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Abstract 
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Project Title : Corporate social responsibility (CSR) and employee engagement: Investigating 

the convergence of two frameworks and implications for proactive work behaviour 
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Project Period : Two years 

Abstract : 

Research at individual level of corporate social responsibility (CSR) provides support that 

employees’ perception of corporate social responsibility (CSR) relate positively to employee 

engagement. This is an important linkage given the impact of creating work environment that will 

increase engagement, as well as the importance of CSR for society. Recent study is yet to know 

a deeper understanding of how CSR contributes to employee outcomes. This project fills to that 

gap by 1) exploring the nature of CSR practices and its outcomes for employees and 

organisations and 2) examining the effects of CSR on employee outcomes. Integrating social 

identity and social exchange perspectives, a model is tested in which forms between CSR 

perception and CSR participation enables employees to bring more positive outcomes in terms 

of their engagement, helping behaviour, voice behaviour. A mixed-method research design was 

employed using qualitative approach followed by quantitative approach. Data emerged from 

interviews suggest new themes, such as emotion, meaningfulness, and exchange relationship as 

potential outcomes from manager perspective. Data from 245 employees were analysed using a 

partial least squares structural equation modelling (PLS-SEM) approach. Results indicate that 

employees with high participation in CSR show stronger effects on their engagement at work, 

helping behaviour, and voice behaviour. These results suggest that organisations should take 

efforts in encouraging employees to participate in more CSR activities. 

 

Keywords:  corporate social responsibility, employee engagement, helping behaviour, voice 

behaviour, meaningfulness, hotel employees  
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Executive Summary  

Given that only 4% of CSR studies published in management-related disciplines up to 2011 have 

taken an individual level perspective (Aguinis & Glavas, 2012). Growing evidence suggest that 

employees’ perception of CSR relate positively to positive outcomes at work. In this project, a 

cognitive measure of CSR in perception together with a behavioural measure of CSR participation 

are tested in the model. We acknowledged the effect of CSR perception on positive outcomes at 

work, but at the same time various CSR initiative should be investigated jointly in any research 

study so that differential effects can be appropriately determined. That is, we proposed that the 

extent to which employees’ perception of and participation in CSR activities influence their work 

outcomes, including their engagement at work, helping behaviour, and voice behaviour. We 

interviewed nine managers and five employees for the refinement of scale measurements in the 

survey instrument. We confirmed our hypothesized relationships via survey data from 245 

employees in Ao Nang, Krabi working at ten 4-start hotels. This project extends and provides 

important contributions to the development of an integrated model consolidating CSR and 

employee outcomes for researchers as well as managers in several ways.  

First, interview results offer some practical implications for organisations by understanding the 

consequences of CSR practices from manager perspective. That is, organisation can work 

towards creating an environment that will enhance engagement. In particular, hotels may use this 

concept of fostering positive emotion and meaningful work as an employment selection criterion. 

Especially for new talents, HR managers should set up meaningful work as a selection procedure, 

for example probing questions for candidate interview relating to how work is important to him/her 

and what task/responsibility is meaningful to his/her life. For current employees, HR managers 

may design CSR activities targeting on the enhancement of employees’ sense of meaningfulness 

at work. This might demonstrate how employees’ participation in CSR aligns with their personal 

meaningful to hotel’s core values, how their efforts are an integral mechanism to the hotel’s 

function that are altogether fostering opportunities to serve social benefits and community through 

their work.  

Second, survey results offer empirical support for the notion of CSR-employee outcome 

relationship by showing the extent to which employees’ participation in CSR predict their 

engagement at work, helping behaviour, and voice behaviour stronger than CSR perception. This 

implies that not only suggests a positive impact of perceived CSR that pays off in terms of 

increased employee engagement at work, helping behaviour, and voice behaviour, but it also 
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highlights the importance of making employees participating in CSR activities. By integrating 

social exchange perspective, the research model demonstrates that employees’ perception and 

participation of CSR activities may create positive work environment benefiting better service 

quality and ultimately encourage employees to carry out positive work behaviour in terms of 

helping colleagues and sharing ideas among colleagues. This perspective has contribution to the 

understanding of work engagement that benefits hotel operations, which is an important issue in 

the service management of hotel industry. 

Third, by revealing the mediating role of meaningful work, the results presented in published 

articles suggest that employee awareness about their hotel’s CSR actions deepens an 

employees’ sense of meaningful work and which can lead to greater citizenship behaviours. This 

line of thinking is extended to illustrate that active participation in particular leads to greater 

meaningfulness and willingness to assist co-workers. Furthermore, this study has contribution to 

the understanding of generational differences between Generation X and Generation Y presented 

in published article. It seems meaningful work is an important mechanism process on how to 

promote helping behaviour for hospitality employees in Generation X. This finding suggests that 

managers should pay more attention to meaningful work through training programs aiming for 

the development of pro-environmental work behaviour. Thus, hotel managers should recognize 

that promoting other positive work outcomes, such as helping their colleagues, is achievable for 

Generation X employees. While Generation X hotel employees are valuable resources, work 

meaningfulness plays a more important role in achieving practical outcomes for hotel 

management. This requirement suggests customized CSR strategies tailored to different 

generations might be beneficial.  

For Generation Y employees, who may prefer active participation in CSR activities, hotel 

managers need to craft work to suit employees (Bavik, Bavik, & Tang, 2017) and provide 

increased access to CSR participation. At the same time, more effective decision making for the 

CSR programs should involve Generation Y employees at the local level rather than by hotel 

executive management teams alone. Hence, participation should occur at all stages of the 

process not just in the final stage of implementation. Likewise, actual contact with beneficiaries 

will allow employees to see hand-on experience from the impact of their efforts. Importantly, it 

must be recognized by hotel managers that not all employees are equally enamored by the 

prospect of CSR participation.  
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Chapter 1: Introduction 

The research project is presented to investigate an important issue that has attracted increasing 

attention in the hotel industry worldwide. It is proposed to explore: 

How does Corporate Social Responsibility (CSR) contribute to employee outcomes  

in the Thai hotel sector? 

This report consists of five chapters. The first chapter is an introduction chapter that presents the 

research background, a statement of the research problem, and significance of the research. In 

the second chapter, a literature review on CSR concepts and CSR consequences is presented. 

In this project, CSR is defined as any activity that demonstrates the inclusion of social and 

environmental concerns in business operations and in voluntary interactions with stakeholders 

(van Marrewijk, 2003). The literature review in Chapter 2 highlights the research gaps and 

concludes with a conceptual model. In Chapter 3, the method used for investigating the research 

problem is discussed. A sequential mixed methods design was employed to investigate employee 

outcomes from CSR practices within the context of the hotel industry in Thailand. Results of 

qualitative study are presented in Chapter 4 with discussion and implications. The last chapter, 

Chapter 5, provides results of quantitative study together with discussion and implications.  

1.1 Research background 

As CSR 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. Further, CSR has become more relevant in hospitality 

organisations, such as hotels, due to an increased focus on sustainable tourism (Sheldon & Park, 

2011). 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), 

and in turn, the hotels benefits from a better image, more customers, or increase profits (El Dief 

& Font, 2010). However, studies (e.g., Peterson, 2004) on employees have received little 

attention.  
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Companies in the Western countries use CSR activities to bring employees closer together by 

stimulating a concrete, coherent, and consistent communication process (Bhattacharya, Sen, & 

Korschun, 2008). This is because employee perceptions of CSR are important for firm 

performance (E. Lee, Park, & Lee, 2013). Several researchers have focused on the contribution 

of CSR on substantial benefits and on the development of employee outcomes, such as employee 

organisational identification (H. Kim, Lee, Lee, & Kim, 2010), job satisfaction (Brammer, Millington, 

& Rayton, 2007), commitment (Mueller, Hattrup, Spiess, & Lin-Hi, 2012), trust (Hansen, Dunford, 

Boss, Boss, & Angermeier, 2011); and employee attraction and retention (D. Jones, Willness, & 

Madey, 2014). As such, employee outcomes have become a key variable in terms of desired 

outcomes for the organisation. For this research project, we aim to focus on employee-related 

outcomes from CSR, for instance employee engagement and organisational citizenship behaviour 

(OCB).  

In addition, hospitality industry is highly dependent on the ‘human factor’, which has become a 

major part of providing excellent service quality to customers (AlBattat, Som, & Helalat, 2014). 

From the Western perspective, employees engaging in CSR should not be seen solely as HR-

driven activities (McBain, 2007). This view is different from a pragmatic standpoint in the 

hospitality industry, most HR professionals perceived CSR activities as HR tools for training and 

development in Thailand (Supanti, Butcher, & Fredline, 2015). Moreover, it has been indicated 

that hotel employees in Thailand, who were not satisfied by their work role, tend to have low job 

satisfaction and high turnover (Ronra & Chaisawat, 2010). Accordingly, the research problem is 

stated as: How does CSR contributes to employee outcomes in the Thai hotel sector?  

1.2 Problem Statement 

A key issue with much of the research investigating the link between CSR and employee 

outcomes. Most hospitality research to date tends to conceptualise CSR from a narrow 

perspective. While CSR terms vary slightly, such as employee perceived corporate sustainability 

practices (Choi & Yu, 2014), employee perceived reputation of social responsibility (Fu, Li, & 

Duan, 2014), and employees’ CSR perception (H. Kim, Rhou, Uysal, & Kwon, 2017), the essence 

of such terms remain rooted in an evaluation of firms’ CSR actions. For instance, Raub and 

Blunschi (2014) found that when employees are made aware of their hotels’ CSR activities, they 

are more likely to believe they can make a positive difference for other people and for the 

environment.  
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In this study to empirically test the proposed CSR-OCB relationship, we go one step further to 

explore whether an employee’s perception of their hotel’s CSR activities and their active 

participation in CSR activities jointly foster more OCB. To date, there is a lack of work relating to 

CSR participation and furthermore how CSR perception and CSR participation are positively 

related to helping behaviour. This approach is supported by Maignan and Ferrell (2004) who 

argue that various CSR initiatives should be investigated jointly in any one research study so that 

differential effects can be appropriately determined. Similarly, Nan and Heo (2007) argue that the 

real impact of a CSR measure cannot be effectively determined without a comparative baseline 

measure. Hence, the widely used measure of CSR perception can be treated as a baseline to 

judge the relative efficacy of CSR participation on work-related outcomes. 

1.3 Research Objectives 

Following the aforementioned issues above, there are two main objectives in this study.  

1) To explore the nature of CSR practices and its outcomes for employees and organisations. 

2) To examine the effects of CSR (i.e., CSR perceptions and CSR participation) on employee 

outcomes (i.e., employee engagement, helping behaviour, and voice behaviour). 

1.4 Significance of the Research 

Based on an extensive review of literature, this project addresses research gaps in CSR literature. 

First, only 4% of CSR studies published in management-related disciplines up to 2011 have taken 

an individual level perspective (Aguinis & Glavas, 2012). That is, CSR questions, pertaining 

largely to a company’s bottom line, emphasise an organisational level of analysis rather than an 

individual perspective. This focus of CSR studies at the organisational level is paralleled in the 

hospitality sector (de Grosbois, 2012). Second, given that employees are important stakeholders 

for firm success, they are also the agents who engage in CSR practices that contribute to firm 

performance and improve, at the same time, employee well-being and motivation (Voegtlin & 

Greenwood, 2016). Investigating how CSR contributes to employee outcomes is a key focus in 

this project. Third, given that most CSR research tend to concentrate on developed countries 

(e.g., D. Jones et al., 2014), while a shift to developing countries has received less attention. 

Moreover, the current research aims to investigate this issue to help hotel executives and HR 

practitioners deepen their understanding of substantial benefits of CSR from employee 

perspective. This study makes an important contribution in that it is anticipated to shed light on 
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how CSR practices can be an effective HR tool in enhancing employee-related outcomes 

regarding their performance and potentially developing their proactive work behaviours.  

1.5 Research Methods 

This research project utilised a sequential mixed-methods design, consisting of two studies: a 

qualitative study followed by quantitative studies, to investigate the research problem. The target 

population was 3-5 star hotel properties in one province of top five highly concentrated locations 

for hotel properties in the Southern region of Thailand (TourismThailand.org, 2016). The unit of 

analysis was managers and employees who involved in CSR practices. In addition, Phase 1 

employed a qualitative approach to obtain additional information and to gather better 

understanding of the actual context of CSR practices and employee outcomes from both 

perspectives. The data emerged from the interviews were used to validate the scales in the 

survey instrument. Pre-test was conducted to enhance the reliability and validity of statements 

used in the survey.  

In Phase 2, questionnaire survey was utilised to examine the effects of CSR on employee 

outcomes. The survey instrument was developed by adapting existing scales to measure all 

variables. A list of all hotel properties in Thailand was obtained from a local offices of the Tourism 

Authority of Thailand. This list covered all tourist accommodations in Thailand registered in 2014. 

The major statistical techniques was used including independent t-test, factor analysis, multiple 

regression analysis, and Structural Equation Modelling (SEM). Factor analysis was used to 

confirm the dimensionality of the constructs, and a series of multiple regression analyses was 

conducted to assess the predictive power of CSR practices on each employee outcome. SEM 

was used to test a full model.  

1.6 Limitations 

There are several limitations that may affect the generalisability of the results of this project. The 

first involves the scope of the outcomes for employees and organisations selected for the 

investigation. The tentative conceptual model derived from the literature was validated by the 

interview results and the three employee outcomes from the model were examined in this project. 

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 limitation relates to the sampling frame used for the 

quantitative study in which Krabi was selected as one of top tourist destination in the South of 

Thailand. This sample might not be wholly representative of all accommodation in Thailand, and 
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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 practices for that particular property. 

However, it is recognised that there is no ‘one-size fit all’ as CSR practices are likely to 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 practices. This limitation is common in social 

science studies involving managerial decision making and firm behaviours. 
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Chapter 2: Literature Review 

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

hotel sector in Thailand. In particular, CSR has attracted the attention of academic researchers, 

and in Chapter 2, the work of CSR scholars is detailed. The focus of this chapter is to present a 

review of relevant literature to provide the background foundation for the investigation of the 

research problem. The research problem has been stated as: 

How does CSR contribute to employee outcomes in the Thai hotel sector? 

In this chapter, the review highlights the relevant gaps in the literature. Four main parts are 

presented. First, CSR conceptualization are synthesized, including how CSR is defined. Second, 

the discussion of theoretical foundations is provided. Third, the consequences of CSR are 

highlighted. Last, the conceptual model is presented.  

2.1 Corporate Social Responsibility 

This section presents an overview of the concept of CSR. Over the past half century, CSR has 

been conceptualized in a number of different ways, which are clearly related to differing views 

regarding the role of business in society (see Carroll, 1999; Lantos, 2001). Although numerous 

authors attempt to define CSR, the concept has remained vague and no universal accepted 

definition has emerged (Carroll, 1979; Frankental, 2001). Moreover, other terms are often used 

interchangeably with CSR (e.g., Carroll, 1999; Schwartz & Carroll, 2008) such as, sustainability, 

stakeholder management, business ethics, and corporate citizenship, which has caused 

confusion of what defines the notion of CSR. 

A range of CSR definitions and the role of business in society are presented in Table 2.1. The 

perspectives of these CSR definitions are different as they are based on various viewpoints.  

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 for business activity. Other definitions are 

specific, such as McWilliams and Siegel (2001) define it as actions that appear to further some 

social good, beyond the interests of the firm, and as that which is required by law. However, the 

range of definitions shows that authors appear to hold two opposing views when defining CSR.  

On the one hand, a group of scholars views CSR as a business obligation to maximize profits 

(e.g., Vaaland, Heide, & Gronhaug, 2008). For example, the narrow scope of Friedman’s (1970) 

definition indicates that firm shareholders or owners are the only group to which the business is 
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responsible. Accordingly, these scholars take the strong instrumental view that CSR should only 

be implemented for a firm’s economic success. On the other hand, a range of scholars has 

generalized CSR into broader obligations toward society (e.g., Carroll, 1979; T. Jones, 1980; 

Wood, 1991). Specifically, 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.  

Academic researchers have attempted to use specific approaches defining the concept of CSR. 

For example, Brammer et al. (2007) distinguish external CSR that is primarily concerned with the 

external image and reputation of the organization, while internal CSR refers to those that are 

related to the internal operation of the organization. Specifically, internal CSR refers to the policy 

and practices of an organization that are related to the psychological and physiological well-being 

of its employees (Hameed, Riaz, Arain, & Farooq, 2016). Similarly, internal CSR refers to any 

CSR action addressing employees; needs and well-being inside the organization and at the 

workplace (Abd-Elmotaleb, Saha, & Hamoudahb, 2015). Accordingly, firms undertake more 

internal than external CSR actions (Hawn & Ioannou, 2016). 

As the concept of CSR has been defined based on differing viewpoints, the scope of CSR has 

been broadening. Consequently, this raises the questions of which definition represents the notion 

of CSR and its conceptualization and operationalisation have become increasingly controversial. 

Despite a variety of CSR definitions in the literature, the seminal work of Carroll (1991) has 

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) 

which will be detailed in the next section. 
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Table 2.1. 
A range of CSR Definitions in Chronological Order 

Author Definition 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. 

Jones (1980, p. 60) The notion that corporation have an obligation to constituent group in 

society other than stockholders and beyond that prescribed by law or 

union contract.  

Carroll (1991) 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.  

Kotler and Lee (2005, p. 

3) 

The commitment to improve community well-being through discretionary 

business practices and contributions of corporate resources 

Aguilera, Rupp, Williams, 

and Ganapathi (2007, p. 

312) 

The firm’s considerations of, and response to, issues beyond the narrow 

economic, technical, and legal requirements of the firm to accomplish 

social [and environmental] benefits along with the traditional economic 

gains which the firm seeks. 

Aguinis (2011, p. 855) context-specific organizational actions and policies that take into account 

stakeholders’ expectations and the triple bottom line of economic, social, 

and environmental performance 

Ferreira and Real de 

Oliveira (2014, p. 234) 

Policies and practices that organisations engage regarding creating 

positive social, including environmental changes aimed at different 

stakeholders 

 



 9 

2.1.1 CSR pyramid 

In general, a broad definition of CSR by Carroll (1979, 1991) has been used in a number of 

studies as a narrow approach to understand CSR (see Jamali & Mirshak, 2007; Sheth & Babiak, 

2010). In the definition of CSR, Carroll (1991) states that the business entity is bound to make 

an acceptable profit, to obey the law, to respect society’s expectations, and to promote society’s 

welfare. The CSR pyramid by Carroll (1991) is conceptualised as four categories of 

responsibilities in a hierarchical way, consisting of economic, legal, ethical, and philanthropy at 

the top. However, using the pyramid to represent CSR does not imply that the philanthropic 

responsibility is the most important domain (Schwartz & Carroll, 2003). Instead, the CSR pyramid 

indicates the hierarchy of importance attached to particular activities as Carroll (1991) asserts 

that businesses are required to undertake profitable operations while at the same time complying 

with the codified laws of  the government and demands of society. While meeting the economic, 

legal and ethical responsibilities are obligatory, philanthropy is separated from the other 

categories based on its voluntary nature as firms are not required to contribute their financial 

resources to the community. From this perspective, the CSR pyramid has provided four different 

types of responsibilities that a corporation may consider in order to behave in a responsible way, 

as can be seen from Figure 2.2.  

 

 

 

 

 

 

 

 

 

Figure 2.2. The Pyramid of CSR (Carroll, 1991, p. 42) 
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2.1.2 Current terms and definitions  

The previous sections presented specific approaches defining the concept of CSR, which provide 

the boundary of what represents CSR. In general, “common CSR initiatives include corporate 

philanthropy; “green” initiatives (focused on environmental sustainability); employee assistance 

plans; community-based corporate volunteerism programs; the setting of voluntarily high 

standards/code of conduct around working conditions 9across the supply chain); and product 

quality/safety initiatives, among others” (Rupp et al., 2018, p. 560). However, there is still an on-

going discussion about how to define the term CSR (e.g., M. Schwartz & Carroll, 2008) in which 

different types of industries have different CSR practices (e.g., Aguilera et al., 2007; Bansal & 

Roth, 2000; Godfrey, Hatch, & Hansen, 2010). For example, consumer-oriented firms tend to 

adopt cause-related marketing campaigns to enhance their reputation (Porter & Kramer, 2006) 

such as hotels including Accor, InterContinental Hotels Group PLC and Marriot which focus on 

environmental protection programmes (Bohdanowicz, 2005).  

Specific to the hotel industry, several researchers have only used the term CSR in discussions 

related to environmental responsibility (e.g., Céspedes Lorente, Burgos Jiménez, & Álvarez Gil, 

2003; Tzschentke, Kirk, & Lynch, 2008). For example, despite incorporating aspects of CSR, 

Hilton’s we care! Programme is directly engaged in environmental initiatives (Bohdanowicz, 

Zientara, & Novotna, 2011). Although the word ‘environment’ is not included in the acronym of 

CSR, Graci and Dodds (2008) assert that the word “green”, “sustainability”, and “environmental” 

have been linked to CSR in terms of practices in the hotel industry. In particular, these common 

practices are codes of conducts, best environmental practices, eco-labels and awards, 

environmental management systems, and environmental performance indicators (Ayuso, 2007).  

In light of the different perspectives of CSR’s definitions in this literature, the preferred definition 

is the one provided by van Marrewijk (2003) that refers to any practices that demonstrates the 

inclusion of social and environmental concerns in business operations and in voluntary 

interactions with stakeholders. The term ‘CSR practices’ will be labelled and used to investigate 

the phenomenon of CSR in the hotel context.  

2.2 Theoretical Foundations 

The prevailing theoretical perspectives for explaining how CSR affects employee attitude and 

behaviour are based on the tenet of social identity theory and social exchange theory. 

Researchers studying CSR effects have on employees have drawn these theoretical 

underpinnings to explain the development of affective commitment to the organisation (e.g., 
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Brammer et al., 2007; Rayton, Brammer, & Millington, 2015), OCB (e.g., H. Kim et al., 2017), 

and employee engagement (e.g., D. Jones, 2010). Further review of each theory is presented in 

the following sections. 

2.2.1 Social Identity Theory 

According to Tajfel and Turner (1979, p. 40), social identity refers to “an individual’s self-image 

that derive from the social categories to which he perceived himself as belonging”. Within the 

context of intergroup behaviour, Tajfel and Turner further explain that any behaviour displayed 

by individual or more others is based on the actor’s identification of themselves and the others 

as belonging to different social categories. Similarly, Abd-Elmotaleb et al. (2015) refer to social 

identification as the psychological process through which individual classify themselves into 

various social groups of references to boost their level of self-esteem. The integration of social 

identification into organisational and psychological research has been used as a theoretical 

perspective explaining the relationship between CSR and employees’ attitude and behaviours 

(Harris & Cameron, 2005). From the perspective of justice theory, procedural, distributive, and 

interactional judgements toward CSR may associate with different employees’ needs, such as 

control, belonging, and meaningful existence (Rupp et al., 2006). It has been found that an 

individual’s identity may contain these two components: cognitive and evaluative elements. That 

is, cognitive element refers to the extent to which group membership is self-define while evaluative 

element captures the value that people attach to their group memberships, which in turn 

determines the importance of a group membership to how people think and feel about 

themselves. Empirical findings suggest that affective identification is found to provide incremental 

predictive validity exceeding cognitive identification in the prediction of employee’s attitude and 

behaviours (Johnson, Morgeson, & Hekman, 2012). 

