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A B S T R A C T

As the hotel industry continues to expand, the leadership of those organizations has concentrated attention on
ways to incorporate corporate social responsibility activities into their business operations. However, the notion
of how such corporate social responsibility strategies might enhance the level of employee job satisfaction has
received limited attention in research. The research problem focused on exploring and discovering information
on corporate social responsibility activities and how those undertakings might predict employees' level of job
satisfaction. The results indicated a statistically significant positive, predictive relationship between the cor-
porate social responsibility of involvement in the community and employees' level of job satisfaction within the
U.S. hotel industry. Further testing through moderation analyses did not provide any evidence for a moderating
effect of age or gender, indicating that higher involvement in the community predicted higher employees' job
satisfaction regardless of the employee's gender or age. Based on the results, leaders within the hotel industry
may benefit from the implementation of a cooperative relationship with their stakeholders when promoting
corporate social responsibility activities and employee job satisfaction within a hotel organization.

1. Introduction

For the past two decades, organizational leaders in the hotel in-
dustry have recognized the importance of corporate social responsi-
bility (CSR; Holcomb, Upchurch, & Okumus, 2007). Demand from
consumers, employees, the legal system, and society continues to in-
crease for comprehensive assessments to indicate that organizations are
engaging in CSR initiatives and activities (Kang, Lee, & Huh, 2010).
Bowen (1953) identified the concept of CSR and proposed that CSR was
a societal obligation and that leaders should adhere to CSR to ensure
the organization's survival and to support the external environment.
The concept of CSR involves an organization's efforts to enhance the
quality of life of its employees and their families, improve business-
community relations, address diversity issues and environmental issues
(e.g., producing environmentally-friendly products, reducing waste,
recycling), and improve product quality (Levy & Park, 2011).

Over the past 15 years, researchers have suggested further in-
vestigation regarding organizational leaders in the hotel industry and
have called for statistical examination of business performance as a
method to explore the influence of unique aspects of CSR (De Grosbois,
2012). In the hotel industry, major hotel organizational leaders
(Holcomb et al., 2007), as well as small and independent hotels (Njite,
Hancer, & Slevitch, 2011), use CSR activities to drive performance.

Wong and Chan (2010) asserted that caring, concern, and fair and
trustworthy actions were among the most influential factors included in
CSR activities. Murray and Ayoun (2011) supported that argument and
echoed that organizations should become familiar with the impact of
CSR activities from the perspective of the employees; this focus is based
on the concept that CSR approaches are human resource strategies in-
tended to foster employees' attitudes and commitment to work.

Lee and Park (2009), Peterson (2004), and Wang and Hsieh (2012)
found that employees' attitudes toward CSR activities within an orga-
nization were influential to organizational performance, particularly
when such CSR activities focused on enhancing employees' quality of
life and business-community relations (Aguilera, Rupp, Williams, &
Ganapathi, 2007). Researchers continued to concentrate on the impact
of CSR on employee job satisfaction, commitment, and morale
(Aminudin, 2013; Bauman & Skitka, 2012; Bhattacharya, Sen, &
Korschun, 2008; Lee, Park, & Lee, 2013). In the same context, employee
satisfaction exhibits correlations with all aspects of any organization
(Saari & Judge, 2004). As such, leaders should not ignore the im-
portance of employee job satisfaction in an organization. Shabnam and
Sarker (2012) proposed that the precise nature of employees' perceived
satisfaction depended on the nature of the work, promotion, pay,
coworkers, and organizational culture. Consequently, employees
showed greater job satisfaction as those needs were satisfied.
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Employee satisfaction in the hotel industry has also been linked to
guest satisfaction (Harter, Schmidt, & Hayes, 2002), which is of great
importance because guest satisfaction can lead to increased business for
the hotel industry. Various researchers investigated CSR initiatives in
the hospitality industry (Lee & Heo, 2009; Lee & Park, 2009), but they
focused on the relationship between various stakeholder groups, such
as investors (Graves & Waddock, 1994) and consumers (Kang et al.,
2010; Sen & Bhattacharya, 2001). Other studies concentrated on em-
ployee job satisfaction (Wetprasit, 2006; Yang, 2009; Zeffane, Ibrahim,
& Mehairi, 2008), but have were limited in terms of findings regarding
the hospitality industry on employee job satisfaction (Tian & Pu, 2008).
This limitation is particularly true for hotels in the United States.

Raub and Blunschi (2014) acknowledged the existence of a positive
relationship between CSR activities and employee job satisfaction in the
hotel industry in the United Kingdom. The researchers collected data
from two sister hotel chains in the United Kingdom, indicating that
geographical factors might be an influence and thus limit generalization
of the research results. Despite the depth of research on CSR activities
and their relationship to employee satisfaction, no empirical studies
have used the CSR Development Survey Scale created by Turker
(2009b) and Job Satisfaction Survey (JSS) created by Spector (1985).
Therefore, the investigation of the relationship between CSR activities
and employee job satisfaction in the U.S. hotel industry warranted in-
vestigation with focus on these specific methods of measurement. The
intent of this study was to demonstrate a relationship between CSR
activities, such as involvement in the community, protection of the
natural environment, and investment in the future, and employee job
satisfaction. By understanding whether any of the CSR activities
available on this scale (i.e., involvement with the community, protec-
tion of the natural environment, and investment in the future) predict
job satisfaction, stakeholders can understand where to focus efforts
when driving employee satisfaction. Stakeholders may use this in-
formation to drive job satisfaction to influence a positive response in
customer satisfaction.

