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Abstract 

 
The study conducted a theoretical review and review of previous studies shows that the 

research gap is the correlation between social responsibility factors, green marketing strategy, 

corporate reputation and business performance. The practical context of the tourism service 

industry in Vietnam is also necessary and suitable for research. The study's overall objective 

is to propose and test a model on the relationship between corporate social responsibility, 

green marketing strategy, corporate reputation, and business performance. In the case of the 

study, it is a travel service business in Ho Chi Minh City. The research methodology of the 

research is a mixed-method, performed sequentially as follows: the first qualitative research 

through interviews with 10 experts to consider the necessity of the research problem in 

Vietnam, to adjust and supplement the scales for research concepts; Quantitative research 

with a questionnaire survey. According to the quota principle (quota), the sample was selected 

with a sample size of 218 travel companies to test the proposed theoretical research model. A 

second qualitative study was performed to aid the interpretation of the results from 

quantitative data analysis. Research results have identified stakeholders in the tourism 

industry, including tourists, travel businesses, local authorities and local people. The 

relationships between research concepts are confirmed, including corporate social 

responsibility, green marketing strategies that have a positive impact on corporation 

reputation, corporate social responsibility is found to have a positive impact on green 

marketing strategies, corporate social responsibility, green marketing strategies, and corporate 

reputation all have positive effects on business results. At the same time, the enterprise's 

characteristics in terms of the main type of business and the size of the business are identified 

as having differences in the relationship between research concepts. 
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Introduction 

 

In recent decades, environmental protection is a term that has been mentioned in many 

fields, both in theory and practice. This has created a lot of pressure for businesses to 

change their operating methods to ensure that they achieve environmental and social 

values and still increase business results. According to the argument based on natural 

resources (natural-resource-based view), (Von Geibler et al. 2016) argued that, when the 

increasing environmental pressure forces businesses to implement new strategies (Nguyen 

et al., 2020), they could be a competitive advantage of the business. Since then, the green 

marketing strategy is seen as a useful strategy, and it would help businesses adjust their 

operating goals and move towards the environment to ensure customer expectations 

(Melkonyan, Gottschalk, and Vasanth 2017) (Hoang Phuong, Minh Tuan, and Minh Tuan 

2019). Also, under the pressure of the environment and society, businesses realize that the 

business operation process is achieving the company's goals and balancing the interests of 

stakeholders perform social responsibility. There has opened up the need for research on 

social responsibility and green marketing in both theoretical and empirical terms to 

respond to the business development process in the volatile environment (Md. Salamun 

Rashidin, et. al., 2019). 

 

Over the past 25 years, green marketing has emerged as a growth in awareness and action 

for businesses to improve their reputation and performance. Many scholars have 

researched green marketing on a variety of topics. Valuable research by (Kumar 2016), 

which collected 161 related research papers from 1990 to 2014, demonstrated detailed 

research progress in four areas of green marketing, including Green marketing strategy, 

The function of green marketing, The results of green marketing and Eco-Direction. The 

research results of (Kumar 2016) have shown that the research distribution rate in four 

areas of green marketing has 29 studies (18%) on ecological orientation, 46 studies 

(28.5%) on green marketing strategy, 127 studies (77.6%) on green marketing function 

and 32 studies (19.7%) related to green marketing results. By geographical distribution, 

there were 171 authors (48%) of studies for European countries, 107 authors (30%) of 

studies for North American countries, and 45 authors (12.5 %) research in Asian 

countries, 33 authors (9%) studied countries in Australia and 2 authors (0.5%) studied 

countries in Africa. Of the total number of research papers are those of American authors. 

In Asia, only Chinese authors do research. From the research results of (Kumar 2016), it 
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shows that research in the field of green marketing results for developing countries in 

Asia is few, and the directions for further research such as green marketing capacity and 

its impact on business results, how green products create green brand equity and 

economic value, and green marketing strategies on non-financial business results. 

Besides, (Roy and Barua 2016) synthesized research on green marketing from 1994 to 

January 2016, concluding that research on this topic is in great demand. (Eneizan and 

Obaid 2016) have compiled 23 studies on green marketing from 2009 to 2015, the results 

show that there are very few studies on green marketing strategies and business results. 

