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Abstract: The pressure on businesses to engage not only on profitability but also on social and envi-

ronmental responsibility has increased in recent times. The study empirically tested the relationship be-

tween green marketing orientation (GMO) and environmental and social performance in the context 

of firms in the hospitality industry. Sustainable performance measurement focuses not only on financial 

but also on social and environmental performance. The study used the quantitative research design, 

and the cross-sectional survey method was used for data collection from 192 respondents. Descriptive 

statistics, Pearson correlation, and regression analysis were used for data analysis. Cronbach’s alpha 

was used as a measure of reliability. The results indicated a significant positive relationship between 

GMO and environmental and social performance of hospitality firms. The findings of the study suggest 

that GMO is a firm-level strategic resource that can improve the sustainable performance of firms 

in the hospitality sector. Theoretically, the study linked GMO to environmental and social performance 

of firms. Empirically, the study adds to the literature on the effect of GMO on sustainable performance. 

Practically, the study suggested recommendations that can improve the adoption of GMO by firms. 

These include green design, green positioning, green supply chain, and green strategy.  

Keywords: green marketing orientation, environmental, social, performance, hospitality, tourism, South 

Africa. 

JEL: M10, M13, M14, M31. 

 

1 Introduction 

 

Sustainable development is based on three funda-

mental pillars. These are economic growth, social 

equity, and environmental protection. Sustainable 

development is on the agenda of the majority of the 

countries in the world. The 2030 agenda for sustain-

able development and its 17 sustainable development 

goals were adopted by most of the countries in the 

world in 2015. The agenda as a plan of action focus-

es on people, prosperity, and the planet. The people 

side of the agenda focuses on ending hunger and 

poverty and ensuring equality and dignity for all 

human beings. Prosperity aims to ensure that all 

human beings enjoy prosperous and fulfilling lives. 

The goal of the planet side of the agenda is to protect 

the planet from degradation. This will be achieved 

through the sustainable management of the world’s 

natural resources and sustainable production 

and consumption (goal 12) (United Nations, 2016, 

Nygard, 2017; Georgeson, et al., 2017).  

Businesses, customers, and government are some 

of the primary stakeholders of sustainable develop-

ment. The pressure on businesses to engage not only 

on profitability but also on social and environmental 

responsibility has increased in recent times. 

The traditional explanation of value creation as pure-

ly measured by economic profit has extended to in-

clude non-economic gains. Sustainable entrepreneur-

ship allows businesses to be profitable while also 

focusing on environmental and social challenges 

(Sarango-Lalangui, et al., 2018; Nhemachema 

and Murimbika, 2018). The concept of shared values 

by Porter and Kramer (2011) contends that business-

es should take into consideration economic and soci-

etal progress. Environmental challenges have grown 

worldwide as can be evidenced by the negative ef-

fects of climate change. This has created societal 

awareness about the negative impact of business 

activities on the environment (Chen, et al., 2015; 

Fadhilah and Andriyansah, 2017). In addition, cus-

tomers are becoming more environmentally con-

scious and are paying attention to environmental 
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products and services. This has changed the competi-

tive landscape and stimulated the demand for sus-

tainable production and consumption. The objectives 

of sustainable production include the responsible 

and sustained use of natural resources, energy effi-

ciency and the reduction of waste and pollution. 

Sustainable consumption is the consumption 

of goods and services that are economically viable, 

socially equitable, and with minimal impact upon 

the environment. Sustainable consumption is gener-

ally tied to the retailer and consumer end of the value 

chain (Camilleri, 2018; Vantamay, 2018).  

One of the ways to ensure sustainable production and 

consumption and ultimately sustainable development 

is for businesses to have a sustainable or green mar-

keting orientation (GMO). GMO is an extension 

of marketing orientation (MO) which is a firm-

specific intangible resource that can help businesses 

to realize value. MO allows a firm to obtain infor-

mation about customers, suppliers, and technological 

and environmental trends (Wang, 2015; Chen, et al., 

2015). GMO is a business strategy that enables firms 

to develop and promote environmentally friendly 

good and services that are valued by customers. 

GMO is a strategic resource that can provide firms 

with a sustainable competitive advantage. Sustaina-

bility is a major concern for marketing and sustaina-

bility-oriented marketing strategy is inextricably 

linked to the future of the natural environment. GMO 

ensures that customers’ needs are met, organizational 

goals are attained, and the process ensures social 

equity and the protection of the natural environment. 

