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Abstract 
 

Corporate Social Responsibility (CSR) is a business approach that has grown in 
acceptance by many corporations in developed and developing countries. Through CSR, 
business organisations could strike a balance between economic, social and 
environmental goals, using resources in a rational manner to responsibly address social 
and environmental needs. Though many past studies have highlighted the drivers and 
barriers of implementing CSR at country level, not much is yet known about this issue 
within the context of a Least Developed Country (LDC) like Bangladesh. As evident from 
the literature review, an LDC struggles with so many economic, social and 
environmental problems. Hence it is important to understand whether CSR can still be an 
important agenda to businesses operating in such condition. Thus, this study explored the 
drivers and barriers of CSR implementation in Bangladesh context with special focus on 
the hotel sector. The stakeholder theory has been used as a theoretical framework of this 
study. To attain the study objectives, a mix method research design was employed where 
data were collected through in-depth interviews and the survey questionnaire from the 
hotel top managements, non-governmental organisation’s executives, government 
regulatory officials, and from domestic and international tourists across the three major 
cities (Dhaka, Chittagong and Cox’s Bazar) of Bangladesh. The data have been analysed 
through NVIVO-11 and SmratPLS 3.0 software. From the findings, this study finds a total 
of sixteen drivers and barriers under the economic dimension of CSR, ten drivers and 
barriers under the social dimension of CSR, and ten drivers and barriers under the 
environmental dimension of CSR regarding the implementation of CSR practices in hotel 
sector. Moreover, from the outcome of the study hypothesis, it has been found that the 
tourist demand (TD) and the social dimension of CSR (SCSR) are positively related but 
not significant. Conversely, tourist demand (TD) and the environmental dimension of 
CSR (ECSR) have a positive and significant relationship. Based on the findings, this 
study proposes two types of implications, i.e. theoretical and practical, where the latter 
includes governmental and managerial implications. 
 
Keywords: Corporate Social Responsibility, LDC, Economic dimension of CSR, Social 

dimension of CSR, Environmental dimension of CSR, Tourist demand.  
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Abstrak 

 
Tanggungjawab Sosial Korporat atau ‘Corporate Social Responsibility’ (CSR) adalah 
satu pendekatan perniagaan yang semakin diterima pakai oleh organisasi korporat di 
negara-negara maju dan sedang membangun. Melalui CSR,  organisasi perniagaan 
boleh menyeimbangkan antara matlamat ekonomi, sosial dan alam sekitar, menggunakan 
sumber-sumber secara rasional untuk memenuhi keperluan sosial dan persekitaran 
secara bertanggungjawab. Walaupun banyak kajian terdahulu telah mendalami faktor 
pendorong dan pengekang kepada pelaksanaan CSR di peringkat negara, namun masih 
banyak perkara belum diketahui mengenai faktor pendorong dan pengekang di peringkat 
negara kurang maju atau ‘Least Developed Country’ (LDC) seperti Bangladesh. 
Sebagaimana yang dijelaskan melalui kajian literatur, negara kurang maju sering 
berdepan dengan begitu banyak masalah ekonomi, sosial dan alam sekitar. Oleh itu, 
adalah penting untuk memahami jika CSR adalah atau masih boleh menjadi agenda 
penting bagi perniagaan yang beroperasi dalam keadaan sedemikian. Sehubungan 
dengan itu, kajian ini  bertujuan untuk meneroka faktor pendorong dan pengekang 
pelaksanaan CSR dalam konteks Bangladesh sebagai LDC dengan memberi tumpuan 
kepada sektor perhotelan. Teori pemegangtaruh atau “Stakeholder Theory’ telah 
digunakan sebagai kerangka teori dalam kajian ini. Untuk mencapai objektif kajian, reka 
bentuk penyelidikan kaedah gabungan dilaksanakan di mana data dikumpulkan melalui 
temuramah yang mendalam dan soal selidik kaji selidik dari pengurusan puncak hotel, 
eksekutif organisasi bukan kerajaan, pegawai pengawalseliaan kerajaan dan juga dari 
pelancong domestik dan antarabangsa merentasi tiga bandar utama (Dhaka, Chittagong 
dan Cox's bazar) Bangladesh. Data kajian dianalisis menerusi perisian NVIVO-11 dan 
SmratPLS 3.0. Dari hasil kajian, kajian ini telah menemui seramai 16 belas pendorong 
dan pengekang di bawah dimensi ekonomi CSR, sepuluh (10) pendorong dan pengekang 
di bawah dimensi sosial CSR, dan sepuluh (10) pendorong dan pengekang di bawah 
lingkungan dimensi CSR mengenai pelaksanaan amalan CSR di sektor hotel Bangladesh. 
Selain itu, dari hasil hipotesis kajian, didapati bahawa permintaan pelancong (TD) dan 
dimensi sosial CSR (SCSR) adalah positif tetapi tidak signifikan. Sebaliknya, permintaan 
pelancong (TD) dan dimensi alam sekitar CSR (ECSR) mempunyai hubungan yang 
positif dan signifikan. Berdasarkan penemuan ini, implikasi teoretikal dan praktikal 
kajian telah dibincangkan di mana implikasi praktikal termasuklah implikasi kepada 
kerajaan dan kepada pihak pengurusan. 
 
Kata Kunci: Tanggungjawab Sosial Korporat, LDC, Dimensi ekonomi CSR, Dimensi 

sosial CSR, Dimensi alam sekitar CSR, Permintaan Pelancong. 
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Chapter-1: Introduction 

 

1.1 Background of the Study 

According to the up-to-date UNWTO World Tourism Barometer (2019), the arrivals 

of global tourist have already reached 1403 million in 2018, 74 million more than that 

in 2017 (1329 million), with an increase of 6% from the earlier year, which is the 

ninth successive annum of maintaining above average growth since the economic 

crisis in 2009. The forecasting of contribution of international tourism for 2018 by 

UNWTO is rose by 4% to 5%, which additionally contributed to the recovery from 

the international economic crisis. In addition, UNWTO, (2019) acknowledged that by 

making billions of dollars in exports in conjunction with offering millions of 

employments, tourism and hospitality industry has established itself as a major 

contributor to the world economy by its resilient economic activities.  

 

Thus, the effect of tourism and hospitality industry on the global economy is 

increasing significantly and becoming one of the sectors within the universe with the 

rapidest growth ever (de Leaniz & del Bosque, 2015). However, the scope and 

magnitude of the sector’s growth has already raised several questions regarding its 

negative impacts, not only from an economic viewpoint, but also from environmental 

and socio-cultural perspectives. Due to their nature of the business, this industry 

largely depends on the environmental and cultural resources at destinations. 

Therefore, for attaining long-term corporate sustainability by minimising the negative 

impacts on the society and the environment, it is necessary for the leading hotel 

companies to scrutinize the ultimate operative ways in strengthening and extending 

their approach towards hotel CSR activities, because the notion of CSR limits firms in 
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integrating social and environmental issues in their day-to-day business operations 

and in interacting with their stakeholders voluntarily (Fatma, Rahman& Khan, 2016). 

 

CSR has been a widely discussed term or theme in different scientific and practical 

discourses worldwide for more than half of a century (El Dief & Font, 2010; Font, 

Walmsley, Cogotti, McCombes & Häusler, 2012). On the word of Salehi, Tarighi, and 

Rezanezhad (2018), even though CSR is a new term, in the business world the idea of 

informing its emergence has always been recognized from the earliest times. Several 

CSR issues and cases are found nearly in all sectors of human activity encompassing 

actual concerns about the sustainability of business, governments, and NGOs (Vilkė, 

Raisiene & Simanaviciene, 2014). Hence, Bunlueng, Butcher and Fredline (2014), 

generally described the word ‘CSR’ as economic, social and environmental 

responsibilities of a business or industry and such business responsibilities would 

enhance the relationship between the community and the stakeholders as well.  

 

An earlier definition of CSR by the Commission of the European Communities 

(2001), involves a combination of social and environmental concerns related to 

business firms that entail constructive interactions between stakeholders and society 

(CEC, 2001).  It is a concept that should be embedded into the organisational culture 

to improve firms’ financial performances, enrich corporate image/reputation, create 

customer satisfaction, loyalty and attain legitimate endorsements (Benavides-Velasco, 

Quintana-García, & Marchante-Lara, 2014; Basu & Palazzo, 2008). 

 

As marketers in today’s competitive marketplace search for new ways to build 

relationships with customers, Bolton and Mattila (2014) suggested in their recent 



3 
 

research that CSR programs might be a key way for organisations to attract and retain 

customers and to enhance their brand image. Indeed, CSR has become mainstream in 

today’s corporate world (Torreli, Monga, & Kaikati, 2011) including those in the 

tourism and hospitality industry where interest in CSR has grown since the first 

decade of the 21st century (Kang, Chiang, Huangthanapan, & Downing, 2015).  

 

Fu, Ye and Law (2014) emphasised that the notion of CSR managed to draw attention 

from the hospitality industry due to the attentiveness of several hospitality firms 

towards the importance of CSR activities to manage their social and environmental 

accountabilities. This observation was supported by Mozes, Josman and Yaniv (2011) 

who underline that many firms from the hospitality industry have identified the 

necessity for maintaining stability between a firm’s profitability and its reputation to 

the community, the government and the general society as well as the environment.  

 

The hospitality industry in many countries has considered CSR as a management 

philosophy that could help provide the utmost quality of facilities and services to 

tourists, survive in the competitive market, and promote industry reputation towards 

responsible behaviour through tourist satisfactions (Buhalis & Law, 2008; Harrington 

& Keating, 2006). In fact, there are numerous economic, social and environmental 

benefits that can accrue to the industry from a wider adoption of CSR (Benavides-

Velasco et al., 2014; Kasim, 2009). This management concept can help the industry 

become more environmentally sustainable, uphold higher retention percentage of 

customers, have a higher rate of employee retention, and ultimately, contribute 

towards a country’s GDP (Lee, Lee, & Li, 2012; Chan, 2011; Tsai, Hsu, Chen, Lin, & 

Chen, 2010). 
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Hotels, as the biggest player in the hospitality industry, have been observed as 

embracing CSR, especially the environmental dimension. Examples include hotels 

that are nature-oriented, environmentally focused, and environment friendly in use of 

energy, water, and materials, and are also known as ‘green hotels’ (such as, Orchid 

Hotel, India; Banyan Tree Bangkok; Sheraton Incheon Hotel, South Korea; Fairmont 

Singapore, Singapore; Sukau Rainforest Lodge, Sabah; Shangri-La Hotel, Kuala 

Lumpur; Shangri-La’s Tanjung Aru Resort and Spa in Sabah, and Shangri-La’s Rasa 

Sayang Resort and Spa in Penang) which support green and ecological practices in 

protecting the surroundings. These hotels have also been accordingly awarded eco-

certification standards and environmental management standards (EMS) such as ISO 

14001 (Mohd Suki & Mohd Suki, 2015, Asia Green Buildings, 2013). This type of 

certification strengthens consumer confidence in hotel service delivery and 

contributes towards its financial and environmental performance by reducing the 

environmental impact and improving management controls (Darnall, Henriques & 

Sadorsky, 2008; King, Lenox & Terlaak, 2005). The phenomenon could be attributed 

to the fact that hotels have been under the microscope because as Kasim (2007a) has 

mentioned, hotels are a key trading partner in tourism. Therefore, they have an 

important role to play in tourism sustainability, especially with regard to the 

environmental issues.  

 

Consequently, in many countries of the world, environmentally responsible activities 

are no longer expected only from big hotels and resorts. Instead, small- and medium-

size hotels are expected to contribute, because their participation would add 

significantly to the sustainability of a tourism destination (Kasim, 2009; Kirk, 1995) 

with regards to important environmental issues such as water management, energy 



5 
 

management, and waste management (Kasim, 2007b). Using management approach 

such as the Environmental Management System (EMS), hotels of different sizes and 

financial capability in the hotel sector could have the flexibility of addressing their 

environmental responsibility according to their respective capabilities (Kasim, 2015). 

With this flexibility, small and medium size hotels can engage in innovations where 

the word ‘innovation’ means creative new ways of addressing an issue or problem 

that are not necessarily expensive (Kasim, Gursoy, Okumus, & Wong, 2014). The 

ultimate goal for hotels in adopting this flexible approach is to benefit from CSR 

related benefits such as cost reduction, improvement of organisation image and 

reputation, and reduction of pressure from the government.  

 
However, as evident from the location of the authors of the CSR studies reviewed in 

this research (for example, Kasim, 2015; Bohdanowicz, & Martinac, 2007; 

Bohdanowicz, Zientara & Novotna, 2011; Gössling et al., 2012) none of them belong 

to the Less Developed Country (LDC) category. A LDC would have the characteristic 

outline below according to United Nation (UN), 2014: 

Table 1.1: 

Less Developed Countries: UN Classification (2014) 

UN Indicators World Bank Data Bangladesh Data 

GDP at market prices (current US$) $887.2 billion $172.9 billion 

Population, total 932.0 million 159.1 million 

GNI per capita, Atlas method (current US$) $843  $1,080  

Urban population (% of total) 31%  34.3% 

Life expectancy at birth, total (years) 63 71.6 

Education based on Primary completion rate, 

both sexes (%) 

68%  61%*  (2013)  

 

* indicates adult literacy rate (15 years and older) (%), total, 1990-2015 

Source: World Bank (2014), Available at http://data.worldbank.org/region/LDC 
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Hence it is important to explore why this is so. Does CSR apply to LDCs? Would it 

face the same issues as CSR in developing or developed countries? Would it have the 

same drivers and barriers? These are the precise questions that drove this study to 

attempt to explore CSR in an LDC such as Bangladesh. The rationales behind 

choosing Bangladesh are: 

 

Firstly, undertaking an empirical study of CSR in a less developing country like 

Bangladesh might improve the broad understanding of corporate social responsibility. 

This study may also explain the potential drivers and barriers for adapting or not 

adapting the CSR within the organisation on the basis of stakeholders’ opinions (such 

as top management, regulatory authority and NGO’s).  

 

Secondly, despite Bangladesh being considered a least developed country (LDC), it 

made notable progress in economic performance during the 1900s and into the 

twenty-first century, as it began to embrace a more open economy and became more 

integrated with global economic markets (Belal & Roberts, 2010). So, economic 

growth and a shift to a global market economy are associated with the demand for 

socially and environmentally responsible activities. 

 

Thirdly, it is hoped that this study will comprehensively offer some unique and useful 

insights concerning CSR in the less developing country context and the perceptions of 

its relevant stakeholder towards CSR implementation.  

 

Eventually, the findings of this study would positively contribute towards the 

planning and development of Bangladesh tourism and hospitality industry. In the 
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section below, the specific characteristics of Bangladesh as a LDC are described to 

categorically show a clearer context for this study.  

 

1.2 Macro-environmental Context of Bangladesh 

Bangladesh, a country with an area of 147,570 square kilometres, is an emerging 

economy in Southern Asia. It is bordered by India to the west, the north and the north-

east, by Myanmar to the south-east, and by the Bay of Bengal to the south. For a 

duration of about two hundred years, Bangladesh was a British colony and achieved 

its independence in 1947 as East Pakistan along with India and Pakistan. Then in 

1971, the East Pakistan attained independence as the People’s Republic of Bangladesh 

from Pakistan after nine months of terrible Liberation War. The current population of 

Bangladesh is around 159.4 million and it is known as one the most densely-

populated countries in the world. Roughly 75% of the total population live in rural 

areas. However, urbanisation has been rapid in the past few decades. Still, around 53 

million people of Bangladesh live below the poverty line. Islam is the major Religion 

of Bangladesh. Around 90% of the people of this country are Muslims, 8% are Hindus 

and the rest of them are Buddhists and Christians (BBS, 2014).  

 

Soon after Independence, it had been under various military regimes and in the 1990s 

the democratic process began. In the meantime, to develop the socio-political scenario 

of the country several attempts have been made by different political governments. 

Nonetheless, the country is still lagging behind other developing countries due to its 

political instability, military coups, poor leadership, lack of a sustainable development 

plan, and corruption (Sobhani, Amran, & Zainuddin, 2009; Belal, 2008; Belal & 

Owen, 2007). 
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The cultural life of Bangladesh is characterised by the existence of strong family 

values, powerful elite groups, and widespread corruption (Belal, 2001). In recent 

years, the sustained growth has rapidly increased the demand for energy, 

transportation and telecommunication services.  Nevertheless, inadequate planning 

and investment have now resulted in severe infrastructural deficits. In addition, since 

independence, the country has been endlessly facing numerous key challenges, such 

as extensive governmental corruption, political turbulence, continuous economic 

antagonism in the competitive world, widespread poverty due to the massive 

population density, and a growing threat of environmental liability to climatic change 

(Belal & Owen, 2007). 

 

In 2009, in line with human development index by United Nation, Bangladesh was 

categorised as a Least Developed Country (LDC) (World Bank, 2009). The current 

government, led by Bangladesh Awami League, was elected in 2009 by an 

overwhelming majority and has been continuously taking initiatives to accelerate the 

country’s overall economic, social, political and environmental development. At the 

end of the year 2014, the capital market of the country (total market capitalisation of 

$173.8 billion approximately after 2014 according to World Bank, 2014) has received 

new life with the beginning of the democratic process in the 1990s. Presently, 

Bangladesh is known as the Lower Middle-Income Country as said by Word Bank.  

 

The economic context of Bangladesh is characterised by a rapid industrialisation 

policy led by private sectors and marked by significant foreign investments and 

export-oriented industrialisation (Muttakin & Khan, 2014). Over the last two decades, 
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the Bangladesh economy has been growing fast. New economic activities like 

shipbuilding, software development, event management, security services, mobile 

banking services, tourism development, and so on are widely taking place. 

Consequently, the Gross Domestic Product (GDP) in Bangladesh expanded 6.12 

percent in 2014 from the previous year (6.01). GDP Annual Growth Rate in 

Bangladesh averaged 5.64 percent from 1994 until 2014, reaching an all-time high of 

6.71 percent in 2011 and a record low of 4.08 percent in 1994 as reported by 

Bangladesh Bank (Source: www.tradingeconomics.com/bangladesh/gdp-growth-

annual). In the year of 2014, the service sector dominated the economy with lion’s 

share of GDP. Out of total GDP of the country, this sector contributed to 56 percent 

while industry to 28 percent, manufacturing to 17 percent and agriculture only to 

18.70 percent (Word Bank, 2014). 

 

Due to several institutional characteristics such as a less developed capital market, 

‘weak-efficient’ stock market, the absence of active corporate control, a passive 

managerial labour market and poor incentive contracts for management, the 

institutional environment of Bangladesh differs from many developed economies of 

the world (Muttakin & Khan, 2014).  Besides, to control the social and environmental 

behaviour of the companies, Bangladesh has a good number of rules and regulations 

(e.g. Factories Act, 1965; Industrial Relations Ordinance, 1969; Employment of 

Labour Act, 1965; Payment of Wages Act, 1936; Environmental Protection Act, 

1995etc) inherited from British colonial regime (Belal & Roberts, 2010).  

 

However, they are, in reality, routinely disobeyed due to lack of enforcement by the 

relevant agencies, which are reported to be corrupt, weak and ineffective. They also 
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lack in strong political will and necessary resources such as manpower, skills and 

knowledge to be able to implement the relevant laws (Belal & Roberts, 2010). For 

example, in 1995, the Bangladesh government instructed all industrial companies to 

set up compulsory effluent treatment plants (ETP) because of the industrial pollution, 

but unfortunately, majority of the industrial companies showed reluctance to set up 

ETP, which was one the examples of a violation of environmental regulations. 

 

Presently, Bangladesh is striving to become a middle-income country in the world by 

2021, which would require increasing GDP growth between 7.5 and 8 percent (World 

Bank, 2014) per year based on accelerated export and remittance growth. To do so, 

the investment on both public and private sectors would need to be increased 

proportionately. Growth also needs to be more comprehensive through expansion of 

productive employment opportunities in the domestic economy. At the same time, 

Bangladesh has to cope with the urbanisation process more successfully, prepare itself 

for the impacts of climatic change and sustain accelerated and inclusive growth. 

 

1.3 Problem Statement 

As discussed in detail in the literature review section, most of the studies on CSR 

issues have concentrated on developed countries (Ehsan, et al. 2018), where they 

highlighted the increased responsiveness of CSR activities among various developed 

nations. An increasing number of studies have also concentrated on developing 

countries like Malaysia, Singapore, South Africa, Nigeria, India, where those studies 

have shown that the participation rate of developing countries towards CSR activities 

is comparatively slower as compared to developed countries (Ehsan, et al. 2018; 

Malik & Kanwal, 2018; Muttakin & Khan, 2014). 
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Unlike several developed as well as developing countries in the world, CSR is not a 

compulsory requisite for all business organisations to practice and report in 

Bangladesh (Belal & Cooper, 2011). Prior studies by Muttakin and Khan (2014), 

Belal and Owen (2007), Islam and Deegan’s (2008) research on CSR show that CSR 

studies within Bangladesh’s context still focus solely on the multinational corporation 

(MNCs) in the manufacturing and banking sector. Moreover, prior studies (Ullah & 

Rahman 2015; Muttakin & Khan, 2014, Momin, 2013; Momin & Parker, 2013; Azim, 

Ahmed, & D'Netto, 2011; Hossain & Rowe, 2011; Momin & Hossain, 2011; Belal & 

Cooper, 2011; Belal & Roberts, 2010; Belal & Momin, 2009; Belal, 2008; Belal & 

Owen, 2007) have mostly concentrated on the social and environmental 

disclosures/reporting based on secondary data such as the annual reports of financial 

sectors and MNC’s from Bangladesh. Hardly any study has been done on CSR using 

primary data, particularly to understand the drivers and barriers of implementing CSR 

practices in the Bangladesh’s hotel sector. Moreover, earlier studies have not provided 

sufficient observation or thoughts on CSR implementation from the managerial 

viewpoint or regulatory authority’s viewpoint or even NGOs viewpoint (Hossain & 

Rowe, 2011, Islam & Deegan, 2008). In addition to these, any study focusing on CSR 

related issues in the tourism or hospitality sector is rarely found. 

 

Moreover, the global players in the hospitality industry particularly the hotel sector 

have become increasingly involved in corporate social responsibility (CSR) in recent 

years, due to several drivers (Saeidi, Sofian, Saeidi, Saeidi, & Saaeidi, 2015; Gao & 

Mattila, 2014).  Example of fundamental drivers identified include enhanced financial 

performance, improved public image, cost savings, stakeholder Influence, customers 
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satisfaction, environmental management system, community pressure, regulatory 

pressure, NGOs pressure (Javeed & Lefen, 2019; Manokaran, Ramakrishnan, Hishan, 

& Soehod, 2018; Saeidi et al., 2015; Park et al., 2014; Galbreath, & Shum, 2012; Lee 

& Park, 2009; Arenas, Lozano & Albareda, 2009; Bohdanowicz & Zientara, 2008, 

2009; Lee & Heo, 2009; Kasim, 2006; Clarkson, 1995). These drivers are said to 

motivate key industry players to engage in socially and environmentally responsible 

activities. 

 

In contrast, a number of prior studies based on developed and developing countries 

(e.g. Tsai, Tsang, & Cheng, 2010; Hsieh, 2012; Yen & Yen, 2012; Chan, 2009; 

Lawrence & Weber, 2008; Udayasankar, 2008; Atkins, 2006; Jimena, 2006; 

Henderson, 2001) also identified several barriers such as profit maximisation, extra 

costs, firm’s size, lack of involvement, lack of collective understanding, and lack of 

responsibility that obstruct hotels from engaging in socially and environmentally 

responsible activities.  

 

Unfortunately, there is little information to indicate the role of the above-mentioned 

variables on hotel tendency either to embrace or to reject CSR activities in the context 

of an LDC, such as Bangladesh. Existing tourism studies found in the context of 

Bangladesh, for example, only focused on tourism related issues and not on CSR 

related issues. Specific examples of such literature include Khanom & 

Buckley’s(2015) work on Tiger Tourism; Islam, Rahman, Iftekhar & Rakkibu’s 

(2013) work on community-based tourism; Rahman’s (2012) study on Tourists 

Perception; Tuhin & Majumder’s (2011) study on Tourism Industry Development; 

Shamsuddoha & Nasir’s (2011) work on Eco-tourism; Shamsuddoha, Alamgir & 
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Nasir’s (2010) work on Cultural Tourism; Ahmed & Bose’s (2010) study on Tour 

Destination; and Alam, Farukawa & Akter’s (2010) work on Forest-based Tourism in 

Bangladesh. 

 

In addition, the hotel industry of a third world country like Bangladesh is presently 

undergoing a number of problems. These problems can be categorized as economic, 

social and environmental. Economic problems include fluctuation in price of goods 

and services, growing dwelling costs, added expense for infrastructure (water, sewer, 

power, fuel, medical, road maintenance, transportation systems etc.), and prejudicial 

activity for purchasing land under undesirable economic impacts. Social problems 

include cultural conflict between hosts and tourists, unfair recruitment practices, poor 

hygiene and public health, and prohibited practices such as pornography, gambling, 

alcohol and drug abuse within the hotel premises and neighbouring zones areas. 

Bangladesh also faces numerous socio-political problems like human rights violation, 

and blatant disregard for rules and regulations (Belal & Owen, 2007). Meanwhile, 

environmental problems include excessive use of water, using dangerous toxic and 

chemical substances for cleaning, and insufficient safety features for tourists in case 

of fire, earthquake etc. Other problems include oil erosion, pollution, dumping of 

waste into the waterway, and the loss of natural habitation (Belal & Cooper, 2011). 

 

Clearly, an LDC like Bangladesh struggles with a lot of economic, social and 

environmental problems. Hence, it is important to understand whether CSR is or can 

still be an important agenda to businesses operating in such condition. Thus, this 

study aims to explore the drivers and barriers of CSR implementation within the 

context of Bangladesh as an LDC by focusing on one type of business in the 
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hospitality sector i.e. hotel. As found in the literature (see Kasim, 2006), the macro-

environment of a country can influences the types and strengths of the drivers and 

barriers of CSR implementation. This is because the macro-environmental context of 

a country would dictate the type of pressures that surrounds a business operation.  

 

The importance of better understanding the drivers and barriers of CSR 

implementation in businesses operating in Bangladesh is further cemented by findings 

of Momin, (2013) and Belal & Coper, (2011) which have indicated an increasing 

societal expectation for the business communities in the country to address the above 

stated problems in a responsible and translucent way. This expectation is amplified by 

increasing foreign investors’ demand for corporate responsibility of practising and 

reporting on social, ethical and environmental issues from companies (Belal & Owen, 

2007). The government of Bangladesh has also taken initiatives to motivate the global 

as well as local organisations to play more effective roles toward the welfare of the 

society as well as the environment (Sharmin, Khan & Belal, 2014). Although this 

indicates an increasing governmental expectation for all businesses including hotels to 

embrace CSR in Bangladesh, there is hardly any empirical evidence on the influence 

of this type of driver towards CSR implementation in the country’s hotel sector. There 

is also a lack of knowledge on tourist demand, trade association demand and other 

non-regulatory demands on CSR implementation in an LDC country such as 

Bangladesh. 
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1.4 Research Questions 

Based on the above-mentioned issues and problems, this study aims to explore the 

potential drivers and barriers of implementing corporate social responsibility (CSR) in 

Bangladesh’s hotel sector. This study is based on the following research questions.  

RQ-1: What are the drivers and barriers of implementing the economic 

dimension of corporate social responsibility in the Bangladesh’s hotel sector? 

RQ-2: What are the drivers and barriers of implementing the social dimension 

of corporate social responsibility in the Bangladesh’s hotel sector? 

RQ-3: What are the drivers and barriers of implementing the environmental 

dimension of corporate social responsibility in the Bangladesh’s hotel sector? 

RQ-4: What are the extents of demands, if any, of guests while staying in 

hotels that implement CSR compared to those that do not?  

 

1.5 Research Objectives 

The core objective of the study is to explore the drivers and barriers of implementing 

corporate social responsibility (CSR) in the hotel industry of Bangladesh. In detail, 

this study attempts to discover the possible drivers and barriers of implementing 

economic, social and environmental dimensions of corporate social responsibility in a 

less developed country, namely, Bangladesh’s hotel sector. It also examines the 

current scenario of hotel CSR practices in Bangladesh on the basis of tourists’ insight. 

Thus, the following research objectives are offered by this study to answer the 

aforementioned research questions: 
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RO-1: To identify the drivers and barriers of implementing the economic 

dimension of corporate social responsibility in the Bangladesh’s hotel sector 

RO-2: To identify the drivers and barriers of implementing the social 

dimension of corporate social responsibility in the Bangladesh’s hotel sector 

RO-3: To identify the drivers and barriers of implementing the environmental 

dimension of corporate social responsibility in the Bangladesh’s hotel sector 

RO-4: To gauge the demand for CSR practices among guests in Bangladesh’s 

hotel sector. 

1.6 Significance of the Study 

This study is one of the few studies that tries to understand CSR within the context of 

hospitality sector of a less developed country like Bangladesh. It also attempts to 

underline the drivers and barriers of implementing CSR within the context of an LDC 

i.e. Bangladesh. More particularly, this study provides the detailed description of 

motivating or demotivating factors (i.e. drivers and barriers) of CSR practices in the 

four- and five - star hotels among the three different cities, such as Dhaka (the capital 

city), Chittagong (the port city) and Cox’s Bazar (the tourist city) using top-

managements, NGO executives and the perspectives of government regulatory 

officials on economic social and environmental responsibilities. Further, this study 

measures CSR based on the Elkington’s (1998) triple bottom-line (TBL) approach for 

the hotel sector of Bangladesh, that is, CSR is defined as the business responsibilities 

under economic, social and environmental dimension. Thus, the empirical evidence of 

this study would reveal how the hotel sector in an LDC is addressing their 

responsibility towards their own profitability and the society as well as the 

environment. Therefore, this study adds to the existing body of knowledge on 
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Bangladesh hotel sectors’ contribution in relations to CSR, particularly with respect to 

the different potential drivers and barriers that hotel businesses face within different 

macro-environmental contexts. This is particularly an important contribution of the 

study to present CSR practices by hotel sector in an LDC. 

 

Moreover, this study uses three different stakeholders from the diverse groups of 

stakeholders, such as hotel top management, NGO executive, and government 

regulatory official as interview respondents to the in-depth interviews to explore the 

drivers and barriers of implementing hotel CSR practices within the context of an 

LDC, i.e. Bangladesh. And the outcome of such discussions provides richer 

knowledge to fill the apparent gap of the CSR literature in Bangladesh context. 

Additionally, the use of three different interviewees gathers diverse understandings 

towards the implementation of CSR practices in Bangladesh hotel sector and allows 

comparative analysis of each other’s opinions or thoughts to get a deeper 

understanding of such practices. 

 

This study also uses the perceptions of both the domestic and international tourists to 

predict their demand regarding the hotel CSR practices, that is, to ensure whether 

there is any demand or pressure from the tourists or hotel guests towards the CSR 

practices of hotel sector. Thus, this also add knowledge to the existing literature on 

Bangladesh hotel sectors’ contribution in relation to CSR, particularly in relation to 

their socially and environmentally responsible activities (if there are any). 

 

On the other hand, the explored drivers and barriers of implementing CSR practices in 

Bangladesh’s hotel sector may assist the government to formulate their separate CSR 
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policy for the hotel sector as well as the hotel top management in executing CSR 

practices effectively in their business operations. For instance, this study assists the 

hotel top managements and the managers in creating brand image or a good company 

reputation through socially and environmentally responsible activities in the hotel 

sector of Bangladesh. In this regard, several prior studies reveal that organisations that 

operate in a socially and environmentally responsible manner and have a history of 

fulfilling their responsibilities to various stakeholders create good image or reputation 

in the society. The social and environmental activities of the hotel sector are 

strengthening their own brand value, raising their company image which ultimately 

increases their profitability.  Thus, the hotel top managements and the managers 

should be aware of their internal and external CSR activities because these activities 

will create a better company image in the society. 

 

Besides, in Bangladesh, from the last few years the promotional activities of CSR 

have increased among local private sector enterprises which reflect an increasing 

recognition in the country that CSR is a substantial vehicle for promoting business 

competitiveness and sustainable development. Subsequently, several stakeholders 

such as government, media, civil society and local and international NGO’s are 

promoting awareness to adopt CSR by local businesses through a wide range of 

programmes. Hence, this study underlines the necessity of CSR promotion to the top 

managements and the managers of the hotel sector of Bangladesh as, in one hand, 

their promotional activities can play a vital role in motivating the other hotel 

stakeholders who are still not practicing such activities, and, on the other hand, the 

hotels can gain several benefits, such as good image, their own promotion, customer 
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satisfaction, employee loyalty and financial growth under competitive advantages 

through their CSR activities. 

 

Finally, this study is significant because it uses mixed method instead of a singular 

approach to collect data. Such approach will provide the breadth and depth of an issue 

to ensure a better understanding of the various factors driving/opposing the CSR 

process within the industry. This enhances the robustness of the study from 

methodological point of view and can serve as a guide to future researchers, who are 

considering mixed methodology as an approach to understand a social phenomenon. 

 

1.7 Scope of the Study 

The scope of the study would be the drivers and barriers of implementations of the 

three CSR dimensions (economic, social and environmental responsibility) specified 

in the Triple Bottom Line theory. The context of the study would be the hotel sector 

located in major tourist destinations in Bangladesh, namely Dhaka and Chittagong. 

These are the two biggest cities in Bangladesh hosting a number of four and five-star 

hotels. In addition, the focus would only be on four and five-star hotels because as 

demonstrated in previous studies (Abaeian, Yeoh & Khong, 2014; Kucukusta, Mak & 

Chan, 2013; Prud’homme & Raymond, 2013; KamalulAriffin, Khalid & Wahid, 

2013; Tarí, Claver-Cortés, Pereira-Moliner, & Molina-Azorín, 2010) hotel size and 

availability of resources do influence their tendency to engage in CSR.  

 

Besides, numerous studies also found the positive relationship between the luxury 

consumption of upscale hotels (4 & 5 stars rating hotels) and CSR activities 
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(Kucukusta et al., 2013). In addition, McGehee, Wattanakamolchai, Perdue, & 

Calvert (2009) stated that bigger and luxurious hotels have a tendency to contribute 

more to CSR activities. Moreover, Zoweil & Montasser, (2012) emphasised on the 

implementation of CSR activities in day to day operations of upscale hotels (4 & 5 

stars rating hotels) to achieve a persistent competitive advantage. Therefore, budget 

hotels would be less ideal as target respondents in understanding CSR implementation 

within a new study context i.e. an LDC country. 

 

1.9 Definition of Key Terms  

This section outlines the key terms and operational definitions which are going to be 

used in this study. The definitions are presented below: 

Least Developed Country (LDC): The criteria of least developed countries (LDCs) 

are determined on the basis of their GDP at market prices (current US$), total 

population, GNI per capita (current US$), urban population (% of total), life 

expectancy at birth (in years) and education based on primary completion rate 

(http://data.worldbank.org/region/LDC). For this study, the LDC’s definition follows 

the one proposed by the United Nation i.e. a country with low gross national income 

(GNI), weak human assets and high degree of economic vulnerability.  

Corporate Social Responsibility (CSR): According to the Commission of the 

European Communities (2001), Corporate Social Responsibility (CSR) is dealing 

with economic, social and environmental concerns of business organisations in their 

operations to build interactions between stakeholders and society (CEC, 2001). In this 

study, the term CSR is defined as the business responsibilities under economic, social 

and environmental dimension on the basis of Elkington’s (1998) triple bottom line 

(TBL) approach. In other words: 

http://data.worldbank.org/region/LDC
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Economic Dimension of CSR is defined as hotel firms’ responsibility 

towards the economic enhancement of the business itself through cost 

minimisation, enhanced promotion, long-term profitability, and improved 

reputation.  

Social Dimension of CSR is defined as the responsibility of hotel firms 

towards employees and community life quality enhancement, compliance with 

regulations, and support to non-governmental organisations (NGO’s), as they 

are related to the hotel sector. 

Environmental Dimension of CSR is defined as hotel firms’ responsibility 

towards the reduction of the consumption of resources (e.g. water, energy), 

waste, and pollution, recycling and reuse program as they relate up to the daily 

operation of the hotel sector. 

Triple Bottom Line (TBL): “Triple Bottom Line” (TBL) is a CSR concept that takes 

into account the impact of organizations' activities on people (social dimension), the 

planet (environmental dimension) and profits (economic dimension) (Elkington, 

1998). TBL has also been considered as a plan for sustainable development, which 

connects both CSR and sustainability. In this study, the TBL concept is used to 

evaluate CSR practices of hotel sector on the basis of social and environmental 

bottom lines along with economic profitability. 

Tourist Demand: The term ‘tourist demand’ specifies the tourists/hotel guests’ 

awareness regarding the socially and environmentally responsible activities performed 

by the Bangladesh’s hotel sector. 
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1.10 Chapter Summary  

This chapter has presented the background of the study followed by the macro-

environmental context (i.e. economic, social, political, and environmental situation) of 

Bangladesh as a less developed country (LDC) and the statement of the problem. 

Afterwards, it has provided the research questions and research objectives, and 

explained the significance and scope of the study. This chapter has also discussed the 

operational definitions of the study. In the next chapter, the relevance of the literature 

of this study would be critically reviewed to further frame the research. 
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Chapter-2: Literature Review 
 

2.1 Introduction 

The main objective of this study is to explore the drivers and berries of CSR 

implementation in the hotel industry of a less developed country like Bangladesh. 

Accordingly, this chapter will focus on the relevant literature regarding corporate 

social responsibility and its dimensions within the tourism and hospitality industry. 

First of all, the understanding of CSR and its various delineations will be discussed 

along with the different dimensions.  After that the present scenario of practising CSR 

and its substantial benefits in tourism and hospitality industry will be highlighted. 

Followed by a deliberation on the importance of sustainability and its practices as 

they relate to the hotel sector, the focus will gradually fall on the CSR practices in 

Bangladesh context. Finally, the chapter will be concluded by offering theoretical 

framework of the study. 

 

2.2 Understanding Corporate Social Responsibility (CSR)  

In an attempt to understand CSR, it is useful to look briefly at the history behind the 

concept. The first CSR definition was, according to Carroll (1979), presented by 

Howard R. Bowen in his 1953 book, Social Responsibilities of Businessmen. From 

then on, the notion of CSR has achieved noteworthy recognition and received ample 

attention in academic and organisational literature. The definition of CSR is a topic of 

debate for both academics as well as practitioners. They have endeavoured to 

investigate and delineate the elementary perception of CSR. Keith Davis in 1960 

described it as “vague and intangible” (Frankental, 2001). Social responsibility is, to 

Davis, considered as businessmen’s decisions where actions are taken soberly for 
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reasons beyond the company’s direct economic or technical interest. In 1967, Walton 

attempted to describe CSR in his book, Corporate Social Responsibilities, by pointing 

out that social responsibility encompasses a degree of voluntarism in contradiction of 

obligation. Carroll (1968) explored the issue of accountability in explaining CSR by 

suggesting that the accountabilities of businesses include only profit and legitimacy. 

The author claimed that if a company does not disobey the rules and regulations, the 

company has the permissible right to sketch its strategy to boost up its revenues.   

 

Along with the same vein, Friedman (1970) proposed that the social responsibility of 

business is to utilise its capitals and involve in actions aimed to increase its profits 

within the guidelines and without any deception or fraud. As per the author’s 

presumption, the solitary responsibility of business is to maximise profits for its 

stakeholders, and that any deviation from the growth of profit would be considered as 

a breach of an organisation. However, in 1979, Carroll expanded their view by 

offering a theoretical model of CSR based not just on one, but four classifications of 

social responsibility including economic, legal, ethical and discretionary/philanthropic 

responsibilities. The economic dimension was, nevertheless, positioned as the leading 

social responsibility among the four responsibilities.  

 

Drucker (1984) offered a slightly different approach, i.e., by characterising CSR on 

the basis of entrepreneurial stance that it is a way of tackling social problems to 

prompt positive economic benefits to ensure well-paid jobs as well as firm’s 

affluence. Meanwhile, Carroll (1991) expanded their theory by proposing the Pyramid 

of Corporate Social Responsibility which is perhaps the utmost renowned model of 

CSR and has four levels that specify the comparative significance of economic, legal, 
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ethical and philanthropic responsibilities and deliver an outline for understanding how 

the firm’s responsibilities move from the required economical and legal to the more 

socially oriented and merely desired ethical and philanthropic responsibilities 

(Carroll, 1991). 

 

Some authors offered a pessimistic view on CSR. Wolf (2001) stated that CSR 

misrepresents the marketplace by repelling business from its principal role of profit 

generation.  Porter and Kramer (2006) echoed almost the same by suggesting that 

CSR is just an additional cost, a restraint, or a philanthropic effort. The authors 

speciously observed CSR as a basis of prospect, invention and competitive benefit. 

Meanwhile, some researchers perceived CSR as a promotional activity of the 

organisation to meet progress caused by poverty reduction and human capital 

development (Blowfield & Frynas, 2005).  

 

On the other hand, most literature can be seen as focusing more on the benefit of 

CSR. Jamali & Mirshak (2007), for example, identify CSR as a long-term business 

strategy which balances business enterprises’ economic rights with their social and 

environmental obligations. CSR requires business organisations to consider the social, 

economic and environmental consequences of their operations and suggests 

addressing the needs and expectations of each kind of stakeholder (Rahim & Alam, 

2014). Consequently, international normative standards of CSR, so far developed, 

comprise mostly social, economic and environmental issues (Rahim & Wisuttisak 

2013).  
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Moreover, some researchers have related CSR to the efficiency of business 

(Salzmann, Ionescu-Somers, & Steger, 2005; Holiday, Schmidheiny, & Watts, 2002; 

Russo & Fouts, 1997) while others have shown that CSR increases capitals and 

abilities (Donaldson & Dunfee, 1999; Argandona, 1998; Phillips, 2003; Freeman, 

Wicks & Parmar, 2004; Evan & Freeman, 1988).  

 

Some scholars draw attention to the fact that CSR can generate prospects to lift sales 

(Lindgreen, Swaen, & Johnston, 2009; Miller, 2001; Auger, Burke, Devinney & 

Louviere 2003), and even reduce cost and risk (Salzmann et al., 2005; and Waddock 

& Graves, 1997). Others view the concept as an important response to the increasing 

demands of main shareholders such as employees, investors, consumers and 

environmentalists (Bagic´, krabalo, & Narancˇic, 2004). CSR is mainly about dealing 

with business in modus that has a complete affirmative effect on society on the whole 

(Rahim & Alam, 2014). Some of the notional suggestions may therefore appear more 

noteworthy than others in their contents. Table 2.1 attempts to reveal the great variety 

of the development of CSR concepts in the CSR paradigm. 
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Table 2.1  
Development of CSR concepts 
 

Period Name of concept Description Literature 
1950s Social responsibility 

of businessmen 
The obligations of businessmen to pursue 
policies, to make decisions or to follow lines 
of action which are desirable in terms of the 
objectives and values of society 

Bowen (1953) 

Some socially responsible business 
decisions can be justified by the long-run 
economic gain of the firm, thus paying back 
for its socially responsible behaviour. 

Davis (1960) 

Private contribution to society’s economic 
and human resources and a willingness on 
the part of business to see that those 
resources were utilized for broad social ends 

Frederick 
(1960) 

1960s–1970s Stakeholder approach Instead of striving only for larger returns to 
its shareholders, a responsible enterprise 
takes into account the interests of 
employees, suppliers, dealers, local 
communities and the nation as a whole. 

Johnson (1971) 

Carroll’s pyramid The concept consists of corporate 
responsibilities (i.e., economic, legal, ethical 
and philanthropic), social issues of business 
(e.g., labour standards, human rights, 
environment protection and anticorruption) 
and corporate actions (e.g., reactive, 
defensive, accommodative and proactive). 

Carroll (1979) 

1980s-1990s Three-dimensional 
model of principles, 
policies and 
processes 

Integration of the principles of corporate 
responsibility, the policies of social issue 
management and the process of action into 
an evolving system. 

Wartick& 
Cochran 
(1985) 

Institutional 
framework and 
extended corporate 
actions 

Four types of corporate responsibilities (i.e., 
economic, legal, ethical and philanthropic) 
were linked to three institutional levels (i.e., 
legal, organizational and individual), while 
corporate actions are extended to 
assessment, stockholder management and 
implementation management. 

Wood (1991) 

2000s  Three-domains 
approach 

Three domains of corporate responsibilities: 
economic, legal and ethical.  

Schwartz & 
Carroll (2003) 

 New concept A process to integrate social, environmental, 
ethical, human rights and consumer 
concerns into business operations and core 
strategy in close corporation with the 
stakeholders  

European 
Commission 
(2011) 

Source: (Compiled by the author) 
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In searching for operational definitions for variables of this study, the literature is 

again explored to find specific definitions that can be relevant. There are diverse 

definitions of CSR in academic literature and also in other journals and definitely, 

some of them will be quite vague and open to clarification. Commonly, the CSR 

decorative theory has a tendency to hover around the business and its connection with 

society within a rational structure (Carroll, 1999).  

 

Nevertheless, in defining CSR, many concepts are available in the literature which 

can be frequently exchangeable with CSR definitions as the term ‘CSR’ is classically 

and particularly used while assessing the impacts of business on society. In reality, 

businesses involve themselves within the internal or external CSR activities beyond 

the profit maximising stimulus. The conduct of CSR is typically displayed in their 

support to other associations and/or entities in various areas including philanthropic, 

medical, social and environmental causes, cultural issues, local norm protection, 

philanthropic activities and sport related initiatives (Carroll, 1999, 2004). Among vast 

collection of definitions of CSR, a list of precise CSR definitions is provided bellow 

(Table 2.2) for a better understanding of CSR. 
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Table 2.2  
Definitions of Corporate Social Responsibility (CSR) 
Frederick (1960) 
 

 “Social responsibility in the final analysis implies a public 
posture toward society’s economic and human resources and a 
willingness to see that those resources are utilized for broad 
social ends and not simply for the narrowly circumscribed 
interests of private persons and firms”, (P.60) 

Davis (1960)  
“CSR refers to the firm’s consideration of, and response to, 
issues beyond the narrow economic, technical and legal 
requirements of the firm”, (P.70) 

Walton (1967)  
 

“The new concept of corporate social responsibility recognises 
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”, (P.18) 

Committee of Economic 
Development (CED) 
(1971) 

 “CSR is related to (i) products, jobs and economic growth, (ii) 
societal expectations and (iii) activities aimed at improving the 
social environment of the firm”,  

Carroll (1979) 
 

“The social responsibility of business encompasses the 
economic, legal, ethical and discretionary expectations that 
society has of organisations at a given point in time”, (P.500) 

Cramer, (2005) 
 

 “The commitment of business to contribute to sustainable 
economic development, working with employees, their 
families, the local community and society at large to improve 
their quality of life”, (P.583) 

World Business Council 
for Sustainable 
Development or 
WBCSD (2010) 

“CSR is the continuing commitment by business to behave 
ethically and contribute to economic development while 
improving the quality of life of the workforce and their 
families, as well as of the local community and society at 
large”, 

European Commission 
(2011) 
 

 “CSR is a concept whereby companies integrate social, 
environmental, and ethical and human rights’ concerns into 
their business operations and core strategy in close 
collaboration with their stakeholders” 

Source: (Compiled by the author) 
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It is clear that CSR is generally used in the literature as an umbrella term to describe 

the complex and multifaceted relationships between business and society and to 

account for the economic, social, and environmental impacts of business activity in 

the developing world. In brief, CSR is defined in terms of the responsiveness of 

businesses to stakeholders’ legal, ethical, social, and environmental expectations 

(Jamali, Lund-Thomsen, &Jeppesen, 2015). 

 

2.3 The Four-Dimensional Model of CSR 

Because of the better-quality performance and social reputation, CSR delivers various 

advantages to both the business and society (Monowar & Humphrey, 2013; Matten & 

Moon, 2008). Though the classification of CSR activities is still argumentative, 

Carroll’s (1991) pyramid of CSR (Figure:2.1) is considered as one of the furthermost 

conventional models (Taneja, Taneja & Gupta 2011; Carroll & Buchholtz, 2011; 

Carroll &Shabana, 2010; Geva, 2008).  

 

Figure 2.1: Carroll’s (1991) model of CSR 
Source: Adapted from Carroll, (1991) 
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Carroll (1991) describes CSR as incorporating economic, legal, ethical and 

discretionary expectations that society has positioned on businesses. Carroll’s model 

of CSR states that four types of social responsibilities establish total CSR: economic, 

legal, ethical, and philanthropic (Carroll, 1979, 1991). 

 

2.3.1 The Economic Dimension of CSR 

Along with Fadun’s (2014) view, business firms are financial units that inaugurated to 

offer products and services to society in order to maximise their profit. Managers, as 

the representatives of the business owners, are dedicated to maximising stakeholders’ 

affluence. Carroll’s economic element stresses the essential for the business 

organisations to: perform in a way according to maximising company profits, be 

dedicated to being profitable as possible, uphold a solid economic position, retain 

enhanced operating efficiency and be a financially well performed organisation 

(Carroll, 1991). Conversely, in accordance with Barnett’s (2007) claim that some 

stakeholders from deferent business organisations are not too interested towards an 

extreme financial performance of the company. 

 

Society expects business organisations to generate income sufficient to pay their bills 

and reward their investors, just as it expects private individuals to participate by 

working and earning an income as part of being good citizens. Corporations should, 

therefore, make enough money to ensure that their investors receive a strong return on 

their investments and that other stakeholders are assured of the continuity of the 

business, the flow of products, services, jobs, and other benefits provided by the 

company (Fadun, 2014). According to Kanji and Chopra (2010), an organisation 

contains four types of fundamental financial responsibilities i.e. profitability, 
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transparency, non-discrimination and sustainability toward its foremost shareholders, 

namely, financiers, staffs and buyers. Here profitability relates to profit maximisation 

by trading product and services, transparency permits direct stakeholders (i.e. 

investors, employees and consumers) to observe organisations strategy, monitory 

situation, and fair business practices, non-discrimination highlights the equal 

economic principles of the organisation to its entire staffs, customers and dealers, and 

lastly the term sustainability confirms operational sustainability through improved 

business strategy, ever lasting relationships with stakeholders, employees and 

consumers (Kanji & Chopra, 2010). 

 

2.3.2 The Legal Dimension of CSR 

As per Carroll (2004), the legal responsibility of business organisation is the 

fulfilment of required rules and regulations. While companies are allowable to 

function in their activities in accordance with profit imperative attitude, it is also 

expected to obey regulatory guidelines. Legal responsibilities exemplify elementary 

concepts of rational operations as disseminated by central and/or local governments 

(Fadun, 2014). Carroll’s legal constituent underlined several requirements of firms to: 

execute their operation in a reliable way by satisfying the expectations of government 

and rule, be a law-abiding corporate citizen, offer products and services by meeting 

legal provisions, and also to fulfil its legal responsibilities as a successful corporation 

(Carroll, 1991). Additionally, some scholars debate that rules and regulations are 

prerequisite for the accomplishment of CSR (Phillips, Freeman & Wicks, 2003; De 

Schutter, 2008). 

 
 

 



33 
 

2.3.3 The Ethical Dimension of CSR 

According to Carroll (1991), economic and legal responsibilities incorporate ethical 

rules regarding organisational transparency and integrity. Fadun (2014) specified that 

ethical responsibilities incorporate organisational activities and practices towards the 

society which may be proper or improper for the society. Ethical responsibilities 

indicate managers’ strategic morals about right and wrong behaviour of business. 

Ethics or morals are dynamics which takes lead to the formation of regulation. 

Fundamentally, ethics or principles are the motivating strength of the construction of 

commandments or rules. In addition, ethical responsibilities enfold society evolving 

values and standards which are anticipated to be met by the business organisations. 

Occasionally, such ethics or principles may demand a better quality of performance 

from the business organisations according to the legal requirement. Carroll’s ethical 

constituent advocates the requirement for the firms to: perform in a manner in 

accordance with social outlooks and ethical values, distinguish and admire developing 

ethical/moral standards embraced by society, and be cooperative to prevent ethical 

values in order to achieve corporate goals (Carroll, 1991). 

 

2.3.4 The Philanthropic Dimension of CSR 

Philanthropy is the discretionary and altruistic dimension of CSR which is not always 

related to the organisation’s revenue or the ethical principles (Ferrell, 2004). It is 

usually charitable or voluntary for the organisation. Organisational activities that have 

orientations to the improvement of community life, the enrichment of community arts 

and culture, the involvement in community education along with community health, 

and the protection of the environment are considered as the philanthropic 

responsibilities of the organisation (Fadun, 2014; Rahim, Jalaludin &Tajuddin, 2011). 
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The involvement of philanthropic activities represents good corporate citizenship 

behaviour, which also boosts the image of organisations of having high public 

visibility (Rahim et al., 2011). As per Carroll’s (1991) announcement, organisations 

should perform their philanthropic activities in a consistent manner to fulfil the 

society’s expectations as well as to do the needful which improves the quality of the 

community's life. Fombrun, Gardberg and Barnett (2000) concur with Carroll and add 

that, though philanthropic activities may not produce direct financial returns, they will 

provide enduring competitive position via intangible achievements in organisation 

reputation, legality or employee loyalty. Moreover, Brammer and Millington (2005) 

and Lii (2011) hold that the essentials for the organisation to involve and intensify 

philanthropic activities are to enhance corporate identification as well as reputation. 

 

2.4 The Three-Dimensional Model of CSR  
 
Schwartz and Carrol (2003) argue that although Carroll's (1991) four-part model is 

useful, his use of a pyramid framework to depict his CSR domains may be confusing 

or inappropriate for some applications. Their reasons are three-fold: 

 
 
Firstly, the pyramid image may wrongly suggest a hierarchy which may lead some to 

the interpretation that philanthropic responsibilities are the most important domain as 

it is on the top of the pyramid, while the economic province is the least appreciated 

CSR domain as it is situated at the bottom of the pyramid. This is clearly not the 

perspective that Carroll anticipated, as he specifies that the economic and legal 

domains are the most important while philanthropic responsibilities are considered 

less important than the other three domains.  
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Secondly, a pyramid framework cannot fully illustrate the overlapping nature of the 

CSR domains. This is a vital characteristic of CSR and of such significance that it 

must be included and clearly depicted in any proposed CSR model.  

 

Thirdly, Carroll's use of a ‘philanthropic/discretionary’ category can be confusing and 

may be seen as unnecessary to some as Carroll admits that due to the voluntary or 

discretionary nature, it may be, indeed, incorrect to call such activities as 

responsibilities. Therefore, philanthropy is not believed to be a social responsibility of 

business, but something that is merely desirable beyond what duty requires.  

 

Consequently, Schwartz and Carroll (2003) propose a CSR model by containing three 

domains such as economic, legal, and ethical while the classifications of these 

domains are identified based on Carroll's four-part model, where the philanthropic 

category is included under the ethical and/or economic domains. According to the 

authors, there are two key reasons to include philanthropic responsibility under the 

ethical and/or economic area. Firstly, it is occasionally quite difficult to separate 

philanthropic and ethical activities, and secondly, philanthropic activities generally 

depend on the economic performance of the organisation. The domains are also 

developed more completely both in terms of what each means or indicates and in 

terms of the overlapping categories that are identified when the three domains are 

depicted in a Venn diagram format (Figure 2.2).  

 

 
By using a Venn diagram, the model initially suggests that none of the three CSR 

domains (i.e., economic, legal, or ethical) is seemingly more vital or noteworthy in 
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relation to the others. The ideal overlap exists in the centre of the model where 

economic, legal, and ethical responsibilities are concurrently fulfilled. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
     
              Figure 2.2: Schwartz and Carrol’s (2003) three-domain model of CSR 
               Source: Adapted Schwartz and Carroll (2003) 
 
 
Schwartz and Carroll (2003) describe each of the components of the framework in the 

following manner:  

Purely economic: activities under purely economic have direct or indirect economic 

benefits and is illegal or submissively obey the law and would be considered immoral. 

Many of the most highly criticised corporate activities would fall into this category 

and represents CSR in its most incomplete form.  

Purely legal: activities that are not ethically measured as well as not having any 

direct or indirect economic advantages fall into this category and all the activities 

must occur due to the legal system and also cannot occur by the reason it. Moreover, 

as majority of initiatives under legal are also considered as ethical thus merely some 

activities can only be considered as purely legal. Besides, most of the legal activities 

also incorporate financial incentives. In addition, putting health related warnings on 
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products (tobacco, product etc.), regardless of financial loss, could possibly be 

considered in this group.  

Purely ethical: activities not having direct or indirect economic or legal allegations 

would fall into the purely ethical category. Business organisations are performing 

such activities due to the ethical responsibility regardless of the absence of 

progressive monetary influence. In addition, some of the philanthropic activities, 

which are not related to any monetary benefits, can also be considered in this group. 

Besides, the basic purpose of purely ethical activities of an organisation is the 

subsidiary monetary profits. 

Economic/Ethical: the corporate activities that are not based on legal thoughts, is 

considered simultaneously ethical and economic. This category would contain many 

corporate activities driven by the often repetitive proverb, "good ethics is good 

business." Practically all activities in this category will comprise reflexive compliance 

with the law since almost all illegal activities would be considered unethical. 

Corporate contributions to charity for both economic and ethical causes would fall 

into this category.  

Economic/Legal: only a few corporate activities are involved into the both economic 

and legal domain. However, all those activities that are also considered as unethical as 

such activities are based on a concern for the legal system, would almost certainly be 

considered ethical as well. The exclusion might be those companies that speculatively 

fulfil the regulation requirement, searching for and using judicial and managerial gaps 

for economic improvement and such opportunistic deeds are frequently considered 

unethical. For instance, some corporations operate in third world countries because of 
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lower environmental, worker safety, or product safety standards. By doing so, these 

companies are opportunistically taking advantage of the law.  

Legal/Ethical: certain corporate activities occur not owing to any financial 

advantage. Nevertheless, they belong to both the legal and the ethical areas. Activities 

that belong to both ethical and legal areas often offer subsidiary financial benefits for 

corporates. For example, installation of an anti-pollution device is the legal 

requirement in addition to be an ethical one, though there is no enduring financial 

benefit for the organisation.  

Economic/Legal/Ethical: activities which are driven simultaneously by the 

economic, legal, as well as the ethical ideologies, would fall into this category. This 

category represents systems of moral management, where profitability is desired, but 

only within the restrains of fulfilling the regulation and being true to ethical values. 

This central segment (economic/legal/ethical) is where firms should seek to operate 

during all their activities as it represents CSR in its most complete, balanced or 

achieved form. 

 

2.5 Underpinning Theory of the Study  

Since the objectives of the study are to explore the prospective drivers and barriers of 

implanting CSR activities in the hotel sector of Bangladesh, a less developed country 

(LDC) and also to ascertain the demands of the customers towards hotel CSR 

practices, this study is thus motivated and guided by the two theories, namely, 

stakeholder theory and triple bottom line (TBL) approach.  In the next section both of 

the theories will be described for a better understanding.  
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2.5.1 Stakeholder Theory 

During the 1980s, the fundamental concepts related to the stakeholder theory drew 

attention in management literature and retained business organizations to play a 

dynamic role in the society and the environment in which they function (Freeman & 

Reed, 1983). Freeman (1984) first introduced the concept of the stakeholders’ theory 

in his classic book Strategic Management: A Stakeholder Approach and from then on, 

this theory had been continuously drawing attentions from numerous management 

authors and researchers of the mid-1980s. In line with Blombäck and Wigren (2009), 

stakeholder theory incorporates the notion that firms can be perceived as systematic 

arrangements whose existence is liable on their capability to fulfil a particular set of 

audiences. Clarkson (1995) defines these audiences as stakeholders and can be 

recognised by their ownership, rights or interests in an organization.  The word 

"stakeholder" also means diverse things to diverse people according to Phillips 

(2003). McDonald (2007) delineates the term stakeholder as a thoughtful composition 

of the words stockholder and shareholder and indicating the participation of others in 

organization’s decision-making process as well as in the functioning process 

(McDonald, 2007). According to Freeman (1984), stakeholders are "any group or 

individual that can affect or is affected by the achievements of the organization's 

objectives". More precisely, stakeholders are “groups who are vital to the survival and 

success of the company" (Freeman, 2002, p. 41).  

 

Inkson and Kolb (1995) also detailed the idea of Freeman (1984) towards stakeholder 

that stakeholders are any individuals or groups and any organization can directly or 

indirectly be affected by their interests, and that the organization is to confirm that the 

thoughts and curiosities of stakeholders are properly signified and they are protected 



40 
 

too through legislation, e.g., regulations regarding financial reporting and auditing, 

employees’ rights, health and safety, minimum wages, consumer rights, community 

and environmental protection acts and building permits. Consequently, the 

government itself has commendably become the custodian of stakeholder interests 

(Zappal, 2003). 

 

Clarkson (1995) categorizes organization’s stakeholders into two levels:  primary 

stakeholders and secondary stakeholders. Hence, primary stakeholders are those 

individuals or groups who are crucial for the organization’s operation and have the 

impact on organization’s decision-making process. Secondary stakeholders are also 

individuals or groups who can influence or affect the operational process of an 

organization but are not involved in its regular dealings (Smith & Ong, 2015). Top 

management, employees, customers, persons or institutions that own the company's 

stock and suppliers constitute a company's primary shareholders. Secondary 

shareholders, on the other hand, consist of the media, the general business 

community, local community groups, and nongovernmental organizations (NGOs) 

(Milovanović, Barac & Andjelković, 2009). 

 

Since Stakeholder theory redefines an organization as the alliance of various 

stakeholders, the drive of the organization must therefore be to conserve the interests, 

requirements, and perspectives of these diverse stakeholders. As a result, top 

managements are responsible for achieving the stakeholders’ benefits so as to confirm 

their privileges and contribution in the process of decision making (Mensah, 2014). It 

is also essential for businesses to specify their stakeholders’ needs and to endeavour 

to come across their least expectations (Kotler, Bowen, & Makens, 2006). In addition, 
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to validate the existence of the firm and to uphold the long-term stakes of every 

stakeholder, management must act as the agent of organization’s stockholders. For 

that reason, with stakeholder theory, the success of a firm depends on how effectively 

the management accomplishes the affiliations with its stakeholders (Elijido-Ten, 

2007). According to Blombäck & Wigren, (2009), stakeholder theory is always 

apprehensive with a group of people or individuals who are not too aloof for a 

company and is contingent on the idea that links exist between a firm’s activities and 

the stakeholder’s situation, or, in another way, between the stakeholder’s activities 

and the firm’s situation. Hence it transpires that a firm cannot persist in this 

competitive business era without the supports of its stakeholders (Mensah, 2014). 

 

Moreover, a reassessment of stakeholder theory has taken place owing to augmented 

expectations away from conventionally acknowledged stakeholders, for instance, 

shareholders, customers, employees, and suppliers (Jamali, 2008). The new external 

stakeholders such as community, government, several environmental groups and 

media are now being recognised as areas of influence by the reason of the 

investigation and recognition of an organisation’s socially and environmentally 

responsible activities (Jamali, 2008). A new approach has been accordingly offered by 

the stakeholder theory to the organisations to fix their strategic aims and 

accountabilities. However, though stakeholder theory has been evolving over the 

years in explaining the relationship between the organisation and the stakeholder, this 

theory is traditionally focusing on the organisation’s responsibilities towards its 

stakeholders. But recently the focus of the stakeholder theory has spun towards the 

identification of the stakeholder, plus their responsibilities and salience so as to 
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apprehend stakeholders’ influences and their organisational implications (Donaldson 

& Preston 1995; Mitchell, Agle, & Wood, 1997). 

 

Once again, many researchers were using the concepts and terminology of the 

stakeholder theory over the last few decades within the businesses. Numerous authors 

have also preferred the stakeholder approach while investigating social 

responsibilities, environmental responsibilities or both in different businesses (Jamali, 

2008). For example, Longo, Mura, and Bonoli (2005), measured the relation between 

CSR and CSP in the context of Italian SMEs and identified the demands of four main 

stakeholders, such as employees, customers, suppliers, and community, for the 

formation of worth/value by the business. 

 

In assessing the CSR experiences and practices of enterprises in Portugal, Abreu et al. 

(2005) identified five key stakeholders with consumers, suppliers, the community, the 

government and the environment. Alongside it, the authors further scrutinized the 

workplace practices of employees. Their findings recommend a strong disposition to 

the firms functioning in Portugal to join to the external dimension of CSR. One more 

study conducted by Uhlaner et al., (2004) in the Spanish context also applied 

stakeholder theory to delineating the effectiveness of CSR to satisfy the extensive 

constituents inside/outside the organization. The findings of their research identified 

two types of stakeholders i.e. economic and social, in addition to the fact that the 

investigators endorse the usefulness of stakeholder theory in the context of CSR. To 

add more, Papasolomou-Doukakis, Krambia-Kapardis, and Katsioloudes (2005) used 

stakeholder approach in the perspective of Cypriot companies and their findings 

indicated six groups as main stakeholders including employees, customers, investors, 
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suppliers, the community and the environment and outlined applicable CSR actions 

towards each group. Their findings also recommended that firms in Cypriot accord 

the most devotion to employees as well as to consumers in their pursuit of CSR 

whereas community stakeholders are getting moderate consideration and suppliers, 

investors and the environment are receiving partial attention. 

 

CSR scholars and experts generally hold that stakeholder theory brought to the front a 

set of innovative intuitions (Jamali, 2008). To them, understanding the language of 

stakeholder theory is also easy for managers/researchers as the obligations and 

accountabilities of traditional stakeholders are understood and defined by most of the 

organizations (Clarkson, 1995). They believe stakeholder theory performs easily in 

gathering and exploring CSR related data as demonstrated by the propagation of 

pragmatic studies that have fundamentally incorporated a stakeholder approach as 

outlined in the prior studies (Jamali, 2008). 

 

2.5.2 Triple Bottom Line (TBL) Approach 

According to Tyrrell, Paris, and Biaett (2012), the triple bottom line (TBL) is 

considered as an alternative to identifying CSR dimensions. Some authors and 

researchers also correlated TBL approach to the notion of sustainability as both the 

approaches emphasise stakeholders’ recognition and engagements towards 

sustainability and how their activities should be dealt in defining their influences on 

others (Tyrrell, Paris, & Biaett, 2012). As argued earlier, CSR connects to company’s 

accountability for being responsible to all of its shareholders in their operations and 

activities with the ambition of attaining sustainable development and in this 

understanding sustainable development includes economic, social and environmental 
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dimensions (Tuan, 2011). To agree with Font et al. (2012), an organization does not 

only focus its responsibilities on the legal and economic dimensions, it does also 

extend these to the social and the environment dimensions.  

 

 
Spreckley (1981) first uttered (cited in Assaf, Josiassen & Cvelbar, 2012) a TBL 

approach by describing the phases that a socially responsible company should contain 

in entire measurements of the performances. Elkington (1998) later developed the 

manifestation “Triple Bottom Line” (TBL) in escalating the participation of 

stakeholder along with NGOs towards the environmental program to cultivate a wider 

sustainable development plan and also connected both CSR and sustainability. 

Elkington (1998) presented a comparison that challenges corporations to deliver the 

triple bottom line, constituted of economic propensity (Profit), social equity (People) 

and environmental quality (Planet) (Fig 2.3). In other words, the three foremost 

features of CSR activities, being economic, social and environmental, can be seen as 

triple bottom line (Assaf et al., 2012).  

 

Elkington (2004) suggested that in the 21st century, evolving the wide-ranging 

approaches towards sustainable development and environmental protection will be a 

dominant authority challenge as well as a critical market challenge. Besides, the 

agenda under which TBL was established are not only assessing and reporting the 

corporate performance based on the single “Bottom Line” by focusing economic 

profitability only, rather it will also asses and report the social and environmental 

bottom lines along with economic profitability (Elkington, 1994). McGehee et al. 

(2009) explained that since TBL does not ensure any legal considerations, this tactic 

is dealt with the notion that CSR is embraced willingly instead of focusing legal 
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structures. The basis of TBL approach is the responsibilities of an organisation to its 

shareholders which can be measured, calculated, audited and reported in the same 

way as profit and loss (Norman & MacDonald, 2004). 

 

 

 

 

 

 

 

Figure 2.3: The Triple Bottom Line 
Source: Adapted from Elkingtong (1998). 

 

Additionally, TBL is considered as a method of accounting and reporting, whose 

execution would lead to accepting the ethics of sustainable development (Vanclay, 

2004). TBL is also presumed as advanced planning and reporting instrument, and 

policymaking skeleton, embraced by corporations to measure the corporate initiatives 

towards sustainability (Dwyer, 2005). This approach has also acknowledged a robust 

certification from the World Business Council for Sustainable Development 

(WBCSD), which is an alliance of 160 global industries (Vandenberg, 2002). Jamali, 

Mezher, & Bitar (2006) added to this specifying TBL as an orderly approach to 

dealing with the comprehensive set of a firm’s accountabilities. At its narrowest, TBL 

is normally considered as a framework for measuring and reporting the overall 
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business performances together with economic, social and environmental activities. 

At its broadest, TBL encompasses the complete set of values, issues, and processes 

that businesses must address so as to capitalize all the positive effects of their 

performances and create additional economic, social and environmental worth 

(Elkington, 1998). 

 

In fact, the simple insight of TBL approach is that firms can enhance value and should 

be accountable publicly along three drivers: economic, environmental and social. 

According to McDonough and Braungart (2002), Panapanaan (2002) and Sauvante 

(2002), the indicators of economic driver contain traditional performances of firms, 

for instance, net profit, gross margin and return on average capital employed where 

the environmental indicators mainly include pollution diminution, waste reduction 

and recycling, energy preservation (e.g. power and water) and social driver 

encompasses diverse indicators gathered under the social dimension, for example, 

employee remunerations, training, health and safety, gender equality and community 

development (Jamali, Mezher, &Bitar, 2006). 

 

The tourism and hospitality industry have exceptional prospect to promote as well as 

develop the TBL approach as the industry is attached with various profitable 

enterprises and various types of tourism that strive for creating increased 

conservation, quality community life, and simultaneously several shareholders 

(Buckley, 2003). With a dynamic involvement with TBL approach, this industry can 

take headship to the implementation of the sustainable development attitude by 

reflecting the main beliefs of a society where the entities of tourism and hospitality 

industry function (Faux & Dwyer 2009). Many authors have also acclaimed that TBL 
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approach is offering several benefits to the tourism and hospitality industry, for 

example, cost benefits, enhanced efficiencies, greater market positioning, better 

relationship with stakeholder, quality decision-making, and extensive destination 

benefits and attractiveness - above all, profit maximisation (Tyrrell et al., 2012).  

 

Nonetheless, Vanclay (2004) claimed that although the TBL approach has widely 

been implemented by several businesses from the tourism and hospitality industry, 

many companies misplaced the extensive viewpoint of the TBL by concentrating 

excessively on reporting requirements. In addition to this, Coffman and Umemoto 

(2010) have also argued in their study that various businesses from the tourism and 

hospitality industry are implementing widespread concepts of sustainability (TBL) 

without critical investigation of how this strategy frames, separates or link up the 

repetitive set-ups.  

