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TOM TAT:

Nghién ciru ndy xem xét vai tro trung gian cua danh tiéng doanh nghiép trong mdi quan hé
gitta trach nhiém xa hoi doanh nghiép va hinh anh doanh nghiép trén co s& 1y thuyét trao ddi
thong qua khao sat 239 nguoi tiéu dung trong nganh my phdm ¢ Thanh phé H6 Chi Minh va Ha
Noi. Két qua nghién ctru cho thdy, danh tiéng doanh nghiép c6 vai tro trung gian trong mébi quan
hé gitra trach nhiém xa hoi doanh nghiép va hinh anh doanh nghiép. Trén co s¢ d6, két qua nghién
ctru cho thiy, danh tiéng doanh nghiép c6 vai tro quan trong, tir d6 dé xuat mot s ham y nham
nang cao danh tiéng doanh nghiép gbp phan nang cao hinh anh doanh nghiép.

Tir khéa: Trach nhiém xa hoi doanh nghiép xanh (CSR - X), danh tiéng doanh nghiép (CR -

Z), hinh anh doanh nghi¢p (CI - Y).

1. Pit van dé

Trong nhitng nim gan day, trach nhiém xa hoi
doanh nghiép (CSR) di tré thanh mot chu dé duoc
cac nha nghién ctru & Viét Nam va trén thé gidi
quan tdm, voi xu hudng dich chuyén tir cac hoat
dong mang tinh “tir thi€n” sang tich hgp CSR vao
chién lugc phat trién bén vitng va quan tri doanh
nghiép. Cac nghién ciru trude day cho thiy, da
bit dau tim kiém gia tri kinh doanh trong cac nd
luc ¢6 trach nhiém xa hoi va x&c dinh cac sang
kién CSR déng chii y c6 thé hd trg ca xa hoi va
nguoi tiéu dung (Agyei va cong su, 2021; Ali va
cong su, 2021). Trong bdi canh nay, CSR khong
chi 14 mét nguyén tic dao dirc ma con duoc coi 1a
mot cong cu chién luoc, qua do6 cac doanh nghiép
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chuyén dbi cach thirc kinh doanh cua ho bang
cach nhay cam voéi cac ky vong xa hoi (Aguinis
va cong su, 2020; Pham va Tran, 2020). Vi vay,
nghién ctru nay tiép tuc phan tich mdi quan hé
tryc tiép va gian tiép giita trach nhiém xa hoi cta
doanh nghiép (CSR), danh tiéng doanh nghiép
(CR) va hinh anh doanh nghiép (CI).

2. Co s6 1y thuyét

Dya trén 1y thuyét trao do6i xd hoi cua Blau
(1964), mbi quan h¢ CSR — danh tiéng doanh
nghiép — hinh anh doanh nghiép c6 thé duoc giai
thich nhu sau: CSR khéi dong mét chudi trao d6i
xa hoi (lgi ich, trach nhi€m, minh bach), trong do
danh tiéng doanh nghiép dong vai trd cau nbi trung
gian (12 két qua trung gian cua qua trinh trao d6i dai
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han: sy tin nhiém, danh gia tich cuc, va mong doi
vé hanh vi trach nhiém), gitip chuyén hoa cac hanh
dong trach nhiém tr¢ thanh hinh anh doanh nghiép
tich cuc va bén viing trong tim tri nguoi tiéu ding
(qua thwong hiéu, truyén thong, trai nghiém khéach
hang va cam nhan tong thé ciia cong chung).

Cac nghién ctru trude day cho rang, khi cac
cong ty tham gia vao cac hoat dong CSR, ho khong
chi thuc hién trach nhiém dao dic va xa hoi ma
con xay dung hinh anh thwong hi¢u manh mé& va
dang tin cay hon, theo nhan thirc cua khach hang
(Hengboriboon va cong sy, 2022). Khi cac cong ty
tuan thu cac nguyén tic CSR, ho c6 nhidu kha ning
san xudt ra cac san pham chét lugng cao, diéu nay
nang cao hinh anh thuong hiéu va thic day long
trung thanh cua khach hang (Kim va cong su, 2023;
Jain va cong sy, 2024; Kaushik va cdng sy, 2024).
Tir d6, ta c6 gia thuyét sau:

H1: CSR c6 mbi quan h¢ tich cuc véi CIL.