1.1. Corporate social responsibility (CSR)

The more recent definition of CSR incorporated community in-
volvement and caring for employees and customers (Gupta & Sharma,
2009) and the external environment. Recently, organizational leaders
have been more focused on all stakeholders, including employees, as
the assumption exists that the types of CSR initiatives chosen could
benefit employees and their families (Ali, Rehman, Ali, Yousaf, & Zia,
2010). Organizational leaders continue to exemplify the revised con-
cept of CSR in the external environment. Evidence of such changes
included the actions of local and international brands such as Charlie's
Produce, Seattle Bank, Microsoft, and Starbucks (“One Reel,” 2010).

Community-based CSR activities allow organizations to build an
image and appeal to the public because people try to comprehend and
perceive the actions of others (including individuals or groups) based
on the traits they display and observable behavior (Heider, 1958; Jones
& Davis, 1965). The charitable donations made by organizations and
entrepreneurs allow the public to draw definite conclusions about the
inherent moral values and beliefs of the leaders of those organizations
(Rokeach, 1979). The public perceives and judges organizations based
on their apparent social traits, motives, and intentions, and from those
perceptions, the public forms opinions about the organizations' ability
to contribute to communities (Leach, Ellemers, & Barreto, 2007;
Lichtenstein, Drumwright, & Braig, 2004; Maignan & Ferrell, 2004; Sen,
Bhattacharya, & Korschun, 2006). Hence, community-based CSR helps
influence public opinion in favor of such organizations, which in turn
sway the public's willingness to associate with such organizations by
way of employment (Haidt, Rosenberg, & Hom, 2003; Leach et al.,
2007).

In the current study, CSR is defined specifically by three specific
subscales from Turker (2009b) CSR Development Survey Scale. These

included involvement with the community, protection of the natural
environment, and investment in the future. The CSR Development
Survey Scale consists of 18 items with responses based on a 5-point
Likert-type scale where 1 corresponds with Strongly Disagree, and 5
corresponds with Strongly Agree. Though the original scale asks parti-
cipants to respond to statements such as our company participates in
activities which aim to protect and improve the natural environment, or our
company cooperates with other private and public entities in social respon-
sibility projects, Turker granted permission to modify the survey ques-
tions to read “my company” rather than “our company,” to imply the
various corporate-branded hotels in the U.S., which was relevant to this
study.

1.2. Current perspectives on corporate social responsibility

Business leaders continue to display creativity with CSR activities
and initiatives. Such CSR initiatives include (a) Tide's (2005) Loads of
Hope campaign, launched in the wake of Hurricane Katrina to help
families from New Orleans devastated by the impact of the hurricane;
(b) Cisco’s (2013) Global Hunger Relief Campaign; and (c) the viral
social media campaigns Giving Tuesday (2012) and the ALS (Amyo-
trophic Lateral Sclerosis) Ice Bucket Challenge. The increasing popu-
larity of CSR campaigns along with their rising presence on social
media led to the emergence of a new CSR industry that focused on
collaborating and merging social causes with corporations. The re-
cognition helped organizational leaders' direct attention to their brands
and products by creating an active and socially responsible image and
affording the businesses greater credibility, visibility, and profits. Or-
ganizational leaders are aware of the importance of CSR to business
success and the need for and significance of donating and contributing
to charitable organizations as a part of their organizational CSR activ-
ities (Peloza & Shang, 2011).

The current community-based CSR trend indicates that organiza-
tions with robust and positive images and those that have the reputa-
tion of promoting social causes may be more attractive to potential
employees than those without (Blackhaus, Stone, & Heiner, 2002;
Brammer, Millington, & Rayton, 2007; Garglulo, 2012; Grant, 2008).
Business leaders have recognized that companies with a record of
contributing to key social causes are those that have a favorable re-
putation among employees, customers, and consumers. Today, more
companies have become proactive and have changed their CSR prac-
tices by participating in social and environmental activities in times of
crisis (Pohl & Tolhurst, 2011).

However, it has been noted than CSR is correlated with negative
corporate behaviors in addition to positive ones. Ormiston and Wong
(2013) found that organizations with high CSR are more likely to en-
gage in corporate social irresponsibility, especially in cases where or-
ganizations promote their own CSR behaviors. Ormiston and Wong
further stipulated that CSR does not cause corporate irresponsibility;
rather, organizations with high CSR should be closely monitored to
ensure no irresponsible practices are occurring.

