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Abstract
Increasing consumer awareness and their sensitivity to the environment has led companies to think of
other issues other than differentiation to improve their brand. A brand that is committed to the
stakeholders (customers, employees and society). Green marketing is a strategy through which
companies are thinking about green products, products that, in addition to providing consumer value,
seek to reduce environmental costs. Social responsibility is also another step through which companies
seek to compensate for the costs to society and the environment. Certainly, companies that are thinking
of improving brand value will pay special attention to these two strategies. This research is descriptive
in a survey type and in terms of applied purpose. The statistical population of the research is the
managers and experts responsible for various marketing and sales departments of Tabarok Company.
Data were analyzed using SPSS software and regression tests and correlation analysis was performed
and the research hypotheses were approved. In this study, it was found that green marketing, by
modifying production practices as well as social responsibility based on community consideration and
environmental standardization, could also help improve brand values.
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Introduction
Green marketing is issue that affected many
decision of today's decision makers in different
organizations. Managers are constantly faced with
the issue we should invest on what to meet the
needs arising from the eco-friendly products (such
as green packaging) and environmental obligations
that are expected of organizations (such as energy
saving) to be successful (Filho, 2014 & Menck).
Green marketing word in the manager’s dictionary
and academics have been used with different
meanings. In general we can say that green
marketing is any act or environmental activities
that increase the probability of selection and use of
products due to compliance with environmentally
friendly standards (Filho, 2014 & Menck). Growth
*

and development of plants and the industrialization
process in the world on the one hand and increasing
government regulations to protect the environment
on the other hand, has forced many organizations to
consider the implications of the green supply. More
likely environmental pressures on organizations
will further increased in the future. On the other
hand, the attention to environmental issues and
green
management
is
being
entered
(Mathiyazhagan
et
al.,
2013).
Different
environmental factors have been identified that
have an impact on green manufacturing. Green
marketing is one of the factors. Salmon and Stuart
defined green marketing as: it is a marketing
strategy by creating detectable environment
benefits based on what the customer expects it
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protects the environment (Solomon and Stuart,
1997). Lack of investment in environmental issues
(such as green marketing), may overcome the
threats that effect on the company's brand and
image make it difficult, overcome the losses caused
by the rejection of the products by the market
become hard, reduce shareholder protection, and
ultimately lead to the loss of organization (Wood,
1991). Aside from the risks and requirements of
companies and has forced different retailers and
manufacturers to implement green marketing,
there are many factors to be considered as a
stimulus proletarian of this concept. In other words,
the use of green marketing has ad-vantage for
companies which can be encouraged companies to
apply this concept. These factors can be external or
internal (Polanski and Rosenberger, 2001). The
external pressures which cause being green can
satisfy the needs of consumers, competitors and
respond to the requirements, increased
environment pollution and public pressure (Kotler
and Gary, 1999; Shafaat and Sulatan, 2012). There
are also internal factors that are pushing companies
to implement green activities that mentioned some
of them. The first reason is the cost factor. This
means that being green can lead to greater benefits
performance and financial savings that means the
less input will be used and therefore less waste and
pollution will be reduced (Polanski and
Rosenberger, 2001). The second internal factor is
the company's philosophy. As long as the
company's environmental goals like other
objectives of the company are important and
environmental issues placed in the philosophy of
enterprise and being green issue discuss tie into the
company’s strategy and then tied it with his tactical
activities. The third internal factor, or in other
words, most important reason is creates a
competitive position in the market. Companies
developed environmental issues are considered in
the process of marketing and product than
competitive position for their competitors. So we
can say that observe the principles of green
marketing because consumers have a better view of
the company (Kotler and Gary, 1999). All of these
factors internal formed company's compet-itive
advantages. Based on the theoretical foundations
this comes on the use of green marketing can lead
to a competitive advantage and this included in the
main hypothesis of this study. On the other hand it
seems that the creation of a product has a specific
social cause. Now marketing on social and
environmental considerations as one of the main
activities of the company have been proposed
(Huang et al., 2008). Marketing on social and
environmental considerations in the early 80s has a
great reputation (Grundey, 2008). It is worth
mentioning that all personal or industrial
consumers on the benefits of environmental

