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Abstract 

The dissertation at hand discusses the concept of corporate social responsibility (CSR) in 

tourism and how managers see and explain CSR as part of their daily activities. Furthermore 

it discusses how CSR influences the customer purchase decision. Moreover the author 

discusses shortly the corporate social responsibility prospects in tourism. The thesis was 

written to shed more light on the concept and motives behind corporate social responsibility 

and to examine if a connection can be found between CSR and consumer behavior. To better 

understand the behavior of customers within CSR.  

To achieve answers to the research questions a qualitative research approach was used. In 

order to collect empirical material in-depth interviews with CSR experts were carried out. 

These experts are working in the tourism industry and furthermore they have experience with 

the topic of CSR.  

In order to deepen the understanding of the topic an extensive literature review were made 

and in combination with the empirical material the research questions were answered.  

Results indicated that CSR is part of sustainability in tourism and can be used as a tool to 

improve social and environmental problems. It can be understood as an industry regulation 

which organizations implementing in their daily business on a voluntary basis. CSR actions 

should be planned as long-term management concept which main goal is to create value for 

the stakeholders, stockholders, the financial community and other relevant publics without 

separating business from ethics.  

The motives behind the CSR tool are the following: positive moral capital, competitive 

advantage, organizational trust, image, consumer opinion, financial objectives, public relation 

benefits, increased sales and profit maximizing. An extended definition of CSR was part of 

answering the research question and is provided in the thesis at hand. 

One group which can influence the company´s CSR initiatives are the customers. Throughout 

ethical differentiation organizations can differentiate their products from their competition. 

The research showed that CSR does influence the customer purchase decision if the product 

does not cost more than others and if the quality is equal to other product. Moreover CSR 

actions influence the customer purchase decision if the customers are interested in social and 

environmental concerns.  

The dissertation showed that organizations should invest in CSR in the future to be part of the 

solution of environmental and social issues and not to be part of the problem. Furthermore 

organizations need to provide more information about the company´s CSR policies in order to 

show the consumer their willingness and sincerity.  

 

Key words: Corporate Social Responsibility, sustainable tourism, sustainable development, 

business ethics, social responsibility of business 
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1. Introduction 

In the last few decades there has been an increasing awareness regarding sustainability. 

People nowadays talk about themes like global warming, waste management and cultural 

issues. As tourism plays a significant role in the economical world it is also involved in the 

discussion. Tourism, as stated already, is not just a bringer of economic growth and 

development, it is also a creator of problems. These problems range from environmental 

problems to socio cultural problems. Not to mention that what we consume on our side of the 

globe can have significant consequences on the other side of the globe. Therefore the tourism 

industry needs to assume responsibility. The industry has the power to have negative impacts 

on societies but on the other hand it has also the potential to have a positive influence as this 

comment of a manufacturing executive shows (2005): 

“The old thinking was that if you make money you can do this positive social and 

environmental stuff – but I think the true philosophy of sustainability is the 

interdependence. It is not about charity; it´s about the fact that if you do the right things 

in the community, the community will do the right things for you. If you do the right 

things for the environment, you will have a stronger business so that you can make more 

money. It is not about sort of condescending view … I do not know if that´s subtle or if 

people do not get it, but it´s very important. It is about mutual dependence or 

interdependence rather than charity. It is fundamental.” (Crane, 2008, p. 83) 

New concepts like Sustainability or corporate social responsibility (CSR) are about ‘doing the 

right thing’. Especially the concept of CSR is getting more and more important in the business 

world. Evidence suggests that 90% of the largest European companies nowadays publish 

information on their social and environmental impacts and 50% of the largest firms globally 

produce a stand-alone corporate social responsibility report (Crane, 2008, p. 4). Even 

companies which are known for having a poor reputation with regards to sustainability now 

take responsibility for environmental and social aspects of their business operations (Dobers, 

2010, p. 96). These figures show clearly that corporate social responsibility brings attention 

towards a better society.  

But what about the tourism industry? Even though tourism has always been seen as a ‘clean’ 

industry, the society is starting to realize that this is not the case. A survey made by the Travel 

Industry Association of America found that 83 percent of travelers would support companies 

that have good environmental practices and furthermore that travelers would spend 6,2 

percent more on average for travel services and products offered by environmentally friendly 

companies (Edgell, 2006, p. 6). This survey showed that the consumer is nowadays the driver 

for corporate social responsibility actions. But does CSR really influence the purchase 

decision of a consumer or do consumer just pretend to be concerned? 

As consumers starting to call for sustainability the role of corporations in society is clearly on 

the agenda. A lot has been published about corporate misbehavior in the last couple of years. 

As a result, corporations have started to take responsibility. For organizations to take 

responsibility they are in need of a tool to do so and therefore corporate social responsibility 

appears on the scene. This tool is a much discussed and debated subject in the science world. 

Corporate social responsibility can be found everywhere, from the public sector to non-

government organizations. But the opinion about it range from acceptance to rejection. For 

some it is a tool to divert money that should right go to the shareholders and for others it 

represents an opportunity to help the society. Therefore the question pops up how managers 

see and adopt the concept of CSR in their daily activities? 
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The following sub-chapters are the problem discussion, the research question and aim as well 

as the outline of the thesis. These sub-chapters will give the reader an understanding of the 

research problem and questions, the target of the thesis and how the thesis is built. 

 

1.1 Problem discussion 

With all this attention and the large amount of articles and books which have been written 

with the focus on sustainability and CSR it is still not clear how this scientifically approach 

can be classified and be defined from each other.  

Besides, there is a discussion if tourism can be economically viable for private companies and 

also be sensitive to environmental, cultural, and social needs and also fulfill the requirements 

tourists have. Edgell (2006, p. 30) states that a successful and well-developed tourism 

program should include sustainable tourism management which seeks to meet the economic, 

ecological, social, cultural, and security objectives of the local community. One tool to reach 

these goals could be CSR. Even though, the concept of CSR is very controversial within the 

scientific community.  

Besides that, another area where various research has been done without any clear results is if 

corporate social responsibility actions can be a management approach which increases the 

number of customers. If this is so it is not clear in which way the CSR concept influences the 

consumer purchase decision. Furthermore it is not clear how the CSR concept will be adopted 

or will look like in the future. 

To better understand the full problems which tourism creates, the author decided to list and 

describe problems in the following paragraphs. These problems can be classified in three 

dimensions: environmental problems, economical problems and social aspects. For the 

UNWTO (2011, p. 2, 

http://dtxtq4w60xqpw.cloudfront.net/sites/all/files/docpdf/sustainability.pdf, downloaded on 

2014-06-14) sustainable tourism recognizes that the future of the tourism sector depends on 

protecting life in all its diversity and it integrates economic and ecological concerns. It is 

important to state that it is the author´s belief that all three dimensions are equally important. 

Sustainability can only be achieved if all of the three dimensions are fully recognized. 

Environmental problems: 

Environmental problems can be both, natural and built environmental problems. Moreover 

environmental problems affect the economic life of communities and companies 

(Swarbrooke, 1999, p. 47). Furthermore tourism makes great demands on resources and 

especially makes demands on fragile natural resources such as beaches and wildlife 

(Swarbrooke, 1999, p. 61). Moreover it also exploits intangible resources such as an area´s 

cultural heritage. But the tourism industry and the tourists do not pay the full cost of the 

resources they consume which is clearly unfair and at odds with the concept of sustainable 

tourism as Swarbrooke (1999, p. 61) argues.  

The following table shows what impact tourism and tourists can have on the environment. 
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Table No. 1, title: Some major potential impacts of tourism on the build environment; Source: 

Hunter and Green (1996) in Swarbrooke (1999, p. 54).  

Even though some of the listed impacts are positive like the re-use of disused buildings there 

are negative impacts, too. Especially the air pollution from tourists and tourist traffic harms 

the nature and the people who live there. Therefore environmental problems can be 

categorized under urban problems, infrastructure problems, visual impact problems, 

restoration problems, erosion problems, and pollution problems.  

The next paragraphs will list economical problems which are created through the tourism 

industry.  

Economical problems: 

In the list below Swarbrooke (1999, p. 61) lists benefits and costs which are caused by 

tourism. Low paid and/or seasonal jobs are one of the main problem tourism creates. A 

seasonal income creates unemployment during the low season and a society with a low 

income. As a consequence the whole economy suffers from this. Furthermore opportunity 

costs, congestion, the need to invest in expensive infrastructure, and the over-dependence on 

tourism can also be listed under economical problems. Furthermore the UNWTO (2011, p. 2, 

http://dtxtq4w60xqpw.cloudfront.net/sites/all/files/docpdf/sustainability.pdf; downloaded on 

2014-06-14) argues that sustainable tourism contribution to poverty reduction development is 

increasingly recognized. They are going on by arguing that its geographical expansion and 

labour intensive nature support the spread of employment and can be particularly relevant in 

remote and rural areas where many of the world´s poorest live.  
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Table No. 2, title: The economic benefits; Source: Swarbrooke (1999, p.61). 

The next section will list social problems which have been created through the tourism 

industry. 

Social aspects: 

Social equity and cohesion can be the respect for, and understanding of, cultural diversity 

between nations and people and is one of the key principle of sustainable development 

(UNWTO, 2011, p.2, 

http://dtxtq4w60xqpw.cloudfront.net/sites/all/files/docpdf/sustainability.pdf, downloaded on 

2014-06-14). Tourism plays a key role in fostering greater respect and tolerance between 

cultures and furthermore it is a considerable force for the conservation of historic and cultural 

heritage and, by providing a source of income based around local culture, can encourage 

communities to value their cultural heritage more highly (UNWTO, 2011, p. 2, 

http://dtxtq4w60xqpw.cloudfront.net/sites/all/files/docpdf/sustainability.pdf, downloaded on 

2014-06-14). 

The German association for tourism (DTV) listed some more problems which are caused by 

tourism (p-2, 

http://www.deutschertourismusverband.de/fileadmin/Mediendatenbank/PDFs/Positionspapier

_Nachhaltiger_Tourismus_Aktuelle_Fassung.pdf, Deutscher Tourismus Verband, Tourismus 

und nachhaltige Entwicklung in Deutschland, abgerufen am 14.06.2014). First of all they are 

arguing that touristic jobs or sustainable tourism is in need of special responsibility towards 

fair working conditions. Furthermore a good and fair relationship with business partners is 

indispensable in the tourism industry. Moreover the tourism industry needs to offer more for 

the needs of families, children, teenagers, and disadvantage groups with a limited purchasing 

power. Also for handicapped people with a restricted mobility the tourism industry has to do 

some catching up. 

All these listed problems (environmental problems, economical problems, and social aspects) 

are the cause why tools like corporate social responsibility have been created. Therefore it is 

important to do research in this study field to better understand how CSR could be a solution 

to the economic-, environmental- and social problems. The research questions and aim should 

be presented in the next section. 
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1.2 Research questions and aim 

In order to understand the concept of corporate social responsibility the author decided to 

have stated the research questions below to be discussed in this Master thesis to enhance the 

understanding of attributions about the motives behind Corporate Social Responsibility: 

 

- What is the concept of corporate social responsibility from a manager’s perspective? 

- How does corporate social responsibility influence the customer purchase decision? 

- What are the corporate social responsibility`s prospects in tourism in the future? 

 

At this point it is important to state, that this Master thesis is written within the background of 

tourism studies. Therefore the research is done within the context of the tourism field. 

The purpose of the thesis at hand is to shed light on the concept and motives behind corporate 

social responsibility and to examine if a connection can be found between CSR and consumer 

behavior. To better understand the behavior of customers within CSR. Besides the aim of this 

dissertation is to explore how managers see, explain and adopt CSR as part of their daily 

activities. Furthermore this thesis at hand will answer the question what role CSR in tourism 

will play in the future. 

To answer the research questions the author decided to focus on corporate social 

responsibility form an economical perspective. It should be clear that CSR is a concept which 

brings morale issues with it, which are difficult to discuss. It is important to recognize that, in 

building an understanding of CSR, the authors aim is not to convince anyone that CSR is 

necessarily right or wrong, or even that some approaches to CSR are better than others. The 

authors aim is to explore different perspectives and that anyone who is interested in the 

concept gets a clearer picture of CSR.  

 

1.3 Outline 

The author starts with a background part which deals with an introduction to the topic, the 

research questions & aim of the thesis and this outline. This part of the work should introduce 

the topic to the reader, will draw attention of the problem to the reader and will present the 

aim of the thesis. Another part of the background part is the research method. In this section 

the author will present the different methods and explain the reasons for the chosen method.  

Then the theoretical framework follows. In this part of the thesis the author starts by defining 

tourism. Thereafter sustainability and sustainable tourism will be discussed. The next section 

shall cover the moralization of tourism. Later on the concept of corporate social responsibility 

will be presented. This includes the sections: history of CSR, definition of CSR, models of 

CSR, theories on CSR, the business case of CSR, CSR and the tourism industry, CSR and 

marketing, motives of CSR, consumers as drivers for CSR and the future of CSR. The last 

chapter of the theoretical framework will discuss consumer behavior. Therefore the following 

sub chapter will be presented: definition, purchase decision process, models of the purchase 

decision process, typologies of tourists and segmentation.   

After the theoretical part the empirical part follows. Therefore the different experts and their 

interviews will be presented. With these two areas, the theoretical framework and the 

empirical part, the analysis follows. In the last section the author will present the results of the 

thesis at hand and will bring this work to a conclusion. 
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2. Methodology 

The word methodology comes from the Greek word ‚methodus‘ or ‘pursuit’ (Duden, 2014, 

downloaded on 2014-02-05). Furthermore methodology refers to the study of the procedures 

used to collect and interpret information on some subject. It is used to refer directly to the 

tools or procedures – the methods – a researcher uses (Smith, 2010, p. 18). Research can be 

used to solve existing problems in the work setting. 

In this chapter of the thesis different research strategies or methods will be presented and 

explained. Furthermore the selected method for the thesis with its advantages and 

disadvantages will be presented. Moreover the author of this thesis at hand will adopt the 

position why the author will use the method in this dissertation and who as a researcher the 

author shall be seen. First of all the author will present the two method approaches. 

 

2.1 Qualitative or quantitative method 

Classifying research paradigms can be done by labeling them as quantitative and qualitative 

method. In his book, Smith explains two different research paradigms with the help of 

examples (Smith, 2010, p. 18):  An example of a quantitative method is a closed-ended survey 

– a survey that presents respondents with printed questions accompanied by boxes 

representing possible answers to be ticked. The data will then be analyzed with the help of 

statistical tests. An example of a qualitative method is an in-depth personal interview – a 

conversation between a researcher and a subject during which the researcher poses questions, 

probes answers and explores for meanings and deeper insights into what the subject is saying. 

The analysis of the meaning of the interview is done through mental processes shaped by a 

systematic look at the content of the transcript of the interview.  

Therefore in qualitative and quantitative method it is important to have different skills. For 

Jary and Jary (1995), qualitative techniques rely on the skills of the researcher as an 

interviewer or observer in gathering data whereas quantitative methods place reliance upon 

the research instruments employed to gather data and analyze it (Clark et al., 1999, p. 40).  

As the presented thesis is about finding answers of human behavior the author decided to 

work with a qualitative research method. In many occasions people do not want to ‘count’ or 

quantify some social phenomenon or interaction, but they want to find out more about 

feelings, attitudes, values, perceptions and motivations, all the things which help to explain 

human behavior (Clark et al., 1999, p. 100). Therefore the qualitative type of research which 

its explanations are based on non-numerical data will be used for the thesis.  

With the decision of using qualitative research some disadvantages appearing. Taylor and 

Edgar (1996) stated that qualitative research can be far more difficult and more demanding of 

the researcher than quantitative research. As an example this could be personal involvement 

and interpretation which can increase the possibility of human error and bias. They also stated 

that the observer, or listener, may be more tempted, quite unconsciously to ‘see’ data fitting 

what s/he hoped it would fit (Clark et al, 1999, p. 101). 

Furthermore it should be clear at this point that, as this dissertation is among other things is 

about learning more about consumer behavior in CSR, the author will follow the approach of 

an social constructivist. A social constructivist asks what sorts of relationships tourists have 

with tourist objects or what implications for new social and cultural forms tourists have 

(Franklin, 2003, p. 100).   
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In the next section the author will explain the different types of logic and furthermore the 

author will make clear to which type of logic she refers to. 

 

2.2 Induction and deduction 

For researchers there are normally two broad types of logic. These types are induction and 

deduction. Inductive reasoning refers to the collection of specific pieces of information or the 

observation of specific events, from which general conclusions are derived, says Smith (2010, 

p. 13). He goes on by stating that deduction begins with a set of concepts or models that 

suggest testable hypotheses or predictions and that these hypotheses are then tested or 

predictions will be made (Smith, 2010, p. 13). The results of this testing will then confirm or 

reject the hypotheses or the accuracy of the forecast. 

Smith also states that induction and deduction appear to be opposites; indeed, the ‘feel’ of the 

logic of each is quite different. He describes a cycle where the results of a deductive process 

might lead you into further inductive research to further refine your ideas, which than can be 

retested (Smith, 2010, p. 13). Gilbert (1993) offers another useful clarification of the terms in 

a social research context (Smith, 2010, p. 13). He explains that broadly speaking, deduction is 

the process which begins with theory and proceeds through hypothesis, data collection, and 

testing of the hypothesis to deduce explanations of the behavior of particular phenomena. 

Besides, induction is the process whereby the exploration and analysis of related observations 

leads to the construction of a theory that systematically links such observations in a 

meaningful way (Clark et al. 1999, p. 12-13). With this background the author makes clear at 

this point, that she will follow the deduction logic approach because the dissertation will 

begin with theory and then empirical data will be collected to find explanations of the 

behavior of consumers. But it should also be stated that in the author´s opinion it is difficult 

either to be strictly inductive or deductive therefore the author may combine these two logic 

approaches at some point in the dissertation. 

The next section will explain and discuss some of the methodologies which can be used in a 

dissertation. This is necessary to give the reader an overview of the different methods. 

Furthermore the author will present advantages and disadvantages of the respective method 

and the author will also explain the reasons for the used method in this dissertation at hand. 

 

2.3 Case study 

The case study methodology is one of several methods to solve a research question. Smith 

(2010, p. 188) defines a case study as a situation which involves a situation with multiple 

aspects, including its history and context, links to other situations, entities, people, policies, 

preconditions, post-event impacts and the resolution of problems or the meeting of challenges. 

He goes on by explaining that a case study examines the dynamics of a situation within the 

real-world context of the case, without necessarily attempting from observed cause-and-effect 

connections or to identify patterns that can be applied to other situations or a larger 

population. He (Smith, 2010, p. 189-190) also groups case studies into different types. These 

types are: 

- single case   - embedded case 

- multiple case   - hierarchical case design. 
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He goes on by explaining them. The single case study explores just one particular 

phenomenon, story or event. An embedded case design also explores a single phenomenon 

but one that involves two or more units of analysis. The hierarchical case design is a special 

type of embedded case design and it compares a subset of a larger entity with the larger entity. 

A multiple case design means that each case is treated as a separate study rather than simply 

as another unit of analysis in an overall case study. 

In the article ‘Building Theories from Case Study Research’ (Eisenhardt, 1998) a case study is 

a research strategy which focus on understanding the dynamics present with single settings. It 

can involve either single or multiple cases, and numerous levels of analysis (Eisenhardt, 

1984). Besides that case studies typically combine data collection methods such as archives, 

interviews, questionnaires, and observations. The evidence can be qualitative, quantitative, or 

both (Eisenhardt, 1998). 

Using case studies as a research method is becoming more and more popular. Smith motivates 

this statement by explaining that a case study in many fields can provide a richer 

understanding of interesting and important phenomena. These phenomenon’s cannot be 

achieved through other methods in a way that provides a fuller description of the context of 

the phenomenon, including conclusions based on the context of the topic being studied, and 

involve the use of multiple methods and data sources (Smith, 2010, p. 187). 

In the article ‘Building theories from case studies’ (Eisenhardt, 1998) some strengths of 

theory building from cases studies are described. One strength of theory building from case 

studies is described by Cameron & Quinn (1998). In their opinion it is likelihood of 

generating novel theory which creates creative insight which often arises from the 

juxtaposition of contradictory or paradoxical evidence. They go on by explaining that this 

constant juxtaposition of conflicting realities tends to ‘unfreeze’ thinking, and therefore the 

process has the potential to generate theory with less researcher bias than theory built from 

incremental studies or armchair, axiomatic deduction. 

A second strength is that the resultant theory is empirically valid because the theory-building 

process is so intimately tied with evidence that it is very likely that the resultant theory will be 

consistent with empirical observation (Eisenhardt, 1998). The third strength is that emergent 

theory is likely to be testable with constructs that can be readily measured and hypotheses that 

can be proven false (Eisenhardt, 1998). As personal interpretation is unavoidable when 

working with the case study method, the researcher cannot become emotionally involved in 

their work and subjects (Smith, 2010, p. 198-199).  

All in all theory which is developed from case study research has important strengths like 

novelty, testability and empirical validity. But some strength also leads to weakness. One 

weakness can be the intensive use of empirical evidence can yield theory which is overly 

complex and the result can be theory which is very rich in detail, but lacks the simplicity of 

overall perspective (Eisenhardt, 1998). Another weakness from case studies may result in 

narrow and idiosyncratic theory. Therefore case study theory building is a bottom up 

approach such that the specifics of data produce the generalizations of theory (Eisenhardt, 

1998). 

 

2.4 Survey 

Another method, besides case study methodology, are surveys. Groves et al. (2004, p. 2) 

defines a survey as systematic method for gathering information from (a sample of) entities 

for the purpose of constructing quantitative descriptors of the attributes of the larger 
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population of which the entities are members. In other words surveys are used to collect 

original empirical data and surveys normally refer to the entire process of designing and 

undertake a questionnaire to a sample of respondents.  

Smith (2010, p. 50) explains surveys are as follows:  

“Surveys are a tool to solicit information from a group of people (such as visitors or 

managers) through the use of questionnaires. Surveys are usually administered to a 

relatively small portion – a sample – of a larger population.” 

There are different techniques to get in contact with potential respondents. It could be by 

postal mail, distribution by e-mail or by telephone. It is possible to combine these techniques 

(Smith, 2010, p. 50). For a survey there are two basic formats of questions, this can be closed-

ended and open-ended questions. Closed-ended questions present the respondent with a 

permanent set of options and as a consequence these types of questions make the coding and 

imputing data relatively easy (Smith, 2010, p. 63). Open-ended questions invite the 

respondents to compose their own answers to a question and allow respondents to elaborate or 

explain their answers (Smith, 2010, p. 64-65).  

In the article ‘Surveys: Survey research in operations management: a process-based 

perspective’ by Forza (2002) different types of survey research are described: the exploratory 

survey research, the confirmatory research and the descriptive survey research. The 

exploratory survey research should be done during the early stages of research into a 

phenomenon, when the objective is to gain preliminary insight into a topic and provides the 

basis for more in-depth survey. The confirmatory research takes place when knowledge of a 

pheonomenon has been expressed in a theoretical form concepts, models and propositions. A 

descriptive survey research is aimed at understanding the relevance of a certain phenomenon 

which describes the distribution of the phenomenon in a population.  

