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 This article aims at determining the impact of corporate social responsibility (CSR) on the opera-
tional performance in Nam Dinh seafood enterprises, Vietnam. To achieve this objective, surveys 
were conducted on 158 Nam Dinh seafood enterprises and the necessary data were analyzed with 
Smart PLS 3.0 software. The results show that CSR had positive impact on financial and non-
financial performance of Nam Dinh seafood enterprises. Non-financial performance includes: Cus-
tomer loyalty, government support and business reputation. On that basis, some recommendations 
are made for Nam Dinh seafood enterprises to help these businesses confidently implement CSR 
for future sustainable development. 
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1. Introduction 
 
Fisheries is one of Vietnam's export products which brings about an average turnover of over 7 billion 
per year to more than 40 worldwide markets (Directorate of Fisheries, 2015). In addition to this achieve-
ment, Vietnamese fisheries industry has been dealing with many problems, including the challenges re-
lated to environmental pollution; excessive exploitation of aquatic resources; food safety, social security, 
rights and benefits for employees, which may have bad consequences on the reputation and quality of 
Vietnamese seafood sold to the world market. Many international customers now demand for the neces-
sity that products must satisfy CSR certification systems such as SA8000, BSCI, COSTCO, SMETA, 
METRO, WALMART, BAP, ASC, etc. Thus, the implementation of CSR becomes one of the conditions 
for seafood enterprises to export their products to the world market. In order to create a better competitive 
advantage and to be capable for sustainable development of export business activities, in addition to 
economic criteria, businesses need to pay attention to the implementation of social responsibility with 
stakeholders, especially with employers, suppliers, customers and communities in seafood processing 
and exporting activities, meeting the standards on social responsibility requested by customers (Turker, 
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2009). However, with the aim of rapid development, Vietnam seafood industry also faces many risks: 
environmental pollution; serious decline in resources and many exported consignments were returned 
because of the antibiotic residues in products were larger than permitted. Moreover, many companies do 
not fulfill their obligations to their employees. These risks are mainly due to subjective reasons, such as 
the lack of full recognition from companies, the employees, the nonlight management of the state man-
agement agency or the less strict implementation of social responsibility by enterprises (Stanaland et al., 
2011; Santos & Brito, 2012). 

The purpose of the article is to assess the impact of CSR implementation on the financial and non-finan-
cial operational performance of Nam Dinh seafood enterprises. The organization of the article, in addition 
to the introduction, includes: Overview and literature review, research methodology, research results and 
conclusions. 

2. Research overview and literature review 

2.1. Corporate social responsibility 

In the research process by scientific communities, there are many different views about the concept, 
content as well as the scope of corporate social responsibility (Prado-Lorenzo et al., 2008). For each 
research, the organizations, businesses and government consider the corporate social responsibility from 
their own perspectives and aspects, depending on different conditions, characteristics and levels of de-
velopment. The concept of corporate social responsibility was first given by Bowen in 1953. After that, 
many authors have also mentioned the concept of social responsibility, for example Davis (1960) in “Iron 
Law of Responsibility”, Mc Guire (1963) in “Business and Society”. However, at this time, the concept 
of corporate social responsibility mentioned and defined was often attached to law and economics. 

Corporate social responsibility continues to be mentioned and approached in many different ways. Ac-
cording to Carroll (1979, 1999, 2000, 2001), corporate social responsibility includes society’s expecta-
tions in terms of economic, legal, ethical and charitable aspects for organizations at a certain time. In 
1991, he introduced four types of corporate social responsibility constituting the full concept of corporate 
social responsibility: the economic, legal, ethical and charitable aspects which are described as a pyramid 
shown in Fig. 1. 
 
  
 

     
Be a good corporate citizen Philanthropic  Desired by society  

  Responsibilities    
     

  Do what is just fair and avoid harm Ethical  Expected by society  
  Responsibilities    
     

                 Obey laws and regulation  Legal Responsibilities             Required by society 
     

Be Profitable   Economic Responsibilities                    Required by society  

 
 

Fig. 1. CSR by Caroll (1991) 

Economic Responsibility: Profits maximizing, competition, efficiency and growth are prerequisites as 
businesses established first because of the entrepreneurs’ profit-seeking motivation. Enterprises are also 
the society’s basic economic cells. The remaining responsibilities must be based on the business’ aware-
ness of economic responsibility (Mishra & Suar, 2010; Pratten & Abdulhamid Mashat, 2009). 