1.3. CSR and community participation

CSR practices have included community participation by organiza-
tions utilizing social media (Kucukusta, Mark, & Chan, 2013). Most
recently, large businesses have been promoting CSR agendas and ac-
tivities on social media with great success (Kucukusta et al., 2013), such
as the campaign launched by Target's Bullseye Gives program. The
program received much acclaim as one of the first crowd-sourced do-
good contests whereby the company capitalized on the power of social
media to generate over $3 million in donations, mostly by its 900,000
followers on its Facebook page (Target Corporation, 2009). Employee
involvement is essential to the success of any CSR initiative as em-
ployees expect a dynamic workplace environment with strong leader-
ship and the company's ability to contribute to the community.
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Environmental causes (e.g., waste reduction efforts, recycling, and the
use of environmentally friendly products) rank high on corporate
agendas because of the growing awareness of climate change and the
significant negative impact of human activity on the natural environ-
ment (Levy & Park, 2011; Turker, 2009b). Environmental concerns
started to gain momentum in the 18th century (Smith, 1993). Corporate
initiatives aimed at protection of the environment helped the leadership
of many organizations to realize their long-term goals. Turker (2009b)
advised it would be crucial for organizations to divert their CSR stra-
tegies toward those involving environmental protection, mainly be-
cause various corporate activities tend to harm the natural environ-
ment, and such initiatives could help to prevent environmental
degradation. Investment in the future by organizational leaders could
be one of the most crucial CSR activities (Levy & Park, 2011; Turker,
2009b). Such activities ensure greater employee job satisfaction as they
display the organization's ability to care for the welfare of the em-
ployees as well as future generations (Lee & Park, 2009; Turker, 2009b).

1.4. Future of corporate social responsibility

The present status and trends concerning CSR and its significance
among companies implied that CSR could gain further momentum, with
additional companies becoming involved and leaders' initiating various
strategies with increased transparency to improved employee and
community participation (Tamajón & Aulet, 2013; Turker, 2009b).
Organizational leaders might incorporate CSR to minimize exploitation
of resources and instead contribute to the sustainable development of
the world. Despite years of existence of this concept, CSR is in a con-
tinuous state of evolution and continues to undergo transitions with
each passing decade.

As organizational leaders continue to explore new markets because
of globalization and the opportunity to exploit new markets to increase
profitability, the need for CSR is likely to grow. In the future, the varied
activities of businesses could increase the acceptance of CSR as a ne-
cessary tool for business participation. The future holds opportunities
for the leadership of companies to adopt strategies that would enable
organizations to be more transparent and gain the trust of employees
and consumers. As more companies adopt various CSR strategies, or-
ganizational leaders will find it necessary to adopt CSR initiatives to
stay competitive.

1.5. Critical aspects of corporate social responsibility

The three key aspects of CSR include community involvement,
protection of the natural environment, and future considerations by
way of investment. Organizational leadership should support the in-
volvement of employees, consumers, and communities for development
and growth. As businesses today are likely to be successful only if the
activities are socially acceptable and environmentally sustainable, all
stakeholders should be integral components of the primary organiza-
tion activities. To realize stable growth and a strong competitive ad-
vantage in the marketplace, leaders of organizations must present a
strong commitment to socioenvironmental causes and demonstrate a
willingness to invest in the future growth and sustainable development
of the community (Belief, Lines, & Tanzil, 2005; Epstein, 2008; Lowitt,
2013).

1.5.1. Community involvement
The notion of community involvement as one component of the CSR

strategy originated in the early 1980s when companies encouraged
employees to participate in various activities by volunteering time or
making monetary donations (Burke, Logsdon, Mitchell, Reiner, &
Vogel, 1986). Within the current study's scope, this aspect of CSR is
defined by an organization's activities, such as campaigns and ventures,
that promote the welfare of the community (Tamajón & Aulet, 2013;
Turker, 2009b). The concept relates to corporations donating to local

charitable organizations and employees volunteering with community
organizations (Turker, 2009b).

The fundamental objective of organizations regarding community
involvement is to assist in resolving the issues faced by the community
and support social issues (Boccalandro, 2009; Tamajón & Aulet, 2013;
Turker, 2009b). Community involvement allowed communities to
benefit, while the organizations realized improved brand image, cred-
ibility, and increased employee satisfaction (Peloza & Shang, 2011;
Thompson & Prottas, 2006). To derive a numeric measure for this
concept within the scope of the current study, the corresponding scale
from Turker's (2009b) CSR Development Survey Scale was selected.
This scale consists of responses to items 1, 3, 4, 5, 9, 10, 11, 12, 17, and
18, which allowed responses ranging from (1) Strongly disagree, to (5),
Strongly agree. The same response conventions were used in each of the
subscales of the CSR Development Survey Scale used in this research.

1.5.2. Protection of the natural environment
Concern for the environment in relationship to business began in the

18th century (Smith, 1993). Scholars argued that the impact of cor-
porate initiatives on the environment is considerable for the present
and the future (Aras & Crowther, 2008). Within the scope of this re-
search, protection of the natural environment represents an organiza-
tion's participation in activities that aim to preserve and improve the
natural environment (Gu, Ryan, Bin, & Wei, 2013; Turker, 2009b), such
as training programs and initiatives on environmental sustainability
and green initiatives. Turker (2009b) proposed that it is important for
organizations to focus attention on preventing environmental harm and
find initiatives to protect and improve the natural environment from
degradation. Kanter (2011) supported that idea and stated that orga-
nizational leaders should be more focused on the welfare of employees
and on the protection of the environment in which the business oper-
ates rather than on monetary gains. As such, if an organization was
involved in environmental initiatives, then stakeholders might be in-
fluenced by the actions and consider that the organization's leaders
embraced the value of environmental activities (Janney & Gove, 2011).
Measurement of this concept results from the mean response to items 2,
6, 7, 8, 13, and 14 from the CSR Development Survey Scale.

