
 
                                                                                                  Vol 8, No 2, 2022 Series  

     
 

 

1 
 

                    Social Informatics, Business, Politics, Law & Technology Journal 
                         An International Pan-African Multidisciplinary Journal of the SMART Research Group 

                           International Centre for IT & Development (ICITD), USA in Collaboration with  
                           The Society for Multidisciplinary & Advanced Research Techniques (SMART) Africa  

Available online at  https://www.isteams.net/socialinformaticsjournal 
                             © Creative Research Publishers DOI: dx.doi.org/10.22624/AIMS/SIJ/V8N2P1 

                            CrossREF Member Listing - https://www.crossref.org/06members/50go-live.html 

 
 
 
 

Effect of Hotel Corporate Social Responsibility on Guest Turnover in Hotel 
Businesses 

 
Yusuf, Oluwatoyin Idowu Susan1,  Bodunde, Tosin2, Omotoba, Nathaniel Ileri 3, Ayeni, Ayodele Olaiya4, 

Olabinjo, Muhammed Adewale 5, & Adesuyan, Ayokanmi Jacob7. 
1Dept. of Hospitality Management Technology, Lagos State Polytechnic, Ikorodu, Lagos State, Nigeria 

2 Department of Accountancy, Lagos State Polytechnic, Ikorodu, Lagos State,  
3Department of Tourism Studies, National Open University of Nigeria, Abuja, Nigeria 

4 Dept of Tourism and Hospitality Management, Bamidele Olumilua University of Education, Science &  Tech 
Ikere- Ekiti, Ekiti-State, Nigeria 

5 Department of Tourism and Events Management, Afe Babalola University, Ado-Ekiti, Ekiti-State, Nigeria 
6 Department of Hospitality Management Technology, Rufus Giwa Polytechnic, Owo, Ondo – State, Nigeria 

Corresponding Author’s Email: lollytwins@gmail.com 
 

 
ABSTRACT 
 

Abstract: This paper focused on the effect of hotel corporate social responsibility on guest turnover in hotel 
businesses. The area of study is Ikorodu North Local Government Area of Lagos State, Nigeria. The population are 
the staff, customers and host community residents of Destiny Castle Hotel Ikorodu, Lagos State. The population for 
the study are 312 respondents (management of the hotel, staff, guests and community members). The sampling 
technique adopted was purposive sampling. The instrument for data collection was questionnaire and the hotels 
past records. And the statistical tool used was Logit Binary Regression Model. This study showed that there are 
positive relationship between hotel guest’s turnover, community welfare and improving the quality of life of guest 
and workforce. Therefore, corporate social responsibility has significant effect on guest turnover. This paper 
recommended that hotel business should strive to be socially responsible through identifying a social need of the 
immediate community they are situated in and make provision for social amenities. These serves has an edge over 
other competitors in the market. Programs like cooking competition exhibition can be organized or promoted when 
need be. 
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1. INTRODUCTION  
 
The concept of Corporate Social Responsibility evolved and has come to include references to the need for hotel 
organizations to reinvest a portion of their profits in the society in order to create shared value for stake holders 
and, thus, to enhance corporate, environmental and social sustainability. This triple bottom line-economic, social 
and environmental – is widely accepted in the sphere of Corporate Social Responsibility. Although originally as 
merely a collateral activity, Corporate Social Responsibility has today come to form part of the core corporate  
strategy.[1]. Corporate Social Responsibility is also the commitment that companies undertake to improve 
community welfare through discretional business practices and the contribution of corporate resource [2]. 
Alternatively, it can be understood as a way of conducting business that takes into account the impact that all 
aspects of a company’s operations have on clients, employees, shareholders, local communities, the environment 
and society at large [3]. The long-term effect of Corporate Social Responsibility policies and measures compensates 
for the implementation thereby leading to an increase in market-based firm value; , companies should not pursue it 
solely in the hopes of achieving short term gains [4]. The emphasis traditionally placed on the pursuit of short term 
profits, together with organizations’ fuzzy perception of Corporate Social Responsibility, has slowed the adoption of 
new management models. 
 
2.  LITERATURE REVIEW 
 
Throughout history, companies have been viewed as organizations whose primary purpose was to obtain economic 
benefits. According to [13], the sole social responsibility of a hotel business is to maximize profits. More recently, 
new approaches to development, have proliferated and organizations are now expected to assume some degree 
of social responsibility and to engage in responsible conducts that allow them to meet the needs of future 
generations as well [5]. For the hotel industry to develop as a tourism destination, the availability of natural resources 
must be constant. A destination’s natural resources are both one of its main tourism- related assets and one of the 
features most directly threatened by potential over exploitation [6]. It is thus sometime necessary to both tighten 
regulations on businesses and to engage the tourism industry’s chains of activities, play a particularly important 
role in the implementation of social responsibility policies, both, through their contribution in terms of income and 
employment and as a result of their environmental, economic and social impact [7].  
 
