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INTRODUCTION

The global hotel industry has grown rapidly, with hotel units now spread across many
countries. According to data from the United Nations World Tourism Organization
(UNWTO), India leads with 102,917 hotel units, followed by Japan with 61,484 units and the
United States with 55,519 units (Wahyono, 2023). One of the largest hotel chains, Marriott
International, operates nearly 8,700 properties worldwide (Marriott International Reports
Third Quarter 2023 Results 2023). In Indonesia, and particularly in the city of Batam, the
hotel industry is also developing rapidly. Data from Statistics Indonesia (BPS) recorded that
in 2023 Batam had 177 lodging accommodations of various classes (Badan Pusat Statistik,
2023). The reputation of hotels in Batam continues to rise alongside innovation,
improvements in service quality, and the cultural approaches taken by hotel management.
Grand Eska Hotel Batam, for example, revives local traditions to attract more guests and
strengthen its reputation as a leading destination in Batam, while the presence of international
hotels such as Oakwood Hotel & Apartments Grand Batam adds modern and comfortable
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accommodation options for both business and leisure travelers. This growth in both the
number and quality of hotels shows how central reputation has become to staying competitive
among international hotels in Batam. Digital transformation in the Fourth Industrial
Revolution era has also pushed the public to judge corporate reputation by the quality of
digital services, innovation, and corporate social engagement (Marheni, 2023).

As firms operating in the international-scale hotel industry, corporate reputation is one
of the most important intangible assets. Two factors regarded as significant in shaping
corporate reputation are Corporate Social Responsibility (CSR) and Product and Service
Quality (PSQ). In a global context, however, perceptions of CSR and PSQ are highly likely to
be influenced by national culture, which shapes the values, norms, and expectations of
stakeholders toward the company (Ali et al, 2021; Erigat et al., 2024). External pressures
such as financial crises also heighten the role of corporate leadership, where strong internal
governance becomes important to maintaining public perceptions of corporate reputation (Edi
& Venorika, 2023). In Indonesia itself, a culture of collectivism and family values also
influences how society evaluates corporate reputation. In Batam, a border city heavily
exposed to foreign cultural influences, business reputation is also strongly affected by
sensitivity to local values and social engagement (Pérez-Corngjo et al., 2023). Nevertheless,
most of these studies have not explicitly integrated the role of national culture as a factor
moderating these influences (Ali et al., 2021; Erigat et al, 2024). The values and norms
prevailng across different cultures can shape how stakeholders evaluate a company’s
commitment to CSR and the services it provides (Pérez-Cornejo et al., 2023). Therefore, this
study aims to bridge that gap by examining the effect of CSR and PSQ on corporate
reputation in a cross-cultural context, in order to obtain a more comprehensive understanding,
particularly among international hotel chains in Batam.

Given these developments, this study brings a new perspective on how corporate social
responsibility and product and service quality shape corporate reputation in a context
influenced by national culture (Ali et al., 2021; Erigat et al., 2024). The main focus of this
study lies in the scarcity of research examining the role of culture as a moderating variable in
that relationship, particularly in the international hotel industry, which has differing service
expectations and values across countries. This study is expected to broaden understanding of
how CSR and PSQ contribute directly to corporate reputation, especially within international
hotel chains operating in countries with different cultures (Becker & Lee, 2019; Le, 2023). It
evaluates the impact of CSR and product and service quality on corporate reputation while
examining the role of national culture as a moderator of that relationship. The study
contributes to strengthening understanding of corporate reputation management strategies in
the international hotel industry, especially in relation to the implementation of CSR and
product and service quality. It also offers practical implications for international hotel
managers, who must design CSR and service strategies that fit countries with diverse cultural
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characteristics. Such strategies help strengthen corporate reputation in the global market and
build customer loyalty (Phi & Huong, 2023).

The article is organized into five main parts: (1) Introduction, (2) Literature Review and
Theoretical Framework, (3) Research Method, (4) Results and Discussion, and (5)
Conclusion.