protection have become more aware and more
interested. There are other green concepts in green
marketing. Such as: green consumers refer to
people who are highly concerned about
environmental issues. Purchases and their
consumer behavior in order to protect the
environment by buying products that are healthier
for the environment have improved (Huang et al.,
2008).
Literature Review Green Marketing
Green awareness in the 1960s and early 1970s,
with increasing concern about the negative impact
of consumption patterns, the impact of economic
growth and increasing population on the
environment, began (co-hen, 2001). However,
serious concerns about green marketing in the late
1980s and the growing consumer awareness and
demand for green goods and products appeared
(Feldman and Stachler, 1996). Increased awareness
of environmentally friendly products, result-ing in
a tendency for consumers to use environmental-ly
friendly products and this in turn prompted the
company to turn green marketing and embrace this
concept (Vaccaro, 2009). Green marketing focus
primarily on the nature of the inputs and reduce the
amount of waste in outputs and the impact on
society and the environment both now and in the
future (Walker and Hanson, 1998; Smith and Perks,
2012). According to America Marketing Association definition, green marketing is products
marketing that are hazardous to the environment
and sustainable for environment. The green
marketing definition in-cludes a variety of activities
such as waste reduction, changes in the products,
modification of the product combination or a set of
these measures (Raghavan and Vahanvati, 2008).
Green marketing focuses primarily on four cases:
first, the importance of green marketing, second,
the impact of green marketing on competitive
advantage and function of company, third customer
identification and fourth, to improve the
effectiveness of green market-ing (Johri and
Sahasakmontri, 1998; Singh and Pandey, 2012).
Social Responsibility
Social responsibility refers to decisions making
based on the value of the social, ethical and legal
obligations with regard to the long-term interests of
individuals, communities and the environment. In
fact, social re-sponsibility beyond the tactical, legal
and economic requirements of organization takes a
step in the effort to improve the quality of social life
(wood, 2010). Cre-ate suitable relationships with
customers, suppliers, employees and communities,
leading to increased competitiveness of the
organization which leads to strategies that attaches
more importance to the ob-servance of social
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responsibility. Adopting such an ap-proach will lead
to long-term growth and profitability of the
organization. In fact without profit, organization is
not able to adhere to its social responsibility (Tizro
et al, 2014). On the other hand, the social
responsibility of organi-zations has a significant
impact on an organization's marketing activities
through the marketing mix plays its role in
environment. Marketer by tools such as packaging,
advertising and personal selling to the production
and supply of goods and services used, can remove
take step to implement organization’s social
responsibility (Shum and Yam, 2011). Social
responsi-bility has broad concept and encompasses
the organi-zation itself. The marketer must
determine the compo-sition of the marketing mix in
addition to the general welfare, environmental
issues and long-term interests of the community, to
consider the potential benefit to guarantee the
survival of the organization (Saadatian et al., 2012).
Research background
 Hassan Goly Pour Yasory et al (2014) in their
study entitled investigate the factors influencing
consumer’s attitudes to green packaging and their
want to buy, concluded that the environmental
responsibility of the customer to have the greatest
influence on his approach to green packaging. On
the other hand, in addition to confirming the effect
of customer’s attitude to packaging green and
intention to purchase goods with green packaging,
it was found that the price variable of goods with
green packaging modified while level variable of
access to goods with green packaging can be
influenced regulators.
 Amirshahi et al in research entitled the effect of
green marketing tools on consumer purchasing
behavior who are member of the social network in
Iran investigate influence of green marketing tools
focused on buying behavior of different consumer
groups. The population consisted of the Internet
user of social networking sites considered and
finally concluded that the means of influencing the
behavior of different groups of consumers,
including advertising, labeling and environ-mental
brand except that two other environmental labels
have a different effect on consumer behavior and
increasing consumer environmental trends, the
impact of these factors on consumer behavior increased. It also became clear environmental brand
is effective green marketing tool (Amirshahi et al.,
2013).
 Haghighi and Khalil (2011) in a study entitled
examining the role of green marketing in consumer
purchasing behavior, following the level of
consumer sensitivity to environmental issues,
participation in social programs related to green
marketing and the attention and con-sideration of
environmental issues in their applications.