1.5.3. Investment in the future
Investment in the future by organizational leaders is one of the most

crucial CSR activities (Levy & Park, 2011; Turker, 2009b). This aspect
of CSR regards an organization's ability to make investments to promote
the well-being of future generations (Turker, 2009b). Investment in the
future includes contributing to maintainable growth and supporting
future development to protect biodiversity (Turker, 2009b). The World
Commission on Environment and Development (1987) stated the
“concept of CSR entails ensuring optimum fulfillment of our present
needs without compromising the ability of our future generations to
satisfy theirs” (p. 43). Such activities provided greater employee sa-
tisfaction as they displayed the organization's ability to care for the
welfare of its employees as well as future generations (Lee & Park,
2009; Turker, 2009b). CSR could be the force to minimize situations
such as climate change and degradation of natural resources and to
elevate the lives of those global citizens who are facing poverty
(Williams, 2014). Measurement of this concept within the scope of the
study consists of the mean of two items (i.e., items 15 and 16) on the
CSR Development Survey Scale.

1.6. Employee job satisfaction

Job satisfaction is a well-researched topic among scholars (Austin,
2011; Engstrom, Boozer, Maddox, & Forte, 2010), and represents a
“pleasurable or positive emotional state resulting from the appraisal of
one's job or job experiences (Locke, 1976, p. 1300). Much of the re-
search resulted from the negative behavioral effect of dissatisfied
workers (Smedley, 2009; Tsai, 2011). Price (1977) defined employee
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satisfaction as a measure of emotions an individual has toward the
organization. Employees are more productive and more stable and
display a positive perspective of the objectives of the organization when
they are satisfied (Aziri, 2011). Brown and Lam (2008) described two
approaches to job satisfaction: a global approach and a faceted ap-
proach. The global approach perceives job satisfaction to include em-
ployees' feelings toward a job, while the facet approach recognizes job
satisfaction to include growth, pay, benefits, supervision, coworkers,
the work itself, organizational environment, and work conditions (Biggs
& Swailes, 2006; Fichter & Cipolla, 2010). As the culture of any orga-
nization might impact employee satisfaction, Comm and Mathaisel
(2000) and Jackson and Hua (2009) posited that employees' needs
should be considered when determining employee satisfaction, because
job satisfaction has a significant effect on personal life satisfaction
(Heller, Watson, & Ilies, 2006; Pasupuleti, Allen, Lambert, & Cluse-
Tolar, 2009).

The hospitality industry is a service industry, which is labor-in-
tensive and people-focused (Guillet & Mattila, 2010; King, Funk, &
Wilkins, 2011). As such, employees' perspectives of their organization's
CSR programs or activities can potentially affect the relationship be-
tween the employees and the organization (Bhattacharya et al., 2008).
Despite the many benefits of CSR on employees, such as improved
morale, commitment, and satisfaction, the potential predictive nature
of the effects of CSR activities (such as involvement in the community,
protection of the natural environment, and investing in the future for
generations to come) on employee job satisfaction has not been in-
vestigated in the context of the hotel industry.

1.7. The present study

This study explored Turker's (2009b) assertion of the importance of
community-based CSR activities and the suggestion that organizational
leaders should invest in their employees to ensure they realize their
desired objectives (Lantos, 2002). The information allowed organiza-
tional leaders to recognize the existence of a relationship between CSR
activities (involvement in the community, protection of the natural
environment, and investment in the future) and employee job sa-
tisfaction within the U.S. hotel industry. Kang et al. (2010), in a cross-
industry study, investigated CSR and performance in the hotel sector,
finding financial benefit of CSR activities to an organization, and called
for further studies in other areas in the industry.

Stakeholder theory postulates that it is imperative for organizations
to implement CSR activities to improve organizational profitability and
value (Harting, Harmeling, & Venkataraman, 2006). Barnett and
Salomon (2012) reported that implementing CSR activities within an
organization could create positive relationships with stakeholders.
Furthermore, the theoretical concept inspired organizational leadership
to create collective equilibrium between stakeholders and substantial
social benefits it offered to competition, employees, the natural en-
vironment, the government, investors, suppliers, and the communities
(Carroll, 2004; Culpan & Trussel, 2005).

2. Method

2.1. Population and participants

The target population for this study consisted of employees of cor-
porate-branded hotels within the U.S. hotel industry. Exact data re-
garding the size of this population were not available. However, ac-
cording to Smith Travel Research (2013), more than two million hotel
employees within the U.S. work in branded or non-branded hotels.
Based on that information, STR estimated that approximately 1.6 mil-
lion employees work in branded hotels.

A third-party online organization recruited potential participants
from their audience panel of over 2000 within the U.S. hotel industry.
The inclusion criteria ensure that participants were between the ages of

18 and 65 and employed in corporate-branded hotels in the United
States. The administrators of QuestionPro.com used a simple random
probability sampling approach to meet the stipulations and select a
sample of 250 from the sample frame of corporate-branded employees
from the population of hotel employees within the U.S. hotel industry
(Patten, 2012). QuestionPro.com provided the participants with a hy-
perlink via e-mail for the survey website. On the website, participants
were not asked to identify themselves, thus ensuring the anonymity of
the participants for the study. QuestionPro.com also provided minimal
incentives in the form of gift cards to the panel of participants who took
and completed the survey. Two weeks after distribution of the invita-
tion link, the response rate was 92%, with 150 responses received. No
further extension of the survey period was required as the minimum of
116 surveys (participants) had been collected.