This study draws on theory and prior findings on Corporate Social Responsibility
(CSR), Product and Service Quality (PSQ), Corporate Reputation (CR), and National Culture
(NC). The section sets out the theoretical foundations, reviews the relevant empirical
evidence, and explains the relationships among the variables. It closes with the hypotheses
and a conceptual model that form the basis for empirical testing.

Corporate Social Responsibility (CSR) is one of a firm’s main strategies for building
and strengthening its reputation. This relationship can be explained through signaling theory,
which holds that CSR can act as a positive signal of the firm’s social responsibility, not only
to employees but also to society and the surrounding environment. When a firm
communicates its CSR openly, its reputation improves in the eyes of stakeholders and the
wider public (Javed et al., 2020). Prior research shows that corporate engagement in CSR
activities is closely associated with improved corporate reputation. CSR also serves as a risk-
management mechanism, helping firms maintain a positive reputation amid business-
environment changes and challenges; consistent CSR engagement signals that the firm attends
to public and stakeholder interests (Le, 2023). The influence of CSR applies not only to
external stakeholders but must also be applied fairly to employees and internal parties; the
good reputation generated by CSR increases the trust of both stakeholders and employees
(Bilal & Saif, 2022). Further research shows that CSR has a positive direct effect on the
reputation of firms regarded as socially responsible, and that CSR strengthens a firm’s
positive image and customer loyalty, which in turn improves its reputation in the market
(Islam et al, 2021). Based on this empirical evidence, firms that are consistent in
implementing CSR tend to be viewed positively and gain greater stakeholder trust.
Accordingly, the proposed hypothesis is:

H1: Corporate Social Responsibility has a positive effect on Corporate Reputation.
Product and Service Quality and Corporate Reputation

In business, product and service quality is considered an important factor in building a
good reputation, because high-quality products and services create positive perceptions and
customer satisfaction (Correia Maia et al., 2023). Customers tend to evaluate a firm not only
by the products or services they receive but also by the way the firm delivers that quality
(Manohar et al., 2020). Consistent experiences of high quality, in both product and service
aspects, reinforce customers’ positive perceptions of the firm (Song et al, 2019). Prior
research indicates that product and service quality can be a key determinant of corporate
reputation: customers build positive perceptions of a firm’s reputation when they are satisfied
with the quality of the products offered, supported by professional, friendly, and responsive
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service (Hadi & Indradewa, 2019). Firms that consistently produce quality products and meet
customer needs have a greater chance of building a strong reputation, since customers tend to
associate a good reputation with firms able to meet and adapt effectively to changing market
needs (Bilal & Saif, 2022). Based on this, the proposed hypothesis is:

H2: Product and Service Quality has a positive effect on Corporate Reputation.

National culture has a direct influence on the formation and perception of corporate
reputation by various stakeholders. National culture refers to the set of values, norms, beliefs,
and other elements formed within a particular society, which provide standards for perception,
interpretation, communication, and behavior (Pérez-Cornejo et al, 2023). Differences in
national culture create different evaluation standards for firms, so reputation perceptions can
vary depending on the cultural context in which a firm operates (Damberg et al., 2024). Based
on Hofstede’s cultural framework, dimensions such as individualism-collectivism, power
distance, masculinity-femininity, and uncertainty avoidance shape stakeholders’ expectations
of corporate behavior and ethical standards (Pérez-Cornejo et al., 2023). In collectivist
cultures, for example, corporate reputation is determined more by contributions to community
welfare and harmonious social relations, whereas in individualist cultures reputation is more
influenced by performance achievement and product innovation (Damberg et al., 2024). In
cultures with high uncertainty avoidance, corporate reputation depends heavily on
transparency, consistency, and regulatory compliance, while cultures high in masculinity tend
to value firms that demonstrate competitive strength and financial success. Thus, national
culture not only moderates the relationship between corporate practices and reputation but
also directly shapes the foundation for evaluating corporate reputation in the public eye.
Accordingly, the proposed hypothesis is:

H3: National Culture has a positive effect on Corporate Reputation.

