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ABSTRACT

Fashion companies often face pressure from stakeholders to address social
and environmental issues. The purpose of this study is to examine the impact
of consumers’ perceived corporate social responsibility on their intention
to engage in consumer social responsibility. We extended the theory of
planned behavior by exploring the mediating effects of personal norms
on the relationship between perceived corporate social responsibility and
consumer social responsibility. Drawing on a survey with 287 Vietnamese
consumers and using 15 semi-structured interviews, the research results show
that perceived corporate social responsibility is positively associated with
consumer social responsibility intention. Moreover, factors in the extended
theory of planned behavior model, including attitudes, subjective norms,
perceived behavioral control and personal norms, positively mediate this
association. Taken together, these findings provide important implications
and suggestions for managers in fashion companies to improve corporate
social responsibility efforts and promote consumer social responsibility.
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BBR

Impacto da percep¢io da responsabilidade social corporativa na intengao de
responsabilidade social do consumidor no setor de moda: Uma perspectiva
ampliada da teoria do comportamento planejado

RESUMO

As empresas de moda frequentemente sofrem pressio das partes interessadas para tratar de
questoes sociais e ambientais. O objetivo deste estudo ¢ examinar o impacto da percep¢io
de responsabilidade social corporativa dos consumidores sobre sua intengao de participar da
responsabilidade social do consumidor. A teoria do comportamento planejado foi ampliada
ao explorar os efeitos mediadores das normas pessoais na relacao entre a responsabilidade
social corporativa percebida e a responsabilidade social do consumidor. Com base em uma
pesquisa com 287 consumidores vietnamitas e 15 entrevistas semiestruturadas, os resultados
da pesquisa mostram que a responsabilidade social corporativa percebida estd positivamente
associada a intengao de responsabilidade social do consumidor. Além disso, os fatores do modelo
estendido da teoria do comportamento planejado, incluindo atitudes, normas subjetivas, controle
comportamental percebido e normas pessoais, medeiam positivamente essa associagio. Em
conjunto, essas descobertas fornecem implicagoes e sugestoes importantes para que os gerentes
de empresas de moda aprimorem os esforcos de responsabilidade social corporativa e promovam
a responsabilidade social do consumidor.

PALAVRAS-CHAVE:
Percepgao de responsabilidade social corporativa, Responsabilidade social do consumidor, Teoria

do comportamento planejado, Normas pessoais, Vietna, JEL: M30, M31, M39

1. INTRODUCTION

Corporate social responsibility (CSR) has attracted the attention of both businesses and
researchers. CSR is defined as the voluntary integration of social and environmental concerns
into a business’s activities and its relationships with stakeholders. Businesses, including those in
the fashion industry, have increasingly initiated CSR campaigns due to pressure from stakeholders
(Yoon &Chung, 2018). However, not all companies are rewarded for being socially responsible
((Nyilasy et al., 2014) as the success of CSR significantly depends on consumers’ perception of
and support for it through responsible consumption (Golob et al., 2019).

