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ABSTRACT

The circular economy addresses pressing environmental concerns by encouraging firms to operate
transparently and transition toward sustainable business models that minimize waste and maxi-
mize resource efficiency. This transformation raises important questions about consumers' will-
ingness to purchase sustainable products and the psychological factors that shape their decision-
making processes. Our research examines the relationships among individual social responsibility,
awareness, perceived value, and ethical purchase behavior in the context of sustainable consump-
tion. The study is grounded in the value-belief-norm theory, which posits that pro-environmental
behavior originates from personal values and beliefs about environmental consequences, leading
to a sense of moral obligation and ethical responsibility. Using covariance-based structural equa-
tion modelling, we analyze data collected from 450 valid responses from consumers who have pre-
viously engaged in ethical purchasing of sustainable products. The empirical findings indicate that
individual social responsibility positively influences both awareness and perceived value. In turn,
perceived value significantly affects ethical purchase behavior in circular economy contexts. More-
over, the direct relationships between individual social responsibility and other constructs highlight
its foundational role in shaping sustainable consumption decisions. These findings emphasize that
strengthening individuals' sense of responsibility can effectively stimulate ethical purchasing prac-
tices and support the broader goals of circular economic development. However, the research
reveals no statistically significant relationship between ethical product awareness and ethical pur-
chase behavior. The rationale is that many Vietnamese consumers remain highly price-sensitive
and tend to prioritize affordability over sustainability attributes when making purchasing decisions.
Furthermore, this study contributes to the literature by identifying theoretical and managerial im-
plications, confirming the positive impact of individual social responsibility on ethical purchase
behavior. The results suggest that managers should design effective environmental policies and
strategic marketing initiatives to enhance perceived value, reinforce corporate image, and foster
long-term sustainable consumer engagement.

Key words: individual social responsibility, awareness, perceived value, ethical purchase behavior,
circular economy, Vietnam

INTRODUCTION

Over the past decades, population growth and rapid
urbanization have led to the waste of valuable ma-
terials while natural resources remain finite and
scarce!,?. Along with the effects of the linear econ-
omy, the shift to the circular economy (CE) is of con-
cern to many scholars and researchers. The CE in-
volves “reducing, alternatively reusing, recycling and
recovering materials in production/distribution and
consumption process, to accomplish sustainable de-
velopment to the benefit of current and future gener-
ations”3. According to the World Bank report, envi-
ronmental pollution could cost Vietnam up to 3.5% of
GDP by 2035%. In particular, Vietnam is among the
most vulnerable countries to climate change, and it

is forecasted that climate change and natural disasters
could cause damage to up to 11% of Vietnam’s GDP
by 2030. Therefore, the transformation from a linear
economy to a CE should be prioritized in Vietnam’s
new development stage.

Firms are increasingly transitioning to circular busi-
ness models (CBMs) as part of the circular economy
(CE) transformation. A CBM is designed to minimize
resource and energy leakage across the value chain®.
This shift from a linear to a circular model requires
firms to better address specific customer needs and
to significantly restructure the nature and intensity
of customer relationships®. Growing environmental
concerns have substantially reshaped consumer atti-
tudes and behaviors toward ethical and sustainable
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consumption’. As key economic actors, consumers
play a pivotal role in the adoption of CBMs, as their
support or resistance can either facilitate or hinder
this transition®.

Consumer awareness (AW) is defined as the extent to
which individuals recognize their rights and responsi-
bilities in the marketplace®, and it is proposed to lead
consumers to make informed decisions and adopt
environmentally friendly consumption choices'?,!!.
According to the value-belief-norm (VBN) theory,
awareness comprises three dimensions: values, be-
liefs, and norms 2. Based on this framework, higher
environmental awareness is expected to foster ethi-
cal consumer behavior, as individuals feel socially re-
sponsible and seek to maintain a positive self-image
and social standing. Additionally, prior research in-
dicates that consumers’ perceptions of green prod-
ucts, including price and quality (functional value),
knowledge-seeking motives (epistemic value), and
image or peer influence (social value), strongly affect
sustainable consumption behavior !*. Therefore, per-
ceived value (PV) is incorporated as a key determi-
nant in the examination of ethical consumer behav-
ior.

Moreover, individual social responsibility (ISR) is
found to act as a precursor to increased environmen-
tal concern among consumers'#. ISR has been ex-
pressed through substantial donations for social or
environmental causes '°, the consumption of organic
products '°, and other pro-social behaviors such as
charity and green purchasing'’. However, these ac-
tions may reflect intrinsic altruism or merely confor-
mity to social pressure and impression management
motives '%,1°. With the transformation of business
models, ethical purchase behavior (EPB), which in-
corporates ecological and human welfare consider-
ations, is increasing significantly?’. Although ethi-
cally minded consumers are considered in decision-

7

making processes’, actual behavior often diverges

from intention due to personal values (PVs) and sit-

uational factors?!.

Empirical evidence on the di-
rect relationship between ISR and EPB remains lim-
ited, as prior studies mainly focus on ethical atten-
tion or intention within CBMs, potentially overlook-
ing the intention-behavior gap??. While socially re-
sponsible consumers are expected to favor sustainable
choices and support firms adopting CE practices”,
this study emphasizes actual customer behavior to
examine whether ISR leads to ethical purchasing in
CBM contexts?2,

This study addresses three main questions: (1) How
does individual social responsibility (ISR) influence
awareness (AW) and perceived value (PV)? (2) To

what extent do AW and PV affect ethical pur-
chase behavior (EPB) toward circular business mod-
els (CBMs)? (3) How does ISR directly impact EPB in
CBM contexts? The research contributes to the liter-
ature in three respects. First, it highlights the pivotal
role of AW and PV in shaping EPB, emphasizing the
importance of educating consumers about the social
and environmental consequences of their consump-
tion decisions. In particular, functional value (FV)
and epistemic value (EV) are identified as important
determinants of preferences for sustainable products.
Second, firms that enhance environmental awareness
can foster stronger consumer responsibility, thereby
increasing support for sustainable brands. Third, the
findings confirm the central role of ISR in driving
EPB, suggesting that socially responsible individuals
can further promote ethical consumption by encour-
aging community engagement and accountability in
sustainable markets.

