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Abstract: The research into Corporate Social Responsibility (CSR) has been prolific in the last
years, although few studies have focused their attention on studying its relationship with economic
performance within the hotel industry, even less incorporating marketing variables as a result.
This work aims to determine the relationship between the implementation of CSR policies and
their influence on the Revenue Per Available Room (RevPAR) in Spanish hotels, through marketing
variables. A quantitative methodology was conducted using an online survey, gathering a sample
of 230 hotel managers from Spain. The results of the structural model analyzed reveal that CSR
has a discreet but significant role for understanding how marketing variables and RevPAR operate.
CSR has a direct impact on RevPAR, but it also influences it indirectly through marketing variables.
Therefore, CSR arises as a fundamental strategy to improve the results of the hotel sector in the
long term.

Keywords: corporate social responsibility (CSR); trust; reputation; satisfaction; loyalty; RevPAR
(Revenue Per Available Room); hotel industry; tourism marketing; tourism management; partial least
squares (PLS)

1. Introduction

Corporate Social Responsibility (CSR) focuses on the benefits for businesses and society alike.
All the definitions of the concept point out that firms must satisfy both the stockholders’ and the
stakeholders’ interests [1]. Although CSR has recently received greater attention and has been studied
from different approaches, its application to the tourism and hospitality sector and specifically to the
hotel industry is still relatively scarce [1–3]. Even though most of the research are focused on the
relationship between CSR and performance [4], its results have not been conclusive, possibly because
it is a multidimensional concept that changes according to the context in which it is applied [5].

The measurement of the impact of CSR in hotels has been made mainly from point of view of ROA
(Return on Asset)—the short-term result—or the Tobin’s q—the long-term result—based on secondary
data obtained from databases [6,7]. Although these studies have been applied to hotel companies, they
have not taken into account the main variable of the financial performance of this sector, the Revenue
Per Available Room (RevPAR), which measures the financial performance of an establishment or chain
for a given period (RevPAR = total income per room in period t / total number of rooms available in
period t).
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The studies on CSR have been traditionally developed through a three-dimensional construct,
which includes an economic, environmental and social facets (e.g., [2,8–12]), although they differ
in some cases in the allocation of these dimensions. This paper analyzes the impact of the three
dimensions of CSR on hotels’ performance, measured by RevPAR. In addition, marketing variables are
also involved in the model with the aim of assessing their influence on results variables. This work falls
into the research stream identified by Serra-Cantallops et al. [1], including this study into the category
“CSR impacts from consumer (Marketing) and company perspectives (Firm Business-Performance)”.

The objective of this study is to determine the relationship between the use of CSR’s policies
and the performance studied through RevPAR in Spanish hotels, through marketing variables such
as reputation, trust, satisfaction and loyalty, from the perspective of the manager. In short, it is a
model that aims at analyzing the influence of CSR in the hotel sector, integrating marketing and
financial results.

2. Literature Review and Hypotheses

2.1. Trust

Trust is meant to be a requirement for the development of long-term relationships between
companies and clients [13], and a guarantee that the hotel will act in a competent and reliable
manner [14].

Martínez and Rodríguez del Bosque [14] proposed a model where CSR influences loyalty, through
trust and satisfaction as mediators, among other variables, showing the direct and indirect effect
between these constructs. Lombart and Louis [11] investigated the impact that CSR has on retail
establishments and the price image on other variables such as satisfaction, trust and intentions of
future behaviors, among other variables, getting to test the influence of CSR on trust. In the context of
the banking sector, Fatma et al. [15] also demonstrated the effect of CSR on trust.

Hypothesis 1 (H1). CSR has effects on the trust in the hotel.

2.2. Reputation

Reputation has been confused with image or considered as synonymous with it. Reputation is
defined as a “mental scheme that synthesizes, organizes and simplifies the clues offered by the multiple
images projected by the company” [8] (p. 43).

There is a general agreement that CSR activities can directly translate into reputation for the
organization [8,16,17] and that it can be an important source of competitive advantage [8]. Zhu et al. [17]
researched antecedents and results of CSR with a sample of hotels and travel agencies in China.
The results showed that CSR is positively related to the reputation of the company. Their results are in
line with those achieved by Kim and Kim [3], Melo and Garrido-Morgado [18] and Su et al. [19].

Hypothesis 2 (H2). CSR has effects on the reputation of the hotel.

2.3. Satisfaction

Probably the most accepted definition in the literature on satisfaction is: “the consumer’s response
to a degree of compliance” [20] (p. 13). However, Bowen and Clarke [21] ensured the need to treat
satisfaction according to the specificity of every context in which it may arise. Garay and Font [9]
maintained that numerous academic studies defend that CSR has a positive correlation with financial
performance as a competitive advantage in the accommodation sector, positively affecting reputation
and consumer satisfaction, among others. In the same line, Kang et al. [6] ensured that CSR can
improve customer satisfaction and loyalty. Lee and Heo [22] affirmed that CSR has a positive impact
on customer satisfaction, but also on the value of the company.
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Martínez and Rodríguez del Bosque [14] confirmed the relationship between trust and satisfaction
in the context of Spanish hotels.

Hypothesis 3 (H3). Trust has effects on the satisfaction with the hotel.

Martínez and Rodríguez del Bosque [14] also verified the relationship between CSR and its direct
effect on satisfaction. These results add to those achieved by Lombart and Louis [11] and Su et al. [19].

Hypothesis 4 (H4). CSR has effects on the satisfaction with the hotel.

Zhu et al. [17] state that the literature supports the relationship between the company’s reputation
and the satisfaction and loyalty of investors, employees, customers and other stakeholders. Su et al. [19]
found proof of this relationship.

Hypothesis 5 (H5). Reputation has effects on the satisfaction with the hotel.

2.4. Loyalty

Loyalty is defined as “a deeply held commitment to rebuy or repatronise a preferred product/service
consistently in the future” [23] (p. 34). In the case of tourism, the problem that emerges is the variability
of the purchase period, making it difficult to measure the concept [24].

The understanding of the relationship between CSR and loyalty remains limited [14]. According to
Kucukusta et al. [25], CSR can create loyalty among other outcomes. On the other hand, Paek et al. [16]
pointed out that CSR is a tool to generate reputation and loyalty of customers, among others.

Kucukusta et al. [25] developed a study that focused on investigating the perceptions of visitors
from Hong Kong towards CSR practices of four and five star hotels, demonstrating that CSR, together
with others factors, affects the preference to stay in the company. Martínez et al. [12] developed a study
aimed at testing the influence of CSR on brand image and loyalty in the hotel industry. Gürlek et al. [10]
and Kim and Kim [3] found empirical support for this relationship.

Hypothesis 6 (H6). CSR has effects on the hotel loyalty.

