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Many companies’ rapid development has come at the cost of economic and social responsibility (CSR) has become a constant concern among business managers purely because business are evaluated on social and environmental performance as well as products and financial performance (Barchiesi and colladon 2021; Nirino et al., 2021 Rhou et al., 2016). CSR implementation and reporting has been significantly increased in volume (Boiral and Heras-saizarbitoria 2020; Brogi and Lagasio 2019; (Gamerschlag et al., 2011). The increase in consumers awareness towards the effects of externalities of the human activities on eco system and human health (Chen 2020). The whole concept of CSR was for businesses to be responsible enough, so they contribute to social and environmental goals willingly without the government’s intervention (Gjolberg 2009; Branco et al., 2018). Restaurants and hotels create many problems like air pollution, waste and loss of biodiversity [1,2,3,4]. Food has been estimated 26% contribution to global GHG emissions [5] this is expected to grow with the world’s population increasing. Media, NGOs, stakeholders and customers need food chains to express their social environmental problems. Obesity epidemic has been blamed on food chains for promoting malnutrition in food that have high sodium, sugar and fat, food chain has also been accused of targeting children, reports show 12 out of 3039 childrens meals meet nutrition criteria. 

In a restaurant there are many roles and responsibilities and staff that all work as a team to fulfil their duties, each staff do have their own duties but, in my opinion, a successful restaurant is when all the staff managers get along work as a team help each other. If one person has fallen behind with their assigned duty then get together and get the job done, and restaurants can be busy stressful place so working together helping each other is the best way forward. To me this is very satisfying working in a team helping my colleagues or when I need help them helping me and together getting the job done, plus the customers are happy as they are getting the best service on time from staff that they can clearly see are getting along very well. When customers receive good service, they will return to the restaurant. The majority of people that dine out most frequently are in the U.S (Kim & Ham 2016). Over 100 million restaurants (NRA, 2019). An estimated toral sales in the U.S restaurant in 2019 was estimated at $863 billion in comparison to 2000 which was $379 billion (NRA 2019). Most people eating away from home increased as well as desire for healthy diet. In accordance with national restaurant association 61% consumers have said they opted for healthy options when ordering at restaurants then the last two years before (NRA2019). The rise of obesity and diabetes has meant restaurants are compelled to take responsibility to what is offered on the menu. A lot of restaurants do offer nutritional information on the menus for customer conveniency this is in response to customers that have concerns for health, so can enjoy away from home (Hartmann, 2011).

Past studies have shown positive results when restaurants have disclosed nutritional information on the menus meaning customers have confidence in the food choices (Auchincloss et al., 2013; Yoon & George 2012). The customers are appreciating the quality of information that is provided on the menu (Bouranta et al., 2019). 

In my opinion a restaurants menu is crucial as this is the first contact of information that the restaurant is offering to diners, so brief nutritional information is crucial for customers especially now health issues are on the rise and customers can eat with confidence, how many calories etc are in what so straightaway gives them an option to choose which item to go for and how long to workout they need to do the following day. CSR from a business management standpoint, if hospitality businesses adopt and implement CSR activities, they may gain a competitive advantage because rivals who have a poor reputation in terms of society and the environment may find it difficult to build and maintain trust with their clients (Schoefer et al., 2019; wei et al., 2018). Since consumers cannot verify the products before consuming them, the consumption of hospitality products can be a speculative investment with a high level of risk. Therefore, trust is so important in the hospitality industry are characteristic of hospitality products is uncertainty about quality before being experienced (Taheri et al., 2019). Consumers may believe that hospitality businesses participating in CSR projects are more trustworthy and reputable then other businesses, which could persuade them to choose those.
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