The literature provides evidence of the positive influence of consumers™ perceived CSR on
responsible consumption (Golob et al., 2019). However, scholars have tended to develop models
to study the impact of consumers” perceived CSR on their purchase intention (Huang et al.,
2019; Neumann et al., 2020). While these models have shed light on the mechanisms through
which consumers’ perceived CSR can affect their buying decisions, they ignore the impact of
perceived CSR on consumer behaviors that go beyond purchase decisions. Thus, they fail to
explain how consumers’ perceived CSR induces consumer social responsibility (CNSR) — a concept
that includes not only consumers’ responsible purchase but also responsible use and disposal of
goods as well as the desire of consumers to minimize negative impacts and maximize positive
impacts of their consumption on the environment and society. To mitigate this shortcoming, we
examine the impact of perceived CSR on CNSR in the context of Vietnam’s fashion industry.
The goal is to improve our understanding of the causal chain via which consumers’ perceived
CSR influences their intention to engage in consumer social responsibility.
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Previous studies on the impact of consumers’ perceived CSR on responsible consumption have
yielded different conclusions. Most research indicates that perceived CSR has a direct impact on
responsible consumption behavior (Chen &Jai, 2018; Boronat-Navarro &Pérez-Aranda, 2019;
Lira et al., 2022). For instance, Chen &Jai (2018) demonstrated that perceived CSR increases
consumers’ intentions to prevent food waste at restaurants. Boronat-Navarro &Pérez-Aranda (2019)
analyzed consumer evaluations of various aspects of CSR and how these evaluations influence
their support for CSR activities, as well as how consumers search for information about CSR,
affecting these evaluations. Lira et al. (2022) showed that fashion consumers’ perceived CSR is
positively related to conscious consumption. Some recent studies have indicated that consumers’
perceived CSR indirectly influences consumer social responsibility intentions. This means that
there are mediating variables in the relationship between perceived CSR and consumer social
responsibility intentions (Su et al., 2017; Dang et al., 2020; Huang et al., 2023). Therefore,
it is essential to clarify how perceived CSR affects CNSR intentions and which factors play a
mediating role in this relationship.

Building on the theory of planned behavior (TPB), we explore the direct relationship between
two factors — perceived CSR and CNSR — as well as the mediating variables in this relationship.
However, our paper extends the TPB by investigating the mediating role of personal norms. We
argue that consumers are more likely to support a socially responsible company and perform
consumer social responsibility if they perceive that the company’s CSR activities align with their
personal ethical norms.

Personal norms refer to the ethical obligations that an individual must adhere to and are
determined by the individual’s intrinsic ethical values (Bamberg et al., 2007). Many previous
studies have shown that personal norms play a significant supporting role in predicting social and
environmental behavior intentions (Hu et al., 2019; Liu et al., 2019), and they may even play
a more prominent role than predictions of socially responsible behavior (Zhang et al., 2017).
For instance, Kaiser et al. (2005) identified a positive relationship between personal norms and
environmentally protective behavior. De Groot &Steg (2009) demonstrated that personal norms
influence intentions for pro-social behavior. Klockner (2013) found that both personal and
social norms enhance individual intentions to engage in environmentally responsible behavior.
Similarly, Golob et al. (2019) revealed that both personal and social norms have a direct impact
on consumer social responsibility. However, very few studies have explored the mediating role
of personal norms in the fashion industry. Therefore, we investigate the influence of perceived
CSR on CNSR intentions of fashion consumers in Vietnam through personal norms.

This paper makes several contributions. First, we contribute to the literature on corporate
social responsibility and consumer social responsibility by examining the impacts of consumers’
perceived CSR on consumer social responsibility. Previous research primarily focused on how
consumers perceived CSR affects their purchase intention. Our study uncovers the effect of
consumers perceived CSR on consumer social responsibility. Second, we propose and validate an
extended TPB model to elucidate the mediating factors in the relationship between consumers’
perceived CSR and consumer social responsibility. Previous research mainly concentrated on
the direct impact of perceived CSR on responsible consumption. Our study reveals both direct
and indirect impacts. Third, our research context is the Vietnamese fashion industry, which
differs from previous studies conducted mainly in developed countries. Vietnam is one of the
world’s top five largest textile and garment exporting nations. In 2022, the country’s export
turnover of textile and garment achieved US$44 billion. In addition, the textile and garment
industry is the fifth-largest industrial sector in the overall industrial structure of Vietnam with
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the average annual growth rate of 17% over the five-year period from 2015 to 2020 (Vinatex,
2023). Despite impressive revenue and growth rates, the Vietnamese fashion industry faces
pressing environmental and social issues (Wang, 2005; Nguyen, 2017; Ortmann, 2017). With
its unique cultural characteristics and large population, studying the perceptions and behaviors of
Vietnamese consumers regarding CSR and responsible consumption is crucial for both domestic
and international fashion businesses. However, limited research has been done in the Vietnamese
fashion industry. Therefore, our study fills in the gap by examining the impact of consumers’
perceived CSR on CNSR intentions in a developing country like Vietnam.

2. LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT

2.1. CONSUMERS’ PERCEIVED CORPORATE SOCIAL RESPONSIBILITY

Maignan (2001) defined consumers’ perceived corporate social responsibility (PCSR) as the
consumers’ evaluation of the economic, legal, ethical, and philanthropic responsibilities of the
firm or the degree of importance that consumers allocate to these responsibilities. Meanwhile,
Wang & Juslin (2011) defined PCSR as the assessment of the consumers on the effectiveness
of CSR activities based on their personal norms. Based on such definitions, we define PCSR
as consumers evaluations of the importance and the effectiveness of CSR activities (Maignan,
2001; Wang &Juslin, 2011). Moreover, the measures of the PCSR construct were developed
from (Maignan, 2001; Wang &Juslin, 2011). In this study, PCSR includes five items as follows:

PCSRu1: Fashion businesses have plastic waste reduction campaigns.

PCSR2: Fashion businesses use environmentally friendly materials.

PCSR3: Fashion businesses promote sustainable consumption using green marketing

PCSR4: Workers in fashion businesses enjoy good working conditions and benefits.
PCSRs: Fashion businesses participate in charitable activities.

Previous studies have highlighted the impact of PCSR on consumers’ evaluations and behaviors.
For instance, PCSR affects consumer satisfaction (Phillips et al., 2019), and intentions or behaviors
to support businesses (Akbari et al., 2020) or social causes (Romani &Grappi, 2014; Mantovani
etal., 2017). The results of these studies consistently show a positive relationship between PCSR
and consumer behavioral intentions.

2.2. CONSUMER SOCIAL RESPONSIBILITY

Webster Jr (1975) first defined the socially conscious consumer as “a consumer who takes into
account the public consequences of his or her private consumption or who attempts to use his or
her purchasing power to bring about social change”. He based this definition on the psychological
construct of social involvement, arguing that the socially conscious consumer must be aware of
social problems, must believe that s/he has the power to make a difference, and must be active
in the community. Meanwhile, Muncy &Vitell (1992) defined consumer social responsibility
(CNSR) as the moral principles and standards that guide the behaviors of individuals as they
obtain, use, and dispose of goods and services. Mohr et al. (2001) defined socially responsible
consumer behavior as “a person basing his or her acquisition, usage, and disposition of products
on a desire to minimize or eliminate any harmful effects and maximize the long-run beneficial
impact on society”. In this study, we adopted Mohr et al. (2001)’s definition of CNSR. The five
items of CNSR were adapted from Soni et al. (2021) including:
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e CNSRu1: I don't buy from fashion businesses that I know engage in child labor or discriminate
against women.

e CNSRa2: I try not to use products that cause pollution or have a negative impact on the
environment.

e CNSRs: I often purchase products from fashion businesses that practice corporate social
responsibility, even though they may be more expensive.

e CNSRus: I make purchasing decisions based on corporate social responsibility criteria, not
just on quality, price, and convenience.

e CNSRs: [ regularly recycle used fashion products.

Previous research has demonstrated that perceived CSR directly influence consumer social
responsibility intention in various sectors such as hotels and tourism (Boronat-Navarro &Pérez-
Aranda, 2019), restaurants (Chen &Jai, 2018), online retail (Dang et al., 2020), fashion (Kozar
&Hiller Connell, 2013; Lira et al., 2022), and the beverage industry (Sinh &Tam, 2022). For
example, Dang et al. (2020) found that consumer perceptions of JD.com’s CSR in China, a
major online retailer, increased customer intentions and purchasing behavior. Kozar &Hiller
Connell (2013) demonstrated that consumer knowledge and attitudes regarding social and
environmental issues in the fashion industry are important predictors of consumers” responsible
purchasing behavior.

