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Abstract

This study explores the impact of corporate social responsibility (CSR) on tourists’
satisfaction and loyalty, focusing on factors related to corporate social and economic
outcomes. It also examines how consumer income moderates the relationship of CSR on
customer loyalty, customer satisfaction, and corporate reputation. A mixed-methods
approach was employed, starting with expert interviews and followed by a questionnaire
survey targeting Vietnamese tourists aged 18 and above staying at 4- and 5-star hotels in
Phu Quoc City, Vietnam. A random sampling technique yielded 271 valid questionnaires for
analysis, and partial least squares structural equation modeling was employed to evaluate
the model and test hypotheses. The results show that CSR positively influences customer
loyalty, customer satisfaction, service quality, and corporate reputation. Both service quality
and corporate reputation were found to positively affect customer satisfaction and loyalty,
with customer satisfaction having the strongest influence on customer loyalty. Importantly,
consumer income was shown to positively moderate the impact of CSR on perceived
corporate reputation. These results provide valuable insights for identifying CSR factors that
can improve customer satisfaction and loyalty. Additionally, they highlight service quality
and corporate reputation as key areas for enhancing customer satisfaction and loyalty. The
study also sheds light on the moderating role of income, a topic that has been relatively
underexplored in hospitality management research. The managerial implications discussed
offer practical guidance for hotel businesses seeking to develop strategies to attract and
retain customers.
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1. INTRODUCTION

The intensifying competition in the hospitality industry makes customer retention
vital for hotels seeking a sustainable competitive advantage. As a result, the industry
continually explores strategies to enhance brand image and foster customer loyalty
(LOY). One such approach is the integration of corporate social responsibility (CSR) by
hospitality leaders to achieve these goals. Nevertheless, the relationship between CSR
and LOY remains ambiguous. While CSR initiatives often generate positive responses,
they do not always translate into increased LOY, as consumers may prioritize other core
factors over CSR (Ailawadi et al., 2014).

In a competitive business environment, service quality (SQ) is a key factor in
building long-term customer relationships (Mittal et al., 2015), whereas CSR primarily
addresses societal issues and reflects the company’s values and character (Latif et al.,
2020; Luo & Bhattacharya, 2006). Brown and Dacin (1997) identify two major corporate
dimensions: SQ and CSR. They argue that consumers weigh the trade-offs between a
company’s involvement in CSR and its SQ. Purchases are often made not just for societal
benefits but also for personal reasons. Despite the growing emphasis on ethical standards,
Coelho and Henseler (2012) suggest that business leaders prioritize SQ over CSR due to
its more direct impact on profitability and performance.

Given that corporate reputation (CR) is a vital asset, businesses must align with
stakeholder expectations and focus on building a strong consumer reputation to succeed
in a competitive market (Fombrun & Shanley, 1990). Research by Su et al. (2016)
indicates that CSR and CR are intangible assets that offer competitive advantages for
hotels. CR connects both CSR and SQ (Brown & Dacin, 1997; Latif et al., 2020). There
is a positive relationship between CR and CSR, and SQ is also closely related to CR
(Wirtz et al., 2000). Moreover, cultivating long-term relationships with valued customers
hinges on maintaining high levels of customer satisfaction (SAT), which act as mediators
in shaping customer behavior (Walsh & Bartikowski, 2013). Lee et al. (2012) further
explored how SAT influences behavioral outcomes such as LOY.

Although prior studies (e.g., Brown & Dacin, 1997; Luo & Bhattacharya, 2006)
have explored the relationship between CSR, SQ, and consumer behavior, their findings
often lack consensus, particularly within the hospitality industry. Additionally, while
demographic factors such as gender and education have been investigated, the moderating
role of income remains underexplored. This study bridges this gap by examining how
income moderates the influence of CSR on SAT, CR, and LOY, particularly in the under-
researched context of emerging economies such as Vietnam.

Leaders in hotels often face challenges related to negative consumer perceptions
and weak LOY (Swimberghe & Wooldridge, 2014). Despite the increasing interest in
CSR within the hospitality industry, there remains a limited understanding of CSR and
the role of SQ in the industry (Park & Levy, 2014). While research by Kim and Han
(2008) and Kim and Kim (2016) have demonstrated the impact of SAT on LOY in the
restaurant sector, the relationship between these elements and CR in the hospitality
industry requires further exploration due to inconsistent findings. While demographic
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characteristics such as gender, age, and education are widely regarded as pivotal factors
influencing consumer behavior, there is a lack of studies investigating the moderating
effect of income on the relationship between CSR, SAT, and LOY (Su et al., 2017).
Consequently, this study examines the impact of CSR, SQ, and CR on SAT and LOY,
and it also explores whether the impact of CSR remains consistent across different
consumer income groups.

This research aims to provide a deeper understanding of the interplay between
CSR, SQ, CR, SAT, and LOY within the hospitality sector. By focusing on Phu Quoc
City, Vietnam, and considering the moderating role of income, this study offers novel
insights into how hotels can strategically utilize CSR to enhance customer retention and
competitive advantage. The study consists of several main sections. First, we present the
conceptual framework, hypotheses, and research model. Next, we describe the research
design, followed by an analysis of the results. Finally, we discuss the findings and
managerial implications. The findings of this study are expected to advance theoretical
understanding by integrating the moderating effect of income into CSR research and
demonstrating its practical relevance for the hospitality industry. Specifically, this study
provides actionable strategies for hoteliers to design targeted CSR initiatives that align
with varying consumer income levels, thereby optimizing SAT and LOY.

2. LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT
2.1.  Theoretical background

This study examines the relationships among CSR, SAT, SQ, CR, and LOY, using
several foundational theories to link these constructs. The key theories explored include
stakeholder theory (Freeman, 2010), which emphasizes that businesses should consider
the interests of all stakeholders, including customers. CSR initiatives that align with
stakeholder interests enhance SAT, LOY, SQ, and CR, as they demonstrate the
company’s commitment to the welfare of its stakeholders. Expectancy disconfirmation
theory (Oliver, 1980) suggests that SAT arises when the perceived SQ exceeds
expectations. Higher SQ increases SAT, leading to stronger LOY. Satisfied customers are
more likely to remain loyal to a company, particularly when SQ meets or exceeds their
expectations. Corporate reputation theory (Fombrun, 1996) asserts that a company’s
reputation—shaped by trust, reliability, and credibility—plays a crucial role in customer
perceptions and behaviors. A strong reputation fosters trust and SAT, enhancing LOY.
Customers who view a company as reputable are more likely to be loyal and satisfied.

2.2.  Customer loyalty

In a highly competitive business landscape, LOY has become a key element for
organizations to thrive (Dick & Basu, 1994). It plays a pivotal role in ensuring long-term
profitability and enhancing a company’s competitive edge (Latif et al., 2020; Lemon et
al., 2002; Reichheld, 1996). LOY is the psychological tendency of customers to develop
trust in a company’s products, services, and brand, resulting in repeated purchases once
they are satisfied, even in the face of varying circumstances and marketing campaigns
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designed to promote switching (Oliver, 1999). From the consumer’s perspective,
numerous brand associations are interpreted as indicators of LOY (Xie & Heung, 2012).
Loyal customers are generally less responsive to competing offers. At the very least, they
help stabilize the current market, reduce marketing expenses, boost core competitiveness,
and enhance the business’s long-term performance.

2.3. Customer satisfaction

Today, researchers widely discuss the concept of total satisfaction, particularly in
the context of SQ. SAT is critical; a dissatisfied customer is unlikely to return or
repurchase. All efforts to improve SQ become futile if a customer leaves unsatisfied. The
challenge of meeting consumers’ expectations is greater than ever before (Ali et al.,
2021). Proponents emphasize the importance of meeting specifications, fulfilling
requirements, and delivering desirable SQ (Anwar & Abd Zebari, 2015). In the hospitality
industry, consumers play an active role in the consumption process and often have
preconceived expectations of service and quality. Today’s customers are more
sophisticated, time-constrained, and demanding (Anwar, 2017). Before implementing
management strategies to improve SQ, it is crucial to understand the expectations of these
customers. As noted by Grisaffe and Nguyen (2011), brand satisfaction is defined as the
cumulative satisfaction derived from a consumer’s overall evaluation, which is derived
from their overall purchases and interactions with a product or service brand. SAT is
linked to the comparison between the perceived performance of the product or service
and the consumer’s expectations (Latif et al., 2020).

2.4. Relationship between customer satisfaction and customer loyalty, and
between service quality, corporate reputation, and customer satisfaction and loyalty

In the highly competitive hospitality industry, owners must focus on innovative
strategies to attract new customers and retain existing ones. Innovation plays a key role in
improving current products and services (Ouedraogo & Koffi, 2018), fostering SAT, and
introducing new offerings to appeal to both new and returning customers (Latif et al., 2020).
According to Mustafa (2019), service innovations are particularly effective in attracting
new customers and satisfying current ones. As product-based innovations are easily
replicated by competitors, service innovations are becoming increasingly important.
Companies can achieve success by delivering superior value compared to competitors,
which is possible through competitive pricing, exceptional quality, and personalization
(Kiani et al., 2019). Providing high-quality services ultimately leads to better SAT.

SAT naturally drives LOY, increasing the likelihood of repeat purchases and
positive word-of-mouth recommendations (Tran, 2022; Wolfinbarger & Gilly, 2003).
LOY hinges on satisfying the right customers by delivering top-quality services and thus
encouraging repeat business (Boshoff, 2007; Cuesta-Valifio et al., 2024). The link
between SQ and SAT has a direct impact on LOY (Nauman et al., 2010).

Research suggests that SAT often stems from a positive CR (Keh & Xie, 2009),
while some studies view CR as a result of SAT and other factors (Latif et al., 2020; Walsh
et al., 2009). CR plays a crucial role in building strong customer relationships (Wu et al.,
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2012). CR is associated with important marketing outcomes such as SAT and LOY
(Roberts & Dowling, 2002). Previous studies have shown that CR can directly influence
SAT, ultimately leading to increased LOY (Loureiro & Kastenholz, 2011). SAT fully
mediates the relationship between CR and LOY (Loureiro & Kastenholz, 2011). When
hotel guests perceive a hotel’s reputation positively, their likelihood of demonstrating
positive behavioral intentions and loyalty to the brand grows. Based on this discussion,
the following hypotheses are developed:

H1: Customer satisfaction has a positive influence on customer loyalty.
H2: Service quality has a positive influence on customer loyalty.

H3: Service quality has a positive influence on customer satisfaction.

H4: Corporate reputation has a positive influence on customer loyalty.

HS5: Corporate reputation has a positive influence on customer satisfaction.

2.5. Relationships between CSR and service quality, corporate reputation,
customer satisfaction, and customer loyalty

While the definitions of CSR may vary, there is a widely recognized
understanding that corporate activities carry responsibilities extending beyond just the
owners to include stakeholders such as employees, customers, the government, and the
broader community (Carroll & Shabana, 2010). In the hospitality industry, various CSR
practices have become standard, including initiatives such as green building, reducing
waste and pollution, enhancing employee development, and fostering community
relations, especially by offering assistance during critical times (Holcomb et al., 2007).