Most of the research focuses on customers with factors such as customer satisfaction, 

intention to buy green products, the actual behaviour of buying green products. The 

aggregate results also show that most research on green marketing is conducted in 

developed countries. Only a few studies are conducted in developing countries and need 

research in enterprises. Especially focusing on business results (Jalil, N.A. et. al., 2019). 

(Pomering and Johnson 2018) said that the green marketing concept has focused only on 

tangible products over the past years, not to mention the service aspect. Therefore, 

research on green marketing in services is very important, and there is also a gap in 

theoretical and experimental research. Green marketing strategy is considered a dynamic 

and flexible business strategy to promote internal strengths, focusing on corporate 

responsibility to the environment, society, and stakeholders (Dahlstrom 2010) (Nguyen 

2019). (Dotzel and Shankar 2019) Green marketing strategy is not only about product 

improvement, customer service innovation, but it is all the decisions that reflect 

environmental responsibility to stakeholders (Jalil, N.A. et. al., 2019). A business's           

never-changing goal is to increase business results and implement a green marketing 

strategy or social responsibility (S. Suman Rajest, et. al., 2021). In recent years, many 

authors have conducted exploratory and experimental studies to determine the relationship 

between social responsibility and business performance, the relationship between green 

marketing strategy and business performance. (Feng, Wang, and Kreuze 2017) studied 

1877 largest U.S. enterprises from 1991 to 2011. The results show that social 

responsibility has positive implications for most companies in the industry. Experimental 

results show that different types of social responsibility have different effects on 

companies' financial performance from different industries. (Sial et al. 2018) surveyed 

3481 enterprises in the Chinese stock market. The results show that social responsibility 

has a positive relationship with company performance. (Bustaman 2019) surveyed 386 

"green" car dealers in Jordan, the study found size, education, experience, product, 

distribution, physical evidence, and process influence, the overall performance of the 

company and the influence of age, product and promotion on the company's financial 

performance is very significant and positive. Analysis has found that government policy 
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has a censorship effect on education and green marketing strategies on corporate 

operations. (Eneizan, Abd-Wahab, and S. 2016) conducted a study that evaluated previous 

studies of firms implementing green marketing strategies (7Ps) that were expected to be 

more profitable than those that did not. Besides, some authors propose to study the 

relationship between social responsibility and green marketing strategy (Hewett and 

Lemon 2019). Some studies mention that corporate reputation is a concept influenced by 

green marketing strategy (Sun, Hall, and Cegielski 2020), by social responsibility                

(Gras-Gil, Palacios Manzano, and Hernández Fernández 2016), (Hazirah et al. 2019), and 

corporate reputation also increases business performance (Taghian, D'Souza, and 

Polonsky 2015). 

 

Thus, the above studies show that there have been studies approaching the relationship 

between these pairs of concepts. Still, it is very rare to put these problems together in 

correlation (Hewett and Lemon 2019), (Athirah, Musa, and Keng 2019) specifically 

research for a developing country was not found. This is the theoretical gap that the 

research determines to research in Vietnam. As mentioned above, social responsibility 

and green marketing are concepts that many researchers have implemented, but they often 

focus on goods rather than services. Because the environmental and social impacts of the 

production of tangible goods seem to be more noticeable (D Datta, et. al., 2020). Service 

is inherently seen as an intangible process. However, it still has a huge impact on the 

environment (Dangelico and Vocalelli, 2017). According to (Keckes and Tomicic 2017) 

(Lundberg, Ziakas, and Morgan, 2018), tourism is an interdisciplinary, inter-regional 

integrated economic sector with proven socio-economic importance (R. Regin, et. al., 

2021). Tourism and travel are important economic activity in most countries worldwide, 

having direct and indirect economic effects. Therefore, this study considers social 

responsibility, green marketing and business performance in the service sector, 

particularly travel and tourism services (D.K. Sharma and D.S. Hooda, 2010). 

 

The article focuses on quantitative research with questionnaire surveys. The sample is 

selected according to the quota principle, with a sample size of 218 travel agencies. 

