive the emotional or technical 

skills development that may accrue to employees? Two exceptions were found in the literature. 

The first is a study by Yu et al. (2012) that examined how hotel managers in China perceived 

employee benefits from CSR activities that were in part directly targeted at their employees, for 

example, insurance, housing assistance, and meals support. They reported, “among all of the 

long-term benefits, most managers mentioned creating employee cohesion and a sense of 

belonging as the most important and obvious benefit of CSR for the hotel” (p. 6). The second 

exception is a study by Peloza and Hassay (2006) who interviewed employees, volunteer 

coordinators and eight senior managers across medium to large firms in the non-tourism 

industry. The study explored the benefits that accrued from employee volunteerism in intra-

organizational or employer-sanctioned volunteerism. While these scholars have advanced the 

importance of staff benefits as a rationale for CSR engagement, no previous studies have 

examined this potential aspect in conjunction with other key strategic benefits. 

2.5.2 Personal Values  

In the previous section, strategic benefits drawn from the business case were discussed. The 

second determinant in the conceptual model for this study is personal values. Personal values has 

been widely investigated in the literature (e.g., Akaah & Lund, 1994; England, 1967). Of 

particular relevance to this thesis is a theoretical paper by Hemingway and Maclagan (2004) who 

examined personal values within the context of CSR. They posited that individual managers 

made organisational decisions that were “often driven by a variety of personal values and 

interests in addition to the official corporate objectives” (p.36). This position reflects that CSR is 

driven by managers’ own socially oriented personal values and attitudes (Hemingway, 2005). 

That is, responsible managers would act in responsible ways when their beliefs support the 

importance of social responsibility in business (Hunt, Kiecker, & Chonko, 1990). 
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Personal values is conceptualised based on the normative case for CSR, as discussed in Section 

2.2.1. The normative case broadly refers to the motivation stemming from the desire to do good 

for society (Branco & Rodrigues, 2006; Smith, 2003). As the definition of the normative case is 

broad, several terms have been used interchangeably within the literature when referring to the 

normative perspective. These terms include ‘altruism’, ‘moral reasons’, ‘ethical responsibility’, 

or ‘moral duty’. In addition, the definitions for each term are provided to highlight that these 

terms are closely related. For instance, a seminal work of S. Schwartz (1977) used altruism to 

explain altruistically motivated behaviour like helping other people. Altruistic behaviour 

typically refers to an individual’s intentions or purposes to benefit another as an expression of 

internal values, with no expectation of anything in return. Similarly, moral norm refers to “the 

individual’s conviction that some forms of behaviour are inherently right or wrong, regardless of 

their personal or social consequences” (Manstead, 2000, p. 12). That is, an individual who is 

ethically motivated has “a desire to do the right thing without external pressure or governmental 

constraint” (Joyner & Payne, 2002, p. 298). These definitions are within the scope of the 

normative case for CSR and relate to personal values. Accordingly, CSR can be considered 

altruistic behaviour that may drive an individual to do something based on his/her personal 

values. 

Furthermore, empirical research drawing from the normative case for CSR has revealed two 

common reasons for firms engaging in CSR: moral obligation, and ethical responsibility. One 

group of researchers has supported the position that business has an ethical duty to give back to 

society (e.g., Brønn & Vidaver-Cohen, 2009). In particular, it has been found that managers with 

a strong sense of moral duty towards society appear to have a strong involvement in CSR 

(Graafland & van de Ven, 2006). Another group has supported the idea that firms are mainly 

motivated by ethical reasons when they engage in any CSR initiatives that go beyond a firm’s 

stockholders and the core business orientation (e.g., Hahn & Scheermesser, 2006; Smith, 2003). 

This perspective is affirmed by empirical findings that engaging in CSR is ‘the right thing to do’ 

(e.g., Bansal & Roth, 2000; Ditlev-Simonsen & Midttun, 2011). Accordingly, these two reasons 

are related to the normative perspective for CSR, that is, why firms should behave in a 

responsible way. Furthermore, Gorsuch and Ortberg (1983) have found that people intended to 

do what they perceived was morally responsible, and moral obligation was found to be a 

significant predictor of behaviour in moral situations. However, these studies were conducted in 
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a non-tourism context, and whether moral obligation and ethical responsibility drives managers 

to engage in CSR has not yet been explored in the hotel sector. 

Moreover, previous research in the non-tourism literature has also found that personal values can 

be a powerful driver of CSR behaviour (e.g., Duarte, 2010; Jamali & Mirshak, 2007). In support 

of these studies, empirical studies set in the context of the hotel industry have found that personal 

values are one of the key reasons behind the adoption of CSR in small- and medium-sized hotels 

(e.g., Tzschentke et al., 2008). Qualitative findings in Tzschentke et al.’s study have shown that 

the level of concern owners have towards CSR determines their likelihood of being ethically 

motivated to engage in CSR. This finding is similar to qualitative work conducted by Raviv, 

Becken, and Hughey (2013) in a tourism context, where they found that senior managers were 

driven by their passion for the environment, their lifestyle, and their commitment to do the right 

thing. While these empirical findings reveal that several aspects influence managers to engage in 

CSR, it is yet to be explored how these aspects relating to personal values lead to hotels’ 

engagement with CSR. Accordingly, recent quantitative studies have concluded that being driven 

by individual reasons is positively related to the adoption of more CSR activities (Garay & Font, 

2013). However, no study has investigated how personal values are influential on hotels’ 

engagement with CSR in the hotel sector.  

Furthermore, since individual managers are driven by a variety of values, the demographics of 

managers and their personal characteristics are likely to play a significant role in their 

perceptions regarding CSR (Thomas & Simerly, 1994). In particular, the religious beliefs of 

managers may be an important factor influencing the adoption of responsible practices (A. 

Quazi, 2003). Numerous scholars have been interested in understanding the role of religiosity in 

business and consumer ethics (e.g., Vitell, 2009). For instance, religious beliefs can influence the 

moral position of managers and executives (Mascarenhas, 1995). Hemingway & Maclagan 

(2004) proposed that managers who had stronger religious beliefs may have engaged in CSR 

more than those with weaker religious beliefs. From these conceptual perspectives, Tzschentke 

et al. (2008) argue that personal and contextual circumstances can provide a better understanding 

of the reasons underpinning any manager’s decision to engage in CSR. As such, it is important to 

note that cultural contexts cannot be explored separately when investigating reasons for engaging 

in CSR and related practices (Lynes & Andrachuk, 2008).  



 

 

51 

Several empirical studies have attempted to investigate the link between religious values and 

CSR. For instance, Ramasamy, Yeung, and Au (2010) found that there was a significant direct 

relationship between religious beliefs and CSR support from consumers in Hong Kong, where 

religion plays an important role in important events in their life. Similar findings have been 

revealed in Thailand, which has a dominant Buddhist population, in that there is a positive 

relationship between religious belief and ethical intentions (Singhapakdi, Salyachivin, Virakul, 

& Veerayangkur, 2000). However, there has yet to be any exploration of whether religious 

beliefs may influence CSR engagement in hotels. In particular, one of the most common 

practices for Buddhism in Thailand is merit-making (Bao, 2005). The meaning of merit-making 

in Buddhism is broadly referred to as “doing good deeds unselfishly without expecting anything 

in return” (Higbie, 2010, p. 8). This traditional view of merit-making is similar to the normative 

perspective for CSR, which emphasises the importance of doing good deeds for other people. 

While Buddhist beliefs have been examined in Hong Kong and Singapore (Ramasamy et al., 

2010), the aspect of merit-making among Thai Buddhists has not been empirically studied in 

regard to CSR. Therefore, this thesis seeks to investigate whether the Buddhist belief in merit-

making influences hotel managers to engage in CSR in the Thai context. 

2.5.3 Stakeholder Expectations  

The third determinant proposed in the conceptual model is stakeholder expectations. Stakeholder 

expectations are broadly conceptualised from two theoretical streams: stakeholder and 

institutional theories. The first stream of literature supports the position that stakeholder theory is 

in line with the notion of CSR. That is, empirical studies have found that stakeholders are an 

important driver for CSR engagement in hotels. The latter stream highlights pressure stemming 

from institutional environments, such as coercive, normative, and mimetic pressures. 

In general, several CSR studies across industries have found that stakeholders are a driving 

factor for firms’ responsible practices (e.g., Hahn & Scheermesser, 2006; Idowu & 

Papasolomou, 2007; Maignan & Ralston, 2002). This finding is similar to several studies in the 

hotel sector. For example, Álvarez Gil et al. (2001) examined factors that determined the 

implementation of hotels’ environmental practices in Spain, and measured the environmental 

pressures from stakeholders to represent the extent to which key stakeholders deployed different 

strategies of influence over the hotel. Their findings showed that stakeholder pressures explained 
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the development of environmental management in hotels. That is, the perceived importance of 

each stakeholder’s demands influences the practices of a hotel’s environmental management.  

Using a similar approach, Céspedes-Lorente et al. (2003) examined whether environmental 

practices were driven by a response to pressures from powerful stakeholders. Three categories of 

stakeholders in the hotel industry were 1) traditional stakeholders (i.e., customers, competitors, 

employees, government, shareholders, and suppliers); 2) non-governmental organisations (i.e., 

local ecologists); and 3) specific stakeholders (i.e., tour operators, travel agencies, and hotel 

chains or associations). The respondents in the study by Céspedes-Lorente et al. were asked 

about their perceived importance of environmental practices for each stakeholder, the extent to 

which management perceived that stakeholders could influence environmental practices, and the 

extent to which the main stakeholders exerted each one of their influential strategies over hotels. 

Their study drew two key findings. First, when hotels perceived that their main stakeholders 

used their power to influence environmental practices, they tended to adopt environmental 

practices for the purpose of environmental preservation. Second, when stakeholders did not exert 

any pressure on the hotels, they tended to adopt practices relating to reduction in energy 

consumption. These results indicate that hotels are likely to adopt environmental practices 

according to pressure stemming from stakeholders’ demands. 

In addition, several qualitative studies have identified stakeholders that can influence responsible 

practices. For example, Raviv et al. (2013) reported that perceived customer demands, supply-

chain pressure, and regulations were key drivers for engaging in responsible tourism practices in 

New Zealand. Similarly, Ayuso (2006) conducted interviews in Spain and indicated that specific 

hotel stakeholders included customers, and tour operators. It has also been found that the 

environmental demands of customers from Western and Northern Europe (Bohdanowicz, 2006) 

and tour operators (Ayuso, 2006) have led to a significant change in the adoption of 

environmental practices in hotels. However, as these qualitative findings only identified the main 

stakeholders in the hotel sector within the specific contexts of each study, there is a need to gain 

a better understanding of the key stakeholders within the Thai hotel sector. In support of this, 

Céspedes-Lorente et al. (2003) argue that more in-depth research using a qualitative approach is 

required to gain further understanding of the relationship between firms and their stakeholders. 

Therefore, this thesis aims to explore this issue regarding how stakeholders influence hotels’ 

CSR engagement.  
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Moreover, there are a number of further limitations in several of these stakeholder studies that 

would suggest a more qualitative approach could be advantageous. First, a number of these 

studies considered stakeholders as a whole (e.g., Álvarez Gil et al., 2001; Céspedes Lorente et 

al., 2003). Second, it has been found that the measurement of stakeholder pressures is not 

industry specific. That is, stakeholder groups identified in the Álvarez-Gil et al. (2001) study are 

deemed to be important for hotels; however their influence on hotels’ environmental issues is 

different in the nature of hotels’ reaction and relationships. Álvarez-Gil et al. further suggest that 

using the implications of stakeholder theory may help to distinguish stakeholder categories into 

primary and secondary stakeholders. Third, these studies used a single method approach (e.g., 

Álvarez Gil et al., 2001). It is anticipated that utilising a qualitative approach may provide 

insights relating to stakeholders that suit the Thai hotel sector and may help to gain a better 

understanding of the importance of stakeholder power in regard to the way firms engage in CSR, 

the nature of this relationship, and the way this influence is exerted. 

Furthermore, several empirical studies have highlighted that firms are more likely to adopt CSR 

because of institutional pressures (e.g., Babiak & Trendafilova, 2011; Bansal & Roth, 2000; 

Ditlev-Simonsen & Midttun, 2011). Based on a discussion of institutional theory, DiMaggio and 

Powell (1983) identified that there were three sources of pressure stemming from the 

institutional environment, namely normative, mimetic, and coercive pressures. In particular, 

coercive pressure stems from specific groups of stakeholders, including regulators, legislators, or 

government administrators. Of these three sources of pressure, coercive pressure has been the 

area most examined by researchers (e.g., Clemens & Douglas, 2006; Williamson et al., 2006). 

For instance, coercive pressure is visible in the steel industry (Clemens & Douglas, 2006), in 

Scandinavian airlines (Lynes & Andrachuk, 2008), and in UK industries (Hine & Preuss, 2009).  

Within the hospitality sector, several empirical studies have examined coercive pressure in 

different countries, such as Scotland (Tzschentke et al., 2008), Spain (Ayuso, 2006), and Egypt 

(El Dief & Font, 2012). The results show that coercive pressure was relatively low within these 

contexts. In contrast, Chan and Wong (2006) conducted survey research in Hong Kong and 

found that coercive pressure stemming from legislation was an important factor in determining 

the adoption of environmental management standards, namely, an accreditation scheme (ISO 

14001). Although results of coercive pressure are varied in the hotel sector, Céspedes-Lorente et 

al. (2003) argue that coercive pressure has not been studied conclusively in the context of the 
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hotel industry. As such, an opportunity exists to examine whether coercive pressure is an 

important factor influencing hotels to engage in CSR-related activities within the Thai hotel 

sector.  

2.5.4 Perceived Control  

Perceived control is proposed as the final determinant of CSR engagement. In previous sub-

sections, three determinants for CSR engagement were discussed. Together, these four 

determinants provide a rationale that could push firms forward to engage in responsible 

practices. That is, managers are likely to engage in CSR when they 1) perceive benefits from 

engaging in CSR; 2) perceive influence from hotels’ stakeholders, which is important for hotels 

to survive; 3) perceive personal feelings of responsibility toward the environment and society; 

and 4) perceive that the hotel has enough resources and capabilities to undertake CSR. In relation 

to the fourth variable, perceived control is reviewed as the factor that might impede or constrain 

firms’ engagement in responsible practices.  

An extensive list of barriers regarding the implementation of environmental management 

systems has been reviewed by Hillary (2004). That is, there are 28 studies in the non-tourism 

literature that categorised key groups of barriers into internal and external barriers. Internal 

barriers refer to obstacles arising from within the firms that include lack of resources (i.e., staff, 

time, knowledge, and skills) and a lack of understanding and perception of environmental 

practices. The external barriers relate to obstacles from outside of firms, such as inconsistencies 

from system verifiers in the implementation of environmental management systems or for the 

certification process of ISO 14001. In addition to environment practices, a group of quantitative 

studies have also found a wide range of barriers related to CSR engagement by hotels. For 

example, Garay and Font (2013) revealed that lack of money and time were the two main 

barriers for managers in three different countries (Spain, Germany, and Chile). Similarly, 

Sheldon and Park (2011) found that more than 50% of their sample in the lodging industry in the 

United States agreed that the primary reasons for not engaging in CSR included limited 

resources, such as time, money, and staff. A further two barriers, which were a lack of interest 

and need for CSR were reported by 30% of the respondents, and another 6% were from no 

requests by customers and management. From these limited survey results, the findings 

consistently indicate that lack of resources, including time, money, and staff seems to be the key 

constraining factor for hotels’ engagement with CSR. 
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Moreover, a group of qualitative studies has also found internal constraining factors for CSR 

engagement. For example, Raviv et al. (2013) found lack of support from senior manager, in that 

managers did not perceive the importance of responsible practices in the tourism industry. In 

support, Ayuso (2006) found that the implementation of environmental practices depended on 

the information that the hotel had about environmental management practices, and on the know-

how available in the hotel. While Ayuso concluded that hotel manager awareness had been 

identified as an important driver for applying environmental practices in hotels, the findings also 

indicated that managers’ knowledge and perceptions appeared to be critical issues for converting 

the environmental decision-making process into actual practices. Based on the empirical findings 

discussed above, this thesis aims to explore the nature of the constraints for CSR and how these 

factors become barriers for CSR engagement in the Thai hotel sector 

Furthermore, Table 2.4 and Table 2.5 highlighted a synthesis of key studies, which assessed 

factors that have led to CSR engagement (see page 40, 42). The synthesis showed that several 

studies have examined both determining and constraining factors (e.g., Ayuso, 2006; Garay & 

Font, 2013); however, no study has proposed incorporating both of these factors into the research 

model. This thesis fills this gap by employing the theory of planned behaviour (TPB) to 

incorporate both determining and impeding factors as the determinants of CSR engagement, as 

discussed in Section 2.4.2. In support, the component of perceived control in TPB can be utilised 

to ascertain whether this last determinant for CSR engagement is influential on managers’ 

intentions to engage in CSR in Thailand. 

2.5.5 Hotel Characteristics as Moderator 

The previous sections discussed determining and impeding factors for hotels’ CSR engagement. 

This section presents the potential contextual factors that might facilitate the adoption of CSR 

engagement, especially in the hotel sector. It has been found that most of the environmentally 

active hotels in Spain have in common, such as large size, chain affiliation, location in beach 

resorts, and Northern and Central European customers (e.g., Ayuso, 2006). In support, most 

hospitality studies that have assessed determining factors have also investigated whether hotel 

characteristics influence the level of hotels’ CSR engagement, especially with environmental 

practices (e.g., Álvarez Gil et al., 2001; Céspedes Lorente et al., 2003; El Dief & Font, 2012). 

These hotel characteristics include star rating, facility age, hotel size, and ownership type. The 

first two listed characteristics have been affirmed as likely moderating influences. For instance, 
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the higher the star rating for a hotel the more likelihood of better environmental practices (e.g., 

El Dief & Font, 2012; Tang, Amran, & Goh, 2013). Similarly, facility age has been found to 

have a significant effect on the adoption of environmental practices (Álvarez Gil et al., 2001). 

That is, hotels with old facilities have adopted less extensive environmental practices than their 

rivals with new facilities. Subsequently, these studies have treated hotel characteristics as control 

variables for environmental practices, and no study has examined when these hotel 

characteristics influence a hotel’s broader range of responsible practices.  

A third hotel characteristic is firm size. Here, past research posits that firm size will affect a 

firms’ level of CSR engagement. In the non-tourism literature, empirical evidence has revealed 

that bigger companies pursue CSR practices more intensively and strategically than smaller 

companies (Lorenz, Gentile, & Wehner, 2013). This finding is similar to several studies 

conducted in the hospitality sector which support the idea that hotel size matters in proactive 

CSR engagement (e.g., Álvarez Gil et al., 2001). However, hospitality studies investigating hotel 

size have used various indicators of hotel size, such as legal category (e.g., Álvarez-Gil et al., 

2001) and the number of hotel rooms (e.g., El Dief, 2012; Céspedes-Lorente et al., 2003). 

Empirical study using hotel size in association with legal category has found that hotels in the 

higher categories (4- or 5-star hotels) adopt environmental management more than hotels in the 

lower categories (Álvarez-Gil et al., 2001). In addition, using a similar approach of analysing the 

number of hotel rooms, Céspedes-Lorente et al. (2003) found that the likelihood of adopting 

environmental practices is positively related to hotel size. Based on these empirical findings, the 

level of hotel CSR engagement is possibly dependent upon hotel size. 

The final hotel characteristic that has been investigated in several hospitality studies is type of 

ownership. It has been found that ownership type influences the level of hotel engagement in 

CSR (e.g., Álvarez Gil et al., 2001). Ownership type represents the management mode of hotel 

properties, including independent hotels and chain-affiliated hotels (J. Park & Kim, 2014). The 

first type includes hotels which are independently owned and self-managed, while the latter 

groups are independent hotels managed under a franchise agreement or management contract, 

and chain hotels are owned and managed by the chains. Previous research has found that chain 

hotels are more likely to adopt environmental practices than independent hotels (e.g., Ayuso, 

2006; Bohdanowicz, 2006). This finding could be explained by the idea that hotels with a chain 

affiliation have more resources than independent hotels and also more confidence in their 
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capability to undertake CSR. This finding is in line with Lopez-Gamero et al. (2011), who found 

that the greater the availability of resources, the greater the likelihood of hotels undertaking 

environmental management. Based on these empirical findings, the level of hotels’ engagement 

with CSR is likely to be dependent on hotel characteristics. This thesis will examine the 

moderating role of hotel characteristics on the relationship between managers’ perceptions 

towards CSR and hotels’ CSR engagement.  

2.6 Summary of Research Gaps  

This section highlights several research issues that have been discussed in this chapter. The first 

is a general observation that much of the literature relating to CSR has generally focused on the 

consequences of engaging in CSR, such as firm performance. While the consequences of CSR 

have received most attention, authors have also called for more research into CSR determinants. 

In particular, Aguinis and Glavas (2012) call for CSR research that is capable of integrating 

several conceptual streams relating to individual, organisational, and institutional aspects. In 

addition, a number of gaps have emerged from the review of CSR determinants in the CSR and 

hospitality literature and several of these can be addressed simultaneously.  

While the majority of researchers have focused on the benefits to be derived from hotels’ 

adoption of responsible practices, little work has been conducted into several key determinants 

for CSR engagement. Moreover, far fewer researchers have integrated the three commonly cited 

determinants in empirical studies: strategic benefits, personal values, and stakeholder 

expectations. Indeed, no author has combined several aspects of the three major determinants in 

the one study, and no study has examined both determining and impeding factors into the 

research model using the theory of planned behaviour. Therefore, a fourth determinant has also 

been included in the research model for this thesis as a constraining factor for CSR engagement. 

Accordingly, this thesis aims to investigate how these four determinants influence hotels’ CSR 

engagement in the Thai hotel sector.  

In addition, several aspects for each determinant have been proposed in the tentative conceptual 

model. The first determinant captures potential business related benefits from hotels’ 

engagement with CSR. Most studies that have assessed factors related to CSR have examined a 

combination of a wide range of benefits. However, no study has incorporated several aspects 

relating to strategic benefits into their investigation. The second determinant includes two 

aspects arising from an individual’s personal values. The first aspect considers the extent to 
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which individual managers who have strong beliefs regarding their moral obligation toward CSR 

will proactively engage in CSR practices. The second aspect draws from a specific Buddhism 

belief related to the notion of altruistic behaviour.  

Further, the third determinant employs stakeholder theory to investigate how stakeholder 

expectations are influential on hotels’ CSR engagement. Previous studies have found that 

stakeholder pressures lead to hotels engaging in CSR. However, the stakeholder groups 

identified previously are not deemed to be the most important for hotels. The fourth determinant 

employs the utility of the theory of planned behaviour to investigate how a control factor impacts 

hotels’ future intentions. This study is the first to integrate TPB to explain hotels’ CSR 

engagement by incorporating both determining and constraining factors into the model. 

Accordingly, each determinant will be developed as a multi-dimensional construct to investigate 

how these determining factors are influential on hotels’ CSR engagement in the Thai hotel 

sector.  

Moreover, most studies in hospitality research have focused on environmental practices. There is 

limited empirical research on the broader aspects of CSR and furthermore, empirical research 

investigating the influences on varying types of CSR engagement is lacking. To date, studies 

have not investigated whether factors leading to CSR policies are similar to those factors 

influencing CSR practice. This thesis will fill this gap by deconstructing the investigation of 

CSR engagement into three varying outcomes, namely CSR policy, current practices, and future 

intentions. Furthermore, most researchers have used either a qualitative or quantitative approach 

in their studies. This thesis will employ both qualitative and quantitative approaches in order to 

gain a better understanding of those determinants leading to CSR engagement and to investigate 

how these determining factors are influential on CSR engagement.  

Hypotheses have been developed around the research objectives to examine whether key issues 

highlighted in the literature are aligned with the Thai hotel sector. The five research hypotheses 

to guide the resolution of the research problem are as follows. 

H1: Strategic benefits are positively related to CSR engagement.  

H2: Personal values are positively related to CSR engagement.  

H3: Stakeholder expectations are positively related to CSR engagement.  
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H4: Perceived control is positively related to CSR engagement.  

H5: Hotel characteristics moderate the relationship between strategic benefits, 

stakeholder expectations, personal values, perceived control, and CSR engagement. 

2.7 Chapter Summary 

This chapter presented the review of the literature to address the research problem and to 

highlight the research gaps. The conceptualisation of CSR and the theoretical foundations 

provide an understanding of the conceptual development of CSR that has been extended from 

enlightened self-interest to a broader obligation to society. In reviewing the literature, the 

existing gaps were identified leading to the stated research problem: What are the determinants 

of Corporate Social Responsibility (CSR) Engagement in the Thai hotel sector? The literature 

review has revealed that firms are influenced by a range of reasons to engage in CSR. However, 

limited empirical studies have attempted to comprehensively investigate the determinants of 

CSR - strategic benefits, personal values, stakeholder expectations, and perceived control - 

especially in the hotel industry and particularly in the context of a developing country, such as, 

Thailand. In the next chapter, the research methodology is presented.  
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CHAPTER 3 

 

RESEARCH METHODOLOGY 

3.1 Introduction 

In Chapter 2, a review of the literature highlighted a number of issues and provided the 

foundation for this research investigation. The research problem stated in Chapter 2 for this 

thesis was developed and defined as: What are the determinants of Corporate Social 

Responsibility (CSR) Engagement in the Thai hotel sector? In addition, three research objectives 

and five hypotheses were formulated in Chapter 2 to assist in the resolution of the research 

problem. These research hypotheses are shown in Section 2.6. 

In this chapter, the methods used to undertake the investigation and resolve the stated research 

problem are fully described and justified. Overall, this thesis adopted a mixed-methods approach, 

utilising a sequential research design to answer the specific research questions. In the first 

instance, the objective of the qualitative approach used in Study 1 was to guide the refinement of 

the questionnaire items for Study 2. Furthermore, the qualitative findings were expected to 

provide information about the nature of CSR engagement within the Thai hotel context, and to 

gain further insight into the determinants of CSR. Accordingly, these interview findings were 

used to identify important variables and provided the basis for developing the survey instrument 

to suit the Thai hotel context. In Study 2, a quantitative approach was undertaken to investigate 

which determining factors significantly influence hotels’ CSR engagement and under what 

conditions. This second major study sought to comprehensively examine the model depicted in 

Figure 2.5. This model presented four major CSR determinants, each with underlying aspects. In 

addition, the model presented a battery of three dependent variables to represent different forms 

of CSR engagement. The aim of this study is to determine which factors are most influential in 

predicting CSR engagement.  

The chapter begins with a discussion of the overall research design and justification of the 

appropriate data collection techniques used for this thesis investigation. As both qualitative and 

quantitative approaches are used, a discussion on the advantages and disadvantages of a mixed 

methods design is presented. This discussion includes paradigm issues. The next section presents 

the details of the data collection procedures and analyses. There were two major stages of data 

collection. The first stage employed the qualitative method of depth interviews, while the second 
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stage employed the quantitative method of survey. Within each of these two stages, the major 

topic areas discussed in this chapter are sampling design, instrument development, research 

procedures, and analytical techniques. Finally, ethical considerations and the limitations of the 

research methodology are presented.  

3.2 Overall Research Design 

In this section, the overall research design is presented. This discussion incorporates both the 

paradigm of pragmatism and the use of a mixed methods approach. In general, researchers view 

mixed methods research as a unique approach that employs specific procedures of designing, 

implementing, and reporting research (Plano Clark, Cresswell, Green, & Shope, 2008). 

Accordingly, utilising both qualitative and quantitative methods can result in a better 

understanding of the research issue when multiple sources of information are brought together to 

address the research problem. Based on the discussion in Section 2.5, it has been illustrated that 

key studies investigating CSR determinants used only a single method. Studies that employ a 

mixed methods design are expected to provide a high standard of quality in hospitality research 

(Yoo et al., 2011). Hence, the mixed methods approach was utilised in this thesis to gain a better 

understanding of and to investigate what factors are important to hotels’ engagement with CSR.  

As can be seen in Figure 3.1 on the following page, the collection of primary data was conducted 

in two stages. A brief summary of each study is given as follows. Study 1 involved depth 

interviews, which primarily aimed to collect data to assist with the development of the survey 

instrument. Undertaking a qualitative approach allowed the interview information to demonstrate 

further insight into the relationship between what has been reported in the literature and actual 

practices in the Thai hotel sector. In contrast, Study 2 employed a quantitative approach, which 

was considered the dominant approach for this research. Survey research was utilised to 

investigate the key determining factors influencing hotels’ engagement with CSR. 

Questionnaires were sent via email and post. The details of Study 1 and Study 2 are presented in 

Sections 3.3, and 3.4, respectively.  
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Figure 3.1. Data Collection Flow for the Thesis 

3.2.1 Paradigm Rationale: Pragmatic Perspective 

The concept of ‘paradigm’ has been introduced in the social science literature since 1970. This 

concept is used to define “a cluster of beliefs and dictates which for scientists in a particular 

discipline influence what should be studied, how research should be done, how results should be 

interpreted” (Bryman & Bell, 2007, p. 25). More specifically, this term is also referred to as “a 

set of basic beliefs that guides action” (Guba & Lincoln, 1994). Included in the beliefs are 

systems of thinking, basic assumptions, research problems, and research techniques that imply a 

research methodology (Neuman, 2006).  

Discussion on paradigms in the social sciences revolves around the following: positivist/post-

positive, interpretive/constructive, critical/transformative, and pragmatic (e.g., Denzin & 

Lincoln, 2005; N. Mackenzie & Knipe, 2006). Many researchers have discussed which 

underlying paradigm is more appropriate for each research method. Although paradigms differ, 

each approach is interrelated by a set of ontological, epistemological, and methodological 

underpinnings (Lincoln & Guba, 1985). Considering this set of interrelationships, a number of 

mixed methods research methodologies suggest that mixed methods research is principally 

associated with the paradigm of pragmatism. For instance, Johnson and Onwuegbuzie (2004, 

p.17) argue that mixed methods research has “moved past paradigm wars by offering logical and 

practical alternatives”. Teddlie and Tashakkori (2009, p. 7) explain pragmatic research as, “a 

deconstructive paradigm that debunks concepts such as ‘truth’ and ‘reality’ and focuses instead 

on ‘what works’ as the truth regarding the research questions under investigation”. In addition, 
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Johnson and Onwuegbuzie (2004, p.17) argue that researchers should follow several 

characteristics of pragmatism. Table 3.1 illustrates a list of these characteristics.  

Table 3.1. 

General Characteristics of Pragmatism 

1) Pragmatism places high regard on the reality and influence of the inner world of 

human experience in action. 

2) Pragmatism advocates using both qualitative and quantitative methods in a single 

study and rejects their incompatibility.  

3) Pragmatism prefers action to philosophizing and endorses ‘practical theory’. 

4) Pragmatism recognises the existence and importance of the natural or physical world 

that include language, culture, human institutions, and subjective thoughts. 

5) Pragmatism takes an explicitly value-oriented approach to research that is derived 

from cultural values and specifically endorses shared values, such as democracy, 

freedom, equality, and progress. 

Source: Johnson and Onwuegbuzie (2004, p. 18); Teddlie and Tashakkori (2009, p. 74) 

The pragmatist also chooses the approach that is best suited for their particular research problem 

(Tashakkori & Teddlie, 2008). This study has taken this approach and the choice of mixed 

methods approach was based on the desire to investigate what factors influence hotels in 

Thailand to engage in CSR. This research problem requires both a broader understanding of the 

phenomenon being studied as well as a generalisation of the respective population. Therefore, 

both qualitative and quantitative methods were selected for this thesis. This choice of a mixed 

methods design is discussed next.  

3.2.2 Justification of a Mixed Methods Design 

This research adopted a mixed methods approach to investigate the research problem. In general, 

mixed methods research is defined by Johnson, Onwuegbuzie, and Turner (2007, p. 123) as “the 

type of research in which a researcher or team of researchers combines elements of qualitative 

and quantitative research approaches for the broad purposes of breadth and depth of 

understanding and corroboration”. These elements include the use of qualitative and quantitative 

viewpoints and the integration of the data at one or more stages in the process of research 

(Creswell, Plano Clark, Gutmann, & Hanson, 2008). 
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Compared to a single-method study, the use of a mixed methods approach results in a better 

understanding of the research problem being studied (Plano Clark et al., 2008). That is, 

researchers can use the strength of additional methods to overcome the weaknesses in another 

method by using a mixed methods approach (Johnson & Onwuegbuzie, 2004). In addition, 

multiple perspectives obtained from combining both qualitative and quantitative data can be used 

to corroborate strong conclusions and can facilitate the incremental building of knowledge 

(Creswell et al., 2008). However, several challenges must be addressed when conducting mixed 

methods research. Table 3.2 presents a summary of the strengths and weaknesses of mixed 

methods research.  

Table 3.2. 

Synthesis of Strengths and Weaknesses of Mixed Methods Research 

Strength Weakness 

 Answer a broader and more complete range 

of research questions. 

 Difficult for a single researcher to carry out 

both qualitative and quantitative research. 

 Use the strengths of an additional method to 

overcome the weaknesses in another method. 

 Researcher needs to have experience in both 

qualitative and quantitative approaches. 

 Provide stronger evidence for a conclusion.  Requires time to implement data collection 

and to report data analyses. 

 Add insights and understanding that might be 

missed when only a single method is used. 

 Requires more funding, and more 

expensive than single method study. 

 Increase the generalisability of the results.  

Source: Johnson and Onwuegbuzie (2004, p. 21); Plano Clark et al. (2008) 

The purposes of combining qualitative and quantitative approaches are various. Tashakkori and 

Teddlie (2008) suggest that the researcher should identify the aim of conducting such research 

from the start. In order to choose an appropriate research design, (Greene, Caracelli, & Graham, 

1989) listed five purposes for employing mixed methods research. First, triangulation, which 

seeks convergence of results, is achievable. Second, using mixed methods gives complementarity 

because it seeks elaboration of results from one method with the results from the other. Third, 

there is development when the results from the first method are used to inform the other method. 

Fourth, initiation occurs because using mixed methods seeks to discover new perspectives by 
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reorganising results from one method with results from the other method. Fifth, expansion is 

achievable because breadth and scope is added to a study by using different methods for different 

components.  

Several decisions need to be considered before undertaking a mixed method study (e.g., Creswell 

& Plano Clark, 2007; Tashakkori & Teddlie, 2008). Considerations suggested by Creswell and 

Plano Clark (2007) include the relative weight of the qualitative and quantitative approaches, the 

timing of the use of collected data, and the approach to mixing two datasets. The first choice is to 

decide the sequence of the method approach. That is, the researcher may choose to give priority 

to either the qualitative or quantitative study in order to provide more insight into the 

phenomenon of study. The second choice is to consider whether the data is collected at the same 

time (concurrent design) or one followed by the other (sequential design). The answers to this 

question result in two ways of designing mixed methods research. That is, a concurrent design is 

appropriate when the purpose of the research is to take advantage of data triangulation or 

embedded results. On the other hand, in the sequential design, the researcher can collect one type 

of data and use the information before conducting the other type of data. The third choice is 

related to mixing the data derived from two different methods. The researcher may consider 

integrating the data findings at the data collection stage, during data analysis, or at the 

interpretation stage.  

Although several decisions are required prior to conducting mixed methods research, there are 

similarities among these choices. In this thesis, the sequential mixed methods design was 

adopted due to the research problem to be investigated. This design allowed the findings in one 

type of data to be used in the development of the next phase (Teddlie & Tashakkori, 2009). 

Using a similar approach, the main purpose of the first phase of this study was to use the 

qualitative data to support the development of the main survey instrument. As potential 

determinants derived from the literature were not adequate, the qualitative information was used 

to provide a more comprehensive view of CSR engagement within the Thai hotel context as well 

as to ensure the measurements for the main quantitative study were appropriate. Thus, in this 

thesis, qualitative data was first collected and analysed, followed by a quantitative study, as can 

be seen from Figure 3.2.  
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Figure 3.2. Sequence of the Research  

Source: Adapted from Creswell and Plano Clark (2007, p. 53) 
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3.2.3 Choice of Qualitative Data Collection Technique – Depth Interviews 

This section provides the rationale for the choice of depth interviews as the technique for 

collecting qualitative data. There is a wide range of techniques that can be selected for 

qualitative data collection. Various techniques through which qualitative data can be obtained are 

focus groups, observations or interviews. A depth interview is defined as a one-to-one method of 

data collection and refers to a conversation with a purpose to gain insights into the research 

issues from the perspectives of the interviewees (Hennink, Hutter, & Bailey, 2011). The 

interviews provide opportunities for exploring and understanding meanings in depth (Arksey & 

Knight, 1999). That is, researchers can gain rich and detailed information from the respondents 

through the interviews. A brief explanation is provided for why depth interviews are preferred 

over other qualitative techniques in the following paragraphs. Further details are also provided in 

Section 3.3. 

The approach of utilising depth interviews is preferable over the focus group technique when the 

researcher desires to gain a deeper and better understanding of the participants’ meaning 

(Legard, Keegan, & Ward, 2003). Particularly in Thai culture, individuals have a strong sense of 

hierarchy that can easily limit the possibility of comprehensive discussion among group 

participants. Moreover, Thai people are generally of a shy nature, and lack confidence when 

expressing their beliefs and opinions in front of other people. As focus group studies are known 

to have a tendency to be dominated by strong personalities, they are susceptible to bias and 

difficult to moderate (Malhotra, 2010). The researcher could also face the problem of self-

monitoring in focus groups, where in order to impress other people in the group, high self-

monitors are likely to maintain a positive image and abide by everything that others say, so that 

they are liked (Sanderson, 2010). In addition, in terms of the availability of the interviewees, it is 

difficult to invite senior managers and arrange a focus group within a specified time. 

Observation is another choice of qualitative data collection techniques. The technique of 

observation involves collecting data in real time through a systematic process of observing 

respondents (Malhotra, 2010). The disadvantages of the observation technique is that it is time 

consuming, only focuses on the present situation, is not particularly suitable for opinion/attitude 

enquiry, and does not work well with large groups (Jennings, 2010). Therefore, the researcher 

came to the conclusion that the qualitative technique of depth interviews was the most suitable 

qualitative technique to collect data for the Thai hotel context.  
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Within the realm of interviews, there could be three kinds of interviews namely, structured, 

semi-structured, and unstructured interviews (Jennings, 2010). The structured interview is a 

mostly mechanical type of interview with a standardised set of questions under the researcher’s 

control, whereas in the unstructured interviewing process the control is given to participants 

(Corbin & Morse, 2003). The semi-structured interview is based on the use of an interview 

guide, which refers to a written list of questions and topics that need to be covered in a particular 

order (Bernard, 2000). This kind of interview allows interviewers to have a common core of 

questions to assist in maintaining a focused approach with each participant, while at the same 

time having the opportunity to follow more interesting parts of interviewee experiences 

(Jennings, 2010).  

Further reasons identified to utilise semi-structured interviews were that the discussion of key 

studies identified in Section 2.5 highlighted the need for a qualitative approach that provides 

further understanding of the reasons for CSR engagement. Also, the nature of the qualitative 

approach provides a more in-depth exploration of the study participants, including their 

underlying attitudes and behaviour regarding the phenomenon to be investigated (Ritchie, 2003). 

In addition, the nature of the qualitative approach allows the researcher to explore a topic when 

the variables in the study are not yet well known (Creswell, 2009). From this perspective, the 

aim of utilising a qualitative study in this thesis was to gain better understanding of the nature of 

CSR engagement as well as the perceived reasons for engaging in CSR within the Thai hotel 

sector. Conducting a qualitative study provided further insights into the dynamics of actual CSR 

practices within the Thai hotel sector. Additionally, the primary purpose of utilising this 

qualitative information was to assist in scale refinement for the main survey development. While 

only a few studies have explored what leads to CSR practices from the perspective of developing 

countries, there was a need to affirm the appropriateness of the constructs being measured in the 

Thai context, especially culturally sensitive measures, such as personal values. In summary, 

undertaking a series of interviews prior to a major survey of hotel managers was considered a 

prudent and valued step.  
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3.2.4 Choice of Quantitative Data Collection Technique – Self-administered Survey  

This section presents the rationale for the choice of the quantitative data collection technique 

used in this study. For the quantitative study, data was obtained through a self-administered 

survey using online and mail modes of administration. The survey method has been the most 

frequently employed research design in the hospitality industry (Baloglu & Assante, 1999). This 

approach is commonly used to obtain data from a large population, to ask many people about 

self-reported beliefs or behaviour, and to allow many questions to be asked at one time (Neuman, 

2006). There are several advantages of surveys. That is, data obtained from questionnaire 

surveys are relatively reliable because the responses are limited to the pre-coded answers and 

data analysis is relatively more straightforward (Malhotra, 2010).  

There are several modes of survey administration: online, mail, and on-site surveys. First, many 

researchers have conducted online surveys in the tourism context and it has been found that this 

survey mode has several advantages such as low cost, efficiency, and fast response time (Hung 

& Law, 2011). However, this technique is limited to potential respondents who have internet 

access. Second, it has been found that mail surveys are the most frequently used mode of survey 

administration in hospitality research (Baloglu & Assante, 1999). Third, on-site surveys are a 

useful technique that gives respondents the opportunity to clarify if they have questions 

regarding the survey; however, it is time consuming and expensive (Bernard, 2000). Given the 

size of the sample required for the quantitative study across the whole of Thailand, face-to-face 

surveys were not considered viable. Further, Section 3.4 describes the participant selection, the 

instrument development, and survey procedure in more detail.  

3.3 STUDY 1: Depth Interviews 

In the previous section, an overview of the choice of the qualitative approach was provided. This 

section provides the rationale for utilising semi-structured interviews. In general, interviews can 

reveal evidence of the nature of the phenomena under investigation, including the contexts and 

situations in which it emerges as well as insights into the cultural frames people use to make 

sense of these experiences (Miller & Glassner, 2011). Therefore, this study canvassed the views 

of knowledgeable persons heavily involved in CSR engagement within the Thai hotel industry. 

The following sub-sections describe the use of interviews in terms of a data collection 

instrument, participant selection, and the procedures implemented for qualitative data collection.  
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3.3.1 Instrument: Semi-Structured Interviews  

Various techniques can be used for qualitative data collection, such as case studies, focus groups, 

and in-depth interviews. A key feature of conducting focus groups is that data emerges through 

the interaction between the group participants (Finch & Lewis, 2003). However, individual 

interviews permit the researcher to fully explore all the factors that underpin participants’ 

answers, and to obtain a deeper and better understanding of participants’ meaning (Legard et al., 

2003). Moreover, the advantage of using one-to-one interviews is that it is more convenient to 

make appointments individually rather than meeting a group of participants at the same time. For 

this reason, individual interviews were undertaken in this study to explore the nature of CSR 

engagement and the perceived reasons for engaging in CSR within the Thai hotel sector.  

Utilising semi-structured interviews as a qualitative data collection technique in this study 

allowed flexibility in probing the interviewees for further information (Arthur & Nazroo, 2003). 

In order to utilise the benefits from using semi-structured interviews, an interview guide was 

developed to provide a written list of questions and topics to be covered (Bernard, 2000). The set 

of interview questions was developed based on a review of existing CSR literature, and the 

interview guide was used to provide the researcher with a set of standard questions to follow. 

However, the sequencing of the questions was left open in order to accommodate the interview 

procedure. That is, some questions might need further probing in relation to unprompted 

responses from the interviewees. In addition, the questions were all open-ended questions. Some 

questions led to closed answers by the interviewees; further probing was used to open more 

discussions. The semi-structured structure also allowed for some questions to be spontaneously 

added, depending on the conversations and experiences shared by the interviewees. Notes were 

taken to collect any details that could not be audio recorded, such as interviewees’ facial 

expression and interactions. 

Before commencing the data collection, the questions on the interview guide were pre-tested 

with three professional contacts within the hotel industry over the telephone. This procedure 

provided an opportunity to become familiar with key question areas and to gain feedback for the 

question setting. As a result of pre-testing the questions, some questions were added. For 

instance, how important did you find these activities to be to the hotel? Then, the revised 

interview guide was divided into three sections, starting with general questions to open up the 

conversation, specific questions framed around why the hotels had undertaken the CSR 
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activities, and further questions to gain contextual information about hotels’ CSR environments. 

Figure 3.3 illustrates the interview guide used for the interviews. 

It is essential that the interviewer establish trustworthiness, which is seen as the key in 

qualitative data collection. Lincoln and Guba (1985) recommended various techniques 

researchers could implement to meet the trustworthiness criterion in order to enhance the 

credibility of the researcher. For instance, the researcher should incorporate the process of 

reflecting deep into the data, and invest sufficient time to be certain that the context is thoroughly 

understood by the interviewee. This process can be enhanced by producing field notes and 

making interpretations, and provides a basis that continuously deals with personal distortion. In 

addition, researchers should be persistent in observing the phenomenon to identify elements that 

might be salient. The processes of carrying out tentative identification and describing detailed 

exploration may satisfy the trustworthiness criterion.  

 

Figure 3.3. An Example of the Interview Guide in English Version  
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3.3.2 Participant Selection and Data Collection 

Qualitative researchers commonly use a non-probability sample to select the research population. 

A range of non-probability sampling approaches can be chosen, such as purposive, convenience, 

and snowballing samplings. The purposive sampling technique is defined as the criteria of 

selecting units which provide information needed for answering the research questions (Teddlie 

& Yu, 2007). In addition, the sample was drawn from reliable government sources, the Tourism 

Authority of Thailand and the Thai Hotels Association, to ensure of the appropriate 

representativeness of the hotel sector in Thailand. The top four cities representing four different 

regions in Thailand were selected as per high tourist destinations in Thailand. Based on statistics 

from the Tourism Authority of Thailand, Chiang Mai was selected to represent the Northern 

region; Khon Kaen the North-East; Bangkok for Central Thailand; and Koh Samui for the 

Southern region. 

In addition, a snowball sampling, or network chain referral, was utilised by seeking further 

potential participants based on referrals (Neuman, 2006). That is, participants were chosen from 

the referrals of friends, colleagues, and the local offices of the Tourism Authority of Thailand. 

This referral procedure was helpful in gaining access to key participants who were actively 

involved in CSR activities. An advantage of snowball recruitment is that potential participants 

are likely to be from the same social networks and operate within similar social contexts as the 

other participants (Hennink et al., 2011). Thus, the snowball technique should be used together 

with other participant recruitment methods.  

As stated earlier, the purpose of a qualitative approach is to gain further understanding of the 

nature of CSR practices, and the reasons behind these activities in the Thai hotel sector. The 

main issue initially experienced during the interview stage was related to organising interviews 

with the top-level executives and managers. However, Sheldon and Park (2011) found that 

general managers and departmental managers were in charge of many CSR decisions, such as 

allocation of resources for donations. Nevertheless, Sheldon and Park conducted their research in 

the United States. It has been found that in Asia, often the person who managed CSR within their 

organisation could be an employee with a range of job titles (CSR Asia, 2009). These positions 

included community relations or public relations positions, amongst others. From this 

perspective, the process of selecting participants emphasised the need to recruit key persons who 

were directly involved with hotels’ CSR engagement.  
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3.3.3 Interview Procedure 

The majority of potential participants were first contacted by phone to discuss the possibility of 

collecting information regarding CSR in the hotels. The telephone operators were the first point 

of contact in the hotels. General questions were asked of the operators to gather information on 

the hotel’s involvement in CSR and the main person responsible for CSR. Mostly, the operators 

directed the call to the HR Department, where HR officers were the first point of contact in the 

HR department. The HR officers then passed the information regarding the set-up of interviews 

to the HR Managers. Once the HR Managers confirmed the date and time of the interview, the 

interview packages were sent via email as an official invitation to the hotels to participate, as 

well as to request authority to proceed with the interviews. Then, the interview sessions were 

confirmed either via email or telephone.  

The average interview time was approximately 45-60 minutes. Each interview session was 

conducted according to the interview procedure as follows. First, general information about the 

research was given to the interviewees, such as the purpose of the interview, the use of the data, 

the confidentiality of the data, and seeking permission to use a digital recorder. This introduction 

part also outlined the information required from the interviewees and that the interviews were 

conducted on the basis of anonymity. The participants were then thanked in advance for 

participating in the interviews and contributing their time by sharing the information. Then, the 

initial conversation was carried out utilising the questions in the interview guide. The 

conversation topic started with the CSR activities that participants had implemented and were 

involved in. Further probing questions were also asked if needed in order to acquire more details 

about the activities and the importance of these activities. Not all the questions in the interview 

guide were asked in every interview, as there were often interesting stories to probe further with 

participants. 

Throughout the conversations, the researcher showed genuine appreciation for what the 

participants contributed to society and the environment. The interviewees were continuously 

probed to share any further details about their experiences that they could recall. The technique 

of probing further also proved to be beneficial as it directed the participants to recall some 

instances in depth that they otherwise might have skipped. When the interview session 

concluded, the researcher requested the interviewees recommend other hotels that had been 

actively participating in CSR activities for potential participation in the study. After the 
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interviews, the researcher spent 20 minutes reflecting on the notes made. These reflections were 

to recall statements that matched with the concept frames proposed in Chapter 2, and to make 

notes on issues that should be asked for the subsequent interviews. The notes also included some 

expressions during the interviews that could not be digitally recorded. For instance, tears, serious 

faces when talking about some issues, and some statements that were passionately expressed.  

3.3.4 Data Analysis 

Thematic analysis was utilised to identify, analyse, and report different patterns of responses 

(Braun & Clarke, 2006). Data was fully transcribed and then translated into English. The 

transcribed interviews were coded using the Text Analysis Markup System for Macintosh 

(TAMS), following the guidelines produced by Warters (2005). This software is an open source 

for the Macintosh qualitative research tool. Analysis of the interview transcripts then proceeded 

through several stages, as recommended by Braun and Clarke (2006). The process of thematic 

analysis started when the researcher began to look for patterns of responses and potential issues 

of interest that offered further insights into the issues.  

The transcripts were coded using thematic analysis, largely within the pre-established concepts 

derived from the review of the literature. Each theme captured several aspects related to the 

nature of hotels’ CSR practices and reasons for engaging in CSR. The transcripts were reviewed 

and read several times to ensure that the statements under each theme and category were 

consistent. Consequently, several themes emerged from the interview data. These themes were 

then integrated, with the coding guided by the pre-established dimensions proposed in the 

literature, to narrow the analysis of the themes. In order to enhance credibility, independent 

researchers reviewed the initial coding statements in association with the defined categories. This 

approach was used to check the consistency of the coding statements with their underlying 

themes from the perspective of the external researchers, who had fresh eyes, and to ensure the 

coding agreements or disagreements with interpretation. Some aspects suggested by these 

researchers were useful to highlight the interview findings and to provide further interpretations 

in the writing-up process for the qualitative study in Chapter 4. Overall, the process of analysing 

the qualitative data involved constantly moving back and forth between the entire data set, the 

coded extracts of data, and the analyses of the data that were being produced. After sorting the 

interview data into several categories, themes were defined, and data from the interviews was 
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reported regarding the meaning of the response patterns as well as the interpretations, as can be 

seen in Section 4.2. 

3.4 STUDY 2: A Quantitative Approach 

In this section, a description of the procedure for quantitative data collection is provided. Self-

administered questionnaires are one of the major methods in social survey research (Babbie, 

2013). This approach allows the breadth of coverage of many people to obtain data based on its 

representativeness and can be generalisable to a population (Kelley, Clark, Brown, & Sitzia, 

2003). It also allows respondents to complete the questionnaire at their own pace (Malhotra, 

2010). In addition, the data collection can be designed to obtain data through the different modes 

of survey administration, and in the case of this study, through online and mail surveys. This 

practice has been found to capture data effectively in several previously published studies (e.g., 

Chomvilailuk & Butcher, 2013). The first mode of survey distribution was online, in order to 

capture potential respondents who had internet access. The mail mode was used to capture 

participants who did not provide email addresses for a database collected by the local offices of 

the Tourism Authority of Thailand. The following sub-sections describe and justify the survey 

instrument development, sampling selection, data procedures, and data analysis for the 

quantitative study. 

