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Abstract: In recent years, there has been an increase in awareness regarding the sustainable use of
water across various industries, including the gastronomic sector. Therefore, the objective of this
study was to determine the impact of corporate social responsibility on environmental awareness,
moral commitment, corporate image, and the intention of gastronomic SMEs to make proper use of
water. To achieve this, 354 surveys were conducted with restaurant entrepreneurs in Santiago,
Chile, and a PLS-SEM model was applied for data analysis. Among the results, it is noteworthy that
social responsibility had a greater effect on ecological awareness as well as on the intention to care
for water. These findings reflect the importance of water conservation by entrepreneurs and their
employees, as they are more directly involved in managing this resource.

Keywords: SMEs; sustainable use of water; consumer economy; ecological conscience

1. Introduction

Today, companies emphasize the importance of adopting some or all of the Sustainable
Development Goals (SDGs) from the 2030 Agenda, structured into 169 targets and 231 indicators
established in 2015 (Munasinghe, 2012; Wu et al., 2021). This agenda promotes, over the next seven
years, efforts across three strategic pillars: economic growth and development, social development,
and the care and development of natural resources. Member States of the United Nations have firmly
expressed their commitment to working strategically and adopting a transformative approach to the
goals, abandoning old practices where some nations provided aid while others received it
conditionally. Instead, the focus is on creating development opportunities that involve all countries.

For this research, attention is directed toward SDG 6, which aims to ensure the availability and
sustainable management of water and sanitation for all. Companies play a critical role in this regard,
as they must responsibly manage water resources used in the creation, production, and distribution
of their goods and services. They are also expected to promote and facilitate improved water
management across their value chains and invest in education and innovation on this subject (Wu et
al., 2021).

There is a pressing issue with the proper management of water resources. Global researchers
reflect on the relationship between water usage and sustainability, highlighting it as a current ethical
challenge. Water is a finite resource, essential for human life and ecosystem functioning, making it a
fundamental bioethical and abiotic value (Garcia-Novo, 2012).
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Therefore, this study aims to determine how corporate social responsibility (CSR) impacts
environmental awareness, moral commitment, and corporate image among gastronomic SMEs, as
well as their water use practices. The research offers significant contributions to academics,
professionals, and policymakers. Furthermore, it evaluates the positive effects of water use in Chilean
restaurant SMEs—a country already experiencing a water crisis that urgently demands solutions for
better water resource management (Garreaud et al., 2020). No prior studies have examined the
constructs presented together within a theoretical model or explored the relationships among these
dimensions.

The research is structured as follows: an overview of the current situation of SMEs in Chile, a
literature review supporting the formulated hypotheses detailing each studied construct and its
relationships with other dimensions, a methodological analysis through a quantitative study, key
results, and finally, conclusions, discussions, and future research directions for interested
stakeholders.

2. Contextual Framework

According to the World Resources Institute study from the United Nations Global Compact
(2021), 17 out of 164 countries, which together account for a quarter of the world’s population, face
water stress. Part of the Latin American continent ranks in medium-high, medium-low, and low
categories, while areas with extremely high water stress occur when water demand exceeds available
supply (Ferasso et al., 2021; Muiiiz, 2021). In this report, Chile ranks 18th globally under the category
of "high water stress,” making it the most water-stressed country in Latin America. The report also
highlights that the situation is particularly critical in specific areas, such as the Metropolitan and
Atacama regions, where water availability is severely limited, and demand continues to rise due to
population and economic growth.

Chile has experienced an uninterrupted and severe drought since 2010, with average rainfall
deficits of 20-40% (Direccion General de Aguas, 2022). This megadrought affects a vast area,
particularly in the central region, causing negative impacts on water availability, vegetation, and an
increase in forest fires, which have led to significant social and economic repercussions (Garreaud et
al., 2020). Moreover, water use issues in this region stem from decades of low environmental
awareness and poorly managed moral commitment, resulting in legal appropriation challenges,
inefficient management, overexploitation, and contamination of freshwater and groundwater
reserves. These factors have exacerbated water stress and degraded water-related ecosystems, further
affecting human health, economic activities, and the supply of food and energy (Franchini &
Evangelista, 2022).