The relational approach proposes that a company engaging in CSR can foster
positive relationships with its customers, thereby enhancing its reputation (Porter &
Kramer, 2006). Numerous studies provide empirical evidence supporting the positive
impact of CSR on CR (Al et al., 2023; Stanaland et al., 2011; Yoon et al., 2006).
Similarly, according to signaling theory (Spence, 2002), CSR positively impacts a
company’s reputation. When a company engages in socially responsible behavior,
consumers’ perceptions of the company improve, contributing to a stronger reputation
(Fombrun & Shanley, 1990). As a company’s reputation reflects public opinion, which is
based on meeting stakeholder expectations, CSR practices signal that the company aligns
with those expectations (Brammer & Pavelin, 2006), thereby enhancing its reputation
(Galbreath & Shum, 2012).

CSR has been integrated into models of LOY in the hotel industry (Garcia de
Leaniz & Rodriguez Del Bosque Rodriguez, 2015), but some studies have explored its
direct impact on LOY (Choi & La, 2013; Tran, 2022). Although there is empirical
evidence supporting the effects of CSR on consumer behavior, researchers frequently
argue that CSR’s influence on customer behavior is often mediated by critical product or
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service assessments (Tingchi Liu et al., 2014). This perspective is consistent with the
hierarchy of effects model, which posits that human behavior progresses through three
stages: thoughts/beliefs (cognitive), emotions (affective), and intentions/actions
(conative) (Pérez & Rodriguez del Bosque, 2015). Vaaland et al. (2008) suggested that
existing research shows no significant link between CSR and customer actions or
behaviors. Additionally, the study by Jiddi (2023) also found that the relationship between
CSR and SAT is not statistically significant. In contrast, Bello et al. (2021), Cuesta-Valifio
et al. (2024), and Shah and Jan (2021) argued that CSR strongly influences SAT.
However, further investigation is needed to clarify whether CSR directly influences LOY
in the hospitality industry. Additionally, related studies call for more research to explore
the mediating factors between CSR and LOY in the sector (Rhou & Singal, 2020). This
study examines the role of three key factors, SQ, CR, and SAT, as mediators between
perceived CSR and LOY. Based on this discussion, the following hypotheses are
developed:

H6: CSR has a positive influence on customer loyalty.

H7: CSR has a positive influence on customer satisfaction.

HS8: CSR has a positive influence on service quality.

H9: CSR has a positive influence on corporate reputation.
2.6. Moderating influence of customer income

Previous studies indicate that individuals with different demographic traits may
react differently to CSR initiatives. Tian et al. (2011) show that consumer demographics
influence how consumers react to a company’s CSR efforts, although these relationships
may not always be linear. Similarly, Sharma et al. (2012) suggest that consumer attributes
can moderate the relationships in service assessments. Socially conscious consumers
often have higher incomes and hold prestigious job positions (Roberts, 1996).
Specifically, high-income consumers tend to show greater support for CSR initiatives
(Youn & Kim, 2008). Cai and Aguilar (2013) conducted a study of the U.S. and Chinese
wood products industry, revealing that respondents with higher levels of education and
income showed a greater preference for purchasing from companies that have higher CSR
ratings. Cheah et al. (2011) discovered that investor demographics influence perceptions
of CSR, with wealthier investors being more inclined to believe that companies should
take responsibility for safeguarding society’s long-term well-being. Additionally, Su et
al. (2017) noted that the positive influence of CSR on CR is particularly pronounced
among individuals with higher income levels. While the positive relationship between
income and support for CSR is well-documented, it is likely that income similarly affects
consumer responses to CSR activities. Based on this discussion, the following hypotheses
are developed:

H10: Income positively moderates the relationship between CSR and customer
loyalty.
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HI11: Income positively moderates the relationship between CSR and customer
satisfaction.

H12: Income positively moderates the relationship between CSR and corporate
reputation.

Figure 1 illustrates a causal and integrated model that outlines the expected
relationships among the variables. It encompasses the connections between CSR, SQ, and
CR, along with the influence of SAT on LOY. Additionally, the model incorporates the
moderating effect of income level on the impact of CSR on CR, SAT, and LOY within
the context of the hotel industry.

H3+
SQ SAT
W
wi+
/
CSR s X Hi+
p s %
N o _ - H6+ x
// ///// b &9){ \ 4
Income [~ 4, CR LOY
H4+

Figure 1. Conceptual framework

Notes: CSR: Corporate social responsibility; LOY: Customer loyalty; SAT: Customer satisfaction;
CR: Corporate reputation; SQ: Service quality. The dashed lines indicate moderating effects.

3. DATA AND METHODS

This study employed a mixed-methods approach, combining both qualitative and
quantitative research techniques. In the initial phase, expert interviews were conducted to
modify the items identified in the previous study (Arnold & Reynolds, 2003; Brown &
Dacin, 1997; Maxham & Netemeyer, 2002; Su et al., 2017; Walsh & Bartikowski, 2013).
The next phase involved administering a general questionnaire survey to the research
population. In the final stages, the hypothetical model was tested, and the overall research
objectives were addressed using partial least squares structural equation modeling (PLS-
SEM). The SEM process included evaluating both the measurement and structural
models. The following sections detail the steps undertaken during the research process.