2.2.2 Social Exchange Theory 

The social exchange theory has been used to describe this mechanism of the employer-employee 

relationship and suggests that employees are more engaged at work when they perceived that 

the task environments offered them greater psychological meaningfulness and safety while they 

are psychologically available (Kahn, 1990). Especially, CSR – organisational commitment 

relationship can be explained using social exchange theory. Recent research has paid increasing 

attention to the social exchange processes in explaining a series of interactions between 

employers and employees. This creates a sense of employee obligation to reciprocate positively 

to organisational initiatives with higher levels of commitment (Saks, 2006). This integrative 



 12 

explanation helps to understand how employees becomes more engaged in their work and 

organisation and posits to be among the most influential paradigms for understanding workplace 

behaviour (Cropanzano & Mitchell, 2005). This view is further explained by D. Jones (2010) who 

found that when employees who engaged in CSR tend to exchange reciprocate benefits to their 

companies. As such, this social exchange perspective helps to understand employees shared 

perceptions of such exchange relationship during their CSR participation that improves their 

attitudes toward the organisation and lead to better employee-employer relationship.  

Furthermore, Rupp and Mallory (2015) also suggest that the constructs pertaining social 

exchange perspective can be treated as complementary process and helps to explain the 

mechanisms in determining how employees’ attitudinal and behavioural responses to CSR. In 

accordance with a more syncretic perspective on social exchange theory, De Roeck and Maon 

(2016) argue that this theory potentially explains better understanding of social-psychological 

mechanisms through CSR which can strengthen relationship with other employees and their 

organisation. For example, a firm’s CSR actions directed at employees create a reason for the 

employees to reciprocate with their positive behaviour towards the firm.  

2.3 CSR and Employee-related Outcomes 

This section provides a brief focus on the relationship between CSR and firm performance, the 

effects of CSR, and the business case for CSR. Over the past thirty years, the investigation of 

the relationship between CSR and firm performance has been an important debate in the literature 

(e.g., Margolis & Walsh, 2003; Peloza, 2006). As a result, three different types of studies have 

been found in the studies that examined the relationship between CSR and financial performance. 

The first group of researchers has asserted a negative relationship between CSR and financial 

performance (e.g., Wright & Ferris, 1997). This group has familiar arguments against CSR based 

on Friedman (1970), who argues that firms should focus solely on maximizing profits and creating 

wealth for shareholders. The second group has argued for the positive effects of CSR on financial 

performance (e.g., Waddock & Graves, 1997) and asserted that CSR can complement a firm’s 

economic objectives and the benefits from CSR lead to  increased profitability (Peloza, 2006). 

Due to the positive effects of CSR, the pressure on firms to engage in CSR has increased, 

meanwhile resisting it would trade-off profitability (McWilliams & Siegel, 2000). The third group 

has found no link between CSR and financial performance (e.g., Aupperle et al., 1985). From 

this perspective, results showed evidence that the relationship between CSR and financial 

performance have been inconclusive. 
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In addition to the investigation between 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 (see Sen & Bhattacharya, 2001). For example, firms that are 

responsive to an increasing number of both internal and external stakeholders will tend to develop 

a positive reputation (e.g., Fombrun & Shanley, 1990). Moreover, Branco and Rodrigues (2006) 

specify narrow benefits that firms may receive from CSR activities. These benefits may be derived 

in terms of internal benefits that firms may obtain such as an increased ability to attract better 

job applicants, while external benefits are related to the effects of a positive image with 

stakeholders. Since the benefits from CSR activities have been varied, Wood (2010) suggests 

that taking the business case approach would narrow the search for the relationship between 

CSR and financial performance and justifies why it is important for firms to be socially responsible. 

In particular, Carroll and Shabana (2010) refer to the term business case in the perspective of 

businesses pursuing CSR and other related activities because of the financial and other benefits. 

Furthermore, several benefits can be derived from CSR activities (Weber, 2008). For instance, 

positive effects on company image and reputation, positive effect on employee motivation, 

retention, and recruitment, cost savings, revenue increases from higher sales and market share 

and risk reduction or management. Although this study is not going to focus on the relationship 

between CSR and financial performance, the business case approach and the benefits that are 

derived from CSR have provided a foundation of why it is important to engage in CSR. 

Pratt, Pradies, and Lepisto (2013) have argued that broader CSR practices as promoting 

corporate-level initiatives while narrow CSR practices focusing on direct employee participation. 

A growing body of empirical research generally suggest that CSR results in the development of 

employee-related outcomes, such as employee organisational identification (Kim et al., 2010), 

job satisfaction (Brammer et al., 2007), commitment (Mueller et al., 2012), trust (Hansen et al., 

2011), and employee attraction and retention (D. Jones et al., 2014). The following sections will 

focus on the review of organisational commitment, employee engagement, and organisational 

citizenship behaviour (OCB). 

2.3.1 CSR and Organisational Commitment 

The relationship between CSR and organisational commitment has called much research 

attention (e.g., Brammer et al., 2007; Rayton et al., 2015). Allen and Meyer (1990) conceptually 

refer to organisational commitment in terms of affective, continuance, and normative commitment. 

Each component separately defines as an emotional attachment to the organisation, employees’ 
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perceived costs associated with leaving the organisation, and their feeling of obligation to remain 

with the organisation, respectively. Among these components, Allen and Meyer consider the 

affective commitment as the most important component which could affect employees committed 

to the organisation in the long term. Accordingly, this study takes the affective commitment as 

the appropriate component to investigate the relationship between CSR and employees. 

Moreover, there has been continued interest in CSR and organisational commitment at the 

individual level (e.g., Mueller et al., 2012; Rayton et al., 2015; Rego, Leal, Cunha, Faria, & Pinho, 

2010). This is because companies should consider employees’ perception of CSR and their 

feeling of attachment toward the organisation that may lead to superior firm performance (Lee et 

al., 2013). Accordingly, CSR may cause employees’ emotional, attitudinal, and behavioural 

responses (Rupp, Ganapathi, Aguilera, & Williams, 2006). In particular, the emotional response 

conceptually refers to affective commitment to the organisation in which Allen and Meyer (1990, 

p. 2) denote “an affective or emotional attachment to the organisation such that the strongly 

committed individual identifies with, is involved in, and enjoys membership in, the organisation”. 

This view has been corroborated by Brammer et al.’s (2007) study. That is, employee perceptions 

of CSR have an impact on organisational commitment which can be closely associated with 

greater job satisfaction. 

2.3.2 CSR and Employee Engagement  

A review of literature reveals that employee engagement has been conceptualised in three 

different ways. The first definition of engagement is the one from Kahn (1990, p. 694) that defines 

personal engagement as “the harnessing of organization members’ selves to their work roles [by 

which they] employ and express themselves physically, cognitively, and emotionally during role 

performances”. In a similar vein, Roberts and Davenport (2002, p. 21) define job engagement as 

a core aspect of representing an individual’s “enthusiasm and involvement in his or her job”.  

The second approach, considering an erosion of engagement with the job is an opposite of 

burnout (Maslach, Schaufeli, & Leiter, 2001). That is, burnout is characterised by low levels of 

activation and pleasure, whereas engagement is characterised by high level of activation and 

pleasure. Maslash et al. (2011) argue that engagement is distinct from other established 

constructs in positive psychology as it focuses on the work itself, which provides a more complex 

perspective on an individual’s relationship with work. Schaufeli, Salanova, González-Romá, and 

Bakker (2002) provide a third approach for employee engagement, asserting that job engagement 

and burnout are related to each other.  
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Engagement refers to “a more persistent and pervasive affective-cognitive state that is not 

focused on any particular object, event, individual, or behavior” (Schaufeli, Bakker, & Salanova, 

2006, p. 702). Vigor is characterized by high levels of energy and mental resilience while working, 

the willingness to invest effort in one’s work, and persistence even in the face of difficulties. 

Dedication refers to being strongly involved in one’s work and experiencing a sense of 

significance, enthusiasm, inspiration, pride, and challenge. Finally, absorption is characterized by 

being fully concentrated and happily engrossed in one’s work, whereby time passes quickly and 

one has difficulties with detaching oneself from work. Accordingly, this study adopted Schaufeli 

et al.’s (2006) definition and measure of engagement (i.e., Utrencht Work Engagement Scale-9 

[UWES-9]).  

Previous studies have found CSR-employee engagement relationship. That is, employee 

engagement could be a potential outcome of relationship development and attachment to co-

workers, workplace climate and opportunities for learning (Shuck, Rocco, & Albornoz, 2011). In 

Lee, Choi, Moon and Babin’s (2014) study, corporate philanthropy positively associates with both 

job engagement and organizational engagement in the context of hotel industry. It has been 

indicated in Lee et al.’s study that employees who feel that the hotel provides plenty of resources 

are likely to reciprocate with high engagement in both their job and hotel. Accordingly, the project 

uses employee engagement as potential outcome from CSR practices.  

2.3.3 CSR and Organisational Citizenship Behaviour 

The term ‘organisational citizenship behaviour’ (OCB) is defined as “individual behaviour that is 

discretionary, not directly or explicitly recognized by a formal reward system, and that promotes 

the effective functioning of the organisation in the aggregate” (Organ, 1997). OCB has recently 

received substantial attentions from researchers. However, researchers appear to have several 

views regarding the dimensions of citizenship behaviour. There are three important citizenship 

behaviours that researchers typically describe. The first operationalisation of OCB is by Organ’s 

(1988) five dimensions of altruism, conscientiousness, sportsmanship, courtesy, and civic virtue. 

The second approach by N. Podsakoff, Whiting, Podsakoff, and Mishra (2011) uses helping 

behaviour, voice behaviour, and organizational loyalty. The third approach by Raub and Blunschi 

(2014) indicates helping behaviour and voice behaviour that are frequently studied in the 

hospitality industry. Thus, this study followed Raub and Blunschi (2014) using helping behaviour 

and voice behaviour.  
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OCB is important to hospitality industry. This is because employees’ behaviours that go above 

and beyond job requirement can help improve delivering high service quality (Bienstock, 

DeMoranville, & Smith, 2003). Many researchers have examined factors that are closely 

correlated with OCB including human resource practices (Tang & Tang, 2012) and  organisational 

commitment (Fu et al., 2014). Their focus is on how organisational efforts influence OCB, less 

attention being paid to how hotels’ CSR practices could have an influence on OCB (Abdullah & 

Rashid, 2012). Recent study has found that employees’ perception of CSR positively related to 

OCB (H. Kim et al., 2017). Thus, helping behaviour and voice behaviour are used as the effects 

of CSR practices in this project.  

2.4 Conceptual Model 

 

Figure 2.1. Tentative Conceptual Model 
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Chapter 3: Method 

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: How does Corporate Social Responsibility (CSR) contributes to 

employee outcomes in Thai hotel sector? In addition, two research objectives were formulated in 

Chapter 2 to assist in the resolution of the research problem. In this chapter, the methods used 

to undertake the investigation and resolve the stated research problem are fully described and 

justified. Overall, this project 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 Phrase 1 was to guide the refinement of the questionnaire items for 

Phrase 2. Furthermore, the qualitative findings were expected to provide information about the 

nature of CSR practices and its outcomes for employees and organisations. 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 Phrase 2, a quantitative approach was 

undertaken to investigate the effects of CSR on employee outcomes. This second major study 

sought to comprehensively examine the model depicted in Figure 2.1. This model is a tentative 

conceptual model consisting of CSR practices and its consequences, such as employee 

engagement, helping behaviour, and voice behaviour. It is important to note that qualitative results 

may further suggest potential variables to represent potential employee outcomes.  

The chapter begins with a discussion of the overall research design and justification of the 

appropriate data collection techniques used for this thesis investigation. 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 in-depth interviews, while the 

second 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.  

3.1 Research Design 

Mixed methods research has recently gained popularity, which involves employing a combination 

of quantitative and qualitative approaches. 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 
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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). 

The use of mixed methods offers a better understanding of the research problem being studied 

when compared to a single-method study (Plano Clark, Cresswell, Green, & Shope, 2008). This 

approach allows researchers to use the strength of additional methods to overcome the 

weaknesses in another method (R. B. 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, such as requiring time to implement data collection and to report data analyses (Plano 

Clark et al., 2008). 

The purposes of combining qualitative and quantitative approaches are various and when 

considering a mixed methods research design, the researcher should identify the aim of 

conducting such research from the start (Tashakkori & Teddlie, 2008). In order to choose an 

appropriate research design, Greene, Caracelli, and Graham (1989) listed five purposes for 

employing mixed methods research. First, triangulation, which seeks convergence of results, is 

achievable. Second, using mixed methods is 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 as 

using mixed methods seeks to discover new perspectives by 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.  

In regard to the research design for a mixed methods approach, numerous authors have classified 

types of designs using different criteria. For example, Cresswell, Plano Clark, and Garrett (2008) 

suggest that there are two major types of mixed methods designs to answer the research problem 

under investigation: concurrent and sequential design. The concurrent design occurs in a parallel 

manner. In contrast, the sequential design occurs across chronological phases in which the 

results of the first phase lead to the formulation of the next phase (Teddlie & Tashakkori, 2009). 

Hence, a sequential design has been chosen for this study as Cresswell (2009) recommends the 

design procedures for a mixed methods study should be determined based on three aspects: 

timing, weighting, and mixing.  
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Although several decisions are required prior to conducting mixed methods research, there are 

similarities among these choices. In this project, 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 practices and its consequences within the Thai hotel context as well 

as to ensure the measurements for the main quantitative study were appropriate. Thus, in this 

project, qualitative data was first collected and analysed, followed by a quantitative study. 

3.2 Phrase 1: In-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 which qualitative data can be 

obtained are focus groups, observations or interviews. An in-depth interview is defined as a one-

to-one method of data collection from a conversation with the interviewees aiming for better 

understanding of and insights into the research issues (Hennink, Hutter, & Bailey, 2011). That is, 

researchers can gain rich and detailed information from the respondents through the interviews. 

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). From this perspective, the aim of utilising a qualitative study in 

this research was to gain better understanding of the nature of CSR practices as well as its 

consequences for employees and organisations within the Thai hotel sector. However, it is 

important to note that the primary purpose of utilising this qualitative information was to assist in 

scale refinement for the main survey development. In summary, undertaking a series of interviews 

prior to a major survey of managers and employees was considered a valued step. 

3.2.1 Instrument: Semi-Structured Interviews  

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, see Table 3.1. All 
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questions were all open-ended questions. 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. Accordingly, notes 

were taken to collect any details that could not be audio recorded, such as interviewees’ facial 

expression and interactions. 

Table 3.1 

An Interview Guide 

Manager Employee 
Introduction 
-To introduce objectives of the study, 
confidentiality, timing. 
-To explore CSR practices in the hotel 
industry. 
-To explore how managers explain why CSR 
improve employee and hotel performance. 

Introduction 
-To introduce objectives of the study, confidentiality, 
timing. 
-To explore CSR practices in the hotel industry. 
-To explore how employees explain why CSR 
enhances their performance and benefits to the 
hotel.  

Current hotel performance 
-What are the hotel’s mission and values 
are?  
-How importance of CSR is to the hotel?  

Employees’ responsibilities and typical workdays 
-What are your day-to-day task? 
-How did you start working for the hotel?  
-What did friends and families comment about you 
are working at the hotel? 

Exploring CSR activities 
-What are CSR practices that the hotel has 
done in the past?  
-What are the benefits that you could see 
from these activities? 
 

Employees’ experience with CSR 
-What did you know about CSR? 
-How did you involve in CSR> 
-Why did you volunteer to participate in these 
activities? 
-Whether you have benefited from or contributed to 
it? 

Understanding of employees’ relationships 
with CSR and hotels 
-What are your expectation from employees’ 
participation in CSR? 
-How CSR affects employees’ perceptions 
about the hotel? 

Employees’ relationship with the company 
-How CSR affects your attitude/perception about 
the hotel? 
-What did friends and families comment about you 
are participating hotel’s CSR activities?  
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3.2.2 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. This project used the purposive sampling technique by selecting units 

which provide information needed for answering the research questions (Teddlie & Yu, 2007). 

The sample was drawn from reliable government sources (i.e., the Tourism Authority of Thailand 

and the Thai Hotels Association) to ensure of the appropriate representativeness of the hotel 

sector in Thailand. Krabi was selected as per high tourist destinations in the South of Thailand.  

In addition, a snowball technique should be used together with other participant recruitment 

methods. The snowball approach, or network chain referral, was utilised by seeking further 

potential participants based on referrals (Neuman, 2006). 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). This referral procedure 

was helpful in gaining access to key participants who were actively involved in CSR activities. 

3.2.3 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 20-30 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 
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initial conversation was carried out utilising the questions in the interview guide. The conversation 

topic started with the CSR practices/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. 

3.2.4 Data Analysis 

Data was fully transcribed and then translated into English. The transcribed interviews were coded 

using NVIVO. Analysis of the interview transcripts then proceeded through several stages of 

thematic analysis to identify, analyse, and report different patterns of responses, as recommended 

by Braun and Clarke (2006). The transcripts were coded under several themes which are in line 

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 its outcomes for employees 

and organisations. 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 concepts proposed in the literature, to narrow the analysis of the themes. 

Results of interviews will be presented in Chapter 4.  

3.3 Phrase 2: A Quantitative Approach 

Self-administered questionnaires are one of the major methods in social survey research (Babbie, 

2013). 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). It also allows respondents to complete the questionnaire at their own pace 

(Malhotra, 2010). In an instrument development, this project used 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, four constructs were proposed in the 

conceptual model. One construct reflected independent variables while three constructs were the 

dependent variable.  

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 
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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). 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. 

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. The first 

section, a welcome message, was presented followed by an instruction on how to fill the 

questionnaire. The second section comprised questions about CSR practices and CSR 

participation. Next, the third section was designed to gain information from respondents about 

their level of agreement regarding employee outcomes. Last, the fourth section included five 

personal information questions which were gender, age, education, income, working department. 

This information was used to profile characteristics of the total sample.  

Once questionnaires were received, data were input into SPSS software for preliminary data 

screening. The analyses of descriptive statistics provide mean scores, standard deviations, and 

percentages in relation to each variable to uncover the details of CSR practices and its 

consequences. This study employed several analytical techniques to answer the research 

questions, such as Exploratory Factor Analysis (EFA), Confirmatory Factor Analysis (CFA), and 

regression analysis. Moreover, a partial least squares structural equation modelling approach 

(PLS-SEM) has gain popularity in predictive and explorative purposes and for handling complex 

models with small sample sizes (Richter, Sinkovics, Ringle, and Schlaegel (2016). The PLS 

approach is a nonparametric statistical method, which does not require the data to be normally 

distributed (Hair et al., 2017) and is now widely used by social science researchers (e.g., Chang 

and Busser, 2017). This approach was employed to examine model estimation in three steps: 1) 

to validate the outer (measurement) model; 2) to assess the inner (structural) model; and 3) to 

examine path coefficient to assess the path coefficients for each hypothesized relationship. 
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Chapter 4: Qualitative Results, Discussion, and Implication 

Semi-structured interviews were chosen as an appropriate technique to explore the nature of 

CSR practices and its outcomes. Fieldwork took place in Krabi province, especially Ao Nang area 

for three visits during September 2016 and September 2017. Hotels were initially contacted by 

telephone and efforts were made to determine who took responsibility about CSR practices at 

the hotel. When such information was determined, arrangements were subsequently made for 

interviews. A total of 14 participants were interviewed with the sample including six males and 

fourteen females, ages ranged from 26 to 55. Nine of them were managers and five were 

employees. After interviewing the eleventh interviewee who was a manager, similar responses 

were grouped together and considered sufficient for conducting thematic analysis. Another three 

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.  

4.1 Qualitative Results 

The findings from the interviews with managers and employees within the Thai hotel sector are 

discussed in two parts. First, information relating to the nature of hotels’ CSR practices is 

presented in Section 4.1.1. Several categories of practices were indicated. Second, the findings 

regarding CSR outcomes are reported in Section 4.1.2. This part includes employee benefits 

derived from CSR, such as emotion, helping colleagues, and meaningfulness. A summary of the 

qualitative findings is provided in Section 4.1.3, before moving to Section 4.2 relating to discussion 

and implications.  

NVIVO software was used to analyse and organise data. Data were firstly transcribed, loaded 

into NVIVO, and then framed according to the pre-established concepts discussed in Chapter 2, 

Section 2.4. Most of the comments from the interviews corresponded closely with CSR practices 

identified from the literature. However, utilising a semi-structured interview technique allowed for 

the emergence of new understanding of CSR outcomes from the data collected, particularly 

regarding helping behaviour and meaningfulness. These themes are discussed in Section 4.1.1 

and Section 4.1.2, respectively. 

Feature visualising data in NVIVO allows data to be further explored, identify new themes, and 

discover new perspectives. Figure 4.1 illustrates all themes/nodes derived from interview data. 

Using nest shapes showed varying size and colours to compare data and themes emerged from 
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the interview. The orange colour categorised under the theme ‘employee benefits’ which covered 

50% of area. The theme ‘manager feedback’ covered half of the theme employee benefits, see 

Figure 4.2. While employee benefits and manager feedback are the major themes from the 

interviews, the sub-themes of emotion and helping largely emerged from the data in Figure 4.3.  

 

Figure 4.1. All Themes from Interview Data  

 

 

 

 

 

 

 

Figure 4.2. All Themes under Manager Feedback 

 

 

Figure 4.3. Comparing Themes under Manager Feedback 
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4.1.1 Categories of CSR Practices 

In this section, the interviews provide an overall picture of the nature of CSR practices identified 

by managers. Overall, six categories of CSR practices were identified. These were activities for 

community, donation, activities involving education, environmental activities, employee activities, 

and relating to religion. Among all six categories, environmental activities and donation were 

easily recognised by managers. In addition, a manager expressed the importance of these CSR 

activities in stimulating and communicating with other staff. Thus, CSR perception is another 

theme under CSR practices. Table 4.1 shows the a summary of these seven themes under CSR 

practices.  

4.1.2 CSR outcomes 

This section reports CSR outcomes identified by managers. Data were firstly coded under the 

theme ‘manager feedback’ and then redo the screening and categorising data under specific 

outcomes mentioned by managers. These outcomes are identified in terms of how employees 

showed their emotion, how managers perceived the meaningfulness from CSR, showing 

engagement, strengthening relationship, and helping and voice behaviour. Overall, seven 

categories emerged from the data. It has been found that emotion and helping behaviour are 

highly coded under manager feedback. Table 4.2 shows these seven categories. 
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Table 4.1 

A Summary Table of Identifying CSR Practices 

Theme Frequency Meaning Evidence 

1. Environmental 

activities 

10 A manager talked about CSR practices initiated by 

headquarter which explain about several 

environmental concerns within internal management 

of the hotel as well as concerns toward the 

community.  

“…Planet 21 Project is everything relating to environment, 

colleagues, and community around the hotel. This project is 

initiated under the chain standard to enhance our internal 

management from water and electricity usage, waste management. 

We ensure that our batteries are trashed into the right bin. We 

categorised different types of wastes including recycle waste…” 
(Informant 8) 

2. Donation 8 A manager talked about several donations were 

contributed by the hotel for several institution. This 

hotel tends to target children, students, and schools. 