Regarding sustainable water use, a study conducted between 2018 and 2022 by the Sustainability
and Climate Change Agency and the Ecology and Development Foundation (2022) in Chile's
Metropolitan Region revealed that a bar or restaurant can consume 130 liters per seat per day, while
a café can consume 500 liters per table per day, and a restaurant 145 liters per seat per day. The
gastronomy industry in the Metropolitan Region uses approximately 30 liters of water per customer
on average. Currently, there are 8,500 food establishments in Santiago, representing a 13.3% growth
compared to the previous year when the figure stood at 7,500.

In terms of types of cuisine, fast food dominates with 24.4%, followed by sandwich-specialized
venues at 23.6%. Other significant categories include homemade food (15%), cafés (13%),
sushi/Chinese cuisine (15%), and other international gastronomy, which accounts for 10% of all
establishments (Zomato Gastronomic Network, 2022).
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2.1. Corporate Social Responsibility (CSR)

According to the literature, CSR involves issues related to legal compliance, corporate
governance, community, workers' rights, environmental suitability, welfare practices, philanthropy,
and market relations by companies (Jabeen et al., 2023; Pfajfar et al., 2022). It is important to note that
CSR has developed with the purpose of encouraging companies to consider environmental and
sustainability issues, bringing them closer to the Circular Economy (CE) approach, which is based on
the reuse and renewal of materials or products to continue production sustainably or in an
environmentally respectful way. It also relies on the principles of reducing, reusing, and recycling
(3R) (Jabeen et al., 2023).

According to Kim (2023), companies that apply CSR are positively valued by their customers
and, in turn, significantly impact their attitudes and intentions regarding sustainable behaviors.
Likewise, CSR influences companies' image significantly, as customers value companies committed
to CSR (Kim, 2023). Therefore, to predict specific behaviors related to environmental care, the NAM
(Norm Activation Model) proposed by Schwartz (1977) was used. This model is applied because it
assumes that humans are rational beings, not solely guided by individual internal norms (Y. H. Kim,
2023; H.-H. Park et al., 2017), and is used when the research focuses on predicting behaviors related
to the psychological state, as presented in this research.

2.2. CSR and the Intention for Sustainable Water Use

Regarding behavioral intention, previous studies mention that intention is related to people's
actual behavior (Miiller-Pérez, Garza-Muniz, et al., 2022). Regarding sustainability intentions, it plays
a key role in predicting sustainable behaviors (Patak, Branska & Pecinova, 2021). In fact, Tao, Lin,
and Khan (2022) mention that when a company communicates its CSR activities to customers, they
show more intention to engage in pro-environmental behavior. Likewise, Han et al. (2020) state that
CSR actions contribute significantly to improving a company's reputation, leading customers to have
better attitudes and showing an intention to support environmental activities. In this literary context,
CSR can be seen as a set of company policies and practices that go beyond legal requirements or profit
motives (Abad-Segura, Cortés-Garcia, & Belmonte-Urefia, 2019). It is also considered essential for
SMEs in the gastronomic sector to meet environmental and social demands and improve their
competitiveness (Ali et al., 2022; Sarkar & Searcy, 2016). Based on this, the following hypothesis is
derived:

H1: Corporate social responsibility has a positive effect on the intention for sustainable water use in
gastronomic SMEs.

2.3. CSR and Environmental Awareness

Regarding CSR and its relationship with environmental awareness, this has often been
misunderstood, as environmental awareness is focused on a macro level compared to CSR, which
focuses at the industry level (Dyllick & Muff, 2016; Tao et al., 2022). In fact, environmental awareness
is the knowledge a person has about environmental issues (Miiller-Pérez et al., 2022). Tao et al. (2022)
demonstrated that CSR was significantly related to business awareness in Taiwan. Similarly, Newton
et al. (2015) stated that environmental awareness has a positive impact on the relationship between
external ecological rankings and corporate awareness of sustainability. Therefore, the following
hypothesis is derived:

H2: CSR has a positive effect on environmental awareness in gastronomic SMEs.