In the context of CSR, national culture can mfluence how stakeholders evaluate a firm’s
social actions (Siregar & Hermawan, 2023). Prior literature treats national culture as a force
that shapes how stakeholders perceive and evaluate firms. To understand how national culture
influences CSR, ecarlier studies have frequently used HofStede’s cultural framework, covering
Power Distance, Individualism versus Collectivism, Masculinity versus Femininity, and
Uncertainty Avoidance. Overall, different national-cultural factors can affect the strength of
the relationship between CSR and corporate reputation (Bilal & Saif, 2022; Pérez-Cornejo et
al., 2023). Therefore, this hypothesis proposes:

H4: National Culture moderates the relationship between Corporate Social Responsibility and
Corporate Reputation.

National culture shapes how consumers view and evaluate the product and service
quality firms provide (Ashraf, 2021). Prior research indicates that national culture influences
how consumers interact with and evaluate service providers. This is highly relevant in the
hotel industry, where national culture can shape perceptions of the service quality delivered.
Hofstede defines uncertainty avoidance as a cultural tendency to avoid uncertainty: cultures
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low in uncertainty avoidance tend to be more flexible and more open to unpredictable service
or lower standards, whereas cultures high in uncertainty avoidance demand greater reliability
and stability in service. Besides uncertainty avoidance, another cultural dimension that
moderates the relationship between service quality and corporate reputation is individualism-
collectivism: individualist cultures emphasize individual achievement and personal autonomy,
while collectivist cultures prioritize social relationships and group cohesion (Ashraf, 2021).
By understanding the role of culture, firms can more precisely design service strategies that
match the needs and expectations of consumers from diverse cultural backgrounds (Shi &
Veenstra, 2021). Therefore, this hypothesis proposes:

H5: National Culture moderates the relationship between Product and Service Quality and
Corporate Reputation.

Based on the theories and prior findings described above, this study develops a
conceptual model explaining the effect of CSR and PSQ on corporate reputation, with
national culture as a moderating variable. The model illustrates the direct relationships of
CSR and PSQ with CR, as well as the indirect relationships moderated by NC (Figure 1).

National Culture
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Figure 1. Conceptual research model

RESEARCH METHOD

The research method is the approach used to collect, search for, or obtain the data
required in preparing a scientific work (Rustamana et al., 2024). This study uses a quantitative
approach to analyze the relationships among Corporate Social Responsibility (CSR), Product
and Service Quality (PSQ), and Corporate Reputation (CR), with National Culture (NC) as a
moderating variable. This approach was chosen because it is suitable for testing relationships
among Vvariables using numerical data and multivariate statistical methods. The population of
this study comprises individuals working as employees of international hotels in the city of
Batam. The international-hotel context was chosen on the consideration that a more structured
and directed vision, mission, and business-operation execution enable these firms to focus on
developing product and service quality, to recognize the importance of CSR implementation,
and to attend to long-term reputation, all of which are relevant to this study.

A non-probability technique, purposive sampling, was used to select respondents based
on specific criteria relevant to the research objectives (Barik et al., 2020; Radandima et al.,

The Impactof CSR and Product& Service Quality on... - 06034
Yandi Suprapto et al



JURNAL ECONOMINA 5 (8) 2026 doiorg/10.55681/economina.v5i8.3962

2020). The respondent criteria were individuals working at five-star or international hotels
operating in Batam who had worked there for at least one year. The minimum one-year tenure
criterion was set to ensure that respondents had adequate understanding of the organizational
culture and CSR practices. Data were collected via Google Forms using a structured
questionnaire consisting mostly of selectable options. Data collection took place from
December 2025 to January 2026. The indicators used to measure each construct, together with
their codes and source references, are presented in Table 3. The questionnaire used a 1-4
Likert scale: 1 (strongly disagree), 2 (disagree), 3 (agree), and 4 (strongly agree) (Angela &
Kesumahati, 2023). The use of an even-numbered Likert scale aims to reduce respondents’
tendency to choose neutral answers (central tendency bias) and to encourage more decisive
attitudes toward each statement, consistent with methodological guidance in the attitude-
measurement literature (Nor Roselidyawaty Mohd Rokeman, 2024). In determining sample
size, this study applied the 10-times rule set out in A Primer on Partial Least Squares
Structural Equation Modeling (PLS-SEM) (Hair et al, 2022), under which the minimum
sample equals ten times the largest number of structural paths directed at any single construct.
In this model, Corporate Reputation receives the most paths (five, including the two
interaction terms), giving a minimum required sample of 50 respondents. Because the 10-
times rule provides only a rough approximation of sample-size requirements in PLS-SEM, it
should be noted that the 261 respondents obtained far exceed this threshold and power-based
recommendations, providing ample statistical power for the analysis.