Legal responsibility: This is one part of the “contract” between business and society. The state is respon-
sible for bringing social and moral rules into legal documents so that businesses pursue their economic 
goals within that framework in a fair way and meet the basic norms and values expected by the society. 
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Ethical responsibilities: are rules, values accepted by society but have not been included in legal docu-
ments, so complying with the law is only considered to meet the minimum requirements and standards 
that society set out. Enterprises also need to fulfil commitments beyond the laws. Ethical responsibility 
is voluntary, but is the center part of corporate social responsibility. 

Charitable responsibility: is the businesses’ behaviors beyond the society’s expectations. The difference 
between charitable responsibility and ethical one is that the business is completely voluntary. If busi-
nesses do not fulfil social responsibility to this extent, they are still considered to meet the standards as 
the society’s expectations. 

2.2. CSR and operational performance 

According to Hasan et al. (2018), it is noted that there have been many studies on corporate social re-
sponsibility and operational performance, but a few studies have mentioned the impact of corporate social 
responsibility on different related groups, leading to business benefits that related groups respond in re-
turn to businesses on implementing corporate social responsibility. In a study by Weber's (2008), an 
overall diagram allowing managers to assess how cases of implementing social responsibility actions 
affect the company's benefit values was illustrated in Fig. 2. In this approach, it is possible to increase 
the effectiveness of participation in corporate social responsibility practices and support to make suitable 
decision in this area. 

  Business benefits from CSR         

  Nature of  
benefits 

   Revenue increases 
 Cost decreases 
 Risk reduction 
 Increase in brand 

value 

      

  Monetary         

 

CSR 

       
 

Competi-
tiveness 

 
 

Economic 
success    Improved access to 

capital 
 Secured license to 

operate 

 Improved customer 
attraction, retention  

 Improved reputation 
 Improved employee 

recruitment, motiva-
tion, retention 

 

    

         

  Non-Monetary Nature of 
Indicators  

     

   Qualitative Quantitative       

Fig. 2. Social responsibility’s benefits characteristics and nature diagram by Weber's (2008) 

Corporate social responsibility contributes to the adjustment of business managing quality of business 
entities (Weber, 2008): Corporate social responsibility is also businessmen’s moral commitment about 
contributions to socio-economic development by improving the workforce and their families’ lives, and 
it brings benefits to the community and society as well. Therefrom, enterprises demonstrate business 
quality through corporate social responsibility will have more opportunities to cooperate with potential 
partners, improve capital access opportunities and conditions for upgrading business, ensure competitive 
advantage and stability for production. Corporate social responsibility makes contributions to accumu-
lating and increasing enterprise’s achievements (Weber, 2008; Luo, 2006; Makni & Bellavance, 2009). 

The research is based on measuring the relationship between corporate social responsibility and busi-
ness’s operational performance. Hence, the relationship, firstly, is the relationship between social respon-
sibility and operational performance mentioned from direct to indirect relationship. According to Caroll 
(2000), studying the relationship between social responsibility fulfilment and business’s operational per-
formance obtains the most effective result through stakeholders (Harrison & Wicks, 2013). 
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A study by Lee and Jung (2016) shows that there was a positive relationship between corporate social 
responsibility implementation and sales. This relationship is reconfirmed by extensive research in the 
case of large-sized enterprises (Aras et al., 2010; Murillo & Lozano, 2006), however, there have not been 
many studies on medium - sized, small - sized and super small - sized businesses. Meanwhile, in contrast 
with the results by López et al. (2007), when considering financial results: financial activities have nega-
tive effects when implementing social responsibility. McGuire (1963, 1988) found a relationship which 
was stronger than positive and emphasized the differences as well as the complex relationships between 
many components of corporate social responsibility and business’s operational performance, specifically, 
that was the business’s reputation, customer/employees’ loyalty, and capital access. In addition, it is 
highly emphasized that the strategies on social responsibility cannot be sustainable in the enterprise with-
out a certain profit. Hasan et al. (2018) also found that, if enterprises do not fulfil their social responsi-
bilities, there will be a remarkable reduction in their operational performance. Research by McWilliams. 
and Siegel (2000) indicates that businesses that ignore activities to fulfil their social responsibilities may 
be boycotted, then reputation is destroyed and efficiency is reduced. These studies have not proved 
whether the implementation of social responsibility will result in an increase in business’s operational 
performance, but it proves the opposite reflection, which means that if the business fulfil social respon-
sibility, it is still uncertain that the operational performance will increase. But if the business does not 
implement social responsibility activities, then the business’s operational performance will decrease. 

