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ABSTRACT

Corporate social responsibility (CSR) has emerged as a significant determinant of customer satisfaction,
trust, and loyalty. Although prior work has concentrated on CSR and customer happiness within the
restaurant sector, the effects of other CSR components on satisfaction, loyalty, and revisit intention
remain inadequately explored. This research investigates the correlations between each facet of CSR
and customer satisfaction, loyalty, and revisit intention within the restaurant sector in the city centre
of Antalya. A significant relationship was identified between all facets of CSR and customer satisfaction
while a favorable correlation existed between consumer satisfaction and customer loyalty in the
examined establishments. Findings further demonstrate a significant relationship between consumer
loyalty and revisit intention. The study offers theoretical contributions to the domains of consumer
behavior, hotel management, and corporate social responsibility in the context of emerging economies
like Tarkiye while further providing a nuanced understanding of how distinct CSR dimensions

differentially affect satisfaction.
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ABSZTRAKT

A vdllalati tarsadalmi felel6sségvallalds (CSR) a vevdi elégedettség, a bizalom és a lojalitds jelentds
meghatdrozdjava valt. A kordbbi publikidciok féként a CSR-re és a vevdi elégedettségre
Osszpontositottak az éttermi szektorban, a tobbi CSR-6sszetevének az elégedettségre, alojalitasra
és az Ujraldtogatasi szandékra gyakorolt hatasat azonban még mindig nem vizsgaltdk kell6képpen.
Ez a kutatds a CSR egyes aspektusai és a vevli elégedettség, a lojalitas és az Gjraldtogatasi szandék
kozotti 6sszefliggéseket vizsgalja Antalya belvarosanak éttermi szektordban. Jelentds kapcsolatot
sikertilt azonositani a CSR minden egyes aspektusa és a vevdi elégedettség kdzott, mig a vizsgilt
[étesitményekben ers korreldcié volt megfigyelhetd a fogyasztdi elégedettség és a vevéi lojalitas
kozott. Az eredmények tovabbad a fogyasztdi lojalitas és az Ujraldtogatdsi szandék kdzotti jelentds
kapcsolatot is mutatjdk. A tanulmany elméleti hozzajarulast kinadl a fogyasztéi magatartas, a
szdllodaipar és a vallalati tarsadalmi felel6sségvallalas teriiletéhez olyan feltérekvd gazdasagok
kontextusaban, mint Térékorszag, mikézben arnyaltabb képet nydjt arrdl, hogy az egyes CSR-

dimenzidk hogyan befolydsoljdk az elégedettséget.
Kulcsszavak: vdllalati tdrsadalmi felel8sségvdllalds, vasdrldi lojalitds, vdsdrldi elégedettség,
szdllodaipar, tjralatogatdsi szdndék
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1. Introduction

The Turkish restaurant industry is constantly developing because of tourism, geographical
location, and diverse cuisine. Customers are the main beneficiaries in the food service
industry and may have the power to influence the operation, resources, and reputation of
the business (Aguinis & Glavas, 2012). Additionally, building relationships with customers
is essential to remain sustainable in the competitive business climate. This further allows
and promotes customer loyalty and fulfilment for both customers and restaurants. Hotels,
restaurants, and other types of organizations produce social and ecological issues to
satisfy customer demands for example trash, contaminants in the air and noise, which may
cause the increased decline in biodiversity (Latif et al., 2020). Organizations should be
implementing appropriate competitive methods that minimize the adverse effects of
operations on the natural, social, and ecological environment (Lee et al.,, 2020) as
organizational social and ethical practices lead to a positive customer response (Bakeshlo
etal., 2024).

Corporate social responsibility (CSR) has emerged as a crucial component of an
organization’s approach, particularly in sectors like restaurants and hotels, which interact
directly with customers (Kaur et al., 2022; Deen et al., 2025). CSR has been described as a
voluntary measure that requires economic, social, and ecological issues and takes
businesses in ways that go beyond what is legally necessary. Since the food industry plays
akeyrolein treating global issues such as nutritional security, environmental compatibility,
and public health, customers are more conscious of food's origins, production methods
and its environmental effects. We can therefore say that customers set higher values
through ethical and sustainable practices (Omidvar & Palazzo, 2023). As a result,
businesses are under pressure to include CSR into their key processes for the purpose of
promoting customer loyalty (Martinez & Del Bosque, 2013).

It is evident that restaurants focus on introducing and counseling to many CSR
practices, including philanthropic, legal, ethical, and financial efforts (Han et al., 2020).
Since the restaurant industry is becoming more competitive, CSR initiatives have become
a competitive tool that aims to get favorable consumer reactions (Kim & Kim, 2016). These
reactions include customer satisfaction, corporate reputation, customer loyalty, and
favorable opinions about the company's brands (Omidvar & Deen, 2023). With an
emphasis on customer loyalty, satisfaction, and intention to return, this study attempts to
demonstrate the benefits of CSR for consumers. As such, the following question is put
forward: How does CSR affect customer satisfaction, loyalty, and desire to return in the
Turkish restaurant industry?