GMO broadens the scope of corporate coalition-

building beyond immediate market and financial 

stakeholders, enhances firm reputation, and improves 

community support and employee commitment 

(Mitchell, et al., 2010; Hult, 2011; Crittenden, et al., 

2011; Pantelic, et al., 2016). 

The performance of a firm’s marketing strategy and 

sustainability initiatives needs to be evaluated. Per-

formance measures include financial and non-

financial indicators (Eneizan and Wahab, 2016). 

Non-financial performance measures have been re-

ceiving increasing attention in recent years as mod-

ern organizations seek to provide additional 

information to managers to make strategic decisions. 

Inadequacies of the financial performance measure, 

especially its focus on short-term profitability, have 

led to innovation in performance measurement rang-

ing from non-financial indicators to the balanced 

scorecard to integrated performance measures. Sus-

tainable or triple bottom line measures of perfor-

mance focus not only on financial but also on social 

and environmental performance (Ahmad and Sabri, 

2016; Elkington, 2018). Extant studies on GMO 

have focused mainly on financial measures and mar-

ket capability (Amegbe, et al., 2017). The effects 

of GMO on non-financial metrics have been largely 

unexplored. Based on this gap in the literature, 

the aim of the study is to examine the relationship 

between GMO and environmental and social perfor-

mance of the firm in the context of the hospitality 

sector. This study is significant as the tourism indus-

try is slowly changing priorities from pure economic 

considerations to a sustainable tourism marketing 

model (Aimagambetov, et al., 2017; Kisi, 2019). 

This study will make an empirical contribution to the 

literature on the nexus between GMO and environ-

mental and social performance in the context of the 

hospitality industry. The study is organized as fol-

lows: the next section provides a review of the litera-

ture on tourism and hospitality, performance, 

and GMO. Then, the research methodology, results, 

discussion, and conclusion are presented.  

 

2 Literature review 

2.1 Tourism and hospitality industry 

The hospitality industry is an extensive category 

of fields within the tourism industry. There is no 

agreement about the definition of tourism because 

of its multidisciplinary nature (Yu, et al., 2012). 

The United Nations World Tourism Organization 

(2010) points out that tourism “comprises the activi-

ties of persons traveling to and staying in places 

outside their usual environment for not more than 

one consecutive year for leisure, business and other 

purposes”.. Tourism-related activities include ac-

commodation, food and beverage services, recreation 

and entertainment, and transportation and travel ser-

vices. The hospitality industry is the largest segment 

of the tourism industry (United Nations World Tour-

ism Organization, 2008). Just like tourism, there is 
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no consensus on the definition of hospitality (Hem-

mington, 2007; Ottenbacher, et al., 2009).  

The Department of Labour of South Africa (2016) 

describes hospitality as a commercial business in-

volved in the provision of accommodation. The hos-

pitality sector includes hotels, motels, lodges, guest 

houses including bed and breakfast establishments, 

restaurants, pubs, taverns, and cafés. Golubovskaya, 

et al. (2017) remark that hospitality can be examined 

from three domains which are private, social, and 

commercial. Private hospitality relates to private 

homes where guests are welcomed by hosts with-

out explicit financial motives. Social hospitality 

focuses on the provision of hospitality artifacts 

that are connected to cultural norms and tradi-

tions. Commercial hospitality is profit-driven. 

The goal of commercial hospitality is to provide 

pleasure and satisfaction to guests to enable their 

repeat visitation. The hospitality industry contrib-

utes significantly to employment creation and 

economic growth of South Africa. The broad tour-

ism industry including hospitality contributed 8.2% 

of total investment, 9.6% of total employment, 

and 8.9% of South Africa’s gross domestic product 

in 2017 (World Travel and Tourism Council, 2018). 

Despite the positive contribution of the hospitality 

industry, its negative impacts include the production 

and emissions of greenhouse gases, high water, 

and energy consumption. This has led to the demand 

by customers and governments for a green or sus-

tainable hospitality. Green hospitality embraces sus-

tainability as a major component of the business 

model (Mbasera, et al., 2016). 

 

2.2 Green business, products, and customers 

Environmental protection and social equity are be-

coming very important to businesses and customers. 