 

In keeping with Tyrrell et al. (2012), defining and operating within the noneconomic 

dimensions is another difficulty for the TBL approach. Authors strongly emphasised 

in their study that although TBL approach was able to quantify economic and, to a 

certain extent, environmental impacts, complications were raised in quantifying the 

social impacts (Tyrrell et al., 2012). Besides, Dwyer (2005) mentioned that through 

quantitative technique the costs and benefits of social and environmental impacts can 

be measured but individuals’ preferences to the market values of environmental and 

social effects cannot be identified. Classifying and choosing suitable indicators, 

implementing proper framework for TBL accounting and monitory resolutions and 

meeting TBL execution costs were the major challenges listed by Dwyer (2005).  

Another major drawback of TBL approach is that organisations reported only the 

positive features of their overall performance of the permissible activities (Faux 
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2005). Norman and MacDonald (2004) also considered TBL as an incompatible 

addition to existing debates of corporate social responsibility. 

 
 
Regardless of these criticisms, Tyrrell et al., (2012), hold that due to the purpose of 

accountability, there is still a growing necessity for quantifying the impacts of TBL 

dimensions and relevant academic research can also contribute meaningfully in this 

regard, mainly to quantify the environmental and social elements along with the 

common sets of TBL indicators (Kelly, 2006). To quantify the TBL dimensions, the 

Global Reporting Initiative (GRI), an autonomous organisation took initiative to 

provide support to TBL reporting guiding principle under sustainable development, 

offering more than 60 indicators (Tyrrell et al., 2012; Faux, 2005). For instance, 

economic bottom line covers indicators such as economic performance, market 

presence, indirect economic impacts and procurement practices. The environmental 

bottom line includes materials, water, energy, biodiversity, emissions, effluents and 

waste, transport, supplier environmental assessment, environmental grievance 

mechanisms. And finally, the social dimension is divided into four categories that 

include labour practices and decent work, human rights, society and product 

responsibility (Tyrrell et al., 2012).  

 

Despite an increasing global accord about a more holistic conceptualisation of CSR, a 

number of firms are still facing the problem of the absence of an inclusive 

management framework that would address, balance and incorporate the TBL 

thoughts. However, many researchers such as Bohdanowicz (2006), Bohdanowicz et 

al. (2011) and Kasim (2007a) emphasised that firms should be able to gain wisdom on 

social and environmental responsibility by introducing stimulated sustainable CSR 
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initiatives within the firms, especially in the hotel sector to ensure long-lasting 

economic gains. Firms can positively and strategically increase the investment for 

integrating sustainable CSR activities and a TBL approach with the firms’ core values 

to boost short range profitability, long term performance, enhanced brand image and 

loyalty of customers instead of returns to investors only (Barnett, 2007; Hendry, 

2005). 

 

2.6 Drivers of adopting CSR within the Organisation  

Over the past decades, an increasing responsiveness regarding the execution of the 

social and environmental issues in the industry operation has been demonstrated by 

the several stakeholders.  And due to the increased awareness of responsible business 

operation, the perception of CSR is becoming more popular gradually (Martínez, 

&del Bosque, 2013). Presently, CSR is being observed as one of the most important 

business strategies and a source of competitive advantage in global business. Various 

leading organisations are moving fast to establish their CSR assertions due to the 

increased concerns towards CSR (Kang, Lee & Huh, 2010). Additionally, several 

boards of directors, as well as top managements, have expressed their view towards 

socially responsible ethos inside the organisation because of the pressure from 

government rules and legislations. Industries from Thailand, for example, have 

adopted CSR policy to sustain firm’s viable benefits, to augment corporation image, 

and to improve company profit by cost reduction (Virakul, Koonmee, & McLean, 

2009).  

 

Based on findings of the previous study (Bohdanowicz & Zientara, 2008; 

Bhattacharyya, 2010; Lawrence & Weber, 2008; Chan, 2009; Babiak &Trendafilova, 



50 
 

2011; Selart & Johansen, 2011, Clarkson, 1995; Morsing& Schultz, 2006; Lee & 

Park, 2009; Lee, Singal & Kang, 2013; Kang et al., 2010; Kirk, 1995), the drivers for 

adopting business CSR practices in business are stated thus in Table 2.3: 

 
Table 2.3 
Drivers of CSR Implementation 

 

 
2.6.1 Self-interest of the Organisation 

Organisational self-interest is one of the many drives for adopting socially responsible 

corporate practices in the organisation. The expectations of the society from the 

organisation are socially and environmentally responsible activities. According to 

Davis (1973), organisations should attain positive magnitudes from their socially 

responsible activities if they presume to uphold sustainable profit as well as loyal 

customer. Therefore, socially and environmentally responsible organisations, which 

will create higher level of employee retention, quality recruitment and lower 

employee turnover, will have a superior profile in the community of the society 

(Davis, 1973). Several researchers such as Bohdanowicz and Zientara (2009); Murray 

and Ayoun (2010); Bhattacharyya, (2010); Lee and Kim (2013) also found the same 

outcomes from the different industry. For example, Bohdanowicz and Zientara (2009) 

 
 
 

Drivers of CSR 
Implementation 

 
1. Self-interest of the organisation 
2. Public Image 
3. Environmental sustainability practices 
4. Socio-cultural norms of the organisation 
5. Ethical and moral decision making 
6. Stakeholder influence 
7. Financial Return of the Organisation 
8. Organisations’ Resources 
9. Regulatory Pressure  
10. Customers’ Demand 
11. Community Pressure 
12. Non-government organizations (NGOs) Pressure 
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revealed in their study that the amount of time and money spent by an organisation on 

social and environmental activities in their community will enhance organisations’ 

reputation, loyalty and, above all, profit maximisation. Bhattacharyya, (2010) stated 

in line with Davis, (1973) that socially and/or environmentally responsible activities 

of the organisation create an enriched company image, better monetary return and 

higher employee retention. Simultaneously, all these thoughts are also supported 

throughout the studies conducted in the hotel industry about their CSR practices 

(DiPietro & Condly, 2007; Fisher, McPhail, & Menghetti, 2010). 

 

2.6.2 Public Image 

Another driver to adopt CSR practices is organisational fame and image which is 

closely associated with self-interest as well. According to Bohdanowicz & Zientara, 

(2008), organisations’ social activities in the community serve as the key initiatives to 

the promotion of their public image. Thus, every organisation strives for developing 

individual public image by involving themselves in socially responsible activities in 

the community to increase the number of their potential customers and to encourage 

better employees (Davis, 1973). Moreover, organisations’ social and environmental 

objectives are now observed as significant tactics. If a business desires to extend a 

positive public image, it must exhibit how it cares for social and environmental intents 

inside the community (Dentchev, 2004). In the same way, organisations that are 

practicing socially and environmentally responsible deeds for the community are 

more capable of attracting more customers. In this way, those organisations that are 

concerned about health, safety and wellbeing of their customers and employees are 

inclined to be benefited from their loyal consumers and dedicated workforce 

(Greening & Turban, 2000). Affirmative social and environmental status of an 
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organisation is one of the tangible resources which will enhance its reputation/image 

publicly and will achieve financial sustainability (Lawrence & Weber, 2008). 

 

2.6.3 Environmental Sustainability Practices 

Environmental sustainability practices are another key driver to adopt CSR policies 

which are also closely linked to public image. Organisations perceive growing 

pressure to embrace environmental management practices owing to the emergent role 

of environmentally sustainable practices (Babiak & Trendafilova, 2011). As per 

Altinay and Hussain (2005), environmental sustainability ensures natural and human 

environment protection and natural resources management. And according to Chan 

(2009), these environmental management practices have become obvious in the hotel 

industry by the setting up of the Environmental Management System (EMS). Through 

EMS, hotels can control the consequences of their daily activities and amenities on 

the natural environment in a more transparent and efficient way (Chan, 2009). 

Bohdanowicz (2006) also strongly advocated that the collaborative efforts of hotel 

industry and local communities towards environmentally sustainable practices made 

the hotel industry more beneficial in terms of attracting more devoted employees and 

loyal customers. According to him, these also contributed to increasing revenue. 

Moreover, Kirk’s (1995) investigation also acknowledged that the hotels’ enhanced 

public image and improved affinity with the local community were the foremost 

benefits of hotel Environmental Management System (EMS). 

 

2.6.4 Socio-cultural Norms of Organisation 

Socio-cultural norms serve as another inspirational factor for adopting CSR approach 

in any organisation. Lawrence & Weber, (2008) stated in their study that several 
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individuals deem that businesses should have responsibility to balance society for any 

damage caused by them. As business firms are simultaneously generating affluence 

and job prospects for society, they are also responsible for polluting and destroying 

the environment as well as ecology with their devastating effect on the community 

health and the atmosphere (Miyan, 2006). 

 

Moreover, Ferrell, Fraedrich, and Ferrell (2008), have also mentioned in their 

respective study that, due to societal norms, organisations are considering the social 

and the environmental features in their strategic business planning which are directly 

and indirectly interrelated with their daily operation. Besides, in line with Davis 

(1973), many scholars (Kasim, 2006; Williamson, Lynch-Wood, & Ramsay, 2006; 

Young, Ahlstrom, &Bruton, 2004) have also emphasised that if society moves 

towards socially and environmentally accountable goals, business firms essentially 

move in the similar direction. In addition, the increased awareness from community 

along with government on socially responsible activity controls an organisation’s 

socially distinct responsible behaviour (Kasim, 2006; Williamson et al., 2006). In this 

way, organisation’s top management and executives are directed to advance economic 

goals via socially and environmentally responsible movements. 

 

2.6.5 Ethical and Moral Decision Making 

Along with socio-cultural norms, the ethical and moral manner of an organisation can 

also expose socially responsible business attitude (Minnett, Yaman, & Denizci, 2009). 

According to Selart & Johansen (2011), the stakeholders’ ability of ethical decision 

making and also the influencing factors of ethical decision making have become 

critical to the CSR practices of an organisation. Clarkson (1995) pointed out to this 
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that ethical judgment and rigorous selections are legitimately required when an 

organisation is deciding contradictory interests which will possibly affect the 

performances of its social and environmental practices in the community. Prior 

studies have also shown that ethical and responsible business practices are highly 

admired by different stakeholders, society and consumer groups (Joyner & Payne, 

2002). Besides, the civic society is also now expecting the faithfulness and the 

attention from organisations towards their ethical business practices in the society 

(Morsing & Schultz, 2006).  

 

Furthermore, a study conducted by Guillet, Yaman, and Kucukusta (2012) on 

managers’ perceptions in Hong Kong hotels about the significance of ethical and 

social responsibility in organizational effectiveness reveals that organizations’ ethical 

decision making and social responsibility practices have a positive impact on 

organizational effectiveness. In addition, organisations which have effectively dealt 

with the thoughts of business values, ethics and social and environmental 

responsibilities and amalgamated all these into the organisation’s culture have been 

competent to enhance their financial outcomes (Joyner & Payne, 2002). 

 

2.6.6 Stakeholder Influence 

Influence of several stakeholder groups is another solid reason which inspires 

organisations towards ethical and responsible activities (Selart & Johansen, 2011). 

Organisations have accordingly been motivated to consider their responsibilities to 

stakeholders using the comprehensive goal of incorporating economic, social and 

environmental concerns into their strategies and operational activities, and to fulfil 

compliance requirements of organisation (Russo & Perrini, 2010). Moreover, external 
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stakeholders like various environmental and community supporting groups can be 

perceived as vibrant links maintaining a positive existence and community 

consciousness of an organisation’s noble deeds. Morsing & Schultz, (2006) pointed 

out that the stakeholder’s involvement has become gradually more essential for 

ensuring that companies should carry on with changing views of stakeholder. Due to 

the constantly varying field of CSR, it is obligatory to adapt and change according to 

shifting views of stakeholder and most notably is the organization's necessity to 

influence these shifting views of stakeholder through communication (Morsing & 

Schultz, 2006). Nevertheless, social beliefs are that businesses must work with 

stakeholders towards the quest of sustainable improvement, while attaining an 

economic return, top management also has the compulsion to challenge those 

circumstances which they perceive as initiating harmful concerns for their 

organisation. Therefore, organisations are held liable for satisfying the responsibilities 

of the business as well as to the major stakeholder groups (Clarkson, 1995).  

 

2.6.7 Financial Return of the Organisation 

Financial return is another vital cause for embracing CSR approach in an 

organisation. As per Henderson, (2001), organisations’ response towards the social 

and environmental expectations of the society has been valued as the process to 

success in a competitive atmosphere. Moreover, Bohdanowicz & Zientara, (2008) 

mentioned that socially responsible behaviour might enrich a company’s reputation, 

which in turn accelerates its turnover margin. Lee and Park (2009) scrutinised the 

relation among CSR, firm value and profitability for the hotel industry and they 

established that investment on CSR activities amplified not only firm’s value but also 

its profitability. The findings of their study also provide flexibility and the confidence 
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to the hotel managers to cultivate short and long-term policies for increased 

investment on CSR (Lee & Park, 2009). In addition, Saeidi et al. (2015) examined the 

contribution of CSR to firm financial performance on 205 Iranian manufacturing and 

consumer product firms and disclosed that organisations’ CSR practices are positively 

related to their financial performance. The authors also mentioned that the positive 

effect of CSR on firms’ performance is because of the positive effect CSR has on 

competitive advantage, company reputation and customer satisfaction (Saeidi, et al., 

2015). Moreover, several empirical outcomes by various researchers (e.g. Javeed & 

Lefen 2019; Manokaran et al. 2018; Alafi & Hasoneh, 2012; Galbreath & Shum, 

2012; Luo & Bhattacharya, 2006; Margolis et al., 2008; Shen & Chang, 2008) 

revealed a positive relationship between CSR and firm performance. 

 

2.6.8 Organisation’s Resources 

Utilisation of resources is another key fact which supports the addition of CSR 

activities and practices in the daily operations of an organisation.  Nowadays, 

organisations are decided to maintain an equilibrium between economic and social 

goals through CSR, where organisational assets are utilised in a balanced way, and 

social desires are addressed responsibly (Miyan, 2006). Organisations have lots of 

valuable resources, human capital, and investment, and can make an organised effort 

to make the maximum uses of those resources to solve the social and environmental 

concerns and to support organisation’s CSR activities (Davis, 1973). As an additional 

point from well-developed CSR activities, the successful organizations have the 

inventive aptitude to produce and sustain a competitive advantage (Barney & Clark, 

2007; Wright, Dunford, & Snell, 2001). However, to adopt CSR approach in any 

organisation, the size of the organisation is highly linked with the CSR adoption for 
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the reason that larger organisations have more resources than small and medium 

organisations to allocate implementing social and environmental practices. 

 

2.6.9 Regulatory Pressure   

Regulatory or government pressure is continuously considered as one of the key 

drivers to embrace socially and environmentally responsible activities within the 

organisations (Park et al., 2014; Kasim, 2007a; Delmas & Toffel, 2004), as they are 

the most persuasive stakeholders who can influence an organisation to adopt 

responsible business practices.  The legislative power of various government bodies 

empowers agencies with a form of coercive power to promulgate and enforce 

regulations in adopting CSR practices within the firms’ (Delmas & Toffel, 2004). The 

government legislation also encourages CSR practices by announcing incentives for 

firms to behave in a socially responsible way. Conversely, they penalise firms in 

consequence of the breaches of the laws and duty or if the standards are contravened 

(Park et al., 2014). According to Crilly, Schneider, and Zollo (2008), the regulation, 

legislation, and public policies are the fundamental doctrines enforced by the 

governments to exercise in host countries and normally functional to the activities of 

the business inside their borders. For this reason, many researchers (such as Park, et 

al. 2014; Kasim, 2007a; Qu, 2007) observe governments as one of the utmost 

essential change agents affecting business activities by outlining the rules and 

regulations for companies, especially since a society’s moral values are established 

and codified by the government regulations. If an organisation breaches the laws and 

is discovered, the organisation may be subject to legal sanctions along with criticism 

from the society (Crilly et al., 2008).  
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The effectiveness of legislation on the growth of socially liable activities to the 

environs has already been contended and validated in several studies. For example, in 

the Chinese perspective, Lam (2009) mentioned that responsible social and 

environmental activities are a way to developing symphonic relations between the 

firms and the local government as well as the community. In the Malaysian context, 

Kasim (2007a) also recognized the regulatory pressures from the government as one 

of the main drivers in adopting environmental management practices for Malaysian 

hotel industry. The author also delineated that local governments can offer hotels with 

environmental management guiding principle and even a few efforts to embrace 

environmental management into the hotel rating systems. Detomasi (2008) also 

emphasized that the practice of CSR activities supports firms in fabricating local 

acceptability as well as the robust local relations with host governments. This further 

emphasises that the influential features of the host government’s environment grip 

have potential in determining whether and how firms can pursue CSR (Husted & 

Allen, 2006).  

 

Into the bargain, majority studies directed on CSR and the government revealed the 

appearances of new roles implemented by governments towards the adoption of CSR 

activities within the business firms (Park, et al. 2014). Lastly, as per the statement of 

Yang and Rivers, (2009) and Stone, Joseph and Blodgett (2004), a firm's socially 

responsible behaviours are adopted in proportion to the volume of regulations to be 

implemented i.e., the greater is the volume of regulation, the more likely a firm is to 

adopt the responsible behaviours towards society and environment. 

 

 



59 
 

2.6.10 Customers’ Demand 

Another main reason for the business firms, particularly in the hotel industry, to adopt 

socially responsible activities towards the environment is the demand of customers. 

According to Eltayeb, Zailani, and Jayaraman (2010), customer demands are the 

pressure or desires enforced by procuring firms or individuals identifying definite 

requirements in products and amenities. Moreover, consumers are conceivably 

considered as a common category stakeholder who create pressure or increase 

demand on an organization when they believe that firms are not behaving in a socially 

responsible way (Lindgreen et al., 2009). Consequently, if a firm’s activities fail to 

influence consumers’ moral values, firms may possibly lose their prospective 

customers and business to other rivals. The reactions and movements of consumers 

contrary to firms’ socially responsible or irresponsible practices limit a firm to modify 

their assertiveness and tactic toward CSR (Yang & Rivers, 2009). Therefore, firms 

should endeavour to address the preferred and needed values of the society where 

they are functioning to lure and retain customers. 

 

In the case of hotel industry, Kirk (1998) said that the majority of hoteliers would be 

bound to respond to the pressure/demands from the customers or from the society. 

Moreover, along with the manager from Hotel Melia, present day consumers or guests 

are more conscious about the environment where they travel and stay, and Eco 

destinations and green hotels are the ultimate preferences of their stay (Yusof & 

Jamaludin, 2013). Conversely, to Butler (2008), if the hotels are not able to adopt 

environmentally responsive practices, hoteliers might lose their prospective customers 

to other green operators. Bohdanowicz (2005) further found in the European hotel 

industry that customer demands are the key influential motivation for hotels to 
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execute environmentally friendly practices. The author also stated that due to the 

increased customers’ consciousness, hoteliers are becoming more responsive to the 

environment, society, and corporate social responsibility along with environmentally 

friendly purchasing (Bohdanowicz, 2005). Besides, customers who are socially 

responsible will evade purchasing products and services from hotel firms that are 

harmful to society and environment and will keenly seek substitute products and 

services from other firms which provide supports to community, society, and 

environment at large (Yang & Rivers, 2009). Customers may also have lethal effects 

on hotel firms that have negative connotations with social and environmentally 

friendly activities in contrast to positive connotations which helps to boost firms’ 

reputation and image in the society (Brown & Dacin, 1997; Yang & Rivers, 2009). 

 

2.6.11 Community Pressure  

The community pressure is also considered as one of the influential reasons to adopt 

social and environmental practices within the firms (Park et al., 2014; Yang & Rivers, 

2009; Delmas & Toffel, 2004). Nowadays, firms’ social and environmental activities 

are acknowledged as an association of firms with the communities where they 

function. It is also rational to consider the voice or demand of community as a 

noteworthy driver to practices CSR activities for subsidiaries (Yang & Rivers, 2009). 

Similarly, like several social advocates, the host communities are also pushing 

companies to concentrate on CSR activities in which the firms operate. Firms’ 

activities are, more precisely, now being strongly scrutinized by the native 

communities (Park et al., 2014). 
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Firms are accepted as an embedded part of societies when they satisfy the societal 

values and necessities of the local communities and attain reputation, trust, and 

legality (Russo & Perrini, 2010). The advantages of gratifying the demand of the local 

communities comprise allowing approvals for operation, and right of entry to assets 

and substructure in the local community, which may perhaps assist local business as 

well. When firms are focusing their social and environmental activities on 

communities in and near their region of operation, they attain the values of a socially 

accountable image, plus an enhanced financial performance (Mishra & Suar, 2010). It 

is also evident that investments in CSR activities, as well as local community 

development, help the firms in obtaining economic benefits through tax savings, 

reduced regulatory afflictions, and enhancements in the eminence of the local 

employment (Park et al., 2014).  

 

Moreover, more than a few studies have established that in adopting environmental 

management practices, a firm’s decisions are influenced by an aspiration to develop 

or uphold relationships with their local populations (Delmas & Toffel, 2004). For 

instance, a survey conducted by Henriques and Sadorsky (1996) on 700 firms in 1992 

found that pressure from the community cluster persuaded them to implement the 

environmental strategy. To add more, Florida and Davison (2001) examined the 

reasons for adopting EMSs and introducing pollution prevention programs within the 

corporate firms and found that the active engagement of firms with community 

stakeholders is one of the key reasons for adopting these programs (Florida & 

Davison, 2001). One more survey conducted by Raines (2002) across 15 countries on 

ISO-14001 certified companies revealed that one of the sturdiest inspiring aspects in 

the pursuit of the certification was the aspiration to be a good neighbour, that is, a 
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decent relationship between the firms, and the community. In the same vein, the 

empirical study of Jothi (2016) in India identified community and group pressure as 

one of the central driving factors for practicing CSR activities.  From these thoughts, 

it is clear that in overseeing the firms’ CSR activities, the local community plays a 

vital part in being a dominant stakeholder inspiring the firms to ensure so. 

 

2.6.12 Non-government organizations (NGOs) Pressure 

Over the last few decades, non-government organizations have grown into an 

influential social force (Sikkink & Smith, 2002) and have encouraged corporate social 

and environmental practices secondarily by raising the power of community 

discourse, triggering customers, or taking action through legislators and by directly 

contributing in partnerships (Yang & Rivers, 2009). Perhaps, there has been a move 

toward partnerships away from the provocative activities where stakeholders put their 

efforts together to determine ways of reducing the social and environmental 

disbursements of growth (Hamann & Acutt, 2003).  

 

According to Yang and Rivers (2009), these partnerships are called multi-stakeholder 

initiatives (MSIs) or joint implementation (JI) projects which can include various 

government agencies, NGOs, community clusters, and firms. Likewise, NGOs can 

affect the attitude of the firms toward social and environmental practices through 

partnerships with firms (Yang & Rivers, 2009). In fact, the function of NGOs is one 

of the fundamental change agents in corporate behaviour and strategy as indicated by 

Park et al. (2014). The amplified inspection by NGOs gives upsurge to amendments 

in the institutional settings to which firms are supposed to acclimate (Gifford, Kestler, 

& Anand, 2010), and include social and governmental pressures on firms to adjust 
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their tactics and plans towards the society and environment (Arenas et al., 2009). 

Firms are constantly opposed by a countless variety of international agreements that 

try to supervise their activities towards the society and environment, the majority of 

which are from NGO pressure (Doh & Guay, 2004). NGO engagement is, in other 

words, the leading reason of ethical practice within the organisation. Correspondingly, 

several NGOs have thoroughly campaigned against firms so as to force them to 

nurture CSR by sponsoring sustainable revolutions (Park et al., 2014). Moreover, 

recent CSR investigations such as Hamzah, and Abdullah (2018) and Jothi (2016) 

have acknowledged in their respective study that NGO’s pressure as an influential 

force to involve the companies into CSR activities.  

 

When all these abovementioned CSR ideas are computed all together, a robust 

foundation will certainly be built for supporting and adopting the CSR practices in 

companies’ daily operation. However, there is no widespread agreement among 

organisations to follow the CSR in its right pathway. 

 

2.7 Barriers of adopting CSR within the Organisation  

There are several commercial industries who are consistently opposing the adoption 

of CSR activities due to the extreme profit maximising attitude leaving the social and 

environmental issues to others (Lawrence & Weber, 2008). Jimena (2006), Atkins, 

(2006) and Henderson (2001), the strong antagonists of CSR stated that CSR simply 

creates appeal but is an empty rhetoric regarding sustainability and responsible 

business practice. Consistent with the beliefs of the economists, when organisations 

were to implement social objectives, their financial efficiency would be dropped as 

well as the society would be deprived in terms of necessary products and services 
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(Lawrence & Weber, 2008). Besides, instead of trusting companies’ social and 

environmental expansions, opponents have more confidence in government initiatives 

and incentive drives, as only the government has the actual judicial authority. In 

support of this view, Albareda, Lozano, Tencati, Perrini, and Midttun, (2009) have 

established in their study the government’s role as mediator and facilitator through 

work with civil society and the business sector to set initiatives and incentives in 

pursuit of achievable goals. In addition, the opponents also criticise that CSR is just a 

modest public-affairs-attempt to hide the foremost goal of business, that is, to 

generate high-level profits consistently (Zalewski, 2003). Thus, based on these views 

as well as earlier literature (Yen & Yen, 2012; Hsieh, 2012; López-Gamero, Molina-

Azorín & Claver-Cortes, 2011; Tsai et al., 2010; Chan, 2009; Lawrence & Weber, 

2008; Udayasankar, 2008; Jimena, 2006; Atkins, 2006; Henderson, 2001;) several 

points against incorporating CSR practices into organisational strategies and long-

term goals are underlined in table 2.4: 

          Table 2.4 
          Barriers of CSR Implementation 
 

 
 
Barriers of CSR 
Implementation 
 

 
1. Maximisation of profits 
2. Additional costs 
3. Size of the Firm 
4. Lack of Management and Stakeholders 

Involvement 
5. Lack of Collective Understanding 
6. Lack of Responsibility towards Society 

and Environment 
 

 

2.7.1 Maximisation of Profit 

Profit maximisation is one of the strongest excuses for not embracing a socially 

responsible strategy in any organisation. Because majority stakeholders/owners 
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assume that to maximise the profit is the core purpose of an organisation. To 

patronage this opinion, one of the strong opponents of CSR, Atkins (2006) specified 

that the utilisation of companies’ assets to social and environment purposes rather 

than to make the profit would be an immature use of assets. Because using company 

recourses for non-profitable purposes like social and environmental issues by the 

management is presumed to be diverting company’s economic efficacy (Balabanis, 

Phillips & Lyall, 1998). Therefore, the overall organisational goal is that management 

should act for the owners, who are the shareholders and who are likely to be more 

concerned about company turnover than CSR practices (Atkins, 2006). Moreover, 

Friedman (1970) claimed that the solitary intention of a business is to use its assets 

and involve in such activities which increase revenues by staying within the 

regulation and also to work for the benefit of its stakeholders. Eisenhardt, (1989) said 

in this regard that the organisations’ involvement with socially accountable activities 

might distract the attention of the management from the profitability and also split the 

focus of shareholders and managers and eventually reduce profits.  

 

2.7.2. Additional Cost 

According to Henderson (2001), another prevailing reason against integrating CSR 

into the day-to-day activities has been the additional cost that organisations will 

experience. The author also stated that the CSR implementation within any 

organisation increases probable cost but reduces organisation’s performance.   

Because of new systems of control and auditing, it is essential to apply recording and 

monitoring of standards. For instance, under CSR program organisations have to 

retain Environmental Management Systems (EMS), ISO 14001 certification, annual 

registration and audit fees which are very costly (Tsai et al., 2010; Chan, 2009). 
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Renowned antagonist of CSR like Atkins (2006) and Henderson (2001) further 

mention that the company can invest trivial amounts of time and money in social and 

environmental compulsions, but they cannot pledge to devote their major resources 

(e.g. human, functional and capital resources) if they have the surplus amount of those 

resources. Besides, the adoption of several existing standards such as government 

standards, regulatory standards, social and environmental compliance standards will 

also increase overall costs of the organisation. And also, these costs will further 

increase if the organisations insist their suppliers, partners and contractors to obey the 

similar standards (Henderson, 2001). Henderson also claimed that because of the 

social expectations if the organisations follow some debatable objectives, for instance, 

“eco-efficiency” and “social justice”, it might lead to an economically challenging 

and unpredictable future. 

 

2.7.3 Size of the Firm 

According to Madden, Scaife, and Crissman (2006), there are various firm oriented 

characteristics which may affect the CSR involvement of firm and it is also essential 

to understand these attributes as firms endeavour to originate strategic worth from 

CSR. Among these attributes, the concern of firm size is acknowledged as both vital 

and moderately unexamined (Madden, Scaife, & Crissman, 2006). Firms’ size also 

has a significant impact on the corporate environment (Bowen, 1999) as well as on 

the community activities (McElroy & Siegfried, 1985). For this reason, the 

participation of social or environmental activities can be affected by a firm’s size. In 

addition, Keim (1978) specified that as business decision-making is a combination of 

self-interest, philanthropy and social conscience, it is easier for bigger organisations 

to make the contribution towards socially and environmentally responsible activities 
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due to the sizeable amount of resources (Udayasankar, 2008). The obligation to be 

socially and environmentally responsible also falls on larger firms instead of small 

firms as they tend to have a greater impact on the society and the environment 

(Cowen, Ferreri, & Parker, 1987). 

 

Moreover, the influence of firm size on the participation in social and environmental 

activities is also connected to the matter of access to firms’ resources (Brammer & 

Millington, 2006). Larger firms are allied with bigger resource-lot and are found 

significantly committed to their CSR activities compared to smaller firms.  Due to 

controlled or insufficient resources, smaller firms are always less inclined to involve 

themselves in CSR activities (Udayasankar, 2008). Firms with strong financial 

support can invest more in long-term plans, for example, decreasing their 

environmental effect and providing facilities to their host community and employees 

while medium and smaller firms are less interested in contributing to CSR activities 

because of their small range of operation, resource access constraints and lower 

visibility (Hsieh, 2012). 

 

2.7.4 Lack of Management and Stakeholders Involvement 

One more reason for not accepting social and environmental responsibility in the 

organisation is the lack of management and stakeholders’ involvement. In the words 

of Clarkson (1995), the existence and success of a firm depend on the top 

management’s ability to generate adequate affluence and satisfaction for its 

stakeholders. Top managements or managers are also responsible for firms’ 

functioning. Yen & Yen (2012) admitted in their study that senior and top 

management’s support, supervision, and leadership are valued key drivers for all 
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types of organisational adoption and application of innovations, technologies, and 

prolonged plans and initiatives. In view of this, top management's skill, guidance, and 

commitment are essential antecedents to executing social and environmental activities 

and programs (Yen & Yen, 2012). So, senior managers have chances to influence the 

commitment of their firms to the society regarding social and environmental concerns 

through their understandings, preferences or judgements (López-Gamero, Molina-

Azorín & Claver-Cortes, 2011; Bohdanowicz, 2005). Besides, López-Gamero, 

Molina-Azorínand Claver-Cortes (2011) said that top management may also be 

influenced by the pressure and the cooperation of stakeholders of the firm, and 

apparently, the stronger the pressure employed by stakeholders, the greater the 

awareness of managers in protecting the society as well as the environment. 

Ultimately, it is vital for both top management and stakeholders to involve themselves 

more in executing social and environmental initiatives rather than just to maximise 

firms’ wealth. 

 

2.7.5 Lack of Collective Understanding 

The lack of collective understanding in defining the term CSR is one of the many 

hindrances in the acceptance of CSR within the organisation. Jimena (2006) admitted 

that through the review of the prior CSR literature, it has been found evident that the 

notion of CSR is still developing, and is depending on erratic beliefs, the influences of 

stakeholder, and also the development of inventive business thoughts. Yet a number 

of antagonists of CSR (such as, Lawrence & Weber, 2008; Jimena, 2006; Atkins, 

2006; Henderson, 2001) ruminated that there is an imprudent interpretation of what 

CSR actually signifies. They also specified that CSR simply generates appeal, but 

empty rhetoric regarding responsible business practice and the doctrine of CSR rests 
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on devious views in the globe because different businesses are generating profit, 

however, there might be social and environmental detrimental damages produced by 

the individual’s business (Jimena, 2006; Henderson, 2001). Moreover, Lawrence and 

Weber (2008) acknowledged in their study that organisations’ financial efficiency 

would be dropped if organisations were to implement social objectives and also 

society would be deprived in terms of necessary products and services. Furthermore, 

the antagonists’ critique that CSR is kind of a modest public affairs attempt to hide 

the foremost goal of business, that is, to generate high-level profits consistently 

(Zalewski, 2003). Finally, Henderson’s (2001) rational contrary to social 

responsibility advocates that the term CSR greatly oversimplifies issues, problems, 

and choices and the image of CSR presents several areas of conflict when trying to 

reach a universal understanding of CSR. 

 

2.7.6 Lack of Responsibility towards Society and Environment 

The lack of responsibility of firms’ managers is another crucial point in adopting 

social and environmentally responsible activities and also practices in daily operation 

within the firm. Apart from the responsibility to achieve firms’ financial targets, it is 

also essential for managers or top managements to involve their firms and themselves 

in socially and environmentally responsible activities in the local communities for 

professional, monetary and personal motives as illustrated by Rutherford (1995). A 

manager’s lack of perception and required knowledge to classify socially and 

environmentally responsible activities within their community has also been 

considered to be another area of responsibility, since according to Davis (1973), their 

foremost focus is mainly their economic profitability (Yen & Yen, 2012). Similarly, 

senior managers are either the promoter or hindrance to an effective implementation 
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of any program. Thus, the managers’ understanding and moral values towards socially 

and environmentally responsible activities are vital for a worthwhile program to be 

executed. Similarly, towards the changes in the organizational processes a firm’s 

manager is more responsive if these are appropriate for their own personal morals 

(Yen & Yen, 2012). 

 

When all the concerned stakeholders will support to figure out these aforesaid CSR 

barriers, a certain robust foundation will be built in supporting and adopting the CSR 

practices in organisations’ day-to-day operation. 

 

2.8 Needs for CSR Practices in Tourism & Hospitality Industry 

Over the last few decades, the notion of the CSR has gained popularity due to the 

increasing consciousness of the social and environmental concerns during the 

operation of their business by the stakeholders. In line with the prior research on CSR 

(Kang et al., 2015; Fu et al., 2014; Park & Levy, 2014; Benavides-Velasco et al., 

2014; McGehee, et al., 2009; Henderson, 2007), the tourism and hospitality industry 

has showed an ever-increasing attention towards CSR. Indeed, a growing number of 

the companies already declared their dedication to ethical, social and environmentally 

accountable principles (Martínez & del Bosque 2013; Nergiz, Kozak& Balta, 2011). 

Their devotion towards CSR practices confirms their businesses are CSR-driven and 

they also provide CSR activity details in company annual reports (Font et al., 2012). 

 

Nevertheless, many researchers from this field such as Martinez & del Bosque (2014); 

Martinez, Perez & del Bosque (2013); Bohdanowicz & Zientara (2009), and 

McGehee et al. (2009) mentioned in their earlier study that the awareness of CSR 
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within the tourism and hospitality industry context got surprisingly little attention in 

the academic literature. Although, in today’s hospitality industry, many researchers 

and professionals come to an agreement that for the success of the business in this 

field, CSR practices have already been established as an essential business function. 

That is why several investigators, such as Pereira-Moliner et al. (2015), Inoue & Lee 

(2011), Kang et al., (2010), and Lee & Park (2009) are concentrating on identifying 

the relationship between the companies’ financial performance and their CSR 

practices to clarify exactly how CSR is considered in this industry and what its role is 

as well as how it is to be executed within the industry (Chung & Parker, 2010; Tsai et 

al., 2010). 

 

Nowadays, tourism and hospitality industry is considered a major source of economic, 

social and environmental benefits due to job creation, development of local 

infrastructure, improvement of local culture and saving environment (Bohdanowicz, 

Zientara & Novotna, 2011; Cuccia & Rizzo, 2011; Liu & Lin, 2011). But this industry 

creates a massive number of negative impacts on society and environment as well.  

For instance, several authors such as Khairat and Maher (2012), Chan (2011), Chung 

and Parker (2010) identified the following negative impacts created by hospitality 

industry during their small to large operations: occupying the local community space, 

using their infrastructure, consuming water and energy, polluting air, sound and 

water, generating waste, using cleaning materials, above all destroying biodiversity. 

Emissions due to heating and air-conditioning, use of hot and grey water, food 

packaging and generating food and other waste are also added as negative impacts of 

hospitality industry (Kasim et al., 2014; de Grosbois, 2012). Similar consequences 

were also found by Hsieh (2012) in her study, particularly in the hospitality industry. 
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According to her statement, even if the hospitality industry is considered as one of the 

key contributors to the economy in terms of revenue generation and employment 

opportunity, the industry is also continuously causing several negative impacts on the 

environment besides benefits. Hence, the author specified that the hotel industry is 

particularly concerned about the following issues: waste recycling and management, 

air contamination, conservation of water and energy, health and safety, infrastructure 

of hotel building and its permission, agreement with rules and regulations, eco-

purchasing, environmental education and climate changes (Hsieh, 2012). 

 

For the aforesaid negative concerns, not only are stakeholders of the hotel industry 

now displaying a growing demand for maintaining only quality infrastructures and 

services in the hotel, but also companies are taking added inventiveness to look after 

nature, in addition to the cultural uniqueness of destinations, accompanied by their 

social, environmental and patrimonial resources. In this regard, Martinez and del 

Bosque (2013), and Chan (2011) stated respectively in their study that companies 

would have the impressive capability to pledge noteworthy modifications in the 

economic, social, environmental and cultural atmosphere by offering activities which 

constantly act together with CSR systems. Additionally, Park & Levy (2014) stated 

that to survive in the global competitive hospitality industry, a huge number of hotels 

already started practising several activities under hotel CSR. For example, from the 

pervasive review of relevant literature, hotels’ annual reports as well as their websites, 

Levy and Park (2011) identified 129 items under CSR activity presently practised by 

ten largest global hotel companies based on the room capacity. According to the 

authors, these assorted exercises of CSR activities provided supports to Carroll’s 

(1999) economic, legal, ethical and philanthropic responsibility in the hotel sector. 
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In the same way, Kucukusta, et al. (2013), Font et al. (2012), and Timothy and Teye 

(2009) itemised some common environmental or green practices to support hotel CSR 

engagements which includes buying and selling hotel services in a green manner, 

buying ecological and reused items, selling locally handmade crafts, reducing food 

items packaging, improving internal and external waste management, campaigning 

for towel reuse, maintaining energy and water conservation. Kucukusta, et al., (2013) 

also assumed in their study that most of the renowned global brand hotels, such as 

Accor, Hilton, Marriott International have already established green practices in the 

last fifteen years. For example, to accelerate and strengthen Accor’s sustainable 

growth pledge, Accor group developed the program “Planet 21” under seven pillars 

namely nature, carbon, innovation, local, employment, health and dialogue. 

Moreover, Hilton and Marriott International are practising environmental 

management to become the industry leader in the hospitality sector (Kucukusta, et al., 

2013). 

 

At the outset, the hotel industry paid less attention than heavy polluters like chemical 

industries, manufacturing industries, but presently concerns of consumers as well as 

general public are increasing towards the negative impacts of hotel industry and they 

are becoming progressively attentive about the efforts undertaken by the hotel 

industry to mitigate them. Like other commercial industries, the hotel industry is also 

going through a growth in CSR practices implementation. Correspondingly, an 

increasing number of hotel companies have engaged themselves in sustainable 

activities and regularly interconnects their efforts to customers as well as general 

public (Kucukusta, et al., 2013). Moreover, various international tourism 

organisations such as World Travel and Tourism Council (WTTC), the World 
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Tourism Organization (WTO) and the Earth Council (EC), are becoming 

progressively active in executing Agenda 21 regarding responsible and sustainable 

matters of tourism and hospitality industry (Khairat & Maher, 2012). 

 

2.9 Advantages of Hotels CSR Practices 

According to Argandoña and Hoivik, (2009) there are several aspects, which inspire 

the hotel industry to adopt the CSR practices. Many researchers (such as, Mair & 

Jago, 2010; Han, Hsu & Lee, 2009; Butler, 2008; Tzschentke, Kirk & Lynch 2008; 

Kasim, 2007b) stated in their study that the execution of hotel CSR practices is 

motivated by several aspects together with profit purposes, product positioning, 

ethical concerns of directors and stakeholders, social and governing pressure, 

employee dealings and promotional activities. Cherapanukorn and Focken, (2014) 

claimed that due to the adoption of effective CSR practices, the hotel industry is 

achieving various substantial business-related benefits including entrance to new 

markets, increased productivity, customer satisfaction towards eco-friendly services, 

customer loyalty and above all the capitalisation of stakeholders’ wealth. In addition 

to all these benefits, hotel CSR practices also provide affirmative effects on the 

aspects of organisational performance, for instance, satisfaction of employees in 

accordance with Aminudin (2013), Tsai et al. (2012), Lee et al. (2012) and Peterson, 

(2004) and satisfaction of customers in line with Senthikumar, Ananth, and Arulraj 

(2011), Luo and Bhattachara (2006) and enhanced company reputation along with 

Brammer and Millington (2005), and Janney and Gove (2011). 

 
 



75 
 

Among various drivers, the perceived substantial drivers of hotel CSR practices are 

the firms’ financial performances. To support this, Inoue and Lee (2011) mentioned 

that several significant studies have already investigated the relationship between 

CSR and firms’ financial performance. Moreover, Lee and Park (2009) found in their 

study that investment in CSR activities may improve firms’ short-term and long-term 

financial performance. Inoue and Lee (2011) also supported the statement of Lee and 

Park (2009) by mentioning that CSR activities could increase companies’ tourism and 

hospitality related profitability. Lee and Park (2009), and Kang et al. (2010) once 

again affirmed that CSR investment may possibly upturn the organisations’ worth. 

Kucukusta et al. (2013) pointed in their study that Hotel Inter-Continental Sydney 

saves about AUD 300,000 per annum because of the well-established waste 

management program. Furthermore, Tsai et al. (2012) inspected the pragmatic 

significance of CSR features of HK hotel employees and their hotels’ performance on 

those features and discovered that 17 CSR attributes were found well performed out 

of 30 by the HK hotel and hotels achieved the best performance in finance area 

among the six performance factors. Almost 70% of Hong Kong hotels are operative in 

the execution of hotel CSR practices as mentioned by Tsai et al. (2012) in their 

conclusion. Thus, in relation to Tsai et al., (2010), the effective selection and 

operation of an incorporated CSR program can both successfully minimise the costs 

and deliver economic benefits, and at the same time endow benefits to the society, 

environment and additional shareholders.  

 

Several researchers, such as, Kasim et al. (2014), Mair and Jago (2010), Han, Hsu and 

Lee. (2009), Tzschentke, Kirk and Lynch (2008), and Bohdanowicz (2006) 

considered cost savings, particularly, reduction of energy expenses through the 
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practices of environmental management system (EMS) in their operations, as one of 

the topmost drivers for implementing CSR practices in the hotel sector. Kasim 

(2004a, 2007b, 2009) also explained in her several works about the potential cost 

savings of hotels CSR practices from recycling, energy saving, waste reduction and a 

variety of other environmental measures. From the revenue perspective, Huimin and 

Ryan (2011), and McGehee et al. (2009) further mentioned in their study that 

applications of hotel CSR practices can be dominant for higher room revenue as well 

as repeat business. Several scholars such as Lee et al. (2012), Lee and Heo (2009), 

Lee and Park (2009), McGehee et al. (2009) also revealed that employees’ loyalty, 

spirits, and retention rates can be augmented by the well-executed CSR activities 

which, in turn, will create robust and prolific teams. 

 

Kucukusta, et al. (2013) specified in their study on CSR practices in Hong Kong’s 4 

to 5-star hotels that hotel CSR practices can develop innovative products or new 

marketplace, for example, selling the green experience to their guests such as serving 

local organic food and drinks by the one of the top Green Spa Resorts and an Eco-

Cultural Destination in Mexico, named, Hacienda Chichen Resort. Green hotels are 

the first preference for travellers where they also give them higher overall ratings in 

comparison with non-green hotels. These two examples provided support towards the 

huge potential market of green hotels for environmentally conscious travellers 

(Kucukusta, et al., 2013). 

 

In the last few decades, CSR has been accepted as a form of sustainability in global 

hotel industries by confirming high standards of the workforce, by endorsing 

ecological sustainability and by providing support to native communities 
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(Bohdanowicz & Zientara, 2008). In addition, Holcomb, Upchurch and Okumus 

(2007) also found in their study that hotel companies are now enthusiastically 

endorsing hotel CSR activities as these activities are becoming more noteworthy in 

the hospitality industry, in comparison with other business sectors. For example, 

many leading global hotel companies, such as Hilton, Intercontinental and Marriott 

are very keen to develop unique competitive advantages by accepting the combination 

of social and environmental goals into their operations. 

 

Bohdanowicz and Zientara (2008) revealed several initiatives under hotel CSR 

activities in the hospitality industry, such as charity donations, local community’s 

involvement, and environment-friendly product purchase which have a significant 

effect on the socio-economic situation of the host community. However, to attain the 

long-term benefits of the industry, CSR initiatives require more involvement of the 

hotel employees. Franklin (2008) also provided an allied perspective where the author 

stated that CSR is just about the outlook of the firms, adopted for their stakeholders 

such as customers, staffs and the wider society. 

 

Chung and Parker (2010) underlined in their work based on hotel CSR practices in 

Singapore hospitality industry that societies, as well as shareholders, are progressively 

being related with hotel CSR activities. The authors also draw attention to the 

foremost CSR issues of the Singapore hotel industry such as employment of local 

folks, less consumption of water, energy, food, paper, reduction of pollution (both 

water and air) and thus dropping the harmful impact on native societies. The authors 

also emphasised in their study about the significant relationship between the home-



78 
 

grown business and the regulatory management in the city/state where their business 

is functioning (Chung & Parker, 2010). 

 

Sheldon and Park (2011) uttered in their study that many directors consider CSR 

practices as the portion of the company mission whereas other researchers (Huimin & 

Ryan, 2011; Mair & Jago, 2010) considered CSR as simply do the right thing for the 

society as well as the environment. For Sheldon and Park (2011), McGehee et al. 

(2009), Williams, Gill, and Ponsford, (2007), and Kasim (2007a), strategic hotel CSR 

implementation can attract patronage from social authorisation to operate hotel and 

can diminish the threats from rules and regulation by community development, by 

increasing local life value. Besides, hotels that perform and include CSR efforts to 

existing and prospective employees cause lower turnover of staff, enthusiastic and 

lively engagement of staff, better spirits of the workforce, and enriched recruitment 

(Park & Levy, 2014; Levy & Park, 2011). 

 

Lastly, in keeping with Rosalind-Jenkins and Karanikola (2014), though the 

preliminary budget of execution for some CSR practices is high, the long-standing 

mission is to establish financial sustainability. Accordingly, hotel CSR practices can 

also be considered as a part of company reputation management (Kucukusta, et al., 

2013). The innovative green practices can also be used as a visible competitive 

marketing advantage as well as a tool for public relationships. 

 

2.10 CSR Practices in Bangladesh 

In line with the earlier study of Muttakin and Khan (2014), Belal and Cooper (2011), 

Islam and Deegan’s (2008) research on CSR in emerging and less developed 
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countries, including Bangladesh is rare as most of the studies in this arena have 

concentrated on developed countries. Besides, increasing number of studies have also 

been done in developing countries like Malaysia, Singapore, South Africa, Nigeria, 

India where those studies have shown that the participation rate of developing 

countries towards CSR activities is comparatively slower in comparing with 

developed countries (Muttakin & Khan, 2014). In Bangladesh, the concept of CSR is 

relatively new and not a compulsory requisite for the organisations to practice and 

report the CSR activities like several developed as well as developing countries in the 

world. For those reasons, involvement in CSR practices and reporting in the corporate 

sector of Bangladesh are significantly low and those are practising mostly reporting 

the positive news (Belal & Cooper, 2011). 

 
 
In a previous study on listed public companies from Bangladesh in 2007, Azim, 

Ahmed and Islam, (2009), discovered that merely about 16% companies were 

practised and disclosed CSR activities generously. Findings of this study are also 

consistent with the previous studies conducted by Imam (2000) and Belal (2001), 

where they also stated that the involvement of CSR practices and reporting were 

significantly low and voluntarily in nature and the highest level of involvement 

towards CSR practices and reporting are from the banking sector. In addition, 

majority previous researchers investigating the CSR practices and reporting in 

Bangladesh context are descriptive in nature while only a few are interview oriented. 

A summary of earlier research on CSR practices and reporting in Bangladesh is 

presented in Table 2.5. 
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Table 2.5  

Earlier study on CSR practices and reporting in Bangladesh context 

Authors Research Methods Brief description Remarks 
Imam (2000) Content analysis.  Examine the Extent and 

volume of disclosure. 
Used 40 DSE listed 
companies. 

Belal (2001) Content analysis. Examine the Extent 
and volume of disclosure 

Used 30 listed 
companies  

Belal & Owen 
(2007) 

Qualitative method 
(semi-structured 
interviews) 

Views of corporate 
managers towards social 
reporting in Bangladesh 

23 companies 
representing the 
MNCs, private & 
public sectors 

Rashid & Lodh 
(2008) 

Tested hypothesis 
by descriptive 
statistics. 

Examined Influence of 
ownership structures and 
Board practices on CSR. 

21 listed companies 
from DSE 

Sobhani et al. 
(2009) 

Content analysis. Examined the nature and 
volume of disclosure. 

100 listed companies 
from DSE and CSE. 

Azim et al. (2009) Content analysis. Corporate Social 
Reporting Practice: 
Evidence from Listed 
Companies in Bangladesh 

Used 38 listed 
companies from DSE. 

Belal & Roberts 
(2010) 

Qualitative method 
(semi-structured 
interviews) 

Stakeholders’ Perceptions 
of Corporate Social 
Reporting (CSR) in 
Bangladesh 

11 respondents from 
various non-
managerial 
stakeholder groups. 

Belal & Cooper 
(2011) 

Qualitative method 
(semi-structured 
interviews) 

Absence of corporate 
social responsibility 
reporting in Bangladesh 

23 companies from 
Bangladesh 

Hossain & Rowe 
(2011) 

Qualitative method 
(depth interviews)  

Enablers of corporate 
social and Environmental 
responsibility practices in 
Bangladesh 

20 senior managers 
from DSE listed 
companies 

Khan, Muttakin, & 
Siddiqui, (2013) 

Quantitative method Corporate governance and 
corporate social 
responsibility disclosures 

116 manufacturing 
companies listed in 
 DSE, Bangladesh  
 

Muttakin & Khan 
(2014) 

Quantitative method Determinants of corporate 
social disclosure 

135 manufacturing 
companies listed with 
the DSE, Bangladesh 

Ullah & Rahman 
(2015) 

Quantitative method CSR reporting practices in 
banking companies  

30 banking companies 
enlisted in (DSE) 

Haque & Azmat 
(2015) 

Content analysis  Corporate social 
responsibility, economic 
globalization and 
developing countries:  
ready-made garments 
industry in Bangladesh 

Used two leading 
newspapers in 
Bangladesh for a 
period of one year 
(July 2012-June 2013) 

Source: Developed by Author 
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Another mainstream interview-based study conducted by Belal and Owen (2007) on 

corporate managers’ perception and motivation concerning the present state and 

future prospects of CSR reporting in Bangladesh where 21 managers from public, 

private as well as multinational companies were interviewed. The findings of the 

study discovered that in Bangladesh the key motivation to practice and report CSR 

activities is the aspiration to make happy leading stakeholder. In the case of public 

and private companies, the working managers identified the government as one of the 

influential stakeholders, who had the authority to control the companies. 

 

On the other hand, in the case of multinational companies, the pressure from the 

parent's companies are the main reasons to practice and report CSR activities (Belal & 

Owen, 2007). In supporting this study, Islam and Deegan (2008) also mentioned in 

the finds of their study that the role of powerful stakeholder groups are the crucial 

driving forces for CSR practising and reporting in the context of Bangladesh. 

 
 

Once again, Belal and Cooper (2011) mentioned in their study on the absence of CSR 

reporting in Bangladesh that as per the outcomes from the interviews with the senior 

corporate managers the main reasons for not practicing CSR in Bangladesh include 

dearth of resources, profit imperative mentality, deficiency of legal requirements, 

shortage of knowledge/awareness, poor organizational performance and concern of 

bad publicity. Besides, another study by Khan et al., (2013) on CSR reporting in 

Bangladesh has also provided support to the Belal and Cooper’s (2011) perception 

and determines that CSR activities are mainly practised as a strategic instrument to 

accomplish legitimacy. 
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Although, the company act of Bangladesh (GoB, 2008) does not demand the 

compulsory practice and reporting of CSR activities for public limited companies, 

nonetheless, in 2008, the government of Bangladesh circulated a statutory regulatory 

order (SRO) that based on the spending amount on specific CSR activities such as 

economic, environmental and social development activities, the permissible 

companies can claim 10 % tax rebate. In recent times, government of Bangladesh has 

issued another statutory regulatory order (SRO) by replacing the previous one (GoB, 

2008) and the new instruction (GOB, 2011) fixed a maximum threshold of Tk 80 

million or 20 % of total income of the companies for CSR-related activities will 

qualify to claim 10 % tax rebate (Muttakin & Khan, 2014; Khan et al., 2013). 

 

2.11 Sector Wise Current Scenario of CSR Practices in Bangladesh 

2.11.1 CSR Practices of Banking Sector in Bangladesh 

Corporate social responsibility (CSR) practising, as well as reporting, has been getting 

a good form of priority over the recent two decades, which is a true breakthrough for 

the betterment of banking fraternity. CSR comprises wide areas of issues ranging 

from business ethics, corporate ethics, corporate governance and socially responsible 

investing to environmental sustainability and development of community (Das, 2012). 

CSR is also known as “corporate citizenship” that forms the self-regulation of a firm 

toward the integration of business culture, and studies show that enterprise strikes a 

balance between economic and social goals (Masud, 2011). Businesses not only 

create wealth and job opportunities for the society, at the same time, they also pollute 

the environment, which would bring devastating effect on human health and 

biodiversity worldwide (Miyan, 2006). CSR refers to a company’s voluntary 

contribution to sustainable development which goes beyond legal requirements, and 
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emerging trends to practice CSR are concerned to address the social problems of the 

not only stockholder but also stakeholders (Gamerschlag, Moller & Verbeeten, 2011; 

Masud, 2011). CSR goes beyond philanthropy and compliance and addresses how 

companies communicate the social and environmental effects of organisations’ 

economic actions, as well as their relationships in all key spheres of influence: the 

marketplace, the supply chain, the community and the public policy realm (Ullah & 

Rahman, 2015). 

 

The banking sector of Bangladesh has an extensive past of participation in generous 

activities like to make contributions to diverse charitable organisations, spiritual 

organisations; city redecoration; offering the scholarship in education and supporting 

art, music and literature. Current movements of these activities specify that banks are 

progressively establishing these types of participations in CSR activities in more 

structured way. Bangladesh Bank Governor Dr Atiur Rahman opined that the 

spending on CSR by the commercial banks operating in the country amplified by 5.5 

times to more than BDT 3 billion in 2012 from BDT 554 million in 2009 (Dhaka 

Tribune, 2013). He added that “Last few years, banking sectors direct and indirect 

spending on CSR initiatives have increased manifold”. Total CSR expenditure of 

banking sector in 2011 was BDT 2,188.33 million, in 2012 BDT 3,046.69 million and 

in 2013 BDT 4,471.49 million. During 2013, CSR expenditures of banks as a 

percentage of their after-tax profit range from 0.14 to 57.12 percent (Millat, 2014). 

The Sector wise CSR expenditures of Bangladesh Bank are provided in Table 2.6. 
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Table 2.6  
Sector wise CSR expenditures of Bangladesh Bank 

(Tk. in million) 

CSR Activities 2009 2010 2011 2012 
Education 95.0 400.8 612.5 983.7 
Health and Treatment 245.0 689.1 520.4 435.4 
Sports 1.2 265.2 359.1 183.9 
Charity & Disaster 
Management 

125.1 460.4 188.0 788.4 

Culture and Literature 0.3 328.9 171.5 213.3 
Environment  59.8 138.1 140.2 
Others 86.9 125.6 198.7 301.8 
Total 553.5 2329.8 2188.3 3046.7 
Source: Adapted from Bangladesh Bank (2013) 
 
In December 2010, for giving distinctive attention on CSR issues the central bank of 

Bangladesh sent an instruction to the banks for establishing a separate CSR desk. 

Simultaneously, Bangladesh Bank started publishing annual CSR review report on 

banking since 2010. In 2011, National Board of Revenue (NBR) of Bangladesh also 

circulated a Statutory Regulatory Order (SRO) to claim tax exemption based on the 

spending amount for CSR activities by corporates. According to Ullah and Rahman, 

(2015), and Yunus, Kabir and Rahman, (2015) the common practices of CSR 

activities by the banking sector of Bangladesh are mostly centred on poverty 

mitigation, education, health care, charity activities, culture & heritage, youth 

development, women empowerment, patronizing sports, environment, and social 

welfare. 

 

A recent study conducted by Ullah and Rahman (2015) aimed to provide a real 

scenario of CSR reporting by the listed commercial banks in Bangladesh. The study 

observed a satisfactory level of CSR reporting by all listed commercial banks in 

Bangladesh, although there are no mandatory requirements from the legislative bodies 

regarding reporting of CSR. The study also aimed at evaluating the impact of 
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regulatory changes during 2008-2010 on CSR reporting in banking companies in 

Bangladesh and found that volume and nature of CSR reporting have significantly 

impacted because of these regulatory changes. The study tried to identify whether 

there is any association between the extent of CSR reporting and bank attributes but 

observed no significant relationship because of voluntary disclosure for the banking 

companies in Bangladesh and because there is no specific format required for CSR 

reporting and banking companies do not follow GRI format in CSR reporting 

(Bangladesh Bank, 2012). The study recommends regulatory bodies in formulating a 

common reporting framework for CSR reporting. 

 

As regards in-house CSR practices, Ullah (2013) notified in his study that in response 

to the directions of Bangladesh Bank, approximately 94 % banks (44 out of 47) 

adapted socially and environmentally responsible CSR practices in their internal 

operations. The in-house CSR activities performed by the different banks are given 

below in Table 2.7. Consequently, the author also pointed out that out of 47 scheduled 

banks in Bangladesh 46 have more or less engagement in CSR activities in 2010. 

However, most of the financial institutions have not integrated CSR in their daily 

operations and most of the CSR activities by the banks in Bangladesh are in the form 

of philanthropy. The areas of involvement in CSR activities include community 

investment, environmental banking, financial inclusion, and CSR reporting. CSR 

governance and CSR reporting have also been receiving attention from Bangladesh 

Bank (Ullah, 2013). 
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Table 2.7 
In house CSR practices by banking sector of Bangladesh 
 
  

 
 

CSR Practices  

Yearly Based CSR Reporting 
Environmental Responsibility 
Green Governance  
Internal Environment Management  
Environmental Risk Mitigation  
Green Products or Financing  
Availing Refinance Facilities of BB   
Awareness, Promotional Activities, and NGO Linkages 
Waste Management  

Source: Adapted from Ullah (2013) 

 

2.11.2 CSR Practices of RMG (Ready Made Garments) Sector  

Despite the fragile state of business and the inadequate industrial base, the RMG 

sector in Bangladesh has witnessed remarkable growth in the past three decades, 

increasing its share of garment export in the international market after the phase-out 

of the MFA in 2005 (Gereffi & Frederick, 2010). There are some 6000 garment 

factories in Bangladesh (BGMEA, 2014). The growth of the industry can be explained 

by the availability of cheap labour, particularly women, and simple technology 

required for the industry (Khosla, 2009), and also by the considerable support 

provided by the government, including duty drawback facilities, tax holidays, cash 

assistance, income tax rebates, creation of export processing zones, and zero tariffs on 

machinery inputs (Ahmed, 2009; Haque & Azmat, 2015). 

 
The growth of the RMG industry has had widespread positive ramifications for other 

segments of the economy and is now a huge sector for the employment of the semi-

skilled and unskilled and, in particular, the female rural population (Ahmed, 2009). 

The RMG industry contributes the major portion of export earnings in Bangladesh 

(Haque & Azmat, 2015; Clark and Kanter, 2010/2011; Absar, 2001). Table 2.8 

summarises the major contributions of this sector for the Bangladesh economy. 
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Table 2.8  
The RMG industry and its impact on Bangladesh economy 

Fiscal year 
(July - June) 

Number of 
RMG factories 

Employment 
(million 
workers) 

Export value 
(billion US $) 

Share (%) of the 
RMG sector in 
country’s total 
export earnings 

1987/88 685 0.31 0.43 35.2 
1991/92 1163 0.58 1.18 59.3 
1995/96 2353 1.29 2.55 65.6 
1999/00 3200 1.6 4.35 75.6 
2004/05 4107 2.0 5.17 74.2 
2007/08 4740 2.80 10.7 75.8 
2011/12 5400 4.0 19.8 78.6 
2012/13 5600 4.0 21.5 79.63 
 
Source: Adapted from Haque & Azmat (2015) 

 
 
In the past few years, owing to cumulative neglect of and disregard for CSR by 

management and the continuous deprivation and exploitation of workers’ rights, the 

sustainability of the industry has been threatened by building collapses, factory fires 

leading to death, injuries of workers, on-going labour unrest, and violence (Haque & 

Azmat, 2015). Compliance with CSR is constrained by the lack of integration among 

political, administrative and business sectors (Samaratunge, Teicher & Alam, 2008). 

Moreover, weak enforcement of regulations; the poor rule of law and accountability; 

and lack of control of corruption- the absence of these components of good 

governance in Bangladesh- are encouraging business to be socially irresponsible 

(Azmat & Coghill, 2005). These fundamental deficiencies have broadened the scope 

of predatory globalization to the extent that Alam and Teicher (2012, p. 858) argue 

that the state institutions “have been captured by members of a powerful nexus who 

have developed a symbiotic relationship with the state, affecting its institutional 

capacity to reduce corruption, strengthen transparency and accountability”. This is 
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reflected in the RMG industry, as the government is compelled to be sensitive to the 

interests of garment factory owners who hold seats in the national parliament (Clark 

& Kanter, 2010/2011). For instance, in the last parliament (2009–2014), politicians 

were outnumbered by businessmen and industrialists who occupied roughly 60 

percent of the seats (Alam & Teicher, 2012). The Bangladesh Garments 

Manufacturers and Exporters Association (BGMEA) has emerged as a “central 

political player” (Nielsen, 2005, p. 563) with the ability to influence both legislative 

and executive branches of the state. This situation has fostered a subservient 

atmosphere within public institutions, which remain loyal to the interests of industry 

owners and adopt a policy of non-involvement in labour rights by “watching from the 

sideline” (Khan, 2001, p. 214). 

 

According to Haque & Azmat (2015) some prior research though identified a few 

dimensions of CSR issues in the RMG industry such as gender issues, wages, the 

socio-economic condition of workers, child labour and labour rights (Ahmed, 2009; 

Ahmed & Peerlings, 2009; Paul-Majumder & Begum, 2006; Nielsen, 2005) however, 

there has been no consolidated effort to identify all potential issues based on academic 

research. Haque and Azmat (2015) identified the majority key issues that businesses 

need to focus on in order to be sustainable in labour intensive industries like RMG. 

These issues are presented in Figure 5, in the form of a framework that can also be 

applied to other labour-intensive export industries in developing countries. The eight 

dimensions of CSR issues include gender realities, legal aspects, fair trade, fair pay, 

social welfare/work life balance, labour rights, occupational health and safety, and the 

environment. The authors also claim that it is important for businesses to consider the 

issues as it is not just in their financial interests but is also crucial for the sustainability 
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of RMG and other similar industries where CSR has emerged as a serious concern 

(Haque & Azmat, 2015). 

 

In the current context of irresponsible behaviours in the RMG industry, identifying 

the issues help to create awareness of the importance of CSR for both business and 

government. In the last three decades, the RMG industry in Bangladesh has reached a 

level of maturity where it has demonstrated its capability to sustain international 

financial crisis as well as the domestic political turmoil. Now as a matter of priority, 

the focus of CSR needs to be more corporate oriented, with the involvement of state 

and the civil society (Haque & Azmat, 2015). In addition, Haque and Azmat, (2015) 

mentioned in their study that the non-compliance of CSR in the RMG industry in 

Bangladesh is a result of multiple factors (shown in Fig 2.4), such as economic 

globalisation, failure of the industry to respond to key stakeholders, and the weak role 

of the state. 

 

 
 

 

 

 

 

 

 

 

 
 
Figure 2.4: Dimensions of CSR in the RMG Industry in Bangladesh 
Source: Adapted from Haque & Azmat (2015) 
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Businesses in the RMG industry in Bangladesh, in most cases, focus only on their 

economic and discretionary responsibilities in the four-part CSR pyramid, with less 

attention to legal and ethical responsibilities (Carroll, 1999). Consequently, the 

industry’s management has reached a point where they can no longer ignore CSR nor 

quickly undo the damage caused by cumulative neglect. The RMG industry in 

Bangladesh urgently needs to adopt CSR from a stakeholder perspective for its 

credible survival and long-term sustainability, in a manner that is judicious and 

responsive to the existing realities both inside and outside the country (Haque & 

Azmat, 2015). 

 

2.12 Social and Environmental NGOs’ Perceptions towards CSR 

As said by Momin (2013), the appreciation of NGOs took place in Bangladesh as 

Indian subcontinent in 1860 when Islam was flourishing as stated White (1999). Since 

2005, around 206,000 non-profit organisations have been in action, out of which 

45,536 are listed in the Ministry of Social Welfare, Bangladesh and nearly 2000 are 

recorded with the NGO Affairs Bureau (Momin, 2013). Even though presently in 

Bangladesh a huge number of NGOs are operating, based on the absolute size, 

agendas and root level involvement, only selected social and environmental NGOs 

become influential towards social and political domains (Momin, 2013; Gauri & 

Galef, 2005). Together with other global NGOs, BRAC, Grameen Bank, Proshika, 

Gonosastha Kendra, and Bangladesh Environmental Lawyers’ Association (BELA), 

are the key examples of such social and environmental NGOs.  Additionally, 

Bangladeshi NGOs are also highly reputed in the world due to their worldwide 

activity. For example, Bangladesh Rural Advancement Committee, in short, BRAC is 

one of the social NGOs in Bangladesh has established itself as world biggest NGO 
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where around 100,000 employees are working all around the world. Another social 

NGO from Bangladesh i.e.  “Grameen Bank” is also very famous all over the world 

due to its micro-credit programme and empowerment of women. 

 

The role of NGOs is very vigorous in Bangladesh as non-state representatives of 

social and environmental development, agents of the disempowered, and government 

and corporation monitors due to the following facts: failure of the marketplace as well 

as the government to deliver elementary civic services, weak legislative control on 

business also in marketplace, influential military administrations (Ahsan, DelValls, & 

Blasco, 2009). Additionally, as per World Bank NGOs in Bangladesh are proficient in 

constructing and mobilising public attitude in contradiction of governmental or 

corporate policies (World Bank, 2009). Furthermore, in Bangladesh NGOs are also 

capable of providing necessary information to the mass media, to arrange consumer 

boycotts, and demonstrate at corporate offices, for effecting the corporate operation 

(Momin, 2013). 

 

However, NGOs in Bangladesh presently view CSR activities with scepticism. He 

found his study that NGO executives perceive CSR as inadequate, imperfect, and 

absent of ethical evidence on child labour, working environments and other negative 

aspects in one side and in another side, just an imperative corporate advertisement for 

attracting their stakeholders as well as customers (Momin, 2013). The study also 

found low demand towards CSR activities from NGO officials. The author further 

claimed in his study that as powerful secondary stakeholders, the social and 

environmental NGOs are not working actively in the engagement of corporate CSR 

practices due to structural elements like economic, political, social and cultural 
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conditions in Bangladesh and also seeing it as less significant in comparing with 

associations of social development (Momin, 2013). 

 

However, against these drawbacks, Deegan and Islam’s (2009) made remarks from 

the findings of their study that NGOs influenced the practices of corporate CSR 

activities. Further, NGOs should influence corporations for their sub-standard social 

and environmental practices by revealing in the media, lobbying with other pressure 

groups like the Environmental Ministry of Bangladesh, and boosting better guideline. 

The study also claimed that due to the structural constraints the motivations from the 

local context towards CSR practices are relatively very low and the expansion of 

corporate CSR practices are driven by the external drivers such as international 

consumer groups, international social and environmental NGOs and international 

investors (Momin, 2013). In the same way, Belal and Roberts’ (2010) study also 

suggested that external drivers are the crucial influences behind the development of 

the CSR practices and in contrast, no pressure has arisen from the internal context i.e. 

from local NGOs or other social groups regarding for CSR practice in Bangladesh. 

 

2.13 Sustainability Practices at Hotel Industry 

In 1987, the United Nations World Commission on Environment and Development 

(UNWCED, 1987) first promoted the concept sustainability and since then, the idea of 

sustainability has spread impressively around the world, and widely supported by the 

international community, as it offers a vision of the future that confronts the 

progressive problems of environmental degradation and the unequal distribution of 

resources. At present, both for governments and business, the concept of sustainability 

is considered to be a critical success factor (de Leaniz & del Bosque, 2015). At its 
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early stage, only conceptual matters and its structure has been heavily focused by 

sustainability. However, in recent movements, mainly in tourism and hospitality 

industry, sustainability has been considered more practically and the concerning 

issues of sustainability have already been entered into the society (Sheth, Sethia, & 

Srinivas, 2011). According to Jayawardena, Pollard, Chort, Choi and Kibicho, (2013), 

the meaning of sustainability is still vague. But concepts that have involved with 

sustainability consist of: corporate social responsibility, green reporting initiatives, 

responsible business, environmental responsibility, social responsibility, sustainable 

development, corporate citizenship, green marketing, green economy and triple 

bottom line (Jayawardena, Pollard, Chort, Choi & Kibicho, 2013).  

