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ABSTRACT  

This paper explores the relationship between Corporate Social Responsibility (CSR) and service 

innovation in Beijing’s hotel sector, emphasizing the mediating role of job attitudes. The study 

proposes that CSR initiatives not only enhance a hotel’s reputation but also significantly influence 

employee job satisfaction, organizational commitment, and engagement, which in turn drive service 

innovation. The framework suggests that positive job attitudes are crucial for leveraging CSR efforts 

to foster a culture of creativity and innovation in service delivery. Practical implications highlight 

the need for hotels to integrate CSR into their organizational culture and human resource 

management practices to maximize its impact on innovation. Future research directions include 

empirical testing of the model across different hotel segments and regions to further validate the 

mediating role of job attitudes in the CSR-innovation nexus. 
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I. INTRODUCTION  

Corporate Social Responsibility (CSR) has emerged as a critical strategic approach for businesses across 

various industries, including the hospitality sector. CSR refers to the voluntary actions undertaken by companies 

to operate in a socially responsible manner, focusing on ethical practices, environmental sustainability, and 

community engagement. In the hospitality industry, CSR practices often involve reducing environmental 

footprints, promoting local culture, improving labor practices, and supporting community development 

initiatives. For hotels, engaging in CSR not only enhances their reputation but also attracts socially conscious 

consumers and employees, ultimately boosting profitability (Jones et al., 2016). 

The growing importance of CSR in the hotel sector is driven by increasing awareness among stakeholders—

customers, employees, and investors—regarding the social and environmental impacts of business operations. In 

highly competitive markets like Beijing, where the hospitality industry is rapidly expanding, hotels are under 

pressure to differentiate themselves not only through the quality of their services but also through their 

commitment to social responsibility (Teng et al., 2020). CSR initiatives can create a positive brand image, foster 

customer loyalty, and enhance employee engagement, which are key to staying competitive in the industry. 
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Alongside CSR, service innovation has become a critical factor in maintaining competitiveness in the hotel 

sector. Service innovation refers to the development of new or improved service processes, experiences, and 

delivery methods that add value to both the customer and the organization. As customer expectations evolve and 

technology advances, hotels must continually innovate to offer unique experiences that attract guests. In Beijing’s 

hotel sector, where luxury and boutique hotels are competing for a growing market of domestic and international 

tourists, service innovation is increasingly seen as a differentiating factor (Law et al., 2019). For example, the 

integration of AI and smart technologies, as well as personalized guest services, has become a focal point for 

innovation in the industry. 

The intersection of CSR and service innovation is particularly relevant for hotel managers, as CSR initiatives 

can inspire and drive innovation by fostering a culture of responsibility and creativity within the organization. 

Research suggests that hotels that engage in CSR are more likely to adopt innovative service models that align 

with sustainability and community-oriented goals (Kim et al., 2021). In this context, exploring how CSR influences 

service innovation, particularly through its impact on job attitudes, becomes essential for understanding how 

hotels in competitive markets like Beijing can leverage their CSR efforts to enhance innovation and performance. 

Corporate Social Responsibility (CSR) has gained increasing attention in recent years, particularly in 

industries such as hospitality, where companies are expected to address environmental and social concerns 

alongside their business goals (Jones et al., 2016). While previous research has established that CSR initiatives can 

positively influence organizational outcomes such as employee engagement, brand reputation, and customer 

loyalty (Kim & Kim, 2020), the specific relationship between CSR and service innovation remains underexplored, 

particularly in the hotel industry. Service innovation, which involves introducing new or improved services to 

enhance the guest experience, is crucial for maintaining competitiveness in the dynamic hospitality sector (Orfila-

Sintes & Mattsson, 2009). However, there is a notable gap in understanding how CSR initiatives can drive such 

innovations in service delivery. 

Furthermore, although studies have acknowledged the role of employee attitudes in mediating the effects of 

CSR on organizational performance (Aguinis & Glavas, 2012), little attention has been paid to how job attitudes, 

such as job satisfaction, organizational commitment, and employee engagement, mediate the CSR-service 

innovation relationship specifically in the hotel sector. This is particularly relevant in Beijing’s hotel sector, where 

the competitive environment and growing customer expectations for sustainability may require new strategies to 

foster innovation. Addressing this gap is crucial because job attitudes could play a significant role in translating 

CSR efforts into tangible service innovations, as motivated and engaged employees are more likely to participate 

in creative and innovative processes (Shin et al., 2020). Therefore, this paper seeks to fill this research gap by 

investigating how CSR influences service innovation in the hotel industry, with job attitudes serving as a key 

mediator in this relationship. 

