	





	
	



The role of CSR on customer satisfaction, trust, revisit intention and e-WOM in the restaurant industry
	[bookmark: _Hlk60909153]ABSTRACT (150 to 300 words)
Purpose of the study: Interest in corporate social responsibility (CSR) and its impact has increased significantly among researchers in recent times. While CSR research has been carried out in various sectors, a gap remains in studies pertaining to the restaurant industry and this study aims address part of this void. The restaurant sector is essential in today’s economy where competition extends beyond culinary offerings therefore this study probes into a company's commitment to CSR and its affects on consumer perceptions and behaviors. More specifically this paper examines the impact of different elements of CSR on customer satisfaction and trust, as well as revisit intention (RI) and e-word of mouth particularly in the restaurant industry.
Design/methodology/approach: The study employed the quantitative research approach for the purpose of collecting a considerable sample size, hypotheses testing and achieving its primary objective. Data was collected from 403 online surveys with restaurant customers to test the proposed conceptual framework. 
Findings: Findings indicate that all dimensions of CSR, significantly and directly affect customer satisfaction and trust. Additionally, the results reveal that customer satisfaction and trust directly and significantly influences RI and e-WOM. 
Recommendations/value: This study highlights which CSR dimensions most significantly impact customer satisfaction and trust, RI, and e-WOM that can directly assist the restaurant industry. 
Managerial implications: Results of this study provide crucial insights for restaurants and their owners engaged in CSR initiatives or considering such involvement. The findings indicate that if restaurant owners and managers that participating in CSR activities can enhance customer satisfaction and trust, RI, and e-WOM. The study also reveals an emerging trend among consumers who are increasingly expecting restaurants to consider social and environmental issues.
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INTRODUCTION 
The restaurant sector is essential in today’s economy and society, where competition extends beyond culinary offerings and service quality to encompass ethical and social responsibilities. Corporate social responsibility (CSR) has become a cornerstone for building lasting customer relationships, enhancing brand credibility, and fostering trust among patrons (Omidvar & Lopes, 2025). By integrating social and environmental considerations into their operations, restaurants can deliver memorable dining experiences while addressing societal expectations (Awan et al., 2023). As businesses increasingly prioritize ethical practices, CSR has evolved into a critical driver of success in the hospitality sector, aligning with values that resonate with both customers and communities (Park & Kim, 2019). Sustained growth in this competitive landscape depends not only on attracting new patrons but also on nurturing loyalty among existing ones (Ghaderi et al., 2025).
The global rise in demand for social and environmentally responsible products has positioned CSR as a strategic priority for businesses worldwide (Emmanuel & Priscilla, 2022). Once viewed as a discretionary cost, CSR is now acknowledged as a vital investment that strengthens a company’s reputation and market position (Omidvar & Deen, 2023). Customers empowered by advancements in information technology, increasingly demand transparency and ethical accountability from brands, amplifying the pressure for socially responsible practices (Carrigan & Attalla, 2001).
CSR serves as a proactive approach to minimizing negative environmental and social impacts, gaining traction among companies and stakeholders alike (Martinez-Conesa et al., 2017). A transparent and socially engaged organizational image enhances a company’s value and sets it apart in crowded markets (Lee, 2019). In the restaurant sector in particular, success transcends financial performance, requiring active customer engagement and a commitment to social responsibility. In competitive markets, fostering customer loyalty through CSR initiatives is essential for long-term viability (Omidvar & Deen, 2024a). Modern consumers, prioritizing ethical and sustainable practices, often choose socially responsible establishments over competitors offering comparable services (Omidvar et al., 2024).
Despite the growing academic interest in CSR, its psychological and behavioral impacts, particularly in the restaurant industry, remain underexplored (Omidvar & Deen, 2024b). CSR aims to forge stronger connections between businesses and their stakeholders, including consumers, employees, and local communities, by promoting ethical and sustainable practices (Gu, 2023). Stakeholders are instrumental in advancing environmental stewardship, human rights, and resource preservation, underscoring the importance of effective CSR implementation (Gu, 2023). However, much of the existing body of knowledge focuses on developed economies, leaving a gap in understanding CSR’s role in developing markets like Iran, where economic sanctions and currency devaluation create unique challenges for businesses (Ghaderi et al., 2025). Furthermore, cultural nuances further complicate the generalization of CSR findings, necessitating context-specific studies (Lu et al., 2022). This study adopts Carroll's (2016) pyramid model of CSR as a theoretical foundation to explore the multifaceted influences of CSR on restaurant performance. By incorporating an environmental dimension, absent in Carroll’s original framework, this research responds to the global emphasis on sustainability. Therefore, the objective of this study examines how CSR influences customer satisfaction and trust in the Iranian restaurant sector, seeking to identify strategies that strengthen these relationships with a focus on revisit intentions and electronic word of mouth (eWOM). Findings will contribute to the CSR literature by exploring how these relationships shape customer perceptions in the restaurant sector, providing a foundation for marketing strategies that enhance reputation and patronage. 

LITERATURE REVIEW
The increasing recognition of businesses’ environmental and societal impacts has spurred widespread adoption of CSR initiatives globally (Omidvar et al., 2024). In the restaurant industry, sustainability challenges, including food waste, packaging, and supply chain ethics, place significant pressure on businesses to adopt responsible practices (Gössling & Hall, 2021). Restaurants face scrutiny for their environmental footprint, particularly from food waste contributing to landfills. Public expectations and regulatory demands compel restaurants to develop and promote CSR initiatives, reinforcing their commitment to social and environmental responsibility (Schubert et al., 2010).
Restaurants are embedding CSR into their operational strategies, embracing practices such as waste minimization, energy conservation, and ethical sourcing (Gössling & Hall, 2021). These efforts include recycling programs, food donations, and collaborations with sustainable suppliers, which enhance environmental responsibility and appeal to eco-conscious consumers (Kaur et al., 2022). Labor policies also form a critical component of CSR, with customers demanding fair wages, safe workplaces, and employee welfare (Gunawardana & Steel, 2020). By supporting local economies and sustainable food systems, restaurants strengthen customer relationships and contribute to societal well-being (Awan et al., 2023).
CSR investments benefit both internal and external stakeholders, enabling restaurants to stand out in competitive markets (Omidvar et al., 2025). These initiatives address industry-specific challenges, such as rising operational costs and environmental impacts, fostering resilience and consumer loyalty. 
2.1	CSR and its impact on customer satisfaction, trust and loyalty 
As key stakeholders, customers evaluate businesses based on both economic performance and ethical conduct (Omidvar & Palazzo 2023). Engaging in CSR initiatives enhances consumer satisfaction by showing commitment to societal welfare (He & Li, 2011). Philanthropic activities and sustainable practices foster positive brand perceptions, encouraging purchase intent and loyalty (Chrisjatmiko & Margareth, 2017). Leading global firms, including those on the Fortune 500, leverage CSR to boost consumer satisfaction and strengthen relationships (Islam et al., 2021).
Trust is described as a customer’s confidence in a company’s integrity and reliability, is fundamental to enduring relationships (Román & Ruiz, 2005.). Trust emerges from consistent ethical behavior and high-quality service delivery, fostering commitment and loyalty (Omidvar et al., 2025). CSR initiatives, by showcasing ethical responsibility, enhance trust, which in turn drives brand loyalty (Lu et al., 2022). Transparent operations and ethical sales practices further reinforce customer trust, distinguishing socially responsible businesses (Mansouri et al., 2022).
Prior studies confirm the positive link between CSR and customer outcomes. For example, businesses found that CSR enhances satisfaction in the Chinese restaurant industry (Lee et al., 2020) while (Park & Kim, 2019) demonstrated that CSR and service quality increase loyalty in South Korean firms. Trust mediates the relationship between CSR and loyalty, as customers perceive ethically responsible companies as more credible (Swaen  & Chumpitaz, 2008). This study extends these findings by examining CSR’s impact on consumer satisfaction, trust, and loyalty in the Iranian restaurant context.