 

As the activities of tourism and hospitality industry are directly involved with natural 

systems, this industry has a great propensity to initiate noteworthy amendments in the 

physical settings of the planet (Wahab & Pigram, 1997; Hassan, 2000). Similarly, the 

solid link between the hotel sector and the natural, social, and cultural environments 

also entails reduction of the negative impacts in these areas to a minimum. To 

minimise the negative impacts, for more than a decade, hotel industries have been 

incorporating several green approaches including: reusing/recycling, purchasing local 

products, fulfilling rigorous LEED (Leadership in Energy and Environmental Design) 

certification standards in their day to day operations (Berezan, Raab, Yoo & Love, 

2013). But the hotel sector’s initial movements towards “go green” was due to the 

pressure from the governmental rules and regulations to preserve resources by 

diminishing waste, conserving energy and water, using the eco-friendly product, 

providing organic food (Berezan, Millar & Raab, 2014; Berezan, et al., 2013; Tierney, 

Hunt & Latkova, 2011).  
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However, prior researchers (Han et al., 2009; Manaktola & Jauhari, 2007; Tierney et 

al., 2011; Ogbeide, 2012) recommended that to achieve the competitiveness of the 

hotel industry the sustainable practices implementation is becoming increasingly 

essential. Indeed, hotel environmental attributes are the guests’ fundamental 

expectation (Robinot & Giannelloni, 2010) and due to this expectation, the authors 

further stressed that it is vital for hoteliers to uphold environmental initiatives in their 

day to day operation. In support to the Robinot and Giannelloni’s (2010) judgements, 

Berezan et al. (2014) also mentioned in their study that hotel industries are already in 

progress to execute green practices to reduce their effects on the environment whether 

for cost savings or for media pressure or due to the threat from regulatory department, 

or for environmental awareness. In addition, augmented consumer consciousness 

about the environment is also an issue (Berezan et al., 2014). For instance, since 1981, 

the Kimpton Hotels began recycling waste due to eco-consciousness and their Earth 

Care program is now company-wide, which includes: use of green cleaning products, 

water treatment plan, and weekly conferences with Earth Care representatives from 

every hotel and cafeteria they have function with. On a greater scale, the world’s one 

of the largest hotel companies, the Intercontinental Hotels Group, has dedicated an 

entire interactive website to their embryonic green efforts by focusing on energy, 

waste, water, and community (Berezan et al., 2014). 

 

Jones, Hillier and Comfort (2014) stated in their study on sustainability in the global 

hotel industry that several groups of hotel industry mandate their chain hotels to live 

up to their corporate promise on sustainability. For example, Marriott is investing in 

sustainable growth to achieve long-term resolutions to critical social and 

environmental matters whereas Hilton outlines its “sustainability mission” to benefit 
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present and future generations by vigorously handling their business through the lens 

of sustainability. In line with Wyndham Worldwide, sustainability means meeting the 

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

their own needs and the company sketches how it is delivering Triple Bottom Line 

benefits by focusing on people, profits and the planet (Jones et al., 2014).  

 

As per Robinot & Giannelloni (2010), due to the green optimism of hotel guests, it is 

essential to continue environmental activities in hotels. Authors also found in their 

study that the subsequent green activities existed as most vital to respondents’ 

recycling (77%), energy-efficient lighting (74%), energy-efficient windows (59%), in 

room cards allowing guests the option of not having sheets/towels changed daily 

(52%), and environmentally safe cleaning products (49%). Besides, respondents’ 

opinion in-room water saving devices and green landscaping efforts were also 

significant hotel green initiatives.  

 

Another study by Millar and Baloglu (2011) added refillable dispensers, occupancy 

sensors, and key cards that turn power on and off to the list. It was also established 

from the study of Robinot and Giannelloni’s (2010) that hotel guests assessed the 

reuse of linens and towels as an elementary feature which they normally expected 

from the hotels, where the unavailability of such a feature was measured as a negative 

consequence on guest satisfaction. When guests found that the hotel was using clean 

and renewable energy sources, the hotel guest considered it a desirable attribute, 

which actually, amplified their level of satisfaction and contributed to the economic 

benefits of the hotel (Berezan et al., 2014). 
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Lee, Hsu, Han, and Kim (2010) verified the relationships between a hotel’s image and 

customers’ behavioural intentions towards hotels’ green attributes and discovered that 

customers’ emotion and perception were highly attached with their attitudes towards 

the overall green image of the hotel. The authors specified that for creating an 

inclusive image of the green hotel, it is essential to incorporate practical and emotive 

green attributes in hotel’s day to day operations. Also, an overall green hotel image 

was unconditionally correlated to the behavioural intentions of customers, for 

instance, word-of-mouth, willingness-to-pay a premium and return intention (Lee, 

Hsu, Han, & Kim, 2010). In addition, hotel guests are now less hesitant and more 

obliged to sustainable practices when they identify what sort of green initiatives are 

offered by the particular hotel for their guests. Hotel guests are even ready to 

experience negligible inconveniences with the purpose of supporting hotel’s green 

activities (Kim & Han, 2010). That’s why hoteliers are now providing additional 

information on their website to increase their support to the green practices (Millar & 

Baloglu, 2011). So, hotel sustainability practices are considered to be decisive aspects 

towards the decisions of hotel selection by the hotel guests (Berezan et al., 2014).  

 

Kasim (2004a) found in her study of visitors to Penang, Malaysia that when visitors 

were selecting a hotel to stay, they were not essentially apprehensive with the hotel 

environmental practices even though they were ecologically conscious. Kasim 

(2004b) also stated in her study that majority of visitors select a hotel on the basis of 

price, service quality, and physical desirability instead of environmental features. The 

author further mentioned that visitors truly desired for non-green attributes which 

include separate soap cakes, fresh towels, and air conditioning, etc. Hence, Kasim 

(2004b) established that for becoming environmentally as well as socially responsible 
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there was no motivation to increase competition among various hotels and possibly 

hotel green efforts were a sort of a waste of hotel’s resources. 

 

Apart from some negative evidences, found by Kasim (2004a, 2004b), the movement 

towards sustainability in the hospitality industry was not considered to be 

unproductive (Jayawardena et al., 2013). For instance, leading autonomous hotel 

chain from Canada, the Delta hotels, established their own sustainable policies and 

implemented hotel sustainable practices for assessing the advancement of 

sustainability under four areas of interest that include: energy and atmosphere, 

environment, materials and consumables, and community engagement. In addition to 

Delta hotels, other global hotel chains e.g. InterContinental, Hilton, Marriott and 

Wyndham also established and launched sustainability agenda with quantifiable 

objectives to demand the implementation of sustainability practices. However, 

regarding the implementation of sustainability practices within the businesses, still, 

majority hotels from the industry remain undeveloped or inexperienced (Jayawardena 

et al., 2013).  

 

Simultaneously, there should be the desire to explore more effective ways to develop 

their approach towards sustainability and also there should be enhanced transparency 

regarding their pledges and triumphs (Jones, Hillier & Comfort, 2014). Moreover, the 

leading tenacity of accepting the sustainability for the hospitality industry should be to 

build better brand image, to increase corporate reputation, to enhance corporate trust 

and last of all to generate revenues along with cost reduction (Jayawardena et al., 

2013). 



98 
 

2.14 Hotel Environmental Management (EMS) 

Over the past two decades, environmental awareness has increased significantly. In 

line with Kasim (2015), the business community is increasingly being expected to 

operate in environmentally responsible modus. Since the 1980s, businesses have been 

pressured to address their environmental externalities. In tourism, sustainability 

requires sustainable effort from the industry and all its fragments (Kasim, 2006). 

Consumers have become increasingly aware of the environmental damage caused by 

an organisation’s routine activities. The hotel industry has been identified as 

contributing to excessive energy and water requirements, pollution and solid waste 

generation (Erdogan & Baris, 2007). For example, in water management, Kasim et al. 

(2014) postulated that growth in tourist arrivals in tourism destinations implies a 

concurrent growth in tourism amenities such as hotels and resorts, golf courses, water-

related recreation facilities and others, each of which exerts a certain water 

requirement. The authors asserted that businesses’ role in water management is 

crucial to ensure their own water supply sustainability due to the increasing demand 

of industry for water which can only be met by integrating efficient supply system 

with good management of the enhanced demand at both the government and 

enterprise levels (Kasim, 2015).  

 

However, good management is necessary not only for enhanced demand and, 

therefore, costs (Chan, Yeung, Chan & Li, 2013) or resource consumption issues 

(Bohdanowicz, & Martinac, 2007), but also for lowering pollution load effluents from 

solid waste (Kasim, 2006) and gray water (Kasim et al., 2014). Along with 

Bohdanowicz et al. (2011), in detecting of prospects to uphold environmental 

sustainability, the hotels' environmental effect has a substantial role. As a result, 
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visitors are searching for hotels including proper environmental practices under hotel 

sustainable development (Goldstein, Cialdini, & Griskevicius, 2008). 

 
Tzschentke et al. (2008) advocated that the global topmost hotel chains have 

introduced environmental programmes which are intimately twisted with their CSR 

strategy. In addition, several international hotel chains have already executed various 

social and environment related initiatives due to the emergent profile of social 

responsibility and environmental management. Many researchers such as Kasim 

(2015), Bohdanowicz et al. (2011), Chan (2009), and Kasim (2007b), also 

investigated the opportunities of implementing hotel environmental management 

system. They found firms that response more positively to areas such as energy, water 

and waste management can improve their financial performance by reducing 

operational cost. They also found that well-established hotel environmental guidelines 

and an active EMS that links community, the hotel employee and public relations will 

improve organizational image and indirectly enhance guest satisfaction (Kasim, 2015, 

Kasim & Ismail, 2012; Kirk, 1995). 

 

Bohdanowicz et al. (2011) upholds that EMS deals with the protection of the 

environment and its surrounding, the important resource of tourism and hotel 

operations. The inevitability for protecting the environment and the implications of 

CSR involvement have persisted the attention of community and decision-makers’ 

concerns. Several hotels have acknowledged the significant role they are playing 

towards the social and environmental responsibility of the local community. 

Moreover, the enhanced relationship between the management and employees has 

aided to keep long-term sustainability of their companies. As emphasised by Kasim 
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(2015) in her study that in today’s world, environmentally responsible actions are no 

longer expected only from big hotels and resorts, small and medium-size hotels are 

also supposed to contribute toward this effort particularly because of the sheer number 

of small- and medium-size hotels that exist compared to their bigger size counterparts 

(Kasim, 2009; Kirk, 1995).  

 

Therefore, their participation will add significantly toward the sustainability of a 

tourism destination. Moreover, to develop a superior CSR consciousness inside the 

hotel industry, several studies reporting on EMS’s best practice have stimulated 

further incorporation of CSR strategies and actions (Bohdanowicz & Zientara, 2008; 

Henderson, 2007). Organisational success depends on a successful relationship with 

customers. Many organisations see CSR as significant in influencing the feelings, 

thoughts and purchasing power of customers (Turker, 2009). This depends upon 

organisational CSR commitment and customer commitment to the organisation. 

 

2.15 Overview of Bangladesh Tourism Industry 

To understand CSR within the context of Bangladesh, it is best to explore the 

country’s tourism industry first and foremost. With 147,570 square kilometres areas 

as well as 159.4 million population, Bangladesh, is one of the most densely populated 

country and an emerging economy in Southern Asia whose west, north and north-east 

part is bounded by India, south-east part is bounded by Myanmar southern part is 

bounded by the bay of Bangle. The climate of the country is sub-tropical with six 

seasons. Due to its distinctive geographical location, the country is blessed with 

amusing natural beauty such as world’s largest mangrove forest, world’s longest 

natural beach, hill tracts areas, tea estates, islands and many archaeological resources 



101 
 

and as a result of the tourism industry of Bangladesh is always considered one of the 

most promising industry in the world (Das & Chakraborty, 2012). 

 

Despite this, the industry is far from flourishing and only in recent years, the 

government seems to have recognised the potential that the industry may hold if 

provided with necessary support. In 2013 financial year, the contribution of the 

tourism industry to the country’s total GDP is only 2.2 percent and, in the amount, it 

was around US$ 5 billion, which is only just 10% of the worldwide average of US$ 

55 billion (WTTC, 2014). The industry has grown in a haphazard way in the last 

decade or so. However, a much more concerted and strategic intervention is required 

for the country to enter the global competitive arena. 

 

However, tourism was not considered as an industry in the first 28 years of the 

country’s existence and was recognised as an industry in 1999. Since then, while the 

growth has not been phenomenal, there has been progressing which has revealed the 

huge potential of the industry. Bangladesh has experienced a growth rate of between 

5-6.5% in the last decade, with the RMG sector being the main source of foreign 

currency. The risk of over-dependence on one industry for foreign currency inflow is 

very high and can have negative ramifications if the industry is hit by a downturn. The 

government has been actively looking to diversify the export basket. The tourism 

sector can be a promising alternative, which along with the export sector also has a 

multitude of other positive economic such as employment generation and through 

multipliers impacts on the expansion of linked industries, and poverty alleviation. 

Recently, the Bangladesh government recognised the importance of the contribution 
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of the tourism industry on its economic, social and environmental circumstances. 

Consequently, the government has taken decision for combining both the tourism 

sector and the private corporation into one institute to enhanced coordination, better 

growth, promotion and marketing of tourism industry in Bangladesh (Rahman, 2012). 

 

The Bangladesh Parjatan Sangstha was formed soon after the liberation war of 1971, 

aimed at evolving the tourism business which was restructured as Bangladesh 

Parjatan Corporation (BPC) in 1973, and they subsequently sketched a five-year plan 

for developing the industry as part of the government’s First Five Year Plan (1973-

78). Under that plan, the government was expected to provide the necessary facilities 

and develop the natural beauty of the country in a manner that would be attractive to 

tourists. The second, third, and fourth five-year plans and two-year plans were 

projected for implementation by the earlier governments of Bangladesh to improve 

tourism industry, unfortunately, none of these plans have been executed appropriately 

by the management owing to various impediments including ministerial legacy 

problems (Islam, 2009). Some of these problems still persist and it is hampering the 

effectiveness of the resources that are being apportioned to the sector.  

 

While BPC remains the leading public-sector body in the tourism industry of 

Bangladesh, the private sector has also invested in the sector quite successfully. These 

private entrants into the sector have entered the industry through developing hotels, or 

tour operators. Presently almost thirty-two tour operators functioning in the country, 

some of whom cater to domestic tours whereas the others compromise both local and 

outbound tours. Moreover, those thirty-two private tour operators created the 

association named “Tours Operator Association of Bangladesh (TOAB)”, to perform 
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their regular activities more competently as well as to maintain communications with 

BPC as well as the government regarding their rational rights, and also to endorse the 

country’s holiday business together (Siddiqi, 2006). In addition, “Bangladesh Tourism 

Board” established in 2010, and also affiliated with United Nations World Tourism 

Organizations (UNWTO), is another central association to support to the enlargement 

of the tourism industry to meet the robust demand for the private sector and the 

tourism professionals (parjatan.portal.gov.bd). 

 

2.15.1 Types of Tourism in Bangladesh  

The Bangladesh Parjatan Corporation (BPC, 2007) classifies tourism into six different 

types: site tourism, Business tourism, Office tourism, Study tourism, Religion 

tourism, and another purpose. According to statistics reported by Bangladesh Tourism 

Board, in 2009 majority of tourists came to Bangladesh for site tourism purpose (i.e. 

46%) which was closely followed by business tourism (41.8%) (Fig. 2.5).  

Figure 2.5: Visitor arrival by Purpose of Visit 2009- Bangladesh 
Source: Adapted from Bangladesh Tourism Board (2010) 
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In addition to these two types of tourism, another popular type is religious tourism 

(i.e. 3.4%)-where the purpose of the religious visitors to visit the religious sites or 

events in the country. 

 

Site Tourism: in Bangladesh, tourists travelling for leisure usually come to enjoy the 

natural beauty of the country. As indicated above, these tourists constitute the 

majority share (i.e. 46%) of the tourist inflow into the country according to the latest 

data. This clearly indicates a need to preserve and protect these spots, as well as 

provide necessary infrastructural development support to develop.  

Business tourism: Around 42 % of tourists visit Bangladesh for business purposes. A 

number of successful international business houses have set up local entities in 

Bangladesh, whereby a large number of expatriates’ travel to Bangladesh to work or 

to run their businesses. Due to ever expanding RMG sector, large numbers of 

potential buyers and their delegates are required to visit the country on a regular basis.  

Office Tourism: Tourists visiting Bangladesh under office tourism constituted only 

1.5% of the tourist inflow to the country. This form of tourism is similar to business 

tourism in some aspect; however, this type predominantly focuses on the delegates of 

multinationals which have offices in Bangladesh. Many of these tourists arrive for 

tours of their local offices and provide assistance to the offices may need.  

Education Tourism: Education tourism is for students who want to enrol into 

educational institutions in the country. Many universities and other graduate level 

institutions organise international conferences and seminars where delegates from all 

over the world attend. These foreign delegates all fall under the category of 

educational tourism and they constituted 2.4% of the total number of tourists who 

visited the country.  
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Religious Tourism: Bangladesh is a Muslim majority nation and it organises the 

Bishwa Ijtema which the largest congregation of Muslims after the Holy Pilgrimage 

to Makkah. This annual event alone attracts a huge number of tourists from Muslim 

world and constitutes 3.4% of the total tourist inflow into Bangladesh. Other religious 

groups in the country are relatively much smaller in number; however, their events do 

attract tourists although in a smaller scale.  

Other Tourism: In line with Bangladesh Parjatan Corporation (BPC), other 

categories of tourism includes: Bicycle touring, Boat sharing, Cultural tourism, Rural 

tourism, River cruise, Nautical tourism, Halal tourism, Sports tourism, Slum tourism, 

Virtual tour, Walking tour, Wildlife tourism (BPC, 2007).  

 

2.15.2 Present Scenario of Tourism in Bangladesh 

Bangladesh tourism sector has experienced growth in recent years, particularly in the 

last decade. However, the growth pattern has been erratic implying unstructured 

development and perhaps also the lack of proper planning from the government. The 

number of tourists has grown from 113.2 million in 1995 to 303.4 million in 2010 

with years in between experiencing higher tourist traffic (Table 2.9). The decadal 

growth rate shows that the growth in the number of tourists has declined in the 2001-

10 period in comparison to 1991-00 period. Falling tourist arrival is an ominous sign 

for the industry and demands further investigation by the authorities to identify the 

reasons behind this. Some of the reasons which are frequently pointed out by tourists 

for not visiting Bangladesh are the lack of adequate facilities in terms of 

accommodation as well as transport linkages, and the political instability issue. 
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   Table 2.9  
   Tourist arrival and their growth 

Year Tourists arrival (million)  Growth (%)  Decadal Growth (%)  

1991  113.2 -  

 

 

5.8% 

 

1992  110.5 -2.4 

1993  126.8 14.8 

1994  140.1 10.5 

1995  156.2 11.5 

1996  165.9 6.2 

1997  162.4 -2.1 

1998  172.0 5.9 

1999  172.8 0.5 

2000  199.2 15.3 

2001  207.2 4.0  

 

 

3.9% 

 

2002  207.2 0.0 

2003  244.5 18.0 

2004  271.3 10.9 

2005  207.7 -23.4 

2006  200.3 -3.5 

2007  289.1 44.3 

2008  467.3 61.6 

2009  267.1 -42.8 

2010  303.4 13.6 

 
Source: Adapted from Bangladesh Parjatan Corporation 

 

Against the backdrop of falling tourist arrival, on the other hand, the number of 

Bangladeshis travelling abroad has increased significantly in recent years. While the 

number of tourist arrivals grew by 6.8% on average between 1995 and 2009, the 

number tourist departures grew by more than double at an average rate of 14.8% over 

the same period (Table.2.10). 
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      Table 2.10  

      Tourist arrival and departure 

 Number of tourists Growth (%) 

Year Arrivals Departures Arrivals Departures 

1995  156000 830000 - - 

1996  166000 911000 6.4 9.8 

1997  182000 866000 9.6 -4.9 

1998  172000 992000 -5.5 14.5 

1999  173000 1103000 0.6 11.2 

2000  199000 1128000 15.0 2.3 

2001  207000 1075000 4.0 -4.7 

2002  207000 1158000 0.0 7.7 

2003  245000 1414000 18.4 22.1 

2004  271000 1565000 10.6 10.7 

2005  208000 1767000 -23.2 12.9 

2006  200000 1819000 -3.8 2.9 

2007  289000 2327000 44.5 27.9 

2008  467000 875000 61.6 -62.4 

2009  267000 2254000 -42.8 157.6 

2010  303000 - 13.5 - 

Average Growth (1995-2009) (%) 6.8 14 

      Source: World Bank (2013) 

 

2.15.3 Economic Impact of Tourism Industry in Bangladesh 

Although Bangladesh has started making progress, the direct contribution to GDP of 

the tourism sector has declined in recent years in comparison to that of the previous 

years. Around 2005-2009, the direct contribution of tourism as the percentage of the 

GDP was about 2.5%, which has declined to about 2.2% in 2014 (Figure 2.6). The 

projection by WTTC (2014) suggested that no significant increase in the contribution 

to GDP is expected by 2024 and it thus remains at 2.2%. The total contribution to 

GDP of the tourism sector in Bangladesh has been estimated to 4.4% in 2013, which 
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is expected to grow to about 4.7% by 2024 according to the projection of WTTC 

(2014). This level puts Bangladesh at a rank of 165, whereas countries like Thailand 

and Malaysia are ranked at 35 and 41, and neighbouring India ranked at 135. The total 

contributions of the tourism sector to GDP for the above-mentioned countries are 

respectively – Thailand (20.2% of GDP); Malaysia (16.6% of GDP) and India (6.2% 

of GDP) (Table 2.11). These statistics suggested that Bangladesh needs to improve its 

performance significantly over the medium term to attain the target achieved by India.  

 

 
 Figure 2.6: Travel and Tourism Contribution to GDP  
Source: Adapted from Travel & Tourism Economic Impact 2014, Bangladesh, WTTC 
   
 
 
 
 
 
 
 
 
 
 
 



109 
 

   Table 2.11 
   Cross Country Comparison 
 

   
  Source: Adapted from WTTC (2014). 

 

 
Figure 2.7: Travel & Tourism Contribution to GDP-Direct, Indirect and Induced  
Source: Adapted from WTTC (2014). 
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Direct Contribution to 
GDP  

% of 2013  2.9  2.9  2.1  7.2  9  2  
Rank    143  32  25  149  

Total Contribution to 
GDP  

% of 2013  9.5  8.9  4.4  16.1  20.2  6.2  
Rank    165  41  35  135  

Direct Contribution to 
Employment  

% of 2013  3.4  3.5  1.8  6.7  6.6  4.9  
Rank    155  35  38  56  

Total Contribution to 
Employment 

% of 2013  8.9  8.2  3.8  14.1  15.4  7.7  
Rank    166  50  46  111  

Capital Investment  % of 2013  4.4  3.8  1.5  7.7  7  5.3  
Rank    178  62  71  78  

Contribution to Total 
Exports  

% of 2013  5.4  4.9  0.5  8.5  16  4.1  
Rank    177  85  62  132  
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In addition, another major macroeconomic issue of Bangladesh economy is 

unemployment problem. Bangladesh is in dire need of formal sectors of employment 

and tourism has the potential to rise as one of those sectors. Tourism generates jobs 

from the hospitality industry to transportation, to backward-linkage industries 

develops in response to the industry. According to Figure 2.7, the tourism sector has 

so far generated about 3 million jobs in 2014 and is projected to generate up to 4 

million jobs by 2024. Thus, the contribution of the tourism sector in total employment 

is around 4% and according to the WTTC projections it may reach 4.3% by 2024. The 

projections, however, are not very promising as it suggests only 0.3% increase in 

employment generation over the next 10 years’ time period. 

 

To increase the limitless prospects of Bangladesh tourism industry all around the 

world, Bangladesh tourism board, as well as other tourism related associations should 

obviously take the compulsory initiatives immediately and simultaneously, need to 

put more emphasis on increasing the prospect of the local market of this sector as 

well. In addition, various promotional activities can also be utilised with reasonable 

costs to promote the tourism industry of this country (Islam, 2012).  

 

Furthermore, the government of Bangladesh must take the required movements to 

inspire the private sector to play a significant progressive role in the growth and the 

modification of tourist amenities for promoting local and global tourism in the 

country and also to invite both the local also foreign investors by declaring national 

tourism policy as well offering incentives (Islam, 2012). 
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2.16 Overview of Bangladesh’s Hotel Industry  

Previously due to the reluctance of the private sector the hospitality industry, one of 

the vastly investment concentrated industry, in Bangladesh was mainly dependent on 

the investment of the public sector. Nowadays, the private sector is considered as the 

most vibrant contributor in the country’s hospitality industry due to the huge amount 

of investment and involvement in boosting this industry. Apart from upscale hotels in 

different parts of the country, the private sector has made a great contribution in 

enriching the country in another sector of hospitality industry i.e. the holiday resorts 

(Dewan, 2012).  

 

For high rated lodgings, the capital city Dhaka was hugely dependent on Pan Pacific 

Sonargaon and Dhaka Sheraton (now Ruposhi Bangla) for many years. At present, 

more than a few five-star hotels such as the Westin Dhaka, Radisson Blue Water 

Garden Hotel, Dhaka Regency Hotel & Resort, Hotel Sarina and recently opened the 

world-famous hotel brand Le Meridien (in November 2015) (source: www.prothom-

alo.com) have enriched the hospitality industry of the capital city Dhaka and around 

1800 5-star quality rooms are obtainable from all those hotel and resort.  Additionally, 

there are approximately seven other hotels which are offering around 500 three to 4-

star quality rooms such as Hotel Orchard Plaza, Hotel Washington, Best Western La 

Vinci, Lake Shore Hotel & Apartments, Platinum Suites, Royal Park Residence, 

Ascott the Residence. Moreover, apart from these three to 4-star quality rooms, there 

are also roughly 200 one to two-star quality rooms accessible in different guest houses 

(Dewan, 2012). 
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The second largest city in Bangladesh, the port city of Chittagong on the Bay of 

Bengal, has a rich history of maritime trade. However, prior to independence 

Chittagong could boast have only one 5-star hotel, Radisson Blue, opened in January 

2015. The city has numerous 4-star (including the Peninsula, Hotel Agrabad, Avenue, 

and Harbour View) and 3-star (including the Saint Martin and Asian SR) hotels. The 

most attractive place for visitors and tourists in Bangladesh is Cox's Bazar, located 

160 kilometres south of Chittagong and home to the world’s longest natural sea 

beach. Cox’s Bazar was a tourist destination prior to independence. To provide 

lodging and dining for both domestic and foreign tourists, Cox's Bazar is home to 5, 

4, and 3-star hotels and guest houses. Saint Martin’s island, in the Bay of Bengal 

approximately 25 kilometres south of Cox’s Bazar, has seen increasing tourism and 

has numerous guest houses to support the industry. Besides, quality western-style 

hotels can be found in other tourist cities like Sylhet, Khulna, and Bogra. The 

Bangladesh Parjatan Corporation, a national tourism organisation, runs 18 medium-

sized hotels in major cities and tourist destinations around the country. However, 

these are increasingly seen as unattractive to visitors due to low service quality when 

compared to private-sector facilities (Hussain & Leishman, 2013).  

 

The Bangladesh government has already taken several steps to improve road 

communication and air connection especially for tourism grounded areas for a much 

better service for the tourists. Another aspect that needs immediate attention is the 

proper manpower development both in management and service cadres. If the prompt 

action in this regard is not taken, this fast-growing hospitality industry will suffer 

badly. To produce efficient manpower for tourism and hospitality industry 

Bangladesh Government opened Hospitality and Tourism Department in 12 



113 
 

universities of this country. The government is also going to establish 4 new 

Hospitality and Tourism Institutes in the divisional towns very soon. Thus, in 

Bangladesh, the hospitality industry has enormous opportunity for the reason that the 

industry has: the world longest sea beach in Cox's Bazar, the world largest mangrove 

forest, named, the Sundarbans. Country’s religion tourism and eco-tourism can also 

play an important role in the tourism sector. If we are able to do proper branding of 

our tourism sector, then this sector will be one of the major sources, after RMG 

sector, in earning foreign currency (Dewan, 2012). 

 

 

In addition, similar to other countries, by creating additional employment opportunity 

across the hospitality industry is now playing a significant role in the expansion of 

country’s economy. Like other developing countries such as Spain, Switzerland, 

Malaysia, Thailand, Nepal, UAE, the Maldives, Indonesia, Singapore, India, the 

tourism industry of Bangladesh will be considered as one of the major sources of 

foreign currency earning.  However, different incompatible circumstances such as 

political unrest, lack of proper information, shortage of international airports, poor 

service quality are imposing a great threat to the potential of the tourism sector 

(Mukul, 2015). 

 

2.17 Theoretical Framework of the Study 

For this study, stakeholder theory has been chosen as the theoretical foundation to 

provide guidance and support in exploring drivers and berries of implementing CSR 

practices in Bangladesh’s hotel sector based on the insight of various stakeholders 

such as top-management, regulatory authority and NGOs’. Because according to 
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Clarkson (1995), corporate social responsibility can be better understood within the 

context of stakeholder theory. Many a researcher has also approached to stakeholder 

theory and come out with some extraordinary researches (Manokaran et al. 2018; Zhu, 

Liu & Lai, 2016; Zientara, Kujawski & Bohdanowicz-Godfrey, 2015; Rivers & Yang, 

2009; Pirsch, Gupta, & Grau, 2007; Jamali et al. 2006; Quazi 2003; Banerjee, 2002; 

Clarkson 1995; Freeman 1984). As the researches necessitate a focus on manifold 

players when adopting CSR strategy, the theory has been accepted as a foremost 

underpinning for CSR researches. Stakeholders take in both primary and secondary 

stakeholders. Those who have constant contribution to the corporation are called the 

primary stakeholders (Clarkson 1995). “Shareholders, investors, employees, 

customers, and suppliers” form the basis of this group (Clarkson 1995, p. 106). 

According to Clarkson (1995), the corporation and its primary stakeholder groups are, 

as held by Clarkson (1995), very much mutually dependent. For instance, it poses 

difficulty for the organization’s success provided customers and/or employees are not 

on agreeable terms with the systems or products in place. On the other hand, the 

governments and communities that provide infrastructure and markets are grouped as 

secondary stakeholders. In other words, the secondary stakeholders are those who 

take hand of laws and regulations which are to be followed, and those to whom the 

taxes to be paid and obligations to be shown (Clarkson 1995). 

 

The theory of stakeholder implies that “organizational survival and success is 

contingent on satisfying both its economic (e.g., profit maximization) and non-

economic (e.g., corporate social performance) objectives by meeting the needs of the 

organization’s various stakeholders” (Pirsch, Gupta, & Grau 2007, p. 127). It also 

takes for granted that organization is not only accountable to their stakeholders, but 
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also to a range of groups in society. This is mainly the factor because procedures of 

organizations often have impact on the societal issues and, at the same time, corporate 

decisions become affected by societal issues. 

 

From the perception of stakeholder, CSR incorporates both primary and secondary. 

Stakeholder theory presupposes that an organization is accountable for its behavioural 

impact on all stakeholder groups particularly because all stakeholders maintain a 

“legitimate” association with the corporation (Banerjee 2002). In recent years 

corporations have been demanded by many stakeholders to be even more responsible. 

Expectations of stakeholders ascribe not only to direct rapport between two groups, 

but also to social issues in relation to the society and management of the society (van 

der Wiele, Kok, McKenna, & Brown 2001). 

 

On the other hand, CSR has received growing public attention in Bangladesh in recent 

years as a key means for dealing with many of its development problems including 

poverty, human rights breaches, ineffective corporate governance, impacts of climate 

change and environmental degradation. Government, international donor agencies, 

civil society, NGO and the media have been involved in various efforts to encourage 

businesses to engage in CSR initiatives, particularly those that are able to contribute 

to social and environment related CSR. However, research on CSR is very limited in 

Bangladesh in comparison with those developed and developing countries referred to 

the CSR literature. A small number of studies have been conducted on CSR in 

Bangladesh context where majority authors (e.g., Haque & Azmat, 2015; Muttakin, 

Khan & Azim, 2015; Momin, 2013; Belal & Roberts, 2010; Belal & Momin, 2009) 
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have used stakeholder theory as a theoretical framework to highlight the existing 

scenarios of CSR practices in financial and RMG sectors.    

 

As many previous studies have used stakeholder theory mainly to explore 

organisational viewpoints on corporate social responsibility and disclosure practice in 

Bangladesh, so this study also employs stakeholder theory to explore drivers and 

barriers of CSR implementation based on the stakeholders’ perceptions with in the 

hotel sector of Bangladesh. Like the hotel sectors of other countries, Bangladesh’s 

hotel sector is also associated with the diverse group of stakeholders, such as, 

employees, government, community as primary stakeholders where they function, and 

customers, several national and international activist groups, media, as secondary 

stakeholders. In addition, this sector is also experiencing insufficient resources along 

with abilities to satisfy their diverse stakeholders’ demands. Besides, it is crucial to be 

familiar with the thoughts of these diverse groups of stakeholders, their powers, and 

interests, and maintaining a decent attachment with them for the betterment of 

management, their strategic planning and enduring sustainability of this sector. 

Therefore, Freeman’s (1984) stakeholder theory is appropriate in the context of this 

study. 

 

2.18 Chapter Summary 

This chapter has tried to focus thoroughly the relevant literature about corporate social 

responsibility. At first, it discussed the history of CSR and its definitions together 

with different dimensions’. And then it described the drivers and barriers of adopting 

CSR within the organisations. The underpinning theories which guide and motivate 

the existing study also explained in this chapter. Then contemporary situation of CSR 
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and its extensive benefits in tourism and hospitality industry have also been studied.  

In addition, views of CSR and its existing practices from several sectors in 

Bangladesh, NGOs’ Perceptions towards CSR activities have been presented 

elaborately. Moreover, this chapter has also provided the overview of Bangladesh 

tourism industry and its impact on the country’s economy and also the general idea 

about Bangladesh hospitality industry to share an enhanced understanding of the 

context of this study.  Finally, the theoretical framework of the present study has been 

presented. The next chapter will provide the methodological outline for this study. 
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Chapter-3: Research Methodology 

3.1 Introduction 

This chapter has presented the research framework, study hypothesises, research 

design, data collection method, sampling techniques, sample size, measurement of 

variables, pilot study, data collection procedure, and data analysis method of the 

study. Eventually, the chapter is closed by describing the statistical tools to analyse 

research data. 

3.2 Conceptual Framework for the Quantitative Part of the Study 

To explore the drivers and barriers of implementing CSR practices in the hotel sector 

of an LDC context i.e., Bangladesh, the stakeholder theory was considered as 

theoretical framework of the present study. As many researchers such as 

Bohdanowicz & Zientara (2009), Chung & Parker, (2010), Cuccia & Rizzo (2011), 

Jovicic (2011) and Liu & Lin (2011) have already mentioned in their respective study 

that the hospitality industry is repeatedly considered as the foundation of economic, 

social, cultural and environmental benefits by creating jobs for the local community, 

by improving local infrastructures, by protecting local heritages and also by 

developing relationship with local business, communities and government. On the 

other hand, this industry has also created lots of negative impacts on the society and 

environments including huge amount of water and energy consumption, air and noise 

pollution, waste generation, loss of biodiversity etc. (Chan, 2011; Khairat & Maher, 

2012). 

 
Thus, stakeholders should demonstrate a progressive appeal not only in terms of 

generating profits, proving quality services and maintaining lucrative structures on the 
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whole, but also about urge further to take necessary initiatives to industry to protect 

resources, society, culture and environment at large of the destinations (Bigné, Font & 

Andreu, 2000). Moreover, various associations under international tourism are 

becoming progressively active towards responsible and sustainable practices in the 

hospitality industry (Martínez & del Bosque, 2013).  

 

Besides, to understand CSR, this study has also used the triple bottom line approach 

(Elkington, 1997) as an underpinning theory which integrates social and 

environmental concerns in business operations as well as interact with their 

stakeholders under sustainable development. This approach splits overall CSR into 

two dimensions: economic and non-economic where non-economic dimension covers 

social and environmental issues. Hence economic dimension of CSR includes firm’s 

image, financial performance, promotion, customer satisfactions (Chabowski, Mena, 

& Gonzalez-Padron, 2011) where social province of CSR defines societal issues and 

environmental domain of CSR outlines the conservation of environmental issues and 

natural resources (Goodland, 1995). Moreover, in this study, the term ‘tourist 

demand’ specifies the tourists/hotel guests awareness regarding the socially and 

environmentally responsible activities performed by the Bangladesh’s hotel sector and 

included the subsequent concepts of social and environmental dimension of CSR such 

as environmental communication, environmental consequences on the society, 

community involvement, support non-governmental organisations, conservation of 

natural resources, environmental sustainability and compliance of environmental rules 

and regulations etc (Tingchi Liu et al., 2014; Berezan, et al., 2014; Merwe & Wocke, 

2007; Mazurkiewicz, 2004).  
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In addition, tourists are the key customers to the hotel industry, so their demand may 

influence the hotel firms to adopt responsible activities towards the society and the 

environment. Additionally, tourists can create pressure or increase demand as a 

common stakeholder when they consider that selected hotel firms are not behaving.  

 

Therefore, to gauge the tourist demand, as one of the common stakeholders of the 

hotel sector, this study has focused on the non-economic dimension of CSR i.e., social 

dimension of CSR and environmental dimension of CSR according to Elkington 

(1998). Thus, based on the above discussion and considering theoretical framework of 

this study i.e. stakeholder theory as well as the underpinning theory i.e., triple bottom 

line (TBL), the research framework for the quantitative part of this study is presented 

below: 

 
 

 

 

 

 

 

 

    Figure: 3.1: Conceptual Framework for the Quantitative Part of the Study 

 
 

 

 

 

 

Social Dimension 
of CSR 

Environmental 
Dimension of CSR 

Tourist Demand 



121 
 

3.3 Study Hypotheses 

Based on the research framework of this study following hypotheses are presented 

relating to the social and environmental dimension of CSR practices and tourist 

demand in Bangladesh’s hotel sector which would be statically tested in the next 

chapter. 

Hypothesis-1 (H1): There is a relationship between social dimension of CSR and 

tourist demand 

Hypothesis-1 (H2): There is a relationship between environmental dimension of CSR 

and tourist demand 

 

3.4 Research Design 

According to Easterby-Smith, Thorpe, and Jackson (2012), after defining study 

objectives the subsequent phase is to develop the appropriate research design. When 

developing the research design researcher should take into consideration the following 

terms: research methods, sampling techniques, questionnaire design, data collection 

procedure and techniques of data analysis.  Brotherton (2008) also emphasised the 

need to choose the appropriate research methods i.e. qualitative or quantitative or 

mixed mode at the preliminary stage of the proposed study. Thus, the next section will 

discuss the study’s research approach i.e., the qualitative method, the quantitative 

method and the triangulation of data to achieve the study objectives.  

 

3.4.1 Research Methods  

As the main purpose of this study is to explore the drivers and barriers of 

implementing CSR practices in hotel sector of a least developed country like 

Bangladesh, thus to fulfil the research objectives this study adopted both the 

qualitative and quantitative research approach, which is also known as the mixed 



122 
 

method research approach. So, the next section would clarify the necessity of adapting 

the mixed method for this study. 

 

3.4.2 Qualitative, Quantitative and Mixed Method Research 

A qualitative approach attempts to discover the individuality of particular situation 

with enlightenment and understanding the context-specific phenomenon through 

realistic qualitative study where reality was seen as socially constructed, holistic, 

multiple and contextual (Strauss & Corbin, 1990). Thus, this approach results in 

knowledge that takes full account of the many, often complex and dynamic, 

interaction effects that take place in social settings, evaluated by contrasting, 

comparing and classifying the object of the study (Miles & Huberman, 1994; Locke, 

Spirduso & Silverman, 1987). An added advantage of the qualitative approach is the 

flexibility it offered to the investigator (Einsner, 1991). 

 

However, the qualitative approach is not without its limitations. Bryman (1988) 

stressed that the qualitative approach rarely adheres to established ground rules used 

in social sciences. Therefore, its application can be faulty, resulting from the use of 

fragments from unstructured interviews, narrative and brief conversations without any 

standard guidelines for data collection, sampling, and analysis. Besides, Wilson, 

Hitchcock, King, & Parnwell, (1993) also argued that interpretations and conclusions 

of a qualitative study can neither be confirmed nor moderated by subsequent study. 

Therefore, there is a tendency for the study findings to remain subjective to polarised 

viewpoints in the literature. 
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In contrast, the quantitative approach is primarily the concern with the discovery of 

general laws that explained the relationship between variables. A quantitative study 

aims at prediction and control by establishing causal connections and obtaining 

quantifiable results. These are accomplished through experimental methods and 

quantitative measures that test hypothetical generalisations. The knowledge produced 

by quantitative study provided enlightenment, understanding and extrapolation to the 

similar situation (Burrell & Morgan, 1979). Conversely, the core limitations of the 

quantitative approach are the strict boundaries of statistics restricted application and 

produce correlation and covariance patterns rather than causality (Ryan, 1997).  

Consequently, the findings from quantitative studied actually provides little meaning 

and significance if they are based on faulty data. Besides, quantitative studies have 

also been shown to be value-laden (a weakness attributed to the qualitative approach) 

as data may be distorted or manipulated to support some aspects of the political status 

quo (Hammersley & Atkinson, 1995). 

 

Thus, the holistic and inductive nature of the qualitative approach and the deductive 

nature of the quantitative approach suggested that the application of each method has 

unique advantages as well as disadvantages. Overall, the adoption of the mixed 

methodology was an effective way to fulfil the objectives of the study. Thus, in line 

with Bryman (1988), the most appropriate method was determined by the nature of 

the study itself. Furthermore, investigator ought to be flexible to select a range of 

techniques that were appropriate to the study problem under investigation (Burgess, 

1982). Bryman (1988) also recommended that multi-methods provide different 

viewpoints when examining the same research questions. 
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On the other hand, mixed mode research method, also known as triangulation, 

combined both the quantitative and qualitative methods in a single study not only for 

getting a deeper understanding but also gaining the advantages of both quantitative 

and qualitative methods. More specifically, in a complex enquiry, one method 

provided support to another method to overcome each other limitations (Andrew & 

Halcomb, 2009; Veal, 2006). Moreover, Giddings & Grant (2009) also stressed that 

combination of both the methods overcome each other’s strengths as well as 

weaknesses and provides an extensive understanding of the concerns or problems. 

 

However, like other methods, this method also had certain limitations. As per the 

proposition of Field (2005), adopting a mixed method in the study could not guarantee 

the validity of research outcomes and also could not claim error free findings because 

there was a chance of generating different results. In addition, sometimes confusion 

arose in researcher's mind when drawing the research conclusions, more precisely, 

based on which method’s findings conclusion should be drawn. Further, stated by 

Blaikie (2007), triangulation or mixed method often focused on reducing biasness or 

error instead of simply introducing the presence of some phenomenon on some 

variable. 

 

3.4.3 Appropriate Research Method for this Study 

Based on the above discussion, this study endorses that every method has some sole 

advantages and disadvantages that must be untied according to its efficacy in attaining 

the study aims. For example, in this study, the use of qualitative approach as one of 

the predominant study approaches allowed exploring the drivers and barriers of 

implementing CSR practices in Bangladesh’s hotel sector. On the other hand, the use 
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of the quantitative approach gauged the tourists/hotel guests demand towards 

environmentally and socially responsible activities of Bangladesh’s hotel sector in an 

LDC context. 

 

Additionally, many researchers such as Bohdanowicz and Zientara (2008), Manaktola 

and Jauhari (2007), Kasim (2004a), had already shown in their research that how the 

use of triangulation or mixed method approach enriched research outcomes, 

particularly in tourism and hospitality industry. Thus, to collect and analyse the study 

data, among four different triangulation methods, i.e. data, investigator, theory and 

methodological (Denzin, 1978), a methodological triangulation or mixed method 

approach was implemented for the present study. More specifically, from different 

types of mixed methods research design, this study adopts the use of convergent 

parallel design because it allows to collect both quantitative and qualitative data 

simultaneously.  

 

Moreover, this method also assists to analyse the datasets independently, to compare 

or relate the outcomes from the analysis of the both datasets and explains whether the 

outcomes support or contradict each other. Additionally, this method helps researcher 

to provide a “convergence” of data sources through direct comparison of the two 

datasets. Besides, a basic rationale for this design is that one form of data collection 

provides strengths to balance the weaknesses of the other form of data collection and 

offers a more complete understanding of a research problem results from collecting 

both quantitative and qualitative data (Creswell, 2012). 
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3.5 Data Collection 

The data of this study were collected by using two methods namely, in-depth semi-

structured interviews for the qualitative data and survey questionnaire for the 

quantitative data. The reasons for choosing these two specific data collection 

techniques were discussed in the next section. 

 

3.5.1 Semi-Structured Interviews for Qualitative Study 

For the qualitative study, in-depth semi-structured interviews were conducted with 

representatives from hotels’ top management, NGO executives, and concerned 

government officials to discover the drivers and barriers of implementing CSR in 

Bangladesh’s hotel industry. According to Neuman (2012), adopting in-depth semi-

structured interview as data collection tool had several advantages because (i) it 

allowed face to face position between interviewer and interviewee, (ii) it permitted 

long questions, (iii) it gave the researcher the ability to observe the surroundings, (iv) 

it allowed the interviewee to simplify complicated question or ask probing questions. 

 

Sekaran, (2003) suggested that in-depth interviews let interviewer phrase the 

questions to increase the interviewee’s understanding of what is being asked during 

the interview session. In comparison with other types of the interview such as focus 

group, and telephone interview, in-depth interviews also helped interviewer in 

detecting any awkwardness, pressure, or difficulties that the participant may 

experience through their body language during the interview session (Sekaran, 2003). 

Semi-structured interview process also provided flexibility in conducting the 

interview with busy professionals, stakeholders, managers, and executives concerning 

the timetable, location, opportunity for earlier groundwork (Bryman & Bell 2011). 
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Also, many researchers such as Kucukusta et al. (2013), Pomering and Dolnicar 

(2009), Bohdanowicz and Zientara (2008), Kasim (2004a), employed semi-structured 

interviews for data collection in their respective study. 

 

Although semi-structured interview technique had several advantages, simultaneously 

it had some drawbacks as well such as additional cost, the need for supplementary 

training and supervision, the need to manage knowledgeable interviewee, the need for 

personal skills to conduct interview, the need for correct attitude of interviewee, the 

need for correct question wording, and the need for the interviewer to have 

moderating skills (Neuman, 2012). Therefore, by considering the advantages 

mentioned above as well as disadvantages, in-depth semi-structured interview 

technique was implemented as a qualitative data collection instrument to accomplish 

the study objectives. 

 

3.5.2 Surveys for Quantitative Study 

For the purpose of the quantitative study, research data were collected by surveying 

through structured questionnaire among hotel guests to illustrate the current scenario 

of hotel CSR practices in Bangladesh. According to Altinay & Paraskevas (2008), the 

survey is the most famous data collection technique in the hospitality industry as by 

conducting the survey this industry had collected large amount data on a regular basis 

from the tourist as well as the employee.   

 

To measure tourist experiences, satisfaction, to get feedback on service quality, the 

survey is the most appropriate methods for organisation and researcher. Besides, 

employees view towards job satisfaction, innovation, training, personal motivation 
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also be measured through the survey. Moreover, Organisation could use all the 

information’s collected through the survey to generate organisation’s quantitative 

descriptions and summaries (Saunders, Lewis & Thornhill, 2012). Furthermore, in 

line with De Vaus (1991), a quantitative survey saved data collection time and also 

been able to cover large number population by maintaining sampling process. 

 

Thus, by taking above discussed issue into consideration, a survey method was chosen 

for this study to collect data for quantitative purpose and also to fulfil its study 

objectives. Moreover, the use of survey in this study was not intended to support any 

existing theory or build any new ones rather the survey findings provided 

information’s based on hotel guest awareness towards CSR practices in Bangladesh’s 

hotel sector to the concerned authority. 

 

3.6 Sampling Technique 

Sampling is a leading data collection technique from a large study population, which 

also interrelated with the total number of respondents, known as sample size (Collis & 

Hussey, 2009).  The advantages of sampling included cheaper cost, greater precision 

in outcomes, less time, fast data collection and able to represent large population 

(Cooper & Schindler, 2006).  There were two types of traditional sampling method 

available in the social science research, namely, probability and non-probability 

sampling where probability sampling was generally allied with survey-based study 

and non-probability relatively appropriate for data collection process in a qualitative 

way. The sampling technique allowed researcher for making inferences from the 

sample of the large population to attain research objectives (Saunders et al., 2012).   
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3.6.1 Purposive or Judgement Sampling for Qualitative Study 

After deciding the data collection technique for qualitative part of the study, the next 

step was choosing appropriate sampling technique to select target respondents for the 

semi-structured interviews. In this study, a purposive or judgemental sampling 

technique was used for selecting interview participants because it concentrated on 

specific characteristics of a population who would be able to provide the best 

responses to the investigation. The process of selecting respondents for the interview 

session also solely depended on the judgement of the researcher (Neuman, 2012). 

Besides, this type of sampling method could also be used when the study sample size 

was very small, for instance, appropriate for case study type research. Purposive 

sampling also helped the interviewer to gather data by describing and explaining the 

central themes which could be observed (Saunders et al., 2012). 

 

Moreover, the interview participants of this study are the hotel’s top management 

(only 4 and 5-star hotels), executives from NGOs who were engaged in protecting the 

environment and the concerned government officials who were linked to the 

implementation and monitor of legislation towards CSR activities. Therefore, before 

conducting the interview, it was essential to contact the interviewees described above 

to take permission for the interview sessions. Besides, it was challenging to manage 

those interviewees to attend the interview session due to their hectic schedule or their 

company policy or adequate knowledge regarding CSR. Hence, keeping the 

discussion as mentioned above in mind, the most suitable sampling technique was the 

purposive or judgmental sampling to accomplish the study objectives. 
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3.6.2 Systematic Probability Sampling for Quantitative Study 

For the quantitative part of the study, the sample was selected applying systematic 

probability sampling because this sampling technique permitted investigator choosing 

the samples from the sampling frame at the regular interval (Saunders et al., 2012). 

Also, the frequency of respondent selection depended on the sampling fraction where 

sampling fraction is the ratio of actual sample size and total population. One of the 

advantages of systematic sampling was that a complete list of the total population is 

not mandatory always when using systematic sampling for choosing survey 

respondents from a large geographical area (Saunders et al., 2012). Moreover, on the 

word of Sekaran (2003), a systematic sampling technique provided more significant 

advantages of ease and promptness in developing the study sample than other 

probability sampling techniques for a large population frame, and also the sample 

element listing was available conveniently at one place (e.g., telephone directory, 

company payroll, hotel register, chamber of commerce listings). The systematic 

sampling design was suitable for market surveys, consumer attitude surveys, and the 

similar (Sekaran, 2003). 

 

Thus, the study data were collected by using systematic probability sampling in 

Dhaka and Chittagong division where one specific city from Chittagong division, 

namely, Cox’s Bazar, is the most famous tourist destination in Bangladesh. Among all 

tourist destinations of Bangladesh, majority tourists frequently visited the world-

famous Cox’s Bazar. Besides, Dhaka is the capital and near the largest international 

airport that attracts most of the tourists and also majority 4 and 5-star hotels are 

situated in Dhaka, Chittagong and Cox’s Bazar city (tourtobangladesh.com, 2013). 
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The execution of systematic sampling technique has described in the data collection 

procedure for quantitative study (see page no. 141).  

 

3.6.3 Sample Size 

As stated Wadsworth’s (1984, p.14) that the key purpose of sampling is to, 

“illuminate a situation, get insight, and to collect information about a particular event” 

thus to determine the sample size for the qualitative approach of this study followed 

author’s instruction. Consequently, the fundamental criteria for participant selection 

were the ability of the interviews to contribute information and practical experience 

and to provide different views and positions. To obtain these participants, the 

purposive sampling technique was executed in this study as mentioned in the previous 

section. 

 

Nevertheless, the sample size selection for non-probability sampling techniques was 

little ambiguous because of not having any specific rules in comparing to probability 

sampling (Saunders et al., 2012).  Rather study sample size depended on the logical 

relationship between study purposes/objectives and sample selection methods. By 

addressing the sampling size issue for qualitative study, many researchers just 

recommended continuing the qualitative data collection by conducting additional 

interviews, until data saturation was reached, that is, until the supplementary data 

offered new understandings (Saunders et al., 2012). Moreover, Guest, Bunce and 

Johnson (2006) suggested that 12 in-depth interviews are sufficient if the sample 

drowns from homogeneous groups while for heterogeneous type population 12 

interviews are not adequate. In addition, Creswell (2007) suggested considering 25 to 

30 interviews in any general study.  Saunders et al. (2012) also summarised a limited 



132 
 

guideline (Table 3.1) available for different types of study regarding sample size 

selection for a qualitative study. 

 

Table 3.1 

  Minimum Nonprobability Sample Size 

Nature of the Study Minimum Sample size 

Semi Structured/in depth interviews 

Ethnographic 

Grounded Theory 

Considering a homogeneous population 

Considering a heterogeneous population 

5-25 

35-36 

20-35 

2-12 

12-30 

Source: Adapted from Saunders, Lewis & Thornhill (2012) 

 

Therefore, based on the debate as mentioned above towards sample size issue, this 

study collected qualitative data by conducting semi-structured interview until data 

saturation as stated by Saunders et al. (2012). 

 

 

On the other hand, Coakes, Steed and Dzidic (2006) suggested that a sample of 100 

subjects is acceptable for quantitative analysis but sample sizes of 200 or more are 

better and preferable. Sekaran (2003) also stated that it is suitable for a quantitative 

research to have a sample size that is larger than 30. Moreover, Krejcie and Morgan 

(1970) suggested a sample size of 384 for a population equal to or over one hundred 

thousand (≥100,000) (Table 3.2).  In 2013, according to World Bank, the total number 

of foreign tourists arrived in Bangladesh was 148,000 or 0.148 million (World Bank, 

2014).   

 

 



133 
 

       Table 3.2  
       Determining Sample Size of a Given Population 

Population Size (N) Sample size (S) 

10000 

20000 

30000 

40000 

50000 

75000 

>100000 

370 

377 

379 

380 

381 

382 

384 

Source: Adapted from Krejcie, & Morgan (1970). 

 

 

Therefore, based on Krejcie and Morgan’s (1970) assumption, the sample size for 

second data collection method (quantitative approach) of this study was 384 with 95% 

confidence level and 5% margin of error where confidence level described the 

accuracy of the estimation of study population in percentage within a certain error of 

margin (Saunders et al., 2012). 

 

3.7 Interview Questionnaire Design 

Before conducting the interview, it was necessary to create an interview protocol for 

the semi-structured interview by proposing the central theme of each interview 

questions to allow participants to reply in their own words (Creswell, 2012). All the 

interview questions had developed from research objectives, research questions, and 

prior literature review. In addition to this, all the interview questions were open-ended 

because open-ended questions allowed the respondents in creating more alternatives 

for replying as well as interviewer had the option to use probes to attain additional 

information (Creswell, 2012). 
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Thus, for the purpose of qualitative data collection, all the questions of the interview 

were developed to bring about the issues of drivers and barriers of implementing CSR 

practices in Bangladesh’s hotel sector, and also to discover tourists/hotel guests 

demand towards CSR practices. Since there were three groups of target respondents 

for the interview (i.e. hotel top-management, regulatory officials and NGO 

executives), so the interview questionnaire for each group of respondents contained 

five (5) questions. The key aspects included into the interview questions are: 

understanding of CSR, current scenario of CSR practices, available rules or guidelines 

to monitor CSR practices, drivers of adopting CSR practices, and barriers of adopting 

CSR practices. The complete interview questionnaire has been provided in the 

appendices. The questions/themes of the interview derived from the relevant prior 

literature have presented in Table 3.3. 

Table 3.3  
Summary of literature supporting interview questions 

Interview Questions Related Literature 

1. How do you/your organisation explain of the term 

Corporate Social Responsibility (CSR)? 

Lee & Kim (2013); 

Bohdanowicz & Zientara (2009); 

Kasim (2006);  

2. How do you describe the current situation of CSR 

practices in Bangladesh and Does your hotel currently 

engage in any CSR practices? 

Bohdanowicz & Zientara (2008); 

Kasim (2006) 

3. Does your organisation has any rules or guidelines to 

monitor hotel CSR practices in Bangladesh?  

Kasim, (2006) 

4. What are the major drivers (under economic, social 

and environmental dimension) of implementing CSR 

activities in this hotel? 

Kasim (2006) 

5. What are the major barriers (under economic, social 

and environmental dimension) of implementing CSR 

activities in this hotel? 

Kasim (2006) 
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3.7.1 Interview Protocol  

In qualitative research, recording the data is an essential process which included 

recording the interview conversation through research protocols, managing the 

collection of data in order to anticipate prospective difficulties during data collection, 

as well as to bring sensitivity to the ethical matters which might affect the data quality 

(Creswell, 2012). For interviews, qualitative investigators normally used specially 

designed protocols for organising the interview and taking notes during the interview 

session. More precisely, taking notes, having the interview questions ready and 

audiotaping the interview conversation offered a detailed record and also a backup of 

the interview. Hence an interview protocol served the aforesaid purposes of the 

interviewer because it’s a form that designed by the interviewer which enfolded 

instructions of the interview process, interview questions, space for note taking from 

the response of the interviewee (Creswell, 2012). 

 

Therefore, an interview protocol was designed for the purpose of the qualitative data 

collection of this study. This protocol included a header to keep record the details of 

the interviewees such as name, organisation, position, and also time, date and location 

of the interview. In addition, study purpose and a reminder to sign consent form 

would also be there.  

 

Afterward, the interview protocol introduced all the interview questions (five 

questions for each group) for the interviewees where the opening question would act 

as an icebreaker for not only to make interviewees relax but also motivate them to 

talk. Along with the key questions, the interviewer also developed some probing 

questions to elaborate and illuminate their thoughts. Eventually, in concluding 
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remarks, the interviewer conveyed gratitude to the interviewees and provided 

assurance to them about the confidentiality of the collected data. A complete 

interview protocol of this study was provided in the appendix. 

 

3.8 Survey Questionnaire Design  

A questionnaire is a technique of collecting primary data to accomplish research 

objectives and also to measure the variables of interest (Sekaran, 2003). Moreover, a 

questionnaire can easily be managed and analysed and be able to reduce respondent’s 

biases. But when designing a questionnaire, a researcher must take into consideration 

some issues such as to avoid jargon, avoid ambiguity, simplify wherever possible, 

avoid leading questions and ask only one question at a time (i.e. avoid multi-purpose 

questions) (Veal, 2006). 

 

In the present study, to achieve study objectives data were collected by conducting the 

survey through a structured questionnaire. The questionnaire of this study contained 

twenty-five (25) questions and was divided into two parts: socio-demographic 

questions, and main research questions.  In the first part, (i.e. Q1 to Q6), respondent’s 

socio-demographic information (such as gender, age group, education, employment, 

region, the purpose of the visit) is provided, while the second part of the questionnaire 

offered the main research questions of the study i.e. (Q7 to Q25), which measured the 

fourth research question of the study i.e. gauged the hotel guests’ demand toward 

hotel CSR practices. 

 

Majority questions in the questionnaire were “closed-ended” because open-ended 

questions needed additional thoughts, and more than a simple one-word answer where 
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in the case of closed-ended questions, all possible answers were provided in the 

questionnaire. The complete survey questionnaire was provided in the appendix. 

 

3.8.1 Survey Questionnaire Scaling  

For main research questions (i.e. from Q7 to Q25) a seven-point Likert scale starting 

from “Strongly Disagree” (1), “Disagree” (2), “Somewhat Disagree” (3), “Neither 

Agree nor Disagree” (4), “Somewhat Agree” (5), “Agree” (6), “Strongly Agree” (7) 

was used to express respondents’ level of agreement or disagreement about the 

respondents' CSR knowledge and understanding. In this study, a Likert scale had been 

used because this scale has comprehensively been used as well tested in social science 

research (Burns & Bush, 2003). Moreover, as per Fornell, (1992) and Solnet, (2006), 

a seven-point Likert scale provided more options to the respondents to minimise 

confusion.  

 

3.9 Measurement of Variables 

In order to explore the drivers and barriers of implementing CSR in Bangladesh’s 

hotel sector and also to discover tourist’s demand towards hotel CSR practices in 

Bangladesh, a survey questionnaire was used for data collection which contains all the 

variables of interest such as social dimension of CSR, environmental dimension of 

CSR and tourist demand. In this study, the research framework included two 

independent variables i.e. social dimension of CSR, and environmental dimension of 

CSR and one dependent variable which was tourist demand. According to this 

framework, the associated measurements of study variables were presented below:  
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3.9.1 Social Dimension of CSR  

In this study the term ‘Social Dimension of CSR’ was proposed on the basis of social, 

ethical and legal responsibility of hotel CSR practices in Bangladesh. Hence, social 

dimension of CSR referred to the hotel sector’s responsibility towards their guests; 

employees; community development through education, health, local employment; 

comply with regulations; training, health and safety issues and support to non-

governmental organisation (NGO’s), as they relate to the hotel sector (Zupan & 

Milfelner, 2014; Tingchi Liu et al., 2014; Kasim, 2004a; Jamali et al., 2006; 

Elkington, 1998). Further, a total of 9 relevant items were selected to measure social 

dimension of CSR from the prior studies in this field such as Zupan and Milfelner 

(2014), Oroian, Ratiu, and Gheres (2015), Kasim (2004a), and Zhu, Liu and Lai 

(2016).  

 

Also, based on current infrastructures and facilities available in Bangladesh’s hotel 

sector towards CSR practices, this study has adapted 3 items from Zupan and 

Milfelner (2014), 2 items from Oroian, Ratiu, and Gheres (2015), 3 items from Zhu, 

Liu and Lai (2016) and one item from Kasom (2004a). Rest of the items from all 

those prior studies were not suitable to adopt for this study because of the hotel 

infrastructure and facilities provided by the hotels sectors in Bangladesh. Therefore, 

for this study, nine (9) items were selected under social dimension of CSR on a seven-

point Likert scale from (1) strongly disagree to (7) strongly agree. The items used to 

measure social dimension of CSR were given in the table 3.4. 

 

 

 



139 
 

Table 3.4 
Items of Social Dimension of CSR 
 

Variable Items  Source 
 
 
 
 
 
 

Social 
Dimension of 
CSR (SCSR) 

1) Built in a style that fits into the cultural 
environment where it is located and portrays an 
environmentally friendly image 

(Zupan & Milfelner, 
2014) 

2) Promotes local culture and heritage (Kasim, 2004a) 
3) Mostly serves locally produced food and 

drinks 
(Zupan & Milfelner, 

2014) 
4) Introduces their guests to the local customs and 

traditions and asks their guests to respect those  
(Zupan & Milfelner, 

2014) 
5) Behaves ethically in dealing with 

guests/customers rights 
(Oroian, Ratiu, & 

Gheres, 2015) 
6) upholds protocol to prohibit illegal practices 

within the hotel premises (e.g. pornography, 
gambling and drug abuse)  

(Oroian, Ratiu, & 
Gheres, 2015) 

7) Does not involve in price fixing and unfair 
competition during peak season 

(Zhu, Liu & Lai, 
2016) 

8) Provides eco-friendly and essential services to 
the guests for 24/7 

(Zhu, Liu & Lai, 
2016) 

9) Fairly resolves guests’ complaints and disputes 
for their satisfaction 

(Zhu, Liu & Lai, 
2016) 

 

 

3.9.2 Environmental Dimension of CSR  

In this study the term ‘environmental dimension of CSR’ was conceptualised as the 

sum of the following thoughts: green practices, water and energy conservation, waste 

reduction program, recycle and reuse program, preserve natural environment, trained 

employee and guest on environmentally friendly practices, energy efficient appliances 

etc (Kasim, 2004a; Mazurkiewicz, 2004; Berezan, Millar & Raab, 2014). 

Additionally, all the relevant items under environmental dimension of CSR were 

chosen on the basis of earlier studies in the relevant field such as Kasim, (2004a) and 

Berezan, Millar and Raab, (2014) as well as by bearing in mind the existing structures 

and facilities of Bangladesh’s hotel sector to CSR practices. In this current study, 
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eight (8) items, (5 items from Berezan, Millar and Raab, 2014 and 3 items from 

Kasim, 2004a) were carefully chosen to measure environmental dimension of CSR on 

a seven-point scale from (1) strongly disagree to (7) strongly agree. Thus, items that 

used to measure environmental dimension of CSR were provided in the table 3.5. 

 
Table 3.5 
Items of Environmental Dimension of CSR 
 

Variable Items Source 
 
 
 
 
 

Environmental 
Dimension of 
CSR (ECSR) 

1) Has water saving features (e.g. using eco-
friendly faucets & toilet, stop leakage from 
faucets or showerheads) 

Kasim, (2004a) 
 

2) Uses key card that turns power to the room 
on and off  

Berezan et al., (2014) 

3) Uses energy efficient light bulbs   Berezan et al., (2014) 
4) Uses occupancy sensors used to control 

lighting  
Berezan et al., (2014) 

5) Encourages guests to reuse towels and bed 
linen 

Berezan et al., (2014) 

6) Has separate recycling bins inside the room 
(for paper, plastic and glass bottles) 

Kasim, (2004a)  
 

7) Has safety features for guest (in case of fire 
and earthquake) 

Kasim, (2004a) 

8) Provides environmentally friendly products 
(i.e. low toxicity, organic or locally 
grown/made) 

Berezan et al., (2014) 

 

3.9.3 Tourist Demand  

In this study the term ‘tourist demand’ indicated tourists/hotel guests awareness 

regarding the socially and environmentally responsible activities performed by the 

Bangladesh’s hotel sector and included the subsequent concepts such as 

environmental communication, environmental consequences on the society, 

community involvement, support non-governmental organisations, conservation of 

natural resources, environmental sustainability and compliance of environmental rules 

and regulations etc (Tingchi Liu et al., 2014; Berezan, et al., 2014; Merwe & Wocke, 
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2007; Mazurkiewicz, 2004). Hence, to scrutinise hotel tourist demand in Bangladesh 

context, all the items were selected from the prior studies such as (4 items from 

Tingchi Liu et al., 2014; 3 items from Merwe & Wocke, 2007; 1 item from Kim, Kim 

& Lee, 2015) along with existing set-up and facilities of the Bangladesh’s hotel sector 

towards CSR practices. Thus, to measure tourist demand, eight (8) items were chosen 

on a seven-point scale from (1) strongly disagree to (7) strongly agree. The items used 

to assess tourist demand were specified in the table 3.6. 

 
 
Table 3.6 
Items of Tourist Demand 
 
Variable Items Source 

 
 
 
 
 

Tourist 
Demand 

(TD) 

1) Is expected to communicate to its guests 
about its environmental practices 

Tingchi Liu et al., (2014) 

2) Should reduce environmental impacts on 
society 

Merwe & Wocke, (2007) 

3) To be engaged in community involvement 
for improving its community’s quality of life 

Merwe & Wocke, (2007) 

4) Keen to support non-governmental 
organisations working in problematic areas 

Tingchi Liu et al., (2014) 

5) Should save and use water and energy 
efficiently, and utilizes renewable energy, 
and reduce and recycle waste. 

Tingchi Liu et al., (2014) 

6) Must use natural resources in a sustainable 
manner 

Merwe & Wocke, (2007) 

7) Should provide more environmental products 
and services 

(Kim, Kim & Lee, 2015) 

8) Must fulfil environmental laws and 
regulations 

Tingchi Liu et al., (2014) 

 

3.10 Pilot Study 

A pilot study is a pre-test of the survey questionnaire that is performed in order to 

ensure that the respondents understand the questions, particularly in terms of wording, 

sequencing and measurement (Sekaran, 2003). Consequently, a pilot study provides 
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useful information for researchers, often leading them to rephrase some of their 

questions and further refine their questionnaires. To attain the research objectives, the 

pilot study will be performed in order to ensure: 

▪ the questionnaire is understandable, and that the questions are not ambiguous; 

▪ the words and terminology used in the questionnaire are consistent; 

▪ the length of time taken to complete a questionnaire will not exceed 10 to 15 

minutes for survey questionnaire. 

The sample size requested in the literature for pilot testing of a questionnaire is not 

clear, but the expression ‘small’ is common in the literature (Sekaran, 2003). 

However, for the qualitative study, the pilot test was conducted with three respondents 

(one from each category) to do required modifications and improvements of the 

interview instrument. Conversely, taking into consideration that the minimum number 

of sampling size recommended by Dixon, Bouma and Atkinson (1987, p.149), 

Saunders et al. (2012, p. 266) is 30, even for the simple kinds of analyses in 

probability sampling. This study distributed 100 questionnaires in its pilot test of the 

survey instrument. 

 

3.10.1 Results of Pilot Study 

To assess the goodness of measure of the instrument prior to full scale study, the PLS 

algorithm was run through Smart PLS software 3.0 to obtain indicator loadings, cross-

loadings, composite reliability, and average variance extracted (AVE). The results of 

pilot study were provided in following table 3.8.   
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Table 3.7 

Outer loadings, Cronbach’s Alpha, Composite Reliability and Average Variance 

Extracted (AVE) of all the Latent Variables 

 
Construct 

 
Item 

 
Loadings 

Cronbach’s 
Alpha 

Composite 
Reliability 

 
AVE 

 
 
Social Dimension 
of CSR (SCSR) 

S1 0.818    
S2 0.799    
S3 0.714    
S4 0.729    
S5 0.751 0.885 0.904 0.517 
S6 0.468    
S7 0.680    
S8 0.745    
S9 0.711    

 
 

Environmental 
Dimension of 
CSR (ECSR) 

E1 0.880    
E2 0.757    
E3 0.674    
E4 0.654 0.867 0.897 0.529 
E5 0.523    
E6 0.698    
E7 0.692    
E8 0.871    

 
 

Tourist Demand 
(TD) 

D1 0.802    
D2 0.706    
D3 0.634 0.865 0.892 0.513 
D4 0.503    
D5 0.811    
D6 0.786    
D7 0.686    
D8 0.745    

 

 

From the table, it was found that the individual loading of the items was above 0.5 

except one item (S6 = 0.468) and has met the Vinzi et al.’s (2010) suggested value 

which was 0.5 and above. Besides, Hulland (1999) proposed 0.4 as a cut-off point of 

outer loadings. According to Hair et al., (2014), indicators with outer loading between 

0.40 and 0.70 should be considered for removal from the scale only when deleting the 
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indicator leads to an increase in the composite reliability or the average variance 

extracted. Hence this item was kept as per the guideline of Hair et al., (2014). 

 

From the table 3.8, it was also found that the value of Cronbach's alpha of each latent 

construct was above 0.7 and exceeded the minimum accepted level of Hair et al. 

(2011) (α > 0.7). According to Hair et al. (2014), Cronbach's alpha is the traditional 

criterion to measure the internal consistency reliability, offers an estimation of the 

reliability by the inter-correlations among the observed indicator variables. Another 

robust measure of gauging internal consistency reliability is ‘composite reliability’ 

which takes into account the different outer loadings (Hair et al., 2014). The value of 

the composite reliability varies typically from 0 to1, and the higher the value, the 

more the levels of reliability. Hence, all the latent constructs composite reliability has 

met and exceeded the cut-off value of 0.70 (Hair et al., 2014; Nunally & Bernstein, 

1994; Fornel & Larcker, 1981).  

 

Moreover, as per Chin’s (1998) recommendation, to achieve the acceptable level of 

convergent validity, the AVE of each latent construct must be greater than 0.50 or 

above. Hair et al. (2014) also suggested the same value of AVE to assess convergent 

validity. The reason for both the authors’ recommendations is a construct with an 

AVE value of 0.50 or more can explain more than half of the variance of its 

indicators. Hence, the AVE value of each latent construct was above 0.5 and satisfied 

the suggested value of Chin (1998) and Hair et al. (2014). The outcome of the 

measurement model for the pilot study was provided in appendix. 
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3.11 Data Collection Procedure 

Since a mixed method approach or methodological triangulation was chosen for data 

analysis, so data were collected by conducting semi-structured interviews for the 

qualitative part of the study whereas for the quantitative portion of the study survey 

was employed to collect the data. In the next section, the data collection procedure of 

this study would be discussed. 