2.4. CSR and Moral Commitment

According to Miiller et al. (2021), moral commitment occurs when a person engages in a specific
act and may feel either proud or guilty. As Ajzen (1991) mentions, a person may feel committed to
acting in a certain way by taking actions in favor or against certain circumstances. Regarding CSR
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and its influence on moral commitment, it has been shown that promoting social and environmental
behavior emphasizes the moral commitments of ethical consumers and appeals to their altruistic
moral emotions to encourage ethical consumption (Hwang & Kim, 2018). Likewise, Golob et al. (2019)
demonstrated a direct relationship between CSR and moral commitment to engaging in
environmental care activities. Therefore, the following hypothesis is derived:

H3: Corporate social responsibility has a positive effect on the moral commitment of gastronomic
SMEs.

2.5. CSR and Corporate Image

According to Chen et al. (2021), corporate image is characterized by reactions to the amount of
trust, confidence, concepts, and thoughts that communities have towards a corporation's direction.
Previous studies have shown that companies reflecting concern for the common good, especially for
environmental care, enhance their corporate image in the market they aim to penetrate, as seen in
Kim et al.'s (2017) study in the hospitality field. Similarly, a study by Chen et al. (2021) confirmed that
CSR significantly impacts corporate image in Pakistan's hotel industry. Likewise, Park, Lee, and Kim
(2014) confirmed that socially responsible companies reflected a positive image to young consumers
in South Korea. Therefore, the following hypothesis is derived:

H4: CSR has a positive effect on the corporate image of gastronomic SMEs.

2.6. Environmental Awareness and Intention for Sustainable Water Use

Environmental awareness involves understanding that natural resources are finite and should
be cared for and used responsibly and sustainably (Miiller-Pérez et al.,, 2022). From a business
perspective, this can include reducing energy and water consumption, managing waste properly,
conserving biodiversity, and promoting sustainable practices in all aspects of the organization's
lifecycle (Heikkurinen, 2018). In fact, gastronomic SMEs hold significant responsibility to promote
environmental awareness, by educating their employees on environmental issues and fostering a
behavioral change toward more sustainable water practices, which, in turn, support sustainability
and environmental conservation (Gonzalez-Diaz et al., 2021). Therefore, the following hypothesis is
derived:

H5: Environmental awareness positively affects the intention for sustainable water use in
gastronomic SMEs.

2.7. Moral Commitment and Intention for Sustainable Water Use

Currently, markets are seeking new ways to adopt more sustainable practices and new, more
responsible approaches toward their stakeholders, both internally and externally. Business owners
are increasingly aware of how their management practices impact their environment (Loukatos et al.,
2022). Moral commitment refers to the moral obligation a person or organization feels to act ethically
and responsibly (Jia et al., 2017). Furthermore, when companies have strong moral commitments to
sustainability and CSR, they are more likely to adopt practices that reduce their environmental
impact (Miiller et al., 2021). In fact, gastronomic SMEs currently face moral commitment through the
idea that all employees have an ethical responsibility to preserve and protect water as a vital natural
resource (Kanchanapibul et al., 2014). Based on this, the following hypothesis is derived:

H6: Moral commitment positively affects the intention for sustainable water use in gastronomic
SMEs.
2.8. Corporate Image and Intention for Sustainable Water Use

Today, companies have strived to develop a sustainable corporate image to communicate in the
global market, pressured by the community in which they operate (Luo & Qu, 2023). As a result,
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companies have had to increase their activities for environmental care, such as managing the water
used in their operations (Saran & Shokouhyar 2023). Indeed, a study by Jabeen et al. (2023) showed
that improving corporate image sustainably led to greater customer intention to participate in
environmental protection activities in Pakistan. Similarly, Shah et al. (2020) found that a sustainable
corporate image in fast-food restaurants increased customers' intention to support activities for
environmental care. Therefore, the following hypothesis is derived:

H7: Corporate image positively and directly affects the intention for sustainable water use in
gastronomic SMEs.