2.3. TPB THEORY AND THE RELATIONSHIP BETWEEN PERCEIVED CORPORATE
SOCIAL RESPONSIBILITY AND CONSUMER SOCIAL RESPONSIBILITY

TPB was developed by Ajzen (1991). According to TPB, the consumer intention represents
the motivation to engage in a particular behavior, and the stronger the intention, the more
likely the consumer is to perform that behavior. The intention to engage in consumer social
responsibility (CNSR intention) serves as the basis for consumers to enact socially responsible
behavior. Intentions and behavior are influenced by three factors: attitude, subjective norms,
and perceived behavioral control (Ajzen, 1991).

Attitude is defined as an individual’s positive or negative emotional expression regarding the
behavioral intention (Ajzen, 1991). Attitudes towards consumer social responsibility behavior
depend on consumers’ perceptions of social and environmental issues (Yeow et al., 2014).
Moreover, previous experimental studies have shown that attitude is considered the strongest
motivator for consumers’ intentions to engage in environmental protection behaviors, such as
waste separation (Zhang et al., 2019) and water conservation (Fu & Wu, 2018).

Subjective norms refers to the social pressure on an individual, which can influence whether
they perform a specific behavior or not (Ajzen, 1991). Ajzen (1991) suggests that individuals
form intentions to perform a behavior after considering the support from surrounding influential
people such as family, friends, and so on and perceiving that many others are also engaging in
similar behavior. Subjective norms has been identified as an important predictor of behavior
among the factors in the TPB model (Read et al., 2013).

Perceived behavioral control is an individual’s assessment of the ease or difficulty of performing
a specific behavior. According to Ajzen (1991), perceived behavioral control stems from an
individual’s self-confidence and the favorable conditions for performing the behavior. The more
resources and opportunities an individual perceives they have, the fewer obstacles they believe
they will encounter when carrying out the behavior.
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Based on TPB theory, recent researchers have demonstrated the indirect influence of consumer
perceived CSR on their intentions to purchase or consume sustainable fashion products through
mediating variables such as attitude, subjective norms, and perceived behavioral control. For
example, Sun &Yoon (2022) showed that attitudes toward environmentally friendly products and
ethical consumption consciousness positively impact the intention to purchase environmentally
friendly products at a higher price. Bong Ko &Jin (2017) compared the green apparel consumption
behavior of American and Chinese consumers based on an extended TPB model with two
additional variables, which are human nature orientation and environmental knowledge. The
research results indicated that subjective norms had the most direct impact on consumers’ purchase
intentions in both countries. While internal perceived behavioral control had a significant
influence on American consumers’ intentions to purchase, external perceived behavioral control
was more important for Chinese consumers. Lira &Costa (2022) identified factors influencing
slow fashion consumption, including conscious consumption intentions, ethical considerations
in consumer behavior, and perceived behavioral control, with a particular emphasis on the role
of perceived behavioral control. In addition, the study highlighted the influence of subjective
norms on consumer attitudes and conscious consumption intentions. Based on these reasons,
we propose the following hypotheses:

® Hi: Perceived CSR positively influence consumer social responsibility intention.

e H2: Attitude mediates the relationship between perceived CSR and consumer social
responsibility intention.

e Hs: Subjective norms mediates the relationship between perceived CSR and consumer
social responsibility intention.

e Ha: Perceived behavioral control mediates the relationship between perceived CSR and
consumer social responsibility intention.

e Hs: Consumer social responsibility intention positively influences consumer social
responsibility behavior.

2.4. THE MEDIATING ROLE OF PERSONAL NORMS

Personal norms (PN) are defined as an individual’s perception of the moral obligation to
perform or abstain from a specific behavior (Schwartz, 1977). The measures of this construct
were adapted from Ghazali et al. (2019) with four following items:

e PNi: I feel an obligation to buy environmentally friendly fashion products whenever possible.

e PN2: I feel I must advocate for workers in fashion businesses to have minimum working
condition standards.

e PNa: [ feel responsible for conserving natural resources for future generations.

e PNa: I feel that I should encourage everyone to use fashion products responsibly and dispose
of them correctly.