According to [9], to achieve greater implementation of corporate social responsibility in the industry, two main 
conditions must be met: 

1) Hotels must embrace environmental good practice in order to demonstrate the cost savings it entails. 
2) Customer’s awareness regarding environmental issues must be raised in order to increase the demand 

for green alternatives. 
 
Models can even be found suggesting that employees perceptions of hospitality organizations Corporate Social 
Responsibility efforts can yield certain psychological and symbolic benefits that cause them to identify more strongly 
with the company and, thus, lead to more profitable behavioural responses for the firm [3]. Fewer and fewer 
researchers question the usefulness of Corporate Social Responsibility to enhancing a company’s value [8]. 
Instead, Corporate Social Responsibility is largely viewed as a fruitful long-term investment and a differentiating 
factor for companies, whether it stems from a genuine change of mindset or simply the pursuit of profit [10].  
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According to [11] most hotel chains have focus on the environmental dimension of corporate social responsibility, 
primarily as a means of offering more sustainable services, achieving cost savings and reaching new market 
segment. However, tourism companies’ actions, with regard to the social dimension of corporate social 
responsibility, remain largely unstudied as it has not been widely embraced by any of the tourism subsectors. 
With regard to demand, customers’ preferences are changing. There is still relatively little quantitative data on how 
consumers’ value companies’ socially responsible actions [12]. Companies and consumers operate with different 
definition of corporate social responsibility; while these understandings are not mutually exclusive, they can lead to 
differences in terms of meeting each other’s expectations. 
 
2.1 Statement of the Problem 
 
The application of ethical practices and corporate social responsibility, in hotel operation is a deciding factor in the 
growth and development of the industry because it determines the image of the hotel and how consumers perceive 
its overall services and operations. Ethical practices are an important ingredient for gaining public trust and goodwill. 
The extent to which lack of corporate social responsibility, is prevalent in the hotel sector, the nature, causes and 
proffering possible solution to the problem is in essence what the research work will focusing on. The main aim of 
this study is to determine how effective is the corporate social responsibility to the hotel in relation to increasing 
guest turnover.  
 
The specific objectives are to: 

1) Determine how community welfare of corporate social responsibility affect customer turnover. 
2) Ascertain how improving the quality of life of guest and workforce affect customer turnover. 

 
2.2 Concept of Social Responsibility 
Social responsibility is an ethical framework which suggests that an entity, be it an organization or individual, has 
an obligation to act for the benefit of society at large. Social responsibility is a duty every individual has to perform 
so as to maintain a balance between the economy and the ecosystems. Social responsibility means sustaining the 
equilibrium between the two. It pertains not only to business organizations but also to everyone whose action 
impacts the environment. This responsibility can be passive, by avoiding engaging in socially unharmful acts, or 
active, by performing activities that directly advance social goals. Undoubtedly Corporate Social Responsibility has 
many positive impacts for community and the environment. 
 
However, there were some early forms of Corporate Social Responsibility, in the sense, some corporations took 
responsibility toward their worker by providing welfare funds, education for the children of its employees and other 
various social actions. This act of responsibility, even though it was conducted in the manner of social support, had 
its motives mainly in the fear of radicalism and unrest among the workers but also due to religious beliefs such as 
you should treat others as you want to be treated. However, these acts of responsibility were not nationwide and 
corporations conducted them by own choice and not by any regulations imposed from political authorities. The 
corporations acted more on its own self-interest in deciding whether or not to be socially responsible. This had its 
roots from the thoughts of Adam Smith concerning economic self-interest. According to [15], economic self-interest 
is a more trustworthy way to reach welfare improvements than acting in a socially responsible manner. Therefore, 
corporations were considered as a separate part of society but had to act within the legal framework. 
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2.3 The Ethical Approach 
Corporate Social Responsibility emphasizes the fact that the corporation should have responsibility towards its 
stake-holders, not with the overall aim of making profit, but rather with the purpose of creating a better society, 
therefore the relationship between the corporation and society should be based according to the ethical 
responsibility the corporation and society should be based according to the ethical responsibility the corporation 
has as its overall aim [14]. 
 
The corporation is in this case not only working within the legal framework of the society it is active in; it is much 
more by acting as a serious corporation that is a partner of the society [16]. This focuses mainly the one provided 
by the World Business Council for sustainable development towards the concept of Corporate Social Responsibility, 
which states.  Corporate Social Responsibility’ is the continuing commitment by business to behave ethically and 
contribute to economic development while improving the quality of life of the workforce and their families as well as 
of the local community and society at large [17]. 
 