3. Research methodology 

3.1. Background and research sample 

Nam Dinh is a coastal plain province in the southernmost region of the Red and Thai Binh rivers delta, 
with a total nature area of 1,651.42 km2, accounting for 13.2% of the Northern Delta area. The province’s 
administrative units include Nam Dinh city and 9 districts with 194 communes, 20 wards and 15 towns. 
In Nam Dinh, there are many rivers, lakes, lagoons and canals as well as a long coastline with abundant 
sea resources. People here are familiar with sea products, so seafood, from a traditional industry has 
rapidly developed into one of the key economic sectors of the province, greatly contributing to economic 
growth and improving people's lives. Processing is the final stage in the value chain of fisheries sector, 
contributing to the improvement of fishery products value before delivering to the market. The processed 
seafood products not only serve domestic consumption needs but also helps export, bringing about a 
remarkable amount of foreign currency to the province and the country. The ups and downs of this in-
dustry are always associated with the general development of the economy, especially the economic 
development of the country. The research sample is seafood enterprises in Nam Dinh, 180 survey ques-
tionnaires were sent to 180 seafood enterprises, with 169 questionnaires collected, after classifying, 158 
questionnaires were valid to be used for analysis. 

3.2. Research models 

Fig. 3 demonstrates the structure of the proposed model of this survey.  

CSR-Economic      Financial Performance 
       

CSR-Legal    
CRS 

  Corporate Reputation  
      

CSR-Ethical     Government Support 
       

CSR- Philanthropic      Customer Loyalty 

Fig. 3. The proposed model  

In the above research model: 
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Corporate social responsibility are the business’s CSR activities and policies, measured based on the 
pyramid model of Carol (1991). CSR is measured by 5 - point Likert scale from 1 - no CSR activity to 5 
- available and well – done. 

Businesses’ operational performance consists of enterprises’ financial performance measured by ROA, 
ROE, ROI compared to the average level of Nam Dinh province in the last 3 years by 5 - point Likert 
scale from 1 - Much lower to 5 - Much higher. 

Non-financial performance is measured by three aspects: customer loyalty, government trust and busi-
ness reputation, in which, customer loyalty, government trust and business reputation are developed from 
Phan's study (2019). The scales are measured by the 5-point Likert scale from 1 - Strongly disagree to 5 
- Strongly agree. 

Research hypotheses: 

H1: CSR has positive effect on financial performance.  

H2: CSR has positive effect on non - financial performance of Nam Dinh seafood enterprises, including: 
customer loyalty, government trust and business reputation. 

3.3. Method for analysis 

To analyze the data, first, the reliability of the scale is tested with SPSS 22 software to determine the 
Cronbach Alpha coefficients and the correlation of the total variables, scales with Cronbach Alpha coef-
ficient greater than 0.7 and total variables correlation higher than 0.3 are accepted for further analysis 
(Chin, 1998; Henseler et al. 2009). When all factors and scales are satisfied and appropriate to put into 
hypothesis testing, the second part of the analysis based on the software of Smart PLS 3.0 is used to 
conduct PLS and bootstrap analysis to test the research hypotheses (Hair et al., 2014, 2017). 

4. Research results 

Table 1 
Construct Reliability and Validity 

  Cronbach's Alpha rho_A Composite Reliability Average Variance Extracted (AVE) 

CSR 0.920 0.922 0.920 0.697 
CSR_DD 0.911 0.912 0.911 0.672 
CSR_KT 0.872 0.884 0.872 0.696 
CSR_PL 0.762 0.887 0.784 0.738 
CSR_TT 0.928 0.936 0.925 0.677 
Corporate reputation 0.838 0.901 0.846 0.656 
Financial performance 0.949 0.953 0.948 0.650 
Government support 0.932 0.935 0.932 0.776 
Customer loyalty 0.945 0.947 0.945 0.776 

 

The table of composite reliability evaluation shows that all scales and latent variables satisfy conditions 
for further analysis. 
 
