	TNU JOURNAL OF SCIENCE AND TECHNOLOGY
	226(01), ID 3528



	TNU Journal of Science and Technology
	229(11): 256 - 263



	INTERNAL GREEN MARKETING AND FINANCIAL PERFORMANCE: 
THE MODERATING ROLE OF COMPETITIVE ADVANTAGE

	

	Nguyen Thi Hoa Hong[footnoteRef:1]*, Nguyen Lan Anh, Phan Vu Phuong Ha  [1: * Corresponding author.  Email: hongnth@ftu.edu.vn	] 

Truong Duc Huy, Nguyen Khanh Linh, Bui Thi Thu Trang

	Foreign Trade University

	

	ARTICLE INFO
	ABSTRACT

	Received: 
	13/6/2024
	To thrive in today's cut-throat competitive market, a firm considers every business aspect, both internal and external, to gain a competitive advantage and enhance performance. Despite substantial investments in green marketing campaigns for output products, there remains unsatisfactory attention to internal green marketing and its influence on a firm's performance. Therefore, this paper aims to bridge this gap by examining the relationship between internal green marketing orientation and the financial performance of Vietnamese businesses, with the moderating role of competitive advantage. The research data were obtained via a survey with 262 participants randomly selected in Vietnam. The research findings from structural equation modeling suggest a remarkably positive interaction between internal green marketing activities and financial performance within a firm, as well as confirm the moderating effect of competitive advantage. These empirical results might contribute to the creation of business advantage and, consequently, enhance financial performance through the execution of internal green marketing.

	Revised: 
	25/7/2024
	

	Published: 
	25/7/2024
	

	KEYWORDS
	

	Competitive advantage
Financial performance 
Green marketing 
Internal green marketing
Structural equation modeling
	




	TIẾP THỊ XANH NỘI BỘ VÀ HIỆU QUẢ TÀI CHÍNH: 
VAI TRÒ ĐIỀU TIẾT CỦA LỢI THẾ CẠNH TRANH

	

	Nguyễn Thị Hoa Hồng*, Nguyễn Lan Anh, Phan Vũ Phương Hà
Trương Đức Huy, Nguyễn Khánh Linh, Bùi Thị Thu Trang

	Trường Đại học Ngoại thương

	

	THÔNG TIN BÀI BÁO
	TÓM TẮT

	Ngày nhận bài: 
	13/6/2024
	[bookmark: _GoBack]Để phát triển trong thị trường cạnh tranh khốc liệt ngày nay, một công ty phải xem xét mọi khía cạnh kinh doanh, cả nội bộ và bên ngoài, nhằm đạt được lợi thế cạnh tranh và nâng cao hiệu quả. Mặc dù đã đầu tư đáng kể vào các chiến dịch tiếp thị xanh cho sản phẩm đầu ra nhưng vẫn còn ít sự chú ý đến tiếp thị xanh nội bộ và ảnh hưởng của nó đến hiệu quả của công ty. Vì vậy, bài viết này nhằm thu hẹp khoảng trống này bằng cách đánh giá mối quan hệ giữa định hướng tiếp thị xanh nội bộ và hiệu quả tài chính của các doanh nghiệp Việt Nam, với vai trò điều tiết của lợi thế cạnh tranh. Dữ liệu nghiên cứu được thu thập thông qua khảo sát với 262 người tham gia được chọn ngẫu nhiên tại Việt Nam. Kết quả nghiên cứu từ mô hình phương trình cấu trúc cho thấy sự tương tác tích cực giữa các hoạt động tiếp thị xanh nội bộ và hiệu quả tài chính trong công ty, cũng như xác nhận tác động điều tiết của lợi thế cạnh tranh. Những kết quả thực nghiệm này có thể đóng góp vào việc tạo ra lợi thế kinh doanh và do đó, nâng cao hiệu quả tài chính thông qua việc thực hiện tiếp thị xanh nội bộ.