RESULT AND DISCUSSION
Respondent Demographic Characteristics

This study involved 261 respondents working in the international hotel industry in
Batam. Demographic analysis was conducted to describe the basic characteristics of
respondents that may influence their perceptions of the study variables (CSR, PSQ, NC, and
CR). Based on the data recap, the majority of respondents were female (55.2 percent), with
senior/vocational high school graduates forming the largest education group (62.1 percent)
and the 18-27 age range predominating (62.8 percent), generally early productive age. By
occupation, most respondents were students (46.7 percent), while respondent income was
dominated by the group earning below IDR 5 million (49.6 percent) and IDR 5-10 million
(41.8 percent), indicating a predominance of middle-economic groups in this study’s
population. The descriptive statistics for these characteristics are summarized in Table 1.

Table 1. Respondent Demographic Profile

Variable Category Frequency %
Gender Male 117 44.8
Female 144 55.2
Education Junior High School 6 2.3
Senior/\VVocational High School 162 62.1
Diploma 45 17.2
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Variable Category Frequency %
Bachelor 44 16.9
Master 4 1.5
Age 18-27 years 164 62.8
28-43 years 90 34.5
44-50 years 5 1.9
Above 50 years 2 0.8
Occupation Student 122 46.7
Entrepreneur 61 23.4
Private employee 76 29.1
Civil servant 2 0.8
Income (IDR) < 5,000,000 129 49.6
5,000,000-10,000,000 109 41.8
> 10,000,000 22 8.4
Source: Processed SPSS Data (2026)
Table 2. Descriptive Statistics
N Min Max Mean Std. Dev.
Gender 261 1 2 1.55 0.498
Age 261 1 4 1.41 0.572
Education 261 1 5 2.53 0.853
Occupation 261 1 4 1.84 0.875
Income 261 1 3 1.59 0.643
Valid N 261
Source: Processed SPSS Data (2026)
Table 3. Research Variable Indicators
Variable Code Indicator Source
Corporate CR1 The company is responsible toward its (Latif et al,
Reputation surrounding environment. 2020)
(Dependent) CR2 The company is regarded as a highly (Le, 2023)
professional organization.
CR3 The company continually expands its (Latif et al,
business and consistently gains customers.  2020)
CR4 Customers see the company as one that (Le, 2023)
consistently grows and develops.
CR5 The company has a good reputation. (Latif et al,
2020)
Corporate CSR 1 Leadership shows strong concern for (Latif et al,
Social ethical and moral values. 2020)
Responsibility CSR2 The company makes CSR commitments (Latif et al,
(Independent) that positively affect customers. 2020)
CSR3 The company offers products/services that (Le, 2023)
meet consumer needs and societal
demands.
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Variable Code Indicator Source
CSR4 The company is committed to positive (Bianchi et al.,
contributions to the community 2019)
(fundraising, events, etc.).
CSR5 The company conducts positive activities (Bianchi et al.,
involving local community organizations. 2019)
Product & PSQ1 The company is well organized so (Latif et al,
Service Quality customers easily obtain good service when 2020)
(Independent) needed.
PSQ2 The company offers high-quality (Swoboda &
products/services. Batton, 2019)
PSQ3 The company’s staff show attentiveness to (Song et al,
customers. 2019)
PSQ4 The company’s products/services are (Konuk, 2019)
visually appealing.
PSQ 5 The company delivers excellent service (Abdulwasiu,
performance  with  consistent  product 2024)
quality.
National NC1 The company prioritizes team success over (Elrayah, 2023)
Culture individual success.
(Moderating) NC2 | prioritize bonding with colleagues to (Elrayah, 2023)
solve work problems through joint
discussion.
NC3 | prefer to rely on myself rather than (Elrayah, 2023)
others.
NC4 My personal identity is very important to (Elrayah, 2023)
me.
NC5 It is important to me to do my work better (Elrayah, 2023)
than others.
Source: Author-compiled from cited studies
Table 4. Common Method Bias: Total Variance Explained (Harman’s Single Factor)
Factor Initial Eigenvalues Extraction Sums of Squared
Loadings
2-4(I)5-7  Total % of Var.  Cum, Total % of Var. Cum. %
%
1 2.484 35.484 35.484 1.964 28.062 28.062
2 1.119 15.988 51.471
3 0.966 13.801 65.272
4 0.936 13.364 78.637
5 0.582 8.310 86.947
6 0.481 6.873 93.820
7 0.433 6.180 100.00
0
Source: SmartPLS 4
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Table 5. Common Method Bias: SmartPLS Outer VIF

