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Abstract—Sustainable development cannot be separated
from business ethics and innovation. This study proposes to test
the antecedent variable for brand supporting behavior, and ex-
plore the mediating mechanism of this factor for the influence
of corporate social responsibility (CSR) on employee work in-
novation. With 173 questionnaires collected, the hierarchical
regression model is used to test the hypotheses. Discoveries
have shown that CSR practices are fundamental to brand sup-
port behavior, and the important mediating role of brand sup-
porting behavior in the influence of CSR on employee work in-
novation. Research results have shown the need to implement
CSR in the hospitality industry, including issues of environ-
mental protection and community support; on ensuring the in-
terests of customers, as well as employees in the organization.
Therefore, it is essential to create a community-oriented orga-
nizational climate that promotes employees’ efforts in deliver-
ing on the brand promise. This is the basis for spreading the
image and attractiveness of the organization’s brand, and stim-
ulating employee work innovation. Therefore, the research re-
sults are a reliable basis in making the right decisions of hotel
managers, in order to create advantages as well as improve
competitiveness, contributing to the recovery of the economy
after the Covid-19 pandemic. The research results are also the
theoretical basis for developing research models on innovation
in the hospitality industry.

Index Terms—Brand supporting behavior, CSR, Employee
Work Innovation, Hospitality Industry.

I. INTRODUCTION

ODAY, the businesses want to create a competitive ad-

vantage and develop sustainably, internal businesses
must be stable, including ownership of creative and innova-
tive human resources. This is a key resource for businesses to
provide products that satisfy consumers’ needs. Especially in
tourism service, the more customers have choices, the less
they feel unsatisfied [1]. That puts pressure on businesses to
provide services that satisfy customers’ needs. Therefore, the
organization needs members who are motivated to work ac-
tively, form positive attitudes and behaviors in the process of
providing services. That is the foundation for employees to
feel more excited when constantly learning skills and over-
coming challenges at work.

The customers always care about the service's characteris-
tics (uniqueness and difference). Therefore, employee work
innovation in theory and practice is vital. It improves com-
petitiveness, efficiency, quality, productivity and brand of the
business [2]. In hospitality, the employees need more flexi-
bility, creativity and skills for improving competitiveness and
increasing customer’s satisfaction [3]. Therefore, this is an
extremely vital problem for human resources management to
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build a team who are brave, dynamic, competent and creative
to be able to identify, understand, analyze and respond to
customer needs as quickly as possible [4]. In addition, cus-
tomers have the right to demand that businesses act in accor-
dance with prevailing social values, norms and expectations.
They will turn away from the company’s products with no
social responsibility such as: environmental destruction, tax
evasion, insecurity, objectionable brand images, discrimina-
tory messages, use of child labor. This is an important factor
for the formation and spread of corporate responsibility to
employees, responsibility to society, responsibility to the en-
vironment, to the community and stakeholders. That is CSR,
which is considered as the foundation to help businesses de-
velop sustainably.

There have been studies on the benefits of CSR activities
for businesses as well as on the role of service staff in creat-
ing a brand image for the organization (for example, [5, 6]).
However, in the hospitality industry, whether CSR affects
employee attitudes and behaviors has not been considered,
nor is there an answer on how to get employees to act posi-
tively, and consistent with the brand promise [7]. Further-
more, research on the role of CSR in increasing employee at-
titudes and behaviors is a relatively new topic in Vietnam.

The expectation of this study can create practical applica-
tion meanings to promote creativity and innovation of em-
ployees, thereby improving the competitiveness of the hospi-
tality industry, and enhancing the organizational brand value.
And according to the authors’ research, the theoretical model
of CSR, brand supporting behavior and job employee work
innovation in the Vietnam hospitality industry is very few.

II. ResearcH FRAMEWORK AND HYPOTHESES

A. Employee work innovation

Innovation has been defined by different authors, but all
emphasize “novelty” as the core of innovation. It is a process
with many stages. Scott & Bruce (1994) define work innova-
tion as activities such as identifying problems, thereby form-
ing new and useful ideas or solutions. Next is the preparation
of resources and implementation plan, and finally the appli-
cation of ideas in practice. In terms of employees, work inno-
vation is their active behavior in the process of forming cre-
ative ideas, developing and realizing new services, products,
or methods, in order to get practical benefits [8] - [11]. Thus,
through employee work innovation, businesses will acceler-
ate the process of creating new products and services [9]. Es-
pecially in the hospitality industry, employee work innova-
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tion is the result of interactions between service staff and
consumers during service delivery. In this study, the author
focuses on considering the employee work innovation as
multi-stage process [10].