LITERATURE REVIEW AND
HYPOTHESES

The Value-Belief-Norm Theory

The Value-Belief-Norm (VBN) theory, developed by
Stern et al., provides a comprehensive framework for
explaining pro-environmental behavior by integrat-
ing the norm-activation model, value-basis theory,

and the new ecological paradigm?>.

It proposes a
causal chain in which values influence beliefs, be-
liefs activate personal norms, and norms guide behav-
ior 2,24, Values are typically categorized as egoistic,
altruistic, and biospheric orientations 2°, which shape
environmental beliefs, such as awareness of conse-
quences and ascription of responsibility>°. When in-
dividuals recognize environmental threats and accept
personal responsibility, moral norms are activated,
fostering a sense of obligation to protect the environ-

t27

ment~’. These norms have been shown to predict sus-

tainable behaviors across various domains 2%,22,30, In
this study, VBN theory explains how ISR, as a value
orientation, enhances environmental awareness and
perceived value, activates personal norms, and pro-
motes ethical purchase behavior, particularly in sup-

port of circular business models.

Customer purchase behaviors in the con-
text of the circular economy

Over the decades, environmental degradation has
intensified due to production and consumption ac-
tivities under the linear “take-make-dispose” model,

31

which depletes finite resources In response, the
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circular economy (CE) has emerged as an alterna-
tive production paradigm *2, emphasizing “reducing-
recycling-recovering” to extend product life cycles

and achieve sustainability 33,34

. CE adoption varies
across sectors and is influenced by cultural, regu-
latory, and entrepreneurial factors, particularly in
SMEs .

in food and agriculture *® and significantly affects re-

It also supports long-term supply chains

tail operations and consumer decision-making pro-
cesses 2.

Business models, defined as the “rationale of how an
organization creates, delivers, and captures value”?,
have evolved from linear structures to circular busi-
ness models (CBMs) to generate value within ecosys-
tem contexts3®. CBMs incorporate practices such
as recycling, reusing, remanufacturing, and reverse
logistics to create closed-loop systems, thereby ad-
dressing resource scarcity and improving firm perfor-
mance®’.

Within this transition, customer behavior plays a crit-
ical role?2,40, Ethical purchase behavior (EPB) refers
to consumers considering environmental, social, and

health issues in their purchasing decisions*!,*

, and
some are willing to pay a premium due to moral sat-
isfaction*3. However, limited research has examined
whether consumers actively support CE implementa-
tion, given barriers such as low acceptance and insti-
tutional constraints>. Although prior studies suggest
that consumer perceptions influence purchasing de-
cisions toward CBMs?2, empirical evidence remains
insufficient. Therefore, this study investigates the re-
lationship between EPB and CE-related factors to pro-
vide managerial implications for firms.

Individual social responsibility

In recent years, individual social responsibility (ISR)
has gained attention as a key determinant of ethical
and socially engaged behavior. ISR refers to an indi-
vidual’s concern for societal challenges, demonstrated
through active participation in actions that promote
collective well-being and address social issues!®. Tt
includes trust, loyalty, social sensitivity, and com-
munity involvement, such as volunteering '°, though
such behaviors may also stem from social pressure
or impression-management motives '%,1°, ISR com-
prises two dimensions: moral identity and symbolic
moral identity 1°.

Prior research indicates that ISR contributes to sus-
tainable development and ethical consumption by re-
inforcing environmental concern and positive atti-
ISR is found
to act as a precursor, increasing consumers’ concern

tudes toward sustainable products'?.

for the environment and, eventually, their green pur-
chase attitude and intention, which are claimed to im-
pact actual green consumption significantly . Ac-
cordingly, ISR has an indirect relationship with eth-
ically green purchase behavior*

Despite growing interest, limited studies have directly
examined the ISR-EPB relationship, as most focus on
indirect mechanisms. Therefore, this study empiri-
cally investigates the direct effect of ISR on EPB to
provide clearer insights into ethical consumer behav-
or.

Hypothesis Development

The nexus between individual social respon-
sibility and ethical purchase behavior to-
wards the circular business model

EPB is defined as consumers purchasing decisions
guided by ethical issues, moral principles, human
rights, and environmental protection’. This behav-
ior aligns with ISR, which reflects individuals’ re-
sponsibility to minimize negative and maximize pos-
itive economic, social, and environmental impacts °.
Studies show that environmentally responsible con-
sumers are more likely to support sustainable prac-
tices, including CBMs?. ISR serves as a precursor
to increased consumer environmental concerns, en-
hancing their willingness to purchase eco-friendly
products 4. Individual characteristics such as en-
vironmental concern and value consciousness also
shape ethical purchase intentions within CBMs?2,
while issues such as animal welfare and labor rights

further influence ethical choices?S.

Individual so-
cial responsibility could also be expressed by the con-
sumption of organic products!®>. Although prior
studies have examined the attitude-behavior gap in

ethical consumption*?,°

and the indirect relation-
ship between ISR and green purchase intention '4, the
direct link between ISR and EPB remains underex-
plored. Given the conceptual alignment between ISR
and CBM objectives, it is reasonable to hypothesize
that ISR significantly influences EPB toward CBMs.
Therefore, we propose the following hypothesis:

H1: Individual social responsibility has a positive ef-

fect on ethical purchase behavior.

The nexus between individual social respon-
sibility and awareness

In the CBM context, awareness (AW) refers to the
extent to which customers recognize the environ-
mental impacts of retailers adopting CBMs>!. Cus-
tomer awareness shapes attitudes 22, as environmen-
tal awareness, brand awareness®?, and ethical prod-
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uct awareness significantly influence responses to sus-
tainable offerings®®>. For example, consumers in
Stockholm were more willing to pay for access to low-
CO, washing machines than for ownership®*. ISR
is considered a key driver of environmental aware-
ness (EA), encouraging behaviors aligned with the
“4Rs” (reduce, reuse, recycle, rethink) and strength-
ening environmental commitment®”. Individuals
with strong ISR are more sensitive to ecological issues
and are more likely to support ethical products. More-
over, ISR enhances brand awareness and loyalty, as
consumers increasingly favor brands consistent with
their social responsibility values 56 57 Therefore, ISR
is expected to influence awareness across these di-
mensions positively.