Martínez and Rodríguez del Bosque [14] state that trust is a key element to build relationships in
the hospitality industry, and that trust is shown as a strong determinant of loyalty, having verified this
relationship in the hotels’ context.

Hypothesis 7 (H7). Trust has effects on the hotel loyalty.

According to Kucukusta et al. [25], if customers are satisfied with the hotel, the likelihood of
increasing the volume of repeat visits and loyalty increases. Authors such as Lombart and Louis [11]
confirmed the relationship between satisfaction and positive future intentions in models related to
CSR. This relation resulted to be significant in the study of the aforementioned authors, in line with the
results obtained by Su et al. [19].

Hypothesis 8 (H8). Satisfaction has effects on the hotel loyalty.

As already stated previously, Zhu et al. [17] highlight the relationship between the reputation of
the company and the satisfaction.

Hypothesis 9 (H9). Reputation has effects on the hotel loyalty.

2.5. Performance (RevPAR)

Only a few studies have focused their attention on the hotel sector to investigate the relationship
between CSR and economic performance [6,9], having obtained inconclusive results [2]. Tourism
scholars propose that CSR can be positively related with the economic performance [6,9].

Regarding the relationship between loyalty and performance, the study by Reichheld and
Sasser [26] is frequently cited. These authors estimated that a company can enhance its benefits
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between 25% and 85%, depending on the sector, retaining 5% of its clients. In the hospitality sector,
there is a great interest in identifying which factors determine loyalty to the hotel, because it is generally
estimated that loyal customers lead to greater profitability [14].

Hypothesis 10 (H10). Loyalty has effects on RevPAR.

In their study Lee and Heo [22] examined the mediating effect of satisfaction between CSR
activities and performance, confirming that for hotels CSR activities have a positive impact on the
satisfaction and value of the company.

Hypothesis 11 (H11). Satisfaction has effects on RevPAR.

Inoue and Lee [7] tested the relationship between certain dimensions of CSR and financial
performance in tourism companies. Their results revealed that each dimension has a different effect
on both the short- and long-term benefits, and that the financial impacts vary according to the four
types of companies studied (airlines, casinos, hotels and restaurants). While according to the results
achieved by Zhu et al. [17] the reputation of the company is positively related to performance.

Hypothesis 12 (H12). Reputation has effects on RevPAR.

Kang et al. [6] pointed out that there is a significant relationship between CSR and the performance
of the company in the hospitality industry. However, Zhu et al. [17] stated that the inconsistent results
achieved so far on the effect of CSR on the performance of the company point to the need of deepening
into the research in this field.

García and Armas [27] analysed the importance of social and environmental responsibility in
the company and its relationship with performance, because the authors argued that the literature
offers contradictory results, especially in the hotel sector, given the intense relationship that links this
industry with the environment. Their results suggested a strong and positive relationship between
both variables.

Hypothesis 13 (H13). CSR has effects on RevPAR.

Figure 1 shows the theoretical model that has been described.
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3. Materials and Methods

3.1. Scales’ Selection

The indicators used to measure the model have been obtained from the literature review. The scale
on CSR is based on the one proposed by Martínez et al. [12], and the trust concept on the one used by
Martínez and Rodríguez del Bosque [14] and Verhoef et al. [28]. The scale of reputation was proposed
by Alvarado and Schlesinger [8]. The scale of loyalty has been supported by the proposal of Martínez
and Rodríguez del Bosque [14], with the introduction of a new indicator based on the literature review
(LOY5) [29]. For the evaluation of performance, a scale has been proposed that combines the indicators
proposed by Chavarría [30] (REV1 and REV2), Grissemann et al. [31] (REV3) and Garay and Font [9]
(REV4). The measure of performance has been made through RevPAR. All indicators of the model are
considered as reflective. For their measurement a 7-point Likert scale was used. The final indicators
used and their codes are exposed in Table 1 in the fourth section.

3.2. Research Scenario

This study was located in Spain. According to the most recent available data of the World Tourism
Organization (WTO) [32], Spain received 83 million arrivals in 2018, which makes this country the
third tourist destination worldwide [32]. The total population of hotel establishments published in the
Hotel Occupancy Survey elaborated by the National Institute of Statistics [33], according to data from
February 2020 (last data available), is 12,662 hotel lodgings, offering a total of 1,185,245 beds, mainly
placed in the category of four-star (554,251) and three-star hotels (261,201) [33]. With regard to the
profitability of the national hotels the RevPAR is 49.43€. The inter-annual variation rate of RevPAR
reveals that the sector is booming if the annual average for 2019 is analyzed.

3.3. Fieldwork and Data Analysis

In this study, we have opted for a quantitative methodology using an online survey.
A total of eight academics participated in the pretest of the questionnaire. A piloting of the same

was also performed, with a subsample of six hotel directors. The dissemination of the questionnaire
was carried out by e-mailing 8,410 Spanish hotels, addressed their managers, with telephone support
to encourage a higher response rate. Through a non-probabilistic convenience sampling, 519 surveys
were started, but only 230 were considered valid responses for having been completed. That makes a
response rate of 2.7%. The fieldwork was carried out from 8th of April to 1st of September 2015.

Since this work has an exploratory approach, and because of the introduction of CSR as a
second-order construct with three dimensions, the use of Partial Least Squares (PLS) seems to be
the best option. The sample size obtained, composed by managers of Spanish hotels, is acceptable
according to the parameters required by PLS [34]. The software used was SmartPLS 2.0.

A sample of Spanish hotels was used, offering a good representativeness of their territory. Of the
hotels involved in the research, 33.9% are four stars, followed by three stars (29.1%). Regarding the
type of management, the majority (101) are independent hotels, followed by family-run hotels (81) and
hotels belonging to large chains or franchises (40).
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Table 1. Assessment of the measurement model.

Variables/Dimensions/Indicators
Step 1 Step 2

Loadings ρc AVE Loadings ρc AVE

CSR
(When applying CSR, our hotel . . . ) 0.9113 0.7742

ECO Economic dimension 0.9434 0.8064 0.8326

ECO1_obtains greater economic benefits. 0.8705
ECO2_tries to achieve long-term success. 0.8978
ECO3_improves its results. 0.9309
ECO4_ensures its survival. 0.8919

SOC Social dimension 0.9459 0.7448 0.8948

SOC1_is committed to the improvement of the welfare of the local community. 0.8163
SOC2_actively participates in social and cultural events. 0.8243
SOC3_plays a role in the society that goes beyond the profit generation. 0.8931
SOC4_provides a fair treatment to our employees. 0.8821
SOC5_provides training and promotion opportunities for our employees. 0.8647
SOC6_helps solve social problems. 0.8943

ENV Environmental dimension 0.9107 0.6304 0.9103

ENV1_collaborates in protecting the environment. 0.8332
ENV2_tries to reduce its consumption of natural resources. 0.832
ENV3_recycles. 0.8112
ENV4_communicates to our customers about its environmental practices. 0.8303
ENV6_conducts annual environmental audits. 0.7455
ENV7_possesses environmental certifications. 0.7021

TRU Trust 0.9721 0.8532 0.9721 0.8532

TRU1_The services of our hotel provide a sense of security. 0.9383 0.9384
TRU2_We offer quality services. 0.9322 0.9322
TRU3_The services of our hotel are a quality guarantee. 0.9195 0.9195
TRU4_We are interested in our customers. 0.9334 0.9334
TRU5_We are honest with our customers. 0.9112 0.9111
TRU6_We keep the promises we make. 0.9071 0.9071
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Table 1. Cont.