2.2. Sampling

The study used the recruiting organization's audience program to
obtain a minimum sample size of 116 participants required for the
study. The mechanism for identifying the sample frame was member-
ship in the online organization's panel. The study was consistent with a
simple random sampling of individuals who met the required char-
acteristics: (a) only employees who work in a corporate-branded hotel
within the U.S. hotel industry were considered for the study (b) the
study excluded anyone who was not a current employee of a U.S. cor-
porate-branded hotel and was under the age of 18 years.

To ensure the validity of statistical conclusions, the necessary
minimum sample size for this study was determined to be 116 parti-
cipants who were employees of corporate-branded hotels within the
U.S. hotel industry. This minimum sample size was determined using
G*Power 3.1.7 by Faul, Erdfelder, Buchner, and Lang (2009). The re-
spondents for the current study were 116 participants who worked in
different corporate-branded hotels within the U.S. hotel industry. Via
simple random sampling, QuestionPro.com selected 250 potential par-
ticipants from a pool of 2000 and invited them to participate in the
study. Of those, 215 potential participants visited the survey hosting
site; 161 participants responded and acknowledged the informed con-
sent form. Of those, 45 participants submitted incomplete surveys, and
116 participants submitted fully completed surveys. No outliers
emerged in the data. Therefore, the final number of surveys statistically
analyzed was 116, culminating in a 46.4% return rate.

To obtain a numeric measurement, Spector's (1985) JSS was used,
which corresponds with the definition of job satisfaction used in the
present study. This scale contains 36 statements that participants are
asked to rate in terms of their agreement. Responses can range from (1)
for Strongly disagree to (5) for Strongly agree. Responses represent the
degree to which participants agree with statements such as I like doing
the things I do at work or My supervisor is quite competent in doing his/her
job, but also contains reverse worded items such as I sometimes feel my
job is meaningless. After reverse coding these responses and calculating a
mean, this scale was determined to be aligned with the purposes of the
study and was deemed an accurate representation of the aspects of job
satisfaction germane to the study's research questions.

3. Results

A multiple linear regression analysis was conducted to address the
overall research question, with subsequent t tests on each of the pre-
dictor variables; these t tests address each subquestion. Though the
sample only consisted of 116 applicable responses, a power analysis
conducted in G*Power 3.1.7 indicated that a minimum sample of 77
would be necessary to detect significance for a medium effect size in the
three-predictor model. The independent variables (predictors) in this
analysis were the three CSR activities (i.e., involvement in the com-
munity, protection of the natural environment, and investment in the
future). The dependent variable (outcome) in this analysis was job
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satisfaction. The standard variable entry method was used, meaning all
the independent variables were entered into the multiple linear re-
gression model simultaneously. The final model was expressed by the
following multiple linear regression equation:

= + + +ŷ x x B x B x B0 1 1 2 2 3 3

In this equation, y represents job satisfaction, x0 represents the y-
intercept (constant), x1 represents involvement in the community, B1

represents the B coefficient for involvement in the community, x2 re-
presents protection of the natural environment, B2 represents the B
coefficient for protection of the natural environment, x3 represents in-
vestment in the future, and B3 represents the B coefficient for invest-
ment in the future. Prior to analysis, normality and homoscedasticity
assumptions required assessment, and this was accomplished through a
normal P-P plot and standardized residuals plot, respectively. Because
the normality plot displayed datapoints along the hypothetical perfect
normality line, the assumption of normality was met. A reasonable
spread of data with no apparent patterning within the residual scat-
terplot suggested that homoscedasticity was at an acceptable level as
well.

Results of the overall regression were significant, where F
(3,112)= 35.54, p < .001, R2=0.49, R2

adj=0.47. Based on these
findings, a linear combination of involvement in the community, pro-
tection of the natural environment, and investment in the future scores
from the CSR was useful in predicting job satisfaction. Due to the
presence of three predictor variables, the adjusted R2 was most ap-
plicable for interpretation, and indicated that the regression model was
predictive of 47% of the variance in job satisfaction, as measured from
the JSS. However, examination of the individual t tests for each pre-
dictor indicated that only involvement in the community was uniquely
predictive of job satisfaction (t=4.87, p < .001), where a single unit
increase in involvement in the community scores corresponded with a
0.62 unit increase in job satisfaction scores. The first regression in
Table 1 displays the results for the individual coefficients in the mul-
tiple linear regression model.

As a follow up to this analysis, a series of two moderations analyses
were conducted, where gender and age were both considered for
moderating effects. The degrees of freedom for these analyses varied
slightly as a result of some participants not responding to the age or
gender questions. As the regression indicates the likelihood of a re-
lationship between involvement in the community ad job satisfaction,
the relationship between these two variables was assessed for any such
effects through the use of Baron and Kenny's (1986) moderation
method. In following this method, interaction terms for gender and age
were created to assess whether they exhibited any interaction effects

with involvement in the community on job satisfaction. These inter-
actions terms represented the product of the moderator and the cen-
tered involvement in the community variable. The moderator of gender
was considered first. Normality and homoscedasticity testing again took
place through visual inspection of a normal P-P plot and a residual
scatterplot. Residuals were approximately normal, and homo-
scedasticity was also satisfactory.

Similar to the original regression, this analysis also resulted in a
significant model (F(3,110)= 33.74, p < .001, R2=0.48,
R2
adj = 0.47) where involvement in the community was a significant

predictor (t=6.07, p < .001). However, as seen in the second re-
gression in Table 1, the interaction between gender and involvement in
the community did not provide any predictive effect beyond that of the
original involvement in the community variable (t=−0.91, p= .366).
For this reason, gender could not be determined to moderate this re-
lationship.