The purpose of this paper is to explore the relationship between Corporate Social Responsibility (CSR) and 

service innovation within the context of Beijing's hotel sector, while examining how job attitudes mediate this 
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relationship. As hotels increasingly recognize the importance of CSR in enhancing their corporate reputation and 

attracting socially conscious consumers, the potential for CSR to drive internal organizational outcomes, such as 

innovation, has garnered attention. This study seeks to investigate how CSR efforts, which often include 

environmental sustainability, community engagement, and ethical labor practices, can foster an organizational 

climate that encourages service innovation—a key factor for hotels in maintaining a competitive edge (Kang, Lee, 

& Huh, 2010). 

This study also focuses on job attitudes as a mediator between CSR and service innovation. Employee job 

attitudes, including job satisfaction, organizational commitment, and engagement, have been found to play a 

significant role in shaping how individuals perceive and react to organizational initiatives like CSR. Research 

suggests that when employees perceive their organization’s CSR efforts positively, they experience higher levels 

of job satisfaction and commitment, which in turn can motivate them to contribute to service innovation (Kim et 

al., 2018). This paper will explore the extent to which job attitudes mediate the CSR-service innovation 

relationship in Beijing's hotel sector, providing insights into how organizations can leverage CSR to improve both 

employee well-being and business outcomes. 

By analyzing this relationship, the paper aims to contribute to the growing body of literature that links CSR 

with innovation, particularly in the hospitality industry, where service innovation is critical to enhancing 

customer experience and operational efficiency (Orlitzky, Siegel, & Waldman, 2011). The findings are expected to 

provide practical recommendations for hotel managers on how to design and implement CSR strategies that foster 

positive job attitudes and drive service innovation. 

To guide the exploration of how Corporate Social Responsibility (CSR) influences service innovation in 

Beijing's hotel sector, three key research questions are posed. 

1. How does CSR influence service innovation in Beijing’s hotel sector? 

CSR initiatives are increasingly seen as strategic tools that go beyond social and environmental contributions 

to also drive organizational innovation (Jones et al., 2019). In the context of Beijing’s hotel sector, where 

competition is intense and differentiation is key, CSR can play a pivotal role in shaping innovative services. CSR 

activities may foster a culture of creativity and innovation by improving the organization’s reputation and 

aligning employee values with broader social goals (Du & Vieira, 2012). This question seeks to examine how CSR 

initiatives directly influence service innovation in terms of enhanced guest experiences, operational 

improvements, and sustainable business practices. 

2. What role do job attitudes (e.g., job satisfaction, organizational commitment, employee 

engagement) play in mediating the CSR-service innovation relationship? 

Positive job attitudes are widely recognized as key drivers of organizational success, influencing employee 

motivation, creativity, and willingness to engage in innovative practices (Xie et al., 2020). This question aims to 

explore the extent to which job attitudes mediate the relationship between CSR and service innovation. CSR 
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initiatives, by fostering a sense of pride and organizational commitment among employees, can lead to greater job 

satisfaction and engagement (Kim et al., 2017). Employees who feel more satisfied and engaged are more likely to 

contribute to innovative service offerings. Thus, this question focuses on understanding how job attitudes act as 

mediators that translate CSR efforts into tangible service innovations. 

3. How can hotels leverage positive job attitudes to maximize the impact of CSR on service innovation? 

The third question seeks to identify practical strategies that hotel management can employ to leverage 

positive job attitudes, thereby maximizing the impact of CSR on service innovation. By aligning CSR efforts with 

HR practices that promote job satisfaction, organizational commitment, and employee engagement, hotels can 

create a work environment conducive to innovation (Tuan, 2019). This question is aimed at exploring how CSR 

initiatives can be integrated into leadership strategies and employee development programs to drive continuous 

innovation in the hospitality industry. Understanding how to effectively leverage job attitudes could provide 

actionable insights for hotel managers aiming to harness the full potential of CSR-driven innovation. 

II. LITERTURE REVIEW  

A. Corporate Social Responsibility in the Hospitality Industry 

Corporate Social Responsibility (CSR) has become an integral part of business strategy across various 

industries, including hospitality. In the hospitality sector, CSR practices have been adopted to address 

environmental sustainability, social equity, and economic contributions to local communities. CSR initiatives in 

hospitality range from environmental management practices such as reducing carbon footprints and promoting 

sustainable resource use to community engagement efforts that involve supporting local culture and social causes 

(Kim et al., 2020). 

One of the primary motivations for adopting CSR in the hospitality industry is to enhance corporate 

reputation. Research suggests that hotels that actively promote CSR efforts are perceived as more trustworthy, 

ethical, and socially responsible, which can differentiate them in a highly competitive market (Jones et al., 2017). 

This improved reputation often translates into increased customer loyalty, as guests are more likely to support 

businesses that align with their values. Hotels that are transparent about their CSR initiatives, such as reducing 

energy consumption or supporting local communities, can build stronger relationships with both consumers and 

stakeholders (Singh & Del Bosco, 2018). 