Variables/Dimensions/Indicators
Step 1 Step 2

Loadings ρc AVE Loadings ρc AVE

REP Reputation
(Our hotel is . . . ) 0.9316 0.7731 0.9316 0.7731

REP1_a well-known establishment. 0.8296 0.8297
REP2_a respected establishment. 0.8913 0.892
REP3_an admired establishment. 0.8944 0.894
REP4_a prestigious establishment. 0.9 0.8996

SAT Satisfaction 0.96 0.8004 0.96 0.8004

SAT1_Our customers think that it is nice to stay in our hotel. 0.9167 0.9155
SAT2_Our customers like staying in our hotel. 0.9361 0.935
SAT3_Our customers think that staying in our hotel is ideal. 0.8994 0.8995
SAT4_Our customers see the decision to stay in our hotel as the best choice. 0.8631 0.8632
SAT5_Our customers think that they have made the right decision staying in
our hotel. 0.9229 0.9232

SAT6_Our hotel offers exactly what our customers need for their
accommodation. 0.8248 0.8268

LOY Loyalty
(Our customers . . . ) 0.9263 0.7162 0.9262 0.7162

LOY1_choose our hotel as the first option to stay. 0.7631 0.7619
LOY2_would not be interested in staying in another hotel of the competition. 0.793 0.7913
LOY3_say that they will return to our hotel in the next few years. 0.9028 0.9036
LOY4_usually recommend our hotel. 0.9106 0.9115
LOY5_usually leave positive comments on the Internet. 0.8519 0.8526

REV RevPAR
(In the last three years, our RevPAR . . . ) 0.9535 0.8369 0.9535 0.8369

REV1_has improved over previous years. 0.9218 0.9221
REV2_has improved compared with our competitors. 0.8734 0.8727
REV3_has reached our established objectives. 0.932 0.9319
REV4_has been satisfactory. 0.9308 0.9314
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4. Results

The proposed model presents CSR measured with three dimensions—economic, social and
environmental—hence the model includes second-order constructs. Its assessment requires the
application of the two-step approach [35,36]. Firstly, the model is evaluated taking into account that
the first-order factors will act as the second-order construct they represent. After that, it is necessary
to use the scores of the indicators of the dimensions of the CSR as new aggregate indicators of each
dimension, to proceed with the second step, evaluating again the measurement model. In both steps,
indicators were considered reflective.

With regard to the analysis of individual reliability, the indicators must have a load equal to or
greater than 0.707 [34].

In the first step, all the indicators exceed this threshold, with an exception in ENV5 “uses renewable
energy” (0.6189). Hair et al. [34] state that usually indicators with loadings between 0.40 and 0.70
should only be eliminated if this leads to the improvement of composite reliability (ρc). Given the
improvement that occurs in the composite reliability in the ENV construct (from 0.9084 to 0.9107),
the ENV5 indicator has been dropped. In the second step, the individual reliability is verified for
all the items. With regard to composite reliability, these values should be between 0.60 and 0.70 in
exploratory studies [37]. All of the constructs have very high values for the composite reliability, both
in the first and in the second step. The convergent validity has been assessed by analysing the value of
the Average Variance Extracted (AVE), which must be higher than 0.5 [34]. All the AVE values for each
construct are greater than the limit value marked in both steps (see Table 1).

The evaluation of discriminant validity is done by demonstrating that the correlations between
the constructs are lower than the square root of the AVE [38] (see Tables 2 and 3).

Table 2. Discriminant Validity Step 1.

TRU LOY REV REP ECO ENV SOC SAT

TRU 0.9237
LOY 0.5974 0.8463
REV 0.4392 0.5971 0.9148
REP 0.5981 0.6808 0.5869 0.8793
ECO 0.3568 0.3161 0.381 0.2825 0.8980
ENV 0.4348 0.3128 0.3844 0.3538 0.599 0.7940
SOC 0.4426 0.2161 0.2635 0.2743 0.6072 0.7754 0.8630
SAT 0.6671 0.8406 0.5682 0.7197 0.2651 0.3303 0.2336 0.8947

Table 3. Discriminant Validity Step 2.

TRU LOY REV REP CSR SAT

TRU 0.9237
LOY 0.598 0.8463
REV 0.4391 0.5969 0.9148
REP 0.5985 0.6807 0.5865 0.8793
CSR 0.4677 0.3237 0.3942 0.3483 0.8799
SAT 0.667 0.841 0.5685 0.72 0.3182 0.8947

To evaluate the structural model it is necessary to analyze the R2 for each dependent construct,
and the significance of the paths using a bootstrapping procedure [34]. The explained variance of an
endogenous construct by another latent variable is also reported. This value is given by multiplying
the path coefficient by the correlation coefficient between both variables [39].

Table 4 shows the values of R2. The model has a moderate–substantial explanatory capacity for
the outcome variables (loyalty and performance) and a weak–moderate explanatory capacity for the
intermediate variables (trust, reputation and satisfaction).
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Table 4. Effects of the endogenous variables and structural model assessment.

Hypotheses R2 † Direct
Effect (β) ‡

Correlation Explained
Variance

T-Statistics
(Bootstrap) Supported

Trust 0.2187 21.9%

H1: CSR–trust 0.4677 *** 0.4677 21.9% 5.8606 Yes

Reputation 0.1213 12.1%

H2: CSR–reputation 0.3483 *** 0.3483 12.1% 4.4699 Yes

Satisfaction 0.6063 60.6%

H3: Trust–satisfaction 0.3825 *** 0.667 25.5% 3.6842 Yes
H4: CSR–satisfaction −0.0362 ns 0.3182 −1.2% 0.7933 No
H5: Reputation–satisfaction 0.5037 *** 0.72 36.3% 6.3769 Yes

Loyalty 0.7208 72.1%

H6: CSR–loyalty 0.0382 ns 0.3237 1.2% 0.9044 No
H7: Trust–loyalty 0.0189 ns 0.598 1.1% 0.3103 No
H8: Satisfaction–loyalty 0.714 *** 0.841 60.0% 10.3264 Yes
H9: Reputation–loyalty 0.142 *** 0.6807 9.7% 2.6838 Yes

RevPAR 0.4466 44.7%

H10: Loyalty–RevPAR 0.3001 *** 0.5969 17.9% 3.1145 Yes
H11: Satisfaction–RevPAR 0.0595 ns 0.5685 3.4% 0.5971 No
H12: Reputation–RevPAR 0.276 *** 0.5865 16.2% 3.2005 Yes
H13: CSR–RevPAR 0.182 *** 0.3942 7.2% 3.4384 Yes
† R2 value of 0.75, 0.5 or 0.25 for the latent endogenous variables in structural models can be considered substantial,
moderate or weak, respectively [34]. ‡ Critical t-values: * p < 0.05; ** p < 0.01; *** p < 0.001; ns not significant (based
on t(4999), two-tailed test); t(0.05;4999) = 1.65; t(0.01;4999) = 1.96; t(0.001;4999) = 2.58.