Table 2  
Discriminant Validity Fornell-Larcker (Fornell & Larcker, 1981) Criterion 

  CSR CSR_DD CSR_KT CSR_PL CSR_TT Corporate  
reputation 

Financial  
performance 

Government  
support 

Customer  
loyalty 

CSR 0.835 
        

CSR_DD 0.351 0.820 
       

CSR_KT 0.231 0.060 0.834 
      

CSR_PL 0.083 0.026 0.022 0.859 
     

CSR_TT 0.165 0.184 0.288 0.036 0.823 
    

Corporate reputation 0.222 0.177 0.212 0.196 0.216 0.810 
   

Financial performance 0.313 0.392 0.388 0.401 0.396 0.269 0.806 
  

Government support 0.380 0.172 0.390 0.313 0.297 0.229 0.321 0.881 
 

Customer loyalty 0.237 0.163 0.168 0.176 0.204 0.340 0.335 0.271 0.881 
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The parameters smaller than the square root of AVE indicate that the data are satisfactory for the next 
analysis. Next, the research hypotheses test is conducted with PLS - SEM model in Smart PLS 3.0 soft-
ware. The results are as follows: 

Bootstrap results from Smart PLS 3.0 software: 

 

Fig. 4. Hypothesis test results 

The hypothesis test results are as follows: 

Table 3 
Hypothesis test results 

  Original Sample (O) Sample Mean (M) Standard Deviation (STDEV) T Statistics (|O/STDEV|) P Values 

CSR → CSR_DD 0.413 0.418 0.045 9.137 0.000 
CSR → CSR_KT 0.390 0.396 0.045 8.686 0.000 

CSR → CSR_PL 0.437 0.444 0.042 10.392 0.000 

CSR → CSR_TT 0.432 0.438 0.041 10.431 0.000 

CSR → Corporate reputation 0.202 0.208 0.045 4.522 0.000 

CSR → Financial performance 0.481 0.484 0.044 10.881 0.000 

CSR → Government support 0.353 0.355 0.051 6.943 0.000 

CSR → customer loyalty 0.221 0.224 0.057 3.871 0.000 

 

It can be clearly seen from the results in Fig. 4 and Table 3 that both hypotheses H1 and H2 are supported. 
CSR has a strong impact on the financial performance of Nam Dinh seafood enterprises, with a coeffi-
cient of impact of 0.481 at the significance level 1% (P-value = 0.000). Next, CSR has a quite strong 
positive impact on the government's trust with an impact coefficient of 0.353 at the significance level 1% 
(P-value = 0.000). CSR affects customer loyalty and business reputation at nearly the same level of 0.221 
and 0.202 and at a significant level of 1% (P-value = 0.000). It can be concluded from this result that the 
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more CSR implementation Nam Dinh seafood enterprises fulfil, the better the enterprises’ operational 
performance is through the improvement of financial and non-financial performance. 

5. Conclusion 

The analysis on social responsibility of Vietnamese seafood processing enterprises for export to stake-
holders shows that there have been a number of limitations in the awareness and implementation of cor-
porate social responsibility, originating from both objective aspects, that is the state’s unreasonable man-
agement activities, and subjective aspects such as the enterprises’ business activities. The research has 
suggested that, in order to improve business performance, it is necessary to focus on financial perfor-
mance (increase profitability); improve operational performance in stages of production process so that 
the output products could be able to meet the market’s needs, which helps the businesses survive, develop 
in long-term, bring benefits to the businesses’ owners and other stakeholders. However, for the trend of 
sustainable development, enterprises in general and Nam Dinh seafood enterprises in particular need to 
concentrate on implementing social responsibilities through solutions such as: Invest in modern produc-
tion lines, complete waste treatment systems, prioritize the use of clean and safe technologies, ensuring 
human rights and working conditions for employees, etc. 

The research results have been suggested by many researchers in different contexts, for example Hasan 
et al. (2019), Aras et al. (2010), Mirsha and Suar (2010). It is proved that implementing CSR will improve 
the business’s performance. Therefore, Nam Dinh seafood enterprises can confidently implement CSR 
to achieve the objective of sustainable development. 
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