Thus, it can be said that employee work innovation re-
flects their ability and problem-solving capacity. Employee
work innovation has brought the organization positive conse-
quences such as: increasing competitive advantage [10] -
[12], promoting cooperation among members of the organi-
zation [13]. And so, employee work innovation not only im-
proves work efficiency but also helps them reduce stress and
pressure at work. It is also a motivation to help employees
improve their knowledge, professional skills, and develop
themselves [13].

B. Brand supporting behavior, and the relationship with
employee work innovation

Brands are formed through the organization’s service de-
livery and assurance process. In which, the conveying of the
brand, through the brand supporting behavior, is the most im-
portant [14]. In the process of conveying the brand identity
into the customer’s mind, the attitude and behavior of em-
ployees is a key determinant. According to Burmann and
Zeplin (2005), brand supporting behavior is “an aggregate
construct which describes a number of generic employee be-
haviors that enhance the brand identity” [15, p. 282].

In the process of providing services, service staff are con-
sidered as a bridge to provide information to customers. And
they are seen by customers as brand transmitters or brand
ambassadors. Therefore, besides understanding the brand
stands for, service staff need to take action to protect and de-
velop the brand. Including actions that build brands as well
as deliver on brand promises. In other words, it’s brand sup-
porting behavior [16, 17].

In the hospitality industry, brand supporting behavior is
indispensable because it is the basis for customers to evaluate
the service quality of accommodation, helping to spread the
brand image in the community and increasing brand value
[18]. And so, brand supporting behavior has a positive effect
on the organizational brand, and is the foundation for im-
proving the work efficiency of employees [19, 20]. There-
fore, the first hypothesis is proposed:

H1: Brand supporting behavior directly and positively af-
fects employee work innovation.

C. CSR and the relationship with brand supporting

behavior

CSR is a relatively new topic in hotel management re-
search, and is also relatively under-reviewed in this field
[21]. In the tourism business, Inoue and Lee (2011) said that
CSR is reflected in the following activities: Employee rela-
tions, customer relations, community relations, environmen-
tal policy, diversity in recruitment, use of human resources,
and in cooperation with suppliers [22].

According to ISO 26000:2010, CSR is an organization’s
responsibility to society and the environment through trans-
parent and ethical behavior [23]. Thereby contributing to sus-
tainable development, including health and social welfare;
Pay attention to the expectations and expectations of stake-
holders; Comply with applicable laws and in accordance with
international standards of conduct; and is maintained
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throughout the organization. ISO 26000:2010 also provides
guidance on seven key topics: organizational governance;
human rights; labor policy; equal; consumer issues; commu-
nity participation and development, and the environment.

When CSR is seen as representing the values and norms of
the enterprise, it will increase the employee psychological
confidence about the organization [24], will create supportive
attitudes and behaviors of employees, helping to achieve the
goals of the enterprise [25, 26]. Research on organizational
behavior has also demonstrated that employees not only react
to the way the organization treats them, but also to the way
the organization treats third parties [27].

In the tourism business, CSR is recognized as a factor cre-
ating profitability (short-term and long-term) for tourism
businesses [22], so it is difficult to imagine an international
company without CSR policies [28]. Moreover, organiza-
tional CSR creates a better working and organizational cli-
mate for employees. Thereby forming a positive attitude, vol-
untary spirit as well as their efforts to successfully exceed the
expectations of the organization [29]. On that basis, the next
hypothesis is proposed:

H2: CSR directly and positively affects brand supporting
behavior.

D. Brand supporting behavior play a mediating role

Park’s (2020) research also shows that when employees
perceive CSR, they will put more effort in their work, will be
proud of their work, and will have work engagement, thereby
forming innovative behavior [30]. According to the work
characteristics theory of Oldham and Hackman (2010), these
perceptions are considered as positive psychological states,
so it positively affects the employee’s work efficiency [31].

When firms implement CSR, it shows their respect for the
sustainability of the community, creating a quality relation-
ship of trust between members of the organization, which
later translates into innovation. Furthermore, the Social ex-
change theory has suggested that, when employees perceive
the organizations initiated the voluntary social exchange na-
ture actions for their employees, then they respond, including
efforts to complete work, and actions for the reputation of the
organization [32]. In other words, it is about raising employ-
ees’ awareness of their role and responsibility for the success
of the organization’s brand and their efforts to deliver on the
brand promise.