2.4 Monetary Theory 
Within the group of monetary theories, the use of Corporate Social Responsibility is a way for the corporation to 
reach its main aim, maximizing its wealth, which is also considered is responsibility in society. The major reason 
why a corporate body undertake such responsibility is to maximize its profit within the framework of the norms in 
the host country therefore, this monetary approach does not necessarily mean that the hotel should not have any 
responsibility towards the stakeholders; but this it can only be active if it will lead to creating wealth for the hotel. 
The more the hotel is involved in the society the better is the outcome for the hotel [18]. 
 
3.  METHODOLOGY 
 
The research design adopted for this study is the survey method. The area of study is Ikorodu North Local 
Government Area of Lagos State. Nigeria. The population is the staff, customers and host community residents of 
destiny castle hotel Ikorodu, Lagos State. The sample size drawn from the population for the study is 312 
respondents to represent the population of 372. The sampling technique to be adopted is purposive sampling to 
represent the population. The instrument for data collection is questionnaire and hotel records. And the statistical 
tools used was Logit Binary Regression Model. 
 
3.1 Method of Data Collection 
Primary data provided by the respondents constituted the main source of data. As stated earlier, the respondents 
for this study comprise of staff, customers and host community residents of destiny castle hotel Ikorodu, Lagos 
State. Also, the data were collected using questionnaire at a single point in time as opposed to a longitudinal study, 
which deals with the same sample units of population over a period of time. The quantitative data was collected 
with the purpose of testing the reliability and validity of the instrument developed as well as testing the formulated 
hypotheses. 
 
3.2 Questionnaire Design 
The questionnaire was in three (3) sections, the first part contains general demographic questions such as age, 
gender, qualification, economic status, occupation and marital status. Part two to eight consist of a five (5) points 
likert scale questions designed to measure the opinion of respondent on the patronage of hotel services based on 
traditional and modern advertising method in line with the objectives of the study. Possible scaled questions were 
compiled, administered and the total score for each respondent computed.  
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This part two is further spited into two sections. Section A carries seven questions related to demographical 
characteristics of the respondents, while section B and C contained questions (constructs) relating to the objectives 
of the study. 
 
3.3 Reliability of the Instruments 
Reliability refers to the capacity of the instrument to measure in a consistent and dependable way each time it is 
utilized under the same condition with the subject. For internal consistency, Cronbach’s alpha coefficients was used 
because it is regarded as a suitable measure of reliability. As could be seen in table 1 below, all the variables have 
Cronbach’s alpha coefficient above 0.7. Thus, confirming reliability of the instrument for the study (Nunnally & 
Bernstein, 1999). 
 
Table 1. Reliability test. 

Variable Cronhach alpha (α) Scale 

Culture and religion 0.778 1 – 5 

Improving the quality of life of guest and workforce 0.814 1 – 5 

  Source: Field Survey, 2021. 
 
3.4 Validity tests of the study instruments 
Validity is a critical identity in research construct application. The following validity tests were conducted in our pilot 
study: Face validity Content: that is whether content cover the concept correctly. Construct (Convergent, i.e., 
whether common items loaded together and Discriminant, i.e., variables dully separated). These are discussed in 
details 
 
3.5 Content Validity 
The instruments (questionnaire) were designed on a 5-point Likert scale (1= not relevant, 2 = somewhat relevant, 
3 = quite relevant, 4 = relevant, 5 = very relevant) to evaluate the relevance and suitability of the measurement 
items. After developing the instruments, it was issued out to ten (10) experts who include: experts in marketing, 
practitioners, consultants and psychometrics. Expert evaluation was used to rate the instruments and modified 
based on their comments. Comments made were incorporated in the final questionnaire. Table 2 shows the results 
reflecting Content Validity Index (CVI) for the questionnaire all above 0.7 taken as acceptable basis. 
 
Table 2. CVI for Questionnaire. 

Variable 
Experts Mean 

CVI 1 2 3 4 5 6 7 8 9 10 

Community welfare 0.9 0.8 0.7 0.7 0.7 0.6 0.8 0.7 0.7 1 0.73 

Improving the quality of life of 

guest and workforce 
0.9 0.6 0.8 0.7 0.8 0.6 0.5 0.6 0.8 0.6 0.79 

Source: Field Survey, 2021. 
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3.6 Method of Data Analysis 
This study examines a cross-sectional and quantitative approach adopted to achieve the study objectives. 
Therefore, Logit Binary Model was employed using quantitative data to test and analyse the hypotheses of the 
study using SPSS version 25. 
 
3.7  Model Specification 
Logit Binary model was employed for this study to test hypothesis two as stated below: 
 
Formula for Logit Binary regression model: 
 

𝐿 = 𝑙𝑛 ൤
𝑃𝑖

1 − 𝑃𝑖
൨ =  𝛽଴𝑋௜ 

 
Where: 
L = Logit Regression 
ln = Log 
Pi = Cultural Differences, Religious Differences. 
1 – Pi = No Cultural Differences, Religious Differences. 
β = Beta 
X = Performance of Hotels. 
 