H2a: Individual social responsibility has a positive ef-
fect on environmental awareness.

H2b: Individual social responsibility has a positive ef-
fect on ethical product awareness.

H2c: Individual social responsibility has a positive ef-

fect on brand awareness.

The nexus between awareness and ethical
purchase behavior towards the circular busi-
ness model

The relationship between awareness (AW) and eth-
ical purchase behavior (EPB) toward CBMs has re-
ceived increasing attention, although prior research
has mainly reported indirect effects. Environmental
awareness (EA), reflecting understanding of ecolog-
ical issues in consumption, significantly shapes eth-
ical behavior. Individuals’ concern about the en-
vironment in general will influence their readiness
to purchase eco-friendly products and their pro-

environmental behavior 4.

Environmentally aware
consumers are more likely to choose sustainable prod-
ucts®8, including organic goods that emphasize re-
cycling and resource conservation®. Ethical prod-
uct awareness (EPA) also influences preferences, as
consumers recognizing ethical production practices
tend to favor fair trade and sustainable goods, sup-
porting CBM adoption*®,°0. The more positive con-
sumers’ attitudes toward green products, the stronger
their green purchase intention, and vice versa®!.
Brand awareness (BA), defined as the strength of

6263

the brand node in memory increasingly reflects

a brand’s social and environmental commitment>°.
Consumers with a positive attitude toward a particu-
lar brand have increased purchase intentions for that
brand®', and green purchase intention positively af-
fects actual green purchasing behavior®'. Therefore,
all forms of awareness are expected to influence EPB

toward CBMs positively.

H3a: Environmental awareness positively affects eth-
ical purchase behavior.

H3Db: Ethical product awareness has a positive effect
on ethical purchase behavior.

H3c: Brand awareness positively affects ethical pur-
chase behavior.

The nexus between individual social respon-
sibility and perceived value

ISR has encompassed moral identity and symbolic
moral identity and has argued that it influences per-
ceived value (PV), including social, functional, and
epistemic values related to environmental and social
issues'4,%4, However, limited studies directly exam-
ine how ISR shapes PV, as prior research largely fo-
cuses on corporate social responsibility or highlights
ISR without integrating PV ®. Higher ISR enhances
social value (SV), as individuals become more atten-
tive to peer expectations regarding ethical consump-
tion . Ethical consumers with strong ISR also em-
phasize functional value (FV), considering both price
and product performance, and may be willing to pay
premium prices for green products due to a sense of
responsibility67,68. In addition, ISR stimulates epis-
temic value (EV), increasing consumers’ interest in
product knowledge, novelty, and environmental con-
tributions 14, 64,6, Accordingly, this study examines
the impact of ISR on PV across three dimensions: SV,
FV, and EV, and proposes the following hypotheses:
H4a. Individual social responsibility has a positive ef-
fect on social value.

H4b. Individual social responsibility has a positive ef-
fect on functional value.

H4c. Individual social responsibility has a positive ef-
fect on epistemic value

The nexus between perceived value and ethi-
cal purchase behavior towards circular busi-
ness model

In the transition toward CE and CBMs, awareness
(AW) and perceived value (PV) are emphasized to
mitigate environmental and social issues. Although
prior studies have examined PV in relation to green
purchasing or consumer acceptance of CBMs?2,42,
limited research has explored its direct multidimen-
sional impact. This study focuses on three dimen-
sions of PV, including social value (SV), epistemic
value (EV), and functional value (FV), and their in-
fluence on ethical purchase behavior (EPB). For ethi-
cal consumers, purchasing environmentally friendly
products serves as a symbolic self-expression, re-

flecting SV®. Consumer attitudes and behavior
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are shaped by beliefs, habits, knowledge, and social

norms 22) 42) 70

, particularly regarding environmental
and social justice concerns’!. EVs stimulate curiosity
and a willingness to pay premium prices when con-
sumers recognize product novelty and environmental
benefits 4,72,

consumers prioritize sustainability, they also consider

Although environmentally conscious

price suitability. Therefore, PV is hypothesized to
have a direct and positive effect on EPB toward CBM-
based products.

Hb5a. Social value has a positive effect on ethical pur-
chase behavior.

H5b. Functional value has a positive effect on ethical
purchase behavior.

H5c. Epistemic value has a positive effect on ethical
purchase behavior.

The proposed theoretical model is displayed in Figure
1.

i
™
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Figure 1: Research framework. Source: By the authors

DATA AND METHOD

Sample

Our research aimed to include all age groups in Viet-
nam, with the survey link distributed via a random
sampling approach on online platforms. Neverthe-
less, the final dataset is predominantly composed of
Gen Z respondents (aged 11-26), particularly univer-
sity students in Ho Chi Minh City and its surrounding
areas. This concentration was not intentional but can
be attributed to the greater propensity of younger par-
ticipants to engage in online surveys. Although such
a distribution may restrict the generalizability of the
findings to older age groups, the data still provides
valuable insights into consumer perceptions and be-
haviors within the Vietnamese context.

Construct measure

The survey questionnaire was developed based on
previous studies and adapted to the Vietnamese con-
text, with items measured on a five-point Likert scale

ranging from “totally disagree” to “totally agree” Ta-
ble 1 outlines item development for each construct.
To ensure clarity and content validity, a pretest was
conducted with three experts in economics, who re-
viewed the initial 51 items (excluding demographic
questions), leading to revisions in wording, sequenc-
ing, and interpretation across all items. The revised
instrument was then pilot-tested with 50 participants,
yielding a 100% response rate. Reliability analysis
using SPSS indicated Cronbach’s alpha coeflicients
ranging from 0.819 to 0.950 across constructs, with
an overall alpha of 0.958 for the 44 retained items,
exceeding the recommended threshold of 0.7 73 74
These results confirmed strong internal consistency,
and the finalized questionnaire was deemed appropri-
ate for full-scale data collection.