“…we have CSR activities that we donated goods for students 

during New year season. We organised activities for Children’s 
day. Recently, we just donate cloths for students…” (Informant 8) 

3. Community 5 A manager highlights the location the hotel selected 

as it is in a need of resources. Thus, the activity was 

designed in this area aiming for a type of on-going 

activity that will be carry on for few years.  

“…we always gave money to Baan Song Pandin School around 

50,000 baht. This is an on-going project from last year that we 

already built canteen. This school is in remoted area and its 

location is far away and dangerous area…” (Informant 2) 

4. Employee 

activities 

4 A manager seemed to like this project that provided 

good results for her staff.  

“…clear example would ‘White Hotel’ project with Thai Health 

Promotion Foundation about anti-drug campaign. We checked our 

staff, sometime randomly…We promoted non-smoking campaign 
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Theme Frequency Meaning Evidence 

which is almost 100% successful. Most staff were in well-

coordinated. Some of them could reduce their smoking around 5-8 

cigarettes…” (Informant 6) 

5. Education 2 A manager expressed that local education is one of 

his focus. He seems to see the importance of 

supporting local community.  

“…in terms of education institution, we have MOU with local 

colleges, such as Phuket Technical College. For our hotel, we have 

MOU with Krabi Technical College. We would like to support 

local…” (Informant 1) 

6. Religion 2 Only a manager mentioned about this activity, 

however the hotel participated in every occasions.  

“…about offering food to monks for every occasions. Staff are well-

participated…” (Informant 6) 

7. Perception 3 Among all managers, this manager explained how 

CSR practices can be a good communication tool for 

other staff to perceive the importance of responsible 

practices for society. 

“…it is like cultivating them about responsible practices for local 

community and for society. Sometime, we circulate this information 

for other staff to see that these activities are beneficial…” 
(Informant 7) 
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Table 4.2 

A Summary Table of Categories under CSR Outcomes 

Theme Frequency Meaning Evidence 

1. Emotion 17 Managers expressed how employees 

participated in CSR show their happiness in 

different ways. Happiness may take place in 

the part of being helpful for others and can be 

revealed through facial expression.  

“…It is an activity about being a giver offers you happiness. That is how it helps…” 
(Informant 9) 

“…after doing it, they all were having smiling face and happy. Making merit made 

you feel good. Like you are enjoy playing sport. Everyone is happy, it is personal 

happiness. The hotel allows family and kids to participate. That is much (flexibility) 

offered by the hotel…” (Informant 6) 

2. Helping 16 Managers identified that helping behaviour can 

be seen with the department and difference 

departments. Sharing story with other friends 

who did not attend can be seen as an open-up 

conversation that helps strengthening 

relationship and stimulates helping 

environment.  

“…good team spirit in their department, with different department too. They help 

each other in each department…” (Informant 6) 

“…first of all, they will talk among them that ‘I went to do this activity’. Sharing this 

story, somehow, strengthening their relationship. For those who did not go, sharing 

is kind of open-up their conversation, helping will come afterward…” (Informant 8) 

3. Meaningful 9 Managers expressed meaningfulness is a 

personal thing which may not relate to work. It 

may come from being a giver or seeing things 

“…I see it as personal meaningful deriving from being a giver. This actually directs to 

person. Especially when serving other, they feel more empathy. Caring is foundation 

of delivering service culture including being humble, perceiving others’ feeling first, or 

doing something good for others. This type polishes up a good person for 

society…which brings them meaningfully…” (Informant 2) 
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Theme Frequency Meaning Evidence 

in a different way from participating in CSR 

activities.  

“…seem like they see the benefits which are different. Instead of serving customers, 

I get chance to see the sea, collect trash. After that, they could see different results, 

the beach is clean. Seeing this makes them feel good…” (Informant 8) 

4. Engagement 5 Managers indicated their level of enthusiasm 

is increased for participating in CSR and 

engagement can be seen in terms of their 

active performance.  

“...this type of activity offered teamwork. When we organised once and will organise 

next one, everyone is so enthusiastic to participate and many more want to 

attend…” (Informant 8) 

“…All right, nothing to say about their spirit, they are actively in performing…” 
(Informant 2) 

5. Morale 3 A manager notices the improvement in 

employee motivation.  

“…in terms of motivation, I think it improves. Like we did merit making. We are 

grateful and this will help…” (Informant 9) 

6. Leader-

member 

exchange 

2 Managers indicated that CSR may promote 

better relationship among employees as well 

as between boss-employee relationship.  

“…from another perspective, this activity will help regarding employee-employee 

relationship as well as boss-employee relationship too…” (Informant 5) 

 

7. Voice 2 Managers expected to see voice from their 

employees. A manager mentioned about she 

saw her staff could speak up and share her 

opinion.   

“…but somehow during their participation, they could speak up, share their opinion 

which sound genuine to me…” (Informant 7)  

“…actually, I see that managers should encourage staff to be confident in doing…” 
(Informant 3) 
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4.1.3 Summary of Qualitative Results 

The previous sections reported the interview results. The interviews provided the nature of CSR 

practices and its outcomes. Overall, several categories of CSR practices emerged from the 

interview as well as a wide range of outcomes identified by managers. Accordingly, many 

outcomes were congruent with the literature review presented in Chapter 2, such as employee 

engagement and OCB. Moreover, the interview results were informative to provide further 

understanding of CSR outcomes from manager perspective. These results were then used to 

refine the conceptual definition and the tentative conceptual model proposed in Chapter 2. Three 

themes emerged from the data that have not reviewed in Chapter 2 are emotion, meaningfulness, 

and leader-member exchange. Accordingly, the measures of these themes are included in the 

survey instrument and are not the focus in this report.  

In Section 2.4, four constructs were proposed in a tentative conceptual model to explain 

consequences of CSR practices. This section reports the integration of the existing measures 

from the literature, together with the interview findings from Section 4.1. 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 closely reflect on 

measures for the Thai hotel context. That is, the construct of CSR practices is measured using 

CSR perceptions and CSR participation. In line with Maignan and Ferrell (2004), various CSR 

initiatives should be investigated jointly in any one research study so that differential effects can 

be appropriately determined. Several addition constructs are used in the survey instrument. 

However, this report focuses on five constructs including CSR perception, CSR participation, 

employee engagement, helping behaviour, and voice behaviour. Other constructs will be 

presented in the forms of published articles and proceeding papers. Table 4.3 illustrates the 

revised conceptual definition for each construct. Figure 4.5 shows the revised conceptual model 

used in this report. 
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Table 4.3. 

Revised Definitions of Constructs  

Construct Definition Source 

CSR perceptions an extent to which employees perceives their 

hotel as socially and environmentally 

responsible. 

Vlachos et al. 

(2014) 

CSR participation an extent to which employees participate in 

CSR activities on voluntary basis.   

Vlachos et al. 

(2014) 

Employee engagement the extent to which employees have a positive, 

fulfilling work-related state of mind that is 

characterized by vigor, dedication, and 

absorption. 

Schaufeli et 

al. (2006) 

Helping behaviour discretionary behaviours that have the effect of 

helping a specific other person with 

organisationally relevant task or problem. 

Podsakoff et 

al. (1990)  

Voice behaviour the extent to which employees emphasize 

expression of constructive challenge intended 

to enhance work performance within their 

department. 

Van Dyne 

and LePine 

(1998) 

Meaningful work the extent to which employees perceive work-

related activities as more meaningful to them. 

May, Gilson, 

and Harter 

(2004) 

Leader-member exchange the quality of the exchange relationship that 

exists between employees and their 

supervisors. 

Graen and 

Uhl-Bein 

(1995) 

Perceived organisational 

support 

employees form general beliefs concerning 

how much the organisation values their 

contributions and cares about their well-being. 

Rhoades, 

Eisenberger 

and Armeli 

(2001) 
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Figure 4.4. Revised Conceptual Model. 

 

Qualitative results were further used to assist scale refinement for each construct used in the 

study. Table 4.4 shows the revision version of measurement items used for each scale. The 

proposed survey instrument questions were ready for further evaluation and testing. Expert 

reviews was employed to ensure the content and face validity for each construct. Five experts 

were given an item review document that contained the definition for all constructs and items. 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 by the researcher. 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. Accordingly, 

minor changes were made and the survey instrument was ready to be used for data collection.  
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Table 4.4.  

The measurement items for each scale 

Construct Measures 

CSR perceptions -My hotel has environmentally responsible business practices.  

-My hotel provides substantial support for socially responsible 

activities. 

-My hotel encourages employees to participate in activities that 

enhance the well-being of society 

-My hotel has incorporated socially/environmentally responsible 

activities into the guest experience.  

-My hotel devotes a lot of time and money to help wide sections of 

Thai community. 

-My hotel has shown strong support for the preservation of Thai's 

traditional culture and heritage activities. 

-My hotel participates in many activities to enhance the quality of 

the environment. 

CSR participation -I voluntarily contribute my time to participate in my hotel’s CSR 

activities. 

-I am actively involved in CSR activities at my hotel. 

- I participate in every new CSR activity at my hotel.  

-My job requires me to be involved in my hotel’s CSR programs. 

-I perform CSR-related tasks for the hotel during my time off.  

-My hotel expects me to be involved in CSR activities, as part of 

my job.  

-I am involved in a lot of hotel’s CSR activities on a voluntary basis. 

Employee engagement -I put a lot of energy into my work at the hotel. 

-I feel strong and vigorous in my work at the hotel. 
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Construct Measures 

-I look forward to going to work. 

-Time goes very quickly when I am working at the hotel. 

-My work is very absorbing. 

-I get fully immersed in my work activities.   

-I am proud of the work that I do. 

-I am enthusiastic about my work at the hotel.  

-I feel inspired when I am at work. 

Helping behaviour -I help my hotel colleagues who have been absent. 

-I help others at the hotel who have heavy work load. 

-I help orient new staff, even though it is not required. 

-I willingly help colleagues who have work-related problems.  

-I am always ready to lend a helping hand to hotel colleagues. 

Voice behaviour -I make recommendations concerning issues that affect my work 

colleagues. 

-I speak up and encourage others in my department to get involved 

in issues that affect us. 

-I communicate my opinions about work issues to others in my 

department even when my colleagues may disagree with me. 

-I keep well informed about issues which might be useful to my 

department. 

-I get involved in issues that affect the quality of work life here in 

my department. 

-I speak up in my department with ideas for new projects or changes 

in procedures. 

Meaningful work -The work I do at the hotel is very important to me.  

-My job activities at the hotel are personally meaningful to me. 
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Construct Measures 

-The work I do at the hotel is very worthwhile.  

-My job activities at the hotel are significant to me.  

-The work I do on this job at the hotel is meaningful to me.  

-I feel that the work I do in my job at the hotel is valuable. 

Leader-member exchange -My supervisor understands my job-related problems and needs. 

-I know where I stand with my supervisor.  

-My supervisor recognises my potential.  

-My supervisor would use his/her power to help me solve work 

related problems.  

-My supervisor would “bail me out’ at his/her expense. 

-I defend and justify my supervisor’s decision when he/she is not 

present to do so.  

-I have an effective working relationship with my supervisor. 

Perceived organisational 

support 

-My hotel really cares about my well-being.  

-My hotel strongly considers my goals and values. 

-My hotel shows substantial concern for me. 

-My hotel cares about my opinions. 

-My hotel is willing to help me if I need a special favour.  

-Help is available from my hotel when I have a problem. 

-My hotel would forgive an honest mistake on my part. 

 

4.2 Discussion and Implications  

While the primary purpose of utilising qualitative results in this project was to assist in scale 

refinement for the main survey development, the findings from the interviews offers better 

understanding of the nature of CSR practices as well as its consequences for employees and 

organisations within the Thai hotel sector. CSR practices are important for employees, which 
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expands the notion of work to go beyond traditional job and organisational boundaries (Aguinis & 

Glavas, 2017). This can be explained from Rupp et al. (2018) that CSR can contribute benefits 

to society in general as well as fulfil employees’ experienced meaningfulness at work. In line with 

qualitative results, three new themes emerged from the interviews suggesting emotion, 

meaningfulness, and leader-member exchange are in forms of employee outcomes in addition to 

the pre-establish concepts reviewed in Chapter 2. This result is consistent with other studies which 

explain that affective disposition is linked to positive work experiences. This is because positive 

emotions (e.g., joy, interest, contentment) might facilitate people’s proactive and adaptive work 

behaviours which can be further explained in terms of all kinds of team-building and committed 

action that is associate with meaningful work (Steger, Littman-Ovadia, Miller, Menger, & 

Rothmann, 2013). In other words, people with positive affective dispositions may enhance their 

own work engagement and helping others, which result in creating positive working relationships 

(Leiter & Maslach, 1988). 

Furthermore, the results offer some practical implications for organisations. By understanding the 

consequences of CSR practices from manager perspective, organisation can work towards 

creating an environment that will enhance engagement. This result may offer suggestions to hotels 

to use this concept of fostering positive emotion and meaningful work as an employment selection 

criterion. While meaningful work and employee engagement were mentioned by managers, 

previous studies indicated that meaningful work is likely to be a stronger predictor of employee 

engagement than positive emotion (Steger et al., 2013). Hotels should recognise the importance 

of meaningful work as a predictor of engagement at work. Especially for new talents, HR managers 

should set up meaningful work as a selection procedure, for example probing questions for 

candidate interview relating to how work is important to him/her and what task/responsibility is 

meaningful to his/her life. For current employees, HR managers may design CSR activities 

targeting on the enhancement of employees’ sense of meaningfulness at work. This might 

demonstrate how employees’ participation in CSR aligns with their personal meaningful to hotel’s 

core values, how their efforts are an integral mechanism to the hotel’s function that are altogether 

fostering opportunities to serve social benefits and community through their work.  

Moreover, previous research efforts in CSR have also explicitly addressed the mediating effect of 

affective commitment (e.g., Chun, Shin, Choi, & Kim, 2013). For example, Gong, Law, Chang, 

and Xin’s (2009) findings indicate that employees reciprocate exchange relationship offered by 

companies’ treatment with greater commitment to their companies when they perceive high level 

of CSR. While usual mediators/moderators used in studies were firm size or industry (Grewatsch 
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& Kleindienst, 2015), it would be interesting to examine mediating and/or moderating factors on 

the CSR-outcome relationship would support this study. Future study may focus mainly on the 

mediation effect of employees’ emotion, meaningful work, or exchange relationship in the model.  
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Chapter 5: Quantitative Results, Discussion, and Implications  

The second objective in this study is to examine the effects of CSR on employee outcomes from 

the perspectives of hotel employees. According to the revised conceptual model, this study 

focused on three employee outcomes: employee engagement, helping behaviour, and voice 

behaviour. This chapter outlines demographic and background information. Then, the survey 

results are presented according to the revised conceptual model, see Figure 4.4. Two models are 

presented based on its dependent variables. The first model examines the effects of CSR on 

employee engagement (Hypothesis 1a and 1b). The second model investigates the effects of 

CSR on helping behaviour (Hypothesis 2a and 2b) and voice behaviour (Hypothesis 3a and 3b). 

The discussion and research implications also provide in the following sections of each model’s 

results.  

5.1 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 using descriptive 

statistics, such as mean and percentage. Two hundred ninety-five questionnaires were delivered 

in total to the ten participating hotels in Aonang, Krabi. The completed survey procedure resulted 

in a total of 265 survey responses. Twenty responses had some sort of data missing that brought 

down the count to 245 useable responses, yielding a response rate of 83%. 

Of the 245 useable responses received, 62% of respondents were female, reflecting a domination 

of female respondents working in hotels. Most of the respondents in this study were Generation 

Y (79%) and Generation X (21%). The majority of the respondents (50%) had a university 

undergraduate degree. They were mainly from four departments: front office (18%); accounting 

(17.6%); housekeeping (17.1%); and food and beverage (12.7%). Further, almost 74% of the 

respondents who participated in this study were from chain hotels and 26.12% from independent 

hotels.  

5.2 Model 1 

Model 1 examines the effects of CSR on employee engagement. A set of hypotheses is listed as 

follows: 

H1a: CSR perception has a positive effect on employee engagement. 

H1b: CSR participation has a positive effect on employee engagement. 
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5.2.1 Measurement Model 

Partial least squares (PLS) with SMARTPLS software version 3.0 was used in estimating the 

measurement model and the path coefficients in the structural model. Accordingly, a sampling 

guideline for PLS-SEM indicates that the minimum sample size should be ten times the largest 

number of indicators used to measure a construct (Hair, Hult, Ringle, & Sarstedt, 2017). This 

approach suggests that the current study for five indicators would need 50 observations for the 

minimum sample size. Thus, sample size is adequate to run statistical analyses using PLS. 

Results of measurement model present the estimations of individual reliability and the factor 

loadings. Table 5.1 presents average variance extracted (AVE) and composite reliability (CR) 

values. The heterotrait-monotrait (HTMT) ratio has been considered as a traditional assessment 

method to establish discriminant validity at the recommended threshold of 0.90. A boot-strapping 

procedure with 5000 subsamples was employed to assess the measurement model using three 

constructs including CSR perception, CSR participation, and employee engagement. The results 

suggest the existence of discriminant validity among the constructs, see Table 5.2.  

5.2.2 Structural Model 

Before testing the hypotheses, multicollinearity was assessed using the variance inflation factor 

(VIF) for each variable. Results indicate the highest VIF occurs for employee engagement (ed8) 

variable (VIF =3.264). This value does not exceed the threshold of 5.00 suggested by Sarstedt, 

Ringle, Smith, Reams, and Hair (2014). Accordingly, the problem of multicollinearity is not a 

concern in this study. Results of structural model reveal that all structural regression coefficients 

were significant (see Figure 5.1). The R2 results reveal that 69.30% the variance of employee 

engagement can be explained by CSR perception and CSR participation in the model. The path 

estimate show that CSR participation (b = 0.45, p < 0.01) and CSR perception (b = 0.37, p < 

0.01) had a significant positive effect on employee engagement. Thus, Hypothesis H1a and H1b 

are supported.  
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Table 5.1 

Assessment Results of the Measurement Model 

Construct/Associated items Loading CR AVE 

CSR perception 

C1 

C3 

C5 

C6 

 

0.907 

0.820 

0.802 

0.839 

0.907 0.711 

CSR participation 

PAR1 

PAR2 

PAR3 

PAR4 

 

0.807 

0.751 

0.873 

0.717 

0.868 0.622 

Employee engagement 

Ea4 

Ea5 

Ed8 

Ev1 

Ev3 

 

0.772 

0.800 

0.850 

0.883 

0.704 

0.901 0.647 

 

Table 5.2 

Discriminant Validity (HTMT) 

Construct 1 2 3 

1. CSR perception    

2. CSR participation 0.850   

3. Employee engagement 0.776 0.819  
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Figure 5.1. Results of Model 1 

5.2.3 Discussion and Implications 

This study investigates the effects of CSR perception and CSR participation on their engagement 

at work. Prior research supports the association between employees’ CSR perception and their 

work engagement. That is, CSR enables employees being more engaged as they bring more of 

their whole selves to work (Glavas, 2016). In contrast, previous study of Ferreira and Real de 

Oliveira (2014) found no support of CSR policies and practice can boost engagement and no 

difference between internal and external forms of CSR. In this project, the result not only suggests 

a positive impact of perceived CSR that pays off in terms of increased employee engagement at 

work, but it also highlights the importance of making employees participating in CSR activities. 

This result has shown variance in employees perceived and participated in CSR activities. That 

being said, this finding suggests undertaking CSR, not only does this suggest an opportunity to 

strengthen a work environment that is designed to support the positive development of energy, 

vigor, involvement, dedication, absorption, and effectiveness among its employees (Maslach et 

al., 2001). It also suggests where managers supports employees’ participation in CSR, in that 

managers should be successful in promoting their well-being and productivity.  
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5.3 Model 2 

Model 2 examines the effects of CSR on helping behaviour and voice behaviour. A set of 

hypotheses is listed as follows: 

H2a: CSR perception has a positive effect on helping behaviour. 

H2b: CSR participation has a positive effect on helping behaviour. 

H3a: CSR perception has a positive effect on voice behaviour. 

H3b: CSR participation has a positive effect on voice behaviour. 

5.3.1 Measurement Model 

Following data analysis in the above section, results of measurement model present the 

estimations of individual reliability and the factor loadings. Table 5.3 presents average variance 

extracted (AVE) and composite reliability (CR) values. The heterotrait-monotrait (HTMT) ratio has 

been considered as a traditional assessment method to establish discriminant validity at the 

recommended threshold of 0.90. A boot-strapping procedure with 5000 subsamples was employed 

to assess the measurement model using three constructs including CSR perception, CSR 

participation, and employee engagement. The results suggest the existence of discriminant validity 

among the constructs, see Table 5.4.  

Table 5.3 

Assessment Results of the Measurement Model 

Construct/Associated items Loading CR AVE 

CSR perception 

C1 

C3 

C5 

C6 

 

0.877 

0.808 

0.830 

0.855 

0.907 0.710 

CSR participation 

PAR1 

PAR2 

PAR3 

PAR4 

 

0.838 

0.761 

0.855 

0.695 

0.868 0.624 
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Construct/Associated items Loading CR AVE 

Helping behavior 

H2 

H3 

H4 

 

0.699 

0.762 

0.812 

0.802 0.576 

Voice behavior 

V1 

V2 

V3 

V4 

 

0.856 

0.728 

0.823 

0.832 

0.885 0.658 

 

Table 5.4 

Discriminant Validity (HTMT) 

Construct 1 2 3 4 

1. CSR perception     

2. CSR participation 0.850    

3. Helping behavior 0.761 0.891   

4. Voice behavior 0.771 0.850   

 

5.3.2 Structural Model 

Before testing results, multicollinearity was assessed using the variance inflation factor (VIF) for 

each variable. Results indicate the highest VIF occurs for CSR perception (C5) variable (VIF 

=2.941). This value does not exceed the threshold of 5.00 suggested by Sarstedt et al. (2014). 

Accordingly, the problem of multicollinearity is not a concern in this study. Results of structural 

model reveal that all structural regression coefficients were significant (see Figure 5.2). The R2 

results reveal that 78.50% the variance of helping behaviour and 72.50% of voice behaviour can 

be explained by CSR perception and CSR participation in the model. The path estimate shows 

that CSR perception (b = 0.22, p < 0.05) and CSR participation (b = 0.58, p < 0.01) had a 

significant positive effect on helping behaviour. Thus, Hypothesis 2a and 2b are supported. 
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Results also indicate that CSR perception (b = 0.31, p < 0.01) and CSR participation (b = 0.51, 

p < 0.01) had a significant positive effect on voice behaviour. Accordingly, Hypothesis 3a and 3b 

are supported. 

 

Figure 5.2. Results of Model 2 

5.3.3 Discussion and Implications 

Since employees recognise the importance of CSR, the current study focused on employees’ 

perception and participation of CSR in the Thai hotel context. Model 2 proposed that CSR 

perception and CSR participation have a positive influence on helping behaviour and voice 

behaviour. Results showed that hotel employees’ CSR perception and CSR participation positively 

influence their helping behaviour and voice behaviour. These results indicate that CSR 

participation has stronger effect on helping behaviour and voice behaviour than CSR perception. 