A green business integrates the principles of sustain-

ability into its business operations and influences 

consumption patterns by supplying environmentally 

friendly products and services. Adapting the defini-

tion of sustainable development, a green business 

“meets the needs of the present [world] without 

compromising the ability of future generations 

to meet their own needs” (Karagülle, 2012; Andersen 

and Faria, 2015). A green business is “a firm that is 

committed to the principles of environmental sus-

tainability in its operations, strives to use renewable 

resources, and tries to minimize the negative envi-

ronmental impact of its activities” (Čekanavičius, 

et al., 2014, p.76). A green business is expected 

to produce green products and services. Green prod-

ucts and services can be described as products with 

eco-friendly production process that leads to minimal 

damage to the environment. The raw material used, 

product design, production, and packaging must be 

eco-friendly (Arseculeratne and Yazdanifard, 2014; 

Eneizan and Wahab, 2016). A green customer is an 

individual or a firm that is concerned about the envi-

ronment, exhibits environmentally conscious behav-

ior, and purchases environmentally friendly products 

(Ansar, 2013; Diglel and Yazdanifard, 2014).  

 

2.3 GMO 

One of the primary goals of marketing is to influence 

customer purchasing decisions. Marketing apart from 

promoting and selling goods and services also aims 

to educate and influence society. The term “green 

marketing” is also referred to as “sustainable market-

ing”, “ecological marketing”, or “environmental 

marketing. Green marketing was first used in the 

late 1970s and came into prominence in the late 

1980s and early 1990s (Yan andYazdanifard, 

2014). Green marketing is one of the most important 

areas of focus for the firm and society especially 

in this era of sustainable development. Charter and 

Polonsky (1999, p.6) point out that “green market-

ing is the marketing or promotion of a product 

based on its environmental performance or an 

improvement thereof”. Green marketing is similar 

to traditional marketing but incorporates marketing 

activities that involve the manufacturing, pricing, 

and promotion of goods and services that are envi-

ronmentally friendly to satisfy the environmental 

needs of customers. The need for green marketing 

has increased as environmental issues facing the 

world have become more evident. Marketers have 

embraced green marketing as a source of competitive 

advantage. Green marketing can influence consump-

tion patterns and change production systems. 

Through green marketing, a firm can achieve profit-

ability by applying economically, environmentally, 

and socially responsible value systems (Mitchell, 
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et al., 2010; Boztepe, 2012; Govender and Govender, 

2016; Pantelic, et al., 2016). 

GMO links MO to sustainability. Narver and Slater 

(1990) in a seminal paper define MO as a business 

culture that leads to superior customer value creation 

through three components: customer orientation, 

competitor orientation, and interfunctional orienta-

tion. Jaworski and Kohli (1993, p.54) define MO as 

“organization-wide generation of market intelligence 

pertaining to current and future needs of customers, 

dissemination of intelligence horizontally and verti-

cally within the organization and organization wide 

action or responsiveness to market intelligence”. 

Woodalla and Swailes (2009) describe MO as how 

an organization obtains and uses information from 

customers to develop and implement a strategy that 

meets customer needs and wants. GMO is a synthe-

sis of MO, macromarketing, and sustainable devel-

opment management concepts. GMO is a new 

systematic approach to marketing management that 

ensures value to different stakeholders. Apart from 

the market place, embracing a GMO perspective 

brings about a greater appreciation of environmental 

and societal challenges. GMO allows corporate man-

agement to move beyond the conventional focus 

on microeconomic and functional management pre-

scribed by MO (Mitchell, et al., 2010; Papadas, 

et al., 2017). Mitchell (2012, p.3) defines GMO as 

a “mechanism that seeks to help manage market-

oriented activity while minimising adverse impacts 

on the environment”. 

The Stakeholder theory and the Natural-Resource 

Based View (NRBV), an extension of the Resource 

Based View (RBV) of the firm, can be used to pro-

vide the theoretical justification for GMO. 

The Stakeholder Theory by Freeman (1984) defines 

stakeholders as an organization or individual whose 

activities are affected either by the firm or the way 

the firm operates. Stakeholders include employees, 

investors, customers, suppliers, and the environment. 

The new concept in marketing is stakeholder market-

ing, and this has established the support for redefin-

ing and broadening the marketing discipline. 