As every method has its advantages and disadvantages, also the survey method has them. One 

disadvantage of the cognitive analysis of survey responding it that flaws in the cognitive 

operations involved in producing an answer are responsible for errors in the responses 

(Groves et al. 2004, p. 209). Furthermore when using closed-ended questions, they do not 

allow developing a sense of rapport with your subject and also the question format does not 

allow spontaneity and expressiveness in responses. Another disadvantage of closed-ended 

questions is that they make it easy for the respondent to lie (Smith, 2010, p. 64). Open-ended 

responses can be more difficult to analyze empirically than closed-ended questions and 

furthermore the respondent may choose the ‘politically correct answer’ (Smith, 2010, p. 65). 

But as an advantage of survey method it can be stated, that a survey gives a good overview of 

the population. Furthermore other methods may involve longer-term study. 

 

2.5 Interviews 

The last method which should be described in this sub chapter are interviews. Interviews are 

another method to collect original empirical data or primary data. One definition of research 

interviewing is the one from Kvale and Brinkmann (2009, p. 3). He defines it as an interview 

with the purpose of obtaining descriptions of the life world of the interviewee in order to 

interpret the meaning of the described phenomena. Furthermore a qualitative research 

interview attempts to understand the world from the subjects’ point of view, to unfold the 

meaning of their experiences and to uncover their lived world prior to scientific explanations 

(Kavale, 2009; Brinkmann, 2009, p. 1). 
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There are several ways of how an interview can be hold. The meeting form of interviews 

varies between face-to-face, telephonic or electronic (Alvesson, 2011, p. 10-11). Besides the 

place it is also important to decide if a single interview or a group interview is the best for the 

research. Alvesson explains that with the overall area of group interviews there are different 

versions – from brainstorming groups with little or no structure, to highly structured settings 

with more focus on consumer groups in marketing and Delphi groups where experts are 

recorded for their skills in forecasting, exploration and presenting (2011, p. 10). 

The structure of an interview is also a very important point when interviewing people. 

Interviews can be divided up in terms of structured, semi structured and unstructured parts. 

Alvesson (2011, p. 9) states that structure is mainly a matter of degree. He further explains 

that at one end we have the highly structured interview, where the entire process should run 

according to a clear plan and the delivery of interview statements should follow this neatly. 

On the other side we find almost entirely un-structured talks, where a broad theme is targeted 

and the researcher is open to the talks and unexpected turns. Furthermore the interviewee is 

free to partly define and develop the relevant sub-themes or issues. Therefore interviews are a 

more intimate form of human interaction. 

Interview as form of research is most useful when it gives us insights into how individuals or 

groups think about their world and how they construct the ‘reality’ of that world (Clark et al. 

1999, p. 132). Therefore it is important to choose the right interview partner. When choosing 

an interview partner there are two major principles which should be in mind of the researcher. 

Alvesson (2011, p. 49-50) states that it is important to have breadth and variation among 

interviewees so that they allow the covering of the social category one aims to address. 

Furthermore a holistic coverage and avoidance of bias in the selection of voices of the group 

being studies is vital. This is important to achieve a high quality in the interview responses.  

When using interviewing as a research design it is important to minimize the potential 

problems of subjective data collection, and particularly to minimize the risk of falling victim 

to the narrative fallacy or confirmation error, special attentions needs to be given to how the 

interviews are conducted and the data coded and interpreted (Smith, 2010, p. 110).  

One advantage of using interviewing as a research method is that it adds a human dimension 

into impersonal data and it investigates the issue in an depth way. Furthermore interviewing 

allows more detailed questions which will be needed for answering the research questions of 

the presented thesis. Besides, interviewing allows more detailed questions to be asked and the 

interviewees are not influenced by others in the group.  

A disadvantage of the interview method can be that it is very time-consuming in terms of 

setting everything up, the interview itself, the transcribing, analyzing, feedback and the 

reporting. Furthermore the interview method can also be expensive compared to other 

methods. 

The author decided to use in-depth interviews as method for the thesis at hand. It is clear that 

the author could also have chosen the survey method but in the authors opinion the research 

questions are in need of in-depth and open-ended questions which can only be fully answered 

within an in-depth interview. Besides a survey assumes that the person who will be 

interviewed has knowledge about the topic corporate social responsibility and as one of the 

aims of this thesis is to describe the concept only experts can have answers to this. 

Furthermore the author wants to find answers about motivations of human being and this can 

be done best by in-depth interviewing. Besides, the aim of this thesis at hand is to see how 

managers adopt CSR and therefore an in-depth interview with tourism managers will bring 

answers do this. 
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In the next section the author will discuss reliability and validity to make clear how a research 

can be legitimated. 

 

2.6 Reliability and Validity 

Clark et al. (1999, p. 21) states that the goodness of measures is mainly evaluated in terms of 

validity and reliability. Kirk and Miller (1986) define reliability as the degree to which the 

finding is independent of accidental circumstances of the research. They go on by stating that 

the reliability of research results entails whether or not (or under what conditions) the 

ethnographer would expect to obtain the same finding if her or she tried again in the same 

way (Silverman, 1997, p. 203). Smith (2010, p. 54) states that a researcher can never confirm 

with 100% reliability that his conclusions are correct. Furthermore Kirk and Miller (1986) 

stated that the researcher is calling what is measured by the right name (Silvermann, 1997, p. 

207). Besides that a measure has constructed validity if the set of items constituting a measure 

faithfully represents the set of aspects of the theoretical constructed and does not contain 

items which represent aspects not included in the theoretical construct (Forza, 2002). The 

following section examines sample and population of this thesis at hand. 

 

2.7 Sample and population 

Population is defined by Forza (2002): ‘Population refers to the entire group of people, firms, 

plants or things that the researcher wishes to investigate’. He goes on by describing an 

element as a single member of the population from which the sample is to be drawn. Forza 

(2002) also defines sample as a subset of the population which comprises some members 

selected from the population. The whole process of selecting a sufficient number of elements 

from the population is therefore called sampling. 

In the presented thesis the samples will be experts from the tourism industry who deal with 

the topic of corporate social responsibility either in the company they are working in or as a 

researcher. The interview partner will be presented in the empirical part and furthermore the 

author will present reasons why especially these experts have been interviewed. 

The last section of this methodology section will discuss the criticism of the sources. 

 

2.8 Criticism of the sources 

For the study of CSR within organizations, interviews were used as empirical material which 

will serve to analyze the topic. The author´s interest lay in how managers see and explain 

CSR as part of their daily activities. Furthermore the purpose of the interviews was getting an 

idea of how experts see or adopt the topic.  

The interview partners were found trough lectures at the Södertörn Högskola or through 

earlier work experience. But at this point the author has to state that to find interview partner 

was the most challenging aspect of the thesis at hand. In total 15 different experts were asked 

to participate but only four ended up participating. Nevertheless four should be sufficient. 

Because of the various work- or living-situations all interview partners could not be reached 

via telephone or in person. The author is aware of this weakness. Furthermore one of the 
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interviews was hold in German and was translated into English later on. This aspect could be 

seen as a weakness regarding reliability and validity, too. But as the author carefully 

translated the interview, mistranslating cannot be excluded but it is implausible. A 

questionnaire, with mostly open questions, was send to the participants a few days before the 

interview so that they have had the possibility to prepare themselves. This can also be seen as 

a weakness as the answers of the experts were not spontaneous but the author believes that 

through the difficulty of the topic it was appropriate. The questionnaire can be found in the 

appendix of the thesis at hand. All in all it can be stated that the interviewing process went 

smoothly.  

The in-depth expert interview as research method for the compilation of this paper was the 

right method to reach the aim of this thesis at hand. Because only experts have the in-depth 

knowledge and work experience this is needed for a topic like CSR and as this dissertation is 

about managers who work with CSR the author was able to interview the right target group. 

Furthermore it is an opaque research field with way too many definitions and approaches.  

The literatures for this thesis were chosen carefully and from a great treasury of information. 

Immensely important for this thesis was the work from Caroll. It can be found in the work 

from Crane (‘The Oxford handbook of corporate social responsibility’, 2008) which was also 

important for the thesis. The scientific articles which have been chosen were proved of the 

reliable source and have been chosen carefully. 
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1. Theoretical Framework  

The idea with this chapter is to provide a theoretical framework for the empirical study which 

the author will present later in this Master thesis. Furthermore this chapter is sub-divided into 

several sub headings which will offer important information regarding the research questions 

of this thesis at hand. First of all the definition of tourism will be determined. Moreover the 

concept of sustainable tourism as well as the moralization of tourism will be discussed. 

Besides, several information of corporate social responsibility will be explained and 

discussed. Then theory of consumer behavior with the purchase decisions follows.  

In this chapter, I shall take the discussion about sustainability and corporate social 

responsibility forward into the specific realm of consumer behavior. In more detail the author 

will focus in particular on how organizations might orient themselves in order to appeal to the 

ethical demands of consumers and as a consequence turning their demands into a viable and 

sustainable business proposition. 

 

3.1 Definition of tourism 

The first terminology which has to be defined in this thesis should be tourism. This needs to 

be done to make sure that the reader has the same definition and knowledge about the term as 

the author has.  

One definition of tourism can be found from Aronsson (2000, p. 7-8): 

“Tourism comprises people´s journeys to places other than those where they live and 

work and the activities carried out during the journey and at the destination. Tourist 

journeys can be both for leisure and work, e.g. participating in conferences.” 

Another definition can be found by the UNWTO (United Nations World Tourism 

Organization) and the author decided to follow this definition: 

„It (Tourism) comprises the activities of persons traveling to and staying in places 

outside their usual environment for not more than one consecutive year for leisure, 

business and other purposes not related to the exercise of an activity remunerated from 

within the place visited” 

(UNWTO, 2014a, http://torc.linkbc.ca/torc/downs1/WTOdefinitiontourism.pdf, 

downloaded on 2014-02-05). 

There are three criteria which must be used simultaneously in order to characterize a trip as 

belonging to tourism: 

- It involves a displacement outside the usual environment. 

- Type of purpose: the travel must occur for any purpose different from being remunerated 

from within the place visited: the previous limits, where tourism was restricted to 

recreation and visiting family and friends are now expanded to include a vast array of 

purposes. 

- Duration: only a maximal duration is mentioned, not a minimal. Tourism displacement 

can be with or without an overnight stay. We shall discuss the particularity of in transit 

visits; form a conceptual and statistical point of view. (UNWTO, 2014a, 

http://torc.linkbc.ca/torc/downs1/WTOdefinitiontourism.pdf, downloaded on 2014-02-05) 

As there are many different definitions of tourism, it should be clear at this stage of the thesis 

that a further discussion of the tourism terminology would go beyond the scope. In the next 
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section, the concept of sustainable tourism will be discussed because it will give the reader 

background information about sustainability. This is important regarding the understanding of  

CSR and sustainable tourism. 

 

3.2 The concept of sustainable tourism 

Sustainable tourism and corporate social responsibility in tourism is often stated at the same 

time. This sub chapter defines sustainable tourism and describes the boundary of sustainable 

tourism and sustainable development. Furthermore it will explain sustainable development in 

tourism and its relevance for the tourism industry. 

There are two different views which constitute the starting point of the sustainability debate in 

tourism. First, there is the attempt to preserve the cultural heritage and to conserve the natural 

resource base of tourism destinations. Second, there is the opposite paradigm of exploitation 

of such resources through tourism for the economic benefit of the tourism industry, local 

communities and local stakeholders (Tepelus, 2008, p. 46). To underline the up-to-datedness, 

recent studies have demonstrated that an increasing number of travelers are interested in 

seeing and doing more and are willing to stay longer and spend more money in areas that 

sustain the culture and environment (Edgell, 2006, p. 32).  

Butcher (2003, p. 27) mentions that sustainability has always lacked conceptual clarity and 

has also been interpreted in different ways. Furthermore it can even be seen as inherently 

contradictory. This contradictory nature comes out of its attempt to reconcile development 

and environment, which for some expresses the problem itself, rather than a solution to a 

problem. Furthermore in her book Tepelus (2008, p. 45) states that, as there is still no absolute 

understanding of tourism as an industry, ‘sustainable tourism’ is an even unclear term. She 

also numerates different terminological variations which are used in the literature, these are 

‘green’, ‘alternative’, ‘responsible’, ‘eco-‘, ‘soft’. The terminologies are used to describe 

different components of sustainable tourism. Besides that the concept of sustainability or 

sustainable development is another bracket under which CSR is discussed in business, politics 

and academia (Crane, 2008, p. 56).   

The UNWTO (2014b, http://sdt.unwto.org/content/about-us-5, downloaded on 2014-02-05) 

defined sustainable tourism as:  

“Tourism that takes full account of its current and future economic, social and 

environmental impacts, addressing the needs of visitors, the industry, the environment 

and host communities.” 

For Crane (2008, p. 56) the concept of sustainability comes from forestry and environmental 

management and in a business context aims at mapping out how an organization can 

successfully survive without compromising the ecological, social and economic survival of its 

current and future environment. Furthermore Crane (2008, p. 312) argues that whereas 

yesterday´s businesses were often oblivious to their negative impact on the environment and 

today´s responsible business strive for zero impact on the environment and today´s 

responsible businesses strive for zero impact, tomorrow´s businesses must learn to make a 

positive impact. Furthermore the UNWTO states that ‘responsible and sustainable tourism 

allows destinations and companies to minimize the negative impacts of tourism on the 

environment and on cultural heritage while maximizing its economic and social benefits’ 

(UNWTO, 2010, http://www.unwto.org/tourism&mdgsezine/, downloaded on 2014-02-10). 

Within the term sustainable tourism the term of sustainable development can be found in the 

common literature. One definition of sustainable development can be found in Butchers book. 

http://www.unwto.org/tourism&mdgsezine/
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Sustainable development involves the ‘management of air, water, oil, minerals and living 

species including man, so as to achieve the highest sustainable quality of life’ (Butcher, 2003, 

p. 27). But the most common definition of sustainable development is the one published in the 

UN report ‘Our Common Future’ in 1987. There it says that ‘development that meets the 

needs of the present without compromising the ability of future generations to meet their own 

needs` (Butcher, 2003, p. 26). Furthermore it should be connect; there is no absolute 

sustainable development, because sustainability can be seen as a process towards something 

which, from some angles, is more sustainable than what has been before (Aronsson, 2000, p. 

15). Besides Svedin (1992, p. 296) argues that the sustainable concept is a contextual one, i.e. 

there is a need for specification until it become practicable and the answer of such 

specifications could be: sustainable – at which level and which time perspective; sustainable – 

for whom; sustainable – with regard to which system and with regard to which function 

(Aronsson, 2000, p. 16). 

The Federation of Nature and National Parks in Europe created a definition of sustainable 

development which will also be used in the thesis. This definition of sustainable tourism 

suggests that the nature-growth contradiction at the heart of sustainable development has been 

resolved here in terms of nature. The definition by the Federation of Nature and National 

Parks in Europe ‘maintains the environment, social, and economic integrity and well-being of 

natural, built and cultural resources in perpetuity’ (Butcher, 2003, p. 27). 

The World Tourism Organization developed in 1993 a conceptual approach to sustainable 

tourism development which includes four major principles: 

1. Ecological sustainability: Development is compatible with the maintenance of essential 

ecological processes, biological diversity, and biological resources. 

2. Cultural sustainability: Development increases people´s control over their lives, is 

compatible with the culture and values of those affected, and maintains and strengthens 

community identity.  

3. Economic sustainability: Development is economically efficient and resources are 

managed so they can support future generations. 

4. Local sustainability: Development is designed to benefit local communities and sustain 

profits for local businesses (Edgell, 2006, p. 21). 

Furthermore the UNWTO states that sustainable development guidelines and management 

practices are applicable to all forms of tourism in all types of destinations. Sustainable 

principles also refer to the environmental, economic, and socio-cultural aspects of tourism 

development, and a suitable balance must be established between these three dimensions to 

guarantee a long-term sustainability. They also mention that sustainable tourism should 

maintain a high level of tourist satisfaction to ensure a meaningful experience for the tourists 

and raise their awareness about sustainability issues and to promote sustainable tourism 

practices amongst them (UNWTO, 2014b, http://sdt.unwto.org/content/about-us-5, 

downloaded on 2014-02-05).  

Edgell (2006, p. 6) discusses the goal of sustainable tourism management within the public or 

private arena. He argues that the goal is to choose one or more approaches that foster 

practical, acceptable, and profitable tourism enterprises while preventing damage to the built 

and natural environment. Furthermore sustainable tourism should achieve growth in a manner 

that does not deplete the natural and built environment and preserves the culture, history, 

heritage, and arts of the local community (Edgell, 2006, p. 15).  

In their article ‘Alternative Paths to Sustainable Tourism’, also published in 1993, Griffin and 

Boel also outlining key elements for tourism sustainability:  

- Preserving the current resource base for future generations 
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- Maintaining the productivity of the resource base 

- Maintaining biodiversity and avoiding irreversible environmental changes 

- Ensuring equity within and between generations 

- Maintaining and protecting the heritage (culture and history) of the area, region, or nation 

(Edgell, 2006, p. 18). 

The graphic below shows the tools of sustainability. The box lists techniques how tourism and 

sustainability can be reached. Furthermore the graphic shows tools and techniques, fewer than 

eight major groupings, which are available for use in assessing or measuring various aspects 

of sustainability.  

1. Area protection: 

(Varying categories of protected area status) 

- national parks 

- wildlife refuges 

- biosphere reserves 

- country parks 

- biological reserves 

- areas of outstanding natural beauty 

- sites of special scientific interest 

5. Carrying capacity calculations 

- physical carrying capacity 

- ecological carrying capacity 

- social carrying capacity 

- environmental carrying capacity 

- real carrying capacity 

- effective or permissible carrying capacity 

- limits of acceptable change 

2. Industry regulation 

- Government legislation 

- professional association regulations 

- international regulation and control 

- voluntary self-regulation 

- corporate social responsibility 

6. Consultation and participation techniques 

- meetings 

- public attitude surveys 

- stated preference survey 

- contingent valuation method 

- the Delphi technique 

3. Visitor management techniques 

- zoning 

- honeypots 

- visitor dispersion 

- channeled visitor flows 

- restricted entry 

- vehicle restriction 

- differential pricing structures 

7. Codes of conduct 

- for the tourist 

- for the industry 

- for the hosts 

- for the host governments 

- for the host communities 

- best practice examples 

4. Environmental impact assessment (EIA) 

- overlays 

- matrices 

- mathematical models 

- cost-benefit analysis  

- the materials balance model 

- the planning balance sheet 

- rapid rural appraisal 

- geographic information system 

- environmental auditing 

- ecolabelling and certification 

8. Sustainability indicators 

- resource use 

- waste 

- pollution 

- local production 

- access to basic human needs 

- access to facilities 

- freedom from violence and oppression 

- access to the decision-making process 

- diversity of natural and cultural life 

- holiday foot printing 

Table No. 3, title: The tools of sustainability; source: own representation based on Mowforth; 

Munt (2003, p. 107). 
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The author of the thesis has now presented sustainable tourism and will at this point of the 

thesis give further information why sustainability and CSR is getting more and more 

important within the tourism industry. 

 

3.3 Moralization of Tourism 

As stated already, tourism has become big business and it is this emphasis on tourism as a 

cultural and environmental problem that informs the moralization of tourism (Butcher, 2003, 

p. 7). Furthermore the environment protection movements are getting stronger and among 

traveling motivations, the amount of reasons concerning the environment raises, too as 

Ráduly and Dumbravá stating (2011). People return to nature and its protection get a special 

significance in tourism: the value of the attractiveness of an originally nature environment not 

yet ruined by the mass tourism is growing at an unbelievable rate (Ráduly; Dumbravà, 2011).  

In his book, Butcher (2003, p. 7) lists two mutual reinforced notions. First, the mass tourism 

which is deemed to have brought damage to the environment and to the cultures which in 

consequence hence new types of tourism which deemed benign to the environment and 

benevolent towards other cultures. Second, this ethical tourism is better for tourists, too 

because it is more enlightening, encouraging respect for other ways of life and a critical 

reflection on the tourist´s own developed society. 

Later on, Butcher (2003, p. 26) goes on by describing that certain types of tourism have 

become strongly associated with being sustainable, and other unsustainable. Typically, 

ecotourism, nature tourism, green tourism, alternative tourism etc., whilst critically regarded, 

are placed under the rubric ‘sustainable’, whilst the package holiday that dominate the market 

are rarely associated with sustainability. The consumer choice over what kind of holiday one 

prefers are transformed into moral choices nowadays and seen as having significant 

consequences for one´s host, and also for oneself. Furthermore whilst it is the case that 

distinct ‘new tourism’ markets remain relatively small, the moralization of tourism is 

pervasive, fluid agenda, coloring the way we see contemporary leisure travel (Butcher, 2003, 

p. 30).  

Tourism is becoming increasingly moralized. Therefore new moral tourism can be seen as a 

form of ethical consumption. Butcher (2003, p. 103) argues that: “the notion that people try to 

make a difference to the world in which they live through what they buy and where they buy 

has become commonplace part of contemporary political culture”. Nowadays consumers can 

force a more ethical agenda on the company through their exercising choice in favor of 

products that believed are more sustainable (Butcher, 2003, p. 103). How we see ourselves in 

relation to others and in relation to society more broadly, seems to increasingly take 

consumption as its primary point of reference and therefore affects the consumer choice 

(Butcher, 2003, p. 105).  

Many organizations are urgently in need of an overview and structure of how to handle this 

new moralization of the industry. Only a company that is aware of its societal impacts, has 

true and deep concerns for these impacts, and consciously acts according to these concerns 

both at a strategic and operational level can meet the pulse of the time. Tepelus (2008, p. 93) 

argues that the forces promoting change for tourism systems appear to be an increased general 

public awareness to corporate social responsibility, supply chain pressures (the case of 

international tour operating products both in mass tourism and in ecotourism), and pressure 

from interested stakeholders (lobbying of national governmental organizations and civil 

society such as environmental and human rights national governmental organizations). On the  
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other hand, Tepelus argues, that the inhibiting forces for CSR adoption in tourism included: 

additional costs, insufficient recognition for the importance of the sector, a lack of strong 

public demand for CSR in tourism, and insufficiently transparent or outdated structures. As a 

consequence or also as the main observation, Tepelus states, that since CSR is more strongly 

adopted in other sectors; it will eventually get buy-in form the tourism sector as well. 

With this background information about tourism, sustainable tourism and the moralization of 

tourism the reader has now the information he or she needs to get a deeper understanding of 

CSR. The author will at this point of the dissertation present in the following sub headings the 

concept of corporate social responsibility.  

 

3.4 The concept of corporate social responsibility 

Corporate social responsibility is a topic which has been strongly driven by practitioners in 

business whose preoccupation is of course more about pragmatic use of language than the 

search for unambiguous, academically rigorous definitions and theoretical concepts (Crane, 

2008, p. 55). But a body of knowledge especially linking corporate social responsibility and 

tourism is increasingly developing in the last couple of years (Tepelus, 2008, p. 75). CSR is 

not just mainly a concept about what is right or wrong, or about morality of different business 

practices. Moreover there is a part of the corporate social responsibility concept which is more 

of how to manage, measure and implement the concept (Crane, 2008, p. 56).  

In the last few years, there has been a growing number of commentators extolling firms to 

listen and respond to the ethical demands of consumers, to ‘sell CSR’ (Cobb, 2002), to build 

‘ethical brands’ (Mitchell, 1997), and to capitalize on the growing ethical market (Crane, 

2008, p. 213). Besides that companies today claim to assume responsibility with regards to 

environmental, economic, and social issues, usually considered outside of their traditional 

focus of profit maximization (Dobers, 2010, p. 96).  

