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Corporate social responsibility (CSR) has emerged as a critical philosophy and a strategy that affects
both internal (i.e., employee) and external (i.e., customer) attitudes. The importance of CSR extends to
the casino industry, especially when it pertains to compulsory and supplementary responsible gambling
(RG) strategies. To this end, this study surveys casino employees in South Korea to examine the impact of
CSR on casino employees’ organizational trust, job satisfaction, and customer orientation. Results indicate
that legal CSR and supplementary RG have a positive effect on organizational trust, whereas compulsory

RG strategies have a negative effect on organizational trust. Also, it appears that organizational trust pos-
itively influences job satisfaction, which in turn has a positive effect on customer orientation. In building
off of these findings, this study provides practical implications for casino managers when implementing

CSR and RG strategies.

© 2012 Elsevier Ltd. All rights reserved.

1. Introduction

During recent years, corporate social responsibility (CSR) has
become a critical consideration for businesses and academics
alike. Today, many companies consider CSR an important corpo-
rate strategy for achieving a competitive advantage (Kim et al.,
2012; Weber, 2008). According to stakeholder theory (Freeman,
1984), CSR strategies benefit a company or organization by satisfy-
ing major interests of the company’s various stakeholders (which
include consumers, employees, government, and shareholders).
Hence, investigating the effects of CSR strategies on stakeholder
attitudes constitutes a worthy direction for academic research.

According to Carroll's (1979) social performance model, CSR
contains four dimensions: economic, legal, ethical, and philan-
thropic. The economic dimension refers to a company’s economic
obligations to stakeholders (e.g., to be profitable), while the legal
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dimension relates to the legal compliance required of companies.
The ethical dimension refers to expected activities a company per-
forms as a member of society — excluding those which are legally
bound by statutes. Finally, the philanthropic dimension addresses
companies’ voluntary activities to improve human welfare (e.g.,
donations and volunteerism) (Carroll, 1979).

While much of the CSR research focuses on the relationship
between CSR activities and external customers (Brown and Dacin,
1997; Kanget al., 2010; Klein and Dawar, 2004; Lee and Park, 2009),
relatively few studies examine the impact of CSR from the perspec-
tive of employees as internal customers (Chiang, 2010; Lee et al.,
in press). This is unfortunate, as employees are not only a major
stakeholder group (McWilliams and Siegel, 2001), but they also play
a crucial interactive, frontline role in affecting customers’ experi-
ences in hospitality settings (Dawson and Abbott, 2009). Within
this context, creating and maintaining long-term company value
depend heavily upon fulfilling employees’ expectations (Hillman
and Keim, 2001).

What is more, a company can achieve a sustainable competitive
advantage when they retain highly skilled employees, and CSR can
contribute positively to retention (Lado and Wilson, 1994; Wright
etal, 1995). For instance, Chiang (2010) asserted that CSR is a use-
ful strategy for efficiently managing human resources by improving
organizational trust, job satisfaction, and customer orientation.
According to Tuzzolino and Armandi (1981), management can
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instill positive attitudes toward work, encourage greater produc-
tivity, and improve customer interactions by satisfying employees’
expectations for company’s CSR activities.

Although CSR typically incorporates the four dimensions out-
lined by Carroll (1979), unique characteristics of a given industry
can affect appropriate manifestations of CSR. Casino companies, for
instance, possess some idiosyncratic characteristics when it comes
to CSR: they generate positive socio-economic impacts, but they
also can contribute to negative impacts due to the challenges posed
by problem gambling (Lee et al., 2009). To minimize negative social
impacts associated with problem gambling, many casino com-
panies have implemented responsible gambling (RG) strategies,
including employee training, self-exclusion, and/or self-limitation
policies (Song et al., 2012a). Hence RG strategies often fit within a
broader CSR strategy for casino companies, which typically require
community (and government) approval to operate in the first place.
As a result, we might argue that CSR (and RG) approaches take on
additional importance in the gaming industry, as other hospitality
industries (indeed, other industries) do not require such an explicit
and rigorously investigated license to operate.

Although research on RG has been done in the past (e.g.,
Blaszczynski et al., 2004; Hing, 2004; McCain et al, 2009;
Monaghan, 2009; Song et al., 2012a), relatively little research has
explored how the dynamics of broader CSR strategies including RG
affect casino employees.

This article addresses this shortcoming by investigating the
impact of CSR and RG strategies on organizational trust, job
satisfaction, and customer orientation from the perspective of
casino employees. To accomplish this objective, this study adopts
multi-dimensional measurements of CSR based on Carroll’s social
performance framework (Carroll, 1979), as well as a distinctive
measurement of RG based on Song et al.’s approach (2012a). The
results of this study will shed light on the most relevant and influ-
ential dimensions of CSR, as well as the impact of these dimensions
on casino employees’ attitudes toward their organization and
customers.

2. Literature review
2.1. CSR and RG

In an apt early description, Bowen (1953, p. 6) defined social
responsibilities as “the obligations of businessmen to pursue those
policies, make those decisions, or follow those lines of action which
are desirable in terms of the objectives and values of our soci-
ety.” This has since been conceptualized and operationalized in
corporate settings as corporate social responsibility, or CSR, which
encompasses economic, legal, ethical, and philanthropic dimen-
sions (Carroll, 1979).

Luo and Bhattacharya (2006) asserted that CSR enjoys a high
profile because of its strategic importance to many companies
in the competitive environment of today’s service markets. For
instance, acompany with an excellent CSR reputation, by contribut-
ing to reducing conflicts between business and society, delivers a
strong and positive image to its stakeholders, which consequently
affects these stakeholders’ perceptions of various organizational
actions (Brown and Dacin, 1997; Fombrun and Shanley, 1990; Klein
and Dawar, 2004; Montgomery and Ramus, 2003). Of course, as one
of the major stakeholder groups for a company, employees play a
crucial role in strengthening a company’s competitive advantages
(Hillman and Keim, 2001). More germane to our study, in the hospi-
tality industry, employees play an obvious role as a bridge between
the company and its customers (Dawson and Abbott, 2009).

According to social identity theory, people tend to classify them-
selves and others into various categories, and perceived identity
within each categorized group in turn influences each member’s

self-concept (Peterson, 2004). For instance, if employees of a com-
pany recognize themselves as members of a better company when
compared with others, this recognition enhances self-esteem and
has a positive effect on attitudes toward the organization to which
they belong (Smith et al., 2001). When we apply this theory to
the CSR context, it makes sense that a company’s participation in
CSR activities may lead employees to develop positive perceptions
about the company. Subsequently, when employees form posi-
tive attitudes toward work, competitive advantages can be realized
(Dawson and Abbott,2009; Lee et al., in press; Turban and Greening,
1996). Put another way, a company’s CSR participation, recognized
by employees, influences employee perceptions of their work envi-
ronments (e.g., organizational trust). In turn, these perceptions
likely affect job satisfaction and customer orientation, which would
seem to translate into significant competitive advantages in the
marketplace.