2.2	Economic responsibility
 Economic responsibility, as articulated by Carroll (1991) underscores a company’s duty to generate profit and contribute to economic growth. This dimension ensures financial stability, enabling sustained CSR efforts (Carroll, 2016). Transparent financial practices and fair pricing foster consumer loyalty and employee satisfaction, signalling integrity and community investment (Puspita & Kartini, 2022). These efforts enhance trust, encouraging repeat patronage and positive perceptions (Lee, 2019). Ghaderi et al., (2025) examine the influence of various aspects of CSR (legal, ethical, philanthropic, environmental) on consumer satisfaction and trust in Tehran and find significant relationships except for the economic dimension. In contrast, (Liu & Tse, 2023) examine the influence of CSR health-related on dining intention in the US and China with consideration of cultural difference in CSR perception. While both studies validate the positive influence of CSR on trust and loyalty building, Liu and Tse (2023) offer a cross-cultural viewpoint, facilitating worldwide applications of CSR strategy.
Hypothesis 1: Economic CSR positively and significantly affects customer satisfaction.
Hypothesis 2: Economic CSR positively and significantly affects customer trust.

2.3	Legal responsibility
Legal responsibility entails operating within regulatory frameworks, establishing a social contract that balances economic objectives with satisfaction by signaling ethical conduct (Lee, 2019). In the restaurant sector, compliance fosters credibility, encouraging loyalty and positive brand perceptions (Chung et al., 2015). The more recent research examines the effect of CSR on customer behavior in the restaurant sector but differs in scope and context. While Gezahegn et al., (2025) establish CSR to have a significant positive influence on consumer satisfaction (CS) and trust as an intermediary factor within the banking sector, Sahu & Tripathy, (2024) explicitly define legal CSR as a key dimension and identify it as having a positive relationship with customer loyalty. Legal CSR, through encouraging ethical compliance and accountability, ensures customer trust and satisfaction based on reinforcing perceptions of justice and accountability. All these studies together substantiate the fact that the legal dimension of CSR is one of the most significant columns to build consumer trust and satisfaction in any sector. Law-based compliance in CSR, therefore, not only addresses the regulatory requirements but also is a strategic way to build customer relationships.
Hypothesis 3: Legal CSR positively and significantly affects customer satisfaction.
Hypothesis 4: Legal CSR positively and significantly affects customer trust.

2.4	Ethical responsibility
Ethical responsibility, a key component of Carroll (1991) CSR pyramid, involves fair and moral business practices. Customers favor companies that uphold ethical standards, such as transparent marketing and equitable labor policies (Bajrami et al., 2024). Ethical CSR enhances satisfaction and trust by aligning operations with societal values, fostering emotional connections with patrons (Klaysung et al., 2022). The studies of Ahli et al. (2024) and Liu and Tse (2023) discuss the effect of ethical conduct on customer perception. Liu and Tse (2023) establish that ethical CSR, characterized by socially conscious and sustainable hotel operations, significantly affects customer trust and satisfaction through intermediaries such as corporate image and service quality. Conversely, Ahli et al. (2024) explain the way ethical sales behavior does not directly affect consumer satisfaction but constructively affects customer trust, and therefore, satisfaction is constructed. This implies ethical CSR indirectly affects satisfaction by increasing trust. Together, these research pieces establish ethical CSR is responsible for creating long-term customer relationships based on trust and enhancing satisfaction across industries.
Hypothesis 5: Ethical CSR positively and significantly affects customer satisfaction.
Hypothesis 6: Ethical CSR positively and significantly affects customer trust.

2.5	Philanthropic responsibility
Philanthropic CSR encompasses voluntary contributions to societal welfare, such as charitable donations and community engagement (Kotler & Lee, 2005). These initiatives enhance brand reputation and customer trust by demonstrating altruism and goodwill (Abdeen et al., 2020). Philanthropic activities resonate with customers’ values, driving satisfaction and loyalty. Alhawamdeh et al., (2024) and Hua et al. (2024) verify the strong positive influence of philanthropic CSR on consumer satisfaction and trust. Alhawamdeh et al., (2024) observe that philanthropic and environmental responsibility embedded in digital marketing maximize consumer satisfaction and loyalty in Jordanian banks. Similarly, Hua et al. (2024) demonstrate that philanthropic CSR exerts significant effects on customer satisfaction via electronic word-of-mouth mediation, particularly in relation to Tencent's CSR activities in China. Compared to environmental CSR, only philanthropic activities exerted a strong direct and mediated effect on satisfaction. These findings validate philanthropic CSR as a competitive market satisfaction and trust driver strategy.
Hypothesis 7: Philanthropic CSR positively and significantly affects customer satisfaction.
Hypothesis 8: Philanthropic CSR positively and significantly affects customer trust.

2.6	Environmental responsibility
Environmental CSR focuses on sustainable practices that reduce ecological harm, such as waste reduction and renewable energy adoption (Han et al., 2019). These initiatives enhance customer satisfaction and trust by aligning with growing environmental awareness. Transparent communication about sustainability efforts strengthens customer relationships and reinforces credibility (Hafeez et al., 2023). Literature posits that environmental CSR positively influences customer attitudes more specifically, trust and satisfaction. Saif et al. (2024) demonstrate that retailer CSR encourages green consumption through environmental concern and customer trust as mediators, depicting the indirect but significant influence of environmental CSR on trust. Similarly, Waris et al. (2024) also attest that environmental CSR significantly affects green consumer citizenship behavior, green trust, and consumer–company identification in the tourism sector. Both these studies confirm that environmental CSR has a positive and significant influence on consumer satisfaction and trust. Likewise, they both point to the strategic role of environmental CSR generating consumer loyalty and sustainable behavior (Saif et al., 2024; Waris et al., 2024).
Hypothesis 9: Environmental CSR positively and significantly affects customer satisfaction.
Hypothesis 10: Environmental CSR positively and significantly affects customer trust.

2.7 Customer satisfaction, revisit intentions and electronic word of mouth (e-WOM)
Researchers confirm that the cost of bringing a new customer to that of a lost customer is paramount to all businesses along with restaurants and the factors influencing customer revisit intention include customer satisfaction (Han et al., 2009). Customer satisfaction reflects patrons’ evaluations of a product or service relative to their expectations (Veloutsou, 2015; Deen 2022). It is a critical determinant of business success, driving sales and loyalty (Lee, 2019). Satisfied consumers are more likely to repurchase and recommend a brand, particularly in competitive markets. Satisfaction fosters loyalty and positive electronic e-WOM, amplifying brand advocacy (Eisyami et al., 2022). Literature posits that customer satisfaction is a significant driver of repurchase intention and e-WOM. For example, Sya’roni & Fikriah (2024) establish that customer satisfaction mediates between product/service quality and repurchase intention, but e-WOM is not significantly influential on repurchase intentions. Similarly, Shelomita et al., (2024) establish that e-WOM and customer satisfaction are both positive drivers of repurchase interest. These findings confirming that satisfaction would be a predictor of repurchase intention as well as e-WOM would be moderated by satisfaction. 
Hypothesis 11: Customer satisfaction positively and significantly affects revisit intention.
Hypothesis 12: Customer satisfaction positively and significantly affects e-WOM.

2.8	Customer trust, revisit intention and e - WOM
Customer trust was found by the study to have a great influence on repurchase intention and e-WOM. Fazira and Komaryatin (2025) observe that customer trust acts as a mediator between product variety while e-WOM, repurchase intention and that trust significantly contributes to consumer loyalty. Bernarto et al., (2024) also proves that trust has a positive influence on e-WOM, repurchase intention and perceived value also serves as a mediator. These authors validate that trust from the customer motivates repurchase intention and e-WOM, both of which are pro-positive consumer habits. They jointly reassert trust as the focal construct that plays a key role in shaping brand loyalty and consumer satisfaction.
Hypothesis 13: Customer trust positively and significantly affects revisit intention.
Hypothesis 14: Customer trust positively and significantly affects e – WOM

2.9	Conceptual research model
This framework illustrates the interplay between various organizational responsibilities and their influence on customer satisfaction and repurchase intention.
Figure 1:	A proposed conceptual model Customer   Satisfaction
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Source: researcher’s own compilation
It highlights how these responsibilities shape customer satisfaction and the likelihood of repeat visits. Additionally, customer trust and electronic e-WOM serve as critical components within this model.