2.8. Environmental Awareness and Moral Commitment

It is well known that business owners and managers with greater environmental awareness are
more committed to adopting sustainable practices in their operations to reduce their environmental
impact (Borgias, 2018). Additionally, moral commitment in the proper use of water is crucial because
it goes beyond complying with environmental regulations and laws; it is an ethical commitment of
the company to reduce its environmental impact and contribute to environmental conservation
(Borgias, 2018; Thomas et al., 2022). Furthermore, moral commitment can have a positive impact on
corporate culture and employee motivation, as Si et al. (2020) highlighted, indicating that employees
working for an environmentally committed company may feel more motivated and proud of their
work, which can improve their performance and retention (See Figure 1). Therefore, environmental
awareness could be positively related to moral commitment in the proper use of water in gastronomic
SMEs. Based on this, the following hypothesis is derived:

HS: Environmental awareness is positively related to moral commitment in water use in gastronomic
SMEs.
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Figure 1. presents the study model along with the proposed hypotheses.

2. Materials and Methods

The research was conducted using a quantitative research approach, as it focuses on the idea of
environmental awareness and moral commitment as a real necessity in gastronomic SMEs. A cross-
sectional survey was conducted via email for Chilean gastronomic SMEs, which were contacted
through organizations such as the Technical Cooperation Service (Sercotec) and Business
Development Centers (CDN). These organizations reached out to business owners of gastronomic
SMEs, allowing the researchers to establish contact with these organizations and subsequently send
the survey to their members, obtaining a sample of 354 participants.
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The sample consisted of employees from gastronomic SMEs located in the Metropolitan Region
of Santiago, Chile. According to the National Institute of Statistics of Chile (INE), the latest available
study from 2022 estimated that there were around 1.7 million companies in Chile, with more than
99% being SMEs. Regionally, according to the Confederation of Production and Commerce (CPC),
approximately 40% of the country's businesses are located in the Metropolitan Region of Santiago,
most of which are SMEs. A large proportion of these are in the commerce sector, which includes the
gastronomic industry.

Regarding the application of the instrument, it was sent via email to employees and included an
informed consent form with an ethics committee code, indicating that by completing the
questionnaire, they authorize the researchers to use their responses anonymously for this research
(Balestrini & Gamble, 2006). Prior to data collection, conducted between March and June 2024, a pilot
test was carried out in February 2024 with a sample of 90 employees to check the reliability and
validity of the instrument.

The items were measured using a 5-point Likert scale, where 1 = strongly disagree and 5 =
strongly agree. The variable of corporate social responsibility was measured based on Asif et al.
(2018), Imani et al. (2021), and Jaiswal & Kant (2018). The corporate image variable was measured
according to Chen et al. (2021). The environmental awareness variable was based on Chen et al. (2021)
and Ruangkanjanases et al. (2020). The moral commitment variable was based on Kumar et al. (2020)
and Si et al. (2020). Finally, the usage intention variable was based on Lowe, Lynch, and Lowe (2015),
and Salem and Ertz (2023).

3. Results

3.1. Data Analysis.

For the descriptive analysis of the employees, SPSS version 25 was used to understand their
demographic data. Then, SMART PLS4 software was used to test the hypotheses described above.
The validation of the measurement model was done through reliability and discriminant validity
(Hair Jr. et al., 2019). Reliability was measured using Cronbach’s alpha, composite reliability (CR),
and average variance extracted (AVE), with acceptable values considered >0.7 for Cronbach's alpha,
>0.7 for CR, and >0.5 for AVE (Hair Jr. et al., 2019). Discriminant validity was assessed by examining
the extent to which a specific construct differs from others (Hair Jr. et al., 2019), using the Heterotrait-
Monotrait ratio (HTMT < 0.90) (Henseler, Ringle & Sarstedt, 2015) due to its robustness (Sarstedt et
al., 2022).