CR c6 thé dugc st dung dé mo ta nhan thirc
chung cta mdi bén lién quan vé mot doanh nghiép
va mure d tin tudng cua ho (Liu va cong sy, 2024).
Panh gia ciia nguoi tiéu dung vé danh tiéng cua
mot cong ty c6 mdi quan hé tich cuc véi y kién cua
ho vé cac sang kién CSR ciia cong ty d6 (Nguyen
& Pham, 2018). Nhén thuc cua khach hang vé
CSR cua cac cong ty co tuong quan voi muc do
t4n tAm cua to chtrc, diéu nay cai thién danh gia vé
danh tiéng cua cic cong ty d6 (Narteh & Braimah,
2020). Bang cach tap trung vao cac sang kién CSR
pht hop va céc cach thuc truyén dat, cac cong ty
c6 thé cai thién danh tiéng doanh nghiép cta minh
(Suki & Suki, 2019). That vay, CSR va CR ¢6 mbi
twong quan tich cuc (Le, 2023). Tu do, ta ¢ gia
thuyét sau:

H2: CSR ¢6 mbi quan h¢ tich cuc véi CR.

Céc tap doan coi trong danh tiéng va hinh anh
ctia ho trong mét khach hang. Khach hang, nha cung
cap, nguoi ban, dbi tic hop tic, ngan hang, chuyén
gia, ¢ doéng, chinh phu, co quan quan Iy, cac nhém
van dong, nguoi ti€u dung va nhan vién 1a nhitng
bén lién quan chinh ma hau hét cac doanh nghiép
16n can phai luu tim (Yang & Basile, 2019). Theo
Wang (2020), trong khi hinh anh thuong hiéu c6 thé
dugc tao ra nhanh hon véi cac chwong trinh truyén
thong dugc 1én ké hoach k¥ ludng, CR thudng phat
trién dan dan, 1a két qua cua su thanh cong lién tuc

duoc hd tro boi truyén thong hiéu qua. Y kién va
nhan thirc ctia ngudi tidu dung vé san phdm va dich
vu cia mdt cong ty bi anh hudng tich cuc boi CR
va CI cua cbng ty d6 (Zhao va cong su, 2021). Tu
do, ta co gia thuyét sau:

H3: CR c6 mbi quan h¢ tich cyc voi CL.

Theo khai niém trao d6i xa hdi, cac hoat dong
CSR thac day long tin va sy tin nhiém giita cac
bén lién quan, tr 6 nang cao CR (Shaikh va cdng
su, 2023). Méi twong quan tich cuc di dugc thiét
lap giita CSR va CR, vi cac sang kién CSR bao
hiéu cac hoat dong quéan 1y xudt sic va dao dirc, dan
dén viéc cac bén lién quan c6 cai nhin tich cuc hon
vé cong ty (Song va cong su, 2019). Cac cong ty
thuc hién chién lwvgc CSR toan dién thudng ching
kién su cai thién cOng sinh vé CR va chat lugng san
pham, tir d6 cung cb hon nita CI (Wang va cong su,
2021). Theo Missaoui & Brahmi (2025), cho rang
CSR c¢6 anh huong gian tiép tich cuc dén CI thong
qua CR. Tir d0, ta c6 gia thuyét sau:

H4: CR d6ng vai tro trung gian trong mdi quan
h¢ gitta CSR va CIL

3. Phwong phap nghién ciru

Nghién ctru st dung dir li€u dinh lugng tur 239
ngudi tiéu dung trong nganh my phdm ¢ Thanh
phé Ho6 Chi Minh va Ha Noi, duoc phén tich bang
SmartPLS 4.0. CSR duoc do ludong bing cach
diéu chinh bao gdm ba thanh phan va c6 chin bién
quan sat dugc rut ra tir (Hafez, 2018). CR sur dung
thang do nam bién quan sat duoc trich tir Almeida
va Coelho (2019). Thang do bdn bién quan sat cua
Song va cong su (2019) duoc str dung dé danh gia
CL Nghién ctru nay do ludong tat ca cac muc bang
thang do Likert nam diém. Tong sé phiéu khao sat
phat ra 13 310 phiéu, thu vé 255 phiéu va c6 239
phiéu tra 101 hop 16.

4. Két qua nghién ciru

Tét ca cac chi sb déu dap ung yéu cau, cu thé 1a
AVE > 0,5 (Hock et al., 2010) tur 0.611 dén 0.801;
CR > 0,7 (Hair va cdng su, 2010); hé sb Cronbach's
o> 0,6 (Nunnally & Bernstein, 1994); tat ca cac hé
s tai ngoai déu trén 0,7 (Hair va cong sy, 2014), tir
0.743 dén 0.897 (Henseler va cong su, 2015).