 

3.11.1 Qualitative Data Collection 

The primary data for the qualitative study were collected by employing face to face 

in-depth semi-structured interviews with respondents under study. In this study, three 

categories of stakeholders such as (i) hotel top management (ii) officials from 

regulatory authorities and (iii) executives from Non-government organisations 

(NGOs) were selected as respondents for in-depth semi-structured interviews. The 

investigator had chosen all the interviewees based on their familiarities and efficiency 

regarding hotel CSR practices. That is, in selecting the interview participants the 

interviewer used purposive sampling method in this study. During the selection 

process, interviewees were asked about the location and timetable of their interview, 

and all the interviews were conducted according to their preferred locations and 

timetables. 

 
The in-depth semi-structured interviews were conducted in three phases. In the first 

phase, the interviewer interviewed the hotel managers/owners and the rationale for 

conducting the interviews with the respective owners/managers of the hotel firms 

were that they are the key decision-makers regarding the strategies and practices of 

their hotel. In the next phase, the interviews were conducted among the officials from 
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regulatory authorities because they are the most persuasive stakeholders due to their 

legislative power who can influence an organisation to adopt responsible business 

practices. In the last phase of the interview process, non-government organisations 

(NGOs) executive went through the interview. And the justification was that they 

(NGOs) act as an influential social force and persuade corporates to embrace the 

social and the environmental practices by raising the power of community voice, 

triggering customers, or taking action through legislators secondarily. The duration of 

each interview was around minutes or more according to the progress of the 

interview. During the interview session, the interviewer had sought permission from 

the participant for tape or audio recording the conversation. In some cases, if the 

participants did not allow tape or audio recording then during the interview notes 

were taken instantaneously. 

 

3.11.2 Quantitative Data Collection 

After constructing survey questionnaire and conducting pilot testing the next step was 

collecting study data. As the survey is the one of the famous data collection technique 

in tourism and hospitality sector according to (Altinay & Paraskevas, 2008), so this 

study surveyed by using a structured questionnaire to collect the primary data for the 

quantitative part of the study. Besides, a survey was instrumental in obtaining a large 

amount of data within a short time. Moreover, it was necessary to select target hotels 

(4 & 5 stars) among three different cities namely Dhaka, Chittagong and Cox's Bazar 

before conducting the survey. The reason behind for selecting these three cities is 

majority luxurious hotels have situated in these three cities. And also, the massive 

volume of tourist frequently visits these three cities because of having majority 

famous tourist destination. Thus, after selecting the hotels for the survey, it was 
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similarly mandatory to choose target respondents for this study. So, the target 

respondents of this study were both domestic and international tourists’ who stayed in 

the 4 and 5-star hotels of selected cities, that is, Dhaka, Chittagong and Cox’s Bazar 

during their visit.   

 

Moreover, the intent of conducting the survey was just to measure the demands of 

both domestic and international tourists towards hotel CSR practices, specifically, 

selected hotel’s social and environmentally friendly practices. In addition, tourists 

were the key customers to the hotel industry, so their demand may influence the hotel 

firms to adopt responsible activities towards the society and the environment. 

Additionally, tourists can create pressure or increase demand as a common 

stakeholder when they consider that selected hotel firms are not behaving in a socially 

responsible way (Lindgreen et al., 2009).  

 

Furthermore, the investigator described the aims and objectives of this study to hotel 

management to obtain permission to conduct the study survey on their premises. 

During the data collection process, the target respondents were selected by employing 

systematic probability sampling within the hotel premises. To execute the systematic 

sampling process, first of all, from the three cities (Dhaka, Chattogram and Cox’s 

Bazar) a total of thirteen (13) four- and five-star hotels were selected on the basis of 

personal reference as it is really tough to conduct a survey inside the hotels due to 

some terrorist attacks in Bangladesh. Then the total number of guest rooms were 

calculated from each of the selected hotels, and the overall room occupancy of the 

hotels was three thousand and sixteen (3016) as shown in the table 3.8. As the 

proposed sample size was 384 according to Krejcie & Morgan (1970), a total of 500 
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questionnaires were, therefore, distributed in the three cities. Hence the ratio of the 

total room occupancy (3016) and the distributed questionnaires (500) is 6.032.  

Table 3.8:  
Hotel Room Occupancy 

 

Thus, in this study, every sixth (6th) room’s respondent was chosen for the survey 

regardless of country of origin. After distributing the questionnaire, the researcher 

uninterruptedly kept contact with the respective managers over telephone and visited 

hotels every now and then for collecting completed survey questionnaires.  

 

Also, questionnaires were distributed directly and indirectly to both the domestic and 

international tourists’ inside the hotels. Besides, one vital aspect of probability 

sampling during the data collection was respondents’ response rate, i.e. a perfect 

City Hotel Name No of Rooms Available 

 

 

Dhaka 

1. Le Meridien Dhaka 304 

2. Radisson Blu Dhaka Water Garden 200 

3. The Westin Dhaka 241 

4. Dhaka Regency Hotel & Resort 220 

5. Four Points by Sheraton Dhaka, 

Gulshan 

149 

 

Chittagong 

6. Radisson Blu Chattogram Bay View 241 

7. The Peninsula Chattogram Limited 144  

8. Hotel Agrabad 101 

 

 

Cox’s Bazar 

9. Seagull Hotel 181 

10. Ocean Paradise Hotel & Resort 296 

11. Sayeman Beach Resort 236 

12. Hotel the Cox Today 210 

13. Royal Tulip Sea Pearl Beach Resort 493 

Total Room Occupancy 3016 
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representative sample (Saunders et al., 2012). According to Willimack, Nichols and 

Sudman (2002), the response rate for questionnaire surveys of corporate ranging from 

50 to 65 per cent. As per Neuman (2005), for face to face interviews, the response rate 

would be up to 90%. Therefore, taking the prior studies response rate in mind (for 

example, Boo, Busser & Baloglu, 2009 is 65%; Al-Tarawneh, 2007 is 80%, and 

Ahmed, Sohail, Myers, & San 2006 is 52%), to obtain 384 usable questionnaires, 500 

questionnaires were distributed to maintain above 60 percent response rate for this 

study. After successful completion of the survey, all the completed questionnaires 

were kept carefully for the purpose of analysis. 

 

3.12 Techniques of Data Analysis 

To fulfil study objectives, data were collected in two ways: in-depth semi-structured 

interview for the purpose of qualitative study and survey through the structured 

questionnaire for the purpose of the quantitative study. After data collecting, the 

following issues such as data coding, data entry, data screening, identifying missing 

data, were perform carefully to confirm data suitability prior to data analysis and 

testing hypothesises (Saunders et al., 2012). 

 

In qualitative study, researcher must cope with a massive amount of bulk data, 

collected through interview or observation process, such as, notes taken from fields, 

interview transcript, various documents, reports, pictures, meeting records, cuttings 

from newspaper and magazines, and enormous volume of formal as well as informal 

information. On the word of Lincoln and Guba, (1985), the process to analysis the 

aforementioned qualitative data is a vibrant and continuing activity which starts in 

association with the collection of data. After collecting the data from participants, 
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according to Miles & Huberman, (1994), the next step is to convert all those data into 

the text which can be summarised, presentable, analysable, and also may be suitable 

to draw the conclusions. And after converting the data into analysable text, the next 

following steps are: data codification, relating codes into themes, and presenting and 

equating the data by using tables, diagrams, and graphs (Creswell, 2007). 

 

Thus, after collecting the qualitative primary data from participants through semi-

structured interviews, the data were prepared for the purpose of analysis through the 

inspection of data errors, missing data, and then will confirm the data suitability prior 

to data analysis. After confirming data suitability for analysis, then the next step was 

choosing a suitable data analytical tool to handle and analyse the research data. This 

study will use a qualitative data analysis software package, NVivo 11, for handling 

and coding the qualitative data for the next step of thematic analysis and the coding of 

the interview transcripts. 

 

On the contrary, in analysing quantitative data, according to Creswell (2012), there 

were more than a few correlated steps.  The first one was to prepare the collected data 

to analyse.  Hence the term ‘data preparation’ includes coding the data by assigning 

the numeric scores and also how to assess those assigned scores, missing data, 

suitability of data, choosing data analysis tools, data inputting into the statistical tools, 

data cleaning for analysis. The next step was to analyse the collected data by using 

statistical techniques i.e. descriptive analysis to measures mean, median, mood, 

central tendency, variance and inferential analysis to test study hypothesis. And then 

to present the study outcomes through charts, tables, diagrams and eventually 

interpret the outcomes from analysis. 
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Therefore, after collecting the primary data through survey questionnaire from the 

respondents, the data were prepared for the purpose of analysis. Earlier to analysis, 

errors of data entry were checked and then cleaned for ensuring data suitability for the 

consequent analysis, that is, data normality, data reliability and descriptive statistics 

analysis (mean, median, mood, and variance). In the present study, data processing, 

analysis and testing the study hypothesises were performed using statistical software, 

Statistical Package for Social Science (SPSS, 24.0) and Smart PLS 3. 

 

3.13 Chapter Summary 

In this chapter, firstly, the research framework for the quantitative part of the study, 

study hypothesises, research design and research methods of this study were presented 

in achieving the study objectives. Secondly, data collection, sampling techniques, the 

sample size for mixed-mode methods were offered. After that questionnaire design, 

measurement of variables, scaling, and the pilot study was discussed. Eventually, this 

chapter was concluded by explaining data collection procedure and the techniques of 

data along with statistical software tools. 
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Chapter-4: Qualitative Data Analysis and Findings 

 

4.1 Introduction 

This chapter discusses firstly, the qualitative data collection procedure through semi-

structured interview with 19 respondents from three different categories such as hotel 

top management, NGO executives and regulatory officials, qualitative data processing 

and informants’ demographic profile. Secondly, the analysis based on the interview 

data presents the answers to the first three research questions (i.e. RQ-1, RQ-2, & RQ-

3) of the study and thirdly, the results of the conducted interviews and their thematic 

analysis are also presented in this chapter.    

4.2 Profile of the Informants 

To answer the first three research questions of the present study, a total 19 in-depth 

semi-structured interviews were conducted from three different cities of Bangladesh 

such as Dhaka, Chittagong and Cox’s Bazar and the respondents of the interview have 

been selected based on the interviewer’s judgement. The demographic details of the 

interviewees are presented below: 

  Table 4.1  
 The Demographic profile of the Informants 
 

Demographic Features Number of Informants 
Gender Male 15 

Female 4 
Age 25 – 34 Years 7 

35 – 44 Years 9 
45 – 54 Years 1 
55 Year and above  2 

Education Graduate 2 

Post Graduate  17 
Occupation Hotel Top management 8 

NGO Executives 6 
Regulatory officials 5 

Total 19 



153 
 

The table 4.1 shows that, out of 19 informants 15 are male and 4 are female and the 

ages of informants range from 25-34 years (7), 35-44 years (8), 45-54 years (2), 55 

years and above (2). Also, 17 informants are post graduate degree holder whereas 2 

informants are graduates. From 19 informants, 8 informants are working as hotel top-

management, 6 are working as NGO executive and rest of the 5 informants are 

working as government regulatory officials.  

 

4.3 Interview Data Collection and Processing 

To answer first three research questions (i.e. RQ-1, RQ-2 & RQ-3) of this study, 19 

in-depth semi-structure interviews were conducted in three major cities of Bangladesh 

i.e. Dhaka, Chittagong and Cox’s Bazar from July 2017 to September 2017. During 

the interview periods, all the informants were probed about their perceptions toward 

(i) economic drivers and barriers (ii) social drivers and barriers and (iii) 

environmental drivers and barriers in implementing CSR practices in Bangladesh 

hotel sector. From 19 informants, 5 are from Dhaka city (the capital city), 8 are from 

Chittagong (the port city) and the rest 6 informants are from Cox’s Bazar (the tourist 

city). English and Bangla (native language) both the medium was used to explain the 

purposes of the interviews and to build a rapport with the informants and make them 

comfortable as some of them were afraid to participate the interview session because 

of their level of fluency in English language. Thus, out of 19 interviews, 15 were 

conducted in English and 4 in Bangla. The interviews were conducted in different 

places either in the informants’ office or the outside the office, as per their 

convenience. All the places were maintained with little distraction and free from noise 

to collect quality and rich data. The format of all the interviews were face to face 

interview and the conversation between the informants and interviewer were recorded 
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with an audio recorder after getting the permission from the informants. 

Simultaneously, notes were taken with pen and paper to complement the audio 

recorder, to get comprehensive and reliable data from the informants, and to ensure 

that all the research objectives were covered. At the same time, the informants were 

given the privilege to ask any question of their choice prior to the commencement of 

the interview and allowed adequate freedom to express themselves on all what they 

understand about the matter. The average duration of each of the interview is 28 

minutes with the longest one lasting for 42 minutes while the shortest one 16 minutes. 

The interview transcriptions produced from the 19 interviews have covered a total of 

77 pages. Thereafter, the transcripts of the interviews were put in the QSR NVivo-11 

software, and a comprehensive process of data coding and identification of themes 

and sub-themes was performed. The process involved detailed straight coding and 

nodes. Then the nodes were combined and grouped into related categories. NVivo-11 

software permitted the researcher to fold all the material about the perceptions toward 

CSR implantation in Bangladesh’s hotel sector and then identified all themes and sub-

theme outlines.  

 

As Wikiversity (2015) emphasised to check the data validity at the different stages of 

qualitative research, thus, during the phase of data collection, the data was verified by 

carrying out the interview in an organized and systematic manner through a prolonged 

engagement with the all informants and through the standardization of the recording 

and notes (Wikiversity, 2015). Besides, data validity has also been checked through 

member validation, that means sending back the data to the informants to read what 

was recorded. This ensures the results of the research and reflects the experience of 

participants (Creswell, 2012, Keyton, 2015, Wikiversity, 2015). It also ensures 
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conformity with the credibility of information, validates the results and replicates the 

context of the research (Whittemore, Chase, & Mandle, 2001) as indicated in the 

research questions, study aims and objectives. The developed themes and sub themes 

are described in a systematic and step-by-step process along with appropriate models 

in the next section. 

 

4.4 Thematic Analysis of the Interview Data  

According to Creswell (2012), the use of themes is an important and well-known way 

of analysing qualitative data where the findings are presented in figures, graphs and 

tables; the researcher interprets the data; the researcher compares the results with the 

previous literature and theory; then the researcher suggests the way of transformation. 

In the same vein, Bernard and Ryan (2010), Davidson, Mcdermott and Fossey, (2002) 

stated that the thematic analysis is the way of analysing data using themes, 

development of codes to represent themes, graphical representation of data, 

comparing frequency and summarising the findings. In qualitative research, themes 

characterise significant features of data collected in comparison with the research 

questions. One of the main advantages of thematic analysis is that under investigation 

it offers rich description of phenomenon.  

 

Besides, Braun & Clark, (2006) disclose that a good thematic analysis must be 

aligned with the research questions and theoretical framework. Because analysis of 

data incorporates data extraction that give coherent, concise, non-repetitious and 

interesting account of data. It also provides argument in relation to data. Hence, the 

interviews were conducted to provide answers to research questions developed in one 
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of the earlier parts of the research to explore the drivers and barriers of implementing 

CSR practices in Bangladesh’s hotel sector. Therefore, all the interview transcriptions 

were entered into the software (NVivo-11) and then researcher ran the word 

frequency query to develop the study themes and sub-themes and the output of the 

word frequency query has shown in figure 4.1.  

    

   Figure 4.1: Word Frequencies of the Informants 

 

The generated themes and sub-themes caused by word frequency query and the 

corresponding number of informants are presented in the table 4.2. 
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Table 4.2  
Summary of the CSR Themes and Sub-themes 

Themes Sub-themes Informants 
 
 
 
 
 

Economic 
Dimension of 

CSR 
 
 
 

1) Brand Image or Company Image 17 
2) Business Environment 4 
3) Competitive Advantage  4 
4) Customer Satisfaction  6 
5) Employee Loyalty 3 
6) Financial Incentives 7 
7) Joint-Ventured Partnership  3 
8) Lower Operational Risk  5 
9) Promotional Activities     5 
10) Stakeholder’s Pressure  4 
11) Additional Cost  7 
12) Lack of Government Initiatives & Supports 4 
13) Lack of Resources 4 
14) Local Owners’ Mind-set (lack of interest, knowledge, 
or awareness or involvement) 

10 

15) Profit Maximisation  10 
16) Unplanned & Improper Growth of the Industry 4 

 
 
 

Social 
Dimension of 

CSR 
 

1) Alliance with Government & Community 4 
2) Community Involvement 6 
3) Governmental Initiatives & Supports  10 
4) Pressure from Monitoring Agencies  12 
5) Self-Awareness 5 
6) Dominant Family Ownership  3 
7) Lack of Community Awareness & Knowledge 10 
8) Lack of cooperation from concerned authorities  5 
9) Political Disturbance  5 
10) Departmental Power Exploitation (e.g. corruption, 
bureaucracy, bribe, extortion, misuse of power etc.)  

13 

 
 
 
Environmental 
Dimension of 

CSR 
 
 
 

1) Corporate Environmental Policy  9 
2) Environmental Promotion  5 
3) Environmental Training or Campaign 16 
4) Green Office Concept  3 
5) Green Procurement 3 
6) Lack of Enforcement of Environmental Laws  19 
7) Lack of Environmental Management System,  7 
8) Lack of Modern Environmental Technology 7 
9) Lack of Monitoring System  16 
10) Scarcity of Stakeholder’s Environmental Knowledge 
& Awareness (Owner, employee, community & customer) 

12 

 
Source: Developed from the data of the Study 
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The themes, sub-themes and the number of informants of this study have been 

presented in the table 4.2. The present study has identified 3 themes and 36 sub-

themes from the 19 in-depth interviews. The 3 themes are: the economic dimension of 

CSR, the social dimension of CSR and the environmental dimension of CSR. Under 

the first theme, the researcher has identified 16 sub-themes, while under the second 

and third the researcher found 10 and 10 sub-themes respectively. Correspondingly, 

the present study has used the codes for the purpose of maintaining confidentiality of 

the informants as this study interviewed three categories of informants such as hotel 

top-management, NGO executives and government regulatory officials.  The 

following table 4.3 presents all the respondents who were interviewed, and the codes 

that were used for them.      

Table 4.3  
The Informants and coding 

No. Informants Data Code 
1 Senior Manager, HR Male, 45 Years, Post Graduate, Hotel Top-Mgmt. HI-1 
2 Board of Advisor Male, 56 Years, Post Graduate, Hotel Top-Mgmt. HI-2 
3 Manager, Operation Male, 40 Years, Post Graduate, Hotel Top-Mgmt. HI-3 
4 Asst. Manager, Operation Female, 32 Years, Graduate, Hotel Top-Mgmt. HI-4 
5 Manager, Marketing Male, 38 Years, Post Graduate, Hotel Top-Mgmt. HI-5 
6 Manager, HR Male, 33 Years, Post Graduate, Hotel Top-Mgmt. HI-6 
7 Manager, Room Division Male, 44 Years, Post Graduate, Hotel Top-Mgmt. HI-7 
8 Manager, Operation Male, 41 Years, Post Graduate, Hotel Top-Mgmt. HI-8 
9 Divisional President  Male, 70 Years, Post Graduate, NGO Executive NI-1 
10 Deputy Director Male, 32 Years, Post Graduate, NGO Executive NI-2 
11 District Coordinator Male, 42 Years, Post Graduate, NGO Executive NI-3 
12 Project Officer  Female, 27 Years, Post Graduate, NGO Executive NI-4 
13 Executive, HR Female, 27 Years, Graduate, NGO Executive NI-5 
14 Manager, EHS Male, 38 Years, Post Graduate, NGO Executive NI-6 
15 Member, CDBA Male, 27 Years, LLM, Regulatory Official RI-1 
16 Joint Director, BB Male, 40 Years, Post Graduate, Regulatory Official RI-2 
17 Senior Asst. Secretary  

(Ministry of Social 
Welfare) 

Male, 40 Years, Post Graduate, Regulatory Official RI-3 

18 Asst. Commissioner (Land) Male, 31 Years, Post Graduate, Regulatory Official RI-4 
19 General Member, Coxda Female, 42 Years, LLM, Regulatory Official RI-5 
 

*BB= Bangladesh Bank; Coxda = Cox’s Bazar Development Authority; 
CDBA=Cox’s Bazar District Bar Association; EHS = Environment Health & Safety 



159 
 

In addition, the output of the NVivo 11 software in relation to the main themes and 

sub-themes of implementing CSR practices in Bangladesh’s hotel sector has shown in 

figure 4.2. All the themes and sub-themes will be discussed thematically based on the 

informants’ perception in the next section. 

     
Figure 4.2: Main themes and sub-themes of CSR practice in Bangladesh’s hotel 
sector. 
 

4.5 Theme-1: Drivers and Barriers of Economic Dimension of CSR 

In this study, CSR is defined by the economic, social and environmental dimension as 

because the three principal features of CSR activities are being economic, social and 

environmental (Assaf et al., 2012), which can also be seen as the triple bottom line 
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(Elkington, 1994). From the output of the NVivo-11 software, the economic 

dimension of CSR has been identified as a first theme. Hence the economic dimension 

of CSR refers to organisation’s ability to create value within the society with 

enhanced financial performance (Martínez & del Bosque, 2014). Under this theme, 

there are 16 sub-themes, which are the probable drivers or barriers under economic 

dimension in implementing CSR practices in the hotel sector of Bangladesh. Hence, 

economic drivers are those factors which motivate the hoteliers to adopt CSR 

practices while the barriers under economic dimension are those factors which keep 

away or repel the hoteliers form the adaptation of CSR practices in Bangladesh 

context. 

 

Figure 4.3: Theme-1: Drivers and Barriers of Economic Dimension of CSR 
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4.5.1 Sub-theme: Brand image  

 
  

 Figure 4.4: Sub-theme: Brand Image 
 
 

The findings of the conducted interviews reveal that one of the crucial sub-themes 

under economic dimension of CSR for hotel sector is brand image or company image. 

A total 17 informants out of 19 mentioned that brand image or a good company image 

is a vibrant economic driver for the hotel sector of Bangladesh (Figure 4.4). In line 

with the interview informants, Deus, Seles, Vieira, and Battistelle, (2019) also 

identified good company reputation as one of the significant drivers for the companies 

who are practicing CSR activities as well as who are trying to accept. Moreover, 

organisations that operate in a socially and environmentally responsible manner and 

have a history of fulfilling their responsibilities to various stakeholders create good 

image or reputation in the society (Cherian et al. 2019; Hamzah & Abdullah, 2018; 

Deegan 2017; Martínez & del Bosque, 2014; Miles & Covin, 2000). In addition, IFC 

(2002) stated in its report based on the experiences of 170 companies that in the 

emerging markets companies who are involved in areas such as social development or 
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environmental improvements, have established a socially responsible corporate image 

(Mazurkiewicz, 2004).  

    
Likewise, same perceptions have also found in this study findings where one 

informant said that: 

When you will do something good for the community development or social 
development or for the environmental protection, so definitely it will enhance 
your hotels reputation, and also will create positive impact in the customers’ 
mind-set and as a result, the volume of your business will increase (HI-8).   

Another informant has expressed his view toward company image is that:  

Responsible and sustainable business practice can enhance your 
organisation’s reputation or image and simultaneously, there will be good 
impression not only in customers’ mind-set but also in the society that this 
particular hotel or organisation is taking care of me, my society and my 
environment (HI-3). 

In the same vein, other informants from the hotel top-management such as HI-1, HI-2, 

HI-4, HI-6, and HI-7 also reveal the similar perception that if your hotel or 

organisation works for the betterment of the community, society, and the 

environment, definitely it will create your brand image or company image in the 

country. Particularly the informant HI-6 said that good company image is one of 

potential economic drivers in comparing with others economic drivers because those 

hotels who are already performing some additional activities for the society and the 

environment, surely, they have good impressions to the customer and community 

peoples mind. 

 
At the same time, all the informants from the NGO executives (i.e. NI-1, NI-2, NI-3, 

NI-4, NI-5, NI-5 & NI-6) acknowledged company image or brand image as driver 

under economic dimension of CSR for the hotel industry in Bangladesh. Because the 

social and the environmental activities of the hotel industry are strengthening their 

own brand value, raising their company image which ultimately increases their 

profitability.  Hence one informant from the NGO executives specified that: 



163 
 

If people or their consumers or their target consumers feel that, that hotel is 
taking responsibility of such a thing of its surrounding people or society, 
definitely this creates a positive image of that particular hotel and as a result 
people are more towards in that hotel and that hotel does more business, so 
economically it is growing (NI-2). 

 
The other informants from the NGO executives such as NI-1, NI-3, NI-4 and NI-5 

also disclose the same understandings about brand image. For instance, informant NI-

3 uttered that, the priority of any business is making money and making profit, but 

correspondingly if they take care of their employee, community people, their 

surroundings, their environment, then surely it will create a better company image in 

the society. Meanwhile, informant NI-5 mentioned that hotels are doing something 

good for the people, for the society where they belong, and for the environment, so 

certainly these types of contribution will increase company brand image, which is an 

effective marketing tool as well. Another informant NI-6 has exposed his view in 

relation to brand image is that:   

As per my understanding, the economic drivers that motivate the hotel 
industry towards CSR practices, it is obviously  brand image or good 
reputation of the your company or hotel is one of the main economic driver 
because when the customer  or the community people or the regulatory 
officials will find your hotels in doing responsible business or in doing various 
socially and environmentally responsible activities, so definitely they will have 
a good perception towards your hotel, which will enrich your hotels image 
more, as well as the number of customer will increase due to better image or 
reputation (NI-6).  

 
 
Moreover, 4 regulatory informants (such as RI-1, RI-3, RI-4, and RI-5) out of 5 

regulatory officials have also considered brand image as one of the potential 

economic drivers for the hotel sector of Bangladesh. As per their thoughts if the hotels 

are practicing CSR activities properly, unquestionably it will create good reputation or 

good brand image to the society and the government as well. Nowadays Bangladesh is 
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developing a lot, people are getting educated, people are getting in touch with modern 

technology, and so, informant RI-1 voiced that: 

People always try to evaluate those hotels who are trying to establish their 
social and environmental activities in Bangladesh. I think, if a hotel works a 
lot for the social and environmental development, which will obviously 
increase their image, the reputation of that hotel will grow if they practice 
CSR activities properly. So, I would say brand image is one of the key 
economic drivers (RI-1).  

 
About brand image or company image, informant RI-3 expresses his opinion slight 

differently comparing with other informants and his opinion is that:  

Once the local people get the benefits from the hotelier’s social activities, say 
for example if he can sell his indigenous products which is specialized for that 
local area, if he can display his potential and get the benefits from tourists and 
the hoteliers then it comes as a social motivation for that local community. So, 
in one sense it’s a matter of social awareness from hoteliers’ side and will 
create a good rapport between hoteliers and the community, society, which is 
a social driver, in fact, on the other hand, theses type of activities 
simultaneously increases their company image in the society (RI-3).  

 
And the last informant RI-5 from the regulatory officials also said that if you are 

talking about economic drivers that motivate the hotel sector into CSR practices, 

firstly we have to say that it is the good image of the hotel in the society. Because 

when your hotel will work for the community development through education, 

employment, health campaign, and will work for the sustainable environment through 

tree plantation, beach cleaning activities, awareness creating program, so it will 

certainly generate a good reputation in the local community as well as in the local 

authority. 

 

Thus, based on the understandings and experiences of the three categories of 

informants, the brand image or company image is one of the most important drivers 

under economic dimension of CSR for the hotel industry of Bangladesh. All the 
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informants mentioned that if the hoteliers are committed to their social and 

environmental responsibility apart from maintaining their financial performance, then 

these types of activities will enhance their organisation’s brand image to the 

customers, community peoples, and on the top, to the country.    

 
4.5.2 Sub-theme: Business Environment 

 

 

 

 

 

 

 

                                 

     Figure 4.5: Sub-theme: Business Environment 

 

Proper business friendly environment has been identified as a subsequent sub-theme 

of the first theme i.e. economic dimension of CSR according to perceptions of the 

informants. Total 4 informants such as HI-1, HI-7, HI-8 and RI-5 mentioned that 

tourism friendly business environment is one of the crucial economic drivers for 

encouraging hotel sector of practicing social and environmentally responsible 

activities. Unfortunately, still we are lagging behind the proper environment of the 

business, though Bangladesh government is trying to create a business-friendly 

environment for local as well as global entrepreneurs. Recently Bangladesh has 
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secured 173rd position in the World Bank’s ease of doing business ranking (World 

Bank, June 2017; Source http://www.doingbusiness.org/rankings) and this ranking 

indicates that lots more to do creating proper environment for the business.  

 
However, the informant HI-1 from hotel top management said that for sustainable and 

responsible business practice a business-friendly environment is essential. 

Government should think about excessive tax and VAT. For example, 15% VAT on 

every item cannot be accepted for all, including hoteliers and other businessmen as 

well.  Other informants (HI-7, HI-8 & RI-5) also said with frustration that one of the 

leading limitations is that the development of tourism sector in this city (Cox’s Bazar) 

is not properly flourished yet due to the lack of communication system, lack of 

amusement facility. Additionally, religious and cultural constraint are also 

accountable. Therefore, the hotels are not feeling interest to involve into social or 

environmental activities rather doing their own business if the tourism friendly 

business environment is not created. Hence another informant HI-8 from the hotel top 

management stated that: 

I think appropriate tourism friendly business environment is the first 
expectation as my business is under tourism and hospitality industry, so the 
proper growth of country’s tourism and hospitality industry is the crucial one 
to me. Because the environment of a particular business depends on the 
overall policies, facilities, and development of that sector (HI-8). 

 
In the same way, the other informant RI-5 also shown the identical view about 

business environment. The respective informant detailed that: 

I would say improved policy and business friendly environment are very 
crucial driver for hotel sector because to survive in this sector good policy 
and environment for business is a must. Even though there are Bangladesh 
Tourism Board, Bangladesh Parjaton Corporation under the Ministry of Civil 
Aviation & Tourism of Bangladesh, but the overall situation of tourism and 
hospitality sector is not satisfactory in terms of the presence of global tourists 
(RI-5). 
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Therefore, if the government and concerned authority such as Bangladesh Tourism 

Board, Bangladesh Parjaton Corporation, can create a proper tourism friendly 

business environment, then it will act as a driver to motivate the hoteliers to practice 

social and environmental activities rather than doing their own business for making 

the profit. 

 

4.5.3 Sub-theme: Competitive Advantage 

 

 

 

 

 

 

 

 

                      

Figure 4.6: Sub-theme: Competitive Advantage 

The term ‘competitive advantage’ means an advantage over the business rivals or 

competitors through products or services or other benefits. It can help a business stand 

solid and earn a good fame from customers for comparatively better products or 

services. According to Prof. Michael Porter, a Harvard Business School researcher: 

‘A company must create clear goals, strategies, and operations to build sustainable 

competitive advantage’. In this study informants (such as NI-5, RI-1, RI-2 & RI-5) are 

also chosen this term ‘competitive advantage’ as an economic driver for the hoteliers 
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who are serving the society and the environment by their responsible activities apart 

from doing their regular business. Several prior studies such as Galvão, Mendes, 

Marques, and Mascarenhas (2019), Saeidi et al. (2015), Mazurkiewicz (2004), IFC 

(2002), Gupta (2002), and Awang and Jusoff (2009) have also mentioned that through 

CSR activities many companies are gaining competitive advantages over their 

competitors. For instance, following Saeidi et al., (2015), CSR and competitive 

advantage are positively related and have positive effect on firm performance either 

directly or indirectly (Saeidi et al., 2015). Similarly, Awang and Jusoff (2009), Gupta 

(2002), said that customer satisfaction and reputation are the two main components of 

competitive advantage that an organisation may have through their social and 

environmental activities. Moreover, Mazurkiewicz (2004) stated that a growing 

number of companies in a wide range of sectors and geographic regions have 

discovered concrete value and competitive advantages from taking social 

environmental initiatives. 

In supporting the prior studies, the informant NI-5 has also detailed that: 
 

I would say competitive advantage is an economic driver because when your 
business will get a good reputation or when you find your business as socially 
and environmentally friendly due to responsible business operation, so in a 
sense you’re getting competitive advantage against those companies who are 
still not involved in such activities (NI-5)  

 
In the same way, informant RI-1 from regulatory officials stated that:  

Because of their company image and lower operational risk, they will get 
some competitive advantages over other hotels, which is also an economic 
driver (RI-1).  

 

As both the aforesaid informants have focused on the same component of competitive 

advantage i.e. the company image or reputation, but the informant RI-2 describes a 
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different component of competitive advantage which is ‘economic reward’ and the 

statement of that informant (RI-2) is:    

 
If bank take any kind of projects that is related with the CSR, if they go for the 
finance for environmental project, they’ll get the reimbursement from the 
Central Bank, it’s an economic reward and also kind of competitive advantage 
in business (RI-2). 

 

In the same vein, the informant RI-5 said that when your hotel will work for the 

community development through education, employment, health campaign, and will 

work for the sustainable environment through tree plantation, beach cleaning 

activities, awareness creating program, consequently it will definitely create a good 

reputation in the local community as well as in the local authority. The informant also 

emphasised that: 

When your hotel continuously performs social and environmentally 
sustainable activities in the society or in the community, in return, your hotel 
will get good name and fame, more promotion, and more customer, and as a 
result more revenue, so your hotel is competitively ahead in comparison with 
other hotel (RI-5).  

 
Therefore, to sum up the informants’ perceptions about competitive advantage, the 

hotels can earn several benefits such as good image, promotion, customer satisfaction, 

financial reward and many more under competitive advantage through their CSR 

activities and it’s a very effective driver under economic dimension of CSR in 

Bangladesh context.    
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4.5.4 Sub-theme: Customer Satisfaction 

 

         
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
                   Figure 4.7: Sub-theme: Customer satisfaction 
 
 
The following sub-theme under economic dimension of CSR is customer satisfaction. 

Six (6) informants (HI-2, HI-3, HI-7, NI-3, NI-6, and RI-5) from the three categories 

of informants said that the hotel sector can achieve customer satisfaction through their 

effective CSR activities. They also expressed that if hoteliers can fulfil their 

customer/tourist/guest’s demand (what they want or expect from your hotel) through 

their environmentally friendly services and activities, then their satisfaction level will 

be high and if they are satisfied then they will visit again and again and in return, the 

financial performance of the hotel will thrive. Several previous studies such as Saeidi, 

et al., 2015; Benavides-Velasco, et al., 2014; Basu and Palazzo, 2008; Senthikumar, et 

al., (2011), Luo and Bhattachara (2006) also found the similar relation that customer 

satisfaction and organisation/hotel CSR activities are positively related to each other. 

For example, Cherapanukorn and Focken, (2014) claimed that due to the adoption of 

effective CSR practices, the hotel industry is achieving various substantial business-

related benefits including customer satisfaction for their eco-friendly services.  
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In addition, Senthikumar, et al. (2011), and Luo and Bhattachara (2006) discovered 

that hotel CSR practices provide affirmative effects to the aspects of organisational 

performance where the satisfaction of customers is one of them. Moreover, 

Benavides-Velasco, et al., (2014) emphasised that CSR is a concept that should be 

embedded into the organisational culture to improve firms’ financial performances, 

enrich corporate image/reputation and create customer satisfaction. Similar thoughts 

also provided the study informants in their interviews. For example, the informant HI-

3 mentioned that: 

It is our responsibility to keep our environment clean side by side, from our 
end contribute as much as possible to make the environment in our 
surroundings safe and clean and ensure that no adverse impact from us which 
are doing hamper to the environment. Because this small effort can ensure 
later on, may be after 5 years or 10 years, the prospects of visitors coming on. 
It will increase the rate of the visitors due their satisfaction (Customer 
satisfaction) and will increase their revenue (HI-3). 

Concurrently, another informant HI-7 voiced that: 

Of course, customer satisfaction, can be also considered as economic driver. 
Ultimately, the growth and the survival of your business is completely 
depending on the satisfaction of the customer, if you are able to satisfy your 
customer through your overall amenities and responsible activities, then 
surely, they revisit your hotel as well as they will recommend your hotel to 
their friends and family, which is kind promotion of your business as well via 
word of mouth (HI-7).  

 

In line with the previous two informants, one more informant NI-3 from NGO 

executives considered customer satisfaction as an economic driver and its very crucial 

for every single hotel to make their customers or guests satisfied by fulfilling their 

demand. The informant also unveiled that:  

There are some customers who are socially and environmentally sensitive, so, 
if they observed that your hotel is creating several adverse impacts on the 
environment such as polluting water, soil or air and misusing natural 
resources, not maintain proper health and safety procedures, then these 
activities will create bad impact in those customers mind and they may not 
come again in your hotel due to their dissatisfaction (NI-3).  

 
 



172 
 

In terms of customer perspective, another informant NI-6 from NGO executives stated 

that in our country we have some customers who are not only highly educated but 

also aware about CSR issues. For example, one foreign customer come to one of our 

training centres come residential lodge, when he observes that the overall security 

issues are not fulfilled here as per his expectation then he just left from the lodge 

without taking any excuse from us. Hence the informant mentioned that: 

When responsible customers are observing that your hotel/organisation is not 
maintaining the social or environmental activities and are operating in a non-
responsible way, they automatically leave the organisation (NI-6). 

 
Besides, the same informant further stated that: 

As you know we normally do so many awareness creating seminars with 
reputed organisation as jointly and we are selecting the organisation to 
become our joint partner and venue based on the assessing some parameters 
such as whether it is environmentally complained or whether it is socially 
complained or whether it has a good reputation. Therefore, customer 
satisfaction is an effective driving force under economic dimension of CSR 
(NI-6).  

 
 
Thus, all the six informants’ perception toward CSR and customer satisfaction and the 

evidence from the prior studies about CSR and customer satisfaction are identical and 

hence customer satisfaction has been recognised as a driver under economic 

dimension of CSR in implementing CSR activities in the hotel sector of Bangladesh.  
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4.5.5 Sub-theme: Employee Loyalty 

 

 

 

 

 

 

          

 

        Figure 4.8: Sub-theme: Employee Loyalty 

 
As per the opinion of the study informants, the next sub-theme is employee loyalty. 

Several scholars and researchers also specified the relation between organisation’s 

CSR activity and employee loyalty. For example, Fombrun, et al. (2000) added in 

their study that, though organisations CSR activities may not produce direct financial 

returns, they will provide enduring competitive position via intangible achievements 

in organisation reputation, legality or employee loyalty.  

 

Consequently, socially and environmentally responsible organisations, which will not 

only create higher level of employee preservation, quality recruitment and lower 

employee turnover, a superior profile in the community of the society, but also make 

their employee loyal (Davis, 1973). Several researchers such as Bohdanowicz and 

Zientara (2009); Murray and Ayoun (2010); Bhattacharyya, (2010); Lee and Kim 

(2013) also found the same outcomes from the different industry. For example, 

Bohdanowicz and Zientara (2009) revealed in their study that the amount of time and 
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money spent by an organisation on social and environmental activities in their 

community will enhance organisation’s reputation, loyalty of employees and, above 

all, profit maximisation. Bhattacharyya, (2010) stated in line with Davis, (1973) that 

socially and/or environmentally responsible activities of the organisation create an 

enriched company image, better monetary return and higher employee satisfaction.  

 

Simultaneously, all these thoughts are also supported through the studies conducted in 

the hotel industry about their CSR practices (DiPietro & Condly, 2007; Fisher, 

McPhail, & Menghetti, 2010). From the outcome of the interview analysis, the 

informants also expressed similar views about hotel CSR practices and employee 

loyalty. The informant HI-1 stressed on skilled and loyal employee by which the 

hoteliers can grow economically. It’s our responsibility to make our employees loyal 

by providing sound internal working environment. Hence, the informant HI-1 

emphasised that: 

If hoteliers can be taking care of their employees, their wellbeing, and making 
them loyal towards the hotel, in-return, they can also play important role into 
the hotel’s economic thrive (HI-1).   

 
 

Meanwhile, another informant HI-2 from the hotel top management clarified his view 

about employee loyalty in the following way:  

Economy and our responsibility is cyclic because economy is making money, 
making profit, but if I take care of my people, my surroundings, like four 
people are going for pilgrimage, Hajj every year as a part of social activity, I 
don’t think they’ll ever leave, they’ll ever quit my hotel (HI-2). 

 
The informant HI-2 further said that not only them (employee), if they think that there 

is an opportunity for job, they’ll invite their children to provide service to the hotel. It 

will bring employee loyalty and it goes through generations and that is happening in 

our hotel. As I was telling, it is people come from Joypara (owner of the hotel), 
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they’re given their time and efforts for the economic benefits of the institution, but 

institution they’re taking care of their own manpower (employee). So, it has become 

concrete from both the sides, it is a big driver, and both are helping each other. 

They’re getting economic benefit from the hotel, and hotel is getting their service, so 

both are getting benefited.  

 

In the same way, the next informant NI-6 from the NGO executives expressed his 

understanding regarding employee loyalty is below:  

I believe increasing employee motivation, developing the employee 
engagement and reducing the employee dissatisfaction regarding the internal 
working environment are some of the driving forces for both the economic and 
social dimension of CSR. Particularly, if the work environment is good i.e., if 
you maintain the internal CSR properly then it will make commendable impact 
externally (on society and on environment) as well. Additionally, the turnover 
rate will be very low, and efficiency will be increased. (NI-6).  

 
 

The informant NI-6 further emphasised to make the employee loyal to the 

company/industry through internal CSR activities because they are the representative 

of the company and they will disseminate all the good internal practices to the outside 

which will create good company reputation and as a result customer will be interested 

in that hotel to stay in. Most of all, economically it (all the employee related issues 

mentioned above) will play a long term vital role to generate the revenue.  

 
Therefore, on the basis of the informants’ insight and the previous study findings it 

can be concluded that socially and/or environmentally responsible activities of the 

hoteliers make their employee loyal. 
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4.5.6 Sub-theme: Financial Incentives 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.9: Sub-theme: Financial Incentives 

 

In Bangladesh CSR practice still is not obligatory and organisation can do it 

according to their willingness and financial capability. But those who are practicing 

such activities, the Bangladesh government has offered several financial benefits. 

Thus, in this study also, a few formants (such as HI-5, NI-1, NI-2, NI-3, NI-5, RI-2 

and RI-3) identified financial incentives from government or governmental 

institutions as an economic driver for those hotels who are practising CSR activities 

as well as who are trying to be adopting such activities. Previous studies also found 

financial rewards or incentives as a strong factor of implementing or practicing social 

or environmental activities. For instance, Park et al., (2014) stated in their research 

that investments in CSR activities, as well as local community development, help the 

firms in obtaining economic benefits through tax savings, reduced regulatory 

afflictions, and enhancements in the eminence of the local employment (Park et al., 

2014). Similarly, the government of Bangladesh has taken several initiatives for those 

organisations who practicing social or environmental activities, though, the company 
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act of Bangladesh (GoB, 2008) does not demand the compulsory practice and 

reporting of CSR activities for public limited companies. Nonetheless, in 2008, the 

government of Bangladesh circulated a statutory regulatory order (SRO) that based on 

the spending amount on specific CSR activities such as economic, environmental and 

social development activities, the permissible companies can claim 10 % tax rebate. 

In recent times, government of Bangladesh has issued another statutory regulatory 

order (SRO) by replacing the previous one and the new instruction (GOB, 2011) fixed 

a maximum threshold of Tk 80 million or 20 % of total income of the companies for 

CSR-related activities will qualify to claim 10 % tax rebate (Muttakin & Khan, 2014; 

Khan et al., 2013). In 2011, National Board of Revenue (NBR) of Bangladesh also 

circulated a Statutory Regulatory Order (SRO) to claim tax exemption based on the 

spending amount for CSR activities by corporates. The study informants HI-5, NI-1, 

NI-2, NI-3, NI-5, RI-2 and RI-3 are also focused the above said issues in their 

interviews.  About financial incentives, informant HI-5 revealed that: 

As because of insufficient budget or fund crisis hoteliers are unable to perform 
all those social or environmental activities till now. However, it also does not 
mean that we’re not doing; we’re doing based on our capability. But, in this 
situation government is offering financial incentives such as 10% tax rebate or 
tax holiday or low interest rate loan facilities for those companies who are 
practicing CSR activities. So, in that sense, it can work as a driver for the 
hotel industry (HI-5). 

Another informant NI-1 from the NGO executives’ category also discloses the same 

opinion which is: 

The government incentive such as providing low interest loan facilities for 
environment friendly projects, tax benefits, licensing facilities, is also that kind 
of driver because these types of initiatives will definitely inspire entrepreneurs 
towards social and other responsible activities (NI-1).  

 

Likewise, the other informants from the NGO executive category such as NI-2, NI-3 

and NI-5 have exposed same kind of perceptions. Informant NI-2 focuses on financial 
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incentives for stakeholders and the informant mentioned that the Bangladesh 

government has already declared 10% tax rebate for social and environmental 

responsibility driven organizations or companies, while the informants NI-3 and NI-5 

disclosed that government already declares several financial incentives for those 

companies who are practicing CSR, for example, tax rebate, providing finance for 

eco-friendly projects with low rate of interest, offering tax holiday for some years, or 

recognition trough rewards etc.  

 

Thus, it can also be considered as economic driver and these initiatives might 

influence the hotel sector into CSR practice. Moreover, the informant RI-2 from the 

regulatory officials clarifies that if you look after the finance sector, banks are aware 

about this CSR since 2010. The Central Bank of Bangladesh first supplied, circulated 

that bank whether their profit is making they must spend 10% from their profit, from 

net profit that is after tax. So, if any bank goes for the CSR, then that specific bank 

would be rebated from the tax. Another informant RI-3 from the same category makes 

clear his perception that:   

 
Government wants to invite foreign entrepreneurship, foreign investments, 
with some offers for the developers like some incentives and benefits, it’s like 
tax holiday, 15 years tax holiday for foreign investor who are coming here. He 
is exempted from validly tax on electricity, validly tax exemption on local 
purchase, some subsidies are given, say one-time capital subsidy up to 50 
percent of cost incur for setting up ETP (effluent treatment plant), some 
subsidies are there. Besides, custom duty, stamp duty, income tax are other 
exemptions for green procurements. So many offers are in the package system, 
these are some offers under this economic driver (RI-3). 
 

 

Therefore, all the seven informants have identified financial incentives from 

government side as an economic driver as well as provided their arguments about this 

sub-theme. Besides, their opinions   are also supported by the several prior studies. 
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4.5.7 Sub-theme: Joint-Ventured Partnership 

 

 

 

 

 

 

 

 
                       

   Figure 4.10: Sub-theme: Joint-Venture Partnership 

 

Numerous scholars and researchers such as Altinay, Var, Hines, and Hussain, (2007); 

Jamali and Keshishian (2009); Arya and Salk (2006) and Overdevest, (2004) pointed 

out that joint-ventured efforts between business to business and business to non-profit 

organisation in the context of CSR are raising gradually. These strategic partnering 

can promote effective results for all concerned, businesses, NGOs, and especially the 

society or the community according to the UNDP National Research Report, (2003). 

On the word of Guay et al. (2004) more corporate executives are willing today to 

consider joint-ventured partnership as an alternative view to strategic management 

integrating social responsibility contemplations more effectively (Jamali & 

Keshishian, 2009). Moreover, Partnerships or collaborative efforts between 

stakeholders, especially public and private sectors, and the community provide 

benefits to all groups and facilitate the values of sustainability (Altinay, Var, Hines, & 

Hussain, 2007). In Bangladesh, the joint-ventured collaboration or partnership is 

already practiced for the purpose of serving rural people, creating job opportunities, 
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reducing poverty from the country, for example, Grameen Danone Food Joint Venture 

(established in 2006); Grameen Schneider Electric Joint Venture (established in 

2012); Grameen Veolia Joint Venture (established in 2008). Their partnership is also 

committed to environmentally sustainable practices, such as creating packaging which 

is biodegradable; the plant uses solar energy. The informants (NI-4, RI-3, and RI-4) of 

this study also identified joint-ventured partnership as an economic driver of 

implementing CSR activities in the hotel sector of Bangladesh. These partnerships 

may be between public and private companies, may be between local and 

multinational companies or may be between business organisations and NGOs. The 

informant NI-4 stated that:   

In Cox’s Bazar, there are lots of NGOs are working, right? Whether it’s about 
health, whether it is about disaster, lots of organizations are working. So, if 
they can actually approach the hotel management properly and can motivate, 
let’s plan the CSR activity with us, we will partner we will pay half of it you 
pay half of it and let’s do something.  So probably there can be a positive 
impact, positive influence, they can do that. So joint partnership, I guess is 
good economic or social driver (NI-4).  

 
 
Another informant RI-3 from regulatory officials highlighted the public private 

partnership and the government’s initiatives about this issue. The informant said that: 

Public private partnership, it’s a new idea and it’s international too. 
Government has initiated tender process, international tender, it’s open for 
the local entrepreneurs as well so international investors, foreign direct 
investors are specially invited. Few international chains, amusement parks, 
companies, they already visited some of our prospective areas and they are 
now analysing the packages offered by the government. So, it’s a very vital 
economic driver (RI-3).  

While the other informant RI-4 focused on public and private partnership where the 

government should be a part of it. The informant also stated that:  

Hence the Bangladesh government can become a stakeholder or a shareholder 
i.e. joint venture partnership (public and private), once government becomes 
part of an industry then the government will take more interest in it, and 
government would want for this industry to flourish and add to the revenue 
stream of the government. Then, this can be used for other development 
activities all over Bangladesh (RI-4). 
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Since the joint venture partnership is already a practiced business strategy for serving 

community, society, and developing country’s socio-economic state, now the 

informants of this study are also highlighted this issue. Hence, the Nobel laureate 

professor Dr. Muhammad Yunus was the initiator of the joint-ventured partnership 

concept in Bangladesh. Professor Yunus said that many companies are using CSR as a 

public relations tool and spending CSR fund for image-building instead of getting 

serious about doing good in the world. Thus, through joint partnership hoteliers might 

involve themselves into social and environmental activities and can contribute to the 

country’s socio-economic and environmental development. 

 

4.5.8 Sub-theme: Lower Operational Risk 

 

 

 
 

 

 

 

 

 

                      Figure 4.11: Sub-theme: Lower Operational Risk 

 
The subsequent sub-theme under economic dimension of CSR is lower operational 

risk. Hence the term ‘lower operational risk’ exemplifies that CSR practicing 

organisations will be in the good book of the government and due to their responsible 

business operation, they will get the social license to operate. As a result, they will 

have a good rapport with local administration, local community and concerned 
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NGO’s, and obviously better public image with other legal and regulatory benefits. 

Several researchers also mentioned in their respective study that hotel CSR practices 

can allow to get a social license to operate as well as reduce threats of greater 

governmental supervision (Kasim, 2007a; McGehee et al., 2009; Williams et al., 

2007). Some other scholars also drawn attention to the fact that CSR practice can 

reduce the operational risk of the organisation (Deus, Seles, Vieira, & Battistelle, 

2019; Simanaviciene, Kontautiene, & Simanavicius, 2017; Salzmann et al., 2005; and 

Waddock & Graves, 1997). Hence Deus, Seles, Vieira and Battistelle (2019) 

mentioned that one of the key drivers of adopting CSR initiatives by the companies is 

the decrease in operational risks around the business. In this present study, 5 

informants such as NI-1, NI-3, NI-4, NI-6 and RI-1 have specified lower operational 

risk as a driver for the hotel industry of Bangladesh.  

 

They have also mentioned several benefits under this driver. Let's say, the opinion of 

informant NI-1 towards lower operational risk is below: 

Apart from image creation, I think, at the same time, in some cases the 
government or the general public for certain they have soft corner for those 
hotels who spend for social purposes. In our society this is particularly true 
and to catch the imagination of general public they go for it as this hotel is 
socially responsible and as a result all those hotels will observe lower 
operational risk in running their business in the society (NI-1). 

Another informant NI-3 from the NGO executives exposed the similar view and told 

that:  

If my organisation fulfils all the requirements set by government and able to 
maintain some responsible activities towards community, environment along 
with its daily business activities, then these types of activities will create a soft 
corner in people’s mind, in society, and in government as well. As result the 
overall operational rick my company will be lower than the other companies 
(NI-3). 

 
The following informant NI-4 explained the fact in different way, the informant 

highlighted the bonding between the hotel and the other respective agencies under this 

sub-theme. The informant said that:   
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If hotels are engaged in good activities they will have a better relationship 
with government, local administration, concerned social and environmental 
organisation, and local community. So, there is a lower risk to operate your 
business which another economic driver (NI-4). 

 
Together with the view of informant NI-1 and NI-3, informant RI-1 also focused on 

the government soft corner and better public image with in the customer and the 

society. The informant explained that when a company/hotel works for economic 

development of the local community apart from their day to day business benefits, 

then it will reduce the overall operational risk because they will be in good book of 

the government, and also, within the people, within the society. And the last 

informant NI-6 uttered that: 

I think approval from the concerned regularity authority such as local 
government, local development authority, department of environment, because 
all these permission and approvals will reduce your hotels operational risk 
and simultaneously, will create good reputation as well in the society by 
fulfilling all the regulatory requirements (NI-6). 

Thus, on the basis of the informants’ perception and the previous study findings it is 

decided that CSR practicing hotels or organisations will observe lower risk to operate 

their business in comparison to the rivals or competitors. 

 

4.5.9 Sub-theme: Promotional Activities 

 

 

 

 

 

 

 

 

                      Figure 4.12: Sub-theme: Promotional Activities 
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From the last few years, Bangladesh has placed special emphasis on promoting CSR 

among local private sector enterprises which reflects an increasing recognition in the 

country that CSR is a substantial vehicle for promoting business competitiveness 

(Hammann et al., 2009; Lindgreen et al., 2009; Saleh et al., 2011) and sustainable 

development (European Commission, 2002; WBCSD, 2002). Consequently, several 

stakeholders such as government, media, civil society and local and international 

NGO’s are promoting awareness and adoption of CSR by local businesses through a 

wide range of programmes (Moyeen & West, 2014).  

 

Among various business sectors of Bangladesh, the banking sector has maintained 

green marketing or promotional activities for their green initiatives, though this kind 

of promotional activities are yet to get popularity in the business sector of Bangladesh 

including banking community (Ullah, 2013). From whole banking industry, only 32 

percent banks have some kinds of promotional activities for their green initiatives. 

They have not integrated CSR in their routine operations; rather they considered it as 

a matter of occasional charity or show-off promotional activities (Ullah, 2013; 

Rahman 2009). 

 

In the same way, promotional activities have been chosen as an important sub-theme 

under economic dimension of CSR for the hotel sector according to the opinions of 

the subsequent informants such HI-2, NI-2, NI-4, NI-5 and RI-4. All of them agreed 

that in implementing or adopting CSR practices in the hotel industry of Bangladesh, 

the promotional activities can play a vital role to motivate the hotel stakeholders as 

well as can create community or social awareness. One informant NI-2 from the NGO 

executives stated that:   
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It’s my opinion, from all the sectors including hotels, those who are currently 
practicing CSR, they do not highlight or publish their activities in newspaper, 
TV advert, or magazines to know the mass people, community, and the society. 
That is one of the reasons that we normal people do not know about their CSR 
practices and they are aware about CSR. When they start their publicity 
through promotion then it will surely make our mass people more conscious 
about socially and environmentally responsible activities. That’s why I guess 
promotional activities is a good economic driver (NI-2). 

  

The informant further said that banks are nowadays continuously publishing their 

CSR activities in the newspaper including segment wise spending amount. In 

agreement with the earlier informant, the following informant NI-4 from the same 

category equally mentioned that:   

I think the main motivation economically would be that when you get into CSR 
and you promote your CSR activities, then you will have more publicity across 
the society, you will have better reputation. Because that organization or hotel 
is working for acid violence patients or that has given so much funding to 
cyclone affected people. If I am a responsible citizen I will kind of have a 
better view about the hotel. So, If I go there the next time probably, their sales 
will increase, and I think, profit will maximize, profit will be their last goal 
that is what they want to achieve. Contribute towards the sales. That is what 
my point of view is (NI-4). 

 
In the same way, the informant NI-5 and RI-4 have pointed out the necessity of 

promoting organisations social and environmental activities through various 

promotional tools such as TV adverts, newspapers, magazines, word of mouth or by 

arranging carnivals or other social programs.   Hence the informant NI-5 uncovered 

that:  

Mass people will not be able to know your social and environmental good 
deeds if you don’t promote them and moreover it will help in building your 
company image as well, I guess (NI-5). 

 
The following informant HI-2 from the hotel top management discussed about the 

importance of word of mouth as one of the vibrant promotional tools in promoting 

hotel CSR practices. The informant stated that: 

Word of mouth is very important, you may give advertisement, you may give 
some promotional activities, but most important is word of mouth. If I say tell 
my friend hey go and stay in that hotel, that is very good, guest-friendly, 
environment-friendly, you’ll enjoy; that is more effective. So, without paying a 
single penny to anyone only by giving service to your own guests, if you can 
ensure that guy will refer you to someone else, that is the cheapest and most 
effective way of promoting and advertising the hotel, that becomes a driver 
(HI-2). 
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So, based on the perceptions of the informants and the prior literature, the sub-theme 

‘promotional activities’ has identified as an economic driver for the hotel sector of 

Bangladesh to adopt CSR as well as to promote current CSR activities, if any, to 

create awareness of the stakeholders, customers and the mass people.   

 

4.5.10 Sub-theme: Stakeholder’s Pressure 

 

 

 

 

 

 

 

 
        Figure 4.13: Sub-theme: Stakeholder’s Pressure 

 

The following sub-theme identified by the interviewees of this study is stakeholder’s 

pressure or influence and has been acknowledged as a driver under economic 

dimension of CSR for the Bangladesh’s hotel industry. According to Milovanović, et 

al. (2009), a stakeholder is any group or individual that is affected by, or takes an 

interest in, the policies and practices adopted by an organisation. Typically, top 

management, employees, customers, suppliers, investors are the company's primary 

stakeholders while secondary stakeholders contain media, business community, local 

community, and NGO’s (Milovanović, et al, 2009). In this sub-theme top 

management, investors, suppliers and buyers were considered as stakeholders. 

Numerous studies such as Selart and Johansen (2011), Russo and Perrini, (2010), 

have specified that the influence of several stakeholders is a driving force of inspiring 
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organisations towards ethical and responsible activities and incorporating economic, 

social and environmental concerns into their strategies and operational activities, and 

to fulfil compliance requirements of organisation. Moyeen and West (2014) revealed 

from the findings of the interview that stakeholder’s pressure, mainly international 

buyers and investors, is one of the vital factors to involve organisations to social and 

environmental activities.  

 

A recent study by Chakraborty (2019) also discovered that Bangladeshi companies, 

mainly from stoke market, are reluctant from the CSR practices due to the absence of 

stakeholder pressures. In the same vein, Belal and Owen (2007) and Islam and 

Deegan (2008) also mentioned that pressures from international buyers are a crucial 

factor for CSR practices and its disclosures in Bangladesh. The informants HI-1, HI-

7, NI-5, RI-1 also expressed the similar opinions that’s stakeholders’ willingness and 

pressure can act as an economic driver to practice CSR in a responsible way. In this 

circumstance, informant HI-7 from the hotel top management stated that: 

I guess stakeholders’ pressure is another economic driver as, they are the key 
decision makers in your business to adopt social and environmentally friendly 
activities as a regular basis (HI-7).   

 
In agreement with earlier view, the informant NI-5 from the NGO executives said 

that: 

If your investors are conscious enough about society and environment, then 
they will give pressure to the management for responsible business practice 
and will also monitor whether your business has created any negative or 
harmful impact in the society or in the environment.  So, in that sense, 
investors’ pressure is a good economic driver (NI-5). 
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Meanwhile, informant RI-1 from the regulatory official stressed on stakeholders’ 

involvement to inspire the hoteliers into CSR practices and the informant’s statement 

is:  

I think, particularly in Bangladesh, the pressure or involvement of the 
stakeholders or investors is one more driver under economic dimension of 
CSR because if the stakeholders’ requirement is responsible business 
operation or sustainable business practice, then, I guess, the management of 
the hotel will bound to follow their instructions and will practice the 
compulsory CSR activities (RI-1). 

 

Therefore, from the findings of the respective informants’ perception, it can be said 

that stakeholders’ pressure or influence, such as hotel owners, investors, or top 

management or the international hotel chain, is the one more driver that inspire the 

hoteliers towards sustainable business practices.  

 

4.5.11 Sub-theme: Additional Cost 

 

 

        

 

 

 

 

 

 

  Figure 4.14: Sub-theme: Additional Cost 

 

Exactly seven interviewees such as HI3-, HI-6, HI-8, NI-3, NI-4, NI-5 and RI-1 have 

identified additional cost as a one of the major barriers in implementing CSR in the 
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hotel industry of Bangladesh. Previous researchers also found additional cost as an 

obstacle of CSR practices. For example, Henderson (2001) mentioned in his study 

that integrating CSR into the day-to-day activities involves additional cost for the 

organisations. The author also stated that the CSR implementation within any 

organisation increases probable cost and oppositely reduces organisation’s 

performance. Similarly, Atkins (2006) and Henderson (2001) further mention that the 

company can invest trivial amounts of time and money in social and environmental 

compulsions, but they cannot pledge to devote their major resources, if they have the 

surplus amount of those resources. In supporting to the above discussions, the 

informant HI-1 mentioned that:  

All these activities (CSR activities) encompass additional cost. It’s a matter of 
investment also. That’s why some hotels are not interested in social and 
environmental activities rather than generating revenue (HI-3). 

The next informant HI-6 from the hotel top management explained his view about 

additional cost where he mentioned that: 

Supplementary cost is another economic barrier in the context of hotel CSR 
practice because especially in Cox’s Bazar, hotel business is a kind of season-
based business, we are not doing so much business round the year. We’re 
doing our business for peak time that means 4-5 months (from November to 
March, the winter season) and rest 7-6 months we sit idle, as there are no 
guests actually. All these problems also need to be considered by the 
government (HI-6). 

 

Moreover, the informant HI-8 told that when it is about environmental activities or 

technology, then additional cost is one more cause in Bangladesh context because the 

stakeholders are not willing to spend additional amount for such activities. In the 

same way, the informant NI-3 uncovered that if you want to make your business 

environmentally friendly, then you have to employ several green activities such as 
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energy saving, reducing water consumption, recycling, health and safety features, 

which will cause addition cost.  The informant NI-3 further stated that:  

Due to the additional cost, majority of our local stakeholders are not feeling 
interested to do such environment friendly green activities. So additional cost 
is also an economic barrier in Bangladesh (NI-3).  

 

Correspondingly, the informant NI-4 also have considered additional cost is an issue 

for CSR practice. Because you can’t just go into with good ideas only, right, you need 

to have money to execute them. You want to do a campaign, if you want to do a 

school, you want to support students for five years you need money. Besides, in line 

with the earlier interviewee, the informant NI-5 said that:   

when you are going to implement several environment friendly practices or 
create green environment in your hotel, then definitely cost is a factor. In that 
case, they are not willing to allocate any additional amount of money, they 
thought it’s a kind waste of money, it’s better to invest for the expansion of the 
business (NI-5). 

 
The following informant RI-1 talked about additional cost as well as our local 

owners’ mentality and lack of knowledge about sustainable practices. The informant 

RI-1 disclosed that:  

Particularly for Cox’s bazar, additional cost is another economic barrier, 
because sometimes the local hotel owners don’t want to spend money for 
socially and environmentally responsible activities due their lack knowledge, 
and sometimes they don’t want to invest for such activities due to their season-
based business. They cannot run their business round the year. So additional 
cost is another barrier (RI-1). 

 

So, along with the informants’ views and prior literature, it can be considered that due 

to additional cost our hotel owners or local stakeholders are not interested in 

implementing CSR practices, rather concentrating for the expansion of the business.   
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4.5.12 Sub-theme: Lack of Government Initiatives & Supports 

 
 

 

 

 

 

 

 

 

       Figure 4.15: Sub-theme: Lack of Government Initiatives & Supports 
 
 

The next sub-theme under economic dimension of CSR is lack of government 

initiatives and supports. Almost four informants such as HI-3, R-12, RI-4, and RI-5 

have provided their opinions that the lack of proper government initiatives and 

supports is an obstacle for implementing CSR in the Bangladesh hotel sector. 

Although Bangladesh is member of the global economy and moving towards a free 

market economy, unfortunately, government has not taken sufficient initiatives to 

promote good corporate governance leading to an acceptable level of corporate social 

responsibility. The government of Bangladesh should be more conscious of taking 

positive initiatives and providing supports for establishing an image of socially and 

environmentally responsible businesses (Miyan 2006; Mondol, 2009). The 

government of Bangladesh has not proposed or imposed any requirements for the 

companies CSR practices and the disclosure of their social and environmental 

performance. The Bangladesh Companies Act 1994 sets the general framework for 

corporate financial reporting. However, no provisions regarding CSR exist in the 
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Companies Act 1994 (GoB, 1994; Belal, 2001). For example, in 1995, the Bangladesh 

government instructed to all industrial companies to set up compulsory effluent 

treatment plants (ETP) because of the industrial pollution, unfortunately, majority 

industrial company showed reluctance to set up ETP which was one the example of 

the break of environmental regulations and regarding this reluctance, the government 

has not taken any effective initiatives. Similar views have also expressed the 

informants of this study.  Let’s say, the informant HI-3 form the hotel top 

management detailed that the government should help the hotel authority or 

management in a structured way so that after few years we can achieve a certain type 

of goals or reach their goals. Unfortunately, you cannot see such actions in our sector. 

The informant HI-3 hence pointed out that: 

All though they claim that they have done lots of thing but it’s not enough 
because of in last 10 to 15 years, the situation we suppose to reach, we 
haven’t reached that place yet. Further, as we know we do have a very good 
tourism sector in Cox’s Bazar, Chittagong, and other places, also which are 
not still developed in a smart way due to lack of government initiatives (HI-3). 

 
 

The informant RI-2 from the regulatory officials has also provided the identical 

opinion and said that one of main barriers of implementing CSR practices in the hotel 

sector Bangladesh is the government supports, government must come forward with 

more incentives and supports and create awareness to the hotel investors on that issue. 

In the same way the informant RI-4 shared his thought and told that if we judge the 

industry, I don’t think they are doing enough. May be some two or three players they 

are doing their part, but not their fellow partners or other hotels and chains. As you 

said you are focused mainly on, 4 and 5 stars, there are not many 4 and 5 stars in this 

country. Like it is a rough count: Dhaka, Chittagong, Cox’s bazaar and even including 

Sylhet, it won’t be more than 30 hotels. Let’s make it around 30 for three different 
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divisions. So, I don’t think they are much doing there. May be the reason behind is 

that they don’t get proper patronization from the government or government is not 

promoting our industry properly. The informant also stated that: 

They are thinking since we are not being patronized like other industries, we 
don’t get tax exempt, we don’t get liquor permits easily, we can’t set up 
casinos, we don’t get any incentive from the government, which would help us 
to boost our industry (RI-4).  

 

By following the previous informants’ thoughts, the next informant RI5 said that the 

core intension of any business is to generate financial wealth or revenue, so adequate 

presence of tourist is an essential prerequisite. However, due to the reasons such as 

political instability, lack of proper initiatives from government and lack of proper 

growth of this industry, day by day the number of foreign tourists is decreasing. While 

you see your business is not going accurately, so definitely you will not involve into 

some additional responsible activities for the society. The informant further 

mentioned that: 

Because business performance and participation of responsible activities, they 
are interrelated, I think, because profit and CSR practice are directly 
connected. Hence, I would consider all those factors as the drawbacks under 
economic dimension of CSR for hotel sector (RI-5). 
 

 

Thus, in implementing socially and environmentally responsible activities in the 

Bangladesh hotel sector, the lack of proper initiatives and supports from the 

Bangladesh government is one of important barriers. All the informants’ discussion 

and the prior literature also identified this concern as an economic barrier for the hotel 

sector to practice CSR activities.  
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4.5.13 Sub-theme: Lack of Resources 

 

 

 

 

 

 

 

 

 
 

             
            Figure 4.16: Sub-theme: Lack of Resources 

 

Based on the opinions of the four (4) informants HI-4, HI-5, NI-1, and NI-3, the next 

sub-theme is lack of resources, which has considered as a barrier in implementing or 

practicing social and environmental activities in the hotel sector of Bangladesh. 

Previous studies have also identified the lack of resources as an obstacle for the 

organisation’s sustainable business practice. Several authors such as Abaeian, et al. 

(2014), Kucukusta, et al. (2013), Prud’homme and Raymond (2013), and 

KamalulAriffin, et al, (2013), mentioned in their respective study that availability of 

resources does influence their (organisations) tendency to engage in CSR. Besides, 

Barney and Clark (2007) and Wright, et al. (2001) stated that the successful 

organizations have the inventive aptitude to produce and sustain a competitive 

advantage, however, to adopt CSR approach in any organisation, the size of the firm 

along with the available resources is highly linked with the CSR adoption. Moreover, 

due to controlled or insufficient resources, medium and small firms are always 

demoted to involve themselves in CSR activities (Udayasankar, 2008).  
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Once again, Belal and Cooper (2011) mentioned in their study that dearth of resources 

is one of factors for not practicing CSR activities in Bangladesh. The informants HI-4, 

HI-5, NI-1, and NI-3 have also shared similar understandings that there are few hotels 

and motels who are willing to adopt green practices but due to insufficient resources 

they could not adopt such responsible practices. Hence, the informant HI-4 said that 

the lack of capital is one more economic barrier and most of the hotels in Bangladesh 

are facing the same problem, except, may be, the chain hotels. Another informant HI-

5 from the same category stated that:   

Till 2017, we’re considered as a third world country. So, definitely we have 
some economic hurdles. Government wants to do a lot of things for the 
society, for the environment, but as because of insufficient budget or fund 
crisis hoteliers are unable to perform all those social or environmental 
activities till now. However, it also does not mean that we’re not doing; we’re 
doing based on our capability (HI-5). 

 
 

Correspondingly, another informant NI-1 from the NGO executives revealed that 

sometimes they (hoteliers) complain to us that, we have lack of resources and we 

can’t involve ourselves in CSR activities. But nowadays some hotels which are 

organized by outsiders or which are organized in collaboration with outsiders these 

hotels are better practicing CSR activities in comparison to the locally owned hotels. 

With consistent to the above discussions, the following informant NI-3, also from the 

NGO executives voiced that: 

Obviously, lack of resource is another barrier for adopting sustainable 
business practices in a country like Bangladesh due to the following 
characteristics: natural disaster-prone country, huge population (around 160 
million), limited resources, environmentally vulnerable, politically unrest, and 
lack of proper communication etc (NI-3). 
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Therefore, in line with previous studies findings and the findings from the conducted 

interviews it can be acknowledged that in implementing CSR activities in the 

Bangladesh hotel sector, the factor ‘lack of resources’ plays a crucial role and for that 

reason the hoteliers are away in practicing social and environmental activities. 

