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ABSTRACT
The problems of global warming and sustainability, which are now causes for concern, will, in some
way, have an impact on our lives. As a consequence of an increased focus on ethical consumerism,
rapidly developing countries such as Vietnam are seeing a change in consumer behaviors as well as
the marketing strategies used by corporations. This means that marketers must learn more about
what makes people want to shop ethically. In particular, the goal of this research is to explore
the psychological factors that impact the ethical consumption habits of young people. The data
was compiled through surveys with 361 Vietnamese young people ranging in age from 12 to 33
years old and taken from various parts of the country. Both the independent and the dependent
variables have branched off into distinct obstructs in a manner that is inconsistent with the ini-
tial scale. This study showed that there are three different types of ethical consumer behavior in
Vietnam: ETHICBUY, ECOBOYCOTT, and CSRBOYCOTT. According to the results, alienation, altruism,
and perceived employee welfare effectiveness all have an effect on the likelihood of engaging in
ethical buying (ETHICBUY). However, alienation and perceived ecological consumer effectiveness
have been shown to have an effect on the 3-item ECOBOYCOTT. Last but not least, predictors of
CSRBOYCOTT include alienation, environmental concern, and the perceived effectiveness of em-
ployee welfare programs. In other words, alienation is perhaps the prospective component that
has the most influence on unethical spending based on the findings of this research. These find-
ings could be helpful for marketers that want to increase their capacity to target customers who
adhere to ethical norms when they promote their products or services.
Key words: Ethically Minded Consumer Behavior, Alienation, Recycle, Altruism, Perceived Ecolog-
ical Consumer Effectiveness, Perceived Employee Welfare, Consumer Effectiveness Environmental
Concern, Generation Z

INTRODUCTION
As International Monetary Fund (IMF) estimated,
emerging countries, which have rapid economic
growth and industrialization, are becoming bigger
players on the world market. These countries make
up for 59% of the world’s population and 40% of the
world’s economic outcomes. Specifically, Vietnam
has seen a remarkable development over the last 30
years, poverty rates dropped significantly from 70% to
6%andGDP/capita has grown2.7 times between 2002
and 2018. Moreover, the country was also ranked
the second in ASEAN (behind Singapore) on the hu-
man capital index (HCI)1. In consumerism, individ-
uals are demanding and consuming more in all sec-
tors. As the famous newspaper Businesstimes2 has
stated, consumption is the main economic engine for
Vietnam, which contributes up to 68% to 70% of the
national GDP. Based on the statistics from Nielsen 3,
Vietnam is one of the most socially conscious coun-
tries when it comes to purchasing. More than eight

out of ten (82%) Asian consumers want firms to com-
municate their views on social and environmental is-
sues on their packaging. Seventy-three percent of
Vietnamese customers are ready to pay beyond the
marginal cost of a product or service for goods and
services provided by companies that take social and
environmental problems into account.
On the other hand, Market research has increasingly
focused on the features of responsible consumption
so that businessesmay better target ethical consumers
and increase revenues4,5. Although there has been
several researchers who studied intuitive attitudes and
behaviors6,7, there is a lack of understanding of the
psychological elements that influence intuition-based
purchasing8,9. There are several researches that indi-
cate current consumers employ both unconscious and
conscious criteria to lead green behaviors and ethi-
cal acts (e.g.6,10,11). New research suggests that con-
sumers’ ethics are shaped by their moral ideas and
identities.
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Ethically minded consumption can help decrease en-
vironmental impacts, material scarcity and help sup-
port other social issues. Since the turn of the twenty-
first century, scholars and practitioners alike have
been more interested in sustainable consumerism
due to an increase in eco-consciousness and ethical
consumption12. Enterprises are being demanded to
act socially ethically13,14. Subsequently, consumers
have supportive attitudes towards socially responsi-
ble firms15. Increasingly, consumers are looking for
firms and brands that demonstrate social responsibil-
ity in addition to their usual purchase criteria. 16

Despite of that fact, most previous research on re-
sponsible consumption tended to concentrate on
Western or industrialized nations, therefore, a re-
search should be undertaken in Vietnam. About
80% of prior research on the subject have focused on
American consumers alone17,18. However, cultural
variations influence the ideals and ethics of consump-
tion19. Essentially, the goal of this research is to ex-
amine how psychological variables affect Vietnamese
young people to consume ethically, both in terms of
environmental and social elements.