And so, brand supporting behavior is the mediator in the
relationship between CSR and innovation. From the above
theoretical basis, the third hypothesis is proposed:

H3: Brand supporting behavior mediates the relationship
between CSR and employee work innovation.

Based on theoretical foundations, a theoretical research
model is proposed and presented in Figure 1.

H3

Brand Support | H2
behaviour

Corporate Social | HI Emplovee Work

Responsibility Innovation

Fig. 1: Theoretical research model



PHAM HONG LIEM, NGUYEN XUAN LAN: CREATING INNOVATION IN HOSPITALITY INDUSTRY

ITII. REesearcH METHODOLOGY

The design of the study is considered as the causality cate-
gory test. The research has two steps, including: preliminary
(qualitative) and formal (quantitative) studies. Firstly, the au-
thor has looked for relevant documents. After that, according
to experts’ advice in Khanh Hoa province, we designed the
appropriate questionnaires with calibrated scales. Experts are
directors or deputy directors of hotels (resorts), and also lec-
turers of tourism training institutions.

This study uses questionnaires to collect data, test the hy-
pothesis as well as evaluate the theoretical research model.
The first is a quantitative preliminary study conducted with
30 questionnaires. The results show a good fit between the
content and the concepts. Then came the formal study, with
173 questionnaires. The sample is convenience, collected
from January to February, 2021.

In quantitative research, it is appropriate to inherit previ-
ously tested scales. Scales brand supporting behavior and
employee work innovation are unidirectional scales. Specifi-
cally, the brand support behavior scale is inherited from Pun-
jaisri et al. (2009), including four items related to meeting
brand standards, supporting brand development, fulfilling
brand promises, handling customers’ requests [6]. The six
items of the employee work innovation scale are inherited
from Scott and Bruce (1994), such as, searches out new
ideas, generates ideas, promotes and champions ideas, imple-
mentation of new ideas, innovation [10]. The CSR scale is a
multi-pronged scale with eighteen items showing the organi-
zation’s responsibility to (i) employees, including training
and development, working environment, fairness, and per-
sonal interests [33, 34, 35], (ii) customers, including informa-
tion about products and product quality, and respect for cus-
tomers [35, 36, 37], (iii) community, including respecting the
community’s values, improving the quality of life, and chari-
table activities [33, 34, 35, 37, 38], (iv) environment, includ-
ing environmental protection, energy saving, and minimizing
negative impacts on the environment [35]. The items are
rated on a five-point Likert scale. The software SPSS 18.0
was used for supporting.

The analysis was performed in two stages. First, evaluate
the scales through Cronbach's alpha values, EFA and CFA.
Second, the hierarchical regression method is used.

IV. REsurrs aNp Discussions

A. Results

1) Describe the research sample
The survey sample partly reflects the current situation of
tourism human resources in Khanh Hoa province. Female
employees are more than male (101 female, accounting for
58.38%; 78 male/41.62%). Including 9 people as leaders of
departments (5.20%), 25 people as managers (14.45%), and
139 employees (80.35%). Most of them are experienced
workers working for 3 to 8 years (128 employees/73.99%),
even more than 8§ years (10.40%). Only a few have less than

2 years of work experience (14.45%).

2) Reliabilities and Correlation coefficients

In this step, twenty-eight questions are used to conduct ex-
ploratory factor analysis. Processing has removed seven
items (of CSR scale) because the weight difference factor

<.3. Furthermore, removing these items does not change the
content of the concepts. As a result, twenty-one questions
were reduced into five components with a total variance ex-
plained of 70.28% (KMO = .883; Chi-square = 2065.084; df
= 2105; sig = .000), load factor values from .60 to .86. The
CSR scale has only three components. Reliability and corre-
lation between research concepts (Table 1): Employee work
innovation, brand supporting behavior and CSR were shown
as well as control variables including employee work experi-
ence, star rating of accommodation. The results of the corre-
lation between the concepts support the hypothesis H1 and
H2. Specifically, the correlation coefficients indicated a sig-
nificant relationship between CSR and brand supporting be-
havior (r = .540, p < .01) and the relationship between brand
supporting behavior and employee work innovation (r =.449,
p <.01). Both coefficients were relevant with the hypotheses.

TaBLE 1:
DescripTivE STATISTICS AND CORRELATION BETWEEN RESEARCH CONCEPTS

No i‘;‘:s Mean  S.D 1 2 3 4 5
1 SR 473 45

2 WE 1049 50  .132

3 CSR 38 72 -079  -068 718

4 BSB 402 67 010  .029 5407  .858

5 EWI 384 .62 .27 0277 338" 449" 851

“p <.01; reliabilities appear on the diagonal.