Subjects are middle-level managers or higher, in charge of tourism businesses' travel 

service business in Ho Chi Minh City (A.J. Obaid, 2021). Then, the data was performed 

with SPSS 20 software to evaluate the reliability of the scale (Cronbach's Alpha), 

exploratory Factor Analysis (EFA - Exploratory Factor Analysis) to determine 

convergence value and the discriminant value of the scale (Jalil, N. A. et. al., 2019) 

 

To consider the satisfactory ability of the measurement model and the suitability of 

factors with market data, the study continues to conduct the method of Confirmatory 
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Factor Analysis (CFA) and Structural Equation Modeling (SEM) and a Bootstrap test with 

AMOS 18 software. Finally, the study performed a multi-group analysis to find 

differences in research results based on the characteristics of the firm's main business type 

and size. The multi-group inspection was done on SmartPLS 3 software (D.S. Hooda and 

D.K. Sharma 2010). 

 

Methodology and Experimental Setup 

 

Materials 

 

The proposed theoretical research model is based on the theoretical frameworks of social 

responsibility theory, stakeholder theory, green marketing theory, business results theory 

and previous studies. This study explores the relationship between corporate social 

responsibility, green marketing strategies for corporate reputation and business 

performance. It also shows an impact between corporate social responsibility and green 

marketing strategy. The case study is the travel and tourism industry in Ho Chi Minh City. 

Based on the above theoretical frameworks, the author proposes 6 hypotheses in Table 1 

and the theoretical research model in Figure 1. 

 

Table 1 Summary of research hypotheses 

Hypothesis Description 

H.1 Corporate social responsibility has a positive impact on corporate reputation 

H.2 Green marketing strategy has a positive impact on corporate reputation 

H.3 The green marketing strategy has a positive impact on business results 

H.4 Corporate social responsibility has a positive impact on business results 

H.5 Corporate reputation has a positive impact on business results 

H.6 Corporate social responsibility has a positive impact on green marketing strategies 

 

 
Figure 1 Theoretical research model 



Webology, Volume 18, Special Issue on Computing Technology and Information 

Management, September, 2021 

121                                                      http://www.webology.org 

 
Figure 2 Research process 

 

Table 2 Corporate Social Responsibility Scale 

Code Original scale Adjustable scale 

CSR.1 
Support and charity for local 

activities 

The company does volunteer activities for local 

authorities at the tourism site. 

CSR.2 
Health protection and community 

safety 

The company focuses on protecting the health 

and safe environment for local people at the 

tourist site. 

CSR.3 
Often urgently communicate their 

request to the company 

The company communicates and listens to local 

people 'suggestions at the tourist venue. 

CSR.4 

To carry out social responsibility, 

companies need to comply with 

laws and regulations 

The company abides by the laws and regulations 

of the local government at the tourist site 

CSR.5 Safe and quality products 
The company does provide safe and quality 

products for visitors. 

CSR.6 Managing customer complaints 
The company has received and handled 

complaints from visitors 

CSR.7 Services for people with disabilities 
The company provides services to customers 

who are disabled and elderly. 

CSR.8 
Compensation and benefits for 

employees 
The company guarantees employee benefits. 

CSR.9 Shareholder interests The company ensures profits for shareholders. 
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Table 3 Scales of Green Marketing Strategy 

Code Original scale Adjustable scale 

GMS.1 
The hotel offers eco-friendly products and 

services 

The company gives priority to environmentally 

friendly tours 

GMS.2 

The hotel aims to develop and deliver 

products/services in an environmentally 

sound manner 

The company emphasizes environmental friendly 

elements in tour design. 

GMS.3 
The hotels tend to build a cost of 

environmental compliance into service prices 

The company tends to incorporate environmental 

compliance costs into tour prices 

GMS.4 

The hotels give preference to suppliers and 

strategic partners that are oriented towards 

environmental responsibility. 

The company favours suppliers (hotels, 

restaurants, carriers ...) and strategic partners with 

environmental responsibility. 

GMS.5 

The impact of environmental issues on the 

choice of distribution channels (travel 

agencies, travel agents ...) 

The company considers the environmental aspect 

when choosing distribution channels. 