Within the scholarly literature on gaming, as the RG concept
has grown in importance, many scholars have sought to define it
more clearly. For instance, Hing (2004) defines RG as a strategy or
policy that is designed to minimize the harmful effects from gam-
bling activities on both customers and the community. Similarly,
Monaghan (2009) defines RG as a strategy, action, or policy taken
by casino operators in order to minimize the adverse impacts of
gambling on casino visitors while simultaneously providing bene-
fits to the local community (Monaghan, 2009). Blaszczynski et al.
(2004) define RG as a strategy that is aimed to prevent and reduce
the potential risks from excessive gambling activities, while Song
et al. (2012b) define RG as a unique CSR strategy intended to
minimize negative impacts associated with problem gambling. In
building upon these kinds of definitions, Blaszczynski et al. (2011)
suggest several features of responsible gambling programs: pub-
lic education, staff training programs, information on help-lines
for treatment programs, underage gambling restrictions, and self-
exclusion programs, among others. For our purposes in this paper,
we define RG as a strategy or policy that can minimize negative
social and/or community impacts associated with gambling activ-
ities.

In the gaming industry, these strategies can have measurable
impacts. Giroux et al. (2008) investigated the impact of an RG
training program on casino employees, finding that the program
helped casino employees better understand gambling problems
- and also led to enhanced understanding of their role in help-
ing problem gamblers. Similarly, LaPlante et al. (2012) conducted
a pre- and post-test study of U.S. casino employees and found
measurable increases in their responsible gaming knowledge. In a
pioneering Australian study that examined employee identification
of customers with gambling problems, Delfabbro et al. (2012) found
that employees rated customers’ problematic gambling behaviors
somewhat accurately - but not accurately enough that this type
of problem gambler identification was deemed appropriate in the
venue. Finally, McCain et al. (2009) conducted a survey on how
employees implemented RG initiatives, and found that personal
perceptions of RG and the ethical climate in the workplace posi-
tively influence implementation of RG practices.

2.2. Organizational trust

Trust can be defined as “the willingness of a party to be vulner-
able to the actions of another party based on the expectation that
the other will perform a particular action important to the trustor,
irrespective of the ability to monitor or control that other party”
(Mayer et al., 1995, p. 712). Bhattacharya et al. (1998, p. 462) define
trust as the “expectancy of positive (or nonnegative) outcomes that
one can receive based on the expected action of another party in
an interaction characterized by uncertainty.” Building upon these
definitions of trust, Shockley-Zalabak et al. (2000, p. 37) establish
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organizational trust as the “expectations individuals have about
networks of organizational relationships and behaviors.”

Researchers have found that organizational trust, as an essen-
tial factor in promoting cooperation within organizations, leads to
improved behavioral and performance outcomes (Dirks and Ferrin,
2001; Kramer, 1999) and maintenance of long-term employee-
customer relationships (Berry, 1995). Woodman and Sherwood
(1980) suggest that a high level of organizational trust leads to
better team processes and performances. Unfortunately, however,
Chathoth etal.(2011) note that relatively little of this research work
on organizational trust has been applied to hospitality settings.

2.3. Job satisfaction

An early definition of job satisfaction held that it referred to “a
pleasurable or positive emotional state resulting from the appraisal
of one’s job or job experiences” (Locke, 1976, p. 1300). Subse-
quent research found that satisfaction can be a pivotal variable that
impacts employees’ behavioral intentions (Cronin et al., 2000), and
hence, job satisfaction is a commonly used construct in the study
of organizational behavior (Lee et al., in press). In general, satisfied
employees tend to be more customer-oriented (Lee et al., in press)
and thus deliver better service to customers, leading to higher levels
of customer satisfaction (Heskett et al., 1994).

2.4. Customer orientation

In the research literature, customer orientation is defined as “an
employee’s tendency or predisposition to meet customer needs in
an on-the job context” (Brown et al., 2002, p. 111). These “predispo-
sitions” can be important, as previous studies have found a positive
relationship between employees’ attitudes and customers’ eval-
uations of satisfaction and loyalty. Specifically, Brady and Cronin
(2001) asserted that customer orientation directly relates to cus-
tomers’ evaluations of employees’ performing services, while Chow
et al. (2006) insisted that customer orientation is an essential
feature of strong service quality. Hence, it seems that creating
a customer-oriented business culture is important for successful
operations in an increasingly competitive service-oriented market
(Athanassopoulos, 2000).

2.5. Relationships among CSR, RG, and organizational trust

Previous studies have examined the impact of CSR on con-
sumers (Brown and Dacin, 1997; Luo and Bhattacharya, 2006),
but not many have investigated the effect of CSR on employees’
attitudes, especially from the perspective of internal marketing
(Chiang, 2010; Lee et al., in press). Employees’ perceptions of CSR
are likely to have a positive effect on organizational trust because
CSR activities elevate employees’ self-image and morale by helping
align personal identities with those of the corporation (Lee et al., in
press).

In the theoretical literature, social identity theory suggests that
employees and other stakeholders are more likely to have posi-
tive perceptions of an organization when they feel connected to its
objectives (Peterson, 2004). To this end, CSR strategies can posi-
tively enhance the perceptions that employees have of their own
organization (Brown and Dacin, 1997), and stakeholders tend to
trust companies that recognize and resolve social problems in an
ethical manner (Hosmer, 1995). Further, Vlachos et al. (2010) iden-
tified a positive relationship between salespersons’ perceptions of
their company’s CSR activities and organizational trust. In the hos-
pitality literature, one recent study found that multiple dimensions
of CSR have significant, positive effects on employees’ (i.e., internal
customers) organizational trust (Lee et al., in press).

In this paper, we seek to apply these same dynamics to assess
their applicability in the gaming industry. To examine these rela-
tionships, the current study adopts three of Carroll’s dimensions of
CSR (economic, legal, and philanthropic), and substitutes RG con-
structs for Carroll’s ethical dimension. In applying these dimensions
to a gaming setting, we rely upon Hing’s (2004) bifurcated con-
ceptualization of RG as voluntary or legislated, which is similar to
Song et al.’s (2012b) conceptualization of RG practices as either
supplementary or compulsory. Both distinguish between force-
ful responsible gambling strategies that tend to be legislated or
regulated, and additional or voluntary RG strategies that are not
government-mandated.

To illustrate, compulsory RG practices might include govern-
ment restrictions on resident access to casinos (e.g., in South
Korea, residents are limited to 15 casino visits per month), manda-
tory identification requirements to identify minors and restricted
patrons, or mandatory closures for certain hours during the day.
On the other hand, supplementary RG goes beyond that which is
required by law or regulation, and is typically designed and imple-
mented by the gaming business itself.

Specifically, this study posits that CSR and RG are positively
associated with casino employees’ organizational trust as follows.

H;. CSRand RG positively influence organizational trust.

Hi1,. Economic CSR positively influences organizational trust.
Hip. Legal CSR positively influences organizational trust.

Hi.. Philanthropic CSR positively influences organizational trust.
H;4. Compulsory RG positively influences organizational trust.

Hie. Supplementary RG positively influences organizational trust.

2.6. Relationship between organizational trust and job
satisfaction

Many studies have investigated the relationship between orga-
nizational trust and job satisfaction and concluded that a close
relationship exists between them (e.g., Driscoll, 1978; Shockley-
Zalabak et al., 2000), but two divergent viewpoints emerge from
this literature. Proponents of the first viewpoint insist that trust
arises from repeated satisfaction, as the result of accumulated sat-
isfactory experiences (Horppu et al., 2008; Moliner et al., 2007). For
instance, Horppu et al. (2008) found that it is the repeated experi-
ence of satisfaction in an online environment that determines trust.
Proponents of the second viewpoint, meanwhile, maintain that
trust is an antecedent of satisfaction; in this view, various market-
ing sources (i.e., advertising, word-of-mouth, and other marketing
communication messages) first form trust, which then affects satis-
faction levels (Lee et al., in press; Liu et al., 2010). In making further
distinctions, Ratnasingham (1998) concluded that trust is associ-
ated with satisfied customers in electronic commerce settings, and
Shim et al. (2008) suggest that customers’ trust in a given transac-
tion affects their post-purchase satisfaction.