The present study extend H. Kim et al.’s (2017) findings by integrating social exchange 

perspective for demonstrating that employees’ perception and participation of CSR activities may 

create positive work environment benefiting better service quality and ultimately encourage 

employees to carry out positive work behaviour in terms of helping colleagues and sharing ideas 

among colleagues. This perspective has contribution to the understanding of work engagement 

that benefits hotel operations, which is an important issue in the service management of hotel 

industry.   
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ABSTRACT 

 

Despite the popularity of corporate social responsibility (CSR) studies, little has been investigated regarding the 

mechanism underlying employees’ reaction to CSR. According to social exchange perspective, CSR can promote 

employee citizenship behavior. Previous studies focus on CSR reputation in the hospitality industry, however this 

study investigates whether meaningful work mediates the effect of CSR participation on helping behavior. Partial 

least squared-structural equation modelling (PLS-SEM) and multigroup analysis were used to analyze data from 

245 employees working at independent/chain hotels in Krabi province in Thailand. Results show that meaningful 

work fully mediates the effect of CSR participation on helping behavior for those employees working in 

independent hotels. This means that meaningful work is an important process promoting helping behavior in 

independent hotels. The practical implications for this study suggest that independent hotels should call for 

employees’ participation in CSR activities in order to promote a more positive work outcome. 

 

Key Words: corporate social responsibility; organizational citizenship behavior; meaningful work; helping 

behavior; hotel employees; Thailand. 
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INTRODUCTON 

Today, corporate social responsibility (CSR) has become an integral part of business paradigm. Companies in the 

western countries use CSR activities to bring employees closer together by stimulating a concrete, coherent, and 

consistent communication process (Bhattacharya et al., 2008). This is because employee perceptions of CSR are 

important for firm performance (Lee, Park, Lee, 2013). While empirical findings indicate that CSR contributes to 

financial outcomes (e.g., Inoue & Lee, 2011; Kang, Lee, & Huh, 2010; S. Lee & Park, 2009), little is known about 

CSR from the employees’ perspective. Based on the review of Aguinis and Glavas (2012), an emphasis on the 

micro level, such as the individual level, is accounted for only 4% of CSR studies in the journal of management 

and psychology. Moreover, a group of researchers have focused on the contribution of CSR on substantial benefits 

and on the development of employee outcomes, such as employee organisational identification (H. R. Kim et al., 

2010), job satisfaction (Brammer et al., 2007), commitment (Mueller et al., 2012), trust (Hansen et al., 2011); and 

employee attraction and retention (D. Jones et al., 2014). Accordingly, we aim to focus on employee-related 

outcomes from CSR, for instance organizational citizenship behavior (OCB). 

 

Over the years, OCB has received substantial attention from researchers. OCB’s most widely used definition comes 

from Organ (1988, p. 4) which refers to “individual behavior that is discretionary, not directly or explicitly 

recognized by the formal reward system, and that in aggregate promotes the effective functioning of the 

organization”. For instance, an individual’s helping behavior, such as helping other colleagues, solving coworkers’ 

problems, and voluntarily orienting new staff- may support other team member as well as the entire team 

performance, resulting in efficiently assisting in operations and effectively attributing financial and human 

resources (Organ, 1988). Moreover, researchers appear to have several views regarding the dimensions of OCB. 

Organ categorized OCB into five types of behavior: altruism; conscientiousness; sportsmanship; courtesy; and 

civic virtue. Furthermore, Podsakoff, Whiting, Podsakoff, and Mishra (2011) use helping behavior, voice behavior, 

and organizational loyalty. Simialarly, helping behavior and voice behavior are frequently studied in the hospitality 

industry (Raub & Blunschi, 2014). This is because employees who go ‘above and beyond’ established routines are 

believed to deliver excellent service which exceeds customers’ expectations (Ma & Qu, 2011). Thus, helping 

behavior is the focus in this study.  

 

Furthermore, scholars have recently begun exploring CSR-OCB relationship, with studies finding a positive and 

significant relationship between CSR and OCB in hospitality industry (e.g., Choi & Yu, 2014; Fu et al., 2014). 

One reason is that in the social identity theory, employees whose beliefs and identifications are similar to their 

organization tend to share and act in best interests (Mael & Ashforth, 1992). Social exchange theory further 

supports the CSR-OCB relationship based on the existence of reciprocity norms (Cropanzano & Mitchell, 2005). 

This social exchange perspective is based on voluntary actions which may be initiated by an organization’s 

treatment of its employees with the expectation that such treatment in terms of activities and support given to 

employees will be reciprocated (Cropanzano & Mitchell, 2005). The integration of social identification into 

organisational and psychological research has been used as a theoretical perspective explaining the relationship 

between CSR and employees’ attitude and behaviours. Both theories imply that organizational practices are 

perceived and interpreted by employees, who subsequently would use the information for further actions. 
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Moreover, CSR practices may foster meaningfulness at work. This is because CSR activities promote employees’ 

goals, values, and beliefs toward their organizations (Pratt & Ashforth, 2003) and enhance better relationship 

among employees (Supanti et al., 2015). According to Pratt and Ashforth (2003), organizations may exemplify 

meaningfulness-at-work practices through activities that build organizational communities. Particularly, these 

community-building activities allow employees to include their membership in the organization by realizing their 

similarity, creating deeper interpersonal bonds, and blurring boundaries between work and non-work life. As such, 

the process of fostering meaningfulness-at-work practices may allow employees to express who they are while at 

work. That is, these practices lead to meaningfulness-in-work when they perceive these given opportunities and 

resources to perform their work. Furthermore, empirical work has linked meaningful work to important work 

outcomes, such as promoting engagement (Kahn, 1990; May et al., 2004; Saks, 2006) and OCB (Purvanova, Bono, 

& Dzieweczynski, 2006). In addition to CSR-OCB relationship, meaningful work could mediate this relationship. 

This is because employees who perceived working in socially responsible organizations, they tend to feel pride 

working at their organization, which lead to meaningfulness at work that stems from being membership in the 

organization (Aguinis & Glavas, 2013). Accordingly, meaningful work has been used as the mediator in Woods 

and Sofat (2013) and Raub and Blunschi (2014). Therefore, this study will examine meaningful work as the 

mediator in the relationship between CSR participation and helping behavior. Hence, the research hypotheses are 

as follows: 

H1: CSR participation positively influences helping behavior.  

H2: Meaningful work mediates the effect of CSR participation on helping behavior.  

 

METHOD 

Data collection was carried out through self-administered questionnaire aimed at the hotel’s employees 

participating in CSR activities. Data was collected from employees of ten chain and independent hotels operating 

in Krabi, Thailand, specifically, the target population covered hotels with a minimum of rating of four stars. 

Initially, 245 questionnaires were complete responses. Sixty-two percent of respondents were female and held 

bachelor degree (50%). Employees were mainly from four departments: front office, accounting, housekeeping, 

and food and beverage. For measures, CSR participation was formed using four items adapted from Vlachos, 

Panagopoulos, and Rapp (2014). For example, “I participate in every new CSR activity at my hotel”. Six items 

were adopted from May et al. (2004), measuring meaningful work for example “The work I do at the hotel is very 

important to me”. The measure of OCB consisting of five items adopted from Podsakoff, MacKenzie, Moorman, 

and Fetter (1990), referring to discretionary behaviors that have the effect of helping a specific other person with 

organizationally relevant task or problem. For instance, “I help my hotel colleagues who have been absent”. The 

five-point Likert scale ranging from one (strongly disagree) to five (strongly agree) was used in survey. 
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RESULTS 

To test the hypotheses, we employed partial least squares (PLS) with SMARTPLS software version 3.0 in 

estimating the measurement model and the path coefficients in the structural model. Results of measurement model 

present the estimations of individual reliability and the factor loadings. Table 1 presents average variance extracted 

(AVE) and composite reliability (CR) values. The heterotrait-monotrait (HTMT) ratio has been considered as a 

traditional assessment method to establish discriminant validity at the recommended threshold of 0.90. A boot-

strapping procedure with 5000 subsamples was employed to assess the measurement model using three constructs 

including CSR participation, meaningful work, and helping behavior. The results suggest the existence of 

discriminant validity among the constructs, see Table 2.  

 

Table 1 

Assessment Results of the Measurement Model. 

Construct/Associated items Loading CR AVE 

CSR participation 

PAR1 

PAR2 

PAR3 

 

0.840 

0.759 

0.878 

0.866 0.684 

Meaningful work 

M1 

M3 

M6 

 

0.849 

0.772 

0.772 

0.840 0.637 

Helping behavior 

H1 

H2 

H3 

 

0.662 

0.700 

0.841 

0.780 0.545 

 

Before testing the hypotheses, multicollinearity was assessed using the variance inflation factor (VIF) for each 

variable. Results indicate the highest VIF occurs for CSR participation variable (VIF =2.62). This value does not 

exceed the threshold of 5.00 suggested by Sarstedt, Ringle, Smith, Reams, and Hair (2014). Accordingly, the 

problem of multicollinearity is not a concern in this study. Results of structural model reveal that all structural 

regression coefficients were significant (see Figure 1). The R2 results reveal that 80% the variance of helping 

behavior can be explained by CSR participation in the model. The path estimate show that CSR participation had 

a significant positive effect on helping behavior (b = 0.52, p < 0.01), supporting H1.  
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Table 2 

Discriminant Validity (HTMT) 

Construct 1 2 3 

1. CSR participation    

2. Meaningful work 0.871   

3. Helping behavior 0.791 0.791  

 

 

Figure 1. Structural Model. 

 

H2 examines whether meaningful work mediates the effect of CSR participation on helping behavior. Results 

suggest that a significant partially mediation effect of meaningful work was found (b = 0.20, p < 0.01) in the 

presence of significant effect of CSR participation on helping behavior. This means that meaningful work partially 

mediates the effect of CSR participation on helping behavior, supporting H2.  

 

Post hoc analysis was conducted using multigroup analysis to examine the difference between independent hotels 

and chain hotels. Table 3 shows the results of invariance tests. Results of multigroup analysis indicate that three 

significant differences between the path coefficients were found: 1) the effect of CSR participation on helping 

behavior (bdiff = 0.42, p < 0.05); 2) the effect of meaningful work on helping behavior (bdiff = 0.23, p < 0.05); and 

3) the effect of CSR participation on helping behavior through meaningful work (bdiff = 0.21, p < 0.05).  
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The structural model in Figure 1 was used to test the baseline model of each group: independent hotel (n = 64) and 

chain hotel (n =181). The structural path coefficients between the two groups were also tested, see Figure 2 and 

Figure 3. For the group of independent hotels, the R2 results reveal that 86% the variance of helping behavior can 

be explained by CSR participation in the model. The effect of CSR participation was found to have insignificant 

effect on helping behavior (b = 0.20, p > 0.05). However, meaningful work was fully mediated in the effect of 

CSR participation and helping behavior (b = 0.36, p < 0.01). This means that the significant effect of CSR 

participation on helping behavior was found only when meaningful work is the mediator.  

 

In comparison with the group of chain hotels, the R2 results reveal that 82% the variance of helping behavior can 

be explained by CSR participation in the model. The effect of CSR participation was found to have significant 

effect on helping behavior (b = 0.63, p < 0.01). However, meaningful work was partially mediated in the effect of 

CSR participation and helping behavior (b = 0.15, p < 0.05). This means that a significant partially mediation 

effect of meaningful work was found in the presence of significant effect of CSR participation on helping behavior. 

 

Table 3 

Invariance Test Results 

Regression paths b_independent hotels b_ chain hotels Absolute 

difference 

p-value for 

difference  

(PLS-MGA) 

CSR -> Help 0.197 0.625** 0.422 0.02* 

CSR -> MW 0.651** 0.692** 0.041 0.33 

MW -> Help 0.556** 0.221** 0.225 0.02* 

CSR -> MW -> Help 0.362** 0.153* 0.209 0.03* 

Note: *p < 0.05, ** p < 0.01. 

CSR: CSR participation, Help: Helping behavior, MW: Meaningful work,  
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Figure 2. Structural Model with Independent Hotel Samples.  

 

Figure 3. Structural Model with Chain Hotel Samples.  
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CONCLUSION 

The study examined whether meaningful work mediates the effect of CSR participation on helping behavior. The 

literature provides support for the importance of CSR-OCB relationship. The findings showed that CSR 

participation has a direct and strong effect on helping behavior. The hospitality studies have recognized the 

importance of CSR in promoting employees’ citizenship behaviors (e.g., Fu et al., 2014). This study further 

suggests that employees’ participation in CSR activities results in promoting positive work outcome, particularly 

helping behavior. Importantly, meaningful work was found to significantly mediate such relationship. The findings 

extend previous studies by suggesting that this causal relationship is significant different for independent and chain 

hotels. Specifically, while the direct effect of CSR participation on helping behavior was not significant for 

employees in independent hotels, it was found that such relationship is significant only when meaningful work is 

the mediator. This means that meaningful work is an important mechanism process in understanding the effect of 

CSR participation on helping behavior for employees in independent hotels. The finding is partially in line with 

recent study. Raub and Blunschi (2014) found that employees are aware of hotels’ CSR engagement, they 

perceived greater task significance (a form of meaningful work) which, in turn, lead to more positive attitude and 

work behaviors, such as work engagement, helping behavior, voice behavior, and personal initiative. Accordingly, 

employees who are highly participated in CSR, they could relate their CSR participation to greater meaning of 

work, and they become more enacted helping behavior, such as supporting their co-workers when they faced 

problems and helping others and new staff in their jobs. Further, the finding is congruent with the social exchange 

process that employees who participated in CSR activities improve their interactions between coworkers, which 

motivates to enact OCB (Ma & Qu, 2011). Accordingly, it is important to consider promoting employees’ sense 

of meaningfulness at work through their participation in CSR activities for employees in independent hotels. This 

sense is critical to employees’ performance, both of which enhance better positive work outcomes. Managers 

working in independent hotels should recognize that meaningful work is an important process in promoting 

employees’ helping behavior, which in turn improve teamwork performance as well as service quality to 

customers.  
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A B S T R A C T

This study examines how corporate social responsibility (CSR) participation affects organizational citizenship
behavior (OCB) through meaningful work. This work is significant for three reasons: the joint examination of
CSR, meaningful work, and OCB is novel; the comparative effects of CSR perception versus CSR participation
have not been examined previously; and this is the first examination of such relationships for different gen-
erations of employees. Data from 245 employees of four-star hotels were analyzed using a partial least squares
structural equation modelling (PLS-SEM) approach and multigroup analysis (MGA). Results reveal that CSR
participation has a strong influence over work-related outcomes. The strongest effect of CSR participation on
helping behavior is in Generation Y whereas CSR perception has a strong indirect effect on helping behavior
through meaningful work in Generation X. These findings offer managerial implications to hotel managers on
how best to manage generational differences in predicting helping behavior at workplace.

1. Introduction

Today, corporate social responsibility (CSR) has become an im-
portant part of the business paradigm, especially in the hospitality in-
dustry (Kang et al., 2010; Kim et al., 2017). CSR refers to “context-
specific organisational actions and policies that take into account sta-
keholders’ expectation and the triple bottom line of the economic, so-
cial, and environmental performance” (Aguinis and Glavas, 2012, p.
339). Furthermore, employees are important stakeholders who engage
in CSR practices that contribute to firm performance and improve, at
the same time, employee well-being and motivation (Voegtlin and
Greenwood, 2016). Yet, Aguinis and Glavas (2012) suggest that only a
handful of studies have investigated the boundary conditions relating to
the proposed relationships between CSR and work related outcomes.
This study contributes strongly to this discussion by examining specific
linkages between CSR and desired organisational outcomes for hotel
employees.

A particular gap arises in the literature from the manner in which
CSR actions, as a driver of employee work outcomes, have been mod-
elled in previous studies. For instance, scholars such as Shen and
Benson (2014), suggest broadly that CSR practices may influence em-
ployee work behaviors in general. However, most studies investigating
this relationship mainly focus on perceptions of a firm’s CSR reputation
(e.g., Farooq et al., 2017; Fu et al., 2014). Yet, studies show that most

employees have little knowledge about their firm’s CSR activities
(Pomering and Dolnicar, 2009). In turn, we lack an understanding of
employees’ involvement in CSR activities (i.e., CSR participation) and
does this participation help to meet their needs for meaningful work. In
support, Bhattacharya et al. (2008, p. 39) argue that “a major challenge
for managers is to increase employees’ proximity to their CSR in-
itiatives, taking them from unawareness to active involvement”. This
study is the first known study to investigate the linkages between CSR
participation and work related outcomes, in general and within the
hospitality industry.

This relationship between CSR activities and positive work out-
comes becomes a major point of focus. Previous studies have been in-
consistent about the relationship between CSR and OCB, finding both
significant and insignificant relationship (e.g., Fu et al., 2014). Such
inconsistences tend to suggest that relationships are complex and may
be subject to situational and/or mediating influences (Sen and
Bhattacharya, 2001). For instance, industries struggle to understand the
work values of different generations, especially Generation X (born
between 1965–1980) and Generation Y (born from 1981 to 2000)
(Gursoy et al., 2013). The latter group, also known as millennials, are
the younger cohort and Brown et al. (2015) identified different work
attributes for Generation Y, such as seeking challenging jobs that pro-
vide a sense of job significance. However, there is very limited research
on the meaning of work in the hospitality industry, especially the focus
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on Generation Y (e.g., Jung and Yoon, 2016) and how this is reflected in
desired work outcomes. However, a handful of studies have indicated
that meaningful work may mediate the CSR-organisational outcomes
relationship (e.g., Raub and Blunschi, 2014). Accordingly, a contribu-
tion of this study will be to provide greater understanding of the
mediating role of meaningful work. A further contribution will be to
explicitly examine how CSR activities relate to the OCB dimension of
helping behavior.

Furthermore, one of the critical human resource outcomes in the
hospitality industry is positive organizational citizenship behavior
(OCB). Researchers tend to depict OCB as comprising multiple dimen-
sions, such as helping behavior, voice behavior, and organizational
loyalty (e.g., Buil et al., 2016). However, helping behavior is an im-
portant human resource factor for the hospitality industry (Raub and
Blunschi, 2014) and needs to be investigated in its own right. Indeed,
Ma and Qu (2011) argue that helping co-workers is essential in hospi-
tality services due to the uniqueness of the hospitality product. Of the
very limited number of studies investigating the influence of CSR on
OCB, most have modelled OCB as a multi-dimensional construct. Such
approaches combine the citizenship behavior of co-worker assistance
with other dimensions into a single factor which can disguise the re-
lative influences on individual dimensions. A core contribution of this
study will be to investigate helping behavior as a single outcome
variable of particular salience to hospitality.

The hospitality industry will derive key benefits from this study. At
the same time as a new generation of hospitality employees may well
possess different attributes and needs to previous generations, there is a
corresponding industry need for more talent. The World Travel &
Tourism Council (World Travel Tourism Council (WTTC), 2015) fore-
casts that the hotel industry faces serious shortages in human capital
over the next decade. In addition, Generation Y makes up more than
80% of today’s workforce according to a survey from fifteen leading
hospitality companies (Korn Ferry Institute, 2015). Key authors, such as
Solnet and Hood (2008), Park and Gursoy (2012) and Gursoy et al.
(2013) have called for urgent research to understand the impact of a
new generation of human resources in the hospitality industry. In
particular, some countries, such as Thailand, appear to be facing ex-
treme talent shortages (World Travel Tourism Council (WTTC), 2015).
These fast-moving trends exacerbate the current longstanding difficulty
for hospitality managers of attracting, motivating, and retaining quality
employees. Managers will derive further benefits from this study, in
terms of developing competitive advantage and more specifically un-
derstanding the role that CSR participation plays in building a quality
workforce and workplace.

To address the current identified gaps in the hospitality literature,
this study aims to determine (a) the more influential effects of CSR can
be determined through the relationships between CSR (i.e., employee’s
perception of and participation in CSR activities) and OCB through
meaningful work, (b) whether CSR has an effect on meaningful work
and the important OCB of helping co-workers for different generations
of hotel employees. This study will thus be the first to investigate such
relationships in general and specifically for Generation Y.

2. Theoretical framework and hypothesis development

The theoretical framework for this study draws on literature per-
taining to the internal consequences of a firm undertaking CSR actions
(e.g., Donia et al., 2017; Farooq et al., 2017; Gond et al., 2017; Kim
et al., 2017; Kim et al., 2016a; Vlachos et al., 2014). CSR is broadly
defined as discretionary corporate activities that consider the good of
the broader community, including stakeholder concerns for environ-
mental, social, cultural, legal, and ethical issues (Aguinis and Glavas,
2012). In turn, CSR initiatives encompass such activities as: philan-
thropy, employment equity, environmental protection or regeneration,
and cultural heritage protection. Scholars have advanced various ar-
guments as to why the implementation of CSR initiatives will have a

positive effect on stakeholders, including employees. The foremost ar-
guments appear to be social exchange theory (SET), organisational
identity, signalling theory, causal attribution, organisational justice,
and psychological needs theory (Gond et al., 2017). In reviews of the
literature, scholars have recognised that while such explanatory the-
ories have been advanced, previous studies have adopted dispositional
approaches to determine how and when relationships between CSR and
consequences occur (Vlachos et al., 2014). That is, the literature has
mostly investigated what relationships exist and under what conditions
but not why.

Nonetheless, these theories collectively support the idea that un-
dertaking CSR activities will have largely positive consequences on
internal stakeholders. According to social identity theory, employees
whose beliefs and identification are similar to their organization’s be-
liefs and identity tend to share and act in the best interests of the or-
ganisation (Mael and Ashforth, 1992). Furthermore, social exchange
theory also supports the existence of a CSR-OCB relationship based on
reciprocity norms. This social exchange perspective reflects the ex-
pectation that positive treatment, in terms of activities and support,
given to employees will be reciprocated by the voluntary actions of its
employees (Cropanzano and Mitchell, 2005). Both theories imply that
organizational practices are perceived and interpreted by employees,
who subsequently would use the information to frame their workplace
attitudes and behaviors.

A further stream proposes a justice-based view where employees
evaluate critical information to judge the fairness of the organisation
(Aguilera et al., 2007). Consistent with these approaches, Vlachos et al.
(2014) employ the term ‘CSR judgement’, referring to how employees
frame their perceptions of a firm’s internal and external CSR activities
in a manner that makes sense to themselves. Furthermore, much of the
extant literature draws heavily on the psychological needs – satisfaction
paradigm (Vlachos et al., 2014) where employees may have social,
belonging, security, or status needs. In this study, a generalised theo-
retical framework that ascribes positive work related outcomes con-
sequential to exposure to knowledge about the firm’s CSR performance
is adopted following previous authors (e.g, Aguilera et al., 2007;
Bhattacharya et al., 2008; Farooq et al., 2017). Furthermore, the fra-
mework investigated here posits that greater personal involvement and
social connection to CSR actions within the firm will lead to a greater
propensity to reciprocate through personal organisational citizenship
behaviors.

2.1. Corporate social responsibility and organisational citizenship behavior

To date, there is considerable evidence that CSR may positively
influence desired workplace outcomes, such as affective organisational
commitment, organisational identification, job satisfaction, job perfor-
mance, turnover intentions, and OCB (e.g., Kim et al., 2016a). The
latter outcome of OCB has been receiving substantial attention from
researchers, especially in hospitality related studies (e.g., Bavik et al.,
2017; Kim et al., 2017; Ma and Qu, 2011; Raub and Blunschi, 2014). A
widely used definition by Organ (1988, p. 4) refers to OCB as “in-
dividual behavior that is discretionary, not directly or explicitly re-
cognized by the formal reward system and that in aggregate promotes
the effective functioning of the organization”. In the hospitality in-
dustry, employees who go ‘above and beyond’ established routines are
believed to deliver excellent service which exceeds customers’ ex-
pectations (Ma and Qu, 2011). However, OCB is a broader, more dis-
cretionary concept than this customer-centric focus suggests.