METHODOLOGY
3.1	Design and sampling 
The study employed the quantitative research approach for the purpose of collecting a considerable sample size and hypotheses testing. A sample of Turkish people who had recently eaten at Antalya restaurants was the focus of the study. The chosen restaurants were located throughout the city of Antalya. The combination of tourism and local dynamics makes Antalya, a popular tourist destination, an excellent place to observe several facets of the restaurant industry. The study specifically targeted a group of Turkish individuals who had recently dined at restaurants more specifically, customers who had consumed meals at restaurants in Antalya were invited to complete the survey through online platforms and social media. Upon their consent and willingness to participate, convenience sampling technique was deemed the most appropriate choice to efficiently and practically reach the study's target population. A total of 403 valid responses were obtained.  The data were collected during November and December 2024.

3.2	Data collection tool 
An online questionnaire was developed for this study. A thorough review of relevant literature guided the development of the survey to ensure its suitability for use within the context of restaurant operations in Antalya. The instrument consisted of two distinct sections. The first part focused on collecting sociodemographic details of the respondents, including gender, age, educational background, marital status and citizen or tourist. The subsequent section contained the core research items, consisting of 27 questions assessed using a five-point Likert scale. This questionnaire was administered to customers who had recently dined at restaurants in Antalya
3.3	Variables and instrument
To measure the dimensions, this research used a variety of validated statements from exiting studies. For example, the scale developed by Han et al. (2020) has 15 items spread across five dimensions, was used to quantify CSR (economic, legal ethical, philanthropic, environmental). Subsequently, three items, each modified from a different source were used to measure the construct of customer satisfaction (Hennig-Thurau, 2004; Leninkumar, 2017; Servera-Francés & Piqueras-Tomás, 2019). Whilst three questions were used to measure the construct of consumer trust (Pivato et al., 2008; Leninkumar, 2017; Servera-Francés & Piqueras-Tomás, 2019) including three items to measure revisit intention (Hennig-Thurau, 2004; Kim et al., 2017; Lee et al., 2020), and concluding with three items from Seo et al. (2020) to measure construct eWOM.

3.4	Data analysis
The data were analyzed using PLS-SEM. PLS-SEM is a non-parametric method that does not require normal distribution and performs multiple hierarchical regressions simultaneously (Hair et al., 2017). Furthermore, PLS-SEM can generate outcomes even with limited sample sizes and can operate effectively even when the factors in the model consist of a limited number of indicators (Hair et al., 2017). PLS was used as it allows for the analysis of complex relationships between multiple variables while accommodating non-normal data distributions thus, achieving the study’s primary objective. 
The first stage in this investigation was to assess the level of multicollinearity among the predictor variables using the Variance Inflation Factor (VIF) methodology. The structural linkages were analyzed, and the VIF values were found to vary between 1.054 and 1.444. These values show that multicollinearity is not an issue in our model because they are far lower than the suggested threshold of 5.0 (Hair et al., 2017).

FINDINGS AND DISCUSSION
When examining the demographic characteristics of the sample in Table 1, it is observed that majority of participants are male (58.3%), while 44.7% are female.

Table 1:	Demographic characteristics of respondents 
	
	
	Frequency
	Percentage

	Gender
	Male
	235
	58,3

	
	Female
	168
	41,7

	Age
	18-25
	75
	18,6

	
	26-35
	138
	34,2

	
	36-45
	100
	24,8

	
	46 +
	90
	22,3

	Education
	High School
	156
	38,7

	
	Undergraduate
	204
	50,6

	
	Master’s Degree
	31
	7,7

	
	Doctorate
	12
	3

	Marital Status
	Single
	257
	63

	
	Married
	146
	36,2

	Citizen or Tourist
	Citizen
	197
	48,9

	
	Tourist
	206
	51,1

	Total
	
	403
	100


Source: research data 
In terms of age distribution, 18.6% of the participants are in the 18-25 age range, 34.2% are in the 26-35 age range, 24.8% are in the 36-45 age range, and 22.3% are aged 46 and above. Regarding educational level, 38.7% of the participants have a high school diploma, 50.6% hold a bachelor's degree, 7.7% have a master's degree, and 3% possess a doctoral degree. The majority of participants are single (63%), while 36.2% are married. Additionally, 48.9% of the participants are Turkish citizens, while 51.1% are tourists
4.1	The measurement model 
Table 2 displays the measurement model's validity and reliability data. The results showed that all constructs had factor loadings that were statistically significant and above the proposed cutoff of 0.70 (Hair et al., 2017). The attainment of suitable convergent validity was further confirmed by the Composite Reliability (CR) values surpassing the 0.70 criterion and the Average Variance Extracted (AVE) values for each construct beyond the acceptable threshold of 0.50 (Fornell & Larcker, 1981).
Table 2:	Construct reliability and validity
	Constructs and Items
	Loadings
	CR
	Cronbach’s Alfa
	Rho_A
	AVE

	Economic CSR (Han et al., 2020)
	
	0.921
	0.872
	0.874
	0.796

	It is important for this restaurant to be committed to being as profitable as possible.
	0.885
	
	
	
	

	It is important for this restaurant to maintain a strong competitive position.
	0.904
	
	
	
	

	It is important for this restaurant to be defined as one that is consistently profitable
	0.887
	
	
	
	

	Legal CSR (Han et al., 2020)
	
	0.916
	0.863
	0.869
	0.784

	It is important for this restaurant to perform in a manner consistent with the expectations of government and law.
	0.896
	
	
	
	

	It is important for this restaurant to be defined as one that fulfills its legal obligations.
	0.889
	
	
	
	

	It is important for this restaurant to provide goods and services that at least meet minimal legal requirements.
	0.871
	
	
	
	

	Ethical CSR (Han et al., 2020)
	
	0.927
	0.883
	0.890
	0.810

	It is important for this restaurant to perform in a manner consistent with expectations of societal mores and ethical
	0.909
	
	
	
	

	It is important for this restaurant to prevent ethical norms from being compromised in order to achieve corporate goals.
	0.891
	
	
	
	

	It is important for this restaurant to be defined as good corporate citizenship and known as who does what is expected morally or ethically.
	0.899
	
	
	
	

	Philanthropic CSR (Han et al., 2020)
	
	0.904
	0.841
	0.841
	0.759

	It is important for this restaurant to perform in a manner consistent with the philanthropic and charitable expectations of society.
	0.889
	
	
	
	

	It is important for this restaurant to allocate some of its resources to philanthropic activities (e.g. fine/performing arts and sports).
	0.859
	
	
	
	

	It is important for this restaurant to assist voluntarily with those projects that enhance a community’s “quality of life.
	0.865
	
	
	
	

	Environmental CSR (Han et al., 2020)
	
	0.917
	0.864
	0.864
	0.787

	It is important for this restaurant to perform in a manner consistent with protecting the environment.
	0.896
	
	
	
	

	It is important for this restaurant to offer environmentally friendly products/services.
	0.895
	
	
	
	

	It is important for this restaurant to make every effort to protect and preserve the environment.
	0.869
	
	
	
	

	Customer Satisfaction (CS)
	
	0.894
	0.823
	0.827
	0.738

	My choice to buy from this restaurant was a wise one (Leninkumar, 2017)
	0.871
	
	
	
	

	Based on my experience with this restaurant, I am very satisfied with this company (Servera-Francés & Piqueras-Tomás, 2019)
	0.841
	
	
	
	

	This restaurant has never disappointed me so far. (Hennig-Thurau, 2004)
	0.864
	
	
	
	

	Customer Trust (CT)
	
	0.919
	0.867
	0.869
	0.790

	This restaurant always keeps the promises it makes (Servera-Francés & Piqueras-Tomás, 2019)
	0.900
	
	
	
	

	Overall, I have restaurant trust in this company (Leninkumar, 2017)
	0.896
	
	
	
	

	This restaurant is reliable (Pivato et al., 2008)
	0.871
	
	
	
	

	Revisit Intention (RI)
	
	0.885
	0.805
	0.806
	0.719

	This place will be my first choice when it comes to choosing a restaurant. (Hennig-Thurau, 2004; Lee et al., 2020)
	0.850
	
	
	
	

	I am planning to eat at this restaurant in the future. (Kim et al., 2017)
	0.856
	
	
	
	

	I am a loyal customer of this restaurant (Hennig-Thurau, 2004)
	0.838
	
	
	
	

	e-WOM (Seo et al., 2020)
	
	0.910
	0.851
	0.852
	0.771

	I will post positive comments about this restaurant on my social media
	0.888
	
	
	
	

	I will recommend to use this restaurant through my social media.
	0.871
	
	
	
	

	I will recommend to use this restaurant to my social media acquaintances.
	0.875
	
	
	
	


Source: research data 

The scale shows good reliability, as seen by the CR scores, which ranged from 0.885 to 0.927, the AVE scores, which ranged from 0.719 to 0.810, and the Cronbach's alpha scores, which ranged from 0.805 to 0.883.
Table 3:	Heterotrait-Monotrait Ratio (HTMT).
	