Regarding the hypotheses, the test of the proposed causal relationships give empirical support to
the model, except for the paths linking CSR–satisfaction (H4), CSR–loyalty (H6), trust–loyalty (H7)
and satisfaction–RevPAR (H11). These results award a discrete role to the CSR as a direct predictor
of marketing variables, but it also demonstrates an impact on performance through RevPAR in
hotel establishments. For this reason, it is understood that relationships that occur between the
implementation of CSR and performance (RevPAR) and marketing variables cannot be dissociated.
Figure 2 offers a graphical resume of model assessment.
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5. Discussion

With regard to the relationship between CSR and trust (H1) (21.9%), it is proven to be statistically
significant. This result is consistent with those found by Lombart and Louis [11] in retail establishments,
Fatma et al. [15] in the banking sector, Melé et al. [40] in the case of the environmental dimension of
CSR and Martínez and Rodríguez del Bosque [14] in the hotel sector. These latter authors emphasized
that clients are more inclined to believe in socially responsible companies that operate honestly in their
activities and care about the interests of both parties of the relationship in decision making. Therefore,
the CSR becomes an effective tool to create trust between the client and the company.

Although CSR exerts a greater direct effect on trust (21.9%), rather than on reputation (12.1%), this
last variable seems to have a more prominent role, especially because of the indirect effects produced
by the CSR through reputation on satisfaction, loyalty and performance. The relation CSR–reputation
(H2) turns out to be significant in this study, a result that is in line with those obtained by Zhu et al. [17].
However, this finding was not proven by Alvarado and Schlesinger [8], probably due to the fact that
their study was carried out on a different activity (mobile telephone usage).

Trust has a strong weight in the formation of satisfaction (25.5%), but less than reputation (36.3%).
The results related to the relationship trust–satisfaction (H3) are consistent with those achieved by
Martínez and Rodríguez del Bosque [14].

The relationship CSR–satisfaction (H4) is not supported in the context of this study, unlike what
happens in the studies developed by Martínez and Rodríguez del Bosque [14] and Lombart and
Louis [11]. This could be due to the fact that the studies by these authors employ samples composed
by customers, while the present study is focused on executives, who may have a more limited vision of
the satisfaction of their customers, since it is an estimation.

As noted above, reputation has a significant effect on the formation of satisfaction (H5) (36.3%),
which is a result consistent with the findings of Zhu et al. [17].
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The CSR-loyalty relationship (H6) resulted to be not significant, which confirms the results
obtained by Lombart and Louis [11]. However these results are not in accordance with those obtained
by Kucukusta et al. [25], Martínez et al. [12] and Melé et al. [40], who proved that relationship. In this
case, it is not possible to find a potential cause in the limited estimation of hotel managers can make of
their customers’ loyalty, since these studies used a sample of hotel customers. Therefore, it is necessary
to continue deepening in this relationship in future studies.

The relationship between trust–loyalty (H7) turned out to be not significant, a result that also
occurred in the study by Lombart and Louis [11]. As well as in the present study, Palacios-Florencio et
al. [41] concluded that when trust acts as a mediator between CSR and loyalty, the direct relationship
between these two last variables turned out to be not significant. These results differ from those found
in by Martínez and Rodríguez del Bosque [14]. They succeed in demonstrating that trust is a strong
determinant of loyalty. Moreover Martínez et al. [42] found significant the relationship between trust
and behavioral intentions in the context of the environmental dimension of CSR. Thus, they affirm the
importance of environmental certifications as a strategic tool for fostering trust and positive customer
intention behaviors in hotels. Meanwhile, in the context of destination social responsibility, Su et al. [43]
found that tourists with a strong sense of trust have a greater intention to visit the destination, a finding
that highlights the importance of trust a as a key driver that extends the application of organizational
trust in the tourism sector.

The link found between satisfaction and loyalty (H8) is particularly relevant, since satisfaction
contributes by 60.0% to the formation of loyalty. The relationship between satisfaction and loyalty
has been widely verified in the literature through multiple studies in the tourism sector [44]. It is
noteworthy that this result is consistent with the outcomes achieved in other models involving CSR,
as is the case of the study by Lombart and Louis [11], which also proves a positive relationship between
satisfaction and behavioral intentions and loyalty.

Once again, reputation corroborates its relevant role in the relationship with loyalty (H9). Even if
its impact is quite weak (9.7%), if compared with that exerted by satisfaction (9.7%), this relationship
is significant, compared to the non-significance found for the relations between CSR–trust and
CSR–loyalty. The results of the reputation–loyalty relationship are consistent with the findings of
Zhu et al. [17]. Su et al. [43] also provided valuable insights about the importance of reputation in the
context of destination social responsibility, showing that when a destination has a good reputation it
offers a positive effect on tourists’ trust and intentions to visit the destination.

The results of this study support the relationship between loyalty and RevPAR (H10), with loyalty
being the main antecedent of performance measured through RevPAR (17.9%). These results are in
line with those reached by Reichheld and Sasser [26] and Martínez and Rodríguez del Bosque [14].
This result could underscore the importance of investing in loyalty programs to boost performance.
To this regard, Hua et al. [45] tested how loyalty programs influence hotel performance. Their findings
show that the investment in loyalty programs has a significant and positive impact on RevPAR, among
other performance indicators.

Despite the relevance of satisfaction for marketing theory, and although it has an important
role in determining loyalty, in the present model, it has a non-significant impact on another
variable of the model, such as RevPAR. This confirms that the hypothesized causal path involving
CSR—satisfaction–RevPAR (H4 and H11) is not significant, that is, satisfaction does not exert a mediating
effect between CSR and performance. The results obtained for this sequence are in agreement with
those obtained by Lee and Heo [22] who explored the same causal sequence.