Stakeholder marketing can be described as processes 

and activities that facilitate and maintain value 

through exchange relationships with multiple stake-

holders (Hult, et al., 2011). According to Gonzalez-

Padron (2016), stakeholder marketing takes into 

consideration social and environmental stakeholders 

and can be positively linked to organizational out-

comes such as customer satisfaction, reputation, 

and innovation. In addition, based on Resource-

Advantage theory, Crittenden, et al. (2011) devel-

oped the market-oriented sustainability framework 

that incorporates sustainability into market orienta-

tion in order to achieve competitive advantage. 

The framework includes three constructs which are 

the DNA, stakeholder involvement, and performance 

management. DNA is a metaphor used to capture 

the workings of an organization and how it can im-

plement sustainability. The DNA is communicated 

to both internal and external stakeholders, thus, en-

suring their involvement. Performance measures 

environmental social and financial indicators. 

The RBV by Barney (1986, 1991) contends that 

valuable firm resources and capabilities are the key 

sources of sustainable competitive advantage for 

a firm. GMO is an important firm-level strategic 

organizational orientation that takes into considera-

tion the environment. The NRBV by Hart (1995) 

argues that the competitive advantage of a firm is 

based on its relationship with the natural environ-

ment. This relationship can be improved by GMO. 

 

2.4 Performance 

Firm performance does not have a universally ac-

cepted definition. Despite its relevance, there is 

scarcely any consensus about its definition, dimen-

sionality, and measurement. The definitions of per-

formance focus on the effectiveness or success 

of a firm, employee performance, ability to create 

value for customers, productivity, flexibility and 

adaptability, the achievement of goals, and stake-

holder satisfaction (Selvam, et al., 2016; Taouab and 

Issor, 2019). Lebans and Euske (2006) define firm 

performance as a set of financial and non-financial 

indicators that provide information on the accom-

plishment of objectives and results. The financial 

framework is the oldest paradigm for performance 

measure and has its foundation in the areas of ac-

counting, financial management, and economics. 

Financial or objective performance includes the fol-

lowing: (1) Profitability indicators such as the return 

on assets, gross profit margin, operational profit 
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margin, return on investment, net income, return on 

equity, and economic value added (EVA); (2) market 

value indicators: these include earnings per share, 

change in share price, and Tobin’s Q; (3) Growth 

performance such as market-share growth, asset 

growth, net revenue growth, and net income growth 

(Marie, et al., 2014; Selvam, et al., 2016). Despite 

the importance of financial measures, they are not an 

adequate performance measurement system. Finan-

cial indicators have a strategic short-term orientation. 

Firm value is created through different activities 

such as innovation, quality customer, and employee 

satisfaction, and financial indicators alone are un-

likely to measure and fully reflect the long-term con-

sequences of these activities. Also, financial 

measures are usually lagging measures of perfor-

mance, while non-financial measures are leading 

measures of performance that provide insight about 

future performance (Briggs, et al., 2006; Marie, 

et al., 2014; Ahmad and Sabri, 2016). Non-financial 

or subjective performance measures include employ-

ee satisfaction (employee turnover, investments 

in employees development and training, and organi-

zational climate), customer satisfaction (number 

of complaints, repurchase rate, customer retention), 

environmental performance (recycling, material us-

age, energy consumption, pollution, and waste), and 

social performance (employment of minorities, con-

tribution to social causes) (Selvam, et al., 2016; 

Taouab and Issor, 2019). Businesses are a major part 

of sustainable development. For a business, sustaina-

ble development means implementing business strat-

egies and activities that meet the needs of the 

enterprise and its stakeholders today while protecting 

the human and natural resources. The sustainable 

approach or triple bottom line to measuring business 

performance focuses not only financial but also so-

cial and environmental performance (Elkington, 

2018). The balanced scorecard (BSC) measure 

of performance captures the financial and non-

financial metrics and focuses on four perspectives: 

financial, customer, internal process and learning, 

and growth (Kaplan and Norton, 1992). This study 

focuses on the environmental and social perfor-

mance. Environmental performance is important 

to firms for several reasons. First, firms are increas-

ingly being responsible for their environmental ac-

tions and behavior as can be evidenced by the 

growing number of penalties, laws, and regulations. 

Second, environmental performance measure helps 

to ensure the attainment of environmental objectives 

and to allocate limited resources to improve firm 

environmental behavior. Third, environmental per-

formance is one of the ways to improve business 

practices and firm performance (Selvan, et al., 2016). 

Social performance emphasizes a firm’s responsibili-

ties to multiple stakeholders, such as employees and 

the community and helps a firm to achieve its social 

goals (Chen and Dalmas, 2011).  