3.1. Expert interviews

Participants in the expert interviews consisted of eight managers from 4- and 5-
star hotels on Phu Quoc City, Vietnam. These participants were chosen through purposive
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and convenience sampling methods. During the interviews, the experts were asked to
evaluate CSR, SQ, CR, SAT, and LOY indicators from the literature, focusing on the
factors they considered most critical to LOY. The semi-structured format allowed for a
maximum interview length of 45 minutes, aimed at gathering relevant data efficiently.
Expert interviews were chosen for their ability to collect a substantial amount of data
within time and resource constraints. Expert interviews are known for quickly producing
valuable insights, particularly when the interviewer and interviewee have a similar
background (Bogner et al., 2009). The expert interview data were analyzed using thematic
analysis, following the six-step process outlined by Braun and Clarke (2006), which
includes familiarization, coding, identifying patterns, reviewing themes, naming themes,
and reporting. The interviews were instrumental in refining the indicators, ensuring their
clarity and relevance to the study’s context. A summary of the refined indicators derived
from the thematic analysis is provided in Table 1.

Table 1. Final list of indicators after expert interviews

Code Measure

Update sources

Corporate social responsibility (CSR)

CSR1 The hotel appears to be making an effort to generate new job opportunities.

CSR2 The hotel would be willing to sacrifice some profits to maintain a clean
environment.
CSR3 The hotel demonstrates a commitment to environmental responsibility.

CSR4 The hotel seems like a desirable place to work.
CSRS5 The hotel appears to treat its employees well.

(Brown & Dacin,
1997; Su et al.,
2017; Walsh &
Bartikowski, 2013)

Service quality (SQ)

SO1 This is a socially responsible product.

S02 This product is more beneficial to society’s welfare than other products.
SQ3 This product contributes something to society.

(Brown & Dacin,
1997; Fombrun et
al., 2000)

Corporate reputation (CR)

CRI The hotel is highly regarded.
CR2 The hotel is successful.
CR3 The hotel is well-established.

(Fombrun et al.,
2000; Weiss et al.,
1999)

Customer satisfaction (SAT)

SATI As a whole, I am satisfied with the hotel.

SAT2 I am satisfied with the service that the hotel provides me.

SAT3 I am satisfied with my overall experience with this hotel.

(Maxham IIT &
Netemeyer, 2002;
Walsh &
Bartikowski, 2013)

Customer loyalty (LOY)

LOYI I am a loyal customer of this hotel.
LOY2 I have developed a good relationship with this hotel.

LOY3 I intend to remain a customer of this hotel.

(Arnold &
Reynolds, 2003;
Walsh &
Bartikowski, 2013)
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3.2. Measures and questionnaire development

Each item was assessed using a five-point Likert scale, where responses ranged
from “strongly disagree” (1) to “strongly agree” (5), and all items were adapted from
previous research. To verify the reliability of the scales, a pilot study was performed with
a convenience sample of 45 business students who had all stayed at a full-service hotel
within the month prior to the study. The Cronbach’s alpha values for all scales were above
the recommended threshold of 0.70, and the corrected item-total correlations were all
above 0.5 (see Table 2), indicating acceptable reliability. Based on the pilot results, minor
adjustments were made to the wording of some questions.

Subsequently, the questionnaire was reviewed by four managers from full-service
hotels and three academic experts knowledgeable about the topic. Revisions were made
based on their feedback. The initial draft of the questionnaire was created in English and
translated into Vietnamese by a bilingual translator. A second translator then performed
a back-translation of the Vietnamese version into English. The two English versions were
compared, and any discrepancies were addressed by a third party fluent in both languages.

Table 2. Results of the quantitative pilot study analysis of 45 respondents

Construct Number of Cronbach’s Minimum value of corrected
items alpha item-total correlation

Customer loyalty 3 0.818 0.580

Customer satisfaction 3 0.879 0.733

Corporate social responsibility 5 0.874 0.656

Corporate reputation 3 0.835 0.673

Service quality 3 0.731 0.535

3.3. Data collection

The survey participants were selected from tourists staying at one of several 4-
and 5-star hotels at Phu Quoc City, Vietnam, a popular tourist destination. The survey
was conducted at five hotels, located in an area where the local government has heavily
invested in infrastructure development with a focus on environmental conservation. In
alignment with the government’s initiatives, three of the hotels actively participated in
various CSR activities, such as initiatives aimed at preserving the region’s natural and
cultural heritage. Additionally, these hotels supported the local economy by employing
residents and generating job opportunities in the area.

On the day of the survey, hotel staff approached tourists during checkout and
asked if they were familiar with the hotel. To ensure that participants had sufficient
familiarity with the hotel’s services and CSR activities, they were first asked whether they
were familiar with the hotel. Only those who confirmed their familiarity were invited to
participate in the survey. This step ensured that the respondents’ feedback was informed
and relevant to the study objectives. A total of 400 questionnaires were distributed, and
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317 responses were returned, yielding a response rate of 79.25%. However, 46
questionnaires were incomplete, leaving 271 fully completed surveys for analysis.

Respondent demographics are presented in Table 3. There were no significant
differences in terms of gender or age across the groups. The majority of respondents had
a bachelor’s degree or higher, with 48.3% having a college degree and 20.3% having a
postgraduate degree. Most respondents indicated a monthly income exceeding VND 30
million, reflecting a middle-class income level or above in Vietnam. Based on the results,
it can be concluded that the respondents are appropriate for the context of this study.

Table 3. Sample demographic characteristics

n=271 Frequency Percent
Gender Male 134 49.4
Female 137 50.6
Age Under 25 years old 84 31.0
25-35 years old 73 26.9
3645 years old 51 18.8
Over 45 years old 63 23.2
Education Less than high school 38 14.0
High school 47 17.3
College degree 131 48.3
Postgraduate degree 55 20.3
Income Under VND 20 million 33 12.2
VND 20-30 million 75 27.7
VND 30-40 million 80 29.5
Over VND 40 million 83 30.6

This research involving human participants was conducted in accordance with
institutional and national ethical guidelines. Prior to data collection, all participants were
fully informed about the objectives of the study, their rights, and the voluntary nature of
their participation. Informed consent was obtained verbally from all participants.
Confidentiality and anonymity were strictly maintained throughout the research process.
The study did not involve any vulnerable populations or interventions that would require
formal clinical approval.