Method

Our analysis followed two main steps: data process-
ing with IBM SPSS 20.0 and hypothesis testing with
IBM SPSS Amos 20.0. SPSS was used for descrip-
tive analysis, exploratory factor analysis, reliability
assessment, and statistical calculations. Amos ap-
plied covariance-based structural equation modelling
to test hypotheses. CB-SEM, favored in management,

75 evaluates complex rela-

business, and economics
tionships using parametric statistics. SEM estimates
multiple regression equations simultaneously, assess-
ing causal relationships between observed and latent
variables. Goodhue and colleagues suggest that CB-
SEM is more accurate than PLS-SEM and regression
with sum scores, especially for large sample sizes; CB-
SEM models converge to the pre-specified parame-
ter values, thereby avoiding false positives and bias’®.
Hence, if the sample size is large (e.g., more than 250
)77

observations and a factor model is estimated’®,

CB-SEM is recommended.

Common method bias (CMB)

Harman’s single-factor test is a common method for
detecting common method bias (CMB), with an es-
timated prevalence of 12% in research’®. It assesses
whether a single factor explains most of the variance.
However, its accuracy is debated due to the lack of a
universal cutoft for variance explained (PVE). Cooper
and colleagues”® &

values above indicate CMB. In this study, the first fac-

suggest a 50% threshold, where
tor accounts for only 30.077% of variance, well below

50%, suggesting that CMB is unlikely to be a major

issue.
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RESULTS

Descriptive analysis

To validate our model, we surveyed 450 participants
across Vietnam, including 312 females (69.3%) and
138 males (30.7%), with a 1:2 gender ratio (Table 2).
Most respondents (99.4%) were Generation Z (ages
11-26), and 97.3% held bachelor’s degrees. Income-
wise, 88% earned less than 5,000,000 VND per month,
reflecting diverse socioeconomic backgrounds. Over
98% were students with strong ISR awareness, con-
tributing to the model. Table 3 presents descriptive
statistics for four factors across 44 items, with ISR,
AW, PV, and EPB averaging above four from 450 sam-
ples.
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Table 1: Definition and measurement of studied variables.

Construct Definition Measuring items Sources
Individual Social ISR refers to an [ISR1] Every person should give some 14
Responsibility individual’s concern for ~ of their time for the good of their

their well-being and town/country.

active participation in [ISR2] It is the duty of each person to do
collective actions that their job the very best they can.
promote shared societal [ISR3] I feel bad when I fail to finish a job
goals '+ I promise I would do.
[ISR4] Useless to worry about current
events/public affairs; I cannot do anything
about them anyway.
[ISR5] Letting your friends down is not so
bad because you cannot do good all the
time for everybody.
[ISR6] People would be a lot better off if
they could live far away from other people
and never have to do anything for them.
[ISR7] At school/work, I usually volunteer
for special projects.

Awareness AW refers to the extent  [Environmental Awareness][EA1] Chemi- 22
to which the customer cal pollutants are produced during man-
is aware of the ufacturing of synthetic or manufactured
environmental fibers such as polyester
associated with the [EA2] Air pollution can occur during some
production of an common textile dyeing processes
offerings > [EA3] Textile dyeing and finishing pro-

cesses use a lot of water

[EA4] Phosphate-containing laundry de-
tergents can be a source of water pollution
[EA5] Plants and animals have as much
right as humans to exist

[EA6] We are approaching the limit of the
number of people that the Earth can sup-
port

[EA7] Human kind is severely abusing the
environment

[EA8] The earth is like a spaceship with
only limits room and resources

[EA9] When human interfere with nature,
it often produces disastrous consequences
[EA10] The balance of nature is very deli-
cate and easily be upset

[Ethical Product Awareness][EPA1] Use of
child labour is practice by manufactures
[EPA2] Manufactures generally do not pay
their employees at least the local minimum
wage

[EPA3] Manufacturers generally have their
employees work more than 40 hours per
week

Continued on next page
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Table 1 continued

Perceived value

Ethical Purchase
Behavior towards
Circular Business
Model

Perceived value refers to
the way consumers act
ethically by considering
and evaluating the
differences between all
the benefits and costs of
products or services
before paying for
them?*

Refers to consumers’
ethical
decision-making, in
which considerations
influence their
purchasing of products

and services

[EPA4] Manufacturers generally provide
hazardous workplaces for their employees
[Brand Awareness][BA1] I have heard of
the brand

[BA2] I know the brand’s related environ-
mental information

[BA3] The brand is the first to come to
mind when talking about sustainability
[BA4] The brand has a good reputation
[Social Value][SV1] Buying sustainable
products would help me to feel acceptable.
[SV2] Buying sustainable products would
improve the way that I am perceived.
[SV3] Buying sustainable products would
make a good impression on other people.
[SV4] Buying sustainable products would
give its owner social approval.

[Functional Value][FV1] The sustainable
products have an acceptable standard of
quality.

[FV2] The sustainable products would per-
form consistently.

[Epistemic Value][EV1] I would acquire a
great deal of information about the differ-
ent makes and models before buying the
product.

[EV2] Before buying the sustainable prod-
ucts, I would obtain substantial informa-
tion about the different makes and models
of products

[EV3] I prefer to check the eco-labels and
certifications on eco-friendly products be-
fore purchase.

[Ethical Purchase Behavior towards Circu-
lar Business Model][EPB1] When there is
a choice, I always choose the product that
contributes to the least amount of environ-
mental damage.

[EPB2] I have switched products for envi-
ronmental reasons.

[EPB3] If I understand the potential dam-
age to the environment that some products
can cause, I do not purchase those products
[EPB4] I do not buy household products
that harm the environment.

[EPB5] Whenever possible, I buy products
packaged in reusable or recyclable contain-

€rs.

22

33

Continued on next page
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Table 1 continued

[EPB6] I make every effort to buy paper
products (toilet paper, tissues, etc.) made
from recycled paper.

[EPB7] I will not buy a product if I know
that the company that sells it is socially ir-
responsible.

[EPBS8] I do not buy products from com-
panies that I know sweatshop labor, child
labor, or other poor working conditions.
[EPBI] I have paid more for environmen-
tally friendly products when there is a
cheaper alternative.