 

2.5 GMO and environmental performance 

The relationship between market orientation and 

environmental performance of the firm is unclear. 

Market orientation is an important function that can 

help a firm to develop and promote environmentally 

friendly goods and services that are valued by cus-

tomers. A strong market orientation promotes envi-

ronmental sustainability efforts by creating 

management awareness of customer demands for 

eco-friendly products and services (Crittenden, et al., 

2011; Chen, et al., 2015). Green, et al. (2015) exam-

ine whether market orientation supports green supply 

chain management practices and improved environ-

mental performance. Included in green supply chain 

management practices are green purchasing, cooper-

ation with customers, and eco-design. The findings 

show that market orientation, both directly and indi-

rectly (through green supply chain management 

practices), positively impacts environmental perfor-

mance. Yan and Yazdanifard (2013) point out that 

one of the disadvantages of green business orienta-

tion is that the business is only concerned about the 

purchasing of green products and not the domain 

of product usage. Environmentally conscious con-

sumers are more likely to perceive a negative rela-

tionship between green products and their 

effectiveness. This suggests that environmentally 

conscious consumers are more likely to overuse 

green products than less environmentally conscious 

customers. The overuse leads to unnecessary waste 

and a costly consequence on the environment. 

The effect of GMO on environmental performance 

remains largely unexplored. However, GMO helps to 

facilitate sustainable production, marketing, and 

consumption. The objectives of sustainable produc-
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tion and consumption include the responsible 

and sustained use of natural resources, energy effi-

ciency, and the reduction of waste and pollution. It is 

hypothesized (H1) that there is a significant positive 

relationship between GMO and environmental per-

formance. 

 

2.6 GMO and social performance 

Empirical studies largely support a positive relation-

ship between MO and internal and external social 

responsibility. Internal corporate social responsibility 

relates to the psychological and physical working 

environment of employees. External social responsi-

bility focuses on the local community, suppliers, 

customers, government, and non-governmental or-

ganizations (Turker, 2009; Mahmoud, et al., 2017). 

Hwang and Chung (2017) find that the three compo-

nents of market orientation (customer orientation, 

competitor orientation, and interfunctional coordina-

tion) significantly and positively impact the firm’s 

corporate social responsibility involvement. MO 

enhances the firm’s performance indirectly through 

employee job satisfaction and customer satisfaction 

with product quality (Zhou, et al., 2008; Altarifi, 

et al., 2016). Green marketing practices can lead 

to customer satisfaction and provide employees with 

a healthy and safe work environment. Green market-

ing can help a firm to develop social responsibility 

toward the environment and community (Prinzing, 

2013; Čekanavičius, et al., 2014; Eneizan and 

Wahab, 2016). Consequently, it is hypothesized (H2) 

that there is a significant positive relationship be-

tween GMO and social performance. 

 

3 Research methodology  

 

The study utilized the quantitative research method 

with descriptive and causal research designs that 

were used to analyze and test the relationship be-

tween the variables of the study. The cross-sectional 

survey technique through the self-administered ques-

tionnaire method was used for data collection.  

The population for the study is all hotels in South 

Africa. The convenience sampling method was used 

for the study because the hotels were selected from 

a variety of accommodation databases. The data-

bases used to identify the sample of the study includ-

ed the Johannesburg Accommodation listing, 

Tshwane Accommodation listing, Centurion Bed and 

Breakfast Association, Guesthouse Association of 

Tshwane, and the Tourism Grading Association 

of South Africa. The study focused on formal service 

accommodation (hotel and lodges) and guest ac-

commodation (Bed and Breakfast, Country house 

and Guesthouse) (Tourism Grading Association 

of South Africa, 2018). 

Five hundred questionnaires were sent out physically 

to the respondents. Three well-trained data collectors 

assisted the researcher in the data collection process. 

Managers or owners were the identified respondents 

because they were more likely to have the required 

information about the MO and sustainable perfor-

mance of their firms. The phone numbers and email 

addresses of the respondents were obtained during 

the distribution of questionnaires. Reminders were 

sent to the respondents every week through emails 

and phone calls to complete the questionnaire. 

If questionnaires were not received after 1 week, 

a follow-up procedure included telephone calls and 

email reminders every week. If no response is re-

ceived after 6 weeks, it is treated as non-response. 