3.4.1 Instrument development 

In this section, the details of 1) the scale development process; 2) the measurement scales; 3) 

questionnaire testing; and 4) questionnaire design are provided. The study developed multi-item 

measurement scales by adapting and extending existing scales from the literature. That is, 

previously published scales were used as a basis for each scale and statements were subsequently 

adapted to suit the Thai hotel context and/or were extended to reflect revised scale definition, as 

informed by the qualitative data. In regard to the instrument development, five latent constructs 

were proposed in the conceptual model. Four constructs reflected independent variables while 

the fifth construct was the dependent variable. The process that was undertaken to develop the 

survey questionnaire to measure each of these five constructs is presented in this section together 

with the procedures for substantial testing of the instrument.  
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3.4.1.1 Scale Development Process 

Since the proposed conceptual model consisted of the five constructs being measured, these 

constructs were primarily adapted from existing scales in the literature. New insights from the 

interview findings in Study 1 were also utilised in the scale refinement and to assist in 

developing conceptual definitions to suit the Thai hotel context. A systematic and transparent 

process of developing measurement scales is important in survey research as it provides clear 

guidelines to develop appropriate measures to capture the constructs. There were four key steps 

for improving the measurement scales, as suggested by Netemeyer, Bearden, and Sharma (2003). 

First, the constructs to be measured needed to be clearly defined. This step involved the 

integration of the results of the in-depth interviews with the tentative definitions of the constructs 

derived from the literature, as can be seen in Table 3.3. Second, existing scales were selected 

where appropriate to provide a foundation measure and items were extended to capture the 

essence and context of the construct. Here, it is anticipated that new insights from the interviews 

will be considered, as can be seen in Section 4.3. Third, the process of refining the measurement 

of all the constructs was assisted through an expert independent review to assess aspects of 

validity. Lastly, several pre-tests and pilot-tests were conducted to assist in the process of 

finalising the items and preparing the survey instrument for administration. 

Table 3.3. 

Tentative Definition and Measures for Constructs  

Constructs/ 

Dimensions 
Definitions 

Partially 

developed from 

existing scales  

Strategic 

Benefits 

Potential benefits from CSR ranging from cost savings, 

improving image, and competitive advantage. 

 

Cost savings Potential benefits to be derived from CSR, such as improving 

operation efficiency, and gaining profits. 

H. Quazi et al. 

(2001)  

Improving 

image 

Potential benefits of CSR that improve hotel image for 

society. 

J. Park, Kim, and 

McCleary (2014) 

Competitive 

advantage 

Potential benefits of CSR that set businesses apart from their 

competitors. 

López-Gamero et 

al. (2011) 
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Table 3.3. 

Tentative Definition and Measures for Constructs (continued)  

Constructs/ 

Dimensions 
Definitions 

Partially 

developed from 

existing scales  

Personal 

Values  

Internal orientations arising from the beliefs of moral 

obligation, and merit-making. 

 

Moral 

obligation 

An individual’s belief to engage in CSR that is activated by 

his/her feelings of moral obligation towards society. 

Vinning and Ebreo 

(1992) 

Merit-

Making 

An individual’s belief that undertaking CSR is about making 

merit, feeling pleasure, and giving generously without 

expecting anything in return. 

Vitell and Paolillo 

(2003) 

Stakeholder 

Expectations  

Pressure stemming from key stakeholders to engage in CSR 

such as government administration, customers, tour operators 

and other stakeholders. 

 

Stakeholder 

pressure 

Pressure stemming from other key stakeholders outside the 

hotels, such as customers, and tour operators. 

Dennis et al. (2009) 

Coercive 

pressure 

Pressure stemming from government administration and 

future rule/regulation. 

Kasim and Ismail 

(2011) 

Perceived 

Control  

Perceived confidence in undertaking CSR through 

availability and suitability of resources, capabilities and 

decision making power. 

Kaft, Rise, Sutton, 

and Roysamb 

(2005) 

CSR 

Engagement 

The level of the business response to social, cultural and 

environmental issues, including their reasoning and 

motivation for managing and adopting policies, practices and 

future intentions. 

 

CSR Policy The degree to which hotels developed social and 

environmental policy framework encompassing clear goals. 

Chan and Wong 

(2006) 

Current 

Practices 

Any activity that demonstrates the inclusion of social and 

environmental concerns in business operations and in 

voluntary interactions with stakeholders. 

Sheldon and Park 

(2011) 

Future 

Intentions 

The likelihood of hotel managers to undertake CSR activities 

in the future. 

Hsu and Huang 

(2012) 
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3.4.1.2 Measurement Scales 

A series of multi-item scales was developed to measure all five constructs proposed in this study. 

The use of multiple indicators or a multi-item scale means two or more items are employed for 

each construct (Neuman, 2006). The rationale for using multiple items to measure each construct 

is based on two reasons. First, using multiple items to measure constructs provides more survey 

questions for the participants to answer and the researchers can use each question to cover 

different facets of the constructs to be measured (Bryman & Bell, 2007). Second, the researchers 

may overcome the issue of measurement errors (Churchill, 1979). That is, multi-item scales are 

more reliable than using a single indicator (Neuman, 2006). In addition, the number of items 

used to measure each construct depends on how narrowly the construct was defined. Hence, this 

study follows the recommendation from Ajzen (2011) that seven to ten items be employed 

initially for each construct. Given that the aim was to develop appropriate and parsimonious 

scales, this approach provided a degree of latitude in selecting the best items to indicate the 

construct. 

The most widely used scale format for questionnaires used in social science research is the Likert 

scale, including business applications (DeVellis, 2012). The Likert scale is represented by 

several points along a continuum that measures the level of agreement, frequency or importance 

of a group of attributes (Hinkin, Tracey, & Enz, 1997). The format of a rating Likert scale 

consists of two major components: the number of response categories to be offered, and the 

labelling of the response categories (Weijters, Cabooter, & Schillewaert, 2010). A ‘5-’ or ‘7-’ 

point Likert type scale was used for the majority of scale statements. Researchers use different 

rating scale formats with varying numbers of response categories and varying label formats. For 

example, a 7-point Likert rating scale is anchored by 1 = ‘strongly disagree and 7 = ‘strongly 

agree’. Choosing an appropriate format for a particular scale is essential.  

Using a 7-point Likert type scale is a common practice in questionnaires (Babbie, 2013). That is, 

it provides more choices for respondents to indicate accurate information (DeVellis, 2012). In 

addition, labelling scales may completely reduce the risk of mis-responses (Neuman, 2006). 

Therefore, the Likert scale response format used in this survey was 7-point scales ranging from 

strongly agree to strongly disagree. For example, 1 = strongly disagree, 2 = disagree, 3 = 

slightly disagree, 4 = neutral, 5 = slightly agree, 6 = agree, and 7 = strongly agree.  



 

 

80 

Furthermore, reliability and validity are important aspects of measurement scales. The reliability 

of measures is defined as the extent to which measures are free from random errors (Malhotra, 

2010). In addition, there are several ways to increase the reliability of the constructs. These ways 

include clearly conceptualising the constructs, using a precise level of measurement, utilising 

multi-item scales, and pretesting the survey instrument (Neuman, 2006). Moreover, the validity 

of measures is concerned with whether a scale is adequately measured and accurately reflects the 

concept (de Vaus, 1995). There are several ways to ensure the validity of the measures. For 

example, face validity is achieved by asking whether a measure makes sense on the face of it 

(Bernard, 2000). Content validity checks whether a measure covers the range of meaning 

included within a concept (Babbie, 2013). Three simple ways to improve the validity of scales 

include the researcher ensuring that the items measuring the constructs represent the concept 

domain, that items should be screened by an expert panel in the area, and a pilot test should be 

conducted to refine the scales (Netemeyer et al., 2003). 

3.4.1.3 Evaluation and testing of Questionnaire 

Testing the survey instrument prior to its administration is essential in survey research (Singh, 

2007). The approach helps to increase the feasibility of the survey instrument (van Teijlingen & 

Hundley, 2001) and it can enable the researcher to identify potential problems and revise 

ambiguous questions (Singh, 2007). Pre-tests can enhance the reliability and validity of the 

statements used in the questionnaire by ensuring they are clear and easily understood (Bryman & 

Bell, 2007). Therefore, the survey instrument developed in this study employed several pre-tests 

and pilot-tests to enhance the quality of the instrument before distributing the questionnaires to 

potential participants.  

There were four stages in pre-testing the survey instrument before administration. First, an expert 

panel was employed to ensure the content and face validity for each construct. Appendix A 

illustrates the scale item review form for academic staff and PhD students from Griffith 

University. After the expert panel reviewed the statements in each construct, these statements 

were then revised by the researchers if there were changes suggested by the reviewers. The 

statements were then organised into the questionnaire. As the questionnaire was designed in 

English, it needed to be translated into Thai, and this was done using an official translator from 

the Faculty of Liberal Arts at the Prince of Songkla University. Second, another expert panel of 

academic staff from Prince of Songkla University, who were fluent in both languages, reviewed 
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the translated version of the questionnaire to ensure the accuracy of the translation. A blind 

translation-back-translation method was also used, as suggested by Brislin (1976), to ensure that 

both versions were the same. Third, as there were several questions in the survey, two sets of 

questions relating to the measurements of CSR engagement and stakeholder expectations were 

reviewed by an industry expert panel. This panel was used to clarify whether the questions were 

clear and had no confusion. Finally, another two sets of questions relating to the measurement of 

strategic benefits and personal values were tested with MBA students from the Prince of Songkla 

University. 

3.4.1.4 Questionnaire Design 

The design of the questionnaires involved the completion of the measurement scale refinement 

and the preliminary testing of the survey instrument as discussed in the previous section. In 

addition, special attention was paid to the questionnaire format and layout. This is because poor 

format and layout may affect the quality of the data, as the respondents could be unwilling to 

answer the questionnaire (Malhotra, 2010). Moreover, questions should be randomly spread 

throughout the instrument in order to avoid social desirability bias and inappropriate answers (de 

Vaus, 2002). This bias is likely to affect self-reported normative outcomes that seek social 

approval for the behaviour (Fisher, 1993). That is, respondents tend to answer positively to 

socially desirable behaviour, but deny socially undesirable behaviours (Zerbe & Paulhus, 1987). 

This tendency may occur in the self-administered questionnaire to some extent. To obtain 

appropriate responses, a pre-test conducted with an expert panel, as described in the previous 

section, was undertaken. This is because a well-designed questionnaire can increase the response 

rate by ensuring that the questionnaire was accurate, clear, and easy for respondents to follow 

without supervision. 

The questionnaire had the same design and format for both the online and postal surveys and the 

questions were organised in the same order. An online survey software program, Qualtrics, was 

used to create the questionnaire. The program was useful in organising the questions so they 

were spaced evenly on each page. This was the same in the postal questionnaire in which plenty 

of white space was provided so the questions were not too cluttered. Both the English and Thai 

versions of the questionnaire are shown in Appendices F and G, respectively. The respondents 

received a survey package consisting of four main parts: a welcome message, a set of hotel 

information questions, personal information questions, and a lucky draw. 
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The first section, a welcome message, was presented followed by an information sheet providing 

participants with details of the research topic and its purpose, together with ethics information. 

This welcome message was important as it assured potential respondents of their anonymity and 

confidentiality, thus enhancing their willingness to proceed in completing the survey questions. 

The second section comprised questions about the hotels. Respondents were asked for details 

about their hotels, such as the number of employees, star rating, and ownership type. In this part, 

ten questions were asked to obtain basic hotel characteristics. Next, the third section was 

designed to gain information from respondents about their level of agreement regarding CSR. 

This section was the main section of the questionnaire consisting of two parts: hotel level of CSR 

engagement and determining factors for engaging in CSR. The first part in this section contained 

three questions that asked respondents to select the types of CSR practices that their hotel had 

engaged in. The second part comprised of 81 statements that measured determining factors for 

CSR engagement. This study adopted a 7-point Likert scale to record the respondent’s level of 

agreement for each statement in this part. The scale points ranged from ‘strongly disagree’ to 

‘strongly agree’ (i.e., 1 = strongly disagree, 2 = disagree, 3 = slightly disagree, 4 = neutral, 5 = 

slightly agree, 6 = agree, and 7 = strongly agree). Last, the fourth section included five personal 

information questions which were gender, age, religion, education, and income. This information 

was used to profile characteristics of the total sample.  

3.4.2 Sampling Selection and Data Collection Procedures  

Procedures for selecting the sample for the quantitative study are discussed in this section. The 

discussion highlights two main issues relating to the sampling design process: the target 

population and sample size. In order to provide appropriate answers to the proposed research 

questions, the quality of a sample can be considered from its representativeness of the key 

characteristics of the population under study. In addition, categorising units of analysis is an 

important consideration in order to identify what is being studied (Babbie, 2013). Previous 

studies investigating CSR determinants collected data from individuals representing hotels, such 

as marketing managers (El Dief & Font, 2010) and chief engineers (El Dief & Font, 2012). 

Similarly, Chan and Wong (2006) sent questionnaires to different departmental managers who 

were highly involved in planning and implementing the environmental management systems in 

the hotels. Hence, the unit of analysis for this study was an individual within a hotel holding a 

management position, who was employed to manage CSR work and had responsibilities 

regarding CSR within their accommodation properties. Accordingly, the potential participants 
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seemed to be owners, general managers, senior managers or functional managers who were in 

the management position.  

The target population was owners or managers in the management position of 3-5 start hotel 

properties in Thailand. A list of all hotel properties in Thailand was obtained from the National 

Statistical Office (2012) and the local offices of the Tourism Authority of Thailand. These lists 

covered all tourist accommodations in Thailand with a total population of 5,420 properties 

registered in 2010. Sending questionnaires to every unit of analysis in the population is often 

impractical as doing so would have required additional resources and time (de Vaus, 1995). The 

sampling method was a convenience sampling approach which is a very common approach in 

the field of business and management due to the advantage of accessibility (Bryman & Bell, 

2007). However, it is also important to ensure that the sample represents the population 

(Neuman, 2011). Therefore, the sample size was 2,460 of 3-5 star hotel properties listed in the 

TAT.  

In general, there are several criteria to determine sample size. A large sample size is required for 

quantitative research when it involves many variables and uses sophisticated analysis techniques 

(Malhotra, 2010). While different statistical analyses require a minimum sample size, an 

appropriate sample size was chosen based on the statistical analysis planned for the study. For 

example, using factor analysis requires at least 300 respondents, as suggested by Tabachnick and 

Fidell (2007). For regression analysis, Field (2013) suggests fifteen cases per predictor. Hair, 

Black, Babin, and Anderson (2010) suggest that sixteen cases of data for an observed variable 

are required in the case of confirmatory factor analysis (CFA). As multiple regression analysis 

was a major analytical technique used in this thesis for the hypotheses testing, the researcher had 

to ensure that a suitable sample size for performing regression analysis was obtained. 

Accordingly, this study required a minimum sample size of 300 respondents to permit the 

statistical analyses, including factor analysis, CFA, and regression analysis. 

The survey was administered to hotel accommodation properties in Thailand between February-

April, 2013. The initial plan was for both online and postal surveys. The first mode commenced 

with the online survey as it was quick and cheap. In addition, on the aspect of the reading and 

writing skills of the target population (Fowler, 2002), the respondents were at the manager level 

and higher. Therefore they had high computer and literacy skills and access to the internet, 

making this approach convenient. There were 1,500 hotels with email addresses and 960 hotels 
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with only postal addresses. Accordingly, an email invitation with the survey link was sent for the 

online survey. A survey package, which included cover letter, information sheet and 

questionnaire, was delivered to the hotels which had only their postal address.  

3.4.3 Data Analysis  

This section provides the details of the data preparation, preliminary analysis, and major 

analytical techniques for the analysis of the quantitative data in this study. That is, the data was 

firstly screened to ensure that missing values and outliers were identified and resolved. Then, 

preliminary tests were conducted to ensure several assumptions of key analytical techniques 

were met. After screening the data and conducting preliminary tests, further analytical 

techniques were used to test the hypotheses. The results of the hypotheses are reported in Section 

5.5. To analyse the quantitative data, the Statistical Package for Social Sciences (SPSS) version 

21, and the Analysis of Moment Structures (AMOS) version 19 were used. The next section 

discusses the data preparation procedures. 

3.4.3.1 Data Preparation  

Consideration of data screening is common prior to performing data analysis. This research 

followed the data screening process recommended by Tabachnick and Fidell (2007). That is, 

handling of missing data, normality tests, and tests for outliers were performed to test the 

assumptions of the statistical testing. The quantitative data is derived from two survey 

administration methods: online and postal surveys. The first data set was downloaded from 

Qualtrics online software to SPSS format. Some data was directly deleted, such as the question 

instructions, and the date/time the survey is answered. Then, data from the postal surveys was 

entered using the same SPSS format as the online survey data file. Later, the researcher screened 

through the data file for any cases that did not answer questions, had incomplete answers for less 

than 50% of the survey instrument, or had the same answer for the majority of the questions. 

These inappropriate patterns of responses were then removed from the data file. In addition, the 

descriptive statistics were also run to check the accuracy of inputting data. After data screening, 

the usable data was retained in the data file.  

Handling of missing data is essential in the data preparation process. Missing data refers to any 

values that are not available in the data file. That is, for whatever reason respondents failed to 

answer the questions. This instance appears to be an unknown reason to the researcher. In order 
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to handle missing data appropriately, the process of identifying missing data is to reveal the 

pattern of missing data and whether it happens randomly, and then to be able to select a suitable 

remedy or imputation method that maintains as close as possible the original distribution of 

values (Hair et al., 2010). Through the explore function of SPSS, the researcher was able to 

identify missing data patterns using a test of missing value analysis. Any observations with 

missing values of more than 5 percent of the case should be removed (Tabachanik & Fidell, 

2007), as well as any observations with missing values for dependent variables (Hair et al., 

2010). Furthermore, where cases are retained but have missing values, several alternatives are 

commonly employed, such as the complete case approach, mean substitution, and the 

expectation and maximisation (EM) method (Hair et al., 2010). Despite using different methods, 

no difference was found with a randomly missing data pattern (Keith, 2006). In this study, the 

EM approach was chosen to maintain the sample size, which makes the best possible estimates 

and provides consistent results.  

Outliers are a more pressing concern in the data preparation. An observation that is very different 

from other observations is called an outlier (Field, 2013). That is, the presence of the outlier can 

bias estimates of parameters such as means, standard deviations, squared errors, and confidence 

intervals, which subsequently results in bias with interpreting the results, especially the estimates 

of the regression coefficients on a regression model (Field, 2013). There are two types of outliers 

to be assessed in the sample: univariate outliers and multivariate outliers (Tabachnick & Fidell, 

2007). The researcher used the frequencies function on SPSS to detect univariate outliers. An 

extreme case may affect significant skewness in the sample distribution (Hair et al., 2010). In 

order to detect univariate outliers, a common rule of thumb is that any observations more than 

three standard deviations beyond the mean seems to identify as outliers (Kline, 2005).  

In addition, Mahalanobis distance and Cook’s distance are used to detect multivariate outliers. 

Mahalanobis distance can be used to examine cases that have an unusual value in the 

independent variables (de Vaus, 2002), and a measure of Cook’s distance can be used to detect 

outliers that have influence over the parameter of the model. If this Cook’s distance value is 

greater than 1, it may cause a concern regarding an extreme case on the model. Moreover, an 

overview of handling missing data and an examination of outliers in the data file will be reported 

in Section 5.3.1. 
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3.4.3.2 Preliminary Tests 

Once a check on accuracy of data entry, missing data, and outliers had been conducted, several 

tests of significance were undertaken to check whether statistical assumptions were violated. 

These assumptions include whether a distribution is normal, homogeneity of variances, and 

linearity. This set of statistical tests was applied to ensure that the results obtained from the 

multivariate and univariate techniques represent the requirement of the underlying statistical 

theory (Hair et al., 2010). First, normality of the metric variables is assessed according to a 

distribution’s shape characteristics and sample size. Second, homoscedasticity is reviewed to 

assess relationships between variables. This test ensures that the variances of the dependent 

variables being explained in the dependence relationships exhibits equal levels of variance across 

the range of predictor variables. The Levene test is used to assess the variances of metric 

variables being compared across level of nonmetric variables. Linearity is the last assumption to 

be examined based on the correlational measures of association. This assumption assessed the 

patterns of association between a pair of variables and the ability of the correlation coefficient to 

adequately represent the relationship. Reviewing scatterplots can identify any nonlinear 

relationships between the dependent and independent variables.  

3.4.3.3 Major Analytical Techniques 

In addition to the preliminary tests described above, this study aims to employ several analytical 

techniques to answer the research questions, such as Exploratory Factor Analysis (EFA), 

Confirmatory Factor Analysis (CFA), regression analysis, and tests of moderation effects. A 

series of hierarchical multiple regression analyses is the major statistical test used in this study to 

examine hypothesised relationships between independent and dependent variables. However, 

EFA and CFA were conducted to determine and to enhance the reliability and validity of 

measures used in this study. In addition, several descriptive analyses will be used to uncover the 

details of CSR engagement. Means, standard deviations, and percentages will be used for this 

study, particularly for the level of hotels’ engagement with CSR. Moreover, descriptive statistics 

provide mean scores in relation to each variable. The discussion on each analytical technique is 

presented in the following sub-sections.   

Exploratory Factor Analysis (EFA) 

Exploratory Factor Analysis is an analytical technique that can assist with scale development 

(Churchill, 1979). In general, exploratory factor analysis can provide information about how 
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many factors are needed to best represent the data (Hair et al., 2010). More specifically, three 

main uses of EFA are firstly to provide an understanding of variables; secondly, to measure 

underlying variables of multi-dimensional constructs; and lastly, to reduce a data set to a 

manageable size (Field, 2013). In this thesis, factor analysis had three aims. The first purpose 

was to assess the association among individual items for unidimensional constructs. The second 

purpose was to assess the dimensionality of the multi-dimensional constructs in which CFA is 

also used to confirm the dimensions. The final purpose was to assess the reliability and validity 

of the measures.  

In selecting the factor extraction method, both Principal Component Analysis (PCA) and 

Principal Factors Analysis (PFA) are the preferred techniques that provide similar solutions for 

factor analysis (Field, 2013). While the objective of PCA is to retain as much information from 

the original measured variables as possible based on their linear composites, PFA is more 

preferable for factor analysis (Hair et al., 2010). That is, the primary objective of PFA is to 

identify the latent dimensions represented in the original variables. In addition, the PFA 

procedure is less likely to produce improper solutions (Fabrigar, Wegener, MacCallum, & 

Strahan, 1999). Thus, PFA is chosen for performing factor analysis in this study.  

Moreover, the preferred techniques of rotation are chosen based on an underpinning of 

theoretical reasoning to support the factors. According to Field’s (2013) recommendation in 

selecting rotation techniques, the varimax approach which allows the factors to be independent, 

is suitable for the unidimensional constructs, whereas the direct oblimin approach is appropriate 

to permit correlations between factors for the multi-dimensional constructs. Thus, this study 

follows Field’s approach. That is, the most commonly used technique in selecting the number of 

factors to extract is the latent root criterion that takes into account only the factors having 

eigenvalues greater than 1 (Field, 2013).  

Furthermore, several assumptions should be met before conducting EFA. These assumptions 

include sample size, normality, linearity, outliers, and multicollinearity (Tabachnick & Fidell, 

2007). All these assumptions were checked and reported in Section 5.3.2. In addition, several 

tests were conducted to check whether the data is suitable for a factor analysis. These tests 

include examination of the correlation matrix, using the Kaiser-Meyer-Olkin measure of 

sampling adequacy (KMO), and Bartlett’s test of sphericity. The essence of this examination is 

that an uncorrelated matrix of variables is not appropriate for factor analysis. First, the 
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correlation matrix of variables is scanned to look for correlation coefficients ranging between 0.3 

and 0.8. Those variables that are within this cut-off point can be retained for further analysis. 

Second, factor analysis yields distinct and reliable factors when Bartlett’s test of sphericity is 

significant at an alpha level of 0.05 and the KMO value is greater than 0.5 (Field, 2013). 

Moreover, critical values of factor loading greater than 0.45 are considered significant in a 

sample size of 300 (Tabachnick & Fidell, 2007). These assumptions will be adopted for this 

thesis and the assumption tests are reported in Chapter 5.  

Confirmatory Factor Analysis (CFA) 

Confirmatory Factor Analysis is used to confirm the dimensionality of multi-dimensional 

constructs. A CFA model is a special case of Structural Equation Modelling (SEM), which is 

widely used in measurement applications such as assessing construct validity and scale 

refinement. Furthermore, empirical studies have used CFA to test a measurement model by 

verifying whether the measurement constructs for a unidimensional construct are reliable 

(Holmes-Smith, 2011). While there are several multi-dimensional constructs in this thesis, CFA 

is used to investigate the utility of each factor. The research interest is to use each factor as an 

individual variable in the regression model. There are several issues to consider when conducting 

CFA, which are raised in the following discussion.  

To perform CFA, a model needs to be specified and identified. According to Hair et al.’s (2010) 

rules of thumb for construct validity, standardized loading estimates should be 0.5 or higher. 

Average variance explained should be 0.5 or greater to suggest adequate convergent validity, and 

construct reliability should be 0.7 or greater to indicate adequate internal consistency. The 

existence of significant cross-loadings identifies statements for removal because of problems 

with convergent and discriminant validity. In addition, a valid measurement model is indicated 

by a good fitting model. The model fit is assessed using criteria from the main groups of 

statistics: Goodness-Of-Fit (GOF), absolute fit measure, and incremental fit indices. According 

to Hair et al. (2010), the fits statistics are Chi-square, degree of freedom, and p-value of chi-

square. The results in Section 5.3.3 report this group of statistics. The second group of fit indices 

is called absolute fit measures. The normed chi-square is measured by the chi-square divided by 

the degree of freedom, which identifies that fit for the CFA model with a number smaller than 

2.0 is considered very good, while a number between 2.0 and 5.0 is acceptable. Moreover, based 
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on fit indices for the sample size of 320, good fit can be indicated in insignificant p-values with 

observed variables less than 12, above 0.95 of CFI with RMSEA less than 0.7. 

Multiple Regression 

Multiple regression is conducted to examine whether the predictive powers of proposed 

determinants are significant in explaining the occurrence of CSR engagement. The coefficient of 

determination (R
2
) was used to assess the percentage of total variance of each dependent 

variable, explained by the regression model, consisting of a set of independent variables (Hair et 

al., 2010). According to Hair et al. (2010, p. 205), the cut-off point to determine the degree of 

multicollinearity is tolerance values up to 0.10, corresponding to variance inflation factors (VIF) 

of 10. However, multicollinearity was not a cause of concern, as none of the correlations 

between independent variables exceeded a Pearson coefficient of 0.8. A stepwise estimation 

procedure is performed for prediction and to provide maximum predictive accuracy (Keith, 

2006). A rule of thumb for judging the magnitude of effects on dependent variables followed 

Keith (2006), where statistically significant standardized regression coefficients above 0.05 is 

small, above 0.10 is moderate, and above 0.25 is large.  

To assess the moderating effects of contextual influences on CSR, a series of hierarchical 

multiple regression analyses was used. A moderator variable is defined as a qualitative or 

quantitative variable which influences either the form and/or strength of the relationship between 

independent/predictor variables and a dependent/criterion variable (Sharma, Durand, & Gur-

Arie, 1981). This study employed the framework suggested by Baron and Kenny (1986) to test a 

moderator hypothesis. That is, if the moderating effect is significant, the hypothesis is supported. 

In addition, the procedure of testing moderating effects suggested by Aiken and West (1991) was 

considered an appropriate approach. This is because the regression equations account for the data 

from all groups involved in the analysis (Jaccard & Turrisi, 2003), whereas other procedures, 

such as median split and split group analysis, compute separate regressions within each group 

(Whisman & McClelland, 2005).  

Further, the unweighted effect method of coding categorical variables was utilised as it produces 

immediate comparable results between the groups. As discussed in Chapter 2, hotel 

characteristics were proposed to be examined in this thesis as the moderators, including star 

rating, ownership type, year of hotel operations, and hotel size. These variables of hotel 

characteristics were coded as the moderator, for example, ownership type consisting of two 
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categories. The group designated for the comparison group was independent hotels and coded as 

-1, while the group to be contrasted was chain hotels with the code of 1.  

After the categorical variables were created, all independent variables to be used in the 

regression equation were mean-centred before generating the interactions with effect variables. 

The interaction terms were then created by multiplying the centred variables by each of the effect 

variables (mean-centred independent variables × effects variables). To test for moderating 

effects, a series of hierarchical regression analyses was performed in three steps. Step 1 was a 

test of effect variables only. The proposed effect variables were the moderator, such as hotel 

size, star rating, ownership type, and year of hotel operations. These variables were first entered 

individually in this step. Next, Step 2 involved a test of the main effects by including the centred 

variables in the regression equation. This step included all proposed independent variables. Last, 

Step 3 added the interaction terms to the equation. All interaction terms created were then 

included in this step. Results from the moderated models assessed the significance of the 

interaction variables and the difference of adjusted R
2
 values. The coefficient of determinant, 

adjusted R
2
, was used to examine whether the addition of variables provided a significant 

contribution to the predictive power of the regression equation (Hair et al., 2010).  

3.5 Chapter Summary 

Overall, this chapter has presented the proposed research methodology to investigate the stated 

research problem. A mixed methods design is employed to resolve a set of specific research 

questions. The discussion presented in this chapter described the overall research design process 

and the details of Studies 1 and 2. The interview guide and the conceptual definitions for all 

constructs with an exemplar item have been given. To assist in the process of developing and 

assuring the reliability and validity of the measurement instruments, the researcher employed 

several pre-tests. The interviews and survey data collection procedures have also been discussed. 

Finally, this study was conducted in accordance with the National Statement on Ethical Conduct 

in Human Research (2007) presented in Appendix H. 
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CHAPTER 4 

 

THE QUALITATIVE STUDY:  

RESULTS AND FINALISATION OF SURVEY 

4.1 Introduction 

The previous chapter discussed the research methodology employed to investigate the research 

problem. The purpose of this thesis is to investigate the factors that influence hotels’ engagement 

with CSR. This chapter reports the results of qualitative data collected from interviews 

conducted with various types of managers working in management levels of the Thai hotel 

sector. The focus of this chapter is to gain further understanding of the nature of CSR 

engagement and the perceived reasons for engaging in CSR, within the Thai hotel sector. 

Furthermore, the results obtained from the interviews were used to assist in refining the scale 

measurements and definitions in order for the survey to be ready for administration in the 

quantitative study.  

Therefore, this chapter is divided into two main sections. The structure of this chapter is depicted 

in Figure 4.1 below. The first section reports the qualitative study results. The second section 

presents the implications of these results in regard to the scale measurements for the survey and 

subsequent survey redesign.  

 

Figure 4.1. Chapter Outline  

Section 4.2  

Qualitative 
Interview Findings 

• Identify types of CSR engagement 

• Rationale for CSR 

Section 4.3 • Scale refinement process 

The Survey is ready 
for administration 
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Specifically, the aim of Section 4.2 is to report all the information derived from the interviews. 

The discussion of the interview findings is presented in two sub-sections: the nature of CSR 

engagement and the rationale for CSR. In particular, Section 4.2 is the focal point to fulfil the 

primary objective of conducting a qualitative study. That is, the interview results were utilised to 

assist in preparing the survey instrument to answer quantitative research questions. Section 4.3 

presents details of how the qualitative results were employed to inform the scale refinement 

together with the established measures derived from the review of the literature.   

4.2 Qualitative Interview Findings 

Semi-structured interviews were chosen as an appropriate technique to explore the nature of CSR 

engagement and perceived reasons for engaging in CSR within the Thai hotel sector. Fieldwork 

took place in four different regions in Thailand to match where most hotels operate during July 

2012 to September 2012. Hotels were initially contacted by telephone and efforts were made to 

determine who was responsible for CSR decisions at the hotel. When such information was 

determined, arrangements were subsequently made for interviews. A total of 23 participants 

were interviewed in this study. After interviewing the eighteenth interviewee, similar responses 

were grouped together and considered sufficient for conducting thematic analysis. Another five 

interviews were carried out to ensure that no new information was being added and no new 

themes had emerged from the data. Subsequently, the interview data was then coded by 

categorising it into several themes using thematic analysis. The findings from the interviews 

were firstly framed according to the pre-established concepts discussed in Chapter 2, Section 2.5. 

Most of the comments from the interviews corresponded closely with CSR engagement and its 

determinants identified from the literature. However, utilising a semi-structured interview 

technique allowed for the emergence of new insights from the data collected, particularly 

regarding staff benefits and peer hotel managers. These themes are discussed in Section 4.2.3.1 

and Section 4.2.3.3, respectively.  

The findings from the interviews with managers and owners within the Thai hotel sector are 

discussed in three parts (see Figure 4.2). Firstly, information relating to the nature of hotels’ 

engagement with CSR is presented in Section 4.2.2. Several categories of practices were 

indicated. Second, the findings regarding the perceived reasons for CSR are reported in Section 

4.2.3. This part includes benefits derived from CSR, personal values regarding CSR, the 

relationship between hotels and their stakeholders, and CSR constraints. A summary of the 
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qualitative findings is provided in the third part of this section, before moving to Section 4.3 

relating to the scale refinement process.   

 

 

Figure 4.2. Framework for Qualitative Analysis 

4.2.1 Participant Profile 

A total of 23 in-depth interviews were conducted, with the sample including fifteen females. 

Ages ranged from 26 to 55. Table 4.1 shows a summary of the informants’ profile sourced from 

their working positions. The interviews were conducted with senior management that were 

responsible for the adoption of CSR, including fourteen Human Resource (HR) managers and 

three marketing managers, and the rest of the participants were from broader functioning 

positions, such as owners, executives, and general managers (GM).  

The interview procedure was discussed in Chapter 3, Section 3.3.3. The aim was to recruit senior 

management who were the key decision makers regarding the hotel’s CSR engagement. It was 

found that for the majority of the hotels, the HR managers appeared to be the key person 

responsible for CSR activities, especially in international hotel chains. In contrast, six of the 

eleven participants working in Thai independent hotels were owners/executives/GM who 
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appeared to be the key person responsible for decisions relating to CSR. Based on this finding, 

the HR manager was the person most responsible for the hotel’s CSR practices, and this person 

also appeared to be the most involved in decisions pertaining to CSR.  

In addition, the nature of anticipated strategic benefits drawn from the literature review, such as 

cost savings, marketing image, and competitive advantage, would be likely to relate very closely 

to functional areas within a hotel. Accordingly, the interviewer was conscious of the need to be 

aware of potential biases by functional managers. That is, when respondents answered questions 

and discussed their reasons for engaging in CSR activities, biases could be expected to be 

weighted toward the interviewee’s area of managerial interest. As expected, HR managers 

mostly suggested that engaging in CSR activities were seen as strategic benefits accruing to 

employees. Similarly, marketing managers favoured engaging in CSR heavily for marketing 

benefits. However, there were other additional comments raised by various cross-functional 

managers. For instance, non-HR managers indicated that they also recognised benefits accruing 

to staff from engaging in CSR, similar to HR Managers. Thus, insights gained about the nature 

of strategic benefits accruing to the hotel were corroborated as appropriate by comments from 

managers in different areas. 

Table 4.1. 

The List of Interview Participants 

No. Position Gender Hotel ownership 
Star 

rating 

1 Owner Male Independent 3 

2 Owner Female Independent 5 

3 Executive Assistant Manager Male Independent 3 

4 Executive Consultant Male Independent 3.5 

5 GM Male Independent 4 

6 GM Male Independent 4 

7 HR Manager Female Independent 3 

8 HR Manager Female Independent 3 

9 HR Manager Female Independent 3.5 



 

 

95 

Table 4.1. 

The List of Interview Participants (continued) 

No. Position Gender Hotel ownership 
Star 

rating 

10 HR Manager Female Independent 4 

11 HR Manager Male Independent 4 

12 HR Manager Male Chain 4 

13 HR Manager Female Chain 3 

14 HR Manager Male Chain 5 

15 Director of HR Female Chain 5 

16 Director of HR Female Chain 5 

17 Director of HR Female Chain 5 

18 Training Manager Female Chain 5 

19 Training Manager Female Chain 4.5 

20 Assist HR Manager Female Chain 4.5 

21 Marketing Executives Female Chain 5 

22 PR Manager Female Chain 5 

23 Marketing Manager Female Chain 5 

 

4.2.2 Identifying Types of CSR Engagement 

In this section, the interviews provide an overall picture of the nature of CSR engagement within 

the Thai hotel sector. While the majority of participants easily recognised environmental 

activities and donations as a part of CSR, overall, six types of CSR engagement were identified. 

These were environmental practices, socially responsible practices, activities relating to staff, 

cause-related marketing activities, donations, and Thai traditional events. In addition, the 

participants also indicated their future intentions to undertake similar CSR engagement. 

First, all participants were quick to give a list of their environmental activities and they could 

easily categorise and name these activities. These activities included waste management, energy 

saving activities, and preserving tree/mangrove plantation. In addition, some participants 
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passionately explained the differences between their similarly named ‘Green Project’ to other 

hotels’ CSR projects. That is, the Green Project appeared to be a long-term project that involved 

the process of preserving the environment. For instance:  

“The Earth Hour Project, the back of the house turned off the electricity for an 

hour” (Informant 19, Director of HR, Chain hotel). 

“We separate it [social activity] from our Green Project which focused on waste 

management, energy consumption, promoting environmental consciousness and 

the preservation of forest.” (Informant 2, Owner, Independent hotel). 

“We have done something similar to the Green Leaf Foundation, which is called 

the Green Project” (Informant 11, HR Manager, Independent hotel). 

Moreover, some participants shared their intention to adopt environmental practices in the future. 

In particular, those participants who had adopted environmental practices on a small scale 

seemed to indicate their future initiatives, which could possibly be extended from their current 

environmental activities. For example, a manager who was aware of the benefits from 

environmental practices identified several other projects that would be similar to the current 

activity. These examples are as follows: 

“We plan to use our waste from limes, pineapples, which can be used to produce 

dish washing liquid” (Informant 1, Owner, Independent hotel). 

“We plan to use effective microorganism for gardening” (Informant 10, HR 

Manager, Independent hotel). 

“We will probably sell [organic compost], and have it available for colleagues to 

buy” (Informant 21, Marketing Executives, Chain hotel). 

Second, in addition to environmental practices, several managers considered the importance of 

social welfare, most particularly projects that assist children. Most of the participants frequently 

indicated their engagement with activities arranged for schools located near the hotels and for 

orphanages in the community. In addition, a group of managers seemed to indicate that they 

focused on social causes over environmental issues. This interest in making contributions to the 

improvement of children’s wellbeing and helping poor children appeared to be evident when a 
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participant expressed her view that the hotel could make a difference, especially for the ‘Sibling’ 

project. She further identified her future initiatives for activities over the next twelve months.  

“For a Low Carbon School project, we wanted to support communities on the 

island. There were many ways to support our local communities, but we chose to 

do this project with schools and children” (Informant 18, Training Manager, 

Chain hotel). 

“One of the activities is related directly to children. We have a program named 

‘Sibling’. Our staff are mentors for orphans [...],who accompany each child […], 

for example, on a day trip to a museum” (Informant 16, Director of HR, Chain 

hotel). 

Third, all participants mentioned that CSR activities that involve staff participation are highly 

valued, regardless of the types of CSR activities. In addition, hotel staff appeared to be an 

integral part of hotels’ CSR engagement. In other words, staff participation with CSR activities 

also offered benefits to employees, as well as benefits to the hotels. Benefits from CSR practices 

are discussed extensively in Section 4.2.3.1, especially benefits from staff participation in CSR. 

Moreover, several activities were directly arranged for hotel staff. These activities included staff 

parties, staff outings, and community services. It appeared that managers promoted these 

activities in relation to CSR practices. 

“We ran projects a couple of times that were about taking our employees to make 

merit at the temples.” (Informant 4, Executive Consultant, Independent hotel). 

“We need staff involvement. Thus, our aim for every CSR activity was to 

maximise employee collaboration.” (Informant 16, Director of HR, Chain hotel). 

“It was about time we went to an orphanage. For this project, we linked the CSR 

activity to our residential training for staff [team-building]” (Informant 17, 

Director of HR, Chain hotel). 

Fourth, participants indicated that some activities were initiated primarily for guest participation. 

These activities related to either the hotels’ environmental practices or donations. For instance, a 

number of participants had implemented the Green Project and identified that some parts of this 
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type of activity allowed guests to have the authentic experience of home-grown organic 

vegetables. Another manager also indicated that guests could donate money to an orphanage 

house by paying a small amount extra for each night they stay at the hotel.  

“There is another thing we just started. This is quite new and now we want to 

involve guests in this project. If guests would like to see the garden, they can. If 

they like to picnic down there, they can.” (Informant 21, Marketing Executives, 

International hotel). 

“‘You Make a Difference’ is a concept of getting guests involved in donating 1 

USD for a night’s stay to raise funds to support the local orphanage.”(Informant 

6, General Manager, Independent hotel). 

“Our guests could participate in planting and a cooking class using these fresh 

vegetables” (Informant 11, HR Manager, Independent hotel). 

Fifth, the majority of participants mentioned their involvement in donations. Several forms of 

donations were identified ranging from money, food, toys, and winter clothes. Among all the 

participants who seemed to genuinely identify their participation through donations, some 

managers criticised the nature of these donations. That is, while donations could be easily done, 

some managers argued that donations might not contribute enough value to the receivers. These 

examples can be seen as follows: 

“We continued with Golf Charity, which was our big project. Funds derived from 

this event were given to charitable organizations” (Informant 22, PR Manager, 

Chain hotel). 

“Should we just give them only stuff and that’s it? Sometime we didn’t even ask 

what they [orphanages] wanted.”(Informant 16, Director of HR, Chain hotel). 

“Giving donations was the easy thing to do” (Informant 2, Owner, Independent 

hotel). 

The majority of participants also indicated activities relating to religious matters, regardless of 

their level of religious beliefs. Their expression of activities relating to temples seemed to 
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indicate that, as lay people, their activities were closely aligned with the preservation of Buddhist 

custom in an attempt to stay close to the temple. 

 “We helped in developing temples, making merit, and sweeping temples” 

(Informant 11, HR Manager, Independent hotel). 

The last category of CSR practices indicated by participants was the promotion of cultural 

uniqueness and the preservation of Thai tradition. Many participants identified their involvement 

in the preservation of Thai tradition to be participating in local festivals, such as the Songkran 

Festival, the Loy-Kratong Festival, and the Silk Festival. One participant proudly offered her 

example of preserving local food styles through catering. 

“We offered the Pa Rang [the name of local foods] theme as a style for dishes. 

We used our local suppliers’ ingredients. This is considered CSR, as we try to 

continue perpetuate our tradition and to encourage our awareness of tradition.” 

(Informant 22, PR Manager, Chain hotel). 

In summary, the interview findings indicated that in terms of the nature of hotels’ CSR 

engagement, there are six types of CSR practices. The first two types of CSR engagement were 

typical practices within the Thai hotel sector. That is, environmental and social practices were 

the main areas of responsibility in which participants frequently indicated both environmental 

and social practices. In addition, another two types of CSR practices involved specific groups of 

stakeholders: managers highlighted that most CSR practices were related to staff participation, 

while some managers indicated their CSR practices involved guest experiences. The final two 

types reflected specific practices within the Thai cultural context. These CSR practices 

highlighted the uniqueness of CSR engagement within the Thai hotel sector. That is, donations 

and Thai traditional events were mentioned in association with CSR practices. This qualitative 

information is discussed further in Section 4.3.1.1. 

4.2.3 Rationale for CSR Engagement 

This section reports the rationale underpinning hotels’ engagement with CSR. The interviews 

were conducted with owners, GMs, and several functional managers in the Thai hotel sector to 

gain further understanding of the reasons for engaging in CSR. There was a wide range of 

reasons identified as key factors for managers to engage in CSR activities, such as strategic 
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benefits to the hotels, personal values, and stakeholder expectations. Participants highlighted 

strategic benefits the most, because they perceived that CSR practices would create potential cost 

savings benefits, improved hotel image, and benefits to hotel staff. On the other hand, a number 

of participants also recognised the importance of engaging in CSR as a responsibility of hotels in 

the business world. While this was more of a moral belief that appeared to reflect fundamental 

business responsibilities, some participants indicated that they engaged in CSR because of their 

deep-seated concerns for their own communities. Furthermore, some participants identified that 

they participated in CSR practices because of key influential stakeholders. Thus, participants 

who recognised the power from these stakeholders were likely to be active in engaging in CSR. 

Among these three main reasons for CSR engagement, participants also identified constraints 

regarding their hotel’s engagement with CSR. 

4.2.3.1 Strategic Benefits from CSR 

Data collected from the interviews affirmed numerous potential strategic benefits as reasons 

behind hotels’ CSR engagement. That is, benefits from CSR offered the hotels a range of 

opportunities to save energy, to improve their hotels’ image, and to unite employee spirit. As 

expected, managers were more aware of the benefits that related more closely to their functional 

areas of working. For example, owners and executives consistently acknowledged saving energy 

without hesitation, as costs and profits appeared to be uppermost in their minds. Many 

participants, including marketing managers, identified the opportunity to improve the image or 

reputation of their hotels, and HR managers were able to detail strategic benefits to staff. 

However, the interview findings also showed strong cross-functional support to corroborate 

these findings. That is, participants who had no direct relation to the HR function appeared to 

recognise benefits to staff from engaging in CSR. As a result, these favourable benefits were 

offered as opportunities for the hotels to gain increased organisational efficiency and 

effectiveness. Therefore, strategic benefits from CSR were categorised into three different 

themes, which were: a) cost savings; b) marketing benefits; and c) staff benefits. These themes 

are presented in the following sub-sections.  

a) Cost savings 

As expected, cost savings is a key strategic benefit for hotels considering CSR engagement. 

Indeed, cost information was often the first point mentioned by participants, and the majority 

frequently mentioned that a key reason underpinning their engagement with CSR was the 



 

 

101 

favourable benefits of saving costs. There was particular agreement among all managers that 

reducing energy consumption would also save hotel operation costs. In addition, some 

participants commented that reductions in energy consumption were a long term benefit to the 

organisation. For instance: 

“We use solar cells. We have saved a lot of electricity usage in each month” 

(Informant 3, HR manager, Independent hotel). 

“When we have done some activities relating to saving environment, we will see 

results in reducing expenses” (Informant 5, Owner, Independent hotel). 

“The benefits from the Green Project were to reduce costs in the long-term, 

resulting in energy savings. Of course, with tools [including resources and 

machines], the project saved energy and electricity in the long-term” (Informant 

2, Owner, Independent hotel). 

However, although most of the managers were in consensus regarding the long-term benefit of 

reducing energy consumption, one of the respondents argued that it would take a significant 

period of time before they could see any substantial financial gains. This view then implied that 

not all managers were certain about return on investment in the short-term when engaging in 

environmental practices. For instance: 

“Implementing environmental activities helped to save operating costs in the long 

run; however, it took quite a time [to see the results]” (Informant 22, PR 

Manager, Chain hotel). 

Moreover, many managers who discussed saving costs were able to quantify them in terms of 

measurable or tangible benefits. This was common among many participants, who seemed to feel 

more comfortable advancing a strategic rationale when the evidence was more concrete. For 

example, an informant working closely with a hotel’s owner identified how much money could 

be earned from selling recycled waste: 

“We earned many thousands in a month” (Informant 4, Executive Consultant, 

Independent hotel). 
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In addition, returns from saving costs appeared to be more tangible when hotels could use their 

excess produce from the implementation of environmental activities to save other operational 

costs. In particular, environmental projects could contribute excess produce for internal use 

within the hotel. A HR manager who was the leader for the hotel’s Green Project spoke 

passionately about the benefits from the project, stating: 

“We planted our own veggies for own consumption by using the effective 

microorganism. We produced EM, bacteria, and fertilizer. We cook these 

vegetables for our staff” (Informant 11, HR Manager, Independent hotel). 

Further, one GM specifically identified that returns from energy saving led to increasing profit. 

This honesty in presenting the real rationale for executing environmental practices indicates that 

returns from saved costs offered an important opportunity to improve the bottom line of the 

hotels while at the same time presenting an environmentally conscious face to the public. An 

example was given as: 

“Reducing the use of towels was to increase our profit […]. After we had done 

activities relating to saving the environment, we would see the result in reducing 

expenses” (Informant 5, General Manager, Independent hotel). 

In brief, cost savings was the most mentioned by participants when first prompted to identify any 

reason for undertaking CSR. In particular, when participants were specifically asked about cost 

savings, comments focused on the association between energy consumption and cost savings. 

That is, managers appeared to appreciate the direct relationship between environmentally 

responsible practices and a specific business input cost. Moreover, managers who could see 

positive benefits from engaging in CSR seemed to describe these benefits in terms of more 

quantifiable, tangible, and measurable results. Thus, the interview findings suggest that 

participants perceived cost savings as a reason for engaging in CSR, which broadly refers to the 

quantifiable benefits contributing to a hotel’s bottom line, which range from reducing energy 

consumption to reducing and recycling waste.  

b) Marketing benefits 

The second key theme related to the benefits of engaging in CSR activities was marketing 

benefits. This theme identified the responses of hotel managers who indicated benefits in terms 
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of improving image, attracting customers, and improving marketing advantage. As expected, 

marketing managers seemed to identify reasons relating to market orientation, especially 

improving image and reputation. However, other participants, including HR managers and 

owners, indicated that image had become a prominent reason why hotels engaged in CSR 

activities. Several participants also talked about other marketing benefits from CSR, such as 

attracting customers and improving marketing advantage. As a result, three categories emerged 

from the data under the theme of marketing benefits; the first category to be discussed relates to 

image.  

In general, the majority of participants frequently used terms associated with image such as 

“promote hotels”, “better reputation”, and “good public relations”, as reasons for engaging in 

CSR. For instance, a GM from an independent hotel was eager to express that engaging in CSR 

offered an opportunity to promote a better hotel image in society. Other managers, such as a 

manager from a HR department, were even more emphatic, and indicated that benefits from 

engaging in CSR allowed the hotel to be seen by the public as a good corporation. 

“Contributing to society helped to improve the hotel image” (Informant 6, 

General Manager, Independent hotel). 

“It was an image, positive image [pause], positive image [repeating]. People 

could perceive that this is a good hotel, not just only running a business, but also 

giving back to society too” (Informant 20, Assistant HR Manager, Chain hotel). 

In addition, another informant who worked closely with the owner of his hotel was even more 

decided about the importance of CSR image for a business to be successful, and suggested 

further that a business would not survive without a good image.  

“Nowadays, a business will survive when our first image is about being 

environmentally friendly hotels or helping society” (Informant 4, Executive 

Consultant, Independent hotel). 

Moreover, another participant also indicated that being involved in CSR activities offered an 

opportunity to alter a hotel’s existing image.  
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“Above all, we want our society to empathize with us; that is, we live in the same 

society. Sometimes, they saw our hotel group in a negative way. In fact, we want 

to show that we are not like what they had thought.” (Informant 12, HR Manager, 

Chain hotel). 

The second category underlying the theme of marketing benefits was that CSR activities could 

be used as a marketing tool to attract customers. In particular, activities in which hotels guests 

could actively experience the joy of engaging in CSR activities firsthand were highlighted. For 

example, one participant who worked in the back-office shared a teary story of when their hotel 

launched an activity named, ‘Wishing upon a Star’ which offered Christmas presents to 

orphanage children. The Christmas tree was arranged and decorated with stars on which the 

children had written down what they wished to receive as a Christmas present. The hotel’s 

customers met the children and gave them the biggest presents they had ever received. As a 

result of this first time activity, the hotel received positive feedback and great appreciation from 

guests. 

“The reason we chose a golf charity was because this would attract more 

customers to our destination” (Informant 22, PR Manager, Chain hotel). 

“The customers insisted that they would return for the next year, and just to 

inform them” (Informant 19, Training Manager, Chain hotel). 

The feedback seemed to indicate that the customers expressed their desire to participate in future 

CSR activities, which allowed an opportunity to retain and create loyalty from the customers, 

and revealed the potential in undertaking ongoing similar CSR activities in the near future 

involving customers. However, very few participants spoke about customers’ preference for CSR 

and related activities. One informant identified that potential customers were increasingly 

becoming green travellers. This comment reflected an emerging demand from customers that 

hotels respond to this expectation by operating responsible practices regarding the environment 

and society. 