[EPB10] I have paid more for socially re-
sponsible products when there is a cheaper
alternative.

Source: By the authors
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Table 2: Demographic characteristics of respondents (n =

450).
Characteristics Frequency  Percentage (%)
Gender
Male 138 30.7
Female 312 69.3
Age
Gen Z (11 - 26) 447 99.4
GenY (27 - 42) 2 0.4
Gen X (43 - 58) 1 0.2
Education
Less than high school 1 0.2
High school 8 1.7
Bachelor 438 97.3
Master and above 3 0.8
Monthly Income (VND)
Less than 5.000.000 396 88
5.000.000 - 10.000.000 44 9.9
10.000.000 - 20.000.000 5 1.1
20.000.000 - 30.000.000 2 0.4
More than 30.000.000 3 0.6
Occupation
Student 441 98
Manager 2 0.5
Specialist/Technician 2 0.6
Secretary/Office staff ) 0.4
Sale 1 0.2
Business/Business Owner 1 0.2
Other 1 0.1

Source: By the authors
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Table 3: Descriptive statistics (n=450)

Construct/Item Code Min. Max. Mean Std. Dev
Individual ISR1 1 5 4.02 0.801
ISR2 1 5 3.97 0.861

ISR3 1 5 3.72 0.843

ISR4 1 5 3.57 0.901

ISR5 1 5 3.79 0.905

ISR6 1 5 3.88 0.883

ISR7 1 5 3.41 1.044

Awareness Environ- EAl 1 5 3.72 0.963
mental EA2 1 5 3.60 1.111

Awareness EA3 1 5 3.49 1.037

(EA) EA4 1 5 3.51 0.918

EA5 1 5 3.54 0.958

EA6 1 5 3.57 0.999

EA7 1 5 3.71 1.085

EA8 1 5 3.48 1.058

EA9 1 5 3.75 1.090

EA10 1 5 3.92 1.014

Ethical EPA1 1 5 4.12 0.963

Product EPA2 1 5 3.93 0.899
Awareness EPA3 1 5 3.96 0.877

(EPA) EPA4 1 5 3.78 0.888

Brand BA1 1 5 3.53 0.974

Awareness BA2 1 5 3.62 1.005

(BA) BA3 1 5 350 1.006

BA4 1 5 3.54 1.021

Perceived Social SV1 1 5 3.14  0.863
Value (SV)  SV2 1 5 347 1015

SV3 1 5 3.35 1.080

SV4 1 5 3.26 0.919

Functional ~FV1 1 5 3.70 0.863

Value (FV)  FV2 1 5 404 0916

Earrers SR 5 396 1.041

Value BV) EV2 1 5 405  0.908

EV3 1 5 3.91 0.951

Ethical EPB1 1 5 3.38 0.993
EPB2 1 5 3.67 0.849

EPB3 1 5 3.54 0.880

EPB4 1 5 3.41 0.952

EPB5 1 5 3.54 1.057

EPB6 1 5 3.43 0.937

EPB7 1 5 2.89 0.994

EPB8 1 5 3.04 1.085

EPB9 1 5 3.50 0.944

EPB10 1 5 3.30 1.106

Source: By the authors
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Factor loading and Cronbach’s alpha

Exploratory factor analysis (EFA) is used to assess
construct validity, unidimensional validity, and con-
vergent validity®!. According to Tabachnick and Fi-
dell32, pro-max rotation, principal axis factoring, and
factor extraction with eigenvalues greater than one are
suitable for unidimensional validity. Variables that do
not meet EFA objectives are removed if they: (1) lack
practical significance, (2) have inadequate factor load-
ings, or (3) are represented by fewer factors®3. The
factor loading threshold should be > 0.5, indicating
at least 25% variance for each factor. All variables in
this study meet these criteria, with Cronbach’s alpha
ranging from 0.824 to 0.945 (Table 4).

The first factor, representing environmental aware-
ness, includes items [EA1]-[EA10], with factor load-
ings ranging from 0.684 to 0.904 (Table 4). Ethical
purchase behavior towards CBM is reflected by ten
parameters [EPB1]-[EPB10], with EFA loadings be-
tween 0.645 and 0.843. The individual social respon-
sibility factor is represented by [ISR1]-[ISR7], with
loadings from 0.663 to 0.868. The next factor, SV1-
SV4, shows loadings between 0.813 and 0.879. BA
consists of [BA1]-[BA4], with loadings between 0.815
and 0.847. Ethical product awareness is indicated
by [EPA1]-[EPA4], with loadings between 0.737 and
0.867. The last two factors, epistemic and functional
values, both have loadings above 0.6. The eigen-
value is 1.772, with a cumulative explained variance
0f 70.638%. The KMO statistic of 0.913, exceeding the
0.60 threshold ®*, confirms the suitability of the items.

Confirm factor analysis (CFA)

The next step in a study is to investigate the validity
of a measurement model using convergent validity.
According to Fornell and Lacker 84, reliability is mea-
sured by Cronbach’s alpha, composite reliability (CR),
and average variance extracted (AVE). CR demon-
strates construct consistency, and AVE measures the
variance allocated to the construct relative to mea-
surement error. Convergent validity can be evaluated
by examining CR and AVE®?,%. The scale is consid-
ered reliable when CR exceeds 0.7, and AVE meets the
required threshold®®. The results showed convergent
validity, with ISR, EA, EPA, BA, SV, FV, EV and EPB
values above 0.60. As shown in Table 5, CR met the
requirements for ISR, EA, EPA, BA, SV, FV, EV, and
EPB, with values of 0.887, 0.939, 0.878, 0.950, 0.938,
0.840, 0.844, and 0.923, respectively. AVE is gener-
ally expected to exceed the minimum level of 0.5, ex-
cept for the ISR and EPB constructs. Therefore, the
ISR, EBA, EPA, BA, PCA, SV, FE, and EPB scales are

scales are considered reliable, and convergent validity
was established through the joint assessment of AVE
and CR (Table 5).
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Table 4: Factor loading and Cronbach’s alpha.