In addition to the TPB factors, researchers have shown that personal norms influence consumer
social responsibility intention (De Groot &Steg, 2009; Wang et al., 2016; Golob et al., 2019; Liu
etal., 2019). For example, personal norms have a positive impact on intentions and behaviors
related to energy conservation, household waste sorting, the use of reusable bags, recycling, food
waste reduction, and responsible tourism.
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Many previous studies have suggested that the TPB theory does not consider the ethical
influences on behavior formation comprehensively. Thus, in this study, personal norms are
integrated into the TPB model to build an extended TPB model. Personal norms play a significant
supporting role in predicting social and environmental behaviors. Therefore, we propose the
following hypothesis:

e He: Personal norms mediate the relationship between perceived CSR and consumer social
responsibility intention.

So, Figure 1 illustrates the research model depicting the impact of perceived corporate social
responsibility on consumer social responsibility intention.

Attitude
(ATT)

H2

Subjective norms
(SN)
H3

Consumer’s Social Consumer’s Social
Responsibility HS Responsibility
(CNSR) (CNSR)
intention behavior

Perceived Corporate H1
Social Responsibility
(PCSR) H4
Perceived
behavioral control

(PBC)
—

H6
' A
Personal norms
(PN)

Figure 1. Conceptual research model
Source: Developed by the authors

3. METHODOLOGY

3.1. SAMPLE AND SCALE

In order to determine exactly scale of construct of research model, we refined and adapted the
method used by Ha & Thanh (2021). The bootstrap procedure uses these sampling distributions
as the foundation for confidence intervals and hypothesis testing. The software application used
to analyze the data was Smart PLS 4. This program was chosen because it is the most suitable
to test the statistical significance of various path analysis and mediating effect. We used reliable
techniques based on the recommendations of Hair Jr et al. (2021)

All samples were thoroughly checked for both researcher and practitioner. For the measurement
of CNSR-related constructs discussed in the research model, all the items are determined, as
proposed by previous and current studies in the literature. The measurement items are determined
based on the literature review and consultation with two researchers in the field of sustainable
production and consumption.
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After a pilot study, a total of 287 participants were recruited for the formal survey using
the convenience sampling technique. All of the survey participants were at least 18 years old.
The surveyed respondents were divided into 2 groups based on the contact method: group 1
(face — to — face) n = 70 respondents and group 2 (online) n = 217 respondents. The number of
respondents meets the requirement of minimum sample size.

Next, we purposively selected 15 surveyed respondents who belong to diverse age groups and
gender for semi-structured interviews. The interviews were conducted either in person or online
from April to July 2023. The interview method could provide rich data and in-depth insights
on consumer perception, attitude, and behavior.

We developed an interview guide which consists of four main sections: (1) Introduction of the
research, (2) Profile information about the participants, (3) Insightful information on perceived
CSR and consumer social responsibility, and (4) Conclusion. The interview questions revolved
around issues related to consumer perceptions of CSR, attitudes towards socially responsible and
irresponsible consumption behaviors, their intentions and behaviors in implementing consumer
social responsibility, their capability to perform consumer social responsibility, and influencing
factors such as subjective and personal norms. The interviews lasted from 30 to 60 minutes and
were audio-recorded with the respondents’ permision.

Following Carson et al. (2001) guidelines on analyzing qualitative data in marketing, the
key issues were summarized after each interview so as to adjust the interview questions for the
subsequent participants. Then, interview transcripts were closely examined to identify common
themes and patterns.

3.2. MODEL ESTIMATION

Structural equation modeling (SEM) was employed for several reason. First of all, there exists a
mediating linkage between PCSR and CNSR in the conceptual model. The relationship among
PCSR, ATT, SN, PN, PBC and CNSR forms a structural model. The second reason, CNSR is
measured by a set of items, for more details CNSR1, CNSR2, CNSR3, CNSR4 and CNSRs are
the indicators that represent intention of customer about CSR. Each latent variable is measured
by a set of indicators. The connection between CNSR intention and its indicators forms a
measurement model. Therefore, our model consists of a structural model and a measurement
model.

