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ABSTRACT
The aim of the study was to evaluate the mediating role of green innovation on the
relationship corporate social responsibility and firm performance. The study employed
explanatory and descriptive research design. Thus, the study employed quantitative
research method for data gathering and interpretation. The population of the study was
employees of selected firms in Kumasi. The study considered a sample size of 200
respondents, primary source of data was collected on the field using structured
questionnaires and convenience sampling technique. The data collected was analysed
using Statistical Package for Social Sciences (SPSS). The study found that corporate social
responsibility has a significant positive relationship with firm performance. Corporate
social responsibility explains 51.7% of variability in firm performance. The study found
that corporate social responsibility has a significant positive relationship with green
innovation. The study found that green innovation has a significant positive relationship
with firm performance. Moreover, the study found that green innovation mediates the
relationship between corporate social responsibility and firm performance. The study
recommends that companies should integrate CSR into their overall business strategy,
rather than treating it as a separate initiative. This can involve setting specific CSR goals
and metrics, and regularly tracking and reporting progress. Additionally, companies
should prioritize creating a culture that supports innovation, including by encouraging
experimentation, risk-taking, and creativity. This can involve providing resources and
support for innovation initiatives, as well as promoting a growth mindset among

employees.
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CHAPTER ONE

INTRODUCTION

1.1 Background of the study

Corporations are now anticipated to significantly contribute to society's sustainable
development (Bikefe et al., 2020; Dartey-Baah and Amoako, 2021; Kim et al., 2022),
reflecting a significant shift in the perception of organisations' roles and responsibilities.
Companies are under increasing pressure to engage in corporate social responsibility and
support the communities in which they do business (Melissen et al., 2018; Doshmanli et
al., 2018; Jamali et al., 2017; Bello et al., 2016). As the importance of CSR in defining
how firms should be judged rises (Makanyezaa et al., 2018; Moneva & Hernandez-Pajares,

2018; Kucharska & Kowalczyk, 2019), so does the level of scrutiny placed on companies.

Corporate social responsibility refers to a company's efforts to benefit its stakeholders,
improve society, and further sustainable development (Tuan, 2016). Taking care of the
environment, giving back to the community, and striking a work-life balance are all
aspects of corporate social responsibility, as defined by Linh (2011). CSR initiatives
increasingly prioritise business strategy, which is intrinsically linked to an organization's
ability to compete and achieve its financial objectives. Corporate social responsibility can
be seen as a way to aid worthy causes, but it can also be seen as a marketing tool to increase
brand awareness (Khater, 2019). By strengthening ties with influential groups, CSR boosts
business results (Lee et al., 2017). Therefore, companies can utilise CSR activities to not
only get favourable stakeholder behaviour and attitude, but also to strengthen firm-
stakeholder bonds and enhance the company's public image (Du et al., 2010). This

demonstrates that CSR investment is a source of competitive advantage rather than only



an expense or limitation (Lee et al., 2017). Companies that excel in pleasing their

constituents are more likely to succeed overall (Kong et al., 2019; Zhang et al., 2022).

There has been growing pressure on businesses to improve their non-financial
performance in areas like environmental impact, social welfare, and fair employment
policies in recent years. Investors, politicians, and other stakeholders are slowly but
steadily finding common ground on sustainability issues, and they all see sustainability
reporting (performance) as an essential step towards reaching broader climate and
sustainability goals (Mbanyele et al., 2022). Therefore, the green market is increasingly
important for corporations in the age of sustainability (Tjahjadi et al., 2020). Since we now
live in the era of green business (DeBoer et al., 2017; Soewarno et al., 2019), companies
must pay attention to their environmentally friendly competitors. In addition, there is
mounting evidence that corporate social responsibility can boost innovation, customer
happiness, environmental cost savings, and public impressions of the organisation as a
whole (Jamali et al., 2017). "Green innovation" (Tjahjadi et al., 2020) refers to an
organization's capacity to innovate in a way that reduces its environmental impact and
satisfies the needs of the green market. Companies can enhance their environmental
performance and bottom line by getting ideas for green innovation from their CSR efforts
(Costantini et al., 2017; Tariq et al., 2019). A green market orientation encourages
environmentally responsible practises within companies since it heightens public
awareness to protect the environment (Papadas et al., 2017; Vilkaite-Vaitone et al., 2019).
Similarly, when a company's social responsibility efforts are well-communicated and live
up to stakeholder expectations, the company's success improves (Claire, 2017; Heald,
2018; Kong et al., 2019; Wanjiku, 2019; Asrarul-Haq et al., 2021). Therefore, value is

created and the performance of a business is positively impacted when a company fulfils



its social duties in a way that is transparent with its stakeholders and meets their

expectations (Alamgir & Uddin, 2017).

1.2 Problem statement

Many studies have been conducted on the topic of corporate social responsibility and its
impact on profits, but the results have been mixed at best (Kim, 2022; Renderson, 2022;
Asrar-ul-Hagq et al., 2020; Kong et al., 2019; Wanjiku, 2019; Samuel & Mgomboti, 2017,
Schaan, 2017). The inconclusiveness of the relationship between CSR and firm
performance creates the impetus to further examine this relationship, as well as the fact
that there are calls for these concepts to be further examined in developing countries
(Dartey-Baah and Amoako, 2021). While most research have focused on the influence of
CSR performance on short-term company performance and shareholder welfare, the true
implications of CSR success on long-term performance and social welfare have remained
largely unexplored (Mbanyele et al., 2022). As a result, there is scant research into how
well businesses are at creating innovations that address environmental concerns (Mbanyele
et al., 2022). Sustainability and social responsibility are important to CSR, according to
Behringer and Szegedi (2016). CSR is primarily concerned with micro-level eco-
efficiency and win-win solutions for businesses (Dyllick and Muff, 2016; Ye et al., 2020).
Similarly, there is limited information on how CSR may contribute to fields like green
innovation and other forms of sustainability. Whether or if CSR encourages
environmentally beneficial innovation remains an empirical open question that
necessitates additional study. The study sought to fill these gaps in the literature. The
purpose of this research was to evaluate green innovation's ability to mediate the

connection between corporate social responsibility and firm performance.



1.3 Research Objective
Generally, the aim of the study was to evaluate the mediating role of green innovation on
the relationship corporate social responsibility and firm performance. The following are

the specific objectives:

1. To assess the effect of corporate social responsibility on performance of
manufacturing firms

2. To examine the relationship between corporate social responsibility and green
innovation

3. To evaluate the effect of green innovation on performance of manufacturing firms

4. To analyse the mediating role of green innovation in the effect of corporate social

responsibility on performance of manufacturing firms

1.4 Research Question

The following research questions were formulated to guide the study:

1. What is the effect of corporate social responsibility on performance of
manufacturing firms?

2. What is the relationship between corporate social responsibilities on green
innovation?

3. What is the effect of green innovation on performance of manufacturing firms?

4. What is the mediating role of green innovation in the relationship between

corporate social responsibility and performance of manufacturing firms?



1.5 Significance of the Study

Numerous studies have been conducted to determine whether or not CSR has an impact
on firm perormance, but the findings have been mixed (Kim, 2022; Renderson, 2022;
Asrar-ul-Hagq et al., 2020; Kong et al., 2019; Wanjiku, 2019; Samuel & Mgomboti, 2017;
Schaan, 2017). The inconclusiveness of CSR creates the impetus to further examine this
relationship, as well as the fact that there are calls for these concepts to be further examined
in developing countries (Dartey-Baah and Amoako, 2021). The study's results add to the
current body of knowledge, which is good for the academic community as a whole. This
study will be useful for researchers studying the connection between CSR, green
innovation, and company performance. As a result of its focus on CSR, green innovation,
and company success, this research is also useful for professionals working in the field. It
can help businesses, particularly manufacturers; improve the effectiveness of their

management methods for fostering positive relationships with their many stakeholders.

1.6 Scope of study

The purpose of this research was to examine the connection between CSR, green
innovation, and financial performance. That is, to measure how much of an impact CSR
and new approaches to problem solving have on the bottom line. This is why the study
considered the interconnectedness of CSR, green innovation, and firm performance etc.

Geographically, the study area focused on firms in Kumasi.

1.7 Brief Methodology
The study used a descriptive explanatory research approach to assess green innovation's

moderating effect on the connection between CSR and business performance. As a result,
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this study used a quantitative approach to collecting and analysing its data. In addition,
primary data was gathered in the field using questionnaires. Kumasi employees from
participating firm served as the study's population. The study had 200 participants as the
sample size. Convenience sampling was used to select respondents who would fill out the

surveys. The information gathered was analysed using SPSS.

1.8 Organization of the study

There are five parts to the study. In the first chapter, there was information about the
background of the study, a statement of research problems, research questions, specific
research goals, the importance of the study, an overview of the methodology, the scope of
the study, and ethical concerns. The second chapter looks at the relevant and related
literature to the study. This includes corporate social responsibility, ecological innovation,
and firm success, among other things. In the third part, the researcher talks about how he
or she did the study. This includes the research philosophy, design, approach, population,
sampling methods, data collection method, and analysis. In Chapter Four, the collected
data are examined, shown, and talked about in line with the study's goals. Chapter 5 ends
with a summary of the main results, the study's conclusions, and any suggestions that are

needed.



CHAPTER TWO

LITERATURE REVIEW
2.1 Introduction
This element of the inquiry focuses on relevant literature pertinent to the investigation's
issue. The conceptual review, theoretical review, empirical review, and conceptual

framework were all discussed in this chapter.