Statistical population was students at Tehran
University Pardis branch in Qom finally, it was
found that consumers are sensitive to
environmental issues and is-sues related to
programs and attend to plans and pro-grams
related to green marketing and participate in it but
in their purchasing behavior, do not pay attention
to environmental issues. - Senobar and Mahdizadeh
Asl (2008), in a research entitled the relationship
between attention to social responsibility and
performance marketing company exporting food
sample is expressed that at present, in the condition
marketing reviewed a new generation of concepts,
social and ethics in business is a special place.
Human health issues, environmental pollution and
scarcity of basic resources are discussions that
justified attention to social in the business. One of
the important tools that can be used to differentiate
from competitors in today's competitive world and
to gain a competitive advantage to increase market
share is attention to social in the business. In this
paper we focus on the relationship between
attention to social and corporate marketing
performance and for this purpose the model of alAnsari and Kern (2005) and Chatterjee pattern
(2007) is used. Data collected from the
questionnaires and among the exporters of food
samples in East Azerbaijan Province. The results
show that there is a positive correlation between
the attention to social and corporate marketing
performance.
 In a survey conducted by Doaee et al (2006)
entitled green marketing as a way to sustainable
competition, using existing theoretical literature, at
first social responsibility defend and its relation to
the green marketing specified. Then by more
accurate approach, green marketing, reasons of to
be green and levels of green marketing, evolution
include three era, ecological green marketing era,
environmental era and sustainability era explained
and the strategies and actions necessary to
implement this concept was presented.
 Zuhair and Azman (2015) in a study entitled the
impact of green marketing strategies on the
performance of companies in Taiwan examine the
companies that have ISO 14001 environmental
standard. Finally, in this study it was found despite
the willingness of customers to use more
environmentally friendly products, re-search done
in record less attention has been paid to green
marketing. Among the environmental factors of
green innovation and promote green products
considered and have a positive impact on corporate
performance.
 In a survey conducted by Menck and Filho
(2014), entitled the green marketing and a
commitment to social responsibility as a strategic
tool, in addition to the role of green marketing as a
means to reduce company costs and make the a
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competitive advantage, looking for ethical reasons
for observing social issues and finally came to the
conclusion that social activities are a source of
competitive advantage.
 In a survey conducted by Punitha and Rashedi
(2013) as corporate social responsibility, green
marketing application in the hotel industry, the
Malaysian government's role in the use of social
factors were considered. It was found that the
hotels are put under pressure to use social
measures.
Knowing
the
importance
of
sustainability, the Government of Malaysia hotels
and other industrial sectors by providing incentives
and tax breaks encourage the use of green
technology. It is also clear that, as hoteliers looking
to improve their financial performance, using green
marketing initiatives despite the benefits such as
the trust of customers challenged the subject.
 Samie et al (2008) investigated the social
responsibility long-term effects on the performance
of corporate which business units can reducing
their long-term re-turns through the negative
effects on society optional-ly. So that today the idea
among the business units are increasingly taking
shape that long-term success can be achieved
through the management of corporate operations,
at the same time ensuring environmental
protection and social responsibility progress
achieved. - Mortone et al (2007) conducted a study
as corporate social responsibility: a review of
theory and research conducted in the field of
marketing. The purpose of this paper is to review
and combines theories of social responsibility used
in the marketing model and raises the question to
what extent and how can marketing model consider
corporate social responsibility. After explaining the
basic concepts and propose a new definition of
corporate social responsibility, 54 articles in
journals between 1995 and 2005 were studied
marketing and show publishing features, research
projects, variables, samples, surface analysis, issues
and key findings clearly. Offers such a broad view of
empirical research that has raised the corporate
social responsibility to focus more on the customer
and the wider range of the sample and experimental
studies will also be better. These steps are multidimensional view of future customer is assigned.
 Vialand & Heidi (2007) in research on corporate
social responsibility: Review of theory and research
conducted in the fields of marketing and corporate
social responsibility. The study attempts to review
the theories related to corporate social
responsibility in the marketing. The study attempts
to analyze the target of 54 articles that have been
done to investigate this issue.
 Tsoutsoura (2004) in research on corporate
social responsibility and financial performance has
expressed in this study the theoretical principles
related to social responsibility is expressed and the