This thesis approaches the issue of linking corporate social responsibility to the concept of 

sustainable tourism and in general what corporate social responsibility presents. Therefore, 

the author attempts to give an overview of CSR perspectives as described in academic 

literature. Furthermore, the authors aim in this chapter is to give an overview of CSR and to 

present the connection between CSR and the consumer. To achieve these aims the author will 

start by defining corporate social responsibility. This is important for the reader to understand 

the further models and theory about CSR. 

 

3.4.1 Definition of corporate social responsibility 

In order to discuss corporate social responsibility it is termed important to start first by 

defining it. But there are many definitions and different meanings about the CSR terminology. 

Therefore this sub head will give an overview of different definitions and core characteristics. 

For a subject who has been studied for quite a long time it is unusual to notice that researchers 

still do not share a common definition or a set of core principles. Moreover they still argue 

about it means to be socially responsible, or whether firms should have social responsibilities 

in the first place (Crane, 2008, p. 4). However, the following list presents a few different 

definitions of the concept of corporate social responsibility: 
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- One of the first definitions of CSR was provided by H.R. Bown (1953) as the “obligation 

of businessmen to pursue those politics, to make those decisions, or follow those lines of 

action which are desirable in terms of the objectives and values of our society” (Tepelus, 

2008, p. 65). 

- Thomas M. Jones defined CSR in 1980 as ‘notion that corporations have an obligation to 

constituent groups in society in other than stockholders and beyond that prescribed by 

law and union contract’ (Crane, 2008, p. 34).  

- Edwin M. Epstein (1978) expressed CSR as the following:  

“Corporate social responsibility relates primarily to achieving outcomes from 

organizations decisions concerning specific issues or problems which (by some 

normative standard) have beneficial rather than adverse effects upon pertinent 

corporate stakeholders. The normative correctness of the products of corporate action 

have been the main focus of corporate social responsibility” (Crane, 2008, p. 36). 

- McWilliams and Siegel defined CSR in 2001 as corporate ‘actions that appear to further 

some social good, beyond the interest of the firm and that is which is required by law’ 

(Zyglidopoulos, 2011). 

- The approach taken by Husted and Allen (2006), which is based on Sethi (1978), defines 

corporate social responsibility as ‘the firm´s obligation to respond to the externalities 

created by market action.’ (Crane, 2008, p. 140). 

- Cerne (2008, p. 61) identifies CSR as ‘practiced inside organizations, and communicated 

from as well as to various corporate stakeholder, where different versions of CSR should 

be transferred to the inside and to the outside as a response to stakeholders’. 

- The definition of the European Commission reads as follows:  

“A concept whereby companies integrate social and environmental concerns in their 

business operations and in their interaction with their stakeholders on a voluntary 

basis” (Crane, 2008, p. 6). 

- Definition of the UNWTO (2010, http://www.unwto.org/tourism&mdgsezine/, 

downloaded on 2014-02-10):  

“Corporate Social Responsibility (CSR) refers to a form of self-regulation whereby 

organizations take responsibility for their impact on society and the environment. It is a 

commitment to behave ethically and contribute to economic development while 

improving the quality of life of employees, the local community and the environment”. 

- Carroll (1979) offered the following definition: “The social responsibility of business 

encompasses the economic, legal, ethical, and discretionary expectations that society has 

of organizations at a given point in time” (Crane, 2008, p. 33). 

According to the literature, corporate social responsibility, as such, is too complicated to 

define and it is up to different organizations to interpret and handle them according to how 

they understand the communication of different stakeholder groups (Cerne, 2008, p. 61). 

Furthermore CSR in the management literature is explained as something defined by 

stakeholders, and which should be responded to (Cerne, 2008, p. 53). It arises when a 

business firm, through the decisions and policies of its executive leaders, consciously and 

deliberately acts to enhance the social well-being of those whose lives are affected by the 

firm´s economic operations and as a consequence CSR blends and harmonize economic 

operations with human community´s social systems and institutions, creating an organic 

linkage of Business and Society (Crane, 2008, p. 523). 

As stated already, it is quite impossible to provide a definitive answer to the questions of what 

CSR ‘really’ is and therefore the author’s intention is to give some core characteristics of the 

CSR concept. These core characteristics will represent the qualities of CSR and will give hints 

for the debate around the definition of CSR. 

Crane (2008, p. 7) listed some core characteristics of CSR:  

http://www.unwto.org/tourism&mdgsezine/
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- Voluntary: Definitions of CSR will usually see it as being about voluntary activities that 

go beyond those given by the law. 

- Internalizing or managing externalities:  

“Externalities are the positive and negative side effects of economic behavior that are 

borne by others, but are not taken into account in a firm´s decision-making process, 

and are not included in the market price for goods and services”.  

- Multiple stakeholder orientation: CSR includes, considering a range of interests and 

impacts, among a variety of different stakeholders other than just shareholders 

- Alignment of social and economic responsibilities: This balancing of different 

stakeholder interests leads to a fourth aspect. CSR may be about going beyond narrow 

focus on shareholders and profitability; many also believe that it should not, however, 

conflict with profitability. 

- Practices and values: CSR is clearly about a particular set of business practices and 

strategies that deal with social issues, but for many people it is about something more than 

that: a philosophy or set of values that underpins these practices. 

- Beyond philanthropy: CSR is about more than just philanthropy and community 

projects, but about how the entire operations of the firm impact upon society. 

There is another summarization of different corporate social responsibility actions which 

comes from ‘The Corporate Social Ratings Monitor’, a database that describes and rates over 

600 companies in terms of their CSR records. This database reduces the many, diverse CSR 

actions undertaken by these companies into six broad domains (Bhattacharya; Sen, 2001): 

- Community Support: support of arts and health programs, educational and housing 

initiatives for the economically disadvantaged, and generous/innovative giving 

- Diversity: gender, race, family, sexual orientation, and disability 

- Employee Support: concern for safety, job security, profit-sharing, union relations, and 

employee involvement 

- Environment: environment friendly products, hazardous waste management, use of ozone-

depleting chemicals, animal testing, pollution control, and recycling 

- Non-U.S. Operations: overseas labor practices (including sweatshops) and operations in 

countries with human rights violations 

- Product: product safety, R&D/innovation, marketing/contracting controversies, and 

antitrust disputes. 

At this point it is clear that there is a wide range of different author´s opinions and 

assumptions about how CSR can be defined and what the core characteristics are. In this 

thesis the author will not simply follow one of the given definitions, the author suggest that 

for the purpose of this thesis, CSR is best understood not as a concept, a construct, or a theory 

but as a field of scholarship (Crane, 2008, p. 6). Furthermore it will be one aim of the given 

thesis, to provide with the help of the empirical material, to create and form a definition of 

CSR.  

In the next section the author decided to provide some knowledge about the history of 

corporate social responsibility. In the authors opinion this can be helpful to deepen the 

understanding how CSR could arise and where the basis of the concept comes from. 

 

3.4.2 History and development of corporate social responsibility  

In order to understand the full dimension of corporate social responsibility the author decided 

to give an overview of the history of the concept. As the business world spreads nowadays the 
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information that the CSR concept is quite new, this sub chapter shows that the idea of CSR is 

not new as the next few sections will show.  

One of the earliest forms of CSR the ‘community chest movement’ came up during the period 

of 1918-29 and also helped to shape business views of philanthropy. Furthermore as business 

executives came into contact with social workers, new views of corporate social responsibility 

began to emerge (Crane, 2008, p. 22). The period, the author described so far, is named by 

Robert Hay and Ed Gray (1974) as the ‘profit maximizing management’ phase in the 

development of social responsibility (Crane, 2008, p. 23). 

The second phase, the ‘trusteeship management’ phase, also named by Hay and Gray (1974), 

started during the 1920s and 1930s. This trusteeship management means that corporate 

managers taking on responsibility for both maximizing stockholder wealth and creating and 

maintaining an equitable balance among other competing claims, such as claims from 

customers, employees, and the community (Crane, 2008, p. 23). 

 The formal birth of CSR is the 1950s. At this time corporate social responsibility was often 

referred to more as social responsibility (SR) than corporate social responsibility (Crane, 

2008, p. 25). Social responsibility was defined by Bowen as the obligation of businessmen to 

pursue those policies, to make those decisions, or to follow those lines of action which are 

desirable in terms of the objectives and values of our society (Crane, 2008, p. 25). All in all 

the decade of the 1950s can be described as one of more ‘talk’ than ‘action’ and it was a 

period of changing attitudes, with business executive learning to get comfortable with 

corporate social responsibility talk (Crane, 2008, p. 26). 

In the 1960s a momentous growth in attempts to formalize or more precisely state what CSR 

meant took place (Crane, 2008, p. 27). New definitions of social responsibility, as the one 

from Clarence C. Walton (1967), were formulate: “The new concept of social responsibility 

recognizes the intimacy of the relationships between the corporation and society and realizes 

that such relationships must be kept in mind by top managers as the corporation and the 

related groups pursue their respective goals” (Crane, 2008, p. 27). By the end of the 1960s, 

Heald (1970) argues that business practices which might be categorized as social 

responsibility embraced such topics as philanthropy, employee improvements (i.e. working 

conditions, industrial relations, personnel policies), customer relations, and stockholder 

relations (Crane, 2008, p. 28). But it should be clear that during the 1960s McGuire (1963) 

states that there was still more talk than action on the CSR front (Crane, 2008, p. 28). 

The 1970s were important years for the development of corporate social responsibility. The 

Committee for Economic Development (CED) published the publication ‘Social 

Responsibilities of Business Corporations’ a three concentric circles notion of social 

responsibility:  

- The inner circle includes the clear-cut basic responsibilities for the efficient execution of 

the economic function – products, jobs and economic growth.  

- The intermediate circle encompasses responsibility to exercise this economic function 

with a sensitive awareness of changing social values and priorities: for example, with 

respect to environmental conservation; hiring and relations with employees: and more 

rigorous expectations of customers for information, fair treatment, and protection form 

injury. 

- The outer circle outlines newly emerging and still amorphous responsibilities that business 

should assume to become more broadly involved in actively improving the social 

environment (Crane, 2008, p. 29). 

Furthermore, Carroll (1977) describes the 1970s as a decade were many writings suggesting 

the importance of managerial approach to CSR (Crane, 2008, p. 34). The managerial approach 
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to CSR is one in which business managers applied the traditional management functions to 

deal with CSR issues. The writings recommended that companies forecast, plan and organize 

for CSR, assess social performance, and institutionalize corporate social policy and strategy 

(Crane, 2008, p. 34). All in all during the 1970s there was also more talk, especially among 

academics, than action on the part of companies but companies created organizational 

mechanism for complying with federal laws dealing with the environment, product safety, 

employment discrimination, and worker safety (Crane, 2008, p. 34). 

The decade of the 1980s was described as the decade of ‘greed’ or of ‘me’ in relation to the 

self-absorption that was evident during this period (Crane, 2008, p. 37). Furthermore another 

research on the relationship between corporate social responsibility and firm profitability 

started (Crane, 2008, p. 36).  

During the 1990s it can be stated that very few unique contributions to the concept of CSR 

raised and more than anything else, the concept of CSR served as the base point, building 

block, or point-of-departure for other complementary concepts and themes (Crane, 2008, p. 

37). One of these complementary concepts is corporate citizenship. Furthermore Carroll 

(1994) stated that sustainability was an important complementary theme that attracted 

significant interest in the 1990s and each of the terms has its own extensive literature (Crane, 

2008, p. 37). The nonprofit organization called Business for Social Responsibility (BSR) 

defined CSR in the 1992 rather broadly to include topics such as business ethics, community 

investment, environment, governance and accountability, human rights, marketplace, and 

workplace (Crane, 2008, p. 39). The organization also stated that a variety of terms are used 

to talk about corporate social responsibility and these terms include business ethics, corporate 

citizenship, corporate accountability, and sustainability (Crane, 2008, p. 39). Furthermore, for 

BSR corporate social responsibility is viewed as a comprehensive set of policies, practices 

and programs that are integrated into business operations, supply chains, and decision making 

process through the company (Crane, 2008, p. 39).  

In the 1960s the debate on social responsibilities of corporations intensified and as a response 

to this the economist Milton Friedman claimed in 1970 that the social responsibility of 

business was to give shareholders increased profit, as long as they did this within legal 

framework and ethical norms in their business environment (Cerne, 2008, p. 48). He went on 

by saying that politicians were better equipped for social issues like philanthropy, and thereby 

also responsible for them (Cerne, 2008, p. 48). In the mid-1980s when technology, new laws 

and more liberal ideologies started the new trend of the companies which were more caring 

and social responsible became more popular (Dobers, 2010, p. 100). One reason behind this 

trend were the inabilities of governments to deal with the oil crisis in the 1970s which led to a 

more negative attitude in the general public towards governments, Roberts stated in 2005 

(Dobers, 2010, p. 100). Furthermore, Dobers (2010, p. 100) argues that with the globalization 

of power, which means a globalization of responsibilities, many debates about corporate 

responsibility started. Even though the academic debate on corporate responsibility gained 

momentum it quickly became a growing research area with several new academic annual 

conferences and journals (Dobers, 2010, p. 100). As the most common concept discussed 

during this time period is CSR, even if it is only in the last few years that this term has been 

questioned (Dobers, 2010, p. 100). The concept of CSR was introduced in the late 1990s and 

gained momentum as the key business theory of the twenty-first century. Furthermore, the 

International Standard Organization presented the first guidance document on corporate social 

responsibility (Sully, 2012, p. 1).  

Later on, in 2002, Kalisch (2002) reported that the UK non-governmental organization watch-

dog released one of the first reports discussing the role of corporate social responsibility in 

tourism (Tepelus, 2008, p. 76). Also released in 2002 was the report of the World Travel & 
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Tourism Council (WTTC, 2002). In this report, examples of corporate social leadership by 

top companies were presented and also the business case for CSR to consist of: favoring by 

governments and communities prioritizing sustainability; building brand value and the market 

share of socially conscious travelers; attracting socially conscious investors, enhancing ability 

for recruitment of highly skilled workforce; improved risk assessment and response capacity 

(Tepelus, 2008, p. 76-77). From 2004 to 2005, a group of German and Spanish non-

governmental organizations carried out an EU-funded project aiming to start a dialogue 

towards social standards in tourism (Tepelus, 2008, p. 76). 

Still, large financial institutions, like the World Bank, noticed in 2003, the absence of ethical 

bases and experience of socially responsible guidelines in tourism development projects 

(Tepelus, 2008, p. 77). Tourism was found, of all industrial sectors that the World Bank 

reviewed, to be the least developed sector in terms of codes of conduct and corporate social 

responsibility initiatives (Tepelus, 2008, p. 77). Even though there is still a lot of room to 

grow it has to be noticed, that about a decade ago, the subject of CSR was virtually unknown 

and now it is one of the most important topics for discussion for business people, politicians, 

trade unionists, consumers and researchers. 

At this point of the dissertation the reader has now information about how CSR can be 

defined and the history background of CSR. To get a better understanding of the concept 

models of CSR will be presented in the next section. These models will help to clarify the 

CSR tool. 

 

3.4.3 Models of CSR 

As the author presented in the previous sub-chapter there are varying definitions and 

interpretations of the content and meaning of corporate social responsibility. Different 

academics, researchers and practitioners hold different opinions about the concept. To shed 

more light into the darkness of the research area this sub-chapter will present, inter alia, the 

four-stage model developed by Carroll in 1979. 

Corporate Social Responsibility is a long-term accountability and has been treated from the 

perspective that CSR is a management concept (Tepelus, 2008, p. 65). Furthermore corporate 

social responsibility is a specific application of the notion of environmental and social 

auditing to business practice (Mowforth; Munt, 2003, p. 185-186). 

Probably the most notices conceptualization of CSR is the four-stage model developed by 

Carroll. Carroll, who first introduced the concept of corporate social responsibility, made a 

synthesis of the basic principle of social responsibility, the concrete issue for which social 

responsibility exists, and the specific philosophy of response to social issues (Crane, 2008, p. 

51). He (Carroll, 1991) included them in a ‘Pyramid of Corporate Social Responsibility’ and 

applied for his ‘pyramid’ to understand that ‘economic responsibility’ is to do what is 

required by global capitalism, ‘legal responsibility’ is to do what is required by global 

stakeholders, ‘ethical responsibility’ is to do what is expected by stakeholders, and 

‘philanthropic responsibility is to do what is desired by global stakeholders (Crane, 2008, p. 

51). In the model (figure No. 1) CSR is seen as a multi-layered concept, which can be divided 

into four parts: economic, legal, ethical, and philanthropic responsibilities. Carroll (1991) 

describes the four responsibilities as layers in a pyramid, so that in consequence the real social 

responsibilities require the meeting of all four levels after each other (Dobers, 2010, p. 101). 

This pyramid can be interpreted in the same way as the hierarchy of needs pyramid model 
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from Maslow (Gürster, 2009, p. 3). The lowest stage (Economical Responsibilities) is the 

beginning and if an organization has fulfilled this stage it can reach the next stage and so on. 

Figure No. 1, title: The pyramid of corporate social responsibility by Carroll (1991); Source: 

Konrad Adenauer Stiftung (2014): http://www.kas.de/wf/de/71.10174/; downloaded on 2014-

04-14. 

Early references to CSR were outlined as the triple bottom line – social, environmental and 

financial – but this concept only operated at the periphery of the core business model and as a 

consequence companies and organizations continued to view their operations as removed 

from a broader impact on society and the environment (Sully, 2012). Nowadays, social 

responsibility does not mean forgetting about economic responsibilities in order to do good, 

but it is about acting responsibly within the context of basic legal and economic obligations 

(Crane, 2008, p. 58). 

Dobers (2010, p. 101) describes that the economic responsibilities of a corporation are 

required by society in the form that companies have owners (or shareholders) who require 

return on investments; also employees that are dependent on the company for salaries and the 

customers which depending on the economic value of the goods and services that the 

corporation produces. Furthermore he goes on by saying that the legal responsibilities are also 

required by society and demands that the company abides by the law and thirdly the 

corporation has ethical responsibilities which are also required by society and demands that 

the company abides by the law.  

Another model, which demonstrates more practical material, is the one from Kotler and Lee 

published in 2005. The two authors presented twenty-five best practices that may well assist 

companies with their CSR programs. The best practices are categorized into six major types 

of social initiatives (Crane, 2008, p. 40-41): 

- Cause promotion (increasing awareness and concern for social causes)  

- Cause-related marketing (contributing to causes based on sales)  

- Corporate social marketing (behavior change initiatives)  

- Corporate philanthropy (contributing directly to causes) 
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- Community volunteering (employees donating time and talents in the community) 

- Socially responsible business practices (discretionary practices and investment to 

support causes) 

The author of this thesis at hand has at this point presented the models of CSR. In the next 

section theories on CSR will be discussed. This is important to get to know in which theory 

CSR can be categorized.  

 

3.4.4 Theories on CSR 

This chapter will discuss the different theories of CSR. Garriga and Melé (2004) presented 

CSR theories under four categories:  

- instrumental 

- political 

- integrative and  

- ethical 

Instrumental corporate social responsibility theory focusses on the economic return to the firm 

while social investments are supported only to extend to provide returns to the firm. 

Furthermore this group of theory is only seen as a strategic tool to achieve economic 

objectives and wealth creation (Crane, 2008, p. 79). The Friedman (1970) view can be seen as 

a representative of this approach; he stated that ‘the only one responsibility of business 

towards society is the maximization of profits to the shareholders within the legal framework 

and the ethical custom of the country’ (Crane, 2008, p. 79). The political theories build up 

upon the acceptance of social contract by the company, making it use responsibly its power in 

society. An integrative CSR theory shows up when a firm integrates societal demands into its 

strategies. Finally, ethical theories apply when managers place social impact above all other 

corporate social responsibility considerations (Tepelus, 2008, p. 66). 

Another opinion of CSR theories comes from Windsor (Crane, 2008, p. 48). He understands 

that there are three key approaches to corporate social responsibility: 

1. Ethical responsibility theory means a strong corporate self-restraint and altruistic 

duties and expansive public policy to strengthen stakeholders´ rights. 

2. Economic responsibility theory, which supports market wealth creation subject only to 

minimalist public policy and perhaps customary business ethics. 

3. Corporate citizenship, which language invokes a political metaphor and provides 

neither a true intermediate positioning nor theoretical synthesis. 

Porter and Kramer (2006) proposed a classification of the social issues of a company facing 

into three categories: generic (important to society but irrelevant to the company´s long-term 

competitiveness), value chain social issues (significantly affected by the competitive context 

(factors in the external environment affecting competitiveness in places the company 

operates) (Tepelus, 2008, p. 70). 

Besides, there is the ‘shareholder theory’ and the ‘stakeholder theory’ about CSR. The 

Shareholder Value Theory (SVT) holds that only social responsibility of business is making 

profits and is increasing the economic value of the company for its shareholders (Crane, 2008, 

p. 55). If there are other social activities that companies could engage in, they would only be 

acceptable if they are prescribed by law or if they contribute to the maximization of 

shareholder value (Crane, 2008, p. 55). This theory points out the neoclassical economic 

theory and primarily is concerned with shareholder utility maximization (Crane, 2008, p. 55). 
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The SVT accepts as a matter of fact democracy, market economy, and liberties included in 

economic activity, such as freedom of association, freedom to start up a business, to hire 

labor, for choose products and to trade (Crane, 2008, p. 59). A main point of this theory is a 

full separation of the functions of the public and private spheres. Business is considered as a 

private and autonomous activity only restricted by the regulations of the government, without 

responsibility other than to make profits and create wealth (Crane, 2008, p. 59). The 

shareholder theory focuses on the profit for shareholders as this statement from Friedman 

(1970) makes it clear; ‘there is a one and only social responsibility of business: increase its 

profits’ (Crane, 2008, p. 59-60). He went on by arguing that the positive contribution of the 

company to ‘community’, referring to the community where the firm´s employees reside 

(Tepelus, 2008, p. 67). Tepelus (2008, p. 68) states that under the shareholder ideology it is 

the role of governments, not business, to decide questions of social, environmental and 

industrial policy. 

In contrast to the ‘Shareholder Theory’, the ‘Stakeholder Theory’ takes into account the 

individuals or groups with a ‘stake’ in or claim on the company (Crane, 2008, p. 62). 

Stakeholders are groups and individuals who benefit from or are harmed by corporate actions 

and from this perspective Jones (1980) argues, the notion of corporate social responsibility 

means that ‘corporations have an obligation to constituent groups in society other than 

stockholder and beyond that prescribed by law or union contact’ (Crane, 2008, p. 62). In other 

words there are several agents interested by the actions of the companies (Tepelus, 2008, p. 

68). These shareholders can be its customers, suppliers, owners, employees and local 

communities. 

The main goal of CSR, Freeman and Velamuri (2006) suggested, is to create value for 

stakeholders fulfilling the firm´s responsibilities to them, without separating business from 

ethics (Crane, 2008, p. 62). Clarkson (1995) therefore defined:  

“The firms is a system of stakeholders operating with larger system of the host society 

that provides the necessary legal and market infrastructure for the firm activities. The 

purpose of the firm is to create wealth or value for its stakeholders by converting their 

stakes into goods and services” (Crane, 2008, p. 63). 

In the next sub headings the author decided to present the business case of CSR. As a business 

case is important to present a detailed description and evaluation of a forecast of financial and 

strategic effects of an investment it is therefore important also to discuss the business case for 

the corporate social responsibility concept. 