	CT
	CS
	EC_CSR
	EN_CSR
	ET_CSR
	L_CSR
	P_CSR
	RI
	eWOM

	CT
	
	
	
	
	
	
	
	
	

	CS
	0.657
	
	
	
	
	
	
	
	

	EC_CSR
	0.520
	0.539
	
	
	
	
	
	
	

	EN_CSR
	0.588
	0.559
	0.487
	
	
	
	
	
	

	ET_CSR
	0.424
	0.465
	0.390
	0.299
	
	
	
	
	

	L_CSR
	0.425
	0.643
	0.414
	0.344
	0.270
	
	
	
	

	P_CSR
	0.419
	0.328
	0.127
	0.201
	0.191
	0.173
	
	
	

	RI
	0.583
	0.574
	0.412
	0.393
	0.376
	0.537
	0.247
	
	

	e-WOM
	0.529
	0.453
	0.285
	0.270
	0.234
	0.160
	0.312
	0.380
	


Note. CT: Customer Trust, CS: Customer Satisfaction, EC_CSR: Economic CSR, EN_CSR: Environmental CSR, ET_CSR: Ethical CSR, L_CSR: Legal CSR, P_CSR: Philanthropic CSR, RI: Revisit Intention, e-WOM: Electronic Word of Mouth
Source: research data 

Subsequently, to evaluate discriminant validity, the research utilized the Fornell-Larcker criterion alongside the Heterotrait-monotrait ratio (HTMT), a multidimensional matrix-based method that has recently been acknowledged for its reliability in yielding more consistent results (Voorhees et al., 2016). Discriminant validity is deemed satisfactory when the HTMT values fall below the thresholds of 0.85 or 0.90. In line with this criterion, the results from this analysis clearly indicate that discriminant validity has been confirmed (Table 3).
Table 4:	Fornell-Larcker Criterion
	
	CT
	CS
	EC_CSR
	EN_CSR
	ET_CSR
	L_CSR
	P_CSR
	RI
	e-WOM

	CT
	0.889
	
	
	
	
	
	
	
	

	CS
	0.555
	0.859
	
	
	
	
	
	
	

	EC_CSR
	0.454
	0.458
	0.892
	
	
	
	
	
	

	EN_CSR
	0.511
	0.471
	0.423
	0.887
	
	
	
	
	

	ET_CSR
	0.373
	0.402
	0.344
	0.265
	0.900
	
	
	
	

	L_CSR
	0.369
	0.549
	0.361
	0.299
	0.239
	0.886
	
	
	

	P_CSR
	0.358
	0.274
	0.109
	0.172
	0.164
	0.149
	0.871
	
	

	RI
	0.487
	0.471
	0.346
	0.328
	0.320
	0.449
	0.203
	0.848
	

	e-WOM
	0.455
	0.379
	0.247
	0.232
	0.207
	0.141
	0.264
	0.315
	0.878


Note. CT: Customer Trust, CS: Customer Satisfaction, EC_CSR: Economic CSR, EN_CSR: Environmental CSR, ET_CSR: Ethical CSR, L_CSR: Legal CSR, P_CSR: Philanthropic CSR, RI: Revisit Intention, e-WOM: Electronic Word of Mouth
Source: research data 

Additionally, as stated by Fornell and Larcker, (1981)  the findings show that the square root of the AVE for every variable surpasses its correlation with the other factors, further reinforcing that discriminant validity has been confirmed (Table 4).
4.2	The structural model 
The examination of the structural model was performed through several steps. At first, the standardized root mean square residual (SRMR), with a suggested limit of <0.10, was evaluated to determine the model's fit.  SRMR is one of the most common indices employed for assessing the model fit, evaluating the disparity between the correlation matrix of the model and the observed correlation matrix (Ringle et al., 2020). In order for the structural model to show a good fit, the SRMR value must be below 0.08 (Hair et al., 2017).
Figure 2:	A proposed conceptual model
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Source: research data 
For this research, the SRMR score was 0.062, demonstrating an adequate model fit. Additionally, the normed fit index (NFI), which compares the observed fit with the expected fit, was also evaluated (Hu & Bentler, 1999). The NFI value was found to be above 0.70 (<0.724), indicating that the model is appropriate (Hair et al., 2017; Yeh et al., 2021). Subsequently, the R² and Q² scores were analyzed to determine the model's ability to predict. Upon examining the R² values, all were found to exceed the threshold of 0.10, as recommended Falk and Miller, (1992).  Specifically, the R² values for customer trust (0.431), customer satisfaction (0.479), revisit intention (0.292) and e-WOM (0.226) indicate a significant level of explained variance. Additionally, when considering the Q² values derived from Stone-Geisser's criterion for the internal constructs, customer trust (0.336), customer satisfaction (0.348), revisit intention (0.207) and e-WOM (0.175) it is evident that the model demonstrates adequate predictive relevance for all constructs. These results further affirm the model’s predictive validity, as put forward by Hair et al. (2017). These outcomes from the path analysis of the research are demonstrated in Figure 2.
Table 5:	Structural model results
	Hypothesis
	Path
	Effect
	t Value
	f2
	P Values
	Remarks

	Hypothesis 1
	EC_CSR → CS
	0.155
	3.002
	0.034
	0.003
	Supported

	Hypothesis 2
	EC_CSR → CT
	0.198
	3.769
	0.050
	0.000
	Supported

	Hypothesis 3
	L_CSR → CS
	0.362
	6.991
	0.211
	0.000
	Supported

	Hypothesis 4
	L_CSR → CT
	0.135
	2.821
	0.027
	0.005
	Supported

	Hypothesis 5
	ET_CSR → CS
	0.180
	3.822
	0.053
	0.000
	Supported

	Hypothesis 6
	ET_CSR → CT
	0.152
	2.979
	0.035
	0.003
	Supported

	Hypothesis 7
	P_CSR → CS
	0.135
	3.363
	0.033
	0.001
	Supported

	Hypothesis 8
	P_CSR → CT
	0.239
	4.630
	0.096
	0.000
	Supported

	Hypothesis 9
	EN_CSR → CS
	0.227
	4.314
	0.077
	0.000
	Supported

	Hypothesis 10
	EN_CSR → CT
	0.305
	5.945
	0.129
	0.000
	Supported

	Hypothesis 11
	CS → RI
	0.291
	4.135
	0.083
	0.000
	Supported

	Hypothesis 12
	CS → e-WOM
	0.184
	2.680
	0.030
	0.007
	Supported

	Hypothesis 13
	CT → RI
	0.326
	4.611
	0.104
	0.000
	Supported

	Hypothesis 14
	CT → e-WOM
	0.353
	5.622
	0.112
	0.000
	Supported


Note. CT: Customer Trust, CS: Customer Satisfaction, EC_CSR: Economic CSR, EN_CSR: Environmental CSR, ET_CSR: Ethical CSR, L_CSR: Legal CSR, P_CSR: Philanthropic CSR, RI: Revisit Intention, e-WOM: Electronic Word of Mouth
Source: research data 

The outcomes demonstrated in Table 5 outline the structural model's findings regarding the relationships between various dimensions of CSR and key consumer-related constructs. The analysis demonstrates significant positive effects of economic CSR, legal CSR, ethical CSR, philanthropic CSR, and environmental CSR on consumer satisfaction and consumer trust, with varying effect sizes and levels of statistical significance. Notably, legal CSR exhibits the strongest influence on both customer satisfaction (β = 0.362, p < 0.001) and customer trust (β = 0.135, p = 0.005). Furthermore, customer satisfaction positively impacts revisit intention (β = 0.291, p < 0.001) and e-WOM (β = 0.333, p < 0.001), highlighting its central role in shaping customer behavior.