“The trend for new generations is that they want to travel responsibly” 

(Informant 6, General Manager, Independent hotel). 
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The third category of marketing benefits was engaging in CSR activities to achieve a competitive 

marketing advantage over rival hotels. The following comments suggest that hotel managers 

perceived that CSR practices created an opportunity to promote the hotel more effectively, 

giving them an edge over other competitors, for example, by being certified with environmental 

accreditation. For instance: 

“I think it is very clear that CSR is a part of marketing strategy” (Informant 3, 

Executive Assistant Manager, Independent hotel). 

“We were able to use that as a selling point. That is, we have been certified as a 

green hotel or an environmentally friendly hotel” (Informant 6, General 

Manager, Independent hotel). 

While marketing benefits appeared to be an opportunity to create a competitive advantage over 

other hotels, HR managers and hotel executives were cautious regarding the benefits of engaging 

in CSR activities from a marketing perspective. However, their comments implied that the 

business environment within the hotel industry was highly competitive, and certain 

environmental practices might lead to gaining a better marketing position than their competitors. 

“The environmental issue is very competitive. They all want to get certified by 

Green Leaf” (Informant 12, HR Manager, Chain hotel).  

In brief, three categories of marketing benefits were identified, namely improving the hotel 

image, attracting customers and potentially creating loyalty, and gaining a competitive advantage 

through marketing. Participants acknowledged that engaging in CSR created a better image of 

their hotels in the market. They also considered that this could lead to customer loyalty towards 

their hotels, as the customers wanted to return for future activities, particularly CSR, that the 

hotel would become involved in, for instance, giving presents to under-privileged children 

during Christmas. Therefore, promoting hotels on the basis of CSR engagement seemed to 

benefit the hotels in gaining a competitive advantage.  

c) Staff benefits 

A third key theme of strategic benefits was staff benefits. This theme offered the most 

information about the nature of strategic benefits arising from CSR engagement. This finding 

reflects the close relationship evident between those managers most involved with CSR 
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engagement and employee aspects. Furthermore, hotel managers from all functional areas and 

levels held a consistent view that CSR substantially enhanced the employer-employee 

relationship. For example, HR managers had more hands-on CSR experiences with their 

employees and clearly appreciated the benefits CSR activities gave to their employees. Thus, 

comments from the HR manager interviews are consistent with comments from the group of 

marketing managers and GMs who also recognised similar experiences regarding the staff 

benefits from employee participation in CSR. Five categories of staff benefits were identified, 

namely, a relationship building-unifying process, having fun, feelings of pride, developing skills, 

and building teamwork. An overview of these five categories is first presented and then details 

for each category are elaborated. 

The first category related to the process of developing and strengthening relationships amongst 

staff members. For example, many participants spoke about the need to organise CSR activities 

for new employees. These activities allowed new staff to make new friends and mingle with staff 

from other departments. Secondly, having fun involved positive emotions associated with 

participating in CSR including when expressed in terms such as ‘relaxing’, and ‘enjoyment’. 

Some participants suggested their CSR activities could be a good source of staff enjoyment 

whilst at work. Thirdly, a category of feeling pride was indicated by participants who had 

experienced seeing employees feeling proud about their participation in CSR. Fourthly, the term 

developing skills was identified by participants who sought to promote CSR activities which 

offered opportunities to uncover the hidden skills of staff. Lastly, participants indicated that CSR 

activities were used as team-building exercises for staff development programs with the aim of 

achieving specific team-building goals.  

A relationship building- unifying process 

The first category of staff benefits related to the process of developing and intensifying 

relationships among staff. A key benefit from ensuring employee participation in CSR was an 

opportunity to foster greater unity within the hotels. This was evident among three different 

groups of hotel members, including new employees within the hotel, existing staff working at the 

hotel, and former staff working within the hotel group. Many hotel managers frequently spoke 

about the importance of fostering unity within the workplace. An example included: 
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“In my opinion, I think it [CSR] is very important [to the hotel] because it could 

bind our staff spirit.” (Informant 17, Director of HR, Chain hotel). 

Primarily, many participants indicated that the need to organise CSR activities for new 

employees was in order to offer an opportunity for them to know people more closely, 

understand each other, and understand their working environment and the pressures each 

department experiences during busy periods. Employees were also able to learn about each 

other’s personal goals, family issues on some occasions, and each other’s feelings about the CSR 

activities that the hotels were organising. As a result of CSR opportunities, employees 

experienced feelings of coming together and feeling part of the working group. That is, 

employees felt like a family and their fondness for each other often grew. Another marketing 

manager was more specific about one particular situation which happened during the Thai 

flooding crisis, when new employees had attended the first week of orientation and had 

participated in numerous CSR activities. She shared her story of how a group of new employees 

took it upon themselves to come together to help a friend affected by the flood and offered to 

clean their friend’s house. To her it was evidence of friendship formation, emerging from their 

CSR participation that led to the unplanned offer of help outside the hotel’s CSR environment. 

The quote below illustrates the spontaneous nature of the friendship and bonding that took place:  

“In some cases, if new employees participate [in any CSR activities], they will 

know more friends from other departments” (Informant 19, Training Manager, 

Chain hotel). 

“That is, these relationships were formed [along with their participation in CSR], 

with no pressure [these relationships happened unexpectedly, with no-setting]. If 

they just started working as soon as they commenced with us, they would be 

working with new people, including, chiefs and subordinates. They might not feel 

relaxed. Before starting their work routine, they have known each other [from 

participating in CSR activities]. They had the feeling of getting closer” 

(Informant 23, Marketing Manager, Chain hotel). 

In addition, the value of organising CSR activities was also evident for existing staff working at 

the hotels. Hotel managers sought to encourage employees who were not outgoing and had found 

it hard to make friends to become involved in CSR activities. As a result, a number of interview 
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participants mentioned that this opportunity appeared to allow these employees to develop better 

relationships with workmates and form friendships. Participating in CSR activities appeared to 

strengthen employees’ sense of belonging to their hotels and helped them to feel connected to 

their work environment. For instance: 

“Some employees are not outgoing or they have never participated in any 

activities. So their leader told them to try. When they first participated in the 

activity, they make more friends from different departments” (Informant 19, 

Training Manager, Chain hotel) 

Furthermore, CSR activities were sometimes organised between multiple entities within the hotel 

group. Collaborating with other hotels within the same hotel group on CSR projects offered a 

wonderful opportunity for employees to maintain good relationships with former workmates, 

which also appeared to foster more positive feelings of staff satisfaction. This view was 

expressed as: 

 “As we did [painting the school] with other sisterhood hotels, they got to know 

other friends, especially within other sisterhood hotels. They normally have 

friends who transferred within the hotel group. So by participating in the activity, 

they could meet their old friends” (Informant 19, Training Manager, Chain hotel). 

Moreover, the experience of feeling oneness was another feature of strengthening the staff 

unifying process. For example, wearing a team shirt reflected a unique CSR experience outside 

the hotel environment. This opportunity appeared to strengthen employee identification with the 

hotel. However, the opportunity was more than building a relationship with the hotel. One 

respondent who worked closely with the hotel owners recognised an extension to this 

relationship-building theme. He recognised that being involved in CSR activities also brought 

staff, management, and the owners closer together. In this case, it appeared that CSR activities 

involved the participation of all hotel members, including owners who would not normally 

participate in front of house hotel activities. For instance: 

 “Now, we made it clear when we went to do activities outside, we wore the team 

shirt and we didn't wear our uniform” (Informant 12, HR Manager, Chain hotel). 
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“…the unity within our hotel. It [the activity] is not just for staff. We also have 

our owner with us. Thus, our owners joined us from morning and this would 

bring good relationships between employee and employer too” (Informant 3, 

Executive Assistant Manager, Independent hotel). 

Having fun 

The second category related to the positive effect of staff participation in CSR, and included 

terms such as fun, relaxing, enjoyment, pleasure, informality, and novelty. The majority of 

participants, including managers from marketing departments, spoke of how their CSR activities 

could be a good source of employee enjoyment and happiness while they were at work and 

allowed them to have new experiences outside the repetitive work routine. Consequently, 

managers sought to promote these internal activities as opportunities for employees to have fun. 

In addition, many managers indicated that CSR participation also provided a source of 

excitement for many employees.   

“We have the market for our colleagues and they can buy the vegetables and we 

make it really fun” (Informant 21, Marketing Executive, Chain hotel). 

“When we have CSR activities we can go out. […] we enjoyed it. Once a month, 

we planned in advance. So at least we have it every month going outside” 

(Informant 12, HR manager, Chain hotel) 

“They [the employees] really like it [participating in CSR]. Because they have 

the chance to participate in the activities together and it is an activity that they do 

after work”(Informant 19, Training Manager, Chain hotel) 

Furthermore, another manager from a HR department noted that CSR activities often provided 

opportunities for novelty in the work routine. Employees enjoyed performing tasks they had 

never done before and were completely different from their daily routine. While they were 

enjoying the assigned tasks, it also appeared that the novelty of performing different tasks 

allowed them to feel relaxed after their shift. This was apparent in the following quote:  

“They like painting the school's canteen. It is like they are doing some kinds of 

activities that they have never done before. Normally, they just do their work like 
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taking care of customers, cleaning the rooms. For this, they used a paint brush. 

They really enjoyed doing it, painting it as they have never done before” 

(Informant 19, Training Manager, Chain hotel). 

Some hotel managers described CSR activities as like taking a break from work. This was 

especially evident when they recounted shared stories about outing activities. One informant 

indicated that the novelty of performing something in a completely different day-to-day work 

environment and carrying out different assigned tasks allowed staff to enjoy their experiences 

even more. It appeared that these kinds of activities offered an opportunity that allowed 

employees to escape from their daily routine. In addition, another HR manager indicated the 

importance of experiencing novelty, especially for staff that worked in shifts. That is, they 

usually had no opportunity to experience a different day-to-day working environment. As a 

result, one interesting benefit accruing to staff from this enjoyable novelty experience was that 

staff yearned less for their normal day-off breaks. In the Thai system many employees work long 

hours and receive fewer day-off breaks than in developed countries. However, the enjoyment 

derived from CSR outing activities allowed employees to save their normal day-off for a break at 

a later time and place than would have otherwise occurred. This view is expressed as follows: 

“It [the outing] is a really fun activity […] It is fun because we stayed a night 

over. But they had a list to do while they were there. For example, recently we 

did the activity relating to living sufficiently” (Informant 17, Director of HR, 

Chain hotel). 

“We are happy when we are doing CSR. Sometimes, we work and we cannot go 

anywhere for holidays. But when we have CSR activities, we can go out. We don't 

need to use our day-off. Also we could take our staff too and we enjoyed it. Once 

a month, we planned in advance. So at least we have it every month, going 

outside” (Informant 12, HR Manager, Chain hotel). 

Feeling of pride 

The third staff benefit category related to a sense of pride that was created through the process of 

being involved in CSR activities. Most participants passionately spoke of their experiences of 

seeing their employees feeling proud about their participation in CSR. This widespread view 

clearly indicated that managers perceived their employees’ feelings as being very positive about 
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the hotel and their CSR involvement. In one instance, a marketing manager recounted how she 

used a collection of pictures to imbue a sense of pride in new staff for their first week of 

orientation. The presentation slides were used to tell the story of the hotel’s CSR activities. She 

showed the new employees how the hotel had been involved in CSR with the very first team in 

their first year of hotel operations. As a result, it appeared to be a valuable induction technique to 

immerse newcomers and to garner a sense of pride to be working for the hotel, and to allow 

inductees to feel a connection to the hotel. The example is expressed as follows: 

“I have to tell you they are really proud of what they do” (Informant 21, 

Marketing Executive, Chain hotel). 

“Just to inform everyone how we all came this far, how our first team had 

explored and how they have been such a great team. Because some new staff 

were curious about how they could have been very close, even from different 

departments. This is from their participation in the activities. As a result, it 

created a feeling pride of the hotel for new staff” (Informant 23, Marketing 

Manager, Chain hotel). 

Several hotel managers also expressed personal experiences of feeling proud as a consequence of 

their hotel’s CSR related activities, especially during times of crisis, such as the recent floods. 

For instance, one HR manager expressed a sense of strong pride in his hotel’s efforts during the 

latest flooding crisis when it offered substantial assistance to employees who became flood 

victims. In one case, an employee had their big family of 11 people living in 4 guest rooms. This 

example is expressed as follows: 

“Our hotel is kind [in the flooding situation]. I could confirm that our hotel is the 

only one in Bangkok that used our rooms for employees and family to live during 

the flood. For some families, there were like 11 people living in four rooms 

altogether […]. With the flood situation, they really appreciated what the hotel 

gave them. Not just helping the employees, also including their families” 

(Informant 14, HR Manager, Chain hotel). 

A further example illustrated how feelings of staff pride arose from one particular hotel being 

chosen as the outstanding hotel of the year, as a consequence of its initiatives in assisting flood 
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victims. That is, the flooding project was chosen by the corporate office to be promoted to other 

properties within the hotel group as a representative of the Asia zone.  

“We feel very proud of our hotel that they [the corporate office] put our hotel 

picture on the worldwide [corporate] website” (Informant 20, Assistant HR 

Manager, Chain hotel). 

Developing skills 

The fourth staff benefit category refers to developing skills in terms of fostering greater CSR 

awareness, improving job-related skills, and uncovering hidden talents. Many hotel managers 

sought to promote CSR activities as offering on-site opportunities to foster greater learning about 

damage to the environment, and social and cultural disadvantages. Learning about the role of 

business in society, through hands-on experiences, appeared to sit within a broader social 

context, and as a result, such real life experiences were perceived to be valuable in raising 

employee awareness and their sense of community within society. This perspective was captured 

in the following quote: 

“Our employees, after participating in this cleaning canal activity, presented 

reflective stories, such as what was the waste in the canal, and where did the 

waste come from? They could present and analyse what they learnt today […]. 

We have deeply built their conscience about voluntarily helping others. This gives 

us a good reflective story that provides feedback from staff perspectives” 

(Informant 23, Marketing Manager, Chain hotel). 

In addition to fostering greater CSR awareness, managers were also aware that the opportunity to 

improve employees’ service orientation would directly benefit the hotel. That is, when 

employees could transfer knowledge from their CSR participation back to their day-to-day 

routine, they could often improve their customer service skills. For instance, one informant 

actively described a situation where employees volunteered to serve the community during the 

period of the flooding crisis to meet the needs of those individuals requiring assistance. She felt 

that this experience would also improve the service to customers. This insight is shared as 

follows: 
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“When our employees went to serve society, we saw this result [after 

participating in CSR] for our guests as our employees served the customers from 

their heart […] However, undertaking CSR is more than serving with a good 

service mind. While a service mind follows the duty, participating in CSR is 

voluntary and comes from good spirit” (Informant 23, Marketing Manager, Chain 

hotel). 

In addition, many participants revealed that when employees participated in CSR activities, this 

provided opportunities to develop work related skills, and more importantly, to discover hidden 

talents. That is, hotel managers often discovered potential capabilities, such as leadership skills, 

when observing employees involved in CSR activities. Discovering and nurturing such skills 

appeared to be an important benefit for the hotels as employees became more valuable human 

resources. In particular, one participant disclosed the details of discovering and developing 

employees’ potential capabilities through CSR activities in very enthusiastic terms. She saw such 

talents as presentation skills, analytical skills, and leadership skills, becoming more visible away 

from the normal job routines that employees were engaged in. Indeed, the importance of 

discovering these talents was clearly evident, as her response appeared to come quickly to her 

mind when she was asked for her thoughts. This participant’s perspective is reflected in the 

following examples of her comments:  

“This would bring great opportunities for our staff to gain leadership skills. And 

this [benefit] cannot be measured” (Informant 16, Director of HR, Chain hotel). 

“In the aspect of employees, we saw their potential [capabilities]. In fact, our 

employees who are dish cleaners could analyse, communicate, and present well. 

[…] From the activities, we could see that they are confident in sharing ideas and 

their hidden leadership skills, or they could organise their own seniority” 

(Informant 23, Marketing Manager, Chain hotel). 

Building teamwork 

The fifth staff benefit category refers to building teamwork and a cooperative working 

environment in the hotel. All participants recognised the valuable role that participating in CSR 

activities had in developing team morale and effective team work. In addition to this incidental 

benefit from CSR engagement, many managers indicated that CSR activities were also a means 
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to an end. That is, CSR activities were often designed and undertaken to achieve the specific 

goal of teambuilding. In particular, one HR director from a large hotel employed CSR activities 

as the core activity for team-building. This instrumental view of the function of community 

based CSR activities became apparent when she illustrated how important team-building 

activities were to the hotel. In taking more than 800 hotel employees to undertake CSR 

community based services, the hotel was also sending a strong statement of the worth of such a 

program. The perspective is reflected in the following examples:  

“Mostly, the purpose of these [CSR] activities was not different, such as, […], 

teamwork” (Informant 3, Executive Assistant Manager, Independent hotel). 

“Next, it was about time we went to an orphanage house. For this project, we 

linked to our residential training for staff. We took our 800-900 employees to do 

team-building. In addition to achieving the team-building goal, the learning and 

development team also set the goal that we have to do something for 

society”(Informant 23, Director of HR, Chain hotel). 

One HR manager from a large hotel indicated that he would often intentionally utilise CSR 

activities as recreational activities. He foreshadowed that by developing the skills to work more 

effectively as a team on a CSR project, this would achieve both short term and long term goals, 

as the following example shows: 

“In my opinion, we achieved two goals. First, the employees could work 

effectively […], then they could work in the activities organized by us. If they 

happened to work together, it would be easier to coordinate and to talk in the 

future” (Informant 14, HR Manager, Chain hotel). 

In brief, five categories of staff benefits were identified, namely, a relationship building-unifying 

process, having fun, feeling pride, developing skills, and building teamwork. These categories 

can be represented in terms of who might be the primary beneficiary of CSR activities, and the 

nature of those benefits accruing to staff and to the hotels. The unifying-relationship category 

relates to feelings of identification with the organisation and the development of relationships 

amongst employees, which means both the hotels and their employees could be expected to be 

joint beneficiaries. The next two categories of having fun and feelings of pride were related most 
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closely to emotions felt by employees. The final two categories of developing skills and building 

teamwork were related to technical work skills and the ability to perform better, which would 

appear to benefit hotel management. These five categories were related to the employer-

employee relationship and were accordingly used to inform the scale of staff benefits as potential 

benefits from encouraging employees to be involved in CSR in order to foster a cooperative 

working spirit and improve staff relationship ties. 

In summary, the interviews were conducted to gain an understanding of the perceived strategic 

benefits from engaging in CSR. Overall, participants affirmed that there are substantial strategic 

benefits to the firm arising from their CSR engagement. This finding thus affirms that the 

‘business case’ is an important consideration for CSR engagement. Three key benefits were 

identified in the Thai hotel context - cost savings, marketing benefits, and staff benefits. These 

three categories tend to reflect the extant literature. However, a number of aspects under each 

category were also identified that shed light on the nature of each key strategic benefit in the 

Thai hotel context. As expected, participants frequently indicated the first two themes of cost 

savings and marketing benefits. However, participants were also favourably disposed to the latter 

theme as a key benefit to staff. Insights gained from the interview findings identifying these 

three key benefits from CSR were used to inform the survey scale development that are further 

discussed in Section 4.3.1.2. 

4.2.3.2 Personal Values 

To the majority of participants, personal values were one of the reasons why they engaged in 

CSR activities. These values came from their belief systems, which are discussed in detail in this 

section. Results from the interviews identified three major themes: moral obligations, genuine 

personal concern, and merit-making. It was identified that participants engaged in CSR because 

they believed they had a personal responsibility towards the environment and society, and 

indeed, many participants expressed deep-seated concerns for their local communities. In 

addition, the majority of participants addressed their beliefs regarding merit-making and 

indicated that they engaged in CSR practices because of merit-making. The concept of merit-

making basically means that people should do good deeds without expecting anything in return, 

and it is an important part of Buddhism practices. However, several participants appeared to 

identify a phenomenon of merit-making that was different from traditional Buddhist practices. 

That is, some participants anticipated a future outcome from merit-making as a reciprocal 
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benefit. The following sub-section presents the discussion of each theme identified under the 

category of personal values: a) moral obligation; b) genuine personal concerns; and c) merit-

making. 

a) Moral obligation 

The first personal value theme, moral obligation, reflected the normative view that businesses 

have a duty to give back to society. This theme refers to participants’ perceived responsibility 

towards the environment and the society they live in. For example, one participant emphasised 

the phrase had to contribute, which could be interpreted as a commitment to act responsibly 

toward society, either derived from his personal views or due to the influence of his workplace. 

In addition, some participants engaged in CSR activities because it was an integral part of their 

job responsibility. For instance, one of the respondents acknowledged that part of their job was 

to make sure that the hotel had engaged in several projects in relation to CSR, and it was up to 

the respondent to decide how they conducted these CSR activities on behalf of their hotel. 

“We had to contribute [some returns] to our society.” (Informant 12, HR 

Manager, Chain hotel).  

“It [CSR] is part of my responsibility.” (Informant 21, Marketing Executive, 

Chain hotel). 

Also, one participant indicated it was the moral responsibility of businesses to engage in CSR 

activities. They suggested that as businesses created more waste in comparison to households, 

they should engage in CSR activities to help society at large. Also, businesses have more 

resources; hence they should be more proactively engaged in CSR activities. The following 

comment highlights this feeling that business entities need to be responsible for the environment 

and society.  

“We are doing it because we feel a real responsibility about our own waste” 

(Informant 21, Marketing Executive, Chain hotel).  

Additionally, participants who had relocated to a different city for career opportunities still felt 

responsible for engaging in CSR activities through their hotels for the betterment of society. This 

was an interesting finding as it could be assumed that when some people migrate they may not 

hold the same concerns for the society they have migrated to in comparison to their own society. 
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But in one instance, a Koh Samui hotel owner, who had relocated from Bangkok, seemed 

genuinely concerned for the local society irrespective of which society she belonged to and 

suggested that hotel owners were socially obligated to give back to the community by engaging 

in CSR activities. 

“When running a business in different communities [from our own hometown], 

we should also give back to the community, which reflects our responsibility to 

the community” (Informant 2, Owner, Independent hotel). 

b) Genuine personal concerns 

The second personal value theme, genuine personal concern, reflected individual preferences for 

and interest in contributing to their society or to the preservation of the environment. On further 

probing, all participants did in fact affirm themselves as being environmentally concerned, 

though the extent of their claims varied. Some participants indicated broad concerns for society 

while other participants emphasized the importance of improving the environment, and some 

expressed concerns about the well-being of their society. For instance: 

“We tried to preserve most of the environment” (Informant 4, Executive 

Consultation, Independent hotel). 

“I personally felt they [orphanage children] were so poor. That was why I 

wanted to help them” (Informant 4, Executive Consultation, Independent hotel).  

Further, some participants had concerns regarding local communities. This concern was 

addressed when managers suggested a genuine belief that they should naturally play an integral 

part in their community. Another participant equated his environmental concerns with a sense of 

long-term commitment towards future generations who should reap the benefits of today’s 

actions. He was particularly emphatic about reducing the environmental problems in his local 

areas and stated that: 

“Our owner and all executives are living in this community. Thus, we feel that we 

must help each other [people in communities]” (Informant 22, PR manager, 

Chain hotel). 
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“The purpose of becoming a green hotel was because we wanted Koh Samui to 

become a destination for sustainable tourism, for the sake of the environment and 

for preserving the environment for our future generations” (Informant 11, HR 

manager, Independent hotel).  

Furthermore, one hotel owner admitted her CSR efforts stemmed primarily from her personal 

interest, which was a rare admission among the participants. Her use of the pronoun ‘we’ in her 

answer, instead of ‘I’ further indicated her attitudes were shared with her family, and also 

dictated her life philosophy. This was illustrated by the following quotes: 

“Motivation came from my interest. We [she and her husband] see the 

importance of the environment” 

“Mainly, I personally like to do activities relating to environmental conservation. 

My husband and I are NGOs who participate in different foundations […]. I am 

an environmentally concerned person. Thus, I have adapted this viewpoint to my 

business, which was the starting point of the Green Project” (Informant 2, 

Owner, Independent hotel).  

c) Merit-making 

A third personal value theme, termed merit-making, appeared to be another meaningful reason 

for hotel managers in Thailand to adopt responsible CSR practices within the Thai hotel sector. 

In Chapter 2, merit-making was identified as a common Buddhist practice and an important part 

of Thai customs, especially in regard to donations or philanthropic activities. Merit-making 

refers to doing good things without expecting anything in return. The majority of participants 

frequently mentioned merit-making as a strong reason for hotels to engage in CSR. Being from a 

dominantly Buddhist country, several participants reflected on the traditional view of merit-

making.  

“It [CSR] is related to merit-making, especially for Thai people, certainly for 

Buddhists” (Informant 22, PR manager, Chain hotel). 

“The majority of Buddhists like to make merit by giving donations, which is the 

easy thing to do [for being Buddhists]” (Informant 2, Owner, Independent hotel). 
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It was evident that for many participants their views on CSR activities corresponded with the 

traditional notion of merit-making. That is, doing good and not expecting anything in return is 

the accepted traditional meaning of merit-making. However, some participants who felt strongly 

about merit-making, expressed the view that the practice of merit-making was a reciprocal act, 

which implied that if they performed a good deed for another then the merit would be returned. 

This is a counter-intuitive finding in regard to the meaning of the term merit-making in the Thai 

hotel sector. While one would reasonably assume that merit-making would fit under the 

“altruistic’ umbrella, this viewpoint was found to be less straightforward. The finding of the 

expectation of receiving good in return for doing good is contrary to the true meaning of merit-

making. Illustrations of these expectations of returns were evident, and identified in outcomes 

such as feeling good, gaining merit, and holding good fortune in one’s next life.  

“We have done something for our society. As a result, we will gain merit” 

(Informant 3, Executive Assistant Manager, Independent hotel).  

Another respondent stated that the immediate return from merit-making was evident in terms of 

feeling good within himself, while the long-term return was expressed as his belief in 

improvement for his next life. Exemplar statements of the expected returns from merit-making 

appeared to illustrate that these anticipated outcomes were the main reasons underpinning the 

respondents’ beliefs in engaging in CSR activities. This was expressed by another respondent in 

a more detailed manner as follows: 

“As we are Buddhist, making merit [for personal benefit] encourages us to help 

poor people. We feel good after doing it because we have made merit for our next 

life. And we Buddhists normally say that making merit is for our next life […]. 

Our employees feel good. They feel that by donating things to children or buying 

ice cream for them, they would gain increased merit. They might feel good, 

satisfied, and fulfilled after gaining merit” (Informant 6, General Manager, 

Independent hotel). 

On the other hand, a further group of participants rejected the idea that participating in CSR was 

related to merit-making, and emphasised that their personal concerns were foremost. That is, 

their underlying reasons for undertaking CSR came solely from their deep-rooted concerns for 

society. This sentiment was expressed in the following statement: 
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“Gaining merit is Buddhism logic. I don't really think about merit-making. 

Because when it comes to the real situation, we are seeing people suffering. We 

have not thought about the return [from merit-making]. We just do as much as we 

can with two hands among this 60 million people in Thailand. It [CSR activity] 

comes from our hearts.” (Informant 17, Director of Human Resource, Chain 

hotel). 

The above response emphasized that merit-making was not considered to be a strong motivating 

reason for some participants engaging in CSR. Rather, a key factor for their CSR engagement 

was a genuinely personal, ‘heart-felt’ motivation, fundamentally derived from participants’ 

profound reflections on their personal sincerity and willingness to contribute to the environment 

or society. Similarly, for participants who strongly believed in genuine causes, religious matters 

had no influence on their belief system. Another respondent whose beliefs were not related to 

merit-making expressed honestly that: 

“Religion is not involved with CSR because we undertake CSR from our heart, 

not because of religion” (Informant 11, HR manager, Independent hotel). 

Moreover, many people in Thailand willingly donate money when visiting temples. However, 

some participants’ weak beliefs in merit-making may be influenced by doubts regarding the 

legitimacy of contributing this money. This is reflected in the statement,  

“We don’t know what they [the temples] used our money for […] and we don’t 

see the value of money we contributed” (Informant 11, HR manager, Independent 

hotel). 

Furthermore, a few participants equated another meaning of merit-making as the opportunity to 

do good deeds. For example, participants had persuaded other employees, who may not yet have 

engaged in CSR activities, to participate in order to do something good for others. That is, the 

participant seemed to indicate that involvement in CSR was a means to merit-making.   

“They [other people in general] may use 'merit-making' to campaign for the 

[CSR] activities. In my opinion, they may use this term [merit-making] as the 

opportunities to do good deeds.” (Informant 16, Director of HR, Chain hotel). 
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“Employees were told that participating in CSR for the past four months was like 

merit-making” (Informant 15, Director of HR, Chain hotel). 

In summary, three themes relating to personal values were identified, namely moral obligation, 

genuine personal concerns, and merit-making. First, when participants perceived their 

responsibility toward society, they were inclined to engage in CSR. This reason corresponds to 

CSR practices in the Western context, where moral obligation drives individual managers to act 

responsibly. Second, managers who had both broader concerns regarding society and narrow 

concerns for local communities tended to be involved in more CSR practices. Third, merit-

making could be reasonably assumed to be a key belief in driving managers to engage in CSR. 

Two streams of merit-making practices were indicated by participants. That is, a group of 

participants seemed to have the traditional view of merit-making as a good practice of being 

Buddhist, whereas some participants were holding onto reciprocal expectations from merit-

making. This latter group appeared to have reasons relating to merit-making which were 

different from the traditional concept of merit-making. However, a few Thai hotel managers 

perceived that the link between Buddhism and CSR was non-existent. Hence, the importance of 

‘traditional’ merit-making as a driving force for CSR engagement is in doubt. Nonetheless, all 

three themes provide further understanding of personal values as a reason for engaging in CSR in 

the Thai hotel context. These interview findings were then used to assist in the conceptual 

definition of personal values. That is, personal values was revised as personal beliefs regarding 

the importance of the environment and society, moral obligation, and making-merit. This 

qualitative information is further discussed in Section 4.3.1.3. 

4.2.3.3 Relationships with Stakeholders 

Stakeholders include any groups or individuals that may affect and be affected by a firm’s 

performance. One of the goals of the qualitative interviews in this study was to improve 

understanding of how stakeholders might influence hotels’ engagement with CSR. The interview 

results suggested three discrete categories of stakeholders within the Thai hotel sector: key 

tourism organisations (KTOs); peer hotel managers (PHMs); and government. The first two 

categories include stakeholders that exerted various degrees of influence on Thai hotels’ 

engagement with CSR. The third category of government was found to have little or no influence 

on CSR engagement. Table 4.2 shows the different characteristics of each relationship that hotels 
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have with each stakeholder group. These three categories of stakeholders are discussed in the 

following paragraph. 

Table 4.2. 

Nature of Key Stakeholder Relationships in the Thai Hotel Context 

 

Characteristics 

Stakeholder groups 

Key Tourism 

Organisations 

(KTOs) 

Peer Hotel Managers 

(PHMs) 

Government 

Group members Tourism Authority of 

Thailand (TAT), 

Thailand Hotel 

Associations (THA), 

Major tour operators 

Managers from local 

hotels  

Local municipalities, 

local administrative 

organisations  

Types of control Voluntary  No control Legislative control  

Nature of 

arrangement 

Contractual 

agreement 

Flexible agreement Restrictive agreement 

Impact on hotels Yes Yes No 

 

The first group of stakeholders, key tourism organisations, included powerful organisations 

which exerted a high level of influence, namely the Tourism Authority of Thailand (TAT), the 

Thai Hotel Association (THA), and major tour operators. The participants who acknowledged 

key tourism organisations as stakeholders recognised the presence of TAT as an organisation 

which exerted influence over the adoption of CSR in terms of the support it provided to hotels. 

This support ranged from providing basic information regarding the prevalent environmental 

issues in the local community to any regulatory approval that could be required for the adoption 

of environmental management programs in hotels. However, the contractual relationships 

between TAT and hotels are voluntary, and hotels have flexibility in regard to compliance with 

any CSR collaborations arranged by TAT.  

“TAT sometimes provided some support and was very influential regarding 

environmental issues” (Informant 1, Owner, Independent hotel).  
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In addition, to be recognised as a part of the THA, the hotels signed memberships that gave them 

more credibility to market their hotels to customers. This membership was not compulsory, but 

the hotels preferred to have it as it gave them an advantage. Membership included certain 

clauses, one of which was participating in all the activities that the THA was involved in. 

Therefore, the hotels were more likely to engage in CSR activities if they were arranged by 

THA. The influence from THA is illustrated in the following quotation.  

“If THA launches a CSR project, our hotel will participate. This was our THA 

membership agreement, by which we must participate in the activities they 

arrange.” (Informant 9, HR Manager, Independent hotel).  

Furthermore, it was identified that stakeholders such as tour operators were one of the drivers 

that led to hotels engaging in CSR activities. The tour operators pushed the hotels to engage in 

CSR activities if the hotels wanted to continue their contracts. The reason behind this was that 

guests preferred tour operators that were in partnership with hotels that followed CSR. This view 

could be reasonably assumed to be hotel management securing hotel business by responding to 

the influence of tour operators and adopting CSR and related activities.  

“Tour operators were interested in the hotels certified by green labels like 

‘Green Leaf’. They were willing to renew sales contracts if the hotels focused on 

the issues relating to global warming” (Informant 12, HR Manager, Chain hotel).  

Further, the second group of stakeholders, which were the peer hotel managers, recognised a 

need for having an effective and transparent relationship between peer hotel managers that led to 

an increase in engagement with CSR activities among the hotels. This form of relationship was 

identified through either collaborating in CSR activities or inviting other hotels to join in CSR 

activities. This collaboration was highly dependent on the kind of relationships peer hotel 

managers maintained with each other. For example, participants commented that effective 

relationships with peer hotel managers meant it was easy to contact neighbouring hotels when 

implementing certain CSR activities. The statement further implies that responses to invitations 

from other peer managers allowed more interactions among hotel peers. 
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“Sometimes, other hotels nearby were very influential [regarding CSR]. If we 

arranged activities, we would invite the hotels nearby to join us” (Informant 18, 

Training Manager, Chain hotel).  

In addition to contact by invitation, one of the participants suggested that collaboration was an 

important aspect for CSR activities. This collaborative contact involving CSR engagement was 

also considered another way to gain effective relationships with peer hotel managers. 

Consequently, potential CSR collaborations might influence other hotels’ decisions to engage in 

CSR. A comment provided by this participant conveys this general view: 

“That is our aim, to coordinate with outside organizations, other hotels, and 

other organizations, by starting from the hotel industry” (Informant 11, HR 

Manager, Independent hotel).  

Moreover, participants also expressed the benefits of the networking contacts associated with HR 

clubs. As a result of being in contact with other hotel associates, hotels received benefits from 

shared information, and they were more likely to become involved in CSR. For example, one 

participant saw the benefits from HR clubs as follows: 

“The HR club also shared about other hotel practices and advised other hotels to 

join in CSR activities. Club members or member associations are very helpful” 

(Informant 18, Training Manager, Chain hotel). 

In terms of the third stakeholder group, it has been found in the literature that government may 

exert power over hotels’ adoption of CSR. In regard to the interviews in this study, government 

included local municipalities and local administrative organisations. Ideally, government 

exercised its legislative power to enforce the law. However, it was evident in the interviews that 

participants perceived no enforcement from the government. This then suggests that the hotels’ 

adoption of CSR activities, such as specific environmental practices, should have been strictly 

enforced by the government. This view implied that CSR and environmental practices might be 

promising, once the hotels perceived the presence of their regulatory agencies.  

“If the local authorities enforced the action, such as waste management or water 

treatment, people must comply. Being Thai people, if we are told to do so, we like 

to follow” (Informant 2, Owner, Independent hotel).  
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In addition, a manager was disappointed about the role of local municipalities and thought they 

should enforce rules and regulations that would help to preserve the environment and reduce 

environmental problems. This view seemed to indicate that change in government execution 

might exert a stronger influence over the adoption of environmental practices.  

“The municipality was doing the preservation of coconut plantation, but they had 

not enforced the rule to control it. If we looked in general, the enforcement from 

the municipality was very weak. They never divided the zones that were severe [in 

the loss of the coconut trees]” (Informant 11, HR Manager, Independent hotel).  

A similar view further highlights the importance of government with financial support. One 

participant stated that she could commence a new energy saving project of changing to eco-

bulbs, although the hotel needed to handle management costs of training employees to be ready 

for this project. 

“If the government provided some support, we realise that changing to eco-bulbs 

helped to save costs in the long term. We couldn’t really start everything from 

scratch [without some support from the government] because of the high costs of 

investment, for example, changing the equipment” (Informant 22, PR Manager, 

Chain hotel).  

In summary, three different categories of stakeholders were identified, namely key tourism 

organisations (KTOs), peer hotel managers (PHMs), and government agencies. More 

importantly, these groups exerted varying degrees of influence over hotels’ CSR engagement in 

the Thai hotel sector. Furthermore, it was found that a number of meaningful characteristics were 

associated with each stakeholder group and its relationship with the hotels. That is, key tourism 

organisations share common characteristics such as voluntary arrangements, formal contractual 

agreements, and the provision of support to the hotels. It was found that key tourism 

organisations appeared to hold a strong power over hotels through the support provided to the 

hotels. Thus, incentives from KTOs formed a key influence over CSR engagement. In addition, 

peer hotel managers also provided an effective relationship with the hotels, but the nature of the 

relationships differed substantially from KTOs. These relationships were open and flexible and 

arose through invitation and collaboration. Participants seemed to identify that their peer hotel 

managers were very influential for their engagement with CSR.  
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Further, government agencies, who seemed to be an ideal group that held official power and 

regulatory functions in the CSR space, appeared to have no influence on hotels’ adoption of 

CSR. Participants did not recognise government influences that had not properly executed their 

policies and restrictions regarding CSR, nor did they offer any incentives or play a financial 

supportive role. The findings regarding these three categories of stakeholders were informative, 

and provided insights into key stakeholders within the Thai hotel sector. This qualitative 

information is useful and further discussed in Section 4.3.1.4. 

4.2.3.4 Constraints for Hotels’ Engagement with CSR  

A wide range of positive attributes for engaging in CSR was reported in the earlier sections of 

this chapter. These attributes form a strong case for hotel managers to engage with CSR. 

However, when probed further, participants also identified some constraints that limited their 

engagement with CSR. Two constraints in particular were identified: limited decision-making 

power and limited resources. For some participants, a lack of control in making any CSR 

decisions was evident. They also emphasized that the role of key decision makers, such as 

owners and managing directors was important if CSR practices were to be implemented. 

However, they also suggested the necessity of HR’s role in informing owners and managing 

directors regarding the importance of CSR practices and the benefits evolving from such 

practices. For instance: 

“If the executives do not see the importance of CSR […], involvement in CSR will 

not happen” (Informant 19, Training Manager, Chain hotel). 

“If the owners do not see the importance [of CSR], employees won’t make any 

decisions relating to participating in the projects or attending the meetings” 

(Informant 4, Executive Consultant, Independent hotel). 

“If hotels intend to do more, you need to teach the executive, give all information 

to them. If not, operations just run their part. They don’t have capital to invest.” 

(Informant 2, Owner, Independent hotel). 

The second constraint was identified as limited resources, and represented the availability of 

resources within the hotels and how many resources were required to implement CSR. This 

second constraint was frequently acknowledged by participants. There are several aspects to this 



 

 

127 

issue. One is that several managers were concerned about the actual amount of resources 

required. While this view implied that CSR was seen as a cost rather than an investment, it also 

reflected the need for capital or start up resources. A second aspect is perceptual in nature. Many 

participants from small or medium sized properties tended to link their resource capacity for 

CSR directly with hotel size. However, it is possible that this could be an excuse from some 

managers to justify low or non-engagement with CSR. In addition, they also indicated that 

engaging in CSR required sufficient human resources to develop projects, as well as staff time 

and effort to continue the projects.  

“We are a very small hotel with limited resources.” (Informant 21, Marketing 

Executives, Chain hotel). 

“We are just a small hotel…We don’t have enough human resources to manage 

this [environmental] issue” (Informant 1, Owner, Independent hotel). 

“CSR also adds more duties, efforts, employee responsibilities, […] It is not that 

CSR is difficult [beyond our capabilities]” (Informant 11, HR Manager, 

Independent hotel)  

Further, participants indicated that the initial costs incurred when CSR activities were adopted 

needed to be considered. In particular, massive resources were often needed to prepare for 

ongoing CSR projects, for instance an organic garden project. This response implied a need for 

investment costs in order to launch this project. Furthermore, another participant highlighted an 

additional cost of hiring a specialised company to manage specific waste issues. While this 

participant was an environmentally concerned person, she identified that in addition to benefits 

from CSR, namely cost savings, there was an investment cost incurred when the hotel had no 

capabilities to deal with the issue of waste management. Nevertheless, she was able to overcome 

this cost and the hotel solved the issue in environmentally responsible ways and successfully 

engaged in CSR practices.  

“To prepare the 3,000 square metres needed, we have to bring machinery in, and 

to do that, such a huge job […]. It is an investment there. It is an investment in 

the mulching machine” (Informant 21, Marketing Executives, Chain hotel). 
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“Taking care of waste became our cost. Adopting environmental practices was 

good but it didn’t mean cost savings only. It added costs and we had to make up 

our mind” (Informant 2, Owner, Independent hotel).  

Moreover, participants who first considered the costs incurred from CSR initiatives tended to 

select the initiative that would be most cost effective. If participants perceived that initial costs 

outweighed outcomes, there was a reluctance to undertake the CSR activity. That is, they tended 

to consider how financially worthwhile it was to undertake CSR activities. As such, only those 

initiatives considered to be financially beneficial and viable were implemented.  

“Because there were some costs incurred [from undertaking CSR], they [other 

hotels] didn’t undertake certain CSR activities when they didn’t perceive the 

future [outcomes]. So, they just rejected that particular [CSR] activity, and 

participated in another one instead” (Informant 3, Executive Assistant Manager, 

Independent hotel). 

In summary, the interview participants indicated two CSR constraints: limited decision-making 

power and limited resources. In order to overcome limited decision-making power, the interview 

findings highlighted the important role of hotel managers in informing owners and executives 

about CSR practices. Also, participants tended to identify their limited resources in relation to 

hotel size. That is, they considered their hotels to be small hotel operations with limited 

resources and capabilities, regardless of their actual size. In addition, they also considered how 

much cost would be incurred when engaging in CSR. Especially, when investment costs were 

perceived to outweigh CSR outcomes, they tended to refuse to engage in CSR. These findings 

were used to revise the conceptual definitions to reflect the Thai hotel context, as well as to assist 

in scale refinement for the survey. Further discussion on the process of scale refinement is 

presented next. 

4.3 Scale Refinement Process 

The previous section reported the interview results. The interviews provided background 

information and the perceived reasons for CSR engagement in Thai hotel sector. More 

importantly, an overall picture of the nature of CSR engagement was provided and it was 

possible to utilise the major reasons that emerged through the interviews to represent the 

determinants of CSR. In general, many reasons were congruent with the literature review 
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presented in Chapter 2. These reasons included cost savings, marketing benefits, moral 

obligation, stakeholder expectations, and resource availability. Moreover, the interview results 

were informative to provide further understanding into reasons for hotels’ engagement with 

CSR. These results were then used to refine the conceptual definition for the tentative conceptual 

model proposed in Chapter 2.  

Building on the methodology chapter, this section reports the results of the process of the scale 

refinement process, which is illustrated in Figure 4.3. The refined statement selection processes 

are reported below in two steps. First, the refinement of the scale items was discussed through 

the process of utilising the literature that informed the tentative conceptual model presented in 

Chapter 2, together with the interview findings in Section 4.2. The measurement scales that 

needed to be refined are discussed in Section 4.3.1. Second, all items were then refined through 

expert reviews, pre-tests, and pilot-tests. These results are presented in Section 4.3.2. 

 

 

 

 

 

 

 

Figure 4.3. Scale Refinement Process 

4.3.1 Scale Refinement for Constructs  

In Section 2.5, five constructs were proposed in a tentative conceptual model to explain 

determinants of CSR engagement. The methodology chapter provided the discussion on the 

preliminary scale development (see Section 3.4.1). This section reports the integration of the 

existing measures from the literature, together with the interview findings from Section 4.2. The 

measures utilised the qualitative information from the interviews and were developed to be used 

in the survey instrument. These interview results were used to assist in scale refinement to 
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closely reflect on measures for the Thai hotel context. That is, the scales represented the 

measures for CSR engagement and key determinants for engaging in CSR within the Thai hotel 

sector. Table 4.3 illustrates the revised conceptual definition for each construct. An explanation 

for each construct regarding revised definitions and statements is presented in the following sub-

sections. 

4.3.1.1 CSR Engagement 

In this thesis, ‘CSR engagement’ was used as an umbrella term to cover three different types of 

hotel engagement with CSR: CSR policy, current practices, and future intention. As discussed in 

Section 2.3, the CSR definition used in this study follows van Merrewijk (2003) and Sheldon and 

Park (2011). CSR engagement refers to the level of the business response to social, cultural and 

environmental issues, including the reasoning and motivation for managing and adopting 

policies, practices and future intentions. In addition, the measures developed for CSR 

engagement was expected to utilise the qualitative information derived from the interviews. 

These interview results were used to assist in scale refinement to closely reflect on measures for 

the Thai hotel context. The measures for each dimension of CSR engagement are discussed in 

the following paragraph. 

Current practices is the first CSR engagement dimension to be discussed in this section. This 

scale measured the hotel’s level of engagement in CSR. The interview findings revealed six 

types of CSR engagement in hotels: environmental practices; socially responsible practices; 

activities for staff participation; customer-related activities; donations; and Thai traditional 

events. The interview information was used to assist in the development of the scale of current 

practices. That is, the first four types of practices in the interviews were consistent with a 

‘perceived importance’ scale (Sheldon & Park, 2011). Thus, four statements were adapted to 

capture these four types of CSR practices. A sample statement is “My hotel has comprehensively 

adopted environmentally responsible business practices”. 
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Table 4.3. 

Revised Definitions for Constructs and Dimensions 

Constructs/ 

Dimensions 
Definitions 

Strategic 

benefits 

Potential returns of quantifiable or less quantifiable benefits to the business from 

engaging in CSR. 

Cost savings More quantifiable benefits to be derived from engaging in CSR in terms of 

saving energy, reducing, and recycling waste. 

Marketing 

benefits 

Less quantifiable benefits from CSR ranging from improving image, and 

attracting customers. 

Staff benefits Less quantifiable benefits from employees being involved in CSR foster a 

cooperative working spirit and improve relationship ties. 

Personal 

values  

Personal beliefs regarding the importance of the environment and society, moral 

obligation, and merit-making. 

Moral 

obligation 

Personal beliefs for engaging in CSR are activated by feelings of responsibility 

towards society. 

Merit-making Personal belief regarding the importance of the Buddhist practice of merit-

making. 

Stakeholder 

expectations  

The extent to which stakeholders influence hotel CSR engagement. 

KTOs Degree of power over hotels through the support provided to the hotels from the 

Tourism Authority of Thailand, the Thai Hotels Association, and tour operators. 

PHMs Degree of openness and flexibility relationship among hotel managers that 

influences hotel CSR engagement. 

Government  Degree of government pressure on hotel engagement with CSR. 

Perceived 

control  

Perceived confidence in undertaking CSR through availability and suitability of 

resources, capabilities, and decision making power. 

CSR 

engagement 

The business response to social, cultural and environmental issues, including 

their reasoning and motivation for managing and adopting policies, practices, and 

future intentions. 

CSR policy The extent to which the hotels develop social and environmental policy 

frameworks encompassing clear goals. 

Current 

practices 

The extent to which the hotels have engaged in CSR practices. 

Future 

intentions 

The extent to which the hotels are likely to engage in CSR practices in the future. 
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The other two types of practices were more specific to Thai customs. That is, participants 

considered donations and Thai traditional events as part of their CSR engagement. This 

interview result assisted in adding statements to cover measurement items specific to the Thai 

hotel sector. In addition, an existing scale was conducted in the Thai banking sector 

(Chomvilailuk & Butcher, 2010); therefore two statements from their survey were adapted to 

capture specific Thai cultural practices, such as donations and Thai traditional events. For 

instance, “My hotel devotes a lot of time and money to help wide sections of Thai society”.  

Further, future intentions employed a standard definition given in the theory of planned 

behaviour, which referred to the hotels’ levels of intentions to engage in CSR practices. In the 

interviews, managers shared their intention to adopt CSR practices in the future, especially 

practices involving environmental issues. Furthermore, managers indicated their future intentions 

to undertake several other projects that would be similar to their current activities. Six statements 

for the future intentions scale from Hsu and Huang (2012) were adapted to reflect specific 

practices within the Thai hotel sector. A sample statement is “My hotel intends to support the 

preservation of Thai's traditional culture and heritage activities”. Moreover, CSR Policy was 

defined to measure the level of hotels’ development of social and environmental policy 

frameworks, which encompassed clear goals. The measure of Chan and Wong (2006) was 

adapted to capture the scale definition of CSR Policy in this study. Four initial statements were 

included in the survey. A sample statement is “Our hotel’s policy is designed to meet with 

socially/environmentally responsible practices”.  

4.3.1.2 Strategic Benefits 

Strategic benefits proposed in Chapter 2 refers to potential benefits for the business to be derived 

from engaging in CSR, which tend to be performance related. This stream of literature draws 

from the ‘business case’ approach. The interviews provided further understanding of the 

perceived reasons for hotels’ engagement with CSR. The majority of participants identified 

numerous strategic benefits from engaging in CSR, and furthermore that these benefits were 

highlighted as reasons for their CSR engagement. Three key benefits were identified, namely 

cost savings, marketing benefits, and staff benefits. Each aspect was considered to represent the 

dimensions measuring the construct of strategic benefits. Each dimension is discussed in the 

following paragraph.  
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Cost savings as the first dimension proposed in the tentative conceptual model was broadly 

defined as potential benefits to be derived from CSR, such as improving operation efficiency, 

and gaining profit (See Table 3.3). The interview results reported cost savings as the most 

mentioned reasons by participants, as expected. However, the interview results identified narrow 

aspects of cost savings. That is, the participants appeared to highlight the benefits of cost savings 

from environmental practices, especially any practices relating to energy consumption. They also 

recognized that these cost-saving benefits were beneficial in the long term. Additionally, they 

could describe more quantifiable, tangible, and measurable benefits from saving costs. These 

interview findings were used to assist in refining scale definition. The revised definition of cost 

savings refers to more quantifiable benefits to be derived from CSR in terms of saving energy, 

reducing, and recycling waste. In order to measure this revised definition of cost savings, the 

measures of cost savings used in the electronic and chemical industry in Singapore were adapted 

and extended for use in the Thai hotel context (H. Quazi et al., 2001). A sample statement is 

“Undertaking CSR builds long-term cost savings”. 

The second dimension of strategic benefits proposed in Chapter 2 only focused on the aspect of 

improving image. The interview results provided further understanding of potential benefits from 

engaging in CSR. As expected, managers frequently indicated image to be a major benefit 

derived from CSR. However, some managers mentioned CSR benefits in terms of attracting 

customers and gaining marketing advantage. While competitive advantage was proposed as the 

third dimension of Strategic Benefits in the literature review chapter, only a few hotel managers 

recognised the benefits of gaining competitive advantage. In support, previous works have found 

that competitive advantage is less anticipated from green practices (Mair & Jago, 2009). As such, 

the interview findings reported in Section 4.2.3.1 were then used to refine the scale definition. 

The aspect of competitive advantage was combined as another aspect to be measured in the 

marketing benefits scale. Accordingly, these benefits identified by managers were categorized as 

marketing benefits, which covered less quantifiable benefits from CSR, ranging from improving 

image, attracting customers, and gaining marketing advantage. Subsequently, six statements 

adapted from J. Park et al. (2014) and Lopez-Gamero et al. (2011) were extended to capture the 

aspects of marketing benefits reported in the interviews. For instance, “CSR improves my hotel 

image” and “Customers are more attracted to hotels practising CSR”. 
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Staff benefits was the third dimension of strategic benefits. The interview findings revealed five 

categories of staff benefits accruing to staff and to the hotels. These benefits were used to revise 

the scale definition for staff benefits as potential benefits from involving employees in CSR to 

foster a cooperative working spirit and improve staff relationship ties. Consequently, eight 

statements derived from the established scale of Jaworski and Kohli (1993) were extended to 

reflect on the staff benefits aspects indicated by interviewees, for instance a better cooperative 

working spirit. A sample statement is ‘CSR activities are great team building tools”. 