As consumer awareness of environmental and social issues increases, socially conscious travelers are placing 

greater emphasis on the ethical practices of the hotels they choose to stay in. CSR activities, such as eco-friendly 

operations, sourcing sustainable products, and participating in charitable causes, attract this growing segment of 

travelers. Research indicates that socially conscious consumers are often willing to pay a premium for services 

provided by hotels with robust CSR programs (Huang & Liu, 2021). This trend is particularly relevant in the post-

pandemic era, where there is a renewed focus on responsible and sustainable travel (Dahlin et al., 2020). 



DREAM JOURNAL - VOL. 03, ISSUE 10, 2024 

109 

 

In addition to its external benefits, CSR has been shown to have significant internal advantages, particularly 

in enhancing employee engagement. Engaging in CSR activities often fosters a sense of pride and purpose among 

employees, as they feel connected to the organization’s broader mission of contributing to society. Studies have 

found that employees working for socially responsible hotels tend to exhibit higher job satisfaction, organizational 

commitment, and motivation (Farooq et al., 2019). These positive job attitudes not only improve overall job 

performance but also contribute to the service innovation process, as engaged employees are more likely to 

contribute creative ideas and solutions in their work. 

B. Service Innovation in Hotels 

Service innovation in the hospitality industry refers to the introduction of new or significantly improved 

services, processes, or practices that enhance the guest experience, improve operational efficiency, or create a 

competitive advantage for hotels. In the highly competitive hotel industry, service innovation has become a critical 

driver of success, enabling hotels to differentiate themselves and meet the evolving demands of guests (Orfila-

Sintes & Mattsson, 2019). Service innovation is not limited to the front-end guest experience but also encompasses 

back-end operations, digital technologies, and staff interactions that contribute to the overall service delivery. 

One prominent example of service innovation is personalized guest experiences. Hotels are increasingly using 

data analytics and guest feedback to tailor services to individual preferences. For instance, hotels can now offer 

personalized room settings, dining options, and activity recommendations based on past guest preferences or real-

time data collected through apps or booking systems. This type of customization enhances guest satisfaction and 

loyalty, as travelers seek more unique and memorable experiences (Law et al., 2021). 

Another area of service innovation in hotels is the integration of technology into service delivery. This 

includes the use of artificial intelligence (AI), mobile applications, and smart devices to streamline operations and 

improve guest convenience. For example, many hotels have adopted mobile check-in and check-out systems, 

allowing guests to bypass traditional front desk interactions. Some hotels, such as the Henn-na Hotel in Japan, 

have gone further by employing robots for guest reception and room service, representing a significant innovation 

in the automation of hospitality services (Ivanov & Webster, 2017). 

Technology integration also plays a critical role in enhancing the operational efficiency of hotels. The use of 

AI-powered chatbots, for instance, allows hotels to provide 24/7 customer service by responding to guest inquiries 

in real-time, reducing the workload for human staff and improving response times. Moreover, Internet of Things 

(IoT) devices, such as smart thermostats and lighting systems, enable hotels to offer guests a high level of control 

over their room environment while optimizing energy use, contributing to sustainability goals and cost savings 

(Xiang et al., 2020). 

Another innovative approach is the use of sustainability-driven service innovations. Many hotels are adopting 

eco-friendly practices to meet the rising demand for sustainable travel. Examples include energy-efficient building 

designs, water conservation systems, and waste reduction initiatives. Some hotels have introduced green 
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certifications or implemented programs such as "Make a Green Choice," which rewards guests for opting out of 

daily housekeeping services, contributing to environmental sustainability while lowering operational costs (Jones 

et al., 2016). 

Enhancing guest experiences through digital platforms is also a key trend in service innovation. Hotels are 

utilizing digital platforms to provide guests with seamless communication and access to services, such as booking 

activities, ordering room service, or accessing local recommendations via a mobile app. In addition, virtual and 

augmented reality (VR/AR) technologies are being integrated into hotel services to offer virtual tours of the hotel 

and its surroundings, enriching the pre-arrival experience for potential guests (Tussyadiah et al., 2018). 

Service innovation in the hospitality industry is characterized by the integration of new technologies, the 

personalization of services, and the adoption of sustainable practices, all aimed at enhancing the guest experience 

and operational efficiency. These innovations are increasingly essential for hotels in competitive markets like 

Beijing, where differentiating through unique service offerings is key to attracting and retaining customers. 

C. Job Attitudes and Organizational Outcomes 

Job attitudes, including job satisfaction, organizational commitment, and employee engagement, are critical 

determinants of various organizational outcomes such as productivity, creativity, and innovation. Job satisfaction, 

which refers to the extent to which employees feel content and fulfilled in their jobs, has been consistently linked 

to higher levels of productivity. Satisfied employees tend to demonstrate greater dedication to their tasks, perform 

better, and contribute positively to team dynamics (Judge et al., 2017). Moreover, satisfied employees are more 

likely to stay with the organization, reducing turnover rates and enhancing organizational stability (Zhou & Li, 

2021). 