Reputation is confirmed as a relevant variable in the model, as the relationship reputation–RevPAR
(H12) (16.2%) is proven to be significant and the variable is the second strongest antecedent of RevPAR,
only preceded by loyalty, that boasts a slightly higher percentage (17.9%). This result is consistent
with the work of Zhu et al. [17] as well as the fact that CSR exerts an indirect impact on performance
through reputation. That is, the CSR–reputation–performance causal path is confirmed both in the
work of these authors and in the present study.
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Finally, the last hypothesis, linking CSR and RevPAR (H13), is proven to be significant (7.2%) in
the context of this research, in line with what was previously confirmed by Kang et al. [6] and García
and Armas [27]. However, its effect is weaker than the one exerted by loyalty or reputation on RevPAR.

This model tries to offer new empirical insights from the marketing perspective to improve the
hotel performance and highlighting how marketing variables such as trust, reputation and satisfaction
can constitute a sustainable strategy over time, achieving loyal customers who promote economic
performance and ensuring the continuity of the company.

6. Conclusions

This paper presents a model for the study of CSR that combines marketing variables and
economic results that the CSR implementation generates for the company. RevPAR is used as a
measure of performance, as it is a commonly accepted indicator in the sector. On the other hand,
the measurement of CSR through the economic, social and environmental dimensions is applied,
following the operationalization proposed by Martínez et al. [12]. Its application to a sample of hotel
managers, selected in the present research, gave back positive results. The results of this study are in
accordance with the results obtained by García-Pozo et al. [46]. They concluded that “customers of
hotel services have an increasing interest in business attitudes that promote the greater involvement of
hotel establishments in their environmental, social, and economic setting” (p. 10).

On the other hand, the scale used for the measurement of RevPAR, as an indicator of performance in
the hotel sector, also resulted to be appropriate. The scales used for trust, satisfaction and loyalty, based
on Martínez and Rodríguez del Bosque [14], and reputation, based on Alvarado and Schlesinger [8],
showed good results in their adaptation to the study context, so they can be taken into account for
further investigations. Regarding the results of the model’s assessment, CSR, even if discrete, has a
significant role in the understanding of the functioning of some variables.

CSR has been proven to be a significant antecedent for trust and reputation, and a determining
factor for RevPAR. However, although it is understood that the impact is discrete, the relationships
between CSR and performance (RevPAR) could not be disregarded, nor could its relationship with
traditional marketing outputs.

The results obtained in the present study have important practical implications and inspire some
recommendations for the management of hospitality companies. First of all, it is proven that CSR
policies have a positive influence on RevPAR and on long-term performance. The sector is encouraged
to develop this type of activity, in its economic, social and environmental dimensions. Hotel companies
can develop CSR by initiating energy efficiency programs, management and separation of waste at
source, control of spills, purchasing policies with sustainable criteria, promotion of local gastronomy
and culture, continuous training of employees, policies of gender equality, labor climate surveys etc.

It is important to consider that CSR is an activity that should be promoted by top management,
and that it should reach all departments of the organization, and that in turn not only has repercussions
on customers, but on all the stakeholders of the company.

The limitations of this study refer to the generalizability of results, which are limited by the use of
a non-probabilistic and convenience sampling method. In relation to the sample, it is worth noting that
the work focused on the hotel managers’ perspective. This implied that, with regard to some variables,
respondents had to answer the questionnaire according to an estimation of the demand perspective.
Regarding the model, there are possibly other significant variables related to CSR, such as quality and
image, that have not been taken into account in this research.

This study could be replicated in other contexts, sectors and activities within the tourism sector,
as well as in other countries. It could also be interesting to incorporate the consumers’ perspective to
the proposed model. Future works can go in the line of progressing in the knowledge of CSR, in order
to provide the sector with effective tools capable of enhancing its performance and its competitive
permanence in the market over the long term.



Sustainability 2020, 12, 2961 13 of 15

Author Contributions: Conceptualization, J.M.M.-R. and A.M.C.-C.; methodology, J.M.M.-R. and J.M.H.-M.;
formal analysis, J.M.M.-R. and J.A.F.-F.; writing—original draft preparation, J.M.M.-R.; writing—review and
editing, A.M.C.-C. and J.A.F.-F.; supervision, J.M.H.-M. and A.M.C.-C. All authors have read and agreed to the
published version of the manuscript.

Funding: Project co-funded by FEDER and Junta de Extremadura (Spain) (Reference No. GR18109).

Sustainability 2020, 12, x FOR PEER REVIEW 13 of 15 

order to provide the sector with effective tools capable of enhancing its performance and its 
competitive permanence in the market over the long term. 

Author Contributions: Conceptualization, J.M.M.-R. and A.M.C.-C.; methodology, J.M.M.-R. and J.M.H.-M.; 
formal analysis, J.M.M.-R. and J.A.F.-F.; writing—original draft preparation, J.M.M.-R.; writing—review and 
editing, A.M.C.-C. and J.A.F.-F.; supervision, J.M.H.-M. and A.M.C.-C. All authors have read and agreed to the 
published version of the manuscript.  

Funding: Project co-funded by FEDER and Junta de Extremadura (Spain) (Reference No. GR18109). 

 

Fondo Europeo de Desarrollo Regional 

Una manera de hacer Europa 
 

Conflicts of Interest: The authors declare no conflict of interest.  

References 

1. Serra-Cantallops, A.; Peña-Miranda, D.D.; Ramón-Cardona, J.; Martorell-Cunill, O. Progress in research on 
CSR and the hotel industry (2006–2015). Cornell Hosp. Q. 2017, 59, 15–38. 

2. Benavides-Velasco, C.Á.; Quintana-Garcia, C.; Marchante-Lara, M. Total quality management, corporate 
social responsibility and performance in the hotel industry. Int. J. Hosp. Manag. 2014, 41, 77–87. 

3. Kim, S.-B.; Kim, D.-Y. The influence of corporate social responsibility, ability, reputation, and 
transparency on hotel customer loyalty in the U.S.: A gender-based approach. SpringerPlus 2016, 5, 1537. 

4. Walsh, J.P.; Weber, K.; Margolis, J.D. Social issues and management: Our lost cause found. J. Manag. 2003, 
29, 859–881. 

5. Ruf, B.M.; Muralidhar, K.; Brown, R.M.; Janney, J.J.; Paul, K. An empirical investigation of the relationship 
between change in corporate social performance and financial performance: A stakeholder theory 
perspective. J. Bus. Ethic 2001, 32, 143–156. 

6. Kang, K.H.; Lee, S.; Huh, C. Impacts of positive and negative corporate social responsibility activities on 
company performance in the hospitality industry. Int. J. Hosp. Manag. 2010, 29, 72–82. 

7. Inoue, Y.; Lee, S. Effects of different dimensions of corporate social responsibility on corporate financial 
performance in tourism-related industries. Tour. Manag. 2011, 32, 790–804. 

8. Alvarado, A.; Schlesinger, M.W. Dimensionalidad de la responsabilidad social empresarial percibida y sus 
efectos sobre la imagen y la reputación: Una aproximación desde el modelo de Carroll. Estudios Gerenciales 
2008, 24, 37–60. 