CONCLUSION
The results demonstrate that economic CSR positively and significantly influences customer satisfaction in the restaurant sector. This corroborates the literature that shows customers are very sensitive to the economic responsibilities of a firm, especially in service sectors where perceptions of value are dominant (Fatma et al., 2015; Omidvar & Palazzo 2025). When restaurants engage in practices such as ethical pricing, good financial management, and economic well-being, they create perceptions of fairness and value in customer minds. These perceptions increase satisfaction and strengthen the restaurant's reputation (Carroll & Shabana. 2010). These findings are aligned with recent studies that have demonstrated that companies with financial responsibility and moral economic behavior achieve the highest levels of customer trust (Omidvar & Palazzo 2025). Specifically, when restaurants maintain financial transparency, adopt fair pricing, and engage with their community, they convey strong messages of honesty, integrity, and stability, which are essential for building customer trust.
Findings indicate that legal CSR positively and significantly affects customer satisfaction in the restaurant sector which is consistent with Bello et al. (2021). One of the moral standards within CSR initiatives that is most often adhered to is customer satisfaction. If a company follows laws and regulations, it meets the requirements of the legal as well as the ethical side of the business. This kind of persistence develops trust and improves the consumer relationship, thus making it more likely for the customer to be loyal and to have a positive view of the brand. The broader the public exposure of the legal aspects of CSR, the higher the level of satisfaction of the consumers, which indicates the strong linking of corporate accountability with customer contentment. Our findings reveal that the legal portion of CSR has a great influence on consumer trust which is in line with Park et al. (2014). The integration of legal CSR activities is critical in the development of customer trust. When firms respect and follow legal standards while also participating in socially responsible activities, it indicates that they are dedicated to ethical business and community well-being. This positive initiative builds an image of integrity and assures that customers' interests are cared for. Thus, building trust with customers in the brand resulting to long-term relationships and brand loyalty.
The study findings reveal that moral and ethical CSR can lead to a substantial and positive effect on customer satisfaction in a restaurant. These results confirm previous research indicating that pro-social activities, fair treatment of employees, the use of just and truthful marketing strategies and ethical acts are a great reflection of the character of an organization and attract consumers to become positively emotionally and cognitively involved (Chung et al., 2015). Restaurants following quality ethics in their businesses are regarded as good and loving organizations resulting in increased customer satisfaction.  Thes results are in line with a former study that posit that customers willing to trust businesses when those businesses consistently exhibit virtue like responsibility, fairness, and honesty (Kang & Hustvedt, 2014). Furthermore, honest communication, respect for consumer rights and ethical sourcing are a few examples of ethical CSR practices that effectively convey a company's integrity and build consumer trust. 
Findings demonstrate that philanthropic CSR positively and significantly influences consumer satisfaction within the restaurant sector. This aligns with previous studies that show consumers respond favorably to businesses that engage in social causes, volunteer efforts, and charitable donations (Lee et al., 2020). Customers perceive restaurants engaged in philanthropic activities as socially responsible and community oriented. This evokes positive emotions, pride, and enhances customer satisfaction. These results show that customer trust in the restaurant sector is positively and significantly influenced by philanthropic corporate social responsibility which are consistent with prior findings Azmat and Ha (2013). Through philanthropic activities, restaurants project an image of goodwill, altruism, and social responsibility which reinforces perceptions of integrity and benevolence — two key components of trust.
Results reveal that customer satisfaction in the restaurant industry is significantly enhanced by environmental CSR.  This is in line with earlier studies that demonstrate customers are becoming more conscious of environmental responsibility, especially in industries that are directly related to resource consumption and waste production (Han & Kim, 2010). Customers feel more satisfied and more positive when restaurants engage in eco-friendliness (reducing food waste, sustainable packaging, sourcing local products and energy-efficient practices).  Results indicate that customers' trust in the restaurant sector is significantly and positively affected which is aligned to previous studies indicating that consumers are more inclined to trust brands that show genuine concern for environmental stewardship (Panda et al., 2020). Environmental initiatives act as trust signals indicating that the restaurant prioritizes broader societal and ecological interests.
The findings confirm that customer satisfaction positively and significantly affects revisit intention in the restaurant context. This result reinforces established consumer behavior theories suggesting that satisfaction functions as a central post-consumption evaluation that directly shapes future behavioral intentions (Veloutsou, 2015; Lee, 2019). When customers perceive a restaurant meets or exceeds their expectations in terms of food quality, service performance and overall dining experience, they are more inclined to revisit the establishment. In highly competitive tourism-driven destinations such as Antalya, satisfied customers perceive lower switching incentives and higher relational value, which strengthens their intention to return. This finding aligns with prior empirical studies indicating that satisfaction serves as a strong predictor of repurchase or revisit intention in service industries (Shelomita et al., 2024; Sya’roni & Fikriah, 2024). The result further highlights satisfaction as a crucial mechanism through which restaurants can secure long-term demand and stabilize customer relationships.
The results also demonstrate that customer satisfaction has a positive and significant influence on electronic word-of-mouth (e-WOM). This finding supports the argument that satisfied customers are more willing to voluntarily share positive experiences through online platforms, reviews, and social media channels (Eisyami et al., 2022). In the restaurant sector, where experiential attributes dominate evaluation, satisfaction not only drives personal loyalty but also transforms customers into brand advocates. Positive dining experiences motivate customers to recommend restaurants to others, amplifying reputation and visibility in digital environments. This outcome is consistent with prior research indicating that satisfaction stimulates positive e-WOM by reinforcing emotional attachment and perceived value (Shelomita et al., 2024). Therefore, customer satisfaction emerges as a strategic driver of organic promotion, enabling restaurants to leverage consumer-generated content as a credible and influential communication channel.
The findings reveal that customer trust positively and significantly affects revisit intention, underscoring trust as a foundational element of sustained consumer relationships. Trust reduces perceived risk and uncertainty, particularly in service settings where quality cannot be fully evaluated prior to consumption. When customers trust a restaurant, they feel confident that the establishment will consistently deliver reliable service, fair pricing, and hygienic standards, which encourages repeat patronage. This result aligns with previous studies demonstrating that trust strengthens repurchase intention and customer loyalty across service industries (Bernarto et al., 2024; Fazira & Komaryatin, 2025). In the restaurant context, trust functions as a psychological assurance mechanism, fostering long-term commitment and discouraging switching behavior. Consequently, cultivating customer trust becomes essential for restaurants seeking to enhance revisit rates and sustain competitive advantage.
Finally, the results confirm that customer trust has a positive and significant impact on e-WOM. This finding suggests that customers who trust a restaurant are more likely to engage in positive online communication and actively recommend the brand to others. Trust strengthens consumers’ confidence in endorsing a restaurant publicly, as they perceive the brand as credible, consistent, and worthy of recommendation. This outcome is consistent with prior research indicating that trust encourages positive e-WOM by reinforcing perceived integrity and reliability (Bernarto et al., 2024; Fazira & Komaryatin, 2025). In digital environments where consumers rely heavily on peer opinions, trust-driven e-WOM plays a critical role in shaping brand image and influencing potential customers’ decisions. Thus, customer trust not only enhances relational outcomes but also serves as a powerful catalyst for favorable online advocacy.

THEORETICAL CONTRIBUTION
This study makes several important theoretical contributions to the literature on corporate social responsibility (CSR), consumer behavior, and relationship marketing within the restaurant and hospitality context. First, this research advances CSR theory by empirically validating a multi-dimensional CSR framework—including economic, legal, ethical, philanthropic, and environmental CSR—and demonstrating how each dimension distinctly shapes customer satisfaction and customer trust. While prior studies often examine CSR as a unidimensional construct, the present study theoretically enriches the literature by showing that different CSR dimensions operate through complementary yet non-identical psychological mechanisms, reinforcing the argument that CSR should be treated as a multidimensional strategic construct in service industries.
Second, this study contributes to the consumer behavior literature by simultaneously integrating customer satisfaction and customer trust as parallel relational mediators linking CSR practices to behavioral outcomes. Previous research has frequently examined satisfaction or trust in isolation; however, the current findings theoretically extend relationship marketing theory by demonstrating that CSR-driven value perceptions stimulate both evaluative (satisfaction-based) and relational (trust-based) responses. This dual-path mechanism clarifies how CSR initiatives translate into stronger revisit intention and positive electronic word-of-mouth (e-WOM), offering a more nuanced explanation of post-consumption consumer behavior in experiential service settings.
Third, the study contributes to the growing literature on digital consumer engagement by empirically establishing customer satisfaction and trust as key antecedents of e-WOM in the restaurant sector. While e-WOM has been widely studied, its integration within a CSR-driven relational framework remains limited. By demonstrating that satisfaction and trust significantly motivate customers to engage in positive online advocacy, this study theoretically bridges CSR research with digital marketing and online communication literature, highlighting e-WOM as a critical behavioral outcome of socially responsible practices.
Fourth, this research extends stakeholder and signaling theories by illustrating how CSR dimensions function as credibility and integrity signals in high-contact service environments. Economic and legal CSR signal reliability and fairness, ethical and philanthropic CSR convey moral character and benevolence, and environmental CSR signals long-term responsibility toward society and future generations. These signals reduce perceived risk, strengthen trust, and enhance satisfaction, thereby reinforcing the theoretical role of CSR as an information-based mechanism that shapes consumer perceptions and behavioral intentions in markets characterized by intangibility and experience-based evaluation.