Factor Code

Envi-  EAIL
ron- EA2
men-  EA3
tal EA4
Awaren EA5
ess EA6
EA7
EA8
EA9
EA10

Fthical EPBI

Purchase EPB2
Behavior EPB3

towards

Circular EPB4

Busi- EPB5

ness EPB6

Model  EPB7
EPB8
EPB9
EPBI10

Individual ISR1

Social ISR2

Respon  ISR3
sibility ~ ISR4

ISR5
ISR6
ISR7
Social  SV1
Value SV2
Sv3
SV4
Brand BAl
Aware- BA2
ness BA3
BA4

Ethical ~ EPAl
Product Epa2

Awareness
EPA3
EPA4
Epistemic EV1
Value EV2
EV3
Func- EV1
tional FV2
Value

.684
.780
H22
.783
.703
.762
904
748
774
.686

.783
.645
.648
718
715
.707
.843
.697
717
.818

Factor loading

3 4 5
.868
784
.682
732
719
.693
.663
.879
813
.859
.861
.815
.835
.847
.829

Cronbach’s
alpha
6 7 8
.938
922
.881
934
.945
.800 871
.750
.867
737
778 837
.819
.893
872 824
.880

Source: By the authors
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Table 5: Standardized regression weight, CR and AVE.

Factor

Individ-
ual Social
Responsi

bility

Environ

mental
Awareness

Ethical
Product
Awareness

Brand
Aware-
ness

Social
Value

Functional
Value

Epistemic
Value

Ethical
Purchase
Behavior

Code

ISR1
ISR2
ISR3
ISR4
ISR5
ISR6
ISR7
EA1l
EA2
EA3
EA4
EA5
EA6
EA7
EA8
EA9
EA10
EPA1
EPA2
EPA3
EPA4
BA1

BA2
BA3
BA4
SV1

SV2
SV3
Sv4
FV1

Fv2
EV1

EV2
EV3
EPB1
EPB2
EPB3
EPB4
EPB5
EPB6
EPB7
EPBS8
EPB9
EPB10

Standardiz Error

Regres-
sion
Weight
.899
743
.683
.665
764
722
.596
.686
797
764
.848
725
.827
911
757
.813
.647
756
770
.928
742
.928

.897
917
928
928

.845
.884
.899
958

733
.891

.756
754
.789
.708
.691
.752
744
.766
.796
.643
.705
.785

Variance

.192
448
534
.558
416
479
.645
529
.365
416
281
474
316
.170
427
.339
.581
428
407
139
.449
139

195
.159
139
139

.286
219
192
.082

463
.206

428
431
377
499
523
434
.446
413
.366
.587
.503
.384

Item R-
square

.808
.552
466
442
.584
521
.355
471
.635
.584
719
.526
.684
.830
.573
.661
419
572
.593
.861
551
.861

.805
.841
.861
.861

714
.781
.808
918

.537
794

572
.569
.623
501
477
.566
.554
.587
.634
413
497
.616

(CR)
887

.939

.878

.950

938

.840

.844

923

Composite Average
Relia-
bility

Variance
Extracted

(AVE)
531

.610

.644

.825

791

728

.645

547

Source: By the authors
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Structural equation modelling (SEM) and
Tests of hypotheses

Based on the suggestion of Williams and colleagues ®’,
it is unnecessary to include gender, age, education,
monthly income, and occupation as control variables
in the structural model due to the lack of strong the-
oretical justification. Therefore, the model was evalu-
ated without these controls.

Figure 2 indicates that the proposed structural
model demonstrates acceptable fit with the dataset.
Model fit was assessed using chi-square (CMIN), chi-
square/degrees of freedom (CMIN/df) with p-value,
RMSEA, GFI, AGFI, and CFIL. A good model is ac-
ceptable when a CFI passes 0.95; however, the model
with the CFI above 0.9 still be acceptable 3¢, RMSEA
should be below 0.06%; although the reported value
is 0.063, it remains within the acceptable range. The
GFI of 0.911 also indicates good model fit*°.

The results shown in Table 6 support the most impor-
tant of our study. Hypothesis HI, relating to ISR, has
a positive influence on EPB (ISR -> EPB: t-value is
2.991, r=.187, and p=.003). Besides, the findings in
Table 6 corroborate hypotheses H2a, b, and ¢ about
how ISR impact awareness, which initially had three
dimensions, namely EA (H2a: r=.536, p<.001), EPA
(H2b: r=.391, p<.001), and BA (H2c: r=.379, p<.001).
The hypothesis H2 is accepted. It reveals that when a
person has a strong responsibility and concern about
the environment and society, they could increase their
awareness by themselves not only to contribute to pro-
tect the environment but also desire to build personal
image. Furthermore, the analysis also supports hy-
potheses H3a, b, and ¢, which involve the positive link
between EPB and AW. As indicated in Table 6, there
is a positive link between EPB and EA (H3a: r=.077,
p<.05) and BA (H3c: r=.128, p<.001), but leaving EPA
is unsupported (H3b: r=.069, p>.05) as the result is
insignificant. The rationale is that the information re-
garding sustainable products nowadays are still scant
or not enough to persuade consumers to believe and
consume high-priced products. This outcome par-
tially supports H3 that all dimensions of Awareness
have an influence on EPB. Focusing on the fourth
hypotheses H4, research results also totally confirm
the positive relationship of ISR and PV, namely SV
(H4a), FV (H4b), and EV (H4c) with r=.366; .195;
.290, respectively and all p-value<.05. In terms of the
last hypotheses H5, the analysis supports the hypothe-
ses H5a, and H5b (SV -> EPB: r=.141, p<.01; FV ->
EPB: r=.178, p<.001, respectively), and H5c (EV ->
EPB: r=.219, p>.001). It is consistent with the analysis
based on VBN theory that individual social respon-
sibility has forced ethical consumers not only to raise

awareness but also strengthen perceived value regard-

ing social, function, and epistemic.

DISCUSSION AND CONCLUSION

The study identifies four distinct factors measured
through observed variables, based on data from 450
respondents, primarily university students in Ho Chi
Minh City and other provinces in Vietnam. Us-
ing quantitative techniques (Cronbach’s Alpha, EFA,
CFA, and SEM), it examines their relationships with
the mediators AW and PV. The findings clarify the
role of ISR in shaping EPB, contributing to research
on consumer behavior and social responsibility while
promoting sustainable consumption.

