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Abstract

The increasing concern for environmental issues has encouraged the hotel
industry to adopt Corporate Social Responsibility (CSR) as part of its sustainability
strategy. This study aims to examine the effect of CSR on Consumer Green Behavior
(CGB) in the hotel industry in Indonesia by considering Corporate Image, Service
Quality, Customer Trust, and Customer Satisfaction as mediating variables. The study
used a quantitative approach with data from 200 hotel guests in Indonesia collected
through purposive sampling, then analyzed using Partial Least Squares—Structural
Equation Modeling (PLS-SEM). The results showed that CSR has a positive and
significant direct effect on CGB (8 = 0.383), as well as on Corporate Image (8 = 0.716),
Service Quality (B = 0.684), Customer Trust (8 = 0.616), and Customer Satisfaction (8
= 0.639). However, only Customer Satisfaction significantly influences CGB (8 = 0.287)
and acts as a significant mediator (partial mediation) in the CSR—CGB relationship, while
Corporate Image, Service Quality, and Customer Trust do not. This finding indicates that
customer satisfaction plays a key role in translating CSR initiatives into tangible
environmentally friendly behavior, while perception and trust factors alone are not
sufficient to drive such behavior.

Keywords: corporate social responsibility; consumer green behavior; customer
satisfaction; industri perhotelan; PLS-SEM

5974
IJEBIR, Volume 05 Issue 04,2026

Copyright at authors some right reserved this work is licensed under
a Creative Commons Attribution-ShareAlike 4.0 International License.



http://creativecommons.org/licenses/by-sa/4.0/
mailto:iqbal.alma.email@umy.ac.id

International Journal of Economics, Business and Innovation Research
https://e-journal.citakonsultindo.or.id/index.php/IJEBIR

E-ISSN : 2964-0865 IJ N

INTRODUCTION

Tourism plays a strategic role in supporting the national economy, not only as a
foreign exchange earner but also as a sector that creates jobs and promotes income
equality (Central Bureau of Statistics Indonesia, 2024). Throughout 2024, more than 13
million foreign tourists visited Indonesia, employing nearly 25 million workers and
generating foreign exchange of USD 16.7 billion (Ministry of Finance, 2025; Ministry of
Tourism, 2025). The success of the tourism sector depends heavily on the readiness of
infrastructure and supporting services, including the availability of hotels and
accommodations. The number of accommodation service businesses grew 7.48% in
2024 to 31,175 units, with the majority of star-rated hotels concentrated on the islands
of Java and Bali (Central Bureau of Statistics Indonesia, 2024).

However, increasing hotel customer demand has negative impacts on the
environment, including noise and air pollution, increased waste volume, and massive
plastic use (Zientara & Zamojska, 2018). For example, a four-star hotel with 200 rooms
can produce up to 300,000 pieces of plastic waste each month (Zengkun, 2019).
Indonesia itself ranks second among the largest contributors to marine plastic pollution,
with approximately 5.8 million tons of plastic waste per year (World Bank, 2022). This
situation emphasizes the urgency for the hotel sector to implement sustainability-based
solutions (Suprapto & Haryanto, 2025). The hotel industry currently contributes
approximately 1% of total global emissions, and that figure is expected to continue to
increase (Latif et al., 2020).

In this context, hotel managers make Corporate Social Responsibility (CSR) a
strategic tool to achieve organizational goals while reducing the negative impacts of
hotel operations (Kim & Kim, 2016). CSR is defined as voluntary actions undertaken by
organizations to improve social, economic, and environmental sustainability (Lai et al.,
2010). As social responsibility studies in the hospitality context develop, CSR is
projected to have the potential to encourage Consumer Green Behavior (CGB), namely
consumer actions and choices related to environmentally sustainable products,
services, and practices (Huang et al., 2019; Su & Swanson, 2019).

Several previous studies indicate limitations in evaluating the direct influence of
CSR on CGB (Liu et al., 2025). CSR activities often do not have a direct impact, but
rather through intermediary variables such as corporate image, customer trust, or
perceived service quality, which in turn influence CGB (Latif et al., 2020). Ignoring these
mediating factors can lead to erroneous interpretations (Freire & Pieta, 2022). The
business and management literature has extensively examined the influence of CSR on
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corporate image (Latif et al., 2020), service quality (Zhang et al., 2020), customer trust
(Chen & Wan, 2020), and customer satisfaction (Chaudhary, 2020).

However, the literature on CSR and CGB in the context of developing countries
is still relatively limited, while most studies have been conducted in developed countries.
Furthermore, only about 9% of the CSR literature focuses on individual-level analysis
(Silva et al.,, 2022). Departing from this gap, this study integrates four mediating
variables—Corporate Image, Service Quality, Customer Trust, and Customer
Satisfaction—to uncover the mechanisms that mediate the influence of CSR on CGB in
the Indonesian hospitality industry. This study expands on Liu et al.'s (2025) model by
testing its relevance in the context of developing countries. Therefore, this study aims to
analyze the direct influence of CSR on CGB and the four mediating variables, the
influence of each mediating variable on CGB, and the mediating role of these four
variables in the CSR-CGB relationship.

LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT
Theoretical Basis

Corporate Social Responsibility (CSR). From a consumer perspective, CSR is
understood as a company's commitment to conducting business activities in line with
the values, norms, and interests of society (Bowen & Johnson, 1953). Carroll (1979)
stated that CSR encompasses economic, legal, ethical, and social aspects, while the
triple bottom line concept (Elkington & Rowlands, 1999) emphasizes the balance
between people, planet, and profit. CSR is now viewed not as an additional activity, but
as part of a company's strategy to build value and competitive advantage (Kim & Kim,
2016).