4. RESULTS AND DISCUSSION

We employed PLS-SEM to test the conceptual framework, a method commonly
used in social science research due to its suitability for data that are not normally
distributed and its ability to handle both small sample sizes and complex sampling designs
(Hair et al., 2021). SmartPLS 4.0 software was used for the primary data analysis,
following the PLS-SEM procedure to explore and evaluate the relationships between
constructs (Hair et al.,, 2021). The capability of PLS-SEM to handle higher-order
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reflective-formative constructs (Sarstedt et al., 2021), moderator analysis (Becker et al.,
2023), and sequential mediation (Nitzl et al., 2016) within a single model made it an
appropriate choice for this study. The decision to use PLS-SEM was based on the primary
objectives of the research: predicting key constructs and developing a robust research
model. The process involves two key steps: first, evaluating the measurement model, and
second, assessing the structural model (Hair et al., 2021).

4.1. Testing the endogeneity issue in the model

The endogeneity issue in the model was evaluated using the Gaussian copula
approach, which is recommended for non-normally distributed data in PLS-SEM analysis
(Hult et al., 2018). This method introduces a copula term for each independent variable
to detect any hidden correlation in the error terms of the structural model. The results
showed that the copula terms for all independent variables were statistically insignificant
(p-values > 0.05). This finding indicates that there is no significant endogeneity issue in
the model, confirming that the estimated path coefficients are unbiased and reliable.
Therefore, the relationships between the constructs in this study can be interpreted with
confidence because they are not influenced by potential endogeneity concerns.

4.2. Assessment of the measurement model

Hair et al. (2019) emphasize the importance of assessing both discriminant and
convergent validity in the measurement model. To evaluate discriminant validity, we
considered indicator loadings and average variance extracted (AVE). To evaluate
convergence, we applied Cronbach’s alpha, Dijkstra—Henseler’s rho (Pa), and composite
reliability (Pc).

Table 4. Summary of the PLS-SEM model coefficients

Construct Indicator Convergent validity Internal consistency reliability ~ VIF
Outer Indicator AVE CA Pa Pc
Loading reliability
Customer LOYI 0.842 0.709 0.735 0.880 0.880 0917 2.070
loyalty LOY2 0874 0.764 2.420
(LOY)
LOY3 0.872 0.760 2.436
LOY4 0.840 0.706 2.028
Corporate CRI 0.900 0.810 0.773 0.853 0.855 0.911 2.361
reputation RO 4 21
(CR) C 0.880 0.77 150
CR3 0.857 0.734 1.928
Corporate CSR1 0.771 0.594 0.606 0.837 0.838 0.885 1.831
social | cspa 0741 0.549 1.685
responsibility
CSR CSR3 0.811 0.658 2.000
(CSR)
CSR4 0.777 0.604 1.895

CSR5 0.789 0.623 1.787
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Table 4. Summary of the PLS-SEM model coefficients (cont.)

Construct Indicator Convergent validity Internal consistency reliability ~ VIF
Outer Indicator AVE CA Pa Pc
Loading reliability
Customer SATI 0.871 0.759 0.762 0.844 0.845 0.906 1.962
satisfaction
(SAT) SAT?2 0.860 0.740 1.957
SAT3 0.888 0.789 2.174
Service SQ1 0.856 0.733 0.750 0.834 0.840 0.900 1.918
quality (5Q) ¢ 0.882 0.778 1.955
SQ3 0.860 0.740 1.923
Income
SO ESOAY ESEE SATI SAT2 SAT3

Income -1 000»._ \ T / \ T /
- 0.856 0,882/0860 0871 QTO 0.888

0.093

ESRY, CSR 0.144
CSR2 _ 0.771,
o741
CSR3 <0811 —I[
0777~

CSR4 “ 0789

CSRS 0.206

CR 0.308

‘ 0842 g7

0.900 0.880 0.857
LOY1 LOY2

CR1 CR2 CR3

Figure 2. Measurement model showing indicator loads
and average variance extracted

//@

0.321

Loy

072 0840

LOY3 LOY4

Notes: CSR: Corporate social responsibility; LOY: Customer loyalty; SAT: Customer satisfaction;
CR: Corporate reputation; SQ: Service quality. Outer arrows: Factor loadings of measurement items;
Inner arrows: Standardized path coefficients between latent constructs; Circles: Latent constructs;

Numbers inside circles indicate AVE.

As shown in Table 4 and Figure 2, the values of internal consistency reliability
are all above 0.70 but below 0.95 and thus fall within the acceptable range (Hair et al.,
2022). Additionally, most indicator loadings exceed 0.70, and the AVE values are greater
than 0.50, meeting the recommended thresholds. Given that the internal consistency
measures (Cronbach’s alpha, Pa, Pc, and AVE) meet the required standards, as presented
in Table 4, and that the indicator loadings in Figure 2 are satisfactory, the convergent
validity of the measurement model is confirmed. Regarding discriminant validity, we
thoroughly evaluated both the heterotrait-monotrait ratio (HTMT) correlations and the

Fornell-Larcker criterion (Henseler et al., 2015).
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Notably, the results from the PLS-SEM analysis indicate that both discriminant
validity criteria are satisfied, as shown in Table 5. This study primarily relies on the
HTMT ratio to assess discriminant validity, which supports the conclusion that the
constructs are conceptually distinct. This reliance on HTMT is crucial, as some
researchers have pointed out that the Fornell-Larcker criterion and cross-loadings are
limited in their ability to reveal discriminant validity issues (Henseler et al., 2015).