The results also provide practical implications for
businesses and managers. Firms can refine market-
ing strategies and product offerings to target ethically
conscious consumers by leveraging ISR, AW, and PV.
Managers may also align business strategies with so-
cial and environmental regulations to enhance cus-
tomer satisfaction and brand image.

THEORETICAL IMPLICATIONS

In the CE, a new CBM also appears as a potential
driver of CE transitions. Firms use new business
models significantly concerning consumers’ accep-
tance and AW, which raises the question of whether
consumers are willing to buy sustainable products
and which factors impact those ethical-minded con-
sumers. The observed results in this paper offer sev-
eral insights that can be discussed.

First, ISR shows a positive effect on both AW and PV.
Although Ketelsen and colleagues argued that aware-
ness does not necessarily lead to behavioral change !,
other studies suggest that awareness can encourage
such change®?,%%. As the results shown in the study
of Jimenez-Fernandez and colleagues94, awareness,
especially EA, influences ISR. Our findings extend
this literature by demonstrating that stronger ISR en-
hances awareness and perceived value, as environ-
mentally concerned consumers increasingly consider
sustainable brands, product features, and pricing.
Second, consumers rely more on FV and EV than SV.
The positive relationship between EPB and FV as well
as EV is consistent with prior research highlighting
their importance in shaping EPB 22,64. However, in-
consistent findings suggest SV may not significantly
influence EPB. According to Biswas and Roy®’, con-
sumers are predisposed to change their consumption
patterns. Similarly, Rizkalla and Setiadi found SV in-

significant in explaining ethical purchase intention *.

5

Regarding awareness, Amoako and colleagues > con-

firmed that EA influences consumer behavior, which
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H2a: (.536%)

Awareness (AW)

Environmental Awareness

Hia: (.366%)

H2b: (.391%)

(EA)
Lthical Product Awareness

H3b: (.195%%)

H2c: (379%)

(EPA)
Brand Awareness (BA)

H3e: (290%)

I——

HI: (L187%%)

Ethical Purchase Behavior towards

Individual Social Responsibility
(ISR)

Hda: (.141*%)

Chi-square = 2464 925 df
Chi-square/df 785
GFI = 803; TLI = 882; CFI = KR89
RMSEA = 063

value = 000

Perceived Value (PY)

Social Value (SV)

Circular Business Model (EPE)

HSa: (077°%%)

T4b: (.178%)

Functional Value (FV)

1I5h: (069}

Hde: (.219%)

Epistemic Value (EV)

HSe: (.128%)

[

Figure 2: Structural equation model results. Source: By the authors

aligns with our results, while EPA shows no significant
link with EPB.

Lastly, ISR positively impacts EPB, confirming prior
studies '4,%¢, which identify ISR as a key driver of en-
vironmental concern and ethical consumption. ISR
plays a significant role in increasing consumer’s con-

cern for the environment 4.

PRACTICAL IMPLICATIONS

Our research reveals several significant findings that
carry practical implications for businesses and con-
sumers in Vietnam. First, ISR has a positive and sig-
nificant effect on EPB. Individuals who emphasize
social responsibility are more likely to reflect these
values in their consumption behavior. This suggests
that firms should collaborate with universities, work-
places, and communities to promote ISR through
campaigns, workshops, and gamified programs that
connect personal responsibility with purchasing deci-
sions. For Gen Z, who dominate the sample, such ini-
tiatives may strengthen their avoidance of unethical
brands and preference for transparent, accountable
companies. Businesses can reinforce this by commu-
nicating ethical practices clearly, such as through sus-
tainability reports, QR-based traceability, and third-
party certifications.

Second, FV and EV exert stronger effects on EPB
than SV, indicating that Vietnamese consumers, es-
pecially younger groups, prioritize affordability, dura-
bility, convenience, and product novelty over social
approval. Cultural and economic conditions, includ-
ing income disparities and uneven sustainability en-
forcement, help explain this pattern. Therefore, green

products should be positioned as both sustainable and
practical, using strategies such as student discounts,
bundle offers, trade-in programs, credible certifica-
tions, KOL engagement, and wider retail accessibil-
ity. Compared with Western contexts, where ethi-
cal symbolism may weigh more heavily, sustainabil-
ity strategies in Vietnam must emphasize functional
performance and value-for-money.

Lastly, the non-significant effect of EPA on EPB re-
veals an attitude-behavior gap, diverging from many
Western findings. Although awareness exists, high
price sensitivity, greenwashing concerns, and incon-
sistent policy enforcement (EPR and waste regula-
tions,..) weaken its behavioral impact. This implies
that moral appeals alone are insufficient; firms must
ensure sustainable products are affordable, reliable,
and performance-driven. In the Vietnamese con-
text, pragmatic cost-benefit considerations remain
decisive, requiring businesses to balance sustainabil-
ity with credibility and tangible consumer value.

LIMITATIONS AND FUTURE
RESEARCH

This study clarifies the relationship between ISR and
EPB toward CBMs but has limitations. The sample
was largely composed of young respondents, partic-
ularly students in southern Vietnam, limiting gener-
alizability. Gender and income were unevenly dis-
tributed, and subgroup analyses were not conducted,
potentially overlooking heterogeneity. Methodolog-
ically, the use of a 5-point Likert scale, limited vari-
ables, and online data collection may not fully capture
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Table 6: Structural equation model results