	Ngày hoàn thiện: 
	25/7/2024
	

	Ngày đăng: 
	25/7/2024
	

	TỪ KHÓA
	

	Lợi thế cạnh tranh
Hiệu quả tài chính
Tiếp thị xanh
Tiếp thị xanh nội bộ
Mô hình phương trình cấu trúc
	




DOI: https://doi.org/10.34238/tnu-jst.10600
1. Introduction
Concerns for sustainable development have heightened interest in green marketing, aimed at societal well-being through promoting green products and improving environmental relations [1]. Hesitance to adopt green marketing hampers sustainable practices and increases risks. In Vietnam, Nguyen [2] focused on green marketing activities and the current trend of developing green marketing orientation in businesses. Kärnä et al. [3] describes green marketing as "the holistic management process responsible for identifying, anticipating, and satisfying the requirements of customers and society in a profitable and sustainable manner." Most companies concentrate on physical products and external customers, neglecting internal employees. Internal green marketing promotes environmental awareness and education among employees, viewing them as partners in success [4]. Such activities can indirectly enhance financial performance by boosting competitiveness [5]. Internally focused actions can enhance the firm's environmental performance, thereby potentially impacting financial outcomes [6]. Some studies have shown that a green marketing strategy positively affects financial performance [7], [8]. According to [9], businesses can gain a sustainable competitive edge by considering how their actions affect the environment. Despite extensive studies on green marketing, internal green marketing is a newer concept with limited findings. In Vietnam, the internal aspect is under-researched. Understanding the link between internal green marketing and financial performance is vital for managers, researchers, and policymakers. In addition, several studies in the marketing and management literature support the beneficial influence of competitive advantage on financial performance [10], [11].
Therefore, this paper examines the relationship between internal green marketing and financial performance, with a focus on competitive advantage. While the financial impact of green marketing is well-studied, the influence of internal marketing is not. Using data from Vietnam, the study highlights the positive effects of internal green marketing and explores how competitive advantage moderates this relationship. The paper is organized as follows: Section 2 develops the research hypotheses and details the methodology, section 3 presents results and discussion, and section 4 proposes conclusions and implications. 
2. Research Methodology
2.1. Hypotheses development
[bookmark: _yetkrimr43r2]Marketing functions as both an internal and external process within organizations. The rapid growth of the service sector has led to innovative strategies, including internal marketing, which impacts financial performance [12]. Kärnä et al. [3] defines green marketing as meeting customer and societal needs profitably and sustainably. Internal actions can enhance environmental and financial performance [6]. Studies show green marketing strategies positively affect financial performance [7]. Hart et al. [9] confirm that pollution prevention and environmental consideration can provide a competitive edge and financial success. Long-term economic benefits can result from improved environmental performance, despite short-term uncertainties. Including environmental management in planning enhances financial success [13], [14]. Key findings show a positive link between green management and financial performance [15]. This paper is based on green marketing orientation (GMO) [16] and highlights its impact on financial performance. Therefore, the first hypothesis is proposed:  
H1. Internal green marketing orientation positively affects financial performance.
Competitive advantage (CA) also benefits financial performance [10]. CA indirectly affects green marketing and financial performance [17], [18] through cost savings and innovation [19]. Internal green marketing orientation affects CA [20]. Environmental performance from innovations impacts CA [13]. Research highlights the link between competitive advantage, financial performance, and firm value [21]. Green product acceptance can reduce costs [22]. Green marketing initiatives, including stakeholder cooperation, drive cost-driven CA [18]. Thus, the second hypothesis is formulated:
H2. Competitive advantage moderates the relationship between internal green marketing orientation and financial performance.
In summary, the two hypotheses are illustrated in Figure 1, involving Internal Green Marketing Orientation (IGMO), Competitive Advantage (CA), and Financial Performance (FP).
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Figure 1. Research model
2.2. Data and sampling
We developed a web-based survey and distributed it to targeted respondents (employees and managers) currently employed in three principal industries in Vietnam including Wholesalers-Retailers, Fast-Moving Consumer Goods, and Services. The goal was to explore their experiences and exposure to green marketing practices in the workplace. Participants' names and contact details were verified with the relevant companies and collected solely for research purposes. A representative sample from each business sector was gathered, and only enterprises with a turnover exceeding 10 billion VND in a financial year were considered to ensure comprehensiveness, objectivity, and transparency. 
To meet these criteria, we utilized a list of the largest 500 Vietnamese enterprises provided by the Ministry of Finance to gather information about their scale and business activities. This data was then stratified into subgroups aligned with the studied industries, and participants were randomly selected based on personal networks and online social media assistance. The stratified random sampling method reduces bias more effectively than other restricted sampling techniques and is more efficient than simple random sampling. Additionally, it provides better representation of key population segments and produces more detailed and diverse information. Subsequently, after contacting the company leaders to receive their consent, the survey was distributed directly to targeted respondents either in person or digitally from mid-October to mid-November 2023. Each respondent was given a three-day timeframe to complete the survey, with a giveaway offered upon completion to increase the likelihood of receiving responses. 
Our hypotheses were tested using quantitative methodology and data-testing methods to gain insights into internal green marketing practices in Vietnamese enterprises. Out of the 500 questionnaires sent, 291 were returned, but 29 were discarded due to substantially incomplete data. Thus, 262 usable questionnaires represented a response rate of 52.4%. Table 1 displays the demographic information of the respondents.
Table 1. Demographic profile
	[bookmark: _8bddur2iy7r] 
	Frequency
	Percent