 

3.4.5 The business case of CSR 

This section presents the findings from the review of the literature ‘The Oxford handbook of 

Corporate Social Responsibility’ (Crane, 2008) and describes the business case for CSR. As 

there is no other literature about the business case of CSR the author of this thesis cannot 

provide a second opinion about it. Furthermore there is a discussion going on between 

managers and academics if there is a generalizable business case for CSR.  

The meaning of the term ‘business case’ is a pitch for an investment in a project or initiative 

that promises to yield a suitably significant return to justify the expenditure (Crane, 2008, p. 

84). In relationship with corporate social responsibility the business case means that a 

company can ‘do well by doing good’ and furthermore the company can perform better 

financially by attending not only to its core business operations, but also to its responsibilities 

towards a better society (Crane, 2008, p. 84). The business case is often divided in three key 
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drivers: that consumers, employees, and investors care in ways that create economic 

incentives for companies to give attention to CSR (Crane, 2008, p. 281). In the Corporate 

Social Responsibility Annual Report from 2011 Starbucks explains these key drivers: 

Consumers are demanding more than ‘product’ from their favorite brands; employees are 

choosing work for companies with strong values and shareholders are more inclined to invest 

in business with outstanding corporate reputations (Crane, 2008, p. 281). In very simple 

terms, for a company to be socially responsible is not only the right thing to do; it can 

distinguish a company from its industry peers. 

Besides, the business case of CSR focuses on conceptualizing, specifying, and testing some 

relationship between corporate social performance and corporate financial performance 

(Crane, 2008, p. 84). Crane (2008, p. 84) argues that the results are decidedly mixed because a 

firm that dedicates resources to fulfilling what are perceived to be its social responsibilities 

with financially perform can be either better, worse, or the same as it might would be 

otherwise. One example for a positive relationship between corporate social performance and 

corporate financial performance was found from Orlitzky et al. in a meta-analysis (Crane, 

2008, p. 84). They found support for a generally positive relationship across industries and 

study contexts. Preston and O´Bannon (1997) proved that a positive financial performance 

either lagged or occurred synergistically with positive social performance (Crane, 2008, p. 

84).  

To sum up, an adaptive approach to build a business case for CSR focus on building firm 

competitive advantage through strategically orienting and directing resources toward the 

perceived demands of stakeholders (Crane, 2008, p. 89). 

As this Master thesis describes within other things the relationship between CSR and tourism 

it is clear that the author will present this in the following section. As we are living in a 

rapidly changing world, the reader should notice that also in CSR and tourism everything is 

changing very fast and the section can be out-of-date quite soon after this thesis has been 

written. 

 

3.4.6 Corporate social responsibility and the tourism industry 

As mentioned in the introduction, the tourism industry is one of the last industries which still 

lacks in the practical implementation of corporate social responsibility. Aronsson (2000, p. 

13) states that in recent years the eco-labelling of goods has become increasingly common in 

the developed world and even in the area of tourism and leisure (i.e. environmental criteria for 

hotels and travel). But he is questioning if a greater use of environmentally ‘better goods and 

services’ is sufficient in the tourism industry. Nevertheless eco-labelling and codes of conduct 

are the most common voluntary instruments regarding environmental and social performance 

of the organizations at the moment. 

Tepelus (2008, p. 78) argues that the direct shareholder pressure has caused the new avenue in 

pursuing acknowledgement by the tourism companies of their responsibility in relation to 

various social issues. But the evident gap between general environmental intentions and 

specific behavior within the tourism industry would suggest that tourism will be a difficult 

field to change behavior, Miller et al. (2010) argues. They are going on by describing that the 

‘Foot-in-the-door’ strategy describes the experience of small environmental actions that lead 

to bigger environmental actions, through creating awareness as a kind of snowball effect 

develops. Miller et al. (2010) are arguing that the snowballing effect of ever larger pro-

environmental actions does not appear to have reached tourism to any significant degree. 
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The largest corporate responsibility initiative in the world is called the Global Compact with 

over 8,000 signatories in 13 countries and more than 90 local networks (UNWTO, 2010, 

http://www.unwto.org/tourism&mdgsezine/ downloaded on 2014-02-10). This compact is a 

call to companies everywhere to voluntarily align their operations and strategies with ten 

universally accepted principles in the areas of human rights, labor, environment and anti-

corruption. But there are also good examples of companies of the tourism industry which 

implemented CSR actions in their companies. These companies are:  

- Hotel: Accor, Marriott, Scandic Hotels, Starwood Hotels & Resorts 

- Airlines: Air France, Air India, Lufthansa Group, Iberia 

- Tour Operators: Freeway Brasil, Thomas Cook Group, TUI AG, Transat. 

As sustainability is a growing concern for business and communities, the UNWTO as the 

leading international agency in tourism, initiated a study of corporate social responsibility. 

This study by the UNWTO (2010, http://www.unwto.org/tourism&mdgsezine/, downloaded 

on 2014-02-10) was performed with twenty companies and the main question of the study 

was: how are companies implementing corporate social responsibility in tourism? The internal 

management; activities to core operations of business, i.e. norms and standards, resource 

management, professional development, security and health, etc.; was found to be the most 

common area of engagement in corporate social responsibility.  

In this section the author described what is happening within CSR and the tourism industry. 

To extend the knowledge of the reader the following section shall cover the relationship 

between CSR and marketing to draw the reader´s attention to the fact what kind of role 

marketing plays within CSR. 

 

3.4.7 CSR and marketing  

Only a few years ago niche marketing has been the norm with marketer targeting a relatively 

small segment of ethical consumers (Crane, 2008, p. 288). Nowadays companies have to 

prove to most of its stakeholders that the company is doing the ‘right thing’. As a 

consequence this is the point at which CSR reporting and auditing enter the picture (Crane, 

2008, p. 353). Especially the sensitivity to the environment and society is rapidly becoming a 

major component of international tourism marketing strategies because too often we see 

incidents where visitors are insensitive to their surroundings, suggesting that tourists and the 

environment may not, in some respects, be entirely compatible (Edgell, 2006, p. 16). However 

sustainability and CR-related considerations do influence consumer behavior, but our 

understanding is limited of when, how and why (Crane, 2008, p.298). 

But not just the wrong behavior of tourists and the concern about the environment lead 

organizations to invest in corporate social responsibility. Wight (1994) states that there is no 

question that ‘green’ sells and that there has been a proliferation of advertisements in the 

travel field with references, such as eco-tour, eco-travel, eco-vacation, ecologically sensitive 

adventures, eco(ad)ventures, eco-cruise, eco-safari, eco-expedition and ecotourism, in the last 

few years (Mowforth, 2003, p. 182). Barone (2000) and Larson et al. (2008) arguing that in 

these days, CSR campaigns and cause-related marketing actions are sales-relevant since they 

benefit the sales organization through increased sales as well (Vlachos et al., 2010).  

The described marketing actions are called social marketing. This type of marketing is an own 

research field and therefore the author decided to give the reader a short overview of this 

field. Nowadays marketing professional in tourism are very aware of the need to understand 

how their consumers make their decisions to purchase a particular product but the research 
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conducted by tourism organizations about consumer behavior in only beginning to tackle this 

subject seriously (Swarbrooke; Horner, 2007, p. 79).  Companies have to achieve the full 

profit from each and every customer, Schiffman and Kanuk (2007, p. 9). They are going on 

by explaining that the company must make the customer the core of the company´s 

organizational culture, across all department and functions, and ensure that each and every 

employee views any exchange with a customer as part of a customer relationship, not as a 

transaction. Furthermore they are stating that the three drivers of successful relationships 

between marketers and customers are customer value, high levels of customer satisfaction, 

and building a structure that ensures customer retention. For Schiffman and Kanuk (2007, p. 

9-10) these three drivers can be explained as follows: 

 “Customer value is defined as the ratio between the customer´s perceived benefits 

(economic, functional and psychological) and the resources (monetary, time, effort, 

psychological) used to obtain those benefits. Customer satisfaction is the individual´s 

perception of the performance of the product or service in relation to his or her 

expectations. The overall objective of providing value to customers continuously and 

more effectively than the competition is to have and to retain highly satisfied customers; 

this strategy of customer retention makes it in the best interests of customers to stay 

with the company rather than switch to another firm.” 

Ethical marketing works also with the marketing mix. This means that when an organization 

has identified its target customers, it has to understand their behavior and try to reflect this in 

its marketing plan (Swarbrooke; Horner, 2007, p. 161). A marketing mix is a set of variables 

which the company can modify in the short term and the long term in order to satisfy their 

customer requirements (Swarbrooke; Horner, 2007, p 161). This mix consists of a company´s 

service and/or product offerings to consumers and the methods and tools it selects to 

accomplish the exchange (Schiffman; Kanuk., 2007, p. 7). The following tools, called the four 

P`s can be used for the marketing mix (Schiffman; Kanuk, 2007, p. 161): 

- Product (tangible aspects, service element, branding) 

- Price (discounting, value for money) 

- Place (the role of intermediaries, direct sell) 

- Promotion (advertising, brochures, sales promotion) 

The societal marketing concept is in need of a long-term perspective and it recognizes that all 

companies would be better off in a stronger, healthier society, and that companies that 

incorporate ethical behavior and social responsibility in all of their business, attract and 

maintain loyal consumer support over the long term (Schiffman; Kanuk, 2007, p. 14). As 

examples for social marketing, companies like Ben & Jerry´s and the Body Shop can be 

listed. Both of them use social conscience as successful marketing strategies. Ben & Jerry´s 

i.e. use sustainable packaging, work for social economic justice, and have connected with 

organizations like Greenpeace to educate consumers of environmental hazards (Dobers, 2010, 

p. 96). Companies invest heavily not only in ‘good’ actions but also in communicating those 

as Luo and Bhattacharya (2006) arguing (Vlachos et al., 2010). Phillip Morris can be listed as 

an example. They gave $75 million in charitable contributions in 1999 and then launched a 

$100 million campaign to publicize those as Porter and Kramer stated in 2004 (Vlachos et al., 

2010).  

This leads to the connection of corporate social responsibility and marketing ethics. The fact 

that all companies prosper when society prospers, many people believe that all of us, 

companies as well as individuals, would be better off it social responsibility were an integral 

component of every marketing decision as Schiffman and Kanuk (2007, p. 14) arguing. 

Furthermore they are saying that a reassessment of traditional marketing concepts suggests 

that a more appropriate conceptualization for the times in which we live would balance the 
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needs of society with the needs of the individual and the organization. The concept of social 

marketing requires that all marketers follow the principles of social responsibility in the 

marketing of their goods and services (Schiffman; Kanuk, 2007, p. 14). Furthermore that is, 

they should endeavor to satisfy the needs and wants to their target markets in ways that 

preserve and enhance the well-being of consumers and society as a whole (Schiffman; Kanuk, 

2007, p. 14). Within social marketing they believe that marketing ethics and social 

responsibility are important components of organizational effectiveness. Most of the 

companies realizing that socially responsible activities improve their image among customers, 

stockholders, the financial community, and other relevant publics (Schiffman; Kanuk, 2007, 

p. 14-15). The companies have found out that ethical and socially responsible practices are 

simply good business, resulting not only in a favorable image, but ultimately in increased 

sales (Schiffman; Kanuk, 2007, p. 14-15). In consequence, Schiffman and Kanuk (2007, p. 

14-15) arguing, that the converse is true: Perceptions of a company´s lack of social 

responsibility or unethical marketing strategy negatively affect the consumer purchase 

decision.  The brochure ‘Corporate Social Responsibility – the European Business Campaign’ 

promotes this arguments by stating: 

“By integrating Corporate Social Responsibility as a core value in your business, you 

are not only making a significant contribution to a better society, but, just as 

importantly, you are recognized for doing so. And this has obvious benefits for the 

company. Corporate Social Responsibility can and should govern every aspect of 

business life. The rewards, both for the corporation and society at large, will be 

enormous” (Dobers, 2010, p. 27). 

But consumers may not always be very consistent themselves in their purchasing, but they are 

often quick to denounce a ‘cynical’ or ‘hypocritical’ corporation for any visible gap between 

the socially responsible image the company is projecting in advertising campaigns and the 

‘reality’ perceived in the stores and through the media, Crane (2008, p. 220) argues. 

Nevertheless, ethical branding is getting more and more popular with companies either 

developing a brand where ethical values are central to brand meaning of differentiating 

existing brands by emphasizing ethical values as an important necessarily central part of 

brand meaning (Crane, 2008, p. 288). Furthermore, ethical branding can provide a critical 

point of differentiation where the consumer sees little difference between competing brands 

(Crane, 2008, p. 288). Moreover ethical differentiation or augmentation is essentially a 

process of creating an ‘ethical image’, a ‘good reputation’, or what marketers typically refer 

to as a ‘socially responsible’ or ‘ethical brand’ (Crane, 2008, p. 219). 

As marketers should know the motives behind CSR the next section was created. It will show 

the reader what the researchers think about the question: why organizations investing in CSR? 

 

3.4.8 Motives of CSR  

In this section we examine the different motivations behind corporate social responsibility. 

This chapter will give answers, why organizations invest in corporate social responsibility 

actions. For Vlachos et al. (2010) consumers are likely to differentiate four types of motives 

underlining an organization’s CSR initiative (Ellen; Web; Mohr, 2006): egoistic-, strategic-, 

stakeholder-, and values-driven motives. They are going on by explaining these initiatives: 

- Egoistic-driven motives relate to exploiting the cause rather than helping it. 

- Strategic-driven motives support attaining business goals while benefiting the cause. 
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- Stakeholder-driven motives relate to support of social cause solely because of pressure 

from stakeholders. 

- Values-driven motives relate to benevolence-motivated giving. 

First of all, competitive advantage can be listed as a motive why organizations invest in CSR. 

Crane (2008, p. 88-89) states that CSR initiatives are conceived strategically as conferring 

competitive advantage on the firm over industry rivals. He goes on by explaining that a 

number of topics relate to this area of focus, including the supply and demand theory of the 

firm; base of the pyramid approaches; a natural resource-based view of the firm; and 

including stakeholders for competitive advantage. After Michael Porter argued, that more 

stringent environmental standards can improve competitiveness of a nation´s business, the 

European Union has repeatedly stressed the business benefits of CSR (Crane, 2008, p. 187). 

Tepelus (2008, p. 103) notes that tourism companies developing a CSR profile may in fact 

intelligently create a competitive niche, which, although not recognized by the current 

demand, may pay off in the long run. 

Another motive behind CSR is organizational trust. This motive is controversial in the world 

of economics and researchers. Crane (2008, p. 143) argues that it may be possible that the 

firm and its stockholders receive benefits in terms of an improved image and reputation. But 

he also argues that CSR actions are likely to be treated by stakeholders as implicit claims and 

promises that the company brings ethical values in its exchanges with its stakeholder as well 

as positive word-of-mouth and loyalty intensions. CSR and organizational trust is based on 

the view, Crane (2008, p. 184) argues, that organizational decisions are not simply 

economically rational, but are inevitably interested and value-laden. He goes on by explaining 

that the concern of the organizations is to examine how the various conflicting values and 

social interests are (or are not) given an equal opportunity to influence decision-making. 

Furthermore positive CSR activities affect the consumers’ willingness to talk positively about 

the socially responsible company (e.g., to friends, family, and colleagues) as Bhattacharya and 

Sen (2004) in their article ‘Doing Better at Doing Good: When, Why, and How consumers 

respond to Corporate Social Responsibility’ arguing. They are going on by explaining that 

even focus group participants who acknowledged not basing their purchase decisions on a 

company´s CSR activities per se indicated that they often talked up or recommended such 

companies to their families and peers. Therefore CSR actions can boost the image of an 

organization and the opinion consumers have about a company. 

But not just the consumers’ willingness will be positively affected by CSR there could be also 

positive effects on market value by enhancing workers’ productivity, especially when it 

involves wage and nonwage benefits for firm employees (Becchetti et al., 2012). Some 

researchers (Yellen, 1984; Shapiro & Stiglitz, 1984; Akerlof, 1982) arguing that the 

productivity-enhancing effect of such benefits is widely analyzed by the efficiency wage 

literature in shirking and gift exchange models (Becchetti et al., 2012). The importance of 

intrinsic motivations in productivity and the availability of workers who accept lower wages 

when the intrinsic motivations are strong suggest that the latter are partial substitutes for 

pecuniary transfers (Becchetti et al., 2012). As a consequence, intrinsic motivations are a 

channel through which CSR may reduce costs and increase productivity by fostering 

alignment between corporate goals and employee motivations (Becchetti et al., 2012). The 

CSR literature has mainly focused on the stakeholder group of consumers but there is a 

growing recognition in the marketing literature that the impact of CSR is more multiphase 

than previously considered (Vlachos et al., 2010). Especially the idea, of building moral 

capital (Godfrey, 2005), as one theoretical lens through which salespersons’ reactions to 

corporate social responsibility can be examined and understood, is now in the focus of 
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researchers (Vlachos et al., 2010). CSR should be about building moral capital, by placing 

trust as a construct of central importance in evaluating CSR initiatives (Vlachos et al., 2010).  

Financial objectives can also be listed as a motive behind corporate social responsibility. A 

survey by KPMG found evidence that 74% of company CSR reports identified ‘economic 

considerations’ as a driver for corporate social responsibility (Crane, 2008, p. 282). CSR can 

be seen as a long-term strategy, uniquely relevant to the twenty-first century, in which 

responsible social change can become a source of innovation and profits rather than added 

cost, argues Crane (2008, p. 184). Chris Laszlo stated that an ‘integrated economic, social, 

and environmental approach leads to more enduring shareholder value (Crane, 2008, p. 184). 

Furthermore cause-related marketing is another illustration of the growing link between 

corporate social and financial objectives (Crane, 2008, p. 185-186). Crane (2008, p. 185-186) 

explains that such marketing typically features promotions in which a portion of the purchase 

price of a product or service is donated to a social cause: it essentially links marketing and 

corporate philanthropy.  

Besides the public relations benefits, one of the most important measures of the CSR success 

is increased sales (Crane, 2008, p. 186). Vlachos et al. (2010) stating that a sales organization 

which cares about CSR motives likely helps a salesperson to enhance his or her social self-

expression needs and as a consequence salespeople will feel that the organization can be 

trusted and they will tend to engage in positive word-of-mouth behaviors and remain loyal to 

the organization. 

A fundamental belief among its business supporters and business-and-society scholars is that 

CSR ‘pays off’ for the firm as well as for the firm´s stakeholders and society in general 

(Crane, 2008, p. 420). In 1988 Navorro found out that charitable giving is profit maximizing 

and he found evidence that charitable contribution acts as a kind of advertising expense and a 

kind of ‘quasi-fringe benefit’ for employees (Crane, 2008, p. 141). He supported his findings 

by the idea that corporate social responsibility expenditures are consistent with stockholders´ 

interests. Another survey, the one from Bowman and Haire, found that those firms with some 

social responsibility prose performed significantly better than those with none (14,7 percent 

return on equity vs. 10,2 percent over the preceding five years, a difference significant at the 2 

percent level) (Crane, 2008, p. 38). Nevertheless, at this point, it has to be stated, that firms 

that never mentioned social responsibility exhibited the weakest performance, but the ones 

with the most prose exhibited performance are only slightly better than the first group percent 

return on equity (Crane, 2008, p. 38). Therefore it pays off to be good, but not too good. 

Furthermore Crane (2008, p. 421) argues while a few organizations with good reputations for 

CSR have encountered financial difficulties, he believes that the explanation for this decline 

lies not in their CSR activities but rather in their competitive environments and business 

decisions. 

Besides these perspectives, it is likely that companies use CSR actions as a way to generate 

positive moral capital among external and internal constituencies (Vlachos et al., 2010). 

Vlachos et al. arguing since CSR actions are about helping others (i.e. a fundamental moral 

value), companies should primarily engage in CSR in order to convey information and 

subsequently, convince stakeholders that they share the same fundamental moral values.  

The figure below shows at a glance which motives are the most important ones for companies 

to invest in corporate social responsibility. 
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Figure No. 2, title: Motives of CSR; source: own representation. 

The author provided in the previous lines why organizations invest in CSR but it is not clear 

why the consumer is interested in the concept of corporate social responsibility. This should 

be discussed in the next sub chapter. 

 

3.4.9 Consumers as drivers for CSR 

One important stakeholder group that seems to be particularly important to a company`s CSR 

initiatives are its customers. In this section the author will look at how the CSR literature and 

research relates to the customer. Furthermore it will show and support the general idea that 

consumers care about issues of corporate social responsibility and that this influences their 

behavior as consumers. This will be underlined by illustrative examples of ‘ethical 

consumerism’ by survey data and theory. Besides, this chapter takes also a critical look at the 

role of consumers in corporate attention to CSR.  

In the United Kingdom the Fairtrade sales doubled between 2003 and 2005, this is just one 

example of growing support for ethical consumerism as Crane (2008, p. 286) states. The 

consumer preference for Fairtrade products reflects positive ethical consumerism and results 

directly from the practices of the producer/marketer and furthermore positive ethical 

consumerism also might result from societal causes, such as belief in the importance of 

buying domestically produced goods (Crane, 2008, p. 291-291). Another survey from Vogel 

(2005) showed that up to 90% of consumers consider CSR in their purchase and consumption 

behaviors (Crane, 2008, p. 285). This described phenomenon has many names, for example 

conscience consumerism, the green consumer and, ethical consumerism. But Crane (2008, p. 

284) maintains the idea is essentially the same, that consumers care about issues of corporate 

responsibility and that this will influence their purchase and consumption behaviors and this 

as consequence provides incentives for companies to be socially and environmentally 

responsible. 
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Harrison et al. (2005) argues, ethical purchasers have political, religious, spiritual, 

environmental, social or other motives for choosing one product over another but the one 

thing they have in common is that they are concerned with the effects that purchasing choice 

has, not only on themselves, but also on the external world around them (Crane, 2008, p. 

286). On the other hand ethical qualities are a part of the bundle of benefits through which 

firms seek to differentiate themselves in the mind of the consumer (Crane, 2008, p. 214). 

Firms which targeting the ethical niche will see their customers with strong ethical 

preferences which drive their product selections and other consumer decisions such as where 

and how to shop Crane, (2008, p. 215) argues. He goes on by saying that such companies will 

typically position their products as ethical alternatives to conventional competitive offerings 

and that the key point is that ethical niche firms see their aims best achieved by satisfying a 

relatively small group of concerned customers and as a result, are mainly small specialist 

firms.  

Consumers with positive attitudes towards a company may still not end up purchasing the 

company´s products if they feel that the price (high) or quality (low) of these products is not 

to their liking (Bhattacharya; Sen, 2004). But a company´s CSR efforts are most likely to 

result in consumers’ willingness to pay a higher price when the additional money, or at least 

part of it, is clearly earmarked for corporate social responsibility actions (Bhattacharya; Sen, 

2004). As a consequence consumers will consider social environmental issues when making 

purchase choices but only if the price and the quality is still the same. 