GMS.6 
Implementing a green positioning brand in 

the market 
The company has deployed a green tourism brand 

GMS.7 
Provides sponsorship or sponsorship for 

environmental groups or events 

The company sponsors and sponsors organizations 

or events related to the environment 

GMS.8 

Emphasize the efforts to promote and 

communicate and inform customers of the 

environmental efforts 

The company promotes and communicates with 

customers about the company's environmental 

efforts 

GMS.9 The hotel trains staff on environmental issues 
The company trains employees on environmental 

issues 

GMS.10 
The hotel rewards staff with the best 

environmental initiatives 

The company rewards employees for the best 

environmental initiatives 

GMS.11 

The hotel encourages staff to participate in 

environmental awareness programs organized 

for the community actively. 

The company encourages employees to actively 

participate in environmental awareness raising 

programs organized for the community. 

GMS.12 

The hotel staff educates consumers about 

human actions that harm the environment 

through text or verbal 

The company put the messages about not littering, 

saving energy in the content of the travel guide 

GMS.13 
The importance of environmental friendliness 

in public relations campaigns 

Does the company use environmental friendly 

messages in communication campaigns 

GMS.14 
Frequency of inviting or providing 

environmental information to stakeholders 

The company regularly provides information about 

the environment to stakeholders (tourists, 

shareholders and employees, residents and local 

authorities at the tourism site). 

GMS.15 

The hotel strives to provide a completely 

sustainable and eco-friendly experience to our 

guests 

The company strives to provide a completely 

sustainable and environmentally friendly 

experience to its customers 

GMS.16 
The hotel facilitates the cooperation of our 

customers in protecting the environment 

The company creates conditions for tourists to 

cooperate to protect the environment. 

GMS.17 

The hotel strives to incorporate 

environmental friendliness with other 

philosophies (e.g., quality, low cost) in the 

service process. 

The company strives to incorporate environmental 

friendliness with other philosophies (e.g., quality, 

low cost) throughout the service life. 

GMS.18 

The hotels encourage partnering with local 

communities, government agencies and other 

hotels to improve environmental standards 

and practices. 

The company encourages collaboration with local 

communities, government agencies and other 

travel agencies to improve environmental 

protection standards. 
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Table 4 Business Reputation Scale 

Code Original scale Adjustable scale 

CR.1 

Customers are always aware that 

the company sells high-quality 

products 

Tourists get to know company sells quality tours 

CR.2 
Clients know the company is an 

innovative company 

Tourists realize that the company is always creative 

in tours 

CR.3 
Customers know the company 

offers unique things 
Tourists get to know the company offers novel tours 

CR.4 
Clients know the company is a 

leading enterprise in this industry 

Visitors, authorities and local people at the tourism 

site know its brand in the tourism industry. 

CR.5 
Clients know the company is 

socially responsible 

Tourists, authorities and local people at the tourist 

site know the company is always responsible for its 

social responsibility. 

 

Table 5 Business Performance Scale 

Code  Original scale Adjustable scale 

PB.1 

Customer 

results 

Customer Satisfaction 
Tourists are very satisfied with the 

company's tour. 

PB.2 
Relationships with 

customers improved 

The company has built a good 

relationship with visitors. 

PB.3 
Reduced customer 

complaints 

Tourists have few complaints about the 

company's services. 

PB.4 

Main results of 

activities 

Sales increase 
The company's revenue growth rate 

increased over the past year. 

PB.5 Company profits 
The company's profit growth rate has 

increased over the past year. 

PB.6 Market share improved 
The company has had an increase in 

market share over the past year. 

PB.7 
Employee 

results 

Employee motivation and 

commitment 

The employees work for a long time 

and stick with your company. 

PB.8 
Employees share value with 

the company 

The employees contribute a lot of 

value to your company. 

PB.9 

Social results 

The company has a positive 

impact on society 

Increasingly recognized by the 

community for its contributions to 

society. 

PB.10 
Environmental protection is 

improved 

Increasingly protecting the destination 

environment 

 

Research Process 

 

The tourism services industry was selected to collect primary data to test research 

hypotheses in the current work. Research units are travel tourism businesses. The research 

process consists of 3 steps is shown in Figure 2. According to the theoretical research 

model presented in Figure 1, four research concepts are considered. Based on the theory 
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of social responsibility, the theory of stakeholders, the theory of green marketing, and the 

theory of business results, a draft scale was formed while inheriting the previous studies. 