4.3.1.3 Personal Values  

The personal values construct proposed in the literature was broadly defined as internal 

orientations arising from the beliefs of moral obligation and merit-making. Overall, the interview 

results indicated three aspects of personal values, namely moral obligation, genuine personal 

concerns, and merit-making. These results were used to assist in refining the conceptual 

definition of personal values. Accordingly, the conceptual definition of personal values was 

revised as personal beliefs regarding the importance of the environment and society, moral 

obligation, and merit-making. The personal values construct was developed to capture two 

dimensions: moral obligation and merit-making.  

From the interview findings, the first two aspects of moral obligation and genuine personal 

concerns were closely related. That is, managers perceived their wider responsibility towards 

society as well as their more narrow concerns regarding local communities. These two aspects 

were then combined and used to assist in refining the scale definition of moral obligation. The 

revised definition of moral obligation refers to personal beliefs about engaging in CSR activated 

by feelings of responsibility towards society. Four statements were adapted from an established 

scale (Vining & Ebreo, 1992), such as “I feel that undertaking CSR is my personal obligation 

towards society”. One statement, “For me, undertaking CSR is the right thing to do” was derived 

from El Dief and Font (2012), and another two statements were extended from Hunt et al. (1990) 

“I place the interest of society over the interest of the hotel”. 

The latter aspect of merit-making emerged from the interview data as one of the key personal 

beliefs driving managers to engage in CSR. In the tentative conceptual model, merit-making was 

defined as an individual’s belief that undertaking CSR is about merit-making, feeling pleasure, 

and giving generously without expecting anything in return. The interview results suggested that 

there were three groups of managers who identified their beliefs in regard to merit-making. The 
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first group represented the belief that merit-making is a good practice of being Buddhists. The 

second group referred to a personal belief in reciprocal expectations from merit-making. The last 

group represented those managers who did not see any link between Buddhism and CSR. 

Accordingly, the interview information from the first group was used to revise the scale 

definition of merit-making as personal beliefs regarding the importance of the Buddhist practice 

of merit-making. Six statements were adapted and extended from Vitell and Paolillo (2003) to 

capture the scale definition, for instance, “I often make merit”. 

4.3.1.4 Stakeholder Expectations 

The stakeholder expectations proposed in Chapter 2 referred to pressure stemming from key 

stakeholders to engage in CSR, such as government administration, customers, tour operators, 

and other stakeholders. The interviews provided further insights to understand the key 

stakeholders that influenced hotel engagement with CSR in the Thai hotel sector. Three different 

categories of stakeholders were identified from the interviews, namely key tourism organisations 

(KTOs), peer hotel managers (PHMs), and government. Each dimension is discussed in the 

following paragraph. 

First, KTOs included the Tourism Authority of Thailand, the Thai Hotels Association, and tour 

operators. The interviews indicated that managers recognised the influence from this category of 

stakeholders through their common characteristics, such as formal contractual agreements and 

providing support to the hotels. These findings from the interviews were then used to assist in 

refining the scale measurement. Six statements were adapted from an established scale of Dennis 

et al. (2009). A sample statement is “The Tourism Authority of Thailand wants my hotel to be 

more involved in environmentally responsible activities”.  

Second, PHMs refer to a flexible relationship among hotel managers, which also exerted 

influence on hotels engaging in CSR. From the interviews, participants recognised influence 

from their peer hotel managers through invitation and collaboration for CSR. As such, six 

statements adapted from den Hond, de Bakker, and Doh (2012) were used to assess the degree of 

influence from peer hotel managers. A sample statement is “My hotel has developed close 

working relationships with other local hotels”. 

Third, government refers to an ideal group of agencies holding official power and regulatory 

functions over the hotel sector. While the literature has shown the important role of government 
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in enforcing CSR and other related practices in business, the interviews indicated that managers 

did not recognise the power of the government within the Thai context. However, given that 

previous empirical studies have highlighted the important influence of government, the scale was 

retained as one of the dimensions for stakeholder expectation in the model. Four statements 

derived from Kasim and Ismail (2011) were adapted to measure the relative pressure from 

government. A sample statement is “My hotel feels pressure from government laws and 

regulations to do CSR”. 

4.3.1.5 Perceived Control  

Perceived control in the conceptual model was defined as the perceived confidence in 

undertaking CSR through the availability and suitability of resources, capabilities and decision-

making power. The interview results provided support for this approach and in refining the scale 

measurement. The interview results indicated that participants identified two constraints for 

engaging in CSR, which included limited decision-making power and limited resources. It was 

found that participants perceived they had limited resources due to the small scale of operations 

and the initial cost incurred from engaging in CSR. The interview data was then used to assist in 

refining the measurement statements. Seven statements adapted from an established scale by 

Kraft et al. (2005) were further adapted to capture the scale definition and to suit the Thai hotel 

context. For instance, “Our hotel has enough staff to engage in CSR within the next 12 months”. 

4.3.2 Evaluation and Testing of Proposed Survey Instrument 

The previous section presented the scale refinement for each construct. Thus, the proposed 

survey instrument questions were ready for further evaluation and testing. In Section 3.4.1.3, the 

process of pre-tests and pilot-test was discussed. It was highlighted that a robust process of 

instrument evaluation and testing should be undertaken prior to survey administration. At this 

stage of the development of the proposed survey instrument, a series of external stakeholders 

was used to assist in improving the instrument. These stakeholders included academics, MBA 

students, and industry experts. Four separate aspects of the instrument were evaluated/tested with 

these external stakeholders.  

This section reports the results from expert reviews, pre-tests, and pilot-test, which resulted in 

minor changes of statements. First, after the statements were refined in the previous section, 

expert reviews were employed to ensure the content and face validity for each construct. Six 
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experts were given an item review document that contained the definition for four constructs, 

relevant dimensions, and items (See Appendix A). The experts were then asked to rate how 

representative each item was on a three-point Likert scale in which 1 = not representative, 2 = 

somewhat representative, 3 = representative. At the end of each dimension, space was given for 

comments and feedback. Once the panel completed the reviews, minor changes were made and a 

few statements were adjusted in wording. Second, the statements were then organised into the 

questionnaire. As the questionnaire was designed in English, it needed to be translated into Thai, 

and this was done using an official translator from the Faculty of Liberal Arts at the Prince of 

Songkla University. The second group of expert panel were academic staff from Prince of 

Songkla University, who reviewed the translated version of the questionnaire to ensure the 

accuracy of the translation. 

Third, the industry expert panel involved at this stage were participants from the qualitative 

study. Sixteen participants spent nine minutes completing online questionnaires via Qualtrics 

Software. With a small sample size, pre-testing the scale items for three constructs was utilised 

to assess whether each question allowed for an adequate range of responses (van Teijlingen & 

Hundley, 2001). The scale items measuring constructs of CSR engagement, Stakeholder 

Expectations, and Perceived Control were assessed using descriptive statistics (i.e., range, 

maximum, minimum, means, and variance). A summary of pre-test results was reported in 

Appendix B. The results of items performance showed that several items from current practices 

and future intentions had means close to an extremity on the response range. These results 

suggested that items with means which were near one of the extremes of the range had low 

variance and correlated poorly with other items (DeVellis, 2012). As a result, some questions 

were flagged for review to ensure that statements were clearly expressed. The decisions made to 

revise in wording were reported in Appendix B. A revised sample statement is “My hotel has 

comprehensively adopted environmentally responsible business practices”. 

Fourth, another two constructs of strategic benefits and personal values were tested using MBA 

students from the Prince of Songkla University. The purpose of this test was to assess the scale 

items and to identify whether each question gave an adequate range of responses. In addition, it 

provided a chance to check the planned statistical analysis for the study and to identify potential 

problems before undertaking the main study. However, the participants at this stage of the 

research were not the participants for the main data collection. Therefore, any interpretations 
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from the findings were done cautiously. This is because several risks may be involved when 

using non-representative sample (DeVellis, 2012). This sample may represent narrower 

responses than from the population in the main data collection. This limitation of range may 

produce higher or lower means. In addition, if the members of the chosen sample do not 

understand key words used in the questions, their responses may generate different scale 

performance results.  

The questionnaires designed for conducting the pilot-test were distributed to 147 MBA students 

(see Appendix C). 141 students completed the questionnaire and 134 were valid responses. As 

the sample size was adequate (Hair et al., 2010), factor analysis was employed to examine the 

dimensionality of the constructs. The preliminary tests were screened and their results met the 

statistical assumptions. Of all 34 items, principle component analysis was conducted with 

varimax rotation. The KMO measure verified the sampling adequacy for the analysis, KMO = 

0.74, which was above the acceptable limit. The results of Bartlett’s test of sphericity were 

significant (χ
2
(105) = 526.0, p < .05). The results showed that the five-factor solution was 

preferred with eigenvalues greater than one, which explained the variance of 64.69 percent (see 

Appendix D). These five factors were moral obligation, merit-making, marketing benefits, staff 

benefits, and cost savings. The scale reliability ranged from 0.6-0.7. From these EFA results, 

several statements were removed from factor analysis. These statements were retained and 

flagged for review. Overall, minor changes were made to those statements with low factor 

loading than 0.5, which were revised in wording. The detail of adjusted statements for each scale 

was reported in Appendix E. These adjusted statements were then included in the survey 

instrument. 

In brief, once the process of expert review, pilot-test, and pre-tests was completed, several 

statements were adjusted according to the results of these tests. All revised statements were 

included in the survey instrument and ready to be distributed for the main quantitative study, as 

discussed in Section 3.4.1.4 for the questionnaire design. 
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4.4 Chapter Summary 

This chapter reported the results from qualitative data collection. The interviews were conducted 

with various levels and types of managers in the Thai hotel sector to gain further understanding 

of the nature of CSR engagement and the perceived reasons for engaging in CSR. Several 

themes emerged from the interview data. Overall, it was found that there were six types of CSR 

practices, which represented the nature of CSR engagement within the Thai hotel sector. Four 

types of hotels’ engagement with CSR were considered as typical practices, while two other 

types of CSR practices were specific for the Thai context; that is, donations and Thai traditional 

events. More importantly, managers indicated a range of reasons for CSR engagement. These 

responses provided further insights into the perceived reasons for managers engaging in CSR. 

New insights were highlighted. For instance, participants identified key stakeholders that exerted 

influence on their CSR practices within the Thai hotel sector. Furthermore, these interview 

findings were utilised to assist in scale refinement. Several definitions were revised to reflect the 

interview data collected from participants within the Thai hotel context. Statements adapted from 

existing measures in the literature review were further extended or adapted according to the 

qualitative information. Through the process of scale refinement and expert reviews, a pre-test, 

and pilot-test were conducted to ensure the readability of statements, content validity of 

constructs, and the reliability of each scale. After the results of these preliminary evaluations and 

tests were completed, some minor changes were made to the survey instrument. All statements 

were then included in the survey instrument and made ready for administration. In the following 

chapter, the results of the quantitative study will be presented to address a set of hypotheses 

proposed in the thesis. 
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CHAPTER 5 

 

THE QUANTITATIVE STUDY: RESULTS 

5.1 Introduction  

In Chapter 4, the interview findings from the qualitative phase of this study were reported. The 

results from the interviews were also used to assist in refining the scale definitions and scale 

measurement. The scale refinement process for each construct was also discussed in Chapter 4, 

including the pre-tests and pilot-test which were undertaken to revise the survey instrument and 

ensure it was ready for administration. This chapter reports the results of data collected from the 

survey. A self-administered survey was delivered to managers in the Thai hotel sector. The 

survey results are presented in four main parts. First, the demographic profiles of the respondents 

are presented in Section 5.2. Second, the measurement scale analysis, including exploratory 

factor analysis (EFA) and confirmatory factor analysis (CFA) is reported in Section 5.3. This 

analysis was employed to confirm the dimensionality of constructs proposed in the research 

model. Third, the descriptive analysis, which was undertaken to provide an overview of CSR 

engagement within the Thai hotel sector, is presented in Section 5.4. It was undertaken to 

provide an overall picture of CSR engagement within the Thai hotel sector. Last, Section 5.5 

reports the results from a series of multiple regression analyses examining the set of hypotheses 

developed for this study.  

5.2 Demographic and Background Information 

This section reports the demographic characteristics and backgrounds of the research sample 

used in this study. This information includes gender, age, education, and income and it is 

presented using descriptive statistics, such as mean, percentage, and minimum-maximum values. 

The survey administration was discussed in Section 3.4.2. The completed survey procedure 

resulted in a total of 437 survey responses received from 2,460 hotels. Among the responses, 101 

were unusable as several responses were either less than 50% complete or contained 

inappropriate patterns of answers, such as repeating certain answers for many questions. Further, 

16 responses had some sort of data missing that brought down the count to 320 useable 

responses, yielding a response rate of 13%. 
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In addition, responses that had substantial missing data were also excluded from the analysis at 

the early stage of the data cleaning and screening process. The questionnaire data derived from 

both online and postal surveys were entered into the same data file using SPSS software. The 

explore function was further used to test for missing values by identifying missing data patterns. 

The descriptive statistics identified six cases missing more than 5 percent of the values, and ten 

cases with missing values for dependent variables, which were then deleted. In addition, a 

Little’s MCAR test showed a significant statistical level of less than 0.05 (p = 0.00). That is, 

missing at random (MAR) is inferred. The estimation and maximization (EM) approach was 

adopted and an EM-imputed data set was generated. However, some missing data can be seen in 

the summary of demographic and background information, in Table 5.1 and Table 5.2. 

Of the 320 useable responses received, 37% of respondents were male and 61% were female, 

reflecting a domination of female respondents involved in CSR engagement. Most of the 

respondents in this study were in three age groups: 25-34; 35-44; and 45-54. These age groups 

accounted for 36%, 30%, and 25% of the respondents, respectively. The majority of the 

respondents (44%) earned less than 30,000 baht (AUD 1,000) a month, and had a university 

undergraduate degree. The summary of the demographic information of respondents is shown in 

Table 5.1. 

Table 5.1. 

Respondent Profile - Individual Characteristics 

Variables Categories No. of respondents Percentage 

Gender  Male 

Female 

118 

195 

36.9 

60.9 

 Total 313 97.8 

Age Less than 25 years 

25 – 34 years 

35 – 44 years 

45 – 54 years 

55 – 64 years 

More than 65 years 

Total 

7 

114 

97 

79 

19 

3 

319 

2.2 

35.6 

30.3 

24.7 

5.9 

0.9 

99.7 
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Table 5.1. 

Respondent Profile - Individual Characteristics (continued) 

Variables Categories No. of respondents Percentage 

Education High school 

College certificate/Diploma 

Bachelor Degree 

Master Degree  

Other 

Total 

8 

23 

229 

52 

2 

314 

2.5 

7.2 

71.6 

16.3 

0.6 

98.1 

Income  

(in Thai baht)* 

Less than 30,000 baht 

30,000 – 50,000 baht 

50,001 – 70,000 baht 

70,001 – 90,000 baht 

More than 90,000 baht 

Total 

140 

85 

36 

24 

29 

314 

43.8 

26.6 

11.3 

7.5 

9.1 

98.1 

* AUD 1 = 30 baht 

Further, the respondents were asked to provide information about the hotel they worked in. Table 

5.2 displays the hotel characteristics indicated by the respondents. Nearly half of the respondents 

(42 %) who participated in this study were from 3 star hotels, 29% from 4 star hotels, and 18% 

from 5 star hotels. Almost 70% of the respondents indicated that their classification of hotel 

ownership style were independent hotels, while 30% were chain-affiliated hotels. Furthermore, 

three groups of hotel size were classified as small hotels (fewer than 80 rooms), medium hotels 

(80 – 200 rooms), and large-sized hotels (201 rooms or more), which accounted for 36%, 31%, 

and 26% of the sample, respectively. Accordingly, the sample is considered representative of the 

Thai hotel sector, which is consistent with previous studies conducted in Thailand. That is, 80% 

of hotel properties in Thailand are awarded as 3-5 star rating and considered as independently-

owned hotels (Narangajavana & Hu, 2008). 
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Table 5.2. 

Respondent Profile - Hotel Characteristics 

Variables Categories No. of respondents Percentage 

Number of 

employees 

Less than 50 employees 

50 – 100 employees 

101 – 149 employees 

150 employees and more 

Total 

81 

76 

57 

104 

318 

25.9 

23.7 

17.8 

32.5 

99.4 

 

Number of rooms 

 

Less than 80 rooms 

81 – 200 rooms 

201 rooms and more 

Total 

 

140 

98 

82 

320 

  

 35.6 

30.6 

25.6 

100 

 

Star rating 

 

3 star hotels 

4 star hotels 

5 star hotels 

Total 

 

149 

94 

59 

302 

 

41.9 

29.4 

18.4 

94.4 

 

Ownership type 

 

Independent  

Local chain  

International chain  

Total 

 

220 

54 

43 

317 

 

68.8 

16.9 

13.4 

99.1 

 

Job title 

 

Owners and General managers  

HR managers 

Other departmental managers 

Staff member 

Total 

 

83 

126 

14 

93 

317 

 

26.0 

39.4 

4.7 

29.1 

99.1 
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5.3 Measurement Scale Analysis 

Building on the methodology chapter, this section reports preliminary data analysis and the 

results of the final scale development. After preliminary scale development was undertaken 

using pre-test and pilot-test to validate the measurement scales, the final statement selection 

processes were reported in Section 4.3.2. Four independent variables and three dependent 

variables were proposed for a model to explain CSR Engagement, as can be seen in Table 5.3. 

Statements proposed to measure each construct were included in the survey questionnaire.  

Table 5.3. 

List of Independent and Dependent Variables 

 Variables Construct Label 

Independent Variables Cost savings Strategic benefits 

Marketing benefits 

Staff benefits 

 

Moral obligation 

 

Personal values 

Merit-making 

 

Key Tourism Organisations (KTOs) 

 

Stakeholder expectations 

Peer Hotel Managers (PHMs) 

Government 

 

Perceived control 

 

Perceived control 

 

Dependent Variables 

 

CSR policy 

 

CSR engagement 

Current practices  

Future intentions  

 

  



 

 

146 

5.3.1 Preliminary Data Analysis 

Before conducting the main analyses of the data, the data set was screened and checked for 

appropriateness. The main purpose of these preliminary data analyses was to detect any violation 

of statistical assumptions, which were discussed in Section 3.4.3.2 and used to detect any 

violation of statistical assumptions. As missing data was excluded from the analysis at the early 

stage of the data cleaning and screening process, the relevant assumptions of the statistical 

techniques used were tested. These assumptions tests included examining the data set for 

normality; linearity; homoscedasticity, and outliers.  

Interval level data was examined for normal distributions using the explore function in SPSS. 

Using histogram and normal probability plot analysis, the data was found to be normally 

distributed. The examination of scatter plots revealed no deviation in relation to linearity and 

homoscedasticity. All plots showed a general linear relationship with scores clustering around 

the regression line. As a rule of thumb, any observations with more than three standard 

deviations beyond the mean may be outliers (Kline, 2005). No cases of more than three standard 

deviations from the mean were found in the data file. The descriptive statistics showed standard 

deviations within the cut-off point, which indicates relatively normally distributed data. The 

value of standardized residuals was within acceptable ranges in this study, as described in 

Section 3.4.3.2.  

Further tests, using Cook’s distance and Mahalanobis distance were conducted to detect outliers 

that could potentially influence the parameters in the model. Again both tests scores were within 

an acceptable range in this study, as outlined in Section 3.4.3.2. After the test, a check on the 

accuracy of data entry, missing data, and outliers was done. Fifteen cases of missing data found 

in the data file were deleted. Outliers were detected; however, they were determined to be part of 

the population, and were retained in the data file.  
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5.3.2 Exploratory Factor Analysis (EFA) 

EFA was conducted using a sample of 320 cases. Principal axis factor analysis was performed 

with oblique rotation for multidimensional constructs, and with varimax rotation for all uni-

dimensional constructs. The assumptions about the appropriateness of the sample for the 

technique, and the criteria used for item removal and maintenance followed the outline discussed 

in Section 3.4.2.3. Overall, all KMOs in this study were found to be above 0.7, which Field 

(2013) regards as good. Moreover, Bartlett’s tests of sphericity showed significance at the 0.000 

level for all scales, and all factor loadings were greater than 0.5. 

This study involved three multidimensional constructs, which were strategic benefits, personal 

values, and stakeholder expectations. A series of factor analyses was undertaken using principle 

axis factoring with direct oblimin rotation. The results from the EFA are reported in the 

following sub-sections, and the first construct to be investigated was strategic benefits.  

5.3.2.1 Strategic Benefits 

The first construct of strategic benefits was operationalized using three dimensions: cost saving, 

marketing benefits, and staff benefits, which were measured using six items, six items, and eight 

items, respectively. Principle axis factoring was conducted with direct oblimin rotation for all 20 

items. The KMO measure verified the sampling adequacy for the analysis, KMO = 0.90, which 

was above the acceptable limit. The results of Bartlett’s test of sphericity were significant (χ
2
(45) 

= 1500.04, p < .05).  

Five items (CS4, CS5, MB1, MB2, and MB5) were deleted due to correlations in the correlation 

matrix having a coefficient of less than 0.3. Another five items were also deleted due to cross 

loading (SB1, SB2, SB5, and SB7) and low communalities of less than 0.3 (SB6). Initial 

eigenvalues indicated that two factors were extracted, which explained a variance of 54 percent. 

The results indicated that a two-factor solution was preferred as the total variance was increased 

and explained better in the two-factor solution.  

Moreover, after many rounds of iteration, marketing items and staff items remained loaded 

together as one factor, while cost items continued to load separately from the other strategic 

benefit items. Thus, items from both marketing benefits and staff benefits appeared to form a 

factor, which could be labelled as intangible benefits. This approach is consistent with the 

interview findings where informants consistently related cost savings as more tangible in nature. 
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The factor loadings ranged from 0.53 – 0.81. The factor reliability indicated high internal 

consistency for the intangible benefits scale (marketing benefits and staff benefits), which was 

satisfied with a Cronbach’s alpha level of 0.87. There were no substantial increases in alpha if 

any items were deleted. Another four items clustered on factor 2 were cost savings, with factor 

loadings ranging from 0.54 – 0.80. The alpha level was at 0.80. Table 5.4 shows the factor 

loadings, variance explained, and the reliability of the scales. 

Table 5.4. 

EFA Results – Strategic Benefits  

Label Scales, Dimensions and Items Load.
a
 Com.

b
 Eigen.

c
 

%Var.  

Exp.
d
 

 

 Intangible benefits  

(Marketing benefits + Staff benefits) 
  5.09 46.46 0.87 

MB3 CSR improves my hotel image. 0.53 0.35    

MB4 Customers enjoy our CSR activities. 0.63 0.46    

MB6 Customers are more attracted to hotels practising 

CSR. 
0.72 0.62    

SB3 Employees are proud to work for socially 

responsibly hotels. 
0.71 0.59    

SB4 Undertaking CSR allows employees to have some 

fun while at work. 
0.81 0.73    

SB8 Involvement in CSR assists managers to create a 

cohesive work environment. 
0.70 0.56    

 Cost savings   1.19 7.52 0.80 

CS1 CSR activities are an excellent way to reduce 

operating costs. 
0.62 0.43    

CS2 CSR activities contribute positively to my hotel’s 

bottom-line. 
0.80 0.71    

CS3 Benefits from CSR outweigh any initial investment. 0.64 0.50    

CS6 Undertaking CSR builds long-term cost savings. 0.54 0.47    

Note: 
a
 Factor loadings. 

b
 Communalities. 

c
 Eigenvalues. 

d
 Percentage of Variance Explained. (Method: Principal 

Axis Factoring. Rotation method: Oblimin with Kaiser Normalization. Rotation converged in 4 iterations.) 
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5.3.2.2 Personal Values 

The second multi-dimensional construct of personal values, which comprised two dimensions of 

moral obligation and merit-making, was measured using seven items, and six items, respectively. 

A principal axis factoring was conducted with direct oblimin rotation using all 13 items. The 

KMO measure of sampling adequacy was 0.89 and Bartlett’s test of sphericity was significant (χ
2 

(55) = 1552.34, p < 0.05). Initial eigenvalues indicated that a two-factor solution after two 

rounds of item deletion was extracted, and explained 51.2% of the variance. Table 5.5 shows the 

factor loadings, variance explained, and the reliability of the scales. Two items were deleted due 

to low communalities (MO6, and MM3). Six items clustered on factor 1 represented a moral 

obligation scale with factor loadings ranging from 0.67 – 0.72. The Cronbach’s alpha indicated a 

satisfactory level of 0.88. Another five items that clustered on factor 2 represented merit-making, 

with factor loadings above 0.55. The alpha level was 0.80.  

Table 5.5. 

EFA Results – Personal Values  

Label Scales, Dimensions and Items Load.
a
 Com.

b
 Eigen.

c
 

%Var.  

Exp.
d
 

 

 Moral obligation    5.24 43.28 0.88 

MO1 I feel that undertaking CSR is my personal 

obligation towards society. 

.68 .52 
   

MO2 I feel engaging in CSR is my responsibility 

towards society. 

.69 .55 
   

MO3 I would feel guilty if I did not give back to 

society. 

.67 .53 
   

MO4 I would feel guilty if I were not concerned about 

preserving the environment. 

.72 .56 
   

MO5 For me, undertaking CSR is the right thing to do. .71 .58    

MO7 I feel a strong sense of responsibility to assist 

society. 

.70 .60 
   

 Merit-making    1.38 7.95 0.80 

MM1 I often make merit. .71 .55    

MM2 Making merit is a part of my daily life. .67 .51    
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Label Scales, Dimensions and Items Load.
a
 Com.

b
 Eigen.

c
 

%Var.  

Exp.
d
 

 

MM4 All Thais should do as much as they can to make 

merit. 

.57 .36 
   

MM5 I have strong desire to make merit. .64 .48    

MM6 Making merit is a very important part of the 

Buddhist way of living. 

.55 .39 
   

Note: 
a
 Factor loadings. 

b
 Communalities. 

c
 Eigenvalues. 

d
 Percentage of Variance Explained. (Method: Principal 

Axis Factoring. Rotation method: Oblimin with Kaiser Normalization. Rotation converged in 6 iterations.) 

5.3.2.3 Stakeholder Expectations 

The third construct of stakeholder expectations comprised three dimensions that included Key 

Tourism Organisations (KTOs), Peer Hotel Managers (PHMs), and government. This construct 

was measured using six items, four items, and six items, respectively. Using all 16 items, 

principle axis factoring was initially conducted with direct oblimin rotation. This construct was 

initially treated as multidimensional with possible correlations between dimensions. After many 

rounds with several items being deleted, EFA results provided only a one-factor solution. A one-

factor solution combining multiple stakeholders was not considered appropriate. The interview 

findings clearly indicated that stakeholders influenced hotel managers in different ways. For 

instance, government agencies in general were not perceived to be influential. However, KTOs 

and PHMs were considered to be influential. A possible solution was undertaken by conducting 

EFA separately for each dimension.  

Accordingly, Table 5.6 shows the factor loadings, variance explained, and the reliability of the 

construct. First, KTOs were measured by six items. An item with communalities less than 0.3 

was deleted (ES3). Five items were retained with factor loadings ranging from 0.52 – 0.72. The 

single-factor solution explained 36.1% of the variance and Cronbach’s alpha indicated a 

satisfactory level of 0.73. 

Second, PHMs was measured by six items (see Table 5.7). An item with communalities less than 

0.3 was deleted (IN3, IN4). Four items were retained with factor loadings ranging from 0.58 – 

0.75. The single-factor solution explained 39.7% of the variance. The construct reliability was 

moderate with an alpha level of 0.72.  
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Third, government was measured by four items, as can be seen in Table 5.8. An item with 

communalities less than 0.3 was deleted (RA1). Three items were retained with factor loadings 

ranging from 0.49 – 0.71. The single-factor solution explained 37% of the variance. This factor 

had relatively low scale reliability at an alpha level of 0.63 and preliminary tests also showed a 

low correlation among items. Additionally, interview results reported in Section 4.2.3.3 indicated 

that participants did not recognise the influence from government. This scale was proposed to be 

included in the conceptual model according to the literature. That is, empirical studies have 

suggested this variable was an important aspect to be examined, especially in the developing 

country context. However, the interview results reported in Section 4.2.3.3 indicated that 

participants did not recognise the influence from government. As a result, this scale was not 

retained for further analysis. 

Table 5.6. 

EFA Results – Key Tourism Organisations (KTOs) 

Label Scales, Dimensions and Items Load.
a
 Com.

b
 Eigen.

c
 

%Var.  

Exp.
d
 

 

    2.43 36.13 0.73 

ES1 Customers would prefer environmentally 

responsible hotels. 

0.64 

 

0.41 
   

ES2 Members of the community nearby prefer my 

hotel to engage in CSR. 

0.72 0.52 
   

ES4  The Tourism Authority of Thailand wants my 

hotel to be more involved in environmentally 

responsible activities. 

0.55 0.31 

   

ES5 The Thailand Hotels Association wants more 

hotels to be green. 

0.55 0.26 
   

ES6 Key stakeholder groups outside the hotel 

expect my hotel to do more CSR. 

0.52 0.27 
   

Note: 
a
 Factor loadings. 

b
 Communalities. 

c
 Eigenvalues. 

d
 Percentage of Variance Explained. (Method: Principal 

Axis Factoring. Rotation method: Oblimin with Kaiser Normalization. Rotation converged in 4 iterations.) 
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Table 5.7. 

EFA Results – Peer Hotel Managers (PHMs) 

Label Scales, Dimensions and Items Load.
a
 Com.

b
 Eigen.

c
 

%Var.  

Exp.
d
 

 

    2.18 39.73 0.72 

IN1 My hotel has developed close working 

relationships with other local hotels. 

0.75 0.56 
   

IN2 If other hotels invited my hotel to 

participate in CSR activities, I do not have 

any problem to engage in CSR.  

0.58 0.33 

   

IN5 Industry peers encourage my hotel to be 

involved in CSR. 

0.59 0.35 
   

IN6 Local hotels are very supportive of CSR. 0.59 0.35    

Note: 
a
 Factor loadings. 

b
 Communalities. 

c
 Eigenvalues. 

d
 Percentage of Variance Explained. (Method: Principal 

Axis Factoring. Rotation method: Oblimin with Kaiser Normalization. Rotation converged in 4 iterations.) 

Table 5.8. 

EFA Results – Government 

Label Scales, Dimensions and Items Load.
a
 Com.

b
 Eigen.

c
 

%Var.  

Exp.
d
 

 

      1.72 36.97 0.63 

RA2 Local authorities pressure hotels to do more 

to save the environment. 

0.71 0.50 
   

RA3 My hotel feels pressure from government 

laws and regulations to do CSR. 

0.61 0.37 
   

RA4 Government inspectors enforce rules and 

regulations to comply with CSR. 

0.49 0.24 
   

Note: 
a
 Factor loadings. 

b
 Communalities. 

c
 Eigenvalues. 

d
 Percentage of Variance Explained. (Method: Principal 

Axis Factoring. Rotation method: Oblimin with Kaiser Normalization. Rotation converged in 4 iterations.) 
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5.3.2.4 Unidimensional Constructs 

In Chapter 2, perceived control was proposed as a unidimensional construct. Therefore, EFA was 

conducted to assess the association among items for perceived control using principle axis 

factoring with varimax rotation. In addition, the three CSR engagement variables were each 

treated as unidimensional. The rationale is that while it would be expected that there are 

correlations between each of these three variables, it was decided to model them as individual 

dependent variables. This would then allow for direct comparisons between each model using 

regression analysis. Thus, four factors, Perceived Control, CSR Policy, Current Practices, and 

Future Intentions, were factor analysed using principle axis factoring with varimax rotation. 

Table 5.9 - 5.12 show the factor loadings, variance explained, and the reliability of each factor. 

All KMO results were at acceptable level and Bartlett’s test of sphericity was significant. The 

following paragraph reports the results for each factor. 

First, perceived control was measured using seven items (see Table 5.9). One item with 

communalities less than 0.3 (PC2) was deleted first and another three items were removed one at 

a time due to cross loading (PC4, PC5, and PC7). A single-factor underlying structure, which 

explained 55.4% of the total variance, was identified after four rounds of item deletion. Three 

items were retained with factor loadings ranging above 0.68 and the factor reliability 

(Cronbach’s alpha) at 0.78.  

Second, CSR policy was measured using four items. An item with communalities less than 0.3 

was deleted (Po3). A single-factor underlying structure, explained 52.27% of the total variance. 

Three items were retained with factor loadings ranging above 0.68 and the factor reliability at 

0.78 in Table 5.10.  

Third, current practices was measured using six items, and all items were retained with factor 

loadings ranging from 0.56 – 0.74 (see Table 5.11). The single-factor solution explained 44.68% 

of the variance and Cronbach’s alpha indicated a satisfactory level of 0.82. 
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Table 5.9. 

EFA Results- Perceived Control 

Label Scales, Dimensions and Items Load.
a
 Com.

b
 Eigen.

c
 

%Var.  

Exp.
d
 

 

    2.10 55.39 0.78 

PC1 If we wanted to engage further in CSR 

within the next 12 months, we would not 

have any problems. 

0.68 0.47    

PC3 We have enough capabilities to undertake 

CSR activities within the next 12 months. 

0.83 0.69    

PC6 Our hotel has enough staff to engage in 

CSR within the next 12 months. 

0.71 0.51    

Note: 
a
 Factor loadings. 

b
 Communalities. 

c
 Eigenvalues. 

d
 Percentage of Variance Explained. (Method: Principal 

Axis Factoring. Rotation method: Varimax with Kaiser Normalization.) 

Table 5.10. 

EFA Results - CSR Policy 

Label Scales, Dimensions and Items Load.
a
 Com.

b
 Eigen.

c
 

%Var 

Exp.
d
 

 

    2.04 52.27 0.76 

Po1 Our head office has set a clear CSR target. 0.68 0.46    

Po2 Our hotel’s policy is designed to meet with 

socially/environmentally responsible 

practices. 

0.69 0.47    

Po4 The hotel’s owner has set clear goals and 

policies about socially/environmentally 

responsible practices. 

0.80 0.64    

Note: 
a
 Factor loadings. 

b
 Communalities. 

c
 Eigenvalues. 

d
 Percentage of Variance Explained. (Method: Principal 

Axis Factoring. Rotation method: Varimax with Kaiser Normalization.) 
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Table 5.11. 

EFA Results – Current Practices 

Label Scales, Dimensions and Items Load.
a
 Com.

b
 Eigen.

c
 

%Var 

Exp.
d
 

 

    3.22 44.68 0.82 

Act1 My hotel has comprehensively adopted 

environmentally responsible business practices. 

0.69 0.47    

Act2 My hotel has provided substantial support for 

socially responsible activities 

0.74 0.54    

Act3 My hotel’s practices for employee volunteering 

programs are above average for the industry. 

0.67 0.45    

Act4 My hotel has incorporated 

socially/environmentally responsible activities 

into the guest experience. 

0.64 0.41    

Act5 My hotel devotes a lot of time and money to 

help wide sections of Thai society. 

0.70 0.49    

Act6 My hotel has shown strong support for the 

preservation of Thai traditional culture and 

heritage activities. 

0.56 0.32    

Note: 
a
 Factor loadings. 

b
 Communalities. 

c
 Eigenvalues. 

d
 Percentage of Variance Explained. (Method: Principal 

Axis Factoring. Rotation method: Varimax with Kaiser Normalization.) 

Last, future intentions was measured using six items. The six items together achieved a total 

variance explained of 67.77%. All items loaded with values above 0.78, and construct reliability 

was high with an alpha level of 0.93, as can be seen in Table 5.12. 
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Table 5.12. 

EFA Results – Future Intentions 

Label Scales, Dimensions and Items Load.
a
 Com.

b
 Eigen.

c
 

%Var 

Exp.
d
 

 

    4.39 67.77 0.93 

Int1 My hotel intends to be very active in preserving the 

environment, in the next 12 months. 

0.81 0.66    

Int2 My hotel intends to strongly support socially 

responsible activities in the next 12 months. 

0.85 0.72    

Int3 My hotel intends to promote employee 

volunteering programs in the next 12 months. 

0.78 0.60    

Int4 My hotel intends to incorporate 

socially/environmentally responsible activities into 

guest experience in the next 12 months. 

0.83 0.69    

Int5 My hotel intends to support donation activities in 

the next 12 months. 

0.86 0.74    

Int6 My hotel intends to support the preservation of 

Thai traditional culture and heritage activities in the 

next 12 months. 

0.81 0.66    

Note: 
a
 Factor loadings. 

b
 Communalities. 

c
 Eigenvalues. 

d
 Percentage of Variance Explained. (Method: Principal 

Axis Factoring. Rotation method: Varimax with Kaiser Normalization. Rotation converged in 5 iterations.) 

5.3.2.5 Summary of EFA Results 

EFA was conducted using a sample of 320 cases in order to refine the measurement items for all 

of the constructs proposed for investigation. These constructs were strategic benefits, personal 

values, stakeholder expectations, perceived control, CSR policy, current practices, and future 

intentions. For multidimensional constructs, three constructs were examined including strategic 

benefits, personal values, and stakeholder expectations. The results indicated 10 items measuring 

strategic benefits loaded onto two factors (cost savings, and intangible benefits). Only 9 items 

were retained in the measurement of stakeholder expectations with two dimensions for KTOs 

and PHMs, while the dimension of government could not meet the criteria of scale reliability. 

Another two dimensions of personal values were examined with 11 retained items.  
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In addition, the four single-factor constructs were assessed. It was found that three items 

measured each of perceived control, and CSR policy, and six items measured each of current 

practices, and future intentions. As shown in Table 5.9 – 5.12, all measurement scales met the 

standard of the construct reliability, except Government. After all constructs were tested using 

EFA, the confirmatory factor analysis was the next test, as explained in the following sections.  

5.3.3 Confirmatory Factor Analysis (CFA) 

After extracting several factors underlying the constructs, CFA was conducted using AMOS 

software to validate whether these factors support the theory about the constructs. That is, CFA 

was carried out following EFA to confirm the reliability and validity of the measurement scale. 

This section reports the results from the CFA for each construct. As discussed in Section 3.4.2.3, 

the two-step approach for SEM suggested by Anderson and Gerbing (1988) was followed. 

Firstly, a single-factor congeneric model was tested, including Perceived Control, CSR Policy, 

Current Practices, and Future Intentions. The second-order models included Strategic Benefits, 

Personal Values, and Stakeholder Expectations.  

5.3.3.1 Single-factor Congeneric Models 

A series of four analyses for these four single-factor models was conducted. Table 5.13 shows 

the goodness-of-fit statistics for the four single-factor constructs from the CFA. Criteria to judge 

goodness-of-fit were discussed in Section 3.4.2.5. Overall, the results met the criteria for the 

model fit measures, with chi-square value ranging from 0.99 to 11.59, and CFIs above 0.99, after 

minor modification of co-varying the error terms. The details for minor modification are reported 

as follows.  

First, the congeneric model of perceived control was re-specified by co-varying items PC3 and 

PC6, which improved the chi-square value by about 14 units. Second, CSR policy was initially 

measured using three items and CFA results showed a good fitting model. Third, current 

practices was measured by six items, of which Act 6 was problematic. Co-varying error terms 

(Act1 and Act2), and dropping Act6 resulted in a better level of model fit, in which the chi-

square value improved by about 65 units. Last, future intentions was measured using six items, 

and the CFA results showed an acceptable level of model fit. 
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Table 5.13. 

CFA Results of Single-factor Congeneric Models  

 

Construct 

 

Model 

Fit Indices 

χ
2
 df χ

2
/df p RMSEA GFI CFI TLI NFI SRMR 

Perceived 

control 

3 

items 

0.09 1 0.09 0.77 0.00 1.00 1.00 1.02 1.00 0.01 

CSR policy 3 

items 

2.70 2 1.35 0.26 0.05 0.99 0.99 0.99 0.98 0.06 

Current 

practices 

5 

items 

4.12 4 1.03 0.39 0.01 0.99 1.00 0.99 0.99 0.02 

Future 

intentions 

6 

items 

11.59 9 1.29 0.24 0.04 0.98 1.00 0.99 0.98 0.02 

 

Moreover, analysis of each dimension of the three multidimensional constructs was carried out 

individually to test for single-factor models. Table 5.14 shows the results for each dimension of 

the three multidimensional constructs. First, the construct of strategic benefits was measured 

using two dimensions of cost savings and intangible benefits. Cost savings was measured by four 

items and results indicated an acceptable level of model fit. Intangible Benefits was measured 

using six items. Co-varying error terms (MB4 and SB3) improved the chi-square value results 

for the model by about 20 units.  

Second, the construct of stakeholder expectations consisted of two dimensions, KTOs and 

PHMs. The first dimension of KTOs was measured using five items. An item with low reliability 

was deleted (ES6), which resulted in an improved chi-square value by about 35 units. The 

second dimension of PHMs was measured using four items, and the CFA results indicated an 

acceptable level of model fit.  

Third, the construct of personal values included two dimensions of moral obligation and merit-

making. Moral obligation was the first dimension and was measured using six items. CFA results 

showed an improved chi-square value by about 5 units after the error terms between MO2 and 

MO4 were allowed to co-vary. The second dimension of merit-making was measured using six 

items and the CFA results showed an acceptable level of model fit. 
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Table 5.14. 

CFA Results of Single-factor Congeneric Models of Each Dimension of the Multidimensional 

Constructs 

 

Construct 

 

Model 

Fit Indices 

χ
2
 df χ

2
/df p RMSEA GFI CFI TLI NFI SRMR 

Strategic benefits 

Cost savings 4 

items 

0.79 2 0.40 0.67 0.00 1.00 1.00 1.02 1.00 0.02 

Intangible 

benefits 

6 

items 

10.78 8 1.35 0.22 0.05 0.98 1.00 0.99 0.98 0.02 

Stakeholder expectations  

KTOs 4 

items 

4.91 2 2.45 0.09 0.07 0.99 0.99 0.96 0.98 0.03 

PHMs 4 

items 

3.32 2 1.66 0.19 0.05 1.00 0.99 0.98 0.99 0.03 

Personal values  

Moral 

obligation 

6 

items 

13.73 8 1.72 0.09 0.07 0.97 0.98 0.97 0.96 0.03 

Merit-making 5 

items 

10.79 5 2.16 0.06 0.09 0.97 0.98 0.97 0.97 0.03 

 

5.3.3.2 Second-order Model Tests 

A second-order CFA analysis was also conducted to confirm the dimensionality of the three 

multidimensional constructs including strategic benefits, personal values, and stakeholder 

expectations. The first model to be tested was strategic benefits. The initial second-order model 

with two correlated factors had a chi-square value at 89.00 with df = 34, χ
2
/df = 2.61 indicating 

an acceptable fit. The modification indices suggested an item could be problematic (CS6), which 

resulted in the deletion of an item and co-varying error terms (MB4 and SB3) which improved 

the chi-square value for the model by 34 units. Consequently, the CFA results showed an 

acceptable level of model fit, see Table 5.15. 
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Table 5.15. 

Second-order CFA Model of Strategic Benefits 

 

Model Description 

Fit Indices 

χ
2
 df χ

2
/df p RMSEA GFI CFI TLI NFI SRMR 

Initial second-order 

Cost savings (4 items) 

Intangible benefits (6 items) 

89.00 34 2.61 0.00 0.10 0.89 0.93 0.91 0.89 0.07 

Revised second-order 

Cost savings (3 items) 

Intangible benefits (6 items)) 

45.27 25 1.81 0.01 0.07 0.94 0.97 0.96 0.94 0.05 

 

The second model was personal values. A second-order model with five items measuring moral 

obligation and four items measuring merit-making was tested. The initial second-order model 

had a chi-square value at 96.34 with df = 43, χ
2
/df = 2.24, indicating an acceptable fit. MO7 and 

MM1 appeared to be problematic due to error covariance. After deleting these items, the model 

had a better fit, see Table 5.16.  

Table 5.16. 

Second-order CFA Model of Personal Values 

 

Model Description 

Fit Indices 

χ
2
 df χ

2
/df p RMSEA GFI CFI TLI NFI SRMR 

Initial second-order 

Moral obligation (6 items) 

Merit-making (5 items) 

96.34 43 2.24 0.00 0.09 0.90 0.90 0.91 0.88 0.04 

Revised second-order 

Moral obligation (5 items) 

Merit-making (4 items) 

38.37 26 1.48 0.06 0.06 0.95 0.98 0.97 0.93 0.03 

 

The third model of stakeholder expectations had two correlated factors. The initial second-order 

model had a chi-square value of 66.9 with df = 19, χ
2
/df = 3.52 indicating an acceptable fit. The 

modification indices suggested co-varying error terms (IN2 and IN6), which improved the chi-
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square value for the model by about 39 units. The CFA results showed an acceptable level of 

model fit (see Table 5.17). 

Table 5.17. 

Second-order CFA Model of Stakeholder Expectations 

 

Model Description 

Fit Indices 

χ
2
 df χ

2
/df p RMSEA GFI CFI TLI NFI SRMR 

Initial second-order 

Key Tourism 

Organisations (4 items) 

Peer Hotel Managers (4 

items) 

66.87 19 3.52 0.00 0.09 0.95 0.93 0.90 0.91 0.06 

Revised second-order 

Key Tourism 

Organisations (3 items) 

Peer Hotel Managers (4 

items) 

27.45 12 2.29 0.01 0.06 0.98 0.97 0.95 0.95 0.04 

 

5.3.3.3 Summary of CFA Results 

The CFA results confirmed the measurement items for both uni-dimensional and multi-

dimensional constructs. It was also found that several constructs had to be re-specified to obtain 

a slightly better model fit. These changes were minimal and had no effect on the retained 

constructs and their conceptual meaning. After all the constructs had been validated, these 

retained items were combined using a composite scale to further test the hypotheses.  



 

 

162 

 

Figure 5.1. Revised Model from CFA Results 

5.4 Level of CSR Engagement 

An overall picture of CSR engagement is presented in this section. The interview findings 

indicated that six main types of CSR practices were evident within the Thai hotel sector. This 

section reports the level of hotel engagement with CSR. Respondents were asked to indicate how 

much they have engaged in these previously identified six categories of CSR practices: 1) 

environmentally responsible practices; 2) socially responsible practices; 3) activities for 

employees; 4) customer-related activities; 5) Thai traditional events; and 6) donations. 

Several analyses were employed to describe and explain the hotels’ level of CSR engagement, 

such as descriptive statistics, paired-comparison t-tests, and independent t-tests. Descriptive 

statistics were utilised to explain several categories of CSR practices and varying types of CSR 

engagement, such as mean scores, and correlation matrices. Paired-comparison t-tests were used 

to detect whether any differences in mean scores were in fact statistically different. The 

independent t-tests were also used to indicate whether any differences in mean scores between 
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the two groups of hotels (i.e., independent/chain hotels and midscale/upscale hotels) were 

significantly different in their level of CSR practices and CSR engagement. The last descriptive 

statistic used correlation matrices to indicate whether the relationship between variables was 

significant, especially the relationship between determining factors and CSR engagement.  

5.4.1 Perceptions of Current Practices 

Respondents were asked to rate their agreement with statements relating to their levels of 

engagement with these six categories of CSR practices: 1) environmentally responsible practices; 

2) socially responsible practices; 3) activities for employees; 4) customer-related activities; 5) 

Thai traditional events; and 6) donations. As discussed in Section 4.3.1.1, these six categories 

were derived from the scale refinement process in which the interview findings assisted in 

adapting existing statements in the literature. These statements were used to measure current 

practice, as one of the outcomes for CSR engagement in hotels. The responses to the statements 

were measured on a 7-point Likert scale ranging from 1 (strongly disagree) to 7 (strongly agree). 

Mean scores and standard deviations for each statement are presented in Table 5.18. A higher 

mean score indicates a higher level of agreement, which also implies a higher level of hotel 

engagement in each category of CSR practices.  

Overall, the three highest ranked practices were found to be environmental practices, socially 

responsible practices, and Thai traditional events. It was found that respondents rated the two 

statements regarding environmental practices and socially responsible practices closely and the 

results of mean scores were also similar (MAct1 = 6.13 and MAct2 = 6.00). However, a paired 

comparison t-test was conducted to compare these two mean scores, which revealed significant 

differences; t (319) = 3.31, p < .01. That is, respondents reported engaging in environmental 

practices more than socially responsible practices. In addition, respondents rated the statement 

relating to support provided to the preservation of Thai traditional culture (M = 5.57) third 

among the six CSR practices. This statement reflected the integration of Thai culture and CSR 

practices within the Thai hotel sector, and the results were as expected. However, the remaining 

statements rated lower. For instance, hotels incorporated CSR practices through guest experience 

was rated as fourth among the six practices. The donations statement (MAct5 = 5.17) scored lower 

than the guest experience CSR activities (MAct4 = 5.39) but higher than the employee volunteer 

programs (MAct6 = 4.99). Furthermore, a paired comparison t-test detected significant differences 

between these two statements (MAct5 and MAct6); t (319) = 2.93, p < .01.  
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Table 5.18. 

Levels of CSR Practices 

Label Statements 
Mean 

Scores 
SD t

a
 

Act1 My hotel has comprehensively adopted environmentally 

responsible business practices. 

6.13 .82  

Act2 My hotel has provided substantial support for socially 

responsible activities 

6.00
 

.89 3.31** 

Act3 My hotel has shown strong support for the preservation of 

Thai traditional culture and heritage activities. 

5.57 1.03 7.14** 

Act4 My hotel has incorporated socially/environmentally 

responsible activities into the guest experience. 

5.39 1.11 2.47* 

Act5 My hotel devotes a lot of time and money to help wide 

sections of Thai society. 

5.17 1.13 3.37** 

Act6 My hotel’s practices for employee volunteering programs 

are above average for the industry. 

4.99 1.16 2.93** 

a 
a series of paired comparison t-tests was performed between Act1/Act2, Act2/Act3, Act3/Act4, 

Act4/Act5, and Act5/Act6  

* p < .05 **p < .01 

Moreover, a series of independent t-tests was conducted to test for significant differences in the 

mean scores of these six categories of CSR practices between the following groups: independent 

versus chain hotels, and midscale versus upscale hotels. Table 5.19 shows the mean scores 

comparison between groups. Overall, the differences in mean scores are in expected directions. 

Significant differences were found in all statements in both group comparisons. That is, chain 

and upscale (4, 5 star hotels) hotels engaged in CSR practices more than independent and 

midscale (3 star hotels) hotels. However, an insignificant difference was identified in the 

statement relating to Thai traditional events between independent and chain hotels (t (315) = -

1.65, p = 0.1). That is, the level of CSR practices relating to Thai tradition events is not very 

different between independent hotels (M = 5.50) and chain hotels (M = 5.71). This issue is 

further discussed in Section 6.2.2. 
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Table 5.19. 

Levels of CSR Practices – Group Differences 

Label Statements 

Mean Scores 

Overall 

Independent 

hotels 

(n = 220) 

Chain  

hotels 

(n = 97) 

Midscale 

hotels 

(n = 149) 

Upscale 

hotels 

(n = 153) 

Act1 My hotel has comprehensively adopted 

environmentally responsible business practices. 

6.13 6.04** 6.36 5.92** 6.38 

Act2 My hotel has provided substantial support for 

socially responsible activities 

6.00
 

5.87** 6.30 5.80** 6.25 

Act3 My hotel has shown strong support for the 

preservation of Thai traditional culture and 

heritage activities. 

5.57 5.50 5.71 5.40** 5.77 

Act4 My hotel has incorporated 

socially/environmentally responsible activities 

into the guest experience. 

5.39 5.28** 5.65 5.11** 5.71 

Act5 My hotel devotes a lot of time and money to 

help wide sections of Thai society. 

5.17 5.08* 5.38 4.91** 5.51 

Act6 My hotel’s practices for employee volunteering 

programs are above average for the industry. 