But the researchers also arguing that there is a lack of research in ethical consumerism 

because the impact of consumers’ ethical preferences or actions on organizational decision 

making is little studied (Crane, 2008, p. 212). Also Vogel (2005) draws attention to the little 

evidence which supports these assertions (Crane, 2008, p. 286). He argues that there is a 

major gap between what consumers say they would do and their actual behavior. Furthermore 

ethical differentiation though is typically just one element in a portfolio of differentiating 

factors that are necessary to gain significant market share in mainstream markets and that 

theses mainstream firms see their aims best achieved by satisfying a relatively large group of 

customers who are concerned about ethical factors, but are unwilling to sacrifice the other 

aspects they value for those concerns (Crane, 2008, p. 216). Also Bhattacharya and Sen 

arguing in their Article ‘Doing Better at Doing Good’ (2004) that their research showed that 

consumer reactions to CSR are not as straightforward and evident as the marketplace polls 

suggest because there are numerous factors that affect whether a firm´s CSR activities 

translate into consumer purchases. They are going on by saying that although people say that 

CSR matters in their purchase decision, the statistics reported in these aggregate marketplace 

polls mask the real nature of customer response to CSR initiatives.  Therefore the evidence is 

clear that some consumers are influenced in purchase and consumption decisions by CSR 

considerations and sometimes this is a sizable minority (Crane, 2008, p. 298). Another 

important fact of the research from Bhattacharya and Sen (2004) shows some consumers may 

even penalize companies if they perceive that CSR initiatives are typically realized at the 

expense of investments in product and/or service quality. As a consequence such adverse 

effects can particularly likely hurt sales when these consumers do not feel that the company´s 

CSR efforts somehow improve the product, in some cases even detracting from its ability to 

provide or maintain a high-quality product.  

But on the other hand a survey (Environics, 1999) of 25,000 individuals in 26 countries 

suggested that consumers placed greater weight on CSR than brand or financial reputation 

when assessing companies (Crane, 2008, p. 369). This means that the consumer preference is 

influenced favorably by the perception that the company or brand is engaged in socially 

responsible behavior or the product itself is socially responsible (Crane, 2008, p. 291). 

Furthermore Bhattacharya and Sen (2004) found out that consumers are more likely to make 
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positive attributions and have positive attitudes when the company engaging in CSR is small 

rather than big, local rather than national, and a small, personal, privately owned operation 

rather than a big impersonal conglomerate or multinational. They listed three key findings in 

their research: First, they found out that there is a significant heterogeneity across consumers 

in their reactions to CSR actions; what works for one consumer segment does not work for 

another. Their second listing is the impact of CSR actions on outcomes ‘internal’ to the 

consumer (e.g. awareness, attitudes, and attributions) is significantly greater and more easily 

assessable than its impact on the ‘external’ visible outcomes (e.g. purchase behavior, word-of-

mouth). The third outcome is that the focal company is not only one that benefits from 

engaging in CSR initiatives; both consumers and the social issues the initiatives represent 

benefit as well. Furthermore this multifaceted impact of corporate social responsibility 

distinguishes it from the other traditional marketing mix attributes (e.g. promotions). 

In order to get a deeper understanding of the concept of corporate social responsibility the 

author presented in the previous sub chapter the current information about the concept. To 

take a look in the future the next section was written. 

 

3.4.10 Future of CSR 

This section seeks to give a short overview what the literature mentions about CSR and the 

future. But it will not discuss what could be in the future. This sub chapter is more about what 

CSR could be in the future and what organizations could improve.  

One improvement for the future was found by a survey undertaken by Mohr et al. (2001). 

This survey found that consumers desire more accurate information in respect of the CSR 

activities of firms (Whitehouse, 2006). The respondents reported that it is difficult to use CSR 

in their buying decision because they do not have enough information on what companies are 

doing and it is hard to get this information (Whitehouse, 2006). Mohr et al. (2001) concluded 

by suggesting that companies should offer more information to consumers on CSR policies 

and that public policy-makers should seek to educate consumers on this issue (Whitehouse, 

2006). Furthermore is has been shown by Brown and Dacin in 1997, experimentally, that 

consumer knowledge of a firm´s CSR actions may lead to a higher evaluation of the company 

and a more positive evaluation of the company´s product (Dolnicar et al., 2007). Moreover 

increasing levels of information can lead to increasingly efficient consumer perceptions of 

product quality and purchasing preferences, while a lack of perfect information hinder the 

reflection of social demands in individuals’ economic decisions (Dolnicar et al., 2007).  

Besides, Auger et al. (2003) argues that the true level of consumer awareness of CSR 

initiatives is uncertain and may be quite low (Dolnicar et al., 2007). Furthermore Maignan 

(2001) has called for more research to investigate consumers’ true level of awareness of 

firms’ CSR records (Dolnicar et al., 2007). 

As this dissertation discusses the relationship between corporate social responsibility and the 

customer purchase decision, consumer behavior needs to be discussed. Therefore the next 

chapter will deal with what consumer behavior is, the main concepts of consumer behavior in 

tourism, the purchase decision process, models of the purchase decision process, and 

typologies of tourist behavior and segmentation. 
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3.5 Consumer Behavior 

Consumers are increasingly setting the agenda for the future and therefore in this sub chapter 

consumer behavior within the context of CSR will be discussed. The primary purpose for 

studying consumer behavior is to understand why and how consumers make their purchase 

decision. (Schiffman; Kanuk, 2007, p.14). First of all consumer behavior should be defined. 

 

3.5.1 Definition of consumer behavior 

The area of consumer research developed as an extension of the field of marketing research 

(Schiffman; Kanuk, 2007, p. 20-21). The findings of marketing research are also used to 

improve managerial decision making, so too are the findings of consumer research 

(Schiffman; Kanuk, 2007, p. 20-21). Schiffman and Kanuk (2007, p. 20-21) explaining that 

studying consumer behavior, in all its ramifications, enables marketers to predict how 

consumers will react to promotional messages and to understand why they make the purchase 

decisions they do. He goes on by saying that marketers realize that the more they know about 

their target consumer’ decision-making process, the more likely they are to design marketing 

strategies and promotional messages that will favorably influence these consumers. 

Consumer behavior is defined as ‘the behavior that consumers display in searching for, 

purchasing, using, evaluating, and disposing of products and services that they expect 

will satisfy their needs. Consumer behavior focuses on how individuals make decisions 

to spend their available resources (time, money, effort) on consumption-related items. 

That includes what they buy, why they buy it, when they buy it, where they buy it, how 

often they buy it, how often they use it, how they evaluate it after the purchase, the 

impact of such evaluations on future purchases, and how they dispose of it’ (Schiffman; 

Kanuk,  2007, p. 3-4). 

To get a deeper understanding of consumer behavior the author will now present the main 

concepts of tourist behavior in tourism. 

 

3.5.2 Main concepts of tourist behavior in tourism 

In their model, Middleton and Clark (2001), presented an adapted model of consumer 

behavior for tourism which was termed the stimulus – response model of buyer behavior 

(Swarbrooke; Horner, 2007, p. 45). This model shows four interactive components with the 

central component identified as ‘buyer characteristics and decision processes. Furthermore the 

model separates out motivators and determinants in the consumer buying behavior and also 

emphasizes the important effects that an organization can have on the consumer buying 

process by the use of communication channels.  
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Figure No.3, title: A stimulus-response model of buyer behavior; source: own representation 

based on Middleton and Clarke (2001); (Swarbrooke; Horner, 2007, p. 45). 

But Foxall and Goldsmith (1994) argued that the models mean little in the absence of a 

general understanding of how consumers act in reality (Swarbrooke; Horner, 2007, p. 44). 

They suggested that consumer behavior is a sequence of problem-solving stages, as follows: 

- The development and perception of a want or need. 

- Pre-purchase planning and decision-making. 

- The purchase act itself. 

- Post-purchase behavior, which may lead to repeat buying, repeat sales and disposition 

of the product after consumption. 

With the background information of consumer behavior the author will at this point of the 

dissertation present the purchase decision process. This is necessary to interpret the consumer 

behavior within the purchase decision process later on in this thesis. 

 

3.5.3 The Purchase Decision Process 

As the given work wants to answer the question how CSR can influence the purchase 

decision, the author focuses only on the purchase decision process. This sub chapter will 

explain this process more closely.  

A decision can be defined as follows; ‘a decision is the selection of an option from two 

or more alternative choices. In other words, for a person to make a decision, a choice of 

alternatives must be available. When a person has a choice between making a purchase 

and not making a purchase, a choice between brand X and brand Y, or a choice of 

spending time doing A or B, that person is in a position to make a decision’ (Schiffman; 

Kanuk, 2007, p. 526). 

Schiffman and Kanuk (2007, p. 526) identified a continuum of effort ranging from very high 

to very low and they distinguished three specific levels of consumer decision making: 

extensive problem solving, limited problem solving, and routinized response behavior. 

Extensive problem solving means when consumers have not established criteria for evaluating 

a product category or specific brands in that category or have not narrowed the number of 

brands they will consider to small, manageable subset, their decision-making efforts can be 
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classified as extensive problem solving (Schiffman; Kanuk, 2007, p. 526). Furthermore, at 

this level the consumer needs a great deal of information to establish a set of criteria on which 

to judge specific brands and a correspondingly large amount of information concerning each 

of the brands to be considered.  

At the level of limited problem solving, consumers already have established the basic criteria 

for evaluating the product category and the various brands in the category. But they have not 

fully established preferences concerning a select group of brands and their search for 

additional brand information to discriminate among the various brands (Schiffman; Kanuk, 

2007, p. 526-527). 

The last level of consumer decision making is the routinized response behavior. It means 

consumers have experience with the product category and a well-established set of criteria 

with which to evaluate the brands they are considering. Moreover in some situations, they 

may search for small amount of additional information; in other words, they simply review 

what they already know (Schiffman; Kanuk, 2007, p. 527). 

In their book Swarbrooke and Horner (2007, p. 51) describing that there are two main factors 

which influence the tourist to purchase a tourism product. These two factors are motivators 

and determinants. For them, motivators motivate the tourist to wish to purchase a particular 

product. Determinants determine to what extent tourists are able to purchase the product they 

desire (Swarbrooke; Horner, 2007, p. 51). These motivators and determinants can be so 

powerful, that they totally dominate the purchase decision, the exclusion of all other factors 

(Swarbrooke; Horner, 2007, p. 78). These two factors will be described in the following 

paragraphs. 

Motivators: 

Schiffman and Kanuk (2007, p. 83) defined motivation as ‘the driving force within individuals 

that impels them to action’. Every individual has needs. These needs can be innate and others 

can be acquired. Innate needs can be for example physiological and acquired needs are what 

we learn in response to our culture or environment (i.e. self-esteem, prestige, affection, power, 

learning) (Schiffman; Kanuk, 2007, p 83). Furthermore motivation is a highly dynamic 

construct that is constantly changing in reaction to life experience and circumstances and as a 

consequence the needs and goals change and grow in response to an individual´s physical 

condition, environment, interactions with others, and experiences (Schiffman; Kanuk, 2007, 

p. 89).  

Maslow´s theory of the hierarchy of needs identifies five basic levels of human needs, which 

rank in order of importance from lower-level (biogenic) needs to higher-level (psychogenic) 

needs. The theory assumes that individuals seek to satisfy lower-levels (psychogenic) needs 

before higher-level needs emerge (Schiffman; Kanuk, 2007, p. 97). Furthermore the lowest 

level of chronically unsatisfied need is that an individual experiences serves to motivate his or 

her behavior. When that need is more or less satisfied, a new (higher) need emerges that the 

individual is motivated to fulfill (Schiffman; Kanuk, 2007, p. 97). The graphic below shows 

Maslow´s hierarchy of needs: 
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Figure No.4, title: Maslow’s hierarchy of needs; source: http://communicationtheory.org/wp-

content/uploads/2011/01/maslow-hierarchy-of-needs-diagram.jpg; downloaded on 2014-05-

05. 

In the graphic the physiological needs represent needs which are the first and most basic level 

of human needs and these needs, which required to sustain biological life; include food, water, 

air, shelter, clothing and sex (Schiffman; Kanuk, 2007, p. 97). After the first level of need is 

satisfied, safety and security needs become the driving force behind an individual´s behavior 

as Schiffman and Kanuk (2007, p. 98) arguing. They are going on by explaining that these 

needs are concerned not only with physical safety but also include order, stability, routine, 

familiarity, and control over one´s life and environment. The next level is social needs. This 

means people are searching for warm and satisfying human relationships with other people 

and are motivated by love for their families (Schiffman; Kanuk, 2007, p. 99). This stage is 

important because of social motives in our society; advertisers of many products categories 

emphasize this appeal in their advertisements (Schiffman; Kanuk, 2007, p. 99). The egoistic 

needs comes after the social needs and represents needs which can take either an inward or an 

outward orientation, or both (Schiffman; Kanuk, 2007, p. 99). The inward orientation directs 

ego needs, reflects an individual´s need for self-acceptance, self-esteem, success, 

independence, and personal satisfaction with a job well done. The outwardly directed ego 

needs include the needs for prestige, reputation, status, and recognition form others 

(Schiffman; Kanuk, 2007, p. 99). The last stage, the need for self-fulfillment, refers to an 

individual´s desire to fulfill his or her potential – to become everything he or she is capable of 

becoming, but according to Maslow, most people do not satisfy their ego needs sufficiently to 

ever move to the fifth level (Schiffman; Kanuk, 2007, p. 101). But this theory has a weakness. 

The theory cannot be tested empirically because there is no measure precisely how satisfied 

one level of need must be before the next higher need becomes operative (Schiffman; Kanuk, 

2007, p. 101). Besides this critic, advertisers may use the need hierarchy for positioning 

products and that is, deciding how the product should be perceived by prospective consumers 

(Schiffman; Kanuk, 2007, p. 102). Furthermore the key positioning is to find a niche – an 

unsatisfied need – that is not occupied by a competing product or brand (Schiffman; Kanuk, 

2007, p. 102). 
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Swarbrooke and Horner (2007, p. 53) split the motivating factors in tourism into two groups; 

those which motivate a person to take a holiday and those which motivate a person to take a 

particular holiday to a specific destination at a particular time. In their opinion 

(Schwarbrooke; Horner, 2007, p. 54), the typologies of motivators in tourism are the 

following: 

- Physical: relaxation, suntan, exercise and health, sex. 

- Emotional: nostalgia, romance, adventure, escapism, fantasy, spiritual fulfilment. 

- Personal: visiting friends and relatives, make new friends, need to satisfy others, 

search for economy if on very limited income. 

- Personal development: increasing knowledge, learning a new skill. 

- Cultural: sightseeing, experiencing new cultures. 

- Status: exclusivity, fashionability, obtaining a good deal, ostentatious spending 

opportunities. 

Another model which is called ‘The Leisure Motivation Scale’, developed by Beard and 

Raghob (1983), clarifies motivators into four types (Swarbrooke; Horner, 2007, p. 54-55): 

- The intellectual component, which assesses the extent to which individuals are 

motivated to engage in leisure activities which involve mental activities such as 

leaning, exploring, discovery, thought or imagery. 

- The social component which evaluates the extent to which individuals engage in 

leisure activities for social reasons. This component includes two basic needs; the need 

for friendship and inter-personal relationships and the need for the esteem of others. 

- The competence-mastery component which assumes the extent to which individuals 

engage in leisure activities in order to achieve, master, challenge, and compete. The 

activities are usually physical in nature. 

- The stimulus-avoidance component which assesses the desire to escape and get away 

from over-stimulating life situations. It is the need to avoid social contact, to seek 

solitude and calm conditions; to seek to rest and to unwind themselves. 

As every tourist is different and individual, the factors which motivate them are different as 

well. Swarbrooke and Horner (2007, p. 55) listed factors which influence the motivations of a 

tourist: 

- Their personality. 

- Their lifestyle (which provides the context for their purchase decision. The 

motivations are likely to be different for people, who are very concerned being 

fashionable, or are preoccupied with their health, or live alone and want to make new 

friends, or enjoy partying). 

- Their past life experience as a tourist and particular types of holiday, both positive and 

negative. 

- Their past life, for motivations such as most notably nostalgia, are a direct result of 

people´s life to date. 

- Their perceptions of their own strengths and weaknesses whether these relate to their 

wealth or their skills. 

- How they wish to be viewed by other people.  

It is important to state at this point, that motivators can change over time and tourists are more 

likely to be affected by a number of motivators at any time (Swarbrooke; Horner, 2007, p. 

55). There are also shared motivators, which mean that many trips represent a compromise 

among those in a group which is travelling together (Swarbrooke; Horner, 2007, p. 56). The 

views of a dominant member of the group may prevail, each member will go their own way 

for at least part of the time, the group will stay together but each member will be allowed to 
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choose what they will all do on one or two days (Swarbrooke; Horner, 2007, p. 56). Besides 

we do not always express our true motivations, because we do not feel they will be seen by 

others as being acceptable, therefore there are expressed and real motivators (Swarbrooke; 

Horner, 2007, p. 56). Moreover not only are motivators different for each individual tourist 

but perhaps they also vary between different market segments, therefore there is a relationship 

between motivators and different market segments (Swarbrooke; Horner, 2007, p. 58). The 

tourism industry also believes that the aspect of demographics, i.e. gender, determines 

personal motivators (Swarbrooke; Horner, 2007, p. 59). For the national and cultural 

differences within motivators there is relatively little research about it. But this is rather 

surprising at a time when more and more tourism organizations are seeking to sell their 

products to people in other countries argues Swarbrooke and Horner (2007, p. 59). The last 

motivator is the time of the purchase decision. The motivators can vary depending on when 

the decision to purchase a holiday is made (Swarbrooke; Horner, 2007, p. 60).  

The listed motivators below from Swarbrooke and Horner (2007, p. 181-183) can be seen as 

the motivation of the green tourist. These motivators are important when talking about 

corporate social responsibility, organizations and tourism.  

- An altruistic belief in the need to protect the environment. 

- A desire to feel good about their behavior as tourist. 

- A wish to improve their image among friends and relatives by being seen to be 

concerned with environmental issues.  

But Swarbrooke and Horner (2007, p. 185) arguing that there is relatively little explicit 

evidence of the existence of the green tourist. Furthermore they are stating that in most cases, 

tourists either seemed unaware of the issues, or had some awareness but did not seem to 

modify their behavior or demands as a result. Furthermore relatively few tourists make 

decisions based on environmental concerns. These decisions could be i.e. that they choose an 

airline based on the effectiveness of its environmental management practices or boycott hotels 

which did not recycle waste or which provided complementary toiletries in their bathrooms, 

which had been tested on animals. 

All in all Swarbrooke and Horner (2007, p. 61) arguing that the issue of motivation is highly 

complex and depends on a range of factors, including: the personality and lifestyle of the 

potential tourist, their past experience, who they planning to take vacation with, their 

demographic characteristics, and how far in advance they book their trip.  

Determinants: 

There are two types of determinants: the factors which determine whether or not someone will 

be able to take a holiday or not, and the factors which determine the type of trip, if the first set 

of determinants allows a holiday to be taken (Swarbrooke; Horner, 2007, p. 62).  The trip 

which will be taken can have a huge range of variables, including: the destination for the trip, 

when the trip will be taken, the mode of travel to be used, the duration of the trip, who will 

comprise the holiday party or group, the type of accommodation that will be used, the 

activities undertaken by the tourist during the holiday, and how much will be spent on the trip 

(Swarbrooke; Horner, 2007, p. 62). Swarbrooke and Horner (2007, p. 62) subdivide these 

determinants into: those which are personal to the tourist and those which are external to the 

tourist.  

Personal determinant of tourist behavior from Swarbrooke and Horner (2007, p. 63) can be: 

- Circumstances: health, disposable income available, leisure time, car ownership. 

- Attitudes and perceptions: perceptions of destinations and tourism organizations, political 

views, preferences for particular countries and cultures, fear of certain modes of travel. 
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- Knowledge of: destinations, the availability of different tourism products, price 

differences between competitor organizations. 

- Experience of: types of holidays, different destinations, the products offered by different 

tourism organization. 

Examples for external determinants of tourist behavior from Swarbrooke and Horner (2007, 

p.65) are: 

- Political factors: government legislation and policy, immigration restrictions and visa 

requirements, civil disorder and terrorism, the nature of the political system, taxation 

policy, tourist taxes. 

- The media: travel media (holiday features on television, newspapers and guidebooks), 

non-travel media (news programs and wildlife programs on television). 

- Tourism organization marketing: foreign destinations’ advertising campaigns, tour 

operators’ brochures, travel agent´s special promotions. 

It has to be stated that the determinants will not carry equal weight with all tourists at all 

times; different individuals will perceive certain determinants to be more important than 

others, based on their attitudes, personalities, principles, fears, and past experiences 

(Swarbrooke; Horner, 2007, p. 63). It is clear that even for the same individual the weighting 

given to each determinant will vary over time with changes in age, family situation and 

experience as a tourist and that even some of the determinants can preclude the individual 

from taking any trip (Swarbrooke; Horner, 2007, p. 63). It should also be clear, that tourists 

do not make wholly rational decision based on perfect information. In more detail, the tourists 

might be ignorant of many of the determinants or they may be well aware of the determinants 

but choose to ignore them (Swarbrooke; Horner, 2007, p. 65). Swarbrooke and Horner (2007, 

p. 65) call this the myth of rational decision-making.  

Another phenomenon called ‘the last minute discounted purchase phenomenon’ from 

Swarbrooke and Horner (2007, p. 66) should be discussed at this point. This concept means 

that the concept of determinants is geared to the idea of a relatively long period spent by the 

tourist planning the vacation, gathering information and evaluating alternatives. However, 

they are stating that one of the growing phenomena of the tourist industry is the ‘last-minute 

purchase’ decision. The determinants also change in the case of group travel; whether it be a 

family or a party of friends, the issue of determinants is particularly complex; because each 

individual has his or her own determinants but the group  has a set of determinants of its own 

(Swarbrooke; Horner, 2007, p. 65). Furthermore the role of unforeseen circumstances and 

opportunities should be noticed. Explained by Swarbrooke and Horner (2007, p. 66) and 

following the issue of rational decision-making, the twin matters of unforeseen circumstances 

and opportunism may become obsolete literally overnight owing to unforeseen changes in 

their personal circumstances. Finally it should be stated that many tourist probably make 

purchasing decisions under the influence of determinants, or perceptions of determinants, 

which are outdated (Swarbrooke; Horner, 2007, p. 67). 

It should be clear, that the tourism industry plays a major role in effecting the determinants of 

tourist behavior. The following list will show some examples (Swarbrooke; Horner, 2007, p. 

67): 

- The tourism industry develops products specifically to match the determinants of some 

tourist behavior, e.g. packages designed for tourist with health problems. 

- The tourism industry provides information to prospective tourists on everything from 

health problems to visa requirements, destination climate data, etc..  

- The tourism industry designs its promotional message to fit the key determinants of the 

behavior of different groups of tourists. 
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- The tourism industry influences determinants such as offering people with limited budgets 

the opportunity to purchase tourism products on credit with re-payments over a period of 

time.  

Swarbrooke and Horner (2007, p. 68) advise the tourism industry in that sense that they 

should not underestimate the impact of one-off bad experiences as determinants of future 

tourist behavior.  

As mentioned in the upper part the green tourist is important when talking about CSR and 

tourism. But the motivation to be a green tourist may not always be converted into actual 

behavior because of the influence of determinants (Swarbrooke; Horner, 2007, p. 183). These 

determinants can be: 

- Information obtained from the media and pressure groups. 

- Amount of disposable income and other concerns such as poor housing or unemployment. 

- Personal previous experience or that of friends and relatives. 

- Ownership or non-ownership of a private car. 

- Interest in particular issues such as animal welfare or activities such as riding and 

climbing. 

- Preferences for particular types of holiday – beach, sightseeing, touring – and different 

destinations. 

- Membership of particular environmental pressure groups and conservation organizations 

such as Greenpeace and the Worldwide Fund for Nature. 