	Gender
	Male
	139
	53.1

	
	Female
	123
	46.9

	Age
	< 25 years
	88
	33.6

	
	25 - 35 years
	137
	52.3

	
	> 35 years
	37
	14.1

	Income
	< 10 millions VND
	80
	30.5

	
	10 millions – 20 millions VND
	157
	59.9

	
	>20 millions VND
	25
	9.5


2.3. Measurement
All variables were assessed using multi-item evaluations on a 7-point Likert scale (1 = strongly disagree, 7 = strongly agree). We employed a 7-item scale from [16] to assess Internal Green Marketing Orientation (IGMO) and six questions from [23] to quantify Competitive Advantage (CA). Finally, Financial Performance (FP) was assessed using five questions adapted from [24]. Table 2 presents the measurement items and descriptive statistics for each variable used in the study. The mean value of all research variables, including IGMO, FP, and CA, is greater than 4.5 on the 7-point Likert scale, indicating that most participants in the study sample rated the questions posed by the research team at the level of agreement or higher.
Table 2. Items measurement
	Variables
	Items
	Min
	Max
	Mean
	Std. Dev

	IGMO1
	Information on the company’s green marketing strategy is provided.
	1
	7
	4.89
	1.329

	IGMO2
	I believe in the environmental values of our organization.
	1
	7
	4.75
	1.242

	IGMO3
	Exemplary environmental behavior is accepted and rewarded.
	1
	7
	4.87
	1.356

	IGMO4
	Environmental activities by candidates are considered in the recruitment process.
	1
	7
	4.85
	1.335

	IGMO5
	We have created internal environmental prize competitions that promote eco-friendly behavior.
	2
	7
	4.73
	1.259

	IGMO6
	I am encouraged to use environmentally-friendly products.
	1
	7
	4.72
	1.245

	IGMO7
	I receive trainings on environmental issues.
	1
	7
	4.74
	1.259

	FP1
	There have been positive results for the firm's profitability.
	1
	7
	5.31
	1.254

	FP2
	There have been positive results for sales growth.
	1
	7
	5.24
	1.253

	FP3
	There have been positive results for the firm's economic results.
	1
	7
	5.19
	1.216

	FP4
	There have been positive results for the firm's profit before tax.
	2
	7
	4.81
	1.082

	FP5
	There have been positive results for the firm's market share.
	1
	7
	4.78
	1.140

	CA1
	The quality of the products or services that my company offers is better than that of the rival's products or services.
	1
	7
	4.92
	1.245

	CA2
	The company has more potential of R&D than the rivals
	1
	7
	4.77
	1.290

	CA3
	The company has better managerial capability than the rivals.
	1
	7
	4.95
	1.224

	CA4
	The company's profitability is more positive.
	1
	7
	4.87
	1.382

	CA5
	Τhe social image of the company is better than that of the rivals.
	1
	7
	5.01
	1.333

	CA6
	Τhe rivals are difficult to take the place of my company's competitive advantage.
	1
	7
	5.01
	1.306