Next, age was examined for a possible moderating effect on in-
volvement. Residuals were approximately normal, and homo-
scedasticity was also satisfactory. Because these assumptions were met,
the analysis continued as planned. This analysis also resulted in a sig-
nificant model (F(3,107)= 32.37, p < .001, R2=0.48, R2

adj= 0.46)
where involvement in the community was a significant predictor
(t=3.22, p= .002). However, through inspection of the third regres-
sion in Table 1, it was clear that the interaction between age and in-
volvement in the community did not provide any predictive effect be-
yond that of the original involvement in the community variable
(t=0.43, p= .671). Thus, age was also unlikely to moderate the re-
lationship between involvement and job satisfaction.

4. Discussion

Prior to this research study, some researchers pinpointed elements
of CSR activities that were related to job satisfaction within the U. S.
hotel industry (Aminudin, 2013; Bauman & Skitka, 2012; Bhattacharya
et al., 2008; Kim, Lee, Lee, & Kim, 2010; Lee et al., 2013; Raub &
Blunschi, 2014). A limited number of research studies explored the
relationship between CSR activities and employee job satisfaction
within the hotel industry (Kim et al., 2010; Raub & Blunschi, 2014). For
example, Kim et al. (2010) found a positive association between em-
ployees and CSR activities in service, energy, and consumer products
businesses, and Raub and Blunschi (2014) acknowledged the existence
of a positive relationship between CSR activities and employee job sa-
tisfaction in the hotel industry. The findings of the present study sup-
ported the literature on CSR and job satisfaction in business, manu-
facturing, and other service industries, by suggesting that collective

Table 1
Multiple linear regressions predicting job satisfaction.

Source Unstandardized Coefficients Standardized Beta t Sig.

B Std. Error

Regression 1: No Moderation
(Constant) .91 .30 – 3.06 .003
Involvement in the community .62 .13 .54 4.87 < .001
Protection of the natural environment .06 .11 .05 0.51 .614
Investment in the future .15 .09 .16 1.61 .110
Regression 2: Moderation of Gender
(Constant) 0.70 0.52 – 1.35 .179
Involvement in the community 0.91 0.15 .80 6.07 < .001
Gender −0.16 0.14 -.08 −1.20 .232
GenderXInvolvement −0.16 0.18 -.12 −0.91 .366
Regression 3: Moderation of Age
(Constant) 1.30 0.81 – 1.61 .111
Involvement in the community 0.70 0.22 .62 3.22 .002
Age 0.01 0.06 .01 0.14 .886
AgeXInvolvement 0.04 0.08 .08 0.43 .671

Note. Dependent Variable: Job Satisfaction Scale total.
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CSR activities, such as involvement in the community, protection of the
natural environment, and investment in the future, can significantly
predict employee job satisfaction. Unlike Turker (2009a) study, which
was based on four factors known to be CSR to society, employees,
customers, and government, this research study was aimed at only two
of these factors. The results of this study did not demonstrate any sig-
nificant relationship between the CSR activities of protection of the
natural environment and investment in the future for future genera-
tions, and employee job satisfaction.

While European leaders focus on sustainability with emphasis on
social and environmental effect on products, services, and human re-
sources (employee) issues, the attention of leaders in U.S. organizations
on sustainability issues continue to be concentrated on long-term
profitability. Therefore, international differences on sustainability in-
itiatives on investment in the future with an emphasis on social and
environmental may impact products, services, and employee issues.
This may explain why participants of this study answered differently
than those of Turker's (2009b) study.

A limited number of research studies have explored the relationship
between CSR activities and employee job satisfaction within the hotel
industry (Kim et al., 2010; Raub & Blunschi, 2014). The findings of the
present study supported the literature on CSR and job satisfaction in
business, manufacturing, and other service industries, by suggesting
that collective CSR activities, such as involvement in the community,
protection of the natural environment, and investment in the future,
can significantly predict employee job satisfaction. The results of the
present study showed that the overall CSR model was significant,
meaning that the set of independent variables collectively statistically
significantly predicted job satisfaction. In addition, results revealed that
only the CSR activity of involvement in the community positively
predicted job satisfaction, while protecting the natural environment
and investment in the future did not.

Researchers have applied Herzberg's two-factor theory to hospitality
industry workers and hotel employees (Lundberg, Gudmundson, &
Andersson, 2009). The present study supported findings from previous
researchers who found that found that extrinsic factors were associated
with increased job satisfaction in hospitality industry workers and hotel
employees (Lundberg et al., 2009; Wong, Siu, & Tsang, 1999). For ex-
ample, Lundberg et al. (2009) found that Swedish ski resort employees
showed higher levels of job satisfaction when their self-fulfillment or
intrinsic motivational needs were fulfilled. Wong et al. (1999) found
that nonmonetary motivation factors were linked to higher levels job
satisfaction among hotel employees, and Sledge, Miles, and Coppage
(2008) found that cultural factors played a key role in influencing
greater job satisfaction among hotel employees.

The current study adds to the body of knowledge in the academic
literature that a statistically significant relationship existed between
CSR activities of involvement in the community, protection of the
natural environment, and investment in the future, and employee job
satisfaction within the U.S. hotel industry. The current study expanded
the literature knowledge on CSR activities and their relationship to
employee job satisfaction by examining connections between CSR ac-
tivities and employee job satisfaction within the hotel industry
(Aminudin, 2013; Bauman & Skitka, 2012; Bhattacharya et al., 2008;
Kim et al., 2010; Lee et al., 2013; Raub & Blunschi, 2014).