 

4.5.14 Sub-theme: Local hotel owner’s Mind-set 

 

  Figure 4.17: Sub-theme: Local Hotel Owners’ Mind-Set 

 
 
Out of 19 interviewees, 10 interviewees such as HI-3, HI-4, HI-5, HI-8, NI-2, NI-5, 

NI-6, RI-1, RI-4 and RI-5 have acknowledged the sub-theme ‘local owners’ mind-set’ 

as an important barrier under economic dimension of CSR for the hotel sector of 

Bangladesh. Hence the term ‘local owners’ mind-set’ includes local owners’ or 

stakeholders’ knowledge, interest, involvement towards CSR practice. In this 

situation, López-Gamero, et al. (2011) emphasised about the pressure and the 

cooperation of stakeholders of the firm on the top management towards CSR practice 

and the authors also said that the stronger the pressure employed by stakeholders, the 

greater the awareness of managers in protecting the society as well as the 
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environment. Eventually, it is vital for stakeholders to involve themselves more in 

executing social and environmental initiatives rather than just to maximise firm’s 

wealth. According to Barnett’s (2007) claim, some stakeholders from deferent 

business organisations are not too interested towards the CSR performance of the 

company as because it costs money or due to their lack of involvement. In 

Bangladesh, awareness about CSR practices is not familiar and accordingly the 

involvement of the local stakeholders is also minimal (Azim et al., 2009). Recently, 

the Bangladesh government, various international donor agencies, NGO’s and the 

media have arranged several programs to encourage local businesses of engaging in 

CSR initiatives, particularly those that are able to contribute to social and 

environment related CSR (Moyeen & West, 2013). Besides, Belal (2007) identified in 

his study that due to the lack of knowledge and their unwillingness, the local 

organisations involvement into CSR activities is not satisfactory. In agreement with 

the above arguments, all the 10 informants have talked to the mind-set of the local 

hotel owners. The informant HI-3 clarified that due to the lack of local stakeholder’s 

knowledge towards the term CSR, the locally owned hotels are less involved into 

CSR activities, while the informant HI-4 said that as per my experience in the 

hospitality industry, the lack of interest of local stakeholders is the one of the main 

economic barriers in implementing CSR practice in Bangladesh. The following 

informant HI-5 from the hotel top management category explained in detail that: 

 
Well, as an economic barrier, I would say local hotel owners, honestly, no 
offense, it’s nothing personal, I’m telling the truth. In Chittagong I’m working 
for last10 years, this organisation is my fourth hotel. So, I saw them very 
closely, I’ve worked with the top management. The most important thing is the 
local hotel owners’ mentality. You must have that mentality to help others, to 
perform social activities. So, grow that up first, then come forward, step 
forward, that’s the key (HI-5).  
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In the same vein, by providing support to the earlier discussant’s, the informant HI-8 

talked about the local hotel owners profit oriented approach along with their dearth of 

proper knowledge and involvements towards responsible business. The informant said 

that:   

Solely profit oriented approach is also an economic block because doing 
business only with profit, whether it is in responsible way or not, is the first 
priority to our local entrepreneurs. And hence their lack of proper knowledge 
and involvement towards responsible business is accountable, which is also an 
economic drawback (HI-8). 

 

One more informant NI-2, form the NGO executives, has given similar opinion about 

the mind-set of the local stakeholders. The informant specified that: 
 

I would say, local hotel owners’ mind-set, because the stakeholders are 
always focusing on their business expansion and revenue and for that they can 
allocate any amount of budget but if it is for non-profitable activities or for 
responsible activities, then they show reluctant attitude and tell about budget 
crisis. Simultaneously, their lack of involvement, they just leave it to the HR 
department to observe their social and environmental activities (NI-2) 

 
 
The subsequent two informants i.e. NI-5 and NI-6 from the same category also spoke 

about the local stakeholder’s knowledge and willingness concerning responsible 

business practices. As said by the informant NI-5, the local owners don’t have proper 

knowledge about social and environmental responsibility, meanwhile, the informant 

NI-6 stated that the lack of willingness and involvement of the local organisation is a 

barrier also as because of not having any mandated regulation for CSR practice. 

Hence the informant NI-6 highlighted one more weakness, which encourages the local 

hotel owners to show reluctance to responsible business practises, is not having any 

mandated regulation for CSR practice.      

 

 
The three informants e.g. RI-1, RI-4 and RI-5 from the regulatory officials also 

exposed the identical thoughts about the local owners’ mind-set, where RI-1 and RI-4 

both the informants focused on hotel owners’ lack of involvements and interests in 
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social and environmental activities. The informant RI-1 explained details about their 

lack of involvement as:   

The owners are not running their business from here, they allocate some 
representative as a part of management on behalf of them, and they used to 
run the business and sometimes we found that they are not that much 
interested to take participation in the social and environmental development 
activities, I mean, they are aware about their business responsibility. If the 
owners would involve actively in their business, then the scenario might 
change (RI-1).  

 
And the next informant RI-5 from the regulatory officials also spoke about their 

knowledge about the conception of CSR and clarified that: 

I would like to say that most of the hotel owners have lack of proper CSR 
knowledge. They even do not know that they have some responsibilities to the 
society and environment. They are doing their business within the society and 
environment. They are consuming natural resources, but they do not bother 
about their adverse impact which they create on the environment. If they 
destroy the natural beauty and resources because of their unawareness, they 
can generate revenue for the time being, but in the long run their business will 
not sustain due to the shortage of tourist (RI-5).     

 

From above discussion it was found that majority informants identified the local 

stakeholders/owners’ mind-set is a major economic barrier in implementing 

sustainable business practices as because of their lack of knowledge, interest and 

involvement in the social and environmental activities. The prior literature discussed 

above also provided support to the informants’ opinions that local owners mind-set is 

playing a negative role on implementing or practicing CSR activities in the 

Bangladesh’s hotel sector. 
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4.5.15 Sub-theme: Profit Maximisation 

Figure 4.18: Sub-theme: Profit Maximisation 
 
 

The next sub-theme under economic dimension of CSR is profit maximisation and ten 

(10) respondents, e.g., HI-2, HI-4, HI-8, NI-1, NI-2, NI-3, NI-4, NI-5, RI-1, and RI-5, 

out of nineteen (19) mentioned that stakeholders profit maximisation intention is a 

barrier of implementing social and environmental activities in the hotel sector of 

Bangladesh. Several previous studies also noticed that stakeholders profit imperative 

mentality is an obstacle for responsible business. To patronage this opinion, Atkins 

(2006) specified that the utilisation of company’s assets to social and environment 

purposes rather than to make the profit would be an immature use of assets.  

Similarly, Balabanis, et al. (1998) said that using company recourses for non-

profitable purposes like social and environmental issues by the management is 

presumed to be diverting company’s economic efficacy. Moreover, in this regard, 

Eisenhardt, (1989) mentioned that the organisation’s involvement with socially 

responsible activities might distract the attention of the management from the 

profitability.  
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Similar thoughts also found in the context of Bangladesh’s hotel sector from the 

opinions provided by interviewees of this study. For example, the informant HI-2 

from the hotel top management stated that:   

A very interesting point you have mentioned, which also came in our 
discussion, that is maximization of profit. Capitalism, when capitalism comes, 
it makes money, you make money. And nothing matters just make money that 
is one concept. If that comes in any company or any individual than it’s a big 
disaster for corporate social responsibility. They’ll least care of these human 
beings, the well-being of their people, or their client or their customer or their 
own employees. If maximization of profit comes in, that’s a big barrier for the 
hotel CSR practice (HI-2).  

 

The informant HI-2 further said that nowadays things are changing. It’s not one-way 

traffic, just make money at the cost of our society and environment, no! Things are 

changing, we must work on it, change our mind-set, we’ll have to transform all these 

barriers including this one into our drivers. Along with the earlier informant, the 

following two informants Hi-4 and HI-8 also recognised only profit maximisation is 

playing an antagonistic role against CSR practices by the hotel industry. Their 

thoughts are given bellow respectively:  

Our business community, our hotel sectors’ owners, they're not that much 
concerned about our community, society and the wellbeing of people of the 
society instead of generating profit (HI-4). 

Solely profit oriented approach is also an economic barrier because doing 
business only with profit, whether it is in responsible way or not, is the 
priority to our local entrepreneurs (HI-8). 

 

By providing support to the aforesaid informants, one informant (NI-1) from the NGO 

executives believed that too much consciousness about profit is one of the vital 

economic barriers. The informant NI-1 also stated that:  

To my observation almost all entrepreneurs are conscious about their 
profitability. And the hotel business entrepreneurs, some of whom are very 
educated people, appreciate this approach of profitability which very is 
unfortunate. Though some of them don’t appreciate much this profit oriented 
attitude, they will talk very loud about it, but you won’t find many people who 
will sacrifice their profitability for this cause (NI-1).  
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Whereas the subsequent two informants NI-2 and NI-3 also focused on this concern 

and they criticised stakeholders profit centred attitude. Both the informants’ feelings 

in this regard are following:   

Definitely, profit oriented business mentality, particularly our local owners, 
they don’t care about our society, environment and even overall country’s 
development, rather than generating their revenue, whatever the way, 
responsible or irresponsible (NI-2).  

 
I would like to say particularly our local stakeholders thinking about making 
profit and sharing profit. When they run a business in our country, they just 
only focus on the revenue, they don’t even thing about working environment, 
about employee satisfaction, about natural resources, and about their 
surroundings that is community, society and environment. For the betterment 
of the society and environment, they are not willing to share their profit or to 
sacrifice their profit (NI-3). 

 
 
In the meantime, the interview respondent NI-4 said that I think it’s a management 

issue, because every organization has a goal, has a vision for itself. They are not able 

to connect themselves as part of the society. They are thinking about themselves as a 

profit-making organization. They are here to make profits, that’s it, but the problem is 

the long-term survival which is only possible if they become the part of the society 

first. In the same vein, the other informant NI-5 from the same category also talked 

about our local stakeholders’ profit-making mentality and said that: 

Only concentrating on making profit or focusing on revenue generation rather 
than spending or investing of sharing profit for the development of the society 
or for the environmental fortification, is the common scenario of the local 
owners, they don’t even think about their survival’s in the long run (NI-5). 

 
 

By providing supports to the previous informants, the next two informants RI-1 and 

RI-5 from the regulatory officials have revealed the same views about this issue and 

they also agreed that the profit imperative approach of our local stakeholders’ is not 

suitable for thriving the CSR activities in the hotel sector of Bangladesh. Both the 

informants’ opinions in this regard are provided bellow: 
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Profit oriented attitude is one of the common economic barriers in our 
country, because majority hoteliers just want to maintain their business with 
profit, they don’t think for community development, they don’t think about 
environmental sustainability, so that’s a serious obstacle in a sense (RI-1). 

 
Our local owners profit focused approach is also a barrier, they are 
behaviour is like, they run for the short-term goals, only for the growth of 
revenue, not for the long-term sustainability of the business (RI-5).  

 

Therefore, ten (10) informants of this study have counted in this profit maximisation 

attitude of our local stakeholder as a barrier under economic dimension of CSR and 

due to this attitude, they are bit unenthusiastic towards social and environmental 

activities. Similar findings also found from the prior CSR literature where the 

researchers also identified profit maximisation as an obstacle of CSR practice.     

 

4.5.16 Sub-theme: Unplanned & Improper Growth of Tourism & Hospitality 
Sector 

 

 

 
 

 

 
 
 
 
 
 
 
 
 
 
                  Figure 4.19: Sub-theme: Unplanned and Improper Growth  

 
The following and the last sub-theme under the economic dimension of CSR is 

unplanned and improper growth of Bangladesh tourism and hospitality industry 

according to the opinions of the informants HI-6, RI-3, RI-4 and RI-5. They have 
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unveiled that Bangladesh tourism and hospitality industry is facing several difficulties 

in communication, promotion, safety, improper implementation of laws, decreasing 

international tourist etc due to its unplanned and improper growth. A few previous 

literatures also found similar problems in this sector. For example, Shamsuddoha, and 

Nedelea (2008) have mentioned in their study that government never highlighted this 

industry like other sectors though this industry has tremendous potentials to earn 

domestic and international customers in Bangladesh.  

 

Moreover, in Bangladesh, there is no international standard tourism education to 

develop skilled manpower for this sector (Shamsuddoha, & Nedelea, 2008). Rahman 

et al. (2010) also said that there is serious lack of management in this sector at 

national, regional and local levels. Bangladesh thus requires adopting a strong policy, 

if it wants to utilize the potentials of tourism and hospitality sector in national 

economic development and societal progress. In addition, the unplanned development 

beside the tourism spots destroyed the natural beauty of the tourist destinations. For 

example, in Cox’s bazaar sea beach and Saint Martin Islands, many unplanned 

commercial establishments, such as hotel, motel and shopping centres have spoiled 

the environment of this city (Tuhin & Majumder, 2011; Rahman et al., 2010). 

Similarly, the informants HI-6, RI-3, RI-4 and RI-5 also described several problems 

that currently facing the hospitality industry due to its unplanned and improper 

growth. The informant HI-6 clarified that: 

The hotel sector is also suffering by the unplanned and improper growth of 
tourism and hospitality sector in terms of infrastructure, facilities, 
communication, safety and security concern etc. All these problems are 
affecting the expansion of hotel business sector, which will later affect other 
activities such as community activities, social activities, or environmental 
activities (HI-6). 
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The subsequent two informants RI-3 and RI-4 from the regulatory officials have 

mainly focused on the communication problems, security issues and international 

standard amenities and due to all these concerns, this industry cannot contribute 

properly to the country’s GDP as well. Hence the informant RI-3 mentioned that:  

You see the main tourist city, Cox’s Bazar, geographically is in the south most 
part of the country, it’s a tourist attraction area but it’s only connected by 
flight from capital Dhaka. So, if a foreign tourist come here, he or she has to 
fly Dhaka to Cox’s bazaar, if he goes to Sylhet, it’s another tourist spot, then 
he doesn’t have any way to go to Cox’ Bazar, he has to come back to Dhaka 
and again fly to Cox’s bazaar which is a costly involvement. So, country’s 
communication system is one of the concerns. Then due to the lack of 
international facilities, regulatory standard, and security issue, day by day the 
number of international tourists is decreasing and eventually it effects on the 
financial performance of the hotel sector, and if your business is not going 
well, then definitely, you will not have any willingness to involve other 
voluntary activities like CSR practices (RI-3). 

 
In the same way, the formant RI-5 also supported to the earlier informants’ thoughts 

and stated that the core intension of any business is to generate financial wealth or 

revenue is, so adequate presence of tourist is an essential prerequisite. The informant 

RI-5 further said that: 

However, due to the reasons such as political instability, lack of proper 
initiatives from government and lack of proper growth of this industry, day by 
day the number of foreign tourists is decreasing. While you see your business 
is not going accurately, so definitely you will not involve into some additional 
responsible activities for the society. Because business performance and 
participation of responsible activities, they are interrelated, I think, because 
profit and CSR practice are directly connected (RI-5). 

 

Hence, all the four informants considered this factor i.e. unplanned and improper 

growth of Bangladesh tourism and hospitality industry, as one the drawbacks under 

economic dimension of CSR for hotel sector. Similarly, the prior literature also found 

identical problems in this sector.  
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4.6 Summary of theme-1: Economic Dimension of CSR 

In the present study, the economic dimension of CSR is the first theme, and under this 

theme, sixteen (16) sub-themes have identified from the analysis of the conducted 

interviews. Among these sub-themes, some are drivers that motivate the hotel 

stakeholders to embrace CSR activities, while some are the barriers that demotivate 

the stakeholders to adopt CSR practices in the hotel sector of Bangladesh as shown in 

figure 4.20 and 4.21. And all these sub-themes, including drivers and barriers, are the 

answer to the first research question (RQ-1) of the present study. 

 

 

 

 

 

 

 

 

 

 

 
 
   

 Figure 4.20: Drivers of the Economic Dimension of CSR 

 

The above figure 4.20 presents the ten (10) sub-themes such as brand image, business 

environment, competitive advantage, customer satisfaction, employee loyalty, 

financial incentives, joint-ventured partnership, lower operational risk, promotional 

activities and stakeholders’ pressure, and all these sub-themes act as economic drivers 

according to the opinions of the interviewees.  
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Among these sub-themes, seventeen (17) interviewees have identified the brand 

image as one of the most important drivers under the economic dimension of CSR for 

the hotel sector of Bangladesh, and the next important driver is financial incentives by 

the seven (7) interviewees opinions. And the following are: customer satisfaction has 

identified by six (6) interviewees; lower operational risk and promotional activities 

have specified by five (5) interviewees; business environment, competitive advantage 

and stakeholders’ pressure have acknowledged by four (4) interviewees; employee 

loyalty and joint-ventured partnership have recognised by three (3) interviewees 

respectively. 

 
 
 
 
     
     
 

       

Figure 4.21: Barriers of the Economic Dimension of CSR 

 

On the other hand, the rest of the six (6) sub-themes have been acknowledged as the 

barriers of the economic dimension of CSR for implementing CSR practices in the 

Bangladesh hotel industry. Hence, ten (10) of the interview respondents have chosen 

the local owners’ mindset and the profit maximisation as the most significant barriers 

for the hotel industry of Bangladesh, and then seven (7) respondents have selected 
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additional cost, while the remaining three barriers, i.e. the lack of government 

initiatives and supports, lack of resources, and unplanned and improper growth of the 

tourism and hospitality industry have been chosen by the four (4) respondents 

respectively. 

 

 

4.7 Theme-2: Drivers and Barriers of Social Dimension of CSR 

According to the output of the NVivo-11 software, the social dimension of CSR has 

been identified as the second theme in the present study. Hence the social dimension 

of CSR refers to the hotel sector’s responsibility towards employee compensations, 

training, health and safety, gender equality, community development through 

education, health, local employment, comply with regulations, and support to non-

governmental organisation (NGO’s), as they relate to the hotel sector (Martínez & del 

Bosque, 2014; Jamali et al., 2006; Elkington, 1998). Under the theme of the social 

dimension of CSR, ten (10) sub-themes have been acknowledged from the opinions of 

the interviewees, some of them are drivers and some of them are barriers of 

implementing CSR practices in the hotel sector of Bangladesh, shown in figure 4.22. 
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 Figure 4.22: Theme-2: Drivers and Barriers of Social Dimension of CSR 

 

4.7.1 Sub-theme: Alliance with Government & Community  

 
 
 

 

 

 

 

 

 

 
       

   Figure 4.22: Sub-theme: Alliance with Govt. & Community 
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The first sub-theme under social dimension of CSR is ‘alliance with government and 

community’. Four (4) informants have defined this sub-theme and said that a good 

rapport among hotel, community and government can create a better environment for 

practicing social and environmental activities. Previous studies also focused on the 

good relationship between the organisations and the diverse stakeholders such as 

community, customer, supplier, regulatory authority and government. For example, 

Mensah (2014) mentioned that any organisation should maintain an alliance with its 

various stakeholders to validate the existence of the firm and to uphold the long-term 

stakes of every stakeholder.  

 

Besides, Elijido-Ten, (2007) stated that the success of an organisation depends on 

how effectively the management accomplishes the affiliations with its diverse 

stakeholders. Moreover, numerous CSR studies, such as, Karácsony (2019), Hamzah 

and Abdullah (2018), Aksak, Ferguson and Duman (2016), Jamali (2008), and Kok et 

al. (2001) also spoke about a respectable relationship between the corporations and its 

diverse stakeholders such as community, government, several environmental groups 

and media. Simultaneously, the informants of this study also highlighted this issue in 

their conversation. One informant NI-4, from the NGO executive category, expressed 

the opinion in the following way: 

I think hotel should maintain a good alliance with government, because you 
have to be in the good book of the government, whichever organization you 
are and it is important that you contribute to the society because if our 
government is good, they will observe it, that organization is working in that 
community, the local MPs (Member of Parliament) will notice that. Many 
hotels have been doing so many activities in our society. Thus, it is important 
that you are in the good book of the government, and have an alliance with 
government, which is a good driver (NI-4). 
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In the same manner, the two subsequent informants NI-5 and NI-6 from the same 

category also highlighted on the good relationship among the hotel sector and the 

others concerned stakeholders such as community, monitoring agency, local 

government etc. Both the informants (NI-5 & NI-6) views in this regard are given 

below:  

Good relationship among hoteliers, community, monitoring agencies, and 
local government is also an important social driver because they can help 
each other regarding social and environmental development, they can 
exchange their view for any controversial activities, or they can work together 
for the advancement of the country (NI-5).  

 

The rapport between the local community and the organisation is also crucial 
because without building or sharing a good relationship with the people of 
local community, the hotel or the organisation cannot be operated properly 
(NI-6). 

 
The other informant RI-3 from the regulatory officials said that once the local people 

get the benefits from the hotelier’s social activities, say for example if he can sell his 

indigenous products which is specialised for that local area, if he can display his 

potential and get the benefits from tourists and the hoteliers then it comes as a social 

motivation for that local community. And hence, the informant further uttered that:  

For helping the local people it’s a matter of social awareness from hotelier’s 
side and will create a good rapport between hoteliers and the community, 
society, which is a social driver, in fact (RI-3).  

 
 

Therefore, according to the four (4) informants’ thoughts, the alliance or collaboration 

among hoteliers’, government, and community will create a better business 

environment for being responsible toward society and the environment. They are 

thoughts also identical with the prior literatures, for instance, Mensah (2014), Jamali 

(2008), and Elijido-Ten’s (2007) insights about the relationship of the organisation 

and their various stakeholders. 
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4.7.2 Sub-theme: Community Involvement 
 

 

 

 

 

 

 

 

 

 

 

   Figure 4.23: Sub-theme: Community Involvement 
 

The next sub-theme is community involvement and six (6) informants such as HI-1, 

HI-3, HI-6, HI-7, NI-4, and NI-6 have acknowledged ‘community involvement’ as 

one of the sub-themes in their interview conversation. Earlier studies have also found 

community involvement as one of activities under CSR practices. For instance, 

Sobhani et al. (2009) and Rahim, et al., (2011) found several community involvement 

related activities that organisations were performing in Bangladesh including donation 

and subscription, sponsorship, poverty alleviation, women’s development, sports and 

games and others in their study. Besides, the authors also discovered the following 

community-based activities in Bangladesh that blood donation programmes, 

establishment of schools and mosques, distribution of warm clothes during the winter 

season, arranging marriage functions for insolvent parents, providing homesteads for 

the homeless, granting aid to distressed humanity in natural disasters, etc (Sobhani et 

al.2009; Rahim, Jalaludin & Tajuddin, 2011).  
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Other researchers from developing and developed countries also found community 

involvement in their organisational activities. Hence, Fadun, (2014) stated that 

organisational activities that have orientations to the improvement of community life, 

the enrichment of community arts and culture, the involvement in community 

education along with community health, and the protection of the environment are 

considered as the social responsibilities of the organisation. Moreover, Kasim, (2006) 

said that the increased awareness and involvement from the community along with 

government on socially responsible activity controls an organisation’s socially distinct 

responsible behaviour. The informant HI-1 said that the involvement of the local 

community is one of the drivers of the social dimension of CSR in the context of 

Bangladesh, because their involvement established a good association between the 

community and the hotel. And in Cox’s Bazar, our hotel is the role model for all due 

to our local employment policy and almost, 30% employment is from the local 

community in this hotel because of our responsibility to the society. In line with the 

earlier informant HI-1, the informant HI-3 also focused on the local employment as a 

part of community involvement as well as to make them skilled and trained. The 

informant stated that:    

We are employing fulltime or part-time staffs from the local community. And 
then we make them trained and skilled though proper training and 
development that he or she can manage another job in other sector after 
leaving from here. So, as you are doing this business by engaging or 
recruiting people from the local community, so that your responsibility 
towards society is getting ensured. Because with this employment, they are 
managing their livelihood, children’s education, medication everything (HI-3). 

 

Similarly, the two other informants from the hotel top management, HI-6 and HI-7 

also highlighted on the community involvement through local recruitment and they 

said that we are offering full time or prat time positions to the qualified local 

candidates as a part of our social responsibility. Hence the informant HI-6 mentioned 
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that we are not only creating the job opportunity for the local people living in Cox’s 

bazaar, we are also creating job opportunity for disadvantaged people. In this point, 

the informant further said that: 

We manage some unemployed and uneducated local people from community 
via various sources who have completed class 5-8 or SSC and we’re giving 
them training for 3 to 6 months. After that we review their activities if they’re 
capable or if they’ve learned something then we bring them as our permanent 
employees. So, we hire people from the local community who didn’t complete 
even high school or college level. On completion of only primary school 
education we’re giving them opportunity to join. (HI-6) 

 

In the same way, the informants from the NGO executives NI-4 and NI-6 voiced that 

the community pressure or involvement is another social driver and they think 

community and society have strong role to play in terms of whether the hotels are 

practicing CSR or not. The informant NI-6 explained in detail that the mass people 

from Bangladesh are not highly educated and the concept of CSR is still in evolving 

stage. Only those who are working for organisation or corporate sector they know 

about CSR but the other portion who are not working for organisation or corporate 

sector, they do not know much about CSR which is one of the main barriers. Because 

if they would know what should be done by the hotel towards society, community and 

the environment then definitely the hotel sector would face some pressures to involve 

themselves into CSR practices. More specifically, it is a sort of pressure or 

involvement from local community, which has direct influence on the society and has 

long term influence on the economy. The informant also said that: 

So, the hoteliers need to involve the local community in their business 
environment maybe by creating part-time or fulltime job, or to give them 
opportunity to sell locally produced products etc. As a result, your hotel will 
get the support from the community, which is needed for the responsible 
business operation (NI-6). 

 

Thus, the six (6) informants’ have discussed that as part of their social responsibility, 

the hotel sector should involve the local community in their organisational activities 
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and this community involvement will create a long-term influence on their business 

performance. Moreover, the findings of the prior studies, such as Kasim (2006), 

Sobhani et al. (2009), Rahim, et al. (2011), also provided support to the informants’ 

opinions.  

 

4.7.3 Sub-theme: Government Initiatives and Supports 

   

     Figure 4.24: Sub-theme: Government Initiatives & Supports 

 

The government’s initiatives and supports have been recognized as the succeeding 

sub-theme of the social dimension of CSR and around ten (10) informants have 

identified this sub-theme a one of the social drivers for the hotel sector of Bangladesh 

in implementing CSR practices. Several researchers have already stressed on this 

issue in their respective research.  For example, Mazurkiewicz, (2004) talked about 

governmental initiatives and supports in promoting CSR practices as a complement to 

their ongoing environmental and social programs to serve long term national interests. 

Sometimes, with the support of the international institutions and the international and 

local NGOs, governments are playing an important role in building a goal-driven CSR 

framework.  



216 
 

In the same way, Nasrullah and Rahim, (2014) stated that the government is the most 

powerful stakeholder as well as the driver of CSR across the world. Thus, in 

promoting CSR activities, the active involvement of the government may possibly 

bring a considerable change in the context of Bangladesh. In actual fact, the 

government supportive activities in promoting CSR still has not developed widely in 

the truest sense in any of Bangladesh’s industries (Nasrullah & Rahim, 2014). So, 

proper initiatives support, and involvement of the government would be vibrant driver 

for the adoption of the CSR activities in Bangladesh. Additionally, Sharmin et al. 

(2014) also mentioned in their study that the government of Bangladesh has also 

taken initiatives to inspire the international along with local organisations to play 

more roles toward the welfare of the society and the environment. Besides, the 

Bangladesh Bank, the central of Bangladesh has also taken several initiatives such as 

10% tax exemption, financing on environmental projects with low rate of interest etc.  

 

Besides, the current movements of social and environmental activities in Bangladesh 

have also specified that the banking sector of Bangladesh is gradually establishing the 

CSR activities in more structured way. Bangladesh bank governor Dr Atiur Rahman 

mentions that the spending on CSR by the commercial banks operating in the country 

amplified by 5.5 times more than in 2012 (Dhaka Tribune, 2013). In December 2010, 

for giving distinctive attention on CSR issues the central bank of Bangladesh sent an 

instruction to the banks for establishing a separate CSR desk (Ullah, 2013). About in-

house CSR practices, Ullah (2013) notified in his study that in response to the 

directions of Bangladesh Bank, approximately 94 % banks (44 out of 47) adapted 

socially and environmentally responsible CSR practices in their internal operations. In 

this regard, ten (10) informants such as HI-4, HI6, HI-7, HI-8, NI-1, NI-2, NI-3, NI-5, 
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RI-1 and RI-5 also expressed their opinions and recognised government initiatives 

and support as a social driver for the hotel sector of Bangladesh to implement the 

CSR activities. Hence, the informant HI-4 said that according to my opinion, the 

governmental initiative and support is the most effective driver, not only for hotel 

sector but also for other sectors, those who are not still involved in CSR practices. 

After that, the informant HI-6 also highlighted several existing problems of the 

hospitality industry and expecting the supports from the government to mitigate these 

problems. Hence the informant said that:  

Because of the lack of developed communication system and lack of 
entertainment facilities, the rate of visitors or guests are dropping day by day, 
especially international visitors. So, if we could not do our business properly 
then how we could think about our social responsibilities. Besides, we are also 
observing inadequate initiatives from the local government as well. Hence 
governmental initiatives and supports could be an effective driver to flourish 
the hospitality industry properly and inspire them towards responsible 
business activities (HI-6). 

 

 

Simultaneously, the two other informants HI-7 and HI-8 from the hotel top 

management also talked about government initiatives and supports to encourage the 

hoteliers towards socially and environmentally responsible business practice. They 

also said that without government assistance hospitality sector cannot involve or 

contribute actively in this type of CSR activates because so many issues like 

resources, nature, society, etc are attached with this sector. Both the informants’ 

opinion is given below: 

I personally believe governmental initiatives is the most effective driver to 
encourage and motivate hoteliers to take part into CSR activities, because 
when the initiatives are from side then hoteliers will actively involve to such 
activities to get appreciation or recognition from the government (HI-7). 
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I can say, without their assistance, a sector like hospitality cannot involve or 
contribute actively because so many issues like resources, nature, society, etc 
are attached with this sector. After that, as we do not have any mandatory 
rules for CSR activities, except banking sector. As a result, you will find 
several organisations that are not involving themselves into CSR activities due 
to the lack of proper rules, even though they are pretty much capable in terms 
of their financial performance (HI-8). 

 
Subsequently, the informants NI-1, NI-2, NI-3 and NI-5 from the NGO executive 

category also spoke about the government supports and initiatives of implementing 

CSR practices in the hotel sector of Bangladesh. All the four (4) informants have 

acknowledged this issue as one of the drivers of social dimension of CSR and insisted 

government to take initiatives for the betterment of the hotel sector as well as provide 

supports of adopting CSR activities. Once the government takes proper initiatives 

then the social organizations or NGOs can help them to come forward for social 

responsibilities.  In this regard, the informant NI-3 stated that:  

Governmental initiatives are one of the significant drivers to motivate the 
hotel sector towards CSR because government is the source of all power, so 
they must set some rules as well as offer few benefits to motivate the 
stakeholders towards social and environmental responsibility or simply for 
operating responsible business only, I guess it will act as a driver (NI-3). 

 
 

And in agreement with the earlier informants, the next informant NI-5 also mentioned 
that: 

If the government pressurises the companies to involve themselves into the 
CSR practices, then they will be bound to do so. The way every listed 
companies is bound to give tax, the same way they are also bound to serve 
society and environment through CSR activities (NI-5). 

 

Afterward, the two more informants RI-1 and RI-5 from the regulatory officials also 

focused on the government initiatives and supports for the responsible business 

practices of the hotel industry in Bangladesh. Hence both the informants’ thoughts are 

presented below:  
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I would like to say about the government initiatives and supports, because 
government can motivate the hotel stakeholders/owners to practice CSR 
activities as a part of their business, also government can support those who 
are practicing CSR by proposing financial benefits (e.g. encourage investors, 
tax exemption, VAT reduction, announcing reward etc) (RI-1).  

 
 

I can say governmental initiatives or supports for hotel owners in terms of 
communication development, tourism friendly environment, deterioration of 
law and order, concern of safety and security, continuous support from 
regulatory agency to create appropriate business environment, which is prime 
expectation of any businessman. Therefore, if government makes them happy 
then I think that they will also actively maintain their social and 
environmental activities, so it’s a two-way communication (RI-5). 

 

Therefore, some of prior investigations such as Nasrullah and Rahim (2014), Sharmin 

et al. (2014), Ullah (2013), and Mazurkiewicz (2004) have acknowledged 

government's initiative and support as a driver of adopting CSR activities for different 

organisations in this world. Correspondingly, all the ten (10) informants have also 

identified this issue as one of the driving forces in Bangladesh’s hotel sector for 

implementing CSR activities. 

 

4.7.4 Sub-theme: Pressure from monitoring Agencies 
 

 Figure 4.25: Sub-theme: Pressure from Monitoring Agencies 
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The following sub-theme under social dimension of CSR is the pressure from the 

associated monitoring agencies. Almost twelve (12) respondents such as HI-3, HI-4, 

HI-6, HI-8, NI-1, NI-2, NI-3, NI-5, RI-1, RI-2, RI-4, and RI-5 have focused on this 

driving force. Numerous prior literatures also acknowledged the pressure from the 

monitoring agencies such as social organisations, NGOs’, and government regulatory 

departments etc. More than a few Scholars like, Park et al. (2014), Kasim, (2007a), 

Delmas and Toffel (2004) revealed that the regulatory or government pressure is 

continuously considered as one of the key drivers to embrace socially and 

environmentally responsible activities within the organisations. The authors also 

stated that they are the most persuasive stakeholders who can influence an 

organisation to adopt responsible business practices. Besides, the legislative power of 

various government bodies empowers agencies with a form of coercive power to 

promulgate and enforce regulations in adopting CSR practices within the firms’ 

(Delmas & Toffel, 2004).  

 

Moreover, many researchers (such as Park, et al. 2014; Crilly et al., 2008; Qu, 2007) 

have been observing governments as one of the utmost essential change agents 

affecting business activities by outlining the rules and regulations for companies. 

Similarly, from the last few decades, non-government organizations have also grown 

into an influential social force (Sikkink & Smith, 2002) and have persuaded corporate 

social and environmental practices secondarily by raising the power of community 

discourse, triggering customers, or taking action through legislators and by directly 

contributing in partnerships (Yang & Rivers, 2009). The function of NGOs is one of 

the fundamental change agents in corporate behaviour and strategy as said by Park et 

al. (2014). The amplified inspection of NGOs gives upsurge to amendments in the 
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institutional settings to which firms be supposed to acclimate (Gifford, Kestler, & 

Anand, 2010), and include social and governmental pressures on firms to adjust their 

tactics and plans towards the society and environment (Arenas et al., 2009).   

 

In line with the prior literature, a total of twelve (12) informants correspondingly 

discovered different monitoring agencies pressure as a social driver for CSR practices 

in the context of Bangladesh’s hotel sector. Such as, the informants HI-3, HI-4, HI-6, 

and HI-8, from hotel top-management agreed that pressure from several social and 

environmental NGO’s and government regulatory and monitoring agencies can 

influence the hotel sector towards CSR practice actively. Hence informant HI-3 said 

that:   

I would say the proactive movement of social and environmental organisations 
because if they highlight all of their adverse impacts created in the society or 
in the earth through media then due to the fear of bad company image the 
hoteliers will start practicing social and environmental activities (HI-3). 

 
After that, the other informants e.g., HI-4 and HI-6 similarly focused on this issue 

while the informant HI-4 also includes the media pressure along with the pressures 

from NGO’s and government regulatory and monitoring agencies. The opinions of 

both the informants are as below: 

Pressure from several social and environmental NGOs is an active pulling 
force for the hoteliers in practicing CSR activities. But journalists or media 
can also create some pressure regarding these types of activities when we 
invite them in our press meeting or in any official meetings or programs. I 
mean, I feel that they are also working for the betterment of the society and the 
environment (HI-4). 

 
Yes! Obviously, pressure from the NGOs is one of the social drivers for the 
hotel industries responsible practices. They are forcing us to do that kind of 
thing but they’re not providing us the atmosphere, they’re not providing us the 
proper training on how to deal with social or environmental activities. 
Pressure along with support from the local government is another influencing 
factor because their guideline and motivation can inspire hotel sector towards 
CSR practice (HI-6). 
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In the same manner, the informants from the NGO executives, such as NI-1, NI-2, NI-

3 and NI-5, mentioned as well about the pressure from the various monitoring agency. 

Hence the informant NI-1 explained this issue more exclusively which is:     

I think the social driver is most important for CSR practicing nowadays 
because the society is such that the society appreciates any act of benevolence 
for social causes. Hence, I think proactive role/pressure from several social 
players such as, community, customer, social organisation, and environmental 
organisation could be the one of the influential social drivers. But in general, 
you can say that there is a pressure from all those active players as the society 
is getting more and more conscious about it. The pressure is there but it’s not 
as yet that perceptive as it should be (NI-1).  

 
To provide support to the earlier informant’s view, the following informant NI-2 told 

that as an NGO executive I can say that apart from the regulatory pressure, there is 

also pressure from social organisation and NGOs on the hotel sector of Bangladesh 

regarding their social and environmental activities. But that pressure is not that much 

effective in Bangladesh context because the hotel industry is a premium business 

industry and social organizations, if I consider NGOs, they hardly can basically 

compete with any such big body like a hotel top management or hotel industry.  In the 

same vein, the informant NI-3 said that: 

Pressure from social organisations and NGOs, from media, from local 
community, and from local government representatives would be a very 
important driver in Bangladesh where people are interested to obey rules and 
regulations. But the current situation of their role is not satisfactory (NI-3).  

 

The informant NI-3 also said that particularly, there are a very few social and 

environmental NGOs who monitor the hotel CSR practise in Cox’s Bazar. Majority of 

them are not motoring the hotel CSR practise due to the lack of relationship between 

social organisation/NGO and Hotels, also the lack of proper communication. Hence 

the formant NI-3 revealed another concern of not monitoring the adverse activities of 

the hotel industry by the social and environmental NGOs which is: 
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The hotel owners try to hide all of their negative impacts on the society and 
the environment by convincing all those concerned social organisation and 
NGO through bribe, or by giving other facilities (NI-3). 

Moreover, the next informant from this group, NI-5 mentioned that: 
 

Pressure from social and environmental organisations, regulatory authority, 
and the local administration, is also a vital social driver in terms of hotel CSR 
practices because, if the companies do not feel any pressure from the 
regulatory authority, from NGOs, or from local authorities, then it will depend 
solely on their personal willingness (NI-5).  

 
In keeping relation to the aforesaid thoughts, the informants RI-1, RI-2, RI-4 and RI-5 

from the regulatory officials simultaneously focused on this issue that acknowledged 

various monitoring agencies roles to encourage or inspire the hoteliers about their 

social and environmental accountability. For example, the informant RI-1 believed 

that:  

The pressure from local and international NGOs, regulatory authority (e.g. 
Department of environment, Local government, Parjatan Corporation) is also 
a social driver because they have the power to inspire the hoteliers of 
practicing CSR activities, as they monitor their all good and bad activities 
(RI-1).  

At the same time, the following two informants RI-2 and RI-4 also provided supports 

to the view expressed by the informant RI-1. In this regard, they (informant RI-2 & 

RI-4) said that: 

Their proactive role is also a social driver in Bangladesh. Because if they 
reveal their good or bad impacts, if any, in the society and in the environment 
to the media, then there is possibility for good as well as bad publicity of that 
organisation, which will create consequence on their brand image (positive or 
negative) (RI-2).  

 
As a regulatory official, I can say active role of several government agencies 
is also a social driver because their active role will make several hotels or 
organisations socially and environmentally responsible, I believe (RI-4). 

 

But, the informant RI-4 further mentioned that as CSR activities are still not made 

mandatory in Bangladesh, you will find not so many hotels are involving into CSR 
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practices because of their lack of willingness. Hence government agency can play an 

effective role. In addition, the next informant RI-5 professed that the active 

participation of NGOs and other social organisations, the pressure from regulatory 

authority, and the vibrant role from local administration can be considered as social 

driver because: 

Ultimately, they are the key role player of involving any sector into CSR 
practice in Bangladesh. Most of the organisations are afraid of their negative 
activities or impacts created in the society and the environment, and hence the 
aforesaid agencies are the accountable to highlight all those adverse impacts 
through media (RI-5). 

 
Thus, all the three categories of respondents (e.g., hotel top management, NGO 

executives and the regulatory officials) have acknowledged the pressure from the 

monitoring agencies can act as an influential force for the hotel sector of Bangladesh 

of implementing or adopting responsible business practices. The previous researchers 

also found similar findings in their respective study that the regulatory or government 

and NGOs pressure is one of the key drivers to embrace socially and environmentally 

responsible activities within the organisations. 

 

4.7.5 Sub-theme: Individual Self-awareness 
 

 

 

 
 
 
 
 
 
 
 
 
 
 
                      Figure 4.26: Sub-theme: Individual Self-awareness 
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Hence, the term ‘individual self-awareness’ refers to the distinct awareness of 

individual stakeholders such as top management of organisation, employees, 

customers, social and environmental NGOs, and community. Five (5) informants, e.g. 

HI-2, HI-3, HI-8, RI-2, and RI-4, have identified individual self-awareness as a social 

driver for the hotel sector of Bangladesh for implementing social and environmentally 

responsible activities. Moreover, several prior studies also focused on the individual 

stakeholder’s awareness about the CSR practices of the organisations. In this regard, 

Levy and Park (2011) said that CSR can bring more than a few potential benefits to 

hotel brands and individual properties, however, the lack of managerial awareness and 

learning in this arena has been argued to be a major organisational barrier to 

implementation of socially responsible practices (Levy & Park, 2011). Besides, 

Bohdanowicz (2006) recognised consumer awareness as a key driver of hotel 

adoption of CSR initiatives and day by day the increased consumer awareness of CSR 

efforts may lead to more hotel guest demand.  

 

Similarly, Bhattacharya et al. (2009), Bhattacharya et al. (2008), Sen et al. (2006) also 

focused on the organisation’s stakeholders’ awareness to CSR related activities and 

they specified that the overall awareness and familiarity toward CSR initiatives and 

activities among stakeholder population is quite low, while it is clearly important for 

stakeholders to be aware of CSR initiatives. In addition, on the word of Du, 

Bhattacharya and Sen (2010), the stakeholders’ awareness of a company’s CSR 

activities and the company’s returns to CSR are contingent to each other. And in line 

with the earlier authors, they also told that the awareness of a company’s CSR 

activities among its internal (e.g. employees) and external (e.g. consumers) 

stakeholders is typically low (Du, Bhattacharya & Sen, 2010).  
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In Bangladesh, although the notion of CSR is a relatively new concept in our 

corporate culture, however, the awareness about social and environmental 

responsibility has been increasing gradually (Azim et al. 2009). Till now, due to the 

lack of awareness and knowledge of corporate top-managements, managers, 

employees and their customers, most of the business organisations are still away from 

the CSR related activities (Belal & Cooper, 2007). In relation to the above opinions, 

the informant HI-2 said that: 

As you know that the term CSR is still a new thought in Bangladesh, only a 
portion of corporate people is aware of this idea, if I am not wrong. So, 
individual knowledge and awareness of CSR activities can play a significant 
role in this regard. Because, obeying the rules and regulations, maintaining 
discipline, and doing good for the society and environment must come from 
the individual awareness. Hence self-awareness is more important, to me, 
than the other concerns of CSR. We see, the rules and regulations are always 
there in written, but people don’t listen or give any value to those rules and 
regulations unless they are motivated by self-awareness (HI-2). 

 
Likewise, the informant HI-3 also talked about the individual awareness and 

knowledge. The informant HI-3 explained that as the hospitality sector is blooming 

gradually, so, I think proper knowledge and awareness to CSR are vital for both the 

party i.e. for the hoteliers and for the customers. Because: 

Responsible customers mean they are conscious about the social and the 
environment concerns. So as a responsible customer if I demand responsible 
business practice form the hotel or lodge where I stayed in, consecutively, the 
hoteliers are also bound to operate the business in a responsible and 
sustainable way. Hence proper education, knowledge, and self-awareness are 
crucial (HI-3). 

Similarly, the informant HI-8 also acknowledged individual awareness or self-

awareness as a vibrant driver of social dimension of CSR for the hotel sector of 

Bangladesh for the reason that: 

If you want to do something good for or beneficial to the society or the 
community or the environment, as an entrepreneur or stakeholder, an 
employee, or as a customer, or as a human being, you have to have 
willingness first for doing that activities; hence, willingness comes from 
awareness or consciousness (HI-8). 
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In the same way, the two other informants RI-2 and RI-4 from the regulatory officials 

are also highlighted on the stakeholders’ individual awareness and their 

understandings about self-awareness and hotels CSR practice are provided below: 

Well, if it is related to society, community, or environment, then I must say 
about our individual awareness to our society, because your awareness makes 
you alert about any detriment of the existing environment and the society (RI-
2). 

 

I would say about our self-awareness, because it is the thing which can make 
you, maybe as entrepreneur or employee or community people, responsive 
towards society and environment and oppose you to do any harmful activity on 
the earth (RI-4). 

 

Therefore, based on the above conversations of informants and from the supports of 

prior investigations, it can be concluded that stakeholders’ individual self-awareness 

is an important social driver of inspiring the hoteliers to practice socially and 

environmentally responsible business activities in Bangladesh. 

 

4.7.6 Sub-theme: Dominant Family Ownership 
 

 
 

 
Figure 4.27: Sub-theme: Dominant Family Ownership 
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The next sub-theme under social dimension of CSR is dominant family ownership and 

three (3) informants such as HI-8, NI-3 and NI-5 have mentioned family ownership as 

one of the obstacles for implementing CSR practices in the hotel of Bangladesh. Prior 

investigations also supported the informants’ observations. For example, several 

researchers, such as Imam (2007), Imam and Malik (2007), Farooque et. al., (2007), 

Siddique, (2010), Muttakin and Khan (2014) mentioned in their respective study that 

like many other developed and developing countries, in Bangladesh most of the 

companies are dominated by a high level of family ownership and management. 

Consequently, most of the companies have executive directors, CEO and chairman 

from the controlling family and, on average, the top five stockholders hold more than 

50% of a firm’s outstanding stocks. Accordingly, they identified family ownership as 

one of the key concerns of adopting CSR activities within the organisation.  

 

Moreover, Block and Wagner, (2014), Chau and Gray (2002) found a negative 

association between family ownership and firms CSR practices and its disclosures. In 

keeping relation to the prior literature, the informant HI-8 assumed the traditional 

ownership in the family business as one of social barriers for the hotel sector of 

Bangladesh and its responsible business practice. The informant HI-8 also said that:   

 
It’s a common practice in Bangladesh that all the members will be the director 
or board of member. Sometimes they are not equally qualified and do not have 
decision making capability. This tradition creates obstacle for spending or 
allocating additional budget for social and environmental activities, 
according to my experience in this sector (HI-8) 

In line with the informant HI-8’s view, the informant NI-3 from the NGO executive 

category, revealed that:   
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The dominant family ownership in Bangladesh is another vital social barrier. 
In most of organisations, family members are holding directorship of their 
business and those who are newly joined in their business, they found their 
senior family members did not participate or practice any kind responsible 
activities for the society or for the environment, apart from doing some charity 
work. Thus, these new comers will also follow their seniors’ trend and will 
only focus on making profit. Hence their education, or knowledge or 
awareness can play a significant role for the betterment of the society and the 
environment rather than only focusing profit (NI-3). 

 
 

At the same time, another informant NI-5 from the same category, also identified the 

dominant family ownership as a social barrier for the hotel sector of Bangladesh of 

implementing CSR activities. Hence, the informant NI-5 stated that:  

This is a trend in our country that all family members will be the stakeholder 
or will receive the directorship of the company, while all are not equally 
educated. So, the problem is, some of them are eager to practices CSR 
activities and some of them are eager to save and maximise their money. This 
is a common cultural tradition in our country and is a social barrier of 
performing CSR activities for the hotel industry of Bangladesh (NI-5). 

 

Therefore, according to the findings of the previous inquiries and from the 

observations of the three (3) informants, it can be said that the traditional practice of 

family ownership in Bangladesh corporate sector is one of the principal drawbacks 

regarding CSR practices in the hotel sector of Bangladesh. 
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4.7.7 Sub-theme: Lack of Community Awareness & Knowledge 
 

        
  Figure 4.28: Sub-theme: Lack of Community Awareness & Knowledge 
 
 

Here, community awareness and knowledge refer to the responsiveness of the local 

community to the organisation's responsibility that is whether the business 

organisations are destroying the natural beauty of the local area, polluting the 

environment or deteriorating the societal culture through their activities. Besides, 

community awareness and knowledge also include the traditional cultural resistance 

of the society or the community. Out of nineteen (19) interviewees, ten (10) 

interviewees, such as HI-1, HI-3, HI-4, HI-6, HI-8, NI-2, NI-3, NI-5, RI-3 and RI-4, 

have identified the lack of community awareness and knowledge as a social drawback 

of involving the hotels into socially and environmentally responsible activities. By 

reviewing the previous literature of CSR practices and its disclosers, it was revealed 

that only a few researchers pointed out about the awareness and knowledge of the 

local community. For example, Azmat & Huq (2015) talked about the low level of 

education and awareness of the members of the society, Belal and Cooper (2011) 
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mentioned about the overall shortage of knowledge/awareness regarding CSR 

activities and its disclosers, Ullah (2013) also focused on lack of awareness of the 

stakeholder, and Aminuzzaman, (2010) highlighted on the public awareness and 

community involvement. Besides, from the developing and developed country 

context, Amran et al. (2013) specifically emphasised on the empowerment of the 

society along with the community for better CSR practice. The authors said that the 

public sector includes all types of government agencies should play their role in 

providing awareness to the community about its rights and capability to become an 

effective change agent regarding the responsibility of firms operating within its 

environment. Wilmshurst and Frost (2000) also mentioned about the growing 

community awareness and concern to ensure the firms CSR activities to the 

community, society and the environment. In addition, Deus, et al. (2019) specified 

that the lack of knowledge and awareness as a prominent barrier for implementing 

CSR activities, which can be overcome through government and higher education 

institutions initiatives. 

 

Likewise, the informants of this study also pointed out that proper awareness and the 

knowledge of the community can play an essential role for the hotels to practice CSR 

activities in Bangladesh. Unfortunately, due to the lack of CSR related education and 

awareness, they are behind in comparison to the developing and the developed 

countries. Hence the informants HI-1, HI-4 and HI-8 have spoken about the lack of 

knowledge and the awareness of the community. And as per their opinion, due to the 

lack of proper awareness of the community, some dishonest businessmen were cutting 

the hills or taking the soil from the hills continuously, but the people from the 

community were raising their voice against these types environmentally harmful 
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activities, which a common scenario in Bangladesh. Hence the informant HI-4 stated 

that: 

Due to the lack of community awareness, our community people are still not 
aware of organisations’ responsibility to them, to the society and the 
environment. May be due to their lack of knowledge, CSR is still a new 
concept in our society and country (HI-4). 

 
Meanwhile, the informants HI-3, HI-6 and HI-8 focused on the traditional cultural 

resistance of the community people. At this point, the informants HI-3 and HI-6 

talked about the traditional cultural resistance of the community, which is one of the 

major social blocks in our society. Due to our lack of education or knowledge about 

the hospitality sector, our parents do not allow or encourage us to do job in hotel 

industry. In our country, parents feel lack of prestige or feel a little bit disrespect 

when their son or daughter is doing for some hospitality work, or if they are serving in 

the housekeeping department or if they are serving into front desk. The experience is 

bitterer for female employees. We have some great opportunities for female staffs and 

sometimes we search for the local female workers as we believe equal opportunity for 

all as well as community involvement, which is also the inhouse CSR activity. But 

you know people here in Cox’s bazaar who are living have some conservative minds 

due to their shortage of knowledge and they don’t want to allow their girls to work in 

a hotel. Hotel to them is a bad thing and bad side. Job respect isn’t there. Hence the 

informant HI-6 said that: 

If the local community does not show respect to the hospitality job, does not 
accept us in to the community, then how could we serve the community and the 
society? But we believe that we can recover this through our responsible 
activities, goodwill, promotional activities and awareness building campaigns 
(HI-6).  

 

The informants also said that, in our country context, our parents are scared of the 

current deterioration of law and order, which might be another reason for them not to 
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allow females for hotel job. Besides, the gap of communication between hospitality 

sector and community or society might be another reason here. Similarly, the 

informant HI-8 revealed that: 

As an operation manager of a rated hotel in Dhaka, I can say, our traditional 
cultural and societal resistance is one of main social barriers because, for 
example, government gives us licence to operate our hotel or business in a 
commercial area or in a tourist destination-based area, where international 
tourists are our main guests. Now the problem is, sometimes we are not able 
to legally fulfil our customers’ or guests’ demand including alcohol and other 
amenities, which are, in fact, affecting our business due to decreasing our 
foreign guests. And you know hotel’s business performance and their 
additional activities to the society and the environment are interrelate to each 
other (HI-8). 

 
Likewise, the informants from the NGO executives also pointed out the lack of 

community awareness and knowledge in their discussion. The informant NI-2 

mentioned that we are not hundred percent educated country and very less people are 

much aware of this social activity and responsibility. In the same way, the informant 

NI-3 specified that people from this country are not aware about their social welfare, 

in terms of, education, health and safety, sanitation, or about their social and 

ecological development, which is another influential social barrier in Bangladesh 

context. Hence you can also say that: 

Due to the lack of community awareness and knowledge, there are some 
hotels, they do not feel pressure to involve themselves into social or 
environmental activities, which is a part of responsible business as well (NI-
3).  

Moreover, the informant NI-5 also supported to the above opinions by saying that: 

The lack of local community awareness is one more social drawback in 
implementing CSR into the hotel sector because if any hotel destroys their 
localities culture and environment, or creates negative impacts in the society, 
due to their lack of knowledge and awareness they will not feel it (NI-5). 
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In keeping line with the opinions of the earlier informants from the hotel top 

management and the NGO executives, the informants from the regulatory officials 

equally focused on the community awareness, their knowledge, and their cultural 

resistance. According to the informant RI-3, in Cox’s bazaar, the local people are very 

conservative due to their traditional culture and lack of knowledge. Thus, when 

foreign tourists come wearing western dresses or wearing their comfortable dresses 

due to hot and humid environment, according to their local values, they are not ready 

to accept that kind of dresses. It is a common cultural issue for another tourist place 

like Sylhet, Potuakhali and in the whole country, and we are yet to accept it. In the 

same vein, the informant RI-4 also acknowledged that due to our (community) 

cultural and religious resistance, our lack of knowledge, and our lack of exposure, we 

do not know how the other people live and how different lives can be. That’s why 

sometimes we do not show respect to international tourist’s culture. As a result,  

The international visitors or tourists do not feel comfortable, and they change 
their mind and choose a new destination from another country, which 
eventually affects the financial performance of the hospitality sector. And 
when your business is not running well, definitely you cannot perform any 
additional activity like CSR rather than concentrating your own business (HI-
4).   

 

Therefore, as per the opinions of the informants, the lack of community awareness, 

knowledge and their traditional cultural resistance are affecting the hotel sector’s 

responsible business practices, which are also supported by the earlier literature, 

where the researchers also emphasised on the community awareness towards 

organisation’s social and environmental responsibility. 
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4.7.8 Sub-theme: Lack of Cooperation from Concerned Authority  
 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

  Figure 4.29: Sub-theme: Lack of Cooperation from Concerned Authority 

 

In this case, five (5) informants, e.g. HI-1, HI-6, HI-7, RI-3, and RI-5 have revealed 

the lack of cooperation from the concerned authorities as a subsequent sub-theme 

under the social dimension of CSR in the context of Bangladesh’s hotel sector. Here 

the term ‘concerned authority’ refers to the various national and local governmental 

departments or agencies such as Bangladesh Parjaton Corporation, Department of 

Environment (DoE), Bangladesh Power Development Board (BPDB), Water Supply 

and Sewerage Authority (WASA), law enforcement authority and the local 

government authority etc. The informants of this study accused all those departments 

or agencies of not providing necessary services regarding electricity, water supply, 

natural gas supply, discharge of solid waste and sewage, to the hotel sector, 

sometimes because of bribe or extortion or other facilities, and sometimes their lack 

of coordination and workforces. A few previous studies also found the similar views 

in their respective study. For example, Aminuzzaman (2010) mentioned about the 

lack of inter-sectoral coordination, cooperation and coherence in dealing with social 
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and environment related issues is a major issue in Bangladesh, and this hinders 

smooth operation and execution of sustainable management regime. While Belal et al. 

(2015) focused on the institutional and policy weaknesses of the concerned public 

agencies, which are responsible for environmental and natural resource management 

in Bangladesh. These weaknesses include the lack of an integrated approach, weak 

institutional mechanisms and politicisation and favouritism in service delivery. The 

authors also mentioned that it is difficult in the Bangladeshi context for the 

government officials to ensure compliance without having the necessary backing of 

their political masters (Belal et al. 2015). Along with the aforesaid discussions, the 

informant HI-1 and HI-6 revealed that the lack of cooperation from the government 

officials is a serious social concern for the hotel sectors and sometimes this lack of 

cooperation interrupts hotel’s business operation. Hence the informant HI-6 voiced 

that: 

If we go to them for minimum supports that we require on regular basis, we 
cannot have that. If we spend something, then they are eager to help us. At 
every office you find the same scenario. This is not actually acceptable and 
hampers our day-to-day business activities (HI-6). 

In the same manner, the informant HI-7 said that: 

The lack of initiatives, management capability, and cooperation from the 
concerned local authority regarding day-to-day services and supports, are 
some of the core components under social barrier for the responsible business 
practice of the hotel industry (HI-7). 

 
The informant also stated that: 

The lack of involvement of concerned authority such as Bangladesh Tourism 
Board, Bangladesh Parjaton Corporation, Department of Environment is also 
a social obstacle because they used to active only when there is any national 
program or national day otherwise most of the time they are inactive (HI-7). 

 
 

On the other hand, the informants RI-3 and RI-5 from the regulatory officials 

acknowledged the weaknesses of the regulatory department concerning safety and 

security issues, due to which the number foreign tourists are lessening day by day and 
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affect their hotel business. Hence the informant RI-3 said that: 

The deterioration of the present safety and security issues is one of the major 
the drawbacks of our regulatory department, but the government is trying to 
ensure the safety of the tourist, both the local and foreign tourists, but some 
safety issues are still concern of the government as we are highly populated 
country (RI-3).  

In this situation, the informant RI-5 explained that: 
 

What I always heard is the hoteliers are not getting proper support or 
cooperation from the respective department or agency, maybe which is also 
because of the social problems such as bribery, extortion etc. Thus, lack 
assistance from the concerned authority or department is also a social barrier 
and may affect their responsible business operation (RI-5). 

 

Therefore, all the five (5) informants emphasised that due to the lack proper 

cooperation from the several related departments or agencies can hamper the hotel 

business performances in Bangladesh, which ultimately affect their social and 

environmental activities as these activities are directly related to the economic 

performance of the hotel. And the informants’ thoughts also supported by the prior 

literature related to the wellbeing of the society and the environment in the context of 

Bangladesh.  

 

4.7.9 Sub-theme: Political Disturbance  

 
 

 
 

 
 

 

 

 
 
 
 

 
       Figure 4.30: Sub-theme: Political Disturbance  



238 
 

The following sub-theme under social dimension of CSR is political disturbance and 

hence five (5) informants e.g., HI-4, HI-6, HI-7, NI-1 and RI-5 have mentioned that 

political disturbance is one of the uncontrollable obstacles for the hotel owners or 

managements in practicing social or environmental activities. The political contextual 

of Bangladesh is also supporting the informants’ statements. According to Islam and 

Pattak (2017) the smooth and stable political state can play a significant role in the 

overall development of a country like Bangladesh where democratic government and 

their policies regarding socio-economy, human resource development, 

unemployment, foreign direct investment, and environment can help gain economic 

sustainability. But, from the last few years, the political fiascos like strikes, scuffles, 

labour unrest, reckless activities by some uncontrolled political leaders, etc., have 

become some of the hindrances to the socio-economic development of the country 

(Hossan et al. 2012). And because of these concerns, all the business sectors of the 

country including the hospitality sector, are facing numerous problems. Particularly, 

in the hospitality industry, the number of foreign tourists is decreasing day by day and 

the foreign investment is also almost zero in this sector.  

 

In the same way, Samaratunge et al. (2008) said that the lack of co-relation and 

interdependence among political, administrative and business sectors is a constraint to 

the willingness of practicing CSR. In addition to this, Azmat & Haque (2015), Azim 

et al. (2011), Hossain & Rowe (2011) also mentioned in their respective study that the 

political anarchism and disturbances are encouraging business communities to be 

socially and environmentally irresponsible. Along with the argument of the prior 

literature, the informants also uttered about the influence of political disturbances in 

their businesses which demotivated them for being irresponsible toward the society 
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and the environment. Hence, the three (3) informants HI-4, HI-6 and HI-7 from the 

hotel top management acknowledged that the political instability, disturbance of 

political leaders, and misuse of political power are creating the obstacle for the CSR 

activities of hotel sector in Bangladesh. As the example, the statements of the 

informants’ HI-6 and HI-7 are provided that below: 

Some political leaders also disturb us, like giving them some hotel rooms on 
free basis, which actually isn’t possible. So, political disturbance is there. And 
if you go through it properly then you can see that we have some fixed cost 
and we have to maintain an overall cost per month, per room, etc. But they’re 
not eager to pay as we require, even they don’t want to pay the minimum 
requirement we’re spending as our regular cost (HI-6).  

 
Political pressure or disturbance is another one as you know we have some 
fixed cost per day, there are some politicians who used to come here with a 
group of people for their purposes but during the departure time they are not 
willing to pay the minimum hotel payments, and sometimes they misuse their 
power as well. So, this kind of activities will keep us away from other 
responsible activities (HI-7). 

 

In the same manner, the subsequent informants NI-1 from the NGO executives and 

RI-5 from the regulatory officials, both stated that current political situation, reckless 

activities of political leaders and their abuse of power, insufficient support from the 

law and order agency are some mentionable drawbacks under social dimension of 

CSR in the context of the hotel sector of Bangladesh. Hence, the informant NI-1 

expressed that the misuse of political power and excessive governmental dominance 

are critical social blocks in our country context. And government itself, regarding lack 

of policy, infrastructure, workforce, knowledge, and lengthy bureaucratic system, is 

liable for these types of social blockades which affect the growth of the country’s 

business sector negatively. While, the informant RI-5 stated that to generate financial 

wealth or revenue is the core intension of any business, so adequate presence of 

tourist is an essential prerequisite, however, due to the reasons such as political 



240 
 

disturbance, lack of proper initiatives from government and lack of proper growth of 

this industry, day by day the number of foreign tourists is decreasing. The informant 

further voiced that:  

While you see your business is not going accurately, so definitely you will not 
involve into some additional responsible activities for the society. Because 
business performance and participation of responsible activities, they are 
interrelated, I think, because profit and CSR practice are directly connected 
(RI-5). 

 

On the other hand, the informant RI-5 pointed out that sometimes it was also observed 

that with the help of immoral political leaders they (hoteliers) used to break the rules 

and regulations or wanted to get some illegal favours for them. In this situation, the 

regulatory officials cannot perform their duty due to the political disturbances. 

Therefore, the political disturbance is always playing a negative role in practicing 

CSR activities or in adopting practices in the hotel sector of Bangladesh on the basis 

of informants’ opinions as well as the earlier literature review.  

 

4.7.10 Sub-theme: Departmental Power Exploitation 

  

 

Figure 4.31: Sub-theme: Departmental Power Exploitation 
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According to the findings of the conducted interviews, a total of 13 informants out of 

19 identified ‘departmental power exploitation’ is one of the fundamental barriers of 

the social dimension of CSR for the hotel sector of Bangladesh. Here, ‘departmental 

power exploitation’ refers to the corruptions, lengthy bureaucratic systems, bribe, 

extortion etc practiced by the various governmental departments such as Bangladesh 

Tourism Board, Bangladesh Parjaton Corporation, Department of Environment 

(DoE), Bangladesh Power Development Board (BPDB), Water Supply and Sewerage 

Authority (WASA), and government regulatory authority. Almost all the thirteen (13) 

informants from the three categories of interview respondents have agreed that the 

power exploitation by the employees of abovementioned governmental agencies or 

departments is pulling back the growth of hospitality industry. All these misdeeds are 

standard practice in Bangladesh since its independence in 1971 and nowadays, the 

ordinary people of Bangladesh viewed corruption is as ‘a way of life’ (Zakiuddin & 

Haque, 2002). A survey conducted by the Bangladesh Unnayan Parishad found that 

95 % respondents believed that the police was the most corrupt department, followed 

by the customs, the department of excise and taxation, the administration, and the 

judiciary. In addition to this, around 62% respondents mentioned that the government 

officials are primarily responsible for the corruption in Bangladesh (Zakiuddin & 

Haque, 2002).  

 

Besides, from the National Household Survey 2010 conducted by the Transparency 

International Bangladesh (TIB) exposed that 84.2% households of Bangladesh 

experienced corruption during their interactions with different public and private 

service sectors, while in 2007 the percentage was 66.7%. The survey also revealed 

that in 2010, the most corrupted sector was judiciary (88%) and followed by law 
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enforcement agencies (79.7%) and land administration (71.2%) (Saha, 2014). The 

author also uncovered that in doing business in Bangladesh includes a very high 

hidden cost and the bureaucrats are the principally responsible for this increased 

hidden cost of doing business in Bangladesh due to their corrupt practices (Saha, 

2014).   

 

In the same way, the scholars who did their study in Bangladesh context, most them 

highlighted the corruption and bureaucratic process practiced by the several 

governmental agencies. For example, Sobhani et al. (2009), Belal and Owen (2007), 

Belal (2008) mentioned that widespread corruption, bureaucratic difficulties are some 

of the key reasons for which the country is still lagging behind in comparison to other 

developing countries. Likewise, Islam (2012) have identified extensive political 

corruption, lack of political and social stability as the impediments to the growth of 

the business of the tourism and hospitality sector.  Besides, Azmat and Haque (2015), 

Azim et al. (2011), Hossain and Rowe (2011) have also mentioned that presence of 

extensive political and bureaucratic corruption often encourages companies to avoid 

engaging in social and environmental commitments. In keeping relation to the above 

arguments, the informants HI-1, HI-3, HI-6, HI-7 and HI-8 from the hotel top 

management category have also recognised the department or agency wise corruption, 

bureaucracy, bribe are some of the issues under social dimension of CSR which 

discouraged the hoteliers or keep away hoteliers from their responsible business 

practices. Hence, the informant HI clarified that: 

For the flourishing of this hotel sector, only in-bound tourists are not enough, 
we need foreign tourist as well as foreign investment as CSR activities 
involves additional cost. Unfortunately, in Bangladesh, we cannot attract 
foreign investors because of bureaucracy. Fortunately, if one succeeds in 
investing, he cannot run his business because of corruption (HI-1). 
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Similarly, the informant HI-3 and HI-6 have also talked about the widely practiced 

corruption, and the bureaucracy of the several governmental agencies and their views 

are: 

The departmental corruption and their lengthy bureaucratic system is a social 
barrier here because the person who will monitor this sort of CSR activity, or 
the person who will expect these kinds of responsible activities, they 
sometimes get motivated with the bribe amount and sometimes put hand on 
their eyes due to lack responsibility (HI-3). 

 
Yes, there are some traditional hindrances when you are going to adopt 
socially and environmentally friendly activities, and I guess widespread 
corruption is one of the leading social barriers, not only for the hotel sector 
but also for all the other areas. Corruption is something you can find 
everywhere, especially in government officials. We’re fed up with the term 
corruption indeed (HI-6). 

 

Moreover, the informant HI-7 and HI-8, both have focused on the issue of 

bureaucratic problem of the various governmental offices. The informant HI-7 said 

that due to the lengthy bureaucratic system along with corruption we cannot get on 

time emergency maintenance services from them, while the informant HI-8 stated that 

due to bureaucratic problem the hoteliers are not getting one stop service from all the 

concerned governmental departments or agencies, which indeed affecting their 

business operation.  

 

In the same vein, the informants from NGO executives e.g., NI-1, NI-3, NI-4 and NI-

6 have also stressed the same issue as discussed by the earlier informants from the 

hotel top managements. Hence the informant NI-1 pointed out that misuse of power, 

corruption, and governmental dominance and lengthy bureaucratic system are of the 

important components of the social barrier in our country context and government 

itself is liable for these types of immoral activities. All these activities are hampering 
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the growth of every business sectors including the hotel sector. In line with the earlier 

informant, another informant NI-3 stated that:  

One of the most important social barriers is corruption in Bangladesh. For 
example, if you go to department of environment, or to some other regulatory 
agencies either to renew some license or to take permission for some other 
purpose, the most common scenario is you cannot get any support without 
giving some monetary facilities. Otherwise, we have to wait months after 
months for their decision about any particular task (NI-3). 

 

Moreover, following the view of the informant NI-4 and NI-6, the officials from 

various department of the government, they used to harass the hotel management due 

to their illegal intention such as bribe, extortion etc.  In this regard, both the informant 

expressed that: 

When an organization has a good intention of doing something for the society 
or for the environment or for the local community whether it’s a hotel or any 
organization, the concern of corruption and transparency will be there. In a 
country like Bangladesh, it’s almost common practice. Thus, probably this will 
demotivate the top management that my money is not going to the people, to 
society or to the environment, so let’s not design anything like that rather than 
focusing on profit (NI-4). 

 

One more notable social barrier is corruption, business peoples are getting 
permissions and approvals from the government or local agencies by 
providing bribe, where they don’t even fulfil the necessary requirements to get 
licences or permissions. This is the common scenario of our country, but one 
thing I must say all the regulatory officials are not corrupted, and don’t 
entertain this kind of illegal activity, the percent of corrupted officials not 
more than 20% to 30%. (NI-6).  

 
 
By following the above informants from the hotel top management and from the NGO 

executives, the informants from the regulatory official e.g., RI-1, RI-2, RI-4, and RI-5 

have also identified corruption, and bureaucratic difficulties as one of the social 

barriers for the hotel of Bangladesh in performing or implementing CSR activities. 

Regarding this social barrier, the thoughts of the informant RI-1 is:  
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Corruption, and bureaucratic difficulties are some notable social drawbacks, 
for example investors or stakeholders have to knock continuously door to door 
of every concerned department/agency to get several permissions or approvals 
or licences, and sometimes they have to give bribes. And also, in Bangladesh, 
stakeholders or investors are not getting one stop services from the 
government to operate their businesses (RI-1).    

 

Meanwhile, the informant RI-2 also mentioned the lack of one-stop service and the 

bureaucratic system are some of the social hurdles for the hotel sector’s CSR 

activities. Hence the informant also considered bribery, extortion, and misuse of 

power as social disorders. But, now, as far as I know, the BIDA, Bangladesh 

Investment Development Authority, they are giving one-stop services to those who 

want to get the foreign investment in good initiatives. Besides, the informant RI-4 

said that there are some regulatory constraints, particularly in the hospitality sector 

such as getting the licence or regulatory permissions from the concerned department, 

are lengthy bureaucratic processes in our country and which sometimes affect 

negatively in their business regarding revenue. And in relation to the views of the 

informant RI-2 and RI-4, the informant RI-5 stated that:   

Agency or department wise corruption, extortion are also some obstacles in 
practicing socially and environmentally responsible activities in our country, 
because it will take huge time and efforts to remove all these social problems 
from Bangladesh (RI-5).   