Consumer Green Behavior (CGB). As a form of behavioral intention, CGB refers to
consumer actions and choices related to environmentally sustainable products,
services, and practices (Huang et al., 2019). This behavior reflects a commitment to
reducing environmental impact through choices such as purchasing environmentally
friendly products, supporting green businesses, minimizing waste, and conserving
resources (Su & Swanson, 2019). Factors influencing CGB are classified into external,
internal, and situational factors (Carrete et al., 2012).
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Corporate Image, Service Quality, Customer Trust, dan Customer Satisfaction.
Corporate image is an individual's perception of a company's reputation, values, and
culture, which is shaped by various factors, including CSR implementation (Arendt &
Brettel, 2010). Service quality is a customer attitude that arises from comparing
expectations with actual service performance (Zeithaml et al., 1996; Kolkailah et al.,
2012). Customer trust refers to the belief that a company is able to act consistently and
reliably in maintaining the long-term interests of customers (Crosby et al., 1990).
Customer satisfaction is a customer response when a hotel's performance is perceived
to meet or exceed expectations (Oliver, 1980).

Hypothesis Development

Companies engaged in CSR activities significantly influence individual behavior
(Latif et al., 2020). When customers perceive companies engaging in environmentally
friendly programs, they are more likely to exhibit pro-environmental behavior (Ahmed et
al., 2020). Liu et al. (2025) showed that CSR has a positive and significant effect on
CGB. Furthermore, CSR is seen as capable of building corporate image and company
reputation (Agyabeng-Mensah et al., 2020), improving service quality as a social
responsibility practice (Latif et al., 2020), strengthening customer trust through alignment
of company values with customers (Palacios-Florencio et al., 2018), and forming
customer satisfaction (Phillips et al., 2019). Based on this, the first five hypotheses are
formulated:

H1:CSR has a positive and significant effect on Consumer Green Behavior.
H2: CSR has a positive and significant effect on Corporate Image.

H3:CSR has a positive and significant effect on Service Quality.

H4:CSR has a positive and significant effect on Customer Trust.

H5:CSR has a positive and significant effect on Customer Satisfaction.

The four mediating variables are also believed to influence CGB. A positive
corporate image can strengthen consumer identification with the hotel (Latif et al., 2022);
high service quality attracts customers who support sustainable development (Kim &
Kim, 2016); customer trust fosters long-term relationships that support green behavior
(Silva et al., 2022); and customer satisfaction creates a positive affective state that
strengthens consumer engagement with sustainability values (Latif et al., 2020).
Therefore, the following formula is formulated:

H6:Corporate Image has a positive and significant influence on Consumer Green
Behavior.
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H7:Service Quality has a positive and significant effect on Consumer Green Behavior.
H8: Customer Trust has a positive and significant effect on Consumer Green Behavior.
H9:Customer Satisfaction has a positive and significant effect on Consumer Green
Behavior.

Because the influence of CSR on CGB is generally indirect and involves
supporting constructs (Freire & Pieta, 2022), these four variables are positioned as
mediators in the CSR-CGB relationship. Therefore, the mediation hypothesis is
formulated:

H10:Corporate Image mediates the relationship between CSR and Consumer Green
Behavior.

H11: Service Quality mediates the relationship between CSR and Consumer Green
Behavior.

H12:Customer Trust mediates the relationship between CSR and Consumer Green
Behavior.

H13:Customer Satisfaction mediates the relationship between CSR and Consumer
Green Behavior.

Research Model

Based on theoretical studies and hypothesis development, the research model
which is a replication and development of Liu et al. (2025) is presented in Figure 1. The
model places CSR as an exogenous variable, CGB as an endogenous variable, and
Corporate Image, Service Quality, Customer Trust, and Customer Satisfaction as
mediating variables.

Figure 1. Research Model
RESEARCH METHODS
This study used a quantitative approach with primary data. The object of the study
was the Indonesian hotel industry, including both non-starred and one- to five-star

5978
IJEBIR, Volume 05 Issue 04,2026

Copyright at authors some right reserved this work is licensed under
a Creative Commons Attribution-ShareAlike 4.0 International License.



http://creativecommons.org/licenses/by-sa/4.0/

International Journal of Economics, Business and Innovation Research
https://e-journal.citakonsultindo.or.id/index.php/IJEBIR

E-ISSN : 2964-0865

hotels. The subjects were guests who had or were currently staying at hotels in
Indonesia. Data were collected through a questionnaire-based survey distributed via
Google Forms (Sekaran & Bougie, 2016).

The sampling technique used non-probability sampling with a purposive sampling
method. The respondent criteria were: (1) hotel guests aged at least 17 years; and (2)
having or currently staying at least one night within the last three months. Referring to
Roscoe et al. (1975), a good sample size ranges from 30-500; this study targeted a
minimum of 150 respondents. The questionnaire was distributed between 4-19
December 2025 and obtained 225 responses, of which 25 did not meet the criteria,
resulting in a final data analysis of 200 respondents. Measurements used a five-point
Likert scale. All variables were measured using indicators adapted from Liu et al. (2025),
as summarized in Table 1.

Table 1. Operational Definitions and Variable Indicators

Number Indicator

Variables of tems Source

Operational Definition

.. | Customer perceptions of the hotel's

Corporate  Social commitment to alignin olicies !
Responsibility i Cgmrfun‘i’t - | (CSR1- |Liuetal. (2025)
(CSR) . y CSR7)

environmental values.