Organizational commitment, defined as the emotional attachment and loyalty an employee has toward their 

organization, also plays a pivotal role in fostering positive organizational outcomes. Highly committed employees 

are more motivated to achieve organizational goals and tend to exhibit greater perseverance in the face of 

challenges. This commitment often leads to increased job performance and a willingness to go beyond formal job 

requirements, fostering a collaborative and innovative environment (Meyer et al., 2020). Additionally, 

organizational commitment has been linked to reduced absenteeism and enhanced organizational citizenship 

behavior, which further improves organizational effectiveness. 

Employee engagement, which refers to an employee’s emotional investment in their work and their 

willingness to contribute discretionary effort, is particularly crucial for fostering creativity and innovation. 

Engaged employees are more likely to be proactive in identifying opportunities for improvement and innovation 

within the organization (Bakker & Demerouti, 2018). Research suggests that engaged employees are more open 

to new ideas and willing to take risks, both of which are essential for fostering an innovative workplace culture 

(Hakanen et al., 2021). Engaged employees also tend to build stronger relationships with colleagues, facilitating 

the exchange of ideas and enhancing team-based innovation efforts. 
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Overall, positive job attitudes not only contribute to improved individual performance but also create a 

supportive organizational climate conducive to innovation. Employees who are satisfied, committed, and engaged 

are more likely to collaborate effectively, share creative ideas, and implement innovative solutions. In the context 

of the hospitality industry, particularly in hotels, fostering positive job attitudes among employees can 

significantly enhance service innovation, as employees feel empowered to suggest new ideas and implement 

improvements in customer service delivery (González-Rodríguez et al., 2019). This highlights the critical role of 

job attitudes in driving both individual and organizational innovation, which is essential for maintaining 

competitiveness in a dynamic industry like hospitality. 

D. CSR, Job Attitudes, and Innovation 

Corporate Social Responsibility (CSR) has been widely studied in various industries, with research showing 

that CSR initiatives can have a significant positive impact on employee job attitudes, such as job satisfaction, 

organizational commitment, and employee engagement. CSR contributes to creating a positive organizational 

climate where employees feel valued, leading to improved morale and commitment to the company’s goals 

(Aguinis & Glavas, 2019). This, in turn, fosters stronger job attitudes, as employees are more likely to perceive 

their workplace as aligned with their personal values, especially when CSR initiatives focus on community 

involvement, sustainability, and ethical practices. 

Studies have demonstrated that positive job attitudes are closely linked to higher levels of innovation. 

Employees with high job satisfaction and strong organizational commitment are more likely to engage in creative 

problem-solving and innovative behaviors (Amabile & Pratt, 2016). In the hospitality industry, where service 

innovation is crucial to staying competitive, fostering a workplace environment that encourages employee 

engagement and satisfaction is key to unlocking innovative potential. Innovation in services often requires 

frontline employees to engage in proactive behaviors, make real-time decisions, and create unique guest 

experiences, all of which are more likely to occur when employees feel motivated and committed to their work 

(Tuan, 2017). 

Despite the clear links between CSR and job attitudes, as well as between job attitudes and innovation, there 

is limited research specifically examining the mediating role of job attitudes in the CSR-service innovation 

relationship, particularly in the hospitality context. Most studies focus on CSR’s direct influence on organizational 

performance or innovation, without fully exploring how CSR initiatives influence employee attitudes, which then 

drive service innovation. For instance, research has shown that CSR initiatives can enhance employee engagement 

in the hospitality sector, yet the connection between these enhanced attitudes and tangible innovation outcomes 

remains underexplored (Schiemann, 2020). 

Recent studies have begun to address this gap by suggesting that CSR-induced positive job attitudes might be 

a critical mechanism through which service innovation is enhanced. Employees who feel engaged and supported 

by their organization’s CSR efforts are more likely to take ownership of service innovation processes and bring 

creative ideas to improve customer experiences (Luu, 2019). However, more empirical research is needed to test 
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this mediating role, particularly in different cultural contexts such as Beijing’s hotel sector, where organizational 

culture and employee expectations may influence how CSR is perceived and acted upon. 

III. METHODOLOGY 

This study proposes a conceptual model linking Corporate Social Responsibility (CSR) to service innovation 

in the hotel sector, with job attitudes (such as job satisfaction and organizational commitment) acting as a 

mediator. The model posits that CSR initiatives have a positive effect on employee job attitudes, which in turn, 

drive service innovation in the hospitality industry. The theoretical foundation for this model is drawn from 

studies in organizational behavior, human resource management, and innovation theory, which highlight the 

importance of employee attitudes in enhancing organizational outcomes (Podsakoff et al., 2019). 