4.99 4.80** 5.46 4.62** 5.46 

* independent t-tests p < .05 

** independent t-tests p < .01 

5.4.2 Types of CSR Engagement 

The previous section reported the level of hotel engagement in each specific category of the six 

CSR practices. This section reports the mean scores for three different variables of CSR 

engagement used in this study: CSR policy, current practices, and future intentions, as can be 

seen in Table 5.20. Respondents were asked to rate the level of agreement with statements 

regarding their engagement with CSR. These variables were measured on a 7-point Likert scale 

ranging from 1 (strongly disagree) to 7 (strongly agree). Table 5.20 illustrates the mean scores 

for each variable of CSR engagement. Among the three types of CSR engagement, respondents 

indicated their highest level of agreement with Future Intention (M = 5.74). This indicates that 

respondents plan to be more highly involved with CSR practices in the future. However, current 

practices (M = 5.54) and CSR policy (M = 5.47) generated almost the same mean scores and 
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were rated slightly lower. A paired comparison t-test detected significant differences between 

these two types of CSR engagement (t (319) = 2.06, p < .05). That is, respondents engaged in 

current CSR practices more than CSR policy.  

Table 5.20. 

Mean Scores for CSR Engagement 

Variables 
Mean 

Scores 

Std. 

deviation 
t
a
 

Future intentions 5.72 0.82  

Current practices 5.54 0.75 5.71** 

CSR policy 5.47 0.85 2.06* 

a 
paired comparison t-test  

*
 
p < .05, ** p < .01 

Also, a series of independent t-tests was conducted to test for significant differences in the mean 

scores of these three types of CSR engagement between the following groups: independent/chain 

hotels and midscale/upscale hotels. Table 5.21 shows the mean score comparison among groups. 

As expected, there was a significant difference in the level of hotels’ engagement between 

respondents from independent hotels and those from chain hotels, as well as those from midscale 

hotels (3 star hotels) and upscale hotels (4 , 5 star hotels). That is, respondents from chain hotels 

rated higher than those from independent hotels for all three types of their hotel’s CSR 

engagement. This response is similar to the difference between midscale hotels and upscale 

hotels. However, respondents from chain hotels indicated similar mean scores for their CSR 

policy and current practices. That is, the level of engagement with policies and practices was not 

different in chain hotels. In addition, it was found that respondents from chain and upscale hotels 

had mean scores across three types of their hotel’s CSR engagement higher than those from 

independent and midscale hotels. This result implies that hotel characteristics, such as ownership 

type (independent/chain hotels) and star rating (midscale/upscale hotels), influence the level of 

hotels’ engagement with CSR. This issue is further discussed in 6.2.1. 
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Table 5.21. 

Views about CSR Engagement – Group Differences 

Variables 

Mean Scores 

Overall 

Independent 

hotels 

(n = 220) 

Chain  

hotels 

(n = 97) 

Midscale 

hotels 

(n = 149) 

Upscale 

hotels 

(n = 153) 

CSR policy 5.47 5.32* 5.81 5.20* 5.76 

Current practices 5.54 5.43* 5.81 5.29* 5.85 

Future intentions 5.72 5.56* 6.10 5.44* 6.04 

* independent t-tests p < .01 

5.4.3 Correlation among Variables 

Pearson’s correlation coefficient was employed to determine the relationship between variables. 

Before conducting the correlation analysis, the data was tested for normality and the scales were 

found to be normally distributed. The results of correlation analysis are shown in Table 5.22. 

There were ten variables consisting of seven independent variables as determining factors and 

three dependent variables of CSR engagement. These ten variables were used in the correlation 

analyses. Overall, all relationships were statistically significant at the 0.5 level and the 

coefficients were positive ranging from 0.39 to 0.75.  

In addition, the strongest relationship between CSR engagement and determining factors was 

between moral obligation and Future Intentions (r. = .67). The lowest correlation to CSR 

engagement was between merit-making and CSR policy (r. = .39). Accordingly, all factors were 

positively associated with CSR engagement. This means that higher levels of cost saving, 

intangible benefits, KTOs, PHMs, moral obligation, and merit-making generally result in higher 

levels of hotels’ engagement with CSR. For instance, PHMs and current practices were 

correlated highly (r. = .64) 

  



 

 

168 

Table 5.22. 

Pearson Correlations for Measurement Scales 

Variables 1 2 3 4 5 6 7 8 9 

1.Cost savings          

2.Intangible benefits 0.61**         

3.KTOs 0.55** 0.70**        

4. PHMs 0.53** 0.74** 0.65**       

5. Moral obligation 0.58** 0.75** 0.62** 0.69**      

6. Merit-making 0.41** 0.51** 0.43** 0.44** 0.57**     

7. Perceived control 0.56** 0.73** 0.54** 0.67** 0.71** 0.50**    

8. CSR policy 0.61** 0.63** 0.61** 0.63** 0.63** 0.39** 0.62**   

9. Current practices 0.51** 0.56** 0.57** 0.60** 0.60** 0.40** 0.60** 0.70**  

10. Future intentions 0.54** 0.66** 0.62** 0.64** 0.67** 0.43** 0.70** 0.70** 0.74** 

** p < 0.05 

5.5 Regression Analysis   

A series of multiple regression analyses were conducted using three dependent variables (i.e., 

CSR policy, current practices, and future intentions) and seven independent variables (i.e., cost 

savings, intangible benefits, KTOs, PHMs, moral obligation, merit-making, and perceived 

control). To ensure reliable results for the regression analysis, a range of assumptions had to be 

considered. The preliminary data analysis was reported in Section 5.3.1 and the results met these 

assumptions, which showed there were no problems to cause concern. 

Overall, the sample size of 320 was considered suitable for a regression analysis. With seven 

independent variables, this sample exceeded the minimum of 100 recommended. Prior to using 

this technique, Section 3.5.3.3 discussed the cut-off point for multicollinearity, and reported that 

none of the correlations of the variables exceeded 0.8. Therefore, these results affirmed that the 

multicollinearity was negligible (see Table 5.22). In Section 3.4.3.3, the procedure for 

conducting the regression analyses was explained. 

This section reports the results from the regression analyses. Several tests were conducted based 

on a set of specific hypotheses proposed in Chapter 2. In this thesis, regression analysis was used 

to investigate the key influences on the various types of CSR engagement developed for this 

study. First, these tests aimed to examine which determining factors have significant effects on 
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CSR engagement, and further to determine which factors are most influential. Secondly, a series 

of hierarchical regression analyses were performed to investigate whether hotel characteristics 

and individual characteristics moderate the effect of the determining factors on CSR. Results 

from these tests are presented in the following sections.  

5.5.1 Key Determining Factors of CSR Engagement 

This section reports the results of the regression analyses. Figure 5.1 illustrated a set of 

dependent variables, namely, CSR policy, current practices, and future intentions. There were 

seven independent variables representing determining factors: cost savings, intangible benefits, 

KTOs, PHMs, moral obligation, merit-making, and perceived control. A set of hypotheses is 

listed as follows:  

H1: Strategic benefits is positively related to CSR engagement.  

H2: Personal values is positively related to CSR engagement.  

H3: Stakeholder expectations is positively related to CSR engagement.  

H4: Perceived control is positively related to CSR engagement.  

A series of multiple regression analyses were conducted to test which determining factors are 

significant in predicting each type of CSR engagement. A regression analysis for each dependent 

variable was performed separately. Details of each regression model are provided in the 

following sub-sections.  

5.5.1.1 CSR Policy  

In order to test the first three hypotheses (Hypotheses 1-3), the regression model was conducted 

using six determining factors predicting CSR policy. Results indicated that the model was 

significant (adjusted R
2
 = 0.56, p < 0.01), with four predictors collectively making a significant 

contribution by explaining 56 percent of the variance of CSR policy. The independent variables 

of cost savings, KTOs, PHMs, and moral obligation all had a positive impact on CSR policy. 

Cost savings had the strongest effect on CSR Policy (β = 0.27, p < 0.001). Both KTOs (β = 0.20, 

p < 0.001), and PHMs (β = 0.19, p < 0.05) had similar effects on CSR policy, while moral 

obligation had a smaller influence (β = 0.16, p < 0.05). However, intangible benefits and merit-

making were not significant (p > 0.05) in the overall model. Table 5.23 shows the regression 
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results for CSR policy as the dependent variable. The finding showed that hotels were likely to 

have strong CSR policy when they value cost savings, KTOs, PHMs, and moral obligation 

highly.  

Table 5.23. 

Regression Analysis: Determining Factors of CSR Policy 

Independent Variables β * t Sig. 

Strategic benefits Cost savings 0.27 5.62 .00 

 Intangible benefits 0.10 1.51 .13 

Personal values Moral obligation 0.16 2.56 .01 

 Merit-making -0.01 -0.19 .85 

Stakeholder expectations KTOs 0.20 3.79 .00 

PHMs 0.19 3.28 .00 

 Adjusted R
2
 0.56   

 F 69.2   

*Standardised regression coefficient 

5.5.1.2 Current Practices  

The second regression model tested the same predictors with the dependent variable of current 

practices. The results showed that four independent variables accounted for 47 percent of the 

variance in current practices. The multiple correlation co-efficient was high and the model 

reached statistical significance at p < .000 level. Of these six factors, four factors made 

statistically significantly unique contributions to the equation. The two predictors of intangible 

benefits and merit-making did not make a significant contribution to the prediction of current 

practices. Overall, both PHMs (β = 0.25, p < .001), and moral obligation (β = 0.23, p < 0.05) had 

a similarly strong effect on current practices, while KTOs (β = 0.18, p < 0.05), and cost savings 

(β = 0.15, p < 0.05) had a smaller influence. Table 5.24 shows the regression results for current 

practices. Therefore, the data indicated that the hotel’s current practices were highly influenced 

by PHMs, moral obligation, KTOs, and cost savings.  
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Table 5.24. 

Regression Analysis: Determining Factors of Current Practices 

Independent Variables β * t Sig. 

Strategic benefits Cost savings 0.15 2.99 .00 

 Intangible benefits -0.02 -0.00 .97 

Personal values Moral obligation 0.23 2.97 .00 

 Merit-making 0.02 0.51 .61 

Stakeholder expectations KTOs 0.18 3.73 .00 

PHMs 0.25 3.65 .00 

 Adjusted R
2
 0.47   

 F 42.9   

*Standardised regression coefficients 

5.5.1.3 Future Intentions 

Future Intentions was entered into the third regression model. Based on the discussion in Chapter 

2, perceived control was the fourth determinant in the model, which employed the theory of 

planned behaviour to predict behavioural intention. In this section, Hypothesis 4 is also tested. 

Seven determining factors were included into the regression equation for the third regression 

model. Results indicate that the model explained 61 percent of the variance of future intentions. 

The significant predictors of future intentions were found to be slightly different from the other 

two models (CSR policy and current practices). That is, perceived control was the strongest 

predictor of future intentions (β = 0.37, p < 0.001). Both KTOs (β = 0.20, p < .001), and moral 

obligation (β = 0.16, p < 0.05) had similar effects on future intentions, while cost savings (β = 

0.10, p < 0.05) had a smaller influence. However, intangible benefits, merit-making, and PHMs 

were not significant (p > 0.05). Table 5.25 shows the regression results for future intentions. The 

results further indicated that hotels were likely to engage in future intentions when they 

perceived they had control, and valued KTOs, moral obligation, and cost savings. 
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Table 5.25. 

Regression Analysis: Determining Factors of Future Intentions 

Independent Variables β * t Sig. 

Strategic benefits Cost savings 0.10 2.27 .00 

 Intangible benefits 0.02 0.29 .13 

Personal values Moral obligation 0.16 2.67 .01 

 Merit-making -0.03 -0.68 .85 

Stakeholder expectations KTOs 0.20 3.97 .00 

PHMs 0.11 1.90 .06 

Perceived control Perceived control 0.37 6.55 .00 

 Adjusted R
2
 0.61   

 F 71.2   

*Standardised regression coefficients 

5.5.1.4 Summary of the Regression Results for CSR Engagement 

This sub-section provides a summary of the regression results to test the four hypotheses (H1-

H4), as can be seen in Table 5.26 below. These four hypotheses were developed to test the model 

in this thesis. Each hypothesis tested the significant determinants of CSR engagement. 

Hypothesis 1 tested the first determinant in the model. Strategic benefits was measured by two 

determining factors consisting of cost savings and intangible benefits. Hypothesis 2 tested the 

second determinant of personal values in the model, which was measured by two determining 

factors, namely moral obligation and merit-making. Hypothesis 3 tested the third determinant in 

the model, stakeholder expectations, consisting of two determining factors. These were KTOs 

and PHMs. The fourth determinant was perceived control, which was developed as a single 

factor and only included in the model to measure future intentions. Results from regression 

analysis revealed that cost savings, KTOs, and moral obligation were consistently shown to be 

significant predictors in all models. On the other hand, intangible benefits, and merit-making did 

not make a significant contribution to the prediction of CSR engagement. Therefore, Hypotheses 

1-3 are partially supported. In addition, perceived control was also a significant predictor of 

future intentions. Thus, Hypothesis 4 is supported.  

Overall, the models for CSR policy, current practices, and future intentions were significant. The 

variance explained for the three models ranged from 47% to 61%, thus affirming that key 
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predictors of CSR engagement for the Thai hotel sector appear to have been identified. In turn, 

the results also corroborate the interview findings that these predictors tend to be associated with 

higher levels of CSR engagement. In addition, common factors across the three types of CSR 

engagement were found, based on the results of significant and non-significant predictors. On the 

one hand, cost savings, KTOs, and moral obligation were consistently shown to be significant 

predictors in all models. On the other hand, intangible benefits, and merit-making did not make a 

significant contribution to the prediction of CSR engagement. This implies that intangible 

benefits and merit-making were of limited influence in CSR. However, results from the 

interviews identified that hotel managers recognised both intangible benefits and merit-making 

as one of the dominant reasons for CSR. This issue is discussed further in Section 6.2.3.4. 

Furthermore, the strongest predictors for each CSR model were different depending upon which 

dependent variable was targeted. The results indicated that the strongest predictor of CSR policy, 

current practices, and future intentions were cost savings, PHMs, and perceived control, 

respectively. Hotels were likely to implement CSR policy because of benefits from saving costs, 

whereas PHMs were the key predictor of current practices. It was found that perceived control 

was the strongest predictor of future intentions. That is, managers highly associated their control 

of resource availability when they considered engaging in CSR.  

Moreover, the size of the beta coefficient of the significant factors of CSR engagement varied. 

For instance, the effect of cost savings was much stronger for CSR Policy (β = 0.27) than current 

practices (β = 0.15), and future intentions (β = 0.10), while KTOs had a similar effect among the 

three models, ranging from 0.18 to 0.20. It was also found that the effect of moral obligation was 

strongest in current practices (β = 0.23), while a similar effect was found in both the models of 

CSR policy and future intentions (β = 0.16). The influence of PHMs contributed significantly to 

CSR policy and current practices, but was not significant for future intentions. 

  



 

 

174 

Table 5.26. 

Summary of Significant Effect and Hypothesis Test  

Label Hypotheses Test result 

H1 Strategic benefits is positively related to CSR engagement.  Partially supported 

H2 Personal values is positively related to CSR engagement.  Partially supported 

H3 Stakeholder expectations is positively related to CSR engagement.  Partially supported 

H4 Perceived control is positively related to CSR engagement.  Supported 

 

5.5.2 The Moderation Effect of Hotel Characteristics 

The earlier section presented the key determining factors of CSR engagement. This section 

reports results from the tests for a moderation effect. The thesis hypothesized a moderation effect 

from hotel characteristics on CSR engagement. This hypothesis was based on the assumption 

that these characteristics may dictate the relationship between determining factors and CSR 

engagement differently. A set of hypotheses is listed as follows: 

H5: Hotel characteristics moderate the relationship between strategic benefits, 

stakeholder expectations, personal values, perceived control and CSR engagement. 

H5a: Star rating moderates the relationship between strategic benefits, 

stakeholder expectations, personal values, perceived control and CSR 

engagement. 

H5b: Ownership type moderates the relationship between strategic benefits, 

stakeholder expectations, personal values, perceived control and CSR 

engagement. 

H5c: Hotel size moderates the relationship between strategic benefits, stakeholder 

expectations, personal values, perceived control and CSR engagement. 

H5d: Year of hotel operations moderates the relationship between strategic 

benefits, stakeholder expectations, personal values, perceived control and CSR 

engagement. 
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Therefore, the interaction terms (independent variable × moderator) were included in each 

separate regression equation for the three dependent variables: CSR policy, current practices, and 

future intentions. The independent variables represented seven determining factors consisting of 

cost savings, intangible benefits, KTOs, PHMs, moral obligation, merit-making, and perceived 

control. The moderators of the hotel characteristics included star rating, ownership type, hotel 

size, and year of hotel operations. Results indicated relatively small but significant moderation 

effects on the relationship between predictors and CSR engagement. The following sub-sections 

report the results from the moderating effects of hotel characteristics. 

5.5.2.1 Star Rating (H5a) 

In order to test for the moderating effect of star rating on the relationship between determining 

factors and CSR engagement, hierarchical regression analysis was carried out. As discussed in 

Section 3.4.3.3, if the moderating effect is significant, this implies that the relationship between 

determining factors and CSR engagement is changed as a function of moderator. The test was 

performed using star rating as the moderator, which was coded into two categories of midscale 

hotels (3 star hotels, n = 149) as the comparison group, and upscale hotels (4, 5 star hotels, n = 

153) as the group to be contrasted.  

The results of the regression equation, which included the moderator variable, the independent 

variables, and the interaction terms are shown in Table 5.27. The results indicated that there was 

a significant moderating effect on current practices. That is, the relationship between cost 

savings, intangible benefits and current practices on CSR engagement was stronger for upscale 

hotels than for midscale hotels. Referring to Section 5.5.1.4, intangible benefits did not make a 

significant contribution in explaining CSR engagement. It was found that star rating significantly 

moderated the relationship between intangible benefits and current practices. In addition, the 

relationship between PHMs and current practices is stronger for midscale hotels than upscale 

hotels. In other words, upscale hotels valued cost savings and intangible benefits more than 

midscale hotels, whereas midscale hotels rated the influence from PHMs higher than upscale 

hotels. However, there was no significant moderating effect of star rating on CSR policy and 

future intentions. Thus, the results provide partial support for H5a. These results are discussed 

further in Section 6.2.4. 
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Table 5.27. 

Moderating Effects of Star Rating on CSR Engagement 

Predictors Standardized coefficients (β) 

CSR policy 
Current 

practices 

Future 

intentions 

Star rating 0.10* 0.19** 0.11* 

Cost savings  0.20** 0.15* 0.11* 

Intangible benefits  0.06 -0.05 0.01 

KTOs  0.24** 0.21* 0.17* 

PHMs  0.20* 0.24** 0.15* 

Moral obligation  0.16* 0.16 0.13* 

Merit-making  0.02 0.05 -0.01 

Perceived control  N/A N/A 0.34** 

Cost savings × Star rating  0.02 0.12* 0.08 

Intangible benefits × Star rating 0.09 0.20* 0.04 

KTOs × Star rating -0.02 -0.03 -0.09 

PHMs × Star rating -0.11 -0.15* -0.02 

Moral obligation × Star rating -0.02 0.01 0.00 

Merit-making × Star rating -0.00 -0.05 -0.03 

Perceived control × Star rating N/A N/A 0.02 

Maximum VIF 3.23 3.23 3.65 

adjusted R
2 
 0.56 0.48 0.61 

∆R
2
 0.01 0.03 0.01 

F 30.05** 21.93** 32.61** 

∆F 0.81 2.97** 0.73 

* p < 0.05. ** p < 0.01. 
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5.5.2.2 Ownership Type (H5b) 

Hypothesis 2b was also examined using hierarchical regression analysis. The test was carried out 

using ownership type as the moderator, which was categorised into independent hotels (n = 220) 

as the comparison group, and chain hotels (n = 97) as the group to be contrasted. Table 5.28 

shows that there was a significant moderating effect of ownership type on future intentions. It 

was found that independent hotels had a stronger relationship between moral obligation and 

future intentions than chain hotels. However, there was no significant moderating effect of 

ownership type on CSR policy and current practices. Thus, hypothesis 5b was partially 

supported.  

5.5.2.3 Hotel Size (H5c) 

In order to investigate whether hotel size moderates the relationship between determining factors 

and CSR engagement, a series of hierarchical regression analyses was conducted using number 

of rooms as the moderator. The number of hotel rooms for the properties included in the sample 

was categorised into two distinct categories. The comparison group of hotels with less than 80 

rooms was coded as small hotels (n = 140), whereas the group to be contrasted included hotels 

with more than 80 rooms, which were coded as medium-large hotels (n = 180). Results indicated 

that hotel size moderated the relationship between determining factors and CSR engagement, as 

can be seen in Table 5.29. That is, the relationship between intangible benefits and current 

practices was stronger for medium-large hotels than for those small hotels.  

It was also found that hotel size moderated the relationship between perceived control and future 

intentions. On the one hand, medium-large hotels had more control over the availability of 

resources than small hotels, when determining their future engagement with CSR. On the other 

hand, the relationship between moral obligation and future intentions was stronger for small 

hotels than for medium-large hotels. However, there was no significant moderating effect on 

CSR policy. Thus, results provide partial support for hypothesis 5c.  
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Table 5.28. 

Moderating Effect of Ownership Type on CSR Engagement 

Predictor Standardized coefficients (β) 

CSR policy 
Current 

practices 

Future 

intentions 

Ownership 0.07 0.06 0.06 

Cost savings  0.23** 0.20* 0.16* 

Intangible benefits  0.08 -0.04 0.03 

KTOs 0.23** 0.21* 0.17* 

PHMs 0.19* 0.24* 0.09 

Moral obligation  0.16* 0.17* 0.11 

Merit-making  -0.02 0.03 -0.05 

Perceived control  N/A N/A 0.40** 

Cost savings × Ownership -0.56 0.06 0.09 

Intangible benefits × Ownership 0.01 -0.01 0.07 

KTOs × Ownership 0.02 -0.03 -0.03 

PHMs × Ownership 0.00 0.03 -0.04 

Moral obligation × Ownership -0.01 -0.05 -0.13* 

Merit-making × Ownership -0.02 -0.02 -0.02 

Perceived control × Ownership N/A N/A 0.05 

Maximum VIF 4.23 4.23 3.65 

adjusted R
2 
 0.56 0.43 0.61 

∆R
2
 0.003 0.003 0.009 

F 31.53** 19.59** 34.11** 

∆F 0.36 0.26 1.00 

* p < 0.05. ** p < 0.01. 
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Table 5.29. 

Moderating Effect of Hotel Size on CSR Engagement 

Predictor Standardized coefficients (β) 

CSR Policy 
Current 

Practices 

Future 

Intentions 

Hotel size 0.04 -0.01 -0.03 

Cost savings  0.26** 0.15* 0.10* 

Intangible benefits  0.08 0.01 0.06 

KTOs 0.20** 0.21** 0.19** 

PHMs 0.19* 0.24** 0.10 

Moral obligation  0.20 0.21* 0.22* 

Merit-making  -0.01 0.02 -0.05 

Perceived control  N/A N/A 0.31** 

Cost savings × Hotel size 0.04 -0.02 -0.07 

Intangible benefits × Hotel size 0.05 0.16* 0.09 

KTOs × Hotel size 0.03 0.03 0.03 

PHMs × Hotel size -0.03 -0.07 -0.02 

Moral obligation × Hotel size -0.13 -0.10 -0.18* 

Merit-making × Hotel size -0.03 0.05 0.05 

Perceived control × Hotel size N/A N/A 0.15* 

Maximum VIF 3.33 3.33 3.70 

adjusted R
2 
 0.57 0.44 0.62 

∆R
2
 0.01 0.02 0.02 

F 32.82** 20.56** 35.76** 

∆F 1.26 1.41 0.75** 

* p < 0.05. ** p < 0.01. 
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5.5.2.4 Year of Hotel Operations (H5d) 

The number of years in operation appeared to have a significant moderating effect on the 

relationship between determining factors and CSR engagement. The test was performed using 

year of hotel operations as the moderator, which was categorised into two categories, short-term 

hotel operations (less than 15 years, n = 180), and long-term hotel operations (more than 15 

years, n = 140). Table 5.30 shows a significant moderating effect of year of hotel operations on 

the relationship between intangible benefits and CSR policy. That is, hotels with short-term hotel 

operations were more likely to implement strong CSR policy when they valued intangible 

benefits than hotels with long-term hotel operations. However, there was no significant 

moderating effect of year of hotel operations on current practices and future intentions. Thus, the 

results provide partial support for H5d. 

5.5.2.5 Summary of Results of Hotel Characteristics as a Moderator 

This sub-section provides a summary of the results of the moderating effect of hotel 

characteristics. Table 5.31 shows the results for the testing of Hypothesis 5 which comprised 

four specific hypotheses (H5a, H5b, H5c, and H5d). The results indicated that each hypothesis 

was supported. That is, hotel characteristics moderated the relationship between determining 

factors and CSR engagement. The strength of the moderating effect was not strong when the 

interaction terms were included in the regression equation. However, the nature of the 

moderating effect revealed that the relationship between determining factors and CSR was 

changed as a function of different hotel characteristics.  

Given the differences in the groups in the sample, it was found in H5a that upscale hotels valued 

cost savings and intangible benefits in relation to current practices more than midscale hotels, 

whereas midscale hotels rated PHMs higher than upscale hotels. For the differences in ownership 

type (H5b), independent hotels valued moral obligation more than chain hotels when there was a 

strong likelihood of future engagement with CSR. In addition, results also indicated that hotel 

size (H5d) moderated the relationship between determining factors and CSR. That is, medium-

large hotels appeared to value intangible benefits in relation to current practices more than small 

hotels. While there was a strong likelihood to undertake future intentions, medium-large hotels 

seemed to consider the availability of resources more than small hotels; it was also found that 

small hotels rated moral obligation more than medium-large hotels. Moreover, there was a 
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stronger impact of intangible benefits on CSR policy in hotels with long-term hotel operations 

than short-term hotel operations (H5c).   

Table 5.30. 

Moderating Effect of Years in Hotel Operations on CSR Engagement 

Predictor Standardized coefficients (β) 

CSR policy 
Current 

practices 

Future 

intentions 

Year of hotel operations -0.01 -0.06 -0.06 

Cost savings  0.29** 0.14* 0.08 

Intangible benefits  0.03 0.04 0.06 

KTOs 0.21** 0.20* 0.19** 

PHMs 0.19* 0.25** 0.11 

Moral obligation  0.19* 0.19* 0.15* 

Merit-making  -0.02 0.02 -0.04 

Perceived control  N/A N/A 0.38 

Cost savings × year of hotel operations 0.06 -0.02 -0.08 

Intangible benefits × year of hotel operations -0.15* 0.14 0.10 

KTOs × year of hotel operations -0.03 -0.09 -0.03 

PHMs × year of hotel operations 0.00 -0.01 -0.01 

Moral obligation × year of hotel operations 0.09 -0.04 -0.01 

Merit-making × year of hotel operations -0.05 0.01 0.02 

Perceived control × year of hotel operations N/A N/A 0.02 

Maximum VIF 3.65 3.65 4.01 

adjusted R
2 
 0.57 0.44 0.61 

∆R
2
 0.013 0.007 0.006 

F 32.96** 20.45** 33.86** 

∆F 1.63 0.71 0.75 

* p < 0.05. ** p < 0.01. 
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Table 5.31. 

Summary of Significant Interaction Effects and Hypothesis Test  

Label Hypotheses Test result 

H5 Hotel characteristics moderate the relationship between 

strategic benefits, stakeholder expectations, personal 

values, perceived control and CSR engagement.  

 

H5a Star rating moderates the relationship between strategic 

benefits, stakeholder expectations, personal values, perceived 

control and CSR engagement. 

Partially 

supported 

H5b Ownership type moderates the relationship between strategic 

benefits, stakeholder expectations, personal values, perceived 

control and CSR engagement. 

Weak 

supported 

H5c Hotel size moderates the relationship between strategic 

benefits, stakeholder expectations, personal values, perceived 

control and CSR engagement 

Partially 

supported 

H5d Year of hotel operations moderates the relationship between 

strategic benefits, stakeholder expectations, personal values, 

perceived control and CSR engagement. 

Weak 

supported 

5.6 Chapter Summary   

This chapter has reported the results from the questionnaire survey and presented the findings of 

the hypothesis tests. Overall, two main research objectives were assessed: 1) to investigate the 

key determining factors of CSR engagement; 2) to investigate whether hotel characteristics 

moderate the relationship between determining factors and CSR engagement. The findings from 

the two research objectives were presented in two main parts. The first part reported the effect on 

CSR engagement. A series of multiple regression analyses were conducted to investigate the 

significant predictors of the three different dependent variables: CSR policy, current practices, 

and future intentions. The results indicated the common predictors were cost savings, KTOs, and 

moral obligation, regardless of which types of CSR were targeted.  
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The second part of this chapter reported the moderating effect of hotel characteristics. A series of 

hierarchical regression analyses was carried out to examine the changes in the relationships 

between the determining factors and CSR engagement depending upon the hotel characteristics. 

Results indicated that the strength of the moderating effect was not substantially found when the 

interactive terms of both hotel characteristics were included into the regression equation. 

However, the nature of the moderating effect revealed that the relationship of determining 

factors and CSR engagement was changed as a function of hotel characteristics. 
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CHAPTER 6 

 

DISCUSSION 

6.1 Introduction 

This thesis sought to investigate the determinants of CSR engagement in the Thai hotel sector. In 

so doing, this investigation examined the perceptions that large groups of Thai hotel managers 

have regarding CSR, together with obtaining increased knowledge about policy, practices, and 

intentions in CSR engagement. This chapter presents the discussion of this research. Specifically, 

the findings reported in Chapters 4 and 5 will be integrated into the literature review in Chapter 

2, and key theoretical and managerial contributions made by this thesis will be highlighted. The 

chapter is structured around three research objectives and the research problem. Referring to the 

research gaps identified in Chapter 2, the research problem was stated as: what are the 

determinants of CSR engagement in the Thai hotel sector? Specific research objectives were 

set as: 1) to explore the nature of CSR engagement within the Thai hotel sector; 2) to identify the 

important determinants of CSR engagement; and 3) to investigate whether hotel characteristics 

moderate the relationship between determining factors and CSR engagement. Each of these three 

research objectives is discussed in Section 6.2, followed by an overall discussion of how the 

findings resolve the research problem. The research findings contribute to the body of 

knowledge in several areas, including: 1) a better understanding of the nature of CSR 

engagement from the perspective of hotel managers in Thailand; 2) finding the most important 

determinants of CSR engagement; 3) deriving theoretical implications for the measurement of 

strategic benefits, stakeholder expectations, personal values, and perceived control, as well as for 

the attitude-intention relationship; and 4) recognising key managerial implications for hotels’ 

stakeholders.  

6.2 Conclusions about the Research Objectives 

This section presents the discussion of research findings that will essentially revolve around 

interview findings that identified several types of CSR practices, together with quantitative 

findings that found new relationships between determining factors and CSR engagement. As 

discussed in Chapter 2, the majority of researchers have focused on outcomes derived from CSR 

activities (e.g., Levy & Park, 2011) rather than determinants for CSR engagement. Thus, the 
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findings from this thesis extend the literature through a comprehensive examination of 

determining factors for CSR engagement, that includes robust tests for moderating effects using 

the interaction term approach suggested by Baron and Kenny (1986) and Aiken and West (1991).  

6.2.1 Conceptual Model for CSR Engagement  

This thesis offers a comprehensive conceptual model to investigate the key determinants for CSR 

engagement by incorporating several constructs. It was established in Chapter 2 that little work 

has been conducted into combining key determinants for CSR simultaneously. This approach is a 

key extension of the literature, and the conceptual model is depicted in Figure 2.5. This thesis 

employed four commonly cited and broad based determinants to explain which of these 

determining factors most influences hotels’ CSR engagement. There is limited literature in this 

area and key studies are shown at Table 2.4-2.5. In brief, related studies have empirically 

investigated a broad range of potential CSR reasons (e.g., Garay & Font, 2012), mostly involving 

three to four broadly defined variables (e.g., J. Park & Kim, 2014). In addition, it has been 

common to draw such variables from one or two theoretical streams. Furthermore, the majority 

of studies have focused on determinants for environmental practices (e.g., Bonilla Priego et al., 

2011), rather than the broader based CSR engagement defined in this thesis. In this thesis, twelve 

independent variables reflecting four constructs were initially conceptualised and investigated. 

Subsequently, seven independent variables were tested in the quantitative survey. This approach 

extends our understanding of which variables have the strongest influence on CSR engagement, 

especially in the Thai hotel sector. In addition, three dependent variables reflecting CSR 

engagement were conceptualised and investigated in this thesis. This conceptualisation and 

testing of CSR engagement is unique. These contributions are briefly described next and then a 

more detailed discussion follows in section 6.2.3. 

Further, the literature review in Chapter 2 highlighted the fact that limited studies have proposed 

and empirically tested models to investigate which factors influence hotels’ engagement with 

CSR. This lack of empirical evidence suggests that findings in one context will be directly 

applicable to another context. In support, Bansal and Roth (2000) suggested that a conceptual 

model derived from the literature must obtain representative data in order to adequately assess 

firms’ environmental responsiveness. This note of caution was exemplified in a hospitality study, 

conducted by Chan and Wong (2006) who assessed hotels’ intention to obtain an ISO 14000 

certificate in Hong Kong. They adapted a model from the study by H. Quazi et al. (2001) 
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conducted in the electronic and chemical industries. Consequently, the model did not fit with the 

sample data obtained from the hotel industry. Therefore, this thesis extends the body of existing 

research by developing and empirically testing a comprehensive model for CSR engagement 

using both qualitative and quantitative approaches tailored to the Thai hotel sector.  

Furthermore, this thesis extends our knowledge about how determining factors affect CSR 

outcomes by reconceptualising and testing CSR engagement as the dependent variable. Most 

studies in hospitality research have focused on environmental practices (e.g., Bonilla Priego et 

al., 2011). In contrast, this thesis employs a concept of CSR engagement that can be used to 

describe the business response to social, cultural, and environmental issues, including the 

reasoning and motivation for managing and adopting policies, practices, and future intentions. 

Thus, the model proposed in this thesis has reconceptualised CSR engagement by the use of 

three variables: CSR policy; current practices; and future intentions. The diagram depicted in 

Figure 6.1 displays the evolution of the modelling for CSR engagement and demonstrates the 

comprehensive nature of the overall investigation. The model starts with a wide range of 

perceived reasons for managers to engage with CSR which is reduced after interviews to salient 

potential determining factors of CSR engagement.  

The first determinant in the CSR engagement model captures potential business related benefits 

from engaging in CSR. From the interviews in this thesis, three key themes emerged as reasons 

for managers’ engagement with CSR: cost savings; marketing benefits; and staff benefits. These 

themes are consistent with previous research that identified each benefit separately in qualitative 

studies (e.g., Ayuso, 2006; Mair & Jago, 2009; Yu et al., 2012). In addition, most quantitative 

studies examined a wide range of benefits, often with single item scales (e.g., Kirk, 1998; Levy 

& Park, 2011; Garay & Font, 2012). There is a lack of work investigating business related 

benefits that jointly influence CSR engagement in hotels with several other key determinants, 

and incorporated several aspects relating to strategic benefits into their quantitative investigation. 

The interview findings relating to strategic benefits were then used to assist in refining the 

measurement of strategic benefits as a multi-dimensional construct.  
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Figure 6.1. A Model of CSR Engagement includes Determinants
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EFA and CFA were used to confirm the dimensionality of the strategic benefits construct, and 

revealed that managers were mainly driven by two distinct, yet correlated benefit dimensions: 1) 

“cost savings”, which refers to more quantifiable benefits, such as reducing energy consumption; 

and 2) “intangible benefits”, which refers to less quantifiable benefits, including improving 

image, and benefits to staff. Together, this information relating to strategic benefits is consistent 

with the hospitality literature conducted in China, which holds that CSR creates both tangible 

and intangible benefits for the hotels (Yu et al., 2012). Their study is the only known previous 

exploratory study to gain understanding of the influence of strategic benefits classified as either 

tangible or intangible. 

The second determinant indicates the extent to which individual managers who have strong 

beliefs about their moral obligation towards CSR will proactively engage in CSR activities. 

While moral obligation has been investigated previously (e.g., Manstead, 2000), aspects relating 

to a specific Buddhism belief were included in the current investigation. Both aspects relate to 

the notion of altruistic behaviour, as distinct from strategic benefits. Further, published work in 

the hospitality sector has found that being driven by personal factors, such as altruistic reasons 

for environmental protection (e.g., Garay & Font, 2011) and ethical reasons (e.g., Tzschentke et 

al., 2008), is positively related to CSR engagement in small and medium-sized hotels. For 

example, Garay and Font (2013) reported a set of altruistic reasons to explain why firms engaged 

in CSR. In their study, they identified that 61% of the sample reported that social commitment 

was a key reason for respondents to engage in CSR practices. Both J. Park and Kim (2014), and 

El Dief and Font (2012) developed scales to measure environmental concerns, and conducted 

regression analyses to predict how those concerns or values impacted on environmental practices 

in hotels. No study has previously included variables relating to religious beliefs to determine the 

influence on CSR engagement. Thus, moral obligation refers to an individual’s belief in 

engaging in CSR, which is activated by his/her feelings of responsibility towards society, 

including merit-making as part of a specific belief system in Thailand. 

The third determinant draws from stakeholder theory to investigate how stakeholder expectations 

are influential on hotels’ CSR engagement. While previous studies have found that stakeholder 

pressures in general lead to hotels engaging in CSR (e.g., Álvarez Gil et al., 2001), no previous 

study has included the specific stakeholder groups identified in this thesis. Two specific 

stakeholder groups were identified through the interview findings and tested in a quantitative 
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model to provide a new line of enquiry about the level of stakeholder influence for the tourism 

and hospitality sector. Furthermore, stakeholder groups identified previously in the literature, 

such as the government sector, were found to have a negligible influence on Thai hotels 

engaging in CSR. Moreover, these interview findings were used to assist the scale refinement for 

stakeholder expectations. EFA and CFA results were then used to confirm the dimensions of the 

stakeholder expectations construct, and revealed that managers mainly perceived the influence 

from the first two groups of stakeholders: KTOs and PHMs. That is, KTOs appeared to hold a 

strong power over hotels, through the support they provided to hotels. In addition, most 

managers had relationships with PHMs that were open and flexible, and arose through invitation 

and collaboration for further CSR participations. The present study extends previous research, 

such as that of J. Park and Kim (2014), by identifying two specific groups of stakeholders in the 

hotel sector. Furthermore, the present finding supports the view of Font et al. (2014) who argue 

that it may not be appropriate to treat organisations and stakeholder influences as one 

homogenous entity. Hence, the construct of stakeholder expectations was measured using two 

distinct stakeholder groups that are salient to the Thai hotel context. 

The fourth determinant employed the utility of the TPB to investigate how a control factor 

impacts hotels’ future intentions. In reviewing the literature, the discussion highlighted that most 

hospitality studies that have assessed the determining factors for CSR have also investigated 

barriers for hotels’ CSR engagement (e.g., Garay & Font, 2012). While many hospitality 

researchers have used the TPB to investigate tourist behaviour (e.g., Han & Y. Kim, 2010), 

limited studies have examined managers’ intentions for engaging in CSR (e.g., Dennis et al., 

2009). Furthermore, researchers, such as Raviv et al. (2013), have employed the TPB to explain 

their qualitative findings relating to managers’ perceptions. However, their empirical findings 

provided a limited explanation of the rationale for responsible tourism practices. Therefore, this 

thesis is the first study to utilise the TPB to explain hotels’ CSR engagement. Furthermore, both 

determining and constraining factors are incorporated simultaneously into the model, thus 

providing a further extension. From the interviews, participants identified two particular 

constraints for engaging in CSR. These were limited decision-making power, and limited 

resources. The results from the factor analysis in this study confirmed a uni-dimensional 

construct of perceived control, which refers to perceived confidence in undertaking CSR through 

the availability and suitability of resources, capabilities and decision-making power. 
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6.2.2 The Nature of CSR Engagement 

This section provides a discussion of how the research findings relate to the body of literature 

that describes the nature of CSR engagement. This discussion is further elaborated in Section 6.3 

First, a number of studies have acknowledged the importance and challenge of exploring CSR 

from the perspective of developing countries, as the literature has focused mostly on developed 

countries (e.g., Jamali & Mirshak, 2007). Accordingly, understanding what constitutes CSR 

practices in the extant literature is derived from a narrow group of countries. For example, 

researchers have examined the CSR phenomenon in Spain (e.g., Céspedes Lorente et al., 2003), 

Scotland (e.g., Kirk, 1998), and the United States (e.g., Sheldon & Park, 2011). However, it 

cannot be assumed that CSR research findings obtained through studies in developed countries 

can be generalised to developing countries, and nor can studies from other industries be 

generalised to the hotel industry (Chan & Wong, 2006). Therefore, this thesis gathered CSR 

information from the perspective of hotel managers within a developing country context, and 

thus extends the literature. This thesis is the first study to investigate the determining factors for 

CSR engagement in Thailand. More importantly, insights gained from the investigation affirm 

the comments by researchers, such as Chan and Wong, that unique societal factors need to be 

considered when attempting to understand how and why firms engage in CSR. A further five 

conclusions can be drawn from the investigation relating to the first research objective. 

The first conclusion relates to the core domains of CSR practices in the Thai hotel context. The 

literature review in Chapter 2 has identified that most hotel companies appear to heavily engage 

in environmental practices (e.g., Levy & Park, 2011). However, recent researchers, such as Inoue 

and Lee (2011), argue that hotel companies have begun to incorporate several domains of 

responsibilities beside environmental practices. For example, Garay and Font (2012) have found 

three categories of CSR engagement in the West, including environmental, social, and economic 

practices. The current findings are in line with Garay and Font’s categories of CSR. That is, six 

types of CSR practices were found to include: environmental practices; socially responsible 

practices; customer-related activities; activities for staff; donations; and Thai traditional events. 

In comparison to previous studies, the first two types (i.e., environmentally and socially 

responsible practices) and the second two types (i.e., customer-related activities and activities for 

staff) of CSR practices were categorised as largely standard practices in hotel operations 

worldwide, involving environment, social, and economic domains. However, the latter two 

practices, relating to donations and Thai traditional events, were more specific to the Thai hotel 
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context. The findings suggest that cultural practices involving Thai traditional events were 

identified as one of the most popular six practices in Thailand. This information is consistent 

with Pérez & del Bosque’s (2014) view that cultural aspects appear to form a fourth dimension 

to the triple-bottom line. Their findings revealed that specific cultural aspects, such as the 

cultural heritage of tourism destinations, is of importance to hotels undertaking sustainable 

practices. Compared to recent studies, the present finding provides some support to the notion of 

CSR in a developing context in which cultural aspects in Thailand involve donations and the 

preservation of Thai cultural events, which seem to attach to hotels’ CSR practices. Their 

findings revealed that specific cultural aspects, such as the cultural heritage of tourism 

destinations, are of importance to hotels undertaking sustainable practices. The present finding 

provides some support to the developing context in which hotels seem to attach cultural aspects 

to CSR practices. 

Following on from the above, the key extension to the literature relating to the nature of CSR 

engagement draws from the findings that CSR practices for hotels in Thailand focus more on 

aspects that are little recognised in the West. Typical CSR practices, such as environmental (e.g., 

Bohdanowicz, 2005) and socially responsible practices (McGehee et al., 2009), are reported to 

be the most popular CSR practices among Western hotels. The interview findings suggest that a 

deep cultural aspect is rooted in the manifestation of CSR practices in Thailand. That is, cultural 

influence was found through activities relating to donations and participation in Thai traditional 

events. Both kinds of activities account for how CSR engagement was practised in a developing 

country like Thailand. This finding extends the study of McGehee et al. (2009), which reported 

that many hotels focused on philanthropic activities, especially in the United States, while this 

altruistic or instrumental behaviour was not rooted in religious foundations. The Buddhist 

preference of giving donations is a way to demonstrate responsible practice in society (Bevan & 

Wynne, 2011). Furthermore, this information seems to hold true in Thailand where religion 

forms an integral part of business life (Jamali, 2014) not merely an individual’s personal life. 

That is, donations, as a unique form of hotels’ CSR practices, are influenced by the Buddhist 

philosophy and practice of merit-making evident in Thai culture. 

The third conclusion demonstrates a high level of engagement with activities designed for the 

preservation of Thai traditional events. Furthermore, the results from independent t-tests between 

independent and chain hotels demonstrated that the level of hotel’s engagement in Thai 
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traditional events is similar across both groups. While Pérez and Rodríguez del Bosque (2014) 

found that the cultural heritage of tourism destinations constitutes important sustainable practices 

in Spain, no other studies could be found where traditional cultural aspects formed a large 

component of the basis for CSR activity, regardless of ownership types. This appears to indicate 

that managers equally considered the importance of preserving Thai traditional culture. 

Accordingly, national cultural identity tends to be dominant over organisational cultural aspects. 

This notion suggests that countries with strong traditional cultures and norms that are distinct 

from prevailing business cultures will attract more interest in preserving such cultural identities. 

For instance, a country like Australia may have a lesser distinction between traditional societal 

cultures and modern day business cultures.  

A fourth conclusion relates to the nature of socially responsible activities. The findings extend 

the literature to suggest that in Thailand socially responsible activities are equally popular as 

environmental practices. That is, the survey results also indicated that managers have engaged in 

social welfare practices as the second most popular practice among the six types of CSR 

practices identified. Furthermore, the interview findings indicated that most hotels engaged in 

socially responsible activities and that the most popular of these activities centred on children. 

Activities were often arranged for schools located near the hotels and for orphanages in the 

nearby community. This view extends McGehee et al.’s (2009) findings in which hotel managers 

have a narrow focus on socially responsible activities, in terms of local communities involving 

children, orphanages, and schools. While McGehee et al. focused on philanthropic activities as 

the only social component, the present finding suggests socially responsible activities and 

donations form two distinct categories of practices in Thailand. Finally, this finding about the 

close relationship between hotels and their immediate communities fits with the general 

observation that Thai society may be more closely connected, where communities operate more 

closely with hotel companies. 

A fifth conclusion is that environmental programs are the most popular CSR activity for Thai 

hotels (equally with social welfare activities). The literature has consistently emphasised the key 

role of environmental practices for businesses worldwide (e.g., Bohdanowicz, 2005). This 

finding is consistent with the global view in which environmental practices are reported to be the 

most popular CSR practices among hotels worldwide. In addition, interview participants 

indicated they were highly involved in these environmental practices, such as waste 
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management, energy saving activities, and preserving tree/mangrove plantation. In support of 

this interview finding, the survey respondents reported high levels of participation in activities 

relating to environmental practices (see Section 5.4.1). This finding extends previous research 

(e.g., Ayuso, 2006) in which Thai hotels have been reported to follow common Western style 

CSR practices, such as reducing energy consumption. In this thesis, a wide range of 

environmental activities was reported, in addition to energy savings practices. 

6.2.3 Determinants for CSR Engagement  

This section presents the discussion in relation to the second research objective. The details of 

the conceptual model and the discussion of the key findings relating to the three variables 

reflecting CSR engagement are presented in this section. A review of the literature in Chapter 2 

highlighted the necessity of incorporating a more comprehensive set of determinants to explain 

which determining factors best influence CSR engagement in hotels (e.g., Ayuso, 2006; Babiak 

& Trendafilova, 2011; Bansal & Roth, 2000; Frynas, 2005; Udayasankar, 2008). This thesis 

utilised a mixed methods approach to provide empirical results to support and extend previous 

empirical studies. The results appear to be in general agreement with previous CSR and 

hospitality studies proposing the factors that lead to CSR engagement in firms (e.g., Ayuso, 

2006). However, previous research has not generally incorporated several key determinants 

jointly, or measured such determinants in a comprehensive manner, comprising numerous 

aspects to reflect each determinant. Thus, the results of this thesis contribute to knowledge by 

comparing the effects of several determining factors on CSR engagement. There are a number of 

nuances in the results that shed further light on these determining relationships and further 

extend our knowledge about previously established relationships.  

Based on the survey results, several determining factors have been found to explain the variance 

in each outcome reflecting CSR engagement. The results showed 47%, 56%, and 61% of the 

variance explained in CSR policy, current practices, and future intentions, respectively. These 

scores compare favourably to those in the study of J. Park and Kim (2014), which found that 

perceived stakeholder pressure, perceived economic benefits, and environmental concerns 

explained 23% of the variance in green practices. Furthermore, El Dief and Font (2012) found 

that chain affiliation and altruistic-based value explained 66% of the variance in the level of 

environmental planning. Similarly, Álvarez-Gil et al.’s (2001) study reported 46% of the 

variance in environmental management practices as explained by chain affiliation, influence 
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strategies from stakeholders, and operation management. However, all these previous studies 

examined models to explain the variance in environmental practices. The information extracted 

from this thesis provides sound explanatory power over a broader range of CSR engagement 

outcomes. Furthermore, all key determining factors reported in the present study have been 

supported by both qualitative and quantitative findings. 

To foster comprehension of this section, the findings of this study are discussed in four parts. For 

each dependent variable the key determinants are discussed in relation to the extant literature. 

That is, how do results in this thesis compare with results from previous studies for the three 

outcomes of CSR engagement: CSR policy, CSR practice, and future intentions. This discussion 

of the key significant determinants is followed by a fourth discussion of proposed determinants 

for CSR engagement that were not found to be statistically significant. The results from the 

interviews are utilised to provide further details of the hypothesised directional relationships 

between determining factors and CSR engagement variables. The contributions that each CSR 

engagement variable makes to knowledge are also noted. 

6.2.3.1 Significant Determining Factors on CSR Policy 

The first dependent variable included in the regression model is CSR policy. It has been 

established that there is a clear gap between CSR policy and practice in the hotel context (Font et 

al., 2012). Their finding revealed that identifying the overarching CSR policy, together with 

assessing the implementation of CSR policies has added a valuable extension to previous 

hospitality work. The literature also highlighted that most hotel companies have not 

acknowledged the neccessity and the significance of CSR or related environmental policies. 

Furthermore, studies investigating the development of CSR policy in hotels and business in 

general are limited. The exception is a non-hospitality study by Whitehouse (2006) who explored 

the drivers of CSR policy in a variety of UK sectors including retail, mining, financial services, 

and mobile technology. Several hospitality researchers suggested that the focus of CSR policy 

strongly relates to the legal and economic concerns of stakeholders, but less to the ethical 

reasoning (e.g., Font et al., 2012). Accordingly, it is reasonable to ask what drives hotel 

managers to adopt such CSR objectives and policies. This study is the first to investigate this 

issue using a quantitative approach. In this thesis, CSR policy is conceptualised as the extent to 

which hotels develop social and environmental policy frameworks which encompass clear goals. 
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This variable is one of three CSR engagement variables. Thus, this conceptualisation, modelling, 

and testing for determinants of CSR policy are unique. 

As expected, the results from the regression model reported in Section 5.5.1.1 suggest that cost 

savings is the strongest determining factor predicting the existence of a CSR policy in Thai 

hotels. That is, the more managers perceived the benefits from saving costs, the more they were 

likely to have a CSR policy with clear goals. This finding is consistent with a qualitative study 

conducted by Whitehouse (2006, p. 291), which found that “CSR policies have been tailored so 

as to achieve a hierarchy of objectives beginning, first and foremost, with ensuring the survival 

and success of the firm by maintaining or enhancing profitability”. The present finding affirms 

that cost savings is the most important factor that influences the development of CSR policy and 

extends the literature relating to the determination of clear CSR policies. Previous hospitality 

studies using a quantitative approach around environmental policy can be brought to this 

discussion. For example, Kirk (1998, p.42) found that “those hotels which have already 

developed a written policy on the environment will have managers who are more aware of the 

real commercial benefits”. While Kirk’s study assessed hotels’ environmental management 

through the use of their environmental policies, there was no cost savings statement in his 

questionnaire. Furthermore, his measure of commercial benefits included a set of six potential 

benefits, excluding cost savings. The current study used a focused measure of cost savings with 

multiple items and high factor reliability to refer specifically to reducing operating costs and 

energy consumption. This relative impact of cost savings on CSR policy development is robust 

given that five other independent variables were included in the regression equation.  