In a SEM model, there are primarily two methods for estimating the relationships (Rigdon
et al., 2017). One is called CB-SEM, while the other is called PLS-SEM. Each is appropriate
for a different research context, and researchers need to understand the differences to apply the
correct method. Each is ideal for a unique study situation, and researchers must be aware of the
distinctions between them to choose the proper technique (Rigdon et al., 2017). Following the
instruction of Hair Jr et al. (2021), PLS—SEM is appropriate for our research for several reasons:
(i) there exists a mediator in the model, (ii) the measurement model of CSR may be formative,
(iii) we have to handle constructs with single-item measures, and (iv) distributional assumptions
are not the concern of PLS—SEM.

When analyzing a path model with mediating variable, 3 main impacts, consisting of direct
effect, indirect effect, and total effect. Based on SEM model, the relationship between latent
variables is described by the following equations:
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Direct effect = B,
: _R *
Indirect effect = B,* B,

Total effect = B, + B,* B,,

The set of equations above explains a path model with endogenous variables in the estimated
model: PCSR and CNSR intention. As a result, there are 3 equations. The direct influence of
PCSR on CNSR is described in Equation (1) with structural coefficient denoted B, . In addition,
we denoted B, is a structural coefficient of the direct effect PCSR on ATT, SN, PN, PBC
respectively, whereas B, represents the impact of the interaction between ATT, SN, PN, PBC,
and CNSR intention.

4. RESEARCH RESULTS AND DISCUSSION

4.1. ResuLt OF PATH MODEL ESTIMATION

The research uses the Bootstrapping procedure proposed by Hair Jr et al. (2016), with 5000
random subsamples. The path coefficients related to the impact of the constructs in the conceptual
model are significant, with a 95% confidence level (Table 1). Therefore, it can be concluded that
the hypothesis of Hi and Hs are supported on data (Figure 2).

Figure 2. Structural Model Results
Source: Author’s calculation from SmartPLS 4

4.2. SEM ESTIMATION WITH MEDIATORS

In this study, AT'T, PBC, PN and SN is viewed as mediating variables in the linkage between
PCSR and CNSR intention. As can be seen from Table 1, both direct effect and indirect effect
have a statistically significant, specifically PCSR influenced directly on CNSR intention with
structural coefficient of 0.150 (P-value = 0.044 < 0.05), besides the impact of PCSR on CNSR
via mediators as AT'T, PBC, PN and SN was also statistically significant. Therefore, the research
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hypothesis there were exist mediating relationship between PCSR and CNSR intention, in other
words ATT, PBC, PN and SN were considered as mediators in the linkage between PCSR and
CNSR intention.

In order to analyze the strength of the mediation effect, we used the three-factor approach
proposed by Zhao et al. (2010), which can determine how much of the indirect effect absorbs
the direct effect. For this variance accounted for (VAF) , it is calculated how much of the direct
path is absorbed. Based on the value of VAE, the following mediation effect conditions are given

by Hair et al. (2014)

Table 1
Results of direct effects, indirect effects, and total effects after a bootstrapping test
Original Sample j:‘l::;;i T statistics P value Hypothesis
sample (O) mean (M) (STDEV) (JO/STDEV)) validation
Direct effect
PCSR = ATT 0.603 0.604 0.045 13.485 0.000
PCSR = PBC 0.517 0.520 0.053 9.843 0.000
PCSR - PN 0.499 0.499 0.074 6.786 0.000
PCSR = SN 0.553 0.556 0.050 11.011 0.000
PCSR = CNSR intention 0.150 0.154 0.075 2.016 0.044
ATT — CNSR intention 0.123 0.126 0.056 2.216 0.027 Supported
PBC = CNSR intention 0.117 0.117 0.047 2.493 0.013
PN - CNSR intention 0.311 0.307 0.063 4.954 0.000
SN — CNSR intention 0.307 0.304 0.062 4.930 0.000
bcjfvfi{oiftemion ZENSR g 653 0.654 0.046 14178 0.000
Indirect effect
i}ffi; ATT = CNSR 0.075 0.076 0.034 2.174 0.030
ilfesni; PBC = CNSR 0.061 0.061 0.025 2.409 0.016  Parcial
PCSR - PN - CNSR mediating
oo 0.155 0.154 0.040 3.917 0.000 effect
ilfesni; SN = CNSR 0.170 0.168 0.035 4.820 0.000
Total effect
PCSR = CNSR intention 0.611 0.613 0.065 9.339 0.000  Supported