Consequently, researchers appear to have two main approaches
regarding the dimensions of OCB and how it should be operationalized.
One approach is to follow Organ (1988) who categorized OCB into five
types of behavior: altruism; conscientiousness; sportsmanship; courtesy;
and civic virtue. Scholars have adapted this approach but still depict
OCB as comprising distinct forms of behavior. For instance, Podsakoff
et al. (2011) use helping behavior, voice behavior, and organizational
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loyalty as their three dimensions of OCB. Likewise, Kim et al. (2017)
distinguish the four dimensions of interpersonal helping, individual
initiative, personal industry, and loyalty boosterism in their hospitality
study. A second approach is to categorize OCB dimensions based on
who the behavior is directed at. For example, Farh et al. (2004) cate-
gorize helping behavior as reflecting ‘individual’ citizenship behavior
whereas voice behavior, reflects the ‘organizational’ perspective of ci-
tizenship behavior. In hospitality, Ma and Qu (2011) depict OCB more
specifically as being directed at coworkers, customers or stakeholders in
general. Likewise, Bavik et al. (2017) distinguish dimensions based on
coworkers, customers, and supervisors/managers.

A small group of scholars have recently begun exploring the CSR-
OCB relationship, with studies finding a positive and significant re-
lationship between CSR and OCB (e.g., Farooq et al., 2017). Likewise, a
small group of studies in the hospitality industry have also found a
positive and significant relationship between CSR and OCB (e.g., Fu
et al., 2014; Kim et al., 2017). A brief review of this handful of studies
highlights their limitations. In the study by Luu (2017) in the Vietna-
mese hotel industry, a significant correlation between employee per-
ceptions of non-environmental dimensions of CSR and employee in-
tentions to demonstrate OCB in relation to the environment was found.
Similarly, Fu et al. (2014) found a positive relationship between eco-
nomic and non-economic dimensions of CSR with OCB. In their study of
hotel employees, OCB was measured by a single multidimensional
variable capturing the conceptualization provided by Farh et al. (2004).
Helping behavior is a common theme across both approaches to depict
OCB dimensions. By focusing on an individual’s helping behavior, such
as assisting other colleagues, solving coworkers’ problems, and vo-
luntarily orienting new staff, this behavior can support the entire team
performance, resulting in more efficient operations and use of financial
and human resources (Organ, 1988). Within the hospitality industry,
Özduran and Tanova (2017) indicate that hotel employees are not only
expected to perform well, in the sense of being skillful and capable of
serving customers, they need to act as a good team member. While
scholars have agreed that helping behavior is a critical human resource
factor in hospitality, little work has been undertaken to understand the
influence of work practices, including CSR activities, on helping beha-
vior, especially in hospitality. For instance, while Donia et al. (2017)
found a significant relationship between CSR perception and OCB, they
measured OCB as a single factor depicting multiple dimensions. The
only study to investigate the specific CSR/helping relationship in hos-
pitality by Raub and Blunschi (2014) found that CSR awareness was
significantly correlated with coworker helping behavior. However, no
studies could be found that have investigated the influence of CSR
perception or CSR participation on helping behavior.

A key issue with much of the research investigating the link between
CSR and work outcomes relates to the conceptualization of CSR. Most
hospitality research to date tends to conceptualize CSR from a narrow
perspective. While CSR terms vary slightly, such as employee perceived
reputation of social responsibility (Fu et al., 2014), and employees’ CSR
perception (Kim et al., 2017), the essence of such terms remain rooted
in an evaluation of the firm’s CSR actions. That is, studies investigating
the consequences of CSR initiatives rely on measuring employee per-
ceptions about their firm’s CSR actions. With the exception of the study
by Raub and Blunschi (2014), no other measures about CSR have been
investigated. In their study, it was found that when employees are made
aware of their hotels’ CSR activities, they are more likely to believe they
can make a positive difference for other people and for the environ-
ment. While Raub and Blunschi (2014, p. 16) investigated the re-
lationship between hotel employees CSR awareness with OCB, they
recommended that CSR initiatives should be tailored within hotels to
“allow for active participation of employees. Personal involvement
fosters a better understanding” of CSR. In support, Bhattacharya et al.
(2008) argue for the measurement of active participation in CSR rather
than passive cognitive measures. This direction is supported by seminal
work by Kahn (1990) who stated that employees who are more

physically involved at work rather than passive observers are likely to
be more engaged.

Accordingly, a cognitive measure of CSR in perception together with
a behavioral measure of CSR participation will be tested in this study.
This approach is supported by Maignan and Ferrell (2004) who argue
that various CSR initiatives should be investigated jointly in any one
research study so that differential effects can be appropriately de-
termined. Similarly, Nan and Heo (2007) argue that the real impact of a
CSR measure cannot be effectively determined without a comparative
baseline measure. Hence, the widely used measure of CSR perception
can be treated as a baseline to judge the relative efficacy of CSR par-
ticipation on workplace related outcomes.

H1. CSR perception influences helping behavior.

H2. CSR participation influences helping behavior.

2.2. The relationships between CSR, meaningful work, and OCB

In addition to the proposed relationships, stated in Hypotheses 1
and 2, it is proposed that meaningful work will mediate such re-
lationships. A number of scholars propose models of the relationship
between CSR perception and work outcomes which is likely to be
mediated by internal mechanisms or individual evaluative processes.
For instance, in the hotel industry, Fu et al. (2014) found that organi-
sational commitment was a significant mediator between CSR percep-
tion and OCB. The notion of meaningful work, as distinct from just
work, has been widely recognized in organizational psychology re-
search and across disciplines. Conceptually, meaningful work refers to
“work experienced as particularly significant and holding more positive
meaning for individuals” (Rosso et al., 2010, p. 95). Meaningful work
can be derived from different perspectives, such as job, career, or
calling (Glavas, 2012). Hence, the literature illustrates that greater
meaningfulness at work may be achieved through different pathways.

Finding meaningful work can be explained by the seminal work of
Hackman and Oldham (1976) who indicated that the specific char-
acteristics of a job, such as skill variety, task identity, task significance,
autonomy, and feedback, may foster employees’ experiences of work
meaning. In support, arguments proposed by Shen and Benson (2014)
suggest that CSR related practices “may influence employee work be-
haviors above and beyond the impact of general HRM and this is likely
to be in other ways and through different mediating paths from those
for general HRM” (p. 2). Furthermore, those CSR practices that involve
promoting the goals, values, and beliefs of the organization and chan-
ging the nature of the relationship among members may foster mean-
ingfulness at work through such activities (Pratt and Ashforth, 2003).

The influence of meaningful work has been linked to some of the
most important organizational outcomes in terms of employees’ atti-
tude and behavior (e.g., Kahn, 1990; May et al., 2004; Saks, 2006).
Meaningful work allows employees to feel more whole, be more moti-
vated, and feel a greater values alignment with their organization
(Glavas, 2012). In particular, authors have reported that employees
with high levels of perceived meaningful work exhibited higher levels
of citizenship behavior (e.g., Maharaj and Schlechter, 2007).

Surprisingly, few studies have investigated the role of meaningful
work in the hospitality workplace. In one recent study, Jung and Yoon
(2016) found that employee’s meaning of work is likely to enhance
their job engagement, which in turn fosters greater commitment toward
the hotel. A recent hospitality study by Kim et al. (2017) provides
further support for the proposed relationships in this study. They in-
vestigated the relationships between CSR perception, quality of
working life, and organizational outcomes, including OCB. Their con-
struct of quality of working life encompassed a broader range of eva-
luations than meaningful work, such as social and health needs in the
workplace. However, they reported that CSR perception, measured as a
single factor comprising domain dimensions, was significantly related
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to quality of working life. In turn, quality of working life was found to
be significantly related to OCB. H. Kim et al. measured OCB as a single
factor comprising multiple dimensions related to Organ’s (1988) de-
piction.

Only one hospitality study could be found that modelled meaningful
work as a mediator between CSR related variables and OCB. The study
by Raub and Blunschi (2014) reported that task significance was a
powerful mediator for the relationship between CSR awareness and
OCB dimensions, including helping behavior. In their study, they de-
fined task significance in the same manner as this study, drawing from
the work of Hackman and Oldham (1976). Their explanation is that
employee awareness about their hotel’s CSR actions deepens an em-
ployees’ sense of meaningful work and increases their belief in being
able to make a difference in other people’s lives. While this single study
supports the general idea that greater knowledge about a hotel’s CSR
initiatives will lead to greater meaningfulness and OCB, there is a gap in
whether active CSR participation provides a stronger predictor of
meaningful work.

H3. Meaningful work mediates the influence of CSR perception and
CSR participation on helping behavior.

2.3. Moderating role of generation

Younger employees entering the workforce may hold different va-
lues to previous generations (e.g., Gursoy et al., 2013). The term
‘Generation’ refers to a group of people born in the same time span who
share key historical and social experiences in their life (Smola and
Sutton, 2002). Thus, the idea of ‘Generation’ is considered more of a
social force rather than just a demographic variable (Lyons and Kuron,
2014). Empirically, previous hospitality studies have confirmed these
differences that are manifested in terms of work values (Gursoy et al.,
2008), work attitudes (Gursoy et al., 2013), work engagement (Park
and Gursoy, 2012), psychological contract and commitment (Lub et al.,
2012), OCB (Lub et al., 2011), job satisfaction and turnover intention
(Lu and Gursoy, 2016). In terms of work values, Generation X valued
job security and work life balance whereas Generation Y enjoyed
challenging jobs and wanted flexible work environment (Gursoy et al.,
2013).

In particular, it appears that different generations have different
work values and preferences which translates into the meaning they
place on work. For instance, Hoole and Bonnema (2015) found a sig-
nificant difference between Baby Boomers and Generation Y in the way
generations attached meaning to work. The authors explained that
different generations conceptualized and valued meaningful work ac-
cording to their life stage. The older Baby Boomers had a greater ex-
perience of life in general than their younger counterparts. Consistent
with previous studies, Park and Gursoy (2012) indicated that younger
generations tend to lack the same motivation to be engaged in their
work within the hospitality industry. They reported that younger em-
ployees found their hospitality work less meaningful and their desire to
stay within the hotel industry less desirable, than older generation
employees.

While previous studies in hospitality context collectively indicate
that Generation Y possesses distinct attributes, there has been a lack of
research into whether such differences translate into the CSR-OCB re-
lationship. An exception was found in the study of Kim et al. (2016b)
which examined the determinants of employees’ pro-environmental
behavior. Their findings found differences in the effects of autonomous
motivation on employee behavior among Generation X and Generation
Y. Moreover, most studies in hospitality have either not reported the
age profile of respondents, reported ages but not tested for group dif-
ferences or included age as an independent variable for control reasons.
For instance, in the study by Raub and Blunschi (2014), where the
average age of respondents was 28 years, they reported that age was not
a significant independent variable in a series of regression analyses.

Furthermore, the importance of understanding how customer seg-
ments are likely to respond to specific CSR actions was underlined by
Sen and Bhattacharya (2001) who argued that moderating influences
are pervasive. Accordingly, the case is made that it should not be as-
sumed that any proposed relationships will hold for all employees. The
logic is that if a group of individuals hold different values, attitudes,
and interests, they may also hold different views on relationships be-
tween those same constructs. Based on differences in experiences and
preferences between the two generations, this study will attempt to
offer suggestions on how to manage generational differences in the
workplace, especially for CSR-meaningful work – OCB relationships
(see Fig. 1). To address this gap in the literature, the following re-
lationship is proposed to be tested:

H4. The relationships between CSR, meaningful work, and helping
behavior will be significantly different for Generation X and Generation
Y.

3. Method

3.1. Data collection

Thailand has a large and sophisticated hotel sector, including
budget, midscale, and luxury hotel properties. Furthermore, Thailand is
a world class tourist destination (Hetter, 2016) with 17.3 million tourist
arrivals in the first half of 2017 (TATNews. org, 2017). The specific site
for data collection within Thailand was the resort town of Krabi that
draws many international tourists. Of the 14 four-star hotels located in
Aonang beach, Krabi province, 10 hotels agreed to participate in the
study. All 10 participating hotels are actively involved in CSR activities,
such as beach cleaning, coral rejuvenation, mangrove plantation, blood
donation, sports gear donation to local schools, food offering to monks,
and donation to local temple. All full-time employees who were cur-
rently working at each of the four-star hotels were selected as the units
of analysis. Two hundred and ninety-five questionnaires were delivered
in total to the ten participating hotels to match the hotel population of
current fulltime employees. Two hundred and sixty-five questionnaires
were collected from the hotels after two weeks. Twenty surveys were
discarded because of incomplete data. The final number of completed

Fig. 1. A proposed model.
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and usable questionnaires was 245, giving a response rate of 92.5%.

3.2. Measurement of variables

The self-administered questionnaire comprised statements to mea-
sure four constructs: employee perception of their hotel’s CSR reputa-
tion, personal CSR participation, meaningful work, and OCB. First, CSR
perception refers to the extent to which employees perceive their hotel
as socially and environmentally responsible. This measure was adapted
from Vlachos et al. (2014) using six items, such as “My hotel believes
strongly in corporate social responsibility”. Second, CSR participation
refers to the extent to which employees participate in CSR activities on
a voluntary basis. Four items were adapted from the study of Vlachos
et al. (2014). For example, one item stated “I participate in every new
CSR activity at my hotel”. Third, meaningful work refers to the degree
of meaning that employees discover in their work-related activities. Six
items were adapted from May et al. (2004). One example of this mea-
sure is “The work I do at the hotel is very important to me”. Finally, the
measure of OCB consisted of five items adapted from Podsakoff et al.
(1990), referring to discretionary behaviors that have the effect of
helping a specific other person with an organizationally relevant task or
problem. For instance, one item stated “I willingly help colleagues who
have work-related problems”. A 5-point Likert scale format ranging
from one (strongly disagree) to five (strongly agree) was used in the
survey.

A self-administered survey is likely to cause a biasing effect on the
measurement of constructs (Podsakoff et al., 2012). It is thus desirable
to minimise such biasing effects through survey design and appropriate
tests for common method bias (CMB). In particular, Min et al. (2016)
argue that including both procedural remedies and statistical control
techniques offer the most effective approach to control common
method variance. Accordingly, a number of critical procedural steps
were undertaken in the instrument design, such as assurance of re-
spondent anonymity, proximal separation of items for the measurement
scales in order to diminish respondent’s ability in answering questions
based on prior responses, reducing difficulty of respondent accuracy,
and increasing completion motivation by indicating survey relevance to
the workplace, following Podsakoff et al. (2012). Furthermore, pre-tests
and a pilot test of the instrument were undertaken, together with in-
terviews of hotel managers to obtain feedback on respondent ability to
answer accurately.

In addition to procedural remedies, the use of multiple statistical
controls provides a more robust approach to control common method
variance (Min et al., 2016). Three statistical controls were applied in
this study. The first two tests comprise the measurement of items as a
single factor while the third test adds a method factor to the mea-
surement model. First, a Harman’s single-factor test was performed by
entering all employee self-report variables into a principle component
factor analysis. If a single factor emerges from the factor analysis and
accounts for more than 50% of the covariation in the variation, it
suggests evidence of common method bias (Podsakoff et al., 2003).
Results of the factor analysis revealed that each factor accounted for
less than 50% of the covariation in the data. Second, a confirmatory
factor analysis was conducted with the results showing that a one-factor
model does not fit the data very well (χ2= 584.27; df=90; p < 0.05;
CFI= 0.81; RMSEA=0.15). In contrast, a four-factor model fits the
data better (χ2= 270.00; df=84; p< 0.05; CFI= 0.93;
RMSEA=0.09). Third, an unmeasured latent method factor test was
applied following Min et al. (2016). By adding the unmeasured method
factor into the measurement model, factor loadings of all items were
reduced by an average of 0.20. To measure the effect of common
method bias, the squared ratio of average factor loading reduction
(0.20) to average loading without the unmeasured latent method factor
included (0.79) was calculated. This reduction in factor loading equates
to an average of less than 7% of the variance of each item being ac-
counted for by common method variance. The results of all three

statistical controls suggest that common method variance is not a ser-
ious concern in this study.

3.3. Data analysis

In addition to covariance based SEM (CB-SEM), a partial least
squares structural equation modelling approach (PLS-SEM) has gain
popularity in predictive and explorative purposes and for handling
complex models with small sample sizes (Richter et al., 2016). The PLS
approach is a nonparametric statistical method, which does not require
the data to be normally distributed (Hair et al., 2017) and is now widely
used by social science researchers (e.g., Chang and Busser, 2017).

The PLS approach was employed to examine model estimation in
three steps: 1) to validate the outer (measurement) model; 2) to assess
the inner (structural) model; and 3) to conduct multigroup analysis
(MGA). First, the evaluation of measurement model focuses on metrics
indicating reliability, convergent validity, and discriminant validity.
Second, the structural model using PLS is assessed based on heuristic
criteria that are determined by the model’s predictive capabilities. This
approach is different from CB-SEM in which the model is assessed in
terms of how well it predicts the endogenous constructs. In this study,
results of structural model are evaluated following Hair et al.’s (2017)
recommendation. That is, the most important metrics to be presented
are the significance of the path coefficients, the level of R2, the f2 effect
size, the predictive relevance Q2, and the q2 effect size.

Third, the full structural model is then examined in comparing
across the groups of respondents between Generation X and Generation
Y using MGA to test Hypothesis 4. In order to ensure that these dif-
ferences in the structural relationships are not from different meanings
of constructs, Henseler et al. (2016) suggest a measurement invariance
of composites method (MICOM) be followed. This method involves a
three-step process: 1) the configural invariance assessment; 2) the
compositional invariance assessment; and 3) an assessment for the
equality of composite mean values and variances. The bootstrap-based
MGA technique by Henseler et al. (2016) was used to assess differences
between the path coefficients of the two groups is a more conservative
approach for PLS-SEM. Thus, the acceptability of the measurement
models and measurement invariances were established before exploring
any structural variance between the models of Generation X and Gen-
eration Y. In addition, assessing goodness-of-fit index (GoF) is very
useful for MGA in comparing PLS results with different groups for the
same path model (Henseler and Sarstedt, 2013). This is because GoF
indicates how well each subset of data can be explained by the model.

A sampling guideline for PLS-SEM indicates that the minimum
sample size should be 10 times the largest number of indicators used to
measure a construct (Hair et al., 2017). This approach suggests that the
current study would need 40 observations for the minimum sample
size. Alternatively, Cohen’s (1992) sampling guideline recommended a
more restrictive minimum sample size rule based on statistical power.
That is, when the maximum number of independent variables in the
measurement and structural models is three, one would need 37 ob-
servations to achieve a statistical power of 80% for detecting R squared
values of at least 0.25 (with a 5% probability of error). As such, this
study meets the minimum requirements based on both the above ap-
proaches, indicating sufficient sample sizes of 52 and 193 for Genera-
tion X and Generation Y, respectively for estimating path models and
MGA.

4. Results

Of the 245 employee respondents, most were female (62%). One
hundred and ninety-three participants were Generation Y (79%) and 52
were Generation X (21%). This skew appears to match industry ob-
servations (e.g., Korn Ferry Institute, 2015) and the sample size of
Generation Y and Generation X were considered adequate for the pro-
posed analyses following Hair et al. (2017). Most employees hold

D. Supanti, K. Butcher International Journal of Hospitality Management xxx (xxxx) xxx–xxx

5 63



bachelor degrees (50%). Employees were mainly from four depart-
ments: front office (18%); accounting (17.6%); housekeeping (17.1%);
and food and beverage (12.7%).

4.1. Test of the measurement model

SmartPLS with bootstrapping (5000 resamples) was used to assess
the measurement model. The model used in this study included four
constructs: CSR perception, CSR participation, meaningful work, and
helping behavior. To validate the developed constructs on the full data
set of 245 respondents, all items were included in the measurement
model. For each model, reliability, convergent validity, and dis-
criminant validity were assessed. Indicator loadings should be higher
than 0.70 to be considered acceptable (Hair et al., 2017). Six indicators
were removed as their loadings were less than 0.70. Table 1 reveals
results of the measurement model. All of the remaining indicator
loadings were higher than 0.70. Internal consistency coefficients were
above the threshold of 0.70 for composite reliability (CR). An assess-
ment of convergent validity was undertaken using the recommended
0.50 threshold for the values of the average variance extracted (AVE)
(Bagozzi and Yi, 1988). The AVE values are all above 0.66, suggesting
convergent validity. Table 2 presents the assessment results of dis-
criminant validity following the Fornell-Larcker criterion (Fornell and
Larcker, 1981). Results show that the squared root of AVE values on the
diagonal are greater than the correlation coefficients between any
construct and other constructs in the model. Based on both approaches,
convergent and discriminant validity for the measurement model were
considered acceptable. Moreover, the R2 value indicates that 48% of the
vairance in meaningful work and 67% of the variance in helping be-
havior can be explained from the casual relationships with other

constructs in the model, supporting construct validity.

4.2. Test of the structural model

The hypothesized model was examined using PLS-SEM on the full
dataset of the unstandardized data with 5000 iterations of resampling.
For the direct effects, the first two hypotheses predicted that CSR per-
ception (H1) and CSR participation (H2) would influence helping be-
havior. The results of the structural model on full dataset of 245 re-
spondents in Table 3 show that all path coefficients were significant and
positive, except the path coefficient from CSR perception to helping
behavior which was insignificant (β=0.12, p > 0.05). Therefore, H1
is rejected and H2 is fully supported.

Hypothesis 3 proposed that meaningful work would mediate the
effects of CSR perception and CSR participation on helping behavior.
The pattern of mediation in the work of Zhao et al. (2010) was classified
as complementary, competitive, and indirect-only mediation. Two
patterns of mediation were evident from the results. The first pattern
was found to be indirect-only mediation which occurred with CSR
perception and helping behavior. That is, an indirect-only mediation or
full mediation would exist when the indirect effect of the independent
variable on the dependent variable through the mediating variable is
significant and the direct effect of the independent variable on the
dependent variable is insignificant (Zhao et al., 2010). The results
suggest that the 95% bias-corrected bootstrap confidence intervals (CIs)
do not include zero (0.05–0.19; p < 0.01), indicating that the effect of
CSR perception on helping behavior was fully mediated by meaningful
work in the presence of the insignificant direct effect. In other words,
the significant effect of CSR perception on helping behavior was found
only when meaningful work is the mediator.

Table 1
Assessment results of the measurement model.