2. Literature review
2.1. Corporate social responsibility (CSR)

In recent years, management studies have included the concept of CSR and discussions
surrounding CSR began with companies and their leaders hold responsibilities to society
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above the supply of goods and services and their benefits (Bakeshlo et al., 2025; Omidvar
et al,, 2025). The fundamental idea behind CSR is that companies should manage their
impact on the environment and society in a manner that is both beneficial and morally
responsible. This idea encompasses a wide range of efforts, including support for regional
communities, ethical work practices, and environmentally friendly initiatives.

While there are several definitions of CSR, Carroll was the first to classify it into four
dimensions: economic, legal, social, and environmental (Carroll, 1979). All these
dimensions should be addressed by organizations; however, prior studies have often
examined CSR as a singular entity (Hwang et al., 2016). Carroll (1979) states that legal and
economic responsibilities are socially essential and may even evolve over time. Our
research model is based on five dimensions of CSR, four of which (philanthropic, ethical,
legal and economic responsibilities) are derived from Carroll (1991), as well as the
environmental dimension, which Carroll's framework overlooked, even though research
on this dimension, the environmental aspect, is recognized as one of the most significant
problems that businesses face.

2.2. Economic dimension

Corporations were established as financial institutions that supply the community with
services and products whose main goal was to make money through entrepreneurship
(Carroll, 1979). A company must meet its economic responsibilities, which include
providing returns to investors and ensuring fair compensation for employees and
reasonable pricing for customers (Martin et al., 2009). Carroll (1979) claims economic CSR
is a crucial aspect as the community anticipates that individuals will be able to earn money
by providing products and services created by businesses. More recently, some
researchers demonstrated that economic CSR significantly influences customer
satisfaction and loyalty (Hsu, 2018). Other research has identified a positive correlation
between economic CSR and trust levels, which contributes to customer satisfaction and
loyalty (Lee et al., 2012). Thus, we put forward the following hypothesis:
e H1. Economic CSR has direct effects on customer satisfaction.

2.3. Legal dimension

The legal dimension of CSR evaluates how lawful an organization's actions are (Schwartz
& Carroll, 2003). Businesses have been recognized as economic entities in societies and is
expected to operate based on basic rules within societies. The legal side of CSR focuses on
the responsibility of businesses to ensure their operations are valid and abide by the laws
set by the government (Carroll & Shabana, 2010). Customer retention and satisfaction are
positively connected with adherence to privacy and consumer protection laws as
customers tend to have greater faith in businesses that follow the law (Onlaor &
Rotchanakitumnuai, 2010). This aspect has been examined in the context of CSR activities,
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revealing a significant positive influence of legal CSR on client retention and satisfaction
(Galbreath, 2010). Given the above, the following hypothesis is put forward:
e H2. Legal CSR has direct effect on customer satisfaction.

2.4. Ethical dimension

Determining the parameters of ethical business is essential when businesses are allowed
to make profitable investments without regard for ethics. Ethical CSR refers to actions and
practices that are accepted or disapproved of by the community, society, and members of
the firm, even if they are not legally defined. The ethical aspects of CSR are assessed
according to social norms and ethical standards, the ability of organizations to adapt to
evolving moral expectations and their willingness to exceed legal and regulatory
requirements to uphold their integrity (Carroll, 1991). Multiple studies have discovered that
an organization's ethical practices increase customer satisfaction and retention (Lee et al.,
2012). Furthermore, integrity, justice and honesty are closely related to the ethical CSR
(Galbreath, 2010). Similarly, employee ethics also affect the intentions and satisfaction of
customers. Consequently, we put forward the stated hypothesis:

e H3. Ethical CSR has direct effect on customer satisfaction.

2.5. Philanthropic dimension

Philanthropic responsibility is the fourth level in Carroll's pyramid, and companies go the
extra mile as part of their CSR efforts to help society in a positive way (Chen et al., 2019).
Research demonstrates that philanthropy in CSR has a good and meaningful effect on how
satisfied customers are and how loyal they remain (Nareeman & Hassan, 2013). Corporate
philanthropy can directly impact customer needs through high levels of customer
satisfaction and retention (Davidson et al., 2018). Therefore, the following hypothesis is
put forward:
e H4. Philanthropic CSR has direct effect on customer satisfaction.

2.6. Environmental dimension

According to Stojanovi¢ et al. (2016), the environmental component of CSR has become
increasingly important since the 1970s and is acknowledged as one of the biggest issues
facing the business sector. The lack of environmental CSR within Carroll’s framework
sparks an important conversation about the evolving nature of corporate responsibilities.
By incorporating environmental considerations, the framework becomes more relevant to
current societal expectations, real-world business scenarios, and the urgent need to tackle
environmental challenges. Corporations are under increasing pressure to address
environmental damage due to industrial activities, depletion of natural resources, and
effects on the environment as well as customer satisfaction (Chung et al., 2015). Moreover,
customers are likely to form favorable views of businesses that emphasize sustainable
practices because of a shared responsibility towards environmental protection (Cristobal-
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Cipriano et al., 2022). In addition, some researchers considered customer satisfaction and
trust as essential factors that contribute to a restaurant's competitive advantage, which
their environmental and social initiatives can help them achieve (Lee et al., 2020).
Accordingly, the following hypothesis is suggested:

e Hs. Environmental CSR has direct effect on customer satisfaction.