Internally, in organizational settings, trust also seems to
increase satisfaction (Dirks and Ferrin, 2001). For example, when
internal marketing tools engender organizational trust, employees
are more likely to perceive that their organization will protect them
and secure their jobs based on that trust, and this subsequently
increases employees’ satisfaction with the organization (Chiou and
Pan, 2009; Lee et al., in press; Liu et al., 2010). Most relevant for our
purposes, Lee et al. (in press) applied this viewpoint to the CSR con-
text for hospitality employees, finding that employees with greater
trust in the organization felt safer and happier in their jobs. This
finding indicates that trust has a positive impact on the quality of
experiences within the organization, and that this could positively
affect employees’ judgments of the organization (Chiou and Pan,
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Fig. 1. Proposed model.

2009; Liu et al., 2010). Hence, the current study explores the sec-
ond view, positing that trust affects job satisfaction in the casino
industry.

H,. Organizational trust positively influences job satisfaction.

2.7. Relationship between job satisfaction and customer
orientation

The relationship between job satisfaction and customer orienta-
tion has been explored in several studies (e.g., Donavan et al., 2004;
Hoffman and Ingram, 1992; Pettijohn et al., 2007). Results indicated
that higher levels of job satisfaction encourage employees to have
higher degrees of customer orientation (Pettijohn et al., 2007). This
finding is grounded in the theoretical literature: social exchange
theory proposes thatindividuals engage in reciprocal behaviors and
support those from whom they benefit, and Hoffman and Ingram
(1992) apply this to the workplace in finding that job satisfaction
positively correlates with customer-oriented behavior. In addition,
it seems job satisfaction is associated with kinder behavioral atti-
tudes behavior toward customers (Motowidlo, 1984). Thus, the
current study posits that job satisfaction will positively affect cus-
tomer orientation in the casino industry.

Hs. Job satisfaction positively influences customer orientation.

Based on these hypotheses, this study develops aresearch model
shown in Fig. 1.

3. Methodology
3.1. Study site

Kangwon Land Casino, the only legal casino for domestic cus-
tomers in South Korea, opened in October 2000 and currently offers
132 table games and 960 slot machines (Lee, 2008). Moreover,
the broader amenities at Kangwon Land property include 18 ski
slopes, an 18-hole golf course, three hotels, and three condomini-
ums. In 2010, visitors to Kangwon Land totaled about 3.1 million,
and contributed casino revenues of approximately US$1.14 billion.
The property currently has 1757 full-time employees (Kangwon
Land, 2012). Befitting its status as the nation’s only casino cater-
ing to the resident population, Kangwon Land has implemented

a multi-faceted RG strategy, including a self-exclusion program
and limitations on access (local residents from Kangwon province
are only allowed to visit once per month, while the rest of the
Korean population is limited to 15 visits per month). In addition,
the casino operates an on-site problem gambling treatment center,
which provides multiple levels of counseling services for patholog-
ical gamblers.

3.2. Measurement

A preliminary list of measurement items for the current study
was developed from a comprehensive review of previous research
on CSR (Carroll, 1979; Lee et al., in press), RG (Song et al., 2012a;
LaPlante et al., 2012), organizational trust (Chathoth et al., 2011),
job satisfaction (Lee et al., in press), and customer orientation
(Donavan et al., 2004; Donavan and Hocutt, 2001). To test content
validity, four academic and hospitality experts (two academics and
two casino managers) were asked to check this preliminary list.
These experts were also asked to suggest additional items appro-
priate for the customer assessments of CSR and RG concepts. Based
on these experts’ evaluations and suggestions, the first draft of the
questionnaire was developed, and a pretest with 35 undergradu-
ate students in a tourism research method class further refined and
reworded the measurement items.

The CSR constructs were developed to fit the casino context
using previous research (Carroll, 1979; Lee et al., in press). The
economic CSR was operationalized with four items (e.g., “Kang-
won Land Casino generates employment impact”), the legal CSR
was operationalized with four items (e.g., “Kangwon Land Casino
abides by its business regulations”), and the philanthropic CSR was
evaluated with four items (e.g., “Kangwon Land Casino provides a
variety of charitable donations”). Finally, RG was operationalized
with eight items - 4 items on compulsory responsible gambling
strategy and 4 items on supplementary responsible gambling strat-
egy (e.g., “Kangwon Land Casino is not open for 24 hours, closing
4 hours per day” and “Kangwon Land Casino provides treatment
programs for problem gamblers and their families”). Organizational
trust was evaluated with five items (e.g., “Our organization treats
me fairly and properly”), and job satisfaction was operationalized
with four items (e.g., “I think my job is fun”). Lastly, the customer
orientation was evaluated with five items (e.g., “I try to ensure that
visitors have no complaints”).
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Table 1
Demographic characteristics of respondents.
Characteristic N (%) Characteristic N (%)
Gender Marital status
Male 196(51.3) Single 235(61.0)
Female 186(48.7) Married 150(39.0)
Education level Monthly income level
Less than high school 13(3.4) Less than 2 million Won? 64(16.8)
Two-year college 155(40.4) 2-3.9 million Won 268(70.5)
University 206(53.6) 4-4.9 million Won 38(10.0)
More than graduate school 10(2.6) Over 5 million Won 10(2.6)
Age Position
20-29 149(38.7) Clerk 92(23.9)
30-39 213(55.3) Senior dealer 255(66.2)
40-49 23(6.0) Supervisor 22(5.7)
Assistant manager 14(3.6)
Manager 2(0.5)

3 US $1 is equivalent to 1134 Korean Won.

3.3. Data collection

An on-site survey was conducted with frontline employees who
were working for Kangwon Land Casino during November 2011.
In a convenience sampling method, field researchers approached
casino employees as they finished shifts or took a break in the
staff lounge, outlined the purpose of the research, and requested
participation in the survey. Upon consent, the field researchers
distributed self-administered questionnaires to the respondents
who were asked to rate their degree of agreement for each item,
using a 5-point Likert scale from 1 =strongly disagree to 5 = strongly
agree. Respondents who completed the survey questionnaires were
given a lottery ticket as expression of gratitude for their participa-
tion. The field researchers distributed 450 questionnaires to the
subjects, and 398 questionnaires were returned. Fifty-two ques-
tionnaires were left incomplete, typically because the respondents
did not have enough time to answer all question items due to their
tight work schedule. A further inspection of the data identified 11
questionnaires with important questions unanswered or patterned
responses, so these were also discarded. Ultimately, then, 387 ques-
tionnaires were used for the analysis.

3.4. Data analysis

This study employs a structural equation modeling (SEM)
approach using SPSS (SPSS, 2001) and EQS (Bentler and Wu,
1995) to test research hypotheses in the proposed model (see
Fig. 1). In estimating measurement and structural models, the
two stages of testing procedure recommended by Anderson and
Gerbing (1988) are adopted. In the first stage, confirmatory fac-
tor analysis (CFA) estimates the measurement model for items
in the research model. In the second stage, structural relation-
ships among the constructs in the research model are estimated
to evaluate the structure model and test the research hypotheses.
In this study, all data have been checked for multivariate normal-

ity.
4. Results
4.1. Demographic characteristics of respondents

Table 1 presents the demographic characteristics of the respon-
dents. The proportion of male respondents (51.3%) and female
respondents (48.7%) was nearly equal. Over half of the respon-
dents were aged 30-39 (55.3%), followed by those aged 20-29
(38.7%). The majority of respondents had two-year college or
higher education degrees, representing 96.6% of the respondents. A
strong majority (70.5%) of the respondents considered themselves

middle-income earners (2-3.9 million Korean Won of monthly
income). Single respondents were dominant (61.0%), with mar-
ried respondents a distant second (39.0%). A majority of the
respondents were senior dealers who worked for the casino for
between six and eight years (66.2%), followed by clerks (23.9%),
supervisors (5.7%), assistant managers (3.6%), and managers
(0.5%).