Construct
Corporate
Reputation

Corporate

Social

Responsibility

Product & Service

Quality

National Culture

NC x CSR
NC x PSQ

Indicator
CR 1
CR 2
CR 3
CR 4
CR 5
CSR 1
CSR 3
CSR 4
CSR 5
PSQ 1
PSQ 2
PSQ 4
PSQ 5

NC 1

NC 2
NC_4

NC 5

NC x CSR
NC x PSQ

VIF

1.325
1.537
1.351
1.673
1.534
1.177
1.179
1.387
1.524
1.318
1.335
1.291
1.434
1.287
1.324
1.297
1.316
1.000
1.000

Source: SmartPLS 4

Table 6. Outer Loadings, Cronbach’s Alpha, Composite Reliability, and AVE

Latent Variable  Item Outer Cronbach’s « CR(p,) AVE
Loading

Corporate CR 1 0.650 0.769 0.845 0.523
Reputation CR 2 0.758

CR_3 0.651

CR 4 0.789

CR 5 0.755
Corporate Social CSR_1 0.674 0.669 0.800 0.501
Responsibility CSR_3 0.690

CSR 4 0.689

CSR 5 0.775
Product & PSQ 1 0.739 0.711 0.822 0.536
Service Qualty  PSQ 2 0.722

PSQ_4 0.702

PSQ_5 0.764
National Culture NC_1 0.684 0.679 0.806 0.509

NC 2 0.737

NC_4 0.706

NC_ 5 0.725

Source: SmartPLS 4
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Table 7. Cross Loadings

Item CR CSR NC PSQ NCxXCSR NCxPSQ
CR 1 0.650 0.396 0.455 0.438 -0.276 -0.291
CR_2 0.758 0.407 0.533 0.469 —0.332 —-0.372
CR_3 0.651 0.369 0.442 0.377 -0.229 —0.290
CR 4 0.789 0.438 0.587 0.518 —0.310 —0.375
CR.5 0.755 0.460 0.503 0.488 —-0.407 —0.434
CSR_1 0.425 0.674 0.414 0.378 —0.272 —0.292
CSR_3 0.451 0.690 0.358 0.383 —0.319 —0.330
CSR 4 0.330 0.689 0.324 0.340 —0.257 -0.317
CSR 5 0.394 0.775 0.400 0.354 —0.293 —0.344
NC_1 0.455 0.407 0.684 0.436 —0.253 —-0.314
NC_2 0.536 0.407 0.737 0.509 —0.326 —0.389
NC_4 0.490 0.329 0.706 0.331 —0.303 —0.336
NC_5 0.514 0.378 0.725 0.317 -0.169 —-0.182
PSQ_1 0.498 0.305 0.437 0.739 —0.323 —0.325
PSQ_2 0.445 0.410 0.340 0.722 -0.327 —0.309
PSQ_4 0.453 0.430 0.442 0.702 —0.359 —0.351
PSQ_5 0.467 0.379 0.415 0.764 —0.339 —0.350
NCXCSR —-0.450 —-0406 —-0.369 —-0460 1.000 0.920
NCxPSQ —0.491 —-0454 —-0.428 —0.456 0.920 1.000