CSR initiatives in the hospitality industry, such as environmental sustainability programs, community 

engagement, and ethical labor practices, contribute to creating a positive work environment. Employees are more 

likely to feel a sense of pride and commitment to their organization when they perceive their employer as socially 

responsible (Aguinis & Glavas, 2019). These CSR efforts help foster positive job attitudes, such as increased job 

satisfaction, enhanced organizational commitment, and higher levels of employee engagement. Employees who 

feel valued and supported by their organization tend to have stronger job satisfaction and are more committed to 

their roles (Kim et al., 2020). 

Positive job attitudes are known to influence various organizational outcomes, including creativity and 

innovation (Jaiswal & Dhar, 2016). Employees who experience high job satisfaction and commitment are more 

motivated to contribute to organizational success, often by engaging in innovative practices. In the hotel sector, 

this could involve improving service delivery, enhancing guest experiences, or introducing new operational 

efficiencies. The model proposes that job attitudes serve as a key mediator in the CSR-service innovation 

relationship, meaning that the positive effects of CSR on service innovation are largely dependent on how CSR 

initiatives impact employee job attitudes (Schuler & Cording, 2021). 

Service innovation in the hotel sector involves creating new or improved services, processes, or technologies 

to enhance customer satisfaction and differentiate the hotel from its competitors. CSR initiatives can serve as a 

catalyst for service innovation by encouraging a culture of continuous improvement and social responsibility (Xu 

et al., 2021). Hotels that prioritize CSR are more likely to attract socially conscious customers and retain motivated 

employees who are willing to innovate and improve service delivery. 

Corporate Social Responsibility (CSR) has gained recognition as a key driver of service innovation, 

particularly in industries such as hospitality, where guest experiences and service quality are paramount. CSR 

initiatives, which focus on ethical business practices, sustainability, and social engagement, contribute to creating 

a more positive organizational climate, fostering an environment where employees feel valued and motivated. 

This positive climate can, in turn, stimulate creative thinking and innovation within the organization. 
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One of the primary ways CSR influences service innovation is by enhancing employee engagement and 

morale. When employees perceive their organization as socially responsible and ethical, they are more likely to 

experience higher job satisfaction and commitment (Aguinis & Glavas, 2019). This emotional connection to the 

company can lead employees to be more proactive in their roles, seeking new ways to improve service delivery 

and guest experiences. The sense of pride and shared purpose that arises from working for a socially responsible 

company can encourage employees to take ownership of service quality, leading to continuous innovation in 

service processes. 

Moreover, CSR initiatives often promote a sense of shared responsibility among employees. When 

organizations implement programs aimed at environmental sustainability or community engagement, employees 

are encouraged to collaborate and contribute to these goals (McWilliams et al., 2020). This collaborative 

environment fosters open communication and knowledge sharing, both of which are critical for innovation. 

Employees who feel part of a larger purpose are more likely to propose and support innovative ideas, knowing 

that their contributions align with the organization’s broader CSR goals. 

Additionally, CSR initiatives may inspire creative thinking by providing employees with new perspectives 

and opportunities for problem-solving. For example, sustainability-focused CSR programs can challenge 

employees to find eco-friendly solutions to operational challenges, such as reducing waste or conserving energy 

(Kim et al., 2022). These initiatives often lead to innovations in service delivery, as employees experiment with 

new practices and technologies to meet sustainability goals while improving guest experiences. In this way, CSR 

serves as both a motivator and a framework for service innovation. 

Finally, CSR initiatives often align with consumer expectations, particularly in sectors such as hospitality 

where customers increasingly value sustainability and ethical business practices. As hotels seek to differentiate 

themselves in competitive markets like Beijing, CSR-driven innovation can become a key strategic asset. By 

integrating CSR into their business models, hotels can develop new services, products, or experiences that not 

only meet guest demands but also advance the company’s social and environmental missions (Huang & Liu, 2021). 

In turn, this creates a positive feedback loop, where CSR drives innovation, which enhances guest satisfaction, 

leading to greater loyalty and business success. 

In this conceptual framework, job attitudes are theorized to mediate the relationship between Corporate Social 

Responsibility (CSR) and service innovation in Beijing’s hotel sector. Job attitudes refer to employees' overall 

perspectives, feelings, and perceptions regarding their job and work environment. These attitudes, which include 

job satisfaction, organizational commitment, and employee engagement, play a pivotal role in shaping employee 

behavior and performance (Judge & Kammeyer-Mueller, 2012). 

CSR initiatives in the hotel sector, such as environmental sustainability programs, community engagement 

efforts, and ethical business practices, are likely to positively affect employees' job attitudes. CSR has been shown 

to create a sense of pride, ethical alignment, and organizational identification among employees, which enhances 

their commitment to the company’s goals (Glavas & Kelley, 2014). Employees who perceive their organization as 
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socially responsible are more likely to experience higher levels of job satisfaction and engagement, as they feel 

their work is contributing to broader social and environmental goals (Aguinis & Glavas, 2019). 