4.2. Measurement model

Typically, structural equation modeling research employs the
maximum likelihood method under the assumption that col-
lected data have a multivariate normal distribution. However,
most data in the social sciences appear to have non-normal
distributions (Barnes et al., 2001). In other words, real-world
data do not usually have multivariate normal distribution (Chou
et al.,, 1991). In spite of this characteristic of real-world data,
most SEM studies do not check to ensure that the collected data
meet the assumption of multivariate normal distribution. More-
over, the results of SEM studies have the potential to invalidate
statistical hypothesis-testing because the normal test statistics
(x2) of maximum likelihood method may not reflect an ade-
quate evaluation of the non-normally distributed data (Hu et al.,
1992).

This study employed Mardia’s standardized coefficient to con-
firm whether or not the data in the study violate the assumption
of multivariate normality.” In this study, the data appear to be
non-normally distributed, as Mardia’s standardized coefficient
for the measurement model (59.012) is greater than the cri-
terion of 5 (Byrne, 2006). Because of this, we performed the
robust maximum likelihood method to estimate the structural
equation modeling. The measurement model in Table 2 was
derived from the CFA, indicating a satisfactory level of fit to
all goodness-of-fit indices. These findings confirm that the pro-
posed measurement model fits the data well: x%=1133.981; S-B
X% =813.206; df=494; normed fit index (NFI)=0.896; non-normed
fit index (NNFI)=0.950; comparative fit index (CFI)=0.956, and
root mean square error of approximation (RMSEA)=0.041. Table 2

5 If the data in the study do not hold the assumption, we would employ robust
maximum likelihood method to estimate the structural equation modeling. If the
collected data have a multivariate non-normal distribution, the robust maximum
likelihood method can provide more stable and accurate robust standardized errors
and other fit indices based on the Satorra-Bentler (S-B) x2 (Bentler and Wu, 1995;
Byrne, 2006). Hu et al. (1992) stated that these robust statistics (i.e., Satorra-Benter
scaled statistic (S-B x?)and robust standardized errors) have been shown to perform
better than uncorrected statistics where the assumption of multivariate normality
assumption is not supported.
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Results of confirmatory factor analysis and goodness-of-fit indices for measurement model.

Constructs Factor loading t-Value Cronbach’s alpha

Factor 1: Economic CSR (ECSR) 0.801

Kangwon Land Casino generates much employment impact 0.711 14.049

Kangwon Land Casino tries to save operating costs 0.682 12.244

Kangwon Land Casino strives to improve employee’s productivity 0.688 14.284

Kangwon Land Casino establishes long-term strategy for economic growth 0.749 15.334

Factor 2: Legal CSR (LCSR) 0.838

Kangwon Land Casino abides by regulations of business 0.742 13.682

Kangwon Land Casino complies with employment-related laws (hiring and employee benefits) 0.687 14.517

Kangwon Land Casino is committed to a legal contract associated with business operation 0.766 16.868

Kangwon Land Casino regulates the correct rules and methods of operation for visitors 0.749 15.074

Factor 3: Philanthropic CSR (PCSR) 0.915

Kangwon Land Casino provides variety of donations 0.877 22.395

Kangwon Land Casino develops a campaign for helping the needy 0.879 20.268

Kangwon Land Casino is committed to build a better community 0.821 19.074

Kangwon Land Casino participates in a variety of volunteer activities 0.863 19.692

Factor 4: Compulsory RG (CRG) 0.917

Kangwon Land Casino restricts residents’ access to the casino only once a month to prevent problem gambling 0.800 15.019

Kangwon Land Casino restricts general visitors’ access to the casino only 15 times a month 0.841 19.837

Kangwon Land Casino is not open for 24 hours, but closes 4 hours per day 0.848 18.191

Kangwon Land Casino requests visitors show identification to exclude minors and other restricted persons 0.873 19.757

Factor 5: Supplementary RG (SRG) 0.901

Kangwon Land Casino provides treatment programs for problem gamblers and their families 0.805 18.397

Kangwon Land Casino supports rehabilitation programs for problem gamblers 0.817 18.239

Kangwon Land Casino publicizes dangers to society from problem gambling 0.822 19.812

Kangwon Land Casino supports research activities associated with prevention of problem gambling 0.825 19.369

Factor 6: Organizational trust (OT) 0.858

Our organization treats me fairly and properly 0.73 13.931

Our organization communicates openly and honestly 0.732 16.316

Our organization tells all that I want to know 0.749 16.591

Our organization maintains a long-term relationship with me 0.72 14.249

Our organization considers my advice valuable 0.774 16.868

Factor 7: Job satisfaction (JS) 0.934

[ think my job is fun 0.886 23.774

I feel comfortable with my job 0.886 24.026

I feel satisfied with my job 0.894 22.623

I am passionate about my work 0.869 21.798

Factor 8:Customer orientation (CO) 0.910

I try to make visitors have no complaints 0.766 14.589

[ try to serve visitors with a sense of caring 0.782 14.423

I try to understand visitor’s needs and help them 0.84 18.284

I try to understand what is real problem with visitors 0.841 19.54

[ try to consider visitors’ concerns at the first priority 0.826 18.965

Measurement model x* S-B x? df Normed S-B x? NFI NNFI CFI RMSEA
1133.981 813.206 494 1.646 0.896 0.950 0.956 0.041

Suggested value? <3 >0.9 >0.9 >0.9 <0.08

Note: All standardized factor loadings are significant at p <0.001.
2 Suggested values are based on Hair et al. (2006) and Bearden et al. (1982).

also presents Cronbach’s alpha values which estimate the reli-
ability of multi-item scales: economic CSR (ECSR) (0.801), legal
CSR (LCSR) (0.838), philanthropic CSR (PCSR) (0.915), compulsory
responsible gambling (CRG) (0.917), supplementary responsible
gambling (SRG) (0.901), organizational trust (OT) (0.858), job satis-
faction (JS)(0.934), and customer orientation (CO)(0.910). All alpha
coefficients were above the cut-off point of 0.7 (Nunnally, 1978),
indicating an acceptable level of reliability for each construct.
Table 3 presents convergent and discriminant validity statis-
tics. All average variance extracted (AVE) and composite reliability
values for the multi-item scales were greater than the minimum
criterion of 0.5 and 0.7, respectively (Hair et al., 2006), indicat-
ing a sufficient level of convergent validity for the measurement
model. To check discriminant validity of the constructs, the study
used three methods: the first method, AVE, did not confirm dis-
criminant validity, as the highest squared correlation between
ECSR and LCSR (0.669) was greater than the AVE for corresponding

inter-constructs (ECSR=0.501; LCSR=0.543) (Fornell and Larcker,
1981). However, the other two methods (confidence intervals and
constrained models) both supported the discriminant validity lev-
els. Specifically, the confidence interval of correlation between
ECSR and LCSR (0.517~0.821), plus or minus two standard errors
of correlation between the two constructs, did not include the cri-
terion of 1.0, based on a confidence interval method outlined by
Anderson and Gerbing (1992). Discriminant validity using a con-
strained model was also confirmatory because the S-B Chi-square
difference test statistic (Byrne, 2006) for the relationship between
ECSR and LCSR (67.37) exceeded the criterion of 3.84 (p<0.001)
(Bagozzi and Phillips, 1982; Steenkamp and Trijp, 1991).