Guest behavior that refers to the
Consumer  Green choice of environmentally friendly | 5
Behavior (CGB) products/services as a commitment | (CGB1- | Liu et al. (2025)

to reducing negative environmental | CGB5)

impacts.
Corporate  Image | Guest perceptions of a hotel's|4 (Cl1—|, .
(Ch reputation, values, and culture. Cl4) Liuetal. (2025)
Service Quality The hotels aF)I|Ity to pr.oduce or 4 (sQi-| .

organize services effectively and Liu et al. (2025)
(SQ) - SQ4)

efficiently.
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Number Indicator
of ltems Source

Variables Operational Definition

cooer Tt s bt i by
(CT) P 9 CT4)

interests of consumers.

Liu et al. (2025)

Customer response when hotel
performance meets or exceeds
expectations.

Source: Adapted from Liu et al. (2025)

Customer
Satisfaction (CS)

4 (CS1-

cs4) Liu et al. (2025)

Data analysis used Partial Least Squares—Structural Equation Modeling (PLS-
SEM). Evaluation of the measurement model (outer model) includes convergent validity
(outer loading and AVE), discriminant validity (Fornell-Larcker criteria and cross
loading), and reliability (Cronbach's alpha and composite reliability). Evaluation of the
structural model (inner model) includes R-square, f-square, and Q-square. Hypothesis
testing was conducted through a bootstrapping procedure to obtain path coefficient
values (original sample), standard deviations, and p-values, both for direct effects and
indirect/mediation effects, with a significance criterion of p-value <0.05 (Hair et al., 2019).
Quantitative analysis was complemented by analysis of open-ended questions through
open coding techniques as triangulation.

RESULTS AND DISCUSSION
Respondent Characteristics

Of the 225 questionnaires collected, 200 respondents met the criteria and were
used in the analysis. Based on the hotels assessed, the majority were located in West
Java (23%) and were classified as four-star hotels (42%). In terms of respondents, the
majority were female (79%), aged 17-25 years (79%), had a high school education
(55%), were students (67%), lived in West Java (27%), and had an income below
Rp5,000,000 per month (65%). A summary of key characteristics is presented in Table
2.
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Table 2. Respondent Characteristics (n = 200)
Frequenc Percentag

Characteristics Dominant Category . e

Gender Woman 157 79%
Age 17-25 years 157 79%
Education SMA 109 55%
Work Students 134 67%
Domicile West Java 54 27%
Income/month < Rp5.000.000 130 65%
Hotel Categories 4 star hotel 83 42%

Source: Processed primary data (2025)

Descriptive Analysis

The descriptive analysis results in Table 3 show that all variables are in the high
category. Service Quality obtained the highest average score (4.356), followed by
Corporate Image (4.313) and Customer Satisfaction (4.296). This indicates positive
respondent perceptions of the studied aspects, including the implementation of CSR,
which is perceived favorably by consumers.

Table 3. Results of Descriptive Analysis of Variables

Variables Average (Mean) Category
Corporate Social Responsibility 4,215 High
Consumer Green Behavior 4,190 High
Corporate Image 4,313 High
Service Quality 4,356 High
Customer Trust 4,281 High
Customer Satisfaction 4,296 High

Sumber: Output PLS-SEM (2025)
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Evaluation of the Measurement Model (Outer Model)

The results of the convergent validity test show that all indicators have outer
loadings above 0.50, thus being declared valid; according to Hair et al. (2019), in a
sample of 200 respondents, a loading value of = 0.40 is acceptable. The AVE values for
Corporate Image, Service Quality, Customer Trust, and Customer Satisfaction are
above 0.50, while CSR (0.427) and CGB (0.459) are slightly below the threshold.
However, referring to Fornell and Larcker (1981), an AVE value below 0.50 is still
acceptable if the composite reliability of the construct is greater than 0.60. All constructs
have composite reliability above 0.70, so convergent validity remains adequate. The
reliability test shows that all constructs are reliable; although Cronbach's alpha for
Customer Satisfaction (0.699) is slightly below 0.70, its composite reliability (0.816)
meets the criteria (Nunnally & Bernstein, 1994). The summary is presented in Table 4.

Table 4. Results of Convergent Validity and Reliability Tests

Variables Outer Loading AVE Cronbach's Cor_npc_)ﬁlte
a Reliability

gg;%%r:;ebimy Social  566-0,753 0,427 0,776 0,838
Consumer Green Behavior 0,589-0,786 0,459 0,704 0,808
Corporate Image 0,717-0,771 0,538 0,715 0,823
Service Quality 0,710-0,797 0,562 0,739 0,837
Customer Trust 0,652-0,821 0,537 0,708 0,821
Customer Satisfaction 0,693-0,761 0,526 0,699 0,816

Sumber: Output PLS-SEM (2025)

Discriminant validity was tested using the Fornell-Larcker criteria (Table 5) and
cross-loading. In general, the square root of the AVE value for each construct (diagonal
value) was greater than its correlation with other constructs, and each indicator had the
highest loading on its respective construct. There was slight disagreement in several
pairs of constructs (range 0.011-0.031), but the differences were small, so the model
was considered to still meet discriminant validity.
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Table 5. Fornell-Larcker Criteria

" Consict AGM THERE GsR s CT_sa
AGM

0,677
THERE 0,625 0,734
CSR 0,654 0,716 0,653
CS 0,622 0,753 0,639 0,725
CT 0,517 0,689 0,616 0,662 0,733
SQ 0,545 0,767 0,684 0,736 0,639 0,750

Source: PLS-SEM output (2025). The diagonal values are the square roots of AVE.