These positive job attitudes are critical for fostering motivation and creativity, which are key drivers of service 

innovation in the hotel industry. When employees are satisfied with their jobs and feel a strong sense of 

organizational commitment, they are more likely to contribute innovative ideas and actively participate in 

improving service delivery (Jaiswal & Dhar, 2015). High levels of job satisfaction and engagement empower 

employees to think creatively and take risks, which are essential for developing new and improved services that 

meet customer needs and enhance guest experiences (Wang & Ahmed, 2004). 

Moreover, positive job attitudes reduce turnover intentions and increase employee loyalty, leading to a more 

stable workforce that is willing to invest time and effort into long-term innovative projects. The sense of belonging 

and alignment with the organization's CSR values reinforces employees' intrinsic motivation, encouraging them 

to go beyond routine tasks and engage in proactive behaviors that support service innovation (Chiang & Hsieh, 

2012). As a result, job attitudes serve as a mediator by enhancing the effectiveness of CSR initiatives in driving 

service innovation, as engaged and motivated employees are more likely to implement innovative practices 

inspired by the organization's CSR strategies. 

Job attitudes mediate the CSR-service innovation relationship by creating a positive organizational 

environment where employees feel valued and motivated. This positive mindset encourages creative thinking and 

service improvements, which are essential for maintaining competitiveness in the hospitality industry. Future 

empirical research could explore the strength of this mediating effect across different hotel segments or regions 

to better understand how job attitudes influence the CSR-innovation dynamic. 

The following hypotheses are developed based on the conceptual model that links Corporate Social 

Responsibility (CSR) to service innovation in Beijing’s hotel sector, with job attitudes serving as a mediator. These 

hypotheses will guide future empirical research on the relationships between these variables. 

Hypothesis 1: CSR initiatives have a positive impact on job attitudes (e.g., job satisfaction, 

organizational commitment) among employees in Beijing’s hotel sector. 

CSR initiatives are increasingly seen as a key factor in shaping employee perceptions and attitudes toward 

their organizations. Prior studies suggest that employees who perceive their organization as socially responsible 

are more likely to experience higher levels of job satisfaction and organizational commitment (Glavas, 2016). CSR 

practices can foster a sense of pride and meaning among employees, making them feel more valued and aligned 

with the organization’s values. In the hospitality industry, where employees' well-being directly affects service 

quality, CSR initiatives may be particularly effective in boosting job satisfaction and organizational commitment 

(Gond et al., 2017). This hypothesis posits that CSR practices in Beijing’s hotel sector will have a positive influence 

on job attitudes, enhancing the overall organizational climate. 
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Hypothesis 2: Job attitudes positively mediate the relationship between CSR and service innovation, 

enhancing the overall impact of CSR on innovation. 

The mediating role of job attitudes in the CSR-service innovation relationship is grounded in the idea that 

positive employee attitudes, such as high job satisfaction and engagement, create a conducive environment for 

innovation. Employees who feel satisfied and committed to their organizations are more likely to take ownership 

of their roles and engage in innovative behaviors (Cheng et al., 2019). CSR practices that foster positive job 

attitudes can thus indirectly promote service innovation by motivating employees to contribute creatively and 

proactively to their organization’s service offerings. In Beijing’s competitive hotel sector, service innovation is 

crucial for differentiating businesses and enhancing guest experiences. This hypothesis suggests that CSR 

initiatives will positively affect service innovation through the mediating role of improved job attitudes. 

Hypothesis 3: Hotels that actively promote CSR initiatives will experience greater service innovation 

due to improved employee job attitudes. 

Building on the earlier hypotheses, this proposition suggests that hotels with a strong commitment to CSR 

will see a greater impact on service innovation due to the positive effect of CSR on employee attitudes. Service 

innovation requires employees who are willing to think creatively and go beyond routine tasks to improve guest 

experiences. When employees feel that their organization values social responsibility, they are more likely to 

reciprocate through enhanced engagement and innovative efforts (Luu, 2019). In Beijing’s hotel industry, where 

service innovation is critical for maintaining a competitive edge, actively promoting CSR could lead to significant 

improvements in service innovation by fostering a supportive and motivated workforce. This hypothesis posits 

that the hotels that emphasize CSR will outperform those that do not in terms of service innovation. 

IV. DISCUSSION AND CONCLUSION  

The conceptual framework proposed in this paper makes several contributions to the existing literature on 

Corporate Social Responsibility (CSR), service innovation, and job attitudes, particularly within the context of 

Beijing's hotel sector. First, it expands the understanding of the relationship between CSR and service innovation 

by incorporating job attitudes as a key mediating factor. Previous studies have primarily explored the direct 

impact of CSR on organizational outcomes, such as performance, reputation, and financial results (Kim et al., 2020; 

Martínez-Conesa et al., 2017). However, this framework introduces the novel idea that job attitudes—such as job 

satisfaction, employee engagement, and organizational commitment—serve as crucial intermediaries that 

influence how CSR initiatives translate into innovative service practices. This is particularly relevant for the 

hospitality sector, where employee engagement and satisfaction are essential for delivering high-quality, 

innovative services (Kang et al., 2015). 