2.7. Customer satisfaction and customer loyalty

In the world of marketing, customer satisfaction (CS) is crucial because it is an outcome of
promotional efforts and the process that stimulates people to purchase products
(Churchill & Surprenant, 1982). As stated by Bettman (1979), CS act as a mediator for
learning from prior experiences and indicate significant post-purchase behaviors like
complaints, word-of-mouth, and product utilization. Furthermore, satisfied customers
foster repeat purchasing (Bendapudi & Berry, 1997). Research posits that CL to a product
is viewed as equivalent to service loyalty, since customers who have received service that
honors their preferences are less likely to switch products (Blut et al., 2014). Earlier studies
argue that CL more essential to a company's success than CS (Smith & Wright, 2004).
Based on this it is evident that satisfaction and loyalty are positively related. The
connection between CS and CL is frequently highlighted by theoretical models that
illustrate how content customers are more inclined to stay loyal, thus contributing to
sustained business success (Leninkumar, 2017). Furthermore, CS serves as an essential
indicator of consumer loyalty (Kim et al., 2020). This results in the subsequent hypothesis:
e H6. CS has direct effect on CL.

2.8. Customer loyalty (CL) and revisit intention

Revisit intention is regarded as a critical behavioral inclination in the field of tourism studies
and is defined as actions relating to repurchasing and the willingness to recommend a
business (Pervaiz et al., 2024). Researchers have frequently employed the concept of
revisit intention in hospitality studies to explore and understand customer expectations
(Huang et al., 2016). Previous studies have revealed that several aspects are associated
with revisit intention; for example, feeling satisfied (Choo et al., 2016), perceptions of the
place (Huang et al., 2016), perceived value (EI-Adly, 2019) and previous travel experiences
(Sangpikul, 2018) are some of the primary background factors of revisit intention. A study
among hotels in China emphasizes how CL impacts the intention to return is also
influenced by service quality (Huang et al., 2016). According to Oliver (1999) a loyalty
framework grows in phases and ends with a strong commitment that motivates repeated
business or the desire to return. Thus, it is hypothesized that:
e H7. CL has direct effect on revisit intention.
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3. Conceptual model

With the aim of achieve the objective of the study, a conceptual model was created. The
framework comprises five components: customer satisfaction, customer loyalty,
economic, legal, ethical, philanthropic, and environmental CSR, as well as the intention to
revisit.

Figure 1. Suggested conceptual model

Economic
responsibility

Legal
responsibility

Ethical customer | Customer loyalty | Revisit intention
responsibility

h

satisfaction

Philanthropic
responsibility

Environmental
responsibility

Source: Own editing

Seven hypotheses were developed to assess the conceptual model stipulated in the
literature (Figure 1).

4. Methodology
4.1. Design and sampling

To fulfil the objective of the study, a quantitative design was employed. The choice of the
quantitative approach is recommended by the need for precise measurement, rigorous
testing of hypotheses, and the ability to generalize findings to a larger population
(Almusaed et al., 2025).

The study targeted a group of Turkish restaurant customers in the city center, Antalya.
Considering the respondents’ ease of access and ability to provide information,
convenience sampling was preferred. Restaurants were contacted by telephone and the
aim, rationale and the survey was explained. Based on their willingness, 23 restaurant
businesses agreed to participate in the study. Therefore, 50 survey forms were delivered
to each of these restaurant businesses between 15 and 20 June 2023. Restaurant
employees asked customers to voluntarily fill out the surveys after they had finished their
meals. The survey forms filled out by customers were then collected between 3 and 8
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August 2023. Forty-one of the 464 questionnaires that were collected were excluded from
the study as their responses were either incomplete or insufficient. Accordingly, data from
423 valid surveys were evaluated for the analysis phase.

4.2. Data collection tool

A newly designed survey was utilised to obtain data for this study. It was created after a
thorough analysis of extant literature and the surrounding environment to guarantee that
it would be applicable to Antalya's restaurant industry. The first section of the survey
obtained demographic information such as the participants' gender, age, educational
status, and marital status. The second section contained statements forming the basis of
the research, evaluated using a total of 24 questions using a five-point Likert scale. The
scales were translated into Turkish using the back-translation method proposed by Brislin
(1970). All scales were originally in English, and the translation process was carried out by
four expert linguists. Following the translation, a pilot study was conducted to ensure the
linguistic validity of the scales and to test the feasibility of the survey. In this pilot study,
the questionnaire was administered to 49 randomly selected customers at two restaurants
in Antalya, and the results indicated that the scales were free from errors, omissions, or
ambiguities.

Likert scale items borrowed from Han et al. (2020) were used to measure CSR
dimensions. The measurement scale has five dimensions and consists of 15 items in total.
Going forward into the unidimensional scale, three statements were used to measure each
variable of customer satisfaction (Hennig-Thurau, 2004; Leninkumar, 2017; Servera-
Francés & Piqueras-Tomas, 2019), customer loyalty (Marin et al., 2009; Leninkumar, 2017)
and revisit intention (Hennig-Thurau, 2004; Kim et al., 2017; Lee et al., 2020).