4.1. Interpretation of the findings

The overall model used in predicting job satisfaction was significant
(F (3, 112)= 35.54, p < .001, R2=0.49). An examination of the re-
search for this study not only extended CSR initiatives literature by
examining employees of corporate-branded hotels but also en-
compassed CSR and job satisfaction theories (Austin, 2011; Carroll,
1999; Engstrom et al., 2010; Gioia, Schultz, & Corley, 2000). For ex-
ample, findings from the present study indicated that hygiene or ex-
trinsic factors were related to job satisfaction among hotel industry

employees, which supports the use of Herzberg's two-factor theory for
studying job satisfaction among this population.

Specifically, involvement in the community positively predicted
statistically significant levels of job satisfaction (B=0.62, t=4.87,
two-tailed p < .001). The positive B value indicates that for every one-
unit increase in involvement in the community, satisfaction went up by
0.62. An original contribution of this study was that CSR activities, and
involvement in the community specifically, are important extrinsic
factors of job satisfaction in hotel employees. Consequently, employees
may be more satisfied working for and more likely to seek out em-
ployment with organizations that participate in CSR activities
(Blackhaus et al., 2002; Brammer et al., 2007; Garglulo, 2012; Grant,
2008).

However, other results of the research study were not able to sup-
port the findings of previous literature on CSR activities (protection of
the natural environment and investment in the future) regarding the
variations in overall employee job satisfaction (Janney & Gove, 2011;
Kanter, 2011; Turker, 2009a). The CSR activities of protection of the
natural environment and investing in the future did not explain the
variation in overall employee job satisfaction. Protection of the natural
environment did not statistically significantly predict job satisfaction
(B=0.06, t=0.51, two-tailed p= .614). This result indicates that
satisfaction did not significantly increase or decrease for every one unit
increase in protection of the natural environment. Likewise, investment
in the future did not statistically significantly predict job satisfaction
(B=0.15, t=1.61, two-tailed p= .110). The finding indicates that
satisfaction did not significantly increase or decrease for every one unit
increase in investment in the future. These CSR activities might have
been influenced by the way employees perceived job satisfaction within
the corporate-branded hotels as compared to other non-branded cor-
porate hotels that other researchers investigated (Aminudin, 2013;
Bauman & Skitka, 2012; Bhattacharya et al., 2008; Kim et al., 2010; Lee
et al., 2013; Raub & Blunschi, 2014).

This study focused on the relationship between CSR activities and
employees to determine if organizational leaders should focus on CSR
activities as a strategy to enhance employee satisfaction. Having a
proper understanding of the relationship between CSR activities and
employees might help managers and organizational leaders to imple-
ment CSR strategies that could enhance employee satisfaction, thereby
potentially serving the needs of all the stakeholders. The results illu-
strated the importance of CSR activities in relation to job satisfaction
within the U.S. hotel industry and suggested that CSR activities might
have organizational implications for other industries. Considering the
discoveries, organizational leaders and managers might focus on in-
troducing a common set of CSR activities or focus specifically on adding
the CSR activity of involvement in the community to help enhance
employee job satisfaction.

The implications of the findings might be vital to practitioners, in-
cluding the importance of understanding the elements that influence
CSR activities and employee job satisfaction within the U.S. hotel in-
dustry. In an industry with high employee turnover, researchers iden-
tified CRS activities as types of human resource strategies that could
influence employees' commitment and subsequent retention (Brammer
et al., 2007; Murray & Ayoun, 2011; STR, 2013). CSR activities also can
impact organizations' images and reputations (Crane, McWilliams,
Matten, Moon, & Siegel, 2008), and leaders can use CSR activities to
achieve competitive advantage and elevate employees' job satisfaction
(Holcomb et al., 2007). If leaders in the organizations were not aware of
the importance of CSR activities on the employees within the hotel
industry, this research reinforced the importance of incorporating CSR
activities to stimulate employees' job satisfaction within the industry.

The demand for organizations to incorporate CSR activities has in-
creased among various groups of stakeholders, including consumers,
employees, legal systems, and society, to encourage organizations to
operate in an acceptable manner (Kang et al., 2010). The increase in
awareness for organizations to incorporate CSR activities could have a
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negative and profound effect on an organization if leaders ignore such
concerns from the various stakeholders in this competitive global en-
vironment. Organizational leaders with the focus on such initiatives
could potentially increase employee satisfaction to create a more pro-
ductive work environment.

4.2. Limitations

The purpose of this non-experimental quantitative study was to
investigate the relationship between CSR activities (involvement in the
community, protection of the natural environment, and investment in
the future) and overall employee job satisfaction within the U.S. hotel
industry. The results of this study contributed to the existing body of
knowledge on CSR activities and the relationship with employee sa-
tisfaction within the hotel industry. The study was unique because no
previous research study, either within or outside of the U.S. hotel in-
dustry, focused on CSR activities and employee job satisfaction. As with
most studies, limitations may have impacted the results, and the lim-
itations included the quantitative survey method, research instruments
used, online surveying, recruitment process, and the participants. The
size of the sample available for research could also be limiting to the
ability to detect significance; however, results of a G*Power analysis
indicated that a minimum sample size of 77 was required to detect
medium strength effects. This suggests that the sample of 116 would
allow for detection of medium effects, as well as those slightly weaker
than medium. As weak relationships between any of the CSR activities
and job satisfaction would not be as useful for stakeholders attempting
to drive satisfaction, this limitation is not expected to adversely influ-
ence the applicability or usefulness of the study's findings.