- Advice received from the industry, notably tour operators.  

The purchase decision process can best be presented and explained with the help of models. 

Therefore the next section will provide models of the purchase decision-making process. 

 

3.5.4 Models of the purchase decision-making process  

To purchase a tourism product is the outcome of a complex process, which this sub chapter 

will explain in more detail. For Swarbrooke and Horner (2007, p. 74-75) it is important to 

recognize the complexity of tourist decision-making and that this process is heightened by the 

fact that choosing their holiday is not the last decision tourist have to make. They are going on 

by stating that once on holiday the tourist have to make a further set of decisions about what 

to do when they arrive at their holiday destination and so on. Each of these decisions is the 

result of a complex decision-making process.  

Crane (2008, p. 368) argues that consumers and community stakeholders may seek to modify 

corporate behavior directly, through negative publicity or discriminatory purchasing behavior, 

and indirectly through the encouragement of government action, or changes in shareholder 

behavior. He goes on by saying that consumers use negative strategies to express concern 

over socially or environmentally irresponsible practices by choosing not to purchase particular 

brands or products or through participation in consumer boycotts.  

These decision-making processes can be explained within models. But most of the models  

seem to see the decision as a linear process, and no distinctions are made about which factors 

might weigh heavier than others when decisions are being made, Swarbrooke and Horner 

(2007, p. 76) are arguing. But in 1987, Moutinho published a vacation tourist behavior model 

which differed from most previous models (Swarbrooke; Horner, 2007, p. 76). First of all this 

model recognized that there are three distinctly different stages in the decision-making 

process: the pre-decision stage and decision process; the post-purchase evaluation and the 

future decision-making. Furthermore the model recognized that the last of these stages would 
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feed back to the first, through a loop in the system. The second issue of the model noted that 

purchase decisions are a result of three behavioral concepts: the motivation, the cognition and 

the learning. Most of the common models have some common weaknesses that limit their 

value in explaining the complex way in which purchase decisions are made in tourism, and 

make it difficult for the tourism industry to make use of them when developing their 

marketing strategies (Swarbrooke; Horner, 2007, p. 77).  

The consumer decision making model from Schiffman and Kanuk (2007, p. 531) has three 

major components: input, process and output. The model is shown under figure number 5. 

The input component of the consumer decision-making model draws on external influences 

that serve as sourced of information about a particular product and influence as consumer´s 

product-related values, attitudes, and behavior (Schiffman; Kanuk, 2007, p. 531). Among 

these input factors are the marketing mix actions of organizations that attempt to 

communicate the benefits of their products and services to potential consumers and the non-

marketing sociocultural influences, which, when internalized, affect the consumer´s purchase 

decisions (Schiffman; Kanuk, 2007, p. 531). The marketing inputs are a direct attempt to 

reach, inform, and persuade consumers to buy and use its products (Schiffman; Kanuk, 2007, 

p. 531). Furthermore these inputs to the consumer´s decisions making process take the form 

of specific marketing mix strategies that consist of the product itself (including its package, 

size, and guarantees); a mass-media advertising, direct marketing, personal selling, and other 

promotional efforts; pricing policy; and the selection of distribution channels to move the 

product from the manufacturer to the consumer (Schiffman; Kanuk, 2007, p. 531). The 

sociocultural inputs exert a major influence on the consumer, too. Sociocultural inputs consist, 

according to Schiffman and Kanuk (2007, p. 532), of a wide range of noncommercial 

influences. The also stating that the influences of social class, culture, and subculture, 

although less tangible, are important input factors that are internalized and affect how 

consumers evaluate and ultimately adopt (or reject) products.  

The process element of the model is concerned with how consumers make decisions and to 

understand this process it is necessary to consider the influence of the psychological concepts 

(Schiffman; Kanuk, 2007, p. 532). The psychological field represents the internal influences 

(motivation, perception, learning, personality, and attitudes) which affect the consumers’ 

decision-making processes (Schiffman; Kanuk, 2007, p. 532). The need recognition is likely 

to occur when a consumer is faced with a ‘problem’ (Schiffman; Kanuk, 2007, p. 532). 

Besides, the pre-purchase search begins when a consumer perceives a need that might be 

satisfied by the purchase and consumption of a product (Schiffman; Kanuk, 2007, p 533). 

Furthermore when evaluating potential alternatives (Evaluation of alternatives), consumers 

tend to use two types of information: a ‘list’ of brands (or models) from which they plan to 

make their selection (the evoked set) and the criteria they will use to evaluate each brand (or 

model). To make a selection from a sample of all possible brands or models is a human 

characteristic that helps simplify the decision-making process (Schiffman; Kanuk, 2007, p. 

534).  

The output of the consumer decision-making model worries about two closely associated 

kinds of post decision activity: purchase behavior and post purchase evaluation (Schiffman; 

Kanuk, 2007, p. 545). The objective of both actions is to increase the consumer´s satisfaction 

with his or her purchase (Schiffman, Kanuk, 2007, p. 545). There are three types of consumer 

purchases: trial purchase, repeat purchases, and long-term commitment purchases. When a 

consumer purchases a product or a brand for the first time and buys a smaller quantity than 

usual, this purchase would be considered as a trail (Schiffman; Kanuk, 2007, p. 545). 

Moreover when a new brand in an established product category i.e. toothpaste, chewing gum 

or cola is found by trial to be more satisfactory or better than other brands, consumers are 

likely to repeat the purchase (Schiffman; Kanuk, 2007, p. 546). This repeat purchase behavior 
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is closely related to the concept of brand loyalty, which most firms try to encourage because it 

contributes to greater stability in the marketplace (Schiffman; Kanuk, 2007, p. 546). But trial 

is not always feasible. As an example Schiffman and Kanuk (2007, p. 546) explaining that 

with most durable goods i.e. washing machines, refrigerators or electric ranges, a consumer 

usually moves directly from evaluation to a long-term commitment (through purchase) 

without the opportunity for an actual trail. The post-purchase evaluation means when a 

consumer uses a product, particularly during a trial purchase, they evaluate its performance in 

light of their own expectations (Schiffman; Kanuk, 2007, p. 547). There are three outcomes of 

these evaluations: actual performance matches expectations and leading to a neutral feeling; 

performance exceeds expectations and causing what is known as positive disconfirmation of 

expectations (which leads to satisfaction); and performance is below expectations and causing 

negative disconfirmation of expectations and dissatisfaction (Schiffman; Kanuk, 2007, p. 

547). Schiffman and Kanuk (2007, p. 547) further explaining that the degree of post-purchase 

analysis that consumers undertake depends on the importance of the product decision and the 

experience acquired in using the product. They are going on by saying when the product lives 

up to expectations, they will probably will buy it again and when the product´s performance is 

disappointing or does not meet expectations, however, they will search for more suitable 

alternatives.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure No. 5, title: A simple model of consumer decision making; source: based on 

Schiffman; Kanuk, 2007, p. 74. 
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As this Master thesis is especially about CSR and the purchase decision the following section 

will explain the positive link between CSR and purchase behavior. The positive link only 

takes place when a variety of contingent conditions are satisfied: when the consumer supports 

the issue central to the company´s corporate social responsibility efforts, when there is a high 

company to issue/cause fit, when the product itself is of high quality, and when the consumer 

is not asked to pay a premium for social responsibility (Bhattacharya; Sen, 2001). In their 

study, Bhattacharya and Sen (2001) found out that the most respondents of their study say that 

if CSR plays a role at all in purchase, it matters at the margin and they are unwilling, even if 

they view the CSR initiatives positively, to trade-off CSR product for quality and/or price.  

Crane argues (2008, p. 298-299) that ethical consumerism as a purchase preference or a 

refusal to purchase appears to be highly contingent. He goes on by explaining that research 

and more anecdotal evidence suggest it is dependent in particular upon the following: 

- Company action on the corporate responsibility issue – how much it is doing in support 

of, or conversely, how egregious its conduct is on the issue (both in absolute terms and 

relative to competitor activity); 

- Company-issue fit – salience relative to core activities of the company and reputation (e.g. 

action on carbon emissions is an obvious priority for energy companies but less relevant 

to professional service firms, for example, their impacts are likely to be much greater in 

other areas); 

- Company communications of corporate social performance – quantity, quality, and 

credibility of information provided, whether it is endorsed by third parties (e.g. media, 

campaign groups, auditors of social reports) and recognizing the potential for backlash 

against companies that overstate their performance (i.e. green wash); 

- Consumer concern for the CR issue – do they know and care sufficiently about the issue? 

(and possibly sufficient to act contrary to their more immediate self-interest); 

- Consumer perceived effectiveness – can they make a difference? (will ethical 

consumerism help tackle the issue? Are there enough other like-minded consumers?); 

- Consumer sacrifice involved (higher price, lower quality, greater inconvenience, denial of 

product the consumer would otherwise choose to have); 

- Consumer scope for self-enhancement – does the ethical consumption behavior make 

consumers feel better about themselves? (e.g. via conspicuous consumption, because of 

social pressure); 

- Consumer recourse to counter-arguments (e.g. possibility of free-riding on ethical 

consumerism of others; sense of being too small to make a difference). 

All these listed reasons, consumer concern about or support for a CSR practice, but it may not 

translate into an effect on purchase behavior (Crane, 2008, p. 299). Besides, this does not 

mean that there is no other less immediate or less tangible effects that organizations need to 

consider; relative to reputation, brand image, willingness to pay a price premium, word-of-

mouth, loyalty, or resilience (Crane, 2008, p. 299).  

The last section of the theoretical framework will discuss the segmentation and typologies of 

tourists. This is important to find out what kind of consumers are interested in CSR or 

purchase CSR.  
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3.5.5 Typologies of tourist behavior and segmentation 

In this sub chapter the author decided to describe the typologies of tourist behavior and 

segmentation more closely. First of all it should be clear how segmentation can be defined. 

Dibb et al. (2001) defined market segmentation as follows: 

“The process of dividing a total market into groups of people with relatively similar 

product needs, for the purpose of designing a marketing mix that precisely matches the 

needs of individuals in a segment” (Swarbrooke; Horner, 2007, p. 92). 

Another definition can be found by Schiffman and Kanuk (2007, p. 44): 

“Market segmentation can be defined as the process of dividing a market into distinct 

subsets of consumers with common needs or characteristics and selecting one or more 

segments to target with a distinct marketing mix”. 

Segmentation allows producers to avoid head-on competition in the marketplace by 

differentiating their offerings, not only on the basis of price but also through styling, 

packaging, promotional appeal, method of distribution, and superior service (Schiffman; 

Kanuk, 2007, p. 44). Swarbrooke and Horner (2007, p. 94) listed five classic ways of 

segmenting markets: 

- Geographical segmentation  

- Socioeconomic segmentation 

- Demographic segmentation  

- Psychographic segmentation 

- Behavioristic segmentation 

As only the psychographic segmentation is of importance for the given thesis, the author 

decided to explain only this segmentation. This segmentation or technique is based on the idea 

that the lifestyle, attitudes, opinions and personalities of people determine their behavior as 

consumers as Swarbrooke and Horner (2007, p. 94) explain. They are going on by stating that 

this approach is a more modern one than the other three which are listed above and it has 

already begun to influence a wide range of industries, including, food, drink, perfume and 

cars. Furthermore this segment is for people who are environmentally aware and whose 

lifestyle is influenced by environmental concerns and in consequence are a good target market 

for conservation holidays. The psychographic profile of a consumer segment can also be 

thought of a composite of consumers’ measured activities, interests, and opinions called AIOs 

(Schiffman; Kanuk, 2007, p. 53). This AIO-psychographic studies uses a battery of statements 

(a psychographic inventory) designed to identify relevant aspects of a consumer´s personality, 

buying motives, interests, attitudes, beliefs, and values (Schiffman; Kanuk, 2007, p. 53).  

In recent years, the debate about sustainable tourism has led to some moralistic and 

judgmental approaches to the classification (typology) of tourists, says Swarbrooke and 

Horner (2007, p. 88). They are going on by explaining that there is the idea of the ‘Good 

Tourist’, put forward by Wood and House in 1991. These ‘good tourists’ behave in a 

responsible manner towards the environment and the host community in their holiday 

destination and it is argued that all tourists can aspire to join this group if they modify their 

behavior in particular ways. In 1996 Swarbrooke and Horner have suggested that, for tourism 

organizations, ‘this group may represent a potentially lucrative niche market, which must be 

sold products it can feel good about buying’.  But it has to be clear, as the debate developed, 

the term ‘green tourist’ or ‘good tourist’ did not achieve the acceptance that the phrase ‘green 

consumer’ has in general (Swarbooke; Horner, 2007, p. 178). It is also important to state that 
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this typology can be seen from different perspectives and they can exist in more than one 

‘box’ at a time (Swarbrooke; Horner, 2007, p.180). 

It has to be stated, that marketers are aware  of the limitations of the segmentation criteria 

which are outlined above says Swarbrooke and Horner (2007, p. 79). It is widely recognized 

that the purchase behavior is a result of the combination of two or more criteria and not just of 

one. Furthermore they are arguing that this segmentation does not help to identify or predict 

the behavior of individual tourists and it is very difficult to operationalize such general 

models at a time when marketing is increasingly a matter of targeting individual tourists.  
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4. Empirical material 

In this section the interviews of the thesis at hand will be presented. The author decided to 

present each interview partner one by one in order to get a clear impression of what each of 

the respondent has stated. Each of the interview partners will be introduced in a short 

presentation. Furthermore the author decided to divide the answers in categories for a better 

understanding. These categories, in order to answer the research questions, are: the concept of 

corporate social responsibility; corporate social responsibility and the customer purchase 

decision in tourism; the future of CSR in tourism. Besides, the questionnaire for the 

interviews can be found in the appendix, a transcript of the interviews can be questioned by 

the author of the given thesis. 
 

4.1 Sara Grün – 2014-04-24 

Resecity has engaged in travel agency business since 1982. Their core market consists out of 

both: corporate and leisure travel customers. In 2013 Resecity had 246 million SEK in sales. 

Sara Grün, the General Manager of Resecity, is with the company since its inception in 1989 

(Resecity, 2014). She is responsible for the company’s quality manuals and environment 

policy. Sara Grün and her team are currently trying to make their business clients take 

responsibility regarding carbon offsetting and therefore they work close with Tricorona. 

Tricorona is a global developer of emission reduction projects and a trader of carbon credits. 

Furthermore Resecity also invests in projects (i.e. ECPAT) to stop sex-tourism. 
 

Her motivation for investing in CSR actions is stated below: 

 

“It is very important for us to help our clients to change their way of travel to affect the 

environment less and also to take care of the local people and the nature/animals. That 

is the only way to make our tourism paradise and the different minority groups last 

forever. If we can keep it “healthy”– we can continue to send people to these places.”       

The author of this thesis at hand, decided to interview Sara Grün because of her years of 

experience within the tourism industry and her interest in CSR which she has stated during a 

guest lecture at the Södertörn Högskola. 

4.1.1 The concept of CSR 

For Sara Grün, corporate social responsibility ‘is extremely important!’. As already stated 

above for her and the company CSR actions are part of the daily business. Therefore in her 

opinion organizations should invest in CSR because ‘the earth needs to survive!’. 

Furthermore she was been asked if she sees CSR as a niche market. Her answer was that 

‘there are no limits, every branch can work and should work with CSR!’. 
 

But in her opinion CSR actions should be voluntary and not defined by law because ‘I want to 

see more small companies grow and it is already too complicated and expensive to run a 

small business in Sweden’. 
 

In her opinion, CSR and sustainable tourism are very much related. She goes on by stating 

that if companies do not take CSR actions people will not have the ‘beautiful, exciting places 

to go to anymore’ and as a consequence there will not be any jobs in the tourism sector. 
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Therefore in her opinion it would be best to work for and invest in long term projects to keep 

tourism survive. Furthermore she thinks that a lot has been done in CSR and the tourism 

industry so far, because there are carbon offsetting programs, projects against sex tourism, 

projects which helps the local people and saves animals, etc.  But in her opinion the tourism 

industry does not enough: ‘there is so much more to do, and some, even rich countries, do 

hardly nothing!’. Moreover she thinks that the CSR concept is not yet disseminated within the 

tourism industry because it costs money and time.  
 

When discussing the question of advantages and disadvantages, Sara Grün sees ‘only 

advantages in the long time view because in a short time view it costs money which is a 

disadvantage’ for the company. Besides in her opinion CSR initiatives can bring 

organizational trust for the company.  

 

The interviewer asked Grün if she sees limitations of the CSR concept and her answer was 

‘money and time’. But on the other hand in her opinion the CSR concept can ‘bring 

organizational trust and we will all benefit from a world that is not breaking down. Some 

tourism paradises do not exist anymore because they are over exploited and the local people 

or the minority of people has lost its traditions. That is a big loss for the world’. 

 

4.1.2 CSR and the customer purchase decision in tourism 

In Sara Grün´s opinion corporate social responsibility does influence the purchase decision of 

a tourist if it is not too expensive. She motivates her answer by stating: ‘We have noticed that 

people want to pay more but not much more!’. She adds: ‘There is a limit in money in CSR 

from the client and the limit is unfortunately too low to make a good impact on the CSR 

work.’ 

 

For her and the company it is clear that their commitment to CSR significantly increases their 

competitiveness as a company and for them it is also clear that CSR increases the number of 

customers but only if it does not cost too much for the consumer.  

 

Grün says that the customer wants ‘to be proud, to be able to say “I made a difference”, to 

show others and also to feel better knowing that travel has a bad impact on the environment’. 

For her these are the factors for customers to by a product from a company which takes CSR 

actions. But she does not think that marketing actions and CSR is controversial.  

 

4.1.3 The future of CSR in tourism 

In her opinion ‘it is a must to make the tourist places and tourism survive!’ because ‘we want 

to meet local people walk on white sandy beaches, see the Big Five in Africa, relax and enjoy 

our holiday.’ She goes on by stating that ‘the earth has already lost many paradises, locals 

and animals because too many do not take their responsibility. So it is not an opportunity it is 

a must if we speak in long terms!’.  

Furthermore she agreed with the statement that the corporate social responsibility concept will 

be an obsolete concept of customer acquisition in the future.  
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4.2 Mats Ericson – 2014-04-30 

Mats Ericson is the managing director of VLM Management Consulting which he started in 

2010. Before this he was the deputy manager at Parken Zoo and later on the CEO in 

Kolmårdens Djurpark. He has been part of the decision process for several CSR activities in 

different companies. 

The author decided to interview Mats Ericson because of his great knowledge of 

environmental and social problems which he presented at several guest lectures at the 

Södertörn Högskola. Furthermore his experience within the tourism industry caused the 

author to interview Mats Ericson.  

4.2.1 The concept of CSR 

In his understanding the concept of CSR ‘is a part of a company’s marketing and a way for a 

company to show customers, employees and others what is the company´s ”soul”’. For him 

CSR is not a niche market, ‘it is an activity than can appear on any market’. Moreover in his 

opinion the tourism industry could do better regarding to CSR actions and the tourism 

industry, he says: ‘It is never enough, you can always do better’. He also states that there has 

not been done too much so far but there are a few examples like charter companies who work 

against children and sex abuse or child labor. 

Ericson thinks that CSR and sustainable tourism can be related but they do not have to be 

related. Furthermore he states ‘if sustainable tourism is a part of a company CSR is it because 

that is a part of that company´s “soul”’.  

In his opinion the CSR concept has an advantage which can also be a disadvantage: ‘The 

advantage is that it can take the company closer to its customers values and  in that way 

become closer with the customers, if then the customer discovers that the company’s CSR is 

not genuine it will be a backlash’. Furthermore in his opinion CSR can bring organizational 

trust to a company. Therefore he thinks that companies should invest in CSR if ‘they find 

projects that bring the company and its employees closer to each other and to customers on a 

market’. He goes on by stating that the CSR concept ‘can strengthen the position of local 

inhabitants mind as well as in employees and customers mind’. 

For Ericson the limitations of the CSR concept can be seen in the way that ‘the limit is when 

you do things which are not related with the “soul” of the company and if you try to be 

dishonest with your CSR work’.  Moreover he thinks that CSR actions should be voluntary 

because ‘if it is defined by law it is a completely different story, then it is not CSR any more, 

then it is following the laws without heart or “soul”’. 

 

4.2.2 CSR and the customer purchase decision in tourism 

In Mats Ericson´s opinion corporate social responsibility does not influence the purchase 

decision of a tourist but it can make the tourist proud and furthermore it can make the tourist 

more comfortable with a purchase. But he goes on by saying that CSR can increase the 

number of customers if the company finds the right projects for the company and that this 

project is something customers and employees care about. As a consequence, he states that 

these projects ‘will create happy employees and more customer satisfaction’ and in return it 

will create more customers. In his opinion there are no ‘CSR companies’ he says ‘it is part of 

a company, but only one part of a company´s identity’. 
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Moreover in his opinion a commitment to corporate social responsibility can increase the 

competitiveness of a company if it is ‘correctly handled’. Furthermore he agrees with the 

statement that there is a converse between marketing and CSR. 

 

4.2.3 The future of CSR in tourism 

In Ericson´s opinion the opportunities for the future for the CSR concept in tourism will be 

‘the same as today but even more and closer cooperation between local community, tour 

operators, customers, etc.’. Furthermore in Ericson´s opinion the CSR concept will only 

become an obsolete concept in the tourism industry as a concept of customer acquisition ‘if it 

is done correctly and with heart and “soul”’. 

 

4.3. Göran Olsson – 2014-05-02 

Göran Olsson can look back on 50 years of experience within the tourism sector. In the 

seventies he worked as a production manager for the largest tour operator in Scandinavia 

called Ving. Later on in the eighties Olsson has been appointed to be the CEO managing 

director for Sunwing family resorts a hotel chain with fourteen hotels in Spain, Greece, etc.  

Olsson and his team at Ving and Sunwing worked with CSR actions even if they have never 

heard of CSR during this time period. He stated: ‘What I understood later, what we did was 

CSR in many ways. We supported village development, wild life protection and so on. We 

never thought of it as CSR but we owed the receiving country something and we tried to pay 

back the hospitality which was giving to us and the tourists’.  

The author of this given thesis decided to name and interview Göran Olsson as an expert 

because of his years of experience within the industry, especially his experiences within the 

CSR concept. The author met Göran Olsson during guest lectures at the Södertön Högskola 

and could therefore be convinced of his expertise by his lectures. 

4.3.1 The concept of CSR 

For Olsson CSR can be understood as a rule; ‘you should treat people as you would like to be 

treated yourself’, he says. He goes on by saying that this rule ‘goes for everything, it goes for 

money, for courtesy, etc.’. In Olsson´s opinion many organizations in Scandinavia are aware 

of the CSR aspect but ‘there is more talk than action’ he states. Moreover he thinks that CSR 

is going to be an obsolete concept on the contrary. He underlines this statement by arguing 

that ‘it is coming more and more and even from the begging it was some kind of a selling 

point at least for the niche customers. It is a way of communicating how good we are as a 

company and today everybody has to be a little bit into this. But there is still a long way to go. 

 

In Olsson´s opinion corporate social responsibility and sustainable tourism is related ‘in a way 

that sustainable tourism is part of CSR’. He goes on by stating that sustainable tourism is just 

one part of many others of CSR. Furthermore in his opinion CSR can be a niche market if you 

see in the way that ‘customers or the public are more or less interested in CSR’. On the other 

hand in his opinion ‘CSR has developed in the last years and you cannot call it as a niche 

market anymore because it is there in most companies and in most markets’. 
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Olsson says ‘if customers, partners, and people you work with consider that you are a CSR 

company it is probably mainly an advantage for your company’. Furthermore he said ‘it does 

not mean any lower cost and you were seen with a kind of respect at least I hope’. Besides he 

thinks that corporate social responsibility can bring organizational trust for the company. 