9. Garay, L.; Font, X.Doing good to do well? Corporate social responsibility reasons, practices and impacts in 
small and medium accommodation enterprises. Int. J. Hosp. Manag. 2012, 31, 329–337. 

10. Gürlek, M.; Düzgün, E.; Uygur, S.M.; Rendtorff, J. How does corporate social responsibility create 
customer loyalty? The role of corporate image. Soc. Responsib. J. 2017, 13, 409–427. 

11. Lombart, C.; Louis, D. A study of the impact of corporate social responsibility and price image on retailer 
personality and consumers’ reactions (satisfaction, trust and loyalty to the retailer). J. Retail. Consum. Serv. 
2014, 21, 630–642. 

12. Martínez, P.; Pérez, A.; Rodríguez del Bosque, I.R. CSR influence on hotel brand image and loyalty. Acad. 
Revista Latinoam. Adm. 2014, 27, 267–283. 

13. Morgan, R.M.; Hunt, S. Relationship-based competitive advantage. J. Bus. Res. 1999, 46, 281–290. 
14. Martínez, P.; Rodríguez del Bosque, I.R. CSR and customer loyalty: The roles of trust, customer 

identification with the company and satisfaction. Int. J. Hosp. Manag. 2013, 35, 89–99. 
15. Fatma, M.; Rahman, Z.; Khan, I. Building company reputation and brand equity through CSR: The 

mediating role of trust. Int. J. Bank Mark. 2015, 33, 840–856. 
16. Paek, S.; Xiao, Q.; Lee, S.; Song, H. Does managerial ownership affect different corporate social 

responsibility dimensions? An empirical examination of U.S. publicly traded hospitality firms. Int. J. Hosp. 
Manag. 2013, 34, 423–433. 

17. Zhu, Y.; Sun, L.-Y.; Leung, A.S. Corporate social responsibility, firm reputation, and firm performance: 
The role of ethical leadership. Asia Pac. J. Manag. 2013, 31, 925–947. 

Fondo Europeo de Desarrollo
Regional
Una manera de hacer Europa

Sustainability 2020, 12, x FOR PEER REVIEW 13 of 15 

order to provide the sector with effective tools capable of enhancing its performance and its 
competitive permanence in the market over the long term. 

Author Contributions: Conceptualization, J.M.M.-R. and A.M.C.-C.; methodology, J.M.M.-R. and J.M.H.-M.; 
formal analysis, J.M.M.-R. and J.A.F.-F.; writing—original draft preparation, J.M.M.-R.; writing—review and 
editing, A.M.C.-C. and J.A.F.-F.; supervision, J.M.H.-M. and A.M.C.-C. All authors have read and agreed to the 
published version of the manuscript.  

Funding: Project co-funded by FEDER and Junta de Extremadura (Spain) (Reference No. GR18109). 

 

Fondo Europeo de Desarrollo Regional 

Una manera de hacer Europa 
 

Conflicts of Interest: The authors declare no conflict of interest.  

References 

1. Serra-Cantallops, A.; Peña-Miranda, D.D.; Ramón-Cardona, J.; Martorell-Cunill, O. Progress in research on 
CSR and the hotel industry (2006–2015). Cornell Hosp. Q. 2017, 59, 15–38. 

2. Benavides-Velasco, C.Á.; Quintana-Garcia, C.; Marchante-Lara, M. Total quality management, corporate 
social responsibility and performance in the hotel industry. Int. J. Hosp. Manag. 2014, 41, 77–87. 

3. Kim, S.-B.; Kim, D.-Y. The influence of corporate social responsibility, ability, reputation, and 
transparency on hotel customer loyalty in the U.S.: A gender-based approach. SpringerPlus 2016, 5, 1537. 

4. Walsh, J.P.; Weber, K.; Margolis, J.D. Social issues and management: Our lost cause found. J. Manag. 2003, 
29, 859–881. 

5. Ruf, B.M.; Muralidhar, K.; Brown, R.M.; Janney, J.J.; Paul, K. An empirical investigation of the relationship 
between change in corporate social performance and financial performance: A stakeholder theory 
perspective. J. Bus. Ethic 2001, 32, 143–156. 

6. Kang, K.H.; Lee, S.; Huh, C. Impacts of positive and negative corporate social responsibility activities on 
company performance in the hospitality industry. Int. J. Hosp. Manag. 2010, 29, 72–82. 

7. Inoue, Y.; Lee, S. Effects of different dimensions of corporate social responsibility on corporate financial 
performance in tourism-related industries. Tour. Manag. 2011, 32, 790–804. 

8. Alvarado, A.; Schlesinger, M.W. Dimensionalidad de la responsabilidad social empresarial percibida y sus 
efectos sobre la imagen y la reputación: Una aproximación desde el modelo de Carroll. Estudios Gerenciales 
2008, 24, 37–60. 

9. Garay, L.; Font, X.Doing good to do well? Corporate social responsibility reasons, practices and impacts in 
small and medium accommodation enterprises. Int. J. Hosp. Manag. 2012, 31, 329–337. 

10. Gürlek, M.; Düzgün, E.; Uygur, S.M.; Rendtorff, J. How does corporate social responsibility create 
customer loyalty? The role of corporate image. Soc. Responsib. J. 2017, 13, 409–427. 

11. Lombart, C.; Louis, D. A study of the impact of corporate social responsibility and price image on retailer 
personality and consumers’ reactions (satisfaction, trust and loyalty to the retailer). J. Retail. Consum. Serv. 
2014, 21, 630–642. 

12. Martínez, P.; Pérez, A.; Rodríguez del Bosque, I.R. CSR influence on hotel brand image and loyalty. Acad. 
Revista Latinoam. Adm. 2014, 27, 267–283. 

13. Morgan, R.M.; Hunt, S. Relationship-based competitive advantage. J. Bus. Res. 1999, 46, 281–290. 
14. Martínez, P.; Rodríguez del Bosque, I.R. CSR and customer loyalty: The roles of trust, customer 

identification with the company and satisfaction. Int. J. Hosp. Manag. 2013, 35, 89–99. 
15. Fatma, M.; Rahman, Z.; Khan, I. Building company reputation and brand equity through CSR: The 

mediating role of trust. Int. J. Bank Mark. 2015, 33, 840–856. 
16. Paek, S.; Xiao, Q.; Lee, S.; Song, H. Does managerial ownership affect different corporate social 

responsibility dimensions? An empirical examination of U.S. publicly traded hospitality firms. Int. J. Hosp. 
Manag. 2013, 34, 423–433. 

17. Zhu, Y.; Sun, L.-Y.; Leung, A.S. Corporate social responsibility, firm reputation, and firm performance: 
The role of ethical leadership. Asia Pac. J. Manag. 2013, 31, 925–947. 