3.2. Demographic Data

The detailed demographic data of the participants are presented in Table 1. Regarding gender,
42.20% were male and 57.79% were female. As for age, 12% were between 18 and 22 years old, 17.9%
between 23 and 27 years old, 10.5% between 28 and 32 years old, 12% between 33 and 37 years old,
9.2% between 38 and 42 years old, 10.7% between 43 and 47 years old, 9.4% between 48 and 52 years
old, and 8.4% were older than 52 years. Regarding years worked in the gastronomic SME, 9.2% had
been employed for less than 6 months, 18.4% for 6 months to 1 year, 30.4% for 1 to 2 years, and 32.2%
for more than 2 years. Regarding position, 28.3% worked in the kitchen, 1.8% in cleaning, 0.5% were
baristas, 15.8% were cashiers, 35.5% were waiters, 0.8% were waiters, and 6.1% were restaurant
managers or supervisors (See Table 1).

Table 1. Respondent demographics.

Variable Frequency Percentage

Sex
Man 149 42.20
Women 204 57.79
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Age

18-22 47 12.0

23 -27 70 17.9

28 - 32 41 10.5

33-37 47 12.0

38 -42 36 9.2
43 - 47 42 10.7

48 - 52 37 9.4

Older than 52 33 8.4

Time working
Less than 6 months 36 9.2
6 months to 1 year 72 18.4
1to 2 years 119 30.4
More than 2 years 126 32.2
Job position

Kitchen 111 28.3

Toilet 7 1.8
Cafeteria 2 0.5
Barista 5 1.3
Cashier 62 15.8
Waiter 139 35.5
Dishwasher 3 0.8
Manager or supervisor 24 6.1

Source: Own elaboration based on data analysis in SPSS version 25.

3.3. Model Validation

Table 2 shows the results of reliability, convergent validity, and discriminant validity for the
model. Regarding model measurement, this is done through factor loadings, Cronbach's Alpha,
composite reliability (CR), and average variance extracted (AVE) (Hair Jr. et al., 2019). The results
show that all items in the model have a factor loading of 0.7 or higher, indicating high reliability of
the indicators with their corresponding construct; however, the items CI2, CSR1, CSR5, and CSR7
were removed for not meeting the required loadings. As for Cronbach's Alpha and the CR values,
they also exceeded the suggested threshold of 0.70 (Hair et al., 2013). Regarding convergent validity,
this was calculated through the average variance extracted (AVE), which should be above 0.5 to
confirm the construct's validity. Indeed, the AVE values for all constructs are above the 0.5 threshold
(Hair et al., 2010) (See Table 2).

Table 2. Model validation.

Items Charges AVE Cronbach's Composite Rho_A
>0.70 >0.50 Alpha reliability

Intention of sustainable water use
INT1 0.821 0.741 0.883 0.919 0.886
INT2 0.844
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INT3 0.887
INT4 0.889

Moral commitment

MC1 0.769 0.596 0.830 0.881 0.837
MC2 0.700
MC3 0.773
MC4 0.792
MC5 0.823

Corporate image

CIl 0.710 0.597 0.778 0.855 0.783
CI3 0.786
Cl4 0.740
CI5 0.848

Corporate social responsibility

CSR2 0.776 0.631 0.853 0.895 0.859
CSR3 0.856
CSR4 0.826
CSR6 0.784
CSR8 0.723

Environmental awareness

ENVC1 0.773 0.598 0.831 0.881 0.833
ENVC2 0.745
ENVC3 0.731
ENVC4 0.788
ENVC5 0.825

Source: Own elaboration based on data analysis in SMART PLS4.