need to establish a relationship between social
responsibility and performance has been
expressed. In this study, the relation-ship between
social responsibility and corporate performance
has been determined. However, most re-search has
focused on the financial performance of US
companies and less attention has been paid to the
non-financial corporations.
 Simpson (2002) in a study entitled "The
relationship between t corporate social
responsibility and financial performance" studied
the relationship between financial performance and
social performance of companies engaged in the
banking industry in the Netherlands and the results
indicate that there was a positive relationship
between financial performance and social
performance.
 McWilliams A., Siegel (2001) in a study titled
corporate social responsibility and financial
performance examines the relationship. They
report there is a positive, neutral and negative effect
between corporate social responsibility and
financial performance. It may be associated with the
empirical analysis. In this paper we present a
special case in econometric studies of the
relationship between social and financial
performance. It studies the effect of CSR with
performance corporate on social performance and
several control variables are specified. This model
has changed, because he could not control his
investment, as well as an important factor of
company's performance is considered. This change
led to assess the financial impact of the CSR. When
the model is correctly specified, we find that CSR
has a neutral effect on financial performance. In
recent years, customers, employees, suppliers,
community groups, governments and stakeholders,
encourage companies to make investments in the
form of corporate social responsibility. Some
companies allocate more resources to CSR have
responded to these issues. Other corporate
executives resistance and argue that additional
investment in CSR in connection with their efforts
raise the profit. These results have prompted
researchers to examine the relationship between
CSR and financial performance and also try to
validate the state of affairs with regard to
investments in CSR and assessment profit.
Conceptual Model and Hypothesis
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Hypothesis 1: green marketing affects the
Improving brand value
Hypothesis 2: Social Responsibility affects the
Improving brand value
Population and sampling
Given the scope and size of the Tabarok Company,
managers and experts direct three marketing unit,
sales and logistics were considered as statistical
population based on the information obtained
through participation of these 89 subjects. Finally,
considering the size of the population and the
sample size of 70 patients was estimated using
Morgan.
Methods of data analysis
In the process of data analysis was done using SPSS
software. The test used in this study are: Cronbach's
Alpha test, correlation, Multiple linear regression.
Data Analysis
In this part, the process of obtained data analyze is
described in detail. Reliability
Before performing data analysis have to ensure the
reliability of the data collection tool. Using
Cronbach's Alpha test the reliability was measured
by means of data collection, as can be seen in Table
1. The value of Cronbach's alpha is 0.925 greater
than .7 and reliability is confirmed.

Table 1 Cronbach's Alpha
Cronbach's Alpha
0.925

N of Items
35

K-S test
The next step is to select the correct statistical tests
(parametric-nonparametric) the data distribution
kind (normal - abnormal) is specified. Therefore, in
this section using the KS test and a significance level
great-er than 0.05 it was found that H0 confirmed
and follow
Table 2. P-Value
Variable
Green Marketing
Social Responsibility
Improving brand
value

PValu
.65
.25

Type of Data
Distribution
Normal
Normal

.37

Normal

Correlation Tests
Given that one of the assumptions of regression
tests that form the main study's test there is a
relationship
between
variables.
Pearson
correlation test results are presented in this
section.

Table 3. Pearson Test
Pearson Correlation
Green Marketing

Green Marketing
1

Sig. (2-tailed) N

77
Pearson Correlation
0.679**
0.000
Sig. (2-tailed)
brand value
N
77
Pearson Correlation
0.392**
Social
0.000
Sig. (2-tailed)
Responsibility
N
77
** Correlation is significant at the 0.01 level (2-tailed).
Improving

Regression test
In the regression analysis, we sought to estimate
the relationship between mathematics and quantity
so that it could be an unknown variable using the
known variable or variables determined. In the
regression first to determine the significance of the
regression model that it can be done using ANOVA
table. The significance of all coefficients of the
independent variables must be considered, that the
work is done using a table of coefficients (Habibi,
2007). In this section, using regression test the
proposed research hypotheses has been explained.
Hypothesis 1: green marketing affects the
Improving brand value

Improving brand value
0.775**
0.000
77
1
77
0.642**
0.000
77

Social Responsibility
0.387**
0.000
77
0.590**
0.000
77
1
77

Again, using linear regression first hypothesis
examined that the results in Tables 4, 5 and 6 are
presented. In Table 4, the coefficient of
determination and adjusted coefficient of
determination is given. The index reflects the
change in the independent variable; that is
Improving brand value arising from the dependent
variable shows the green marketing. Given these
factors, we can say that green marketing effect on
Improving brand value and 46% of the variable
changes with the Improving brand value arising
from green marketing. Assume that the lack of
correlation be-tween the errors are measured using
cameras Watson when the value is between 1.5 and
2.5 hypothesis of correlation between the errors
rejected and terms are based on regression models.
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Linear variables independence assumptions in
Table 5 is one of the assumptions of linear
regression model is given. Since the significance

level is less than 0.05 H0that is non-linearity test
rejected and the linear relationship between two
variables is confirmed.