Conflicts of Interest: The authors declare no conflict of interest.

References

1. Serra-Cantallops, A.; Peña-Miranda, D.D.; Ramón-Cardona, J.; Martorell-Cunill, O. Progress in research on
CSR and the hotel industry (2006–2015). Cornell Hosp. Q. 2017, 59, 15–38. [CrossRef]

2. Benavides-Velasco, C.Á.; Quintana-Garcia, C.; Marchante-Lara, M. Total quality management, corporate
social responsibility and performance in the hotel industry. Int. J. Hosp. Manag. 2014, 41, 77–87. [CrossRef]

3. Kim, S.-B.; Kim, D.-Y. The influence of corporate social responsibility, ability, reputation, and transparency
on hotel customer loyalty in the U.S.: A gender-based approach. SpringerPlus 2016, 5, 1537. [CrossRef]
[PubMed]

4. Walsh, J.P.; Weber, K.; Margolis, J.D. Social issues and management: Our lost cause found. J. Manag. 2003, 29,
859–881.

5. Ruf, B.M.; Muralidhar, K.; Brown, R.M.; Janney, J.J.; Paul, K. An empirical investigation of the relationship
between change in corporate social performance and financial performance: A stakeholder theory perspective.
J. Bus. Ethic 2001, 32, 143–156. [CrossRef]

6. Kang, K.H.; Lee, S.; Huh, C. Impacts of positive and negative corporate social responsibility activities on
company performance in the hospitality industry. Int. J. Hosp. Manag. 2010, 29, 72–82. [CrossRef]

7. Inoue, Y.; Lee, S. Effects of different dimensions of corporate social responsibility on corporate financial
performance in tourism-related industries. Tour. Manag. 2011, 32, 790–804. [CrossRef]

8. Alvarado, A.; Schlesinger, M.W. Dimensionalidad de la responsabilidad social empresarial percibida y sus
efectos sobre la imagen y la reputación: Una aproximación desde el modelo de Carroll. Estudios Gerenciales
2008, 24, 37–60. [CrossRef]

9. Garay, L.; Font, X. Doing good to do well? Corporate social responsibility reasons, practices and impacts in
small and medium accommodation enterprises. Int. J. Hosp. Manag. 2012, 31, 329–337. [CrossRef]

10. Gürlek, M.; Düzgün, E.; Uygur, S.M.; Rendtorff, J. How does corporate social responsibility create customer
loyalty? The role of corporate image. Soc. Responsib. J. 2017, 13, 409–427. [CrossRef]

11. Lombart, C.; Louis, D. A study of the impact of corporate social responsibility and price image on retailer
personality and consumers’ reactions (satisfaction, trust and loyalty to the retailer). J. Retail. Consum. Serv.
2014, 21, 630–642. [CrossRef]

12. Martínez, P.; Pérez, A.; Rodríguez del Bosque, I.R. CSR influence on hotel brand image and loyalty. Acad. Rev.
Latinoam. Adm. 2014, 27, 267–283.

13. Morgan, R.M.; Hunt, S. Relationship-based competitive advantage. J. Bus. Res. 1999, 46, 281–290. [CrossRef]
14. Martínez, P.; Rodríguez del Bosque, I.R. CSR and customer loyalty: The roles of trust, customer identification

with the company and satisfaction. Int. J. Hosp. Manag. 2013, 35, 89–99. [CrossRef]
15. Fatma, M.; Rahman, Z.; Khan, I. Building company reputation and brand equity through CSR: The mediating

role of trust. Int. J. Bank Mark. 2015, 33, 840–856. [CrossRef]
16. Paek, S.; Xiao, Q.; Lee, S.; Song, H. Does managerial ownership affect different corporate social responsibility

dimensions? An empirical examination of U.S. publicly traded hospitality firms. Int. J. Hosp. Manag. 2013,
34, 423–433. [CrossRef]

17. Zhu, Y.; Sun, L.-Y.; Leung, A.S. Corporate social responsibility, firm reputation, and firm performance:
The role of ethical leadership. Asia Pac. J. Manag. 2013, 31, 925–947. [CrossRef]

http://dx.doi.org/10.1177/1938965517719267
http://dx.doi.org/10.1016/j.ijhm.2014.05.003
http://dx.doi.org/10.1186/s40064-016-3220-3
http://www.ncbi.nlm.nih.gov/pubmed/27652110
http://dx.doi.org/10.1023/A:1010786912118
http://dx.doi.org/10.1016/j.ijhm.2009.05.006
http://dx.doi.org/10.1016/j.tourman.2010.06.019
http://dx.doi.org/10.1016/S0123-5923(08)70043-3
http://dx.doi.org/10.1016/j.ijhm.2011.04.013
http://dx.doi.org/10.1108/SRJ-10-2016-0177
http://dx.doi.org/10.1016/j.jretconser.2013.11.009
http://dx.doi.org/10.1016/S0148-2963(98)00035-6
http://dx.doi.org/10.1016/j.ijhm.2013.05.009
http://dx.doi.org/10.1108/IJBM-11-2014-0166
http://dx.doi.org/10.1016/j.ijhm.2012.12.004
http://dx.doi.org/10.1007/s10490-013-9369-1


Sustainability 2020, 12, 2961 14 of 15

18. Melo, T.; Garrido-Morgado, A. Corporate reputation: A combination of social responsibility and industry.
Corp. Soc. Responsib. Environ. Manag. 2011, 19, 11–31. [CrossRef]

19. Su, L.; Pan, Y.; Chen, X. Corporate social responsibility: Findings from the Chinese hospitality industry.
J. Retail. Consum. Serv. 2017, 34, 240–247. [CrossRef]

20. Oliver, R.L. Satisfaction: A Behavioral Perspective on the Consumer; Informa UK Limited: London, UK, 2014.
21. Bowen, D.; Clarke, J. Reflections on tourist satisfaction research: Past, present and future. J. Vacat. Mark.

2002, 8, 297–308. [CrossRef]
22. Lee, S.; Heo, C.Y. Corporate social responsibility and customer satisfaction among US publicly traded hotels

and restaurants. Int. J. Hosp. Manag. 2009, 28, 635–637. [CrossRef]
23. Oliver, R.L. Whence Consumer Loyalty? J. Mark. 1999, 63, 33. [CrossRef]
24. Oppermann, M. Predicting destination choice—A discussion of destination loyalty. J. Vacat. Mark. 1999, 5,

51–65. [CrossRef]
25. Kucukusta, D.; Mak, A.; Chan, X. Corporate social responsibility practices in four and five-star hotels:

Perspectives from Hong Kong visitors. Int. J. Hosp. Manag. 2013, 34, 19–30. [CrossRef]
26. Reichheld, F.F.; Sasser, W.E. Zero defections: Quality comes to services. Harv. Bus. Rev. 1990, 68, 105–111.