Source: Author’s calculation from SmartPLS4

No mediation if 0 < VAF < 0.20;

e Partial mediation of 0.20 < VAF < 0.80;
e Full mediation if VAF > 0.80.
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Given the values presented in Table 1, the VAF value of personal norms (denoted PN) means
(0.155)/(0.155 + 0.150) = 0.508, this number indicates that it partially mediates the relationship
between perceived CSR and CNSR intention. The same is true for AT'T, PBC and SN. Finally,
both direct impact and indirect impact were significant at same confidence level, therefore there

was a partial mediating relationship between PCSR and CNSR.

4.3. ASSESSMENT OF STRUCTURAL MODEL QUALITY

According to Hair Jr et al. (2016), PLS-SEM does not have a suitable measure for the whole
model. Instead, the quality of the model is assessed through several main criterias, such as R?,
£ and Q? (Stone-Geisser Indicator). The three main criteria refer to explanatory and predictive
evaluations of endogenous structures. Results of R* and QQ* are presented in Table 2, whereas the
result of f? is shown in Table 3. It can be seen from these tables that the structural model is a fit.

Table 2
Result of calculation R-square and Q-square
R-square R-square adjusted Q-square

ATT 0.364 0.362 0.239
CNSR intention 0.615 0.609 0.377
CNSR behavior 0.427 0.425 0.278
PBC 0.268 0.265 0.126
PN 0.249 0.247 0.140
SN 0.306 0.303 0.200

Source: Author’s calculation from SmartPLS 4

Firstly, the study examines the R? values of the endogenous latent variables. In behavior
science research, the R? value of 0.2 is considered high. All R? values are more significant than
the standard 0.2 (the minimum of R? value and R? adjusted are 0.249, 0.247 respectively), in
which R? values of 0.615 is higher than average value of 0.5.

Secondly, Q* indicates the explanatory power and predictability of the endogenous latent
variable. All values of Q2 are higher than zero value (0); so the model has predictive relevance.

Table 3
Result of calculation f-square

ATT CNSR intention CNSR behavior PCSR PBC PN SN

ATT 0.023

CNSR intention 0.744

CNSR behavior

PCSR 0.573 0.029 0.365 0.332 0.441
PBC 0.021

PN 0.163

SN 0.148

Source: Author’s calculation from SmartPLS 4
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Lastly, f-square is the effect size of independent variables on the dependent variable. f* values
are 0.02, 0.15, and 0.35, respectively, representing small, medium, and significant levels. If the £
value is less than 0.02, there is no effect of independent variables on the dependent variable. As
can be seen from Table 3, the f* value of all independent variables are higher than 0.02. Thus, all
five exogenous constructs did impact on the construct of CNSR. The level of impact is medium.

4.4, DISCUSSION

The survey results in Table 1 show that PCSR has both direct and indirect impacts on CNSR
intention. The hypothesis Hi, regarding the direct effect of PCSR on CNSR intention was
supported. In this research, consumers are more likely to engage in consumer social responsibility
when they are aware of corporate social responsibility actions. This result is consistent with prior
studies of Nguyen &Pervan (2020), Dang et al. (2020), Lira et al. (2022), and Su et al. (2017).

The hypothesis Hs on the relationship between CNSR intention and CNSR behavior was
confirmed. In this way, consumers’ intention to perform consumer social responsibility is a
crucial determinant of whether the behavior will occur. This result aligns with the TPB model
(Ajzen, 1991).

Hypotheses Hz2, H3, H4, and He, which refer to the indirect impact of PCSR on CNSR
intention through mediating variables such as AT'T, PBC, SN, and PN, were supported. Consumer
perception of corporate social responsibility has an indirect and positive influence on their
intention to perform consumer social responsibility. In the fashion industry, social pressure (i.e.,
subjective norms) and personal norms will increase when corporate social responsibility actions
are perceived (Golob et al., 2018; Wan et al. (2022). In addition, considering higher perceived
corporate social responsibility, consumers have a more positive attitude towards and are more
capable of fulfilling their social responsibilities, as indicated by Neumann et al. (2020) and Lira
& Costa (2022).