Regarding discriminant validity, this illustrates how indicators from different constructs
correlate with each other, and is measured using the heterotrait-monotrait correlation (HTMT) ratio.
According to Henseler et al. (2015), an HTMT value lower than 0.9 is considered a good indicator of
discriminant validity. Table 3 shows that the values indicate that discriminant validity for the
constructs is well established (See Table 3).

Table 3. HTMT Criteria.

INT MC ENVC CI CSR

Intention to use

Moral commitment 0.319

Environmental awareness 0.612 0.337
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Corporate image 0.339 0.355 0.370

CSR 0.685 0.319 0.775 0.323

Source: Own elaboration based on data analysis in SMART PLS4.

Subsequently, the relationship between the constructs was determined by applying the PLS
bootstrapping algorithm with a full result, with a subsample of 5000, and a one-tailed t-test, with a
significance level of 0.05%. Figure 2 shows the results of the structural model with the path coefficient
(See Figure 2).
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Source: Own elaboration based on results obtained in SMART PLS4
Figure 2. Results of the structural model.

Furthermore, the multicollinearity factor was measured using the Variance Inflation Factor
(VIF), which was lower than 5 (Hair Jr. et al, 2019; Kock, 2015), suggesting the absence of
multicollinearity in the exogenous variables (see Table 4). Regarding the previous considerations,
Table 4 shows the hypothesis testing results, where it can be observed that the variable that most
affects the sustainable water usage intention was the role of corporate social responsibility (= 0.422,
p<.000), followed by environmental awareness (3= 0.200, p< 0.000), corporate image (3= 0.90, p<0.015),
and, finally, moral commitment (= 0.078, p<0.038). Therefore, hypotheses 1, 5, 6, and 7 were
accepted. Regarding the impact of corporate social responsibility, the variable with the most
significant impact was environmental awareness ([3=0.657, p<0.000), followed by corporate image
(p=0.275, p<0.000) and moral commitment ((3=0.150, p<0.017), so hypotheses 2, 3, and 4 are accepted.
Finally, the environmental awareness variable significantly affected moral commitment (3=0.178,
p<0.009), so hypothesis 8 is accepted.

Based on the results presented above, the coefficient of determination (R?) for the variables
corporate social responsibility, environmental awareness, corporate image, and moral commitment
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on the sustainable water usage intention was examined. The obtained R? was 0.406, which is
sufficiently substantial (moderate to weak) to explain the variation in sustainable water usage
intention by the variables corporate social responsibility, environmental awareness, corporate image,
and moral commitment (Chin, 1998; Hair Jr. et al., 2019).

Regarding the effect of corporate social responsibility on environmental awareness, it was
almost moderate (R?=0.432), while the effects on corporate image (R?=0.075) and moral commitment
(R?=0.094) were weak (Hair Jr. et al., 2019) (See Table 4).

Table 4. Hypothesis Testing.

Hipotesis VIF Path p-valor Resultado
CSR > INT 1.798 0.422 0.000 Se acepta
CSR - ENVC 1.000 0.657 0.000 Se acepta
CSR > MC 1.760 0.159 0.017 Se acepta
CSR > (I 1.000 0.275 0.000 Se acepta
ENVC - INT 1.834 0.200 0.000 Se acepta
MC > INT 1.159 0.078 0.038 Se acepta
CI > INT 1.171 0.090 0.015 Se acepta
ENVC > MC 1.760 0.178 0.009 Se acepta

Source: Own elaboration based on data analysis in SMART PLS4.

4. Discussion

In recent years, there has been an increase in awareness about the sustainable use of water across
various industries, including the food industry. Small and medium-sized food enterprises (SMEs)
can play an important role in water conservation and reducing environmental impact through
efficient water use in their daily operations in the Metropolitan Region of Santiago, Chile. Therefore,
the aim of this study is to determine the impact of corporate social responsibility (CSR) on
environmental awareness, moral commitment, corporate image, and the intention of food SMEs to
use water responsibly. Based on the results obtained, it was found that CSR had a significant effect
on environmental awareness ($=.657), which in turn affected the intention of good water use (3=.422),
corporate image ([3=.275), and environmental awareness ([3=.159).