2.4. Data analysis
Firstly, we employ Confirmatory Factor Analysis (CFA) analysis in the Structural Equation Modeling (SEM) model due to its advantages over traditional methods like Exploratory Factor Analysis (EFA) and multi-concept-multi-method (MTMM). CFA helps refine measurement scales and establish relationships between theoretical constructs, reducing measurement errors. It simplifies assessing scale convergence and discrimination compared to MTMM and clarifies unidimensionality, composite reliability, and various validities. In particular, SEM analysis method, conducted with AMOS software, tests the research model and hypotheses, while the Maximum Likelihood Estimation (ML) method estimates model parameters.
3. Research results
3.1. Measurement model assessment
We assessed scale reliability using Cronbach’s alpha for each group of observed variables. Results from Table 3 show that Cronbach’s alpha (α) for all items was 0.7 and above, ranging from 0.854 (Financial Performance) to 0.908 (Internal Green Marketing Orientation), with no variables removed. All data showed total correlation coefficients of 0.3 and above, confirming the scales' reliability for CFA analysis. Additionally, the factor loading values of observable variables on corresponding factors range from 0.587 to 0.866 (> 0.50). Consequently, it can be inferred that the items in the measurement model converge effectively.
Table 3. Scale reliability
	Items
	Scale Mean if Item Deleted
	Scale Variance if Item Deleted
	Corrected Item-Total Correlation
	Cronbach's Alpha if Item Deleted
	Factor loading

	1. Internal Green Marketing Orientation (IGMO): α = 0.908
	

	IGMO1
	28.67
	38.966
	0.717
	0.896
	0.753

	IGMO2
	28.81
	39.910
	0.712
	0.896
	0.722

	IGMO3
	28.69
	38.958
	0.699
	0.898
	0.714

	IGMO4
	28.71
	39.732
	0.660
	0.902
	0.679

	IGMO5
	28.83
	39.397
	0.736
	0.893
	0.805

	IGMO6
	28.84
	38.710
	0.798
	0.887
	0.862

	IGMO7
	28.82
	39.093
	0.759
	0.891
	0.826

	2. Competitive Advantage (CA): α = 0.885
	

	CA1
	24.61
	27.817
	0.693
	0.865
	0.734

	CA2
	24.76
	27.139
	0.719
	0.861
	0.779

	CA3
	24.59
	28.519
	0.646
	0.873
	0.683

	CA4
	24.66
	26.363
	0.718
	0.861
	0.778

	CA5
	24.53
	27.331
	0.671
	0.869
	0.718

	CA6
	24.52
	26.794
	0.737
	0.858
	0.800

	3. Financial Performance (FP): α = 0.854
	

	FP1
	20.02
	14.402
	0.677
	0.822
	0.753

	FP2
	20.09
	13.746
	0.764
	0.798
	0.866

	FP3
	20.15
	14.063
	0.754
	0.801
	0.852

	FP4
	20.52
	16.151
	0.585
	0.845
	0.608

	FP5
	20.55
	15.972
	0.564
	0.850
	0.587


Evaluating scale reliability in Table 4 reveals that the Average Variance Extracted (AVE) and Composite Reliability (CR) of factors are acceptable. CR values range from 0.854 to 0.908 (≥ 0.70), and AVE values range from 55.1% to 59.0% (≥ 50%), indicating the scale's reliability.
Table 4. Scale reliability evaluation
	
	Construct
	Cronbach
	CR
	AVE

	IGMO
	Internal Green Marketing Orientation
	0.908
	0.909
	0.59

	CA
	Competitive Advantage
	0.885
	0.885
	0.562

	FP
	Financial Performance
	0.854
	0.857
	0.551


According to [25], for discriminant validity, the square root of AVE should be greater than the inter-construct correlations. This study utilizes discriminant validity coefficients and correlation coefficients among factors. Discriminant validity is confirmed when values on diagonal lines are greater than those on columns and rows. As observed from Table 5, it can be concluded that discriminant validity for all three structures in the hypotheses testing model has been established.
Table 5. Discriminant validity evaluation
	
	CR
	AVE
	MSV
	MaxR(H)
	IGMO
	CA
	FP

	IGMO
	0.909
	0.59
	0.272
	0.918
	0.768
	
	