Table 4. Summary of model
Model
1

R

Std. Error of the
Estimate

R Square Adjusted R Square

0.654a

0.463

0.489

0.83459

Table 4. Summary of model
Model
1

R Square Change
.463

Change Statistics
F Change df1 df2 Sig. F Change
79.447
1
75
0.000

Durbin-Watson
1.789

Table 5. ANOVA Test

1

Model
Regression
Residual
Total

Sum of Squares
43.045
48.036
91.081

df
1
75
76

Mean Square
43.045
.590

F
73.876

Sig.
.000a

Table 6. Regression coefficients
Model
(Constant)
Green Marketing

1

Unstandardized Coefficients
1.399
0.417
0.890
0.106

Finally, in Table 6, the coefficients of the regression
equation is investigated which is defined as the
amount of significance level smaller than 0.05, both
coefficients (fixed and variable) should be in the
regression equation, and no one out.
hypothesis 2: Green Marketing affects the social
responsibility.
Again, using linear regression first hypothesis
examined the results in Table 7, 8 and 9 are shown.
In Table 7, the coefficient of determination and

Standardized Coefficients
3.355
0.001
0.695
8.366
0.000

adjusted coefficient of determination is given. Two
coefficients reflect the changes in the independent
variable that is competitive advantage arising from
the dependent variable shows green marketing.
Given these coefficients, we can say that green
marketing has no great influence on social
responsibility and only 18% of the variable changes
from green marketing. Assume that the lack of
correlation between the errors are measured using
cameras Watson when the value is between 1.5 and
2.5 hypothesis of correlation between the errors
rejected and terms are based on regression models.

Table 7. Summary of model
Model
1

R
0.415a

R Square
0.168

Adjusted R Square
0.187

Std. Error of the Estimate
0.78105

Table 7. Summary of model
Model
1

R Square Change
0.168

Change Statistics
F Change df1 df2
15.581
1
75

Sig. F Change
0.000

Durbin-Watson
1.146

Table 8. ANOVA test

1

Model
Regression
Residual
Total

Sum of Squares
9.505
45.753
55.258

Df
1
75
76

Mean Square
9.505
0.610
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F
15.581

Sig.
0.000a

Linear variables independence assumptions in
Table 5 is one of the assumptions of linear
regression model is given. Since the significance
level is less than 0.05 H0 that is non-linearity test
rejected and the linear relationship between two
variables is confirmed.

Finally, in Table 9, the coefficients of the regression
equation is investigated which is defined as the
amount of significance level smaller than 0.05, both
coefficients (fixed and variable) should be in the
regression equation, and no one out.

Table 9. Regression coefficients

1

Model
(Constant)
Social
Responsibility

Unstandardized Coefficients
B
Std. Error
2.450
0.415
0.418

0.106

Finally, in Table 9, the coefficients of the regression
equation is investigated which is defined as the
amount of significance level smaller than 0.05, both
coefficients (fixed and variable) should be in the
regression equation, and no one out.
Conclusion
Green marketing is one of the key issues for most
commercial institutes in the area of environmental
issues. Given the present day customers have the
key role in determining the type of goods produced
in such agencies, more commercial institutes are
grappling with this kind of activity and dealt with it,
in recent years attention has been given to
environmental issues of importance double and is
one of the topics of marketing. If the marketing
activities of companies are based on environmental
criteria, in addition to the many benefits it brings to
the environment and society, can be a strategic
factor for enterprises to gain competitive advantage
and customer satisfaction.
As was shown in the present study and the first
hypothesis, become green or compatible marketing
activ-ities with environmental standards, lead to a
competitive advantage for the companies. The
results of this hypothesis are consistent with
surveys conducted by André and João (2014),
Punitha and Rasdi (2013) and Doaee et al (2006).
The increased investment in the field of food
companies, especially companies recommended.
The managers of these companies should invest
more in this area and spending in this area as a
prime mover in other words, an asset is considered
valuable to their company because they are doing
their customers understand and make informed
choices considering the high number of
competitors in the in-dustry, buyers have more
choices and various criteria are considered for
selection and one of the criteria for compatible
products and activities with environmental issues.
So invest in such item in long-term have eco-nomic
benefits for companies.