Source: SmartPLS 4
Table 8. Discriminant Validity: Fornell-Larcker Criterion

CR CSR NC PSQ
Corporate Reputation (CR) 0.723
Corporate Social Resp. (CSR) 0.574 0.708
National Culture (NC) 0.701 0.533 0.713

Product & Service Quality (PSQ) 0.637 0.518 0.559 0.732
Source: SmartPLS 4

Table 9. Discriminant Validity: Heterotrait-Monotrait Ratio (HTMT)

CR CSR NC PSQ NCXCSR NCXxPSQ
Corporate Reputation

Corporate Social Resp. 0.787
National Culture 0.965 0.784
Product & Service Quality 0.857 0.748 0.802
NC x CSR 0.513 0.492 0.447 0.546
NC x PSQ 0.557 0553 0519 0.541 0.920
Source: SmartPLS 4. HTMT(NC«+>CR) = 0.965 > 0.90; defend via conceptual proximity (see
Limitations).
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Table 10. Coefficient of Determination (R?)

Latent Variable R? R? Adjusted
Corporate Reputation 0.612 0.604
Source: SmartPLS 4

Table 11. Direct and Moderation Effect Test Results

Path B (O) T-Statistic P-Value  Result
H1 CSR—-CR 0.160 2.963 0.003 Significant
H2 PSQ -» CR 0.269 4.311 0.000 Significant
H3 NC - CR 0.415 6.977 0.000 Significant
H4 NC x CSR—>CR 0.002 0.041 0.967 Not Significant
H5 NC x PSQ - CR —0.057 0.964 0.335 Not Significant

Source: SmartPLS 4

Table 12. Model Fit: Standardized Root Mean Square Residual (SRMR)

Saturated Model Estimated Model
SRMR 0.082 0.080
Source: SmartPLS 4

Common Method Bias

Common Method Bias (CMB) was assessed using two approaches. First, Harman’s
Single-Factor Test via SPSS was used to detect possible bias arising from the use of a
common data-collection method. As shown in Table 4, the first factor explains only 35.484
percent of the total variance based on the Initial Eigenvalues, and 28.062 percent based on the
Extraction Sums of Squared Loadings. This value is far below the 50 percent threshold
established by Podsakoff et al. (2003) as an indicator of common method bias (Podsakoff et
al, 2024), so the data can be considered free of CMB. Second, a full-collinearity assessment
using the Variance Inflation Factor (VIF) was conducted in SmartPLS 4 (Table 5). All
indicator VIF values are relatively low: Corporate Reputation indicators range from 1.325 to
1.673, CSR indicators from 1.177 to 1.524, Product and Service Quality indicators from 1.291
to 1.434, and National Culture indicators from 1.287 to 1.324, while the interaction constructs
each have a VIF of 1.000. According to Kock (2021), a VIF < 3.3 indicates that the data are
free of common method bias under the full collinearity approach. Accordingly, the data are
free of common method bias and multicollinearity and are suitable for further analysis.

Measurement Model: Reliability and Validity

Construct validity and reliability were evaluated through three main criteria: outer
loadings, Composite Reliability, and Awverage Variance Extracted (AVE), as presented in
Table 6. Indicators CSR_2, NC_3, and PSQ_3 were removed from the model because their
outer loadings fell below the 0.60 threshold; the remaining indicators were retained. All
constructs show Composite Reliability above the 0.70 minimum recommended for PLS-SEM,
indicating good internal reliability. Convergent validity, assessed through AVE, is met for
every construct, with AVE values of 0.523 (Corporate Reputation), 0.501 (Corporate Social
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Responsibility), 0.536 (Product and Service Quality), and 0.509 (National Culture), each
exceeding the 0.50 criterion (Hair & Alamer, 2022). Thus, each construct explains more than
50 percent of the variance in its indicators, and the measurement model meets the reliability
and convergent-validity requirements for proceeding to the structural-model evaluation.