	CA
	0.885
	0.562
	0.427
	0.889
	0.521***
	0.749
	

	FP
	0.857
	0.551
	0.427
	0.89
	0.399***
	0.654***
	0.742


3.2. Structural model assessment and hypotheses testing
All hypothesized correlations in the research model were supported by SEM model testing. Table 6 presents the normalized estimation results of the main parameters, showing all relationships are statistically significant (p < 0.05). Internal Green Marketing Orientation (IGMO) positively impacts Financial Performance (FP) with beta = 0.527, p < 5%, confirming H1. This finding aligns with previous research on the positive relationship between Green Marketing Orientation and Financial Performance by [7], [11] - [13]. 
Additionally, the interaction variable IGMO*CA (beta = 0.224, p < 5%) significantly impacts FP, supporting H2. It can be concluded that Competitive Advantage (CA) moderates the IGMO-FP relationship. This supports literature by [17], [18] on CA's indirect effect on IGMO and FP. It also confirms CA's moderating role in innovations, reputation, strategic environmental management, and stakeholder cooperation in green products/processes [14], [18], [20]. This finding is crucial for implementing strategic management models to enhance financial performance through environmentally-friendly approaches and for governments to establish effective policies.
Table 6. Summary of the results of research hypotheses testing
	Hypotheses
	Unstandardized coefficient
	p-value  
(p < 0.05)
	Standardized coefficient
	Results

	H1. Internal Green Marketing Orientation positively affects Financial Performance.
	0.496
	0.000
	0.527
	Supported

	H2. Competitive Advantage moderates the relationship between Internal Green Marketing Orientation and Financial Performance.
	0.197
	0.000
	0.224
	Supported


4. Conclusion and Implication
4.1. Theoretical implications
This study explores the impact of internal green marketing activities on financial performance, significantly advancing environmental marketing knowledge. Our results offer two major insights for further research. Firstly, we contribute to existing studies by focusing on the link between internal sustainability and economic performance, with competitiveness as a moderator, specifically in Vietnam. While previous research focused on external aspects like green products and packaging [6], our study addresses the internal orientation towards green marketing. Our findings show that IGMO positively affects FP, underscoring the importance of internal green marketing in enhancing financial outcomes. Furthermore, we provide new insights into how competitive advantage moderates the relationship between internal green marketing and financial performance. Our findings reveal that competitiveness strengthens the IGMO-FP link. Internal green marketing can enhance a company's competitive ability, offering new opportunities, expanding market share, improving brand reputation, and ultimately achieving financial success.
4.2. Managerial implications
Our research findings provide valuable insights for Vietnamese enterprises to enhance economic performance through internal green marketing and competitiveness. Firstly, it highlights the importance of committing to internal sustainability, which positively impacts competitiveness and profitability. Managers should implement environmental policies and provide regular training to foster a green culture and improve organizational performance. Secondly, businesses can achieve financial success by leveraging internal sustainability to gain a competitive edge. This involves investing in sustainable manufacturing, eco-friendly products, and collaborations with environmentally conscious institutions. Such initiatives help firms differentiate from competitors and drive long-term growth. Lastly, firms should communicate their commitment to internal green marketing to external stakeholders like investors, customers, suppliers, and governments. Sharing information about their green initiatives through various channels can enhance brand reputation, boost sales, and improve financial performance.
4.3. Conclusion and limitations
Consumers' increasing environmental awareness is influencing company operations, highlighting the importance of sustainability. This paper synthesizes ideas on internal green marketing orientation and its positive relationship with financial success, emphasizing the moderating role of competitive advantage. Using a quantitative method, we surveyed employees and managers in Vietnamese companies. Our findings contribute to green marketing knowledge in Vietnam and expand the resource-based view theory. These results can inform corporate strategies, encouraging environmental practices and sustainability communication. 
Despite significant contributions, the research has limitations. Green marketing practices vary by context, so it would be useful to test the framework in different political, economic, social, and cultural settings. Additionally, while our sample is representative, green orientation has sometimes negatively affected performance in other contexts. Future research should explore other business types and industries to compare findings and better understand the IGMO-FP link in various contexts.
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