4.3. Hypothesis testing

Fig. 2 summarizes the estimated results of the proposed
research model in this study. The results confirm that the
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Table 3
Reliability and validity for measurement model.
Constructs ECSR LCSR PCSR CRG SRG oT JS Cco
ECSR 1.000
LCSR 0.8182 1.000
(0.669)
PCSR 0.706 0.663 1.000
(0.498) (0.440)
CRG 0.590 0.558 0.601 1.000
(0.348) (0.311) (0.361)
SRG 0.590 0.593 0.643 0.785 1.000
(0.348) (0.352) (0.413) (0.616)
oT 0.320 0.438 0.258 0.104 0.357 1.000
(0.102) (0.192) (0.067) (0.011) (0.127)
JS 0.173 0.308 0.123 0.043 0.068 0.548 1.000
(0.030) (0.095) (0.015) (0.002) (0.005) (0.298)
(€0) 0.351 0.468 0.325 0.338 0.357 0.546 0.552 1.000
(0.123) (0.219) (0.106) (0.114) (0.127) (0.298) (0.305)
CR 0.801 0.826 0.919 0.906 0.889 0.859 0.935 0.906
AVE 0.501 0.543 0.740 0.707 0.668 0.549 0.781 0.659

Numbers in the parenthesis indicate squared correlation among latent constructs.
Correlation coefficients are estimated from EQS.

CR, composite reliability; AVE, average variance extracted; ECSR, economic CSR; LCSR, legal CSR; PCSR, philanthropic CSR; CRG, compulsory RG; SRG, supplementary RG; OT,

organizational trust; JS, job satisfaction, and CO, customer orientation.
2 Pairs of constructs having highest correlations.

proposed structural model fits the data well: y2=1233.286; S-B
x%>=887.332; df=505; NFI=0.887; NNFI=0.942; CFI=0.948, and
RMSEA = 0.044. The explained variance in endogenous constructs
(Fig. 2) was 32.1% for organizational trust, 31.1% for job satisfac-
tion, and 31.8% for customer orientation. The results of hypotheses
testing indicate that LCSR, CRG and SRG have a significant effect on
casino employees’ organizational trust (S csg_ ot = 0.522; t=3.320;
p<0.01; Bergoor=-0.524; t=-4.796; p<0.01; Bsrc_.or=0.524;
t=4.529; p<0.01). The findings support Hy}, and Hye, but interest-
ingly, CRG negatively relates to trust, the opposite direction of the
hypothesis, thus failing to support Hyq. ECSR (Bgcsr—.or = —0.053;
t=-0.317, not significant) and PCSR (Bpcsgr_.or = —0.076; t = —0.821,
not significant) were not statistically significant in predicting
organizational trust, leading us to reject Hy, and Hj..

These findings suggest that the legal dimensions of CSR are
more likely to exert a significant impact on forming employees’
organizational trust; whereas, economic and philanthropic dimen-
sions of CSR seem to have no impact on formation of employees’

Economic
CSR L
\
\
N
\

Legal CSR

.0.076 Organizational
. (082 -~ Trust
Philanthropic s
CSR R!=0321
Y
25V

>

Supplementary
RG

Fig. 2. Results of the research model.

organizational trust. Moreover, supplementary RG positively
influences employees’ organizational trust while compulsory RG
negatively impacts employees’ organizational trust. Organizational
trust is a significant determinant for explaining job satisfaction
(Bor—js=0.557; t=10.342; p<0.01), supporting H,. Finally, the
causal relationship between job satisfaction and customer ori-
entation (fBjs_.co=0.564; t=9.181; p<0.01) was positive and
significant, supporting Hs.

4.4. Indirect and total effects

Total effects are the sum of direct and indirect effects (Bollen,
1989). The concept of total effects is important as it seeks to
interpret all changes, including mediating effects, from an inde-
pendent variable to a dependent variable. Therefore, this study can
be said to interpret the total effects of each dependent variable. As
shown in Table 4, job satisfaction is the most powerful antecedent
for predicting customer orientation, with the largest total impact

0.564"
{9.181)

Customer
Orientation

R'=0311 R!=0.318

S$-B 42 = 887.33,df=505,p<0.001,S-By2/df=1.757,
& NFI=0.887, NNFI=0.942, CFI=0.948, RMSEA=0.044

"p<0.05,"p<0.01
Two-tailed test
Standardized coefficient (t-value)

Note: the numbers in the parentheses indicate t-values.
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Table 4
Results of structural equation modeling.

Direct effect

Indirect effect

Total effect

oT ]S co oT IN Cco oT IS co
ECSR —-0.053 - - - -0.029 -0.017 -0.053 -0.029 -0.017
LCSR 0.522" - - - 0.291" 0.164" 0.522" 0.291" 0.164"
PCSR —-0.076 - - - —0.042 -0.024 -0.076 —-0.042 -0.024
CRG —-0.524" - - - -0.292" -0.165" —-0.524" -0.292" —-0.165"
SRG 0.524" - - - 0.292" 0.165" 0.524" 0.292" 0.165"
oT - 0.557" - - - 0.314" - 0.557" 0.314"
N - - 0.564" - - - - - 0.564"
ECSR, economic CSR; LCSR, legal CSR; PCSR, philanthropic CSR; CRG, compulsory RG; SRG, supplementary RG; OT, organizational trust; ]S, job satisfaction, and CO, customer
orientation.
" p<0.01.

(0.564), followed by organizational trust (0.314), SRG (0.165), CRG
(—0.165), and LCSR (0.164). In assessing the effect of predicting
job satisfaction, organizational trust was the most powerful fac-
tor with the largest total effect (0.557), followed by SRG (0.292),
CRG (-0.292),and LCSR (0.291). In assessing the predictive effect of
organizational trust, CRG (—0.524) and SRG (0.524) were the most
significant factors followed by LCSR (0.522).

5. Discussion and conclusions

As the importance of corporate social responsibility (CSR) cur-
rently continues to grow, a better understanding of CSR strategy’s
relationship to various aspects of a company becomes critical.
Although the CSR literature has paid substantial attention to the
relationship between CSR strategy and external customers, less
attention has been paid to internal customers (i.e., employees),
especially in the context of the casino industry. This study, there-
fore, mainly explores the relationship between CSR strategies
(primarily RG strategies) and internal marketing perspectives on
casino employees.

A casino represents a unique and interesting setting for this
study. First, the importance of employees for casinos is significant.
Not only do employees constitute a major group of stakeholders,
but they also play a particularly important role in affecting cus-
tomers’ experiences due to their close interactions with customers
(Dawson and Abbott, 2009). Second, many casinos commonly
practice an industry-specific strategy called responsible gambling
(RG), which closely resembles the ethical CSR dimension from Car-
roll’s CSR framework (Carroll, 1991). This study incorporates the
RG concept into the CSR framework by substituting the ethical CSR
dimension with RG strategies (specifically, compulsory and supple-
mentary RG strategies), and, to the best of our knowledge, this is the
first effort to consider this link in the CSR literature. Consequently,
the current study contributes, uniquely, to both the literature and
the industry.