Hypo Standardized Regres-  Estimate CR (- p-value Outcome
sion Weights (r) value)
Hypothesis 1
H1 Individual Social Responsibility-  .173 187** 2.991 .003 Support
> Ethical Purchase Behavior
Hypothesis 2
H2a  Individual Social Responsibility-  .381 .536* 7.785 b Support
> Environmental Awareness
H2b  Individual Social Responsibility-  .338 391 6.742 ok Support
> Ethical Product Awareness
H2c  Individual Social Responsibility - .298 .379* 5.971 o Support
> Brand Awareness
Hypothesis 3
H3a  Environmental Awareness -> .100 077%** 2.159 .031 Support
Ethical Purchase Behavior
H3b  Ethical Product Awareness -> .074 .069 1.590 112 Non Support
Ethical Purchase Behavior
H3c  Brand Awareness -> Ethical Pur-  .150 128* 3.345 o Support
chase Behavior
Hypothesis 4
H4a Individual Social Responsibility -  .322 .366* 6.504 bl Support
> Social Value
H4b  Individual Social Responsibility - .145 .195%% 3.289 .001 Support
> Functional Value
H4c  Individual Social Responsibility - .242 .290* 4.608 b Support
> Epistemic Value
Hypothesis 5
H5a  Social Value -> Ethical Purchase  .148 .141%% 3.258 .001 Support
Behavior
H5b  Functional Value -> Ethical Pur-  .220 178* 3.653 o Support
chase Behavior
H5c  Epistemic Value -> Ethical Pur-  .243 219* 5.143 b Support
chase Behavior
*p < 0.05; **p < 0.01, **p < 0.001
Source: By the authors
consumer perceptions, and some items lacked clarr ACKNOWLEDGEMENT

ity. Future research should diversify samples, con-
duct subgroup analyses, apply mixed quantitative-
qualitative methods, refine measurement scales, and
use bootstrapping to test mediation effects for deeper
insight into indirect relationships among ISR, per-

sonal norms, and ethical consumption behavior.

This research is funded by University of Economics
and Law, Vietnam National University Ho Chi Minh
City/ VNU-HCM.

ABBREVIATIONS

AGFI: Adjusted Goodness of Fit Index
AVE: Average Variance Extracted

AW: Awareness

7070



VNUHCM Journal of Economics, Business and Law 2026,10(3): 7054-7074

BA: Brand Awareness

CBM: Circular Business Model

CE: Circular Economy

CFA: Confirmatory Factor Analysis

CFIL: Comparative Fit Index

CMB: Common Method Bias

CMIN: Chi-Square Minimum Discrepancy
CMIN/df: Chi-Square to Degrees of Freedom Ratio
CR: Composite Reliability

EA: Environmental Awareness

EFA: Exploratory Factor Analysis

EPA: Ethical Product Awareness

EPB: Ethical Purchase Behavior

EPR: Extended Producer Responsibility
EV: Epistemic Value

FV: Functional Value

ISR: Individual Social Responsibility

PSR: Personal Social Responsibility
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TOM TAT

Nén kinh té tuan hoan giai quyét nhiing van dé moi trudng ngay cang cap bach bang cach khuyén
khich cac doanh nghiép hoat déng minh bach hon va chuyén d&i sang cac mo hinh kinh doanh
bén ving, trong do chu trong g|am thiéu chat thai va téi uu hoa hiéu qua st dung tai nguyén. Su
chuyen déi nay dat ra nhtmg cau héi quan trong vé muc do san sang cla ngudi tiéu dung trong
viéc luya chon va mua cac san pham bén ving, clng nhu cac yéu té tam ly chi phoi qua trinh ra
quyét dinh clia ho. Nghién cu clia ching téi tap trung xem xét méi quan hé gila trach nhiém
x& hoi ca nhan, nhan thuc, gid tri cdm nhan va hanh vi mua hang c6 dao dic trong béi canh tiéu
dung bén vimg. Nghién cliu dugc xay dung trén nén tang ly thuyét gia tri-niém tin-chudn muc,
theo d6, hanh vi than thién véi moi truong bat nguén ti cac gia tri ca nhan va niém tin vé hé qua
moi trudng, tUr d6 hinh thanh cdm gidc nghia vu dao dic va trach nhiém cé nhan. S&r dung mo
hinh cdu trdc tuyén tinh dua trén hiép phuong sai, nhém nghién ctiu da phan tich di liéu ti 450
phan hoi hop lé ctia nhiing ngudi tiéu dung ting thuc hién hanh vi mua san phdm bén viing theo
tiéu chi dao dic. Két qua thuc nghiém cho thay trach nhiém xa hoéi ca nhan cé tac dong tich cuc
dén ca nhan thic va gia trj cdm nhan. Trong do, gié tri cdm nhan cé anh hudng dang ké dén hanh
vi mua hang cé dao duc trong béi cdnh kinh té tuan hoan. Béng thai, méi quan hé tryc tiép gila
trach nhiém xa& hoi ca nhan va céc bién lién quan cang khdng dinh vai trd nén tdng clia yéu té nay
trong viéc dinh hinh quyét dinh tiéu dung bén viing. Nhiing phat hién nay nhan manh rang viéc
cling ¢6 tinh than trach nhiém ca nhan cé thé thic ddy hiéu quéa cac hanh vi mua hang c6 dao
duc va hé trg muc tiéu phat trién kinh t€ tuan hoan. Tuy nhién, nghién ctu khong tim thdy méi
guan hé cé y nghia théng ké gitia nhan thic vé san phdm bén ving va hanh vi mua hang cé dao
duc. Biéu nay co thé dugc ly gidi bdi thuc té rang nhiéu ngudi tiéu dung Viét Nam van nhay cam
Ve gid va cé xu hudng uu tién cac san phdm cé mic gia thap hon thay vi cac thuoc tinh bén vimg.
Bén canh do, nghién ctu ciing dong gdp ca vé mdt ly thuyét va thuc tién quan tri khi xac nhan
tac dong tich cuc clia trach nhiém xa hoi ca nhan dén hanh vi mua hang cé dao dic. Tur do, cac
nha quan tri dugc khuyén nghi xay dung chinh sdch méi truong va chién lugc marketing pht hop
nham nang cao gia tri cdm nhan, cting ¢& hinh anh doanh nghiép va thic ddy su gan két lau dai
clia ngudi tiéu dung déi vdi cac san pham bén vimng.

Tu khoa: trach nhiém xa hoi cd nhan, nhan thiec, gia tri cdm nhan, hanh vi mua hang cé dao duc,
kinh t& tuan hoan, Viét Nam
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nhan, nhan thic va gia tri cdm nhan dén hanh vi mua hang cé dao diic cia ngudi tiéu dung: Nghién
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