Statistical Package for Social Sciences Software (SPSS) version 25 was used for the data analysis. 
 
3.8  2Decision Criterion 
The decision rule is to reject H0: if and only if the P value is lower than 0.05, otherwise, we fail to reject the null 
hypotheses H0. 
This chapter contains the data presentation, analysis and interpretation. A total number of 372 questionnaires was 
administered and 312 was correctly filled and returned. Hypothesis waslogistic regression model. 
 
4. DATA PRESENTATION 
 
What follows is the presentation of data related to the research  
 
Table 3. Showing Administered, Returned And Non-Returned Questionnaires. 

 Freq. % 

Administered 372 100% 

Return 312 83.88 

Non-Returned 60 16.12 

Source: Researcher’s Computation 
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The data used for this study is presented in  
 
Table 4.  Gender of Respondents. 

Sex Freq. % 

Male 168 53.85 

Female 144 46.15 

 312 100.00 

Source: SPSS Output 
 
As presented in table 1 shows the gender of respondents. 53.85% of the respondents are male, while other, 
representing 46.15% of the respondents are female. 
 

 
 

Figure 1. Age Distribution of Respondents. 
 
Figure 1 shows that larger percentage (30.77%) of the respondents are between the ages of 30 – 39 years. 27.79% 
of the respondents falls within age bracket of 40 – 49 years, respondents between age bracket of 50 – 59 years are 
27.79%. respondents that fall within age bracket of 20 – 29 years are 23.72%, while those above age bracket of 60 
are just 3.53% of the total respondents. 
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4.1 Hypotheses Testing 
 
H0: Community welfare and improving the quality of life of guest and workforce does not have significant 

effect on hotel guest turnover. 
 
Table 5.Model Summary. 

Step -2 Log likelihood Cox & Snell R Square Nagelkerke R Square 

1 -44.124a .797 .774 

a. Estimation terminated at iteration number 7 because parameter estimates changed by less than.001. 

Source: SPSS 25 Output 
 
Table 6.Variables in the Equation. 

 B S.E. Wald Df Sig. Exp(B) 

1 

Community welfare 3.141 3.212 2.211 4 .001 34.111 

Improving the quality of life of guest and 

workforce 
4.141 3.221 3.321 4 .001 15.214 

Constant 6.141 22.117 5.141 4 .001 7.321 

a. Variable(s) entered on step 1 

Source: SPSS 25 Output 
 
4.2 Interpretation for Hypothesis 
The study revealed that Community welfare and improving the quality of life of guest and workforce can explain 
hotelscustomer’s turnover up to 79%, while The Nagelkerke indicated that Community welfare and improving the 
quality of life of guest and workforce account for about 77% of Hotel customer’ turnover. Table 6shows that there 
is positive relationship between hotel customer’s turnover, community welfare and improving the quality of life of 
guest and workforce. The table revealed that Community welfare and improving the quality of life of guest and 
workforce has significant effect on Hotelscustomer’s turnover, the p-value (0.001, 0.001 and 0.001) is less than the 
significant level of 0.05. The decision rule is that if the p-value is less than the level of significance of 0.05, the null 
hypothesis will be rejected while the alternate hypothesis is accepted. The result in the table 6 shows that the p-
value is less than the level of significance of 0.05. Therefore, corporate social responsibility has significant effect 
on guest turnover. 
 
5. CONCLUSION 
 
All hotels have two-point agenda - to improve qualitatively (in the management of the people and the processes) 
and quantitatively (its impact on the society). The stakeholders of the hotel business are increasingly taking interest 
in the ‘outer circle’, talking about the activities of the hotel and how these are impacting the environment and the 
society the other motive is that the hotel should notonly focus on maximizing profit, the reputation is one of the 
hotel’s most important assets and most difficult to build should it be lost. Upholding the promises, it has made is 
crucial to maintaining that reputation. 
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Ethics play asignificant role. However, labelled, corporate social responsibility or sustainable development remains 
a key designation for this area. The study of ethicshas a long history. The main challenge under which ethics play 
a role today is a need for awareness of the fundamental force of the culture in which the activity operates not only 
is the action of organizations critical in facing the many of the problems, but individual also play a significant role. 
In addition, corporate social responsibility will help the hotel business to increase its market share through project 
maximization thereby attract higher customer turnover. 
 
6.  RECOMMENDATION 
 
The following aspects need to be addressed in determining the lifespan of a business organization as well as its 
sustainability, following the scope of ethics and social responsibility: 
Provision of social amenities: hotel business should strive to be socially responsible through identifying a social 
need of especially the immediate community they are situated in and make provision for social amenities. This 
serves as an edge over other competitors in the market. Programs like cooking competition exhibition can be 
organized or promoted when need be. 
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