Therefore, in his opinion, organizations should invest in CSR actions. He also states that it 

depends on the part of the tourism industry if they can benefit from the CSR concept. For him 

‘the receiving part is getting more or is benefitting more than the sending away country’. 

 

He thinks that the limitation of the CSR concept can be seen with the issue of money: ‘In the 

end of everything is money. If I´m responsible for a company working with CSR and the 

company goes not very well then there is a limitation’. He goes on by saying that ‘you cannot 

led the company go down just because you want the company to be CSR’. On the other hand 

in his opinion, Olsson states that CSR actions should be defined by law because ‘if it is only 

voluntary there are people not doing what they should and even if it is defined by law there 

are people who bypass them’. He goes on by saying: ‘there must be and there are definitions 

by law in most countries and as  a matter of living up what law has defined, many times when 

companies are not acting according to the law quite a lot of CSR actions are already there’. 

 

4.3.2 CSR and the customer purchase decision in tourism 

In his opinion corporate social responsibility influences the customer purchase decision ‘as 

long as it does not cost much more’ because ‘the tourist mainly looks for price and value for 

money and in value for money they probably include CSR as well and that could be worth a 

kronor more but not too much more’. Moreover in Olsson´s opinion CSR does not 

significantly increase the competitiveness of a company because ‘at least everybody is 

committed to CSR’. He goes on by saying that ‘you need to have CSR and it is a matter of how 

good you are in it’. For him, so far people do not scrutinize it too much but ‘that time will 

come when they sort of asses of what the company say and what the company actually does’. 

For Olsson, CSR increases the number of customers. Besides he thinks that there is no 

converse about marketing and corporate social responsibility because ‘you should mention it, 

the same way as you mention anything else from your product and you should not make some 

sort of any particular issue about it because then you risk that people get disappointed when 

you do not leave up to what you have said through marketing’. He goes on by arguing that he 

do not think ‘you should hammer the message on CSR as a fantastic point of sales. It should 

come within the normal arguments of marketing!’. 

 

4.3.3 The future of CSR in tourism 

For Olsson, ‘most companies will try in the future to do CSR because they are afraid of too 

much bad publicity’ but on the other hand in his opinion also companies like Ryan air, who do 

not have anything to do with the CSR concept will still be in the market. He goes on by 

explaining: ‘They are very, very cheap and therefore they are still in the market and they will 

be in the market for a long time to go even if they do not treat their customers, partners, and 

employees right’. Furthermore he states: ‘most companies will work with CSR and let us hope 
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that Ryan air want to work with it as well because otherwise it will hurt the industry in the 

long run!’. 

 

4.4 Florian Weiss – 2014-05-16 

Florian Weiss works since 2007 for the Geisel Privathotels in Munich, Germany. He started 

as an F&B Cost Controller; worked as head of for the personal and purchasing department 

and was head of the strategy and innovation department. Since November 2013 he is now the 

Rooms Division Manager for the Geisel Privathotels. In this position he deals, among other 

things, with the subject of sustainability. It is to Mr. Weiss`s credit that the Geisel Privathotels 

have now three of the ‘CSR-Tourism Certified’-Labels.   

Furthermore Weiss is the CSR-Manager of the company und deals with the certification 

processes as well as with the course of the corporate social responsibility actions. As stated 

already the Geisel Privathotels works continuous with the CSR catalogue of measures which 

are divided into short term, medium term, and long term targets.  

The author decided to name Florian Weiss as an expert because of his daily work experience 

with the CSR tool in the tourism field. Furthermore Florian Weiss works for a well-known 

private owned hotel chain which mission is to solve environmental-, economic-, and social 

problems which are caused through tourism. The author was able to get to know Florian 

Weiss throughout former colleagues.  

 

4.4.1 The concept of CSR 

For Weiss, corporate social responsibility is a concept on a voluntary basis which integrates 

social and environmental interests in the business activity and the relationships with 

stakeholders like customers, suppliers and employees. He goes on by saying that a company 

has a huge responsibility for the society and therefore CSR should be integrated in the tourism 

industry. In his opinion a host is reliant on an intact environment, a living culture and satisfied 

employees. He goes on by stating that since these quality features make the stay of customers 

unique!  

Weiss states that the CSR concept brings energy efficiency and an environment management 

which leads not just to a huge saving potential it also brings clear competitive advantages. 

Furthermore, he thinks that this concept can bring on the one hand huge competitive 

advantages and satisfied employees; on the other hand it needs time and is associated with 

costs. But he states that ‘the success tells us right!’. In his opinion the limitations of the 

concept can be seen in that point that it takes a while to implement the CSR actions in the 

company.  

Weiss argues that companies should invest in CSR because for him and the Geisel 

Privathotels it showed that it is the right tool. Also, in his opinion, CSR actions can bring 

organizational trust for the company. 

But in his opinion the idea of CSR must first of all be raised in the minds of the employees. 

Besides, he thinks that a number of CSR measures should be regulated by law. Because then 

the risk of ‘green washing’ is lower and environmental and social issues are more present and 

more transparent for the society. This is important because for Weiss; CSR is still a niche 
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market. He said ‘it should be more embedded in the minds of people and there should be more 

public relations about the topic’. 

Besides in Weiss opinion the tourism industry makes a good contribute to sustainability like 

emission-savings or in social engagement; but he says ‘there could be definitely more 

actions’. Furthermore he thinks that ‘through different marketing tools the topic is distributed 

widely – it is a first step!’. But he goes on by stating that ‘the companies should not use the 

corporate social responsibility concept only as a marketing tool, they have to show the 

customer that they stand a 100% behind the concept!’. Moreover Weiss believes that there 

could be more CSR actions if they would be demanded by law. He goes on by saying that 

‘many do not believe in the success and the increasing competitiveness caused by CSR’. Form 

him the tourism industry can benefit of the many resource savings that the CSR concept 

brings with it.  

 

4.4.2 CSR and the customer purchase decision in tourism 

In Weiss´s opinion the concept of corporate social responsibility only influences the customer 

purchase decision if the consumer is interested in social and environmental issues. He 

believes that CSR is a differentiating factor because buying a product from a CSR company 

will bring responsible use of resources, fair trade and employee satisfaction. Besides he is 

convinced that CSR can bring significant changes in the competitiveness of the company.  

As a consequence of organizational trust and competitiveness he states that CSR increases the 

number of customers. Because sustainability is coming more and more in the focus of 

consumer even though there is still a lot do to sensitize the customer.  

 

4.4.3 The future of CSR in tourism 

The future of the corporate social responsibility concept is positive states Weiss. Because 

social responsibility is carried by each individual. Especially in the tourism industry Weiss 

believes that there are many opportunities. 
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5. Findings and Discussion 

It has been stated several times in this thesis at hand, that tourism has become big business. 

But with the big business many problems are appearing. These problems are one argument 

why people more and more return to nature and its protection (Ráduly; Dumbravà, 2011). 

Several movements for environmental protection getting stronger and especially for tourism 

this is an important detail. The value of attractiveness of the environment is one of the most 

important facts of a successful tourism industry. Throughout this thesis several studies have 

shown that an increasing number of travelers are interested in seeing and doing more in areas 

that sustains the culture and environment of a tourist destination.  

Especially organizations within the tourism industry should not underestimate this movement 

of consumer awareness. This Master thesis at hand was written to shed more light into the 

topic of corporate social responsibility and to bring the concept of CSR closer to the tourism 

industry. In the previous chapter the author presented different views of corporate social 

responsibility which should, at this point of the thesis, be analyzed with the material of the 

expert interviews which have been made.  

In order to analyze the material for the purpose of the thesis the author decided to analyze the 

data within categories. These categories are the following: 

- Moralization of tourism 

- CSR and the tourism industry 

- Sustainability and CSR as a voluntary concept 

- Definition of CSR 

- Models and theory of CSR 

- Motives behind CSR 

- Consumer as drivers for CSR and the customer purchase decision in tourism 

- CSR and marketing 

- The future of CSR in tourism 

 

5.1 Moralization of tourism 

Several times during this work the author has stated that tourism and CSR are inter-linked 

with each other. This is because tourism is becoming increasingly moralized (Butcher, 2003, 

p. 7) and as a consequence ethical consumption in tourism is becoming more and more 

important for the industry. This ethical consumption appears in that sense that consumers can 

nowadays buy and support the ideals of social responsibility by consuming certain things in 

the marketplace (Dobers, 2010, p. 108). Moreover by choosing products, consumers could use 

their influence as economic voters and consumers chose to vote for companies that fulfil 

certain socially responsible criteria (Dobers, 2010, p. 109). Olsson underlines this by saying 

that ‘everybody has to be little bit into this’. 

This positive link of CSR to consumer awareness is spurring companies to invest in 

corporate social responsibility. Butcher (2003, p. 105) argues that we see ourselves in 

relation to others and in relation to society more broadly and it seems to increasingly take 

consumption as its primary point of reference and therefore affects the consumer choice. 

Organizations are very aware of the raising consumer awareness and as a consequence the 

market is full with options for socially minded customer. This statement can be underlined by 

the interviewed experts as well. Grün, Ericson and Olsson agreed, that CSR is not a niche 
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market anymore; ‘it is an activity than can appear on any market’; Ericsson states. Therefore 

the concept of corporate social responsibility is not just a tool for a niche market; it is a tool 

for the whole marketplace. But for Weiss CSR is still a niche market because in his opinion 

the concept is not yet embedded in the minds of people and furthermore there should be more 

marketing actions about it.              

The following list should give the reader a clear understanding of the main statements in this 

section:  

 

Throughout the moralization of tourism, companies invest in CSR. 

The concept of corporate social responsibility is a tool for the whole marketplace and 

not just for a niche of customers. 

Table No. 4, title: Findings 1; source: own representation. 

As stated already the moralization of tourism lead companies to invest in CSR but what is the 

latest state of CSR in tourism? Has CSR in tourism really arrived? These questions should be 

answered in the following section. 

 

5.2 CSR and the tourism industry 

In the theoretical framework of this work the statement of Aronsson (2000, p. 13) was 

presented. The researcher stated that in the last years eco-labelling of goods has become 

increasingly common in the developed world and even in the area of tourism and leisure. As a 

consequence of the ethical demands of consumers, companies need to react at one stage; even 

the tourism industry.  

The UNWTO (2010, http://www.unwto.org/tourism&mdgsezine/, downloaded on 2014-02-

10) found out that the main CSR actions which are implemented in companies are the 

following: 

- The internal management 

- Activities to core operations of business 

- Resource management 

- Professional development 

- Security and health 

This research by the UNWTO can be confirmed by the answers of the respondents who listed 

the following actions as CSR actions in their company: energy efficiency, environment 

management, and resource savings. 

Throughout shareholder pressure a new avenue in pursuing acknowledgement by the tourism 

companies of their responsibility in relation to various social issues has been created (Tepelus, 

2008, p. 78). This can be underlined by the respond of Grün, who said that a lot has been done 

in the tourism industry or by Weiss who argues that there are a few companies with CSR 

actions. But the other interviewed experts disagreed. In their opinion the tourism industry has 

not done a lot regarding corporate social responsibility actions. For example Olsson argues 

that the companies are aware of the issue but there is more ‘talk than action’.  
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As a consequence of these different opinions in first and secondary data the author of the 

thesis notes that there cannot be a clear statement if the tourism industry does enough 

regarding CSR. But it can be noted, that there are companies who care about sustainability 

and the CSR tool and furthermore it can be noted that the experts and researchers are aware of 

corporate social responsibility actions in tourism (i.e. Global Compact of the UNWTO as 

described in the theoretical framework).  

The author decided to follow the statement of Miller et al. (2010) who argued that the 

tourism industry will be a difficult field to change behavior. Even though direct 

shareholder pressure has caused the awareness of the companies. Now it is up to the 

companies to react. 

In this section, the main statements are the following: 

 

The direct shareholder pressure has caused the awareness of CSR in tourism. 

The main CSR actions in tourism are implemented in: 

- The internal management 

- Activities to core operations of business 

- Resource management 

- Professional development 

- Security and health 

Table No. 5, title: Findings 2; source: own representation.  

At this point of the thesis we have analyzed that tourism is becoming moralized and the latest 

status of CSR in tourism. But it is still not clear what CSR really is. This should be discussed 

in the next section. 

 

5.3 Sustainability and CSR as a voluntary concept 

When talking about CSR, sustainability and sustainable tourism always pops up. 

Sustainability has been defined in this thesis as a process not a given fact. Especially Edgell 

(2006, p. 6) discusses sustainable tourism management. For him the goal is to choose one or 

more approaches to foster practical, acceptable, and profitable tourism enterprises while 

preventing damage to the built and natural environment. Furthermore the author described the 

different tools of sustainability in tourism.  

One of the tools of sustainability is corporate social responsibility. It showed that CSR can be 

understood as an industry regulation. In more detail this means that the CSR actions, 

nowadays are on a voluntary basis because not the government defined rules instead the 

companies impose themselves. This statement shall also be voted by two of the interviewed 

person. In the author´s opinion CSR actions are voluntary actions because as Ericson argues: 

‘if it is defined by law it is a completely different story, then it is not CSR any more, then it is 

following the laws without heart or “soul”’. Furthermore CSR actions can still cost money 

and therefore to secure profitability of organizations CSR should be seen as a voluntary tool. 

Even though if there are legitimate concerns like the one from Olsson who argues that ‘if it is 

only voluntary there are people not doing what they should and even if it is defined by law 

there are people who bypass them’. The statement from Olsson is supported by Mowforth and 
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Munt (2003, 113) who are arguing that the politicization of the tourism industry would require 

a clarification and emphasis of the associations between the prevailing power structures and 

the control of tourism developments, and further more a clear linking of the goal of reducing 

uneven and unequal development with the policies to pursued by the tourism industry and the 

governments and international institutions which promote it. They are going on by saying that 

without this politicization, sustainability will continue to be hijacked by the prevailing model 

of development, capitalism, and will increasingly fall into the service of the controllers of the 

industry. On the one hand this statement can definitely supported on the other hand the 

question appears if CSR actions are still of immense importance or can be higher rated than 

an insufficient organization which cannot afford CSR actions but has to if they are regulated 

by law? 

In the list, just yet explained, Mowforth and Munt (2003, p. 107) see CSR as part of 

sustainability in tourism. This statement was corroborated through the expert interviews, 

were all of the participants are stating, that CSR is related to sustainability. Grün for instance 

states that without sustainable tourism there will not be destinations to go to and therefore no 

growing tourism industry and as a consequence no more jobs in tourism. Therefore the author 

notes that corporate social responsibility can be referenced to sustainability as a tool of it.  

At this point the thesis at hand presented answers to the questions: where CSR comes from; 

the relationship between sustainability and CSR; and if CSR is a voluntary concept. The 

following list shows again the main statements of this sub chapter: 

 

Corporate social responsibility can be understood as an industry regulation. 

Corporate social responsibilities are voluntary actions. 

Corporate social responsibility is part of sustainability in tourism. 

Table No. 6, title: Findings 3; source: own representation.  

But, at this point it is not clear what corporate social responsibility really means or how it can 

be defined. This should be explained in the following text section. 

 

5.4 Definition of CSR 

The author has now presented that CSR is a tool of sustainability and sustainability in 

tourism. But it is not clear how CSR can be defined. Furthermore it should be explained when 

the concept rose. 

The formal birth of corporate social responsibility are the 1950s and since them CSR is 

adopted in many industries. By now there is no applicable definition. According to the 

literature, it is up to the different organizations to interpret and handle CSR according to how 

they understand the communication of different stakeholder groups (Cerne, 2008, p. 61). But 

in the author´s opinion of this thesis at hand, this statement from Cerne cannot be an option 

because in this case CSR would be a tool without any clarity. Therefore the author decided to 

compare the definitions, to find similarities and to provide with the help of core 

characteristics, also presented in the thesis at hand, and with the help of the expert interviews 

a definition of CSR. For Ericson the concept is part of the company’s marketing and to show 

customers, employees and others what is the company´s soul. However Olsson defines the 

CSR concept like a rule; ‘you should treat people as you would like to be treated’. In the 

author´s opinion only Weiss gave a suitable definition. In his words CSR is a concept on a 
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voluntary basis which integrates social and environmental interests in the business activity 

and the relationship with stakeholders like customers, suppliers and employees. 

This definition, created by the author of this thesis at hand is defined as follows: 

 

Table No. 7, title: Findings 4; source: own representation. 

 

The next section should bring more light into the theories and models behind CSR. These 

models and theory are important to get a deeper understanding of the concept of CSR. 

 

5.5 Models and theory of CSR 

First of all it is important to mention the statement from Tepelus (2008, p 65) who argues that 

corporate social responsibility is a long-term accountability and has been treated from the 

perspective that CSR is a management concept. This statement can be underlined by Grün 

who argues that CSR actions should be long-term projects to keep tourism survive.  

One, in the theoretical part of this thesis at hand, described model is the one from Kotler and 

Lee (2005). They presented best practices which assist companies with their CSR programs 

(Crane, 2008, p. 40-41). The six major types of social initiatives are:  

- Cause promotion 

- Cause-related marketing 

- Corporate social marketing 

- Corporate philanthropy 

- Community volunteering 

But the most important model of CSR is the four stage model from Caroll (1991), which is 

described earlier in this thesis at hand (Crane, 2008, p. 51). It is important because it shows 

the difficulty between being profitable as a company and to be a good citizen. For Carroll a 

company should start at the ‘economic responsibility’ stage and continues to fulfill the last 

stage; the ‘philanthropic responsibility’ stage where the company should improve the quality 

of life and contribute resources to the community. Moreover Carroll created a model which 

makes clear that companies should be profitable before taking CSR actions. But for Crane 

(2008, p. 58) nowadays, social responsibility does not mean forgetting about economic 

responsibilities in order to do good, but it is about acting responsible within the context 

of basic legal and economic obligations.  

Besides these models there are various theories about CSR. Especially the shareholder- and 

stakeholder theory is important to explain the concept of CSR. Using this theories the 

different opinions about CSR become clear.  

 

Corporate social responsibility is a concept where companies integrate social and 

environmental concerns in their business operations on a voluntary basis, beyond the 

interest of the firm and what is required by law. This form of self-regulation whereby 

companies take actions to promote social good to respond to the externalities created 

by market action is a commitment to behave ethically and contribute to economic 

development while improving the quality of life of employees, the local community 

and the environment. 
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The shareholder theory is about making profits and increasing the economic value of the 

company for its shareholders (Crane, 2008, p. 55). Besides this fact, a company could only 

engage in social activities if these activities are prescribed by law of they contribute to the 

maximization of the shareholder value.  

On the other hand there is the stakeholder theory which takes into account the individuals or 

groups which claim on the company. These groups are stakeholders (groups or individuals) 

who benefit from or are harmed by actions from companies. For the shareholder theory there 

are important questions which further research should work on and companies need to answer 

these questions. These questions are created from Crane (2008, p. 4): Who are our 

stakeholders? What are their stakes? What opportunities and challenges are presented by our 

stakeholders? What CSR do we have to our stakeholders? What strategies, actions, or 

decisions should we take to best deal with these responsibilities? It should be clear at this 

point that CSR actions can be seen as stakeholder theory. This statement can be underlined 

by Freeman and Velamuri (2006) who suggested, that the main goal of CSR is to create value 

for stakeholders fulfilling the firm’s responsibly to them, without separating business from 

ethics (Crane, 2008, p. 62).  

It was not possible for the author of this dissertation at hand to ask the experts about models 

and theory of CSR because none of them has ever occupied themselves with the subjects. But 

the author will go into that later on in the thesis. 

The following list, presents the main statement of this section: 

 

CSR actions should be planned as long-term actions. 

CSR is a management concept. 

Social responsibility and therefore CSR is about acting responsible within the context of 

basic legal and economic obligations. 

CSR is a stakeholder theory. 

Table No. 8, title: Findings 5; source: own representation. 

At this point, the author has explained the different theories and models in which CSR is part 

of. But why companies invest in CSR is still not clear. This will be presented in the next 

section. 

 

5.6 Motives behind CSR 

The author of the thesis presented the motives of CSR within the theoretical framework. 

These motives are: 

- Positive moral capital 

- Competitive advantage 

- Organizational trust 

- Image 

- Consumer opinion 

- Financial objectives 

- Public relation benefits 

- Increased sales 

- Profit maximizing 



64 
 

These motives have been discussed with the interviewed experts. For Grün it is clear that 

companies should invest in CSR because ‘earth needs to survive!’ She also states, that 

without supporting the environment there will not be any commercial basis any longer. Grün, 

Ericson, Olsson, and Weiss all agree that CSR can bring organizational trust. In Ericson´s 

words: ‘The advantage is that it can take the company closer to its customers values and in 

that way become closer with the customers.’ For him this is the main reason why the 

management of companies should invest in corporate social responsibility. Besides, Ericson 

thinks that CSR can strengthen the position of local inhabitants mind as well as in employees 

and customers mind. For Olsson, CSR can bring organizational trust but it does not 

significantly increase the competitiveness of a company because in his opinion it is not a 

unique selling point. But on the other hand he believes that CSR can increase the number of 

customers. In return, for Weiss CSR brings energy efficiency and environment management 

which all in all brings clear competitive advantages with satisfies employees and 

organizational trust.  

The following list shows again the main statement of this section: 

 

Motives behind CSR: 

- Positive moral capital 

- Competitive advantage 

- Organizational trust 

- Image 

- Consumer opinion 

- Financial objectives 

- Public relation benefits 

- Increased sales 

- Profit maximizing 

 

Table No. 9, title: Findings 6; source: own representation. 

In the next section the author will discuss why consumers are especially drivers for CSR. 

 

5.7 Consumer as drivers for CSR and the customer purchase decision in tourism 

The group which particular influences company´s CSR initiatives are its customers. Therefore 

the author of this thesis at hand decided to focus on this group in more detail. It seems that 

consumers care about issues of CSR and that this influences their behavior as consumers. 

Dickinson and Carsky (2005) explaining that as the political arena has lost certain influence, 

the power has shifted to the arena of the marketplace and therefore consumers can in some 

respect be likened to citizens that vote on political parties as they choose what company to 

support (Dobers, 2010, p. 108). As a consequence of this shifted power and the concerns 

about social and environmental issues ethical consumerism appeared. This can be underlined 

by Weiss who argues that consumer is definitely interested in social and environmental issues. 

The author presented several studies in the theoretical framework which showed that ethical 

consumerism is getting more and more important. Crane (2008, p. 286) also states that ethical 

consumerism is a growing field. In more detail this means that consumers care about issues of 

corporate social responsibility and that this influences their purchase and consumption 

behaviors (Crane, 2008, p. 284).  
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But who are these customers who care about issues of corporate social responsibility? 

Regarding to Harrison et al. (2005) ethical purchasers have political, religious, spiritual, 

environmental, social or other motives for choosing one product over another but they have 

one thing in common: they are concerned with the effects that purchasing choice has, not only 

for themselves, but also on the external world around them (Crane, 2008, p. 286). These 

motives can be satisfied by shopping for products with an eco-, fair trade- or socially 

responsible label (Dobers, 2010, p. 108). As a consequence consumers can feel good about 

supporting social and ethical goals through their shopping behavior. This statement can be 

underlined by Grün who argues that customers want ‘to be proud, to be able to say “I made a 

difference”, and to show others and also to feel better knowing that travel has a bad impact 

on the environment’. 