More specifically, this study examines the perceptions of casinos
employees on CSR and RG strategies as they influence organi-
zational trust and attitudes (i.e., job satisfaction and customer
orientation). Results indicate that the legal CSR dimension has a
significant effect on organizational trust, while the economic and
philanthropic CSR dimensions have an insignificant effect. When
examining the two dimensions of the RG concept, this study finds
a positive effect from supplementary RG, but a negative effect from
compulsory RG on employees’ organizational trust. Interestingly,
these findings are inconsistent with a previous hospitality study’s
findings in the foodservice industry: Lee et al. (in press) found a sig-
nificant and positive effect from economic and philanthropic CSR
dimensions, but an insignificant effect from legal and ethical CSR
dimensions on employees’ organizational trust.

The insignificant relationship between economic CSR and orga-
nizational trust may suggest that the economic imperative - to

derive profits for stakeholders - is less important to casino employ-
ees, perhaps because excessive profit-seeking in this setting may
be seen as distasteful. Or perhaps casino employees in this monop-
olistic setting accept profitability as assured, and hence value it
less. As for the insignificant relationship between philanthropic
CSR and organizational trust, perhaps casino employees deem these
insincere or insufficient, especially in an industry that receives sig-
nificant attention in South Korea for its negative impacts.

The significant relationship between legal CSR and organiza-
tional trust suggests that this casino’s compliance with the casino
laws and regulations influences its employees’ organizational trust
in a positive manner. This finding may imply that casino employees
want their company to be perceived as legitimate (and certainly
not illegal), because gambling often suffers from perceptions of
its illegitimacy. Hence, the modern, regulated gaming industry’s
emphasis on strict compliance and the rule of law may allevi-
ate employees’ concerns that they work in a less than respected
industry, especially when media reports and anti-gambling groups
frequently emphasize the downsides of casinos (Bernhard et al.,
2010).

In one of the more revealing findings about RG, these results
indicate that supplementary RG (SRG) activities have a positive
effect - while compulsory RG (CRG) activities have a negative effect
-on casino employees’ organizational trust. Put another way, those
RG activities that were mandated by government (CRS) led to neg-
ative evaluations, while those RG activities that were voluntary
and supplementary (SRS) led to positive evaluations. This find-
ing is actually consistent with a recent study on how certain RG
measures are perceived by customers - with customers preferring
those measures that were voluntary rather than required (Bernhard
et al., 2008). It could be that similarly, employees chafe a bit under
the mandatory requirements, but take pride in those RG measures
that the casino undertakes beyond those that the government man-
dates.

Since CRG strategies are negatively perceived by casino employ-
ees, casino management might strive to address employees’
negative perceptions. For instance, Giroux et al. (2008) found train-
ing sessions to be quite helpful in encouraging employees to change
their attitudes about RG. Similarly, Blaszczynski et al. (2011) and
LaPlante et al. (2012) emphasize the importance of staff training
programs that encourage a positive embrace of RG, and find empir-
ical support suggesting that these sessions can be effective.

These training programs might focus on the long-term positive
effects of CRG for sustainability — as proper RG measures will help
ensure both customer wellbeing and community acceptance. It also
fits well within a broader customer relations strategy; as the casino
industry is a hospitality industry that focuses on entertainment,
and as hospitality employees are caretakers of that entertainment
experience, RG might be positioned as another important exercise
in ensuring customer satisfaction. As Giroux et al. (2008) suggest,
RG education and training programs should be not provided as
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one-time events, but as regular sessions that become an expected
component of employees’ continuing education as hospitality
professionals. Furthermore, reinforcing information might be pro-
vided with additional information in the form of posters, brochures,
and videos (Giroux et al., 2008).

Results of the remaining hypotheses tests demonstrate that
organizational trust has a significant positive effect on job satis-
faction, which, in turn, positively influences employees’ customer
orientation. These findings suggest that casino managers can
encourage positive work attitudes in employees by creating a
trustworthy atmosphere based on CSR and RG strategies. These
findings are consistent with the literature: as we have noted, posi-
tive attitudes of employees are important for achieving competitive
advantages (Wan, 2010; Back et al., 2011). In addition, customer
orientation directly relates to customers’ evaluations (Brady and
Cronin, 2001) and is an essential feature of good service (Chow
et al., 2006).

6. Limitations

Although the results of this study contribute to knowledge of
the impact of CSR and RG strategies in casino settings, this study
has limitations that future studies may address. First, the results
of the current study may not be generalized to other jurisdictions
because this study collected data only from employees at South
Korea’s Kangwon Land Casino, the sole casino for domestic Korean
customers. As Kim et al. (2010) note, perceptions of RG can vary
significantly by culture, which makes generalizability all the more
important in this research field. Hence, additional research using
these CSR and RG constructs in other jurisdictions is recommended.
Second, future researchers may consider other variables (e.g., orga-
nizational commitment or organizational citizenship behavior) not
examined in this study when exploring the role of CSR and RG role
in forming employees’ attitudes and actions. Finally, although this
study identifies the impacts from CSR and RG from the perspectives
of casino employees, future studies may focus on other stakehol-
ders, such as casino visitors and local residents. Investigating these
constituencies may be valuable for acquiring a more comprehen-
sive understanding of various stakeholders’ impacts on the casino
business worldwide.

References

Anderson, J.C., Gerbing, D.W., 1988. Structural equation modeling in practice: a
review and recommended two-step approach. Psychological Bulletin 103 (3),
411-423.

Anderson, ].C., Gerbing, D.W., 1992. Assumptions and comparative strengths of the
two-step approach: comment of Fornell and Yi. Sociological Methods & Research
20(1),321-333.

Athanassopoulos, A.D., 2000. Customer satisfaction cues to support market seg-
mentation and explain switching behavior. Journal of Business Research 47 (3),
191-207.

Back, KJ., Lee, C.K,, Abbott, ]., 2011. Internal relationship marketing: Korean casino
employees: job satisfaction and organizational commitment. Cornell Hospitality
Quarterly 52 (2), 111-124.

Bagozzi, R.P., Phillips, L., 1982. Representing the testing organizational theories: a
holistic construal. Administrative Science Quarterly 27 (3), 459-490.

Barnes,]., Cote, J., Cudeck, R., Malthouse, E.,2001. Checking assumptions of normality
before conducting factor analyses. Journal of Consumer Psychology 10 (1/2),
79-81.

Bearden, W.O., Sharman, S., Teel, J.E., 1982. Sample size effects on chi-square and
other statistics used in evaluating causal models. Journal of Marketing Research
19 (4), 425-430.

Bentler, P.M., Wu, E.J.C., 1995. EQS for Windows: User’s guide. Multivariate Software,
Encino, CA.

Bernhard, BJ., Futrell, R., Harper, A., 2010. Shots from the pulpit: an ethno-
graphic content analysis of the United States anti-gambling movement. Gaming
Research & Review Journal 14 (2), 15-32.

Bernhard, B.J., Lucas, A.F,, Jang, D., Kim, J., 2008. Special issue: responsible gaming
device research report. Gaming Research & Review Journal 12 (1), 1-56.

Berry, L.L,, 1995. Relationship marketing of services-growing interest, emerging
perspective. Journal of the Academy of Marketing Science 23 (4), 236-245.

Bhattacharya, R,, Devinney, T.M.,, Pillutla, M.M., 1998. A formal model of trust based
on outcomes. Academy of Management Review 23 (3), 459-472.