This effort led to the collection of 192 completed and 

usable questionnaires.  

Before data collection, the questionnaire was pretest-

ed in a pilot study of 30 respondents. The results 

of the pretesting helped to restructure some ques-

tions, remove unclear and sensitive questions, and 

improve face and content validity. The participants 

were informed about the aim of the study and that 

participation was voluntary. The participants assured 

confidentiality. This information was contained in 

the cover page of the questionnaire. To ensure ano-

nymity, the names of the participants and their or-

ganizations were not included in the questionnaire. 

Cronbach’s alpha was used as a measure of reliabil-

ity. Descriptive statistics, Pearson correlation, and 

regression analysis were used for data analysis.  

 

4 Measures 

 

The questionnaire was divided into three parts: bio-

graphical details, GMO, and environmental and so-

cial performance. 
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4.1 GMO 

Ten questions adapted from the market orientation 

scale developed by Deshpande and Farley (1998) 

and anchored on the five-point Likert scale with “1 

strongly disagree and 5 strongly agree” were used to 

measure GMO. The items were as follows: (1) Our 

green business objectives are driven primarily by 

customer satisfaction; (2) We constantly monitor our 

level of commitment and orientation to serving the 

green needs of our customers; (3) We freely com-

municate green products and services to our custom-

ers and employees; (4) Our strategy for competitive 

advantage includes the understanding of the green 

needs of our customers; (5) We frequently measure 

customer satisfaction with our green products and 

services; (6) We measure customer service on a 

regular basis; (7) Compared with our competitors, 

we have invested more in green products and ser-

vices that meet the needs of our customers; (8) We 

believe this business exists primarily to serve cus-

tomers including green customers; (9) We poll cus-

tomers at least once a year to assess the quality 

of our green products and services; (10) Data on 

customer satisfaction with our products and services 

including green products are disseminated at all lev-

els in this business unit on a regular basis. 

4.2 Environmental performance 

Five variables anchored on the five-point Likert 

scale with “1 strongly disagree and 5 strongly agree” 

were used to measure environmental performance. 

These were: (1) improved efficiency of raw materi-

als; (2) reduced resource consumption (energy and 

water); (3) increased recycling of materials; (4) re-

duction in the cost of environmental compliance, and 

(5) increased overall reputation in respects of prod-

ucts and services. The variables were adapted from 

previous empirical studies on environmental perfor-

mance (Qorri, et al., 2018; Magsi, et al., 2018). 

4.3 Social performance 

Five variables focusing on both internal and external 

social responsibility and anchored on the five-point 

Likert scale with “1 strongly disagree and 5 strongly 

agree” were used to measure social performance. 

The variables were: (1) increased customer satisfac-

tion with products and services; (2) reduced staff 

turnover; (3) increased employee satisfaction; 

(4) increased employee health and safety, and (5) in-

creased contribution to the local community for so-

cial issues. The variables were adapted from previ-

ous empirical studies on social performance (Rashid, 

et al., 2015; Hernandez-Perlines and Cisneros, 

2017). 

 

5 Results 

5.1 Response rate and biographical  

information 

During the data collection process, 500 question-

naires were distributed to owners and managers 

of hospitality firms and 192 questionnaires were 

returned and found usable. Table 1 shows the bio-

graphical details of the respondents. 

 
Table 1. Biographical details of the respondents  

(Source: Author’s own research) 

Biographical characteristics Frequency (N = 192) 

Educational qualification of respondents 

Below matric 0 

Matric 45 

Post-matric qualifications 147 

Gender of the respondents 

Female 72 

Male 120 
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Table 1. Biographical details of the respondents (cont.) 

(Source: Author’s own research) 

Age of the respondents (years) 

Less than 20 0 

20–30 7 

31–40 59 

41–50 73 

Above 50 53 

Age of the firm (years) 

Less than one 0 

1–5 36 

6–10 104 

Above 10 years 52 

Number of employees 

No employees 0 

1–5 employees 0 

6–20 employees 33 

21–50 employees 89 

51–200 employees 70 

 

According to Table 1, the majority of the respond-

ents of the survey are male with post-matric qualifi-

cation, with 6–10 years of operation and between 21 

and 50 employees. The majority of the responding 

firms can be categorized as small and medium enter-

prises according to the Schedule of Size Standards 

for the classification of small and medium enterpris-

es in South Africa (Government Gazette, 2003). 