2.2 The Concept of Corporate Social Responsibility

The academic perspective on corporate responsibility has been around for over seven
decades (Frederick, 1994), and it emphasises not only economic maximisation but also
social activity. The public and private sectors alike have made CSR a top priority. CSR
has significant influences on actual business practises due to its positive effects on
stakeholder relations and company credibility. Increases in the number of multinationals
providing specialised divisions to oversee CSR efforts have been documented (Vogel,
2005; Du et al., 2010). CSR has been defined and explained in a variety of ways, but there
is stillroom for debate (Moon, Crane, & Matten, 2005). Concerning ethical methods of
dealing with social and environmental problems, Corporate Social Responsibility presents
a challenge to businesses. Taking into account its potential environmental impact and the
concept of business as social action, it is put to the test (Tjahjadi et al., 2021, Moon et al.,
2005). Comprehensively analysing environmental, social, economic, stakeholder, and
volunteer factors, the term "corporate social responsibility” (CSR) is broken down into its
five component parts (Dahlsrud, 2008). Company strategy involves provoking the local
economic system by incorporating political confrontation with the local culture (Hermanto
et al., 2021). However, CSR is core to business operations, which means that social

considerations in capability exploitation are central to how a company conducts its daily



operations. When it comes to making decisions that will have a positive impact on the
company's and the community's long-term viability, business sustainability is ultimately
in charge ((Hermanto et al. According to Davis (1973), corporate social responsibility
(CSR) occurs when a company takes into account and addresses problems that go beyond
the company's immediate economic, technological, and legal needs. Carrol (1979)
suggests that a company's social responsibility might be visualised as a pyramid, with
economic responsibilities at the base, legal and ethical responsibilities in the middle, and
benevolent philanthropy at the top. When a company acts in a way that seems to benefit
society as a whole rather than just the company and its shareholders, we call that "corporate
social responsibility” (McWilliams et al., 2006). According to the work of Bhattacharya et
al. (2009), CSR is "an organization's voluntary commitment to enhance community well-
being through the implementation of business practises and the provision of corporate
resources.” CSR include initiatives that benefit society in areas such as education,
employment, training, workplace safety, product quality, environmental preservation,
conservation of natural resources, human rights, community development, and charitable

giving (Frederick, 1994).

In Friedman's (1962) view, a corporation's only duty is to maximise profit for its
shareholders while still adhering to all applicable rules, norms, and laws. According to
Carroll (1979), CSR is concerned with meeting societal, legal, ethical, and financial
obligations. As a foundational framework for CSR growth, Freeman's (1984) stakeholder
model is widely recognised as an industry standard. Stakeholders are defined either here
as any group that could be impacted by a company’s actions, positively or negatively.
Finding the right groupings of stakeholders is a crucial aspect of Jones's (1995) stakeholder
model. Corporate social responsibility (CSR) is increasingly being implemented by

businesses and is seen as an important part of strategic planning for corporations.



Managers see CSR as more than just doing well; it also aids businesses in gaining a
competitive edge in the end. According to the authors, CSR is a company's commitment
to balancing its bottom line with its impact on the environment, its employees, its
customers, its suppliers, and its community in an effort to build trust with its constituents
and earn the respect of the public. Company growth and shareholder satisfaction are
significantly impacted by CSR initiatives. The company's long-term investments include
CSR disclosures that are easy to understand, which helps it raise funds while cutting costs
and improving efficiency (Li et al., 2017). As stated by Farooq et al. (2017) and Saeidi et
al. (2020), businesses will only succeed if they take corporate social responsibility
seriously and use it to their benefit. When it comes to environmental business, companies
that practise CSR have a better chance of gaining the support of governments that are eager
to promote and secure long-term stability for corporate investments (Wongthongchai and
Saenchaiyathon 2019; Abbas 2020; Tarigan et al. 2020). CSR programmes, as argued by
Anser et al. (2018), are geared towards boosting national economies by increasing the
prevalence of strategy implementation and dynamism in the industrial sector. Community
participation in CSR practises not only increases sustainable environmental consciousness

but also aids in cutting down on emissions (Santoso et al., 2022; Gordon et al., 2012).

2.2.1 Benefits of Corporate Social Responsibility (CSR)

Most businesses promote their CSR initiatives because they expect an uptick in profits as
a result of the positive publicity they receive. They also demonstrate to shareholders the
value contributed by CSR efforts. Adopting CSR strategies is associated with improved
bottom lines for many businesses. If stakeholders care about both the company's social
responsibility and its bottom line, then socially responsible efforts may be profitable for

the business. Stakeholders can contribute to a company's bottom line in a number of ways,



including via increasing productivity or demand. However, unlike what is advised by
Callan and Thomas (2009), the employed regression approach does not test for

nonlinearity between financial performance and corporate social performance.

Furthermore, CSR efforts offer substantial benefits to companies. CSR helps organisations
in three key areas: product assessment, talent acquisition and retention, and brand
reputation. research conducted by (Pirsch et al., 2007) Because of the loyalty they show to
particular companies, customers are now considered an integral part of the marketing mix
(Golob et al., 2008). Beverage companies are utilising corporate social responsibility to
protect themselves from the potential of government regulation of their marketing
practises. Businesses and organisations in one country may opt to participate in CSR for
different reasons than those of a business or organisation in another country. Customer
loyalty, public image, brand value, access to capital, risk management, a healthier and
safer workforce, motivated people, corporate governance, and the confidence and trust of
stakeholders all play a role in the creation and implementation of CSR. These criteria may
not be applicable to all firms or organisations because most indigenous businesses are
under less pressure to engage in Corporate Social Responsibility from communities, civil

society, and even the law enforcement agency (Amaeshi et al., 2006).

The majority of CSR-implemented businesses have seen their stock prices rise as a result.
One cannot overstate the significance of CSR in the business world. Corporations have
included CSR interventions because marketing and management researchers have been
increasingly concerned with the notion of CSR in response to growing interest among
customers and other stakeholders in business practises. Stakeholders are not the only ones
who benefit from CSR; the implementing organisation is a major beneficiary as well. By
implementing a successful strategy for marketing corporate responsibility, the company
can continue to reap the benefits of this value creation for years to come. Maintaining and

10



bolstering company reputations by prioritising the standards and values of all concerned
stakeholders is one of the primary ways in which CSR has contributed to the growth of
firms' brands. As a means of influencing socially aware consumers and maintaining
positive relationships with other stakeholder groups, several marketers have included CSR
interventions into their efforts. Companies that do a good job of managing their corporate
social responsibility (CSR) often see an increase in market share and customer loyalty as
a result. However, if consumers are not made aware of a company's CSR efforts, the
company runs the danger of losing a substantial amount of business. If businesses keep
getting what they want out of these kinds of community projects, they will be more
inclined to make CSR a part of their long-term strategy (Enginkaya et al., 2009).
Ineffective and extremely subjective self-regulatory norms in the beverage industry
provide companies the freedom to embark on or reframe from CSR efforts (Bergamini et

al., 2013; Hastings et al., 2010).

Corporate social responsibility is a tool used by businesses to improve or keep up their
public image. Companies can foster a positive relationship with their most important
constituents by putting CSR into practise (McWilliams and Siegel, 2001). This includes
conducting market research and promoting their products. According to Hillman and Keim
(2001), CSR is an important factor in developing and maintaining productive partnerships
between businesses and their most important constituencies. Their brand and business
would benefit greatly from this kind of connection. Companies use CSR as a competitive
advantage to stay ahead of the competition and ensure the company's long-term viability

(Cohen & Prusak, 2001).).
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2.3 Dimensions of Corporate Social Responsibility

According to Perrini et al. (2001), understanding the effect of CSR on performance
requires an appreciation of stakeholder theory. Battaglia et al. (2014) took this perspective
while discussing the acceptance of CSR efforts, classifying them into four broad groups.
There are four types of corporate social responsibility (CSR) initiatives: those that deal
with the company's impact on the environment (Bekmezci, 2015), those that deal with the
company's impact on the workplace (Caligiuri et al., 2013), those that deal with the
company's impact on the community and the market (Olanrewaju, 2012), and those that
deal with the market. "The extent to which an organization's actions have a material impact
on society at large, on the economy, or on the environment” (Munasinghe et al., 2019) is
how corporate social responsibility is described. Large firms can foster community-
business collaborations by including three factors (Hernandez et al., 2020). The
corporation has opted to invest in uniqgue CSR programmes in order to improve business
practises, community welfare, interactions with the government, and the action of raising
company shares (Hou 2019). The administration of corporate social responsibility projects

should correspond with the specified principles (Tjahjadi et al., 2021; Welford, 2007).

2.3.1 Social dimension

The majority of research (Bonsén & Bednarova, 2015; Kim & Lee, 2015; Arsi, Stojanovi,
& Mihajlovi, 2017) agrees that community involvement should be a corporation’s primary
CSR goal. Corporations nowadays are considered as citizens and an integral part of
society, according to Leao-Aguiar, Ferreira, and Marinho (2005). Example: CSR that
prioritises long-term sustainability in order to safeguard the business's bottom line.
Corporate social responsibility (CSR) is the obligation of a business to act in a way that

helps society as a whole, the community in which it operates, its employees, and its

12



customers and suppliers. According to the research (Uddin, Hassan, and Tarique, 2008).
Everything from working conditions to employee health and safety to neighbourhood
issues to public discussion and social justice is within the purview of corporate social
responsibility initiatives. Jamali, Mezher, and Bitar (2006) is the cited source. Robert
(1998) claims that because consumers seek low prices and the third world is infamous for
the incidence of child and slave work, a free market economy would leave firms with little
alternative but to exploit third world labourers. When market forces are combined with a
lawful system, working conditions in the developing countries can improve (Eric, 2004).
Although corporate social responsibility had been around since the 1990s, it did not
become widely recognised as a significant component in improving workers' rights and

conditions until the 2000s (Compa, 2008).