4.3. Data analysis

The demographic information of the participants was analyzed and summarized using
SPSS. The hypotheses developed in this study were examined using the partial least
squares structural equation modeling (PLS-SEM) approach. As a variance-based SEM
technique, PLS-SEM is particularly appropriate for studies aimed at theory building and
prediction. In contrast to covariance-based SEM (CB-SEM), which primarily emphasizes
overall model fit and theory confirmation, PLS-SEM focuses on maximizing the explained
variance of endogenous constructs. Consequently, it is well suited for investigating and
predicting complex relationships among latent variables (Hair et al., 2017).

4.4. Common method variance (CMV) check

Common method variance (CMV) was assessed using Harman’s single-factor test, which
examines whether a single factor accounts for the majority of variance when data are
collected from the same source (Podsakoff et al., 2003). The first factor explained well
below the 50% threshold, indicating that CMV is unlikely to bias the results. To further check
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for potential collinearity and method bias, variance inflation factor (VIF) values were
calculated for all constructs and found to be below 3.3 (Kock, 2015). These complementary
tests collectively suggest that CMV and multi-collinearity do not pose a significant threat
to the validity of the findings.

5. Results

Table 1 demonstrates the demographic traits of the respondents that participated in the
research.

Table 1. Demographic characteristics of respondents

Frequency Percentage

Gender Male 242 57.2
Female 181 42.8

Age 18-25 14 27.0
26-35 147 34.8

36-45 111 26.2

46 + 51 12.0

Education High School 97 22.9
Undergraduate 287 67.9

Master’s Degree 28 6.6

Doctorate 11 2.6

Total 423 100

Source: Own editing based on results

The sample consists of 423 individuals, with 57.1% male and 42.8% female respondents.
Regarding age distribution, most participants are in the 26-35 age range (34.8%). This is
followed by those aged 18-25 (27.0%) and 36-45 (26.2%), while participants aged 46 and
older constitute the smallest group (12.1%). In terms of education level, most respondents
have an undergraduate degree (67.8%), with the second largest group being those with a
high school education (22.9%). Respondents with a master’s degree and doctorate make
up smaller proportions, representing 6.6% and 2.6% of the sample, respectively.

5.1. The measurement model

Table 2 presents the measurement model's validity and reliability data. The findings
showed that all constructs had factor loadings that were statistically significant and higher
above the suggested cutoff of 0.70 (Hair et al., 2011).

The achievement of adequate convergent validity was further confirmed by the
Composite Reliability (CR) values exceeding the 0.70 benchmark and the Average Variance
Extracted (AVE) values for each construct beyond the permitted limit of 0.50 (Hair et al.,
2011; Fornell & Larcker, 1981). With CR scores ranging from 0.886 to 0.924, AVE scores
ranging from 0.721to0 0.802, and Cronbach's Alpha values ranging from 0.808 to 0.876, the
scale demonstrates strong reliability.

176



Turisztikai és Vidékfejlesztési Tanulmanyok — 11. évfolyam 1. szdm, 2026: 168-192.

Thereafter, the heterotrait-monotrait ratio (HTMT) and the Fornell-Larcker criterion
were employed to assess discriminant validity in the study (Table 3 and Table 4). If HTMT
scores stay below the 0.90 criterion, discriminant validity is considered adequate (Henseler
et al., 2015). The findings of this analysis demonstrate that discriminant validity has been
established according to the specified criterion. Furthermore, as stated by Fornell and
Larcker (1981) the findings show that each construct's square root of the AVE is higher
than its correlations with other constructs, demonstrating sufficient discriminant validity.

Table 2. Construct reliability and validity

Constructs and Items Loadings CR Crc::l?:ch AVE
Economic CSR 0.876 0.789 0.701
It is important for this restaurant to be committed
to being as profitable as possible. 0.837
It is important for this restaurant to maintain a
strong competitive position. 0.862
It is important for this restaurant to be defined as
one that is consistently profitable. 0.813
Legal CSR 0.881 0.799 0.713
It is important for this restaurant to performina
manner consistent with the expectations of
government and law. 0.890
It is important for this restaurant to be defined as
one that fulfils its legal obligations. 0.855
It is important for this restaurant to provide goods
and services that at least meet minimal legal
requirements. 0.784
Ethical CSR 0.885 0.808 0.720
It is important for this restaurant to performina
manner consistent with expectations of societal
mores and ethical. 0.915
It is important for this restaurant to prevent
ethical norms from being compromised in order to
achieve corporate goals. 0.770
It is important for this restaurant to be defined as
good corporate citizenship and known as who
does what is expected morally or ethically. 0.855
Philanthropic CSR 0.855 0.747 0.663
It is important for this restaurant to performin a
manner consistent with the philanthropic and
charitable expectations of society. 0.838
It is important for this restaurant to allocate some
of its resources to philanthropic activities (e.g.
fine/performing arts and sports). 0.791
It is important for this restaurant to assist
voluntarily with those projects that enhance a
community’s “quality of life.” 0.814
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Environmental CSR 0.910 0.852 0.772
It is important for this restaurant to performina
manner consistent with protecting the
environment. 0.875
It is important for this restaurant to offer
environmentally friendly products/services. 0.864
It is important for this restaurant to make every
effort to protect and preserve the environment. 0.896
Customer Satisfaction 0.836 0.706 0.630
My choice to buy from this restaurant was a wise
one. 0.774
Based on my experience with this restaurant, | am
very satisfied with this company. 0.813
This restaurant has never disappointed me so far. 0.794
Customer Loyalty 0.860 0.755 0.672
What is the probability that you will buy from this
restaurant? 0.817
| say positive things about this restaurant to other
people. 0.796
| consider this restaurant as the first choice to buy. 0.845
Revisit Intention 0.861 0.762 0.674
This place will be my first choice when it comes to
choosing a restaurant. 0.778
I am planning to eat at this restaurant in the
future. 0.873
I am a loyal customer of this restaurant. 0.810
Source: Own editing based on results
Table 3. Heterotrait-Monotrait ratio (HTMT)
cL CS |EC CSR|EN CSR| ET CSR | L CSR [P CSR| RI
CL
CS 0.754
EC CSR 0.488 | 0.643
EN_CSR 0.407 | 0.826 0.495
ET CSR 0.430 | 0.714 0.266 0.438
L CSR 0.417 | 0.632 0.339 0.439 0.362
P_CSR 0.321 | 0.638 0.412 0.400 0.326 0.382
RI 0.523 | 0.490 0.322 0.542 0.375 0.282 | 0.221