Phén tich tai chéo cho thay cac chi sb c6 tai cao
nhit trén cac ciu truc twong ung cia chung, xéac
nhan tinh hop 1€ hoi tu (Hair va cong sy, 2010). Tai
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chéo thdp hon trén céc cdu trac khac cho thdy mdi
quan hé chi s6-cdu trac manh hon (Hair va cong
su, 2021).

VIF < 5 cho thay khong c6 hién tuong da cong
tuyén (Hair va cong su, 2010). R-square nim trong
khoang tir 0.322 dén 0.609. R-square cang gan 1
thi dudng hdi quy cang giai thich tot hon sy bién
thién ctia bién phu thudc va mo hinh ude tinh cang
t6t. Phu hop v6i tap dit 1iéu. Trong nghién ctru nay,
0.241 < f2 < 1.554, do d6 no6 chu yéu dai dién cho

cac hi¢u ung trung binh va 16n (Cohen, 1988).

Tat ca cac gia thuyét tir HI dén H4 déu duoc
chip nhan va tit ca cac gia tri p = 0,000. Cu thé,
CSR (X) c¢6 anh huong manh nhat dén CI (Y) (B =
0.652); dén CR (Z) c6 anh hudong manh thir hai (B
=0.567). CR (Z) c6 anh huong manh tht ba dén CI
(Y) (B = 0.459). Két qua nghién ctru nay cho thay
vai trd trung gian ciia CR trong méi quan hé giita
CSR va CI (B = 0.260), trung gian mot phan VAF =
39.90% (Hinh 1 va Bang 1).

Hinh 1: Mé hinh SEM
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Nguon: Két qua xir 1y di liéu, 2026

Bang 1. K&t qua kiém dinh gid thuyét

Original Sample | Standard deviation | T statistics
sample (O) | mean (M) (STDEV) (|O/STDEV]|) | P values
CSR (X) -> CI (Y) 0.652 0.656 0.035 18.487 0.000
CSR (X) > CR (2) 0.567 0.571 0.044 12.869 0.000
CR (Z2) > CI (Y) 0.459 0.461 0.056 8.247 0.000
CSR (X) > CR (2) ->
Cl (Y) 0.260 0.264 0.041 6.416 0.000
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Nguon: Két qud xir Iy dir liéu, 2026
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5. Két luan va ham ¥ quin tri

Két qua nghién ctru cho thdy CSR ¢6 mdi quan
hé truc tiép dén CR va CI; CR c6 mdi quan h¢ tryc
tiép dén CI va CR c6 vai tro trung gian trong mdi
quan hé giita CSR va CI. Vi két qua nghién ciru
nay dé xuat cac chién lwoc nhim muc dich ting
cudng CR va thuc day CI nhu sau:

Thir nhdt, tich hgp CSR vao chién luoc kinh
doanh, cu thé, xay dung chién lugc CSR gin véi
ban chat nganh va gia trj cot 16i (vi du: mdi trudong
cho nganh my pham, phuc loi nhan vién, dao tao
cong déng), thay vi thyc hién cac hoat dong tach roi
mang tinh “show” hay PR ngan han. Viéc tich hop
CSR vao chién luoc gitp théng diép CSR trd nén
nhit quan, déng tin cdy, tir d6 ting danh tiéng va
hinh anh thuong hiéu bén viing trong tam tri ngudi
ti€éu dung.

Thir hai, wu tién chidu huéng CSR gan tryc tiép
v6i danh tiéng nhu: trach nhiém d6i voi nhan vién
(diéu kién lam vi€c, dao tao, an toan); minh bach,
tuan thu phap luét va trach nhiém maéi truong (giam
6 nhiém, tiét kiém ning luong, bao bi than thién).
Nhitng hoat dong nay duoc nghién ctru cho thiy
anh huong manh dén danh tiéng, tir d6 “kich hoat”
trung gian CR dé cai thién hinh anh doanh nghiép.

Thir ba, truyén thong minh bach, ké cau chuyén

TAI LIEU THAM KHAO:

CSR c6 tinh trao d6i nhu sau: Ung dung 1y thuyét
trao d6i xa hoi: chan that, minh bach trong viéc
cong khai ngan sach, két qua, danh gia bén th ba
(vi du: chtrng nhan méi truong, bao cido CSR) dé
cho khach hang cam nhan doanh nghi€p “cho di
trude” va co trach nhiém; Két hop cau chuyén CSR
voi gia tri va loi ich 10 rang cho khach hang va cong
ddng (vi du: “san phdm cia ban gép phin bao vé
moi trudng, hd trg gido duc cho tré em ving cao”)
dé tang tinh cam xtc va gan két, tr d6 dinh hinh
hinh anh tich cuc vé thuong hi¢u.