Structural Model Evaluation (Inner Model)

The R-square value shows that CGB (0.509) and Corporate Image (0.513) are in
the moderate category, while Service Quality (0.468), Customer Satisfaction (0.408),
and Customer Trust (0.380) are close to moderate. Exogenous variables are able to
explain 50.9% of the variation in CGB. The f-square value shows that the influence of
CSR on Corporate Image (1.052), Service Quality (0.881), Customer Satisfaction
(0.688), and Customer Trust (0.612) is relatively large, while the influence of the four
mediators on CGB is relatively small to no effect. All endogenous constructs have Q-
square values above zero, indicating that the model has good predictive relevance. A
summary is presented in Table 6.

Table 6. Summary of Structural Model Evaluation (R? and Q?)

Endogenous Construct Category

Consumer Green Behavior 0,509 Moderate 0,501
Corporate Image 0,513 Moderate 0,389
Service Quality 0,468 Moderate 0,410
Customer Satisfaction 0,408 Moderate 0,353
Customer Trust 0,380 Moderate 0,452

Sumber: Output PLS-SEM (2025)
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Hypothesis Testing

Hypothesis testing was conducted using a bootstrapping procedure. The direct
effect test (Table 7) shows that CSR has a positive and significant effect on CGB,
Corporate Image, Service Quality, Customer Trust, and Customer Satisfaction (H1-H5
supported). However, among the four mediators, only Customer Satisfaction has a
significant effect on CGB (H9 supported), while Corporate Image, Service Quality, and
Customer Trust have no significant effect (H6, H7, H8 rejected).

Table 7. Results of the Direct Effect Test

Coefficien
Track -Value
M- ts (B) WW

CSR — AGM 0,383 4,614 0,000 Supported

Hy (OSR = 0,716 15,565 0,000 Supported
Corporate Image

Hz CSR — Service 0,684 13,154 0,000 Supported
Quality

I e e 0616 10,267 0,000 Supported
Trust

Hs  CSR— Customer oo 10,306 0,000 Supported
Satisfaction

He  Corporate Image o4 1,783 0,073 Rejected
— CGB

Hy  ServiceQuality = o 0,559 0,574 Rejected
CGB

Hg ~ Customer Trust 10 0,109 0,911 Rejected
— CGB
Customer

H9 | Satisfaction — 0,287 2,372 0,018 Supported
CGB

Sumber: Output PLS-SEM (2025). t-Statistik = |O/STDEV].
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The indirect effect (mediation) test in Table 8 shows that only the CSR —
Customer Satisfaction — CGB path is significant (p = 0.026), so that Customer
Satisfaction is proven to mediate the CSR—CGB relationship. Because the direct effect
of CSR on CGB is also significant, this mediation role is partial mediation. In contrast,
the mediation path through Corporate Image, Service Quality, and Customer Trust is not
significant, so H10, H11, and H12 are rejected, while H13 is supported.

Table 8. Results of the Indirect Effect Test

. 4 Coefficie

CSR — Corporate

H10 Image — CGB 0,136 1,766 0,078 Rejected
CSR —  Service :
H11 Quality — CGB -0,056 0,554 0,582 Rejected
CSR — Customer .

H12 Trust — CGB 0,008 0,116 0,913 Rejected
Hiz CSR — Customer g 2232 0026  Supported

Satisfaction — CGB
Source: PLS-SEM output (2025). H13 = partial mediation.

Open Question Analysis

To enrich the quantitative findings, responses to open-ended questions were
analyzed using open coding techniques and grouped according to research constructs.
Regarding CSR, respondents highlighted the hotel's environmental commitment (18
respondents), sustainability policies (14 respondents), and social responsibility (11
respondents), reflected in statements such as appreciation for environmentally friendly
programs and consistency in maintaining cleanliness. Respondents' quotes related to
Corporate Image and Service Quality tended to reflect assessments of reputation and
facility comfort without directly linking these to changes in environmentally friendly
behavior. These qualitative findings are consistent with the quantitative results, which
indicate that perceptual factors are insufficient to drive CGB, while personal satisfaction
plays a stronger role.
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DISCUSSION
Direct Effect of CSR on CGB and Mediating Variables

The results of the study indicate that CSR has a positive and significant direct
effect on CGB (H1 is supported). When guests perceive hotels engaging in
environmentally friendly programs, they are more likely to exhibit pro-environmental
behavior during their stay, in line with Ahmed et al. (2020) and Liu et al. (2025). This
finding extends Liu et al.'s (2025) argument by demonstrating that the direct effect of
CSR on CGB remains relevant in the context of developing countries. Furthermore, CSR
is proven to have a positive and significant effect on Corporate Image (H2), Service
Quality (H3), Customer Trust (H4), and Customer Satisfaction (H5), with a relatively
large f-square. This confirms that the actual implementation of CSR creates a positive
image perception, improves perceived service quality, strengthens trust, and increases
customer satisfaction.

The Influence of Mediating Variables on CGB

Among the four mediators, only Customer Satisfaction significantly influences
CGB (H9 is supported), while Corporate Image (H6), Service Quality (H7), and Customer
Trust (H8) do not. Satisfaction creates a positive affective state that strengthens
consumer engagement with the hotel; satisfied consumers tend to be more cooperative
and open to sustainability values (Abdou et al., 2022; Hashish et al., 2022; Liu et al.,
2025). In contrast, Corporate Image is perceptual and symbolic, forming impressions
rather than driving actual behavioral change; Service Quality focuses on the functional
aspects of service; and Customer Trust has not been a major determinant without
consumers internalizing sustainability values. These findings indicate that changes in
environmentally friendly behavior are more influenced by personal experiences and
satisfaction than by perceptual assessments alone.