 

Therefore, all the three categories of respondents namely, the hotel top management, 

NGO executives and regulatory officials acknowledged collectively that for 

implementing social and environmental activities in the hotel sector of Bangladesh, 

the presence of departmental corruption and their lengthy bureaucratic system are 

playing the significantly negative role. And due to all these hurdles sometimes the 

investors are not interested in investing, or the hoteliers are kept themselves away 

from the social and environmental activities.     
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4.8 Summary of theme-2: Social Dimension of CSR 

The social dimension of CSR is the second theme of this study and under this theme 

there are ten (10) sub-themes, identified from the analysis of the respondent’s 

interview. From all these sub-themes, some are drivers that motivate the hotel 

stakeholders to implement the CSR activities, while some are the barriers that 

discourage the stakeholders to accept the CSR practices in the hotel sector of 

Bangladesh as shown in figure 4.32 and 4.33, and all these sub-themes, including 

drivers and barriers, are the answer to the second research question (RQ-2) of the 

present study. 

 
 

 

 

 

 

 

 

 

 
 
   
          Figure 4.32: Drivers of the Social Dimension of CSR 

 

The above figure 4.32 is presenting the drivers of the social dimension of CSR such as 

the alliance with government & community; community involvement; governmental 

initiatives & supports; pressure from monitoring agencies and self-awareness. All 

these drivers might influence the hoteliers towards CSR practice as said by the 

interviewees. Among these drivers, twelve (12) interviewees have identified the 

pressure from monitoring agencies as one of the essential drivers under the social 
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dimension of CSR for the hotel sector of Bangladesh, and the next important one is 

the governmental initiatives, supports & involvement as per the opinions of ten (10) 

interviewees. And the following are: community involvement has identified by six (6) 

interviewees; self-awareness by five (5) interviewees and alliance with government & 

community by four (4) interviewees respectively. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 

         Figure 4.33: Barriers of the Social Dimension of CSR 

 

On the other hand, figure 4.33 is offering the barriers of the social dimension of CSR 

for implementing the CSR practices in the Bangladesh hotel industry includes 

dominant family ownership; lack of community awareness & knowledge; lack of 

cooperation from concerned authorities; political disturbance and departmental power 

exploitation. Hence, thirteen (13) respondents have chosen the departmental power 

exploitation as the most significant barrier for the hotel industry of Bangladesh, and 

then ten (10) respondents have selected the lack of community awareness & 

knowledge as the next principal barrier. And followed by the political disturbance 

chosen by five (5) respondents, lack of cooperation from concerned authorities by five 

(5) respondents and dominant family ownership has been selected by the three (3) 

respondents. 

0

5

10

15

3

10

5 5

13

N
o

. o
f 

In
fo

rm
an

ts
 

Barriers

Social Barriers



248 
 

4.9 Theme-3: Drivers and Barriers of Environmental Dimension of CSR 

From the output of the NVivo-11 software, the environmental dimension of CSR has 

been identified as the third theme in the present study. Hence the environmental 

dimension of CSR refers to the hotel sector’s responsibility towards the obligation to 

cover the environmental implications of the company’s operations, products and 

facilities, to eliminate waste and emissions, to maximize the efficiency and 

productivity of its resources, and to minimize the practices that might adversely affect 

the enjoyment of the country’s resources by future generations (Mazurkiewicz, 2004). 

Under the theme of the environmental dimension of CSR, ten (10) sub-themes have 

been identified from the opinions of the interviewees, where some are drivers, and 

some are barriers in implementing CSR practices in the hotel sector of Bangladesh, 

shown in figure 4.34.   

 
  Figure 4.34: Theme-3: Drivers & Barriers of Environmental Dimension of CSR 
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4.9.1 Sub-theme: Corporate Environmental Policy  

 

  
Figure 4.35: Sub-theme: Corporate Environmental Policy 

 
 

The first sub-theme under the environmental dimension of CSR is ‘corporate 

environmental policy’, and nine (9) informants have identified this sub-theme as one 

of the prominent drivers for the hotel sector of Bangladesh in the aspect of 

environmentally responsible activities. Several prior studies also emphasised the 

necessity of corporate environmental policy and its implementation in the business 

sector. For example, Mazurkiewicz (2004) voiced that a set of environmental 

principles and standards can make companies more committed to reducing their 

environmental impact. Because the environmental policy disseminates some clear 

instructions to a company’s intentions to respect the environment in the design, 

production and distribution of its products and services and to commit the company to 

be in full compliance with all laws and go beyond compliance whenever possible. 

Also, to establish an open-book policy whereby employees, community members and 

others can be informed of any potentially adverse effects the company might have on 
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the environment. (Mazurkiewicz, 2004). Besides, Porag (2014) stated that it would be 

helpful if the government created a CSR policy by setting out the expectation that 

some dedicated government departments or agencies working on only the CSR issues, 

and providing guidance and monitoring on such activities.  

 

Moreover, several authors (Fukukawa et al., 2007, Rowe and Guthrie, 2010) have 

found that the progress of corporate social and environmental responsibility 

eventually depends on the ability of governments to propose and enforce set guiding 

principle. At present, for practicing and reporting the social and environmental issues 

are voluntary for companies working in Bangladesh. Although, recently the central 

bank of Bangladesh, Bangladesh Bank, has issued a circular about practicing and 

reporting the CSR activities by all scheduled bank. There are no guidelines for other 

sectors, except textile and chemical plants, as they need to set up effluent treatment 

plant (ETP) for their operations due to their adverse environmental impacts (Hossain 

& Rowe, 2011). 

 

Along with the above discussed perceptions regarding corporate environmental 

policy, the nine (9) informants have also agreed that proper environmental policy for 

the hotel industry can play a vital role in implementing CSR activities in Bangladesh 

hotel sector. Hence the informants HI-2, HI-4 and HI-7 from the hotel top 

management acknowledged the needs of the corporate environmental policy. They 

told that if there is set environmental policy for the hotel sector, only then the owners 

and the top management will face pressure to implement environmental activities. In 

this regard, the thoughts of the two informants HI-4 and HI-7 are;       
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Regarding environmental drivers, first of all, I must say about corporate 
environmental policy, which will pave the way to every organisation about 
their responsibility to the community, society and the environment (HI-4). 

 
Corporate environmental policy is one the most important drivers because if 
you already have some set standards in terms of your social and 
environmental activities, so in that case it’s mandatory to maintain those set 
standards for the growth of your business, no one needs to monitor whether 
your business is involved or not towards CSR activities (HI-7).  

 
 

In line with the hotel top management, the informants such as NI-1, NI-3, NI-4, and 

NI-6, from the NGO executives also mentioned about the need of the corporate 

environmental policy for the hotel sector of implementing internal and external 

environmental activities. Hence the informant NI-1said that currently we are lacking 

set corporate environmental policy for every business sector in our country. Air is 

polluted, soil is polluted, so all the hotels from the Cox’s Bazar have to be very 

careful about the front which they have towards the sea. To preserve the surrounding 

environment requires a lot of effort from both the hotel owners and the law enforcing 

agency. Both together can actually make this situation better. Unfortunately, the 

practice is like this: 

I own the land, who are you here? I’ll raise anything that I find to my own 
interest, so we’re doing everything according to our own interest, not for the 
society, not for the environment, not for the country. You have got to induce 
them, give incentive and at the same time make certain things obligatory on 
them and we have enough rules also, nobody to see them through (NI-1).  

The informant NI-1 further mentioned that: 

On behalf of the NGO spokesperson, whenever you go to discuss all these 
issues to the connected authority or department, they say they’re lacking 
power, they’re understaffed, so they can’t take charge of everything (NI-1). 
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Simultaneously, the informant NI-3 and NI-5, both focused on the sector wise 

corporate environmental policy and if the government recommend and impose 

separate environmental policy for the hotel sector then it will act as driver. Hence 

their (NI-3 & NI-5) views are presented below: 

Once the government will set the sector wise environmental policy then I think 
business organisations will obey all those policies automatically, even you 
don’t need to monitor because they will think it’s the government requirement, 
so we have to follow, no other option available if you want to operate your 
business (NI-3). 

 
Corporate environmental policy will provide a clear idea that what you should 
do additionally to run your business in the society or what is responsibility to 
the society and the environment if you want to do a business in our society. So, 
that’s the clear message to hotel sector from the government, now it’s your 
accountability whether you should follow or not (NI-5). 

 
 

Moreover, the informant NI-6 uttered that maintaining the environmental standard set 

by the government or following the corporate environmental policy is the most crucial 

environmental driver if you want to run a hotel or a business. The informant further 

said that: 

Although there are no separate laws for the hotel industry, all the rules and 
regulations are for the overall industrial sector. So, the government should 
enforce all the business organisations including hotel sector to implement the 
environmental laws (NI-6).  

 

In agreement with the informants from the hotel top management and the NGO 

executive, the regulatory informants RI-1 and RI-4 concurrently mentioned the 

necessity to have set corporate environmental policy for the hotel sector in 

Bangladesh. In this case, the informant NI-1 said that: 

 
The corporate environmental policy is the most effective and powerful 
environmental driver, because of Bangladeshi people’s laws breaking 
mentality. Once the government can introduce individual environmental policy 
and make them mandatory, then the number or ratio of practicing CSR 
activities will be increased, unquestionably (RI-1). 



253 
 

Congruently, the last informant RI-4 highlighted the hotel owners’ reluctance towards 

CSR activities and stated that: 

I do not know, whether you have noticed or not, hoteliers are not getting 
pressured from the local government or agencies or social organisation or 
from environmental NGOs to practice CSR, and not even from the 
people/customer who visit those hotels (NI-4). 

 

In that case, the informant again spoke that we are not conscious enough to hold them 

(hotel owners) responsible for upholding CSR activities. No one is enforcing them, so 

why should they even bother, hence if government announce: 

A corporate environmental policy for the hotel sector then I think the hotel 
industry, their stakeholders, their management will feel pressure from the 
local government or agencies or social organisation or from environmental 
NGOs to practice CSR activities (RI-4).  

 
 

Therefore, the informants from all the three categories have emphasised on the set 

environmental policy for the hotel sector of Bangladesh. Till now all the 

environmental rules and regulations are for the overall business sector including 

manufacturing, textile, RMG, Pharmaceuticals, and the service industry. Thus, if the 

government propose and implement an effective environmental policy for the hotel 

sector, then they will be bound to obey all the rule and regulations under 

environmental policy automatically. 
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4.9.2 Sub-theme: Environmental Promotion 

 
 

 

 

 

 

 

 

 

 
     Figure 4.36: Sub-theme: Environmental Promotion 

 

According to the findings of this study, environmental promotion is second sub-theme 

of the environmental dimension of CSR for the hotel sector of Bangladesh. Hence five 

(5) informants have mentioned that environmental promotional activities can act as a 

significant driver because this type of activities creates awareness of all the related 

primary and secondary stakeholders of the hotel sector towards the environment. A 

few researchers also uttered about the needs of the environmental promotions. Such 

as, a study by Habib et al. (2007) on Banking sector emphasised that under the CSR 

practices, the banking sector should actively promote sustainable development 

through positive support to the society and the environment. Hence Ullah (2013) 

stated that banking sector should encourage the companies who favour better social or 

environmental practices by offering incentives, for instance, loan facilities at lower 

interest rate for the organisation’s environmentally friendly projects or who have 

already proven their social and environmental activities.   
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Moreover, Habib et al. (2011) stated that environmental promotion or green 

marketing is yet to get popularity in Bangladesh and all the business sector of 

Bangladesh including banking sector. The authors found in their study based on the 

banking sector of Bangladesh that only a few numbers of banks (32%) have some 

kinds of promotional activities for their green initiatives. In addition, Ullah (2013) 

said that to promote the environment and the green activities, government and the 

central bank of Bangladesh can play a significant role by sponsoring the green 

activities for the green awareness in the country. 

 

In agreement with the aforesaid prior researchers, the informant HI-2 also emphasised 

on the hotel environmental promotion and said that if the hotel top management does 

not promote their environmental activities, how the guest or consumer or even the 

community will know about this kind of activities. So, it is the owners who must 

come forward to promote the environment-related activities and to create awareness 

towards it.  Simultaneously, the informant HI-4 and HI-6 also focused on the 

necessity of the environmental promotion of preserving the natural environment and it 

resources from the adverse activities of the hotel sector as well as the other sector. 

Hence, they (HI-4 & HI-6) stated that: 

Another important driver is environmental promotion, that is, to promote the 
environment itself, and environmental practices, even though we are lagging 
behind of it. Due to the dearth of promotional activities, our tourism and 
hospitality sector is not booming expectedly (HI-4). 

 
Environmental promotion is a modern environmental driving force which in 
fact will increase all of our environmental knowledge and awareness towards 
environmental sustainability, which is also much needed because our country 
is going through severe environmental pollutions like water, air and soil 
pollution (HI-6). 
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Likewise, the informant HI-8 clarified that: 

As you know that Bangladesh is a country of natural beauty, we have so many 
tourist destinations such as Cox’s Bazar, Rangamati, Bandarban, Kaptai, 
Sylhet, Patuakhili and many more, which are affluent with natural beauty and 
resources. Unfortunately, due to lack of monitoring and promotion, and the 
adverse activities by the different organisations, all these destinations are 
losing their natural beauty and resources. Therefore, by environmental 
promotional activities from the government, from national tourism board, 
from local administration can increase the environmental awareness of hotel 
owners, employees, suppliers, customers and the community, to protect our 
ecology and its resources (HI-8). 

 
To provide support to the views of the above informants regarding environmental 

promotion, the following informant RI-4 expressed that like many other countries 

with this region, Bangladesh is also very much environmentally gifted country 

includes beaches, hill tracks, and mangrove forests, tea gardens and many other 

natural beauty-based places. But due to the shortage of knowledge and awareness, the 

several business sectors including hotel sector are destroying our environment and 

natural resources by their harmful activities such as hill cutting, top soil erosion, 

discharging wastes in open place, using natural resources in unsustainable way etc. 

Thus, in this situation: 

The environmental promotion would be an effective driver in promoting and 
creating awareness to environment as well as to motivate all the stakeholders 
(internal and external) related to the hotel sector towards environmental 
sustainability practices (RI-4).    

 

Therefore, all the available prior research in Bangladesh context and the informants of 

this study stressed on the environmental promotional activities to preserve our natural 

ecology and the resources. The informants also emphasised that through 

environmental promotion from the government, tourism board, department of 

environment might change our local hotel owners’ mind-set towards environmentally 

sustainable practices.   
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4.9.3 Sub-theme: Environmental Training or Campaign 

 Figure 4.37: Sub-theme: Environmental Training or Campaign 

 

The environmental training or campaign is the nest sub-theme of the environmental 

dimension of CSR, and a total of sixteen (16) informants out of nineteen (19) have 

identified this sub-theme as one of the crucial drivers of hotel CSR practices in 

Bangladesh. More than a few previous studies have also discussed the role of the 

environmental training in the adaptation of environmental management system. 

According to Sarkis, Gonzalez-Torre, and Adenso-Diaz, (2010), training is an 

essential part of the operations and environmental management research programme 

and continues to be a significant, yet understudied topic. The appropriate and practical 

training for workforce or employee is a mandatory requirement nowadays for 

environmental tools such as design for environment, life-cycle analysis, recycling and 

other environmentally proactive practices (Sarkis, Gonzalez-Torre, & Adenso-Diaz, 

2010). Additionally, training programs focusing on the educating and increasing 

knowledge for the organisation’s employees might help to overcome the possible 
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barriers to adopting various environmental operating practices as well as the 

employees will recognise how the environment can affect and be affected by their 

duties and decisions with this knowledge (Sarkis, et al., 2010). 

 

Moreover, Perron, Côté, and Duffy, (2006) also emphasised on the training for 

gaining environmental knowledge and creating awareness. They said that effective 

environmental education and awareness training initiative is one key aspect or 

necessary condition for a successful environmental management effort and will 

provide essential understandings to the employees to conduct themselves in an 

environmentally aware manner and make environmentally responsible decisions in 

the organisation (Perron, Côté, & Duffy, 2006).  

 

Besides, Salequzzaman and Stocker (2001) advised integrating the environmental 

related matters in all training programs for public and private sector officials and 

employees together with industrial and commercial workers in Bangladesh. At 

present, among the different business sectors, the banking sector is already facilitating 

various environmental related training and program to their employees arranged by 

the Bangladesh Bank (BB), Bangladesh Institute of Bank Management (BIBM) or 

other NGOs (Habib, 2010; Ullah, 2013). In keeping relation to the prior literature, the 

informants form the hotel top management (e.g. HI-1, HI-3, HI-4, HI-5, HI-6, HI-7, & 

HI-8) have realised the needs of environmental training in practicing CSR activities 

and admitted it as an effective environmental driver. Hence the informant HI-1 stated 

that the environmental training increases the knowledge and the skills of the 
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employees to take care of the wastage of water and energy, while the opinions of the 

informants HI-3 and HI-4 are:     

Environmental training is one more driver for the hotel CSR practice because 
it will create environmental awareness and can motivate the hotel 
management, employees, customers, even community towards green and 
sustainable practices (HI-3). 

 
From environmental training all the employees can learn about energy and 
water conservation, reducing environmental pollution, minimizing waste 
generation, health and safety issues, and many other green activities which 
will help to make our business responsible and sustainable (HI-4). 

 
Likewise, the informant HI-5 emphasised on the organisations’ environmental 

initiatives such as environmental awareness creating programs, environmental 

training and environmentally friendly or ecological activities. The informant HI-5 also 

shared one example that: 

As a part of the environmental training, they do earth hour in the month of 
May, one environmental activity that saves energy. Hence earth hour means 
you should shut down the all lights for one-hour, same time according to the 
GMT. It’s done yearly once. That means we’re saving energy for one hour, 
simultaneously we are also benefited economically (HI-5). 

 
At the same time, the informants HI-6, HI-7, and HI-8 also expressed similar opinions 

in this regard that institution or organisation wise environmental training and the 

campaign is a further useful driver. Because environmental training such as fire 

controls training, health and safety training, energy saving training will increase the 

environmental awareness and efficiency of the employees towards organisational 

sustainability. In addition to these, the informant HI-6 stated that:  

As we are in scarcity of environmental knowledge, it will increase our 
environmental consciousness, and for your kind information, it’s a regular 
practice in our hotel to conduct such training to lessen the waste of water and 
its consumption, to conserve energy, to minimise waste generation etc (HI-6). 
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In line with the views of the hotel top management informants, the informants NI-1, 

NI-3, NI-4, NI-5 and NI-6 from the NGO executives identified the environmental 

training as one of the important drivers for the hotel sector’s environmental practices. 

Hence the informant NI-1 mentioned that  

Our people are not yet that much conscious about environment, and most 
people don’t worry about environment deterioration as yet it’s a new 
phenomenon in our country. Thus, to make our people more conscious, 
environmental education and training is compulsory. Then the customers must 
have to very much demanding in these respects. If the customers become 
conscious and if they ask for environmental responsiveness, the owners of the 
hotel have to be also environmentally conscious (NI-1).  

 
After that, the informant NI-3 said about the importance of the various environmental 

training for the hotel sector of Bangladesh for the reason that the environmental 

training will make your employee efficient and ultimately, they are the one who will 

execute and monitor your in-house responsible activities such as energy conservation, 

water saving, waste reduction, recycling, etc. In addition to the view of earlier 

informants, the informant NI-4 voiced that: 

 
The hotel managements do not have proper knowledge regarding health and 
safety issues and environmental related pollutions due to dearth of 
environmental knowledge and training. So, in this context, proper 
environmental training could be a good driver for the hotel management and 
employees (NI-4).  

 

Besides, the informant NI-5 pointed out that environmental training can motivate all 

kinds of hotel sector’s stakeholders, i.e. owners, employees, customers, to involve 

themselves into socially and environmentally responsible activities as well as will 

create environmental knowledge and will make employees more effective and 

efficient in operating internal environmentally responsible operations. While the 

informant NI-6 also emphasised to conduct environmental training and campaigns and 

to take environmental initiatives in the hotel sector of Bangladesh. Hence the 
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informant also provided one example that one company, named, IDLC, from the 

financial sector, they are conducting the environmental campaign in the secondary 

school level and teaching the students what environment is, what are the good things 

for the environment and what are the harmful things for the environment. And it is 

long-term initiatives to provide environmental education and knowledge to the next 

generation of the country. Thus, hotel sector should also take such efforts for their 

employees, customers, and the local community to protect our environment from the 

plentiful human-made pollutions. 

 

In the same manner, the informants from the regulatory officials, e.g. RI-1, RI-2, RI-3 

and RI-5 have also admitted the requirements of environmental training of 

implementing the CSR activities at the hotel sector of Bangladesh or for those who 

are already practicing the in-house environmental activities. At this point, the view of 

the informant RI-1 is that: 

The training on environmental related issues can assist to increase all the 
stakeholders of the hotel sector such as owners, employees, and supplier’s 
environmental knowledge and awareness and also will increase employees’ 
working efficiency (RI-1).  

 
 

Whereas, the informant RI-2 spoke about the needs of such training for the investors 

or entrepreneurs first, because they have to understand what kind of environmental 

sustainability should practice in the place where the hotel will be located or operated 

and how should we protect it. After that those people, who are working there, i.e. 

employees. Correspondingly, the informants RI-3 and RI-5 pointed out that 

environmental training or environmental awareness campaign can play active role to 

change hotel owners, managements and employees’ attitude towards environmental 

management practices. Hence both the informants’ opinions are:   
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Environmental training or environmental awareness related programs or 
initiatives for the hotel entrepreneurs, for the employees, for the local 
community and even for the customers or tourists, can also work as a driver, 
particularly the local people or the tourist whoever they are, they don’t think 
about the environmental degradations, pollutions, and sustainability, the way 
I think, or you think (RI-3). 

 
Proper environmental training can also act as motivating force under the 
environmental dimension of CSR because this type of training helps to create 
environmental awareness and knowledge of the hotel management and 
employees regarding conserve our energy, and to reduce the hotel-based 
pollution (RI-5). 

 
Therefore, all the informants from the hotel top management, NGO executives, and 

the regulatory officials collectively acknowledged that proper environmental training, 

as well as environmental awareness related programs or campaign, can act as 

influencing force to adopt environmental practices in the hotel sector.  

 

Moreover, training or campaign about environmental related matters will enhance all 

the stakeholders, such as owner, employee, and suppliers of the hotel industry, 

awareness and knowledge towards sustainable business practices of the hotel sector. 

Besides, all the available prior literature also provided supports to the informants’ 

opinions in this regard.      
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4.9.4 Sub-theme: Green Office Concept 

 
 
 

 

 

 

 

  

 

  Figure 4.38: Sub-theme: Green Office Concept 

 

As a driver of the environmental dimension of CSR for the Bangladesh’s hotel sector, 

the three (3) informants have chosen the sub-theme ‘green office concept’.  According 

to the informants (such as HI-5, NI-6 and RI-2) opinions, the green office concept is a 

new idea under in-house CSR practice, and among various business sectors, only the 

banking sector is practicing the green office activity based on the review of prior 

literature in Bangladesh context. Regarding the green office practice, Ullah (2013) 

mentioned that as per the direction of Bangladesh Bank, most of the banks have 

already created green banking unit and following the green office guidelines as a part 

of internal environmental management. The intention is the banks should take 

measures to save electricity, water and paper consumption as per the requirement.   

 

Similarly, Islam (2014) also emphasised on the green office practice to protect 

environmental degradation and maintain sustainable business practices. In addition, as 

per the report of the Bangladesh Bank, about 94 % banks (44 out of 47) have taken 

steps for adoption of socially and environmentally responsible practices in their in-
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house operations (Bangladesh Bank, 2011). Thus, together with the above argument 

about the practice of green office concept, the informant HI-5 from the hotel top 

management said that:   

We’re trying to reduce paper, we’re using emails only for any official 
communication, unnecessary lights are shut down, and unnecessary lifts are 
shut down when the occupancy is low. Besides, we are trying to lessen the use 
of energy; we are trying to reduce water quantity and consumption at our 
level best. And all these activities are the of our hotel’s green office concept 
(HI-5).  

 
 

In addition, the informant HI-6 also pointed out the green office concept as one of the 

driving forces of practicing CSR activities in the hotel sector of Bangladesh. The 

informant stated that: 

Nowadays maximum offices are trying to maintain green office concept for 
reducing GWP (global warming particles, which are responsible for decaying 
the ozone layer in the atmosphere and produce from ACs, refrigerators), by 
controlling the AC ingestion, and also reduce the paper consumption in the 
daily office work (NI-6). 

 
In the same way, the informant RI-2 from the regulatory officials said that: 

According to the new dimension of CSR guideline, as an organisation, first of 
all, you must be environmentally responsible, and you have to ensure first the 
in-house CSR practices in your organisation. For instance, the hotels have to 
cautious about the printing, they must go for the paperless operation, they 
don’t print if it’s not needed and reduce the consumption of water and energy, 
and reducing the Carbon footprint, i.e. how much their employee’s saving the 
carbon by minimising the use of AC and Refrigerator. Moreover, these kinds 
of green office activities ensure financial support from the banks and the 
financial investment institutions (RI-2). 

 

Thus, as per the opinions of the respective informants, the in-house environmental 

activities or the green office activities of the hotel sector can help to protect our 

environment and save our natural resources, and create good impressions to the 

government, investment institutions, customers and community. In return, the hotel 
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can get monetary benefits from the government such tax exemption, loan facilities 

with a low rate of interest etc.   

 
4.9.5 Sub-theme: Green Procurement 

 
 

 

 

 

 

 

 

 

 Figure 4.39: Sub-theme: Green Procurement 

 

Three (3) informants from the NGO executive and the regulatory official have 

recognised the sub-theme ‘green procurement’ as one the potential drivers of the 

environmental dimension of CSR for the hotel sector of Bangladesh. Hence the term 

‘green procurement’ means purchasing environmentally friendly products and 

services to reduce adverse impact on the environment according to Lemos and 

Giacomucci (2002). The authors also said that green procurement is the basis of in-

house environmental operations as because it helps to improve efficiency, either by 

looking at the product characteristics or the pollution generated by making the 

product. For examples, the issues or matters like packaging, waste disposal, resource 

use, transportation, durability, toxicity, recyclability, among others, are very 

important in greening operations (Lemos & Giacomucci, 2002). Moreover, 

Mazurkiewicz, (2004) mentioned that green procurement ensures the products and the 
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processes of the organisation are environmentally responsible, and that’s why many 

organisations pursue to buy greener products and materials from their suppliers. 

Simultaneously, many authors like Bonilla Priego, Najera, and Font (2011), Kasim 

(2006) also said that the green procurement initiative is one of the requirements for 

the hotel sector to practice environmental sustainability.      

 

Together with the arguments of the prior researchers, the informants NI-2, NI-5 and 

RI-2 also acknowledged the green procurement as one of the motivating factors 

towards environmental sustainability practices of the hotel sector in Bangladesh. 

Hence the informant NI-2 stated that: 

Obviously, the green procurement initiative is an active driver that will help 
the hotel sector of reducing their energy and water consumption, minimising 
waste production, using 3 R concepts, i.e. reduce, reuse and recycle etc (NI-2). 

 
Similarly, the informant NI-5 uttered that: 

 
I think green procurement or go-green activities is another significant driver 
of environmental CSR because by adopting green procurement into your hotel, 
can help to conserve energy, to reduce waste, to preserve natural resources, to 
improve both air and water quality through reducing pollution, and on the 
top, it will help to protect our environments and biodiversity (NI-5). 

 

While, the informant RI-1 from the regulatory officials accepted that the assurance of 

eco-friendly practices and green procurement are also environmental drivers for hotel 

sector, because: 

This initiative (green procurement) will help to save our natural resources, to 
preserve energy, to reduce water consumption, to minimise waste production, 
or to decrease carbon footprint i.e. to reduce the amount of carbon dioxide 
released into the atmosphere as a result of the activities of a particular 
organization (RI-1). 
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Therefore, according to the opinions provided by the informants and the review of the 

previous literature, the green procurement initiative can act as a pulling factor of 

practicing the environmental activities for Bangladesh’s hotel industry. Moreover, this 

initiative will reduce the several hotel-made pollutions, and accordingly will protect 

the environment and its resources.  

 

4.9.6 Sub-theme: Lack of Enforcement of Environmental Laws 

 

 
Figure 4.40: Sub-theme: Lack of Enforcement of Environmental Laws  

 

All the nineteen (19) informants of this study have pointed out that the lack of 

enforcement of environmental laws is the main obstacle of implementing CSR 

activities in the hotel sector of Bangladesh.  In addition, most of the earlier CSR 

studies in the context of Bangladesh similarly identified that law enforcement is one 

of the key barriers of practicing CSR activities in Bangladesh. For example, 

Chakraborty (2019) discussed on weak regulatory environment, Azmat and Haque 

(2015) mentioned about the weak enforcement of regulations, while Azim et al. 
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(2011) focused on the deterioration of law enforcement, Momin, (2013) spoke about 

the weak industrial law enforcement and assumed that the imposition of strong 

business regulations would hamper because of the interests of businessmen-cum 

politicians, Belal and Cooper (2011) underscored the absence of legal requirements, 

and Momin & Parker, (2013) underlined the low level of implementation of law. 

 

In agreement with the abovementioned arguments, all the eight (8) informants from 

the hotel top management have pointed out the issue of lack of proper implementation 

of environmental laws as one of the barriers of the environmental dimension of CSR 

for the hotel sector of Bangladesh. Hence, according to the view of the informant HI-

1, due to the lack of execution of environmental laws, cutting the hill or taking the soil 

from the hill is a serious concern and becoming the selfish interest of our 

businessmen. Similarly, the informant HI-2 has identified the lack of proper 

implementation of environmental laws as a crucial barrier as because there are many 

environmental rules, there are so many instructions but who cares? The environment 

that we are destroying is just to earn maximum profit. Likewise, the informant HI-3 

and HI-4 also voiced that although we do have fantastic environmental rules and 

regulations of maintaining the environmental state of affairs, there is a reasonable 

amount of lacking enforcement them wisely. Hence the informant HI-4 stated that: 

I would say the lack of proper execution of environmental laws and its 
monitoring system are the main barriers of environmental CSR activities 
although we have some environmental rules and regulations. In a country like 
Bangladesh, where corruption, bureaucracy, and political chaos are common 
practice, so there is no other option except proper execution environmental 
laws to inspire organisations towards social and environmental activities (HI-
4). 
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In the same manner, the informant HI-5, HI-6, HI-7 and HI-8 have provided 

importance on the proper execution of environmental rules and regulations for 

implementing social and environmental related activities in the hotel sector 

Bangladesh. And currently, we are lagging behind from this concern due to various 

reasons such as corruption, bureaucracy, pollical intervention and many other issues 

like shortage of regulatory agency, lack of skilled workforces in comparing to our 160 

million populations. In this circumstance, the opinions of the informant HI-6 and HI-8 

are: 

At first, I want to say that environment is not an important concern yet in a 
country like Bangladesh in consequence of our education, population, poverty, 
and environmental knowledge. And among the several environmental barriers, 
I would say the lack of enforcement of environmental laws will be most 
important one. Besides, by nature we have a culture of not obeying rules and 
regulations, on the top, CSR activity is still voluntary activities in our country, 
there are no mandatory laws. Thus, proper execution of laws regarding the 
environmental activities can help to motivate the hotel stakeholders towards 
responsible business practice (HI-6). 

 
Regarding environmental barriers towards hotel CSR practices, I would just 
say that the lack of implementation of environmental rules is a barrier, though 
we have more than a few environmental laws in our country, but you cannot 
see proper implementation, maybe environment is still a new concept for us, 
or perhaps government did not take the environmental concern seriously yet 
(HI-8). 

 

In agreement with the views expressed by the informants from the hotel top 

management, all the informants from the NGO executive similarly accused the lack of 

proper enforcement of the environmental laws is one the major barriers in adopting 

environmental practices into the hotel sector of Bangladesh. Hence the informant NI-1 

said that:  

We have the tendency for not obeying the rule and regulations. We’re doing 
everything in our way. There is no guardian, there is lack of planning, or I 
should say disorderly improvement or development. These are all due to our 
lack of government intervention, and the minimal regulatory practices (NI-1). 
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Besides, the informant NI-2, NI-3 and NI-4 also revealed that they had not seen 

appropriate enforcement of environmental laws from the government side, even 

though there are some environmental laws, as well as environmental policies. They 

further uttered that the proper execution of rules and regulations are helpful in 

sustainably designing the hotel business. In the meantime, the informant NI-3 

provides more clear view in this regard which is:   

 
The lack of proper enforcement of environmental laws is also a shortcoming of 
the government and their concerned authorities, as habitually we are not a 
law obeying nation, we normally don’t follow rules and regulations, it’s our 
social trends unless there is regulatory pressure. And hence the shortage of 
law enforcement agency and lack of inter departmental co-ordination are the 
reasons of the lack of law enforcement and its nominal monitoring (NI-3). 

 
 

Moreover, the informant NI-5 and NI-6 have correspondingly supported the thoughts 

of the earlier informants and said that the lack of proper execution of environmental 

laws along with insufficient agency and workforce are the main environmental 

drawbacks in the implementation of environment-related CSR practices. Hence the 

informant NI-5 further communicated that:  

 
If there is no execution of laws, so there is no influential pressure for which 
they (the hotel sector) can practise CSR, particularly no pressure from 
government. Presently they are practicing CSR for their own sake, for their 
own company’s growth and happiness. It means that they are doing CSR 
voluntarily, not under regulatory pressure (NI-5). 

 
 

And then, the informants, e.g. RI-1, RI-2, RI-3, RI-4 and RI-5, from the regulatory 

officials collectively agreed that we have common environmental rules and 

regulations for the entire business sector of Bangladesh including the hotel sector. But 

due to the lack of regulatory agency, shortage of skilled workforce, lack of inter-

departmental cooperation, we may not be able to execute them properly. Besides, 
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there are some uncontrollable factors such as political disturbances, power misuse, 

bureaucratic system and widespread corruption and these are some the obstacles to the 

effective implementation of those laws. Hence, the informant RI-1 stated that: 

Even though we do have some environmental laws but haven’t seen any 
proper execution of those laws or let’s say, the government has already 
implemented all those laws and make them mandatory for all the industry 
including hotel sector. Then my question is, have you seen any initiatives to 
investigate whether the business sectors are obeying those implemented laws 
or not.  So, these are the situation (RI-1).   

 

In the same manner, the informant RI-4 clarified that when it comes to the 

environment, we monitor all the adverse activities of the business organisations 

including hotel industry. During monitoring or after monitoring, we have many check 

and balance and to make sure that they pay for the damage for whatever harm they 

have done. Subsequently, the informant RI-4 said that:  

 
The laws that we have in place are pretty useful; there is no problem with the 
laws, they are very fair and robust kind of laws, but when it comes to 
executing the laws, we just don’t have the adequate men power to monitor or 
implement, and most importantly we don’t have dedicated agencies for that 
(RI-4). 

 
 

And lastly, the informant RI-5 has also considered the lack of proper execution of 

environmental rules and regulations as the drawback of environmental CSR practices 

by the hotel sector. At this point, the informant RI-5 said that:  

There are so many related things, such as inadequate number of regulatory 
agencies, and workforce and their interdepartmental relationship. All these 
shortcomings are the main cause of lack of proper execution and monitoring 
of environmental laws and regulations (RI-5). 

 
 

Therefore, all the nineteen (19) informants from the hotel top management, NGO 

executives, and regulatory officials have decided that one of the fundamental 

drawbacks of implementing CSR activities, particularly environmental related 
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activities, in the hotel sector of Bangladesh is lack of enforcement of the 

environmental rules and regulations. Hence the informants also said that the lack of 

regulatory agency, shortage of skilled workforce, and the lack of inter-departmental 

cooperation are some relevant reasons for which the hotel sector is not facing strong 

regulatory pressure. Nonetheless, proper execution of environmental laws can stop 

our environmental degradations such as cutting trees and hills, environmental 

pollutions (e.g. soil, water and air pollution), destroying the biodiversity, and many 

more environment-related concerns. 

 

4.9.7 Sub-theme: Lack of Environmental Management System 

 

 

          

 

 

 

 

 

 

 
                Figure 4.41: Sub-theme: Lack of Environmental Management System 

 

According to the opinions of the seven (7) informants, the following sub-theme under 

environmental dimension of CSR for the hotel sector of Bangladesh is the lack of 

environmental management system. Hence the environmental management system 

indicates effluent treatment plant (ETP), sewerage treatment plant (STP), centralised 
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waste management system and all these environmental management systems are 

directly connected to the environmental degradation in Bangladesh. More than a few 

previous studies also emphasised the needs of the environmental system in the 

business operation. According to Dief and Font (2012), environmental management 

system covers a wide range of practices aimed at reducing the negative environmental 

impacts generated by a firm’s products and services. In addition, it also helps 

organisations of identifying and managing environmental matters and consequences 

related to their operations in a holistic and consistent way (Dief & Font, 2012). 

Similarly, Hsiao, Chuang, Kuo, and Yu, (2014) emphasised the importance of the 

environmental management system to assess hotels’ practices regarding 

environmental protection, that is, to protect the environment by minimizing the 

negative impact of resource consumption.  

 

Moreover, Kasim (2015) specified environmental management system as a 

managerial approach to tackle environmental aspects of a business operation by 

controlling the impacts of its activities, products or services on the natural 

environment. In the same way, Simanaviciene, Kontautiene, & Simanavicius (2017) 

stated that by introducing environmental management system organisations can 

uphold their management enhancement and can increase the proficiency in using the 

natural resources. Unfortunately, the business sectors in Bangladesh including the 

hotel sector are lagging in adopting environmental management system in their 

business operations. Hence, the informant HI-2 said that:  

We do not have centralized STP (Sewerage Treatment plant), we even do not 
have common waste dumping zone for the hotels. In short, lack of 
environmental management system is the key environmental barrier (HI-2). 
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While, the informant HI-3 accepted proper environmental management system (EMS) 

as one of the key environmental drivers worldwide for the hotel industry because it 

includes waste management, power management, recycling management, everything 

you need to for a sustainable business practice. The hospitality sector from many 

developed and developing countries has already adopted environmental management 

system (EMS). But, for our country context,  

 It would be costly and require skilled manpower and latest technology (HI-3).  

Simultaneously, the informant HI-6 admitted that: 

We are also facing problems to manage our waste because of not having any 
centralised waste management system in this city. We also do not have 
sewerage management system as well, which will definitely cause various 
environmental pollutions (HI-6). 

 

Along with the views of the informants from the hotel top management, the 

informants from the NGO executives and the regulatory officials, such NI-2, NI-3, 

RI-3, and RI-5, also identified lack of environmental management system in the hotel 

sector of Bangladesh. In this case, the informant NI-2 talked about the water treatment 

plant which should be belong to overall environmental management system of the 

hotel and would be an important environmental driver indeed. The informant also said 

that: 

Unfortunately, we are lagging behind regarding this concept, maybe due to 
environmental knowledge or maybe due to lack of budget or resources or 
maybe due to the lack of governmental support (NI-2). 

 

Likewise, the informant NI-3 also included the lack of environmental management 

system as one of the possible barriers of environment-related CSR activities, that is, 

not having the proper waste management system, knowledge of preserving water and 
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energies (such as electricity, natural gas), and sewerage management etc. In the same 

vein, the informant RI-3 mentioned that  

 
Our hotel owners, they did not establish several environmentally friendly 
plants, for instance, ETP, STP, Recycling plant, etc. Maybe due to their lack of 
environmental knowledge, maybe due to shortage of investment or maybe they 
did not face any regulatory pressure from the government. It’s a common 
scenario for all business sectors in Bangladesh (NI-3)  

 

The informant NI-3 further specified that, however, against the drawbacks, 

government is trying to establish, for example ETP (effluent treatment plant) and STP 

(sewerage treatment plant) in the industrial sector including the hotel sector and as 

you see the hotel act 2014 it is newly passed, I mean reorganized, the previous law 

was framed in 1982, but it was reframed in 2014. And there are some provisions for 

the 4 and 5-star hotels to establish ETP and STP but there is the only countable 

number of 4 and 5-star hotels in Bangladesh. Furthermore, the informant RI-5 

similarly acknowledged the lack of environmental management system (establishment 

of central STP, ETP, and common dumping zone) is one of the critical barriers of 

environmental dimension of CSR and said that we, on behalf of development 

authority, sat with the hoteliers several times to discuss benefits of establishing STP to 

prevent canal base pollution and ETP to avoid effluent base pollution. In this regard, 

the informant uttered that: 

When we sat first to exchange views about central STP and ETP, they did not 
accept us cordially, and they thought we were against of them and their 
business. But after successful discussion they realised the necessity of STP and 
ETP (RI-5). 

 

Thus, as per the opinions of the informants and the emphasis provided by the various 

researchers in their respective study, environmental management system helps in 

reducing the adverse impacts on the environment and simultaneously, lessening the 
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consumption of the natural resources. However, till to date, the hotel owners are 

reluctant to invest in the hotel environmental management systems as well as to 

advertise environmentally friendly products and services or spending in the 

implementation of environmentally friendly practices. Hence government initiatives 

and regulatory pressure can motivate the hoteliers towards environmentally 

responsible business practice. 

 

4.9.8 Sub-theme: Lack of Modern Environmental Technology 

 

 

 

 

 

 

 

 

 

  Figure 4.42: Sub-theme: Lack of Modern Environmental Technology 

 

The next sub-theme under the environmental dimension of CSR is lack of modern 

technology, and seven (7) informants, e.g. HI-2, HI-4, HI-8, NI-2, NI-4, NI-6 and RI-

5, have acknowledged this sub-theme as one of the barriers of the environmental 

dimension of CSR for the hotel sector of Bangladesh in implementing CSR practices. 

Besides, several researchers also focused on the necessity of modern environmental 

technology in measuring organisation’s environmental performances. For example, 

Hervani, Helms, and Sarkis (2005) identified poor technological integration as one of 
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the obstacles in measuring organisational environmental performance, while Kasim 

and Dzakiria (2009) discovered insufficient technology along with expertise, training 

and capital as the barriers for SME’s adoption of social and environmental 

responsibility in Malaysia.  

 

Moreover, according to Klassen and McLaughlin (1996), environmental management 

affects both structural and infrastructural components of an organisation as it involves 

technology and underlying management systems. Besides, the authors also said that 

environmental requirements are often based on best available technology, and due to 

which industry could gain the competitive advantage by establishing the industry 

standard (Klassen & McLaughlin, 1996).  

 

In the same way, the informants HI-2, HI-4 and HI-8 from the hotel top management 

specified that there is lacking modern environmental technology in the hotel sector 

except some of the newly built chain hotels, which is kind of drawbacks towards hotel 

environmental practices. Hence the informant HI-2 have agreed that environmental 

technology could help the hotels in saving energy, reducing waste, prevent various 

pollutions like water, soil and air pollution. The informant also stated that:  

In our hotel, we’re yet to go for that auto machine system, we’re still with the 
key and lock.  In the old hotels it’s a conceptual problem. Because, they don’t 
have the concept that if I use key card, and with it if the power is switched off, 
I’m saving money, and collectively if all the rooms, 90 room, how much of 
money in one year? So, that is not there, air condition, television is going but 
the guest is outside the room. So, it is a complete wastage and these problems 
are because of the lack of stakeholder’s acquaintance with latest 
environmental technology (HI-2). 

 
Similarly, regarding environmental technology, the informant HI-8 mentioned that: 
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Lack of environmental education or knowledge and unavailability of 
environmental technology are also environmental barriers in practicing 
environmental CSR by the hotel sector of Bangladesh because, for 
environmental sustainability, knowledge and technological support are 
mandatory. Again, when it is environmental technology, then additional cost is 
one more cause in Bangladesh context (HI-8). 

 

Moreover, along with the opinions provided by the informants of hotel top-

management, the informants from the NGO executives and the regulatory officials 

accepted technological limitations as one of the barriers of the hotel environmental 

CSR practices. The informant NI-2 pointed out that the hoteliers should think about 

latest environmentally friendly technologies, so that they can at least balance the use 

of water and energy or reduce their water and energy consumption. Because we are 

already in crisis of natural resources like, water, electricity, gas etc due to our massive 

population. So, 

The lack of modern environmental technology is another barrier for the hotel 
sector in our country; on the other hand, environmental knowledge and vast 
amount of investment are also related to this issue (NI-2). 

 
 

Simultaneously, on the word of the informant NI-4: 

The use of latest environment-friendly technologies (such as key-cards, 
recycling plant, water treatment plant, sewerage treatment plant, solar panel 
etc.) is also an environmental driver because the intention is to save natural 
resources like water, energy. Unfortunately, the hotel sector of Bangladesh is 
behind of using such technology, maybe due to additional cost, or lack of 
environmental knowledge (NI-4). 

 
 

Another informant NI-6 also acknowledged that the lack of updated technology is an 

obstacle in practicing environmentally-friendly activities in Bangladesh. Hence the 

informant shared that in china they have invented some energy efficient light, known 

as IPS light, will provide light up to two hours during the load shedding. So, if the 

hotels replace all the light bulb by the IPS light then apart from saving energy and 

money, it will contribute to the national energy grid as well. Subsequently, in relation 

to this, the opinion of the informant RI-5 is:  



279 
 

I must say the lack of modern environmental technology is also another 
environmental barrier as because of our shortage of environmental 
knowledge, plus the overall cost for implementation and maintenance of 
modern technology based environmental project such as water treatment 
plant, recycling plant. Thus, in a country like Bangladesh, it requires huge 
amount of investment, so government should come forward to support hotel 
owners in establishing all these latest technology and project to protect our 
environment (RI-5).  

 

Therefore, based on the guidelines from the prior studies, plus form the opinions of 

the study informants, modern environmental technology is essential for the hotel 

business operation because, without the technological support, it not possible to 

measure hotel sector’s environmental performances. Besides, as you know 

Bangladesh is country of the massive population with limited natural resources, thus, 

through technology hotel sector can be able to reduce their adverse impacts on the 

earth and consequently can save natural resources. 

 

4.9.9 Sub-theme: Lack of Monitoring System 

 

Figure 4.43: Sub-theme: Lack of Monitoring System 
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In keeping with the opinions of the sixteen (16) informants, the subsequent sub-theme 

is lack of monitoring system, and the informants have recognised this sub-theme as 

one of the barriers of hotel CSR practices in Bangladesh. Besides, more than a few 

previous studies also mentioned about the poor monitoring system of the various 

government department and the agency regarding the implemented rules and 

regulations. In this regard, Sarker, Deb and Halim (2011) mentioned in their study 

that inadequate government structures and support are the main obstacles to ensure 

proper monitoring and management of the implemented laws in all the business sector 

in Bangladesh.  

 

Besides, mainly to implement the environmental legislation and monitor the situation 

at field level, the department of environment (DoE) is the responsible agency, while 

according to the opinions of Chowdhury (2002), Islam (2002), and Ahsan, DelValls, 

and Blasco, (2009), DoE itself severely lacks in manpower, budget and logistics and 

they have no capacity to monitor the situation. Therefore, with the insufficient 

divisional headquarters, shortage of skilled workforce and budget, it is challenging for 

them to monitor the overall environmental situation and implement the environmental 

laws all over the country. Additionally, stakeholder’s involvement within the 

implementation process is also very poor (Ahsan, DelValls, & Blasco, 2009). 

To support the above argument, the informant HI-2 stated that: 

The environment that we are destroying just to earn maximum profit. We are 
cutting trees and hills, dumping the wastage in the open places, discharging 
effluents in the canal, only to make money. The bank of the river and the beach 
areas are occupying by buildings, houses and shops for money. No one 
(talking about all the concerned department and their actions) monitors 
actively all these environmentally harmful activities (HI-2).  
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Furthermore, the informant HI-3 and HI-4 have mentioned that corruption, 

bureaucracy, and political chaos, which are common practices in Bangladesh, are also 

liable for lack of the monitoring system because the person or the department who 

will monitor or the person who will expect these kinds of responsible activities, they 

sometimes get motivated with the bribe and other facilities.  

So, there is no other option except proper execution environmental laws and 
its proper monitoring to inspire organisations towards social and 
environmental activities (HI-4). 

 
In the same manner, the informant HI-5, HI-6, and HI-7 also focused on the proper 

monitoring system which can create pressure to implement environmentally friendly 

activities in the hotel industry. Hence the informants also stated that whatever 

environmental activities we are practicing only because of the execution of the 

environmental laws, however, which is not monitored effectively, probably due to the 

dearth of adequate agency along with skilled taskforce. 

 

Like the informants from the hotel top management, the informants from the NGO 

executives have also confessed that due to the lack monitoring by the environmental 

NGOs along with the government regulatory officials, the practice of CSR activities 

of the hotel sector is not yet satisfactory in Bangladesh.  Hence the informant NI-2 

revealed that: 

The fact is we create rules and we do not follow them, we create rules, but we 
do not monitor them, this is a drawback, may be lack of adequate taskforce is 
one of the reasons for the lack of monitoring system (NI-2).  

Likewise, one more informant NI-3 mentioned that: 
 

The shortage of law enforcement agency and lack of inter departmental co-
ordination are the reasons of the lack of law enforcement and its nominal 
monitoring (NI-3). 
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In addition, the informant NI-4 has explained that when you start a business, there 

must be a proper set of rules that you need to follow under the government, right? It’s 

about making them accountable, these organizations are earning money from us, and 

accordingly they have some responsibilities for the society and the environment. 

Thus,  

I think the government could monitor their work, whether they are doing 
anything for the society or the environment. Moreover, the officials from the 
various department of the government, they used to harass the hotel 
management due to their illegal intention such as bribe, extortion etc (NI-4).   

 
 

Besides, along with the informant NI-5 and NI-6, apart from the law enforcement, one 

more issue is the lack of monitoring of those implemented laws whether the hotels are 

following those laws or not.  But the concerned department or the government always 

claims that: 

They do not have enough regulatory agencies and also, they do not have 
adequate skilled workforce to monitor all these environmental matters (NI-5). 

 
 

In providing support to the above arguments regarding monitoring the implementing 

laws, all the five (5) informants such as RI-1, RI-2, RI-3, RI-4 and RI-5 from the 

regulatory officials acknowledged their minimal monitoring tendency towards 

implemented environmental laws. Hence, they also mentioned about their limitations, 

e.g., insufficient number of agency or department in comparing to the business sectors 

and country’s population, shortage of skilled workforce, lack of inter departmental 

understandings and coordination etc. In this instance, the informant RI-2 said that:  

Proper monitoring can reduce the environmental impacts such as cutting trees 
and hills, polluting water and soil through the discharge of sewages, dumping 
wastage in open place, destructing the biodiversity, created by the business 
sector including hotel sector (RI-2).  
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Similarly, the informant RI-3 mentioned that because of lack of monitoring from the 

authority, most of the 4 and 5-stars hotels did not establish their effluent treatment 

plant, recycling plant. They are contaminating the river and the sea by discharging 

their effluents, while the river contamination is directly affecting water, soil and our 

locality. Probably there are a few 4 and 5-stars standard hotels in the whole country, 

so our government will focus on them later phase by phase. Simultaneously, as per the 

opinion of the informant RI-4, different agencies look after different things. For 

example, my department looks after if they (hotel sector) are harming the land or the 

soil but there are other agencies for like, department of environment; they investigate 

other matters, like pollution. Thus,  

There is a lack of harmony among the agencies; there is a lack of agencies, 
and among the agencies, there is a lack of men power, the proper 
understanding of these laws, as they are such new laws. Also, we don’t have 
enough budget to recruit sufficient staffs to monitor the law upon these hotels 
or hold them responsible for doing their jobs (RI-4). 

 
 

Therefore, all the sixteen (16) informants have considered lack of proper monitoring 

of environmental laws and regulations, as the drawback of practicing the 

environment-related CSR activities by the hotel sector of Bangladesh. But the 

informants from all the three categories (hotel top-management, NGO executives & 

regulatory officials) also mentioned so many related things with this issue, such as, 

inadequate number of regulatory agencies, shortage of skilled workforce, 

interdepartmental relationship and budget crisis. All these shortcomings are the main 

reason for lack of proper monitoring of environmental laws and regulations. 
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4.9.10 Sub-theme: Scarcity of Stakeholder’s Environmental Knowledge & 
Awareness  

 

  
Figure 4.44: Sub-theme: Scarcity of Stakeholder’s Environmental Knowledge & 
Awareness 
 
 

The last sub-theme under environmental dimension of CSR is scarcity of 

stakeholder’s (both internal and external such as owner, management, employee, 

supplier, community, customer) environmental knowledge and awareness and 

according to the opinions of the twelve (12) informants, this sub-theme has been 

identified as one of the potential barriers for the hotel sector of Bangladesh in 

implementing environmental CSR activities. Several prior studies also emphasised on 

the stakeholder’s environmental awareness towards organisation’s environmental 

practices. In this regard, Du, Bhattacharya & Sen (2010) specified that stakeholders’ 

awareness of a company’s CSR activities and the business returns to CSR are 

contingent, however, based on the findings of the recent studies the awareness of a 

company’s CSR activities among its both external stakeholders (e.g. consumers) and 

internal stakeholder (e.g. management, employees) is typically low. Besides, Parron et 
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al. (2006) recognised environmental awareness as one of the most important 

predictors of the level of environmental measures integrated by an organization, while 

Kasim (2006) mentioned that the increased awareness from community along with 

government on social and environmentally responsible activity controls an 

organisation’s socially distinct responsible behaviour.  

 

Likewise, Bohdanowicz, (2006) also understood the continuous need to educate the 

general public in an attempt to increase environmental awareness as well as the 

customers’ demand for more environmentally sound performance from the hotel 

industry is likely to effect a significant change. Once again, Belal and Cooper (2011) 

mentioned in their study on the absence of CSR reporting in Bangladesh that as per 

the outcomes from the interviews with the senior corporate managers, shortage of 

knowledge/awareness is one of the main reasons for not practicing CSR in Bangladesh. 

 

Together with the earlier discussion, the informants, e.g. HI-1, HI-4, HI-5, HI-6 and 

HI-8, from the hotel top-management have admitted their lack of knowledge and 

awareness towards environment-related CSR activities. Hence the informant HI-1 and 

HI-8 focused on the environmental education and training to increase their level of 

environmental awareness towards internal and external environmental activities, 

while the informant HI-4 talked about the lack of community or general public 

awareness to the environment and to its natural resources. On the other hand, the 

informant HI-5 stated that: 

In terms of environment barriers, I just want to say about lack of our self-
awareness, because, if I am not aware of using water and energy at home, 
then how could I be aware in my office. Besides, in a country like Bangladesh, 
people are still do not know about the importance of the environment; they do 
not know about the hurdles they have to face only because of environmental 
degradation (HI-5).  
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In the same manner, the informant HI-6 pointed out that: 

As a consequence of the lack of our environmental knowledge, we are still 
lagging behind to adopt various environmental activities such as energy 
saving, water saving, reduce waste production, 3 R concept i.e. reduce, 
recycle, & reuse in our organisation (HI-6). 

 

In line with the informants of the hotel top-management, the informants from the 

NGO executives also talked about the lack of general public, community and hotel 

stakeholders’ awareness regarding the environment and its necessity. Hence the 

informant NI-1 stated that: 

People are not yet very much conscious about the environment, that is, they 
are still lacking environment knowledge but this hotel business people they are 
qualified people, they are the people in the first bench or forward bench, so 
they appreciate it but as long as it collides or conflicts with their economic 
interest (NI-1).  

 

Besides, the informant NI-2 said that as literacy rate or education is a matter of fact in 

a country like Bangladesh, so our people, our community they are not still aware of 

the environmental concerns, whereas the informant NI-3 specified that:     

The lack of environmental awareness of local owners, employees, suppliers, 
and local people are also an environmental barrier in Bangladesh and it’s a 
collective drawback of the nation, of the country, we can not only blame the 
persons who are involved in the hotel sector (NI-3).  

 

 

Simultaneously, the informant NI-4 clarified that when you talk about the 

environment, firstly, you have to think about the concept of sustainable development, 

that is, making sure the environment is intact. Whichever business you are doing you 

cannot harm the environment, and that should be the goal, so that you can leave it 

better for your next generation. But I think:  
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We are not as much as aware of environment yet, while, the entire world is 
running around environment, but in the context of Bangladesh, I am not very 
sure whether environment is a priority. It is because of our lack of 
environmental knowledge or environmental acquaintance, or because of our 
macro environmental context such as country’s population, political situation, 
current economy, societal condition, and technological shortcomings or 
environmental unawareness (NI-4). 

 

In addition to these, the informant NI-6 mentioned that: 
 

The dearth of environmental awareness or knowledge is another common 
environmental drawback in our country, so hotel or organisation should 
arrange environmental seminar and environmental awareness training for the 
employees, for the societies, and even for the customers (NI-6).    

 

In supporting to the views of the above informants from the hotel top-management 

and NGO executives, the regulatory official informant RI-3 and RI-4 also focused on 

the scarcity of environmental knowledge towards sustainable use of natural resources 

and hence the informant RI-3 said that: 

When you have sufficient knowledge about the environment, then you can have 
a clear idea how we are affecting the environment and what is the 
consequences of the environment, when you have this knowledge then it will 
increase our sensitivity and awareness to the environment. Unfortunately, our 
local people as well as the entrepreneurs are in dark from these knowledge, 
sensitivity and awareness (RI-3).  

 
Therefore, as per the opinions of the informants from all three groups, the shortage or 

scarcity of knowledge and awareness of the stakeholders related to hotel sector is a 

crucial obstacle for implementing environmental activities within the hotel sector. 

Hence, our traditional education system and government priority can be held 

responsible for not disseminating wholesome knowledge and raising proper 

awareness towards the environment. 
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4.10 Summary of theme-3: Environmental Dimension of CSR 

According to the findings from the conducted interviews, the environmental 

dimension of CSR is the third theme of this study and under this theme there are ten 

(10) sub-themes. From all these sub-themes, some are drivers, and some are the 

barriers in accepting the CSR practices in the hotel sector of Bangladesh as shown in 

figure 4.45 and 4.46, and all these sub-themes, including drivers and barriers, are the 

answer to the third research question (RQ-3) of the present study. 

 
 

 

 

 

 

 

 

 

 

 

 
         Figure 4.45: Drivers of the Environmental Dimension of CSR 

 

The above figure 4.45 is offering the drivers of the environmental dimension of CSR 

such as the corporate environmental policy, environmental promotion, environmental 

training or campaign, green office concept, and green procurement. All these drivers 

might influence the hotel stakeholders towards CSR practice as stated by the 

interviewees. Among these drivers, sixteen (16) interviewees have acknowledged the 

environmental training or campaign as one of the crucial drivers under the 

environmental dimension of CSR for the hotel sector of Bangladesh, and the next 
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important one is the corporate environmental policy as per the opinions of nine (9) 

interviewees. And the following are: environmental promotion has identified by five 

(5) interviewees; green office concept by three (3) interviewees and green 

procurement also by three (3) interviewees respectively. 

  

 

 
 Figure 4.46: Barriers of the Environmental Dimension of CSR 

 

Alternatively, figure 4.46 is presenting the barriers of the environmental dimension of 

CSR for implementing the CSR practices in the Bangladesh hotel industry includes 

lack of enforcement of environmental laws, lack of environmental management 

system, lack of modern environmental technology, lack of monitoring system, and 

scarcity of stakeholder’s environmental knowledge & awareness. Hence, nineteen 

(19) respondents have selected the lack of enforcement of environmental laws as the 

most significant barrier for the hotel industry of Bangladesh, and then sixteen (16) 

respondents have chosen the lack of monitoring system as the next major barrier. And 
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followed by the scarcity of stakeholder’s environmental knowledge & awareness 

chosen by twelve (12) respondents, lack of environmental management system by 

seven (7) respondents and the seven (7) respondents have selected the lack of modern 

environmental technology.  

 

4.11 Chapter Summary  
 

This chapter dealt with presentation and analysis of qualitative data in proportion to 

research question one, two and three. The chapter discussed informants’ demographic 

profile, interview data processing, steps of data analysis, and thematic analysis. A 

total nineteen (19) informant’s interview perception formed the basis for this analysis. 

Three (3) themes and thirty-six (36) sub-themes turned out from the thematic analysis 

using NVivo 11 software. The first theme, economic dimension of CSR, contained 16 

sub-themes, which were the answer of first research question (RQ-1), while the 

second theme, social dimension of CSR, comprised 10 sub-themes and were the 

response of the second research question (RQ-2) and the third theme, environmental 

dimension of CSR, also included 10 sub-themes and representing the third research 

question (RQ-3) of this study. Among all the sub-themes, some of them emerged to 

inspire or motivate the hotel stakeholders to adopt CSR activities and known as the 

drivers, on the other hand, some of the sub-themes emerged as the reasons of not 

implementing CSR practices in their hotels and known as the barriers. 
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Chapter 5: Quantitative Data Analysis and Findings 

 

5.1 Introduction 

This chapter describes the detailed analysis of quantitative data collected through 

survey instrument and its presentation. Initially, this chapter focuses on the response 

rate, data preparation and screening, data coding, missing value analysis and 

respondents’ demographic profile. After that, this chapter deals with outliers, 

multicollinearity and descriptive statistics of the latent variables. Then, through 

Smart-PLS software-3, the outer model (measurement model) and the inner model 

(structural model) are discussed in this chapter. And finally, using bootstrapping 

procedure, the hypotheses of this study are tested for direct paths analysis, and the 

result of the hypothesis presents the answer of the fourth research question (R-Q) of 

the study. 

 

5.2 Response Rate 

To attain study sample size (384, according to Krejcie & Morgan, 1970), 500 

questionnaires were circulated to the 4 and 5-star hotels from three major cities: 

Dhaka, Chittagong and Cox’s Bazar. The questionnaire distribution process was 

handled personally with the help of front desk stuff of selected 4 and 5-star hotels 

from the abovementioned cities. 364 questionnaires were returned out of 500 

questionnaires where the rate of response was 72.8%.  However, from these 364 

questionnaires, 54 questionnaires were rejected as they found incomplete and had 

been eradicated from the study. A total of 310 questionnaires were found acceptable 

for analysis for this study which represents 62% rate of response. The distribution and 
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collection of the questionnaire were started from 1st of February 2017 and ended on 

30th April, 2017. The total response rate of the respondents is shown in the following 

Table 5.1 whereas the city wise response rate is shown in Table 5.2. 

 

          Table 5.1 

          Response Rate of the Questionnaire 

Response Frequency/Rate 
No. of Questionnaire Distributed 500 
No. of Questionnaire Returned 364 
No. of Questionnaire Returned in Usable Condition 310 
No. of Questionnaire Returned in Non-usable Condition 54 
Questionnaire Not Returned 136 
Response Rate 72.8% 
Valid Response Rate 62% 

         
 

Among three cities, the total number of distributed questionnaires in Cox’s Bazar 

were more than the other two cities because it is the most famous tourist destination in 

Bangladesh as well as in global as because the longest sand beach of the world is 

situated in this city. Around 200 questionnaires were distributed in Cox’s Bazar city 

while 150 questionnaires were distributed each of the other two cities.  

 
     Table 5.2 

     City wise Response Rate of the Questionnaire 

Name of the 
City 

Questionnaire 
Distributed 

Questionnaire 
Returned 

Usable 
Questionnaire 

Valid Response 
Rate (%) 

Dhaka 150 98 85 17% 
Chittagong 150 116 100 20% 
Cox’s Bazar 200 150 125 25% 
Total 500 364 310 62% 

 

The highest valid response rate (25% out of 62%) is also from that city while the next 

highest valid response rate is 20% from Chittagong city and from Dhaka it is 17%.  
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From both the tables, it was found that the total valid rate of the response of this study 

was 62%, which is suitable according to the supports from the several prior studies. 

For example, Sekaran (2003) recommended a 30% rate of response is satisfactory for 

surveys while Creswell (2012) recommended a response rate of 50% or more is better 

for surveys. In the same vein, Neuman (2005) proposed 10% to 50% response rates 

for postal surveys, however, for face-to-face interviews up to 90%. Besides, Saunders 

et al. (2009) suggested 60% response return rate for representing the sample 

population. Hence, the valid sample size (310) and valid response rate (62%) are 

acceptable for statistical analysis by recommendations as mentioned earlier. 

 

5.3 Data Preparation and Screening  

In any research, particularly in quantitative analysis, the data screening process is 

crucial to identify the survey data relevancy for multivariate data analysis because it 

provides a solid groundwork for attaining significance of the results. Along with Hair, 

Black, Babin, and Anderson (2010), the quality of analysis of any research must be 

grounded on the preliminary data screening. Thus, after identifying the usable 

questionnaires, the next step is preparing the data and perform the screening to make 

data suitable for further analysis. Besides, responses from respondents were checked 

to ensure whether there are any inconsistency or omissions, or any ambiguity such as 

straight-line response.  From the recompense rate, it showed that a total 364 

questionnaires were retrieved out of 500 and from where 54 were rejected or dropped 

due to the following reasons: 10 of them did not complete their demographic part 

correctly while 36 of them were involved in missing value issues in the main research 

questions and rest of the eight (8) respondent’s responses were affected by straight 

line response issue. In such occurrences, Kumar, Talib and Ramayah (2013) 
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recommended to throw out or drop out such cases. And after dropping those affected 

questionnaires, a total 310 questionnaires were left as suitable conditions for further 

analysis. In the next section, the data coding process will be discussed. 

 

5.4 Data Coding  

The questionnaire of this study contains six demographic variables namely gender, 

age group, educational qualification, employment status, tourist category and purpose 

of the visit. Therefore, the responses of the first demographic variable ‘gender’ was 

coded by 1 as male while 2 as female. Then the next three demographic variables, i.e. 

‘age group’, ‘educational qualification’ and ‘employment status’ were coded from 1 

to 5 whiles ‘tourist category’ was coded by using 1 as domestic tourist and 2 as the 

international tourist. And the last demographic variable ‘purpose of visit’ was coded 

by using 1 to 5. After completing the coding of demographic variables, all the items 

of the questionnaire were labelled by assigning a code as follows: the items of social 

dimension of CSR were labelled as S1 to S9 while the items of environmental 

dimension of CSR were labelled as E1 to E8 and the tourist demand items were 

labelled as D1 to D8. Two independents variables such as social dimension of CSR 

and environmental dimension of CSR were coded as SCSR and ECSR whereas the 

dependent variable was coded as TD. Statistical Package for Social Sciences (SPSS) 

version 24 was used for completing the data coding process. 

 

5.5 Analysis of Missing Values 

According to Creswell (2012), data that are missing from the database because of not 

providing the respondents are known as the missing data. Accordingly, after 
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completing the data input into the computer grid, it is essential to check whether there 

are any missing data or errors in the dataset. Missing data occurs typically due to the 

following reasons: loss of data, skipping questions, refusal to complete 

complex/sensitive questions, or sometimes respondents absent minded mind-set. 

However, George & Mallery (2001) recommended handling missing data to interpret 

the results ethically and accurately.  Thus, as mentioned earlier that 364 

questionnaires were collected while 54 were rejected as respondent did not fill it 

properly. The data from the remaining questionnaires (310) were examined through 

SPSS version 24 to check missing data and no missing data were detected from those 

310 questionnaires as shown in Table 5.3.  

 
Table 5.3 
Missing Value Analysis 
 

 

 

 

 

Particulars of Respondents 
 Gender Age  Education Employment  Tourist 

Category 
Purpose of visit 

N Valid 310 310 310 310 310 310 
Missing 0 0 0 0 0 0 

Social Dimension of CSR (SCSR) 
 S1 S2 S3 S4 S5 S6 S7 S8 S9 

 
N 

Valid 310 310 310 310 310 310 310 310 310 
Missing 0 0 0 0 0 0 0 0 0 

Environmental Dimension of CSR (ECSR) 
  E1 E2 E3 E4 E5 E6 E7 E8 
 
N 

Valid 310 310 310 310 310 310 310 310 
Missing 0 0 0 0 0 0 0 0 

Tourist Demand (TD) 
  D1 D2 D3 D4 D5 D6 D7 D8 
N Valid 310 310 310 310 310 310 310 310 

Missing 0 0 0 0 0 0 0 0 
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5.6 Respondents Demographic Profile 

In this section, the demographic profile of the respondents for this study is offered in 

the Table 5.4. The demographic profile of this study contains six characteristics 

namely, gender, age, education, employment, tourist category and purpose of the visit. 

   

Table 5.4 
Demographic Profile of Respondents 

Demography Category Frequency Percent (%) 
 

Gender 
Male 183 59.0 
Female 127 41.0 
Total 310 100.0 

 
 

Age Group 

18 to 25 years 122 39.4 
26 to 35 years 98 31.6 
36 to 49 Years 65 21.0 
50 to 65 years 23 7.4 
Over 65 years 2 0.6 
Total 310 100.0 

 
 

Educational 
Qualification 

Secondary 3 1.0 
Higher Secondary 17 5.5 
Bachelor 161 51.9 
Post Graduate 122 39.4 
Vocational 7 2.3 
Total 310 100.0 

 
 

Employment 
Status 

Student 124 40.0 
Professional 109 35.2 
Self-employed 52 16.8 
Unemployed 9 2.9 
Others 16 5.2 
Total 310 100.0 

 
Tourist Category 

Domestic Tourist 233 75.2 
Foreign Tourist 77 24.8 
Total 310 100.0 

 
 

Purpose of Visit 

Visit relatives/friends 18 5.8 
Business 36 11.6 
Holiday/Leisure 157 50.6 
Study 62 20.0 
Attending 
conference/meeting 

37 11.9 

Total 310 100.0 

 
 

A total 310 respondents participated in this study where 59% were male and 41% 

percent were female. This percentage is showing that both the male and female tourist 



297 
 

are frequently traveling in Bangladesh. Now in terms of age, there were six age group 

and the highest percentage, 39.4%, were from the age group 18 to 25 years while the 

next highest percentage, 31.6%, from age group 26 to 35 years and then 21% from 36 

to 49 Years, 7.4% from 50 to 65 years and from the age group of over 65 years, the 

percentage were very low, and it were around 0.6%. In terms of educational 

qualification, more than fifty percent (51.9%) of respondents were completed their 

bachelor’s degree whereas 39.45 were completed their post-graduation degree, 5.5% 

higher secondary, 2.3% vocational and 1% completed their secondary study. With 

respect to employment, 40% i.e. 124 respondents were student, followed by 35.2 % 

professional, 16.8% self-employed, 2.9% unemployed and 5.2% were from other 

categories. Regarding tourist category, 75.2% respondents were domestic tourist 

while 24.8% were international or foreign tourist. Hence the reasons behind the 

comparatively lower percentage of foreign tourist are current political situation and 

some recent terrorist attack. And lastly when respondents were asking about their 

purpose of visit, the highest 50.6% respondents were found for enjoying their holiday 

or leisure however 20% visited for study purposes, 11.9% visited for attending 

conference or meeting, 11.6 travelled for business purposes, and the lowest 

percentage i.e. 5.8% were found to visit their friends or relatives. 