[PubMed]
27. García, F.J.; Armas, Y. Relation between social-environmental responsibility and performance in hotel firms.

Int. J. Hosp. Manag. 2007, 26, 824–839.
28. Verhoef, P.C.; Franses, P.H.; Hoekstra, J.C. The Effect of Relational Constructs on Customer Referrals and

Number of Services Purchased from a Multiservice Provider: Does Age of Relationship Matter? J. Acad.
Mark. Sci. 2002, 30, 202–216. [CrossRef]

29. Herrero, Á.; San Martín, H.; Hernández, J.M. How online search behavior is influenced by user-generated
content on review websites and hotel interactive websites. Int. J. Contemp. Hosp. Manag. 2015, 27, 1573–1597.
[CrossRef]

30. Chavarría, C. El Impacto de la Responsabilidad Social Corporativa en los Resultados y el Crecimiento
Empresarial: Un Estudio en PYMEs Andaluzas. Ph.D. Thesis, University of Seville, Seville, Spain, 2013.

31. Grissemann, U.; Plank, A.; Brunner-Sperdin, A. Enhancing business performance of hotels: The role of
innovation and customer orientation. Int. J. Hosp. Manag. 2013, 33, 347–356. [CrossRef]

32. World Tourism Organization (UNWTO). International Tourism Highlights, 2019 Edition; World Tourism
Organization (UNWTO): Madrid, Spain, 2019.

33. National Institute of Statistics (INE). Hotel Occupancy Survey. Available online: https://www.ine.es/dyngs/
INEbase/es/operacion.htm?c=Estadistica_C&cid=1254736177015&menu=ultiDatos&idp=1254735576863
(accessed on 30 March 2020).

34. Hair, J.F.; Ringle, C.M.; Sarstedt, M. PLS-SEM: Indeed a silver bullet. J. Mark. Theory Pract. 2011, 19, 139–152.
[CrossRef]

35. Ciavolino, E.; Nitti, M. Using the hybrid two-step estimation approach for the identification of second-order
latent variable models. J. Appl. Stat. 2013, 40, 508–526. [CrossRef]

36. Wright, R.T.; Campbell, D.E.; Thatcher, J.B.; Roberts, N. Operationalizing multidimensional constructs in
structural equation modeling: Recommendations for IS research. Commun. Assoc. Inf. Syst. 2012, 30, 23.
[CrossRef]

37. Nunnally, J.C.; Bernstein, I. Psychometric Theory; McGraw-Hill: New York, NY, USA, 1994.
38. Barclay, D.; Higgins, C.; Thompson, R. The Partial Least Squares (PLS) approach to causal modelling:

Personal computer adoption and use as an illustration. Technol. Stud. 1995, 2, 285–309.
39. Falk, R.F.; Miller, N.B. A Primer for Soft Modeling; The University of Akron: Akron, OH, USA, 1992.
40. Mercadé, P.; Molina, J.; Sousa, M.J. Influence of sustainability practices and green image on the re-visit

intention of small and medium-size towns. Sustainability 2020, 12, 930. [CrossRef]
41. Palacios-Florencio, B.; Junco, J.G.-D.; Castellanos-Verdugo, M.; Rosa-Díaz, I.M. Trust as mediator of corporate

social responsibility, image and loyalty in the hotel sector. J. Sustain. Tour. 2018, 1–17. [CrossRef]
42. Martínez, P.; Herrero, Á.; Gómez-López, R. The role of environmental CSR practices on the formation of

behavioral intentions in a certified hotel context. Span. J. Mark. ESIC 2019, 23, 205–226. [CrossRef]
43. Su, L.; Lian, Q.; Huang, Y. How do tourists’ attribution of destination social responsibility motives impact

trust and intention to visit? The moderating role of destination reputation. Tour. Manag. 2020, 77, 103970.
[CrossRef]

http://dx.doi.org/10.1002/csr.260
http://dx.doi.org/10.1016/j.jretconser.2016.10.013
http://dx.doi.org/10.1177/135676670200800401
http://dx.doi.org/10.1016/j.ijhm.2009.02.007
http://dx.doi.org/10.1177/00222429990634s105
http://dx.doi.org/10.1177/135676679900500105
http://dx.doi.org/10.1016/j.ijhm.2013.01.010
http://www.ncbi.nlm.nih.gov/pubmed/10107082
http://dx.doi.org/10.1177/0092070302303002
http://dx.doi.org/10.1108/IJCHM-05-2014-0255
http://dx.doi.org/10.1016/j.ijhm.2012.10.005
https://www.ine.es/dyngs/INEbase/es/operacion.htm?c=Estadistica_C&cid=1254736177015&menu=ultiDatos&idp=1254735576863
https://www.ine.es/dyngs/INEbase/es/operacion.htm?c=Estadistica_C&cid=1254736177015&menu=ultiDatos&idp=1254735576863
http://dx.doi.org/10.2753/MTP1069-6679190202
http://dx.doi.org/10.1080/02664763.2012.745837
http://dx.doi.org/10.17705/1CAIS.03023
http://dx.doi.org/10.3390/su12030930
http://dx.doi.org/10.1080/09669582.2018.1447944
http://dx.doi.org/10.1108/SJME-10-2018-0044
http://dx.doi.org/10.1016/j.tourman.2019.103970


Sustainability 2020, 12, 2961 15 of 15

44. Campón, A.M.; Hernández, J.M.; Alves, H.M. Identifying the major determinants of loyalty in tourism.
In Strategic Marketing in Tourism Services; Tsiotsou, R.H., Goldsmith, R.E., Eds.; Emerald: Bingley, UK, 2012;
pp. 163–183.

45. Hua, N.; Wei, W.; DeFranco, A.L.; Wang, D. Do loyalty programs really matter for hotel operational and
financial performance? Int. J. Contemp. Hosp. Manag. 2018, 30, 2195–2213. [CrossRef]

46. García-Pozo, A.; Jiménez, J.M.; Sánchez-Ollero, J.L. Internet’s user perception of corporate social responsibility
in hotel services. Sustainability 2019, 11, 2916. [CrossRef]

© 2020 by the authors. Licensee MDPI, Basel, Switzerland. This article is an open access
article distributed under the terms and conditions of the Creative Commons Attribution
(CC BY) license (http://creativecommons.org/licenses/by/4.0/).

http://dx.doi.org/10.1108/IJCHM-12-2016-0643
http://dx.doi.org/10.3390/su11102916
http://creativecommons.org/
http://creativecommons.org/licenses/by/4.0/.

	Introduction 
	Literature Review and Hypotheses 
	Trust 
	Reputation 
	Satisfaction 
	Loyalty 
	Performance (RevPAR) 

	Materials and Methods 
	Scales’ Selection 
	Research Scenario 
	Fieldwork and Data Analysis 

	Results 
	Discussion 
	Conclusions 
	References