The Role of Mediation in CSR-CGB Relations
Consistent with the direct effect results, only Customer Satisfaction was shown to
significantly mediate the CSR-CGB relationship (H13 supported, partial mediation),
while Corporate Image (H10), Service Quality (H11), and Customer Trust (H12) did not
act as mediators. This finding deepens the argument of Liu et al. (2025) who emphasized
the importance of affective factors and consumer experience in shaping environmentally
friendly behavior. The insignificant mediation through Corporate Image, Service Quality,
and Customer Trust provides a theoretical contribution by demonstrating that perceptual
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and evaluative variables do not necessarily directly drive behavioral change. Thus,
customer satisfaction is the main psychological mechanism that translates CSR
implementation into consumer green behavior in the context of hotel stay experiences.

CONCLUSION

This study concludes that Corporate Social Responsibility has a direct positive
and significant ffect on Consumer Green Behavior, as well as on Corporate Image,
Service Quality, Customer Trust, and Customer Satisfaction (H1-HS supported).
However, among the four mediating variables, only Customer Satisfaction has a
significant effect on Consumer Green Behavior (H9 supported) and also acts as a
significant mediator with a partial mediation pattern in the CSR—-CGB relationship (H13
supported). Corporate Image, Service Quality, and Customer Trust do not have a
significant effect on Consumer Green Behavior or act as mediators (H6, H7, H8, H10,
H11, H12 rejected). Overall, CSR that is implemented in a real and consistent manner
has a strategic role in shaping consumer green behavior, especially when it is able to
increase consumer satisfaction.

Theoretically, this study strengthens and extends Liu et al.'s (2025) framework by
showing that in the context of the hospitality industry in developing countries, the direct
influence of CSR on CGB remains relevant and that customer satisfaction is the primary
psychological mechanism that mediates this relationship. The insignificant mediation
role of Corporate Image, Service Quality, and Customer Trust confirms that
environmentally friendly behavioral changes require personal experiences and
satisfaction, not just perceptual assessments. Practically, hotel management is advised
to: (1) implement CSR in a tangible and operational manner such as plastic reduction
and energy and water efficiency; (2) direct CSR management towards increasing
customer satisfaction, not just image; (3) integrate CSR programs into the stay
experience so that the benefits are directly felt; and (4) maintain service quality so that
environmentally friendly practices are not perceived as reducing comfort.

This study has limitations. First, the data used is based on consumer perceptions
and therefore relies on respondent subjectivity. Second, the study subjects generally
include hotels in Indonesia without any regional or regional characteristics. Third, the
variables studied are limited. Fourth, several construct pairs have discriminant validity
values approaching the threshold. Future research is recommended to focus on specific
hotel categories or regions, use more representative sampling techniques, add other
mediating variables such as positive word-of-mouth, perceived green value, or
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environmental awareness, and incorporate moderating variables such as government
policies or cultural factors to gain a more comprehensive understanding.

REFERENCES

Abdelaziz, S., & Munawaroh, M. (2024). Mitigating supply chain vulnerabilities: A
bibliometric analysis of sustainable logistics for resilience and risk management
with perspectives on the automotive industry. International Journal of Automotive
Science and Technology, 8(4), 544-588.
https://doi.org/10.30939/ijastech..1554338

Abdou, A. H., Hassan, T. H., Salem, A. E., Albakhit, A. |., Aimakhayitah, M. Y., & Salama,
W. (2022). The nexus between environmentally sustainable practices, green
satisfaction, and customer citizenship behavior in eco-friendly hotels: Social
exchange theory perspective. Sustainability, 14(19), 12791.

Agyabeng-Mensah, Y., Ahenkorah, E., Afum, E., Agyemang, A. N., Agnikpe, C., &
Rogers, F. (2020). Examining the influence of internal green supply chain
practices, green human resource management and supply chain environmental
cooperation on firm performance. Supply Chain Management: An International
Journal, 25(5), 585-599. https://doi.org/10.1108/SCM-11-2019-0405

Agyeman, C. M. (2014). Consumers' buying behavior towards green products: An
exploratory study. International Journal of Management Research and Business
Strategy, 3(1), 188—197.

Ahmed, M., Zehou, S., Raza, S. A., Qureshi, M. A., & Yousufi, S. Q. (2020). Impact of
CSR and environmental triggers on employee green behavior: The mediating
effect of employee well-being. Corporate Social Responsibility and Environmental
Management, 27(5), 2225-2239. https://doi.org/10.1002/csr.1960

Ali, F., Kim, W. G., & Ryu, K. (2016). The effect of physical environment on passenger
delight and satisfaction: Moderating effect of national identity. Tourism
Management, 57, 213-224. https://doi.org/10.1016/j.tourman.2016.06.004

Arendt, S., & Brettel, M. (2010). Understanding the influence of corporate social
responsibility on corporate identity, image, and firm performance. Management
Decision, 48(10), 1469—-1492.

Arikan, E., Kantur, D., Maden, C., & Telci, E. E. (2014). Investigating the mediating role
of corporate reputation on the relationship between corporate social responsibility
and multiple stakeholder outcomes. Quality & Quantity, 50, 129-149.
https://doi.org/10.1007/s11135-014-0141-5

5988
IJEBIR, Volume 05 Issue 04,2026

Copyright at authors some right reserved this work is licensed under
a Creative Commons Attribution-ShareAlike 4.0 International License.



http://creativecommons.org/licenses/by-sa/4.0/

International Journal of Economics, Business and Innovation Research
https://e-journal.citakonsultindo.or.id/index.php/IJEBIR

E-ISSN : 2964-0865 IJ N

Badan Pusat Statistik Indonesia. (2024). Statistik hotel dan akomodasi lainnya (Vol. 39).

Badan Pusat Statistik Indonesia. (2025). Tingkat penghunian kamar pada hotel
bintang—Tabel statistik. https://www.bps.go.id

Barich, H., & Kotler, P. (1991). A framework for marketing image management. Sloan
Management Review, 32(2), 94.