2.3.2 Environmental dimension

The environmental aspect of corporate social responsibility (CSR) has been one of the
most important challenges facing businesses since the concept of CSR first emerged as a
topic of conversation in the 1970s. More and more people are demanding that corporations
pay reparations for environmental damage that their activities have caused (Azzone,
Bianchi, & Noci, 1997). The health of ecological systems should not be jeopardised by
business activities because all biological systems have limited resources and capacity
(Matten, 2006). According to Dahlsrud (2008), the term "environmental dimension™ refers
to the external natural environment. DesJardins (1998) claims that CSR efforts should
prioritise ecological considerations. Arsi, Stojanovi, and Mihajlovi (2017) point out,
however, that it is not enough for businesses to merely follow the letter of the law when it
comes to environmental preservation. Business activities, such as pollution and depletion

of natural resources, are a major contributor to environmental damage, as stated by Uddin,
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Hassan, and Tarique (2008). The positive relationship between environmental CSR
activities and their economic consequence is a popular topic of study, as some scholars
have argued that engaging in such activities does not result in better business outcomes in
terms of management. There is no denying the usefulness of a method to business
operations. The first tenet of sustainability states that environmental factors must be linked
to an effective system of resource management in order for those resources to be exploited
at all (Matten, 2006). According to several sources (Azzone, Bianchi, & Noci, 1997;
Perrini, Pogutz, & Tencati, 2006), environmental reports are used by businesses as a tool
for improving and managing operations and communicating with stakeholders,

particularly those who have environmental concerns)

2.3.3 Economical dimension

Corporate social responsibility is defined by the economic dimension, which places an
emphasis on monetary and financial considerations. Examples of this can be seen in the
phrases "business management,” “economic development,” and "preserving corporate
profits” (Kim, 2015). Carroll (1979) emphasises the monetary aspect of CSR by saying:
Companies have a societal expectation that their employees can make a profit from the
sale of the goods and services they create. According to Carroll (1991), the economic
factor must be carried out profitably, with a focus on increasing earnings per share while
keeping costs low and preserving the company's competitive advantage. According to
Wheeler and Beatley (2014), businesses should look for a long-term strategy that would

ensure economic viability for all workers, including those in their local communities.

Matten (2006) proposes a broad and a limited understanding of the economic dimension.
Management's job, according to this limited definition of sustainability, is to create and

market goods that will result in a positive financial outcome for the company over time.
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The perspective of corporations on their own business practises and their effect on the
economy as a whole is an integral part of the broader concept of the economically

sustainable dimension. As reported by (Matten, 2006).

According to Uddin, Hassan, and Tarique (2008), the financial success of corporations has
an impact on everyone involved. By way of illustration, when businesses succeed, their
employees get greater wages, which in turn increases consumer spending and tax revenue
for governments and local economies. That is why this phenomenon is known as a

multiplier effect (Uddin, Hassan, & Tarique, 2008).

2.4 Green innovation

Green innovation has been the focus of theoretical and conceptual studies in recent years
(Hermundsdottir and Aspelund, 2021). There are many synonyms for "'green innovation"
that include "eco/ ecological innovation," “environmental innovation," and "sustainable
innovation" (Kigukolu et al., 2015; Tietze et al., 2011). This revised method of innovating
encompasses societal shifts as well as technological and institutional developments
(Rennings, 2000). One concept of "green innovation” is reducing the possibility of
inefficient use of resources like electricity (Basana et al. 2022). "Hardware or software
innovation that is related to green products or processes,"” as defined by Chen et al. (2006).
This includes innovations in energy-saving, pollution-preventing, waste-recycling, green
product design, and corporate environmental management. Green innovation includes, but
is not limited to, energy-saving innovations, pollution-avoiding innovations, waste-
recycling innovations, product-development innovations, and environmental-management
partnerships (Tang et al., 2017). The company's green innovation allows for the creation
of products and services with negligible to zero environmental impact (Wong et al., 2012).

In addition to improving their competitive standing, businesses that implement green
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innovations also benefit from them. Improving environmental efficiency involves a
number of interconnected processes, including lowering the price of chemical waste
disposal, helping firms comply with government requirements, evoking positive responses
from stakeholders, and so on (Chiou et al., 2011). According to Saez-Martnez et al. (2016),
eco-innovation provides a reasonable platform for green innovation in response to rapid
climate change, and enterprises have a responsibility to the environment and society. Eco-
innovation has become increasingly popular among corporations in recent years (Leito et
al., 2019; Barba-Sanchez and Atienza-Sahuquillo, 2016; Saez-Martnez et al., 2016) as a

means to improve both their environmental and financial footprints.

The company's dedication to green innovation is seen in its efforts to address stakeholder
concerns about its environmental impact and in its efforts to promote environmental
sustainability through the introduction of new products. To further strengthen their market
position, firms are investing substantially in exports and giving top priority to the
development of green innovation practises (Galbreath, 2017). Green innovation aids
businesses in entering the competitive business climate by adopting efficient policies and
establishing relevance among stakeholders (Novitasari and Agustia, 2021; Tang et al.,
2017). Cost-benefit optimisation is the company's top priority because it allows for the
greatest potential for profit and the fastest path to industry dominance. As sustainable
management (aszkiewicz 2019; Santoso et al.) emphasises accountability and green
innovation for the sake of sustainable development, this seems to go against those values.
The company's eco-innovation may involve a technological strategy for implementing
environmentally friendly policies. Leito et al. (2019) and Barba-Sanchez and Atienza-
Sahuquillo (2016) both describe eco-innovation as "a technique, system, and
implementation used to avoid and reduce environmental damage.” The joint creation of

cutting-edge technologies and in-depth knowledge of the industry allows action to be done
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in addressing operational competency in assessing the company's internal needs, such as
the acquisition of new resources (Calza et al., 2017). Before adopting a mindset that does
not consider cultural diversity, businesses should define niche markets, sustainability
strategies, internal organisational links with green innovation, ownership rights over plan
implementation, and performance measurements (Tariq et al., 2017). To solve complex

challenges, green innovation is frequently used (Yin et al., 2018; Basana et al., 2022).

Depending on the circumstances, reactive or proactive management of green innovation is
necessary (Bigliardi, 2012). To make systemic changes that are typically more efficient
(Noci & Verganti, 1999; Bigliardi, 2012), proactive innovations must go beyond
environmental laws and standards. The incremental improvements brought about by
regulation-driven, responsive innovations are labor-intensive and wasteful. Green
technology has many positive outcomes. The environmental effect of a product, process,
service, or system can be reduced during the course of its entire life cycle (Linetal., 2019).
Having an advantage in the market has several benefits, one of which is raising the bar for
new competitors to cross (Chang, 2011; Lin et al., 2019). Although there are obvious
positive outcomes for business and society when companies adopt green innovation, doing
so can be challenging. This is because, as Rennings (2000) pointed out, the "double
externality problem" prevents enterprises from being adequately motivated to take part in
green innovation. To encourage business investment in green innovation (Rennings, 2000;
Popp et al., 2010), policymakers must address these flaws in the market. This is because
the discovery and spread of green innovations bring about unintended consequences for
the environment and technology. Technical innovation strategies and environmental
legislation that properly charge for environmental externality costs are necessary if green

innovation goods are to compete fairly with non-green products (Rennings, 2000).
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Green innovation can refer to either a physical or digital invention, in hardware or
software, that helps conserve energy, reduce pollution, recycle trash, create more
environmentally friendly products, package those products in environmentally friendly
ways, and better manage a company's impact on the environment. According to the
aforementioned, "green™ innovations are distinct from “traditional” ones due to the
requirement to either comply with environmental standards or satisfy the ecological
concerns of the market. Traditional innovations provide value when they lead to greater
production, efficiency, or performance. When it comes to environmental problems,
however, the market, industry, firm, and/or customers all, stand to gain from green

innovation (Albort-Morant et al., 2017; Charmondusit et al., 2016).

Companies are more likely to invest in green technologies if they believe that doing so
would help them gain access to previously inaccessible markets (Chen et al., 2006; Kam-
Sing Wong, 2012). When done right, green technologies can help firms save money and
gain credibility with both customers and environmentalists (Chen, 2008). Businesses that
are at the cutting edge of innovation are more likely to expand into new areas, gain a
positive public perception, and earn higher prices for their eco-friendly products and
services. According to Boehe and Barin-Cruz (2010), putting an emphasis on
environmental impact improves market performance and business turnover by
differentiating products and expanding into international markets with an active green
customer base. Green innovation's competitiveness variable appears here, according to the
literature (Sellitto et al., 2020). In order for a business to stay ahead of the competition, it
needs to innovate in ways that pay off for the company. This could be in the form of higher
profits or stakeholder value, larger market shares or improved corporate image or
environmental performance (among other things) (Chen et al., 2012; Bornschlegl et al.,

2016; Tu and Wu, 2020)
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2.5 Types of Green innovation
Green process innovation, green product innovation, and green organisational innovation
are the three pillars of the green innovation paradigm proposed by Morgan et al. (2009)

and Machiba (2009).

2.5.1 Green product innovation

According to Bhardwaj (2016) and Kam-Sing Wong (2012), the term "green product
innovation™ describes the implementation of fresh ideas in the creation, manufacture, and
strategic dissemination of products that dramatically surpass the status quo in terms of
novelty and ecological design. "A product whose design and attributes uses recycling
(renewable) resources, which improves environmental impact or reduces environmental
toxic damage throughout its entire life cycle™ is an example of a green product innovation,
as stated by Durif et al. (2010). Noci and Verganti (1999) remark that when designing
environmentally friendly products, it is important to think about the product's whole life
cycle. These three main goals of green product innovation are reflective of the "different
stages of a product's physical life cycle-manufacturing process, product use, and disposal*
(Dangelico and Pujari, 2010). In order for organisations to succeed in today's fast-paced
marketplaces and competitive environments, green innovation is essential (Ar, 2012). The
term "green product innovation" is used to describe the practise of incorporating
environmentally friendly developments into the production cycle in order to create novel
goods. Most green product innovations today make use of state-of-the-art environmental
technologies in order to shorten the product's life cycle and give the company an edge in
the market (Carrillo-Hermosilla et al., 2010). A solar-powered car, a stockpile of reusable
jute bags, and other such items all fit into this category. It is a cutting-edge tool that is

implemented all through the manufacturing process to lessen its impact on the planet and
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people's health (Christensen, 2011). In the words of Chen et al. (2006), "green product
innovation™ can change how consumers view a company. Ar (2012) claims that the green
product innovation has a significant impact on the productivity and competitiveness of
Turkish manufacturing enterprises. As a result of green product innovation, Vietnam's

motorcycle industry may be able to achieve long-term growth and financial success.