Discriminant validity was first examined through cross loadings (Table 7), where each
indicator loads most strongly on the construct it is intended to measure, confirming that the
indicators adequately represent their respective constructs. It was further evaluated using the
Fornell-Larcker criterion (Table 8), in which the square root of AVE for each construct
exceeds its correlations with other constructs, satisfying the criterion. Finally, the Heterotrait—
Monotrait ratio (HTMT) was examined (Table 9). Most HTMT values fall below the
recommended threshold of 0.85 (or a maximum of 0.90 for conceptually close constructs;
(Roemer et al, 2021)). One pair, National Culture and Corporate Reputation, shows an
HTMT of 0.965, above 0.90. Following Sarstedt et al. (2022), discriminant validity should not
be judged mechanically against a single numerical threshold but should also consider the
conceptual proximity of the constructs. In this study, both National Culture and Corporate
Reputation are perception-based constructs evaluated within the same service-organization
context, so their high HTMT reflects conceptual closeness rather than a failure of discriminant
validity, provided it is supported by clear theory and the other validity tests. Overall, the
measurement model is judged to meet discriminant-validity criteria and is suitable for
structural analysis.

Structural Model

The coefficient of determination (Table 10) shows an R? of 0.612 for Corporate
Reputation, with an adjusted R? of 0.604. Following the interpretation of Hair and Alamer
(2022), an R? of 0.612 falls in the strong category for social and management research,
indicating that 61.2 percent of the variation in Corporate Reputation is explained by the
predictor constructs (CSR, PSQ, and NC). The model-fit indices further support the model:
the Standardized Root Mean Square Residual (SRMR) is 0.080 (estimated) and 0.082
(saturated), at or marginally above the 0.08 benchmark (Hu & Bentler, 1999; Hair et al,
2019), indicating an acceptable, if borderline, model fit (Table 12). Model evaluation rests on
construct validity and reliability, R?, and the significance of the structural paths.

The hypothesis-testing results (Table 11) show that the three direct effects (CSR, PSQ,
and National Culture on Corporate Reputation) are significant, with p < 0.05 and T-statistics
above 1.96. However, National Culture does not significantly moderate the relationships of
CSR or PSQ with Corporate Reputation, indicating that national culture is not yet strong
enough to strengthen or weaken the effects of these variables in the context of hotel firms in
Batam. Even so, this finding contributes by delineating the boundaries of cultural influence in
a region whose respondent diversity may not be very high.

Hypothesis Analysis
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H1: CSR affects Corporate Reputation. The test yields a T-statistic of 2.963 and a p-value of
0.003, meeting the significance criteria (T > 1.96, p < 0.05); H1 is accepted. CSR is thus
shown to have a positive and significant effect on Corporate Reputation: when a firm is active
in social activities, cares for the environment, and upholds business ethics, the public tends to
form more positive perceptions of it. This confirms prior research (Javed et al.,, 2020; Islam et
al, 2021) showing that CSR significantly enhances positive public perception, strengthens
trust, and builds a good image. CSR by hotels in Batam, such as involvement in social or
environmental activities, is likely a key consideration in shaping corporate reputation among
local communities and employees.

H2: Product and Service Quality affects Corporate Reputation. With a T-statistic of 4.311 and
a p-value of 0.000 (T >1.96, p <0.05), H2 is accepted. In service sectors such as
hospitality, customer experience is strongly shaped by service quality; fast, friendly, and
consistent service creates positive perceptions that ultimately strengthen reputation. This
reinforces prior studies (Correia Maia et al, 2023; Song et al, 2019) finding that service
quality affects corporate image and reputation, particularly in service sectors. In Batam,
international hotels compete on premium service as a key differentiator, making service
quality a determining factor in business reputation.