 

5.2 Descriptive statistics, correlational analysis, 

and reliability 

Table 2 shows the descriptive statistics using the 

scale means and the Pearson correlation coefficient 

for each factor. The mean score for GMO is 3.155 

with a standard deviation of 1.014. Environmental 

performance has the highest score (mean 3.355; 

SD 0.997).  

 

Table 2. Descriptive statistics, Pearson correlation, and reliability  

(Source: Author’s own research) 

 
Variable SD 1 2 3 

GMO  3.155  1.014  1.000   

EP  3.355  0.997  0.674*  1.000  

SP  3.190  1.001  0.618  0.666**  1.000 

* P<0.001; ** P<0.05 

EP  environmental performance, GMO  green marketing orientation, SD  standard deviation,  

SP  social performance 

 

This is followed by the social performance (mean 

3.190, SD 1.001). On a five-point Likert scale, a 

mean value below 3 is considered as low, 3–4 mod-

erate and above 4 high (Neneh and van Zyl, 2017). 
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The results indicate a moderate level of GMO and 

environmental and social performance by hospitality 

firms. 

The results of the correlation show that GMO is sig-

nificantly associated with environmental perfor-

mance (r = 0.674; P < 0.001) and social performance 

(r = 0.666, P < 0.005). Cronbach’s alpha was used as 

a measure of reliability. Cronbach’s alpha coeffi-

cients for GMO, environmental performance, and 

social performance are 0.77, 0.81, and 0.79, respec-

tively, indicating the internal consistency of 

measures. Nunnaly (1978) suggests that the 

Cronbach’s alpha coefficients greater than 0.70 are 

acceptable. 

5.3 Regression results 

Tables 3 and 4 show the regression results of GMO 

and EP and GMO and SP. 

 

Table 3. Regression results of GMO and EP (Source: Author’s own research) 

Model 

Unstandardized coefficients 
Standardized 

coefficients 
T Significance 

B SE Beta 

Constant 101.247 3.118  2.153 0.001 

EP 1.141 0.583 0.637 11.164 0.001 

N = 192, R = 0.631, R square = 0.653, adjusted R square = 0.679, significance < 0.05,  

EP  environmental performance, GMO  green marketing orientation, SE  standard error 

 

Table 4. Regression results of GMO and SP (Source: Author’s own research) 

Model 

Unstandardized coefficients 
Standardized 

coefficients 
T Significance 

B SE Beta 

Constant 102.074 3.225  1.319 0.001 

SP 1.093 0.603 0.618 10.217 0.001 

N = 192, R = 0.618, R square = 0.626, adjusted R square = 0.628, significance < 0.05, 

GMO  green marketing orientation, SE  standard error, SP  social performance 

 

The normality of the data was measured by examin-

ing the normal probability–probability plot. The data 

formed a straight line along the diagonal, and thus 

normality can be assumed. To assess homoscedastic-

ity, a scatterplot of standardized residuals versus 

standardized predicted values was created. The plot 

shows random scatter, and thus the assumption is 

met.  

Multicollinearity was assessed by calculated vari-

ance inflation factors (VIFs). The VIFs were less 

than 6 suggesting that multicollinearity can be as-

sumed. The results of the regression model indicate 

that there is a significant positive relationship be-

tween GMO and environmental performance (β = 

0.637, p < 0.01) and GMO and social performance 

(β = 0.618, p < 0.01).  

The first hypothesis (H1) proposed that there is a 

significant positive relationship between GMO 

and environmental performance. Based on the results 

of the correlation and regression, the hypothesis is 

not rejected.  

The second hypothesis (H2) proposed that there is 

a significant positive relationship between GMO and 

social performance. Based on the results of the corre-

lation and regression, the hypothesis is not rejected. 

Thus, it can be concluded that GMO positively influ-

ences the environmental and social performance 

of firms in the hospitality sector.  
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6 Discussion  

 

The pressure on businesses to engage not only on 

profitability but also on social and environmental 

responsibility has increased in recent times. Custom-

ers are becoming more environmentally conscious 

and are paying attention to environmental products 

and services. This has changed the competitive land-

scape and stimulated the demand for sustainable 

production and consumption. GMO is a business 

strategy that enables firms to develop and promote 

environmentally friendly good and services that are 

valued by customers Sustainability is a major con-

cern for marketing and sustainability-oriented mar-

keting strategy is inextricably linked to the future 

of the natural environment.  