These results confirm the role of CSR in sustainable activities, as employees are more likely to
engage in environmentally friendly actions when the company demonstrates its commitment to the
environment (Lee et al., 2016), and, therefore, express their intention to be part of these sustainable
activities (Ahmad, 2019). Regarding the variables that significantly affected the intention to use water
responsibly, as mentioned earlier, CSR had a significant impact, followed by environmental
awareness (3=.200), corporate image (3=0.90), and, to a lesser extent, moral obligation (3=0.78). This
aligns with what Miiller-Pérez et al. (2022) mentioned, where they state that people who are aware
of environmental problems will feel more committed to taking actions that improve the situation.
Likewise, Shah et al. (2020) confirmed that a sustainable corporate image in fast food restaurants
increased people's intention to participate in environmental protection activities.

As for the theoretical and practical contributions of the study, it is noted as a reference for future
studies on water conservation in various business contexts. Additionally, a predictive model is
proposed that studies the impact of CSR on the intention to sustainably use natural resources and, in
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turn, how it affects other variables that have been previously studied in similar models to the one
presented.

It is important to highlight that the study shows the willingness of employees in companies that
employ CSR in their activities to perform more environmentally friendly actions, as long as the
company carries out such activities ethically and responsibly. Furthermore, this study provides a
theoretical foundation for further research on the behavior of entrepreneurs and their staff in
activities that not only support environmental protection but also contribute to creating a corporate
image that allows them to position themselves as socially sustainable companies.

5. Conclusions

This study has demonstrated the importance of Corporate Social Responsibility (CSR) in
promoting sustainable practices, particularly in the efficient use of water within the gastronomic
sector, specifically in small and medium-sized enterprises (SMEs) in the Metropolitan Region of
Santiago, Chile. The results indicate that CSR has a significant impact on environmental awareness,
moral commitment, and corporate image, which, in turn, influences the intention of SMEs to use
water responsibly. These findings highlight the relevance of CSR policies as a driving force for change
towards more sustainable practices in the business sector.

Future research could focus on several key areas to further explore the implications of CSR in
the gastronomic sector. First, a geographical expansion of this study to other regions of Chile or even
different countries would be essential to evaluate the applicability of these results in distinct cultural
and economic contexts. Additionally, a longitudinal study could provide valuable insights into how
CSR policies evolve over time and their long-term effects on water sustainability in SMEs. Further
analysis could also target specific subsectors within the gastronomic industry, exploring the unique
aspects of responsible water usage in each. Moreover, future studies could investigate consumer
behavior, particularly how consumers perceive CSR policies and how these influence their
purchasing decisions in the gastronomic context. Lastly, examining the impact of technology on
sustainability, particularly the adoption of innovative solutions such as water recycling systems or
water-saving technologies, could reveal how these tools enhance sustainable practices within SMEs.

5.1. Limitations of the Study

The study focused on SMEs in the Metropolitan Region of Santiago, Chile, so the results may
not be generalizable to other regions or businesses of different sizes. The research used a quantitative
approach with statistical models to analyze the data; however, a qualitative approach could offer
deeper insights into the attitudes and motivations of entrepreneurs and employees regarding
sustainability. Additionally, the self-reporting of companies on their CSR practices and water usage
may be subject to biases, such as the desire to present a more favorable image to the researchers.

5.2. Implications of the Study

The results suggest that SMEs can benefit significantly from implementing CSR policies that
promote responsible water use, which could improve not only their environmental sustainability but
also their corporate image and employee motivation. Companies should recognize the value of
raising awareness among their staff about the importance of sustainable practices, particularly
regarding the efficient use of water. Education in this area can increase employees' willingness to
actively participate in environmental care initiatives. Furthermore, SMEs that implement sustainable
water use practices can leverage their environmental commitment as a differentiator in their
marketing strategy, improving their competitiveness in an increasingly sustainability-conscious
market.
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