Finally, the study makes a contextual theoretical contribution by focusing on the restaurant sector in a tourism-driven destination, where consumer expectations, competitive intensity, and experiential consumption are particularly salient. By empirically validating the CSR–satisfaction–trust–behavioral intention chain in this context, the study extends the generalizability of CSR and relationship marketing theories to hospitality environments characterized by frequent switching opportunities and strong reliance on peer-generated online information. This contextual extension deepens theoretical understanding of how CSR-driven relational mechanisms operate in tourism-intensive service ecosystems. 

LIMITATIONS AND FUTURE RESEARCH 
Despite its valuable contributions, this research is not without limitations, which is open avenues for future study. First, the research’s geographic focus on Turkey limits the generalizability of the outcomes to other cultural and economic contexts. Turkey is a developing market with distinct socioeconomic, cultural, and environmental traits that influence how consumers view corporate social responsibility. Therefore, in developed nations or other emerging economies with different societal values, the nature and strength of the relationships between CSR dimensions, customer satisfaction, customer trust, revisit intention, and electronic word-of-mouth (e-WOM) may vary. To investigate possible cultural moderating effects on the CSR-customer relationship, future research could replicate this study in other nations or carry out cross-national comparative studies (e.g., using Hofstede’s cultural dimensions as a framework). Second, this research was conducted within the restaurant industry — a high-contact, service-based sector where personal experience and direct observation of CSR activities are particularly influential. However, the dynamics of CSR perception may vary in other industries, such as manufacturing, technology, or finance, where CSR activities are less visible to customers. In such contexts, behavioral outcomes such as revisit intention and e-WOM may be shaped by indirect information sources (e.g., corporate reports or media coverage) rather than direct service experience. Future research should explore whether the influence of different CSR dimensions on satisfaction, trust, and subsequent behavioral outcomes holds across a variety of sectors, and whether industry-specific factors moderate these relationships. 
Third, the research relied on self-reported survey data, which may introduce common method bias and social desirability bias, especially regarding sensitive topics such as ethical or environmental responsibility. Additionally, revisit intention and e-WOM were measured as behavioral intentions rather than actual behaviors, which may limit the predictive accuracy of the findings. Although steps were taken to minimize these biases, future research could benefit from employing longitudinal designs, multi-source data collection (e.g., combining customer perceptions with company-reported CSR activities), or experimental approaches to strengthen causal inferences. 
Fourth, this study treated the five different CSR dimensions—economic, legal, ethical, philanthropic, and environmental—as separate predictors of customer satisfaction and trust. However, it is plausible that these dimensions interact with one another (e.g., ethical CSR enhancing the credibility of philanthropic CSR) or operate through mediators such as brand image, emotional attachment, or perceived authenticity. Future research could also examine whether satisfaction and trust sequentially mediate the relationship between CSR dimensions and behavioral outcomes such as revisit intention and e-WOM, providing a more dynamic understanding of post-consumption decision-making processes. To test more intricate mediational and moderating relationships between CSR activities, customer perceptions, and behavioral outcomes, future research could make use of structural equation modeling (SEM).
Finally, customer demographics and psychographic factors, such as environmental consciousness, ethical orientation, or cultural values, were not deeply explored as moderators in this study. Such individual differences may significantly influence how customers translate satisfaction and trust into revisit intention and e-WOM behaviors. Future research could investigate how individual differences shape customer sensitivity to various CSR initiatives, providing deeper insights into customer segmentation strategies for socially responsible businesses. In conclusion, while this study advances understanding of CSR’s influence on consumer satisfaction and trust in the Turkish restaurant industry, future research that explicitly incorporates behavioral outcomes such as revisit intention and e-WOM across diverse contexts, sectors, and methodological approaches will be essential to building a more comprehensive and nuanced understanding of CSR’s role in consumer behavior.