2.5.2 Green process innovation

To be considered "green," a process must be resource- and pollution-efficient, recyclable,
and non-toxic (Chen et al., 2006). Some examples of green process mechanisms that have
been adopted to reduce the environmental impact of industrial processes include closed
loops for solvents, material recycling, and filters (Negny et al., 2012). The reduction of
emissions, waste, and pollution throughout the production process is a primary objective
of green process innovation, to which end both end-of-pipe technologies and clean
technologies contribute. Green manufacturing process innovations have been proved to

lower production costs and have a positive impact on the environment (Rennings, 2000).

Green process innovation includes making processes more resource- and energy-efficient
and incorporating new clean energy types, such as switching from fossil fuels to bioenergy
(Kivimaa & Kautto, 2010). According to Bigliardi and Dormio (2009), process innovation
is crucial to successful innovation because it allows organisations to gain market share,
improve product quality, and expand their product offers. To stay ahead of the competition
in the end, firms need to innovate both their products and their processes (Kotabe &
Murray, 1990). Green process innovation (which "requires systematic improvements to
the whole operational and managerial process”; Li et al., 2017) helps businesses reduce
their environmental impact both now and in the future by laying the groundwork for the

introduction of existing green product innovations and the promotion of new ones.
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However, studies reveal that green process innovation receives less attention than green
product innovation in many companies (Li et al., 2017). Improved internal efficiency and
product quality, two benefits of process innovation, may not be immediately obvious to
customers. The adoption cost and time to value of green process innovation are much
higher than for conventional innovations (Li et al., 2017). The benefits of green product
innovation, however, are significantly enhanced by green process innovation (Xie et al.,
2019). Unlike green product innovation, which is often driven by external factors like
regulation and market forces, green process innovation comes from within an organisation
in an effort to improve internal efficiency. It is more difficult for competitors to imitate

since it is not explicitly stated (Ireland & Webb, 2007; Chen, 2010).

2.5.3 Green organizational innovation

According to the literature (Negny et al., 2012; Chen et al., 2006), "green organisational
innovation™ refers to the mechanisms that put an organisation in a position to implement
or absorb green innovation projects. Murphy (2000) and Gould (2000) argue that platforms
for green organisational innovation are necessary for the successful rollout of green
process and product innovation. New methods of management are utilised to make
standard corporate operations more efficient (Birkinshaw et al., 2008). In order to foster
an eco-efficient workplace, it aids in the development of a variety of activities including
eco-learning, eco-product designs, and eco-process design (Kemp and Arundel, 1998).
Improved company performance and increased employee satisfaction are the results of
green organisational innovation, which lowers transactional, administrative, and supply

costs (Barin Cruz et al., 2006).
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2.6 Firm performance

Researchers are able to assess organisations, their actions, the environment, and their
competitors in relation to firm performance, making it a key topic in strategic management
research (Masa'deh et al., 2016). Researchers have a hard time defining, conceptualising,
and measuring business performance, according to the literature (Taghian et al., 2015).
When looking at performance from a process perspective, what matters is how well inputs
are converted into outputs that lead to desired results. According to the economic literature
(Masa'deh et al., 2016), the relationship between effective costs, realised production, and
attained outcomes constitutes performance. According to Verboncu and Zalman (2005),
performance is defined as a certain outcome obtained in management, economics, and
marketing that allows an organisation to be competitive, efficient, and effective. In
addition, Luxmi (2014) argues that a company's performance can be gauged by comparing
actual outcomes to projected outcomes. "translates strategy into desired behaviours and
results, interacts with these expectations, monitors progress, provides feedback, and
encourages employees through performance-based rewards and sanctions,”" write Chow
and Van Der Stede (2006) about the value of assessing firm performance. This is because,
as Mishra and Suar (2010) point out, conventional ways of evaluating a company's success
place too much emphasis on the value of its tangible assets in the past and too little on its
potential to create future value. In addition, it often misinterprets the performance of
intangible assets such as brand value, customer satisfaction, employee retention, and new
product development (Hernaus et al., 2012; Parastoo Saeidi et al., 2015). Furthermore,
people are unable to see variations in business success because they communicate
contradictory messages about the significance of innovation and continuous improvement

(Tseng and Lee, 2014).
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In addition, there is a policy that takes into account nine different business performances
(profitability, expansion, market value growth, customer satisfaction, employee loyalty,
environmental audit accuracy, firm operations, and social activities) (Tarigan et al., 2021).
(Abeysekara et al., 2019) Businesses thrive when knowledge and technological expertise
are combined. Foreign ownership and corporate governance, for example, continue to be
reliable indicators of a company's success even if political climates change (Mardnly et
al., 2018). A company's success can be measured, according to Lepak et al. (2007),
Wongthongchai and Saenchaiyathon (2019), and Nguyen et al. (2020), in large part by its
capacity to produce and capture value. As a result of the company's efforts, financial
investment obstacles are reduced, new opportunities are developed, and operational
efficiencies are increased (Al-Matari et al., 2014). Finally, but most importantly,
management that implements environmental logistics renewal in business practise needs
to be able to finish long-term strategies, with indirect benefits visible at the start of the
economy after its implementation (Agyabeng-mensah et al. 2020; Zhu et al. 2005; Tarigan
et al. 2020). The examination considered not just financial but also environmental

viability.

2.7 Theoretical Review

This study was based on stakeholder theory. Freeman (1984) to assist firms in adjusting to
their dynamic operating environments first introduced the term “stakeholder”. Edward
Freeman (1984) defines stakeholders as "any group or individual affected by or able to
affect the achievement of an organization's objectives." Stakeholder theory holds that an
organisation must put the needs of its many constituents, or "stakeholders," first. These
include not only its employees and customers, but also the environment and the local
community. An important consideration is "who can impact or be affected by," which

includes many different types of people and the various ways in which their activities have
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an effect on businesses or may have an effect on those people. The theory examines and
defines the functions, organisational structures, and responsibilities of businesses.
Numerous authors, including Clarkson (1995), Russo (2010), Perrini (2010), Arenas
(2009), Lozano and Albareda (2009), and Mohamed et al. (2013) have studied
stakeholders. According to this idea, "secondary stakeholders™ include non-market actors
including "community activists, advocacy groups, civil society organisations, and social
movements" (Russo and Perrini, 2010). Concerns have been raised about including such
people as stakeholders (Clarkson, 1995; Arenas et al., 2009; Russo and Perrini, 2010)
because they have no formal authority over the businesses in question. “The success of an
organisation depends on the extent to which it is capable of managing its relationship with
key groups,” as stated by Van Beurden and Géssling (2008), is the central principle of the
stakeholder theory. Shareholders should be considered stakeholders despite the fact that
some academics view stakeholder theory as threatening to the free market. That is why

those phrases are not flaws, as Freeman et al. (2004) point out.

This study relies heavily on stakeholder theory, a central tenet of CSR analysis. Wood
(1991) argues that by using a stakeholder perspective, academics might learn more about
how society confers and revokes legitimacy on corporations. The evolution of CSR may
be helped along by a stakeholder approach that details and includes economic and societal
concerns (Freeman, 2010). The success of a firm depends on the ability of its leadership
to guarantee that all of its key stakeholders are provided for and satisfied (Clarkson, 1995).
If influential people stop caring about an organisation, that has a negative effect on its
practises (Clarkson 1995). If the company's stakeholders are not happy with the
implementation, it will not be able to satisfy its structural foundation and consumer
supports. When customers stop buying products or sue a company, when investors sell

their shares, when employees quit or do not put in their full effort, when environmental
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advocates file suit, and when governments reduce subsidies or impose unfavourable
regulations, all of these can have a negative impact on a company's performance (Wood
1991). Barney and Hansen (1994) found that organisations that go above and above to
satisfy their most valuable stakeholders enjoy a competitive advantage. In order to increase
performance and reduce costs imposed by stakeholders, effective stakeholder management
is a positive factor (Mishra and Suar, 2010). Stakeholder theory appears to be the most

well-liked form of CSR.

According to Dzever and Gupta (2012) and Jenkins and Obara (2006), this theory can be
utilised to better identify CSR-related company actions, making it useful to our study.
Since the firm's operations have an impact on employees, consumers, the community, and
the environment, these groups are considered key stakeholders in this model. Stakeholder
theory, widely regarded as management theory's bedrock (Harrison & Freeman), has

emerged as one of the most influential CSR theories of the last few decades. 1999).

2.8 Hypothesis development

2.8.1 Corporate Social Responsibility and Firm performance

The vast majority of studies have discovered a favourable connection between CSR and
business success, while the details of this connection are still up for debate. Consumers
will place a higher value on a company's offerings if they believe the company has a
genuine interest in the well-being of the neighbourhoods in which it does business, as
proposed by the Community Care Hypothesis (Maignan & Ferrell, 2001). Having these
qualities in a product increases customer happiness, brand loyalty, and word of mouth (Sen
et al., 2006). Since CSR is a consideration for consumers when making purchases, we can
infer that associations with positive CSR are advantageous for both the firm and the

product, while those with negative CSR are counterproductive. According to Hill and
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Langan (2014), a company's reputation can suffer if it does not repair the harm it has
caused to the environment. However, businesses who forge ahead with stricter
environmental regulations will gain an advantage over their rivals (Barrett, 1992). When
environmental management systems are implemented, costs connected with the
environmental crisis, raw material waste, and inefficient industrial processes are mitigated.
The stock values of companies that implement environmentally friendly practises and
actively seek out environmental funding increase (Klassen and McLaughlin, 1996).
Increases in customer satisfaction and loyalty (Du et al. 2007, Chung et al. 2015),
productivity, company reputation (Rangan et al. 2015), customer willingness to pay
premium prices, and reputational risks during times of crisis (Boccia et al. 2019) can be
attained through a company's participation in corporate social responsibility (CSR)
activities. Corporate social responsibility (CSR) can help businesses stand out from
competitors by establishing a positive image of the company as a caring, environmentally
conscientious supplier. These CSR efforts lead to reduced expenses and higher

profitability (Boccia et al., 2019).