Bello, K. B., Jusoh, A., & Md Nor, K. (2021). Relationships and impacts of perceived
CSR, service quality, customer satisfaction and consumer rights awareness.
Social Responsibility Journal, 17(8), 1116-1130.

Bowen, H. R., & Johnson, F. E. (1953). Social responsibilities of the businessman.
University of lowa Press.

Carrete, L., Castafio, R., Felix, R., Centeno, E., & Gonzalez, E. (2012). Green consumer
behavior in an emerging economy: Confusion, credibility, and compatibility.
Journal of Consumer Marketing, 29(7), 470—481.

Carroll, A. B. (1979). A three-dimensional conceptual model of corporate performance.
Academy of Management Review, 4(4), 497-505. https://doi.org/10.2307/257850

Chan, E. S. W. (2011). Implementing environmental management systems in small- and
medium-sized hotels: Obstacles. Journal of Hospitality & Tourism Research,
35(1), 3—23. https://doi.org/10.1177/1096348010370857

Chaudhary, R. (2020). Green human resource management and employee green
behavior: An empirical analysis. Corporate Social Responsibility and
Environmental Management, 27(2), 630—641. https://doi.org/10.1002/csr.1827

Chen, X., & Wan, P. (2020). Social trust and corporate social responsibility: Evidence
from China. Corporate Social Responsibility and Environmental Management,
27(2), 485-500. https://doi.org/10.1002/csr.1814

Crosby, L. A., Evans, K. R., & Cowles, D. (1990). Relationship quality in services selling:
An interpersonal influence perspective. Journal of Marketing, 54(3), 68-81.
https://doi.org/10.1177/002224299005400306

Dahlsrud, A. (2008). How corporate social responsibility is defined: An analysis of 37
definitions. Corporate Social Responsibility and Environmental Management,
15(1), 1-13. https://doi.org/10.1002/csr.132

De Castro, R. (2001). Naturaleza y funciones de las actitudes ambientales. Estudios de
Psicologia, 22(1), 11-22. https://doi.org/10.1174/021093901609569

Elkington, J., & Rowlands, |. H. (1999). Cannibals with forks: The triple bottom line of
21st century business. Alternatives Journal, 25(4), 42.

5989
IJEBIR, Volume 05 Issue 04,2026

Copyright at authors some right reserved this work is licensed under
a Creative Commons Attribution-ShareAlike 4.0 International License.



http://creativecommons.org/licenses/by-sa/4.0/

International Journal of Economics, Business and Innovation Research
https://e-journal.citakonsultindo.or.id/index.php/IJEBIR

E-ISSN : 2964-0865 IJ “ 15

Emmanuel, B., & Priscilla, O.-A. (2022). A review of corporate social responsibility and
its relationship with customer satisfaction and corporate image. Open Journal of
Business and Management, 10(2), 715-728.
https://doi.org/10.4236/0jbm.2022.102040

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with
unobservable variables and measurement error. Journal of Marketing Research,
18(1), 39-50. https://doi.org/10.2307/3151312

Freire, C., & Pieta, P. (2022). The impact of green human resource management on
organizational citizenship behaviors: The mediating role of organizational
identification and job  satisfaction.  Sustainability, 14(13), 7557.
https://doi.org/10.3390/su14137557

Greenview. (2022). Green lodging trends report 2022. https://greenview.sg

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2019). Multivariate data analysis
(8th ed.). Cengage.

Hashish, M. E.-S., Abdou, A. H., Mohamed, S. A. K., Elenain, A. S. A., & Salama, W.
(2022). The nexus between green perceived quality, green satisfaction, green
trust, and customers' green behavioral intentions in eco-friendly hotels: A
structural equation modeling approach. International Journal of Environmental
Research and Public Health, 19(23), 16195.

Heidarzadeh Hanzaee, K., & Sadeghian, M. (2014). The impact of corporate social
responsibility on customer satisfaction and corporate reputation in automotive
industry: Evidence from Iran. Journal of Islamic Marketing, 5(1), 125-143.
https://doi.org/10.1108/JIMA-05-2013-0033

Huang, Y.-F., Do, M.-H., & Kumar, V. (2019). Consumers' perception on corporate social
responsibility: Evidence from Vietnam. Corporate Social Responsibility and
Environmental Management, 26(6), 1272—-1284. https://doi.org/10.1002/csr.1746

Islam, T., Ahmed, I., Ali, G., & Sadiq, T. (2016). Behavioral and psychological
consequences of corporate social responsibility: Need of the time. Social
Responsibility Journal, 12(2), 307-320. https://doi.org/10.1108/SRJ-04-2015-
0053

Jalilvand, M. R., Vosta, L. N., Mahyari, H. K., & Pool, J. K. (2017). Social responsibility
influence on customer trust in hotels: Mediating effects of reputation and word-of-
mouth. Tourism Review, 72(1), 1-14. https://doi.org/10.1108/TR-09-2016-0037

Kolkailah, S. K., Abou Aish, E., & El-Bassiouny, N. (2012). The impact of corporate social
responsibility initiatives on consumers' behavioural intentions in the Egyptian

5990
IJEBIR, Volume 05 Issue 04,2026

Copyright at authors some right reserved this work is licensed under
a Creative Commons Attribution-ShareAlike 4.0 International License.



http://creativecommons.org/licenses/by-sa/4.0/

International Journal of Economics, Business and Innovation Research
https://e-journal.citakonsultindo.or.id/index.php/IJEBIR

E-ISSN : 2964-0865

market. International Journal of Consumer Studies, 36(4), 369-384.
https://doi.org/10.1111/j.1470-6431.2011.01070.x