The theoretical foundation of the study can be linked 

to the Stakeholder theory, the Resource-Based theo-

ry, the Natural Resource Based theory, and the mar-

ket-oriented sustainability framework. GMO is a 

firm-specific intangible resource that can help busi-

nesses to realize value. In addition, GMO incorpo-

rates both internal and external stakeholders in 

strategic decisions. Stakeholder marketing takes into 

consideration social and environmental stakeholders 

and can be positively linked to organizational out-

comes such as customer satisfaction, reputation, and 

innovation. Market-oriented sustainability frame-

work incorporates sustainability into market orienta-

tion in order to achieve a competitive advantage.  

The aim of the study was to investigate the relation-

ship between GMO and environmental and social 

performance of firms in the hospitality sector 

in South Africa. The study focused on non-financial 

measures of performance. The results indicated that 

there is a significant positive relationship between 

GMO and environmental performance. Crittenden, 

et al. (2011), Chen, et al. (2015), and Green, et al. 

(2015) point out that a strong market orientation 

promotes environmental sustainability efforts by 

creating management awareness of customer de-

mands for eco-friendly products and services. 

The findings of the study confirm that GMO is an 

intangible firm-specific resource that can affect envi-

ronmental performance.  

In addition, the results indicated that there is a signif-

icant positive relationship between GMO and social 

performance. The findings are consistent with 

Hwang and Chung (2017) that market orientation 

positively impacts the firm’s corporate social respon-

sibility involvement. Zhou, et al. (2008) and Altarifi, 

et al. (2016) find that MO enhances the firm’s per-

formance indirectly through employee job satisfac-

tion and customer satisfaction with product quality. 

Prinzing (2013), Čekanavičius, et al. (2014), and 

Eneizan and Wahab (2016) remark that green mar-

keting practices can lead to employee and customer 

satisfaction and can help a firm to develop social 

responsibility toward the environment and communi-

ty.  

 

7 Conclusion 

 

Environmental protection and social equity are be-

coming very important to businesses and customers. 

A green business integrates the principles of sustain-

ability into its business operations and also changes 

consumption patterns by supplying environmentally 

friendly products and services. The study investigat-

ed the relationship between GMO and environmental 

and social performance of firms in the hospitality 

business. The findings indicated a significant posi-

tive relationship between GMO and environmental 

and social performance.  

The findings of the study indicated that GMO can 

improve the non-financial performance of hospitality 

firms. The theoretical implication of the study is the 

linkage of GMO to non-financial measures of per-

formance. Extant studies on GMO have focused 

mainly on financial measures and the effects of 

GMO on non-financial metrics have been largely 

unexplored. Empirically, the study adds to the litera-

ture on the effect of GMO on sustainable perfor-

mance.  

A thorough review of the literature by the researcher 

revealed that this is the first study in South Africa 

to link GMO to environmental and social perfor-

mance. Practically, the findings of the study could 

help the hospitality sector to improve environmental 

sustainability. Green marketing should be incorpo-

rated into the operational and strategic plans of hos-

pitality firms. This includes green design, green 

positioning, green pricing, green supply chain, 

and green positioning. To ensure green design, 
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the conceptualization of products and services must 

be environmentally friendly. Hotels must embrace 

green construction and green buildings. To improve 

green marketing, firms must incorporate green sup-

ply chain and green consumption throughout the life 

cycle. Green positioning means that promotions 

and advertisements by hospitality firms should in-

clude sustainability. Green facilities such as recycle 

bins must be available in hotels. Hospitality firms 

through their executives and employees must have 

clear environmental missions and visions. Firms 

must be up to speed about new developments in the 

areas of climate change, clean technology, and green 

consumer behavior. Training to improve sustainabil-

ity by hospitality firms should include GMO.  

The promotion of social sustainability, especially 

employee and customer satisfaction, and community 

responsibility should include GMO. The study has 

some limitations. Convenience sampling was used to 

draw the sample of this study. This sampling method 

suffers from sampling bias and that the sample is not 

representative of the entire population. Also, only 

192 hospitality firms participated in the study. Thus, 

care should be exercised in generalizing the findings 

of the study. Other studies can examine the effect 

of GMO on other measures of performance such as 

quality and innovation performance. Also, a longitu-

dinal study on the effect of GMO on sustainable 

performance measures will improve the cause and 

effect relationship.  
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