Blaszczynski, A., Collins, P., Fong, F., Ladouceur, R., Nower, L., Shaffer, H., Tavares,
H., Venisse, ]J.L., 2011. Responsible gambling: general principles and minimal
Requirements. Journal of Gambling Studies 27 (4), 565-573.

Blaszczynski, A., Ladouceur, R., Shaffer, HJ., 2004. A science based framework for
responsible gambling: the Reno model. Journal of Gambling Studies 20 (3),
301-317.

Bollen, K.A., 1989. Structure Equation with Latent Variables. Wiley & Sons, New York,
NY.

Bowen, H.R., 1953. Social Responsibilities of the Businessman. Harper & Row, New
York.

Brady, M.K,, Cronin Jr., JJ., 2001. Customer orientation: effects on customer
service perceptions and outcome behaviors. Journal of Service Research 3 (3),
241-251.

Brown, T.J., Dacin, P.A., 1997. The company and the product: corporate associations
and consumer product responses. Journal of Marketing 61 (1), 68-84.

Brown, T.J., Mowen, ].C., Donavan, D.T., Licata, J.W., 2002. The customer orientation
of service workers: personality trait effects on self- and supervisor performance
ratings. Journal of Marketing Research 39 (1), 110-119.

Byrne, B.M., 2006. Structural Equation Modeling with EQS: Basic Concepts, Applica-
tions and Programming, 2nd ed. Lawrence Erlbaum, Mahwah, NJ.

Carroll, A.B., 1979. A three dimensional conceptual model of corporate social per-
formance. Academy of Management of Review 4 (4), 497-505.

Carroll, A.B., 1991. The pyramid of corporate social responsibility: toward the moral
management of organizational stakeholders. Business Horizons 34 (4), 39-48.

Chathoth, P.K., Mak, B., Sim, J., Jauhari, V., Manaktola, K., 2011. Assessing dimension
of organizational across culture. International Journal of Hospitality Manage-
ment 30 (3), 233-242.

Chiang, C.S., 2010. How corporate employee job satisfaction in the hotel industry.
UNLV Theses/Dissertations/Professional Papers/Capstones. Paper 598.

Chiou, J., Pan, L., 2009. Antecedents of internet retailing loyalty: differences
between heavy versus light shoppers. Journal of Business and Psychology 24 (3),
327-339.

Chou, C.P., Bentler, P.M., Satorra, A., 1991. Scaled test statistics and robust standard
errors for non-normal data in covariance structure analysis: a Monte Carlo study.
British Journal of Mathematical and Statistical Psychology 44 (2), 347-357.

Chow, LH.S., Lo, TW.C, Sha, Z., Hong, ]., 2006. The impact of developmental expe-
rience, empowerment, and organizational support on catering service staff
performance. Hospitality Management 25 (3), 478-495.

Cronin Jr., ]J., Brady, M.K., Hult, G.T.M., 2000. Assessing the effects of quality, value,
and customer satisfaction on consumer behavioral intentions in service envi-
ronments. Journal of Retailing 76 (2), 193-218.

Dawson, M.E., Abbott, A., 2009 Hospitality culture and climate: keys to
retaining hospitality employees and creating competitive advantage.
International CHRIE Conference-Refereed Track. Paper 3. Retrieved from
http://scholarworks. umass. edu/refereed/Sessions/Saturday/3

Delfabbro, P., Borgas, M., King, D., 2012. Venue staff knowledge of their patrons’
gambling and problem gambling. Journal of Gambling Studies 28, 155-169.

Dirks, K., Ferrin, D., 2001. The role of trust in organizational settings. Organization
Science 12 (4), 450-467.

Donavan, D.T., Brown, T.J., Mowen, ].C., 2004. Internal benefits of service-worker cus-
tomer orientation: job satisfaction, commitment, and organizational citizenship
behaviors. Journal of Marketing 68 (1), 128-146.

Donavan, D.T., Hocutt, M.A., 2001. Customer evaluation of service employee’s cus-
tomer orientation: extension and application. Journal of Quality Management 6
(July), 293-306.

Driscoll, J.W., 1978. Trust and participation in organizational decision making as
predictors of satisfaction. Academy of Management Journal 21 (1), 44-56.

Fombrun, C., Shanley, M., 1990. What's in a name? Reputation building and corporate
strategy. Academy of Management Journal 33 (2), 233-258.

Fornell, C., Larcker, D., 1981. Evaluating structural equation models with unobser-
vable variables and measurement error. Journal of Marketing Research 18 (1),
39-50.

Freeman, R.E., 1984. Strategic Management: A Stakeholder Approach. Prentice Hall,
Englewood Cliffs, NJ.

Giroux, I., Boutin, C., Ladouceur, R., Lachance, S., Dufour, M., 2008. Awareness training
program on responsible gambling for casino employees. International Journal of
Mental Health Addiction 6 (4), 594-601.

Hair Jr., J.F., Black, W.C., Babin, BJ., Anderson, R.E., Tatham, R.L., 2006. Multivariate
Data Analysis. Pearson, Upper Saddle River, NJ.

Heskett, J.L., Jones, T.O., Loveman, G.W., Sasser Jr., W.E., Schlesinger, L.A., 1994.
Putting the service-profit chain to work. Harvard Business Review 72 (2),
164-174.

Hillman, AJ., Keim, G.D., 2001. Shareholder value, stakeholder management, and
social issues: what's the bottom line. Strategic Management Journal 22 (2),
125-139.

Hing, N., 2004. The efficacy of responsible gambling measures in NSW clubs: the
gamblers’ perspective. Gambling Research 16 (1), 32-46.

Hoffman, K.D., Ingram, T.N., 1992. Service provider job satisfaction and customer
oriented performance. Journal of Services Marketing 6 (2), 68-78.

Horppu, M., Kuivalainen, O., Tarkiainen, A., Ellonen, H., 2008. Online satisfaction,
trust and loyalty, and the impact of the offline parent brand. Journal of Product
& Brand Management 17 (6), 403-413.

Hosmer, L.T., 1995. Trust: the connecting link between organizational theory and
philosophical ethics. Academy of Management Review 20 (2), 379-403.


http://scholarworks. umass. edu/refereed/Sessions/Saturday/3

C.-K. Lee et al. / International Journal of Hospitality Management 33 (2013) 406-415 415

Hu, L., Bentler, P.M., Kano, Y., 1992. Can test statistics in covariance structure analysis
be trusted? Psychological Bulletin 112 (2), 351-362.

Kang, K.H., Lee, S., Huh, C., 2010. Impacts of positive and negative corporate social
responsibility activities on company performance in the hospitality industry.
International Journal of Hospitality Management 29 (1), 72-82.

Kangwon Land, 2012. Kangwon Land Business Report, From Kangwon Land
homepage: http://kangwonland.high1l.com/publicAnnouncement/html.high1
(retrieved 14.02.12).

Kim, E.E.K,, Kang, ]., Mattila, A.S., 2012. The impact of prevention versus promotion
hope on CSR activities. International Journal of Hospitality Management 31 (1),
43-51.

Kim, J., Bernhard, BJ., Jang, D., 2010. Global ‘seat belts’ for problem gamblers? Inter-
sections of culture, technology, and responsible gaming. Journal of Travel &
Tourism Marketing 26 (4), 348-354.

Klein, ]J., Dawar, N., 2004. Corporate social responsibility and consumers’ attributions
and brand evaluations in a product-harm crisis. International Journal of Research
in Marketing 21 (3), 203-217.