Thit tir, xdy dung co ché do luong va phan hoi
vé danh tiéng - hinh anh nhu: thiét 1ap hé thong do
luong danh tiéng (nhu khao sat nhan thirc, chi sb
CSR, chi s6 ESG) va CI dé theo ddi tac dong ciia
tirng chuong trinh CSR; dung dit liéu phan hdi dé
diéu chinh chién luge CSR.

Thir nam, tang hop tac va hop luc xa hdi nhu:
Chu dong hop tac véi to chirc phi chinh phi, chinh
quyén dia phuong, cong ddng dé thuc hién cac
chuong trinh CSR quy md, bén viing, giup ting do
tin cdy va mé rong anh huong, tir d6 cing ¢b CR va
mo rong CI trong nhiéu tang 16p. Khi xi hoi “cam
nhan rd” doanh nghiép 1a partner c6 trach nhiém, ho
¢6 xu hudng danh gia cao CR va lién két thuong hiéu
vo6i Cl tich cuc, theo dung logic trao ddi xa hoi m

Aguinis, H., Villamor, 1., & Gabriel, K. P. (2020). Understanding employee responses to COVID-19: a behavioral
corporate social responsibility perspective. Management Research: Journal of the Iberoamerican Academy of
Management, 18(4), 421-438.

Agyei, J., Sun, S., Penney, E. K., Abrokwah, E., & Ofori-Boafo, R. (2021). Linking CSR and customer engagement:
The role of customer-brand identification and customer satisfaction. SAGE Open, 11(3), 21582440211040113.

Ali, W., Danni, Y., Latif, B., Kouser, R., & Baqader, S. (2021). Corporate social responsibility and customer loyalty in
food chains—mediating role of customer satisfaction and corporate reputation. Sustainability, 13(16), 8681.

Almeida, M. D. G. M. C., & Coelho, A. F. M. (2019). The antecedents of corporate reputation and image and their
impacts on employee commitment and performance: The moderating role of CSR. Corporate Reputation Review, 22(1),
10-25.

Blau PM. (1964). Exchange and power in social life. New York: Wiley.

Cohen, J. (1988). Statistical power analysis for the behavioral sciences (2nd ed.). Hillsdale, NJ: Lawrence Erlbaum
Associates. Available at https://doi.org/10.4324/9780203771587

$6 9/2026 | 229



TAP CHi CONG THUGNG

Hafez, M. (2018). Measuring the impact of corporate social responsibility practices on brand equity in the banking
industry in Bangladesh: The mediating effect of corporate image and brand awareness. International Journal of Bank
Marketing, 36(5), 806-822.

Hair Jr, J. F,, Hult, G. T. M., Ringle, C. M., Sarstedt, M., Danks, N. P., & Ray, S. (2021). Partial least squares
structural equation modeling (PLS-SEM) using R: A workbook. Switzerland: Springer Nature. Available at https://doi.
org/10.1007/978-3-030-80519-7.

Hair, J.F., Black, W. C., Babin, B.J., Anderson, R.E. (2010). Multivariate data analysis (7th ed.). Upper Saddle River,
NJ: Pearson Education. Available at https://www.drnishikantjha.com/papersCollection/Multivariate%20Data%20
Analysis.pdf

Hair, J.F., Hult, G.T.M., Ringle, C.M., Sarstedt, M. (2014). A primer on partial least squares structural
equation modeling (PLS-SEM). Thousand Oaks, CA: Sage. Available at https://www.scirp.org/reference/
referencespapers?referenceid=1587368

Hengboriboon, L., Naruetharadol, P., Ketkeaw, C., & Gebsombut, N. (2022). The impact of product image, CSR
and green marketing inorganic food purchase intention: Mediation roles of corporate reputation. Cogent Business &
Management, 9(1), 2140744.

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing discriminant validity in variance-based
structural equation modeling. Journal of the Academy of Marketing Science, 43, 115-135. Available at https://doi.
org/10.1007/s11747-014-0403-8

Hock, C., Ringle, C. M., & Sarstedt, M. (2010). Management of multi-purpose stadiums: Importance and performance
measurement of service interfaces. International Journal of Services Technology and Management, 14(2-3), 188-207.
Available at https://doi.org/10.1504/ijstm.2010.034327

Jain, G., Shrivastava, A., & Brahmi, M. (2024). Consumer acceptance toward blockchain technology for anti-
counterfeiting: Hype, credence or future? International Journal of Business Innovation and Research, 34(1), 90-108.

Kaushik, P, Brahmi, M., Kakran, S., & Kansra, P. (2024). The predictive grey forecasting approach for measuring tax
collection. Journal of Risk and Financial Management, 17(12), 558.