Table 5. Discriminant validity (HTMT and Fornell-Larcker criterion)

LOY CR CSR Income SAT SQ
Heterotrait-monotrait ratio (HTMT)
Customer loyalty (LOY)
Corporate reputation (CR) 0.848
Corporate social responsibility (CSR)  0.823 0.839
Income 0.074 0.138 0.09
Customer satisfaction (SAT) 0.847 0.697 0.727 0.165
Service quality (SQ) 0.849 0.783 0.815 0.138 0.815
Income x CSR 0.048 0.048 0.065 0.033 0.033 0.052
Fornell-Larcker criterion
Customer loyalty (LOY) 0.857
Corporate reputation (CR) 0.734 0.879
Corporate social responsibility (CSR)  0.707 0.710 0.778
Income -0.070 -0.126 -0.082 1.000
Customer satisfaction (SAT) 0.731 0.592 0.613 -0.151 0.873
Service quality (SQ) 0.730 0.663 0.684 -0.128 0.688 0.866

Notes: The square roots of AVE for the reflective constructs, shown on the main diagonal, are larger
than the correlations in the off-diagonal values, thus satisfying the Fornell-Larcker criterion.
Additionally, for HTMT, the lower and upper confidence intervals must not include the value of 1 to
ensure validity (Kline, 2011).

4.3. Evaluating the structural model

Given the satisfactory results of the measurement model, we then assessed the
structural model to test the study’s hypotheses. According to Hair et al. (2019), it is crucial
to examine the path coefficients and R? values to evaluate the model’s predictive
capabilities. The analysis results (Table 6) reveal R? values of 0.717 (LOY), 0.517 (CR),
0.526 (SAT), and 0.467 (SQ), which are considered substantial (Chin, 1998). However,
relying solely on R?1s not sufficiently robust, so we also assessed the predictive relevance
using Q7 following the Stone (1974) blindfolding method. Hair et al. (2022) state that a
Q7 value greater than 0 signifies that the exogenous latent variables possess predictive
relevance for the endogenous latent variables. The (7 values obtained (Table 6) were
0.486 for LOY, 0.505 for CR, 0.371 for SAT, and 0.461 for SQ, confirming that these
endogenous variables demonstrate strong predictive relevance. Additionally, an analysis

85



DALAT UNIVERSITY JOURNAL OF SCIENCE [ECONOMICS AND MANAGEMENT]

of the inner variance inflation factor (VIF) showed no collinearity issues (Table 4), indicating

that the predictor variables did not compromise the model (Kock & Lynn, 2012).

Table 6. Results of the global fit measure (GoF) and Q?predict

Construct Average variance R? Q7 predict
extracted (AVE)

Customer loyalty (LOY) 0.735 0.717 0.486
Customer satisfaction (SAT) 0.762 0.526 0.371
Corporate reputation (CR) 0.773 0.517 0.505
Corporate social responsibility (CSR) 0.606

Service quality (SQ) 0.750 0.467 0.461
Average AVE 0.725

Average R’ 0.557

GoF = V(Average AVExAverage R?) 0.635

The structural model analysis results (Table 7) supported 10 of the 12 proposed
hypotheses. Hypotheses H1, H2, H3, H4, H5, H6, H7, H8, H9, and H12 were all supported,
as the z-statistic values exceeded 1.96 and the p-values were below 0.05 in a two-tailed
test. However, H10 and H11, which examined the moderating effect of income level on
the relationship of CSR with SAT and LOY, were not supported, with z-statistic values
below 1.96 and p-values over 0.05. Figure 3 provides a visual representation of the
structural model, displaying the path coefficients and p-values associated with each construct.

Table 7. Path coefficient results and #statistics (hypothesis testing)

Hypo-  Path Original  Standard t-statistic p-value {2 Significance

thesis sample deviation (|O/STDEV)) (» <0.05)
0) (STDEV)

H1 SAT —» LOY 0.321 0.044 7.245 0.000 0.173 Yes

H2 SQ —» LOY 0.206 0.055 3.758 0.000 0.058 Yes

H3 SQ — SAT 0.450 0.067 6.717 0.000 0.199 Yes

H4 CR —» LOY 0.308 0.052 5.901 0.000 0.140 Yes

H5 CR — SAT 0.144 0.057 2.551 0.011 0.019 Yes

Ho6 CSR —» LOY 0.153 0.050 3.032 0.002 0.033 Yes

H7 CSR — SAT 0.199 0.067 2.955 0.003 0.034 Yes

H8 CSR — SQ 0.684 0.036 19.248 0.000 0.877 Yes

H9 CSR —» CR 0.710 0.034 21.088 0.000 1.031 Yes

H10 Income x CSR — LOY -0.040 0.033 1.192 0.233 0.005 No

H11 Income x CSR — SAT 0.016 0.047 0.346 0.729 0.000 No

H12 Income x CSR - CR  0.093 0.040 2.301 0.021 0.016 Yes

Notes: CSR: Corporate social responsibility; LOY: Customer loyalty; SAT: Customer satisfaction;
CR: Corporate reputation; SQ: Service quality.
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Figure 3. Structural model showing path coefficients and p-values

Notes: CSR: Corporate social responsibility; LOY: Customer loyalty; SAT: Customer satisfaction;
CR: Corporate reputation; SQ: Service quality.