The interview data also confirm our survey results, showing that fashion consumers have
a positive attitude towards responsibile consumption behavior. In addition, the intentions
and behaviors of consumers are significantly influenced by others such as family, friends, and
influencers. Consumers are also aware of their moral obligations towards the environment and
society. They believe they are able to buy sustainable fashion, thus implementing consumer
social responsibility. However, the interviews indicate that although consumers are concerned
about corporate social responsibility, it is one of several criteria for choosing fashion products
but not the top criterion. Consumers tend to choose fashion products based on product utility,
design, style, and trendiness. Thus, the interview findings provide a nuanced understanding of
the relationship between consumer perception of corporate social responsibility and consumer
social responsibility.

While previous studies focused on mediating variables such as attitude, trust, perceived
consumer effectiveness (Nguyen & Pervan, 2020; Neumann et al., 2020), price sensitivity (Lira
etal., 2022), brand identification and word of mouth (Dang et al., 2020), consumption emotions
and customer-company identification (Su et al., 2017), our research results indicate that attitude,
perceived behavioral control, subjective norms, and personal norms play partial mediating roles
between perceived corporate social responsibility and consumer social responsibility intention
in the fashion industry.
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5. IMPLICATIONS AND CONCLUSION

The study provides both theoretical and practical implications. From a theoretical point of
view, this paper contributes to the debate about the relationship between perceived CSR and
consumer social responsibility. Previous studies mainly focus on the impact of perceived CSR
on purchase intention (Huang et al., 2019; Neumann et al., 2020). The present research reveals
both direct and indirect effects of perceived CSR on consumer social responsibility intention.
In addition, an important contribution of this study is found in its extended TPB model. The
research results show that three constructs of the original TPB model mediate the effect between
perceived CSR and consumer social responsibility. Additionally, the results indicate the mediating
role of personal norms. It can be inferred that when consumers are aware of CSR, they will feel a
moral obligation to engage in consumer social responsibility behavior and form a strong intention
towards consumer social responsibility. Finally, this study was conducted in the context of the
fashion industry of a developing country, which may differ from previous studies in developed
countries.

From a managerial point of view, the results provide relevant implications for fashion businesses.
It is essential for fashion companies to enhance their communications to improve consumer
perception of CSR. Interview findings demonstrate that fashion companies could communicate
about CSR in different channels such as company’s point of sale, website and social media.
Another relevant implication for managers is related to companies’ social responsibility actions in
the sense that they could promote consumer social responsibility through influencers. According
to the interview findings, subjective norms (i.e., the views of other people including influencers)
are important to Vietnamese consumers. Therefore, fashion businesses can adopt influencer
marketing to encourage consumers to engage in consumer social responsibility. Furthermore, as
price seems to be a barrier to young consumers when purchasing sustainable fashion, companies
could apply sales promotion to encourage consumers to buy sustainable fashion products.

It is important to acknowledge that the study presents some limitations. First, the geographical
scope of the research remains limited as it focuses on the fashion industry in Vietnam. Although
Vietnam is one of the largest textile and garment producers and exporters in the world, the
limitation in geographical scope prevents the authors from generalizing conclusions about the
impact of consumers” perceived CSR on consumer social responsibility for the rest of the world.
Applications of the research results must take into consideration the different contexts. For future
investigations, it is suggested to conduct a cross-country study. Second, although the number of
survey respondents meets the requirement of minimum sample size, it is not possible to describe
the sample as representative. Future research could consider the use of a larger sample and explore
the impact of perceived CSR on social responsibility of different consumer groups. Finally, our
study focuses mainly on TPB elements that mediate between perceived CSR and consumer social
responsibility. Future studies could expand our research by exploring other mediating factors.
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