Since employees typically lack detailed information about employment characteristics like
working conditions and quality of relationships within the firm, they look for signals that
allow them to make educated guesses about what it might be like to work for such a
company (Greening and Turban, 2000). CSR activities can provide insight into a company
is working environment and culture (Greening and Turban, 2000; Backhaus et al., 2002),
which can be useful for recruiting purposes. Companies with CSR activities imply, provide
a sense of security and safety, etc., because workers believe that moral enterprises are less
likely to take advantage of them (Wojciszke and Abele, 2008). A boycott of a company's
products or services can have a negative impact on the company's image and bottom line

(Berman et al., 1999). Having reliable identifiers allows for a more precise assessment of
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a business's products, increased customer loyalty, positive word of mouth, and brand
protection from unfavourable information (Sen et al. 2006, Mishra and Suar 2010).
Positive discretionary activities, such as philanthropy and other endeavours, are often
overshadowed by their bad counterparts and have less of an impact on public opinion than
the latter do (Lange and Washburn, 2012). If the company's reputation suffers, it could see
a decline in sales, an increase in its cost of financing, a loss of market share, the departure
of key network partners, and other costs related to repairing its image (Sen and
Bhattacharya 2001; Lange and Washburn 2012). A company's bottom line may suffer

because of all of these issues.

According to the research, CSR activities increase customers' perceptions of a business's
efficiency. If customers are happy with the company's products and services, management
and stakeholders will be able to mitigate the negative effects of CSR (Wei et al., 2020).
Reliable managers need to know how to steer the returns on CSR investments in certain
sectors towards performance (Feng et al., 2017), despite the fact that CSR has no effect on
company performance across all industries. Intangible yet important to a company include
things like reputation and image (Galbreath and Shum 2012), member satisfaction (Tziner
et al. 2011), and brand image (Heal 2005). In addition, FP measures are 'lead indicators'
since they evaluate performance based on outcomes rather than inputs (D. Ittner &
Larcker, 1998). Therefore, they shed light on relationships that FP measurements don't
reflect, such as how a firm interacts with its neighbourhood and environment, how it
generates and distributes new products, how it respects and values its workers, and so
forth. They aid in fortifying the links between an organization's strategies and its
reputation, both of which are essential to a company's success (Agarwal et al., 2012;

Milost, 2013). The study therefore suggest that:
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H1: Corporate social responsibility has a significant and positive effect on firm

performance

2.8.2 Corporate Social Responsibility and green innovation

Effects on corporate social responsibility and green innovation lead to a more eco-
innovative environmental strategy that benefit the environment in the long run (Shahzad
et al. 2020; Saeidi et al. 2021). When a firm and its stakeholders collaborate to update its
applied technology in a way that helps both the community and the company's long-term
sustainability and strategic goals, we have achieved a state of "green innovation," which
is at the intersection of corporate social responsibility and innovation. Green innovation
and corporate social responsibility (CSR) have mutually beneficial feedback loops that
strengthen one another (Wahyud 2017; Shahzad et al. 2020a). Increased market
attractiveness is one result of CSR, which in turn affects the performance of green
innovation (Rehfeld et al., 2007). By stressing the significance of environmental
protection, the government hopes to inspire corporate social responsibility. Companies can
lessen their negative effects on the environment by developing eco-innovations. When
companies use eco-innovation, they reduce their resource consumption and their
environmental impact (Leito et al., 2019; Barba-Sanchez and Atienza-Sahuquillo, 2016).
According to research by Saez-Martnez et al. (2016), 3,647 SMEs from 38 countries had

a beneficial effect on eco-innovation, resource efficiency, and a green market.

Successfully linking CSR performance with green innovation was associated with a
competitive advantage, as shown by Broadstock et al. (2019). The dissemination and use
of CSR and green innovation data is yet another option for companies (Gras-gil et al.,
2016). It has been established that CSR is good for a company in many ways, including its

financial line, public image, staff morale, client retention, and employee growth (Girlek

28



and Tuna 2017; Mazodier et al., 2021). According to research by Saez-Martnez et al.
(2016), an organization's commitment to environmental responsibility improves its eco-
innovation, pollution reduction, and competitiveness. Eco-innovation, for example (Leito
et al., 2019; Barba-Sanchez and Atienza-Sahuquillo, 2016; Saez-Martnez et al., 2016) has
been shown to boost business outcomes, as have other types of green innovation. The study

therefore suggest that:

H2: Corporate social responsibility has a significant and positive relationship with

green innovation

2.8.3 Green innovation and firm performance

The core to management's policy is the conviction that eco-friendly innovation improves
firm performance (Novitasari and Agustia 2021; Siagian et al. 2021). However, the
competitive business world must contribute to the creation and maintenance of effective
stakeholder control. Given this, it is evident that a policy's accuracy is vital to its ability to
pave the way for MNCs (Antonioli et al., 2013; Xue et al., 2019). Furthermore, green
innovation improves firm performance and ecological sustainability (Tariq et al., 2017;
Xie et al., 2019). Environmental proactivity, as defined by Barba-Sanchez and Atienza-
Sahuquillo (2016), is defined as a strategy to adopting eco-innovation that prioritises green
innovation as a means of mitigating and minimising harmful effects on the environment.
The results of this study show that 312 wineries in Spain that take environmental action
see positive commercial and environmental returns. In addition, Leito et al. (2019) pointed
out that the technology used, market characteristics, government policies, cooperation
partnerships, and lean management may have a significant impact on eco-innovation in
334 Portuguese firms, all of which would improve the competitive dynamic of the

Portuguese economy. Further, Sdez-Martnez et al. (2016) discovered, across a sample of
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3647 SMEs operating in 38 countries, that enhanced corporate environmental performance
was substantially related with enhanced firm performance across environmental and

economic measures.

This approach also facilitates the monitoring of market and financial data associated with
social performance in the workplace by interested parties (Jin et al., 2017; Baah and Jin,
2019). The more resources a business has, the more it can invest in green innovation to
create more cost-effective models for modifying its goods, operations, and procedures
(Khan and Johl 2019; Tarigan et al. 2021). Adopting green innovation and management
practises has been shown to be beneficial to a company's long-term viability (Albort-
morant et al., 2016; Awan et al., 2018), especially when it comes to selling the benefits of
green innovation to other companies, as this indicates faith in commanding a premium for

superior performance (Ho et al., 2016). The study therefore suggest that:

H3: Green innovation has a significant and positive effect on firm performance

2.8.4 CSR, Green innovation and Firm performance

Several elements, such as CSR and firm performance, might enhance the long-term
viability of CSR practises through boosting trust among stakeholders. Trust from
customers helped counteract the negative effects of CSR (Wei et al., 2020), which in turn
improved firm performance. CSR has a positive impact on firm performance (Canh et al.,
2019). The government supports CSR initiatives to get firms to pay attention to
environmental concerns. The guidelines in place will determine how quickly businesses
can create and spread eco-innovation with the goal of reducing emissions. As stated by
Leitao et al. (2019), Portugal's governmental policies have had a significant impact on eco-
innovation in the country's 334 firms by mandating incentives like as tax exemptions and

government subsidies for businesses that minimise emissions. Therefore, CSR benefits
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companies (Flammer 2015; Nguyen et al. In addition to these benefits, CSR makes more
efficient use of resources and improves the company's standing with its stakeholders,

clients, and suppliers (Orlitzky et al., 2003).

Management strategies are promoting pledges to contribute in an endeavour to acquire
domination of multinational firms in Indonesia, and this is despite the fact that there is a
favourable association between green innovation and corporate success (Somjai et al.,
2020). Several studies (Yang et al. 2019; Sapta et al. 2021) have found that the
environmental aspects of corporate social responsibility have the greatest influence on
altering consumers, distribution, and human resources, as well as making profits as market
expansion access and sustainable performance in constructing a company's brand in
society. Stakeholders' willingness to invest strategically and achieve a competitive edge
for the company increases its long-term success prospects (Weber, 2017). However, there
is currently no granular definition of the functional motion to feature ratio (Wang et al.,
2016). For a company to make judgements regarding its actions that are in line with social
implications and needs, corporate social responsibility is crucial (Anser et al., 2018). When
a company is successful and financially stable, it may invest more in green innovation,
which has been shown to increase product sales (Oliveira et al., 2019; Basana et al., 2022).
Sédez-Martnez, M., E. Martinez, 2016). Corporate social responsibility is the duty of a
business to conserve natural resources such as water, power, and land. By using CSR,
firms can foster eco-innovation, which in turn increases resource productivity, tech

intensity, and the growth of a green market (Leitao et al., 2019).

