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Research contributions:

e Theoretical contributions

Firstly, the theory of Corporate Social Responsibility (CSR) by Carroll (1979, 1991)
is considered quite new in Vietnam market. Especially, its practical application in the

Vietnam marketing communication sector has still limited. Thus, research results in this
study continue to contributing to the CSR theory in a typical industry, in a transitional
market like Vietnam.

Second, in this study, the Market Orientation (MO) scale is modified with 14
observation variables following Tse et al. (2004) instead of 6 variables that was described
in previous studies such as Nguyen & Barett (2006), Nguyen & Nguyen (2008), Qu (2009),
Long (2013, 2015). Research results show that it is totally relevance in Vietham market.
With this result, the study contributes to the MO theory as well as enriches the MO scale
(Tse et al., 2004) applying in Vietnam market.

Third, the theory of Relationship Marketing Orientation (RMO) by Sin et al. (2005)
IS new towards some researchers in Vietnam context. At present, there only has a few
studies in Vietnam market relating to this concept, such as Nguyen & Viet (2012), Luu
(2017). In particular, study of Luu (2017) conducts RMO as a moderator variable towards
the relationship of CSR and customer value co-creation. The result of this study shows that
RMO continues to show as moderating variable in some concept relationships. Therefore,
the results of this study continue to contribute the RMO theory in a typical industry, in a
transitional market like Vietnam.



Fourth, the relationship model among concepts MO, CSR and FP in this study
continues to show its existence. In the other word, the study continues to confirm the
existence of this relationship model in the Vietnam market (Long, 2015). The study of
Long (2015) conducted in Mekong Delta, Vietnam that showed the legal factor belongs to
CSR concept almost has no significant. However, this study conducts in Ho Chi Minh City,
Vietnam incorporating marketing communication industry, all CSR components have
significant.

Fifth, the moderation variable RMO expresses its role of moderating relations among
concepts MO, CSR and FP. In particular, the research is conducted in such typical industry,
the Vietnam marketing communication. The research results have also validated the
moderation role of RMO. Thus, this research is likely to contributing such a theoretical
model that opens door for further research directions.

e Practical contributions

Firstly, in transition economies such as Vietnam, business activities are always
affected by changes not only in internal environment but also the external environment.
The relationship between MO and FP has been shown as positive effect (Nguyen &
Nguyen, 2008; Qu 2009; Long, 2013, 2015). Therefore, the research results suggest that in
order to have good business performance, enterprises should maintain their activities
following market-oriented.

Second, research results also show the correlation in relationship when MO concept
Is the important premise towards CSR activities. Then, they ultimately affect to the firm
performance. This is also consistent with previous studies such as Maignan et al. (1999)
when conducting the experiment study in US firms, or Qu (2009) in China market, and
Long (2015) in the Mekong Delta, Vietnam. Thus, it can be said that enterprises which
have clearly market orientation, it would has positive impact on CSR activities. Since then,
CSR has positive impact on firm performance (Luo & Bhattacharya, 2006; Qu, 2009; Long,
2015; Luu, 2017).

Finally, the participation of RMO as moderation variable towards the relationships
among MO, CSR, FP concepts is demonstrated in this study. Therefore, beside firm has
good market-oriented and effective CSR activities to achieve the desired performances, the
implementation of the relationship marketing activities are also necessary. Regarding to
six component variables of RMO, the research results show that most of components
participates in such a moderation role to all relationships in research model. Again, in
practice, local firms should pay much attention to all of these six components.
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