Note. EC_CSR: Economic CSR, L_CSR: Legal CSR, ET_CSR: Ethical CSR, P_CSR: Philanthropic

CSR, EN_CSR: Environmental CSR, CS: Customer Satisfaction, CL: Customer Loyalty, Rl: Revisit

Intention.

Source: Own editing based on results
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Table 4. Fornell-Larcker criteria

CL (&) EC CSR | EN_ CSR | ET CSR | L CSR | P_CSR RI
CL 0.820
(&) 0.552 | 0.794

EC CSR 0.384 | 0.485 0.838
EN_CSR 0.328 | 0.641 0.410 0.879

ET_CSR 0.341| 0.556 0.222 0.376 0.849

L CSR 0.327 | 0.482 0.272 0.362 0.295 0.844

P_CSR 0.244 | 0.465 0.316 0.318 0.250 0.301 0.814

RI 0.409 | 0.360 0.247 0.442 0.293 0.218 0.173 | 0.821

Note. EC_CSR: Economic CSR, L_CSR: Legal CSR, ET_CSR: Ethical CSR, P_CSR: Philanthropic CSR,
EN_CSR: Environmental CSR, CS: Customer Satisfaction, CL: Customer Loyalty, RI: Revisit Intention.
Source: Own editing based on results

5.2. The structural model

The model’s explanatory power and predictive relevance were evaluated using the R? and
Q? values, respectively. According to Falk and Miller's (1992) recommended criterion of
0.10, all of the R? values were determined to be over it. In particular, CS’s (0.627), CL's
(0.303) and RI’s (0.165) R? scores show a significant amount of explained variance.

Figure 2. Findings from the path analysis
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Furthermore, when considering the Q* values obtained for the internal constructs from
Stone-Geisser's criterion, CS yielded a score of 0.390, CL 0.202, and Rl 0.107. These findings
support Hair et al.’s (2011) assertion that the model is predictively valid. The results of the
study's path analysis are demonstrated in Figure 2.
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Table 5. Structural model results

Hypothesis Path Effect | tValue f> P Remarks
Hypothesis1 | EC_ CSR — CS 0.179 4.145 | 0.068 | 0.000 | Supported
Hypothesis2 | L CSR— CS 0.170 4.770 | 0.063 | 0.000 | Supported
Hypothesis 3 | ET_CSR— CS 0.295 7.164 | 0.193 | 0.000 | Supported
Hypothesis 4 | P_CSR— CS 0.176 4.978 | 0.069 | 0.000 | Supported
Hypothesis 5 | EN_CSR— CS 0.339 7.605 | 0.218 | 0.000 | Supported
Hypothesis 6 | CS — CL 0.552 13.108 | 0.437 | 0.000 | Supported
Hypothesis 7 | CL — RI 0.409 9.213 | 0.201 | 0.000 | Supported

Note. EC_CSR: Economic CSR, L_CSR: Legal CSR, ET_CSR: Ethical CSR, P_CSR: Philanthropic
CSR, EN_CSR: Environmental CSR, CS: Customer Satisfaction, CL: Customer Loyalty,

RI: Revisit Intention.

Source: Own editing based on results

Table 5 summarizes the structural model findings, demonstrating that all proposed
hypotheses are statistically supported. Economic CSR has a significant positive influence
on customer satisfaction (H1: B = 0.179, p = 0.000), followed by legal CSR (H2: § = 0.170, p
= 0.000), ethical CSR (H3: f = 0.295, p = 0.000), philanthropic CSR (H4: = 0.176, p = 0.000),
and environmental CSR (H5: f = 0.339, p = 0.000), indicating that all dimensions of CSR
significantly enhance customer satisfaction. Furthermore, customer satisfaction positively
influences customer loyalty (H6: B = 0.552, p = 0.000), and consumer loyalty has a strong
positive influence on revisit intention (H7: f = 0.409, p = 0.000).