In addition to cost savings, it was found that KTOs and PHMs have significant effects on CSR 

policy, respectively. Thus, the hypothesis regarding stakeholder expectations was fully 

supported. Previous non-hospitality studies, such as Whitehouse (2006; p. 284), found that 

“stakeholders exert, at the very least, a degree of influence over corporate policy and practice”. 

This quantitative finding extends Whitehouse’s (2006) qualitative study with further empirical 

evidence. Her findings concluded that CSR is closely related to a genuine commitment to 

respond to the significant pressure exerted by secondary stakeholders, such as NGOs and the 

socially responsible investment community. In contrast to most previous studies, it was found 

that stakeholder expectations arise from two groups of stakeholders specific to the 

tourism/hospitality sector. KTOs are specific hotel associations, whereas PHMs indicate the 
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influence from peer hotel managers. This finding suggests that hotel managers may develop CSR 

policies when they perceive pressures or feel the need to respond to stakeholder influence. Such 

stakeholder pressure from peers and salient hospitality organisations may derive from normative 

influence that especially relates to expert or referent power influences. Accordingly, this implies 

further managerial contributions in which stakeholders with expert and/or referent power are one 

of the key success factors that influence managers to become involved in CSR.  

Finally, moral obligation has a significant effect on the development of CSR policy. The 

theoretical paper of Hemingway and Maclagan (2004, p. 41) commented that “the role of 

individuals’ personal values as the factors explaining the formulation, adoption, and 

implementation of CSR policies in organisations”. This view seems to hold true in the present 

study. Non-tourism studies, such as by Whitehouse (2006), also found that a concern to do the 

right thing is an internal driver for CSR policy. The survey finding in this thesis suggests that 

managers who had set clear goals in the development of CSR policy were more likely to have 

accepted a responsibility towards the environment and society. In addition, Whitehouse’s 

qualitative study found that the first and foremost objectives of CSR policy was to maintain or to 

enhance profitability, followed by reflecting a general concern to satisfy stakeholders, and to 

maintain companies’ reputation. Compared to previous study, the current study provides the first 

quantitative evidence that while cost savings were found to be the most important factor, two key 

stakeholders and moral obligation are important to the development of CSR policies, 

encompassing clear goals. 

6.2.3.2 Significant Determining Factors on Current Practices 

The second variable used for CSR engagement is current practices. In Chapter 2, the literature 

highlighted that hotel companies have recently shifted their focus on environmental practices to a 

broader inclusion of several additional responsible practices (e.g., Inoue & Lee, 2011). Section 

5.5.1.2 reported the results of regression analyses predicting current CSR practices. Overall, 

there are four significant factors affecting current CSR practices: PHMs; KTOs (two stakeholder 

groups); moral obligation; and cost savings. The results obtained showed that the hypothesis 

regarding stakeholder expectations was fully supported and the other two hypotheses were 

partially supported, as can be seen in Figure 6.1. The findings provide a greater understanding of 

how these important factors affect current CSR practice. 
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One of the key findings in the regression analysis indicates that stakeholder influence plays a 

dominant role for the adoption of CSR activities in Thai hotels. One stakeholder group, PHMs, 

was the strongest predictor, while KTOs was the third most important predictor on current 

practices. The findings extend previous empirical studies in the hotel sector. For example, J. Park 

and Kim (2014) had an overall measure of perceived stakeholder pressure on environmental 

practices in the United States lodging industry. However, their measure covered all stakeholders 

in general. In the present study, two groups of stakeholders are found to be significant in 

predicting CSR practices. This finding implies that the more managers perceived the influence 

from PHMs and KTOs, the more they are likely to engage in CSR practices. Furthermore, the 

interview finding indicates that the majority of managers have relationships with PHMs that are 

open and flexible, arising through invitations for CSR participation and collaboration. In 

contrast, the influence from KTOs arises from a more formal relationship that is depicted by 

contractual agreements and the provision of support to the hotels. However, relationships with 

KTOs could also involve voluntary, non-binding arrangements.  

In the present study, it would seem that PHMs play a large role in the hotel’s engagement with 

CSR practices. This finding contrasts with the work of Helmig, Spraul, and Ingenhoff (2013) 

who found that in the non-tourism context of mostly large, Swiss, industrial companies, the main 

influencing factors were employees, customers, and investors. Pressure or influence from the 

competitive market network had no influence on CSR implementation. The findings in this thesis 

also contradict the findings of B. Park, Chidlow, and Choi (2014) in the non-tourism, Korean 

context of Multi-National Enterprises (MNEs). While they proposed that a firm’s ‘business 

collaborators’ are primary stakeholders in the implementation of CSR practices, they found that 

such ‘business collaborators’ have a negative influence on CSR practices. However, the findings 

in this thesis support their conceptual position. This thesis is thus the first study to empirically 

identify specific groups of ‘primary’ stakeholders essential for a firm successfully implementing 

CSR practices, and differs from the conventional approach of examining insiders, such as 

employees, customers, and investors. Furthermore, the nature of the influential stakeholders in 

this thesis matches the term used by B. Park et al. of those who have a voluntary role of 

‘business collaborator’. It is possible that the PHMs influence in the Thai context is one in which 

stakeholder relationships are effective, open, and flexible, arising through collaborations and 

invitations for CSR participation among hotels in the local area. This may be unique to the Thai 

context where direct competitors are considered to be collaborators at the same time. 
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Furthermore, interview participants seemed to indicate that KTOs appeared to hold a strong 

power through the support provided to hotels. In the Thai situation, agencies, such as the TAT, 

can offer monetary assistance to hotels for participating in specific projects. This finding affirms 

the view of researchers, such as B. Park et al. (2014). They found that “the influences of 

stakeholders surrounding business settings can be an important institutional environment and 

they function as a prime mover changing MNE subsidiaries’ CSR practices” (p.977). That is, 

KTOs represent key tourism/hospitality organisations, such as the TAT, the THA, and tour 

operators. Together they contribute to the formation of an ‘institutional system’ in the tourism 

and hotel environment. The current finding is also consistent with the general comments of 

Hofstede (2001). That is, collectivist cultures tend to be ones in which individuals view 

themselves as being members of their social group. This comment seems to be appropriate in the 

Thai hotel context in which Waldman et al. (2006, p. 834) argued that “managers in cultures 

valuing institutional collectivism value most aspects of CSR in their decision-making process”. 

That is, the nature of the stakeholder system has an influence over hotel managers with CSR, and 

consequently this would facilitate engagement in more CSR practices. 

Furthermore, moral obligation is the second most important factor that determines whether hotels 

currently engage in CSR practices. This factor also surpasses the impact of cost savings that was 

so strongly evident in the regression equation for CSR policy. In general, the findings of this 

thesis relating to ‘moral obligation’ are consistent with the general conceptual and empirical 

literature (e.g., Brønn & Vidaver-Cohen, 2009). Normative values, such as feeling obliged to do 

something for society is an important factor in determining whether CSR is undertaken within a 

firm (e.g., Bansal & Roth, 2000; Ditlev-Simonsen & Midttun, 2011). Furthermore, this finding 

supports the notion that the reasons underlying why firms undertake CSR practices are not 

mutually exclusive (e.g., Garay & Font, 2012). That is, stakeholder expectations, personal 

values, and strategic benefits may jointly contribute to hotels’ CSR engagement. Along this line 

of thinking, this finding supports and extends results previously reported in J. Park and Kim 

(2014), that environmentally responsible practices are driven by perceived stakeholder pressures, 

perceived economic benefits, and environmental concerns, collectively. However, the dependent 

variable in the current study was a more generalised CSR measure than the measure used by J. 

Park and Kim which captured environmental issues. Similarly, the measure used for moral 

obligation captured more specifically to the personal beliefs arising from a feeling of 

responsibility towards CSR practices while J. Park and Kim only captured personal 
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environmental concerns. Accordingly, the current finding extends our understanding of the 

important role of ‘moral obligation’ to the hotel sector.  

Compared to previous hospitality studies, it was found that not only is moral obligation a 

significant factor but one that is more important than cost savings. This finding is a substantial 

departure from the consensus among many studies that cost savings or equivalent terms relating 

to a financial benefit are the most important factors to influence firms engaging in CSR practice 

(e.g., Levy & Park, 2011). Furthermore, this finding extends one empirical study by El Dief and 

Font (2012) that was conducted in a developing country context. They found a significant 

relationship between competitiveness reasons and environmental operations ahead of a hotels’ 

organisational altruism values. El Dief and Font had a broader measure of competitive-based 

values, whereas the cost saving factor in this thesis measured cost reductions in energy 

consumption. While their finding implies that hotel managers believed in profitability rather than 

altruistic purpose, this general expectation is challenged by the findings in this thesis. The 

present finding suggests that personal obligation towards CSR can explain CSR engagement in 

hotels, ahead of cost savings.  

6.2.3.3 Significant Determining Factors on Future Intentions 

The third variable used to reflect CSR engagement is future intentions. The discussion presented 

in Chapter 2 suggested that many hospitality studies investigating positive determining factors 

for CSR engagement have also investigated the barriers that limit hotels from engaging with 

CSR (e.g., Garay & Font, 2012). However, no study has examined the effect of both positive and 

impeding factors in the same regression equation to predict CSR engagement. The utility of the 

TPB provides an opportunity to examine positive determinants and barriers in the research model 

jointly. The tourism and hospitality literature has employed the TPB to explain tourist behaviour 

(Hsu & Huang, 2012; Lam & Hsu, 2006; Sparks, 2007). However, a limited number of 

researchers have utilised the TPB to investigate CSR and other related behaviour. Furthermore, 

the recent qualitative study by Raviv et al. (2013) is so far the only study conducted from the 

perspective of managers in the tourism context. Accordingly, the current findings extend 

previous studies in several ways. 

First, looking at the results through the TPB lens, all original components of the TPB model 

were significant, including cost savings, KTOs, and perceived control. The present study also 

extends the original TPB by integrating the personal values construct in the CSR context into the 
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original framework of the TPB. This personal values construct was added as an additional 

variable, following the criteria for theory extension by Beck and Ajzen, 1991. These additional 

variables are conceptually distinguishable from the existing TPB variables, and the present 

finding shows that moral obligation was found to be an important predictor of future intentions. 

Accordingly, the moral obligation factor along with existing TPB variables are useful in better 

explaining managers’ intention to undertake more CSR practices. Overall, these TPB 

components were reflected by perceived control, KTOs, moral obligation, and cost savings as 

significant predictors in explaining future CSR intentions in the current study. The findings thus 

affirm the applicability of the extended TPB model in understanding CSR engagement in hotels. 

Second, along with the TPB, it was found that perceived control, KTOs, moral obligation, and 

cost savings are the significant predictors in explaining future intentions. The findings imply that 

hotel managers’ perceived confidence through resource availability, perceived benefits from 

saving costs, perceived influence from KTOs, and perceived personal feeling of their 

responsibility towards the environment and society result in an increased intention to undertake 

CSR practices. Further, perceived control was found to be the strongest predictor in explaining 

future intentions. Many authors have reported that resource availability is a crucial factor when 

examining CSR engagement. For example, limited resources including time, money, and staff 

are the main barriers to engaging in CSR (e.g., Sheldon & Park, 2011). The interview findings 

suggested that participants considered their hotels to be small hotel operations with limited 

resources and capabilities, regardless of their actual size. Thus, perceptions of capacity is a key 

issue and this can be linked to how managers perceive not just resources in dollar terms but also 

in terms of discretionary power to act and ability to execute CSR activities. Further, this study 

attempted to incorporate a broader measure for perceived control than other studies, such as that 

of Sheldon and Park (2011). The perceived control variable in this thesis captured the amount of 

managers’ perceived confidence in undertaking CSR through the availability and suitability of 

resources, capabilities, and decision-making power. Moreover, all previous hospitality studies 

have separately examined CSR barriers and positive reasons for undertaking CSR (e.g., Garay & 

Font, 2013; Sheldon & Park, 2011). The present study is the first to employ the TPB to explain 

CSR engagement in hotels by incorporating several determining factors representing the TPB 

variables. Thus, the importance of perceived control reflecting resource constraints has been 

tested against other key factors drawn from the literature for the first time. The present findings 

suggest perceived resource availability is the most important factor predicting hotels’ future 
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intentions. This implies that CSR may not contribute benefits to outweigh the perceived cost of 

investment. As such, this perceived control factor appears to be the most influential reason in 

hotel managers’ decision making. Thus, while there are other business priorities competing for 

firm resources, this perceived control factor will be important.  

Third, it was found that KTOs, moral obligation, and cost savings are important factors in 

explaining future CSR intentions, but not surpassing the perceived control factor. Several non-

tourism studies have found that moral obligation is more correlated with future CSR intentions 

than attitude to strategic performance or subjective norms (e.g., Gorsuch & Ortberg, 1983). 

Indeed, the present study suggests that managers’ perception towards the responsibility of the 

environment and society have a greater influence on future intentions than managers’ perceived 

benefits from saving costs. This finding is consistent with the view of Jerkins (2006), who stated 

that managers tend to quantify CSR benefits. This seems to hold true when managers may not 

perceive the benefits deriving from saving costs. Several tourism studies have found that 

attitudes and subjective norms are significant predictors of customers’ visiting intentions (e.g., 

Han et al., 2010). Han et al.’s study found that attitude towards behaviour had a greater influence 

than subjective norms and perceived behavioural control. The current findings extend TPB 

knowledge in tourism to the CSR context. The findings in this thesis revealed that managers who 

perceived influence from KTOs and perceived feelings of responsibility towards the environment 

and society, have greater influence than perceived benefits from saving costs. In contrast, Dennis 

et al. (2009) found that political pressure from firms’ stakeholders in general had no influence on 

future corporate giving. The present finding suggests that hotel managers appear to proactively 

engage in CSR when KTOs, such as hospitality associations ranging from TAT, THA, and tour 

operators, are considered as effective mechanisms to push hotels to engage with more CSR 

practices in the future.  

6.2.3.4 Non-significant Determining Factors on CSR Engagement 

The immediate previous sections discussed the factors that were found to be significant 

determinants of CSR engagement. This section details the discussion of factors found to be non-

significant determinants, as revealed in the three regression models for CSR policy, current 

practices, and future intentions. Overall, hotels’ CSR engagement is influenced by cost savings, 

PHMs, KTOs, moral obligation, and perceived control. These factors consistently accounted for 

the explained variance in CSR engagement, although the weighting for each factor varied across 
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the three CSR engagement variables. Conversely, the remaining two factors conceptually 

proposed as CSR engagement determinants did not make any contribution to the explained 

variance in the regression equations for the three CSR engagement variables. These two factors 

are intangible benefits and merit-making. These consistent non-significant findings will be 

discussed here. The first point that can be made is that while these two factors make conceptual 

sense and have positive correlations with CSR engagement, other factors were found to be more 

important in the regression equations. Accordingly, it is important to note that non-significance 

arises in part due to the presence of other more important factors. Much of this discussion will 

draw from insights gained through the interview findings.  

In Chapter 2, a large body of empirical research has suggested that there are tangible and 

intangible benefits from CSR engagement (e.g., Greening & Turban, 2000; Jerkins, 2006). The 

nature of CSR benefits in hotels varies, but common themes include improved image (Kirk, 

1998) and increased employee satisfaction (Njite et al., 2011). Most of these benefits are 

intangible. No previous study has empirically measured intangible benefits by combining the 

three aspects of image, marketing benefits, and enhanced employee-employer relationship. 

While previous studies have found that these three individual aspects lead to increased CSR 

engagement (Graci & Dodds, 2008), no prior study has examined their influence in conjunction 

with major predictors, such as cost savings, moral obligation, and stakeholder expectations. This 

is the first study in the hotel sector to robustly test the level of importance of these intangible 

aspects against other key determinants. In this study, it was found that hotel managers indicated 

that the intangible benefits mentioned during interviews were important factors. Furthermore, the 

intangible benefits scale developed for this thesis is significantly correlated with all three CSR 

engagement variables. Thus, these preliminary findings are consistent with the general thrust of 

previous studies, such as improving image (Kirk, 1998), and increased employee satisfaction 

(Njite et al., 2011). However, when their influence is assessed against other key determinants, 

the impact is not significant. The finding extends our understanding of the level of importance of 

intangible benefits.  

Furthermore, the statistical analyses conducted in this thesis revealed the dimensionality of 

strategic benefits to consist of two distinct aspects: cost savings and intangible benefits. It is 

plausible that the multidimensional approach taken for intangible benefits may have contributed 

to the finding of non-significance. That is, the nature of intangible benefits developed in this 
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thesis is similar to the qualitative work of Jerkins (2006)in a non-tourism context. She reported 

that intangible benefits, such as improved image and reduced employee absenteeism, are difficult 

to measure. The abstract nature of intangible benefits makes it difficult for managers to 

accurately rate their importance when compared with more tangible aspects. In this thesis, such 

aspects were combined which could have compounded the issue. On the other hand, abstract 

concepts, such as moral obligation and stakeholder expectations could also be considered in the 

same way, yet both were found to be significant contributors. This finding further provides 

managerial contributions to the body of knowledge, and is discussed in Section 6.4.2.  

Although the intangible benefits variable was not significant in any of the regression equations, 

the value of enhancing the employee-employer relationship through CSR was widely recognised 

in the interviews with hotel managers. In the present study, five different themes of benefits 

relating to the employer-employee relationship were found in the interviews: having fun; feeling 

pride; a relationship building-unifying process; developing skills; and building teamwork. The 

interview findings extend the views of researchers, such as Graci and Dodds (2008) who argue 

that adopting environmental practices provides a positive flow-on impact to employees. As 

discussed above, it is possible that the assimilation of the staff benefits aspects into the combined 

intangible benefits scale may have contributed to its non-significance in regression equations. 

The contribution of staff benefits is further discussed in Section 6.4.  

Second, merit-making was expected to significantly influence CSR engagement in Thailand. The 

practice of merit making is strongly rooted in the Buddhist culture of Thailand and widely 

practised. However, it was found that merit making consistently had no influence on any of the 

three variables of CSR engagement. This result differs from the study conducted in Thailand by 

Singhapakdi et al. (2000). They found a positive relationship between religious belief and ethical 

intentions. Their more general approach affirmed the role of religious belief in undertaking 

ethical or CSR related activities. Thus, Singhapakdi et al. measured general belief in Buddhism, 

together with a more general ethical outcome variable. In the current study, the measurement of 

merit-making was far more specific and directed to a narrow measure of beliefs relating to merit-

making. Furthermore, this study utilised very specific CSR engagement variables. However, this 

unexpected result can in part be inferred from the interview findings.  

It was found through the interviews that managers frequently mentioned merit-making as one of 

the reasons for their CSR engagement. This finding supports the views of Singhapakdi et al. 
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(2000). The interview findings offer insight into the practice of merit-making in Thailand, and 

extend understanding of how religious belief can impact CSR engagement. It was reported in 

Chapter 5 that there are three groups of merit-making believers: traditional Buddhist; reciprocal; 

and neutral believers. The first group represented participants who believed that merit-making 

was a good practice for being a Buddhist. This view is consistent with the traditional Buddhist 

view of merit-making, which refers to doing good deeds without expecting anything in return 

(Higbie, 2010). The second group of participants held a strong belief in reciprocal expectations 

from merit-making. This view differs from the traditional meaning of merit-making. That is, 

several hotel managers indicated that their practice of merit-making allowed them to receive 

merit in return or to take merit forward to the next life, as a consequence of their CSR 

engagement. This particular view equates more closely to the instrumental view of CSR, where a 

particular action is undertaken if it leads to a consequent benefit. The last group of neutral 

believers represented those managers who did not see any link between Buddhism and CSR. 

They treated the practice of merit making quite distinctly from the practice of CSR. Thus, three 

distinct believers in merit-making were identified, yet only one group could be considered to be 

acting altruistically through religious belief. The second group was acting out of self-interest. 

The third group did not link the practice of merit making to CSR engagement at all. Thus, there 

would be no correlation between merit-making and CSR engagement for this latter group. 

Depending upon the size of these latter two groups, in the sample for the quantitative study, the 

impact of merit making on CSR engagement would be negated or at least confounded.  While 

three groups of believers in merit-making were identified in the interviews, the measurement 

scale used in the survey only captured the traditional Buddhist perspective. If a substantial 

number of survey respondents held the belief that merit-making regarding CSR was reciprocal in 

nature, the impact of the respondents holding a traditional view would be negated. Further, it 

could be possible that there was also insufficient unique variance between the independent 

variable of strategic benefits and the merit-making variable as a consequence of a group of 

managers reflecting this quasi-instrumental view towards merit-making. It is noted that the 

construct of strategic benefits was derived from the instrumental view of CSR theory. Hence, 

Thai hotel managers do not form one homogenous group on this issue. The identification of 

these three groups in the CSR domain of personal values is unique. 

Finally, the assumption of the strong role of government does not hold true in this study. 

Although the Western perception of CSR engagement is strongly influenced by coercive 
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government pressure (e.g., Clemens & Douglas, 2006; Williamson et al., 2006), the present 

study suggests that government regulation does not impose any regulatory pressure on CSR 

practices in the Thai context. These findings are consistent with a Malaysian study by Tang et al. 

(2013), which found the influence of government to be statistically insignificant. This 

information appears to be similar in Thailand in which the interview findings suggest that 

managers did not recognise the government’s role, as they did not offer any incentives nor play a 

supporting role for hotels. 

6.2.4 The Moderating Effects on CSR Engagement  

The previous sections discussed the direct effects of determinants on CSR engagement variables. 

This section presents the discussion in relation to the third research objective, which aims to 

answer whether hotel characteristics moderate the relationship between determining factors and 

CSR engagement. In Chapter 2, it was indicated that many empirical studies investigated 

whether hotel characteristics influence the level of hotels’ CSR engagement, especially with 

environmental practices (e.g., Álvarez Gil et al., 2001; Céspedes Lorente et al., 2003; El Dief & 

Font, 2012). For example, the higher the star rating for a hotel, the greater likelihood of better 

environmental practices (e.g., El Dief & Font, 2010; Tang et al., 2013). Although some hotel 

characteristics have been investigated, no study has examined these hotel characteristics that 

influence a hotel’s broader range of responsible practices, using moderating tests. In this thesis, 

the role of hotel characteristics as a moderating influence on the relationship between key 

determinants and CSR engagement is investigated. This approach extends the literature wherein 

previous studies have investigated the direct relationship between hotel characteristics and 

environmental practices (e.g., Álvarez Gil et al., 2001; Céspedes Lorente et al., 2003; El Dief & 

Font, 2012). 

In summary, significant moderating effects were detected for a limited number of situations. This 

small number of significant effects is inconsistent across the three CSR engagement variables. 

Accordingly, it is concluded that hotel characteristics have a negligible moderating effect on the 

relationships between key predictors and CSR engagement. Alternatively, the findings from this 

thesis investigation suggest that these relationships tend to hold under varying conditions. That 

is, there is little change, if any, across the diverse range of hotel properties in Thailand. However, 

there was a small number of effects and these are discussed next. Star rating appeared to have a 

weak effect on several predictors for current practices, while the other three moderators of 
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ownership, hotel size, and year of hotel operations produced weaker effects again. Overall, while 

some weak and inconsistent effects were statistically significant, their practical significance is 

negligible. 

Among all the moderators tested, star rating was the most important. However, only a handful of 

moderating effects of star rating on the relationship between determining factors and current 

practices was found to be significant. There was no moderating effect of star rating on CSR 

policies and future intentions. Previous published work has only used star rating as a control 

variable (Mensah, 2014; J. Park et al., 2014), while no empirical studies have investigated the 

moderating effect. This study is the first to examine the moderating effect on these relationships 

on CSR engagement variables. The findings extend previous empirical studies in several ways. 

First, Kirk’s (1998) study found that hotels with 3 to 5 stars are more likely to see a positive 

image from environmental practices when compared with hotels with less than 2 stars. While his 

study distinguished between 3 to 5 star hotels and less than 2 star hotels, the findings in this 

thesis revealed that managers from upscale hotels (4, 5 star hotels) perceived strategic benefits 

including cost savings and intangible benefits from CSR to be more important than those from 

midscale hotels (3 star hotels). Moreover, it was found that midscale hotels perceived the 

influence from PHMs to be more strongly than those upscale hotels. Possible reasons for this 

finding could be that the main stakeholder groups, such as PHMs, appear to help and facilitate 

more CSR engagement in midscale hotels as they have limited resources to implement their CSR 

from start-up stage. The interview finding also supports this part of the survey findings in which 

the invitation from PHMs appeared to be an influential strategy to other surrounding hotels to 

engage in CSR. This finding extends previous hospitality studies in which the influence from 

PHMs was found to be important in different groups of hotels. This study is the first to 

conceptually and empirically examine this specific group of hotels’ stakeholders in the Thai 

context.  

Furthermore, type of hotel ownership was found to have a negligible moderating effect. Just the 

one relationship was affected: this was between a single predictor, moral obligation, and a single 

engagement variable, future intentions. No other effects were detected. Previous studies in the 

hospitality literature have found that ownership type influences the level of hotels’ 

environmental practices (e.g., Álvarez Gil et al., 2001). However, all previous studies 

investigated direct effects rather than moderating effects. The current finding extends previous 
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work in which managers in independently owned hotels have more flexibility and freedom to 

exercise their managerial discretion than those in chain hotels (Roberts, 1997). This seems to 

hold in Thailand where managers from independent hotels were able to express their personal 

feelings of obligation towards the environment and society more strongly than those from chain 

hotels, whose responsibilities may be more aligned with corporate office. Accordingly, the 

finding implies that managers from independent hotels are likely to undertake CSR activities 

more than those from chain hotels in the future but not in the present.  

Furthermore, a negligible influence of year of hotel operations on the relationship between 

intangible benefits and CSR policy was detected. Intangible benefits was found to have an 

insignificant direct effect across all CSR engagement variables. This finding extends one 

previous study in which facility age has a significant effect on the adoption of environmental 

practices (Álvarez Gil et al., 2001). The current finding implies that when hotels sought to 

implement CSR policies, the ones that had been in operation for a short term (less than 15 years) 

perceived the potential intangible benefits from CSR more highly than hotels in long-term 

operation (more than 15 years). It might be assumed that those hotels with a short time in hotel 

operation were at the stage of developing their image and reputation. Accordingly, those hotels 

that had been in operation for a longer time may have already established their image and 

reputation, and they perceived the greatest intangible benefits from implementing CSR policy.  

6.3 Conclusions about the Research Problem 

Earlier in this chapter, Section 6.2 provided answers relating to the three main research 

objectives. Furthermore, contributions to the literature were highlighted under each research 

objective. In relation to the overall research problem, the unequivocal conclusion drawn from the 

investigation is that there is a direct and positive effect of a set of key determining factors on 

Thai hotels’ CSR engagement. This is the essence of the research problem. In particular, the 

results consistently demonstrated the existence of three core determining factors on the three 

CSR engagement variables. These factors are cost savings, KTOs, and moral obligation. In 

contrast, there were two factors that were consistently non-significant: intangible benefits and 

merit-making. At the same time, the role of hotel characteristics had a significant but small 

moderating effect on the relationship between these determining factors and hotels’ CSR 

engagement in a limited number of situations. Overall, it is concluded that the core relationships 

between key determinants and CSR engagement variables hold across a variety of situations 
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within the Thai hotel sector. Subsequently, this thesis makes further broad based conclusions 

about the research problem and identifies further contributions to current understanding in this 

area. 

This thesis concludes that key determinants for CSR engagement can be better identified, 

modelled, and tested when drawing from a broader range of theoretical underpinnings, and 

includes a more comprehensive set of measures. It is further highlighted that the dominant 

approach in the literature is to consider environmental practices as the outcome variable (e.g., J. 

Park & Kim, 2014). A secondary set of literature reports the dominant approach in the literature 

to consider cost savings or similar economic benefits as the driving force behind a firm’s CSR 

engagement can be challenged. The hospitality literature has highlighted a lack of empirical 

research to comprehensively integrate several determinants for engaging in CSR (e.g., Aguinis & 

Glavas, 2012). That is, the stream of studies that assessed determining factors for CSR have 

failed to provide an understanding of how these factors lead to CSR (e.g., Ayuso, 2006) and 

which factors are important to CSR engagement in hotels (e.g., Álvarez Gil et al., 2001). 

Moreover, most studies have not detailed the conceptual distinctiveness of potential CSR 

determinants (Bansal & Roth, 2000). In this thesis, CSR engagement was deconstructed to the 

three variables of CSR policy, current practices, and future intentions for CSR.  It is concluded 

that the key determinants for CSR engagement will have differential effects on different 

operationalisations of CSR engagement. This thesis investigation has directly addressed these 

concerns. 

The first key determinant, strategic benefits, is related to the business case approach for CSR. 

Carroll and Shabana (2010) argued that businesses are pursuing CSR and other related activities 

because of the financial and other benefits to be gained. In support, Jerkins (2006) argues that 

numerous tangible and intangible benefits can be derived from CSR including cost savings, 

employee motivation, and improved image. The interview findings reported in Section 4.2.3.1 

highlighted that participants indicated several benefits from CSR ranging from saving costs, 

improving image, and benefits to hotel staff. Previous studies in the hospitality context have 

investigated several potential strategic benefits from CSR (e.g., Kirk, 1998). However, no prior 

work has incorporated several aspects of benefits deriving from CSR. This thesis reveals that 

there are two distinct dimensions of strategic benefits: cost savings and intangible benefits. 

Therefore, the concept of strategic benefits has been reconceptualised to comprise two 
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dimensions that are characterised by the tangibility or abstract nature of the benefit. In this thesis, 

the more tangible aspect of cost savings was distinguished from the less tangible aspect of hotel 

image improvement, marketing advantage, and staff relations.  Cost savings was consistently 

found to be a significant predictor of CSR engagement. 

The second broad based determinant was personal values. The conceptualisation of this construct 

was based on the normative approach for CSR. This approach broadly refers to the motivation 

stemming from the desire to do good for society (Branco & Rodrigue, 2006). Several researchers 

have widely investigated personal values in the non-tourism literature (e.g., Graafland & van de 

Ven, 2006). However, studies in the hospitality context have been limited. In this thesis, two 

aspects arising from the literature were proposed to investigate the importance of an individual’s 

personal values: moral obligation and merit-making. Accordingly, personal values was defined 

as personal beliefs about the importance of the environment and society, moral obligation, and 

merit-making. In addition, moral obligation was consistently found to explain the influence on 

CSR engagement. The moral obligation factor in the present study is narrower than what J. Park 

and Kim referred to as personal environmental concerns. The present study measured moral 

obligation focusing on personal beliefs arising from a feeling of responsibility towards CSR. 

Therefore, the findings suggest that moral obligation appears to be an important factor that 

influences CSR engagement in Thailand. 

The third broad based determinant employed stakeholder theory to investigate how stakeholder 

expectations lead to hotels’ CSR engagement. Previous studies have found that stakeholder 

pressures lead to hotels engaging in CSR. However, stakeholder groups identified previously are 

deemed to be generic, including employees, government, customers, and suppliers. (e.g., Álvarez 

Gil et al., 2001; Céspedes Lorente et al., 2003). The present findings extend the body of 

knowledge and suggest that separating the nature of stakeholders’ relationship into different 

categories is important. Two categories of stakeholders are deemed to be influential to CSR 

engagement: KTOs and PHMs. It is likely that the influence from KTOs and PHMs uncovered in 

the current study could be essential. The finding also showed that the influence from 

stakeholders, such as PHMs is the most important determining factor for current practices. These 

findings extend previous studies in hotels (J. Park & Kim, 2014), in which KTOs and PHMs are 

conceptually and empirically distinct factors that influence CSR engagement. Accordingly, the 

nature of the influence from these two groups of stakeholders is different. That is, KTOs 
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appeared to hold a strong power over hotels, through the support provided to the hotels. PHMs 

also held a powerful relationship with hotels but the nature of this relationship was open and 

flexible and arose through invitation and collaboration. Also, the survey findings relating to 

KTOs and PHMs factors measured in this hospitality research tend to be viewed as secondary 

factors by researchers. This study demonstrates for the first time that salient industry 

stakeholders can act as primary stakeholders when CSR engagement is the business outcome. 

These findings provide further managerial implications for how stakeholders appear to influence 

CSR engagement in the Thai hotel context. 

The fourth broad based determinant, perceived control, employed the utility of the TPB to 

investigate how a control factor impacts hotels’ future intentions. Several hospitality studies have 

investigated barriers for CSR engagement (e.g., Levy & Park, 2011). However, no study has 

integrated the TPB as the theoretical framework to explain hotels’ CSR engagement by 

incorporating both determining and constraining factors into the model. The findings confirm the 

utility of the TPB to explain CSR behaviour in the Thai hotel sector, and the extended TPB 

model that incorporated personal values constructs. In addition, the thesis shows that perceived 

control is the most important factor in predicting future CSR intentions. The first and foremost 

factor to encourage more CSR engagement in hotels is that managers need to have strong 

perceived confidence in their resource availability. 

6.4 Implications of the Research Findings 

The previous sections of this chapter have focused on discussing the results of both qualitative 

and quantitative findings by integrating the findings with the existing literature. The discussion 

so far has focused on the interplay of the nature of CSR engagement, the effect of determining 

factors on varying types of CSR engagement, and the moderation effect of hotel characteristics. 

In turn, the previous section reported how the research problem was resolved and highlighted 

key contributions to the literature. This section integrates points made from the earlier discussion 

and specifically addresses two areas: the implications for theory and management. Thus, further 

contributions to the literature will be highlighted in Sections 6.4.1 and 6.4.2. 
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6.4.1 Theoretical Implications 

The research study contributes to the body of knowledge in several ways. Specifically, the 

findings have implications for theory in the following areas: (1) the dynamic nature of CSR 

engagement theory; (2) the Human Resource Management (HRM) function in hotels; (3) 

stakeholder theory; (4) the primacy of competing theories to predict CSR engagement; (5) the 

utility of the theory of planned behaviour; and (6) conceptualisation and measurement of key 

CSR variables. Implications for theory in each of these areas are discussed in turn.  

First, the thesis sought to gain a better understanding of the dynamic nature of CSR engagement. 

The approach to the study of CSR engagement in the hotel sector also allows this information to 

complement the theoretical frameworks that have been developed in both the academic and 

business worlds (e.g., Dodds & Kuehnel, 2010; Holcomb et al., 2007). The hospitality literature 

has mainly focused on environmental practices (e.g., Ayuso, 2006). Recently, researchers have 

recognised that hotels are engaging in more CSR activities and are continuing to undertake more 

responsible practices (e.g., Inoue & Lee, 2011; Levy & Park, 2011; M. Mackenzie & Peters, 

2014). Thus, this thesis provides a more detailed picture of the level of hotels’ implementation of 

CSR in Thailand. Alongside the traditional economic, social, and environmental dimensions, it 

was found that CSR in the Thai hotel industry is also composed of a cultural dimension. In this 

regard, the finding also suggests the incorporation of a fourth dimension to the classic 

perspective of the triple-bottom line. This finding is in line with recent hospitality studies in 

which cultural aspects are important to hotels’ sustainability (Pérez & Rodríguez del Bosque, 

2014). While they mainly focused on the cultural heritage of tourism destinations for 

sustainability, the current findings suggests a cultural aspect that is aligned with society in 

Thailand. This implies a subtlety influenced by Buddhism, involving the preservation of 

Thailand’s cultural and ritual activities, such as Thai traditional events and the practice of merit-

making.  

Collectively, investigating varying types of CSR engagement also provides a more complete 

picture of the possible transition in the importance of CSR determinants. It was found that while 

cost savings were the most important determining factor in developing existing CSR policy, a 

factor that had a smaller effect on current practices and future intentions. This finding is in line 

with previous studies, in which “a significant change in the reasons and strategic intent for hotels 

to engage in sustainability innovations will have consequences on how these hotels engage, on 
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the type of environmental actions taken” (Bonilla Priego et al., 2011; p. 378). The importance of 

cost savings is reduced when managers engaged in CSR practices and had their intentions to 

undertake CSR. This information can be explained as there are six categories of CSR practices in 

which managers might not have recognised the benefits of saving costs from those activities 

involving donations, Thai traditional events, or customer experiences. Furthermore, the finding 

relates to the suite of sustainability phase models that exist in the CSR literature. For instance, 

Dunphy et al. (2003) suggest that as the industry evolves and adopts more sustainable practices, 

the focus on cost savings as the driving motivation may diminish and firms will move to more 

sustainable strategic positions. The present finding implies that as the Thai hotel industry 

becomes more exposed to CSR, develops more sophisticated CSR strategies, and becomes 

further experienced, hotel managers will recognise a broader range of benefits available to them. 

In turn, the focus on low risk cost savings motives will become less prominent. 

A second area relates to new theory for the HRM function in hotels. Through the interviews, it 

was found that five different themes of benefits relating to the employer-employee relationship 

were identified: having fun; feeling pride; a relationship building-unifying process; developing 

skills; and building teamwork. More importantly, these five themes can be represented in terms 

of the nature of the theme. Thus, the five themes can be synthesised into three elements, labelled 

positive emotions, social capital, and task related skills, respectively. Having fun and feelings of 

pride relate most closely to emotions felt by employees. The relationship building-unifying 

process theme relates to feelings of identification with the organization and relationships 

amongst employees, and it could be expected that both the hotel and employee are joint 

beneficiaries. That is, both parties stand to gain directly from higher levels of social capital. The 

final two themes relate more to technical work skills and abilities to perform better which would 

appear to directly benefit hotel management. While these elements have been introduced 

separately to the literature previously, they have not been synthesised before nor displayed as a 

holistic reflection of hotel managers’ perceptions. Future research may seek to identify which, if 

any, of these three elements is most strongly associated with desired employee outcomes. 

While the task oriented category of developing particular skills and team building reflect primary 

goals of any organisation, it has been less well established that such goals can be achieved 

through out of work activities, such as CSR engagement. However, it has been found that 

informal, friendly information exchange activities are favoured by small to medium hospitality 
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firms (Butcher & Sparks, 2011). Thus, involving employees in CSR activities fits this preferred 

mode of task oriented training activity very well. The emotional aspects found in this study are 

consistent with Aguinis and Glavas (2012) who suggest that employee emotions may well 

mediate the relationship between CSR engagement and firm related outcomes. Indeed, the 

importance of having positive emotions in the workplace has long been demonstrated. This point 

was made by Berry and Parasuraman (1992) who stated that an employee’s salary may well keep 

the person in the job but not necessarily emotionally connected and performing at a high level.  

Third, the findings have implications for stakeholder theory. It has been shown that two specific 

groups of stakeholders play key roles in influencing CSR engagement. These two groups have 

not been previously identified in the literature. However, this finding fits with recent views 

expressed by Bonilla Priego et al. (2011). They reported that there is a significant change in the 

reasons for hotels to engage in sustainable practices. This shift is “from internal, resource-based 

reasons for environmental engagement to external legitimisation reasons, encouraged by a 

number of stakeholder pressures” (Bonilla Priego et al., 2011; p.378). While Bonilla Priego et 

al.’s findings identified a group of stakeholders including investors, suppliers, and customer, the 

present study found two groups of stakeholders with distinct characteristics that have 

implications for stakeholder theory. The findings of two groups of stakeholders identified in this 

thesis are similar to the ideas on stakeholder theory proposed by Mitchell et al. (1997). In theory, 

Mitchell et al. argues, stakeholders are salient to CSR when 1) they have power to influence the 

firm; 2) their stakeholder’s relationship is based on a contractual or legal obligation; and 3) there 

is urgency to deal with stakeholders. Incorporating an institutional lens, power can be exercised 

by stakeholders particularly on CSR engagement, as part of institutional environments within 

which hotels find themselves running their business. In this thesis, the homogeneity of the hotel 

stakeholder cohort is addressed. The findings demonstrated the influence from KTOs and PHMs. 

These two groups of stakeholders are highly powerful while others have relatively limited effect 

on CSR engagement, and thus hotels need to pay attention to influential stakeholders. 

The findings support the general notion that stakeholders can affect a firm’s actions (Freeman, 

1984) and extends our understanding of the roles of primary and secondary stakeholders. A 

widely cited stakeholder classification system is Clarkson’s (1995) typology classifying 

stakeholders into primary and secondary stakeholder groups. A primary stakeholder is one that 

the corporation cannot survive without. The secondary stakeholder is not essential to the success 
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of the company but may provide substantial support or cause significant damage to the 

corporation. Typically, customers, employees and business collaborators have been identified as 

essential to the firm’s success (Helmig, Spraul, & Ingenhoff, 2013), while governments, 

communities, and NGOs are typically identified as secondary stakeholders. Previous non-

tourism studies have used this typology to distinguish between groups of stakeholders that have 

implemented CSR policies and practices (e.g., B. Park et al., 2014). Yet, implementing CSR 

practices may not be essential to the firm’s success. Other stakeholders may be more influential 

for CSR success than those stakeholders that are essential for business success. Thus, the present 

study extends our understanding of those stakeholders that are essential for the implementation 

of CSR practices.  

Furthermore, in terms of the relevance of legitimacy theory, a CSR approach to business will 

become increasingly important (Font et al., 2012). This trend will accelerate as the diffusion of 

the norms associated with business responsibilities ratchets upward over time and there will be 

occasions when hotels may cooperate for the good of the industry (Bertels & Peloza, 2008). A 

variety of hotels attempt to gain pragmatic legitimacy through building better stakeholder 

relationships. In this vein, managers try to create favourable relationships with strong 

stakeholder influences rather than mere compliance to demands (B. Park et al., 2014). This 

comment suggests that understanding the nature of stakeholder relationships is important. The 

current findings suggest KTOs derive their influence largely through more formal, contractual 

relationships with hotels. In contrast, PHMs are more flexible. This characterisation of influential 

stakeholders in the tourism/hospitality context is unique.  

A fourth implication for theory relates to the primacy of competing theories. In this thesis, a 

combination of theoretical approaches was used. In Chapter 2, a range of competing theories 

were outlined to provide a rationale for firms to engage with CSR. Some of these theoretical 

approaches included: stakeholder theory, institutional theory, legitimacy theory, and the 

resource-based view. Often scholars advance one theoretical perspective ahead of other 

alternative explanations. On the other hand, a limited number of studies have found that reasons 

underlying CSR practices are not mutually exclusive (e.g., Garay & Font, 2012). In this thesis, 

one of the major findings suggests that three common determining factors were consistently 

found in predicting the three CSR engagement variables. These determining factors included cost 

savings, moral obligation, and KTOs. The findings suggest that there are other key factors that 
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account for CSR engagement in addition to strategic benefits, such as personal values and 

stakeholder expectations. This finding further implies that hotels should not focus solely on the 

‘business case’ to support CSR engagement. The finding supports calls by researchers, such as 

Font et al. (2014), who argue that “taking a profit maximisation view of the world is unhelpful”, 

especially for smaller firms; they further suggest that “broadening the number of sustainability 

measures provides a much richer picture” (p.9). Accordingly, the findings in this thesis suggest 

that non-business related factors account for a substantial variation in the level of CSR 

engagement by hotels.  

A fifth implication for theory relates to the utility of the theory of planned behaviour. As this 

thesis examined varying levels of CSR engagement, the third model utilised the TPB to 

incorporate several determining factors as the predictors of future intentions. Numerous tourism 

and hospitality studies have employed the TPB to investigate predictors on behavioural 

intentions (Hsu & Huang, 2012; Lam & Hsu, 2006; Sparks, 2007). However, a limited number 

of studies have utilised the TPB in the CSR context. It was recognised in the literature review 

that Raviv et al. (2013) is the first study to employ the TPB in the responsible tourism context. 

However, they undertook a qualitative approach to gather empirical evidence. Accordingly, the 

findings confirmed the utility of the extended TPB model as attitudes to CSR, subjective norms, 

moral obligation, and perceived control all had significant and positive impacts on behavioural 

intentions to engage in CSR. Furthermore, it was found that perceived control is the strongest 

predictor in explaining future intentions, followed by KTOs, moral obligation, and cost savings, 

respectively. This finding supports previous studies in the hotel sector that have found limited 

resources including time, money, and staff are the main barriers to engaging in CSR (e.g., 

Sheldon & Park, 2011). According to the TPB, the control factor comprising non-motivational 

factors, such as the availability of resources and opportunities provides an important predictive 

role in explaining intended behaviour (Ajzen & Madden, 1986). Without the inclusion of this 

important predictor, the explanation for future behaviour is much diminished.  

A final implication is the re-conceptualisation and measurement of several key terms related to 

the research problem. In particular, CSR engagement is conceptualised in this thesis as the 

business response to social, cultural and environmental issues, including their reasoning and 

motivation for managing and adopting policies, practices and future intentions. While most 

hospitality studies have investigated single variables, such as CSR practices or environmental 
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practices, this thesis follows the approach of Sampaio et al. (2012, p. 235) and McEwan (2004) 

by treating CSR engagement as an umbrella term of CSR policy, current practices, and future 

intentions. Moreover, the hospitality literature highlighted that there is a gap between the CSR 

policy in hotels and their actual practices on websites (e.g., Font et al., 2012). This study affirms 

the importance of investigating both CSR policy and practice, rather than assuming that the 

activities and motivations behind each will be similar. While most researchers have focused on 

CSR and related practices (e.g., Garay & Font, 2012), especially the environmental issues (e.g., 

Bohdanowicz, 2005), no study has examined the drivers of different aspects of CSR engagement 

in hotels. While Pérez and Rodríguez del Bosque (2014) argued that the internal formalisation of 

policy leads to proactive sustainable practices, the different motivations behind policy and 

practice suggest that there may not be a direct linkage.  

6.4.2 Managerial Implications 

Several managerial implications emerge from the findings in this thesis. In particular, key 

recommendations for those stakeholders who have an interest to proactively move CSR 

engagement forward within the Thai hotel sector are highlighted. Managerial implications 

primarily relate to raising CSR awareness and encouraging the adoption of CSR engagement 

within individual properties, especially through an improved understanding of the role of 

facilitators within the industry sector. Accordingly, managers can now consider a range of steps 

to promote CSR engagement within the Thai hotel context. 

A first step relates to thinking about what types of CSR practice is most appropriate for a hotel. 

There is much agreement that environmental issues appear to be the most popular and effective 

of all CSR practices. However, the findings also suggest a better understanding of CSR 

engagement in the Thai hotel context could result in more effective CSR activities being 

considered by hotels. Hotels that participated in the interviews identified CSR activities that 

could be classified into six types of practices, and that hotels were driven by various reasons 

ranging from cost savings, stakeholder expectations, and moral obligation. Based on the classic 

perspective of the triple-bottom line, CSR practices in Thailand encompass those economic, 

social, and environmental dimensions. However, the cultural dimension of CSR which includes 

those activities relating to donations and Thai traditional events could be considered further by 

managers. Culturally oriented activities may be useful for hotels starting to engage with CSR or 
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expanding their suite of CSR activities. This is because cultural activities may allow easier and 

more convenient start-up participation in CSR, based on their normal rituals and daily life style.  

A second step is to recognise the innate barrier that perceptions have on a manager’s ability to 

execute CSR activities. CSR opportunities are more likely to be exploited when perceived 

difficulties in execution are minimised. There are difficulties associated with CSR engagement in 

hotels. That is, managing resources and capabilities is considered by hotel managers as a key 

limitation. However, the finding suggests that when managers had control over resource 

availability, they are likely to undertake more CSR activities. This implies that managers can 

overcome these difficulties in two ways. First, they can source more relevant resources and 

capabilities, together with more empowerment to engage in CSR. Second they can aim to do 

more with existing levels of resources and empowerment. This latter point may well involve 

changing managers’ perceptions of what can be done. Indeed, this finding further suggests that 

important key stakeholders can aid the adoption of CSR. Although resourcing of CSR activities 

can be problematic, this issue may be more related to perception than to actual capacities. 

Authorities, such as the TAT and THA, can develop and promote facilitating programs that 

demonstrate how value can be obtained from CSR engagement without the need for large 

resources. Indeed, Graci and Dodds (2008, p. 267) argue that hotel managers need “to realise that 

there are principal, easy, and cost effective measures” that could be considered. From the 

interviews, several managers described benefits from small CSR programs, such as growing their 

own vegetables. Thus, these kinds of activities could be conducted with relatively low 

investments and generate benefits on a small scale. These findings can be used to assist the TAT 

in setting low cost, simple strategies that may further motivate hotels to undertake CSR. Such 

exemplar practices can be showcased to the industry. 

A third step is to encourage the adoption of CSR engagement through a better understanding of 

staff benefits derived from CSR activities. The evidence from hotels that are actively engaged in 

CSR indicates that managers perceive valuable benefits to the employer-employee relationship 

beyond hard technical skills development. Thus, the experiences and perceptions of the hotel 

managers in this study affirm the value of engagement with CSR for those hotels already 

engaged in CSR but not fully appreciating the strategic benefits such activities offer. Indeed, 

Font et al. (2014) argue that many of the top hotel chains that are engaged with CSR do more 

from the ‘business case’ perspective rather than the normative view of being sustainable. The 
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findings also indicate to other hotel managers on the cusp of engaging in CSR that such activities 

offer a range of benefits to the employer-employee relationship. Furthermore, the findings 

highlight practical implications to various groups in the hotel sector. First, managers can 

empower and encourage employees to be active participants in CSR activities initiated by the 

hotels. Furthermore, hoteliers have been encouraged to consider more holistic approaches when 

considering CSR engagement activities (e.g., Park & Levy, 2014). Thus, the splitting of the five 

themes into three groups with distinct characteristics offers new insights into the nature of the 

employer-employee relationship. This depiction offers opportunities to design CSR activities not 

just to benefit hotels or employees in general but to foster a specific form of benefit. Thus, hotel 

managers can predetermine employee training needs and tailor CSR activities to generate either 

emotional, social, or task oriented outcomes. Accordingly, CSR activities can be designed to 

offer more than one form of benefit.  

Furthermore, industry associations can use this suggestion to further promote the value of CSR 

engagement to industry members. CSR activities can be designed to offer more than one form of 

benefit. In particular, benefits to staff are considerable. Although the survey findings did not find 

such intangible benefits to be an important determining factor for CSR engagement, the 

interviews offer insights into staff benefits. This suggests that at the present time, costs and other 

factors are more important. This finding further suggests that as more managers discern these 

benefits, they will become more interested in CSR engagement. Accordingly, the findings 

relating to staff benefits suggest that CSR engagement also offers opportunities to diminish 

serious problems in the hospitality sector, such as high staff turnover (Park & Levy, 2014). This 

issue has been a longstanding problem for hotel managers worldwide and is often perceived as 

intractable. Thus, industry leaders would probably welcome any small innovations that can 

ameliorate this issue. In turn, Wong and Gao (2014) argue that CSR engagement will further 

play a vital role in developing a corporate culture founded, in part, on employee development 

and harmony. This view is consistent with Davidson, McPhail, and Barry (2011), who state that 

the field of Human Resource Management has evolved considerably in the last decade, and 

continues to adapt to changing circumstances. 

A fifth opportunity relates to the function of industry leaders and industry wide programs. CSR 

engagement is not static in the business environment, and it is likely that hotels will follow those 

firms taking the lead in CSR engagement. In particular, those leading business operations within 



 

 

220 

the hotel sector that have been actively engaged with CSR (e.g., Shangri-La Group of Hotels, 

Dusit Thani, and Accor) can be further encouraged to continue their efforts. More specifically, 

the worth of specific tourism industry programs, such as the 7 Greens Concept, has also been 

shown to have potential benefits for the employer-employee relationship. Players actively 

involved in all such programs should be further supported as industry wide programs will have a 

wide reach and clout to engage industry members. While government was shown to lack any 

influential power in the CSR engagement context, it may be that a back room supporting role to 

key players and advertising their success may be an important role to undertake.  

This facilitation role can be extended from government agencies to industry associations. Thus, 

industry associations, such as the TAT, and the THA can play a larger role. Bertels and Peloza 

(2008) point out industry expectations are fast changing, and they argue that firms will seek out 

new and better ways to engage with CSR. This comment is illustrated by the findings in the 

interviews, that managers had sought to engage in CSR collaborations among their peer 

managers in the local area. The survey results provide support to this finding in which PHMs 

was the strongest factor in predicting current practices in CSR engagement. Thus, organising 

forums and seminars to bring together groups of industry managers together with lead players 

will be a useful function for industry related agencies. In addition, government agencies should 

consider ways to facilitate CSR collaboration among hotels. It was found in the interviews that 

government, including local municipalities and local administrative organizations, had no 

influence on hotels’ CSR engagement in Thailand. This interview finding is contrary to studies 

conducted in Western contexts, such as Spain (e.g., Ayuso, 2006) and the United States (e.g., J. 