REFERENCES
Ahli, M., Hilmi, M. F., & Abudaqa, A. (2024). Ethical sales behavior influencing trust, loyalty, green experience, and satisfaction in UAE public entrepreneur firms. Aptisi Transactions on Technopreneurship (ATT), 6(2), 149-168. https://doi.org/10.34306/att.v6i2.422 
Alhawamdeh, A.K., Mohammad, A.M., Alshaketheep, K., Padlee, S. F. & Al-Shamaileh, I. (2024). Fostering Customer Satisfaction and Loyalty in Jordanian Banks: A Digital Approach Through Philanthropic and Environmental Responsibility. International Journal of Sustainable Development & Planning, 19(1), 109-121. https://doi.org/10.18280/ijsdp.190109 
Awan, K. A., Ud Din, I., Almogren, A. & Kim, B. S. (2023). Enhancing performance and security in the metaverse: Latency reduction using trust and reputation management. Electronics, 12(15), 3362. https://doi.org/10.3390/electronics12153362 
Azmat, F., & Ha, H. (2013). Corporate social responsibility, customer trust, and loyalty—perspectives from a developing country. Thunderbird International Business Review, 55(3), 253-270. https://doi.org/10.1002/tie.21542 
Bajrami, H., Shala, V., Sadiku, A., Lekaj, F. & Kutllovci, S. (2024). Strategies for upholding ethical standards: Best practices for managers in fostering a culture of ethics in organizations. Calitatea, 25(199), 348-355. http://doi.org/10.47750/QAS/25.199.38 
Bello, K. B., Jusoh, A., & Md Nor, K. (2021). Relationships and impacts of perceived CSR, service quality, customer satisfaction and consumer rights awareness. Social Responsibility Journal, 17(8), 1116-1130. https://doi.org/10.1108/SRJ-01-2020-0010 
Bernarto, I., Purwanto, A., Tulung, J. E. & Pramono, R. (2024). The influence of perceived value, and trust on WOM and its impact on repurchase intention. Revista de Gestão Social e Ambiental, 18(4), 1-13. https://doi.org/10.24857/rgsa.v18n4-081 
Carrigan, M. & Attalla, A. (2001). The myth of the ethical consumer–do ethics matter in purchase behaviour?. Journal of Consumer Marketing, 18(7), 560-578. https://doi.org/10.1108/07363760110410263 
Carroll, A. B. (1991). The pyramid of corporate social responsibility: Toward the moral management of organizational stakeholders. Business horizons, 34(4), 39-48.
Carroll, A. B. & Shabana, K. M. (2010). The business case for corporate social responsibility: A review of concepts, research and practice. International Journal of Management Reviews, 12(1), 85-105. https://doi.org/10.1111/j.1468-2370.2009.00275.x 
Carroll, A. B. (2016). Carroll’s pyramid of CSR: Taking another look. International Journal of Corporate Social Responsibility, 1(1), 3. https://doi.org/10.1186/s40991-016-0004-6 
Chrisjatmiko, K. & Margareth, D. (2017). The impacts of philanthropy responsibility and ethical responsibility toward customer purchase behavior and customer loyalty. Jurnal Manajemen dan Pemasaran Jasa, 10(1), 95-116. https://doi.org/10.25105/jmpj.v10i1.2272 
Chung, K. H., Yu, J. E., Choi, M. G. & Shin, J. I. (2015). The effects of CSR on customer satisfaction and loyalty in China: the moderating role of corporate image. Journal of Economics, Business & Management, 3(5), 542-547.
Deen, A. (2022). Developing a visitor satisfaction index for national parks (Publication No. 30360531) [Doctoral Dissertation, University of Johannesburg]. ProQuest Dissertations Publishing. 
Eisyami, S., Nadiah, S., Zahrah, S., Kee, S. C. & Singhal, I. (2022). A case study of consumer satisfaction that leads to loyalty towards McDonald’s. International Journal of Tourism & Hospitality in Asia Pasific (IJTHAP), 5(2), 75-86.
Emmanuel, B. & Priscilla, O. A. (2022). A review of corporate social responsibility and its relationship with customer satisfaction and corporate image. Open Journal of Business & Management, 10(2), 715-728. https://doi.org/10.4236/ojbm.2022.102040 
Fatma, M., Rahman, Z., & Khan, I. (2015). Building company reputation and brand equity through CSR: the mediating role of trust. International Journal of Bank Marketing, 33(6), 840-856. https://doi.org/10.1108/IJBM-11-2014-0166 
Fornell, C. & Larcker, D.F. (1981). Evaluating structural equation models with unobservable variables and measurement error. Journal of Marketing Research 18(1), 39–50. https://doi.org/10.1177/002224378101800104 
Fazira, E. & Komaryatin, N. (2025). Mediation of Customer Trust: The Effect of Product Variety and E-WOM on Repurchase Intention, Jurnal Bisnis & Manajemen, 9(1), 47-65. https://doi.org/10.25139/ekt.v9i1.9629 
Ghaderi, Z., Omidvar, M. S., Hosseini, S. & Hall, C.M. (2025). Corporate social responsibility, customer satisfaction, and trust in the restaurant industry. Journal of Foodservice Business Research, 28(6), 1215-1246. https://doi.org/10.1080/15378020.2024.2318523 
Gezahegn, M.A., Durie, A. D. & Kibret, A. T. (2025). Examining the relationship between corporate social responsibility, customer satisfaction and customer loyalty in Ethiopian banking sector. International Journal of Organizational Analysis, 33(7), 1702-1725. https://doi.org/10.1108/IJOA-04-2024-4435 
Gössling, S. & Hall, C.M. (2021). The sustainable chef: The environment in culinary arts, restaurants, and hospitality. Routledge: United Kingdom. 
Gu, S. (2023). Corporate social responsibility and customer loyalty: The mediating role of Co-creation and customer trust. Asian Journal of Economics Business & Accounting, 23(3), 1-19. http://doi.org/10.9734/AJEBA/2023/v23i3921  
Gunawardana, H.S. & Steel, G. D. (2020). Territorial behaviours and fellow customers’ expectations of employee responses in the casual dining environment. Kelaniya Journal of Management, 8(2). 1-17. https://doi.org/10.4038/kjm.v8i2.7585 
Hafeez, M., Jahangir, J., Ghafoor, A. & Shahzad, K. (2023). An assessment of corporate social responsibility, customer satisfaction and customer trustworthiness: Does corporate imagematter for the Chinese Economy. Advances in Economics, Management & Political Sciences, 3(1), 526-535.
Hair Jr, J. F., Matthews, L. M., Matthews, R. L. & Sarstedt, M. (2017). PLS-SEM or CB-SEM: updated guidelines on which method to use. International Journal of Multivariate Data Analysis, 1(2), 107-123. https://doi.org/10.1504/IJMDA.2017.087624  
Han, H., Back, K. J. & Barrett, B. (2009). Influencing factors on restaurant customers’ revisit intention: The roles of emotions and switching barriers. International Journal of Hospitality Management, 28(4), 563-572. https://doi.org/10.1016/j.ijhm.2009.03.005 
Han, H. & Kim, Y. (2010). An investigation of green hotel customers’ decision formation: Developing an extended model of the theory of planned behavior. International Journal of Hospitality Management, 29(4), 659-668. https://doi.org/10.1016/j.ijhm.2010.01.001 
Han, H., Yu, J. & Kim, W. (2019). Environmental corporate social responsibility and the strategy to boost the airline’s image and customer loyalty intentions. Journal of Travel & Tourism Marketing, 36(3), 371-383. https://doi.org/10.1080/10548408.2018.1557580 
Han, H., Yu, J., Lee, K. S., & Baek, H. (2020). Impact of corporate social responsibilities on customer responses and brand choices. Journal of Travel & Tourism Marketing, 37(3), 302-316. https://doi.org/10.1080/10548408.2020.1746731 
He, H., & Li, Y. (2011). CSR and service brand: The mediating effect of brand identification and moderating effect of service quality. Journal of Business Ethics, 100(4), 673-688. https://doi.org/10.1007/s10551-010-0703-y 
Hennig‐Thurau, T. (2004). Customer orientation of service employees: Its impact on customer satisfaction, commitment, and retention. International journal of Service Industry Management, 15(5), 460-478. https://doi.org/10.1108/09564230410564939 
Hu, L. T. & Bentler, P. M. (1999). Cutoff criteria for fit indexes in covariance structure analysis: Conventional criteria versus new alternatives. Structural Equation Modeling: A Multidisciplinary Journal, 6(1), 1-55. https://doi.org/10.1080/10705519909540118 
Hua, X., Hasan, N.A.M., De Costa, F. & Qiao, W. (2024). The mediating role of electronic word-of-mouth in the relationship between CSR initiative and consumer satisfaction. Heliyon, 10(15), 1-18.
Islam, K. M., Sadekin, M. S., Rahman, M. T., & Chowdhury, M. A. H. (2021). The impact of Shariah supervisory board and Shariah audit committee on CSR adoption at Islamic banks. Journal of Asian Finance, Economics & Business (JAFEB), 8(3), 479-485. https://dx.doi.org/10.2139/ssrn.3822818 
Kang, J., & Hustvedt, G. (2014). Building trust between consumers and corporations: The role of consumer perceptions of transparency and social responsibility. Journal of Business Ethics, 125(2), 253-265. https://doi.org/10.1007/s10551-013-1916-7 
Kaur, P., Talwar, S., Madanaguli, A., Srivastava, S. & Dhir, A. (2022). Corporate social responsibility (CSR) and hospitality sector: Charting new frontiers for restaurant businesses. Journal of Business Research, 144, 1234-1248. https://doi.org/10.1016/j.jbusres.2022.01.067 
Klaysung, C., Klaysung, S. & Promsiri, T. (2022). Corporate social responsibility (CSR) relationship between customer trust and customer satisfaction on customers loyalty in retail business in Thailand. International journal of Health Sciences, 6(S5), 286-298. https://doi.org/10.53730/ijhs.v6nS5.5227 