However, due to the difference in language, culture, economy, and society, the author 

conducted the first qualitative interview to adjust the scale to suit Vietnam's research 

conditions. The interview time is from March 14 to 17, 2019, with 10 senior experts from 

travel businesses according to the predetermined outline. The number of samples stopped 

at n = 10 because the information has reached the saturation level, no new information can 

be collected. Interview results were used to adjust the formal questionnaire for 

quantitative research. To reflect survey opinions in detail, this study uses the 7-level 

Likert scale. The scale of corporate social responsibility (CSR) is shown in Table 2. Also, 

Green Marketing Strategy (GMS) is formed, including the questions in Table 3. Corporate 

Reputation (C.R.) includes the questions are given in Table 4. The business performance 

scale (B.P.) is described in Table 5. 

 

Survey subjects selected must be middle and senior business executives (board of 

directors; board of directors, chief, deputy sales officer, leader of the tour management 

team in markets). In this study, the features of time and cost of data collection should 

research based on Bolen's basis to determine sample size. With a theoretical model 

consisting of four research concepts with 42 observed parameters, there must be at least 

210 samples. The study also aimed at large sample sizes to reduce sampling bias. 

However, the survey subjects have been identified as quite difficult to access. To reach a 

large sample size, it is necessary to make great efforts during the survey process. 

 

Due to the difficulty accessing the sample, the quota sampling method is used, with the 

direct interview method. The list of tour operators in Ho Chi Minh City is gathered 

according to many subjects' recommendation. The author purposefully selected samples 

with a fairly equal number of main business type and business size. To be able to analyze 

multiple groups later. After that, the author contacted and made an appointment to 

interview according to the survey. The average time for a survey is 20 minutes. 

 

Results and Discussion 

 

Assessment of the Scales 

 

Cronbach's Alpha coefficient results - evaluating the scale's reliability: After eliminating 

variables with total variable correlation < 0.3 (CSR3, CSR9, CR5, BP2), the results show 

that the remaining variables are reliable with Cronbach's alpha greater than 0.6. Total 

variable correlation coefficients of all variables are satisfactory (≥ 0.3). The results of the 

discovery factor analysis (EFA) - assessment of the value of the scale shows: 



Webology, Volume 18, Special Issue on Computing Technology and Information 

Management, September, 2021 

125                                                      http://www.webology.org 

With the factor of Corporate Social Responsibility, the results of the 1st EFA analysis 

have a KMO index of 0.883> 0.5, Sig 0%, the variance is likely to reach 66.574%;           

Eigen-value reaches 4.984 > 1; The factor load coefficients are formed evenly above 0.5; 

the difference between the load factor among factors reaches at least 0.3, then concludes 

that the formation of significant factors means that the corporate social responsibility 

includes 7 observed variables. 

 

With factors of Green Marketing Strategy, after eliminating the observed variables 

respectively GMS16, GMS15, GMS17, GMS1, GMS8, the results of the 6th EFA 

analysis, the KMO index reached 0.931 > 0.5, Sig reached 0%, the variance is likely to 

reach 67,656%; Eigen-value reaches 9,060 > 1; The factor load coefficients are formed 

evenly above 0.5; the difference between the factor load factor is at least 0.3, thereby 

concluding that the significant factor formation means that the Green Marketing Strategy 

consists of 13 observed variables. 

 

With the factor of Corporate reputation, the results of the 1st EFA analysis have a KMO 

index of 0.805 > 0.5, Sig 0%, the variance is likely to reach 55.397%; Eigen-value reaches 

2,652 > 1; The factor load coefficients are formed evenly above 0.5; the difference 

between the load factor among factors reaches at least 0.3, from which concluding the 

significant factor formation means Enterprise reputation includes 4 observed variables. 

 

Regarding the business results, the 1st EFA analysis results have a KMO index of 0.937 > 

0.5, Sig 0%, the variance is likely to reach 78.585%; Eigen-value reaches 7,246 > 1; The 

factor load coefficients are formed evenly above 0.5; the difference between the load 

factor among factors reaches at least 0.3, from which concludes that the factor formation 

is significant. Business results include 9 observed variables. 