Kim, Y., Hur, W. M., & Lee, L. (2023). Understanding customer participation in CSR activities: The impact of
perceptions of CSR, affective commitment, brand equity, and corporate reputation. Journal of Retailing and Consumer
Services, 75, 103436.

Le, T. T. (2023). Corporate social responsibility and SMEs’ performance: Mediating role of corporate image, corporate
reputation and customer loyalty. International Journal of Emerging Markets, 18(10), 4565-4590.

Liu, P, Tse, E. C. Y., & He, Z. (2024). Influence of customer satisfaction, trust, and brand awareness in health-related
corporate social responsibility aspects of customers revisit intention: A comparison between US and China. Journal of
Quality Assurance in Hospitality & Tourism, 25(4), 700-726.

Missaoui, 1., & Brahmi, M. (2025). Decision to determine the optimal firm’s capital structure: A systematic literature
review. Converging Economic Policy, Corporate Strategy, and Technology for Emerging Economies, 38(4), 39-58.

Narteh, B., & Braimah, M. (2020). Corporate reputation and retail bank selection: The moderating role of brand image.
International Journal of Retail & Distribution Management, 48(2), 109-127.

Nguyen, H. N., & Pham, L. X. (2018). The relationship between country-of-origin image, corporate reputation,
corporate social responsibility, trust and customers’ purchase intention: Evidence from Vietnam. Journal of Applied
Economic Sciences, 13(2), 498-509.

Nunnally, J. C., & Bernstein, 1. H. (1994). Psychometric theory McGraw-Hill series. Psychology, 3(972), 752.

Pham, H. S. T., & Tran, H. T. (2020). CSR disclosure and firm performance: The mediating role of corporate reputation
and moderating role of CEO integrity. Journal of Business Research, 120, 127-136.

Shaikh, E., Watto, W. A., Brahmi, M., Tunio, M. N., & Lighari, S. N. (2023). Customer satisfaction and Customer
loyalty: An empirical case study on the impact of benefits generated through Smartphone applications. International
Journal of Public Sector Performance Management, 12(1-), 119-139.

Song, H., Ruan,W., & Park, Y. (2019). Effects of service quality, corporate image, and customer trust on the corporate
reputation of airlines. Sustainability, 11(12), 3302.

230 | $6 9/2026



QUAN TRI QUAN LY

Suki, N. M., & Suki, N. M. (2019). Correlations between awareness of green marketing, corporate social responsibility,
product image, corporate reputation, and consumer purchase intention. In M. Khosrow-Pour (Ed.), Corporate social
responsibility: Concepts, methodologies, tools, and applications (pp. 143-154). IGI Global.

Wang, C. C. (2020). Corporate social responsibility on customer behaviour: The mediating role of corporate image and
customer satisfaction. Total Quality Management & Business Excellence, 31(7-8), 742-760.

Wang, H. M., Yu, T. H. K., & Hsiao, C. Y. (2021). The causal effect of corporate social responsibility and corporate

reputation on brand equity: A fuzzy-set qualitative comparative analysis. Journal of Promotion Management, 27(5),
630-641.

Yang, J., & Basile, K. (2019). The impact of corporate social responsibility on brand equity. Marketing Intelligence &
Planning, 37, 2-17.

Zhao, Y., Abbas, M., Samma, M., Ozkut, T., Munir, M., & Rasool, S. F. (2021). Exploring the relationship between
corporate social responsibility, trust, corporate reputation, and brand equity. Frontiers in Psychology, 12, 766422.

Ngay nhan bai: 5/02/2026
Ngay phan bién danh gia va sira chira: 23/02/2026
Ngay chap nhin ding bai: 6/3/2026

CORPORATE SOCIAL RESPONSIBILITY, CORPORATE
REPUTATION, AND CORPORATE IMAGE:
INTERRELATIONSHIPS AND IMPLICATIONS

© TRAN THI NHINH
Hong Bang International University

ABSTRACT:

This study investigates the mediating role of corporate reputation in the relationship between
corporate social responsibility and corporate image, drawing on Social Exchange Theory. Data
were collected through a survey of 239 consumers in the cosmetics industry across Ho Chi Minh
City and Hanoi. The findings reveal that corporate reputation serves as a significant mediator
linking corporate social responsibility to corporate image. These results underscore the pivotal role
of corporate reputation in shaping consumer perceptions and highlight its importance as a strategic
mechanism through which corporate social responsibility initiatives translate into enhanced
corporate image.

Keywords: green corporate social responsibility (CSR - X), corporate reputation (CR - Z),
corporate image (CI - Y)
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