Park & Kim, 2014). These studies indicate that government is a key driver for the adoption of 

environmental practices. In contrast, the current study has found that government was not 

identified as having any influence on hotels’ CSR engagement in Thailand. This may be because 

enforcement from government agencies in Thailand is lacking, or that there is a different 

regulatory framework, meaning that managers were not obliged to pay much attention to 

engaging in non-discretionary CSR activities. If this enforcement existed, it is possible that 

managers would adopt CSR practices to comply with pressure from government. However, an 

easier path forward may be through a greater supporting role rather than enforcement. 

Interviewees reported that local authorities should provide a greater leadership role, together 

with stronger support and better resources, to facilitate proactive CSR engagement for the hotel 

industry. This perspective indicates that if the government takes certain action, then hotel 
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companies will follow suit. If the provision of monetary support is difficult, then local authorities 

can follow the lead of other agencies to provide facilitating services that embody a supporting 

role. 

Accordingly, hotel managers and industry leaders now have a comprehensive stakeholder model 

that can be put forward as a framework to push CSR engagement in the hotel sector and to deal 

with future issues. For instance, as hotel companies and individual managers anticipate and 

prepare responses to deal with important issues, including the depletion of natural resources and 

climate change, the model recognises the important role of personal values. Similarly, cost 

savings, stakeholder expectations, and perceived control over internal resources, all play 

important roles in the model. Therefore, managers would be better equipped to deal with change 

management issues in this area.  
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CHAPTER 7 

 

CONCLUSION 

7.1 Introduction 

The previous chapter provided a discussion of the major findings in the thesis, how these 

findings relate to the extant literature, and in particular highlighted a number of contributions to 

the body of knowledge. In addition, theoretical and managerial implications of the findings were 

also presented in Chapter 6. In this final chapter, a summary of this thesis will be briefly 

presented that draws together the key aspects from the overall investigation. Furthermore, 

Sections 7.3 and 7.4 present the limitations of the research and areas of future research, 

respectively.  

7.2 Summary of the Thesis 

This thesis has sought information from hotel managers across a wide range of properties in 

Thailand during the course of 2012-13 to answer the core question of what factors determine 

their engagement in Corporate Social Responsibility (CSR). In so doing, the researcher captured 

both qualitative data providing insights into the nature of CSR engagement in the Thai context, 

together with survey data relating to the driving forces. In essence, the nature of CSR 

engagement has similarities with Western CSR practices, such as those relating to environmental 

and socially responsible domains. However, there were differences in relation to the cultural 

dimension, in which managers are more oriented towards the preservation of Thai traditional 

events, and donations for the practice of merit-making. In addition, it has been concluded that 

three key determinants consistently impact CSR engagement in the Thai context. 

The conclusions of key determining factors in explaining CSR engagement was a consequence 

of several stages of research. First, an exploratory phase was conducted with hotel managers and 

owners from four different cities in Thailand, each selected because of the high concentration of 

tourist accommodation in these locations. Twenty-three interviews were undertaken to explore 

the perceived reasons for engaging in CSR. Several themes emerged to provide further 

understanding of managers’ reasons for CSR engagement in the Thai context. The information 
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extracted from the interviews was also used to inform the scale refinement process for the main 

survey. A robust process of instrument evaluation and testing was undertaken prior to survey 

administration using expert reviews, pre-tests, and a pilot test.  

Second, a quantitative phase using self-administered questionnaires was undertaken across 2,460 

hotel properties and achieved a response rate of 13%. For the main study, there were seven 

independent variables and three dependent variables measured. A further series of robust 

reliability and validity analyses resulted in a set of reliable scales, with Cronbach’s alpha 

indicating a satisfactory level ranging from 0.72 – 0.93. A series of regression analyses were 

conducted to determine the key determining factors of CSR engagement under different 

moderating conditions of hotel characteristics.  

The model used for determining the key factors leading to CSR engagement drew from several 

theoretical perspectives. In addition, the theory of planned behaviour (TPB) was used to integrate 

these theoretical strands into the one model. This approach is unique in the literature. 

Accordingly, stakeholder, institutional, legitimacy, and resource-based theories were all used to 

derive the conceptual framework and integrate four broad determinants found in the literature. 

First, the determinant of strategic benefits was drawn from the business case approach for CSR. 

This determinant was reconceptualised and defined as potential returns of quantifiable (tangible) 

or less quantifiable (intangible) benefits to the business from engaging in CSR. Strategic benefits 

as a multi-dimensional construct incorporated several aspects of benefits deriving from CSR. 

While previous studies investigated different aspects of benefits deriving from CSR separately 

(e.g., Kirk, 1998), this thesis conceptualised cost savings as a tangible benefit that could be 

distinguished from other less tangible aspects, such as improved image, marketing advantage, 

and staff benefits. The latter aspects were thus bundled together for measurement purposes.  

The second determinant modelled was personal values, which relates to the normative approach 

for CSR. This determinant captured a narrow range of personal beliefs about personal 

responsibility regarding environmental issues, and specific Buddhist beliefs, such as merit-

making. The latter aspect is a unique addition to the literature. The third determinant employed 

stakeholder theory to investigate how stakeholder expectations could influence hotels’ CSR 

engagement. However, it was found through the interviews that stakeholder groups identified in 
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previous studies were not deemed to be the most important for hotels in Thailand (e.g., Álvarez 

Gil et al., 2001; Céspedes Lorente et al., 2003). Two specific groups of tourism/hospitality 

stakeholders were identified for the first time through the qualitative phase. In particular a group 

of stakeholders labelled KTOs, comprised the TAT, the THA, and tour operators. A second 

group labelled PHMs, comprised business collaborators within the hotels’ local area. The KTOs 

group appeared to have a strong influence over hotels, through the support provided to the hotels. 

This support was manifested by providing basic information regarding the prevalent 

environmental issues in the local community to any regulatory approval that could be required 

for the adoption of environmental management programs in hotels. In turn, PHMs also held a 

powerful relationship with hotels, but the nature of this relationship was open and flexible and 

arose through invitation and collaboration.  

The final determinant modelled was drawn from the TPB. This perceived control factor related 

to how resource constraints could impact hotels’ future intentions in relation to CSR 

engagement. Thus, the application of the TPB was used to explain what factors lead to hotels’ 

CSR engagement by incorporating both determining and constraining factors into the model. 

This approach is unique in the literature but draws heavily from previous studies that indicated 

that resource constraints are a major obstacle for firms implementing CSR activities (e.g., Garay 

& Font, 2012). 

Referring to the empirical outcomes from the main survey, the modelling of the determinants for 

CSR engagement proposed in this thesis is favourable. All determining factors accounted for 

about 47%, 56%, and 61% of the variance in CSR policy, current practices, and future intentions, 

respectively. The findings highlighted the predictive power in explaining the three CSR 

engagement variables. That is, cost savings was found to have the highest predictive power in 

explaining the development of CSR policy, while PHMs was the strongest influence on current 

practices, and perceived control the greatest predictor for future intentions.  

Further, three common determining factors were found to predict CSR policy, current practices, 

and future intentions. These factors were cost savings, KTOs, and moral obligation. Looking at 

the findings from a broader perspective, it can be concluded that these three factors are 

consistently found to be the most important factors influencing CSR engagement. These three 
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factors are drawn from different theoretical perspectives and operationalised at different levels. 

That is, cost savings operates at the organisational level that relates to the business approach to 

CSR. KTOs operate at the institutional level and align closely to the stakeholder environment. 

Moral obligation operates at the individual level, which involves a personal belief system.  

Overall, the findings from this thesis investigation constitute a substantial addition to the current 

knowledge on CSR engagement, especially in the Thai hotel context. A comprehensive 

conceptual and methodological approach has provided new insights into CSR engagement issues 

and tested a model of CSR determinants, drawing from a range of theoretical strands. A range of 

theoretical and management implications arise from the findings that will assist scholars and 

hotel industry executives interested in promoting CSR engagement, particularly in Thailand.  

7.3 Limitations of the Research 

The delimitations of this thesis were presented in Chapter 1. As this study was conducted in the 

Thai context, it may not be generalizable to other contexts. There are three further limitations 

that should be mentioned in this section: social desirability bias, sampling issues and the nature 

of cross-sectional research. Regarding the first limitation, it is recognised that using a self-

administered questionnaire could be biased to some extent, even though mail and postal surveys 

do not involve any social interaction between the interviewers and the respondents (Malhotra, 

2010). The nature of the questions under investigation could have prompted respondents to reply 

in a way that make them appear to consider CSR to be important to business and society. This 

may result in respondents overvaluing the answers. That is, respondents may highly rate the 

questions asking about the perceptions of moral obligation and the level of hotels’ CSR 

practices.  

The second limitation is related to samples that could be questioned for their representativeness. 

It was noted that there were some difficulties when collecting the qualitative data. That is, it was 

difficult to arrange interviews with busy executives and top management. However, this 

limitation is common in social science studies involving managerial decision-making and firm 

behaviours. Robust attempts were made to interview and survey hotel managers who were 

deeply involved in CSR engagement for a particular property. That is, purposive criterion 

sampling used in the qualitative study selected respondents who had met a selection criterion of 
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managing 3 to 5 star hotels and had also been involved in CSR practices. This approach might 

not have suited chain hotels, where respondents follow decisions made by head offices 

(Tzschentke et al., 2008). For the quantitative data collection, the respondents were HR 

managers, marketing managers, and general managers. Data collection in the quantitative study 

found that 40% of the respondents were HR managers. However, it is recognised that CSR 

engagement decision-making in hotels will be multi-faceted and likely to involve several people 

in several layers of management. Accordingly, the perceptions of a single individual may not 

fully correspond with the overall views of that hotel organisation, nor with the behavioural 

response of that hotel to CSR engagement.  

Furthermore, the cohort of hotel managers in the Thai sample is not homogenous in relation to 

the Buddhist concept of merit-making. This general point about industry homogeneity has been 

raised by previous researchers (e.g., Font et al., 2014). We agree with these authors that the 

industry needs to be segmented appropriately, so that a more accurate picture of the motivations 

for CSR engagement can be gained for evaluation. Thus, in the Thai context, determinants of 

CSR engagement need to be assessed within individual groups.  

Last, the quantitative study in this thesis involved a cross-sectional design. Such designs are 

dominant in tourism research. However, such designs do have limitations and could be 

problematic in fast changing environments. It was noted that CSR practices consisted of six 

types of actions undertaken by hotels under the umbrella term of CSR practices and different 

factors accounted for variations in CSR engagement variables. As this research has been 

undertaken at a specific moment in time it was not possible to discern whether hotels are moving 

from one-off to on-going activities or from a defensive to an offensive phase in CSR 

engagement. That is, some hotels may have been more advanced than others in their CSR 

activities. For instance, some hotels may have previously rated cost savings as important but 

moved forward once cost savings had been achieved. New entrants to the CSR engagement 

paradigm may still be focused on the readily identified and tangible benefits from CSR 

engagement. 
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7.4 Future Research  

This investigation has made several empirical and theoretical contributions to the body of 

knowledge. Furthermore, delimitations to the investigation were highlighted in Chapter 1 and 

subsequent limitations were presented in the previous section. Together, these provide a guide 

for future research. In particular, future research can focus on three aspects: the variables to be 

examined; the method; and the respondents.  

First, the investigation can be expanded to include other variables in the research model. While 

the model in this thesis explained a substantial variation in CSR engagement, there is scope 

within each of the four constructs used to provide further predictive power. For instance, staff 

benefits appeared to be a key factor from the interviews, but the measurement of intangible 

benefits was not significant in the regression equation. In future, attention could be given to 

further development of the variable of intangible benefits to deconstruct marketing image from 

staff benefit aspects. Furthermore, the interviews indicated several aspects related to merit-

making. Only the aspect of the traditional view related to merit-making was used to develop the 

measurement items to suit the Thai context. The aspect of reciprocal expectations of merit-

making was not included in the development of the merit-making scale. This specific aspect in 

the Thai context can be further examined as a potential psychological benefit from participating 

in CSR, and could be developed as a separate variable to measure benefits from CSR 

engagement.  

Second, an extended qualitative study may be required to explore the reasons why cost savings, 

PHMs, and perceived control were the most important factors affecting the three CSR 

engagement variables. While the interview findings were utilised to assist in scale refinement in 

the survey instrument, the answers to why managers undertake the three CSR outcomes were not 

fully explored. In addition, future research investigating the attitude-intention relationship could 

employ a longitudinal research design to explore how managers’ intentions lead to actual CSR 

practices. There are limited studies into the intention-actual relationship (Dewhurst & Thomas, 

2003). Thus, future studies could seek information from managers through survey and interview, 

which could be followed up one to two years later to ascertain the outcomes of the original 

expectations. In addition, the use of structural equation model (SEM) techniques could assist in 

further understanding of the relationships between variables.  
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Third, this study gathered data from a single manager within each hotel property. Future research 

could consider seeking information from multiple managers within a single property to obtain a 

richer picture of CSR engagement within that hotel. Furthermore, the findings indicated that 

employees perceived numerous benefits through CSR engagement, and this perception can be 

explored in future research. Accordingly, comparing managers’ and employees’ perspectives 

would be a possible way for understanding multi-faceted reasons for hotels engaging in CSR. 
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Appendix A: Items Reviewed by Expert Panel 
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What Factors Motivate Hotel Managers to Engage in  

Corporate Social Responsibility (CSR) Activity? 

 

Scale Item Review Form 

 

Instructions: How to participate in the evaluation.  

 

 The following document contains the descriptions and items for four scales, which 

measure: 1) strategic benefits, 2) stakeholder expectations, 3) personal values, and 4) 

perceived control. 

 For each scale there is a description of what each scale aims to measure, as well as a 

description for each of the sub-dimensions of the scale. Under each sub- dimension 

description, there is a list of items that represent that sub-dimension. 

 Please read each sub-dimension description before indicating how representative the items 

in the list are to the description.  

 The representative levels range from: 

 

 Please choose X in ⃞ according to your evaluation. 

 There is space after each scale for you to provide any comments or feedback.  

o For example, if there are any items that you feel need re-wording, any other areas 

that you feel that I may need to ‘tap’ into, and any other general comments that 

you may have about the scale or research. 

 

Not Representative Somewhat Representative Representative 

1 2 3 
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1. Strategic benefits Scale 

 

This scale aims to measure the potential returns of quantifiable or less quantifiable benefits to the 

business from undertaking CSR. The scale includes: a) strategic benefits and b) staff 

development. 

 

A. Strategic benefits: Quantifiable or less quantifiable benefits from CSR such as cost savings, 

marketing advantage and good image. 

Label 
The main reasons that I would engage in CSR activities within the 

next 12 months are that: 

N
o

t 
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1 2 3 

SB1 Engaging in CSR is the way hotels seek to build long-term cost savings.    

SB2 Engaging in CSR is the way we do marketing to attract green customers.     

SB3 Engaging in CSR is to promote good public relation.    

SB4 My hotel has received good feedback from customers about our CSR 

activities. 
   

SB5 CSR is seen as a marketing strategy in that we have connections with 

community for preventing conflicts. 
   

SB6 Hotels will survive when engaging in CSR.    

SB7 Gaining image from CSR maintains hotels’ survival.     

SB8 Hotels build good image when engage in CSR.    

SB9 Engaging in CSR activities becomes a competitive topic.    

SB10 When engaged in CSR activities, people recognize my hotel as 

concerning about society and environment.  
   

SB11 Undertaking CSR activities would bring some returns in terms of 

tangible benefits to my hotel 
   

SB12 My hotel have clearly benefited from CSR activities we participated.    
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B. Staff benefits: Potential benefits of engaging employees in CSR that tie their relationships 

and build their capabilities in the workplace. 

Label 
The main reasons that I would engage in CSR activities within the 

next 12 months are that: 

N
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1 2 3 

SB13 Employees may gain positive morale from participating in CSR 

activities. 
   

SB14 Hotels build strong bond among their employees when undertaking CSR 

activities. 
   

SB15 When engaging in CSR, hotels build cohesive workplace.    

SB16 CSR is part of team-building activities.    

SB17 Employees are proud of hotels that engage in CSR.    

SB18 Engaging in CSR builds good relationship among employees.    

SB19 Undertaking CSR is an activity for employees.    

 

Comments…………………………………………………………………………………………

……………………………………………………………………………………………………

……………………………………………………………………………………………………
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2. Stakeholder Expectations Scale 

 

This scale aims to measure the perceived power of key stakeholder groups that influence to 

undertake CSR activities. The scale includes: a.) stakeholder influences; b.) government; and c.) 

peer hotel managers. 

 

A. Stakeholder influences: The increasing demand for CSR within the hotel and from other key 

stakeholder groups outside the hotel. 

 

Label 
The main reasons that I would engage in CSR activities within the 

next 12 months are that: 

N
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R
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1 2 3 

SI1 Our head office expects my hotel to undertake CSR activities.    

SI2 Employees look forward to participate in CSR activities.    

SI3 Hotel chain’s association would prefer me to engage in CSR.    

SI4 Being an independent hotel, I don’t feel any expectation from 

stakeholders to engage in CSR. 
   

SI5 Customers would prefer me to engage in CSR    

SI6 Communities nearby my hotel would prefer me to engage in CSR.    

SI7 I follow CSR trend    

SI8 Some tour operators expect my hotel to participate in CSR.     

SI9 I should engage in CSR because other hotels are participating in CSR.    

SI10 I am heavily influenced by stakeholders group    
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B. Government: Feeling regulated from rules, standards, or policies imposed by government. 

Label 
The main reasons that I would engage in CSR activities within the 

next 12 months are that: 
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GO1 I am aware of the laws and regulations of the government sector    

GO2 I feel that there is enforcement of the laws and regulations of the 

government sector. 
   

GO3 I feel that the local authorities are concerned about the environment    

GO4 I feel regulated by the policy from the government.    

GO5 My hotel undertakes CSR activities because I comply with our own 

policy. 
   

GO6 Undertaking CSR is to guarantee that my hotels are up to the standard.     

GO7 Chain hotels have been regulated to engage in CSR.    
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C. Peer hotel managers: Potential interactions between groups that lead to participate in CSR 

activities. 

Label 
The main reasons that I would engage in CSR activities within the 

next 12 months are that: 
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HM1 I want to connect with other hotels and other organisations.    

HM2 Participating in CSR activities is more often about collaborating with 

local authorities and other hotel associations.  
   

HM3 If other hotels invited me to participate in CSR activities, I do not have 

any problem to engage in CSR.  
   

HM4 I often contact other hotel associations about participating in CSR 

activities. 
   

HM5 Other hotels always contact me to participate in CSR.    

 

Comments…………………………………………………………………………………………

……………………………………………………………………………………………………

……………………………………………………………………………………………………
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3. Personal Values Scale 

 

This scale aims to measure the perceived importance of personal beliefs arising from moral issue 

and religiosity. The scale includes: a) moral obligation and b) merit-making. 

 

A. Moral obligation: An individual’s beliefs are genuinely activated by his/her feelings of moral 

obligation towards society. 

Label 
The main reasons that I would engage in CSR activities within the 

next 12 months are that: 
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MO1 I feel a strong personal obligation to undertake CSR activities.    

MO2 I would feel guilty if I do not give back to society.    

MO3 I would feel guilty if I do not concern about preserving environment.    

MO4 I would engage in CSR because of my concern toward society 

wellbeing. 
   

MO5 Undertaking CSR is the right thing to do.    

MO6 I have a social responsibility beyond the direct interests of the hotel.    

MO7 Engaging in CSR is my responsibility to give back to society.    

MO8 I am very sincere to undertake CSR activities.    

MO9 Engaging in CSR is a non-profit project.    

MO10 It is my real intention to engage in CSR.     
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B. Merit-making: A religious belief in Buddhist’s ways of living about making merit and giving 

generously regardless of receiving anything in return from CSR activities. 

Label 
The main reasons that I would engage in CSR activities within the 

next 12 months are that: 
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MM1 I often make merit.    

MM2 Making merit is a part in my daily life.    

MM3 I have strong willingness in merit making.    

MM4 Doing good deeds likes making merit    

MM5 I don’t expect any return from CSR activities.    

MM6 Making merit is a Buddhist way of living.    

 

Comments…………………………………………………………………………………………

……………………………………………………………………………………………………

……………………………………………………………………………………………………
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4. Perceived Control Scale 

 

This scale aims to measure the perceived confidence in undertaking CSR through availability and 

suitability of resources, capabilities and decision-making power.\ 

Label 
The main reasons that I would engage in CSR activities within the 

next 12 months are that: 
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PC1 For me to engage in CSR within the next 12 months would be difficult.    

PC2 If I wanted to, I would not have any problems to engage in CSR within the 

next 12 months. 
   

PC3 I am confident that I could engage in CSR within the next 12 months.    

PC4 If I actually tried, I would be able to engage in CSR within the next 12 

months. 
   

PC5 I think my hotel is too small to engage in CSR within the next 12 months.    

PC6 I would like to engage in CSR within the next 12 months but I have no 

time. 
   

PC7 If my owners are aware of any issues relating to CSR, I would engage in 

CSR within the next 12 months.  
   

PC8 It is entirely up to me whether I engage in CSR within the next 12 months.    

PC9 Undertaking CSR activities within the next 12 months is a big project, 

therefore, I would not it do by myself. 
   

PC10 I have enough capabilities to undertaking CSR activities within the next 

12 months. 
   

PC11 If my business is running good, I would engage in CSR within the next 12 

months. 
   

PC12 If the government supports, I would undertake CSR activities within the 

next 12 months. 
   

PC13 Undertaking CSR is like an extra duty.     

PC14 If I have staff helping me out, I would engage in CSR activities within the 

next 12 months. 
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Comments……………………………………………………………………………………………

…………………………………………………………………………………………………………

…………………………………………………………………………………………… 

 

*****Thank you very much for your help***** 
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Appendix B: Pre-test Results Decisions 
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Label Factor Names and Items 

Descriptive statistics Decisions 

R
a

n
g

e
 

M
in

im
u

m
 

M
a

x
im

u
m

 

M
ea

n
 

V
a

ri
a

n
ce

 

R
ew

o
rd

 

Reworded 

 Current Practices        

Act1 
My hotel is already committed to environmentally 

responsible business practices. 
2 5 7 6.50 .40  

My hotel has comprehensively adopted 

environmentally responsible business practices. 

Act2 
My hotel is very active in supporting socially responsible 

activities. 
3 4 7 6.19 .56  

My hotel has provided substantial support for socially 

responsible activities. 

Act3 
My hotel's practices for employee volunteering programs 

are above average for the industry. 
3 4 7 5.81 .70  

 

Act4 
My hotel has incorporated socially/environmentally 

responsible activities into the guest experience. 
3 4 7 5.75 .73  

 

Act5 
My hotel devotes a lot of time and money to help wide 

sections of Thai society. 
3 4 7 5.56 .80  

 

Act6 
My hotel has shown strong support for Thai's traditional 

culture and heritage activities. 
3 4 7 6.06 .86  

My hotel has shown strong support for the 

preservation of Thai's traditional culture and heritage 

activities. 

 Future Intentions        

Int1 My hotel intends to preserve the environment. 2 5 7 6.50 .53  
My hotel intends to be very active in preserving the 

environment. 

Int2 My hotel intends to support socially responsible activities. 1 6 7 6.50 .27  
My hotel intends to strongly support socially 

responsible activities. 

Int3 
My hotel intends to promote employee volunteering 

programs. 
2 5 7 6.06 .73  

 

Int4 
My hotel intends to incorporate socially/environmentally 

responsible activities into the guest experience. 
3 4 7 6.13 .92  

 

Int5 My hotel intends to support donation activities. 2 5 7 6.00 .53   

Int6 
My hotel intends to support traditional Thai culture and 

heritage activities. 
3 4 7 6.31 .63  

My hotel intends to support the preservation of 

traditional Thai culture and heritage activities. 
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Label Factor Names and Items 

Descriptive statistics Decisions 
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Reworded 

Int7 
Overall, my hotel will provide increased support for CSR 

activities in the future. 
2 5 7 6.44 .53  

Overall, my hotel will provide substantially increased 

levels of support for future CSR activities. 

Int8 Overall, my hotel plans to increase CSR activities. 2 5 7 6.50 .40  
Overall, my hotel plans to increase CSR activities 

substantially. 

Int9 Overall, my hotel will do a lot more CSR activities. 2 5 7 6.50 .40   

Int10        
Overall, my hotel will actively participate in CSR 

activities. 

 CSR Policy        

IS1 Our head office has set a CSR target. 3 4 7 6.13 1.05  Our head office has set a clear CSR target. 

IS2 
Our hotel's policy is designed to meet with 

socially/environmentally responsible practices. 
3 4 7 6.06 1.26  

 

IS3 
The hotel's corporate owner is very concerned about 

socially/environmentally responsible practices. 
3 4 7 6.19 1.10  

 

IS4 
The hotel's owner has set clear goals and policies about 

socially/environmentally responsible practices. 
3 4 7 6.00 1.07  

 

IS5 
Employees keep asking to be involved in more CSR 

activities. 
3 4 7 5.56 1.20  

 

IS6 Employees encourage the hotel to undertake CSR. 3 4 7 5.75 1.00   

IS7 
Staff influence the management team to spend more 

money on CSR. 
3 4 7 5.19 1.10  

 

 Key Tourism Organisations         

ES1 Customers prefer environmentally responsible hotels. 2 4 6 5.31 .50   

ES2 

Members of the community nearby prefer my hotel to 

engage in CSR. 

 

2 4 6 5.00 .53  
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Label Factor Names and Items 

Descriptive statistics Decisions 
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Reworded 

ES3 
Some tour operators expect my hotel to engage in 

environmentally responsible activities. 
2 4 6 5.25 .80  

 

ES4 
The Tourism Authority of Thailand wants my hotel to be 

more involved in environmentally responsible activities. 
3 4 7 6.13 .87  

 

ES5 
The Thailand Hotels Association wants more hotels to be 

green. 
3 4 7 5.56 1.05  

 

ES6 
Key stakeholder groups outside the hotel would like to see 

us do more CSR. 
3 4 7 6.38 1.20  

Key stakeholder groups outside the hotel expect my 

hotel to do more CSR. 

 Government         

RA1 
My hotel is conscious of the enforcement of the Natural 

Resources and Environmental Policy. 
3 4 7 4.56 .65  

 

RA2 
Local authorities pressure hotels to do more to save the 

environment. 
4 2 6 4.38 1.06  

 

RA3 
My hotel feels pressure from government laws and 

regulations to do CSR. 
4 2 6 4.56 1.05  

 

RA4 
Government inspectors enforce rules and regulations to 

comply with CSR. 
3 3 6 5.69 .93  

 

 Peer Hotel Managers        

SC1 
My hotel has developed close working relationships with 

other local hotels. 
4 3 7 5.81 1.30  

 

SC2 
My hotel has been engaged in long-lasting relationship 

with other local hotels. 
3 4 7 6.31 .70  

 

SC3 
If other hotels invited my hotel to participate in CSR 

activities, I do not have any problem to engage in CSR. 
2 5 7 5.00 .50  

 

SC4 
My hotel is interested in forming long-term relationships 

with other local hotels. 
3 4 7 6.06 1.13  
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Label Factor Names and Items 

Descriptive statistics Decisions 
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Reworded 

SC5 
Working relationships with other local hotels are only 

temporary. 
4 3 7 5.31 1.70  

 

SC6 
My hotel works with other local hotels on short, specific 

activities. 
4 3 7 5.37 1.98  

My hotel works with other local hotels on short term, 

specific activities. 

SC7 

My hotel prefers to work with a range of different NGOs 

on various projects rather than as opposed to working 

with local hotels on a few projects. 

4 3 7 4.88 1.32  

My hotel prefers to work with a wide range of 

different NGOs on many projects. 

SC8 
Peer Hotel Managers encourage my hotel to be involved 

in CSR. 
3 4 7 5.44 .80  

 

SC9 Local hotels are very supportive of CSR. 3 4 7 4.94 .86   
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Appendix C: Pilot Survey Instrument (English and Thai Versions) 
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A Pilot Study 

Survey of Motivations towards Engaging in Corporate Social Responsibility (CSR) Activities 

 

Instruction: Please read before answering questions 

IMAGINE IF you are currently working as a CSR manager at your company, what you think 

should motivate you, as the manager to engage in CSR activities? 

CSR means any activity reflecting the responsibilities toward society and environment. For 

example, environmental preservation (i.e., saving water and natural resources, cleaning the beach), 

charitable activities (i.e., in-kind donations). 

 

1.) Please indicate your level of agreement with the following statements according to the scale shown. 

 

Statements 
SD D SLD N SLA A SA 

1.1) CSR activities can improve return on investment. 1 2 3 4 5 6 7 

1.2) CSR activities contribute positively to my company’s bottom-

line.  

1 2 3 4 5 6 7 

1.3) Benefits from CSR outweigh costs involved. 1 2 3 4 5 6 7 

1.4) My company has received quantifiable benefits from 

undertaking CSR activities. 

1 2 3 4 5 6 7 

1.5) Undertaking CSR is inexpensive. 1 2 3 4 5 6 7 

1.6) My company has already gained cost savings from CSR.  1 2 3 4 5 6 7 

Strongly 

Disagree 

(SD) 

Disagree 

 

(D) 

Slightly 

Disagree 

(SLD) 

Neutral 

 

(N) 

Slightly 

Agree 

(SLA) 

Agree 

 

(A) 

Strongly 

Agree 

(SA) 

1 2 3 4 5 6 7 
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Statements 
SD D SLD N SLA A SA 

1.7) Undertaking CSR builds long-term cost savings.  1 2 3 4 5 6 7 

1.8) There are good government financial incentives if hotels 

invest in environmentally friendly activities. 

1 2 3 4 5 6 7 

1.9) Undertaking CSR promotes good relations with local 

communities. 

1 2 3 4 5 6 7 

1.10) Being an environmentally certified company functions as a 

marketing asset.  

1 2 3 4 5 6 7 

1.11) CSR improves my company image. 1 2 3 4 5 6 7 

1.12) Customers enjoy our CSR activities. 1 2 3 4 5 6 7 

1.13) CSR is a marketing tool to attract more environmentally 

conscious customers. 

1 2 3 4 5 6 7 

1.14) Employees feel more connected to the company from 

participating in CSR. 

1 2 3 4 5 6 7 

1.15) The bonds between the company and its employees are 

strong because of CSR. 

1 2 3 4 5 6 7 

1.16) Employees are proud to work for socially responsibly 

companies.  

1 2 3 4 5 6 7 

1.17) Undertaking CSR allows employees to have some fun while 

at work. 

1 2 3 4 5 6 7 

1.18) CSR is a good way to boost employee morale. 1 2 3 4 5 6 7 

1.19) CSR activities foster good employee relations among staff. 1 2 3 4 5 6 7 

1.20) CSR activities are great team building tools. 1 2 3 4 5 6 7 

1.21) Involvement in CSR assists managers to create a cohesive 

work environment. 

1 2 3 4 5 6 7 

1.22) I feel a strong personal obligation to undertake CSR 

activities.  

1 2 3 4 5 6 7 

1.23) I feel engaging in CSR is my responsibility toward society. 1 2 3 4 5 6 7 

1.24) I would feel guilty if I do not give back to society. 1 2 3 4 5 6 7 

1.25) I would feel guilty if I am not concerned about preserving the 

environment. 

1 2 3 4 5 6 7 
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Statements 
SD D SLD N SLA A SA 

1.26) Undertaking CSR is the right thing to do. 1 2 3 4 5 6 7 

1.27) I place the interest of society over the interest of the 

company.  

1 2 3 4 5 6 7 

1.28) I am very sincere in undertaking CSR activities.  1 2 3 4 5 6 7 

1.29) I often make merit. 1 2 3 4 5 6 7 

1.30) Making merit is a part of my daily life. 1 2 3 4 5 6 7 

1.31) Following Buddhism closely is very important to me. 1 2 3 4 5 6 7 

1.32) All Thais should do as much as they can to follow Buddhism.  1 2 3 4 5 6 7 

1.33) I have strong desire to make merit. 1 2 3 4 5 6 7 

1.34) Making merit is a very important part of the Buddhist way of 

living. 

1 2 3 4 5 6 7 

 

2.) That is, CSR is often difficult to execute, so what reasons do you think might prevent your 

organization undertaking more CSR? 

…………………………………………………………………………………………………………………

…………………………………………………………………………………………………………………

………………………………………………………………………………………………………………… 

3.) Gender:   ⃞ Male    ⃞ Female  

4.) You are:     ⃞ 1st
 year MBA student  ⃞ 2nd

 year MBA student  

    ⃞ Group A   ⃞ Group B 

5.) Working position  ………………………………………………………………  

6.) Type of your company ……………………………………………………………… 

 

******We are very much appreciated your participation, Thank you very much.******  
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แบบสอบถาม 

เรื่อง “แรงจูงใจในการเข้าร่วมกิจกรรมเพื่อสงัคม” 

ค าชี้แจง: กรุณาอ่านข้อความข้างล่างนี้ก่อนตอบค าถาม 

ถ้าหากว่า ท่านไดเ้ป็นผู้จดัการด้านความรับผดิชอบต่อสังคม (CSR Manager) ณ บริษัทที่ท่านก าลังท างานอยู่  

ท่านคดิว่าอะไรเป็นสิ่งจูงใจให้ท่าน (ในฐานะผู้จดัการ) ได้เข้าร่วมกิจกรรมเพื่อสังคม   

กิจกรรมเพื่อสังคม (CORPORATE SOCIAL RESPONSIBILITY: CSR) หมายถึง กิจกรรมใดๆที่มีส่วนรับผดิชอบต่อสังคมและ 
ส่ิงแวดล้อม ยกตัวอย่างเช่น การอนุรักษ์สิ่งแวดล้อม (ประหยัดน้ าและทรัพยากรธรรมชาต,ิ รณรงค์ท าความสะอาดชายหาด) กิจกรรม
การกุศลต่างๆ (การบริจาคทุกชนดิ) เปน็ต้น 

 

1.) กรุณาท าเครื่องหมาย O ให้ตรงกับระดบัความคดิเห็นของท่าน เพียงระดับเดียวเท่านั้น 

 

ข้อความ SD D SLD N SLA A SA 
1.1) กิจกรรมเพื่อสังคมเพิ่มผลตอบแทนจากการลงทุนให้ดขีึ้น 1 2 3 4 5 6 7 
1.2) การด าเนินกิจกรรมเพื่อสังคมช่วยสร้างความสัมพันธ์อันดีกับชุมชนท้องถิ่น 1 2 3 4 5 6 7 
1.3) พนักงานรู้สึกใกล้ชิดกับบริษทัมากขึ้นจากการเข้าร่วมกิจกรรมเพื่อสังคม 1 2 3 4 5 6 7 
1.4) ข้าพเจ้ารู้สึกถึงภาระหน้าทีผ่กูมัดยิ่งนักในการทีจ่ะท ากิจกรรมเพื่อสังคม  1 2 3 4 5 6 7 
1.5) ข้าพเจ้าท าบุญท าทานบ่อย 1 2 3 4 5 6 7 
1.6) กิจกรรมเพื่อสังคมน ามาซ่ึงผลประกอบการเชิงบวกของบริษทั 1 2 3 4 5 6 7 
1.7) บริษัทที่ได้รบัรองเกียรติบัตรด้านส่ิงแวดล้อมได้ใช้ประโยชนท์างการตลาด  1 2 3 4 5 6 7 
1.8) กิจกรรมเพื่อสังคมส่งเสริมภาพลักษณ์ของบรษิัท 1 2 3 4 5 6 7 
1.9) ข้าพเจ้ารู้สึกว่าการเข้าร่วมกิจกรรมเพื่อสังคมเป็นความรับผิดชอบของข้าพเจ้าที่มี
ต่อสังคม 

1 2 3 4 5 6 7 

1.10) ผลประโยชน์ที่ได้รบัจากกจิกรรมเพื่อสังคมมากกว่าต้นทนุที่ใช้ในการ
ด าเนินการ 

1 2 3 4 5 6 7 

ไม่เห็นด้วยอย่างยิ่ง 

(SD) 

ไม่เห็นด้วย 

(D) 

ไม่ค่อยเหน็ด้วย 

 (SLD) 

เฉยๆ 

(N) 

เห็นด้วยเล็กน้อย 

(SLA) 

เห็นด้วย 

(A) 

เห็นด้วยอย่างยิ่ง 

(SA) 

1 2 3 4 5 6 7 



 

252 

 

ข้อความ SD D SLD N SLA A SA 
1.11) ความผูกพันของพนักงานทีม่ีต่อบริษทัมีความมั่นคงมากขึน้จากการท ากิจกรรม
เพื่อสังคม 

1 2 3 4 5 6 7 

1.12) บริษทัของข้าพเจ้าได้ผลประโยชน์ที่สามารถวัดได้จากการเขา้ร่วมกิจกรรมเพื่อ
สังคม 

1 2 3 4 5 6 7 

1.13) การท าบุญเป็นส่วนหนึ่งของชีวิตประจ าวันของข้าพเจ้า 1 2 3 4 5 6 7 
1.14) การด าเนินกจิกรรมเพื่อสังคมเป็นการลงทุนที่ไม่แพง 1 2 3 4 5 6 7 
1.15) พนักงานรู้สึกภาคภูมิใจในการท างานเพื่อบรษิัทที่มีความรับผิดชอบต่อสังคม 1 2 3 4 5 6 7 
1.16) ลูกค้าได้ร่วมสนุกกับกิจกรรมเพื่อสังคม 1 2 3 4 5 6 7 
1.17) บริษทัของข้าพเจ้าได้ลดตน้ทุนจากการท ากิจกรรมเพื่อสังคม 1 2 3 4 5 6 7 
1.18) ข้าพเจ้าจะรู้สึกผิดหากข้าพเจ้าไม่ให้อะไรคืนสู่สังคม 1 2 3 4 5 6 7 
1.19) การปฏิบตัิตามพุทธศาสนาอย่างใกล้ชิดเป็นส่ิงส าคัญมากส าหรับข้าพเจ้า 1 2 3 4 5 6 7 
1.20) พนักงานรู้สึกสนุกสนานในการร่วมท ากิจกรรมเพื่อสังคม 1 2 3 4 5 6 7 
1.21) ข้าพเจ้าใหค้วามส าคัญถึงผลประโยชน์ของสังคมมากกว่าผลประโยชนข์อง 
บริษทั 

1 2 3 4 5 6 7 

1.22) การท ากิจกรรมเพื่อสังคมช่วยลดต้นทุนในระยะยาว 1 2 3 4 5 6 7 
1.23) ข้าพเจ้าจะรู้สึกผิดหากข้าพเจ้าไม่ใหค้วามห่วงใยเกี่ยวกับการรักษาส่ิงแวดล้อม 1 2 3 4 5 6 7 
1.24) กิจกรรมเพื่อสังคมเปน็เครื่องมือในการสร้างทีมงานที่ด ี 1 2 3 4 5 6 7 
1.25) คนไทยทุกคนควรจะปฏิบตัติามศาสนาพุทธมากที่สุดเท่าที่พวกเขาสามารถ
ปฏิบตัิได ้

1 2 3 4 5 6 7 

1.26) กิจกรรมเพื่อสังคมเปน็การเพิ่มขวัญก าลังใจให้แก่พนักงาน 1 2 3 4 5 6 7 
1.27) การเข้าร่วมกิจกรรมเพื่อสังคมเปน็สิ่งที่ถูกต้อง 1 2 3 4 5 6 7 
1.28) ภาครัฐมีการจูงใจ เพื่อให้บริษัทของข้าพเจ้าลงทุนท ากจิกรรมที่เปน็มิตรกับ
ส่ิงแวดล้อม 

1 2 3 4 5 6 7 

1.29) กิจกรรมเพื่อสังคมเปน็เครื่องมือทางการตลาดที่ใชด้ึงดดูลูกคา้ที่ใส่ใจต่อ 
ส่ิงแวดล้อม 

1 2 3 4 5 6 7 

1.30) กิจกรรมเพื่อสังคมช่วยเสรมิสร้างความสัมพันธ์อันดีในหมูพ่นักงาน 1 2 3 4 5 6 7 
1.31) การท าบุญท าทานเป็นส่วนที่ส าคัญมากของวิถีชาวพุทธ 1 2 3 4 5 6 7 
1.32)การมีส่วนร่วมในกิจกรรมเพื่อสังคมช่วยให้ผูจ้ัดการสามารถสร้างความสมัคร
สมานสามัคคีในทีท่ างาน 

1 2 3 4 5 6 7 

1.33) ข้าพเจ้าเป็นคนจริงใจในการด าเนินกจิกรรมเพื่อสังคม 1 2 3 4 5 6 7 
1.34) ข้าพเจ้ามีความปรารถนาแรงกล้าที่จะท าบุญท าทาน 1 2 3 4 5 6 7 
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2.) หากการริเริ่มด าเนินการกิจกรรมเพื่อสังคมเป็นเรื่องยาก ท่านคิดว่าเหตุผลอันใดเป็นอปุสรรคขดัขวางบรษิัทของท่านในการท า-
กิจกรรมเพื่อสังคม 

…………………………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………….…… 

3.) เพศ:  ⃞ ชาย    ⃞ หญิง 

4.) คุณเป็น: 

4.1) ⃞ นักศึกษา MBA ช้ันปีที่ 1  ⃞ นักศึกษา MBA ช้ันปีที่ 2 

4.2) ⃞ ภาคค่ า    ⃞ ภาคสมทบ 

5.) ต าแหน่งงาน   ………………………………………………………………  

6.) หน่วยงาน/บริษัทที่สังกัด  ……………………………………………………………… 

 

******ขอขอบพระคุณอย่างยิ่งทีท่่านเปน็ส่วนหนึง่ในการตอบแบบสอบถามครั้งนี้****** 
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Appendix D: Results from Pilot Study 
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Label Scales, Dimensions and Items Load.
a
 Comm.

b
 Eigen.

c
 %Var. Exp.

d
  

 Moral obligation (MO)   4.03 26.85 .69 

MO2 I feel engaging in CSR is my responsibility toward society. .65 .52    

MO4 
I would feel guilty if I am not concerned about preserving the 

environment. 
.71 .60    

MO5 Undertaking CSR is the right thing to do. .77 .63    

 Making merit (MM)   1.72 11.49 .72 

MM1 I often make merit. .81 .71    

MM2 Making merit is a part of my daily life. .83 .76    

MM3 Following Buddhism closely is very important to me. .60 .50    

 Marketing benefits (MB)   1.62 10.78 .69 

MB2 
Being an environmentally certified hotel functions as a marketing 

asset.  
.74 .63    

MB3 CSR improves my hotel image.  .84 .73    

MB5 

CSR is a marketing tool to attract more environmentally 

conscious customers. 

 

.89 .63    
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Label Scales, Dimensions and Items Load.
a
 Comm.

b
 Eigen.

c
 %Var. Exp.

d
  

 Staff benefits (SB)   1.20 7.97 .67 

SB1 Employees feel more connected to the hotel. .80 .66    

SB2 The bonds between the hotel and its employees are strong. .76 .71    

SB3 Employees are proud to work for socially responsibly hotels.  .57 .62    

 Financial benefits (FB)   1.14 7.60 .60 

FB4 
My hotel has received quantifiable benefits from undertaking CSR 

activities. 
.66 .67    

FB6 Our hotel has already gained cost savings from CSR.  .80 .66    

FB7 Undertaking CSR builds long-term cost savings.  .71 .67    

Source: Analysis of pilot study (Method: Principal Component Analysis. Rotation method: Varimax with Kaiser Normalization. Rotation converged in 6 iterations.) 

Note: 
a
 Factor loadings. 

b
 Communalities. 

c
 Eigenvalues. 

d
 Percentage of Variance Explained. 
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Appendix E: Pilot-test Results and Decisions 
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Label Scales, Dimensions and Items 

Item-Based 

Statistics 

Principle 

Compon

ent 

Analysis 

with 

Varimax 

rotation 

Decisions 

Means 

Correcte

d items-

to-Total 

 > 0.3 

 < 0.3 

Factor 

loadings 

 > 0.5 

 < 0.5 

R
et

a
in

 

R
ew

o
rd

 

A
d

d
 

Remark 

 Financial benefits ( = .60)        

FB1 CSR activities can improve return on investment. 5.33  .32      
CSR activities are an excellent way to 

reduce operating costs. 

FB2 CSR activities contribute positively to my hotel’s bottom-line.  5.22  .45      

FB3 Benefits from CSR outweigh costs involved. 5.16  .38     
Benefits from CSR outweigh any initial 

investment.   

FB4 
My hotel has received quantifiable benefits from undertaking 

CSR activities. 
4.85  .43  .66     

FB5 Undertaking CSR is inexpensive. 5.10  .37       

FB6 Our hotel has already gained cost savings from CSR.  4.36  .30  .80     

FB7 Undertaking CSR builds long-term cost savings.  5.19  .39  .71     

FB8 
There are good government financial incentives if hotels invest 

in environmentally friendly activities. 
5.13  .22       

 Marketing benefits ( = .69)        

MB1 

Undertaking CSR promotes good relations with local 

communities. 

 

6.19  .29       



 

259 

 

Label Scales, Dimensions and Items 

Item-Based 

Statistics 

Principle 

Compon

ent 

Analysis 

with 

Varimax 

rotation 

Decisions 

Means 

Correcte

d items-

to-Total 

 > 0.3 

 < 0.3 

Factor 

loadings 

 > 0.5 

 < 0.5 

R
et

a
in

 

R
ew

o
rd

 

A
d

d
 

Remark 

MB2 
Being an environmentally certified hotel functions as a 

marketing benefits  
5.46  .45  .74     

MB3 CSR improves my hotel image.  6.22  .55  .84     

MB4 Customers enjoy our CSR activities. 5.46  .46      

MB5 
CSR is a marketing tool to attract more environmentally 

conscious customers 
5.51  .52  .89     

MB6        
Customers are more attracted to hotels 

practising CSR. 

 Staff benefits ( = .67)        

SB1 Employees feel more connected to the hotel. 5.53  .45  .80     

SB2 The bonds between the hotel and its employees are strong. 5.01  .56  .76     

SB3 Employees are proud to work for socially responsibly hotels.  5.46  .60  .57     

SB4 
Undertaking CSR allows employees to have some fun while at 

work. 
5.45  .56      

SB5 CSR is a good way to boost employee morale. 5.14  .55      

SB6 
CSR activities foster good employee relations among staff. 

 
5.46  .64      
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Label Scales, Dimensions and Items 
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SB7 CSR activities are great team building tools. 5.57  .55     
CSR activities are great employee team 

building tools. 

SB8 
Involvement in CSR assists managers to create a cohesive 

work environment. 
5.42  .54      

 Moral obligation ( = .69)        

MO1 I feel a strong personal obligation to undertake CSR activities.  4.30  .19      
I feel that undertaking CSR is my personal 

obligation toward society. 

MO2 I feel engaging in CSR is my responsibility toward society. 5.23  .62  .65     

MO3 I would feel guilty if I do not give back to society. 4.98  .40      

MO4 
I would feel guilty if I am not concerned about preserving the 

environment. 
5.23  .60  .71     

MO5 Undertaking CSR is the right thing to do. 5.87  .40  .77    
For me, undertaking CSR is the right thing 

to do.  

MO6 I place the interest of society over the interest of the hotel.  4.64  .44      

MO7 

I am very sincere in undertaking CSR activities. 

 

 

5.53  .58     
I feel a strong sense of responsibility to 

assist society. 
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Label Scales, Dimensions and Items 
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 Religiosity ( = .72)        

RE1 I often make merit. 5.12  .43  .81     

RE2 Making merit is a part of my daily life. 4.87  .64  .83 


  
   

RE3 Following Buddhism closely is very important to me. 4.84  .61  .60    Making merit is very important to me. 

RE4 All Thais should do as much as they can to follow Buddhism.  5.38  .54     
All Thais should do as much as they can to 

make merit.  

RE5 I have strong desire to make merit.  5.44  .67      

RE6 
Making merit is a very important part of the Buddhist way of 

living. 
5.47  .59      
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Appendix F: Survey Instrument Package (English Version) 
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Email Title: Invitation to join an expert panel in a Corporate Social Responsibility (CSR) Project 

Dear $% Name %, 

You are invited to join an expert panel – a PhD project conducted to gain a better understanding about what 

managers like you, as a key hotel executive, think about Corporate Social Responsibility (CSR) engagement. 

This panel opportunity will be made available to hotel executives in 1,500 hotels nationally in Thailand. 

Thus, it will be the biggest and most important survey to date on what is happening in CSR throughout the 

Thai hotel sector. 

Accordingly, I am interested in your personal views, about CSR in the Thai hotel sector. This survey is part of 

a full time PhD project at Griffith University, Australia being undertaken by Daraneekorn Supanti, a lecturer 

from Prince of Songkla University (Hatyai Campus), Songkhla, Thailand. 

Your personal participation is essential for my PhD completion and I greatly appreciate your views on what 

factors are involved in Executive decision making on CSR. 

Below is a link to the survey. Your responses will be kept completely confidential. Your name will not be 

attached to any results. The survey is user-friendly and you should be able to complete it about 15 minutes. 

Further information is provided via the link below. Please note that your participation is entirely voluntary and 

you may choose to withdraw at any time. 

If you have any questions, please do not hesitate to contact me.  

To begin, please click the survey URL below: 

For Thai version: [http://griffithctssi.qualtrics.com/SE/?SID=SV_eVDIFLnp4I5TXeJ] 

For English version: [http://griffithctssi.qualtrics.com/SE/?SID=SV_3jv1mWzU4U8qDQN] 

(If it does not work automatically, please copy the link to your internet browser) 

All respondents who complete the survey before March 14, 2013 can enter a draw for one of three prizes in the 

form of 2,000 baht cheque each. The lucky winners will be notified shortly after the survey closes by March 

14, 2013. 

Thank you in advance for your participation. 

 

Daraneekorn Supanti, PhD Candidate 

Department of Tourism, Sport and Hotel Management 

Griffith University, Gold Coast, Australia 

Ph: 087-682-7076 (Thailand) 

 

Note:  1) The questions shown here are in the same order as shown in an online survey. 

 2) In an online survey, the questions were split into seven to eight questions presenting on one page. 

3) In an online survey, scales for each question were designed in click-button from the respondents to 

rate their level of agreement.  

http://griffithctssi.qualtrics.com/SE/?SID=SV_eVDIFLnp4I5TXeJ
http://griffithctssi.qualtrics.com/SE/?SID=SV_3jv1mWzU4U8qDQN
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An Investigation into Corporate Social Responsibility (CSR) Activities within the Thai Hotel Industry 

INFORMATION SHEET  

Corporate Social Responsibility (CSR) has been growing in popularity in the business sector in Thailand. The 

Tourism Authority of Thailand has played an active role in encouraging companies within the tourism and 

accommodation sectors to be involved in CSR and related activities. This raises questions concerning what 

motivates hotel managers, like yourself, to engage in CSR. This research project will determine answers to this 

issue and provide information on a national level as to what drives the hotel sector to engage in CSR activities. 

It is anticipated that the outcome of this research project will assist policymakers on how to provide 

appropriate support to the hotel sector. 

Your participation will not be disclosed to any other third person. Information collected as a part of this 

research project will remain confidential. Only aggregated results will be reported in any subsequent 

publications. By completing and submitting this online questionnaire, you are indicating your willingness and 

consent to participate in this project. Any research performed at Griffith University is conducted in accordance 

with the Australia National Statement on Ethical Conduct in Human Research (2007). If potential participants 

have any concerns or complaints about the ethical conduct of this research, please contact Miss Daraneekorn 

Supanti on 087 682 7076 or Dr. Ken Butcher on +61 (0)7 5552 7527 or the Manager, Research Ethics on +61 

(0)7 3735 5585 or at research-ethics@griffith.edu.au, or Miss Jittima Wichianrak on 081 543 3727 for local 

contact. 