CSR has been linked to sustained corporate performance in numerous studies. Therefore,
the incorporation of green innovation as a moderating element would affect operational
efficiency in regards to environmental management technology and determinants of the
company's sustainability (Hansen and Schaltegger, 2016). Green innovation includes
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things like integrating environmental safeguards into CSR efforts and enhancing business

effectiveness in light of resource scarcity (Su et al., 2020). However, if a business invests

in an innovation with the wrong intentions (say, to placate shareholders), the investment

could prove futile (Arfi et al., 2018). The competitiveness of a company in the market rises

when its environmental effect decreases because of regulation (Zhang et al., 2019), leading

to higher profits and better business results. The study therefore suggest that:

H4: Green innovation mediates has a significant and positive effect on firm

performan

H1
v
CSR Green Organizational
H2 »|  innovation H3 Performance
Independent Variable Mediator Dependent

Variable

Figure 2.1 Conceptual Framework
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CHAPTER THREE

METHODOLOGY
3.1 Introduction
The research metholodogy is the path that a researcher must take in order to do their
research. This chapter talked about research design, population, sampling procedure, data

gathering methods, and data analysis methods.

3.2 Research design

A research design is a detailed blueprint for a study that sets up an overarching structure
or foundation for data collection (Leedy, 1997). According to Polit et al. (2003), a research
design is the comprehensive strategy for answering the research questions and addressing
the challenges that are inevitable in each investigation. There are three main types of
studies in the realm of academia: descriptive, exploratory, and explanatory (Saunders et
al., 2009). Descriptive research involves a straightforward investigation, analysis, and
description of a particular event, with the purpose of delivering the most intuitive
presentation possible (Streubert & Carpenter, 1999). Saunders and Miller (2003) state that
descriptive studies provide a true picture of the people, places, and things being studied.
This layout gives the researcher a snapshot of the phenomenon of interest from the
perspectives of individuals, businesses, and entire industries. If you want to learn
something new, get inspired, or generate fresh ideas, then exploratory inquiry is the way
to go (Burns and Groove, 2001). Researchers do exploratory studies when new information

and a deeper understanding of the problem are needed (Saunders et al., 2009).

The objective of explanatory research is to provide explanations for observed phenomena,
and theories are developed for this purpose (Creswell, 2003). It explains the underlying

causes of the phenomenon that were just seen in the descriptive investigation (Saunders et
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al., 2007). An explanatory study is one that attempts to shed light on the causal links
between variables (Yin, 1994). Therefore, the study used explanatory research to shed light
on the dynamics of the interplay between its components. This was because establishing a
causal relationship between variables and understanding the phenomenon required
engaging in explanatory study. An explanatory study is one in which the researcher makes
use of theories or hypotheses to account for the factors that led to the occurrence of a

phenomenon (Saunders et al., 2007).

3.3 Research Strategy

Research may be grouped into qualitative or quantitative method. Qualitative research
allows researcher to appropriately collect essential subjective description of a phenomenon
or situation from the perspective of participants (Carter et al., 2014). According to
Creswell (1994), Qualitative Research encompasses an investigation to understand a
phenomenon of interest, usually described with words, pictures and data is extracted from
participants in a natural setting and therefore capture data that are non-numerical in nature.
The findings are typically communicated in written or verbal form by the researchers.
Predictions can be made using numerical data that have been measured to describe a
phenomenon, as stated by Sauders et al., (2007), in the quantitative research approach.
Quantitative research involves gathering large amounts of numerical data to help
researchers analyse, predict, or manage the phenomena of interest, as described by
Creswell (1994). Mathematically oriented analysis of numerical data is used to provide an
explanation and description of the phenomenon. According to Cohen and Manion (1980),
the term "quantitative research" refers to a type of social science investigation that relies
on statistical methodologies and quantitatively represented claims. Therefore, this research

used a quantitative approach to gathering and analysing its data. The goal of this study was
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to use graphs and tables to illustrate the connections between the many factors that were

analysed.

3.4 The Population of the Study

The term "population™ is used to describe the total number of occurrences that make up a
phenomena. Gavrilover and Gavrilova (2011) note that "population” can also refer to the
total number of persons in a certain group. According to Polit and Beck (2004), a
population consists of all the individuals who fit a certain description. Alternatively, a
population can be thought of as a group of people or things that share some commonalities.

Select Kumasi manufacturing companies make up the study's population.

3.5 Sample size and Sampling Technique

According to Saunders et al. (2007), a sample is defined as "a subset of the population
from which it is drawn that is of sufficient size to warrant statistical analysis." According
to Brink (1996; Polit & Hungler, 1999), a research sample is "a subset of a population
selected to participate in the study.” In the context of surveys, Kumar (2008) suggests that
a sample is a subset of the population that is drawn at random for analysis. The study had
200 participants as the sample size. This was chosen using the sampling determination

table developed by Morgan and Krejcie (1970).

The researcher used a purposive selection strategy to choose the sample population for this
investigation. Purposive samples are those whose parameters are set with reference to a
predetermined goal of the research (Andrade, 2021). Purposive sampling, as defined by
Strydom and Delport (2011), is a systematic search for respondents who fit a
predetermined set of criteria that are crucial to the research. The sampling strategy relies

on the researcher's best guesses about which participants will yield the most useful data
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for achieving the study's stated goals. Individuals who share the researcher's viewpoint are
more likely to possess the necessary information and be open to give it (Etikan and Bala,
2017). Since the research is looking for the key decision-makers at the company's helm, a

purposive sample strategy was chosen. Each business has to choose just one respondent.

3.6 Data Sources

Primary sources were employed for data collection in this investigation. Interviews,
experiments, surveys, questionnaires, focus groups, and measurements are all examples of
primary data that are gained through first-hand investigation (Sakaran, 2003). Sugiyono
(2012) defines a primary source as a source that gives information directly to the
researcher. Interviews, experiments, surveys, questionnaires, focus groups, and
measurements are all examples of primary data that are gained through first-hand
examination. Primary data were used in the analysis. Questionnaires were the primary
method of data collection. In order to gather the primary data, a structured questionnaire

was used to interview participants in the field.

3.7 Methods of Data Collection

Questionnaires were the primary method of data collection in this study. A questionnaire
is a set of questions designed to elicit meaningful data from respondents. In order to collect
data on a certain issue, researchers often use questionnaires (Hair et al., 2007). Primary
data was collected using a data collection instrument in the form of restricted and
unrestricted questionnaires. The survey instrument was derived from previously published
materials. The questionnaire has three distinct parts. The first part of the report dealt with
demographic information on the study's participants; the latter parts included CSR, green

innovation, and company performance. Each construct was measured using items culled
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from the relevant literature. Corporate social responsibility indicators were borrowed from
Yu et al. (2021). Items used to gauge eco-friendly innovation were borrowed from Yu et
al. Lindgreen et al. (2009) served as the basis for the elements used to evaluate company
performance. In addition, a seven-point Likert scale was used, with 1 representing strongly

disagree and 7 representing strongly agree.

Table 3.1 Measurement items

Construct (Acronym) Number of Items | Source

Corporate social responsibility 11 Yuetal., (2021)
Green innovation 8 Yuetal., (2021)

Firm Performance 10 Lindgreen et al. (2009)

3.8 Reliability and validity of the study

Reliability, as defined by Bisschoff and Koebe (2005), is "whether the findings of the
research would be consistent if the study were repeated with the same participants in a
similar context." Reliability, as defined by (Saunders et al., 2009), denotes the extent to
which study results are consistent with the technique employed to obtain and analyse the
data. Therefore, the dependability of data gathering tools is closely tied to their ability to
deliver correct results. Polit and Beck (2004) found that an instrument could be considered
trustworthy if and only if its findings are consistent with the true values of the attribute
under investigation. Cronbach's Alpha is widely used as an indicator of a study's reliability
within itself. Therefore, Cronbach's Alpha was used to assess the consistency of the
research constructs. An instrument's validity refers to how confident one can be in the data
it produces. A measuring instrument can have either internal or external validity,
depending on the circumstances of its application (Burns & Grove, 2001). According to
MacMillan and Schumacher (2001), validity is established when there is congruence

between the researcher's interpretations and those of the participants. The capacity to
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reliably measure is a crucial feature of any gauge. The "ability to measure what it is
intended to measure” (Robson, 2011) is a simple definition of metric validity.

Confirmatory Factor Analysis was also used to test the reliability of the research concept.

3. Data Analysis

Creswell (2007) defines data analysis as the method by which scientists interpret their
data to find solutions to their research problems. Information extraction is what is meant
by "data analysis™ (Creswell, 2003; Tailor, 2005). All of the information collected from
the survey participants was double checked for completeness. We coded and sanitised the
raw data from each survey. Statistical Package for the Social Sciences was then used to
analyse the data. Data were summarised using descriptive statistics such frequency counts,
percentages, means, and variances. In addition, we used correlation and regression analysis

to look at how CSR, green innovation, and firm performance are all connected.
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4.1 Introduction
This chapter presents the results and findings of a questionnaire-based investigation into
the role of green innovation as a mediator between corporate social responsibility and firm

performance.

4.2 Profile of the respondents.

There were 116 males (58.0%) and 84 females (42.0%) that filled out the survey. The
breakdown by age group shows that 27.0% of respondents were between the ages of 20
and 29, 34.5% were between the ages of 30 and 39, and 31.0% were between the ages of
40 and 49. Of the respondents, 70 (35%) had bachelor's degrees or higher; 42 (21%) had
associate's degrees; 39 (19%) had master's degrees or higher; and 14 (7%) had no formal

education beyond high school. There were 95 employees (47.5% of the total) with fewer

CHAPTER FOUR

RESULTS AND DISCUSSIONS

than 5 years of service, 58 (29.0%), 34 (17.0%), and 13 (6.5%) with 15 years or more.