H3: National Culture affects Corporate Reputation. With a T-statistic of 6.977 and a p-value
of 0.000 (T > 1.96, p < 0.05), H3 is accepted. National Culture has a positive and significant
effect on Corporate Reputation, indicating that cultural values embedded in individuals,
tendencies toward cooperation, collective orientation, and how individuals view identity and
social relationships at work, can shape perceptions of corporate reputation. In the context of
international hotels in Batam, work culture and social interaction among employees may
influence how professionally and credibly the firm is perceived, affecting overall reputation.
H4: National Culture moderates the CSR-Corporate Reputation relationship. With a T-
statistic of 0.041 and a p-value of 0.967, neither criterion is met; H4 is rejected. National
Culture does not strengthen or weaken the relationship between CSR and Corporate
Reputation. This differs from Erigat et al. (2024), who found that national culture can
strengthen the effect of CSR in the financial sector. In the international-hotel context in
Batam, however, the universal nature of CSR standards may minimize cross-cultural
differences in perception, as many hotels adopt global CSR values and procedures; combined
with Batam’s multicultural work environment and globalization, residents become
increasingly accustomed to universal norms, weakening the effect of local cultural values on
CSR perception.

H5: National Culture moderates the Product and Service Quality—Corporate Reputation
relationship. With a T-statistic of 0.964 and a p-value of 0.335, far from the significance
threshold, H5 is rejected. The interaction between Product and Service Quality and National
Culture does not significantly affect Corporate Reputation. This may stem from the
international hotel industry’s tendency to apply globally standardized and consistent service
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systems, so cultural differences do not greatly affect how customers judge reputation from the
service side. This is not aligned with Ashraf (2021), who noted that national culture can
influence service-quality expectations, especially around values such as uncertainty avoidance
and collectivism; yet in Batam, a border and multicultural region, local cultural influence may
weaken as people are more open to international standards.

Managerial Implications

The findings offer several practical guidelines for managers of international hotel
chains in Batam and comparable cross-cultural markets. First, because Corporate Social
Responsibility and Product and Service Quality both exert a positive and significant effect on
Corporate Reputation, management should treat consistent CSR engagement and continuous
service-quality improvement as core, long-term reputation-building strategies rather than
occasional programs. Investing in social and environmental initiatives, business ethics, and
responsive, professional service directly strengthens how stakeholders perceive the firm.
Second, since National Culture influences reputation directly but does not significantly
moderate the CSR-reputation or PSQ-reputation relationships, managers of international
hotels can apply globally standardized CSR and service-quality systems with confidence:
reputational returns from these practices hold across cultural backgrounds and do not require
heavy country-by-country customization. At the same time, sensitivity to local values and
social engagement remains worthwhile because national culture shapes the baseline against
which reputation is judged. Taken together, hotel managers should prioritize dependable CSR
and service excellence as universal drivers of reputation while remaining attentive to the local
cultural context in which they operate.

CONCLUSION

This study evaluated the effect of Corporate Social Responsibility (CSR) and Product
and Service Quality (PSQ) on Corporate Reputation (CR), considering the moderating role of
National Culture (NC) in the context of international hotels in Batam. The analysis shows that
CSR, PSQ, and NC have a positive and significant effect on Corporate Reputation, so that
strengthening CSR implementation, product and service quality, and an understanding of
national culture all contribute to reinforcing corporate reputation. However, National Culture
was not shown to moderate the relationships of either CSR or PSQ with Corporate
Reputation. These findings enrich the literature on corporate reputation in the hotel industry
and offer a practical message for hotel management: emphasize CSR and service-quality
improvement consistently to build a strong corporate reputation in the eyes of cross-cultural
stakeholders.

This study has limitations that also point to future research. First, respondents were
hotel employees, whereas corporate reputation is conceptually an external, stakeholder-facing
construct; respondents were treated as internal stakeholders who help shape and transmit
reputation, but future research should triangulate with customers and the wider public.
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Second, the discriminant validity between National Culture and Corporate Reputation was
borderline (HTMT = 0.965), reflecting the conceptual proximity of two perception-based
constructs; future studies could refine the National Culture measures or adopt established
Hofstede-based scales. Third, the single-city, purposive sample limits generalizability; multi-
city or cross-country designs would allow a stronger test of the cultural moderation that was
not detected here.
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