WE: employee work experience; SR: star rating of accommodation;
BSB: Brand supporting behavior; EWI: Employee work innovation.

3) Evaluating the hypothesis

For evaluating the hypothesis in the research model, the
author used hierarchical linear modeling suggested by Bryk
and Raudenbush [39]. The result of evaluation showed that
CSR directly and positively affects brand supporting behav-
ior (Table 2) and contributed significantly into explanation
the change of dependent variables (R2 = .298, AR2 = .285).

TaBLE 2: LineAR REGRESSION FOR BRAND SupPORTING BEHAVIOR

Concepts Model 1 Model 2
WE .028 .060
SR .006 .045

CSR 5477
R? .001 298
AR? 285

Dependent variables: BSB; ***: p <.001.

WE: employee work experience; SR: star rating of
accommodation; BSB: Brand supporting behavior; EWI:
Employee work innovation.

For model 2 (Table 2), the regression results reflected that
when the CSR (independent variable) was regressed to brand
supporting behavior (intermediate variable) together with the
controlled variables (Working time, hotel star), the regres-
sion coefficient was considered to be significant for the rela-
tionship between these two factors (B = .547; p < .001, R?
=.298, AR* = .285). So hypothesis H1 was supported.

For hypothesis H2, the analysis results were presented in
Model 2 (Table3).

The regression results of Model 2 (Table 3) reflected that
when brand supporting behavior (mediating variable) was re-
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TasLE 3: LiNearR REGREsSION For EMPLOYEE WORK INNOVATION

Concepts Model 1 Model 2
WT .193 181
SR .102 .099

BSB 443"
R? .053 249
AR? 235

Dependent variables: EWI; ***: p < .001.

WE: employee work experience; SR: star rating of
accommodation; BSB: Brand supporting behavior; EWI:
Employee work innovation.

gressed on the employee work innovation (dependent vari-
able), the regression coefficient was seem to be significant (8
= 443; p < .001, R? = 249; AR* = .235). This result sup-
ported the second hypothesis (H2). The third hypothesis (H3)
stated that brand supporting behavior plays a mediating role
for the relationship between CSR and employee work inno-
vation. Research used the mediation test of Baron and Kenny
(1986) has required:

(1) The independent variables (CSR) were considered as
premise variables for the intermediate variable (BSB) and
predictor variables for the dependent variable (EWI).

(i1) The intermediate variable was the premise variable for
the dependent variable.

(iii) The relationship between the independent variable and
the dependent variable should decrease when the mediation
variable is controlled.

The results of the regression analysis show that CSR was a
significantly predicted factor to EWI, § = .373; p <.001 (see
Model 2 - Table 4), also effected on BSB (corresponds to the
hypothesis H1).

TaBLE 4: LiNnear Recression For BSB Rano EWI

Concepts Model 1 Model 2 Model 3
WE .193 215™ 194"
SR .102 128 113
CSR 373 186"
BSB 3427
R’ .053 191 273
AR? 176 255

Dependent variables: EWT; ***: p <.001; **: p <.01.

WE: employee work experience; SR: star rating of
accommodation; BSB: Brand supporting behavior; EWI:
Employee work innovation.

Next, the results (see Model 3 - Table 4) also showed that
BSB positively affects EWI (§ =.342, p <.001). Finally, the
results showed that the degree of influence of CSR on EWI
has been significantly reduced, after the intermediate vari-
able joined the test (with B = .186; p < .001). This proves
that employees who perceive their organization’s CSR prac-
tices, act for the organization’s brand, thereby employee
work innovation will be increased too. So, hypothesis H3
was supported.

B. Discussion

This study is an attempt to examine the effects of CSR on
brand supporting behavior and work innovation in Khanh
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Hoa hospitality industry. Research has focused on individual
psychological processes ranging from the perception of or-
ganizational responsible actions (towards the community,
environment, employees, customers) to a positive psycho-
logical state, as reflected by employees’ efforts in delivering
on the organization’s brand promise. That leads to employee
work innovation. And so, CSR helps employees form posi-
tive behavior at work. This result supports the study of Yu
and Choi [40].

With the analyzed data, the research results have shown
the important role of CSR practices in the Vietnam hospital-
ity industry, especially in the context of the Covid-19 pan-
demic. Specifically, through CSR activities, employees will
gradually form positive attitudes and behaviors at work, pro-
mote personal development, and lead to innovative behav-
ior. This finding supports previous studies, which showed
the role of brand supporting behavior in positively affecting
the brand in the hospitality industry [18].