Keller, K. L. (2003). Understanding brands, branding and brand equity. Interactive
Marketing, 5(1), 7-20. https://doi.org/10.1057/palgrave.im.4340213

Kemenkeu. (2025). Pemerintah perkuat ekonomi dan sosial melalui sektor pariwisata.
https://www.kemenkeu.go.id

Kemenko. (2025). Menjadi salah satu sektor strategis dorong pertumbuhan ekonomi,
pariwisata gencar dikembangkan pemerintah. https://www.ekon.go.id

Kemenpar. (2025). Siaran pers: Menteri pariwisata sebut pariwisata jadi salah satu pilar
strategis penggerak ekonomi. https://kemenpar.go.id

Kemenparekraf. (2024). Outlook pariwisata dan ekonomi kreatif Indonesia 2023/2024.

Khan, M. T., Idrees, M. D., Rauf, M., Sami, A., Ansari, A., & Jamil, A. (2022). Green
supply chain management practices' impact on operational performance with the
mediation of technological innovation. Sustainability, 14(6), 3362.
https://doi.org/10.3390/su14063362

Kim, S.-B., & Kim, D.-Y. (2016). The impacts of corporate social responsibility, service
quality, and transparency on relationship quality and customer loyalty in the hotel
industry. Asian Journal of Sustainability and Social Responsibility, 1(1), 39-55.
https://doi.org/10.1186/s41180-016-0004-1

Kuhlman, T., & Farrington, J. (2010). What is sustainability? Sustainability, 2(11), 3436—
3448.

Lacey, R., Kennett-Hensel, P. A., & Manolis, C. (2015). Is corporate social responsibility
a motivator or hygiene factor? Insights into its bivalent nature. Journal of the
Academy of Marketing Science, 43(3), 315-332. https://doi.org/10.1007/s11747-
014-0390-9

Lai, C.-S., Chiu, C.-J., Yang, C.-F., & Pai, D.-C. (2010). The effects of corporate social
responsibility on brand performance: The mediating effect of industrial brand
equity and corporate reputation. Journal of Business Ethics, 95(3), 457—-4609.
https://doi.org/10.1007/s10551-010-0433-1

Latif, K. F., Pérez, A., & Sahibzada, U. F. (2020). Corporate social responsibility (CSR)
and customer loyalty in the hotel industry: A cross-country study. International
Journal of Hospitality Management, 89, 102565.
https://doi.org/10.1016/j.ijhm.2020.102565

5991
IJEBIR, Volume 05 Issue 04,2026

Copyright at authors some right reserved this work is licensed under
a Creative Commons Attribution-ShareAlike 4.0 International License.



http://creativecommons.org/licenses/by-sa/4.0/

International Journal of Economics, Business and Innovation Research
https://e-journal.citakonsultindo.or.id/index.php/IJEBIR

E-ISSN : 2964-0865 IJ N

Latif, K. F., & Sajjad, A. (2018). Measuring corporate social responsibility: A critical
review of survey instruments. Corporate Social Responsibility and Environmental
Management, 25(6), 1174—1197. https://doi.org/10.1002/csr.1630

Latif, K. F., Tariq, R., Muneeb, D., Sahibzada, U. F., & Ahmad, S. (2022). University
social responsibility and performance: The role of service quality, reputation,
student satisfaction and trust. Journal of Marketing for Higher Education, 34, 967—
991. https://doi.org/10.1080/08841241.2022.2139791

Liu, H., Ma, S., AlWadi, B. M., Alam, F., & Zhang, Y. (2025). Exploring the nexus
between corporate social responsibility and consumer green behavior: The
interplay of corporate image, service quality, customer trust and satisfaction.
Social Responsibility Journal, 21(4), 751-775. https://doi.org/10.1108/SRJ-03-
2024-0189

Luo, X., & Bhattacharya, C. B. (2006). Corporate social responsibility, customer
satisfaction, and market value. Journal of Marketing, 70(4), 1-18.
https://doi.org/10.1509/jmkg.70.4.001

McDonald, L. M., & Hung Lai, C. (2011). Impact of corporate social responsibility
initiatives on Taiwanese banking customers. International Journal of Bank
Marketing, 29(1), 50-63. https://doi.org/10.1108/02652321111101374

Morgan, R. M., & Hunt, S. D. (1994). The commitment-trust theory of relationship
marketing. Journal of Marketing, 58(3), 20-38.
https://doi.org/10.1177/002224299405800302

Narteh, B., Agbemabiese, G. C., Kodua, P., & Braimah, M. (2013). Relationship
marketing and customer loyalty: Evidence from the Ghanaian luxury hotel
industry. Journal of Hospitality Marketing & Management, 22(4), 407—-436.
https://doi.org/10.1080/19368623.2012.660564

Nguyen, H. V., Nguyen, C. H., & Hoang, T. T. B. (2019). Green consumption: Closing
the intention-behavior gap. Sustainable Development, 27(1), 118-129.
https://doi.org/10.1002/sd.1875

Nunnally, J. C., & Bernstein, |. H. (1994). Psychometric theory (3rd ed.). McGraw-Hill.