 

Results of confirmation factor analysis (CFA): CFA method was performed on AMOS 20 

software for indexes including GFI = 0.765; TLI = 0.919; CFI = 0.926, adjusted Chi-

square (Chi-square/df) index is 2,349; RMSEA = 0.079 confirmed that the model 

achieved high compatibility with market data, the set of observed variables was 

unidirectional. The CFA weights of all observed variables were greater than 0.5, 

confirming the scales' convergence value. The test results of correlation coefficients 

between concepts are less than 1 and statistically significant, confirming that all concepts 

have differentiated value. The combined reliability results are all greater than 50% (the 

smallest is 82.91%); all extracted variances are greater than 50% (the smallest is 55.06%). 

Therefore, the scales ensure reliability and reach consistent value throughout the set of 

observed variables in it. 
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The results of linear structural modeling (SEM) analysis and the testing of research 

hypotheses: After implementing SEM, the Chi-square index was 1136,849; degree of 

freedom is 3484; GFI = 0.765; TLI = 0.919, CFI = 0.926 and RMSEA reach 0.079. 

Therefore, we can conclude the theoretical model is consistent with the market data 

(Figure 3). 

 

 

Figure 3 A theoretical model with market data 

 

Through Table 6, all relationships H.1, H.2, H.3, H.4, H.5, H.6 in the research model, 

through the standardized regression coefficients, are determined to accept and are true the 

expectation of the theoretical model. The standardized regression coefficient in Table 4 

shows that the hypothesis of corporate social responsibility on Corporate Reputation (H.1) 

is the strongest, then this impact level decreases gradually. Green Marketing Strategy to 

Business Outcomes (H.3); Corporate reputation to Business results (H.5); Corporate 

social responsibility to Green Marketing Strategy (H.6); Green marketing strategy to 

Corporate Reputation (H.2) and the smallest impact is Corporate Social Responsibility on 

Business Performance (H.4). Bootstrap results: The author repeated 500 sets of randomly 

drawn samples 500 times using the Bootstrap method. Each new sample set has a sample 

size equal to or close to that of the sample set (n = 218). Bootstrap results allow 

conclusions about the stability of the estimates. 
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Table 6 Regression coefficients 

 Estimates Error C.R. P Hypothesis 

CSR→CR 0.485 0.067 7.154 - H.1 

GMS→CR 0.18 0.068 2.464 0.015 H.2 

GMS→BP 0.545 0.076 7.306 - H.3 

CSR→BP 0.135 0.065 2.095 0.035 H.4 

CR→BP 0.248 0.084 2.964 0.004 H.5 

CSR→GMS 0.161 0.055 2.855 0.005 H.6 

 

Overall Model 

 

The SEM result has accepted 6 hypotheses, similar to the previous research results (stated 

in the hypothesis formulation), some discussions can be summarized as follows: (i) 

Businesses in the travel and tourism sector in Vietnam believe that when conducting 

social activities, they also help them position their business's image in the hearts of 

consumers, increasing their business reputation. (ii) Enterprises have an environment-

oriented marketing strategy; reducing adverse impacts on the living environment will 

make a difference with competitors, forming reputation and reputation for the business. 

(iii) When enterprises have a marketing strategy towards environmental protection values 

or in the course of their operations, businesses not only aim at their profitability, but they 

also care about the number of services to customers, the benefits of the locality and the 

local people at the destination, this is the key to help them increase business results. When 

they care about stakeholders' interests that create customers' trust, and customers choose 

their products more, customers can accept a high price of the product, which helps 

enterprises increase business results. (iv) During the operation, businesses pay great 

attention to building and preserving their reputation because reputation will help them 

position the image in the heart of customers, which will be a factor for customers to 

consider. When choosing a tour provider, this helps their revenue and market share 

increase. (v) Corporate reputation can also be considered an intermediary factor in the 

relationship between corporate social responsibility, green marketing strategy and 

business performance. When businesses implement a marketing strategy towards 

environmental protection, implementing responsibilities to stakeholders during their 

operations, they create a beautiful image in customers' minds. The very reputation of the 

business helps them expand their market share and increase profits. (vi) The more 

businesses pay attention to the implementation of social responsibility, and they will also 

develop and apply a green marketing strategy for their businesses. 