With the results obtained, this study has helped to dis-
cover more about employee work innovation. The develop-
ment of the hospitality industry goes hand in hand with the
conservation of tourism resources. However, the limited
availability of resources has also put great pressure on busi-
nesses. And employee work innovation helps the organiza-
tion to make effective use of those resources. Therefore, em-
ployee work innovation plays a vital role in the business en-
vironment of the hotel industry.

Our study showed that brand supporting behavior seemed
an vital mediating factor in increasing employee work inno-
vation. Moreover, the result of analysis about mediating
mechanisms has taken aware of the understanding of work-
ers’ positive motivation and development in increasing em-
ployee work innovation. Besides that, this study provided
overview sight and evidence for supporting the point that
brand supporting behavior is an vital self-regulation mecha-
nism, which came from individual’s mind, and helped them
not only get the job done, but also deliver on the organiza-
tional brand promise.

Furthermore, this study has practical implications for
managers. When employees perceive the actual activities of
enterprises about CSR, they will put more effort in their
work and act in accordance with the brand promise to cus-
tomers. Thereby creating motivation for them to innovate at
work. If workers have a positive motivation, they will gain
more effort and work innovation will be increased. On the
other hand, if organizations pay more attention to the em-
ployees’ mental health, they will get more energy to learn
knowledge, skills and employee work innovation will be in-
creased, too. This is a reliable basis to help businesses build
and choose appropriate strategies in each stage of develop-
ment.

V. CoNcLUSION

Innovation is an indispensable activity in the development
strategy of every organization. Our study was conducted to
explore the relationship between CSR, brand supporting be-
havior and employee work innovation. The results show the
positive effects of CSR in developing a positive psychologi-
cal state of employees, trying to fulfill the organizational
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brand promise. From there, it will stimulate discovery, cre-
ativity and innovation in their work.

Organizational behavior is a fairly large category, and so
each study will have certain contributions. Our findings
point to the important mediating role of brand supporting
behavior in increasing employee work innovation. This dis-
covery helps managers better understand the conditions af-
fecting innovation, problem solving, stimulating creative
ideas and innovative behavior of employees.

Moreover, the research results confirm the role of CSR
practice not only as “the right thing to do” but also as “the
smart thing to do” [41, p.60]. Thus, practicing CSR is con-
sidered a smart solution in the strategy of spreading the im-
age and increasing the brand value of the organization, cre-
ating a competitive advantage, contributing to the sustain-
able development [42, 43]. The efforts of the service staff to
meet the diverse customer’s needs create working pressure
for them, leading to stress, exhaustion and rest [44]. There-
fore, employees need to balance their workplace morale, in
order to provide consumers with the best possible service.
Participating in volunteer activities is one of the solutions to
help them achieve that.

In conclusion, the study contributed to understanding bet-
ter about the link between CSR, brand supporting behavior
and employee work innovation, especially the employee
who worked in the hospitality industry. Today, the work-
force is not only concerned with job satisfaction, but also the
work environment that can get them more positive motiva-
tion to learn and promote them better day by day. So on, this
study proposed some suggestion:

- The study results explore the important regulatory
mechanism of brand supporting behavior in the process of
promoting innovation. Therefore, accommodations need to
focus on managing human resources, particularly the func-
tion of training and developing human resources. From
there, it is possible to create an environment that helps em-
ployees have a positive psychological state and strive to ful-
fill the organizational brand promise. Specifically, accom-
modations need to organize training activities and share ex-
periences to help staff promote their strengths and confi-
dently deal with all difficult situations.

- Besides brand supporting behavior, employee work in-
novation is also the result of CSR practices. Therefore, ho-
tels and resorts need to focus on volunteering activities for
the environment, community, customers and employees.
More importantly, creating an organizational culture that
shares employee knowledge and learning opportunities.
Thereby improving the quality of relationships among mem-
bers of the organization. It is the foundation to help employ-
ees work harder and thrive at work.

However, limitations of study still existed. Firstly, the re-
search samples were collected from participants in the hos-
pitality industry in Khanh Hoa province. Therefore, the find-
ings of this study cannot give an overview for all. Secondly,
we used a cross-sectional study method. It limited our ability
to test causality or duality of relationships. Thirdly, the spe-
cific impact of each component in multi-pronged concepts
has not been evaluated. Finally, the variety of concepts, and
correlations in the study was still limited. These limitations
will be the suggestions for further studies.
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