Kramer, R.M., 1999. Trust and distrust in organizations: emerging perspectives,
enduring questions. Annual Review Psychology 50 (1), 569-598.

Lado, A.A., Wilson, M.C., 1994. Human resource systems and sustained competitive
advantages: a competency-based perspective. Academy of Management Review
19 (4), 699-727.

LaPlante, D.A., Gray, H.M,, LaBrie, R.A., Kleschinsky, ].H., Shaffer, H.J., 2012. Gaming
industry employees’ responses to responsible gambling training: a public health
imperative. Journal of Gambling Studies 28 (2), 171-191.

Lee, C.K.,2008. Sustainability of Korean casino industry: economic, social, and indus-
trial perspectives. Korean Tourism Research Association 22 (4), 23-44.

Lee, CK, Lee, B., Bernhard, B.]., Lee, T.K., 2009. A comparative study of involvement
and motivation among casino gamblers. Psychiatry Investigation 6 (3), 141-149.

Lee, S., Park, S., 2009. Do socially responsible activities help hotels and casinos
achieve their financial goals? International Journal of Hospitality Management
28(10), 105-112.

Lee, Y.K, Kim, Y.S., Lee, K.H., Li, D. The impact of CSR on relationship quality and
relationship outcomes: a perspective of service employees. International Journal
of Hospitality Management, in press

Liy, J., Siu, O., Shi, K., 2010. Transformational leadership and employee well-being:
the mediating role of trust in the leader and self-efficacy. Applied Psychology
59 (3), 454-479.

Locke, E.A., 1976. The nature and causes of job satisfaction. In: Dunnette, M.D. (Ed.),
Handbook of Industrial and Organizational Psychology. Rand McNally, Chicago,
pp. 1927-1950.

Luo, X., Bhattacharya, C.B., 2006. Corporate social responsibility, customer satisfac-
tion, and market share value. Journal of Marketing 70 (4), 1-18.

Mayer, R.C., Davis, J.H., Schoorman, F.D., 1995. An integrative model of organizational
trust. Academy of Management Review 20 (3), 709-734.

McCain, S.L.C., Tsai, H., Bellino, N., 2009. The antecedents and consequences of imple-
menting responsible gaming practice. Journal of Travel & Tourism Marketing 26
(4),395-407.

McWilliams, A., Siegel, D.S., 2001. Corporate social responsibility: a theory of the
firm perspective. Academy of Management Review 26 (1), 117-127.

Moliner, M.A,, Sanchez, ]J., Rodriguez, R.M., Callarisa, L., 2007. Relationship quality
with a travel agency: the influence of the postpurchase perceived value of a
tourism package. Tourism and Hospitality Research 7 (3-4), 194-211.

Motowidlo, S.J., 1984. Does job satisfaction lead to consideration and personal sen-
sitivity? Academy of Management Journal 27 (4), 910-915.

Monaghan, S., 2009. Responsible gambling strategies for internet gambling: the
theoretical and empirical base of using pop-up messages to encourage self-
awareness. Computers in Human Behavior 25 (1), 202-207.

Montgomery, D.B.,, Ramus, C.A. 2003. Corporate social responsibility rep-
utation effects on MBA job choice. Stanford GSB Working Paper No.
1805. Available at SSRN: http://ssrn.com/abstract=412124 or http://dx.doi.
org/10.2139/ssrn.412124

Nunnally, J., 1978. Psychometric Theory. McGraw-Hill, New York, NY.

Peterson, D.K., 2004. The relationship between perceptions of corporate citizenship
and organizational commitment. Business Society 43 (3), 296-319.

Pettijohn, C.E., Pettijohn, LS., Taylor, AJ., 2007. Does salesperson perception of
the importance of sales skills improve sales performance, customer orienta-
tion, job satisfaction. Journal of Personal Selling and Sales Management 27 (1),
75-88.

Ratnasingham, P., 1998. Trust in web-based electronic commerce security. Informa-
tion Management & Computer Security 6 (4), 162-166.

Shim, G.Y., Lee, S.H., Kim, Y.M., 2008. How investor behavioral factors influence
investment satisfaction, trust in investment company, and reinvestment inten-
tion. Journal of Business Research 61 (1), 47-55.

Shockley-Zalabak, P., Ellis, K., Winograd, G., 2000. Organizational trust: what
it means, why it matters. Organization Development Journal 18 (4),
35-48.

Smith, WJ., Wokutch, R.E., Harrington, K.V., Dennis, B.S., 2001. An examination of
the influence of diversity and stakeholder role on corporate social orientation.
Business & Society 40 (3), 266-294.

Song, HJ., Lee, CK,, Norman, W.C., Han, H., 2012a. The role of responsible gam-
bling strategy in forming behavioral intention: an application of a model of goal
directed behavior. Journal of Travel Research 51 (4), 512-523.

Song, HJ., Lee, H.M,, Lee, ].Y., 2012b. Investigating the role of responsible gambling
strategy in perspective employees. International Journal of Tourism Sciences 12
(2),107-126.

SPSS, 2001. SPSS Base 11.0 User's Guide. SPSS, Chicago.

Steenkamp, J., Trijp, H., 1991. The use of LISREL in validating marketing constructs.
International Journal of Research in Marketing 8 (4), 283-299.

Turban, D.B., Greening, D.W., 1996. Corporate social performance and organizational
attractiveness to prospective employees. Academy of Management Journal 40
(3),658-672.

Tuzzolino, F., Armandi, B.R., 1981. A need-hierarchy framework for assessing corpo-
rate social responsibility. Academy of Management Review 6 (1), 21-28.

Vlachos, P.A., Theotokis, A., Panagopoulos, N.G., 2010. Sales force reactions
to corporate social responsibility: attributions, outcomes, and the mediat-
ing role of organizational trust. Industrial Marketing Management 39 (7),
1207-1218.

Wan, Y.K.P., 2010. Exploratory assessment of the Macao casino dealers job percep-
tions. International Journal of Hospitality Management 29 (1), 62-71.

Weber, M., 2008. The business case for corporate social responsibility: a company-
level measurement approach for CSR. European Management Journal 26 (4),
247-261.

Woodman, R., Sherwood, J., 1980. The role of team development in orga-
nizational effectiveness: a critical review. Psychological Bulletin 88 (1),
166-186.

Wright, P., Ferris, S.P., Hiller, J.S., Kroll, M., 1995. Competitiveness through manage-
ment of diversity: effects on stock price valuation. Academy of Management
Journal 38 (1), 272-287.


http://kangwonland.high1.com/publicAnnouncement/html.high1
http://dx.doi.org/10.1016/j.ijhm.2011.09.011
http://ssrn.com/abstract=412124
http://dx.doi.org/10.2139/ssrn.412124
http://dx.doi.org/10.2139/ssrn.412124

	The impact of CSR on casino employees' organizational trust, job satisfaction, and customer orientation: An empirical examination of responsible gambling strategies
	1 Introduction
	2 Literature review
	2.1 CSR and RG
	2.2 Organizational trust
	2.3 Job satisfaction
	2.4 Customer orientation
	2.5 Relationships among CSR, RG, and organizational trust
	2.6 Relationship between organizational trust and job satisfaction
	2.7 Relationship between job satisfaction and customer orientation

	3 Methodology
	3.1 Study site
	3.2 Measurement
	3.3 Data collection
	3.4 Data analysis

	4 Results
	4.1 Demographic characteristics of respondents
	4.2 Measurement model
	4.3 Hypothesis testing
	4.4 Indirect and total effects

	5 Discussion and conclusions
	6 Limitations
	References