Standardized Coefficients
Beta
T
Sig.
5.899
0.000
0.415

3.947

0.000

The second hypothesis of this study was to
investigate the association between green
marketing with social responsibility, which was
confirmed and are consistent with the results of Jari
(2001) and Maignan (2005). It is natural that the
application of environmental items and observe it
by different companies has positive results for
companies. In the present society, the knowledge of
people, especially on environmental is-sues has
increased.
References
1) Amirshahi, Mirahmad; Yazdani, Hamid Reza,
Alieh, Elahe. (2013). Effect of green marketing on
behavior of social networks in Iran, Journal - The
New Market-ing Research, third, fourth number,
serial number (11). 92. Winter, pp. 41-58.
2) André C. M. Menck, João Bento de Oliveira Filho.
(2014). Green Marketing and Corporate Social
Engagement as Strategy Tools – A Conceptual
Framework. International Journal of Humanities
and Social Science. Vol. 4 No. 5.
3) Mathiyazhagan, k., Govinda, k., Noorul Hagh, A &
Geng, Y. (2013). An ISM approach for the barrier
analysis in implementing green supply chain
management. Journal of Cleaner Production, 47:
283-297.
4) André C. M. Menck, João Bento de Oliveira Filho.
(2014). Green Marketing and Corporate Social
Engagement as Strategy Tools – A Conceptual
Framework. International Journal of Humanities
and Social Science. Vol. 4 No. 5.
5) Wood, D. J. (1991). Social Issues in
Management: Theory and Research in Corporate
Social Performance. Journal of Management, V. 17
(2), 383-406.
6) Grundey ,D , Zaharia,R.M(2008) sustainable
incentives in marketing and strategic greening: the
cases of LITHUANIA and ROMANIA.
7) Huang ،P. Louwers ،T. Moffitt ،J. Zhang ،Y.
(2008)"
Ethical
Management
،Corporate
Governance ،and Abnormal Accruals" Journal of
Business Ethics. 83:469–487.

J . H u m . I n s . 2 0 2 1 ; 5 ( 1 ) : 0 3 3 - 0 4 1 |39

8) Solomon Michael R. and Stuart Elenara W.
(1997), Marketing (Real People, Real Choice),
Prentice-Hall International Inc. pp: 5, 83-84, 390.
9) Polonsky Michael Jay and Rosenberger III Philip.
(2001), Reevaluating Green Marketing: a Strategic
approach Journal of Business /September October.
10) Kotler Philip and Armstrong Gary. (1999),
principles of marketing Prentice-Hall International
Inc, 361-364.
11) Galbreath, J(2010), The impact of strategic
orientation on corporate social responsibility,
International Journal of Organizational Analysis,
ISSN: 1934-8835.
12) Chiou Tzu-Yun, Chan Hing Kai, Lettice Fiona,
Chung Sai Ho. (2011). The influence of greening the
suppliers and green innovation on environmental
performance and competitive advantage in Taiwan,
Transportation Research Part E 47 . 822–836
13) Ko, E., Hwang, Y.K, &Kim, E.Y.(2013). Green
marketing' functions in building corporate image in
the retail setting. Journal of Business Research,
66(10), 1709–1715.
14) Feldman, L.S. and Stachler, S.M. (1996), “Green
Marketing: Do Corporate Strategies
15) Reflect Experts' Advice?”, The Journal of
Marketing Management, Vol. 5 Issue 1, pp. 2028
16) Cohen,
M.
(2001),
“The
Emergent
Environmental Policy Discourse on Sustainable
Consumption”,
Exploring
Sustainable
Consumption: Environmental Policy and the Social
Sciences, Cohen, M.J. and Murphy, J. (Ed.),
Pergamon, London, pp. 21-37.
17) Raghavan, L. and Vahanvati, G. (2008), “Going
Green in India Embracing the Environmental
Imperative”,
available
on
http://
www.landor.compdfsk9LRaghvan_25Jul08.pdf,
(accessed on 5 October 2010).
18) Walker, R. H. and Hanson, D.J. (1998), “Green
Marketing and Green Places: A Taxonomy for the
Destination Marketer”, Journal of Marketing
Management, Vol. 14 No. 6, pp. 623–
19) 39.
20) Shafaat, M. F., & Sultan, A. (2012). Green
marketing.
EXCEL International Journal of
Multidisciplinary Management Studies, 2(5), 184195.
21) Vaccaro, V. L. (2009), “B2B Green Marketing
and innovation theory for competitive advantage”,
Journal of systems & Information Technology, Vol11 No. 4, pp-315-30.
22) Johri, L.M. and Sahasakmontri, K. (1998),
“Green Marketing Of Cosmetics and Toiletries in
Thailand”, Journal of Consumer Marketing, Vol. 15
No. 3, pp. 265-81.
23) Singh, P. B., & Pandey, K. K. (2012). Green
marketing: Policies and practices for sustainable
development. Integral Review, 5(1), 22-30.