Construct/Associated items Loading CR AVE

All Gen X Gen Y All Gen X Gen Y All Gen X Gen Y

CSR perception 0.94 0.91 0.94 0.78 0.71 0.80
My hotel has environmentally responsible business practices. 0.89 0.86 0.90
My hotel encourages employees to participate in activities that enhance the well-being of society. 0.89 0.88 0.89
My hotel participates in many activities to enhance the quality of the environment. 0.90 0.84 0.91
My hotel believes strongly in corporate social responsibility. 0.86 0.79 0.89

CSR participation 0.92 0.87 0.93 0.79 0.69 0.83
I voluntarily contribute my time to participate in my hotel’s CSR activities. 0.91 0.89 0.91
I am actively involved in CSR activities at my hotel. 0.88 0.75 0.92
I participate in every new CSR activity at my hotel. 0.88 0.84 0.90

Meaningful work 0.91 0.94 0.90 0.72 0.81 0.69
The work I do at the hotel is very important to me. 0.88 0.91 0.87
The work I do at the hotel is very worthwhile. 0.84 0.92 0.82
The work I do on this job at the hotel is meaningful to me. 0.82 0.83 0.82
I feel that the work I do in my job at the hotel is valuable. 0.85 0.93 0.83

Helping behavior 0.88 0.88 0.89 0.66 0.65 0.66
I help my hotel colleagues who have been absent. 0.75 0.71 0.76
I often help others at the hotel who have heavy work load. 0.82 0.71 0.85
I help orient new staff, even though it is not required. 0.83 0.89 0.81
I willingly help colleagues who have work-related problems. 0.84 0.89 0.83

Table 2
Assessment of discriminant validity (Fornell-Larker Criterion).

Constructs All respondents (n=245) Generation X (n= 52) Generation Y (n= 193)

1 2 3 4 1 2 3 4 1 2 3 4

1. CSR perception 0.89 0.84 0.90
2. CSR participation 0.73 0.89 0.76 0.83 0.73 0.91
3. Meaningful work 0.62 0.67 0.85 0.76 0.71 0.90 0.58 0.66 0.83
4. Helping behavior 0.66 0.75 0.73 0.81 0.70 0.67 0.79 0.81 0.65 0.79 0.72 0.81

Note: The squared root of AVE values are reported along the diagonal in italics.

D. Supanti, K. Butcher International Journal of Hospitality Management xxx (xxxx) xxx–xxx

6 64



A second pattern was found to be complementary mediation or partial
mediation which occurred with CSR participation and helping behavior.
This pattern of mediation is identified when the direct effect remains
significant in the presence of a significant indirect effect through the
mediating variable (Zhao et al., 2010). A significant mediation effect of
meaningful work was found with the relationship between CSR partici-
pation and helping behavior (0.10–0.26; p < 0.01) in the presence of the
effect of CSR participation on helping behavior is significant. This means
that meaningful work partially mediates the effect of CSR participation on
helping behavior. Accordingly, H3 is supported.

In addition, the R2 results demonstrated that 67% the variance of
helping behavior can be explained by other constructs in the model
using full sample. The effect sizes (f2) indicated in Table 3 assess how
well each exogenous construct’s contribution to an endogenous latent
variable’s R2 values. Results of the effect sizes f2 showed that mean-
ingful work (f2= 0.22) and CSR participation (f2= 0.20) have mod-
erate effects on helping behavior whereas the effect of CSR perception
has small impact (f2= 0.02). For meaningful work as an endogenous
construct, CSR participation is a construct with a moderate effect size
(f2= 0.18) while the effects of CSR perception showed small effect
(f2= 0.08). The Q2 values estimated by the blindfolding procedure
explains how well the path model can predict the originally observed
values. The effect size q2 assesses an exogenous construct contribution
to an endogenous latent variable’s Q2 values. Results of effect size q2

with respect to the relationship between meaningful work and helping
behavior can be considered small (q2= 0.06), indicating that mean-
ingful work has a small predictive relevance for helping behavior.

4.3. Multigroup analysis

Prior the final step of the data analysis, the MICOM procedure was
conducted. This procedure aimed to ensure that the same indicators

were used for each measurement model and acceptable reliability of
each construct was obtained for both groups. Table 1 displays the as-
sessment results of the measurement model between the two datasets of
Generation X (n= 52) and Generation Y (n=193). In Step 1, the as-
sessment of configural invariance was established. Table 4 shows the
results of measurement invariance testing. Results of compositional
invariance assessment for Step 2 was established as none of the corre-
lation (c) values are significantly different from 1. In Step 3, the com-
posites’ equality of mean values and variances across group was as-
sessed. Results indicate that the confidence intervals of differences in
mean values and variances include zero, which mean the composite
mean values and variances are equal. As such, having achieved estab-
lishment of the three steps of MICOM procedure supports full mea-
surement invariance of the two groups. This indicates that pooled data
for each group meets the requirement for comparing and interpreting
any differences in structural relationships. In addition, GoF for the
models of Generation X and Generation Y is equal to 0.67 and 0.66,
respectively, exceeding the threshold of 0.36 for large effect sizes of R2

(Wetzels et al., 2009). These results suggest that each model performs
well compared to the baseline values for validating the model (see
Figs. 2 and 3).

After completing the MICOM procedure, MGA was performed using
the Generation X and Generation Y datasets. Hypothesis 4 proposed
that the relationship between CSR, meaningful work, and helping be-
havior would be significantly different for Generation X and Generation
Y. The two models were compared using a test of significant differences
for the path coefficients indicating a p-value lower than 0.05 or higher
than 0.95. The overall explanatory power explained similar variance in
helping behavior in the models of Generation X (R2=0.65) and
Generation Y (R2=0.70). When comparing the models of the two da-
tasets, significant differences between the path coefficients were found
for: 1) the effect of CSR perception on meaningful work (βdiff=0.32,

Table 3
Results of hypothesis testing.

Paths Path coefficients CIs f2 Path coefficient
differences

Supported

All Gen X Gen Y All Gen X Gen Y All Gen X Gen Y Full model MGA
model

CSR perception −>Helping 0.12 0.18 0.10 [−0.03, 0.26] [−0.16, 0.45] [−0.07, 0.27] 0.02 0.03 0.01 0.08 No No
CSR participation −>Helping 0.42** 0.14 0.50** [0.26, 0.57] [−0.14, 0.47] [0.30, 0.67] 0.20 0.02 0.31 0.36* Yes Yes
CSR perception −>MW 0.29** 0.52** 0.20* [0.14, 0.44] [0.21, 0.87] [0.05, 0.37] 0.08 0.31 0.04 0.32* Yes Yes
CSR participation −>MW 0.45** 0.30 0.52** [0.29, 0.60] [−0.09, 0.63] [0.35, 0.67] 0.18 0.11 0.23 0.22 Yes No
MW −>Helping 0.38** 0.56** 0.33** [0.27, 0.48] [0.25, 0.86] [0.24, 0.45] 0.22 0.33 0.20 0.23 Yes No
CSR perception −>MW

−>Helping
0.11** 0.29* 0.07* [0.05, 0.19] [0.08, 0.63] [0.02, 0.13] – – – 0.22* Yes Yes

CSR participation −>MW
−>Helping

0.17** 0.17 0.17** [0.10, 0.26] [−0.06, 0.40] [0.10, 0.28] – – – 0.01 Yes No

Note: MW=meaningful work; * p < 0.05, ** p < 0.01.

Table 4
Results of invariance measurement testing using permutation.

Constructs Step 1 Step 2 Step 3 Full measurement
invariance

Configural
invariance

C=1 CIs Compositional
invariance

Equal mean values Equal variances

Differences CIs Differences CIs

CSR perception Yes 1.000 [0.999, 1.000] Yes −0.002 [−0.31, 0.30] −0.03 [−0.51, 0.39] Yes
CSR participation Yes 0.999 [0.997, 1.000] Yes −0.003 [−0.31, 0.30] −0.03 [−0.49, 0.39] Yes
Meaningful work Yes 0.998 [0.995, 1.000] Yes −0.001 [−0.31, 0.31] −0.03 [−0.50, 0.45] Yes
Helping behavior Yes 0.997 [0.991, 1.000] Yes 0.001 [−0.31, 0.31] −0.03 [−0.47, 0.38] Yes

Note: C=Correlation, CIs= Confidence intervals.
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p < 0.05); 2) the effect of CSR participation on helping behavior
(βdiff=0.36, p < 0.05); and 3) the effect of CSR perception on helping
behavior through meaningful work (βdiff=0.23, p < 0.05). Table 3
illustrates the results of the path coefficients between different groups.
The results show that meaningful work was strongly affected by CSR

perception in Generation X (β=0.52, p < 0.01) but there was a cor-
responding weak effect for Generation Y (β=0.20, p < 0.05). Also,
the mediation effect of meaningful work on the relationship between
CSR perception and helping behavior was stronger in Generation X
(β=0.29, p < 0.05) rather than in Generation Y (β=0.07,

Fig. 2. Test results of structural model with Generation X samples.

Fig. 3. Test results of structural model with Generation Y samples.
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p < 0.05). This means that the significant effect of CSR perception on
helping behavior through meaningful work was predominantly re-
vealed in Generation X. The results show interesting findings that the
strongest effect of CSR participation on helping behavior was for Gen-
eration Y (β=0.50, p < 0.01) rather than for Generation X (β=0.14,
p > 0.05). Therefore, H4 is supported.

5. Discussion and implications

This study contributes to the literature in several important ways.
The study develops and tests a mediation model which integrates and
extends previous research in the field of micro-CSR research relating to
consequences arising from CSR activities. The findings from this study
are consistent with dispositional models in the management sciences
that depict CSR actions as being positively associated with employee
behaviors in the workplace (e.g., Vlachos et al., 2014). That is, CSR are
modelled to influence desired employee behavioral outcomes via a
mediating mechanism, such as meaningful work. However, the study
extends such modelling in a substantive manner. Most models tested in
the literature tend to depict CSR as a single domain based variable or
one constructed from the recognized domains of CSR, such as economic,
environmental, social or cultural. The model tested in this study arises
not from a domain base of CSR but one related to cognitive and be-
havioral aspects of CSR. While scholars have advanced the need to
adopt such an approach (e.g., Bhattacharya et al., 2008; Raub and
Blunschi, 2014), this is the first study to develop and test such a model.
Furthermore, this study is unique in testing generational differences in
moderating such relationships among Generation X and Generation Y.
This extension addresses calls from researchers in hospitality studies
(e.g., Solnet and Hood, 2008, Gursoy et al., 2013, Park and Gursoy,
2012).

Importantly, this study demonstrates that the association between
CSR and OCB is more complex than previous studies have modelled.
First, the findings from this study supports the general thrust of pre-
vious work (e.g., Farooq et al., 2017) who found a significant re-
lationship between CSR and OCB. Likewise, a small group of studies in
the hospitality industry have also found a positive and significant re-
lationship between CSR and OCB (e.g., Fu et al., 2014; Kim et al., 2017;
Luu, 2017; Raub and Blunschi, 2014). In contrast to previous studies,
CSR perception is not the major predictor of OCB. In the presence of a
second CSR predictor, CSR perception is less influential. Furthermore,
by comparing the influential effects of the two CSR variables, a stronger
explanatory model was obtained for predicting helping behavior. Thus,
studies depicting a single source of CSR, namely CSR perception, may
be inadequate to fully explain the effects on OCB and any mediating
mechanisms. Although the direct effect from CSR perception to helping
behavior was not supported by the results, this study found that
meaningful work was a full mediator between CSR perception and
helping behavior. In other words, CSR perception does not influence
helping behavior directly, but indirectly through meaningful work.

However, the influence of CSR participation on OCB and the med-
iating mechanism of meaningful work supports the conceptual work of
authors, such as Raub and Blunschi (2014) and Bhattacharya et al.
(2008). This is the first known study to examine actual CSR participa-
tion activity as a predictor of work outcomes for employees. While the
literature has adopted a narrow base to depict CSR actions, Raub and
Blunschi (2014) recognized the importance of considering active par-
ticipation of employees. The findings extend their work which tested
the influence of CSR awareness on OCB but did not take the next step of
measuring CSR participation. The measurement of CSR participation,
and indeed CSR awareness, takes the issue of non-aware employees out
of play. Hence, a major weakness in all CSR research involving stake-
holders has been dealt with.

A further contribution to the literature is evident in the re-
presentation of OCB with helping behavior. Almost all previous work
has modelled OCB as a multi-dimensional model using a stakeholder

directed approach or an adaptation of Organ (1988). While OCB has
been conceptualized as multi-dimensional construct, a single factor has
been used to capture conceptualized dimensions (e.g., Donia et al.,
2017). One exception to this approach in hospitality has been the study
of Raub and Blunschi (2014). They modelled co-worker helping beha-
vior as a stand-alone dimension of OCB and found that CSR awareness
was significantly correlated with coworker helping behavior. The
findings in this study extend the work of Raub and Blunschi to de-
monstrate the specific influence of CSR perception and CSR participa-
tion on helping behavior. Previous studies are unable to indicate
whether CSR related variables influence any of the dimensions of voice,
customer loyalty or helping discretely, as such dimensions are em-
bedded in the measurement scale used. This is the first time that a study
has demonstrated that significant influence exists between CSR per-
ception and CSR participation on co-worker assistance.

Another contribution is evident in the finding that meaningful work
is a significant mediator between the specific CSR variables used in this
study with co-worker helping behavior. While the findings from this
study are consistent with previous work that suggests the mediating
role of meaningful work, the extant literature is further extended. Few
studies have investigated the role of meaningful work in the hospitality
workplace generally (e.g., Jung and Yoon, 2016) and only one hospi-
tality study has modelled meaningful work as a mediator between CSR
related variables and OCB. The study by Raub and Blunschi (2014)
found that a related variable, termed task significance, was a mediator
for the relationship between CSR awareness and OCB dimensions, in-
cluding helping behavior. This study supports their explanation that
employee awareness about their hotel’s CSR actions deepens an em-
ployees’ sense of meaningful work and which can lead to greater citi-
zenship behaviors. This line of thinking is extended to illustrate that
active participation in particular leads to greater meaningfulness and
willingness to assist co-workers.

From a practical perspective, there are several practical implications
for hospitality managers. More companies now engage in CSR related
practices and the competitive landscape has changed (Porter and
Kramer, 2006). As companies seek to embed CSR within core business
practices, the need for greater scrutiny of the types of CSR activities
undertaken becomes more critical. Since employee’s participation in
CSR activities can be effective strategies for hotels to promote positive
work outcomes. The findings from this study suggest that developing
policies and practices to allow for greater employee participation in
CSR is paramount. In turn, top management can be more confident
about investing resources on CSR through employee participation.
While generous philanthropy can raise an employee’s perception of
their firms CSR reputation, it is the actual participation by employees in
CSR activities that achieves better work related outcomes. This means
that hotels can consider the types of CSR activities in which employees
will most enjoy participating to benefit the beneficiaries of CSR actions
and the hotel.

Another major practical contribution from the findings of this study
relates to the application of the relationships modelled to the
Generation Y cohort. First, the sample tested in this study largely
comprised Generation Y employees of participating hotels. Modelling
for this group of employees illustrated the relationships between CSR,
meaningful work, and OCB. This is the first published study to focus
specifically on Generation Y to examine such relationships, including
the hospitality sector. While there are many studies purporting to il-
lustrate differences in workplace attitudes, values, and behaviors of
Generation Y (e.g., Gursoy et al., 2013), there are negligible studies
testing for differences in the relationships depicted in CSR-OCB dis-
positional models. This study is the first to demonstrate that the re-
lationships between CSR and OCB will vary for different generations.
We found that the influence of CSR participation is more likely to
promote helping behavior in Generation Y than Generation X. This can
be explained as Generation Y’s preference to work in teams and un-
dertake more collective activities to get things done (Gursoy et al.,
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2008).
Moreover, meaningful work was found to fully mediate the re-

lationship between CSR perception and helping behavior in Generation
X. It seems meaningful work is an important mechanism process on how
to promote helping behavior for hospitality employees in Generation X.
This finding extends Kim et al. (2016b) who concluded that, in the case
of Generation X employees, managers should pay more attention to
meaningful work through training programs aiming for the develop-
ment of pro-environmental work behavior. Thus, hotel managers
should recognize that promoting other positive work outcomes, such as
helping their colleagues, is achievable for Generation X employees.
While Generation X hotel employees are valuable resources, work
meaningfulness plays a more important role in achieving practical
outcomes for hotel management. This requirement suggests customized
CSR strategies tailored to different generations might be beneficial.

Furthermore, CSR participation can develop positive collegial re-
lationships with other colleagues (Supanti et al., 2015) and improve the
hotel’s organizational culture (Bhattacharya et al., 2008). This aspect of
developing a collegial and caring organisational culture is particularly
critical in areas of the hospitality industry seeking to establish and/or
develop their levels of hospitableness to guests. Firms, such as the Ritz-
Carlton hotel chain, pride themselves in the manner of how they
proactively treat their guests and how managers treat staff. The nature
of hospitableness transcends great customer service to include aspects
such as empathy, caring, helping and welcoming behavior (Pijls et al.,
2017). Likewise, Lashley (2000) argues that more focus should be
placed on authentic characteristics of hospitality rather than relying on
commercial buyer exchanges to promote guest loyalty. Active partici-
pation in non-core activities, such as CSR programs, lends itself to such
collegial development among employees.

Moreover, the World Travel Tourism Council (WTTC) (2015) have
forecast that the contest for talent within the hospitality industry will
become intense in the near future. Participation in effective CSR pro-
grams offers a pathway for hospitality firms to compete in this race.
Hospitality managers can consider the recruiting of persons with apti-
tudes for both hard technical skills and soft side skills, such as emo-
tional intelligence, to better fit the core and non-core aspects of a
hospitality career. The broadening of descriptions of technical-based
jobs in hospitality with non-core CSR activities may increase job at-
tractiveness to a particular group of potential hospitality employees.

Hence, hotel managers need to craft work to suit employees (Bavik
et al., 2017) and provide increased access to CSR participation. At the
same time, more effective decision making for the CSR programs should
involve the younger generation employees at the local level rather than
by hotel executive management teams alone. Hence, participation
should occur at all stages of the process not just in the final stage of
implementation. Likewise, actual contact with beneficiaries will allow
employees to see hand-on experience from the impact of their efforts.
Importantly, it must be recognized by hotel managers that not all em-
ployees are equally enamored by the prospect of CSR participation. Any
planned CSR participation needs to respect employee needs and inter-
ests. While education programs can espouse the hotel’s values in CSR,
the true value of CSR participation will occur through job autonomy.

6. Limitations and future research

This study employed a cross-sectional design to recruit data from a
single source, using a self-administered questionnaire. Accordingly, is-
sues relating to generalization of the results and data credibility arise.
While tests demonstrated a lack of common method bias in the data,
future researchers should consider testing and validating the model
using multiple sources. Likewise, social desirability bias may be pre-
sented in self-administered questionnaires, especially with questions
relating to self-performance. The unit of analysis involved employees
from ten hotels in one tourist city area. While all hotels were engaged in
CSR activities, they were not necessarily applying CSR to the same level

in the same domains. While this aspect provides a degree of general-
izability, it would be useful to apply this model in other hospitality
contexts, e.g., using different CSR domains or where CSR activities are
undertaken as either one-off or on-going CSR activities. This would
allow for a better understanding of whether in the effect of different
forms of CSR activities, through meaningful work, leads to better OCB,
such as helping and voice behavior. It would be also interesting to test
the relationship between CSR perception and CSR participation.
Furthermore, hotels in other regional and urban areas across different
cultural contexts would provide a stronger test of the model’s general
applicability. In addition, the model may be replicated using data
gathered from different types of hotels. Hotel size and ownership types
can be tested as a moderating variable. Future research might also
compare further demographic variables, including testing older and
younger members of Generation Y. This study focused on helping be-
havior as a critical factor in the hospitality workplace, future studies
may include other dimensions of OCB, relevant to hospitality and the
generation of employees working in hospitality sector.

Acknowledgements

This work was funded by the Thailand Research Fund (TRF) and
Prince of Songkla University (PSU) through the Research Grant for New
Scholars (MRG5980108). We thank Associate Professor Dr. Sasiwemon
Sukhabot for her kind support for our project.

References

Aguilera, R.V., Rupp, D.E., Williams, C.A., Ganapathi, J., 2007. Putting the S back in
corporate social responsibility: a multilevel theory of social change in organizations.
Acad. Manage. Rev. 32 (3), 836–863. http://dx.doi.org/10.5465/AMR.2007.
25275678.

Aguinis, H., Glavas, A., 2012. What we know and don’t know about corporate social
responsibility: a review and research agenda. J. Manage. 38 (4), 932–968. http://dx.
doi.org/10.1177/0149206311436079.

Bagozzi, R.P., Yi, Y., 1988. On the evaluation of structural equation models. J. Acad.
Mark. Sci. 16 (1), 74–94. http://dx.doi.org/10.1007/BF02723327.

Bavik, A., Bavik, Y.L., Tang, P.M., 2017. Servant leadership, employee job crafting, and
citizenship behaviors: a cross-level investigation. Cornell Hosp. Q. 58 (4), 364–373.
http://dx.doi.org/10.1177/1938965517719282.

Bhattacharya, C.B., Sen, S., Korschun, D., 2008. Using corporate social responsibility to
win the war for talent. MIT Sloan Manage. Rev. 49 (2), 37–44.

Brown, E.A., Thomas, N.J., Bosselman, R.H., 2015. Are they leaving or staying: a quali-
tative analysis of turnover issues for Generation Y hospitality employees with a
hospitality education. Int. J. Hosp. Manage. 46, 130–137. http://dx.doi.org/10.
1016/j.ijhm.2015.01.011.

Buil, I., Martínez, E., Matute, J., 2016. From internal brand management to organiza-
tional citizenship behaviors: evidence from frontline employees in the hotel industry.
Tour. Manage. 57, 256–271. http://dx.doi.org/10.1016/j.tourman.2016.06.009.

Chang, W., Busser, J.A., 2017. Hospitality employees promotional attitude: findings from
graduates of a twelve-month management training program. Int. J. Hosp. Manage.
48–57. http://dx.doi.org/10.1016/j.ijhm.2016.09.013.

Cohen, J., 1992. A power primer. Psychol. Bull. 112 (1), 155–159. http://dx.doi.org/10.
1037/0033-2909.112.1.155.

Cropanzano, R., Mitchell, M.S., 2005. Social exchange theory: an interdisciplinary review.
J. Manage. 31 (6), 874–900. http://dx.doi.org/10.1177/0149206305279602.

Donia, M., Johns, G., Raja, U., Khalil Ben Ayed, A., 2017. Getting credit for OCBs: po-
tential costs of being a good actor vs. a good soldier. Eur. J. Work Organ. Psychol.
1–16. http://dx.doi.org/10.1080/1359432X.2017.1418328.

Farh, J.L., Zhong, C.B., Organ, D.W., 2004. Organizational citizenship behavior in the
People's Republic of China. Organ. Sci. 15 (2), 241–253. http://dx.doi.org/10.1287/
orsc.1030.0051.

Farooq, O., Rupp, D.E., Farooq, M., 2017. The multiple pathways through which internal
and external corporate social responsibility influence organizational identification
and multifoci outcomes: the moderating role of cultural and social orientations. Acad.
Manage. J. 60 (3), 954–985. http://dx.doi.org/10.5465/amj.2014.0849.

Fornell, C., Larcker, D.F., 1981. Evaluating structural equation models with unobservable
variables and measurement error. J. Mark. Res. 18 (1), 39–50. http://dx.doi.org/10.
2307/3151312.

Fu, H., Li, Y., Duan, Y., 2014. Does employee-perceived reputation contribute to citi-
zenship behavior? The mediating role of organizational commitment. Int. J.
Contemp. Hosp. Manage. 26 (4), 593–609. http://dx.doi.org/10.1108/IJCHM-02-
2013-0082.

Glavas, A., 2012. Employee engagement and sustainability: a model for implementing
meaningfulness at and in work. J. Corporate Citizenship 46, 13–29. http://www.
jstor.org/stable/jcorpciti.46.13.