6. Discussion

This study adds to the current body of research on the strategic importance of CSR in the
hospitality field, specifically in relation to Turkish restaurants in Antalya. Results
demonstrate support for Hypothesis 1, that economic CSR does positively and significantly
influence customer satisfaction in the Turkish restaurant context. This means that
consumers are valuing restaurants that offer a competitive advantage. The finding aligns
with Hsu (2018) that highlight economic responsibility was a notable predictor of CS and
suggests that customers do care about a restaurant’s commitment to providing quality
service and products; for a fair price, while making a profit; and sustaining economic
viability, which ultimately improves perceived satisfaction. In emerging markets, economic
CSR signifies that businesses have resilient characteristics which are similar to trustworthy
and competent customers. For example, Turkish customers may consider restaurants that
support local producers or keep their employees working during a challenging economy
as engaging in economic CSR, which implicitly improves customers’ emotional and rational
satisfaction.

Findings indicate that legal CSR has a direct and statistically notable influence on
customer satisfaction in Turkish restaurants. This implies that considering a restaurant’s
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adherence to norms and regulations in a market affects customer perceptions and
satisfaction. Results demonstrate that customers are concerned about restaurants
following the regulations by society and align with previous study by Saeidi et al. (2015). In
the restaurant industry, where issues like food safety, transparency in labelling, and fair
labor practices are particularly sensitive, compliance with legal responsibilities is not only
expected but also seen as a minimum threshold for earning consumer trust.

The outcomes of this research provide strong support to Hypothesis 3 and
demonstrate that ethical CSR has a substantial and significant influence on customer
satisfaction in the Turkish restaurant industry. Ethical responsibility was one of the most
important CSR dimensions that shaped customers' attitudes and experiences. This shows
that customers consider it important for restaurants to respect social norms, because they
expect restaurants to conform to and behave ethically. This finding is in line with Bello et
al. (2021), in which CSR engagement was shown to lead to an increase in CS. In the
hospitality and foodservice setting, where trust, hygiene, and human interactions are
paramount to service delivery (Khuluse & Deen, 2020; Deen et al., 2025), ethical conduct is
distinctly important. If restaurants behave ethically, customers could experience moral
satisfaction that transcends a transactor mind-set. The moral satisfaction can foster an
emotional connection that strengthens the bond between the customer and the business
resulting in increased satisfaction and loyalty.

Results reveal that philanthropic CSR has a notable and positive influence on customer
satisfaction in the Turkish restaurant sector, similarly to the study by Park & Kim (2019).
This is important as customers increasingly recognize and appreciate businesses that take
social responsibility actions in addition to the business rationale for profitability. When
customers perceive such responsibility, they interpret this as a signal of moral character,
contributing to affective trust (an important antecedent of satisfaction in service settings).
For example, a restaurant that donates leftover food to shelters or supports local
children's education programs may be considered as behaving responsibly and being a
compassionate organization of society. This translates to customer satisfaction that
includes both rational and emotional aspects.

Findings also indicate that environmental CSR has a positive and statistically
substantial influence on customer satisfaction in the Turkish restaurant sector. These
findings support the growing body of literature that emphasizes the strategic value of
environmental responsibility in shaping positive customer perceptions and experiences,
especially in the hospitality and foodservice industries. It is evident that customers have a
strong expectation for restaurants to behave in a way that minimizes environmental harm.
These results are consistent with Al-Ghamdi and Badawi (2019) that indicated that CSR
activities have a strong and positive influence on CS.

In an era of heightened environmental awareness, customers increasingly expect
businesses - particularly those in resource-intensive industries like restaurants - to
demonstrate clear and consistent commitment to sustainability. The significant positive
relationship found in this study suggests that Turkish restaurant customers are becoming
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more environmentally conscious and reward restaurants that align with their values. This
aligns with recent research by Omidvar et al., (2024) who reported that customers are
more satisflied with companies they perceive as environmentally responsible.
Environmental initiatives serve not only to differentiate a brand but also to signal broader
moral and social responsibility, which enhances customer trust and emotional satisfaction
(Omidvar & Deen, 2024a). Customers may perceive environmentally responsible
restaurants as more ethical, modern, and customer-oriented, reinforcing their satisfaction
with the overall dining experience. For instance, they may derive greater satisfaction from
dining at establishments that reduce plastic use, recycle waste, or support sustainable
agriculture, as these actions allow them to feel that their consumption choices contribute
to a greater good. Environmental CSR may be particularly influential in emerging markets
like Tirkiye, where environmental issues such as pollution, resource scarcity, and climate
change have gained increased public attention in recent years (Demir et al., 2024). As a
result, restaurants that adopt proactive environmental strategies may enhance their
reputation and appeal to the evolving preferences of a more conscious and values-driven
customer base.