To further assess the validity of the conceptual framework globally, we performed
a global fit measure (GoF) evaluation for the PLS path modeling. Using the method
described by Tenenhaus et al. (2005), we computed the geometric mean of the average
communality and the average R’ for the endogenous constructs. The resulting GoF value
of 0.635 (with average R?= 0.557 and average AVE = 0.725) surpassed the threshold of
0.36, which signifies a large effect size (Henseler et al., 2016) (GoF-small = 0.1, GoF-
medium = 0.25, GoF-large = 0.36). Based on the strong results from both the
measurement and structural models, we conclude that the proposed model offers
significant predictive relevance and considerable explanatory power.

5. DISCUSSION AND IMPLICATIONS
5.1. Discussion of the results

This study aims to explore whether CSR influences SQ, CR, SAT, and LOY
within the hotel sector. Additionally, it seeks to investigate the connections between SQ,
CR, and both SAT and LOY, along with the link between SAT and LOY. A further
objective is to examine whether income levels moderate the impact of CSR on CR, SAT,
and LOY in the hospitality industry context.

In this analysis, the result of Hypothesis 1 is accepted, similar to previous studies
(Su et al., 2016; Wolfinbarger & Gilly, 2003). SAT exerts a greater influence on
consumers’ behavioral responses (LOY) compared to CSR, SQ, and CR. This observation
may be specific to the tourism industry, where consumption typically occurs away from
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consumers’ homes. Tourists tend to prioritize their leisure experiences, prioritizing
maximizing their vacation experience over building long-term relationships with service
providers, such as hotels. As a result, ensuring a satisfactory experience becomes a
primary motivation for tourists (Kim & Kim, 2016; Latif et al., 2020; Su et al., 2016). In
essence, a tourist’s satisfaction with a service provider is a critical precursor to their
behavioral results. Additionally, travelers may have limited opportunities to develop a
strong commitment to a hotel due to the relatively brief nature of their interactions. As a
result, enhancing SAT may be more effective for improving future LOY than other factors.

In relation to Hypotheses 2 and 3, our findings revealed a direct relationship
between SQ with SAT and LOY. The data suggest that enhancing SQ significantly boosts
both SAT and LOY. This aligns with previous studies (Latif et al., 2020; Orel & Kara,
2014; Su et al., 2016), which also identified SQ as a key determinant of these outcomes.
SQ plays a critical role in shaping customers’ overall perceptions of their experiences,
especially in the hospitality industry. When customers perceive that a company is
providing high-quality service, they are more likely to feel satisfied and to develop a sense
of loyalty toward the brand. This is crucial because satisfied customers are more likely to
engage in repeat business and recommend the service to others, helping companies build
a solid customer base. Furthermore, the positive relationship between SQ and LOY
highlights the importance of continuous improvement in service delivery. It suggests that
investing in staff training, improving operational processes, and paying attention to
customer feedback can be effective strategies to increase both SAT and LOY. Overall,
this study reinforces the significance of SQ as a vital component in maintaining long-term
customer relationships and competitive advantage.

Our study emphasizes the significance of CR within the hospitality sector
(Hypotheses 4 and 5). Building a positive CR can enhance SAT, which in turn increases
the likelihood of LOY. Latif'et al. (2020) and Walsh et al. (2009) identified a relationship
between CR and LOY. Based on signaling theory, corporate reputation, understood as the
collective evaluation of a company by consumers, can act as a predictor of future
behavioral intentions, sending crucial signals to the market (Keh & Xie, 2009). According
to Keh and Xie (2009) and Raithel and Schwaiger (2015), consumers tend to gravitate
toward companies with a strong reputation, viewing them as competent, trustworthy, and
honest in their practices. Moreover, these companies are perceived as being mindful of
the interests of all stakeholders involved. The importance of CR in fostering relationships
is particularly pronounced in the hotel industry, where companies offer experiential,
intangible products that are challenging to evaluate before consumption. Our findings
indicate that CSR contributes to higher SAT and commitment by enhancing a company’s
reputation.

Romani et al. (2013) note that despite the abundance of CSR studies, there is a
lack of investigation into the theoretical mechanisms behind consumers’ responses to
corporate CSR practices. This study offers insights into the processes by which CSR
influences customers’ attitudes and behaviors. In terms of Hypotheses 6, 7, 8, and 9, like
existing studies (Latif et al., 2020; Rhou & Singal, 2020; Stanaland et al., 2011; Su et al.,
2016), our findings indicated that CSR has directly influenced SQ, CR, SAT, and LOY.
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Previous research has shown that CSR can enhance consumer perceptions by improving
a company’s image, increasing its trustworthiness, and boosting SAT (Kim & Kim, 2016;
Su et al., 2016). The results suggest that CSR initiatives can help businesses cultivate
strong relationships with their customers by enhancing SQ and SAT, which subsequently
leads to positive behavioral outcomes, such as loyalty. Furthermore, companies that
demonstrate social responsibility can bolster their reputations as caring and engaged
entities, thereby fostering greater SAT and LOY. Our results largely validate the conceptual
framework depicted in Figure 1 and contribute to the existing body of CSR literature.

In particular, the study examined various customer demographic characteristics,
including gender, age, education level, and income, and found empirical evidence that
consumer income moderates the relationship between CSR and CR (Hypothesis 11). This
supports the notion that customer demographics influence the formation of CSR
perceptions (Tian et al., 2011; Youn & Kim, 2008). The multigroup analysis revealed that
the positive effects of CSR on CR were stronger among higher-income consumers, who
may be more attuned to a company’s CSR efforts, compared to less affluent consumers.
These initiatives may significantly enhance a company’s reputation among wealthier
clientele (Roberts, 1996; Su et al., 2017). The broader implications of CSR for reputation
management warrant consideration, as they are often overlooked in practice.