 

5.7 Descriptive Statistics of the Latent Variables 

After analysing the missing value, the descriptive statistics of the study variables were 

computed in the form of means and standard deviations. In the present study, a seven-

point Likert scale was used to measure all the latent variables where 1 = strongly 

disagree to 7 = strongly agree. In this study, the mean scores of less than 3.5 were 

considered as ‘low’ while the mean scores between 3.50 to less than 4.90 were treated 
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as ‘moderate’ and mean scores higher than 4.90 were categorised by ‘high’ (Hair et 

al., 2006). The output of the descriptive statistics is offered in Table 5.5 which 

presents the minimum and maximum scores, mean and standard deviation values of 

the study variables. 

 
Table 5.5 
Descriptive Statistics for Latent Variables 

 

Descriptive Statistics 
Variables Items N Minimum Maximum Mean Std. Deviation 
 
 
Social Dimension 
of CSR (SCSR) 

S1 310 1.00 7.00 4.99 1.484 
S2 310 1.00 7.00 4.58 1.540 
S3 310 1.00 7.00 4.66 1.580 
S4 310 1.00 7.00 4.28 1.934 
S5 310 1.00 7.00 5.41 1.370 
S6 310 1.00 7.00 4.95 1.708 
S7 310 1.00 7.00 5.28 1.351 
S8 310 1.00 7.00 5.08 1.516 
S9 310 1.00 7.00 5.06 1.491 

    Average 4.92 1.553 
 Items N Minimum Maximum Mean Std. Deviation 

 
 
Environmental 
Dimension of CSR 
(ECSR) 

E1 310 1.00 7.00 5.05 1.768 
E2 310 1.00 7.00 5.78 1.450 
E3 310 1.00 7.00 5.32 1.513 
E4 310 1.00 7.00 4.89 1.794 
E5 310 3.00 7.00 5.56 1.141 
E6 310 1.00 7.00 4.89 1.884 
E7 310 1.00 7.00 5.37 1.481 
E8 310 1.00 6.00 4.82 1.552 

    Average 5.21 1.573 
 Items N Minimum Maximum Mean Std. Deviation 
 
 
 
Tourist Demand 
(TD) 

D1 310 1.00 7.00 5.28 1.243 
D2 310 1.00 7.00 5.25 1.285 
D3 310 1.00 7.00 5.24 1.266 
D4 310 1.00 7.00 4.75 1.545 
D5 310 1.00 7.00 5.54 1.037 
D6 310 1.00 7.00 5.59 1.043 
D7 310 1.00 7.00 5.44 1.115 
D8 310 1.00 7.00 5.74 .893 

    Average 5.36 1.179 
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Table 5.5 represents that the mean value of all the latent variables was ranging from 

4.92 to 5.36. Hence, all the three study variables, such as Social Dimension of CSR 

(SCSR), Environmental Dimension of CSR (ECSR) and Tourist Demand (TD) were 

valued as ‘high’ as their average mean values are 4.92, 5.21 and 5.36 respectively 

according to the suggestion of Hair et al. (2006). 

 

5.8 Multicollinearity Test 

Before proceeding to the additional analysis of data, it is necessary to scrutinise the 

concern of multicollinearity. According to Hair et al. (2010), the relationship among 

multiple independent variables is known as multicollinearity. The higher level of 

multicollinearity among independent variables is a severe problem for the reason that 

the higher the linear multicollinearity, the explanation of relationships becomes more 

difficult and causes overvaluation of independent variables. Additionally, the 

presence of the multicollinearity decreases the size of the path coefficients (beta 

value) and increases the value of standard errors and consequently reduce the t-value 

or statistical significance and finally provides potentially untrustworthy results and 

conclusion (Field, 2009; Tabachnick & Fidell, 2007). 

 

To identify the existence of multicollinearity in the data set, one of most common 

methods usually used is inter construct correlation matrix. If two predictor variables 

are highly correlated with a value of correlation coefficient greater than 0.9 (>0.9), 

then it indicates the existence of multicollinearity (Hair, Black, Babin, & Anderson 

2006, 2010; Tabachnick & Fidell, 2007).  Besides, based on the recommendation of 

Hair et al. (2010) the estimation of multicollinearity can also be examined through the 

value of tolerance and variance inflated factor (VIF). If the threshold values are <0.20 
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and >5 for tolerance values and VIF respectively then it suggests a severe 

multicollinearity (Amoroso & Cheney, 1991; Hair et al., 2010). Table 5.6 exhibits the 

inter-correlations among the latent variables employed in the study. The result shows 

that the uppermost value of the correlation coefficient is 0.705 between social 

dimension of CSR (SCSR) and environmental dimension of CSR (ECSR) and lower 

than the cut-off value (0.9) which suggests that exogenous latent variables are 

independent as they are not highly correlated and no multicollinearity between 

exogenous variables (Hair et al., 2010).    

 
     Table 5.6 
     Correlation Matrix 
 

Correlations 
 SCSR ECSR TD 
SCSR Pearson Correlation 1 .705** .328** 

Sig. (2-tailed)  .000 .000 
N 310 310 310 

ECSR Pearson Correlation .705** 1 .389** 
Sig. (2-tailed) .000  .000 
N 310 310 310 

TD Pearson Correlation .328** .389** 1 
Sig. (2-tailed) .000 .000  
N 310 310 310 

**. Correlation is significant at the 0.01 level (2-tailed). 
 
 
 
         Table 5.7 
         Multicollinearity Statistics 
 

Coefficientsa 
Model Collinearity Statistics 

Tolerance VIF 
1 SCSR .503 1.988 

ECSR .503 1.988 
a. Dependent Variable: TD 
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On the other hand, to detect multicollinearity further, the collinearity diagnostic was 

performed through SPSS version 24 and presented in Table 5.7. From the result, it 

was found that the value of VIF is 1.988 which less than 5 while the tolerance value is 

0.503 and greater than 0.2 and confirms the absence of multicollinearity between 

exogenous variables. 

 

5.9 Dealing with Outliers 

The term ‘outlier’ is an extreme observation/score of a respondent or respondents in 

the data set which is remarkably different from the rest of the dataset due to its 

unusually high or low score either for one variable or several variables and affect the 

consequence of the numerical data analysis adversely (Hair et al., 2014; Iacobucci & 

Churchill, 2004; Kumar et al., 2013). Thus, before continuing to advanced level data 

analysis, it crucial to detect the presence of outliers. There are common criteria to 

detect the occurrence of outliers in the dataset are Mahalanobis distance (d2), Cook's 

distance, and Leverage distance. In this study the Mahalanobis distance (d2) was 

mainly applied in detecting the outlying cases. In accordance with Tabachnick and 

Fidell (2007) the number of variables used in this study are equals to the degree of 

freedom and accordingly for the given number of variables (3) indicating the degree 

of freedom in the chi-square (χ2) table at P>0.001, the chi-square (χ2) value was 16.27 

and known as Mahalanobis distance (d2) (See Appendix). Therefore, any 

observation/case which exceeds 16.27 was identified as outlier. From the table 5.8, it 

was found that none the cases exceed Mahalanobis distance (d2) 16.27 since the 

maximum value of the Mahalanobis distance was 10.778.  

 



302 
 

Moreover, Cook's distance and Leverage's distance also examined in determining the 

significantly influential outliers. As per Cook and Weisberg’s (1982) 

recommendation, for any observation/case if the Cook's distance value is bigger than 

1.0, then it is a reason of concern and the observation/case would be treated as an 

influential outlier. Simultaneously, if the value of leverage distance exceeds 0.50 for 

any case or observation, then consider that case or observation as an influential outlier 

(Iglewicz & Hoaglin, 1993; Hair, Black, Babin, Anderson, & Tatham 1998). Table 

5.7 presents that none the observations or cases was an influential outlier as the 

maximum values of Cook's distance and Leverage distance were 0.251 < 1 and 0.035 

< 0.5 respectively. 

 
Table 5.7 
Residuals Statistics from SPSS Output 

 
 

Residuals Statisticsa 
 Minimum Maximum Mean Std. 

Deviation 
N 

Predicted Value 4.2915 5.9344 5.3597 .33097 310 
Std. Predicted Value -3.227 1.736 .000 1.000 310 
Standard Error of 
Predicted Value 

.044 .150 .072 .022 310 

Adjusted Predicted 
Value 

4.3322 5.9333 5.3601 .32883 310 

Residual -3.41120 1.71487 .00000 .76763 310 
Std. Residual -4.429 2.227 .000 .997 310 
Stud. Residual -4.507 2.262 .000 1.005 310 
Deleted Residual -3.53116 1.77034 -.00042 .78099 310 
Stud. Deleted Residual -4.656 2.278 -.002 1.015 310 
Mahal. Distance .006 10.778 1.994 2.053 310 
Cook's Distance .000 .251 .006 .026 310 
Centered Leverage 
Value 

.000 .035 .006 .007 310 

a. Dependent Variable: Average of Tourist Demand of CSR 
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5.10 Assessment of PLS-SEM Path Model Results 

To gauge and report the outcomes of PLS-SEM path, this contemporary study adopts 

a two steps process suggested by Henseler, Ringle, and Sinkovics (2009). The two 

steps adopted in this study consist of: (1) the assessment of a measurement model, and 

(2) the assessment of a structural model as presented in figure 5.1.  

 

 

 

 

 

 
 

 

 

 

 

 

 

Figure 5.1: A two-step process of PLS-SEM path model assessment  

Source: Adapted from Henseler, Ringle, & Sinkovics, (2009). 

 

5.11 Assessment of Measurement Model (Outer Model) 

The structural relationship among the latent construct and their corresponding 

indicators are known as measurement model, also known as the outer model on the 

word of Anderson and Gerbing (1988), and Tabachnick and Fidell (2007). The 

assessment of the outer model or measurement model depends on the following 

norms: composite reliability (CR), average variance expected (AVE), convergent 

Assesment of 
Measurement 

Model

• Examining individual item reliability
• Ascertaining internal consistency reliability
• Ascertaining convergent validity
• Ascertaining discriminant validity

Assesment of 
Structural Model

• Assessing the significance of path coefficients 
• Evaluating the level of R-squared values
• Determining the effect size
• Ascertaining the predictive relevance
• Examining the moderating effect
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validity and discriminant validity while outer loadings and cross-loadings measures 

the indicator reliability as recommended by Henseler et al. (2009). Thus, the PLS 

algorithm was run through Smart PLS software 3.0 to obtain indicator loadings, cross-

loadings, composite reliability, and average variance extracted (AVE) as shown in 

figure 5.2. The next section will focus all the criterions as mentioned earlier to 

evaluate the measurement model. 

 

5.11.1 Individual Item Reliability 

Individual item reliability was calculated by scrutinising the outer loading of all the 

items of the study variables. (Hair et al., 2014; Hair et al., 2012, Duarte & Raposo, 

2010; Hulland, 1999). According to Hair et al. (2011) and Henseler et al. (2009), the 

individual item loading value should be larger than 0.70. Moreover, Vinzi et al. 

(2010), suggested that as per their rule of thumb the value of outer loadings should be 

0.5 and above, while, Hulland (1999) proposed 0.4 as a cut-off point of outer 

loadings. In relation to Hulland’s (1999) proposition, item with below 0.4 outer 

loading should eliminate or remove from the measurement model to improve the data 

quality. In the same way, Hair et al., (2014) suggested that “indicators with outer 

loadings between 0.40 and 0.70 should be considered for removal from the scale only 

when deleting the indicator leads to an increase in the composite reliability or the 

average variance extracted above the suggested threshold value” (p. 103). 

 

Therefore, when the PLS algorithm was first-time run, it was found that all the items 

outer loading was above 0.5 (See Appendix) and fulfil the cut-off value of Vinzi et al. 

(2010), Hulland (1999) and Hair et al. (2014). However, the average variance 
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extracted value of all the variables was not above 0.5. In contrast, Chin (1998) 

suggested that the AVE of each latent construct should be 0.5 or more. Thus, to fulfil 

Chin’s (1998) recommendation, three items with lower loading (such as S3 = 0.501; 

E5 =0.567 and D4 = 0.565) were deleted from the measurement model in line with the 

suggestion of Hair et al., (2014). So out of 25 items, 3 were removed, and with the 

retained 22 items the PLS algorithm was run further (shown in figure 5.2). Table 5.8 

illustrates all the retained items and their corresponding outer loadings. 

 
Figure 5.2: Measurement Model 
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 Table 5.8 
 Construct reliability, Cronbach’s Alpha, Composite Reliability and Average 

Variance Extracted (AVE) of all the Latent Variables 

 
 
 
Construct 

 
 
 

Item 

 
 
 

Loadings 

 
 

Cronbach’s 
Alpha 

 
 

Composite 
Reliability 

Average 
Variance 
Extracted 

(AVE) 
 
 

Social 
Dimension of 
CSR (SCSR) 

S1 0.790    
S2 0.820    
S4 0.777    
S5 0.666    
S6 0.545 0.865 0.892 0.511 
S7 0.687    
S8 0.738    
S9 0.655    

 
 
Environmental 
Dimension of 
CSR (SCSR) 

E1 0.834    
E2 0.740    
E3 0.624    
E4 0.642 0.834 0.875 0.504 
E6 0.598    
E7 0.675    
E8 0.818    

 
 

Tourist 
Demand (TD) 

D1 0.758    
D2 0.721    
D3 0.657 0.854 0.889 0.533 
D5 0.722    
D6 0.752    
D7 0.732    
D8 0.764    

 

 

5.11.2 Internal Consistency Reliability 

According to Hair et al. (2014), Cronbach's alpha is the traditional criterion to 

measure the internal consistency reliability, which offers an estimation of the 

reliability by the inter-correlations among the observed indicator variables. The 

Cronbach's alpha assumes that all the indicators are reliable equally, i.e., same outer 

loadings for all the indicators of the construct while indicator’s individual reliability is 

the primary concern of PLS-SEM (Hair et al., 2014).  Therefore, owing to the 

Cronbach Alpha’s limitations, another robust measure of gauging internal consistency 
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reliability is ‘composite reliability’ which takes into account the different outer 

loadings (Hair et al., 2014). The value of the composite reliability varies typically 

from 0 to1, and the higher the value, the more the levels of reliability. In line with the 

suggestion of Hair et al. (2014), in exploratory research, the acceptable values of 

composite reliability are from 0.60 to 0.70, whereas in the more advanced stage of 

research the satisfactory values are from 0. 70 to 0.90. Similarly, Fornel and Larcker 

(1981), and Nunally and Bernstein, (1994) proposed that the acceptable value of 

composite reliability should be above 0.70. Conversely, values of less than 0.60 

indicate the deficiency of internal consistency reliability (Hair et al., 2014). Table 4.9 

exhibits all the latent constructs composite reliability and have met and exceeded the 

cut-off value of 0.70 (Hair et al., 2014; Nunally & Bernstein, 1994; Fornel & Larcker, 

1981). The composite reliability value of the dependent variable (TD) is 0.889, and 

the values of the two independent variables (SCSR & ECSR) are 0.892 and 0.875 

respectively. 

 

5.11.3 Convergent Validity 

According to Hair et al. (2014), convergent validity is the ‘extent to which a measure 

correlates positively with alternative measures of the same construct’ (p.102). 

Consequently, the items or indicators or measures of a particular construct must 

converge a high proportion of variance. Average variance extracted (AVE) is the most 

common measure researchers normally use to assess the convergent validity (Hair et 

al., 2014; Fornell & Larcker 1981). As per Chin’s (1998) recommendation, to achieve 

the acceptable level of convergent validity, the AVE of each latent construct must be 

greater than 0.50 or above. Hair et al. (2014) also suggested the same value of AVE to 

assess convergent validity. The reason for both the authors’ recommendations is a 
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construct with an AVE value of 0.50 or more can explain more than half of the 

variance of its indicators. On the contrary, a construct with an AVE value of below 

0.50 identifies more errors remaining in the items than the explained variance by the 

construct (Hair et al., 2014). The PLS algorithm result unveils that all the constructs 

AVE value is higher than 0.50 (provided in Table 4.8) and exceeded the minimum 

cut-off value suggested by Chin (1998) and Hair et al. (2014). Therefore, the average 

variance extracted (AVE) value of the dependent variable (TD) is 0.533, while, the 

AVE values of the two independent variables (SCSR & ECSR) are 0.511 and 0.504 

respectively and representing the satisfactory convergent validity. 

 

5.11.4 Discriminant Validity 

Discriminant validity is the “extent to which a construct is truly distinct from other 

constructs by empirical standards” (Hair et al., 2014). For assessing the discriminant 

validity, there are two methods available. The first method is the Fornell-Larcker 

criterion, suggested by Fornell and Larcker (1981) and the second method is Chin’s 

(1998) criterion by observing the indicator loadings of latent variable and cross-

loading, as recommended by Chin (1998). In Fornell-Larcker criterion, it compares 

the correlations of latent variables with the square root of the AVE values of latent 

variables, and the square root of the AVE of each latent variable must be larger than 

the correlations of the latent variables. Alternatively, along with Chin’s (1998) 

criterion, the outer loadings of a construct should be greater than the cross-loadings 

(i.e., all of its loadings on other constructs).  
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Table 5.9 
Discriminant Validity Matrix 

Fornell-Larcker Criterion 
Constructs  

   
 

  ECSR SCSR TD AVE 
ECSR 0.710 

  
0.504 

SCSR 0.696 0.715 
 

0.511 
TD 0.456 0.345 0.730 0.533 
 
Note: The values in the diagonals cells (bold) are the square root of the AVE while the un-bolded 
values are the correlations 

 

Table 5.9 illustrates that the square root of the AVE of each latent variable (the bold 

diagonal values) is higher than the correlations of the latent variables (the un-bolded 

diagonal values) and accomplishes Fornell-Larcker’s (1981) criterion and indicating 

acceptable discriminant validity. Hence the correlation between the social dimension 

of CSR (SCSR) and environmental dimension of CSR (ECSR) is highest one (0.696) 

while the environmental dimension of CSR (ECSR), and Tourist demand (TD) is 

0.456 and social dimension of CSR (SCSR) and Tourist demand (TD) is representing 

the lowest value of correlation, i.e., 0.345. 

 

Additionally, table 5.10 compares all the indicators loadings with all of its loadings on 

other constructs, i.e., cross-loadings and hence indicators loadings (the bold values) 

are greater than its cross-loadings which provides support to the Chin’s (1998) 

criterion of attaining divergent validity in acceptable level. 
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         Table 5.10  
         Cross Loadings 

  ECSR SCSR TD 

D1 0.376 0.285 0.758 

D2 0.282 0.148 0.721 

D3 0.273 0.224 0.657 

D5 0.310 0.255 0.722 

D6 0.361 0.288 0.752 

D7 0.341 0.212 0.732 

D8 0.365 0.319 0.764 

E1 0.834 0.676 0.325 

E2 0.740 0.451 0.430 

E3 0.624 0.255 0.286 

E4 0.642 0.425 0.211 

E6 0.598 0.453 0.233 

E7 0.675 0.514 0.360 

E8 0.818 0.655 0.330 

S1 0.501 0.790 0.231 

S2 0.523 0.820 0.284 

S4 0.470 0.777 0.231 

S5 0.374 0.666 0.292 

S6 0.596 0.545 0.296 

S7 0.474 0.687 0.100 

S8 0.533 0.738 0.143 

S9 0.459 0.655 0.212 

 

 

5.12 Assessment of Structural Model 

In PLS-SEM, the assessment of inner model or structural model is done based on the 

empirical criteria, determined by the predictive capabilities of the model rather than 

applying measures of goodness of fit like CB-SEM (Hair et al., 2014). Specifically, 

the assessment of the structural model explains that how well the model can predict its 
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endogenous variables, i.e., dependent variables (Rigdon, 2012). Consequently, for 

assessing the structural model in PLS-SEM, the fundamental criteria are the 

significance of the path coefficients, the coefficients of determination (R2), the f2 

effect size, the predictive relevance (Q2), and the q2 effect size (Hair et al., 2014). 

 

After assessing the measurement model successfully, next step is to assess the inner 

model or structural model in PLS-SEM. So, this section would focus all the methods, 

and fundamental criteria used of evaluating structural model. First of all, the 

significance of the structural model was measured through path coefficient, t-values 

and standard error to test hypothesis of this study (Chin, 1998a; Hair et al., 2011). The 

test of the study hypothesis was completed by running the bootstrapping process in 

SmartPLS 3.0 and the output of structural model is shown as figure 5.3. 

 

Correspondingly, in order to explain the extent of variance in the endogenous variable 

by the exogenous variables, the R2 value (coefficient of determination) also calculated 

according to Chin’s (1998) and Cohen’s (1988) recommendation. And then using 

Cohen’s (1988) suggestion, the calculation and the evaluation of the effect sizes (f2) 

of each of the exogenous variable was performed. Additionally, in determining the 

predictive capability (Q2), the blindfolding technique was employed using the 

benchmarks of Hair et al. (2014), Henseler et al. (2009) and Chin (1998). 
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Figure 5.3: Structural Model 
 
 
 

5.12.1 Hypothesis Testing  

In the present study, two hypotheses were proposed and stated in the methodology 

chapter. With the purpose of assessing the significance of the path coefficients, this 

study runs the PLS bootstrapping with 5000 bootstrap samples and 310 cases 

according to Hair et al. (2014, 2012, 2011), and Henseler et al. (2009). The p-value 

was calculated at 95% confidence interval as it is conventional in the social science 

research (Bickel, 2012; May, 2011; Cox & Hinkley, 1979; Tacq & Tacq, 1997). In 

keeping with the rule of thumb by Hair et al. (2014), t-value is to be considered 

significant (for two-tailed proposition) if it is greater than 1.96 (p<0.05) and to be 
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used further for decision making of the proposed hypothesis. Table 5.11 portrayed the 

outcome of the hypothesis testing which provides the values of path coefficient, t-

values, standard errors along with p-values. 

 
Table 5.11 
Hypothesis Testing 
 

 

Hypothesis 

 

Relationship 

Standard 

Beta 

Standard 

Error 

 

t-values 

 

p-values 

 

Decision 

H1 SCSR -> TD 0.053 0.063 0.834      0.404 Not Supported 

H2 ECSR -> TD 0.419 0.079 5.318     0.000** Supported 

**p<0.01, *p<0.05 (two-tailed test) 

 

The result of the table 5.11 established that the first hypothesis of this study (H1) was 

not supported. The result reveals that the relationship between the social dimension of 

CSR (SCSR) and the tourist demand (TD) is positively related but not significant at 

5% level of significance (β=0.053, t=0.834, p>0.05). On the other hand, the second 

hypothesis (H2) was supported based on the result of the table 4.11 (β=0.419, t=5.318, 

p<0.05) and predicted that the environmental dimension of CSR (ECSR) has a 

positive and significant relationship with tourist demand (TD). 

 

5.12.2 Assessment of Coefficient of Determination (R2 Value)  

The coefficient of determination (R2 value) is the most frequently used measure to 

assess the structural model in PLS-SEM (Hair et al., 2012; Henseler et al., 2009). The 

coefficient of determination or the value of R2 usually evaluates the predictive 

accuracy of the model and demonstrates the combined effect of exogenous latent 

variables on the endogenous latent variable. In another word, the R2 value indicates 

the extent of variance in the dependent variable explained by the all the independent 

variables associated with it (Hair et al., 2014). The value of R2 varies from 0 to 1, and 
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higher value of R2 indicates higher levels of predictive accuracy. However, the 

accepted level of R2 value depends on the complexity of the model and the context of 

the research as suggested by Hair et al., (2014). According to Hair, Ringle, and 

Sarstedt (2011), and Henseler et al. (2009), the R2 value of 0.20 was considered 

satisfactory or high in research context like consumer behavior, while, studies that 

aiming to explain customer loyalty or satisfaction, researchers presume higher value 

of R2, i.e., above 0.75. Primarily, R2 values of 0.75, 0.50, or 0.25 for endogenous 

latent variables can explain as substantial, moderate, or weak respectively by 

exogenous latent variables (Hair et al., 2014; Hair, et al., 2011; Henseler et al., 2009). 

Additionally, Falk and Miller (1992) proposed 0.10 as a minimum acceptable value of 

R2. However, Chin (1998) suggested that the R2 values of 0.67, 0.33 and 0.19 may 

consider as substantial, moderate and weak respectively. Besides, Cohen (1988) also 

mentioned three levels of R2 values such as 0.26 as substantial, 0.13 as moderate and 

0.02 as weak for assessing the quality of the structural model. Table 5.12 illustrates 

the R2 value of the endogenous latent variable. 

 
  Table 5.12 
  R2 value of the endogenous latent variable 
 

 

Latent Variable 

Variance Explained 

(R2) 

 

Level of Explanation 

Tourist Demand 

(TD) 

0.210 Moderate in line with Cohen (1988) 

Satisfactory in line with Falk & Miller (1992) 

 
 

From table 5.12, the R2 value is 0.210 and demonstrates that exogenous latent 

variables of this study (SCSR & ECSR) explain 21% variance of the endogenous 

latent variable (TD), which is satisfactory according to Falk and Miller, (1992) and 

moderate in proportion to Cohen (1988).  
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5.12.3 Assessment of Effect Size (f2)  

According to Chin (1998), the relative effect of a specific exogenous latent variable 

on the endogenous latent variable by dint of changes in the R2 value is known as 

effect size (f2) and calculated by the following formula (Hair et al., 2014; Callaghan, 

Wilson, Ringle, & Henseler, 2007; Cohen, 1988). 

𝑓2 =  
𝑅𝑖𝑛𝑐𝑙𝑢𝑑𝑒𝑑

2 −  𝑅𝑒𝑥𝑐𝑙𝑢𝑑𝑒𝑑
2

1 − 𝑅𝑖𝑛𝑐𝑙𝑢𝑑𝑒𝑑
2  

Where 

𝑅𝑖𝑛𝑐𝑙𝑢𝑑𝑒𝑑
2  is the R2 value of endogenous variable when a particular exogenous latent 

variable is included in the model. 

𝑅𝑒𝑥𝑐𝑙𝑢𝑑𝑒𝑑
2  is the R2 value of endogenous variable when a particular exogenous latent 

variable is excluded from the model. 

 

In accordance with Cohen’s (1988) recommendations for evaluating the effect sizes 

(f2), the values of 0.02, 0.15, and 0.35 indicates the small, medium, and large effects 

respectively of the exogenous latent variable.  

Table 5.13 
Effect Sizes (f2) of the Latent Variables 
 

Endogenous Construct Exogenous Construct f2 Effect Size 

 

Tourist Demand (TD) 

Social Dimension of CSR 

(SCSR) 

0.002 None 

Environmental Dimension 

of CSR (ECSR) 

0.115 Small 

     **The term ‘None’ indicates that there is no effect. 
 

 

Table 5.13 represents the values of the effect size (f2). The result indicates that the 

effect sizes for the social dimension of CSR (SCSR) and the environmental dimension 

of CSR (ECSR) are 0.002 and 0.115 respectively. And hence following Cohen’s 
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(1988) guidelines, the effect sizes of both the exogenous latent variables (SCSR & 

ECSR) on the endogenous latent variable (TD) can be considered as ‘none’ and 

‘small’ respectively. 

 
 
5.12.4 Predictive Relevance (Q2)  

After assessing the criterion of predictive accuracy using the level of R2 values, Hair 

et al. (2014) further suggest testing the Stone-Geisser's Q2 value (Geisser, 1974; 

Stone, 1974) which is an indicator of the predictive relevance of a model. From two 

different approaches (i.e., the cross-validated redundancy & cross-validated 

communality) of calculating the Q2 value, Hair et al. (2014) advised using the cross-

validated redundancy as a measure of Q2 because this approach comprises the 

fundamental element of the path model, the structural model, in predicting eliminated 

data points. Thus, to calculate the Stone-Geisser's Q2 value, a blindfolding procedure 

was run in Smart PLS using the cross-validated redundancy approach only for the 

endogenous reflective latent variable in the model in agreement with Hair et al., 

(2014) and Henseler et al., (2009). If the Q2 value is more than 0, then it suggests that 

the model has predictive relevance for the endogenous latent construct. Conversely, if 

the Q2 value is 0 or less than 0, then it indicates a lack of predictive relevance (Hair et 

al., 2014; Henseler et al., 2009; Chin, 1998). The result of the Q2 value is shown in 

figure 5.4 and the table 5.14. 
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 Figure 5.4: PLS Blindfolding Procedure 
 

 
 
        Table 5.14 
        Construct Cross Validated Redundancy 

Total SSO SSE Q² = (1-SSE/SSO) 

Tourist Demand (TD) 2170.000 1941.276 0.105 

 

 
Table 5.14 represents that the cross-validated redundancy measure (Q2) for the 

endogenous variable is greater than zero (0) and suggesting that the model has 

predictive relevance as per the recommendation of Hair et al., (2014). 
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5.13 Chapter Summary 

This chapter started by discussing with the response rate of the field survey, and 

followed by the data preparation and screening, data coding and then all the data were 

imputed into SPSS software, version 24 for further analysis. Then, the demographic 

profile of the respondents was presented. After that, missing data analysis was 

checked by the SPSS software (version 24). And then the outliers dealing was 

executed through Mahalanobis distance (d2), Cook's distance, and Leverage distance, 

while the multicollinearity analysis was performed using inter construct correlation 

matrix as well as based on the value of tolerance and variance inflated factor (VIF).  

Besides, the descriptive statistics of the latent variables were also examined. 

Moreover, the model was evaluated in two stages, i.e. measurement model assessment 

and structural model assessment. The measurement model was assessed by the 

individual item reliability, internal consistency reliability, convergent and 

discriminant validity. On the other hand, the structural model was assessed by the 

significance of the path coefficients, coefficients of determination (R2), the effect size 

(f2), and the predictive relevance (Q2). Meanwhile, two study hypotheses were tested 

through bootstrapping and the result of the hypotheses offered the answer of the 

fourth research question (RQ-4) of the study. The discussion of the inclusive results of 

this study along with its theoretical, methodological and practical contributions is 

hereby discussed in the next chapter. 
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Chapter 6: Discussion and Conclusion 
 

6.1 Introduction 

This chapter provides the summary and discussion of the findings in the light of 

research objectives, research implications, study limitations, and directions for the 

future research. Offering the summary of the findings first, it discusses the major 

findings of the study in connection to research objectives. The discussion gradually 

broaches the four objectives and answers of the four research questions. Afterwards, 

the chapter touches upon the implications of the study from the theoretical, 

methodological and practical aspects. It also delivers the study limitations as well as 

directions for the future research. However, the chapter ends in offering the 

conclusion of the study. 

 

6.2 Summary of Findings 

The study is aimed to explore the drivers and barriers of implementing CSR practices 

in the hotel sector in a less developed country, Bangladesh by employing both 

qualitative and quantitative techniques. To do so, nineteen (19) interviews were 

conducted to provide answers to the first three research questions (RQ-1, RQ-2 & 

RQ-3). Therefore, all the interview transcriptions were entered the software (NVivo-

11). From the output of the NVivo-11 software, this study identified three (3) themes 

and under these themes there were thirty-six (36) sub-themes including drivers and 

barriers. The themes are: economic dimension of CSR, social dimension of CSR and 

environmental dimension of CSR. Under the first theme, i.e. economic dimension of 

CSR, there were sixteen (16) sub-themes, while under the second theme social 

dimension of CSR contained ten (10) sub-themes and the third theme environmental 

dimension of CSR also included ten (10) sub-themes respectively. And all these sub-
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themes were presenting the probable drivers and barriers under these three (3) themes 

of implementing CSR practices in the Bangladesh’s hotel sector. Theme-wise all the 

sub-themes were presented below: 

 

Drivers and Barriers of Economic Dimension of CSR:  

Under economic dimension of CSR this study has found a total of sixteen (16) drivers 

and barriers regarding the implementation of CSR practices in Bangladesh’s hotel 

sector. Out of sixteen (16) drivers and barriers, ten (10) are drivers while six (6) are 

barriers. The ten (10) economic drivers are following: (i) Brand or Company Image, 

(ii) Business Environment, (iii) Competitive Advantage, (iv) Customer Satisfaction, (v) 

Employee Loyalty, (vi) Financial Incentives, (vii) Joint-Ventured Partnership, (viii) 

Lower Operational Risk, (ix) Promotional Activities and (x) Stakeholder’s Pressure. 

On the other hand, the six (6) economic barriers are: (i) Additional Cost, (ii) Lack of 

Government Initiatives & Supports, (iii) Lack of Resources, (iv) Local Owners’ Mind-

set, (v) Profit Maximisation, and (vi) Unplanned & Improper Growth of the Industry. 

 

Drivers and Barriers of Social Dimension of CSR:  

This study has identified 10 drivers and barriers under social dimension of CSR where 

six (6) are drivers and the rest of the four (4) are barriers. Hence the drivers are: (i) 

Alliance with Government & Community; (ii) Community Involvement; (iii) 

Governmental Initiatives, Supports & involvement; (iv) Pressure from Monitoring 

Agencies; (v) Self-Awareness and Dominant and (vi) Family Ownership, whereas (i) 

Lack of Community Awareness & Knowledge; (ii) Lack of cooperation from 

concerned authorities; (iii) Political Disturbance and (iv) Departmental Power 

Exploitation are barriers of the social dimension of CSR  in implementing CSR 

practices in the hotel sector of Bangladesh.  
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Drivers and Barriers of Environmental Dimension of CSR:  

Under the environmental dimension of CSR, ten (10) drivers and barriers have been 

found where five (5) of them are drivers such as (i) Corporate Environmental Policy, 

(ii) Environmental Promotion, (iii) Environmental Training or Campaign; (iv) Green 

Office Concept, and (v) Green Procurement. And rest of them are the barriers of 

environmental dimension of CSR include (i) Lack of Enforcement of Environmental 

Laws; (ii) Lack of Environmental Management System; (iii) Lack of Modern 

Environmental Technology; (iv) Lack of Monitoring System and (v) Scarcity of 

Stakeholder’s Environmental Knowledge & Awareness. 

 

Demand for CSR Practices among Hotel Guests: 

On the other hand, to gauge the demand for CSR practices among hotel guests in 

Bangladesh’s hotel sector, a survey was conducted with a sample size of 310 to 

collect the quantitative data and to test the study hypothesis s to offer the answer of 

the fourth research question (RQ-4). And thus, Partial Least Squares – Structural 

Equation Modelling was used to analyse the survey data. As the practice in SEM, the 

model was assessed in two folds; measurement model and structural model. In the 

measurement model, the indicator variables were examined to ascertain whether they 

are measuring the concept they are intended to measure. While in the structural 

model, hypotheses were tested, effect sizes were assessed, and the predictive 

capability of the model was calculated. 

 

(i) Review of Measurement Model: When the PLS algorithm was first-time run, it 

was found that all the items outer loading was above 0.5 and fulfil the cut-off value of 

Vinzi et al. (2010), Hulland (1999) and Hair et al. (2014). However, the average 
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variance extracted (AVE) value of all the variables was not above 0.5, but in line with 

Chin (1998) the AVE of each latent construct should be 0.5 or more. Thus, to fulfil 

Chin’s (1998) recommendation, three items with lower loading (such as S3 = 0.501; 

E5 =0.567 and D4 = 0.565) were deleted from the measurement model in line with the 

suggestion of Hair et al., (2014). So out of 25 items, 3 were removed, and with the 

retained 22 items the PLS algorithm was run further. All the latent constructs 

composite reliability has met and exceeded the cut-off value of 0.70 (Hair et al., 2014; 

Nunally & Bernstein, 1994; Fornel & Larcker, 1981). The result also unveils that all 

the constructs AVE value is higher than 0.50 and exceeded the minimum cut-off value 

suggested by Chin (1998) and Hair et al. (2014). Therefore, the average variance 

extracted (AVE) value of the dependent variable (TD) is 0.533, while, the AVE 

values of the two independent variables (SCSR & ECSR) are 0.511 and 0.504 

respectively and representing the satisfactory convergent validity. Moreover, the 

square root of the AVE of each latent variable is higher than the correlations of the 

latent variables and accomplishes Fornell-Larcker’s (1981) criterion and indicating 

acceptable discriminant validity. Additionally, indicators loadings are greater than its 

cross-loadings, which provides support to the Chin’s (1998) criterion of attaining 

divergent validity in acceptable level. 

 

(ii)  Review of Assessment of Structural Model: After assessing the measurement 

model successfully, the inner model or structural model is assessed. The result of the 

first hypothesis (H1) of this study reveals that the relationship between the social 

dimension of CSR (SCSR) and the tourist demand (TD) is positively related but not 

significant at 5% level of significance (p>0.05). On the other hand, the second 

hypothesis (H2) was supported based on the result (p<0.05) and predicted that the 
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environmental dimension of CSR (ECSR) has a positive and significant relationship 

with tourist demand (TD). According to the result, the R2 value is 0.210 and 

demonstrates that exogenous latent variables of this study (SCSR & ECSR) explain 

21% variance of the endogenous latent variable (TD), which is satisfactory according 

to Falk and Miller, (1992) and moderate in proportion to Cohen (1988).  

 

The finding of the study also indicates that the effect sizes (f2) for the social 

dimension of CSR (SCSR) and the environmental dimension of CSR (ECSR) are 

0.002 and 0.115 respectively. And hence following Cohen’s (1988) guidelines, the 

effect sizes of both the exogenous latent variables (SCSR & ECSR) on the 

endogenous latent variable (TD) can be considered as ‘none’ and ‘small.’ Moreover, 

from the outcome of the study, the cross-validated redundancy measure (Q2) for the 

endogenous variable (Q2 = 0.105) is greater than zero (0) and suggesting that the 

model has predictive relevance for the endogenous latent construct as per the 

recommendation of Hair et al., (2014). 

 

6.3 Research Objectives and Discussion of Findings 

The study intends to explore the drivers and barriers of implementing CSR practices 

in Bangladesh’s hotel sector and to achieve this, the following objectives were set as 

targets for this study:  

(i) To identify the drivers and barriers of implementing the economic 

dimension of corporate social responsibility in the Bangladesh’s hotel 

sector. 

(ii) To identify the drivers and barriers of implementing the social dimension 

of corporate social responsibility in the Bangladesh’s hotel sector 
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(iii) To identify the drivers and barriers of implementing the environmental 

dimension of corporate social responsibility in the Bangladesh’s hotel 

sector 

(iv) To gauge the demand for CSR practices among hotel guests in 

Bangladesh’s hotel sector. 

 

The first three objectives obtain from the findings of the qualitative part of this study 

where a total of nineteen (19) in-depth semi structured interview were conducted 

among three different interviewees such as hotel top-management, NGO executives 

and government regulatory officials. While the fourth objective obtains from the 

findings of the quantitative part of this study where a survey was conducted with a 

sample size of 310 and the study hypotheses were tested through Smart-PLS software-

3. The next section provides the objective wise discussion of both qualitative and 

quantitative findings of the present study. 

 

6.3.1 Objective-1: Drivers and Barriers of Economic Dimension of CSR 

According to the Martínez and del Bosque (2014), the economic dimension of CSR 

refers to organisation’s ability to create value within the society with enhanced 

financial performance. Under the economic dimension of CSR, this study has found 

ten (10) prospective drivers along with six (6) probable barriers of implementing CSR 

practices in the hotel sector of Bangladesh. Out of ten (10) drivers, Brand Image or 

Company Image is the most important one as per the opinions of the informants. A 

total 17 informants out of 19 mentioned that brand image or a good company image is 

a vibrant economic driver for the hotel sector of Bangladesh. Because responsible and 

sustainable business practices can enhance hotel’s brand image and simultaneously, 
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creates good impression not only in customers’ mind-set but also in the society where 

this particular hotel is taking care of me, my society and my environment and the 

number of customers will increase due to the better image or reputation of the hotel. 

Several prior studies such as Martínez & del Bosque (2014), Miles & Covin (2000), 

and Mazurkiewicz (2004) also found similar outcome that organisations that operate 

in a socially and environmentally responsible manner and have a history of fulfilling 

their responsibilities to various stakeholders create good image or reputation in the 

society. And the next important driver is financial incentives, has identified by the 

opinions of the seven (7) informants. According to their perceptions, financial 

incentives from government or governmental institutions can act an economic driver 

for those hotels who are practising CSR activities as well as who are trying to 

adopting such activities. The government incentive such as providing low interest 

loan facilities for environment friendly projects, tax benefits, and licensing facilities 

will definitely inspire entrepreneurs towards social and other responsible activities. 

Previous studies such as Park et al. (2014), Muttakin & Khan (2014), Khan et al. 

(2013) have also revealed that financial rewards or incentives has positive influence 

on the implementation of or practicing social and environmental activities.  

 

After that, six (6) interviewees have indicated customer satisfaction as an influential 

driver for the hotel sector of Bangladesh in the implementation of CSR practices. 

They also uttered that if hoteliers can fulfil their customer/tourist/guest’s demand 

(what they want or expect from your hotel) through their environmentally friendly 

services and activities, then their satisfaction level will be high and if they are 

satisfied then they will visit again and again and in return, the financial performance 

of the hotel will thrive. More than a few previous studies such as Saeidi, et al., 2015; 
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Benavides-Velasco, et al., 2014; Basu and Palazzo, 2008; Senthikumar, et al., (2011), 

Luo and Bhattachara (2006) also found the similar relation that customer satisfaction 

and organisation/hotel CSR activities are positively related to each other. The lower 

operational risk is the next crucial driver under economic dimension of CSR as per 

the opinions of the five (5) interviewees. Due to the responsible business operation, 

CSR practicing organisations will be in the good book of the government as well as 

they will easily get the social license to operate in comparison to others who are not 

involve in the CSR practices. Consequently, they will have a good rapport with local 

administration, local community and concerned NGO’s, and obviously better public 

image with other legal and regulatory benefits. Quite a few researchers also express 

similar views that hotel CSR practices can allow to get a social license to operate, 

reduce threats of greater governmental supervision (Kasim, 2007a; McGehee et al., 

2009; Williams et al., 2007) and decreases the operational risk of the organisation 

(Salzmann et al., 2005; Waddock & Graves, 1997).   

 

The next important economic driver for inspiring the hotel sector towards CSR 

practices is promotional activities according to the thoughts of the five (5) 

interviewees. All of them agreed that in implementing or adopting CSR practices in 

the hotel industry of Bangladesh, the promotional activities can play a vital role to 

motivate the hotel stakeholders as well as can create community or social awareness. 

Similarly, some prior studies also specified the importance of the promotional 

activities. For instance, Hammann et al. (2009), Lindgreen et al. (2009), and Saleh et 

al., (2011) have stated in their respective study that Bangladesh has placed special 

emphasis on promoting CSR among local private sector enterprises which reflects an 

increasing recognition in the country that CSR is a substantial vehicle for promoting 
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business competitiveness as well as sustainable development as per European 

Commission (2002) and WBCSD (2002). Consequently, Moyeen and West (2014) 

said that several stakeholders such as government, media, civil society and local and 

international NGO’s are promoting awareness and adoption of CSR by local 

businesses through a wide range of programmes. 

 

Besides, four (4) of the interviewees have mentioned that proper business 

environment, competitive advantage and stakeholders’ pressure are also effective 

economic drivers of implementing CSR practices in Bangladesh’s hotel sector. At 

first, the respective interviewees have said that the tourism friendly business 

environment is one of the crucial economic drivers for encouraging hotel sector of 

practicing social and environmentally responsible activities. Unfortunately, still we 

are lagging the proper environment of the business in this sector. Although there are 

Bangladesh Tourism Board, Bangladesh Parjaton Corporation under the Ministry of 

Civil Aviation & Tourism of Bangladesh, but the overall situation of tourism and 

hospitality sector is not satisfactory in terms of the presence of global tourists and lack 

of the appropriate tourism friendly business environment is one of the reasons in 

decreasing the presence of international tourist. Recently Bangladesh has secured 

173rd position in the World Bank’s ease of doing business ranking (World Bank, 

2017) and this ranking indicates that lots more to do creating proper environment for 

the business. Against this backdrop, the Bangladesh government is trying to create a 

business-friendly environment for local as well as global entrepreneurs.  

 

Then, the informants of this study have chosen competitive advantage as an economic 

driver for the hoteliers who are serving the society and the environment by their 
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responsible activities apart from doing their regular business. The hotels can earn 

several benefits such as good image, promotion, customer satisfaction, financial 

reward and many more under competitive advantage through their CSR activities. 

Several prior studies have also mentioned that companies are gaining competitive 

advantage over their competitors through CSR activities. For example, Saeidi et al., 

(2015) stated that CSR and competitive advantage are positively related and have 

positive effect on firm performance either directly or indirectly, while, Awang and 

Jusoff (2009), and Gupta (2002) said that customer satisfaction and reputation are the 

two main components of competitive advantage that an organisation may have 

through their social and environmental activities. Moreover, according to 

Mazurkiewicz (2004), a growing number of companies in a wide range of sectors and 

geographic regions have discovered concrete value and competitive advantages from 

taking social environmental initiatives. Thus, when hotels are continuously 

performing social and environmentally sustainable activities in the society or in the 

community, in return, they will get good name and fame, more promotion, and more 

customers, and as a result will generate more revenue; therefore, those hotels are 

competitively ahead in comparison with other hotels.  

 

Then again, as per the views of the four (4) interviewees the stakeholders’ pressure or 

influence, such as hotel owners, investors, or top management or the international 

hotel chain, is the one more driver that inspire the hoteliers towards responsible 

business practices. Particularly in Bangladesh, if the stakeholders’ requirement is 

responsible business operation or sustainable business practice, then the management 

of the hotel will bound to follow their instructions and will practice the compulsory 

CSR activities. This finding is also identical to several previous studies. Such as 
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Selart and Johansen (2011), and Russo and Perrini, (2010), have specified that the 

influence of several stakeholders is a driving force of inspiring organisations towards 

ethical and responsible activities and incorporating economic, social and 

environmental concerns into their strategies and operational activities. Additionally, 

Moyeen and West (2014) revealed that stakeholder’s pressure is one of the vital 

factors to involve organisations into social and environmental activities. In the same 

vein, Belal and Owen (2007) and Islam and Deegan (2008) also mentioned that 

pressures from international buyers are a crucial factor for CSR practices and its 

disclosures in Bangladesh.   

 

In addition, employee loyalty and joint-ventured partnership are two more subsequent 

drivers under economic dimension of CSR, have recognised by the three (3) 

interviewees respectively. Hence regarding employee loyalty, the interviewees reveal 

that internal CSR activities of the hoteliers can make their employee loyal by 

increasing employee motivation, developing the employee engagement and reducing 

the employee dissatisfaction regarding the internal working environment. Besides, 

loyal employees are the representative of the hotel industry who will disseminate all 

the good internal practices to the outside and will create good reputation and as a 

result customer will be interested to stay in that particular hotel. Most of all, 

economically it will play a long-term vital role to generate the revenue. Also, the 

turnover rate will be very low, as well as the efficiency of the employee will be 

increased. Several researchers also specified the positive relation between 

organisation’s CSR activity and employee loyalty. For example, Fombrun, et al. 

(2000) mentioned that organisations CSR activities may not produce direct financial 

returns, however, they will provide enduring competitive position via intangible 
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achievements in organisation reputation, legality or employee loyalty. Consequently, 

socially and environmentally responsible organisations, which will not only create 

higher level of employee preservation, quality recruitment and lower employee 

turnover, a superior profile in the community of the society, but also make their 

employee loyal (Davis, 1973). Researchers like Bohdanowicz and Zientara (2009), 

Murray and Ayoun (2010), and Lee and Kim (2013) also found the same outcomes 

from the different industry. In the same manner, the interview participants of this 

study have also identified joint-ventured partnership as another economic driver for 

implementing CSR activities in the hotel sector of Bangladesh and according to them, 

this partnership may be between public and private companies may be between local 

and multinational companies or may be between business organisations and NGOs. 

Similarly, prior studies such as Jamali and Keshishian (2009), Arya and Salk (2006), 

and Overdevest (2004) pointed out that joint-ventured efforts between business to 

business and business to non-profit organisation have significant role in the context of 

organisation’s CSR practice, which is rising progressively. These strategic partnering 

can promote effective results for all concerned, businesses, NGOs, and especially the 

society or the community according to the UNDP National Research Report, (2003). 

 

Conversely, the rest of the six (6) sub-themes have been acknowledged as the barriers 

of the economic dimension of CSR for implementing CSR practices in the hotel 

industry of Bangladesh. Hence, ten (10) of the interview respondents have chosen the 

local owners’ mind-set and the profit maximisation as the most significant barriers for 

the hotel industry of Bangladesh. At the outset, the term ‘local owners’ mind-set’ 

represents the local owners’ or stakeholders’ knowledge, interest, involvement 

towards CSR practice. As per the opinions of the interviewees, the stakeholders are 
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always focusing on their business expansion and revenue and for that purpose they 

can allocate any amount of budget. But when it is for non-profitable activities or 

responsible activities, then they show reluctant attitude and tell about the budget 

crisis. Simultaneously, their lack of involvement, they leave it to the HR department 

to observe their social and environmental activities. The opinions of the interviewees 

in this regard are also alike with the several prior studies such as López-Gamero et al. 

(2011), Barnett (2007), Azim et al., 2009), and Belal (2007). In line with López-

Gamero, et al. (2011), stakeholders should involve more in the execution of the social 

and environmental activities rather than just to maximise firm’s wealth and the 

stronger the pressure employed by stakeholders, the greater the awareness of 

managers in protecting the society as well as the environment. On the word of Barnett 

(2007), some stakeholders from deferent business organisations are not too interested 

towards the CSR performance of the company as because it costs money or due to 

their lack of involvement. Similarly, Azim et al (2009) stated that in Bangladesh, the 

awareness about CSR practices is not familiar and accordingly the involvement of the 

local stakeholders is also minimal while Belal (2007) acknowledged that due to the 

lack of knowledge and their unwillingness, the local organisations involvement into 

CSR activities is not satisfactory. 

 

Likewise, stakeholders profit maximisation intention has been chosen as a barrier of 

implementing social and environmental activities in the hotel sector of Bangladesh.  

In proportion to the interview participants’ opinions, when our local stakeholders run 

a business in our country, they just only focus on the revenue. They don’t even thing 

about working environment, about employee satisfaction, about natural resources, and 

about their surroundings that is community, society and environment. For the 
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betterment of the society and environment, they are not willing to share their profit or 

to sacrifice their profit. A few previous studies also observed similar intention from 

the stakeholder side and have identified stakeholders profit imperative mentality as an 

obstacle for responsible business. To patronage this opinion, Atkins (2006) specified 

that the utilisation of company’s assets to social and environment purposes rather than 

to make the profit would be an immature use of assets.  Similarly, Balabanis, et al. 

(1998) said that using company recourses for non-profitable purposes like social and 

environmental issues by the management is presumed to be diverting company’s 

economic efficacy. Moreover, in this regard, Eisenhardt, (1989) mentioned that the 

organisation’s involvement with socially responsible activities might distract the 

attention of the management from the profitability.  

 

The next barrier under the economic dimension of CSR is additional cost according to 

the perceptions of the seven (7) informants. They reveal that when you are going to 

implement environment friendly practices or create green environment in your hotel, 

then additional cost is definitely an issue. In that case, they are not willing to allocate 

any additional amount of money. They believe it’s a kind waste of money. It’s better 

to invest for the expansion of the business. Moreover, especially in Cox’s Bazar, hotel 

business is a kind of season-based business, they are not doing business round the 

year. They’re doing our business in the peak season i.e. 4 to 5 months (from 

November to March, the winter season) and rest 7 to 6 months they sit idle, as there 

are no guests actually. All these problems also need to be considered by the 

government. In the same vein, previous researchers also found additional cost as an 

obstacle of CSR practices. E.g., Henderson (2001) mentioned that integrating CSR 

into the day-to-day activities involves additional cost for the organisations and the 
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implementation of CSR practices within any organisation increases probable cost and 

oppositely reduces organisation’s performance. Congruently, Atkins (2006) mention 

that the company can invest trivial amounts of time and money in social and 

environmental compulsions, but they cannot pledge to devote their major resources, if 

they have the surplus amount of those resources. 

 

And according to the opinions of the four (4) of the interview participants, the 

remaining three barriers under the economic dimension of CSR are lack of 

government initiatives and supports, lack of resources, and unplanned and improper 

growth of the tourism and hospitality industry. Although Bangladesh is member of the 

global economy and moving towards a free market economy, unfortunately, 

government has not taken sufficient initiatives to promote good corporate governance 

leading to an acceptable level of corporate social responsibility. As per the thoughts of 

the participants, the lack of proper government initiatives and supports is an obstacle 

for implementing CSR in the Bangladesh hotel sector. They also said that the hoteliers 

don’t get proper patronization from the government or government is not promoting 

this industry properly. Moreover, due to the political instability, lack of proper 

initiatives from government and lack of proper growth of this industry, day by day the 

number of foreign tourists is decreasing. While they see their business is not going 

accurately, so definitely they will not involve into some additional responsible 

activities for the society or for the environment. The assessments of the participants 

are also identical to some of the prior studies such as Belal (2001), Miyan (2006), 

Mondol (2009). For instances, Miyan (2006) and Mondol (2009) have mentioned 

separately in their study that the government of Bangladesh should be more conscious 

of taking positive initiatives and providing supports for establishing an image of 
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socially and environmentally responsible businesses. Whereas, Belal (2001) stated 

that the government of Bangladesh has not proposed or imposed any requirements for 

the companies CSR practices and even there is no provision regarding CSR practices 

in the Company Act 1994. One more barrier under this dimension is lack of resources 

and in relation to the opinions of the interview participants, there are few hotels and 

motels in Bangladesh who are willing to adopt green practices but due to insufficient 

resources they could not adopt such responsible practices. Previous studies have also 

identified the lack of resources as an obstacle for the organisation’s sustainable 

business practice. Several authors such as Abaeian, et al. (2014), Kucukusta, et al. 

(2013), Prud’homme and Raymond (2013), KamalulAriffin, et al, (2013), and Belal 

and Cooper (2011) mentioned in their respective study that the availability of 

resources does influence the tendency of organizations to engage in CSR where 

Bangladesh is also not an exception in this regard. 

 

And according to the interviewees, the last barrier under economic dimension of CSR 

of implementing CSR practices in Bangladesh’s hotel sector is improper growth of the 

tourism and hospitality industry. They have unveiled that Bangladesh tourism and 

hospitality industry is facing several difficulties in terms of communication, 

promotion, safety, improper implementation of laws, decreasing international tourist 

etc due to its unplanned and improper growth. A few previous literatures also found 

similar problems in this sector. For example, as per Shamsuddoha, and Nedelea 

(2008), government never highlighted this industry like other sectors though this 

industry has tremendous potentials to earn domestic and international customers in 

Bangladesh. Additionally, in Bangladesh, there is no international standard tourism 

education to develop skilled manpower for this sector. Similarly, Rahman et al. 
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(2010) said that there is serious lack of management in this sector at national, regional 

and local levels. In addition, Tuhin and Majumder (2011) and Rahman et al. (2010) 

mentioned that the unplanned development beside the tourism spots destroyed the 

natural beauty of the tourist destinations. For example, in Cox’s bazaar sea beach and 

Saint Martin Islands, many unplanned commercial establishments, such as hotel, 

motel and shopping centres have spoiled the environment of this city. The next 

section offers the drivers and barriers of social dimension of CSR of this study. 

 

6.3.2 Objective-2: Drivers and Barriers of Social Dimension of CSR 

In the present study, the social dimension of CSR has been identified as the second 

theme where it refers to the hotel sector’s responsibility towards employee 

compensations, training, health and safety, gender equality, community development 

through education, health, local employment, comply with regulations, and support to 

non-governmental organisation (NGO’s), as they relate to the hotel sector (Martínez 

& del Bosque, 2014; Jamali et al., 2006; Elkington, 1998). Under the social dimension 

of CSR, ten (10) sub-themes have been acknowledged from the opinions of the 

interviewees where five (5) of theme are drivers and five (5) of them are barriers of 

implementing CSR practices in the hotel sector of Bangladesh.  

 

Among these drivers, pressure from monitoring agencies has been identified as one of 

the crucial drivers of the social dimension of CSR for the hotel sector of Bangladesh 

as per the opinions of the twelve (12) interviewees. They said that pressure from 

social and environmental organisations, regulatory authority, and the local 

administration can play significant role in terms of hotel CSR practices because if the 
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hoteliers do not feel any pressure from the monitoring agencies then CSR practices 

will depend solely on their personal willingness. Numerous prior literatures also 

acknowledged the pressure from the monitoring agencies such as social organisations, 

NGOs’, and government regulatory departments etc. More than a few Scholars like, 

Park et al. (2014), Kasim (2007a), Delmas and Toffel (2004) revealed that the 

regulatory or government pressure is continuously considered as one of the key 

drivers to embrace socially and environmentally responsible activities within the 

organisations as they are the most persuasive stakeholders who can influence an 

organisation to adopt responsible business practices. Moreover, many researchers 

have detected regulatory or government (such as Park, et al. 2014; Crilly et al., 2008; 

Qu, 2007) and non-government organizations (NGOs) (such as Sikkink & Smith, 

2002; Yang & Rivers, 2009; Park, et al. 2014) pressure as two utmost change agents 

affecting responsible business activities by outlining the rules and regulations for 

companies, as well as persuading corporate social and environmental practices by 

raising the power of community discourse, triggering customers, or taking action 

through legislators and by directly contributing in partnerships.   

 

The next important one is the governmental initiatives & supports as per the opinions 

of ten (10) interviewees. According to them, the governmental initiative and support 

is the most effective driver, not only for hotel sector but also for other sectors, those 

who are not still involved in CSR practices. Without governmental initiative and 

support, a sector like hospitality cannot involve or contribute actively in this regard 

because so many issues like resources, nature, society, are attached with this sector. 

Besides, there is no mandatory rule for CSR activities in Bangladesh, except banking 

sector. As a result, several organisations are not involving themselves into CSR 
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activities due to the lack of proper rules, even though they are pretty much capable in 

terms of their financial performance. Hence government can motivate the hotel 

stakeholders/owners to practice CSR activities as a part of their business, also 

government can support those who are practicing CSR by proposing financial benefits 

e.g. tax exemption, VAT reduction, and announcing reward etc. The views of the 

interview participants in this regard are also identical with more than a few prior 

studies such as Mazurkiewicz, (2004), Nasrullah and Rahim, (2014), Sharmin et al. 

(2014).    

 

For example, along with Mazurkiewicz, (2004), governmental initiatives and supports 

in promoting CSR practices is a complement to their ongoing environmental and 

social programs to serve long term national interests. Sometimes, with the support of 

the international institutions and the international and local NGOs, governments are 

playing an important role in building a goal-driven CSR framework. Likewise, 

Nasrullah and Rahim, (2014) stated that the government is the most powerful 

stakeholder as well as the driver of CSR across the world. Thus, in promoting CSR 

activities, the active involvement of the government may possibly bring a 

considerable change in the context of Bangladesh. Additionally, Sharmin et al. (2014) 

mentioned that the government of Bangladesh has also taken several initiatives to 

inspire the international along with local organisations to play more roles toward the 

welfare of the society and the environment.  

 

After that, six (6) interviewees have identified the involvement of the local community 

as one of the drivers of the social dimension of CSR in the context of Bangladesh. 

According to them, the hotel sector should involve the local community in their 
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organisational activities because it will create a long-term influence on their business 

performance as well as their involvement will establish a good association between 

the community and the hotel industry. Moreover, the findings of the prior studies, 

such as Kasim (2006), Sobhani et al. (2009), Rahim, et al. (2011), also provided 

support to the interviewees’ opinions. For instance, Sobhani et al. (2009) and Rahim, 

et al., (2011) found several community involvement related activities that 

organisations were performing in Bangladesh including donation and subscription, 

sponsorship, poverty alleviation, women’s development, sports and games and others 

in their study. Besides, the authors also discovered the following community-based 

activities in Bangladesh that blood donation programmes, establishment of schools 

and mosques, distribution of warm clothes during the winter season, arranging 

marriage functions for insolvent parents, providing homesteads for the homeless, 

granting aid to distressed humanity in natural disasters etc. Moreover, Kasim, (2006) 

said that the increased awareness and involvement from the community along with 

government on socially responsible activity controls an organisation’s socially distinct 

responsible behaviour. 

 

And then, individual self-awareness has been chosen as one of the subsequent drivers 

of the social dimension of CSR where individual self-awareness refers to the 

individual awareness of various stakeholder groups such as top management of 

organisation, employees, customers, social and environmental NGOs, and 

community. In accordance with the informants, CSR is still a new thought in 

Bangladesh and only a portion of corporate people is aware of this idea. So, individual 

knowledge and awareness of CSR activities can play a significant role in this regard. 

Because, obeying the rules and regulations, maintaining discipline, and doing good 
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for the society and environment must come from the individual awareness. Hence 

self-awareness is more important than the other concerns of CSR. In Bangladesh, the 

rules and regulations are always there in written, but people don’t listen or give any 

value to those rules and regulations unless they are motivated by self-awareness. 

Several prior studies have also focused on the individual stakeholder’s awareness 

about the CSR practices of the organisations. In this regard, Bohdanowicz (2006) 

recognised consumer awareness as a key driver of hotel adoption of CSR initiatives 

and day by day the increased consumer awareness of CSR efforts may lead to more 

hotel guest demand. Similarly, Bhattacharya et al. (2009), Bhattacharya et al. (2008), 

and Sen et al. (2006) also focused on the organisation’s stakeholders’ awareness to 

CSR related activities and they specified that the overall awareness and familiarity 

toward CSR initiatives and activities among stakeholder population is quite low, 

while it is clearly important for stakeholders to be aware of CSR initiatives. In 

addition, on the word of Du, Bhattacharya and Sen (2010), the stakeholders’ 

awareness of a company’s CSR activities and the company’s returns to CSR are 

contingent to each other.  

 

And lastly, four (4) interview respondents have selected alliance with government & 

community as one of the drivers under social dimension of CSR because a good 

rapport among hotel, community and government can create a better environment for 

practicing social and environmental activities. Moreover, good relationship among 

hoteliers, community, monitoring agencies, and local government can help each other 

regarding social and environmental development, can exchange their view for any 

controversial activities, as well as, can work together for the advancement of the 

country. Previous studies also focused the on the good relationship between the 



340 
 

organisations and the diverse stakeholders such as community, customer, supplier, 

regulatory authority and government. For example, as per Mensah (2014), 

organisation should maintain an alliance with its various stakeholders to validate the 

existence of the firm and to uphold the long-term stakes of every stakeholder. 

Likewise, Elijido-Ten (2007) specified that the success of an organisation depends on 

how effectively the management accomplishes the affiliations with its diverse 

stakeholders. Similarly, Jamali (2008) and KoK et al. (2001) also spoke about a 

reputable relationship between the corporations and its stakeholders such as 

community, government, several environmental groups and media. 

 

On the other hand, thirteen (13) respondents have chosen departmental power 

exploitation as the most significant social barrier of implementing CSR practices in 

the hotel sector of Bangladesh. Hence, ‘departmental power exploitation’ refers to the 

corruptions, lengthy bureaucratic systems, bribe, extortion etc practiced by the various 

governmental departments such as Bangladesh Tourism Board, Bangladesh Parjaton 

Corporation, Department of Environment (DoE), Bangladesh Power Development 

Board (BPDB), Water Supply and Sewerage Authority (WASA), and government 

regulatory authority. From all the three categories of interview respondents have 

agreed that the power exploitation by the employees of abovementioned governmental 

agencies or departments is pulling back the growth of hospitality industry. As well as, 

their opinions are also supported by the more than a few previous studies. According 

to Zakiuddin and Haque (2002), all these misdeeds are standard practice in 

Bangladesh since its independence in 1971 and nowadays, the ordinary people of 

Bangladesh viewed corruption is as ‘a way of life’. Likewise, Saha (2014) uncovered 

that in doing business in Bangladesh includes a very high hidden cost and the 
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bureaucrats are the principally responsible for this increased hidden cost of doing 

business in Bangladesh due to their corrupt practices.   

 

In the same way, the scholars who did their study in Bangladesh context, most them 

highlighted the corruption and bureaucratic process practiced by the several 

governmental agencies. For example, Sobhani et al. (2009), Belal and Owen (2007), 

Belal (2008) mentioned that widespread corruption, bureaucratic difficulties are some 

of the key reasons for which the country is still lagging behind in comparison to other 

developing countries. Besides, Azmat and Haque (2015), Azim et al. (2011), Hossain 

and Rowe (2011) have also mentioned that presence of extensive political and 

bureaucratic corruption often encourages companies to avoid engaging in social and 

environmental commitments. 

 

Once more, ten (10) respondents have selected the lack of community awareness & 

knowledge as the next principal barrier under social dimension of CSR.  In this regard, 

the term ‘community awareness and knowledge’ states the responsiveness of the local 

community to the organisation's responsibility that is whether the business 

organisations are destroying the natural beauty of the local area, polluting the 

environment or deteriorating the societal culture through their activities. Besides, 

community awareness and knowledge also include the traditional cultural resistance 

of the society or the community. As per the informants, the proper awareness and the 

knowledge of the community can play an essential role for the hotels to practice CSR 

activities in Bangladesh. Unfortunately, due to the lack of CSR related education and 

awareness, they are behind in comparison to the developing and the developed 
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countries. Moreover, by reviewing the previous literature of CSR practices and its 

disclosers, it was revealed that only a few researchers pointed out about the awareness 

and knowledge of the local community. Such as, Azmat & Huq (2015) talked about 

the low level of education and awareness of the members of the society, Belal and 

Cooper (2011) mentioned about the overall shortage of knowledge/awareness 

regarding CSR activities and its disclosers, Ullah (2013) also focused on lack of 

awareness of the stakeholder, and Aminuzzaman, (2010) highlighted on the public 

awareness and community involvement. Besides, from the developing and developed 

country context, Amran et al. (2013) specifically emphasised on the empowerment of 

the society along with the community for better CSR practice. In addition, Wilmshurst 

and Frost (2000) also mentioned about the growing community awareness and 

concern to ensure the firms CSR activities to the community, society and the 

environment.  

 

Once again, five of the informants have separately chosen political disturbance and 

lack of cooperation from concerned authorities as the two potential social barriers for 

the hotel sector of Bangladesh in-terms of the implementation of the CSR practices. 

Hence the informants have mentioned that political disturbance is one of the 

uncontrollable social obstacles for the hotel owners or managements in practicing 

social or environmental activities in Bangladesh. The political contextual of 

Bangladesh is also supporting the informants’ statements. According to Islam and 

Pattak (2017) the smooth and stable political state can play a significant role in the 

overall development of a country like Bangladesh where democratic government and 

their policies regarding socio-economy, human resource development, 

unemployment, foreign direct investment, and environment can help gain economic 
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sustainability. But, in line with Hossan et al. (2012), from the last few years, the 

political fiascos like strikes, scuffles, labour unrest, reckless activities by some 

uncontrolled political leaders, etc., have become some of the hindrances to the socio-

economic development of the country. And because of these concerns, all the business 

sectors of the country including the hospitality sector, are facing numerous problems. 

Particularly, in the hospitality industry, the number of foreign tourists is decreasing 

day by day and the foreign investment is also almost zero in this sector. 

Correspondingly, Samaratunge et al. (2008) said that the lack of co-relation and 

interdependence among political, administrative and business sectors is a constraint to 

the willingness of practicing CSR. In addition to these, Azmat & Haque (2015), Azim 

et al. (2011), Hossain & Rowe (2011) also mentioned in their respective study that the 

political anarchism and disturbances are encouraging business communities to be 

socially and environmentally irresponsible. 

 

On the other hand, lack of cooperation from the concerned authorities as another 

barrier under the social dimension of CSR in the context of Bangladesh’s hotel sector 

where concerned authority refers to the various national and local governmental 

departments or agencies such as Bangladesh Parjaton Corporation, Department of 

Environment (DoE), Bangladesh Power Development Board (BPDB), Water Supply 

and Sewerage Authority (WASA), law enforcement authority and the local 

government authority etc. The informants of this study accused all those departments 

or agencies of not providing necessary services regarding electricity, water supply, 

natural gas supply, discharge of solid waste and sewage, to the hotel sector, 

sometimes because of bribe or extortion or other facilities, and sometimes their lack 

of coordination and workforces. A few previous studies also found the similar views 
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in their respective study. For example, Aminuzzaman (2010) mentioned about the 

lack of inter-sectoral coordination, cooperation and coherence in dealing with social 

and environment related issues is a major issue in Bangladesh, and this hinders 

smooth operation and execution of sustainable management regime. Whereas, Belal et 

al. (2015) focused on the institutional and policy weaknesses of the concerned public 

agencies, who are responsible for environmental and natural resource management in 

Bangladesh. These weaknesses include the lack of an integrated approach, weak 

institutional mechanisms and politicisation and favouritism in service delivery. The 

authors also mentioned that it is difficult in the Bangladeshi context for the 

government officials to ensure compliance without having the necessary backing of 

their political masters (Belal et al. 2015). 

 

And the last barrier under social dimension of CSR is dominant family ownership. 

Three (3) informants have mentioned dominant family ownership as one of the 

obstacles for implementing CSR practices in the hotel of Bangladesh.  According to 

them, this is a trend in our country that all family members will be the stakeholder or 

will receive the directorship of the company, while all are not equally educated. So, 

the problem is, some of them are eager to practices CSR activities and some of them 

are eager to save and maximise their money. This is a common cultural tradition in 

our country and is a social barrier of performing CSR activities for the hotel industry 

of Bangladesh. Besides, their education, or knowledge or awareness can play a 

significant role for the betterment of the society and the environment rather than only 

focusing profit. Prior investigations also supported the informants’ observations. For 

example, several researchers, such as Imam (2007), Imam and Malik (2007), 

Farooque et. al., (2007), Siddique, (2010), Muttakin and Khan (2014) mentioned in 
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their respective study that like many other developed and developing countries, in 

Bangladesh most of the companies are dominated by a high level of family ownership 

and management. Consequently, most of the companies have executive directors, 

CEO and chairman from the controlling family and, on average, the top five 

stockholders hold more than 50% of a firm’s outstanding stocks. Moreover, Block and 

Wagner, (2014), Chau and Gray (2002) also found a negative association between 

family ownership and firms CSR practices and its disclosures. Therefore, according to 

the findings of the previous inquiries and from the observations of the three (3) 

informants, it can be said that the traditional practice of family ownership in 

Bangladesh corporate sector is one of the principal drawbacks regarding CSR 

practices in the hotel sector of Bangladesh. 