Results also provide strong support for Hypothesis 6, showing that customer
satisfaction has a positive and meaningful influence on consumer loyalty in the Turkish
restaurant context. The literature on service marketing has established satisfaction as a
significant precursor to customer loyalty (Fraering & Minor, 2013; Suchanek & Kralova,
2019; Ghaderi et al., 2025; Omidvar & Deen, 2024b). The aim and construct of customer
satisfaction in hospitality and food service is multifaceted as it is a measure of customer
evaluations of restaurants and their overall experience including quality of food, level of
service, atmosphere, price of food, and relation to brand (Han & Ryu, 2009). Customers
will develop positive attitudes, trust in the brand, and remain loyal and committed to the
brand when perceived satisfaction is met or exceed expectations (Han & Ryu, 2009). The
substantial impact of satisfaction on loyalty demonstrates the abstract emotional and
relational aspect of dining experiences. In a highly experiential industry such as
restaurants, especially within culturally rich settings like Tirkiye, customers’ loyalty may
be shaped by the functional aspects of the service and by how the experience makes them
feel such as comfort, delight or a sense of belonging.

In the Turkish market, where dining out is often a social and emotional activity,
creating satisfaction through quality service, CSR engagement, and emotional value can
significantly influence long-term loyalty. This is also aligned with cultural expectations in
Turkiye, where hospitality, warmth, and trust are integral to customer relationships.
Moreover, the mediating role of satisfaction in this research model reinforces the idea that
CSR initiatives, while valuable, must be channelled into creating real and perceived value
for customers. CSR alone may not generate loyalty unless it results in satisfying
experiences. This supports the findings of Omidvar and Deen (2024b), who argued that
CSR builds loyalty primarily through its influence on satisfaction and trust.
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Findings provide robust empirical evidence that supports Hypothesis 7: customer
loyalty has a positive and substantial relationship with revisit intention in the context of
Turkish restaurants. These finding affirm the concept in marketing, which states that loyal
customers are likely to repeat patronage with a brand and maintain a long-term
relationship with it (Oliver, 1999). A customer’s loyalty to a restaurant brand represents a
favorable attitude, emotional and behavioural ties and reflects mostly cumulative
satisfactory experiences, trust, perceived value, and emotional attachment to a restaurant
brand. Revisit intention, in turn, refers to a customer’s desire to return to the same
establishment, an essential driver of restaurant performance and profitability (Yan et al.,,
2015). These results affirm with previous studies indicating that loyalty is a strong predictor
of future behavior, including visit frequency, recommendation to others, and resistance to
switching, even when alternatives are available (Kim et al., 2018).

In the restaurant sector, where the potential to switch between brands are typically
high and customer choices are vast, loyalty is essential for retaining a competitive
advantage (Bowden, 2009). In the specific cultural context of Tirkiye, where dining is
considered social and emotional, loyalty is even more significant. Turkish customers may
base their loyalty on their perception of warmth, familiarity, and cultural resonance with
the restaurant experience, and this emotional bond will increase the chances of them
revisiting that same restaurant again when trust and consistency are established. As a
point of reference from the current study, we know that customer loyalty is an important
outcome from CSR-based satisfaction and is also an important link between customer
satisfaction and post-consumption behaviour intentions. This finding lends credence to
how important it is to build loyalty based on not only operational excellence but also on
ethical due diligence and duty socially.

7. Theoretical contribution

In the context of emerging economies like Tirkiye, this research offers several significant
theoretical contributions to the domains of consumer behavior, hotel management, and
corporate social responsibility. First, the study extends Carroll (1991), a four-dimensional
CSR framework by integrating the environmental dimension as a distinct and influential
component. While Carroll originally conceptualized CSR in terms of economic, legal,
ethical, and philanthropic responsibilities, this study supports the growing academic
consensus that environmental responsibility should be treated as a separate, fifth
dimension, particularly relevant to service sectors such as restaurants, where sustainability
issues are increasingly salient (Omidvar et al., 2024). By empirically validating the unique
contribution of environmental CSR to customer satisfaction, this research reinforces the
importance of revisiting and expanding traditional CSR models in line with contemporary
ecological challenges.

Second, this study contributes to the CSR customer satisfaction literature by providing
a nuanced understanding of how distinct CSR dimensions differentially affect satisfaction.
Unlike many prior studies that treat CSR as a unidimensional construct, this research
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demonstrates that ethical and environmental responsibilities exert stronger impacts on
satisfaction compared to economic or legal responsibilities. This highlights the need for
scholars to move beyond aggregated CSR indices and examine the specific pathways
through which individual CSR domains influence consumer evaluations (Al-Ghamdi &
Badawi, 2019). In doing so, the study advances stakeholder and signalling theories by
showing that customers interpret and value different CSR signals in varying ways based on
perceived authenticity, emotional relevance, and social value.

Third, the study contributes to the service marketing and hospitality literature by
confirming the sequential relationship from CSR to customer satisfaction, customer loyalty
and revisit intention. This model aligns with and extends the expectancy-disconfirmation
theory (Oliver, 1999) and relationship marketing theory (Hunt & Morgan, 1994), by
empirically validating that CSR induced satisfaction acts as a key antecedent of consumer
loyalty, which in turn leads to repeat behavioural intentions. This layered approach
provides a more comprehensive explanation of how CSR not only shapes customer
attitudes but also influences actual consumer behaviour in high-contact service settings.