This effect is called ethical differentiation. Moreover this ethical differentiation is typically 

just one element in a portfolio of differentiating factors that are necessary to gain significant 

market share in mainstream markets and that theses mainstream firms see their aims best 

achieved by satisfying a relatively large group of customers who are concerned about ethical 

factors, but are unwilling to sacrifice the other aspects they value for those concerns (Crane, 

2008, p. 216). Furthermore ethical branding is getting more and more popular with companies 

either developing a brand where ethical values are central to brand meaning of differentiating 

existing brands by emphasizing ethical values as an important necessarily central to part of 

brand meaning (Crane, 2008, p.288). Therefore these ethical purchases are not a niche market 

anymore instead the target market for CSR is a broad and wide one. Earlier there was only 

one special target group, nowadays in more or less every target group are customers who care 

for sustainability and therefore for CSR.  

Grün states that CSR does influence the purchase decision of a tourist but only if it is not too 

expensive. She goes on by saying that in her experience people want to pay more but not 

much more. Furthermore in her opinion the limit of the client is too low to make an impact on 

the CSR work. Grüns’ statement can be support by Olsson because in his opinion it is also 

clear that the customer is not willing to pay a lot more.  

Studies showed that consumers do consider CSR in their purchase and consumption 

behaviors. But there are also other opinions. For example Bhattacharya and Sen (2004) are 

skeptical of surveys suggesting a high proportion of consumers have purchase intentions 

influenced by corporate responsibility (Crane, 2008, p. 293-294). In their research they are 

suggesting ‘if CSR plays a role at all in purchase, it matters at the margin and they are 

unwilling, even if they view the CSR initiatives positively, to trade-off CSR for product 

quality and/or price’ (Crane, 2008, p 293-294). Regarding to the answers of the expert 

interview two of them arguing that CSR do influence the customer decision in tourism but 

only if it does not cost more money. In other words the consumer would rather vote for the 

product of a company with CSR than a company without CSR actions. But regarding to 

Ericson, CSR does not influence the purchase decision of a tourist. In his opinion it only 

makes the tourist feel better about the decision. For Weiss CSR only influences the customer 

in their purchase decision if the customer is interested in social and environmental 

issues. For Bhattacharya and Sen (2004) it is clear that the consumer will not end up 

purchasing a product if they feel that the price is too high or the quality is too low.  

Moreover it has to be stated that there is a major gap between what consumers say they would 

do and their actual behavior (Crane, 2008, p. 286). Furthermore Miller et al. (2010) found out 

that there is still a lack of awareness of tourism´s impact to the relative day-to-day behavior, 

feelings of disempowerment and unwillingness to make significant changes.  

All in all it should be clear at this point that empirical researchers have been similarly unable 

to agree on the answer to the one question that has dominated CSR research probably more 
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than any other over the past 30 years. This question is whether CSR is good for business or 

not (Crane, 2008, p. 4). Because the purchase decision models in tourism are based on little or 

no empirical research and there is little evidence that researchers have presented in the last 

years (Swarbrooke; Horner, 2007, p. 77). Moreover the models of purchase decision are too 

old, they do not predate recent developments in tourist behavior (i.e. rise of the internet or 

budget airlines) and most of the models have originated from work carried out by academics 

in North America, Australia and Northern Europe and therefore they do not reflect the new 

BRIC countries (BRIC is the abbreviation for the following countries: Brasil, Russia, India, 

and China) (Swarbrooke; Horner, 2007, p.77).  

 

Consumers who care about CSR actions are called ethical purchasers. 

Through ethical differentiation organizations can differentiate their products from 

others. 

CSR does influence the customer purchase decision if it does not cost more money and 

the quality is the same as without CSR. 

CSR influences the customer purchase decision if the customer is interested in social 

and environmental concerns. 

Table No. 10, title: Findings 7; source: own representation. 

The next section will discuss the relationship between corporate social responsibility and 

marketing. 

 

5.8 CSR and marketing 

Nowadays companies have to prove to most of its stakeholders that the company is doing the 

‘right thing’ and as a consequence this is the point at which CSR reporting and auditing enter 

the picture (Crane, 2008, p. 353). Companies invest heavily not only in ‘good’ actions but 

also in communicating those as Luo and Bhattacharya (2006) arguing (Vlachos et al., 2010). 

For Weiss it is clear that marketing and CSR is not just good for the company it is also 

positive in that sense that the concept of CSR is getting more and more noticed.  

CSR actions and marketing can only co-exist if the company invests in ethical marketing. 

This ethical marketing, as it is explained in the theoretical part of this thesis at hand, also 

works with the marketing mix. It requires that all marketers follow the principle of social 

responsibility in the marketing of their goods and services (Schiffman; Kanuk, 2007, p. 14). 

Within social marketing they believe that marketing ethics and social responsibility are 

important component of organizational effectiveness (Schiffman; Kanuk, 2007, p. 14). 

Schiffman and Kanuk (2007, p. 14-15) arguing, that the converse is true: Perceptions of a 

company´s lack of social responsibility of unethical marketing strategy negatively affect the 

consumer purchase decision. 

Moreover Barone (2000) and Larson et al. (2008) arguing that in these days, CSR campaigns 

and cause-related marketing actions are sales-relevant since they benefit the sales 

organizations through increased sales as well (Vlachos et al., 2010). For the experts this 

statement from Barone and Larson et al. was discussed but none of the respondents could give 

a clear statement about it. As a consequence the author cannot make any statement about this 

and requires further research about the relationship between increased sales and corporate 

social responsibility actions.  



67 
 

For none of the experts there is a controversial between marketing actions and corporate 

social responsibility actions. Because Ericson argues that CSR ‘is a part of company´s 

marketing and a way for a company to show customers, employees and others what is the 

company´s soul’. Furthermore Olsson explains that ‘you should mention it, the same way as 

you mention anything else form your product and you should not make some sort of any 

particular issue about it because then you risk that people get disappointed when you do not 

leave up to what you have said through marketing’. 

Most of the companies realizing that socially responsible activities improve their image 

among customers, stockholders, the financial community, and other relevant publics 
(Schiffman; Kanuk, 2007, p. 14-15). This can be underlined by Olsson who states that ‘it is a 

way of communicating how good we are as a company and today everybody has to be little bit 

into this’. But consumers may not always be very consistent themselves in their purchasing, 

but they are often quick to denounce a ‘cynical’ or ‘hypocritical’ corporation for any visible 

gap between the socially responsible image the company is projecting in advertising 

campaigns and the ‘reality’ perceived in the stores and through media (Crane, 2008, p. 220). 

Therefore Weiss argues that ‘the companies should not use the CSR concept only as a 

marketing tool, they have to show the customer that they stand a 100% behind the concept’. 

 

The concept of CSR can only exist if also the marketing actions of a company are 

ethical (i.e. social marketing). 

There is no controversial between marketing and CSR actions. 

Corporate socially responsible activities improve the image of an organization among 

customers, stockholders, the financial community, and other relevant publics 

The organization has to show the customer that they stand 100% behind the concept. 

Table No. 11, title: Findings 8; source: own representation. 

The last section will present future perspectives of CSR in tourism. This is important to know 

what researchers or companies should take into account in the future. 

 

5.9 The future of CSR in tourism 

“Taking the entire planet as the context in which they do business, companies must ask 

whether they are part of the solution to social and environmental problems or part of 

the problem.” (Crane, 2008, p. 312) 

This statement from Crane hits the nail on the head. Furthermore Crane (2008, p. 312) states 

that corporations are the only organizations with the resources, the technology, the global 

reach, and, the ultimately, the motivation to achieve sustainability. But CSR in tourism is only 

in its early stages of development and CSR, according to Tepelus (2008, p. 100), still needs to 

get into the private sector before becoming embedded in tourism development.   

For Swarbrooke and Horner (2007, p. 187) the developments in tourism will shift the debate 

over the ethics of tourism and tourist behavior notably. They listed three movements within 

sustainable tourism and CSR: 

- A move away from being concerned just about the physical environment, towards a 

broader interest in the social and economic impacts of tourism. 
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- A switch from seeing tourism as something with negative impacts that have to be 

managed to something which can also have positive impacts. 

- A reduced reliance on government action and regulation and greater emphasis on the 

potential role of the industry and tourists themselves as positive agents of the change. 

Crane (2008, p. 42) argues that CSR can be sustainable only so long as it continues to add 

value to corporate success. Furthermore he argues that it must be observed, that society plays 

an increasing role in what constitutes business success, not just business executives alone, and 

for that reason CSR has an upbeat future in the global business arena. This statement can 

be underlined by the answers from the respondents. All of the respondents agree that CSR 

will play an even more important role in the future as it does today. Especially Grün argues 

that there is no choice if the tourism industry wants to grow or even maintain in the future. 

She goes on by stating that CSR will be an obsolete concept of customer acquisition in the 

future. Also Weiss states that the future of CSR is a positive one! For Olsson the CSR concept 

will be an obsolete concept in the future.  

One improvement for the future was found by a survey undertaken by Mohr et al. 

(Whitehouse, 2006) who found out that the respondents reported that it is difficult to use CSR 

in their buying decision because they do not have enough information on what companies are 

doing and it is hard to get this information. Mohr et al. (2001) concluded by suggesting that 

companies should offer more information to consumers on CSR policies and that public 

policy-makers should seek to educate consumers on this issue (Whitehouse, 2006).  

But it should be clear that the author follows the call from Maignan (2001) who has called for 

more research to investigate consumers’ true level of awareness of firms’ CSR records 

(Schiffman; Kanuk, 2007, p. 14).  

 

CSR has an upbeat future in the global business arena. 

Organizations should offer more information to consumers on CSR policies. 

Further research to investigate consumers’ true level of awareness of firms’ CSR 

records. 

Table No. 12, title: Findings 9; source: own representation. 
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6. Results 

In this chapter the author of the thesis at hand presents the answers to the research questions 

which have been stated in the introduction. Furthermore the knowledge contribution, the 

quality assurance, the critical review, limitations, and further research will be offered.  

 

6.1 Conclusion 

The research questions will be answered one by one, based on the analysis chapter in order to 

get a clear understanding of the findings. 

 

What is the concept of corporate social responsibility from a manager’s perspective? 

CSR is part of sustainability in tourism. It is one tool from several tools which can improve 

social and environmental problems. CSR had its formal birth in the 1950s and since then it is 

adopted in many industries. It can be defined as follows: 

 

Corporate social responsibility is a concept where companies integrate social and 

environmental concerns in their business operations on a voluntary basis, beyond the 

interest of the firm and what is required by law. This form of self-regulation whereby 

companies take actions to promote social good to respond to the externalities created 

by market action is a commitment to behave ethically and contribute to economic 

development while improving the quality of life of employees, the local community and 

the environment. 
 

The concept of corporate social responsibility can be understood as an industry regulation. 

This is because many of the CSR actions are not regulated by law, but the organizations 

implementing these actions in their daily business on a voluntary basis. Furthermore it is 

recommended that CSR actions should be planned as long-term actions because short-term 

actions cost more money in the long run and initiates environmental and social changes not 

much as needed as long-term actions can. 

Moreover CSR is a management concept which is about acting responsible within the context 

of basic legal and economic obligations. Besides CSR can be classified as a stakeholder 

theory because the main goal is to create value for the stakeholders without separating 

business from ethics.  

The motives behind CSR, which have been discovered, are the following: 

- Positive moral capital 

- Competitive advantage 

- Organizational trust 

- Image 

- Consumer opinion 

- Financial objectives 

- Public relation benefits 

- Increased sales 

- Profit maximizing 
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Another important point when talking about CSR is marketing. The concept of CSR can only 

exist if the marketing actions of a company are ethical, too (i.e. social marketing). Otherwise 

there would be a controversial between marketing and CSR actions.  

It should be clear that CSR activities improve the image of an organization among customers, 

stockholders, the financial community, and other relevant publics. Therefore CSR can be an 

image booster for companies. But only if the organizations can show the consumer that the 

organization stands 100% behind the concept. Otherwise the consumer can misinterpret the 

CSR actions and ignore the company in the future. 

 

How does corporate social responsibility influence the customer purchase decision? 

The research showed that the group which particular influences the company´s CSR 

initiatives are the customers. These customers, who care about social and environmental 

issues, are called ethical purchasers. They can have different motivations behind their 

purchasing choice and these different motivations can be supported through their shopping 

behavior by purchasing eco-, fair trade, or socially responsible labels. Therefore customers are 

influenced in their purchase decision by corporate social responsibility. 

This effect, to prefer socially responsible labels, is called ethical differentiation. It is one 

element in a portfolio of differentiating factors of companies. Through ethical differentiation 

organizations can differentiate their products from other organizations. This ethical 

differentiation or ethical branding is getting more and more popular and therefore shows that 

ethical purchasers are not referring to a niche market any longer. Moreover the thesis showed 

that the target market for CSR is a broad and wide one.  

The thesis at hand showed two facts about how CSR influences the customer purchase 

decision. On the one hand it has to be stated that CSR does influence the customer purchase 

decision if the product does not cost more money than other products and if the quality is the 

same quality as from other products. On the other hand CSR influences the customer purchase 

decision if the customer is interested in social and environmental concerns. 

Fact number one shows that ‘normal’ customers would purchase a product from a CSR 

company over a product from an organization without CSR actions if certain circumstances 

are given. The second fact makes clear that customers who care about social and 

environmental concerns would purchase the CSR product instead of a non CSR product.  

All in all it can be noted that customers are influenced through their motives to prefer a 

product from a CSR company. 

 

What are the corporate social responsibility`s prospects in tourism in the future? 

It will be up to the organizations how the future of CSR will look like. Tourism companies 

can be a part of the social and environmental problems or a part of the solution. But as the 

research showed, most of the companies in tourism know the problem and want to invest in 

CSR. Therefore it is quite sure that CSR will have an upbeat in the future in the global 

business arena.  

Even though it is not easy to give future perspectives, the research showed that if 

organizations want to use CSR, out of moral and or financial concerns, they need to provide 

more information about the company´s CSR policies. Consumers need to know what kind of 

CSR actions the company is implementing in order to trust these CSR actions. 
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It became very clear throughout working on this Master thesis, that further research is a 

necessary condition in order to investigate consumers’ true level of awareness of firms’ CSR 

records. Moreover the prospect of consumer choices will lead to more responsible business 

and wider value representation is not convincing either, though the concept is clear enough 

(Crane, 2008, p. 176). 

 

6.2 Knowledge contribution 

This thesis at hand was written to shed light on the concept and motives behind corporate 

social responsibility. Even though many researchers have dealt with this topic before, this 

dissertation brought different views together to present a clear view of CSR in tourism. 

Furthermore the aim of the thesis was to understand better the behavior of customers within 

CSR and to present CSR prospects in tourism in the future. On the one hand this was achieved 

by a detailed and comprehensive theoretical framework which presented numerous theories, 

models and definitions. On the other hand in-depth interviews brought new views about the 

topic which have been analyzed together with the theory. 

  

6.3 Personal reflection and recommendations 

In this section it is the authors’ aim to reflect personal thoughts, conclusions and statements 

that emerged during the composition of this Master thesis.  

Looking back at the work it has not always been easy but during the ups and downs of the 

writing process the author has learned to stay focused; even though it was sometimes difficult 

to keep up with the writing process. But it was also a fulfilling and interesting process which 

has led to an improvement of knowledge.  

The topic of corporate social responsibility is quite a difficult topic to do research with 

because, as mentioned several times during the dissertation, there has not been a lot of 

research in the past and very few books, which have been done properly, can be taken into 

consideration. Therefore it was very hard for the author to find appropriate literature about 

CSR. Furthermore there are only a handful of researchers who can be trusted and can be seen 

as researcher of sustainability and CSR. Especially the works from Crane, Bhattacharya and 

Sen have been very helpful. Furthermore the author has systematically read and analyzed 

scientific articles to support the theoretical framework. Moreover it was difficult to elaborate 

how the concept can be classified, because the experts are still arguing about it. 

The decision of using a qualitative approach suited the topic. Also the decision of undertaking 

in-depth interviews was appropriate because it allowed the author deep inside statements of 

experts. Another opportunity to answer the research questions would have been to ask the 

consumer directly but in the authors opinion it was the right decision not to do so because the 

concept is not very well known yet and it would be difficult to explain it to the consumer first. 

Moreover in the author´s opinion evaluating social science is a complex matter and the results 

very often cannot fully confirm.  

The author was able to provide profound expertise of the subject which was fundamental and 

necessary for compiling this paper. To provide empirical data the author was able to provide 

in-depth interviews with experts. The sample size was intended to be larger from the 

beginning but it was difficult to find respondent who not just had time to participate but who 

had also knowledge about the topic. However this fact might weaken the thesis but it is also a 
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fact which motivates further study of this topic with a greater amount of respondents. The fact 

of a small sample size can also be seen positive in a way that it gave the author more time to 

analyze them.  

The interviews were carried out through different mediums; face-to-face, via e-mail, and via 

telephone. In the authors opinion the fact that respondents answered via email did not 

influence the quality of the interview because the author was able to tackle the respondent to 

get deeper answers. Furthermore the answers were as long and useful as the interviews which 

have been carried out via face-to-face or telephone. Besides the expert interviews allowed the 

author to gain insights into real CSR practices. Therefore the author was able to see the 

subject from a different view then the ones presented from researchers in the theoretical 

framework. The information from the respondents have been very important for the thesis at 

hand because the information would have been very difficult to find elsewhere. As the aim of 

the author was to provide a clear understanding of the concept; consumer purchase decision 

regarding CSR, and the future of CSR these interviews have helped to answer these questions 

even though it was hard for the author to ‘compare’ and analyze the answers.  

For the author the most difficult part of the dissertation was to connect the theory with the 

empirical data. As the concept of CSR lacks of clarity it was even more difficult to discuss the 

research questions in a clear and informative manner. Furthermore it presented a challenge to 

separate the authors’ opinion when it was time to analyze the whole material.  

Looking back on my work I would have done some things differently. First of all I would 

have save some time regarding to reading the literature. The processes of reading through all 

the literature took too long and delay the work process even though a strong knowledge of the 

topic builds the basis of a dissertation. Especially on the time frame I would give more 

attention to. Moreover in the future I would put more effort and time in formulating the 

interview questions because when analyzing the answers it became clear that the formulating 

could have been done better and more clearly. But all in all, the author was able to present 

answers to the research questions, could provide a sustainable theoretical part, and hints for 

further research. In these listed categories lies the strength of the dissertation at hand because 

the theoretical part could be the basis for further analysis and the presented information is 

understandable for all who are interested in the subject.  

 

6.4 Limitations and further research 

The author of this dissertation has pointed out several times during the work that further 

research of the topic is absolutely necessary. It starts with the clarity of the subject of 

sustainability. Researchers and experts do not agree in the definition. Moreover the study field 

of sustainable tourism is not clear either and is in need of clarification.  

As the aim of the thesis was to shed more light into the concept of CSR it should be clear that 

the whole concept of CSR lacks in clarity. Even though this dissertation tried to work on this 

issue; further research is in urgent need. Especially the models are obsolete and need to be 

refreshed.  

Another suggestion for further research is the business case of CSR. As the whole concept is 

quite unclear it is hard for the researchers to build a business case for CSR.  

To take the thesis at hand to the next level it should be recommended to do a survey about 

consumer behavior and CSR. Moreover it should be recommended to do an observation of 

consumer behavior and CSR. Because Crane (2008, p. 286) argues that there is major gap 
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between what consumers say they would do and their actual behavior. Therefore an 

observation of consumer behavior regarding CSR would create new knowledge. 

Moreover Miller et al. (2010) found out that there is still a lack of awareness of tourism`s 

impact to the relative day-to-day behavior. Also Maignan (2001) has called for more research 

to investigate consumers’ true level of awareness of firms’ CSR records (Schiffman; Knauk, 

2007, p. 14). The author of this dissertation has the same impression and can therefore only 

endorse this requires. It would be good to know more about the effects of CSR initiatives on 

consumers. In more detail a research about which product categories are of importance and 

also a study about how CSR initiatives and marketing influences the consumer choice. This 

would help marketers to develop their marketing plans. Moreover it would be interesting to 

know more about the choice of advertising media based on which media the majority of 

consumers use to gain information about tourism products and CSR. Furthermore it would be 

interesting to have more research about the future challenges and opportunities of CSR to get 

a deeper understanding of the topic. 

Limitations of the dissertations came up during the writing process. As outlined above, the 

main limitation of this thesis is the quantity of in-depth interviews. Therefore the empirical 

findings are limited. Another limitation could be that the described concept only works in 

industrial countries. For developing countries another approach of CSR should be invented.  

As social responsibility has an ethical-, moral-, and business component it is difficult to do 

justice to all components. The limitation could therefore lay in the imbalance of these 

components. Furthermore as this thesis at hand was written to give an overview of the topic of 

corporate social responsibility and the topic is not yet fully researched it is clear that it lacks at 

various points. 
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Appendix: 

Questionnaire Master Thesis: Anna-Maria Schnitzenbaumer 

For my Master thesis in tourism at the Södertörn Högskola in Stockholm I am using expert 

interviews as research method; therefore the interview will be used in my analysis. The topic 

of the thesis discusses the concept of corporate social responsibility (CSR) and its relation 

with tourism. Especially, how the concept of CSR influences the consumer behavior. If you 

wish your interview to be anonymous or if anything is unclear you are more than welcome to 

contact me at anna-maria01.schnitzenbaumer@student.sh.se or +49 (0)176 22 61 69 56. 

 

1. Personal details, professional career & experience with CSR 

1.1 Please start with a brief description of your role in the company, what your job entails and 

what kind of experience you have with corporate social responsibility? 

1.2 Are you currently implementing CSR actions in your company? If yes; what kind of 

actions and how important are these actions for your company? 

2. The concept of CSR 

2.1 What is your understanding of corporate social responsibility?  

2.2 In your opinion, do you think CSR and sustainable tourism are related? If yes; how are 

they related? 

2.3 Which advantages and disadvantages do you see within the concept of CSR? 

2.4 Where do you see limitations of the CSR concept?  

2.5 Do you think organizations should invest in CSR? If yes; why? 

2.6 In your opinion; should CSR actions be voluntary or defined by law? Please explain your 

answer. 

2.7 Do you see CSR as a niche market? Please explain your answer. 

2.8 Can CSR initiatives bring organizational trust? 

3. Tourism and corporate social responsibility 

3.1 CSR and the tourism industry – What has been done? 

3.1.1 Dou you think the tourism industry does enough? 

3.2 What are the reasons why CSR is not yet disseminated within the tourism industry?  

3.3 How can the tourism industry benefit from the CSR concept? 

4. Purchase decision & consumer behavior 

4.1 Do you think that CSR influences the purchase decision of a tourist? Please explain your 

answer. 

4.2 Do you think your commitment to CSR significantly increases your competitiveness as a 

company?  

4.3 Do you think CSR increases the number of customers? If yes; why? 

4.4 What do you think are the factors for customers to buy a product from a CSR company? 

4.5 What do you think about marketing and CSR? Is there a converse?  

5. The future of CSR 

5.1 What kind of opportunities for the future do you see in CSR and tourism? 

 

Thank you for your time and participation.  

 

Best regards,  

Anna-Maria Schnitzenbaumer 