Table 4.1 Demographic profile of respondents

Variable Category Frequency Percentage %
Gender Male 116 58.0
Female 84 42.0
Age 20-29 years 54 27.0
30-39 years 69 34.5
40-49 years 62 31.0
50 or above 15 7.5
Education Up to Senior High | 35 17.5
Diploma/HND 42 21.0
Bachelor degree | 70 35.0
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Postgraduate 39 19.5
Others 14 7.0
Years with firm Less than 5 years | 95 47.5
6 — 10 years 58 29.0
10 — 15 years 34 17.0
Above 15 years 13 6.5
Total 200 100%

Source: Field Survey (2022)

4.3 Reliability

The reliability of the data and the numerous constructs employed in this study was
examined. Using Cronbach's alpha, we evaluated the instrument used in this study for its
reliability and internal consistency. In most cases, an alpha of.70 or higher on the
Cronbach's scale is considered to be reliable. Hair et al. (2014). The results show that the
alpha coefficients for CSR (914), green innovation (902), and company performance (911)
are all rather high. All constructs in this investigation had Cronbach's alphas above.70, as

shown in the table below; making them suitable for use in future studies (Hair et al., 2014)

Table 4.2 Reliability Test

Items Number of items

Cronbach’s Alpha (o)

Corporate social responsibility 10
Green innovation 8

Firm performance 10

914

.902

911

Source: Field Survey (2022)
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4.4 Descriptive and Correlation Matrix

The descriptive and correlative aspects of the study were described here. The research
looked at a range of statements on a Liker scale from 1 to 7, with 7 being the highest, to
gauge CSR, green innovation, and company success. The study found that the mean and
standard deviation of CSR were 6.12 and.977, respectively. The majority of respondents
agreed with statements meant to evaluate businesses' commitment to social responsibility,
the data showed. This is proof that the organisation practices excellent corporate social
responsibility. Eco-friendly innovations have a mean and standard deviation of 5.98 and
1.026, respectively. Results showed that respondents were unanimous in their agreement
with all statements used to evaluate environmentally friendly inventions (mean score > 4).
There is a great deal of cutting-edge eco-friendly technology available. It was calculated
that the average performance of a corporation is 6.01%, with a standard deviation of
1.04%. Researchers found that, on average, participants agreed with positive claims made
about their businesses. This is another evidence of a firm performance. Corporate social
responsibility was proven to have a favourable effect on firm performance (r = .688, p <
0.01). Corporate social responsibility has a positive correlation with green innovation (r
= 507, p < 0.01). Further, green innovation has a positive correlation with firm

performance (r =.591, p < 0.01).

Table 4.3 Descriptive and Correlation matrix

Item Mean  Std. CSR Gl FP
Corporate social responsibility 6.12  .977 1

Green innovation 5.98 1.026 507** 1

Firm performance 6.01 1.004 .688** S591r* 1

**Correlation is significant at the 0.01 level (2-tailed).

Source: Field Survey (2022)
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4.5 Hypothesis testing

The primary objective of the study was to assess the relationship between CSR and firm
performance. There was a statistically significant positive correlation between corporate
social responsibility and firm performance (f =.714, t = 9.117). Consequently, an increase
in corporate social responsibility leads to an improvement in business performance.
Therefore, the first hypothesis, that there is a significant positive relationship between CSR
and firm performance, is approved. Furthermore, corporate social responsibility accounts

for 51.7% of the variance in firm performance.

The second objective of the study was to investigate the relationship between CSR and
ecological innovation. This result indicates that CSR contributes substantially to green
innovation (p=.511, t = 6.259). Consequently, an increase in corporate social
responsibility will result in a rise in ecological innovation. Thus, it can be concluded that
there is a significant positive relationship between corporate social responsibility and
ecological innovation. In addition, corporate social responsibility explains 31.1% of green

innovation variation.

The research concluded with an examination of the relationship between ecological
innovation and firm performance. This finding demonstrates a positive correlation
between green innovation and firm performance (f = 0.608, t = 8.128). Consequently, a
rise in ecological innovation results in enhanced business performance. Therefore, it is
acknowledged that there exists a significant positive relationship between green
innovation and firm performance. In addition, green innovation accounts for 46.2% of the

variance in firm performance.

The study also assessed the role of green innovation as a mediator between corporate social

responsibility and firm performance. The hypothesis that green innovation mediates the
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relationship between corporate social responsibility and business performance was tested
using the methodology devised by Baron and Kenyon (1986). By incorporating the
mediator variable into the regression equation, this method suggests that mediation is
achieved when the independent variable predicts the dependent variable and mediator
variable in a significant manner. The findings indicate that the incorporation of green
innovation renders the impact of corporate social responsibility on firm performance
statistically insignificant. The regression coefficient decreases from =714, (9,117), in
Model 1 t0.149, (2,166), in Model 4. Full mediation occurs when the indirect path is the
only significant one, whereas partial mediation occurs when both the direct and indirect
pathways are significant. This suggests that green innovation partially mediates the
relationship between corporate social responsibility and firm performance, as the direct
relationship is statistically insignificant. The relationship between corporate social

responsibility and firm performance is mediated by green innovation.

Table 4.4 Regression analysis

Construct Firm Green Firm Firm
performance innovation performance performance
Model 1 Model 2 Model 3 Model 4

Main effect Beta (t-value) | Beta (t-value) | Beta (t-value) | Beta (t-value)

Corporate social | .714 (9.117) 511 (6.259) .149 (2.166)

responsibility

Mediator

Green innovation .608 (8.128) .234 (3.419)

Model indices

R .688 507 591 533
R square 517 311 462 492
Adjusted R Square 512 .308 458 488
AF 74.374 51.625 63.365 59.478
Sig. .000 .000 .000 .000

Source: Field Study, 2022
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4.6 Discussions

The primary objective of the study was to assess the relationship between CSR and firm
performance. There was a statistically significant positive correlation between corporate
social responsibility and firm performance (f =.714, t = 9.117). Consequently, an increase
in corporate social responsibility leads to an improvement in business performance.
Therefore, the first hypothesis, that there is a significant positive relationship between CSR
and firm performance, is approved. Furthermore, corporate social responsibility accounts
for 51.7% of the variance in firm performance. The vast majority of studies have
discovered a favourable connection between CSR and business success, while the details
of this connection are still up for debate. Consumers will place a higher value on a
company's offerings if they believe the company has a genuine interest in the well-being
of the neighbourhoods in which it does business, as proposed by the Community Care
Hypothesis (Maignan & Ferrell, 2001). Having these qualities in a product increases
customer happiness, brand loyalty, and word of mouth (Sen et al., 2006). Since CSR is a
consideration for consumers when making purchases, we can infer that associations with
positive CSR are advantageous for both the firm and the product, while those with negative
CSR are counterproductive. According to Hill and Langan (2014), a company's reputation
can suffer if it does not repair the harm it has caused to the environment. However,
businesses who forge ahead with stricter environmental regulations will gain an advantage
over their rivals (Barrett, 1992). When environmental management systems are
implemented, costs connected with the environmental crisis, raw material waste, and
inefficient industrial processes are mitigated. The stock values of companies that
implement environmentally friendly practises and actively seek out environmental funding

increase (Klassen and McLaughlin, 1996).
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The second objective of the study was to investigate the relationship between CSR and
ecological innovation. This result indicates that CSR contributes substantially to green
innovation (p=.511, t = 6.259). Consequently, an increase in corporate social
responsibility will result in a rise in ecological innovation. Thus, it can be concluded that
there is a significant positive relationship between corporate social responsibility and
ecological innovation. In addition, corporate social responsibility explains 31.1% of green
innovation variation. Successfully linking CSR performance with green innovation was
associated with a competitive advantage, as shown by Broadstock et al. (2019). The
dissemination and use of CSR and green innovation data is yet another option for
companies (Gras-gil et al., 2016). It has been established that CSR is good for a company
in many ways, including its financial line, public image, staff morale, client retention, and
employee growth (Gurlek and Tuna 2017; Mazodier et al., 2021). According to research
by Saez-Martnez et al. (2016), an organization's commitment to environmental
responsibility improves its eco-innovation, pollution reduction, and competitiveness. Eco-
innovation, for example (Leito et al., 2019; Barba-Sanchez and Atienza-Sahuquillo, 2016;
Séez-Martnez et al., 2016) has been shown to boost business outcomes, as have other types

of green innovation.

The research concluded with an examination of the relationship between ecological
innovation and firm performance. This finding demonstrates a positive correlation
between green innovation and firm performance (f = 0.608, t = 8.128). Consequently, a
rise in ecological innovation results in enhanced business performance. Therefore, it is
acknowledged that there exists a significant positive relationship between green
innovation and firm performance. In addition, green innovation accounts for 46.2% of the
variance in firm performance. The core to management's policy is the conviction that eco-

friendly innovation improves firm performance (Novitasari and Agustia 2021; Siagian et
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al. 2021). However, the competitive business world must contribute to the creation and
maintenance of effective stakeholder control. Given this, it is evident that a policy's
accuracy is vital to its ability to pave the way for MNCs (Antonioli et al., 2013; Xue et al.,
2019). Furthermore, green innovation improves firm performance and ecological
sustainability (Tariq et al., 2017; Xie et al., 2019). Environmental proactivity, as defined
by Barba-Sanchez and Atienza-Sahuquillo (2016), is defined as a strategy to adopting eco-
innovation that prioritises green innovation as a means of mitigating and minimising
harmful effects on the environment. The results of this study show that 312 wineries in
Spain that take environmental action see positive commercial and environmental returns.
In addition, Leito et al. (2019) pointed out that the technology used, market characteristics,
government policies, cooperation partnerships, and lean management may have a
significant impact on eco-innovation in 334 Portuguese firms, all of which would improve
the competitive dynamic of the Portuguese economy. Further, Sdez-Martnez et al. (2016)
discovered, across a sample of 3647 SMEs operating in 38 countries, that enhanced
corporate environmental performance was substantially related with enhanced firm

performance across environmental and economic measures.