 

 



Webology, Volume 18, Special Issue on Computing Technology and Information 

Management, September, 2021 

128                                                      http://www.webology.org 

Multi-group Structure 

 

1. Test the Differences According to the Main Business Type 

 

For enterprises whose main type of business is domestic tours: All the general hypotheses 

that the research poses are accepted and have the same effects. Corporate Social 

Responsibility has the greatest impact on Green Marketing Strategy; Next is the impact of 

Corporate Social Responsibility on Corporate Reputation. The remaining four hypotheses 

about Business Reputation to Business Results; Green marketing strategy to Corporate 

reputation; Green marketing strategy to Business results; Corporate social responsibility 

affects Business results of quite a similar magnitude. 

 

For businesses whose main type of business is inbound tours: There are 2 accepted 

hypotheses. The strongest impact is the Green Marketing Strategy on Business Results, 

followed by Corporate Social Responsibility to Corporate Reputation. For businesses 

whose main type of business is outbound tours: 3 assumptions are accepted. The strongest 

impact is the impact of Corporate Social Responsibility on Corporate Reputation; 

followed by the impact of the Green Marketing Strategy on Business Results; third is the 

impact of Corporate Reputation on Business Results. 

 

2. Test the difference by Business Size 

 

For micro-enterprises: There are 2 accepted research hypotheses, in which the strongest 

impact is the Green Marketing Strategy on Business Results. Next is the impact of 

Corporate Social Responsibility on Corporate Reputation. For small businesses: There are 

4 accepted research hypotheses, of which Corporate Social Responsibility has the greatest 

impact on Corporate Reputation; Corporate social responsibility has the second strongest 

impact on Green Marketing Strategy. The two hypotheses of Green Marketing Strategy to 

Business Results and Business reputation on Business results have quite similar impact 

levels. 

 

For medium-sized enterprises: There are 5 accepted research hypotheses, of which 

Corporate Social Responsibility has the greatest impact on Corporate Reputation. Next, 

with a relatively similar impact are Green Marketing Strategy on Business Results and 

Social Responsibility on Business Results. Finally, Corporate Social Responsibility 

affects Green Marketing Strategy, and Business Reputation Affects Business results also 

have similar degrees. 

 



Webology, Volume 18, Special Issue on Computing Technology and Information 

Management, September, 2021 

129                                                      http://www.webology.org 

Conclusions 

 

With a survey conducted in Ho Chi Minh City, the results of testing a research model on 

the relationship between social responsibility, green marketing strategy, corporate 

reputation, and business results have suggested to businesses in developing countries to 

adopt a green marketing strategy and implement social responsibility, which not only 

increases the company's reputation but also increases results. Business, creating a 

sustainable competitive advantage. Therefore, the research results can be a good reference 

for service businesses in general and businesses operating in the travel and tourism 

industry, particularly in a competitive environment, with outstanding features. of the 

developing economy. Research results show that: 

 

Travel tourism businesses need to focus on developing the "greenness" of their marketing 

strategy, emphasizing products, distribution, marketing and people. Enterprises with a 

type of business specializing in domestic tours believe that their business results will 

increase when they have a green marketing strategy, corporate reputation, and social 

responsibility performance. 

 

Businesses whose main business type is inbound tours, to increase business results and 

focus on green marketing strategies. The main type of business is outbound tours, and 

they will focus on green marketing strategy and corporate reputation to increase business 

results. 

 

Micro enterprises think that enterprises with green marketing strategies will increase 

business results. Therefore, microenterprises need to invest in green marketing strategies, 

especially applying technology 4.0 to help micro-businesses reduce costs compared to 

traditional marketing to increase more spread. 

 

For small businesses, a green marketing strategy and corporate reputation will help 

increase business results. As for medium enterprises and two factors, such as small 

businesses, they also showed that implementing social responsibility also affects business 

results. 

 

Thus, with businesses that have begun to assert themselves in the travel and tourism 

industry, in addition to the green marketing strategy to attract tourists, businesses need to 

focus on implementing social responsibility and building a reputation. When the business 

performs its social responsibility, it will increase the company's reputation. 
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