Gond, J.P., El Akremi, A., Swaen, V., Babu, N., 2017. The psychological microfoundations
of corporate social responsibility: a person-centric systematic review. J. Organ.
Behav. 38 (2), 225–246. http://dx.doi.org/10.1002/job.2170.

Gursoy, D., Maier, T.A., Chi, C.G., 2008. Generational differences: an examination of

D. Supanti, K. Butcher International Journal of Hospitality Management xxx (xxxx) xxx–xxx

10 68

http://dx.doi.org/10.5465/AMR.2007.25275678
http://dx.doi.org/10.5465/AMR.2007.25275678
http://dx.doi.org/10.1177/0149206311436079
http://dx.doi.org/10.1177/0149206311436079
http://dx.doi.org/10.1007/BF02723327
http://dx.doi.org/10.1177/1938965517719282
http://refhub.elsevier.com/S0278-4319(17)30803-4/sbref0025
http://refhub.elsevier.com/S0278-4319(17)30803-4/sbref0025
http://dx.doi.org/10.1016/j.ijhm.2015.01.011
http://dx.doi.org/10.1016/j.ijhm.2015.01.011
http://dx.doi.org/10.1016/j.tourman.2016.06.009
http://dx.doi.org/10.1016/j.ijhm.2016.09.013
http://dx.doi.org/10.1037/0033-2909.112.1.155
http://dx.doi.org/10.1037/0033-2909.112.1.155
http://dx.doi.org/10.1177/0149206305279602
http://dx.doi.org/10.1080/1359432X.2017.1418328
http://dx.doi.org/10.1287/orsc.1030.0051
http://dx.doi.org/10.1287/orsc.1030.0051
http://dx.doi.org/10.5465/amj.2014.0849
http://dx.doi.org/10.2307/3151312
http://dx.doi.org/10.2307/3151312
http://dx.doi.org/10.1108/IJCHM-02-2013-0082
http://dx.doi.org/10.1108/IJCHM-02-2013-0082
http://www.jstor.org/stable/jcorpciti.46.13
http://www.jstor.org/stable/jcorpciti.46.13
http://dx.doi.org/10.1002/job.2170


work values and generational gaps in the hospitality workforce. Int. J. Hosp. Manage.
27 (3), 448–458. http://dx.doi.org/10.1016/j.ijhm.2007.11.002.

Gursoy, D., Chi, C.G., Karadag, E., 2013. Generational differences in work values and
attitudes among frontline and service contact employees. Int. J. Hosp. Manage. 32,
40–48. http://dx.doi.org/10.1016/j.ijhm.2012.04.002.

Hackman, J.R., Oldham, G.R., 1976. Motivation through the design of work: test of a
theory. Organ. Behav. Hum. Perform. 16 (2), 250–279. http://dx.doi.org/10.1016/
0030-5073(76)90016-7.

Hair, J.F., Hult, G.T.M., Ringle, C.M., Sarstedt, M., 2017. A Primer on Partial Least
Squares Structural Equation Modeling (PLS-SEM). Sage Publications, California, FA.

Henseler, J., Sarstedt, M., 2013. Goodness-of-fit indices for partial least squares path
modeling. Comput. Stat. 28, 565–580. http://dx.doi.org/10.1007/s00180-012-
0317-1.

Henseler, J., Ringle, C.M., Sarstedt, M., 2016. Testing measurement invariance of com-
posites using partial least squares. Int. Mark. Rev. 33 (3), 405–431. http://dx.doi.org/
10.1108/IMR-09-2014-0304.

Hetter, K., 2016. World's Top 10 Cities, According to Travel+ Leisure. Retrieved from
http://edition.cnn.com/2016/07/06/travel/travel-leisure-worlds-best-cities/.

Hoole, C., Bonnema, J., 2015. Work engagement and meaningful work across genera-
tional cohorts. SA J. Hum. Resour. Manage. 13 (1), 1–11. http://dx.doi.org/10.4102/
sajhrm.v13i1.681.

Jung, H.S., Yoon, H.H., 2016. What does work meaning to hospitality employees? The
effects of meaningful work on employees’ organizational commitment: the mediating
role of job engagement. Int. J. Hosp. Manage. 53, 59–68. http://dx.doi.org/10.1016/
j.ijhm.2015.12.004.

Kahn, W.A., 1990. Psychological conditions of personal engagement and disengagement
at work. Acad. Manage. J. 33 (4), 692–724. http://dx.doi.org/10.2307/256287.

Kang, K.H., Lee, S., Huh, C., 2010. Impacts of positive and negative corporate social
responsibility activities on company performance in the hospitality industry. Int. J.
Hosp. Manage. 29 (1), 72–82. http://dx.doi.org/10.1016/j.ijhm.2009.05.006.

Kim, J.S., Song, H.J., Lee, C.K., 2016a. Effects of corporate social responsibility and in-
ternal marketing on organizational commitment and turnover intentions. Int. J. Hosp.
Manage. 55, 25–32. http://dx.doi.org/10.1016/j.ijhm.2016.02.007.

Kim, S.H., Kim, M., Han, H.S., Holland, S., 2016b. The determinants of hospitality em-
ployees’ pro-environmental behaviors: the moderating role of generational differ-
ences. Int. J. Hosp. Manage. 52, 56–67. http://dx.doi.org/10.1016/j.ijhm.2015.09.
013.

Kim, H.L., Rhou, Y., Uysal, M., Kwon, N., 2017. An examination of the links between
corporate social responsibility (CSR) and its internal consequences. Int. J. Hosp.
Manage. 61, 26–34. http://dx.doi.org/10.1016/j.ijhm.2016.10.011.

Korn Ferry Institute, 2015. Attracting and Retaining Millennials in the Competitive
Hospitality Sector. Retrieved from https://www.kornferry.com/institute/attracting-
and-retaining-millennials-in-the-competitive-hospitality-sector.

Lashley, C., 2000. In search of hospitality: towards a theoretical framework. Int. J. Hosp.
Manage. 19 (1), 3–15. http://dx.doi.org/10.1016/S0278-4319(99)00035-3.

Lu, A.C.C., Gursoy, D., 2016. Impact of job burnout on satisfaction and turnover inten-
tion: do generational differences matter? J. Hosp. Tour. Res. 40 (2), 210–235. http://
dx.doi.org/10.1177/1096348013495696.

Lub, X.D., Blomme, R., Matthijs Bal, P., 2011. Psychological contract and organizational
citizenship behavior: a new deal for new generations? Adv. Hosp. Leisure 7, 109–130.
http://dx.doi.org/10.1108/S1745-3542(2011)0000007010.

Lub, X.D., Nije Bijvank, M., Matthijs Bal, P., Blomme, R., Schalk, R., 2012. Different or
alike? Exploring the psychological contract and commitment of different generations
of hospitality workers. Int. J. Contemp. Hosp. Manage. 24 (4), 553–573. http://dx.
doi.org/10.1108/09596111211226824.

Luu, T.T., 2017. CSR and organizational citizenship behavior for the environment in hotel
industry: the moderating roles of corporate entrepreneurship and employee attach-
ment style. Int. J. Contemp. Hosp. Manage. 29 (11), 2867–2900. http://dx.doi.org/
10.1108/IJCHM-02-2016-0080.

Lyons, S., Kuron, L., 2014. Generational differences in the workplace: a review of the
evidence and directions for future research. J. Organ. Behav. 35, S139–S157. http://
dx.doi.org/10.1002/job.1913.

Ma, E., Qu, H., 2011. Social exchanges as motivators of hotel employees’ organizational
citizenship behavior: the proposition and application of a new three-dimensional
framework. Int. J. Contemp. Hosp. Manage. 30 (3), 680–688. http://dx.doi.org/10.
1016/j.ijhm.2010.12.003.

Mael, F., Ashforth, B.E., 1992. Alumni and their alma mater: a partial test of the re-
formulated model of organizational identification. J. Organ. Behav. 13 (2), 103–123.
http://dx.doi.org/10.1002/job.4030130202.

Maharaj, I., Schlechter, A.F., 2007. Meaning in life and meaning of work: relationships
with organisational citizenship behavior, commitment and job satisfaction. Manage.
Dyn. 16 (3), 24–41. http://hdl.handle.net/10520/EJC69726.

Maignan, I., Ferrell, O.C., 2004. Corporate Social Responsibility and Marketing: An
Integrative Framework. J. Acad. Mark. Sci. 32 (1), 3–19. http://dx.doi.org/10.1177/
0092070303258971.

May, D.R., Gilson, R.L., Harter, L.M., 2004. The psychological conditions of mean-
ingfulness, safety and availability and the engagement of the human spirit at work. J.
Occup. Organ. Psychol. 77 (1), 11–37. http://dx.doi.org/10.1348/
096317904322915892.

Min, H., Park, J., Kim, H.J., 2016. Common method bias in hospitality research: a critical
review of literature and an empirical study. Int. J. Hosp. Manage. 56, 126–135.
http://dx.doi.org/10.1016/j.ijhm.2016.04.010.

Nan, X., Heo, K., 2007. Consumer responses to corporate social responsibility (CSR) in-
itiatives: examining the role of brand-cause fit in cause-related marketing. J. Advert.
36 (2), 63–74. http://dx.doi.org/10.2753/JOA0091-3367360204.

Özduran, A., Tanova, C., 2017. Manager mindsets and employee organizational citizen-
ship behaviors. Int. J. Contemp. Hosp. Manage. 29 (1), 589–606. http://dx.doi.org/
10.1108/IJCHM-03-2016-0141.

Organ, D.W., 1988. Organizational Citizenship Behavior: The Good Soldier Syndrome:
Lexington Books. Lexington MA.

Park, J., Gursoy, D., 2012. Generation effects on work engagement among US hotel
employees. Int. J. Hosp. Manage. 31 (4), 1195–1202. http://dx.doi.org/10.1016/j.
ijhm.2012.02.007.

Pijls, R., Groen, B.H., Galetzka, M., Pruyn, A.T., 2017. Measuring the experience of
hospitality: scale development and validation. Int. J. Hosp. Manage. 67, 125–133.
http://dx.doi.org/10.1016/j.ijhm.2017.07.008.

Podsakoff, P.M., MacKenzie, S.B., Moorman, R.H., Fetter, R., 1990. Transformational
leader behaviors and their effects on followers' trust in leader, satisfaction, and or-
ganizational citizenship behaviors. Leadersh. Q. 1 (2), 107–142. http://dx.doi.org/
10.1016/1048-9843(90)90009-7.

Podsakoff, P.M., MacKenzie, S.B., Lee, J.Y., Podsakoff, N.P., 2003. Common method
biases in behavioral research: a critical review of the literature and recommended
remedies. J. Appl. Psychol. 88 (5), 879–903. http://dx.doi.org/10.1037/0021-9010.
88.5.879.

Podsakoff, N.P., Whiting, S.W., Podsakoff, P.M., Mishra, P., 2011. Effects of organiza-
tional citizenship behaviors on selection decisions in employment interviews. J. Appl.
Psychol. 96 (2), 310–326. http://dx.doi.org/10.1037/a0020948.

Podsakoff, P.M., MacKenzie, S.B., Podsakoff, N.P., 2012. Sources of method bias in social
science research and recommendations on how to control it. Annu. Rev. Psychol. 63,
539–569. http://dx.doi.org/10.1146/annurev-psych-120710-100452.

Pomering, A., Dolnicar, S., 2009. Assessing the prerequisite of successful CSR im-
plementation: are consumers aware of CSR initiatives? J. Bus. Ethics 85 (2s),
285–301. http://dx.doi.org/10.1007/s10551-008-9729-9.

Porter, M.E., Kramer, M.R., 2006. Strategy and society: the link between competitive
advantage and corporate social responsibility. Harvard Bus. Rev. 78–92 December.

Pratt, M.G., Ashforth, B.E., 2003. Fostering meaningfulness in working and at work. In:
Cameron, K.S., Dutton, J.E., Quinn, R.E. (Eds.), Positive Organizational Scholarship:
Foundations of a New Discipline. Berrett-Koehler, California, SF, pp. 309–327.

Raub, S., Blunschi, S., 2014. The power of meaningful work how awareness of CSR in-
itiatives fosters task significance and positive work outcomes in service employees.
Cornell Hosp. Q. 55 (1), 10–18. http://dx.doi.org/10.1177/1938965513498300.

Richter, N.F., Sinkovics, R.R., Ringle, C.M., Schlaegel, C., 2016. A critical look at the use
of SEM in international business research. Int. Mark. Rev. 33 (3), 376–404. http://dx.
doi.org/10.1108/IMR-04-2014-0148.

Rosso, B.D., Dekas, K.H., Wrzesniewski, A., 2010. On the meaning of work: a theoretical
integration and review. Res. Organ. Behav. 30, 91–127. http://dx.doi.org/10.1016/j.
riob.2010.09.001.

Saks, A.M., 2006. Antecedents and consequences of employee engagement. J. Manage.
Psychol. 21 (7), 600–619. http://dx.doi.org/10.1108/02683940610690169.

Sen, S., Bhattacharya, C.B., 2001. Does doing good always lead to doing better? Consumer
reactions to corporate social responsibility. J. Mark. Res. 38 (2), 225–243.

Shen, J., Benson, J., 2014. When CSR is a social norm how socially responsible human
resource management affects employee work behavior. J. Manage. 42 (6),
1723–1746. http://dx.doi.org/10.1177/0149206314522300.

Smola, K.W., Sutton, C.D., 2002. Generational differences: revisiting generational work
values for the new millennium. J. Organ. Behav. 23 (4), 363–382. http://dx.doi.org/
10.1002/job.147.

Solnet, D., Hood, A., 2008. Generation Y as hospitality employees: framing a research
agenda. J. Hosp. Tour. Manage. 15 (1), 59–68. http://dx.doi.org/10.1375/jhtm.
15.59.

Supanti, D., Butcher, K., Fredline, L., 2015. Enhancing the employer-employee relation-
ship through corporate social responsibility (CSR) engagement. Int. J. Contemp.
Hosp. Manage. 27 (7), 1479–1498. http://dx.doi.org/10.1108/IJCHM-07-2014-
0319.

TATNews. org, 2017. Thailand’s Tourist Arrivals and Revenue Continues Growth in 3rd
Quarter of 2017. [Press release]. Retrieved from http://www.tatnews.org/thailands-
tourist-arrivals-and-revenue-continues-growth-in-3rd-quarter-of-2017/.

Vlachos, P.A., Panagopoulos, N.G., Rapp, A.A., 2014. Employee judgements of and be-
haviors toward corporate social responsibility: a multi-study investigation of direct,
cascading, and moderating effects. J. Organ. Behav. 35 (7), 990–1017. http://dx.doi.
org/10.1002/job.1946.

Voegtlin, C., Greenwood, M., 2016. Corporate social responsibility and human resource
management: a systematic review and conceptual analysis. Hum. Resour. Manage.
Rev. 26 (3), 181–197. http://dx.doi.org/10.1016/j.hrmr.2015.12.003.

Wetzels, M., Odekerken-Schröder, G., Van Oppen, C., 2009. Using PLS path modeling for
assessing hierarchical construct models: guidelines and empirical illustration. MIS Q.
http://www.jstor.org/stable/20650284.

World Travel Tourism Council (WTTC), 2015. Global Talent Trends and Issues for the
Travel & Tourism Sector. Retrieved from https://www.wttc.org/research/policy-
research/human-capital/global-talent-trends/.

Zhao, X., Lynch, J.G., Chen, Q., 2010. Reconsidering Baron and Kenny: myths and truths
about mediation analysis. J. Consum. Res. 37 (2), 197–206. http://dx.doi.org/10.
1086/651257.

D. Supanti, K. Butcher International Journal of Hospitality Management xxx (xxxx) xxx–xxx

11 69

http://dx.doi.org/10.1016/j.ijhm.2007.11.002
http://dx.doi.org/10.1016/j.ijhm.2012.04.002
http://dx.doi.org/10.1016/0030-5073(76)90016-7
http://dx.doi.org/10.1016/0030-5073(76)90016-7
http://refhub.elsevier.com/S0278-4319(17)30803-4/sbref0105
http://refhub.elsevier.com/S0278-4319(17)30803-4/sbref0105
http://dx.doi.org/10.1007/s00180-012-0317-1
http://dx.doi.org/10.1007/s00180-012-0317-1
http://dx.doi.org/10.1108/IMR-09-2014-0304
http://dx.doi.org/10.1108/IMR-09-2014-0304
arxiv:/Retrieved%20from%20http://edition.cnn.com/2016/07/06/travel/travel-leisure-worlds-best-cities/
arxiv:/Retrieved%20from%20http://edition.cnn.com/2016/07/06/travel/travel-leisure-worlds-best-cities/
http://dx.doi.org/10.4102/sajhrm.v13i1.681
http://dx.doi.org/10.4102/sajhrm.v13i1.681
http://dx.doi.org/10.1016/j.ijhm.2015.12.004
http://dx.doi.org/10.1016/j.ijhm.2015.12.004
http://dx.doi.org/10.2307/256287
http://dx.doi.org/10.1016/j.ijhm.2009.05.006
http://dx.doi.org/10.1016/j.ijhm.2016.02.007
http://dx.doi.org/10.1016/j.ijhm.2015.09.013
http://dx.doi.org/10.1016/j.ijhm.2015.09.013
http://dx.doi.org/10.1016/j.ijhm.2016.10.011
https://www.kornferry.com/institute/attracting-and-retaining-millennials-in-the-competitive-hospitality-sector
https://www.kornferry.com/institute/attracting-and-retaining-millennials-in-the-competitive-hospitality-sector
http://dx.doi.org/10.1016/S0278-4319(99)00035-3
http://dx.doi.org/10.1177/1096348013495696
http://dx.doi.org/10.1177/1096348013495696
http://dx.doi.org/10.1108/S1745-3542(2011)0000007010
http://dx.doi.org/10.1108/09596111211226824
http://dx.doi.org/10.1108/09596111211226824
http://dx.doi.org/10.1108/IJCHM-02-2016-0080
http://dx.doi.org/10.1108/IJCHM-02-2016-0080
http://dx.doi.org/10.1002/job.1913
http://dx.doi.org/10.1002/job.1913
http://dx.doi.org/10.1016/j.ijhm.2010.12.003
http://dx.doi.org/10.1016/j.ijhm.2010.12.003
http://dx.doi.org/10.1002/job.4030130202
http://hdl.handle.net/10520/EJC69726
http://dx.doi.org/10.1177/0092070303258971
http://dx.doi.org/10.1177/0092070303258971
http://dx.doi.org/10.1348/096317904322915892
http://dx.doi.org/10.1348/096317904322915892
http://dx.doi.org/10.1016/j.ijhm.2016.04.010
http://dx.doi.org/10.2753/JOA0091-3367360204
http://dx.doi.org/10.1108/IJCHM-03-2016-0141
http://dx.doi.org/10.1108/IJCHM-03-2016-0141
http://refhub.elsevier.com/S0278-4319(17)30803-4/sbref0235
http://refhub.elsevier.com/S0278-4319(17)30803-4/sbref0235
http://dx.doi.org/10.1016/j.ijhm.2012.02.007
http://dx.doi.org/10.1016/j.ijhm.2012.02.007
http://dx.doi.org/10.1016/j.ijhm.2017.07.008
http://dx.doi.org/10.1016/1048-9843(90)90009-7
http://dx.doi.org/10.1016/1048-9843(90)90009-7
http://dx.doi.org/10.1037/0021-9010.88.5.879
http://dx.doi.org/10.1037/0021-9010.88.5.879
http://dx.doi.org/10.1037/a0020948
http://dx.doi.org/10.1146/annurev-psych-120710-100452
http://dx.doi.org/10.1007/s10551-008-9729-9
http://refhub.elsevier.com/S0278-4319(17)30803-4/sbref0275
http://refhub.elsevier.com/S0278-4319(17)30803-4/sbref0275
http://refhub.elsevier.com/S0278-4319(17)30803-4/sbref0280
http://refhub.elsevier.com/S0278-4319(17)30803-4/sbref0280
http://refhub.elsevier.com/S0278-4319(17)30803-4/sbref0280
http://dx.doi.org/10.1177/1938965513498300
http://dx.doi.org/10.1108/IMR-04-2014-0148
http://dx.doi.org/10.1108/IMR-04-2014-0148
http://dx.doi.org/10.1016/j.riob.2010.09.001
http://dx.doi.org/10.1016/j.riob.2010.09.001
http://dx.doi.org/10.1108/02683940610690169
http://refhub.elsevier.com/S0278-4319(17)30803-4/sbref0305
http://refhub.elsevier.com/S0278-4319(17)30803-4/sbref0305
http://dx.doi.org/10.1177/0149206314522300
http://dx.doi.org/10.1002/job.147
http://dx.doi.org/10.1002/job.147
http://dx.doi.org/10.1375/jhtm.15.59
http://dx.doi.org/10.1375/jhtm.15.59
http://dx.doi.org/10.1108/IJCHM-07-2014-0319
http://dx.doi.org/10.1108/IJCHM-07-2014-0319
http://www.tatnews.org/thailands-tourist-arrivals-and-revenue-continues-growth-in-3rd-quarter-of-2017/
http://www.tatnews.org/thailands-tourist-arrivals-and-revenue-continues-growth-in-3rd-quarter-of-2017/
http://dx.doi.org/10.1002/job.1946
http://dx.doi.org/10.1002/job.1946
http://dx.doi.org/10.1016/j.hrmr.2015.12.003
http://www.jstor.org/stable/20650284
https://www.wttc.org/research/policy-research/human-capital/global-talent-trends/
https://www.wttc.org/research/policy-research/human-capital/global-talent-trends/
http://dx.doi.org/10.1086/651257
http://dx.doi.org/10.1086/651257


 

 70 

Appendices  

7.1 Survey Instrument (English version) 

 

Hotel Employee Survey 

Welcome to our survey! 

The survey is hosted by the Thailand Research Fund and Prince of Songkla University. This survey asks for 

your view regarding your corporate social responsibility (CSR) experience and should take approximately 10-

15 minutes to complete.  

CSR means any activity reflecting hotel’s responsibilities toward society and environment. For example, 

beach cleaning, mangrove plantation, in-kind donations, and visiting charitable organisations.  

Instruction: Your responses are completely anonymous. All information gathered is aggregated with other hotels 

in Thailand. If you have any questions about this activity, please contact Dr Daraneekorn Supanti, Faculty of 

Management Sciences (email: daraneekorn.s@psu.ac.th) 

Using the following scale to indicate how much you agree or disagree with the following statements. 

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 

 



 

 71 

Using the following scale to indicate how much you agree or disagree with the following statements. 