Oliver, R. L. (1980). A cognitive model of the antecedents and consequences of
satisfaction decisions. Journal of Marketing Research, 17(4), 460-4609.
https://doi.org/10.1177/002224378001700405

Palacios-Florencio, B., Garcia Del Junco, J., Castellanos-Verdugo, M., & Rosa-Diaz, |.
M. (2018). Trust as mediator of corporate social responsibility, image and loyalty

5992
IJEBIR, Volume 05 Issue 04,2026

Copyright at authors some right reserved this work is licensed under
a Creative Commons Attribution-ShareAlike 4.0 International License.



http://creativecommons.org/licenses/by-sa/4.0/

International Journal of Economics, Business and Innovation Research
https://e-journal.citakonsultindo.or.id/index.php/IJEBIR

E-ISSN : 2964-0865 IJ N

in the hotel sector. Journal of Sustainable Tourism, 26(7), 1273-1289.
https://doi.org/10.1080/09669582.2018.1447944

Park, E., Lee, S., Kwon, S. J., & Del Pobil, A. P. (2015). Determinants of behavioral
intention to use South Korean airline services: Effects of service quality and
corporate  social  responsibility.  Sustainability, 7(9), 12106-12121.
https://doi.org/10.3390/su70912106

Phillips, S., Thai, V. V., & Halim, Z. (2019). Airline value chain capabilities and CSR
performance: The connection between CSR leadership and CSR culture with
CSR performance, customer satisfaction and financial performance. The Asian
Journal of Shipping and Logistics, 35(1), 30—40.
https://doi.org/10.1016/j.ajs1.2019.03.005

Reder, A. (1994). In pursuit of principle and profit: Business success through social
responsibility. G. P. Putnam's Sons.

Roscoe, A. M., Lang, D., & Sheth, J. N. (1975). Follow-up methods, questionnaire length,
and market differences in mail surveys. Journal of Marketing, 39(2), 20-27.
https://doi.org/10.1177/002224297503900205

Sekaran, U., & Bougie, R. (2016). Research methods for business: A skill building
approach (7th ed.). John Wiley & Sons.

Silva, P., Moreira, A. C., & Mota, J. (2023). Employees' perception of corporate social
responsibility and performance: The mediating roles of job satisfaction,
organizational commitment and organizational trust. Journal of Strategy and
Management, 16(1), 92-111. https://doi.org/10.1108/JSMA-10-2021-0213

Stanaland, A. J. S., Lwin, M. O., & Murphy, P. E. (2011). Consumer perceptions of the
antecedents and consequences of corporate social responsibility. Journal of
Business Ethics, 102(1), 47-55.

Su, L., & Swanson, S. R. (2019). Perceived corporate social responsibility's impact on
the well-being and supportive green behaviors of hotel employees: The mediating
role of the employee-corporate relationship. Tourism Management, 72, 437—450.
https://doi.org/10.1016/j.tourman.2019.01.009

Suprapto, S. N., & Haryanto, J. O. (2025). Exploring green consumer behavior and the
effectiveness of green product availability in international-chain budget hotel in
Bekasi—-Indonesia. IDEAS: Journal of Management & Technology, 4(2), 118—133.

Topcuoglu, E., Kim, H., Kim, S., & Kim, S. (2022). Green message strategies and green
brand image in a hotel context. Journal of Hospitality Marketing & Management,
31(3), 311-325. https://doi.org/10.1080/19368623.2021.197007 1

5993
IJEBIR, Volume 05 Issue 04,2026

Copyright at authors some right reserved this work is licensed under
a Creative Commons Attribution-ShareAlike 4.0 International License.



http://creativecommons.org/licenses/by-sa/4.0/

International Journal of Economics, Business and Innovation Research
https://e-journal.citakonsultindo.or.id/index.php/IJEBIR

E-ISSN : 2964-0865

Usharani, M., & Gopinath, R. (2020). A study on consumer behaviour on green
marketing with reference to organic food products in Tiruchirappalli District.
International Journal of Advanced Research in Engineering and Technology,
11(9), 1235-1244.

Verdugo, V. C., & Pinheiro, J. Q. (2004). Aproximaciones al estudio de la conducta
sustentable. Medio Ambiente y Comportamiento Humano, 5(1), 1-26.

Vu, D. M., Ha, N. T., Ngo, T. V. N., Pham, H. T., & Duong, C. D. (2022). Environmental
corporate social responsibility initiatives and green purchase intention: An
application of the extended theory of planned behavior. Social Responsibility
Journal, 18(8), 1627-1645.

Walters, C. G. (1974). Consumer behavior: Theory and practice (Rev. ed.). R. D. Irwin.

Wang, J., Wang, S., Xue, H., Wang, Y., & Li, J. (2018). Green image and consumers'
word-of-mouth intention in the green hotel industry: The moderating effect of
Millennials. Journal of Cleaner Production, 181, 426-436.
https://doi.org/10.1016/j.jclepro.2018.01.250

World Bank. (2022). Plastic waste discharges from rivers and coastlines in Indonesia.
World Bank.

Zeithaml, V. A., Berry, L. L., & Parasuraman, A. (1996). The behavioral consequences
of service quality. Journal of Marketing, 60(2), 31-46.
https://doi.org/10.1177/002224299606000203

Zengkun, F. (2019). Going plastic-free: How hotels are joining the anti-plastic fight. Eco-
Business. https://www.eco-business.com

Zhang, Q., Cao, M., Zhang, F., Liu, J., & Li, X. (2020). Effects of corporate social
responsibility on customer satisfaction and organizational attractiveness: A
signaling perspective. Business Ethics: A European Review, 29(1), 20-34.
https://doi.org/10.1111/beer.12243

Zientara, P., & Zamojska, A. (2018). Green organizational climates and employee pro-
environmental behaviour in the hotel industry. Journal of Sustainable Tourism,
26(7), 1142—-1159. https://doi.org/10.1080/09669582.2016.1206554

5994
IJEBIR, Volume 05 Issue 04,2026

Copyright at authors some right reserved this work is licensed under
a Creative Commons Attribution-ShareAlike 4.0 International License.



http://creativecommons.org/licenses/by-sa/4.0/