The study also assessed the role of green innovation as a mediator between corporate social
responsibility and firm performance. The hypothesis that green innovation mediates the
relationship between corporate social responsibility and business performance was tested
using the methodology devised by Baron and Kenyon (1986). By incorporating the
mediator variable into the regression equation, this method suggests that mediation is
achieved when the independent variable predicts the dependent variable and mediator
variable in a significant manner. The findings indicate that the incorporation of green
innovation renders the impact of corporate social responsibility on firm performance

statistically insignificant. The regression coefficient decreases from B =714, (9,117), in
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Model 1 t0.149, (2,166), in Model 4. Full mediation occurs when the indirect path is the
only significant one, whereas partial mediation occurs when both the direct and indirect
pathways are significant. This suggests that green innovation partially mediates the
relationship between corporate social responsibility and firm performance, as the direct
relationship is statistically insignificant. The relationship between corporate social

responsibility and firm performance is mediated by green innovation.

Several elements, such as CSR and firm performance, might enhance the long-term
viability of CSR practises through boosting trust among stakeholders. Trust from
customers helped counteract the negative effects of CSR, according to research by Wei et
al. (2020), which in turn improved firm performance. CSR has a positive impact on firm
performance even when it does not generate a return on investment, as Canh et al. (2019)
demonstrated. The government supports CSR initiatives to get firms to pay attention to
environmental concerns. The guidelines in place will determine how quickly businesses
can create and spread eco-innovation with the goal of reducing emissions. As stated by
Leitao et al. (2019), Portugal's governmental policies have had a significant impact on eco-
innovation in the country's 334 firms by mandating incentives like as tax exemptions and
government subsidies for businesses that minimise emissions. Therefore, CSR benefits
companies (Flammer 2015; Nguyen et al. In addition to these benefits, CSR makes more
efficient use of resources and improves the company's standing with its stakeholders,

clients, and suppliers (Orlitzky et al., 2003).
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CHAPTER FIVE

SUMMARY OF THE FINDINGS, CONCLUSION AND RECOMMENDATION
5.1 Introduction
This section summarises the study, draws conclusions, and offers recommendations based

on its findings.

5.2 Summary of the findings
This study examined the relationship between CSR, green innovation, and firm
performance. The research objectives were considered when composing the summary of

the findings.

The primary purpose of the research was to examine the nexus between CSR and firm
performance. This finding demonstrates a statistically significant and favourable
correlation between corporate social responsibility and firm performance. This means that
if CSR initiatives become businesses that are more common, as a whole benefit.
Additionally, CSR is responsible for 51.7% of the variance in corporate success. The
second objective was to analyse the connections between CSR and green innovations.
Ecological progress was found to be significantly correlated with corporate social
responsibility. Green innovation will increase as a direct result of the growing emphasis
on CSR by businesses. More than a third (21.1%) of the variance in green innovation can
be attributed to CSR initiatives. The third part of the research looked at how green
innovation affects the success of businesses. The data demonstrates that green innovation
significantly improves business results. As a result, improved business results can be
attributed to the uptick in green innovations. In addition, green innovation accounts for
46.2% of the variance in company success. More specifically, the study examined how

green innovation may serve as a moderator between CSR and firm performance. Corporate
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social responsibility and financial success were investigated using a mediation analysis
model developed by Baron and Kenny (1986). When factoring in environmental
innovation, the study found that CSR's impact on business success was no longer
statistically significant. Mediating the relationship between CSR and firm performance is

green innovation.

5.3 Conclusion

Corporations are now expected to make a significant impact on the sustainable
development of society (Dartey-Baah and Amoako, 2021; Bikefe et al., 2020), reflecting
a significant shift in the perception of organisations' roles and responsibilities in modern
society. Corporate social responsibility (CSR) refers to the practise of a company making
a concerted effort to improve the areas in which it operates and to reward its employees
and suppliers for doing so (Melissen et al., 2018; Doshmanli et al., 2018; Bello et al., 2016;
Jamali et al., 2017). It is becoming increasingly crucial to evaluate a company's CSR
efforts alongside financial metrics (Kucharska & Kowalczyk, 2019; Makanyezaa et al.,
2018; Moneva & Hernandez-Pajares, 2018), therefore there is pressure on firms to get
involved. CSR's potential role in fostering sustainability breakthroughs like green
innovation has received scant attention from academics. The empirical topic of whether or
not CSR promotes environmentally beneficial innovation is still open and requires more
research. The goal of this study was to provide missing information from the current

literature.

This study examined the relationship between CSR, green innovation, and firm
performance. The research objectives were considered when composing the summary of
the findings. The study used a sample size of 200 and regression was used to test the

hypothesis. The study looked into the connection between CSR and firm performance and
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found that it was positively correlated with financial outcomes. CSR activities account for
51.7% of the variance in business results. Based on the findings, it was shown that CSR
has a highly substantial positive correlation with green innovation. Corporate social
responsibility accounts for 31.1% of the variation in green innovation. The research
concluded that green innovation is good for business since it found a strong correlation
between green innovation and corporate success. Green innovation could account for
46.2% of the variation in business success. Additionally, green innovation was found to
have a function as a mediator between CSR and firm performance, as was hypothesised in
the study. From the findings, firms need to practice CSR with other mutual friendly

variables such as green innovation to achieve stellar business performance.

5.4 Recommendation

The study recommends that companies should not treat CSR as a separate project but
should instead make it part of their overall business plan. This can involve setting specific
CSR goals and metrics, and regularly tracking and reporting progress. While CSR can
have inherent value for society and the environment, it is also important for companies to
consider the potential financial benefits of CSR initiatives. Companies should evaluate the
potential financial returns of CSR initiatives and communicate these benefits to
stakeholders. Additionally, companies should prioritize creating a culture that supports
innovation, including by encouraging experimentation, risk-taking, and creativity. This
can involve providing resources and support for innovation initiatives, as well as
promoting a growth mindset among employees. To drive innovation, companies should
invest in research and development (R&D) initiatives, including exploring emerging
technologies and market trends. R&D investments can help companies stay ahead of
competitors and identify new opportunities for growth. Companies should incorporate

CSR into their innovation strategy, by identifying areas where social and environmental
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challenges can be addressed through innovation. This can involve setting specific CSR
goals and metrics for innovation projects, and regularly tracking and reporting progress.
Companies should encourage employee creativity and collaboration in developing
innovative CSR initiatives. This can involve providing resources and support for
employee-driven innovation initiatives, as well as promoting a culture that supports
experimentation and risk-taking. In addition, businesses should interact with their
communities, customers, and employees to learn about the social and environmental
concerns that matter most to them so that they may incorporate that knowledge into their
innovation processes. Increased innovation performance and higher business success may
result from strengthened ties with key stakeholders and an enhanced reputation. By
following these recommendations, companies can improve their innovation and firm
performance, while also contributing to addressing social and environmental challenges
and promoting sustainable development. By integrating CSR into their innovation strategy
and fostering stakeholder engagement, companies can create innovative solutions to social
and environmental challenges, which can lead to improved innovation performance and

subsequently improved firm performance.
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KWAME NKRUMAH UNIVERSITY OF SCIENCE AND TECHNOLOGY

QUESTIONNAIRE

The researcher is conducting a study on the effect of CSR on organizational
performance. The mediating role of green innovation. All data held are purely for
research purposes and will be treated as strictly confidential. Kindly tick [V] in the spaces

provided. Thank you.

PART A: General Information of Respondents

1. Please indicate your gender: Male [ ] Female [ ]

2. Age: Lessthan 20 years [ ] 20-29 years [ ] 30-39 years [ ] 40-49 years [ ] 50
years or more [ ]

3. What is the highest educational level you have attained? Basic Education [ ]
SSS/Senior High School [ ] Diploma/HND [ ] Undergraduate [ ] Postgraduate [
] Professional [ ] others (specify)

4. Please indicate how long have you being working with this institution?
Lessthanavyear [ ]1-5years[ ]5-10 years [ ] 10-15 years [ ] 15 years and above.
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SECTION B: CSR

Please indicate the extent to which you agree with the following statements using the

assigned Likely scale ratings of 1-7, where: 1 = strongly disagree, 7 = strongly agree.

Our company respects consumer rights beyond the legal
requirements

Our company provides full and accurate information
about its products to its customers

Customer satisfaction is highly important for our
company

Employee

Our company policies encourage the employees to
develop their skills and careers

The management of our company is primarily concerned
with employees' needs and wants

Our company implements flexible policies to provide a
good work & life balance for its employees.
Environment

Our company participates in activities which aim to
protect and improve the quality of the natural
environment

Our company implements special programs to minimize
its negative impact on the natural environment

Our company carry out periodic natural environment
audits

Our company pay attention to environmental

The impact of green innovation on manufacturing small
and medium enterprises corporate social responsibility
fulfillment:  The moderating role of regional
environmental regulation
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SECTION C: Green innovation

Please indicate the extent to which you agree with the following statements using the
assigned Likely scale ratings of 1-7, where: 1 = strongly disagree, 7 = strongly agree.

1 | Modifications of product design in order to not using toxic
compounds within production process

2 | Product design reformations aimed to improve energy
efficiency during usage

3 | Product packaging with decomposable materials for lower
disposal environmental impact

4 | Carefully consider whether the product is easy to recycle,
reuse, and decompose for product design

Green process innovation

5 | The environmental improvement of products reduces
pollutants or hazardous materials within the production
process

6 | The environmental improvement of the product has
reduced soil, water quality, noise, and air pollution within
the production process

7 | The environmental enhancement of the product leads to a
reduction in energy use within the production process

8 | The environmental contribution of the product leads to
improved recyclability within the production process
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SECTION D: FIRMS PERFORMANCE

Please indicate the extent to which you agree with the following statements using the

assigned Likely scale ratings of 1-7, where: 1 = strongly disagree, 7 = strongly agree.

My firm is stronger growth in sales revenue

My firm has better able to acquire new customers

My firm has a greater market share

My firm is able to increase sales to existing customers

My firm is more profitable

My firm has a better return on investment

My firm is better able to reach financial goals

Our firm has improved in its customer service level.

O O N o g &~ W N| B

Our firm has improved its overall product quality.

=
o

Our firm has improved in delivery dependability.

70