Fourth, the research contributes to the literature on CSR in emerging markets by
providing evidence from the under-researched context of Turkish restaurants. Much of the
existing CSR research is concentrated in Western and developed economies. By focusing
on Tirkiye, a country with rich cultural traditions, evolving consumer expectations, and
increasing environmental concerns, this study provides context-specific insights and
supports the argument that CSR perceptions and impacts are culturally contingent. It also
highlights the growing moral and ecological sensitivity among consumers in non-Western
markets, where CSR is increasingly viewed as both an ethical obligation and a strategic
differentiator.

Finally, by incorporating customer revisit intention as a terminal behavioural outcome,
this research advances prior work that often stops at attitudinal loyalty. The inclusion of
revisit intention responds to recent calls in hospitality and tourism literature for a better
understanding of actual customer behaviour, which is critical for business sustainability
and competitive advantage (Omidvar & Palazzo, 2023).

8. Managerial implications

The outcomes of this research provide several actionable insights for restaurant
managers, CSR strategists and hospitality practitioners in Tirkiye and similar emerging
markets or developing countries. By empirically confirming that various dimensions of CSR
significantly influence customer satisfaction — driving loyalty and revisit intentions - this
study offers clear managerial guidance on how CSR can be effectively leveraged as a
strategic asset in the competitive restaurant industry. Managers need to transition from
viewing CSR as merely peripheral or charitable to incorporating it into their core business
and marketing plans. The observed significance of ethical, philanthropic, and
environmental CSR about customer satisfaction suggests that customers notice
restaurant actions that show social responsibility, environmental responsibility, and
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ethical responsibility. Therefore, restaurants that proactively communicate their
responsible practices such as ethical sourcing, waste reduction, community donations, and
fair employee treatment are more likely to foster positive customer experiences and
emotional connections with the brand.

From all the CSR dimensions we investigated, environmental and ethical CSR had the
most decisive influence on customer satisfaction. These results indicate that Turkish
restaurant customers are increasingly concerned with sustainability, transparency, and
ethical behaviour; therefore, managers need to pay attention to environmental issues (i.e.,
use of plastic, composting, sourcing locally), transparency (i.e., sourcing edible items, food
preparation) and training employees on ethical behaviour and making an
acknowledgment of customers from historically excluded groups. Additionally, managers
may want to consider promoting these efforts on their menus, websites, and social media
to increase customer awareness and attentiveness.

Philanthropic CSR also had a strong impact on customer satisfaction. Restaurants
participating in local charities, offering meal services for the disadvantaged, and
supporting local events and artisans could have impactful customer brand loyalty and
goodwill with the community. Managers should consider collaborating with NGOs or local
community groups, cause-related campaigns, and customer donation promotions with
option for customers to volunteer their time.

The validated link between customer satisfaction and loyalty confirms that
satisfaction remains the primary basis for long-term customer retention. As such, it is
important to invest in service quality, ambiance, menu variety, hygiene, and employee
professionalism. However, this study also demonstrates that CSR activities can elevate
customer satisfaction beyond operational service performance factors, providing a
differentiated and emotional experience that fosters commitment to the brand. Results
indicated that customer loyalty significantly informs revisit intention and is thus an
important key performance indicator for long-term commercial success. As such,
managers should foster customer loyalty by implementing individualized and personalized
loyalty programs, offering value-based rewards for repeat visits, and creating emotional
bonds through storytelling and authenticity. Restaurants can encourage the intentions to
maintain quality and ensure that every experience confirms the values circulated through
CSR.

It is not sufficient to apply CSR; it is equally important to communicate CSR initiative
effectively for customers to know and believe about the authenticity of these efforts.
Therefore, managers should use in-store displays, websites and digital platforms to share
CSR-related stories metrics and achievements. Given the cultural and social context of
Tirkiye, the CSR initiative that reflects local traditions, religious values and community
priorities is more likely to be resonant with customers. For example, supporting local
farmers, engaging in charitable acts during religious holidays, or preserving the culinary
heritage can increase emotional appeal and cultural alignment.
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9. Limitations and future research

There are various restrictions on this research. First, the outcomes are specific to the
restaurant and tourism sectors, so caution is needed when generalizing them to other
industries. Future studies could explore different sectors, especially in developing
countries. Second, because the study was carried out in Tiirkiye, its findings might not be
applicable if replicated in other nations. Since Tirkiye is a developing economy,
comparative research in developed countries could be insightful. Additionally, future work
could investigate these dimensions across various aspects of customer behaviour. Most
participants were aged between 20 and 40, with fewer responses from younger and older
groups. Furthermore, the findings might not be generally applicable because the study
was restricted to a single foreign place. While the measuring items were informed by
quantitative methodologies and insights from different settings, some notions may have
been influenced by the unique characteristics of Turkish eateries. The inclusion of many
nations in future studies is necessary to evaluate external validity. The study's design also
presents limitations as it utilized surveys to explore experiences, understanding and
introduced new measurement items, but the quantitative approach may limit their
generalizability. Overall, this is one of the first studies to fully analyse CSR elements in this
setting, and to improve the measurement scales' validity, more research is required. Using
quantitative data, it refined novel scales based on literature in a groundbreaking endeavor.
During the survey's design and analysis, extensive testing was done with an emphasis on
validity and reliability. It was restricted to a single sector and a single sample, though,
because of time limits and the study's breadth. It should be the goal of future research to
improve and broaden these measurement scales with further robust methodologies for
scale development.
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