Kim, J. S., Song, H., Lee, C. K. & Lee, J. Y. (2017). The impact of four CSR dimensions on a gaming company’s image and customers’ revisit intentions. International Journal of Hospitality Management, 61, 73-81. https://doi.org/10.1016/j.ijhm.2016.11.005 
Kotler, P. & Lee, N. (2005). Best of breed: When it comes to gaining a market edge while supporting a social cause,“corporate social marketing” leads the pack. Social Marketing Quarterly, 11(3-4), 91-103. https://doi.org/10.1080/15245000500414480 
Lee, C.Y. (2019). Does corporate social responsibility influence customer loyalty in the Taiwan insurance sector? The role of corporate image and customer satisfaction. Journal of Promotion Management, 25(1), 43-64. https://doi.org/10.1080/10496491.2018.1427651 
Lee, S., Han, H., Radic, A., & Tariq, B. (2020). Corporate social responsibility (CSR) as a customer satisfaction and retention strategy in the chain restaurant sector. Journal of Hospitality & Tourism Management, 45, 348-358. https://doi.org/10.1016/j.jhtm.2020.09.002 
Leninkumar, V. (2017). The relationship between customer satisfaction and customer trust on customer loyalty. International Journal of Academic Research in Business & Social Sciences, 7(4), 450-465. http://dx.doi.org/10.6007/IJARBSS/v7-i4/2821 
Lu, H., Liu, X. & Falkenberg, L. (2022). Investigating the impact of corporate social responsibility (CSR) on risk management practices. Business & Society, 61(2), 496-534. https://doi.org/10.1177/0007650320928981 
Liu, P. & Tse, E. C. (2023). The impact of perceived corporate social responsibility on dining intention in US restaurants: focusing on customers’ health. Journal of Culinary Science & Technology, 21(5), 844-865. https://doi.org/10.1080/15428052.2021.2016533 
Mansouri, H., Sadeghi Boroujerdi, S. & Md Husin, M. (2022). The influence of sellers’ ethical behaviour on customer’s loyalty, satisfaction and trust. Spanish Journal of Marketing-ESIC, 26(2), 267-283. https://doi.org/10.1108/SJME-09-2021-0176 
Martinez-Conesa, I., Soto-Acosta, P. & Palacios-Manzano, M. (2017). Corporate social responsibility and its effect on innovation and firm performance: An empirical research in SMEs. Journal of Cleaner Production, 142, 2374-2383. https://doi.org/10.1016/j.jclepro.2016.11.038 
Omidvar, M. & Lopes, L. (2025). Can companies improve their performance through corporate social responsibility, with the mediating role of business model innovation and competitive advantage?. American International Journal of Business Management, 8, 14-28. 
Omidvar, M., & Palazzo, M. (2025). Corporate social responsibility dimensions and brand equity in restaurant sector: The mediating role of brand reputation in the age of the metaverse. Corporate Reputation Review, 1-17. https://doi.org/10.1057/s41299-025-00224-7 
Omidvar, M., Candar, P. & Deen, A. (2025). The Impact of Corporate Social Responsibility Dimensions on Brand Respect: A Case Study of Cappadocia Hotels. ERBE—European Review of Business Economics, 4(2), 27-46. https://doi.org/10.26619/ERBE-2025.4.2.2 
Omidvar, M. & Deen, A. (2024a). The mediating role of customer satisfaction between dimensions of CSR and customer loyalty. Studia Periegetica, 46(2), 59-80. https://doi.org/10.58683/sp.1990 
Omidvar, M., & Deen, A. (2024b). Can restaurants achieve customer retention through CSR?. Journal of Applied Sciences in Travel & Hospitality, 7(1), 1-16. https://doi.org/10.31940/jasth.v7i1.1-16 
Omidvar, M., Ghasemi, V. & Frau, M. (2024). Exploring the impact of environmental dimension in corporate social responsibility on restaurants’ customer retention. British Food Journal, 126(12), 4375-4395. https://doi.org/10.1108/BFJ-01-2024-0030 
Omidvar, M., Afshar Bakeshlo, Z., & Gigauri, I. (2024). Corporate social responsibility: A systematic literature review into less noticed drivers. In: Gigauri, I. & Khan, A.J. ed. Navigating corporate social responsibility through leadership and sustainable entrepreneurship.  New York: IGI Global Publishing, 1–26.
Omidvar, M. & Deen, A. (2023). The effect of CSR on restaurants’ brand image and customers’ brand attitudes as evidenced by their purchase intentions. Studia Periegetica, 44(4), 113-138. https://doi.org/10.58683/sp.576 
Omidvar, M., & Palazzo, M. (2023). The influence of corporate social responsibility aspects on business model innovation, competitive advantage, and company performance: a study on small-and medium-sized enterprises in Iran. Sustainability, 15(22), 15867. https://doi.org/10.3390/su152215867 
Panda, T. K., Kumar, A., Jakhar, S., Luthra, S., Garza-Reyes, J. A., Kazancoglu, I. & Nayak, S.S. (2020). Social and environmental sustainability model on consumers’ altruism, green purchase intention, green brand loyalty and evangelism. Journal of Cleaner Production, 243, 118575. https://doi.org/10.1016/j.jclepro.2019.118575 
Park, J., Lee, H. & Kim, C. (2014). Corporate social responsibilities, consumer trust and corporate reputation: South Korean consumers' perspectives. Journal of Business Research, 67(3), 295-302. https://doi.org/10.1016/j.jbusres.2013.05.016 
Park, E. & Kim, K. J. (2019). What drives “customer loyalty”? The role of corporate social responsibility. Sustainable Development, 27(3), 304-311. https://doi.org/10.1002/sd.1901 
Pivato, S., Misani, N. & Tencati, A. (2008). The impact of corporate social responsibility on consumer trust: the case of organic food. Business ethics: A European review, 17(1), 3-12. https://doi.org/10.1111/j.1467-8608.2008.00515.x 
Puspita, A.D., & Kartini, T. (2022). Pengaruh good corporate governance (gcg) dan corporate social responsibility (CSR) terhadap kinerja keuangan perbankan yang terdaftar di Indonesia Stock Exchange (Idx). COSTING: Journal of Economic, Business & Accounting, 6(1), 330-337.
Ringle, C.M., Sarstedt, M., Mitchell, R., & Gudergan, S.P. (2020). Partial least squares structural equation modeling in HRM research. The International Journal of Human Resource Management, 31(12), 1617-1643. https://doi.org/10.1080/09585192.2017.1416655 
Román, S. & Ruiz, S. (2005). Relationship outcomes of perceived ethical sales behavior: the customer's perspective. Journal of Business Research, 58(4), 439-445. https://doi.org/10.1016/j.jbusres.2003.07.002 
Sahu, T. & Tripathy, L. K. (2024). Corporate Social Responsibility: Analysing Its Impact on Customer Loyalty in the Textile Industry of Maharashtra. Journal of Information & Knowledge Management, 23(02), 2450017. https://doi.org/10.1142/S0219649224500175 
Saif, S., Zameer, H., Wang, Y., & Ali, Q. (2024). The effect of retailer CSR and consumer environmental responsibility on green consumption behaviors: mediation of environmental concern and customer trust. Marketing Intelligence & Planning, 42(1), 149-167. https://doi.org/10.1108/MIP-04-2023-0181 
Schubert, F., Kandampully, J., Solnet, D. & Kralj, A. (2010). Exploring consumer perceptions of green restaurants in the US. Tourism and Hospitality Research, 10(4), 286-300. https://doi.org/10.1057/thr.2010.17 
Seo, E. J., Park, J. W., & Choi, Y. J. (2020). The effect of social media usage characteristics on e-WOM, trust, and brand equity: Focusing on users of airline social media. Sustainability, 12(4), 1691. https://doi.org/10.3390/su12041691 
Servera-Francés, D. & Piqueras-Tomás, L. (2019). The effects of corporate social responsibility on consumer loyalty through consumer perceived value. Economic Research-Ekonomska Istraživanja, 32(1), 66-84. https://doi.org/10.1080/1331677X.2018.1547202 
Shelomita, S., Lianie, A. P., Chilia, T. C. & Hernidatiatin, L. T. (2024). The Effect of E-WOM and Consumer Satisfaction on Repurchase Interest in Azarine Sunscreen in Cirebon. Journal Research of Social Science, Economics & Management, 3(10), 1873. http://doi.org/10.59141/jrssem.v3i10.653 
Swaen, V. & Chumpitaz, R.C. (2008). Impact of corporate social responsibility on consumer trust. Recherche et Applications en Marketing (English Edition), 23(4), 7-34. https://doi.org/10.1177/205157070802300402 
Sya'Roni, Y., & Fikriah, N. L. (2024). The effect of product quality, service quality and eWOM on repurchase intention: Consumer satisfaction as a mediating variable: Study on consumers of Erigo Official Marketplace products in Malang. Asian Journal of Economics, Business & Accounting, 24(6), 622-635. https://doi.org/10.9734/ajeba/2024/v24i61386 
Veloutsou, C. (2015). Brand evaluation, satisfaction and trust as predictors of brand loyalty: the mediator-moderator effect of brand relationships. Journal of Consumer Marketing, 32(6), 405-421. https://doi.org/10.1108/JCM-02-2014-0878 
Waris, I., Suki, N. M., Ahmed, A. & Barkat, W. (2024). Environmental corporate social responsibility initiatives and green customer citizenship behavior in tourism industry: the mediating roles of green trust, customer-company identification and green corporate image. Social Responsibility Journal, 20(6), 1138-1156. https://doi.org/10.1108/SRJ-07-2023-0378 
Yeh, S.S., Guan, X., Chiang, T. Y., Ho, J. L. & Huan, T.C.T. (2021). Reinterpreting the theory of planned behavior and its application to green hotel consumption intention. International Journal of Hospitality Management, 94, 102827.  https://doi.org/10.1016/j.ijhm.2020.102827 








image1.png
0.850
0.856
0.8%

0.201

Legal CSR Revisit Intention

Customer
Satisfaction
0184

0326
Ethical CSR

0.8
0871
075,

e-WOM

Tl

EAr A

RANRAARRNRNANR N

Enviromental CSR