The reporting outcomes from this project will be in the form of a thesis, conference proceedings and academic 

journal articles. Should you wish to receive a summary of the aggregated results, please contact Miss 

Daraneekorn Supanti on: 087 682 7076 or d.supanti@griffith.edu.au. 

Project team: Daraneekorn Supanti  

PhD Student  

Ph: 087 682 7076 

d.supanti@griffith.edu.au 

Dr. Ken Butcher         

Principal Supervisor  

Ph: + 61 (0)7 5552 8887 

k.butcher@griffith.edu.au 

Dr. Liz Fredline 

Associate Supervisor  

Ph: +61 (0)7 5552 8697      

l.fredline@griffith.edu.au 

mailto:research-ethics@griffith.edu.au
mailto:d.supanti@griffith.edu.au
mailto:d.supanti@griffith.edu.au
mailto:k.butcher@griffith.edu.au
mailto:d.supanti@griffith.edu.au
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HOTEL INDUSTRY EXPERT PANEL SURVEY 

Hotel Information **The following information is required to complete a full analysis of the hotel 

sector. 

1.) The number of full-time employees at hotel: approximately  …………….. persons 

2.) The number of hotel guestrooms:   approximately  …………….. rooms 

3.) Star rating of hotel: (if unrated please estimate)   …………….. stars 

4.) The hotel is part of an/a: (tick one only)  

⃞ International hotel chain ⃞ Thai hotel chain ⃞ Independent hotel 

5.) How long has your hotel been operating?  approximately  …………….. years 

6.) What is the title of your job at the hotel?   

⃞ Owner  ⃞ General Manager   ⃞ HR Manager   

⃞ Marketing Manager ⃞ Duty Manager  ⃞ Other, Please indicate………  

7.) The hotel is a member of industry associations.  

⃞ Thailand Hotels Association   ⃞ Thailand Authority of Thailand  

⃞ Tourism Association    ⃞ Other, Please indicate……………..  

8.) The hotel is awarded by eco-label or accreditation agencies.  

⃞ Green Leaf Foundation   ⃞ Green Globe    

⃞ ISO 9001      ⃞ Other, Please indicate……………..  

9.) How long has the hotel been undertaking CSR?  approximately  …………….. years 

10.) Hotel’s location:     Province……………. 
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11.) To make us understand the scope of CSR activities, what types of CSR activities is your 

hotel currently undertaking? (click all that apply)  

⃞ Reducing the consumption of energy and sorting waste (e.g., energy saving signs, recycling, City Earth Hour) 

⃞ Supporting the preservation of environment (e.g., beach cleaning, reforestation, mangrove plantation, turtle 

release) 

⃞ Supporting social programs (e.g., supporting orphans, teaching English to children in remote area, supporting 

educational programs) 

⃞ Supporting employees volunteering programs (e.g., staff outing, staff party, sport day, blood donations) 

⃞ Incorporating with guest experience (e.g., room donation 1USD/night with NGO, local community day trip 

for guest) 

⃞ In-kind donations (e.g., money, equipment, foods) 

⃞ Promoting Thai’s traditional culture, religion and heritage (e.g., Lantern Festival, Songkran festival, the 

Buddhist Lent day) 

⃞ Other, please specify ……………………………………………………………………. 
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Instruction: Using the following scale to answer Question 13-15 

 

12.) How much would you agree with the following statements?  

Statements 
SD D SWD N SWA A SA 

12.1) My hotel has comprehensively adopted environmentally 

responsible business practices. 

1 2 3 4 5 6 7 

12.2) My hotel has provided substantial support for socially 

responsible activities.  

1 2 3 4 5 6 7 

12.3) My hotel’s practices for employee volunteering programs are 

above average for the industry. 

1 2 3 4 5 6 7 

12.4) My hotel has incorporated socially/environmentally 

responsible activities into the guest experience.  

1 2 3 4 5 6 7 

12.5) My hotel devotes a lot of time and money to help wide 

sections of Thai society.  

1 2 3 4 5 6 7 

12.6) My hotel has shown strong support for the preservation of 

Thai’s traditional culture and heritage activities. 

1 2 3 4 5 6 7 

Strongly 

Disagree 

(SD) 

Disagree 

 

(D) 

Somewhat 

Disagree 

(SWD) 

Neutral 

 

(N) 

Somewhat 

Agree 

(SWA) 

Agree 

 

(A) 

Strongly 

Agree 

(SA) 

1 2 3 4 5 6 7 
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13.) How much would you agree with the following statements about your hotel’s intention to engage in 

these activities over the next 12 months? 

Statements 
SD D SWD N SWA A SA 

13.1) My hotel intends to be very active in preserving the 

environment, in the next 12 months. 

1 2 3 4 5 6 7 

13.2) Overall, my hotel will provide substantially increased levels 

of support for future CSR activities. 

1 2 3 4 5 6 7 

13.3) My hotel intends to strongly support socially responsible 

activities, in the next 12 months. 

1 2 3 4 5 6 7 

13.4) Overall, my hotel plans to increase CSR activities 

substantially, in the next 12 months.  

1 2 3 4 5 6 7 

13.5) My hotel intends to promote employee volunteering 

programs, in the next 12 months. 

1 2 3 4 5 6 7 

13.6) Overall, my hotel will do a lot more CSR activities, in the 

next 12 months. 

1 2 3 4 5 6 7 

13.7) My hotel intends to incorporate socially/environmentally 

responsible activities into guest experience, in the next 12 

months. 

1 2 3 4 5 6 7 

13.8) Overall, my hotel will actively participate in CSR activities, 

in the next 12 months. 

1 2 3 4 5 6 7 

13.9) My hotel intends to support donation activities, in the next 

12 months. 

1 2 3 4 5 6 7 

13.10) My hotel intends to support the preservation of Thai’s 

traditional culture and heritage activities, in the next 12 months. 

1 2 3 4 5 6 7 
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14.) How much would you agree with the following statements? 

Statements 

1 = Strongly Disagree (SD), 2 = Disagree (D), 3 = Slightly Disagree 

(SLD), 4 = Neutral (N), 5 = Slightly Agree (SLA), 6 = Agree (A),  

7 = Strongly Agree (SA) 

SD D SLD N SLA A SA 

14.1) CSR activities are an excellent way to reduce operating costs. 1 2 3 4 5 6 7 

14.2) Undertaking CSR promoting good relations with local 

communities. 

1 2 3 4 5 6 7 

14.3) CSR activities foster good employee relations among staff. 1 2 3 4 5 6 7 

14.4) Our head office has set a clear CSR target. 1 2 3 4 5 6 7 

14.5) Employees keep asking to be involved in more CSR activities. 1 2 3 4 5 6 7 

14.6) Customers would prefer environmentally responsible hotels. 1 2 3 4 5 6 7 

14.7) My hotel is conscious of the enforcement of the Natural 

Resources and Environmental Policy.   

1 2 3 4 5 6 7 

14.8) I feel that undertaking CSR is my personal obligation toward 

society.  

1 2 3 4 5 6 7 

14.9) Making merit is very important to me. 1 2 3 4 5 6 7 

14.10) CSR activities contribute positively to my hotel’s bottom-

line.  

1 2 3 4 5 6 7 

14.11) CSR improves my hotel image. 1 2 3 4 5 6 7 

14.12) Employees feel more connected to the hotel from 

participating in CSR activities. 

1 2 3 4 5 6 7 

14.13) Our hotel’s policy is designed to meet with 

socially/environmentally responsible practices. 

1 2 3 4 5 6 7 

14.14) Employees encourage the hotel to undertake CSR. 1 2 3 4 5 6 7 

14.15) Members of the community nearby prefer my hotel to 

engage in CSR. 

1 2 3 4 5 6 7 

14.16) Government inspectors enforce rules and regulations to 

comply with CSR. 

1 2 3 4 5 6 7 

14.17) My hotel has developed close working relationships with 

other local hotels. 

1 2 3 4 5 6 7 

14.18) I would feel guilty if I do not give back to society. 1 2 3 4 5 6 7 
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Statements 

1 = Strongly Disagree (SD), 2 = Disagree (D), 3 = Slightly Disagree 

(SLD), 4 = Neutral (N), 5 = Slightly Agree (SLA), 6 = Agree (A),  

7 = Strongly Agree (SA) 

SD D SLD N SLA A SA 

14.19) If we wanted to engage further in CSR within the next 12 

months, we would not have any problems.  

1 2 3 4 5 6 7 

14.20) Monetary benefits from CSR outweigh any initial 

investment. 

1 2 3 4 5 6 7 

14.21) Being an environmentally certified hotel functions as a 

marketing asset.  

1 2 3 4 5 6 7 

14.22) The bond between the hotel and its employees are strong 

from undertaking CSR activities. 

1 2 3 4 5 6 7 

14.23) The hotel’s owner is very concerned about 

socially/environmentally responsible practices. 

1 2 3 4 5 6 7 

14.24) Staff have high expectations that my hotel should do CSR.        

14.25) The Thailand Hotels Association wants more hotels to be 

green. 

1 2 3 4 5 6 7 

14.26) My hotel feels pressure from government laws and 

regulations to do CSR. 

1 2 3 4 5 6 7 

14.27) Industry peers encourage my hotel to be involved in CSR. 1 2 3 4 5 6 7 

14.28) For me, undertaking CSR is the right thing to do. 1 2 3 4 5 6 7 

14.29) Making merit is a part of my daily life. 1 2 3 4 5 6 7 

14.30) We will wait until hotel profit is satisfied before engaging in 

CSR. 

1 2 3 4 5 6 7 

14.31) My hotel has received quantifiable benefits from undertaking 

CSR activities. 

1 2 3 4 5 6 7 

14.32) Customers enjoy our CSR activities. 1 2 3 4 5 6 7 

14.33) Employees are proud to work for socially responsibly hotels.  1 2 3 4 5 6 7 

14.34) The hotel’s owner has set clear goals and policies about 

socially/environmentally responsible practices. 

1 2 3 4 5 6 7 

14.35) Staff expect the hotel to do more CSR.        

14.36) Key stakeholder groups outside the hotel expect my hotel to 

do more CSR. 

1 2 3 4 5 6 7 
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Statements 

1 = Strongly Disagree (SD), 2 = Disagree (D), 3 = Slightly Disagree 

(SLD), 4 = Neutral (N), 5 = Slightly Agree (SLA), 6 = Agree (A),  

7 = Strongly Agree (SA) 

SD D SLD N SLA A SA 

14.37) Local authorities pressure hotels to do more to save the 

environment.  

1 2 3 4 5 6 7 

14.38) Working relationships with other local hotels are only 

temporary. 

1 2 3 4 5 6 7 

14.39) I feel engaging in CSR is my responsibility toward society. 1 2 3 4 5 6 7 

14.40) All Thais should do as much as they can to make merit.  1 2 3 4 5 6 7 

14.41) I think my hotel is too small to engage in CSR within the 

next 12 months. 

1 2 3 4 5 6 7 

14.42) Our hotel has already gained cost savings from CSR.  1 2 3 4 5 6 7 

14.43) CSR is a marketing tool to attract more environmentally 

conscious customers.   

1 2 3 4 5 6 7 

14.44) Undertaking CSR allows employees to have some fun while 

at work. 

1 2 3 4 5 6 7 

14.45) Staff influence the management team to spend more money 

on CSR. 

1 2 3 4 5 6 7 

14.46) We have no spare time to engage much with CSR within the 

next 12 months. 

1 2 3 4 5 6 7 

14.47) Some tour operators expect my hotel to engage in 

environmentally responsible activities. 

1 2 3 4 5 6 7 

14.48) If other hotels invited my hotel to participate in CSR 

activities, I do not have any problem to engage in CSR.  

1 2 3 4 5 6 7 

14.49) I would feel guilty if I am not concerned about preserving 

the environment. 

1 2 3 4 5 6 7 

14.50) I often make merit. 1 2 3 4 5 6 7 

14.51) We have enough capabilities to undertake CSR activities 

within the next 12 months. 

1 2 3 4 5 6 7 

14.52) Undertaking CSR builds long-term cost savings.  1 2 3 4 5 6 7 

14.53) Customers are more attracted to hotels practising CSR. 1 2 3 4 5 6 7 

14.54) CSR is a good way to boost employee morale. 1 2 3 4 5 6 7 
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Statements 

1 = Strongly Disagree (SD), 2 = Disagree (D), 3 = Slightly Disagree 

(SLD), 4 = Neutral (N), 5 = Slightly Agree (SLA), 6 = Agree (A),  

7 = Strongly Agree (SA) 

SD D SLD N SLA A SA 

14.55) The Tourism Authority of Thailand wants my hotel to be 

more involved in environmentally responsible activities. 

1 2 3 4 5 6 7 

14.56) My hotel works with other local hotels on short term, 

specific activities. 

1 2 3 4 5 6 7 

14.57) I place the interest of society over the interest of the hotel.  1 2 3 4 5 6 7 

14.58) I have strong desire to make merit.  1 2 3 4 5 6 7 

14.59) CSR activities are great employee team building tools. 1 2 3 4 5 6 7 

14.60) Our hotel has enough staff to engage in CSR within the next 

12 months. 

1 2 3 4 5 6 7 

14.61) Local hotels are very supportive of CSR.local hotels. 1 2 3 4 5 6 7 

14.62) Involvement in CSR assists managers to create a cohesive 

work environment. 

1 2 3 4 5 6 7 

14.63) I feel a strong sense of responsibility to assist society. 1 2 3 4 5 6 7 

14.64) It is entirely up to me whether I engage in CSR within the 

next 12 months. 

1 2 3 4 5 6 7 

14.65) Making merit is a very important part of the Buddhist way of 

living. 

1 2 3 4 5 6 7 
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Personal information **All information is confidential and used for study purpose only** 

15.) Gender:    ⃞ Male   ⃞ Female 

16.) Age:    ⃞ up to 24  ⃞ 25-34  ⃞ 35-44  

    ⃞ 45-54  ⃞ 55-64  ⃞ 65 and more 

17.) Religion:   ⃞ Buddhism  ⃞ Muslim   ⃞ Christian  

  ⃞ Hindu  ⃞ Other, please specify……………………. 

18.) Highest level of education: ⃞ High school  ⃞ College certification/ Diploma  

 ⃞ Bachelor degree  ⃞ Master degree ⃞ Other, please 

specify……………………. 

19.) Your approximate income (monthly): ⃞ 30,000 baht or less  ⃞ 30,001-50,000 baht 

 ⃞ 50,001- 70,000 baht   ⃞ 70,001- 90,000 baht   ⃞ more than 90,000 baht 

***Thank you for completing the expert panel survey. *** 

**Now we would like to invite you to enter a lucky draw** 

- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - -  

The following information is stored separately from the survey results 

20.) If you would like to join a lucky draw for a 2,000 baht coupon voucher, 

please indicate your available contact detail:  Email address……………...………………………………. 

OR    Telephone/ Mobile number:…………………………….…. 

21.) As you are the key person in the expert panel, we would like to hear your valuable view. Would 

you be available for a follow-up within the next 12 months?  

⃞ Yes, please indicate your email address………………………………………….  

⃞ No 

22.) If you would like to receive a copy of the survey results, please indicate your personal detail.  

Name…………………………………………………. 

Email address………………………………………….  

****We very much appreciated your participation, Thank you very much.****
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Appendix G: Survey Instrument Package (Thai Version) 
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Email Title: เรียนเชิญท่านเข้าร่วมเป็นหนึ่งในคณะผู้เชี่ยวชาญในโครงการวิจัยเรื่องกิจกรรมเพื่อสังคม (CSR) 

เรียน $% Name %, 

ขอเชิญท่านเข้าร่วมเป็นหนึ่งในคณะผู้เชี่ยวชาญส าหรับโครงการวิจัยเรื่องกจิกรรมเพื่อสังคม ซ่ึงจัดท าขึ้นเพื่อศึกษามุมมอง ของ
ผู้จัดการในการมีส่วนร่วมกิจกรรมเพื่อสังคม อย่างเช่น ตัวท่านในฐานะที่เป็นผูบ้ริหารหลักของโรงแรม และท่านเป็น หนึ่งในคณะ
ผู้เช่ียวชาญที่ทางผู้วิจัยได้เรียนเชญิจาก 1,500 โรงแรมทั่วประเทศให้เข้าร่วมโครงการวิจัยในครั้งนี้  

งานวิจัยนี้เป็นการศึกษาครั้งส าคญั ในการติดตามดูการพัฒนารูปแบบกิจกรรมเพื่อสังคมของอุตสาหกรรมโรงแรมใน ประเทศไทย 
ทั้งนี ้ผู้วิจัยใหค้วามสนใจในความคิดเห็นส่วนบคุคลของท่านเกี่ยวกับกิจกรรมเพื่อสังคมในธุรกิจโรงแรม แบบสอบถามฉบับนีเ้ปน็
ส่วนหนึ่งของการท าวิทยานิพนธ์ระดับปริญญาเอกที่มหาวิทยาลัยกริฟฟิท ณ ประเทศ ออสเตรเลีย จัดท าโดยนางสาว ดรณีกร สุปันตี 
ซ่ึงเป็นอาจารย์ของคณะวิทยาการจัดการ มหาวิทยาลัยสงขลานครนิทร ์วิทยาเขตหาด-ใหญ ่จังหวัดสงขลา 

การมีส่วนร่วมของท่านเปน็สิ่งส าคัญยิ่งในการท าวิทยานิพนธ์ระดบัปริญญาเอก ทางผู้วิจัยขอขอบพระคุณยิ่งทีท่่านให้ข้อมูล เกี่ยวกับ
การตัดสินใจของผูบ้ริหารในเรื่องกิจกรรมเพื่อสังคม แบบสอบถามได้จัดเตรียมไว้ตาม link ข้างล่างนี้ ข้อมูลที่ไดจ้ากแบบสอบถาม
จะถูกเก็บไว้เป็นความลับ รายละเอียดส่วน บุคคล เช่น ช่ือและนามสกุลจะถูกแยกออกจากผลวิจัย แบบสอบถามได้ออกแบบมา
เพื่อให้ใช้การได้ง่ายและจะใช้เวลา ประมาณ 15 นาทีในการกรอก ท่านสามารถอ่านข้อมูลเพิ่มเติมได้จาก link ข้างล่าง การตอบ
แบบสอบถามครั้งนีเ้ป็น การท าโดยความสมัครใจและท่านสามารถปฏิเสธการตอบแบบสอบถามได้ หากท่านต้องการ และหากท่าน
มีค าถามเพิ่มเติม ท่านสามารถติดต่อผู้วิจัยไดทุ้กเมื่อ  

กรุณาคลิกที่ link ข้างล่างนี้ เพื่อเขา้ท าแบบสอบถาม: 
ส าหรับภาษาไทย: [http://griffithctssi.qualtrics.com/SE/?SID=SV_eVDIFLnp4I5TXeJ] 
ส าหรับภาษาอังกฤษ: [http://griffithctssi.qualtrics.com/SE/?SID=SV_3jv1mWzU4U8qDQN] 
(หาก link ไม่สามารถใช้งานได้ กรุณาท าการคัดลอก link มาเปิดใน internet browser ของท่าน) 

หากท่านได้ตอบแบบสอบถามโดยเสร็จสิ้นสมบูรณ์แล้วส่งกลับก่อนวันที ่14 มีนาคม 2556 ท่านสามารถเข้าร่วมลุ้นรางวัล เช็คเงนิ
สด มูลค่า 2,000 บาท มีจ านวน 3 รางวัล และทางผู้วิจัยจะประกาศผลรางวัล หลังจากวันสิ้นสุดรับแบบสอบถาม ภายในวันที่ 14 
มีนาคม 2556 

ขอขอบพระคุณอย่างยิ่งที่ท่านเข้าร่วมในการตอบแบบสอบถามครัง้นี้  

ดรณีกร สุปันต,ี PhD Candidate 
ภาคการท่องเที่ยว การกีฬาและการจัดการโรงแรม 
มหาวิทยาลัยกริฟฟิท โกลด์โคส ประเทศออสเตรเลีย 
โทรศัพท์มือถือ: 087-682-7076  

http://griffithctssi.qualtrics.com/SE/?SID=SV_eVDIFLnp4I5TXeJ
http://griffithctssi.qualtrics.com/SE/?SID=SV_3jv1mWzU4U8qDQN
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การส ารวจแรงจูงใจต่อการมีส่วนร่วมในกิจกรรมเพื่อสังคมของอุตสาหกรรมโรงแรม 

ค าชี้แจง  

กิจกรรมเพื่อสังคม หรือ ซีเอสอาร์ (CSR) ได้รับความนิยมมากขึน้จากภาคธุรกิจในประเทศไทย เมื่อเร็ว ๆ นี้ การท่องเที่ยว-แห่ง
ประเทศไทยได้มีบทบาทในการส่งเสริมให้ภาคเอกชน อาทิเช่น บริษทัทัวร์ และ ธุรกิจการโรงแรมได้มีส่วนร่วมใน โครงการ
สร้างสรรค์และพัฒนากิจกรรมเพือ่สังคม น าไปสู่ค าถามวิจัยว่าด้วย เพื่อศึกษาแรงจงูใจในการมีส่วนร่วมกิจกรรม-เพื่อสังคม 
อย่างเช่น ตัวท่านในฐานะที่เป็นผู้บริหารหลักของโรงแรม โครงการวิจัยนี้จะพิจารณาข้อมูลที่ได้ในระดบัประเทศ ซ่ึงผลที่ไดจ้าก
โครงการวิจัย นี้ อาจจะน าไปเสนอต่อผู้ก าหนดนโยบาย เพื่อให้สามารถพัฒนาวิธีการที่จะสนับสนุนธุรกิจ โรงแรมให้เข้าร่วม
กิจกรรมเพื่อสังคมได้มากขึน้ 

ข้อมูลที่ได้รบัจากข้อคิดเหน็ทุกส่วนของโครงการวิจัยนีจ้ะถูกเก็บไว้เป็นความลับ ข้อมูลโดยรวมเท่านั้นทีจ่ะปรากฏใน รายงาน
ผลการวิจัย การตอบแบบสอบถามครั้งนีจ้ะใชเ้วลาประมาณ 15 นาที เมื่อท่านตอบแบบสอบถามแล้ว ท่านก็จะเป็น ส่วนหนึ่งของ
โครงการวิจัยนี้ ซ่ึงการท าวิจัยของนักศึกษาปริญญาเอกของมหาวิทยาลัยกริฟฟิทต้องปฏิบัตติตาม ค าช้ีแจงตาม หลักจริยธรรม ใน
การท าวิจัยที่เกี่ยวข้องกบัมนษุย์ของประเทศออสเตรเลีย ดังนั้นถ้าท่านมีข้อคิดเห็นเกี่ยวกับ เรื่องจรยิธรรม ของการวิจัย หรือสงสัย
ประการใด กรุณาติดต่อโดยตรงที่ นางสาวดรณีกร สุปันตี ได้ที่เบอร์โทรศัพท์ 087 785 4646 หรอื อาจารย์ที่-ปรีกษาโครงการ Dr. 
Ken Butcher ได้ที่เบอรโ์ทรศัพท ์+61 (0)7 5552 8887 หรือ สามารถติดต่อ บุคคลในท้องถิ่น ไดท้ี่ นางสาวจิตติมา วิเชียรรักษ์ เบอร์
โทรศัพท์ 081 543 3727 

อนึ่ง ผลการวิจัยในครัง้นีจ้ะถูกน าเสนอในรูปแบบของวิทยานิพนธ์ปริญญาเอก เอกสารประกอบการสัมมนา และ วรรณกรรมทาง
วิชาการ หากท่านต้องการที่จะได้รับบทสรุปของผลรวมจากการวิจัยนี้กรุณาติดต่อนางสาวดรณีกร สุปันตี เบอร์โทรศัพท์ 087 682 
7076 หรือ d.supanti@griffith.edu.au 

 

  

คณะผู้วิจัย: Daraneekorn Supanti  
PhD Student  
Ph: 087 682 7076 
d.supanti@griffith.edu.au 

Dr. Ken Butcher         
Principal Supervisor  
Ph: +61 (0)7 5552 8887 
k.butcher@griffith.edu.au 

Dr. Liz Fredline 
Associate Supervisor  
Ph: +61 (0)7 5552 8697      
l.fredline@griffith.edu.au 

mailto:d.supanti@griffith.edu.au
mailto:d.supanti@griffith.edu.au
mailto:k.butcher@griffith.edu.au
mailto:d.supanti@griffith.edu.au
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ค าถามต่อไปน้ีเกี่ยวกับข้อมูลพื้นฐานของโรงแรม ข้อมูลน้ีจะช่วยในการวิเคราะห์เปรียบเทียบองค์รวมของ อุตสาหกรรม
โรงแรม กรุณาเลือกหรือเขียนค าตอบที่เหมาะสมกับค าถามแต่ละข้อ  

1.) จ านวนพนักงาน: (โดยประมาณ: คน)   ประมาณ …………….. คน 

2.) จ านวนห้องพัก: (โดยประมาณ: ห้อง)   ประมาณ …………….. ห้อง 

3.) มาตรฐานโรงแรม: (ถ้าไม่ได้วัด กรุณาระบ)ุ   …………….. ดาว 

4.) รูปแบบของการด าเนินธุรกิจโรงแรม (เลือกตอบเพียงข้อเดียวเท่าน้ัน)   

⃞ โรงแรมในเครือ แบรนด์ต่างชาติ (International hotel chain)  
⃞ โรงแรมในเครือ แบรนด์คนไทย (Thai hotel chain) 
⃞ โรงแรมบริหารจัดการเองอิสระ หรือ โรงแรมที่เจ้าของบริหารงานเอง (Independent hotel) 
⃞ รูปแบบอ่ืนๆ โปรดระบุ………………………….. 

5.) ระยะเวลาที่โรงแรมประกอบการ    ประมาณ …………….. ปี 

6.) ต าแหน่งของท่าน:  

⃞ เจ้าของ (Owner)     ⃞ ผู้จัดการทั่วไป (General Manager)  

⃞ ผู้จัดการฝ่ายบุคคล (HR Manager)  ⃞ ผู้จัดการฝ่ายการตลาด (Marketing Manager) 

⃞ ผู้จัดการในหน้าที่ (Duty Manager)  ⃞ ต าแหน่งอื่นๆ โปรดระบุ…………………….. 

7.) โรงแรมเป็นสมาชิก อาทิเช่น (สามารถเลือกตอบได้มากกว่า 1 ตัวเลือก) 

⃞ การท่องเที่ยวแห่งประเทศไทย   ⃞ สมาคมโรงแรมไทย    ⃞ 

สมาคมธุรกิจการท่องเที่ยว   ⃞ องค์กรอื่นๆ โปรดระบุ……………………… 

8.) โรงแรมได้รับรางวัลจากหน่วยงานด้านส่ิงแวดล้อม อาทิเช่น (สามารถเลือกตอบได้มากกว่า 1 ตัวเลือก) 

 ⃞ มูลนิธิใบไม้เขียว (Green Leaf Foundation)  ⃞ มาตรฐาน Green Globe  
 ⃞ มาตรฐาน ISO 9001    ⃞รางวัลอื่นๆโปรดระบุ……………… 

9.) โรงแรมได้เข้าร่วมกิจกรรมเพื่อสังคม    ประมาณ  …………….. ปี 

10.) โรงแรมตั้งอยู่ที่     จังหวัด……………. 
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ค าถามต่อจากนี้ไปเป็นชุดข้อมูลพื้นฐานเกี่ยวกับกิจกรรมเพื่อสังคมที่โรงแรมของท่าน 

11.) กรุณาเลือกรูปแบบกิจกรรมดังต่อไปน้ีที่โรงแรมของท่านได้เข้าร่วม: (สามารถตอบได้มากกว่า 1 ตัวเลือก) 

⃞ สนับสนุนการใช้พลังงานอย่างประหยัดและการจัดการกับขยะและของเสีย (เช่น ข้อความรณรงค์ประหยัดพลังงาน, การน า

กลบัมาใช้ใหม่, กิจกรรม City Earth Hour) 

⃞ สนับสนุนกิจกรรมอนุรักษ์สิ่งแวดล้อม (เช่น การท าความสะอาดชายหาด, ปลูกป่า/ป่าชายเลน, ปล่อยเต่า) 

⃞ สนับสนุนโปรแกรมต่างๆ เก่ียวกับสังคม (เช่น ช่วยเหลือเด็กก าพร้า, มีการจัดการเรียนการสอนด้านภาษาอังกฤษในพื้นที่กันดาร, 

สนับสนุนโปรแกรมด้านการศึกษาให้แก่เด็กๆ) 

⃞ สนับสนุนการจัดกิจกรรมนอกสถานที่ให้แก่พนักงาน (เช่น staff outing, staff party, sport day, การรณรงค์บริจาคโลหิต) 

⃞ สนับสนุนให้ลูกค้าได้มีส่วนร่วมกับทางโรงแรม (เช่น ร่วมบริจาคค่าห้องพัก 1USD/night กับองค์กร NGO, กิจกรรมเที่ยวรอบ 

ชุมชน) 

⃞ ร่วมบริจาคในรูปแบบต่างๆ (เช่น เงิน, อุปกรณ์, อาหารหรือสิ่งของต่างๆ) 

⃞ ร่วมกิจกรรมส่งเสริมเก่ียวกับวัฒนธรรมดั้งเดิม ด้านศาสนาและมรดกของไทย (เช่น เทศกาลลอยกระทง, เทศกาลสงกรานต์หรือ

เทศกาลต่างๆ, วันเข้าพรรษา) 

⃞ อื่น ๆ โปรดระบุ……………………………………………………………………. 
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ใช้สเกลแสดงความคิดเห็นต่อไปน้ีในการตอบค าถามข้อ 12 - 15 

 

12.) กรุณาใช้เวลาสักครู่ ในการเลือกแสดงความคิดเห็นที่เหมาะสมกับข้อความต่อไปนี้: 

ข้อความ SD D SWD N SWA A SA 

12.1) โรงแรมของข้าพเจ้าได้ด าเนินธุรกิจตามแนวทางที่ครอบคลุมความรับผิดชอบต่อ 
สิ่งแวดล้อม 

1 2 3 4 5 6 7 

12.2) โรงแรมของข้าพเจ้าได้ให้การสนับสนุนอย่างมากส าหรับกิจกรรมที่มีความรับผิด-
ชอบต่อสังคม 

1 2 3 4 5 6 7 

12.3) โรงแรมของข้าพเจ้าจัดกิจกรรมนอกสถานที่ให้แก่พนักงานสูงกว่ามาตรฐานท่ี 
โรงแรมทั่วไปพึงปฏิบัติ 

1 2 3 4 5 6 7 

12.4) โรงแรมของข้าพเจ้าได้ให้แขกผู้เข้าพักมีส่วนร่วมในกิจกรรมที่มีความรับผิดชอบ 
ต่อสังคม / สิ่งแวดล้อม 

1 2 3 4 5 6 7 

12.5) โรงแรมของข้าพเจ้าอุทิศเวลาและเงินเป็นจ านวนมากเพื่อช่วยเหลือหลายๆส่วนใน 
สังคมไทย 

1 2 3 4 5 6 7 

12.6) โรงแรมของข้าพเจ้าได้ให้การสนับสนุนกิจกรรมที่ส่งเสริมวัฒนธรรมดั้งเดิมและ 
มรดกของคนไทยเป็นอย่างมาก 

1 2 3 4 5 6 7 

 

 

Strongly 

Disagree 

(SD) 

Disagree 

 

(D) 

Somewhat 

Disagree 

(SWD) 

Neither 

agree nor 

disagree 

(N) 

Somewhat 

Agree 

(SWA) 

Agree 

 

(A) 

Strongly 

Agree 

(SA) 

1 2 3 4 5 6 7 

ไม่เห็นด้วย 

อย่างยิ่ง 
ไม่เห็นด้วย 

ค่อนข้าง 

ไม่เห็นด้วย 

เฉยๆ 
ค่อนข้าง 

เห็นด้วย 

เห็นด้วย 

เห็นด้วย 

อย่างยิ่ง 
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13.) ข้อความต่อไปนี้เกี่ยวกับความต้ังใจของโรงแรมว่าจะเข้าร่วมกิจกรรมเพื่อสังคม อีก 1 ปีข้างหน้า กรุณาเลือกแสดง
ความคิดเห็นที่เหมาะสมกับข้อความต่อไปนี้ 

ข้อความ SD D    SWD N  SWA A SA 

13.1) โรงแรมของข้าพเจ้าตั้งใจว่าจะมีบทบาทในการรักษาสิ่งแวดล้อมเป็นอย่างมาก อีก 
1 ปีข้างหน้า 

1 2 3 4 5 6 7 

13.2) โดยรวม โรงแรมของข้าพเจ้าจะให้การสนับสนุนเพิ่มขึ้นส าหรับกิจกรรมเพื่อ 
สังคมในอนาคต อีก 1 ปีข้างหน้า 

1 2 3 4 5 6 7 

13.3) โรงแรมของข้าพเจ้าตั้งใจว่าจะให้การสนับสนุนกิจกรรมท่ีมีความรับผิดชอบต่อ 
สังคมเป็นอย่างมาก อีก 1 ปีข้างหน้า 

1 2 3 4 5 6 7 

13.4) โดยรวม โรงแรมของข้าพเจ้าวางแผนท่ีจะเพิ่มกิจกรรมเพื่อสังคมอย่างเป็น-จริง
เป็นจัง อีก 1 ปีข้างหน้า 

1 2 3 4 5 6 7 

13.5) โรงแรมของข้าพเจ้าตั้งใจว่าจะส่งเสริมการจัดกิจกรรมนอกสถานที่ให้แก่พนักงาน 
อีก 1 ปีข้างหน้า 

1 2 3 4 5 6 7 

13.6) โดยรวม โรงแรมของข้าพเจ้าจะท ากิจกรรมเพื่อสังคมมากขึ้น อีก 1 ปีข้างหน้า 1 2 3 4 5 6 7 

13.7) โรงแรมของข้าพเจ้าตั้งใจว่าจะให้แขกผู้เข้าพักได้มีส่วนร่วมในการท ากิจกรรม
เพื่อ-สังคมและสิ่งแวดล้อม อีก 1 ปีข้างหน้า 

1 2 3 4 5 6 7 

13.8) โดยรวม โรงแรมของข้าพเจ้าจะมีส่วนร่วมในกิจกรรมเพื่อสังคมให้มากขึ้น อีก 1 
ปีข้างหน้า 

1 2 3 4 5 6 7 

13.9) โรงแรมของข้าพเจ้าตั้งใจว่าจะสนับสนุนกิจกรรมการให้บริจาคต่างๆ อีก 1 ปี
ข้างหน้า 

1 2 3 4 5 6 7 

13.10) โรงแรมของข้าพเจ้าตั้งใจว่าจะสนับสนุนกิจกรรมส่งเสริมวัฒนธรรมดั้งเดิมและ 
มรดกของคนไทย อีก 1 ปีข้างหน้า 

1 2 3 4 5 6 7 
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14.) ค าถามต่อไปนี้จะเป็นการสอบถามความคิดเห็นส่วนบุคคลของท่านเกี่ยวกับการตัดสินใจด้านกิจกรรมเพื่อสงัคม กรุณาเลือก

แสดงความคิดเห็นที่เหมาะสมกบัข้อความต่อไปนี ้

ข้อความ SD D  SWD N SWA A SA 

14.1) กิจกรรมเพื่อสังคมเป็นวิธีที่ดีในการลดต้นทุนการด าเนินงาน 1 2 3 4 5 6 7 

14.2) การด าเนินกิจกรรมเพื่อสังคมช่วยสร้างความสัมพันธ์อันดีกับชุมชนท้องถิ่น 1 2 3 4 5 6 7 

14.3) กิจกรรมเพื่อสังคมช่วยเสริมสร้างความสัมพันธ์อันดีในหมู่พนักงาน 1 2 3 4 5 6 7 

14.4) ส านักงานใหญ่หรือ Head office ของโรงแรมได้ก าหนดเป้าหมายการด าเนิน 
กิจกรรมเพื่อสังคมที่ชัดเจน 

1 2 3 4 5 6 7 

14.5) พนักงานคอยถามเก่ียวกับการมีส่วนร่วมในกิจกรรมเพื่อสังคมครั้งต่อไป 1 2 3 4 5 6 7 

14.6) ลูกค้าต้องการที่จะพักกับโรงแรมที่รับผิดชอบต่อสิ่งแวดล้อม 1 2 3 4 5 6 7 

14.7) โรงแรมของข้าพเจ้าตระหนักถึงข้อบังคับใช้ของนโยบายด้านสิ่งแวดล้อม 1 2 3 4 5 6 7 

14.8) ข้าพเจ้ารู้สึกว่าการมีส่วนร่วมในกิจกรรมเพื่อสังคมเป็นหน้าที่ผูกพันของข้าพเจ้า ที่
มีต่อสังคม  

1 2 3 4 5 6 7 

14.9) การท าบุญเป็นสิ่งส าคัญมากส าหรับข้าพเจ้า 1 2 3 4 5 6 7 

14.10) กิจกรรมเพื่อสังคมช่วยเพิ่มผลก าไรของโรงแรม 1 2 3 4 5 6 7 

14.11) กิจกรรมเพื่อสังคมส่งเสริมภาพลักษณ์ของโรงแรม 1 2 3 4 5 6 7 

14.12) พนักงานรู้สึกใกล้ชิดกับโรงแรมมากขึ้นจากการเข้าร่วมกิจกรรมเพื่อสังคม 1 2 3 4 5 6 7 

14.13) นโยบายของโรงแรมได้ออกแบบมาเพื่อตอบสนองกับการปฏิบัติที่มีความรับ-ผิด
ชอบต่อสังคม/ สิ่งแวดล้อม 

1 2 3 4 5 6 7 

14.14) พนักงานสนับสนุนให้โรงแรมเข้าร่วมกิจกรรมเพื่อสังคม 1 2 3 4 5 6 7 

14.15) สมาชิกในชุมชนท่ีอยู่ใกล้เคียงต้องการให้โรงแรมของข้าพเจ้าท ากิจกรรม-เพื่อ
สังคม 

1 2 3 4 5 6 7 

14.16) ผู้ตรวจสอบของภาครัฐมีการบังคับใช้กฎระเบียบและข้อบังคับเพื่อให้โรงแรมท า 
กิจกรรมเพื่อสังคม 

1 2 3 4 5 6 7 
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ข้อความ SD D  SWD N SWA A SA 

14.17) โรงแรมของข้าพเจ้าได้สร้างความสัมพันธ์ในการร่วมท ากิจกรรมเพื่อสังคม อย่าง
ใกลช้ิดกับโรงแรมอื่น ๆ ในท้องถิ่น 

1 2 3 4 5 6 7 

14.18) ข้าพเจ้าจะรู้สึกผิดหากข้าพเจ้าไม่ให้อะไรคืนสู่สังคม 1 2 3 4 5 6 7 

14.19) หากพวกเราต้องการมีส่วนร่วมในกิจกรรมเพื่อสังคมให้มากขึ้น อีก 1 ปีข้างหน้า 
พวกเราสะดวกให้ความร่วมมือ 

1 2 3 4 5 6 7 

14.20) ผลประโยชน์ที่ได้จากการท ากิจกรรมเพื่อสังคมเกินดุลจากเงินลงทุนเริ่มแรก  1 2 3 4 5 6 7 

14.21) โรงแรมที่ได้รับรองเกียรติบัตรด้านสิ่งแวดล้อมสามารถใช้ในการท าการตลาดได้  1 2 3 4 5 6 7 

14.22) ความผูกพันระหว่างพนักงานและโรงแรมมีมากขึ้นจากการได้ท ากิจกรรม เพื่อ
สังคม 

1 2 3 4 5 6 7 

14.23) เจ้าของโรงแรมเป็นกังวลมากเก่ียวกับการมีความรับผิดชอบต่อสังคม/ 
สิ่งแวดล้อม 

1 2 3 4 5 6 7 

14.24) พนักงานคาดหวังไว้สูงว่าโรงแรมควรมีส่วนร่วมในกิจกรรมเพื่อสังคม 1 2 3 4 5 6 7 

14.25) สมาคมโรงแรมไทยต้องการให้มีโรงแรมสีเขียวมากขึ้น 1 2 3 4 5 6 7 

14.26) โรงแรมของข้าพเจ้ารู้สึกกดดันจากกฎหมายและกฎระเบียบของภาครัฐในการท า 
กิจกรรมเพื่อสังคม 

1 2 3 4 5 6 7 

14.27) กลุ่มเพื่อนในธุรกิจโรงแรมสนับสนุนให้โรงแรมของข้าพเจ้ามีส่วนร่วมใน 
กิจกรรมเพื่อสังคม 

1 2 3 4 5 6 7 

14.28) ส าหรับข้าพเจ้า การเข้าร่วมกิจกรรมเพื่อสังคมเป็นสิ่งที่ถูกต้องที่ควรจะท า 1 2 3 4 5 6 7 

14.29) การท าบุญเป็นส่วนหน่ึงในชีวิตประจ าวันของข้าพเจ้า 1 2 3 4 5 6 7 

14.30) พวกเรารอจนกว่าผลก าไรของโรงแรมดีขึ้น ก่อนที่จะมีส่วนร่วมในกิจกรรม-เพื่อ
สังคม 

1 2 3 4 5 6 7 

14.31) โรงแรมของข้าพเจ้าได้ผลตอบแทนที่เป็นตัวเงินจากการเข้าร่วมกิจกรรม-เพื่อ
สังคม 

1 2 3 4 5 6 7 

14.32) ลูกค้าได้ร่วมสนุกกับกิจกรรมเพื่อสังคม 1 2 3 4 5 6 7 

14.33) พนักงานรู้สึกภาคภูมิใจในการท างานเพื่อโรงแรมที่มีความรับผิดชอบต่อสังคม 1 2 3 4 5 6 7 
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ข้อความ SD D  SWD N SWA A SA 

14.34) เจ้าของโรงแรมได้มีการก าหนดเป้าหมายและนโยบายที่ชัดเจนเก่ียวกับการ
ปฏิบัต ิที่มีความรับผิดชอบต่อสังคม/สิ่งแวดล้อม 

1 2 3 4 5 6 7 

14.35) พนักงานคาดหวังว่าโรงแรมควรท ากิจกรรมเพื่อสังคมมากขึ้น 1 2 3 4 5 6 7 

14.36) ผู้มีส่วนได้ส่วนเสียภายนอกพื้นที่โรงแรมส่วนใหญ่คาดหวังว่าโรงแรมของ 
ข้าพเจ้าควรท ากิจกรรมเพื่อสังคมมากขึ้น 

1 2 3 4 5 6 7 

14.37) เจ้าหน้าที่ท้องถิ่นกดดันให้โรงแรมมีกิจกรรมอนุรักษ์ธรรมชาติมากขึ้น 1 2 3 4 5 6 7 

14.38) ลักษณะการท างานร่วมกับโรงแรมต่างๆ เกี่ยวกับกิจกรรมเพื่อสังคมเป็นแบบ
ชั่วคราว 

1 2 3 4 5 6 7 

14.39) ข้าพเจ้ารู้สึกว่าการเข้ารว่มกิจกรรมเพื่อสังคมเป็นความรับผิดชอบของข้าพเจ้า ที่
มีต่อสังคม 

1 2 3 4 5 6 7 

14.40) คนไทยทุกคนควรท าบุญมากที่สุดเท่าที่พวกเขาสามารถท าได้ 1 2 3 4 5 6 7 

14.41) ข้าพเจ้าคิดว่าโรงแรมของข้าพเจ้ามีขนาดเล็กเกินไปที่จะร่วมในกิจกรรมเพื่อ
สังคม อีก 1 ปีข้างหน้า 

1 2 3 4 5 6 7 

14.42) โรงแรมของข้าพเจ้าได้ประหยัดต้นทุนจากการท ากิจกรรมเพื่อสังคม 1 2 3 4 5 6 7 

14.43) กิจกรรมเพื่อสังคมเป็นเครื่องมือทางการตลาดที่ใช้ดึงดูดลูกค้าที่ใส่ใจต่อ 
สิ่งแวดล้อม 

1 2 3 4 5 6 7 

14.44) โรงแรมในพื้นที่ให้การสนับสนุนกิจกรรมเพื่อสังคมเป็นอย่างมาก 1 2 3 4 5 6 7 

14.45) พนักงานโน้มน้าวให้ฝ่ายบริหารเพิ่มจ านวนเงินที่ใช้ในการท ากิจกรรมเพื่อสังคม 
มากขึ้น 

1 2 3 4 5 6 7 

14.46) พวกเราไม่มีเวลาว่างเพียงพอท่ีจะเข้าร่วมในกิจกรรมเพื่อสังคมมากนัก อีก 1 ปี
ข้างหน้า 

1 2 3 4 5 6 7 

14.47) บริษัทน าเที่ยวคาดหวังว่าโรงแรมของข้าพเจ้าควรมีส่วนร่วมในกิจกรรมที่รับผิด-
ชอบต่อสิ่งแวดล้อม 

1 2 3 4 5 6 7 

14.48) หากโรงแรมในพื้นที่ชวนให้โรงแรมของข้าพเจ้าเข้าร่วมกิจกรรมเพื่อสังคม 
ข้าพเจ้าสะดวกให้ความร่วมมือ 

1 2 3 4 5 6 7 

14.49) ข้าพเจ้าจะรู้สึกผิดหากข้าพเจ้าไม่ใส่ใจเรื่องการรักษาสิ่งแวดล้อม 1 2 3 4 5 6 7 
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14.50) ข้าพเจ้าท าบุญท าทานบ่อย 1 2 3 4 5 6 7 

14.51) พวกเรามีความสามารถเพียงพอในการด าเนินกิจกรรมเพื่อสังคม อีก 1 ปีข้างหน้า 1 2 3 4 5 6 7 

14.52) การท ากิจกรรมเพื่อสังคมช่วยลดต้นทุนการด าเนินงานในระยะยาว 1 2 3 4 5 6 7 

14.53) ลูกค้าให้ความสนใจโรงแรมที่เน้นท ากิจกรรมเพื่อสังคมมากขึ้น 1 2 3 4 5 6 7 

14.54) การร่วมท ากิจกรรมเพื่อสังคมของพนักงานช่วยสร้างความสนุกสนานระหว่าง 
การปฏิบัติงาน 

1 2 3 4 5 6 7 

14.55) กิจกรรมเพื่อสังคมเป็นการเพิ่มขวัญก าลังใจให้แก่พนักงาน 1 2 3 4 5 6 7 

14.56) การท่องเที่ยวแห่งประเทศไทยต้องการให้โรงแรมของข้าพเจ้ามีส่วนร่วมในการ 
ท ากิจกรรมที่รับผิดชอบต่อสิ่งแวดล้อมมากขึ้น 

1 2 3 4 5 6 7 

14.57) โรงแรมของข้าพเจ้าร่วมท ากิจกรรมเพื่อสังคมกับหลายโรงแรมในพื้นที่เป็น 
กิจกรรมเฉพาะกิจจัดขึ้นเป็นครั้งคราว 

1 2 3 4 5 6 7 

14.58) ข้าพเจ้าให้ความส าคัญแก่สังคมมากกว่าผลประโยชน์ของโรงแรม 1 2 3 4 5 6 7 

14.59) ข้าพเจ้ามักจะมีความต้องการท าบุญท าทานอยู่บ่อยครั้ง 1 2 3 4 5 6 7 

14.60) กิจกรรมเพื่อสังคมเป็นเครื่องมือในการสร้างการท างานเป็นทีมที่ดีเยี่ยม 1 2 3 4 5 6 7 

14.61) โรงแรมของพวกเรามีพนักงานเพียงพอที่จะเข้าร่วมกิจกรรมเพื่อสังคม อีก 1 ปี
ข้างหน้า 

1 2 3 4 5 6 7 

14.62) ผู้จัดการสามารถใช้การมีส่วนร่วมในกิจกรรมเพื่อสังคมช่วยสร้างความสมัคร-
สมานสามัคคีในที่ท างาน 

1 2 3 4 5 6 7 

14.63) ข้าพเจ้ารู้สึกถึงความรับผิดชอบอย่างยิ่งในการช่วยเหลือสังคม 1 2 3 4 5 6 7 

14.64) มันขึ้นอยู่กับการตัดสินใจของข้าพเจ้าว่าจะมีส่วนร่วมในกิจกรรมเพื่อสังคม อีก 1 
ปีข้างหน้า 

1 2 3 4 5 6 7 

14.65) การท าบุญท าทานเป็นส่วนที่ส าคัญมากในวิถีชาวพุทธ 1 2 3 4 5 6 7 
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ค าถามส่วนสุดท้ายเป็นการเก็บรวบรวมข้อมูลเพื่อใช้ในการวิเคราะห์เชิงสถิติ ข้อมูลที่ได้จะถูกเก็บเป็นความลับ และใช้เพือ่
การศึกษาเท่าน้ัน 

15.) เพศ:    ⃞ ชาย   ⃞ หญิง 

16.) อายุ:  ⃞ น้อยกว่า 24 ปี  ⃞ 25-34  ปี  ⃞ 35-44 ปี  

⃞ 45-54 ปี  ⃞ 55-64  ปี  ⃞ มากกว่า 65 ปี 

17.) ศาสนา: ⃞ พุทธ   ⃞ อิสลาม  ⃞คริสต ์

⃞ ฮินดู   ⃞ อื่นๆ โปรดระบุ……………………. 

18.) การศึกษาสูงสุด: ⃞ มัธยมศึกษา  ⃞ อนุปริญญา   ⃞ปริญญาตรี  

⃞ ปริญญาโท  ⃞ อื่นๆ โปรดระบุ……………………. 

19.) รายได้โดยเฉลี่ย (ต่อเดือน):  ⃞ น้อยกว่า 30,000 บาท  ⃞ 30,001- 50,000 บาท 

⃞ 50,001- 70,000 บาท  ⃞ 70,001- 90,000 บาท  ⃞ มากกว่า 90,001 บาท 

- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - -   

การส่งแบบสอบถามและข้อเสนอแนะ 

เพื่อเป็นการตอบแทนที่ท่านได้สละเวลาในการตอบแบบสอบถามครั้งน้ี พวกเราขอเชิญชวนท่านร่วมลุ้นราวัลเช็คเงินสด 
มูลค่า 2,000 บาท กรุณากรอกรายละเอียดที่ท่านสะดวกให้ผู้วิจัยติดต่อกลับ: **ข้อมูลส่วนบุคคลในหน้าน้ีจะถูกเก็บอย่าง
ปลอดภัย และแยกออกจากผลวิจัย 

อีเมล์ (e-mail) ………………………………………หรือ เบอร์โทรศัพท์ ……………. 

อีกครั้งที่คณะผู้วิจัยรู้สึกขอบคุณที่ท่านได้สละเวลาและมีส่วนร่วมในคณะผู้เชี่ยวชาญ พวกเราอยากเชิญชวนให้ท่านได้ให ้
ข้อเสนอแนะเพิ่มเติมเกี่ยวกับกิจกรรมเพื่อสังคม ใน 6 – 12 เดือนข้างหน้า เพื่อศึกษามุมมองในเรื่องน้ีอีกครั้ง ซึ่ง
แบบสอบถามติดตามน้ันจะเป็นฉบับส้ัน กะทัดรัด หากท่านสะดวก กรุณากรอก:  

อีเมล์ (e-mail)  …………………………………………. 

สุดท้ายน้ี หากท่านปรารถนาได้รับรายงานผลวิจัย กรุณาระบุ: 

ชื่อ-นามสกุล  ………………………………อีเมล์ (e-mail)……………………………………. 

******ทางคณะผู้วิจัยขอขอบพระคุณท่านอย่างยิ่งท่ีร่วมเป็นส่วนหน่ึงในงานวิจัยครั้งน้ี****** 
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         GRIFFITH UNIVERSITY HUMAN RESEARCH ETHICS COMMITTEE 

 

                                                              19-Jun-2012 

 

 

Dear Miss Supanti 

 

I write further to the additional information provided in relation to the conditional approval granted 

to your application for ethical clearance for your project "NR: An Investigation into Motivations 

toward Engaging in Corporate Social Responsibility (CSR) Activities within Thai’s Hotel Industry" 

(GU Ref No: HSL/16/12/HREC). 

 

This is to confirm receipt of the remaining required information, assurances or amendments to this 
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