24) Smith, E. E., & Perks, S. (2012). A perceptual
study of the impact of green practice
implementation on the business functions.
Southern African Business Review, 14(3).
25) Wood, D. J. (2010). Measuring corporate social
performance: a review. International Journal of
Management
Reviews,
12(1),
50-84.
http://dx.doi.org/10.1111/j.14682370.2009.0027
4.x.
26) Shum, P. K., & Yam, S. L. (2011). Ethics and law:
Guiding the invisible hand to correct corporate
social responsibility externalities.
Journal of
business ethics, 98(4), 549-571.
27) http://dx.doi.org/10.1007/s10551-010-06089.
28) Saadatian, O., Haw, L. C., Mat, S. B., & Sopian, K.
(2012). Perspective of Sustainable
29) Development in Malaysia. International Journal
of Energy and Environment, 2(6), 260-267.
30) Simpson, W. Gary; Kohers, Theodor. (2002) .
The link between corporate
social and financial
performance: evidence from the banking industry.
Journal of Business Ethics, 35 (2) , 97-109.
31) Tsoutsoura,M (2004), Corporate Social
Responsibility and Financial Performance, Haas
School of Business University of California at
Berkeley.
32) Vaaland,T & Heide,M (2007), Corporate social
responsibility: investigating theory and research in
the marketing context, European Journal of
Marketing, Vol. 42 No. 9/10, 2008, pp. 927-953.
33) McWilliams A., Siegel D., 2001, “Corporate
Social Responsibility: A Theory of the Firm
34) Perspective", Academy of Management Review
, Vol. 26, No. 1, January 2001, pg. 117-127.
35) Zuhairah Hasan, Noor Azman Ali. (2015). The
impact of green marketing strategy on the firm’s
performance in Malaysia, Procedia - Social and
Behavioral Sciences 172. 463 – 470
36) S. Punitha and Roziah Mohd Rasdi. (2013).
Corporate Social Responsibility: Adoption of Green
Marketing by Hotel Industry. Asian Social Science;
Vol. 9, No. 17 pp. 79-93.
37) MacKinnon, D. P., Warsi, G., & Dwyer, J. H.
(1995). "A simulation study of mediated effect
measures:" Erratum. Multivariate Behavioral
Research, 30(3), ii.
38) Baron, R. M., & Kenny, D. A. (1986). The
moderator-mediator variable distinction in social
psychological research: Conceptual, strategic, and
statistical considerations. Journal of Personality
and Social Psychology, 51, 1173-1182.
39) Nikolaos Tzokas and Michael Saren.
(2015).Competitive advantage, knowledge and
relationship marketing: where, what and how?,
Journal of Business &amp; Industrial Marketing,
Vol. 19 Iss 2 pp. 99-113.

40 | J . H u m . I n s . 2 0 2 1 ; 5 ( 1 ) : 0 3 3 - 0 4 1

40) Goodman, L. A. (1960). On the exact variance of
products. Journal of the American Statistical
Association, 55, 708-713.

41) Jari Ka ¨rna ¨, Eric Hansen and Heikki Juslin.
(2001). Social responsibility in environmental
marketing planning, European Journal of
Marketing, Vol. 47 Iss 9 pp. 1525-154

J . H u m . I n s . 2 0 2 1 ; 5 ( 1 ) : 0 3 3 - 0 4 1 |41