Second, the paper contributes to the growing body of literature on CSR in the hospitality industry by focusing 

on service innovation as a critical outcome. Service innovation, often overlooked in CSR research, is becoming 

increasingly important as hotels seek to differentiate themselves in competitive markets through unique customer 
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experiences, digital integration, and sustainable practices (Huang & Liu, 2021). By linking CSR to service 

innovation, this framework highlights how socially responsible practices can foster an organizational 

environment conducive to creativity and innovation, thereby addressing a gap in the literature that has 

predominantly focused on CSR’s impact on financial or reputational outcomes (Luu, 2019). 

Furthermore, the mediating role of job attitudes represents a significant theoretical advancement. Previous 

research has established that CSR positively affects job attitudes, improving employee morale, loyalty, and 

retention (Farooq et al., 2017). However, few studies have examined how these improved job attitudes can, in turn, 

drive innovative behaviors, particularly in service-oriented sectors like hospitality. The framework proposed in 

this paper addresses this gap by theorizing that positive job attitudes foster a more engaged and motivated 

workforce, which is more likely to contribute to service innovation. This is especially pertinent in Beijing’s hotel 

sector, where employee innovation is critical for maintaining competitive advantage in a rapidly evolving market. 

In addition, this research contributes to a deeper understanding of the role of CSR in the Chinese context, 

where cultural values such as collectivism and harmony can amplify the effects of CSR on employee attitudes and 

behaviors (Zhu et al., 2020). The specific focus on Beijing’s hotel sector provides insights into how CSR is 

implemented in a highly competitive and culturally distinctive market. This sector offers a unique setting for 

studying the intersection of CSR, job attitudes, and innovation, given its reliance on personalized service and 

customer interaction. 

By integrating insights from CSR, job attitudes, and service innovation, the framework not only fills a critical 

gap in the hospitality literature but also provides a foundation for future empirical studies. It invites further 

exploration into how hotels can strategically leverage CSR to enhance employee attitudes and foster an 

innovation-driven organizational culture. 

The findings of this conceptual paper have significant practical implications for hotel managers and 

practitioners, particularly in leveraging Corporate Social Responsibility (CSR) to foster positive job attitudes and 

drive service innovation. For hotel managers in Beijing, CSR initiatives can serve as powerful tools to enhance 

employee engagement, job satisfaction, and organizational commitment, which are critical mediators in 

promoting a culture of innovation. By incorporating CSR into their strategic frameworks, hotels can create a work 

environment that aligns employees' values with organizational goals, making them more motivated to contribute 

to service innovation (Glavas, 2016). 

One key recommendation is for hotel managers to integrate CSR into their human resource (HR) practices. 

This could involve aligning recruitment, training, and employee development programs with CSR objectives, 

ensuring that new hires and current staff are engaged with the company’s social and environmental values. For 

instance, training programs could emphasize how individual roles contribute to broader CSR goals, fostering a 

sense of purpose and commitment among employees (Bauman & Skitka, 2012). In doing so, employees are more 

likely to experience job satisfaction and a stronger attachment to the organization, which enhances their 

willingness to engage in creative problem-solving and service innovation. 
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Leadership strategies are also crucial for driving the CSR-job attitude-service innovation link. Leaders who 

actively promote CSR and demonstrate a commitment to these initiatives can inspire employees to adopt similar 

values, fostering an organizational culture that prioritizes social responsibility alongside business objectives. 

Transformational leadership, in particular, can play a pivotal role in reinforcing CSR’s importance, as these leaders 

are known to inspire innovation and creativity by encouraging employees to think beyond immediate profits 

(Macke & Genari, 2019). Leaders can foster an environment where employees feel empowered to suggest and 

implement innovative service improvements aligned with CSR goals. 

Moreover, organizational culture plays a critical role in how effectively CSR initiatives translate into service 

innovation. Hotel managers should work to embed CSR into the organizational culture by integrating it into 

mission statements, performance evaluations, and reward systems. Creating a culture that celebrates and rewards 

contributions to CSR-related innovations can reinforce the desired behaviors among employees (Kim et al., 2018). 

This approach could involve recognizing and rewarding employees who contribute innovative ideas that enhance 

both the hotel’s services and its CSR commitments, creating a virtuous cycle of innovation and engagement. 

Hotel managers in Beijing can leverage CSR as a strategic tool to foster positive job attitudes and drive service 

innovation. By integrating CSR into HR practices, leadership strategies, and organizational culture, hotels can 

create an environment that not only enhances employee satisfaction and commitment but also stimulates 

creativity and innovation, leading to long-term competitive advantages in the hospitality sector. 