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 

 

 Statements SD D SWD N SWA A SA 

1.1 My hotel believes strongly in corporate social responsibility. 1 2 3 4 5 6 7 

1.2 I voluntarily contribute my time to participate in my hotel’s CSR activities.  1 2 3 4 5 6 7 

1.3 My hotel provides substantial support for socially responsible activities. 1 2 3 4 5 6 7 

1.4 I am actively involved in CSR activities at my hotel. 1 2 3 4 5 6 7 

1.5 My hotel has environmentally responsible business practices.  1 2 3 4 5 6 7 

1.6 I participate in every new CSR activity at my hotel. 1 2 3 4 5 6 7 

1.7 My hotel encourages employees to participate in activities that improve 
the well-being of society. 

1 2 3 4 5 6 7 

1.8 My job requires me to be involved in my hotel’s CSR programs. 1 2 3 4 5 6 7 

1.9 My hotel is ready for high season. 1 2 3 4 5 6 7 

1.10 My hotel participates in many activities to improve the quality of the 
environment. 

1 2 3 4 5 6 7 

1.11 I perform CSR-related tasks for the hotel during my time off.  1 2 3 4 5 6 7 

1.12 My hotel has incorporated socially/environmentally responsible activities 
into the guest experience. 

1 2 3 4 5 6 7 

1.13 I am involved in a lot of hotel’s CSR activities on a voluntary basis. 1 2 3 4 5 6 7 

1.14 My hotel expects me to be involved in CSR activities, as part of my job. 1 2 3 4 5 6 7 
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Using the following scale to indicate how much you agree or disagree with the following statements. 

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 

 

 Statements SD D SWD N SWA A SA 

1.15 My hotel really cares about my well-being. 1 2 3 4 5 6 7 

1.16 I have an effective working relationship with my supervisor. 1 2 3 4 5 6 7 

1.17 My hotel strongly considers my goals and values. 1 2 3 4 5 6 7 

1.18 I know where I stand with my supervisor. 1 2 3 4 5 6 7 

1.19 My hotel shows substantial concern for me. 1 2 3 4 5 6 7 

1.20 My supervisor would “bail me out’ at his/her expense. 1 2 3 4 5 6 7 

1.21 The hotel is fully booked in December. 1 2 3 4 5 6 7 

1.22 My supervisor understands my job-related problems and needs. 1 2 3 4 5 6 7 

1.23 My hotel cares about my opinions. 1 2 3 4 5 6 7 

1.24 My supervisor would use his/her power to help me solve work related 
problems.  

1 2 3 4 5 6 7 

1.25 My hotel is willing to help me if I need a special favour. 1 2 3 4 5 6 7 

1.26 I defend and justify my supervisor’s decision when he/she is not present 
to do so. 

1 2 3 4 5 6 7 

1.27 Help is available from my hotel when I have a problem. 1 2 3 4 5 6 7 

1.28 My supervisor recognises my potential. 1 2 3 4 5 6 7 
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Using the following scale to indicate how much you agree or disagree with the following statements. 

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 

 

 Statements SD D SLD N SLA A SA 

1.29 I put a lot of energy into my work at the hotel. 1 2 3 4 5 6 7 

1.30 I help my hotel colleagues who have been absent. 1 2 3 4 5 6 7 

1.31 I make recommendations concerning issues that affect my work 
colleagues. 

1 2 3 4 5 6 7 

1.32 The work I do at the hotel is very important to me.  1 2 3 4 5 6 7 

1.33 I feel strong and vigorous in my work at the hotel. 1 2 3 4 5 6 7 

1.34 I often help others at the hotel who have heavy workloads. 1 2 3 4 5 6 7 

1.35 This hotel has been operating for a long time. 1 2 3 4 5 6 7 

1.36 I speak up and encourage others in my department to get involved in 
issues that affect us. 

1 2 3 4 5 6 7 

1.37 My job activities at the hotel are personally meaningful to me. 1 2 3 4 5 6 7 

1.38 I look forward to going to work. 1 2 3 4 5 6 7 

1.39 I help orient new staff, even though it is not required. 1 2 3 4 5 6 7 

1.40 I communicate my opinions about work issues to others in my 
department even when my colleagues may disagree with me. 

1 2 3 4 5 6 7 

1.41 Most people stay at the hotel for leisure. 1 2 3 4 5 6 7 

1.42 The work I do at the hotel is very worthwhile.  1 2 3 4 5 6 7 

1.43 Time goes very quickly when I am working at the hotel. 1 2 3 4 5 6 7 

1.44 I willingly help colleagues who have work-related problems.  1 2 3 4 5 6 7 

1.45 I am enthusiastic about my work at the hotel. 1 2 3 4 5 6 7 

1.46 I keep well informed about issues which might be useful to my 
department. 

1 2 3 4 5 6 7 

1.47 My job activities at the hotel are significant to me.  1 2 3 4 5 6 7 

1.48 My work is very absorbing. 1 2 3 4 5 6 7 
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 Statements SD D SLD N SLA A SA 

1.49 I am always ready to lend a helping hand to hotel colleagues.  1 2 3 4 5 6 7 

1.50 I get fully immersed in my work activities.  1 2 3 4 5 6 7 

1.51 I get involved in issues that affect the quality of work life here in my 
department. 

1 2 3 4 5 6 7 

1.52 Most guests at the hotel are from oversea.  1 2 3 4 5 6 7 

1.53 The work I do on this job at the hotel is meaningful to me.  1 2 3 4 5 6 7 

1.54 I am proud of the work at the hotel that I do.  1 2 3 4 5 6 7 

1.55 I speak up in my department with ideas for new projects or changes in 
procedures. 

1 2 3 4 5 6 7 

1.56 I feel that the work I do in my job at the hotel is valuable. 1 2 3 4 5 6 7 

1.57 I feel inspired when I am at work. 1 2 3 4 5 6 7 

 

The survey is almost complete. To complete our statistical analysis, we need the following information. 

All information provided is confidential and responses will be aggregated with other hotels in Thailand.  

5.) Gender:    ⃞ Male   ⃞ Female 

6.) Age:   ……………………. years 

7.) Highest level of education:  ⃞ High school  ⃞ College certification/ Diploma   

 ⃞ Bachelor degree  ⃞ Master degree    

 ⃞ Other, please specify……………………. 

8.) Your approximate income (monthly):  ⃞ 15,000 baht or less  ⃞ 15,001-20,000 baht 

    ⃞ 20,001- 25,000 baht  ⃞ 25,001- 30,000 baht  

    ⃞ more than 30,000 baht 

9) Which department do you work at:  ⃞ Front office  ⃞ Food & Beverage  

 ⃞ Housekeeping  ⃞ Human Resource  

 ⃞ Marketing  ⃞ Accounting   

 ⃞ Other, please specify……………………. 

 

***Thank you for completing the survey. *** 

Once you have completed our survey, please return to HR department. 
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7.2 Survey Instrument (Thai version) 

 

แบบสอบถามพนกังานโรงแรม 

 

ขอขอบพระคุณที9ท่านใหค้วามร่วมมอืในการกรอกแบบสอบถามครั @งนี@ 

แบบสอบถามชุดนี@ไดร้บัการสนับสนุนจากสํานักงานกองทุนวจิยัแห่งประเทศไทยและมหาวทิยาลยัสงขลานครนิทร์ งานวจิยัชิ@นนี@

จุดประสงค์เพื9อสอบถามประสบการณ์ของพนักงานเกี9ยวกบัการมส่ีวนร่วมในกจิกรรมเพื9อสงัคม โดยใชเ้วลาประมาณ 10-15 นาท ี 

กจิกรรมเพื9อสงัคม (CSR) หมายถงึ กจิกรรมใดๆที9แสดงถงึความรบัผิดชอบของโรงแรมต่อสงัคมและสิ9งแวดล้อม 

ตวัอย่างเช่น กจิกรรมรณรงค์ทําความสะอาดชายหาด, กจิกรรมปลูกป่าโกงกาง, การบรจิาคทุกชนิด และ 

การเขา้เยี9ยมสถานสงเคราะห ์เป็นต้น 

คําชี@แจง: ขอ้มูลที9ไดร้บัจากขอ้คิดเหน็ทุกส่วนของโครงการวจิยันี@จะถูกเกบ็ไวเ้ป็นความลบั 

ขอ้มูลโดยรวมเท่านั @นที9จะปรากฏในรายงานผลการวจิยั หากต้องการสอบถามขอ้มูลเพิ9มเติม 

กรุณาตดิต่อ ดร. ดรณีกร สุปนัต ีคณะวทิยาการจดัการ มหาวทิยาลยัสงขลานครนิทร์ (email: 

daraneekorn.s@psu.ac.th) 

 

1. ใชร้ะดบัความคดิเหน็ต่อไปนี@ในการแสดงความเหน็ต่อขอ้ความต่อไปนี@ 

ไม่เหน็ดว้ยมากที9สุด ไม่เหน็ดว้ย ไม่ค่อยเหน็ดว้ย เฉยๆ เหน็ดว้ยเลก็น้อย เหน็ดว้ย เหน็ดว้ยมากที9สุด 

1 2 3 4 5 6 7 
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ใชร้ะดบัความคดิเหน็ต่อไปนี@ในการแสดงความเหน็ต่อขอ้ความต่อไปนี@ 

ไม่เหน็ดว้ยมากที9สุด ไม่เหน็ดว้ย ไม่ค่อยเหน็ดว้ย เฉยๆ เหน็ดว้ยเลก็น้อย เหน็ดว้ย เหน็ดว้ยมากที9สุด 

1 2 3 4 5 6 7 

 

 ขอ้ความ ไมเ่หน็ดว้ยมากที9สุด < ------ > เหน็ดว้ยมากที9สุด 

1.1 โรงแรมที9ท่านทํางานเชื9อมั 9นในการทํากจิกรรมเพื9อสงัคม 1 2 3 4 5 6 7 

1.2 ท่านสมคัรใจอุทศิเวลาในการเขา้ร่วมกจิกรรมเพื9อสงัคมของโรงแรม 1 2 3 4 5 6 7 

1.3 โรงแรมที9ท่านทํางานได้สนับสนุนกจิกรรมที9รบัผิดชอบต่อสงัคมอย่างมาก 1 2 3 4 5 6 7 

1.4 ท่านมคีวามกระตอืรอืรน้ที9จะมส่ีวนร่วมในกจิกรรมเพื9อสงัคมของโรงแรม 1 2 3 4 5 6 7 

1.5 โรงแรมที9ท่านทํางานมแีนวทางการดําเนินธุรกจิที9รบัผดิชอบต่อสิ9งแวดล้อม 1 2 3 4 5 6 7 

1.6 ท่านมส่ีวนร่วมในทุกๆกจิกรรมเพื9อสงัคมใหม่ๆของโรงแรม 1 2 3 4 5 6 7 

1.7 โรงแรมที9ท่านทํางานได้สนับสนุนใหพ้นักงานมส่ีวนร่วมในกจิกรรมที9ส่งเสรมิให้
สงัคมมคีวามเป็นอยู่ที9ดขี ึ@น 

1 2 3 4 5 6 7 

1.8 งานของท่านกําหนดใหท้่านเขา้ร่วมกจิกรรมเพื9อสงัคมของโรงแรม 1 2 3 4 5 6 7 

1.9 โรงแรมมคีวามพรอ้มต้อนรบัช่วงเทศกาลท่องเที9ยว 1 2 3 4 5 6 7 

1.10 โรงแรมที9ท่านทํางานมส่ีวนร่วมในหลายกจิกรรมเพื9อส่งเสรมิคุณภาพของ
สิ9งแวดล้อมใหด้ขี ึ@น 

1 2 3 4 5 6 7 

1.11 ท่านไดท้ํากจิกรรมเพื9อสงัคมของโรงแรมในวนัหยุด 1 2 3 4 5 6 7 

1.12 โรงแรมที9ท่านทํางานใหแ้ขกผูเ้ขา้พกัมส่ีวนร่วมในกจิกรรมที9มคีวามรบัผิดชอบ
ต่อสงัคม/สิ9งแวดล้อม 

1 2 3 4 5 6 7 

1.13 ท่านมส่ีวนร่วมในกจิกรรมเพื9อสงัคมของโรงแรมจํานวนมากด้วยความสมคัรใจ 1 2 3 4 5 6 7 

1.14 โรงแรมคาดหวงัใหท้่านมส่ีวนร่วมในกจิกรรมเพื9อสงัคม  ซึ9งเป็นส่วนหนึ9งของ
งาน 

1 2 3 4 5 6 7 
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ใชร้ะดบัความคดิเหน็ต่อไปนี@ในการแสดงความเหน็ต่อขอ้ความต่อไปนี@ 

ไม่เหน็ดว้ยมากที9สุด ไม่เหน็ดว้ย ไม่ค่อยเหน็ดว้ย เฉยๆ เหน็ดว้ยเลก็น้อย เหน็ดว้ย เหน็ดว้ยมากที9สุด 

1 2 3 4 5 6 7 

 

 ขอ้ความ ไมเ่หน็ดว้ยอย่างยิ9ง < ------- > เหน็ดว้ยอย่างยิ9ง 

1.15 โรงแรมที9ท่านทํางานใส่ใจดูแลความเป็นอยู่ของพนักงานอย่างจรงิจงั 1 2 3 4 5 6 7 

1.16 ท่านมคีวามสมัพนัธ์ในการทํางานกับหวัหน้างานอย่างมปีระสทิธิภาพ 1 2 3 4 5 6 7 

1.17 โรงแรมที9ท่านทํางานไตร่ตรองถงึเป้าหมายและค่านิยมของพนักงาน 1 2 3 4 5 6 7 

1.18 ท่านรูส้กึว่าท่านไดร้บัการสนับสนุนจากหวัหน้างาน 1 2 3 4 5 6 7 

1.19 โรงแรมที9ท่านทํางานใหค้วามใส่ใจพนักงานอย่างมาก 1 2 3 4 5 6 7 

1.20 หวัหน้างานพรอ้มที9จะช่วยเหลอืท่านอย่างเตม็ที9ในทุกเรื9อง        

1.21 โรงแรมเตม็ในเดอืนธนัวาคม 1 2 3 4 5 6 7 

1.22 หวัหน้างานเขา้ใจปญัหาที9เกี9ยวกับงานและความต้องการของท่าน 1 2 3 4 5 6 7 

1.23 โรงแรมที9ท่านทํางานสนใจความคดิเหน็ของพนักงาน 1 2 3 4 5 6 7 

1.24 หวัหน้างานพรอ้มที9จะใชอ้ํานาจที9มช่ีวยคลี9คลายปญัหาในงานของท่าน 1 2 3 4 5 6 7 

1.25 โรงแรมที9ท่านทํางานยนิดทีี9จะช่วยเหลอืพนักงานหากต้องการเป็นพเิศษ 1 2 3 4 5 6 7 

1.26 ท่านพรอ้มที9จะชี@แจงและอธบิายการตดัสนิใจของหวัหน้างานในเวลาที9เขาไม่อยู่ 1 2 3 4 5 6 7 

1.27 โรงแรมที9ท่านทํางานใหค้วามช่วยเหลอืเมื9อพนักงานมีปญัหา 1 2 3 4 5 6 7 

1.28 หวัหน้างานยอมรบัในศกัยภาพ/ความสามารถของท่าน 1 2 3 4 5 6 7 
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ใชร้ะดบัความคดิเหน็ต่อไปนี@ในการแสดงความเหน็ต่อขอ้ความต่อไปนี@ 

ไม่เหน็ดว้ยมากที9สุด ไม่เหน็ดว้ย ไม่ค่อยเหน็ดว้ย เฉยๆ เหน็ดว้ยเลก็น้อย เหน็ดว้ย เหน็ดว้ยมากที9สุด 

1 2 3 4 5 6 7 

 

 ขอ้ความ ไมเ่หน็ดว้ยอย่างยิ9ง < ------- > เหน็ดว้ยอย่างยิ9ง 

1.29 ท่านทํางานอย่างเตม็กําลงัที9โรงแรม 1 2 3 4 5 6 7 

1.30 ท่านช่วยเพื9อนร่วมงานที9โรงแรมที9ไม่ไดม้าทํางาน 1 2 3 4 5 6 7 

1.31 ท่านใหคํ้าแนะนําเพื9อนร่วมงานในเรื9องต่างๆ 1 2 3 4 5 6 7 

1.32 งานที9ท่านทําที9โรงแรมเป็นสิ9งสําคญัต่อท่านมาก 1 2 3 4 5 6 7 

1.33 ท่านรูส้กึกระฉับกระเฉงและขยนัขนัแขง็ในการทํางานที9โรงแรม 1 2 3 4 5 6 7 

1.34 ท่านช่วยเหลอืคนอื9นๆที9โรงแรมที9มภีาระงานหนักเป็นประจํา 1 2 3 4 5 6 7 

1.35 โรงแรมนี@ไดเ้ปิดดําเนินการมาแล้วเป็นระยะเวลานาน 1 2 3 4 5 6 7 

1.36 ท่านนําเสนอและสนับสนุนใหผู้อ้ื9นในแผนกมส่ีวนร่วมในประเดน็ต่างๆที9ส่งผล
กระทบต่อท่านและเพื9อนร่วมงานของท่าน 

1 2 3 4 5 6 7 

1.37 ความรบัผดิชอบในงานที9โรงแรมมคีวามหมายเฉพาะตวัต่อท่าน 1 2 3 4 5 6 7 

1.38 ท่านรูส้กึอยากทํางานเมื9อตื9นขึ@นมาตอนเช้า 1 2 3 4 5 6 7 

1.39 ท่านช่วยพนักงานใหม่ในการปรบัตวัแมจ้ะไม่ไดร้บัมอบหมาย 1 2 3 4 5 6 7 

1.40 ท่านแสดงความคิดเหน็เกี9ยวกบัประเดน็ต่าง ๆในการทํางานกับคนอื9น ๆ ใน
แผนก แมว่้าเพื9อนร่วมงานอาจมคีวามเหน็ที9แตกต่าง 

1 2 3 4 5 6 7 

1.41 แขกที9เขา้พกัส่วนใหญ่มาจากต่างประเทศ 1 2 3 4 5 6 7 

1.42 งานที9ท่านทําที9โรงแรมมคุีณค่ามาก 1 2 3 4 5 6 7 

1.43 ท่านรูส้กึเวลาผ่านไปอย่างรวดเร็วขณะทํางาน  1 2 3 4 5 6 7 

1.44 ท่านเตม็ใจที9จะช่วยเพื9อนร่วมงานที9มีปญัหาเกี9ยวกบัการทํางาน 1 2 3 4 5 6 7 

1.45 ท่านเป็นคนกระตอืรอืรน้เวลาทํางานที9โรงแรม 1 2 3 4 5 6 7 

1.46 ท่านใหข้อ้มูลเกี9ยวกบัประเด็นต่างๆที9อาจมีประโยชน์ต่อแผนก 1 2 3 4 5 6 7 

1.47 ความรบัผดิชอบในงานที9โรงแรมมผีลสําคญัต่อท่าน 1 2 3 4 5 6 7 

1.48 ท่านจดจ่อกบังานที9โรงแรม 1 2 3 4 5 6 7 

1.49 ท่านพรอ้มเสมอที9จะใหค้วามช่วยเหลอืเพื9อนร่วมงานที9โรงแรม 1 2 3 4 5 6 7 

1.50 ท่านหลงใหลในการทํางานที9โรงแรม 1 2 3 4 5 6 7 

1.51 แขกที9เขา้พกัส่วนใหญม่าเพื9อพกัผ่อน 1 2 3 4 5 6 7 
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 ขอ้ความ ไมเ่หน็ดว้ยอย่างยิ9ง < ------- > เหน็ดว้ยอย่างยิ9ง 

1.52 ท่านมส่ีวนร่วมในประเดน็ต่าง ๆ ที9อาจส่งผลกระทบต่อคุณภาพในการทํางาน
ในแผนก 

1 2 3 4 5 6 7 

1.53 งานที9ทา่นทําที9โรงแรมมคีวามหมายต่อท่าน 1 2 3 4 5 6 7 

1.54 ท่านภูมใิจในงานโรงแรมที9ท่านทําอยู่ 1 2 3 4 5 6 7 

1.55 ท่านแสดงความคิดเหน็เกี9ยวกบัโครงการใหม่ ๆ หรอืการปรบัเปลี9ยนขั @นตอนใน
การทํางาน 

1 2 3 4 5 6 7 

1.56 ท่านรูส้กึว่าความรบัผดิชอบในงานที9ท่านทําอยูม่ปีระโยชน์มาก 1 2 3 4 5 6 7 

1.57 ท่านรูส้กึมแีรงบนัดาลใจเมื9อไดท้ํางาน 1 2 3 4 5 6 7 

ขอ้มลูสว่นนี@มคีวามสําคญัเพื9อใชใ้นการวเิคราะห์ทางสถติ ิขอ้มลูที9ไดจ้ะถูกเกบ็เป็นความลบัและใชร้ว่มกบัขอ้มลูที9เกบ็จาก
ทั 9วประเทศไทย เพื9อการศกึษาเท่านั @น 

2 เพศ:    ⃞ ชาย   ⃞ หญงิ 
3 อาย:ุ    ……………………. ปี 

4 การศกึษาสงูสุด:  ⃞ มธัยมศกึษา  ⃞ อนุปรญิญา   ⃞ ปรญิญาตร ี  

    ⃞ ปรญิญาโท  ⃞ อื9นๆ โปรดระบุ……………………. 

5 รายไดโ้ดยเฉลี9ย (ต่อเดอืน):   ⃞ น้อยกว่า 15,000 บาท ⃞ 15,001- 20,000 บาท 

    ⃞ 20,001- 25,000 บาท ⃞ 25,001- 30,000 บาท ⃞ มากกว่า 30,000 บาท 

6 คณุทํางานแผนก:  ⃞ แผนต้อนรบั  ⃞ แผนกบรกิารอาหารและเครื9องดื9ม  ⃞ แผนกแม่บา้น
  ⃞ แผนกบุคคล  ⃞ แผนกการตลาด    ⃞ 
แผนกครวั  ⃞ แผนกจดัเลี@ยง  ⃞ แผนกวศิวกรรมและบํารุงรกัษา 
 ⃞ แผนกบญัช ี  ⃞ อื9นๆ โปรดระบุ……………………. 

"- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - 
- -  

การสง่แบบสอบถามและขอ้เสนอแนะ 

เพื9อเป็นการตอบแทนที9ท่านไดส้ละเวลาในการตอบแบบสอบถามครั @งนี@ พวกเราขอเชญิชวนท่านร่วมลุ้นราวลัเช็คเงนิสด 
มูลค่า 1,000 บาท กรุณากรอกรายละเอยีดที9ท่านสะดวกใหผู้ว้จิยัตดิต่อกลบั: 
**ขอ้มูลส่วนบุคคลในหน้านี@จะถูกเกบ็อย่างปลอดภยั และแยกออกจากผลวจิยั 

อเีมล์ (e-mail) ………………………………………….หรอื เบอร์โทรศพัท…์………………………………………. 

อกีครั @งที9คณะผูว้จิยัรูส้กึขอบคุณที9ท่านไดส้ละเวลาและมส่ีวนร่วมในคณะผูเ้ชี9ยวชาญ พวกเราอยากเชญิชวนใหท้่านได้ให ้
ขอ้เสนอแนะเพิ9มเตมิเกี9ยวกับกจิกรรมเพื9อสงัคม ใน 6 – 12 เดอืนขา้งหน้า เพื9อศกึษามุมมองในเรื9องนี@อกีครั @ง 
ซึ9งแบบสอบถามติดตามนั @นจะเป็นฉบบัสั @น กะทดัรดั หากท่านสะดวก กรุณากรอก:  

อเีมล์ (e-mail)  …………………………………………. 

******ทางคณะผูว้จิยัขอขอบพระคุณท่านอย่างยิ9งที9ร่วมเป็นส่วนหนึ9งในงานวจิยัครั @งนี@****** 

หากท่านไดท้ําแบบสอบถามโดยสมบูรณ์ กรุณาส่งคนืฝ่ายบุคคล  
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