5.2. Managerial implications

Given the rapid expansion of Vietnam’s tourism sector, the influx of numerous
new hotels into the market has significantly intensified competition within this industry.
To gain a competitive edge, managers must cultivate unique resources. Fu et al. (2014)
suggested that a company’s long-term competitive advantage relies more on its intangible
resources than on its physical or financial assets. This study posits that CSR actions can
enhance SQ and CR and foster SAT—three critical factors that contribute to competitive
advantages.

In this context, hotel managers should prioritize resource allocation toward CSR
initiatives, as these efforts have been shown to enhance SAT and LOY. Additionally, it
is crucial for companies to effectively communicate their CSR initiatives to stakeholders.
For example, managers can utilize social media platforms such as Twitter, Facebook, and
Zalo to increase the visibility and trustworthiness of their CSR efforts, setting them apart
from competitors.

Pérez and Rodriguez del Bosque (2015) suggested that the cultivation of customer
relationships has gained increasing attention from researchers and industry professionals.
This heightened interest in customer relationship management arises from the belief that
fostering sustainable relationships with customers leads to enhanced LOY, positive word-
of-mouth, and better brand reputation. Companies aim to build SAT and commitment as
key components of high-quality relationships. Findings from this study indicate that SAT
has a notably stronger impact on LOY compared to other factors, making it a crucial
element for marketers to focus on. Additionally, CSR significantly enhances SAT,
suggesting that businesses should actively promote their CSR initiatives. When designing
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marketing strategies, firms should prioritize both exceptional customer value and the
effective communication of CSR efforts. By doing so, companies can strengthen LOY
and improve their sustainable competitive advantage in the marketplace.

This study emphasizes the importance of reputation management for hospitality
firms. Although efforts to build a positive image may involve short-term costs, the long-
term benefits are substantial. Managers should implement reputation management
strategies and consider hiring specialists to oversee and maintain corporate reputation.
Setting clear objectives, effectively communicating them to stakeholders, and carrying
out well-planned reputation management activities are crucial for achieving success.
Various tools and services, such as Google Alerts, TrustYou, and Zalo, are available to
monitor CR over time. These help managers identify changes in brand sentiment and
understand the underlying causes, such as public relations or marketing.

The escalating competition compels hotel executives to improve SQ (Gray et al.,
2000), which is essential for achieving market differentiation, as customer-perceived SQ
directly influences SAT. Thus, hospitality managers must consistently invest in
improving and maintaining SQ to achieve long-term competitive advantages. When staff
are well-trained and possess strong communication and professional skills, they play a
crucial role in fostering LOY to the hotel brand.

While previous studies on CSR have largely concentrated on developed
economies, considerable evidence shows that CSR plays a significant role in influencing
consumer choices and evaluations. Our research highlights the positive connections
between a company’s CSR efforts and consumers’ attitudes and behaviors, indicating that
these findings are relevant in the context of a developing economy, particularly one
influenced by Eastern cultural values. Additionally, we explore the mechanisms that drive
consumer responses to CSR initiatives, providing practical managerial implications for
Vietnam’s cultural environment. Specifically, our results demonstrate that effective CSR
strategies enhance customer patronage behaviors by improving SAT levels, SQ, and CR.
This emphasizes the strategic importance of CSR as a means for businesses to foster
loyalty and trust among their customers in emerging markets, thereby reinforcing its value
as a key driver of consumer engagement and brand loyalty.

The influence of Confucianism and Buddhism is an integral part of the
Vietnamese business environment, where good interpersonal relationships and mutual
trust are important cultural features. This underscores the need for companies to maintain
close relationships with key stakeholders (Pérez & Rodriguez del Bosque, 2015) and to
protect their dignity in social interactions (Buckley et al., 2006). This study demonstrates
that SAT is influenced both directly and indirectly by CSR, which is in turn directly
affected by SQ and CR. Customers are more likely to foster interpersonal relationships
with hotels that engage in CSR, thereby enhancing their brand perception. In particular,
a reputable hotel enables customers to uphold their status, providing them with a sense of
respect and value in society.
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6. CONCLUSIONS, LIMITATIONS, AND SUGGESTIONS FOR FUTURE
RESEARCH

6.1. Conclusions

Our research holds significant theoretical and practical implications for the field.
While CSR has been widely studied theoretically, our work offers important insights by
extending the existing model proposed by Brown and Dacin (1997) to incorporate CR
and the moderating role of income. This investigation adds to the literature by exploring
the mediating variables—specifically, CR, SQ, and SAT-that connect CSR to LOY. The
model we present enhances our understanding of how CR plays a vital role in relationship
building. Consequently, our proposed framework not only outlines the antecedents of
LOY but also illustrates the interrelationships among these constructs, facilitating a
deeper understanding of how customers develop loyalty to a brand.

Our findings, particularly in the context of hotels in Vietnam, reveal that CSR,
SQ, and CR are positively correlated with SAT and LOY. Notably, SAT exerts the
strongest positive influence on LOY. Furthermore, income serves as a positive moderator
in the relationship between CSR and CR. This research is poised to enrich both academic
discussions and practical management strategies.

6.2. Limitations and suggestions for future research

This study has several limitations. Firstly, the data were collected from a limited
geographic area, specifically Phu Quoc City, Vietnam. Future research should aim to
gather data from a wider range of tourist destinations to enhance the generalizability of
the findings. The data for this study were collected exclusively from high-end hotels,
which limits the applicability of the results to the luxury hospitality sector. Customers at
luxury hotels often have different socioeconomic backgrounds and behaviors than the
general population. Future research should test the model on different hotel segments.
Additionally, other factors that should also be considered in the research model include
corporate transparency, consumer trust, and subjective understanding of CSR, as these
may influence the impact of CSR on consumer attitudes and behaviors. Future studies can
incorporate these variables to assess their effects in different research contexts.
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