While CSR initiatives have the potential to enhance service innovation through improved job attitudes, there 

are several challenges and limitations that hotels in Beijing’s sector may face when implementing such strategies. 

One of the key challenges is resistance to organizational change. Employees may be resistant to CSR initiatives, 

particularly if these initiatives require shifts in established routines or demand additional efforts beyond their 

regular responsibilities. This resistance could stem from a lack of understanding or alignment with the 

organization’s CSR goals, resulting in employees feeling disconnected from these initiatives (Gond et al., 2017). 

To address this, hotels can implement clear communication strategies that explain the benefits of CSR both for 

the organization and for employees personally, and involve staff in the CSR decision-making process to build 

ownership and alignment with the company’s values. 

Another challenge is the limitation of resources. Implementing CSR initiatives requires financial investments, 

time, and organizational capacity. Small or budget hotels may struggle to allocate resources to comprehensive 

CSR programs, especially when facing short-term financial pressures (Baum, 2018). In such cases, hotels can adopt 

a phased approach to CSR implementation, starting with smaller, more cost-effective initiatives that gradually 

build toward larger programs. Additionally, hotels can focus on integrating CSR into existing operations, such as 

enhancing sustainability practices in daily hotel management, which can be cost-neutral or even generate savings 

over time (Revell et al., 2010). 

A further limitation is the potential misalignment between CSR goals and employees’ personal values. 

Employees may not always share the same enthusiasm for the company’s CSR initiatives, especially if the focus 



DREAM JOURNAL - VOL. 03, ISSUE 10, 2024 

118 

 

of the CSR activities does not resonate with their personal beliefs or experiences. For example, an employee may 

not feel strongly about environmental sustainability efforts if they perceive other issues, such as fair wages or 

working conditions, as being more pressing (Collier & Esteban, 2007). To overcome this, hotels should seek to 

develop CSR initiatives that are diverse and inclusive, taking into account the values and preferences of their 

workforce. By offering a range of CSR activities, from environmental initiatives to social and community-focused 

programs, hotels can engage a broader spectrum of employees, ensuring greater participation and commitment. 

Lastly, measuring the direct impact of CSR on service innovation can be challenging. Service innovation is 

often difficult to quantify, and linking it directly to CSR initiatives may be complex due to the variety of factors 

influencing innovation. Hotels can address this limitation by employing qualitative and quantitative methods to 

assess the influence of CSR on job attitudes and subsequent innovation. For example, regular employee surveys 

and performance reviews can help gauge the impact of CSR initiatives on job satisfaction, engagement, and 

creativity (Aguinis & Glavas, 2012). 

By addressing these challenges through strategic planning, resource allocation, and employee engagement, 

hotels in Beijing can successfully leverage CSR initiatives to enhance service innovation. This holistic approach 

ensures that both the organization and its employees benefit from CSR, ultimately leading to improved business 

performance and customer satisfaction. 

This conceptual paper has explored the relationship between Corporate Social Responsibility (CSR) and 

service innovation in Beijing’s hotel sector, with job attitudes acting as a critical mediator. The proposed 

framework highlights that CSR initiatives not only enhance a hotel's reputation and customer loyalty but also 

play a crucial role in shaping positive employee job attitudes such as job satisfaction, organizational commitment, 

and engagement. These positive job attitudes, in turn, foster a conducive environment for service innovation, 

where employees feel motivated and empowered to contribute creative ideas and improve service delivery (Mousa 

& Othman, 2020). 

One of the key insights from the framework is the mediating role of job attitudes. While CSR initiatives can 

directly affect service innovation by creating a socially responsible corporate culture, it is the influence of these 

initiatives on employees' job satisfaction and engagement that amplifies their impact on innovation. Employees 

who perceive their organization as committed to CSR are more likely to feel valued and aligned with the 

organization’s ethical goals, which increases their willingness to contribute to innovative service practices (Hur 

et al., 2018). This finding emphasizes that hotels cannot solely rely on CSR as a public relations tool; they must 

actively foster a positive internal environment that nurtures employee attitudes toward work. 

Moreover, fostering positive job attitudes is not only beneficial for innovation but also essential for attracting 

and retaining top talent, especially in competitive sectors like hospitality. Satisfied and engaged employees are 

more likely to go beyond their job descriptions to develop new ideas and improve customer service, thereby 

driving service innovation (Kim & Park, 2019). The integration of CSR with human resource management 

practices that focus on employee well-being and job satisfaction can further enhance this process. 
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Thus, the importance of fostering positive job attitudes cannot be understated. Hotels aiming to leverage CSR 

for service innovation should invest in creating a supportive organizational culture that values employee 

contributions, aligns CSR initiatives with employee values, and promotes continuous feedback and engagement. 

Doing so will ensure that CSR initiatives do not remain surface-level efforts but become deeply embedded within 

the organization's culture, maximizing their impact on innovation (Gond et al., 2021). 
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