 

6.3.3 Objective-3: Drivers and Barriers of Environmental Dimension of CSR 

The interview informants have identified the environmental dimension of CSR as the 

third theme of the present study. Hence the environmental dimension of CSR refers to 

the hotel sector’s responsibility towards the obligation to cover the environmental 

implications of the company’s operations, products and facilities, to eliminate waste 

and emissions, to maximize the efficiency and productivity of its resources, and to 

minimize the practices that might adversely affect the enjoyment of the country’s 

resources by future generations (Mazurkiewicz, 2004). Under environmental 

dimension of CSR, the informants have identified ten (10) sub-themes where five (5) 

of them are drivers, and the rest five (5) are barriers in implementing CSR practices in 

the hotel sector of Bangladesh. 
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Among these drivers, sixteen (16) interviewees have acknowledged the environmental 

training or campaign as one of the crucial drivers under the environmental dimension 

of CSR for the hotel sector of Bangladesh. Hence, all the sixteen (16) informants from 

the hotel top management, NGO executives, and the regulatory officials collectively 

acknowledged that proper environmental training or campaign, can act as influencing 

force to adopt environmental practices in the hotel sector. Moreover, training or 

campaign about environmental related matters will enhance all the stakeholders, such 

as owner, employee, and suppliers of the hotel industry, awareness and knowledge 

towards sustainable business practices of the hotel sector.  

 

Besides, all the available prior literature also provided supports to the informants’ 

opinions in this regard. For example, according to Sarkis, et al. (2010), the appropriate 

and practical training for workforce or employee is a mandatory requirement 

nowadays for environmental tools such as design for environment, life-cycle analysis, 

recycling and other environmentally proactive practices. In addition, Perron, Côté, 

and Duffy, (2006) stated that effective environmental education and awareness 

training initiative is one key aspect or necessary condition for a successful 

environmental management effort and will provide essential understandings to the 

employees to conduct themselves in an environmentally aware manner and make 

environmentally responsible decisions in the organisation. Besides, Salequzzaman and 

Stocker (2001) recommended integrating the environmental related matters in all 

training programs for public and private sector officials and employees together with 

industrial and commercial workers in Bangladesh. 
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And the next important one is the corporate environmental policy as per the opinions 

of nine (9) interviewees. According to interviewees, proper environmental policy for 

the hotel industry can play a vital role in implementing CSR activities in Bangladesh 

hotel sector. Because if there is set environmental policy for the hotel sector, only 

then the owners and the top management will face pressure to implement 

environmental activities. Besides, Corporate environmental policy will provide a clear 

idea that what you should do additionally to run your business in the society or what 

is responsibility to the society and the environment if you want to do a business in our 

society. So, that’s the clear message to hotel sector from the government, now it’s 

your accountability whether you should follow or not. 

 

Hence the interviewees’ opinions are also identical with several prior studies, who 

have also emphasised the necessity of corporate environmental policy and its 

implementation in the business sector. For example, as per Mazurkiewicz (2004), a 

set of environmental principles and standards can make companies more committed to 

reducing their environmental impact because the environmental policy disseminates 

some clear instructions to a company’s intentions to respect the environment in the 

design, production and distribution of its products and services and to commit the 

company to be in full compliance with all laws and go beyond compliance whenever 

possible.  

 

Besides, Porag (2014) stated that it would be helpful if the government created a CSR 

policy by setting out the expectation that some dedicated government departments or 

agencies working on only the CSR issues, and providing guidance and monitoring on 

such activities. Moreover, more than a few authors (Fukukawa et al., 2007, Rowe and 
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Guthrie, 2010) have found that the progress of corporate social and environmental 

responsibility eventually depends on the ability of governments to propose and 

enforce set guiding principle.  

 

Then, environmental promotion is the resulting driver of the environmental dimension 

of CSR for the hotel sector of Bangladesh. Hence five (5) informants have mentioned 

that environmental promotional activities can act as a significant driver because this 

type of activities creates awareness of all the related primary and secondary 

stakeholders of the hotel sector towards the environment. A few researchers also 

uttered about the needs of the environmental promotions. Such as, Habib et al. (2007) 

mentioned that the banking sector should actively promote sustainable development 

through positive support to the society and the environment while Ullah (2013) stated 

that banking sector should encourage the companies who favour better social or 

environmental practices by offering incentives, e.g., loan facilities at lower interest 

rate for the organisation’s environmentally friendly projects or who have already 

proven their social and environmental activities.  Moreover, Habib et al. (2011) 

specified that environmental promotion or green marketing is yet to get popularity in 

Bangladesh and all the business sector of Bangladesh including banking sector. Thus, 

environmental promotion can play a vital role by increasing all of our environmental 

knowledge and awareness towards environmental sustainability, which is also much 

needed as our country is going through severe environmental pollutions like water, air 

and soil pollution. 

 

The subsequent driver under the environmental dimension of CSR is green office 

concept and according to the informants’ opinions, the green office concept is a new 
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idea under in-house CSR practice and among various business sectors, only the 

banking sector is practicing the green office activity based on the review of prior 

literature in Bangladesh context. As mentioned in the new dimension of CSR 

guideline provided by the Bangladesh Bank, as an organisation, first, you must be 

environmentally responsible, and ensure first the in-house CSR practices in your 

organisation. For example, the hotels have to be cautious about the printing, they must 

go for the paperless operation, and they don’t print if it’s not needed and reduce the 

consumption of water and energy, and reducing the Carbon footprint, i.e. how much 

their employee’s saving the carbon by minimising the use of AC and Refrigerator. 

Moreover, these kinds of green office activities ensure financial support from the 

banks and the financial investment institutions. Regarding the green office practice, 

the informants’ opinions are also analogous to the few available previous literatures. 

For example, Ullah (2013) mentioned that as per the direction of Bangladesh Bank, 

most of the banks have already created green banking unit and following the green 

office guidelines as a part of internal environmental management. The intention is the 

banks should take measures to save electricity, water and paper consumption as per 

the requirement.  Similarly, Islam (2014) also emphasised on the green office practice 

to protect environmental degradation and maintain sustainable business practices.  

 

Likewise, the last driver under environmental dimension of CSR is green 

procurement where three (3) interviewees have identified ‘green procurement’ as one 

the potential drivers of the environmental dimension of CSR for the hotel sector of 

Bangladesh. Hence the term ‘green procurement’ means purchasing environmentally 

friendly products and services to reduce adverse impact on the environment (Lemos & 

Giacomucci, 2002). According to the informants’ opinions, green procurement can 
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help to conserve energy, to reduce waste, to preserve natural resources, to improve 

both air and water quality through reducing pollution, and on the top, it will help to 

protect our environments and biodiversity. Additionally, green procurement strategy 

helps to decrease carbon footprint i.e. to reduce the amount of carbon dioxide released 

into the atmosphere as a result of the activities of a particular organization. Hence, the 

informants’ perceptions are also alike to the previous research study. For example, 

Lemos and Giacomucci (2002) said that green procurement is the basis of in-house 

environmental operations as because it helps to improve efficiency, either by looking 

at the product characteristics or the pollution generated by making the product. 

Moreover, Mazurkiewicz, (2004) mentioned that green procurement ensures the 

products and the processes of the organisation are environmentally responsible, and 

that’s why many organisations pursue to buy greener products and materials from 

their suppliers. Simultaneously, many authors like Bonilla et al. (2011), Kasim (2006) 

also believed that the green procurement initiative is one of the requirements for the 

hotel sector to practice environmental sustainability.      

 

On the other hand, among the five (5) environmental barriers, all the nineteen (19) 

interview respondents have selected the lack of enforcement of environmental laws as 

the most significant barrier under the environmental dimension of CSR for the hotel 

sector of Bangladesh. As per the informants’ opinions, yet environment is not an 

important concern in a country like Bangladesh in terms of our education, population, 

poverty, and environmental knowledge. And among the several environmental 

barriers, the lack of enforcement of environmental laws will be most important one. 

Besides, in a country like Bangladesh, where corruption, bureaucracy, and political 

chaos are common practice, as well as, by nature we have a culture of not obeying 
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rules and regulations. On the top, CSR activity is still voluntary activities in our 

country, there are no mandatory laws. Thus, there is no other option except proper 

execution environmental laws to motivate the hotel stakeholders towards 

environmental activities. Most of the earlier CSR studies in the context of Bangladesh 

similarly identified that law enforcement is one of the key barriers of practicing CSR 

activities in Bangladesh. For example, Azmat and Haque (2015) mentioned about the 

weak enforcement of regulations, while Azim et al. (2011) focused on the 

deterioration of law enforcement, Momin, (2013) spoke about the weak industrial law 

enforcement and assumed that the imposition of strong business regulations would 

hamper because of the interests of businessmen-cum politicians, Belal and Cooper 

(2011) underscored the absence of legal requirements, and Momin & Parker, (2013) 

underlined the low level of implementation of law. 

 

And then, sixteen (16) informants have chosen the lack of monitoring system as the 

next major barrier under environmental dimension of CSR. In line with them, proper 

monitoring can reduce the environmental impacts created by the business sector 

including hotel sector, such as, cutting trees and hills, polluting water and soil through 

the discharge of sewages, dumping wastage in open place, destructing the 

biodiversity. Moreover, there is a lack of monitoring agencies, plus lack of harmony 

among them. And among the agencies, there is a lack of men power, the proper 

understanding of these laws, as they are such new laws in Bangladesh. Also, due to 

the adequate budgets the agencies are not able to recruit sufficient staffs to monitor 

the law upon these hotels or hold them responsible for doing their jobs. Similarly, 

more than a few previous studies also mentioned about the poor monitoring system of 

the various government department and the agency regarding the implemented rules 
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and regulations. In this regard, Sarker, Deb and Halim (2011) mentioned that 

inadequate government structures and support are the main obstacles to ensure proper 

monitoring and management of the implemented laws in the entire business sector in 

Bangladesh. Besides, mainly to implement the environmental legislation and monitor 

the situation at field level, the department of environment (DoE) is the responsible 

agency, while according to the opinions of Chowdhury (2002), Islam (2002), and 

Ahsan, DelValls, and Blasco, (2009), DoE itself severely lacks in manpower, budget 

and logistics and they have no capacity to monitor the situation. Therefore, with the 

insufficient divisional headquarters, shortage of skilled workforce and budget, it is 

challenging for them to monitor the overall environmental situation and implement 

the environmental laws all over the country. Additionally, stakeholder’s involvement 

within the law implementation process is also very poor (Ahsan, DelValls, & Blasco, 

2009). 

 

After that, the scarcity of stakeholder’s environmental knowledge & awareness is 

another potential environmental barrier of implementing CSR activities in the hotel 

sector of Bangladesh. Hence this term is focusing on the environmental knowledge 

and awareness of the both internal and external stakeholders such as owner, 

management, employee, supplier, community, and customer. In accordance with the 

informants’ opinions, the people of Bangladesh are not as much as aware of 

environment yet, while, the entire world is running around environment. Besides, 

environment is not a prioritised issue in Bangladesh because of our lack of 

environmental knowledge or environmental acquaintance, or because of our macro 

environmental context such as country’s population, political situation, current 

economy, societal condition, and technological shortcomings or environmental 
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unawareness. Therefore, when the stakeholders have sufficient knowledge about the 

environment, then they can have a clear idea how they are affecting the environment 

and what are the consequences of affecting environment. Besides, it will increase our 

sensitivity and awareness to the environment. Unfortunately, our local people as well 

as the entrepreneurs are in dark from environmental knowledge, sensitivity and 

awareness. 

 

In the same way, several prior studies also emphasised on the stakeholder’s 

environmental awareness towards organisation’s environmental practices. In this 

regard, Du, Bhattacharya & Sen (2010) specified that stakeholders’ awareness of a 

company’s CSR activities and the business returns to CSR are contingent. Similarly, 

Parron et al. (2006) recognised environmental awareness as one of the most important 

predictors of the level of environmental measures integrated by an organization, while 

Kasim (2006) mentioned that the increased awareness from community along with 

government on social and environmentally responsible activity controls an 

organisation’s socially distinct responsible behaviour.  

 

Likewise, Bohdanowicz, (2006) also understood the continuous need to educate the 

general public in an attempt to increase environmental awareness as well as the 

customers’ demand for more environmentally sound performance from the hotel 

industry is likely to effect a significant change. Once again, Belal and Cooper (2011) 

mentioned in their study on the absence of CSR reporting in Bangladesh that as per 

the outcomes from the interviews with the senior corporate managers, shortage of 

knowledge/awareness is one of the main reasons for not practicing CSR in 

Bangladesh. 
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The next barrier under the environmental dimension of CSR is lack of modern 

environmental technology and seven (7) informants have acknowledged lack of 

modern technology as one of the barriers of the environmental dimension of CSR for 

the hotel sector of Bangladesh in implementing CSR practices. Hence, the informants 

specified that in Bangladesh there is lacking modern environmental technology in the 

hotel sector except some of the newly built chain hotels, which is a kind of drawback 

towards hotel environmental practices. The use of latest environment-friendly 

technologies (such as key-cards, recycling plant, water treatment plant, sewerage 

treatment plant, solar panel etc.) could help the hotel sector in saving energy, reducing 

waste, prevent various pollutions like water, soil and air pollution. Unfortunately, the 

hotel sector of Bangladesh is behind of using such technology, maybe due to 

additional cost, or lack of environmental knowledge.  

 

Simultaneously, several researchers have also focused on the necessity of modern 

environmental technology in measuring organisation’s environmental performances. 

For example, Hervani et al. (2005) mentioned that poor technological integration as 

one of the obstacles in measuring organisational environmental performance, while 

Kasim and Dzakiria (2009) have discovered insufficient technology along with 

expertise, training and capital as the barriers for SME’s adoption of social and 

environmental responsibility in Malaysia. Moreover, Klassen and McLaughlin (1996) 

said that environmental management affects both structural and infrastructural 

components of an organisation as it involves technology and underlying management 

systems. Besides, environmental requirements are often based on best available 

technology, and due to which industry could gain the competitive advantage by 

establishing the industry standard (Klassen & McLaughlin, 1996). 
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As per the opinions of the informants, the last barrier under the environmental 

dimension of CSR is the lack of environmental management system. Hence the 

environmental management system indicates effluent treatment plant (ETP), sewerage 

treatment plant (STP), centralised waste management system and all these 

environmental management systems are directly connected to the environmental 

degradation in Bangladesh. In relation to the informants’ opinions, in Bangladesh, the 

hotel owners did not establish several environmentally friendly plants, for instance, 

ETP, STP, Recycling plant, etc. Hence, the reasons are maybe due to their lack of 

environmental knowledge or shortage of investment or maybe they did not face any 

regulatory pressure from the government, and which is a common scenario for all 

business sectors in Bangladesh including hotel sector.  

 

Likewise, more than a few previous studies have also emphasised the needs of the 

environmental system in the business operation. According to Dief and Font (2012), 

environmental management system covers a wide range of practices aimed at 

reducing the negative environmental impacts generated by a firm’s products and 

services. In addition, it also helps organisations of identifying and managing 

environmental matters and consequences related to their operations in a holistic and 

consistent way (Dief & Font, 2012).  

 

Similarly, Hsiao et al. (2014) emphasised the importance of the environmental 

management system to assess hotels’ practices regarding environmental protection, 

that is, to protect the environment by minimizing the negative impact of resource 

consumption. Moreover, Kasim (2015) specified environmental management system 

as a managerial approach to tackle environmental aspects of a business operation by 
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controlling the impacts of its activities, products or services on the natural 

environment. Regrettably, the business sectors in Bangladesh including the hotel 

sector are lagging in adopting environmental management system in their business 

operations. 

 

6.3.4 Objective-4: To Gauge the Demand for CSR Practices among Hotel Guests  

To achieve fourth objective, this study has proposed two hypotheses: the first 

hypothesis indicates the relation between social dimension of CSR (SCSR) and tourist 

demand (TD) while the second hypothesis directs the relation between environmental 

dimension of CSR (ECSR) and the tourist demand (TD). Based on the findings, the 

first hypothesis of this study (H1) was not supported. The result has revealed that the 

relationship between the social dimension of CSR (SCSR) and the tourist demand 

(TD) is positively related but not significant at 5% level of significance (p>0.05). The 

result of this hypothesis (H1) is similar to the finding of the previous study Kasim 

(2004a), where the author has said that tourists still have low propensity to use 

socially responsible issues as the basis for their hotel decisions. The author further 

mentioned that the tourists are hesitant to switch hotels if their current hotel is not 

environmentally and socially friendly. Also, they are unwilling to pay more for a hotel 

that demonstrates environmentally and socially friendly behaviour (Kasim, 2004a).  

 

Besides, due to the low level of education and awareness of the members of the 

society (Azmat & Huq 2015), overall shortage of knowledge/awareness regarding 

CSR activities and its disclosers (Belal & Cooper, 2011), absence of community 

involvement (Aminuzzaman, 2010) and the dearth of publicity, the local tourists are 

not well-informed about the hotel CSR activities towards the society in Bangladesh. 
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And the aforesaid concerns may also be the reason for not showing the significant 

relationship between the social dimension of CSR (SCSR) and the tourist demand 

(TD). 

 

On the other hand, the second hypothesis (H2) was supported based on the result 

(p<0.05) and predicted that the environmental dimension of CSR (ECSR) has a 

positive and significant association with tourist demand (TD).  And the outcome of 

the second hypothesis (H2) is identical with the finding of Delmas and Toffel (2004) 

and Le et al. (2006), where the authors have disclosed that customer demand has 

significant positive effect on environmental management practices of the organisation. 

Conversely, the result of the second hypothesis (H2) contradicts with the outcome of 

the KamalulAriffin et al. (2013) and Kasim (2004a). In this regard, KamalulAriffin et 

al. (2013) found customer demand was not significantly related to environmental 

management practices of the organisation. While Kasim (2004a) said that most 

tourists choose a hotel based on price, quality of service, and physical attractiveness 

rather than environmental attributes and actually preferred some non-green attributes 

such as individual soap cakes, fresh towels, and air conditioning, compared to the 

environmentally friendly alternatives. At this point, the author has also stated that 

there was no incentive to enhance competition among hotels to be environmentally 

and socially responsible, and that green efforts were potentially a waste of a hotel’s 

resources (Kasim, 2004a). 

 

6.4 Research Implication 

The findings from the qualitative part of this study have explored potential drivers and 

barriers in this research, which are crucial in implementing CSR practices in the hotel 
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sector of Bangladesh. Likewise, the outcome from the quantitative part of this 

research is predicting both the local and international tourist demand towards social 

and environmental practices of Bangladesh’s hotel sector. Eventually, by using these 

findings, the government, as well as the hoteliers, can develop necessary strategies 

and policies regarding CSR practices in the hotel sector of Bangladesh. The various 

essential implications of the findings of this present study are discussed in the 

following sections. 

 
6.4.1 Theoretical Implications 

This research contributes to the CSR literature in the following way:  

 To begin with, as far as the researcher is aware, it is the first exploratory study that 

explores the probable drivers and barriers affecting the implementation process of 

CSR practices in the hotel sector, mainly four and five stars, of an LDC context, i.e. 

Bangladesh.  

 

Secondly, it provides the first detailed description of motivating or demotivating 

factors (i.e. drivers and barriers) of CSR practices in the four- and five - star hotels 

among the three different cities, such as Dhaka (the capital city), Chittagong (the port 

city) and Cox’s Bazar (the tourist city) using top-managements, NGO executives and 

the perspectives of government regulatory officials on economic social and 

environmental responsibilities. 

 

Thirdly, this study has measured CSR practices based on the Elkington’s (1998) triple 

bottom-line (TBL) approach for the hotel sector of Bangladesh, that is, CSR is 

defined as the business responsibilities under economic, social and environmental 
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dimension. And under these three dimensions of CSR, the drivers and barriers have 

been explored by conducting nineteen (19) in-depth semi-structured interviews, 

whereas most of the previous studies, (as mentioned in problem statement section, 

page no. 11) have mainly concentrated on the social and environmental 

disclosures/reporting based on secondary data such as the annual reports of financial 

sectors and MNC’s from Bangladesh. Only a few studies have conducted research 

based on the primary data in Bangladesh perspective. So, it will provide empirical 

evidence as to how the hotel sector in an LDC addresses their responsibility towards 

their own profitability, the society and the environment. Therefore, this study will add 

to the existing body of knowledge on Bangladesh hotel sectors’ contribution in 

relations to CSR, particularly with respect to the different potential drivers and 

barriers that hotel businesses face within different macro-environmental contexts. 

This is particularly an important contribution of the study to present CSR practices by 

hotel sector in an LDC. 

 

Fourthly, this study has used three different stakeholders from the diverse groups of 

stakeholders, such as hotel top management, NGO executive, and government 

regulatory official as interview respondents to the in-depth interviews to explore the 

drivers and barriers of implementing hotel CSR practices within the context of an 

LDC, i.e. Bangladesh. And the outcome of such discussions will provide richer 

knowledge to fill the apparent gap of the CSR literature in Bangladesh context. 

Moreover, the use of three different interviewees will gather diverse views towards 

the implementation of CSR practices in Bangladesh hotel sector and will allow 

comparative analysis of each other’s opinions or thoughts to get a deeper 

understanding of such practices. 
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Lastly, this study has used for the first time (as far as the researcher is aware) the 

perceptions of both the domestic and international tourists to predict their demand 

regarding the hotel CSR practices, that is, to ensure whether there is any demand or 

pressure from the tourists or hotel guests towards the CSR practices of hotel sector. 

Thus, this will also add knowledge to the existing literature on Bangladesh hotel 

sectors’ contribution in relation to CSR, particularly in relation to their socially and 

environmentally responsible activities (if there are any). 

 

6.4.2 Practical Implications 

The findings of this study will help others from a practical viewpoint. The explored 

drivers and barriers of implementing CSR practices in Bangladesh’s hotel sector may 

assist the government to formulate their separate CSR policy for the hotel sector as 

well as the hotel top management in executing CSR practices effectively in their 

business operations. Thus, this study hopes to suggest a few recommendations for the 

government and the managerial implication in the next section. 

 

6.4.2.1 Government Implications 

In keeping with the findings, this study has proposed the following suggestions to the 

government of the country regarding CSR practices for the hotel sector of 

Bangladesh: 

▪ Government should create tourism friendly business environment, as this is 

one of the crucial economic drivers for encouraging hotel sector of practicing 

social and environmentally responsible activities. Unfortunately, the whole 
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tourism industry including hotel sector is lacking the proper environment of 

the business. In this regard, bureaucratic process, corruption, lack of 

communication system, lack of amusement facility, and religious and cultural 

constraints are some the leading limitations for the development of tourism 

sector in this country.  

 

▪ Bangladesh government should offer more financial benefits for the hotels 

who are practicing CSR activities and who are trying to be adopting such 

activities, as in Bangladesh CSR practice is still not obligatory; organisation 

can do it according to their willingness and financial capability.  

 

▪ Since the respondents have acknowledged joint-ventured partnership as an 

economic driver for the implementation of the CSR in the hotel industry, 

government needs to facilitate this type of partnership with other organisation 

(e.g. social and environmental NGOs, donor organisation etc.) in formulating 

rules and regulations and establishing transparent procedures for the hotel 

sector of Bangladesh. 

 

▪ Most of the informants have uttered that a corporate environmental policy 

should be set for the hotel sector of Bangladesh. Currently there is the only 

1992 environmental policy, known as the National Environmental Policy, for 

all the business sectors in Bangladesh.  The policy was drawn up with the aim 

of providing protection and sustainable management of the environment. 

Thus, Bangladesh government should establish a separate environmental 

policy framework for the whole tourism industry together with hospitality 

industry to support sustainable development requirements. 
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▪ Based on the opinions of all the nineteen (19) informants of this study, the 

lack of enforcement of environmental laws is the main obstacle of 

implementing CSR activities in the hotel sector of Bangladesh. In addition, 

several earlier CSR studies such as Azmat and Haque (2015), Azim et al. 

(2011), Momin, (2013), Belal and Cooper (2011), and Momin & Parker 

(2013) in the context of Bangladesh similarly identified that law enforcement 

is one of the key barriers of practicing CSR activities in Bangladesh. Besides, 

due to insufficient divisional headquarters, insufficient monitoring agencies, 

unskilled and limited workforce, and shortage of budget, it is also challenging 

for them to monitor the overall environmental situation and implement the 

environmental laws into all the business sectors including hospitality industry. 

Therefore, within a few years the department of environment (DOE), in 

particular, will need to expand to create a presence in all existing districts, and 

within the coming ten to twenty years this expansion should reach to the 

thana/upazila levels to ensure proper implementation of environmental laws 

along with its monitoring.  

 

▪ Government’s dedicated agencies, such as Department of Environment 

(DOE), Bangladesh Tourism Board, Bangladesh Parjaton Corporation under 

the Ministry of Civil Aviation & Tourism of Bangladesh, need to take 

initiatives to facilitate various environmental related training and program for 

diverse stakeholders (i.e. owners, employees, customers and community) of 

the hotel sector to create their environmental knowledge and to make their 

employees more effective and efficient in operating internal environmentally 

responsible operations. 
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▪ To minimise the scarcity of various stakeholder’s (both internal and external 

such as owner, management, employee, supplier, community and customer) 

environmental knowledge and awareness, government needs to introduce the 

environmental education in primary and secondary levels of education to 

provide the clear conceptions of priority environmental issues.  This involves 

teaching the students what environment is, what the good things are for the 

environment, and what the harmful things are for the environment. It is 

believed that this initiative will provide environmental education and 

knowledge to the next generations of the country. 

 

6.4.2.2 Managerial Implications 

Based on the findings, this study has also proposed few suggestions to the hotel top 

management for the managerial implication regarding CSR practices in the hotel 

sector of Bangladesh which are as follows: 

 

▪ The study results indicate that brand image or a good company image is a 

vibrant economic driver for the hotel sector of Bangladesh. Moreover, prior 

studies also reveal that organisations that operate in a socially and 

environmentally responsible manner and have a history of fulfilling their 

responsibilities to various stakeholders create good image or reputation in the 

society. The social and environmental activities of the hotel sector are 

strengthening their own brand value, raising their company image which 

ultimately increases their profitability.  Thus, the hotel top managements and 

the managers should be aware of their internal and external CSR activities 

because these activities will create a better company image in the society. 
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▪ From the last few years, Bangladesh has placed special emphasis on 

promoting CSR among local private sector enterprises which reflect an 

increasing recognition in the country that CSR is a substantial vehicle for 

promoting business competitiveness and sustainable development. 

Consequently, several stakeholders such as government, media, civil society 

and local and international NGO’s are promoting awareness and adoption of 

CSR by local businesses through a wide range of programmes. Among various 

business sectors of Bangladesh, the banking sector has maintained green 

marketing or promotional activities for their green initiatives, though this kind 

of promotional activities are yet to get popularity in the business sector of 

Bangladesh including banking community. Thus, the top managements and 

the managers of the hotel sector of Bangladesh need to promote their socially 

and environmentally responsible (both internal and external CSR activities) 

activities through various promotional tools such as TV adverts, newspapers, 

magazines, word of mouth or by arranging carnivals and other social 

programs. Because, in one hand, their promotional activities can play a vital 

role in motivating the other hotel stakeholders who are still not practicing such 

activities, and, on the other hand, the hotels can gain several benefits, such as 

good image, their own promotion, customer satisfaction, employee loyalty and 

financial growth under competitive advantages through their CSR activities. 

 

▪ Again, the findings of this study indicate that the hotel sector can achieve 

customer satisfaction through their effective CSR activities. If hoteliers can 

fulfil their customer/ guest’s demand (what they want or expect from your 
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hotel) through their environmentally friendly services and activities, their 

satisfaction level will be high. If they are satisfied, they will visit again and 

again and in return, the financial performance of the hotel will thrive. 

Moreover, several previous studies also found the similar relation that 

customer satisfaction and organisation/hotel CSR activities are positively 

related to each other. Accordingly, it is suggested to managers and the 

decision makers that they need to concentrate on their environmentally 

friendly services and activities in order to make their responsible 

customers/guests satisfied. 

 

▪ Based on the results of the present study, it is also suggested to the hotel top 

management and the managers that they should maintain a good rapport 

among other hoteliers, local community, monitoring agencies and local 

government because they can help each other regarding social and 

environmental development, can exchange their view for any controversial 

activities, or can work together for the advancement of the country. 

Additionally, without building or sharing a good relationship with the people 

of local community and the local government, the hotel or the organisation 

cannot be operated properly. Previous studies have also emphasised on the 

good relationship between the organisations and the diverse stakeholders such 

as community, customer, supplier, regulatory authority and government. 

 

▪ As in Bangladesh, people are not yet that much conscious about environment, 

and people do not worry much about environment deterioration because it is a 

new phenomenon in our country. Thus, the hotel top managements and the 



366 
 

managers are requested to incorporate different environmental training and 

campaign in their day-to-day business operations. Because the training on 

environmental related issues can assist to increase all the stakeholders of the 

hotel sector, such as owners, employees, and supplier’s environmental 

knowledge and awareness. For employee perspective, it will increase 

employees’ working efficiency regarding energy and water conservation, 

reducing environmental pollution, minimizing waste generation, health and 

safety issues, and many other green activities, which will help to make their 

business responsible and sustainable. 

 

▪ Based on findings of the study, it is also recommended to the hotel top 

managements and the managers to practice green office concept, a new idea 

under in-house CSR practice, to protect environmental degradation and 

maintain sustainable business practices. Among various business sectors, only 

the banking sector is currently practicing the green office activity as per the 

review of prior literature in Bangladesh context. Nowadays maximum offices 

are trying to utilise green office concept for reducing GWP (global warming 

particles produced from ACs, refrigerators, etc, which are responsible for 

decaying the ozone layer in the atmosphere, by controlling the AC ingestion, 

and also reduce the paper consumption in the daily office work. Moreover, 

these kinds of green office activities ensure financial support from the banks 

and the financial investment institutions. Hence, through the green office 

activities, the hotel sector can help to protect our environment and save our 

natural resources, and create good impressions to the government, investment 

institutions, customers and community. In return, the hotel can get monetary 
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benefits from the government, such as tax exemption and loan facilities with a 

low rate of interest.  

 

▪ And eventually, the hotel top managements and the managers are requested to 

follow green procurement process, i.e. purchasing environmentally friendly 

products and services for the hotels to reduce adverse impact on the 

environment. Because, green procurement is one of the basics of in-house 

environmental operations and it helps to improve efficiency, either by looking 

at the product characteristics or the pollution generated by making the product. 

The green procurement also ensures the products and makes the processes of 

the organisation environmentally responsible. That is why many organisations 

pursue to buy greener products and materials from their suppliers. 

Simultaneously, the green procurement initiative is one of the requirements for 

the hotel sector to practise environmental sustainability.      

 

6.5 Limitations and Future Research Direction  

On the basis of the limitations of the study, the following suggestions are being made 

for future studies: 

▪ This study only focuses on the 4 & 5-star hotels from the hotel industry of 

Bangladesh and covers three cities from two divisions, namely, Dhaka and 

Chittagong out of eight divisions and the study result may not represent the 

whole scenario of CSR practices in the hotel sector Bangladesh. Thus, future 

research can be conducted covering more cities to produce more generalise 

result. 
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▪ From diverse groups of stakeholder, only top management, regulatory 

authorities and NGO executives were interviewed in this study for collecting 

interview data. So, future study can be done interviewing more stakeholders 

related to hotel industry such as customer, media and supplier and will be able 

to explore more accurate depiction of the Bangladesh’s hotel sector’s CSR 

practices. 

 
 

▪ Moreover, the sample of interview respondents from the three categories of 

stakeholders related to the hotel sector (e.g. hotel top-management, NGO 

executive and government regulatory officials) was uneven. For example, out 

of nineteen (19) in-depth interviews, eight (8) interviews were conducted with 

hotel top management while six (6) were administered with NGO executives 

and the rest five (5) interviews were with government regulatory officials. 

Therefore, the future research may perform upholding the equal number of the 

sample size from each group of interview respondent. 

 

▪ On the other hand, to gather survey data, both the domestic and international 

tourists were surveyed in this study, although the ratio of them was uneven 

(domestic tourist = 233 and international tourist =77). Besides, this study did 

not conduct any comparative analysis to explore their individual demand 

regarding CSR practices of Bangladesh’s hotel sector. Hence, future research 

can be performed keeping an equal number of tourists from the category as 

well as may conduct comparative analysis to explore their individual opinions 

towards hotel CSR practices. 
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▪ In the quantitative part of this study, the researcher did not consider any 

mediator or moderator in the conceptual framework of this study. So, future 

study can consider mediator or moderator in their conceptual framework to 

portray more generalise empirical result.   

 

▪ This study only used stakeholder theory as a theoretical framework to answer 

and explain all the research questions and objectives, however, the other 

theories used in the CSR based research such as legitimate theory, social 

identity theory, or resource-based theory could have some significance for 

explaining the research questions and objectives. This is left for future 

research. 

 

6.6 Summary and Conclusion 

The primary objective of this study is to explore the drivers and barriers of 

implementing CSR practices in the hotel sector of Bangladesh as an LDC country, as 

well as to gauge both domestic and international tourist’s demand towards hotel CSR 

practices in Bangladesh. To achieve the study objectives, mix method research design 

was employed. The interview data was collected by conducting semi-structured in-

depth interviews while the survey was conducted to gather quantitative data for this 

study. From the findings, this study has found a total of sixteen (16) drivers and 

barriers under the economic dimension of CSR regarding the implementation of CSR 

practices in Bangladesh’s hotel sector. On the other hand, this study has identified ten 



370 
 

(10) drivers and barriers under the social dimension of CSR, and under the 

environmental dimension of CSR, ten (10) drivers and barriers have been found. 

Moreover, from the outcome of the study hypothesis, it was found that the tourist 

demand (TD) and the social dimension of CSR (SCSR) are positively related but not 

significant.  

 

Conversely, tourist demand (TD) and the environmental dimension of CSR (ECSR) 

have a positive and significant relationship. Therefore, this study has tried to depict 

the overall situation of CSR practices in the hotel sector of Bangladesh. Notably, this 

study has comprehensively offered some unique and useful insights concerning CSR 

practices in less developing country context and the perceptions of its relevant 

stakeholders towards CSR implementation in the hotel sector of Bangladesh. 

Eventually, the findings of this study would positively contribute to the planning and 

development of tourism and the hospitality industry of Bangladesh and its sustainable 

growth. 
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Appendix A: Interview Protocol 

 

Project: Drivers and Barriers of CSR Implementation in a Less Develop Country: A 

Case from Bangladesh’s Hotel Sector 

Time of Interview: 

Date: 

Place: 

Interviewer: 

Interviewee: 

Position of Interviewee: 

[This study will attempt to explore the drivers and barriers of CSR implementation in 4 and 

5-star hotels from three major cities (Dhaka, Chittagong, and Cox’s Bazar) in Bangladesh. 

You have been selected to participate the semi-structured interview session as a Top 

Management/Owner of a 4 or 5-star hotel, as an Officials of government regulatory 

agency, and an Executive of NGO in one of the three cities in Bangladesh. During the 

interview session (45 to 60 minutes), the conversation will be noted in the paper along with 

tape-recorded after getting permission. The outcomes from the interview will be valuable 

for future goal setting and strategic planning in the Bangladesh’s hotel industry. Your 

participation in this study is valued. Finally, all information received will be treated with 

the up most confidentially and anonymity. All information received from this research will 

be kept under lock and key and destroyed in accordance with universities policies and 

procedures] 

Key Interview Questions: 

1. How do you explain the term Corporate Social Responsibility (CSR)? 

2. What are the major drivers under economic, social and environmental dimension of 

CSR of implementing CSR activities in 4 and 5-star hotels in Bangladesh? 

3. What are the major barriers under economic, social and environmental dimension 

of CSR of implementing CSR activities in 4 and 5-star hotels in Bangladesh? 

 

 (I would like to thank you in advance for participating the interview) 
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❖ INTERVIEW QUESTIONS 
 

❖ Interview Questions with the Hotel Top Management 
 

1. How do you explain the term Corporate Social Responsibility (CSR)? 
2. Does your hotel currently engage in any CSR practices?  

(i) If yes, then what type of CSR practices does your hotel 
currently engage in? 

(ii) If not, then what are the reasons for not practicing CSR 
activities? 

3. Does your organisation have any guidelines to monitor hotel CSR practices? 
4. What are the major drivers of implementing CSR activities in this hotel? 

(i) Drivers under economic dimension of CSR 
(ii) Drivers under social dimension of CSR 

(iii) Drivers under environmental dimension of CSR 
5. What are the major barriers of implementing CSR activities in this hotel? 

(i) Barriers under economic dimension of CSR 
(ii) Barriers under social dimension of CSR  

(iii) Barriers under environmental dimension of CSR  
 

 
❖ Interview Questions with the NGO/Social Organisation’s 

Executive  
 

1. How do you explain the term Corporate Social Responsibility (CSR)? 
2. How do you describe the current situation of CSR practices in Bangladesh? 

What about hotel sector? Are they practising CSR? 
3. Do NGOs/Social Organisations in Bangladesh have any responsibility in 

monitoring hotel CSR practices? 
4. What are the key drivers according to your organisation’s observation of 

engaging in the following hotel CSR practices?  
(i) Drivers under economic dimension of CSR 

(ii) Drivers under social dimension of CSR 
(iii) Drivers under environmental dimension of CSR 

5. What are the key barriers according to your organisation’s observation of 
engaging in the following hotel CSR practices?  

(i) Barriers under economic dimension of CSR 
(ii) Barriers under social dimension of CSR  

(iii) Barriers under environmental dimension of CSR  
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❖ Interview Questions with the Government Regulatory Officials 

 

1. How do you explain the term Corporate Social Responsibility (CSR)? 
2. How do you describe the current situation of CSR practices in Bangladesh? 

What about hotel sector? Are they practising CSR? 
3. Does your department/agency have any regulations to monitor hotel CSR 

practices in Bangladesh?  
4. What are the key drivers of implementing CSR activities in Bangladesh’s 

hotel sector in the following dimensions of CSR? 
(i) Drivers under economic dimension of CSR 

(ii) Drivers under social dimension of CSR 
(iii) Drivers under environmental dimension of CSR 

5. What are the key barriers of implementing CSR practices in Bangladesh’s 
hotel sector in the following dimensions of CSR? 

(i) Barriers under economic dimension of CSR 
(ii) Barriers under social dimension of CSR  

(iii) Barriers under environmental dimension of CSR  
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Appendix B: Sample of Interview Transcription 

Sample-1: Interviewee HI-2 (Hotel Top Management) 

Question 1: How do you explain the term Corporate Social Responsibility 
(CSR)? 
Interviewee-6: The term ‘corporate social responsibility’ in short ‘CSR’ is a 
worldwide buzzword and all the developed and developing countries including 
Bangladesh are currently putting concentrations on it. According to my perception, 
CSR is firstly related to the corporate houses and then it is related to society, and the 
environment. Hence society demonstrates a platform where human beings are usually 
living as members of a community and environment is such a thing which is 
completely related to mankind and survival of the human beings. So, in that respect, 
this concept in our country compared to numerous advanced countries in the world, 
we’re far behind. As far as the concept is concerned, because it’s such a human issue, 
survival issue of the mankind of our total future generations. Bangladesh as a whole 
maybe corporate or academic or practical whatever you say we’re far behind. 
Nevertheless, things are coming up. People are realizing, as you know Bangladesh is 
country, we’re completely driven by cyclone, natural disasters, and natural calamities, 
so we’re one of the worst victims of man-made and human made environmental 
disasters. So, that has become part of our life. Nevertheless, now this corporate social 
responsibility, what I feel because the corporate houses they’re doing business, 
they’re bottom line is to making profit. Their profit should not be at the cost of 
survival of the mankind, that is the core thing and in doing so keeping both the factors 
intact, corporates must be taking care of the social responsibilities without damaging 
the god-gifted environmental balances. So, your topic, as it is related to the hotel, in 
hotel also Bangladesh is far behind compared to many other countries of the world. 
Even then we’ve got number of 4 and 5-star hotels and if we see broadly, the hotels 
which are coming up lately, the recent hotels having good offices, professional young 
generations to run the show they’re far ahead compared to the hotels those we have 
seen few decades ago. So, it depends on who are the people taking care of these hotel 
businesses and it varies from generation to generation. As a result, as a whole in this 
hotel business related to your corporate social responsibility, we can see some of the 
hotels they’re far behind as far as the concept is concerned, but some of the hotels 
which are becoming lately, they’re fast. 

Question 2:  How do you explain the overall current situation of CSR practices in 
Bangladesh?  

Interviewee-6: That goes to the same, it’s started and I should say it is fresh, very 
much new. I think not more than 10-15 years, people have started realizing, taking it 
professionally. So, as we move on with the realization and with the professional 
courses and handling in professional manner, our future generations will handle it 
properly, what we have done, better than us. So, what I want to say is, in this 
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particular respect it’s a very new concept but it’s an ongoing process. Each and every 
day we move ahead, we will keep on improving.  

Probing Question: Sir, for example, we have MNC’s, RNG sector, hotel sector, 
banking sector and even local manufacturing sector, so can you please tell me which 
sector is more involved in terms of CSR in Bangladesh.  

Interviewee-6:  In CSR, whether it is MNC or local, it is production oriented or 
service oriented, I think CSR should be applicable equally to all the sectors and all the 
institutions. We just cannot divide survival of the human being, depending on the 
sector to sector, it is universal. As you brought up this issue I really appreciate MNC 
and local, of course obviously MNCs are far ahead than the local, they’ve got better 
exposure in this field. But, note of caution in my country, especially there are some 
MNC those who take advantage of this particular concept. I should frankly and 
plainly mention without any hesitation there are MNC’s, world renowned companies, 
they’ve got good name and fame but in a country like ours they come, instead of 
contributing they take advantage of our situation. I can flatly mention, British 
American Tobacco (BAT), they’re producing tobaccos and cigarettes but on the other 
hand, they’re planting trees and plants, which is appreciable. But what is there line of 
product? There offering some items which is immoral for our people, they’re 
producing cigarettes, so they’re making money by selling some immoral product 
again they’re doing social work like planting trees, and going for greenery, so these 
are self-contradictory. I think this is hypocrisy, we should be careful in checking out, 
are they using it or they’re misusing our opportunities.  

Question 3: What about hotel sector? Are they practicing CSR? 
 

Interviewee-6: If you are talking about hotel industry, then again, I have to say that 
few of them are conscious of their social and environmental activities but the whole 
scenario is not satisfactory. Maybe majority of them are solely profit oriented or 
maybe they are observing some difficulties. However, we should be careful and 
conscious, because apart from providing service to the clients and guests, we have to 
take care of how we’re maintaining and running our business. Because, how we’re 
providing our utility services, how we’re preparing our stationeries, how we’re 
dumping or storing our wastages, how we’re discharging our effluents? It’s a total 
completely supply chain has to come into consideration. If it is service oriented I 
think there cannot be any short-cut.  

Question 4: Is your organization currently involved in any CSR practice?  

Interviewee-6:  Yes, of course. My institution is involved with different types of CSR 
practice. As our institution is a hotel business, first of all, during the month of 
Ramadan and our religious festival such as EID, we bring downtrodden children from 
the neighbours, from the orphanage to have iftaar along with other people, along with 
well to do people. They’ve got separate program, we’ve got separate program for 
celebration of EID, and bringing these people, those who cannot even think of getting 
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any opportunity of entering to the hotel, they are getting the chance only because our 
commitment towards society. Similarly, there can be some competitions to encourage 
our neighbouring poor orphan children, art competition, song competition, essay 
competition; we bring them to celebrate our national events like Independence Day, 
Martyr’s day. So, this goes with religion, cultures, celebration on national events and 
we come up with different programs, not only making money by doing hotel business 
but also taking care of our surrounding downtrodden people, and bringing them into 
our total life and total way of doing, that becomes a total program, it is a continuous 
program of the hotel. 

Question 5: In your organization is there any guideline to monitor hotel CSR 
practices?  

Interviewee-6: Yeah, guideline is there as a set rule and HR department along with 
top management monitors this. For the aforesaid programs, we’ve got a roster of the 
365 days in a year. We know when our Pahela baishak is, we know when Martyr’s 
day is, these are fixed programs, we don’t even have to announce and the area people 
they become aware of the program. It’s there and they know when the Ramadan is 
coming, they’re waiting for a date for the call. So, these are continuous and that has 
become a regular practice. Even we take care of our own staff, sending them off to 
perform Holy Hajj, this year four of them are going because we do it, and we’ve got a 
roster of all the staff will get this chance on rotation, four person a year. And they’re 
very much energized, they’re very much eager for all these types of programs. So, 
these are also one type of social responsibility we take care of. 

Question 6: What are the key drivers and barriers under the economic dimension of 
CSR in hotel sector?  
 
Interviewee-6: Well, economic drivers, as I can see in this company image, reputation 
like in a place, in a city, there is an institution having a brand like Hotel Agrabad is 
one of the traditional hotels since Pakistan time. So, if they perform something related 
to the social responsibility, other companies and institution they can take that as an 
example and it can play the role of a driver by motivating others. Besides, economy 
and our responsibility is cyclic because economy is making money, making profit, but 
if I take care of my people, my surroundings, like four people are going for 
pilgrimage, Hajj every year, I don’t think they’ll ever leave, they’ll ever quit hotel 
Agrabad, not only them if they think that there is an opportunity for job they’ll invite 
their children to provide service to the hotel. It will bring employee loyalty; 
commitment and it goes through generations and that is happening in hotel Agrabad. 
As I was telling, it is people come from Joypara (owner of the hotel), they’re given 
their time and efforts for the economic benefits of the institution, but institution 
they’re taking care of their own manpower (employee). So, it has become concrete 
from both the sides, it is a big driver, and both are helping each other. They’re getting 
economic benefit from the hotel, and hotel is getting their service, so both are getting 
benefited. Once more, if you want to make someone head on the bed, you should 
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make that guest comfortable, secure, taken care of, things that he feels like yes, I’m 
secured, I’m comfortable, whatever amount of money they have given to the hotel 
they’ve got much more service than their expectations. Only then that becomes a 
driver from both, the guest is happy, the hotel is happy (guest satisfaction). But, in 
this situation if we fail to bring our guests, and fail to put his head on the bed, next 
time maybe he has booked a hotel for three days but next day he might leave giving 
complaint. And word of mouth is very important, you may give advertisement, you 
may give some promotional activities, but most important is word of mouth. If I say 
tell my friend hey go and stay in that hotel, that is very good, guest-friendly, 
environment-friendly, you’ll enjoy; that is more effective. So, without paying a single 
penny to anyone only by giving service to your own guests, if you can ensure that guy 
will refer you to someone else, that is the cheapest and most effective way of 
promoting and advertising the hotel, that becomes a driver. And if it is the other way 
around, the barriers, there are many barriers here. As I was saying, because the 
population, we’re human being, we see life is a big constraint, how to feed, what to 
feed, where to get job, our scarcity of job. But, if we think this constraint, this human 
being, if we can train this human being into human resource it becomes asset. So, now 
it’s a relative completely, this barrier as far as extensive population is concerned in 
any country, if those people are not skilled and also not educated (unskilled, 
uneducated man power), whatever maybe the figure and number, they will be of 
course a big barrier. They’ll be liability for the entire nation. But, those people 
whatever maybe the figure, the number of the population, if those can be transformed 
into skilled, educated with knowledge, they become power. And a very interesting 
point you have mentioned, which also came in our discussion, that is maximization of 
profit. Capitalism, when capitalism comes, it makes money, you make money. And 
nothing matters just make money that is one concept. If that comes in, in any 
company or any individual than it’s a big disaster for corporate social responsibility. 
They’ll least care of these human beings, their well-being of their people, or their 
client or their customer or their own employees. If maximization profit comes in, 
that’s a big barrier. So, nowadays things are changing. It’s not one-way traffic, just 
make money at the cost of your employee without depriving them of their benefit, no! 
Things are changing, all these barriers we’ve to work on these barriers whatever they 
may be. There are barriers, but we have to work on it, change our mind-set, we’ll have 
to transform all these barriers into our drivers.  

Question 7: What are the key drivers and barriers under the social dimension of CSR 
in hotel sector?  
 

Interviewee-6: If it is social drivers, if it’s a society, from society comes social, when 
it is social it is more than one. It is not individual, it is society. So, it is more a human 
than your technical or mechanical, it is human, if it is related to social that is human 
being. So, if it is driver you have to consider imposing laws, rules and regulations, 
government initiative, penalty, those are just to take care of your discipline only. But, 
to follow the discipline, the rules and regulations, it has to come from within of the 
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individual. Self-awareness is very important other than that, whatever rules-
regulations keep on saying, no one will listen, and no one will give any value. On the 
other hand, lack of education, massive population, political corruption, disobeying 
rules and regulations are some of social barriers but on the top, all these barriers 
belong to the self-awareness, which is an important social driver.      

Question 8: What are the key drivers and barriers under the environmental dimension 
of CSR in hotel sector?  
 

Interviewee-6: Environmental responsibility of a hotel means how is it taking care of 
the environment? Water is there, hot water; AC is there, sheet is clean, the pad I’m 
writing on it’s a recycled pad, the towel I’m using there is sticker in the washroom it 
says Sir because of various reasons if you do not use it then please keep it. Our staff 
will take care of it. And if you want to get something laundered, you put it on the 
bathtub. So, as a result it becomes clear, it becomes an indicator, that this I’m not 
using so why should I use it then. Because, if I wash, detergent will be wasted, water 
will be wasted, so individual if you can collectively, all the hotel guest can be made 
aware (environmental awareness) of this thing, so that becomes a big driver as far as 
environment is concerned. Because, if I see I’m using one towel and have the 
mentality that let me use their one also, let me spoil their one, then it becomes 
disaster, that is a big disaster, but with your information to make your guests aware, 
Sir because of this reason we’ll appreciate if you keep aside the unused one. If you 
please put the papers, your stationeries in bin number, in green one to recycle. If it’s a 
glass or any plastic, in blue one, different bin (adopting 3 R concept: reuse, reduce & 
recycle). Then this would be recycled. Of course, it is environmental promotion to the 
guests. If I’m not, if I the hotel management do not offer these things to the guest, 
how they will use it or how they will realize it, they will put in one bin, everything. 
So, it is actually the provider who must come forward. It is the not a chicken first or 
egg first situation. It is the provider who must take the initiative, only then the user 
can use it properly. As a result, it is coming to your benefit again to the hotel; 
someone is referring the other person to the hotel. So, it is beneficial economically. 
So, it is a cyclic process, in case if you fail in this and if you’re friend asks you, which 
hotel do you prefer? Ah don’t go to that hotel, lousy; then you’re finished. But, 
through your service, through your initiative, through your arrangement, if you can 
make your guest happy and make them realize, what should be their responsibility, it 
is a combined and collective responsibility, so we can fill that confidence. And he can 
refer someone blindly. Conversely, there are several environmental barriers as well. 
Firstly, we do not have centralized STP (Sewerage Treatment plant), we even do not 
have common waste dumping zone for the hotels. In short, lack of environmental 
management system is the key environmental barrier. Besides, in hotel Agrabad, 
we’re yet to go for that auto machine we’re still with the key and lock.  In the old 
hotels it’s a conceptual problem. Because, they don’t have the concept that if I use 
key card, and with it if the power is switched off I’m saving money, and collectively 
if all the rooms, 90 room, how much of money in one year? So, that is not there, air 
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condition, television is going but the guest is out. So, it is a complete wastage. So, 
these problems are because of concept (lack of stakeholders’ acquaintance in terms of 
energy and water conservation or latest environmental technology), once that 
realization comes only then. And there is no sticker to put in the bathtub or not to use 
it? That also saves money. But, it has to come from the top. If there is a corporate 
environmental policy, if there is instruction for the hotel sector only then it can be 
implemented. Maybe the low-level officers they realize, but who listens to them. 
Another crucial barrier is lack of proper implementation of environmental laws. There 
are many environmental rules, if you open newspaper you’ll see, don’t do this or 
don’t do that; there are so many instructions but who cares? No one listens. Don’t cut 
the hills, don’t go for damaging the environment, no one listens. Even today also, in 
Daily Star they’ve got a big picture of cutting the hills and no one is listening. There 
is no dredging of the rivers, these are all environmental issues. The environment that 
we are destroying just to earn maximum profit. Why they are cutting? To earn profit. 
Why they’re not dredging? To make money. In the bank of the river they’re 
occupying and building houses and stores for money. No one (talking about all the 
concerned department and their actions) monitors actively (lack of monitoring). So, 
maximization of profit, maybe institution or individual that’s a big barrier above all.  

 

Sample 2: Interviewee NI-6 (NGO Executive) 

Question 1: How do you explain the term Corporate Social Responsibility (CSR)? 
Interviewee-19: Actually, about the term corporate social responsibility what I mean 
is that corporate is related to some organisations or some group of companies and 
social is related to the people, society that connected to the organisation while 
responsibility means organisation’s responsibility among the people, society and the 
organisation. So, CSR is the correlation among the society and the people of that 
society as well as the activities of the organisation. In every organisation, there are 
some impacts on the society, may be positive or negative, due to the activities of the 
organisation. And sometimes people from the society are affected by their negative 
activities. Therefore, CSR means upholding the overall balance between the society 
and the environment and also maintaining good practices within the organisation. In 
short, CSR is the triangular relationship among organisation, society and 
environment.  
 
Question 2: How do you describe the current situation of CSR practices in 
Bangladesh? 
Interviewee-19: As you know that it is the world’s largest NGO and presently 
working on 12 countries. Majority of them are less developing countries whose 
economic, social and environmental conditions are not that much standard. In my 
organisation, we work for rural people, work for the development of the peoples who 
are living below the standard. For example, developing their educational level for 
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maintaining their gender and justice issues, for maintaining the disaster management 
situations as you know that Bangladesh is disaster prone country. All these activities 
are considered as the part of our CSR activities. Another very crucial activity that we 
are working actively for the climate change issues by correlating ourselves with the 
government and taking necessary initiatives to increase the awareness towards climate 
change, i.e., for what to do or what not to do for regarding the recent climate change 
issue. And in our country if you consider the other sectors, then I can say there are 
several MNCs, RMG, textile and leather industry, who are in the leading positions in 
the present time. Besides, heavy steel industries, reputed food and pharmaceutical 
industries are available in Bangladesh. In terms of CSR practices, MNCs are quite 
impressive. For example, one of the leading multinational pharmaceutical company 
(GSK, a UK based pharmaceutical company) who makes some campaigns every year 
regarding vaccination where they provided free vaccination to the poor women and 
their children. Nowadays they are working on the hilly areas for preventing the 
Malaria disease as well as creating awareness and providing necessary vaccination 
and medicine. That means they are concerned about the health issue of the rural 
people. On the other hand, RMG sector is also performing CSR activities actively, 
which is basically internal CSR activities, e.g. improving internal working 
environment, providing childcare, welfare facilities for their employees as you know 
more than 80% employees are women, who are from under developed areas of 
Bangladesh. Now if you consider steel industry, there are few reputed steel industries 
(such as BSRM, AKS) who are running educational institutions and hospitals to 
provide free education and medical treatments for their employees’ children and also 
for local community under the philanthropic CSR or charity program. Thus, all the 
above-mentioned activities are the part of CSR practices from corporate sides in 
Bangladesh, which is not satisfactory as we are one of the highly populated country in 
the world with minimum resources. So, Bangladesh has to go for a long way to set a 
benchmark in terms of CSR practice. 
 
Question 3:  What about the involvement of hotel sector (4 & 5 stars hotel) in CSR 
practises?  
Interviewee-19: As an environment, health and safety professional, I have visited a 
good number of 4 & 5-star hotels in the country and in abroad for seminar, workshop 
or business meeting purposes. In Bangladesh, I found some hotels who are performing 
CSR activities in a very good way. For instance, providing pure drinking water to the 
poor and disadvantaged people, helping the children of employees for proving 
education. Some of the hotels are good in environment issues and maintaining 
governmental rules and regulations. However, the total number is very few, may be 
20% to 30% from total number of hotels.  
 

Question 4:  Does your organisation or the other NGOs in Bangladesh have any 
responsibility to monitor the CSR practices of the hotel sector? 
Interviewee-19: Actually, my organisation has few residential lodge and training 
centre in all over the Bangladesh which are close to 4 & 5-star hotel in terms of 
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amenities that we provided but not ranked yet as a 4 & 5-star hotel. We monitor their 
internal CSR activities but not the other hotels i.e., not the overall hotel industries 
CSR activities.  
 

Question 5: What are the key drivers and barriers under the economic dimension of 
CSR in hotel sector?  
Interviewee-19: As per my understanding, the economic drivers that motivate the 
hotel industry towards CSR practices include: brand image (one of the main economic 
driver), to be listed in the stoke market/ share market, capital of the company, getting 
permission and approval from the concerned authority. In addition to these, I believe 
increasing employee motivation, developing the employee engagement and reducing 
the employee dissatisfaction regarding the internal working environment are some of 
the driving forces for both the economic and social dimension of CSR. Particularly, if 
the work environment is good i.e., if you maintain the internal CSR properly then it 
will make commendable impact externally (on society and on environment) as well. 
Additionally, the turnover rate will be very low and efficiency will be increased. In 
short, make the employee loyal to the company/industry because they are the 
representative of the company and they will disseminate all the good internal practices 
to the outside which will create good company reputation and as a result customer 
will be interested in that hotel to stay in. Most of all, economically it (all the employee 
related issues mentioned above) will play a long term vital role to generate the 
revenue. In terms of customer perspective, in our country we have some customers 
who are not only highly educated but also aware about CSR issues. For example, one 
foreign customer come to one of our training centres come residential lodge and when 
he observes that the overall security issues are not fulfilled here as per his expectation 
then he just left from the lodge without taking any excuse from us. Moreover, when 
responsible customers are observing that your hotel/organisation is not maintaining 
the social or environmental activities and are operating in a non-responsible way, they 
automatically leave the organisation. Besides, as you know we normally do so many 
awareness creating seminars with reputed organisation as jointly and we are selecting 
the organisation to become our joint partner and venue based on the assessing some 
parameters such as whether it is environmentally complained or whether it is socially 
complained or whether it has a good reputation. Therefore, apart from employee 
satisfaction, customer satisfaction is an effective driving force under economic 
dimension of CSR. On the other hand, the mass people from Bangladesh are not 
highly educated and the concept of CSR is still in evolving stage. Only those who are 
working for organisation or corporate sector they know about CSR but the other 
portion who are not working for organisation or corporate sector, they do not know 
much about CSR which is one of the main barriers. Because if they would know what 
should be done by the hotel towards society, community and the environment then 
definitely the hotel sector would face some pressures to involve themselves into CSR 
practices.  More specifically, it is a sort of pressure from local community, which has 
direct influence on the society and has long term influence on the economy.  
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Additionally, lack of willingness of the organisation is a barrier as because of not 
having any mandated regulation for CSR practice. 
 
Question 6: What are the key drivers and barriers under the social dimension of CSR 
in hotel sector?  
Interviewee-19: My understanding about social drivers is all the forces that are 
directly related to the society. If I want to do a business here, then I have to fulfil or 
maintain few things which are related to society. From my view, fulfil the regulatory 
requirement (i.e. permission or approval from the government, department of 
environment, labour authority, local administration) is one of significant drivers under 
social dimension of CSR. If you are able to manage all those requirements by setting 
some standards then you will be able to get licence to operate your business. One 
example I want to share is that in Bangladesh context there is a new law that if you 
want to run a generator or captive power plant over one hour, you have to take 
environmental clearance. And if you want to go for environmental clearance then you 
have to do environmental impact assessment first and consequently you have to work 
with environmental issues. After complying the environmental issues then you will 
get the approval for using the generator. Accordingly, the environment and the social 
things are correlated to each other. Another social driver is stakeholders’ requirement 
(maintain free spaces, technological issue, afar stationers). In addition, customers’ 
requirement or demand, suppliers’ requirement, and internal awareness of the 
organisation (i.e. placing the right people in the right place), the rapport between the 
local community and the organisation, are also very crucial social drivers.  
Conversely, in Bangladesh, there is no set or established benchmarks yet for CSR 
practice that can follow the organisation. So, it is very difficult to judge an 
organisation that what he is doing, what’s his standard and what should be done. 
Besides, lack of governmental rules enforcement, limited workforce, lack of skilled 
workforce, and corruption are some notable social barriers.  
 
Question 7: What are the key drivers and barriers under the environmental dimension 
of CSR in hotel sector?  
Interviewee-19: Maintaining the environmental standard set by the government is the 
most important environmental driver if you want to run a hotel or a business. And 
then proper government enforcement to implement the environmental law even 
though there is now separate law for hotel industry. Conducting environmental 
campaigns and take initiatives. For example, one of the companies, named, IDLC, 
from financial sector, they are conducting environmental campaign in the secondary 
school level and teaching the students that what is environment, what are the good 
things for environment and what are the harmful things for the environment. And it is 
a long-term initiative to provide environmental education and knowledge to the next 
generation of the country. Another environmental driver is green office concept. 
Nowadays maximum offices are trying to maintain green office concept for reducing 
GWP (global warming particles which are responsible for decaying the ozone layer in 
the atmosphere and produce from ACs, refrigerators), by controlling the AC 
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ingestion, and also reduce the paper consumption in the daily office work. On the 
contrary, the lack of monitoring and the lack of proper execution of environmental 
laws along with inadequate workforce are the main environmental drawbacks in the 
implementation environment CSR. Lack of updated technology is another 
environmental barrier. For example, in china they have invented some energy 
efficient light, known as IPS light, will provide light up to two hours during the load 
shedding. So, we replace all the light bulb by the IPS light then apart from saving 
energy and money, it will contribute to the national energy grid as well. In addition to 
these, the dearth of environmental awareness training is another environmental 
drawback. Organisation should arrange environmental seminar and environmental 
awareness training for the employees, for the societies, and even for the customers.    

 

Sample 3: Interviewee NI-5 (Government Regulatory Officials) 

 

Question 1: How do you explain the term Corporate Social Responsibility (CSR)? 
Interviewee-13: We, who are living on this society, have some responsibilities to the 
society, and to the environment, maybe as human being or as business organisation. 
But when you are talking about corporate social responsibility or CSR, then as per my 
view is, all the business organisations should have some commitment to the 
community, society, environment and on the top, country’s economic development 
rather than doing their own business. And if the business organisations are 
maintaining their commitment towards community, society, environment and 
country’s economic development, then you could say that they are involved in CSR 
practices. That’s my opinion about CSR. 

 
Question 2: How do you describe the current situation of CSR practices in 
Bangladesh? 
Interviewee-13: Actually, I do not have adequate information about CSR practices of 
all the business sectors in Bangladesh. But I observed that banking sector is already 
maintaining a good practice of CSR in Bangladesh. For example, they are 
participating in the socio-economic development of Bangladesh such as they are 
involved in education, health and rural development programs. Simultaneously, they 
provided medical support to acid-violence-affected women in collaboration with 
others. They are also contributing for the environmental protection such as tree 
plantation, natural environment preservation, environmental awareness building 
programs, etc. So like banking sector, all other business sectors should also contribute 
to the economic development, social development along with environmental 
sustainability.   

Probing Question: What about hotel sector? Are they practising CSR? 
Interviewee-12: I do not think so that hotel industry of Bangladesh is performing CSR 
activities. Maybe, a few top-rated hotels, say 4 & 5-star hotels are doing some social 
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and environmental activities. But their activities are not that much visible and 
satisfactory as the hotel industry, itself, is facing several difficulties such as season-
based business concern, lack of cooperation and coordination with several authorities, 
e.g. local government, DoE (Department of Environment), PDB (Power Development 
Board), and WASA (Water and Sewerage Authority).  
 

Question 3:  What are the government expectations from the Bangladesh’s hotel 
sector regarding CSR practices? 

Interviewee-13: Before telling about the national along with local government 
expectations, I would like to say most of the hotel owners have lack of proper CSR 
knowledge. They even do not know that they have some responsibilities to the society 
and environment. They are doing their business within the society and environment. 
They are consuming natural resources, but they do not bother about their adverse 
impact which they create on the environment. If they destroy the natural beauty and 
resources because of their unawareness, they can generate revenue for the time being, 
but in the long run their business will not sustain due to the shortage of tourist. We, on 
behalf of development authority, sat with them several times to discuss about STP (to 
prevent canal base pollution) and ETP (to prevent effluent base pollution). When we 
sat first to exchange views about central STP and ETP, they did not accept us 
cordially, and they thought we were against of them and their business. But after 
successful discussion they realised the necessity of STP and ETP. So first of all, 
government expects from them responsible business operation, then to participate 
actively in the community development activities and lastly to save the environment 
from all types of pollutions because the existence of their business depends on the 
existence of good and healthy environment.  
 
Question 4:  Does your department/agencies have any regulations to monitor hotel 
CSR practices in Bangladesh?  
Interviewee-13: Yes, we do have regulations against illegal activities of hotel industry 
such as law breaking, drugs selling, gambling, prostitution etc. We frequently monitor 
all kinds of their activities whether it is positive or negative. If we find any harmful 
activities such as dumping waste in public place at night, discharging contaminated 
water to road side canal, manipulating unauthorised water and electricity connection, 
or any unsocial activities at the darkness of night, or any unplanned infrastructure, we 
notify them instantly about them activates. We regularly meet them to get updated 
information about their CSR and other activities.  
 
Question 5:  What are the key drivers and barriers under the economic dimension of 
CSR in hotel sector?  
Interviewee-13: If you are talking about economic drivers that motivate the hotel 
sector into CSR practices, firstly I have to say that it is the good image of the hotel in 
the society. Then I would say improved tourism and hospitality policy because to 
survive in this sector good policy is a must. Even though there are Bangladesh 
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Tourism Board, Bangladesh Parjaton Corporation under the Ministry of Civil 
Aviation & Tourism of Bangladesh, but the overall situation of tourism and 
hospitality sector is not satisfactory in terms of the presence of global tourists. The 
next one is pressure from tourist/customer because if you are able to fulfil your 
customer/tourist/guest’s demand (what they want or expect from your hotel), then 
their satisfaction level will be high and if they are satisfied then they will visit again 
and again. Then, business friendly tourism and hospitality environment, and 
government initiatives are also economic drivers. Conversely, as to generate financial 
wealth or revenue is the core intension of any business, so adequate presence of 
tourist is an essential prerequisite. However, due to the reasons such as political 
instability, deterioration of law and order, lack of tourism friendly atmosphere, and 
absence of separate tourist zone, day by day the number of foreign tourists is 
decreasing. I would also consider all those factors as the drawbacks under economic 
dimension of CSR for hotel sector. Apart from these, unavailability of capitals 
allocation or funding for CSR activity purpose and lack of owner’s knowledge about 
CSR are also economic barriers.      

Question 6:  What are the key drivers and barriers under the social dimension of CSR 
in hotel sector?  
Interviewee-13: Drivers under social dimension of CSR for hotel sector include: 
strictness of government, governmental motivation for owners, active participation of 
NGOs and other social organisations, community awareness, pressure from regulatory 
authority, and vibrant role from local administration. On the other hand, social 
barriers include: political disturbance (with the help of political leaders they used to 
break the rules and regulations), agency/department wise corruption, extortion, lack of 
awareness of cleanliness (like randomly throwing wastage everywhere), concern of 
safety and security, lack of education, and cultural diversity. 
 
Question 7: What are the key drivers and barriers under the environmental dimension 
of CSR in hotel sector?  
Interviewee-13: Cox’s Bazar Development Authority has been created for building 
Cox’s Bazar city as a reputed tourist city not only in Bangladesh, but also in the world 
as we have the longest natural beach in the world with diverse natural beauty and St. 
Martin's Island, the only coral island in Bangladesh. So, building environmental 
awareness (for owners, employees, suppliers, and mass people) is the core 
environmental driver for hotel sector’s CSR practice. In addition to this, proper 
execution of existing environmental laws and environmental training can act as 
driving force under environmental dimension of CSR. In opposition, lack of 
environmental management system (establishment of central STP, ETP, and common 
dumping zone) is one of the key barriers of environmental dimension of CSR. 
Besides, lack of modern environmental technology and lack of proper monitoring 
system are also considered as the drawbacks of environmental CSR. 
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Appendix C: Questionnaire 

 

[This PhD study will attempt to explore the drivers and barriers of CSR 

implementation in 4 and 5-star hotels from three major cities (Dhaka, Chittagong, and 

Cox’s Bazar) in Bangladesh. All information received from this PhD research will be 

treated with the upmost confidentially and anonymity as well as will be kept under 

lock and key and destroyed in accordance with universities policies and procedures] 

Part-I: Respondents Profile 

❖ Please tick (√) the following variables (one box only) 

1. Gender: 

 Male  Female 

 

2. Age Group: 

 18-25 Yrs       26-35 Yrs         36-49 Yrs        50-65 Yrs        Over 65 Yrs 

 

3.  Educational Qualification:   

 Secondary     Higher Secondary    Bachelor     Post graduate     Vocational 

 

4.  Employment Status: 

 Student         Professional         Self-employed       Unemployed     Others 

 

5. From which country you are from (Please mention the country name): 

    Country Name:……………………………………. 

 

6. Purpose of Visit: 

 Visit relatives/friends  Business          Holiday/Leisure            Study    

  Attending   conference/meeting 
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Part-II: Main Research Questions 

Please rate your level of agreement/disagreement towards following CSR aspects 

performed by the hotel you stayed at on a seven-point scale where 1 = “Strongly 

Disagree”, 2 = “Disagree”, 3 = “Somewhat Disagree”, 4 = “Neither Agree nor 

Disagree”, 5 = “Somewhat Agree”, 6 = “Agree”, 7 = “Strongly Agree”. 

No Social Aspects 1 2 3 4 5 6 7 
The hotel where I stay in: 
Q1 is built in a style that fits into the cultural environment 

where it is located and portrays an environmentally 
friendly image 

       

Q2 promotes local culture and heritage        
Q3 mostly serves locally produced food and drinks         
Q4 introduces their guests to the local customs and 

traditions and asks their guests to respect those  
       

Q5 behaves ethically in dealing with guests         
Q6 upholds protocol to prohibit illegal practices within 

the hotel premises (e.g. pornography, gambling and 
drug abuse)  

       

Q7 does not involve in price fixing and unfair competition 
during peak season 

       

Q8 provides eco-friendly and essential services to the 
guests for 24/7 

       

Q9 fairly resolves guests’ complaints and disputes        
No Environmental Aspects 1 2 3 4 5 6 7 
The hotel where I stay in: 
Q10 has water saving features (e.g. using eco-friendly 

faucets and toilet, stop leakage from faucets or 
showerheads)  

       

Q11 uses key cards that turn power to the room on and off         
Q12 uses energy efficient light bulbs          
Q13 uses occupancy sensors used to control lighting         
Q14 encourages guests to reuse towels and bed linen        
Q15 has separate recycling bins inside the room (for paper, 

plastic and glass bottles) 
       

Q16 has safety features for guest (in case of fire, 
earthquake) 

       

Q17 provides environmentally friendly products (i.e. low 
toxicity, organic or locally grown/made) 

       

No Tourist Demand 1 2 3 4 5 6 7 
The hotel where I want to stay: 
Q18 is expected to communicate to its guests about its 

environmental practices 
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Q19 should reduce environmental impacts on society        
Q20 is to be engaged in community involvement for 

improving its community’s quality of life 
       

Q21 is keen to support non-governmental organisations 
working in problematic areas 

       

Q22 Should save and use water and energy efficiently, and 
utilizes renewable energy, and reduce and recycle 
waste. 

       

Q23 must use natural resources in a sustainable manner        
Q24 should provide more environmental products and 

services 
       

Q25 must fulfil environmental laws and regulations        
 

Thank You for Your Cooperation! 
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Appendix D: Measurement Model for Pilot Study 
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Appendix E: Initial Measurement Model 
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