5. Recommendations for further research

This study concentrated on CSR activities and employee job sa-
tisfaction as presented in a review of the literature and investigated the
relationship between variables. The study showed the existence of a
relationship between CSR activities (involvement in the community,
protection of the natural environment, and investment in the future)
and employee job satisfaction within the U.S. hotel industry. Based on
the analysis and the findings, the study presented several opportunities
that scholars might consider for future research within the U.S. hotel
industry to improve upon the scholarship surrounding this important
contentious subject.

Future studies could incorporate additional demographic elements
such as employees' level in the organization and years of employment
with the organization to provide more diverse perceptions of research
participants on CSR activities. Such knowledge would assist researchers
as they examine whether any difference in attitudes exist according to
employees' level of the organization and years of employment with the
organization and how any of those factors might be related to CSR
activities and employee satisfaction within the hotel industry.

Future studies could target the entire population of hotel employees
in corporate and non-corporate hotels. Such a diverse population may
present a more informed perspective on the differing views of how CSR
activities can potentially predict employees' satisfaction within the in-
dustry. Also, the current study utilized a registered panel of participants
employed in U.S corporate branded hotels; future studies could focus on
all employees within the U.S hotel industry regardless of their mem-
bership affiliation to a particular online survey company.

The study utilized two survey instruments in their original versions
for the collection of data involving CSR activities and job satisfaction.
Both instruments were presented in English. Future studies might
translate the survey instruments for use in an environment where as
many as 80% of employees speak a language other than English (United
States Census Bureau, 2011). This recommendation could help elim-
inate the intentional bias of excluding potential participants because of
language barriers.

Multiple linear regression was the statistical approach adopted to
analyze the data for this study. With the use of multiple linear regres-
sion, no causation can be inferred between the independent variables
and the dependent variable. Therefore, future studies might use other
approaches, such as experimental or quasi-experimental methods, to
examine and assess the causal relationships between CSR activities and
employee job satisfaction within the U.S. hotel industry. In addition,
the multiple linear regression model results indicated that CSR activ-
ities accounted for only 48.8% of the explanation of job satisfaction.
Therefore, other variables beyond the scope of the CSR focus of this
study could explain the remaining 51.2%. Thus, other variables not
necessarily be related to CSR activities could be studied in combination
with CSR activities, such as salary, and other benefits to help explore
job satisfaction.

Further, a future study to explore employees' perceptions of and
experiences with CSR activities within the hotel industry might use a
qualitative approach. Trochim (2006a) posited that a phenomen-
ological research approach might examine an individual's personal
experiences more effectively. Using a phenomenological research ap-
proach, probing research questions might be asked which might inspire
participants to share their beliefs, opinions, personal experiences, and
feelings about CSR activities within their hotels. Finally, another
quantitative approach offering predictive or explanatory statistical
analysis with other variables may be ideal.

6. Conclusion

This study emphasized the relationship between CSR activities and
employee job satisfaction within the hotel industry. The primary ob-
jective of this study was to examine whether a significant relationship
existed between the variables. In this study, the CSR Development
Survey Scale developed by Turker (2009b) measured CSR activities
(involvement in the community, protection of the natural environment,
and investment in the future), while the JSS, developed by Spector
(1985), measured job satisfaction. The methodology and the conceptual
framework influenced the thoroughness and hardiness of the current
study. The theoretical framework for the study was based on stake-
holder theory.

This study revealed that CSR activities collectively, and involvement
in the community specifically, were important extrinsic factors of job
satisfaction in hotel industry employees. Consequently, hospitality in-
dustry leaders should be aware of the importance of CSR to employees
as part of a growing trend of interest in socially responsible business
operations and realize that employees may be more satisfied working
for and more likely to seek out employment with organizations dedi-
cated to CSR. Also, the results of this study supported the continued use
Herzberg's two-factor theory in studying job satisfaction in hotel em-
ployees.

The overall results of the study identified that a relationship existed
between CSR activities and employee job satisfaction within the U.S.
hotel industry. The results revealed that a positive relationship existed
between CSR activities and employee job satisfaction, specifically
within the U.S. hotel industry. Within the scholarship, in-depth con-
cepts supported a positive relationship between CSR activities and
employee job satisfaction (Aminudin, 2013; Bauman & Skitka, 2012;
Bhattacharya et al., 2008; Kim et al., 2010; Lee et al., 2013; Raub &
Blunschi, 2014). Studies indicated that organizational leaders who in-
corporated CSR activities in their operational obligations were likely to
influence employees' job satisfaction within the hotel industry (Kim
et al., 2010; Lee et al., 2013; Raub & Blunschi, 2014). Therefore, the
study contributed to the existing body of literature and presented ad-
ditional information for leaders specifically within the hotel industry
regarding the utilization of CSR activities to potentially predict em-
ployees' level of job satisfaction.
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Appendix A. Supplementary data

Supplementary data to this article can be found online at https://
doi.org/10.1016/j.jhtm.2019.01.002.
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