LITERATURE REVIEW
The concept of Ethical Minded Consumption (EMC)
has also been seen as “Socially responsible consump-
tion (SRC)”20 – with both SRC and EMC concepts
incorporating the similar sense of pro-social behav-
ior. As described Webster21, an ethical consumer is
one “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.” As a matter of fact, according to Roberts 22, a
socially responsible consumer is one “who purchases
products and services perceived to have a positive
(or less negative) influence on the environment or
who patronizes businesses that attempt to effect re-
lated positive social change.” This assumes two as-
pects to this definition: issues about the environment
and other parts of society. As Mohr et. al 23 pointed
out, socially responsible behavior is “a person basing
his or her acquisition, usage and disposition of prod-
ucts on a desire to minimize or eliminate any harmful
effects and maximize the long-run beneficial impact
on society.” EMC has been seen as an essential mar-
keting factor to the enterprises worldwide since re-
sponsible consumer behavior, which takes ecological
and human welfare issues into account, is increasing
significantly24. EMC shall define the consumers’ atti-
tudes and behaviors to companies’ social responsibil-
ities (CSR). Consumers can avoid buying, boycott or

even anti-consume products in the longer term from
companies that hurt society22,25.
Due to the current upheaval in global capitalism and
the globalization of consumer cultures, several schol-
ars’ conceptions of ethical consumers are develop-
ing26. Consumers are becoming more conscious
about their purchases because of the development in
worldwide sophisticated and visible firm operations
(e.g., manufacturing, employment) that are more vis-
ible to the public27,28.
Similarly, statements have been trying to apprehend
common ethical consumption issues. For example,
Devinney’s CSR means focusing on moral motives. It
refers to “the conscious and deliberate choice to make
certain consumption choices based on personal and
moral beliefs”29. Caruana & Chatzidakis30 recently
altered Devinney’s CSR to emphasize that concrete
action like buying ”ethical” items may be considered
more than a moral response.

Attitude-Behavioral gap
Attitude-behavioral gap (so-called value-action gap)
is the gap in which consumers have the actual ac-
tions differently from what they say or commit. In
ethical consumption, lots of consumers were found
to say that they care about the ethical issues. How-
ever, they could not follow their concerns through ac-
tual consumption6,9,31,32. This gap is popular across
the countries 33, yet Vietnam might not be an excep-
tion. Past ethical consumption’s scale mainly focused
on future intentions, as well as attitudes in consump-
tion34. According to Ajzen35 and Kraus36, attitudes
towards environment alone are often a poor predic-
tor of green marketplace behavior. Therefore, there
should be a relevant measurement for actual behav-
iors of consumers.

Scale tomeasure EMCB
According to the scale developed by Francois-
Lecompte & Roberts13 in France, the ultimate scale
was a five-factor EMC scale: “corporate responsibility,
country of origin preferences, shopping at local or small
businesses, purchasing cause-related products and re-
ducing one’s consumption”. However, some of these
dimensions’ title are attributed to companies them-
selves, which are more likely to be criteria generat-
ing ethical consumption. Besides, items’ content of
dimensions is somehow intertwined. For an illustra-
tion, an item “I try not to buy products from com-
panies that employ children” in the dimension called
“corporate responsibility” also regards to the dimen-
sion called “reducing one’s consumption” in the scale.
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Consequently, the scale is quite confusing. Besides,
Webb et al.37 constructed a scale including three di-
mensions of EMC: “purchasing based on firms’ corpo-
rate social responsibility (CSR) performance; recycling;
avoidance and use reduction of products based on their
environmental impact”.
This study will apply Ethically Minded Consumer Be-
havior (EMCB) scale developed recently by Sudbury-
Riley & Kohlbacher38 to measure actual behaviors
of EMC. This measurement is a more complete ver-
sion ofWebb’s one, which comprises 5 distinct dimen-
sions:

• ECOBUY: “the deliberate selection of envi-
ronmentally friendly products over their less
friendly alternatives”,

• RECYCLE: “specific recycling issues”,
• ECOBOYCOTT: “Refusal to purchase a product

based on environmental issues”,
• CSRBOYCOTT: “Refusal to purchase a product

based on social issues”,
• PAYMORE: “A willingness to pay more for an

ethical product”

The new EMCB scale is more current, valid, trustwor-
thy, intelligible, and practicable to administer than the
previous ones. On the scale, the ethical consuming
practices are taken into account from a broad range
of perspectives, including environmental and social
considerations. It is less relevant to implement in
other nations if you consider the scale in a wider area.
However, just a few research have made use of this
scale. To address the purpose of this research, which
covers not only environmental but other social con-
cerns of consumers, this EMCB scale is the most ap-
propriate.

Young people in responsible consumerism:

Based on the previous studies about ecology and green
(e.g., 39–42), the authors mostly believed that younger
people are likely to be more conscious about ecolog-
ical issues. In 2019, numerous volunteer campaigns
were held and participated by the youths. Also, in
Vietnam, lots of non-profit projects, such as Keep
Vietnam Clean & Green, VNU Will Run, etc., estab-
lished partnerships with schools and universities. Be-
sides, according to Vietnam’s Youth Law (which is ap-
pended to its 2011 Youth Development Strategy), the
youths are those from 16-30 years old. As Figure 143

shows, young people are relatively in one of the most
extensive ranges of age.

Therefore, the present study will investigate the eth-
ical consumption of the youths. In generational co-
horts, young people could be seen as Gen Z (born be-
tween 1996 and 2010). Gen Z was widely regarded
to be the next consumer powerhouse, necessitating a
focus on research. By 2020, the oldest members of
Generation Z will have entered the workforce, with
their incomes rising and their financial independence
from their parents increasing. Gen Z customers are
more inclined to base their purchasing decisions on
ethical concerns than their elder generations X and Y,
according to a McKinsey & Co. research in Brazil 44.
Based on vietnam-briefing.com, up to roughly 65% of
Gen Z care about social issues such as gender equality,
animal’s protection & animal’s rights, recycling & en-
vironment protection, etc. It was reported that Gen
Z has strong desire to be part of social issues’ solu-
tions. Moreover, they are willing to support any busi-
ness that benefits the society.

Psychological factors
This study primarily stems from the study of
Straughan & Roberts 45, in which psychological
factors were examined in a segmentation analysis
of green consumption. However, one of those
psychological factors, liberalism, will be excluded
in this study since Vietnam is a one-political party
country, and that would not be relevant in this
context. In addition, the factor “Alienation” will be
also considered in this study. Those are the following
factors:
Alienation means the feeling of being separated from
the community, society or culture. Anderson Jr &
Cunningham40 found the ethical consumers to be less
alienated and more likely to participate in societal ac-
tivities, whereas Webster, Jr.21 found a stronger pos-
itive relationship between alienation and social con-
sciousness. Anderson et al.41 suggested the ecologi-
cally concerned consumer are more alienated, while
Crosby et al.46 concluded the opposite to be true. The
conflicting results in those studies can be caused by
using different scales of measurement.
Altruism was defined to be the acting for other
individuals’ welfare without expecting to have re-
wards47, considered to be the variable leading to nat-
ural safeguarding48. Schwartz 47 suggests that pro-
environmental mental behavior turns out to be more
potential when an individual is aware of negative im-
pacts on other people from a condition of the envi-
ronment and when that person credits duty regard-
ing changing the offending ecological condition. The
past study (i.e., Stern et al.49) examined the role of
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Figure 1: Age structure of the population in Viet Nam, 2020 (Source: 44)

that social altruism (concern for well-beings of oth-
ers) and ecosystem altruism (a concern for the nature)
play in influence of green behavior. It was found that
both two dimensions positively influence consumers’
green behavior.
In Perceived Consumer Effectiveness (PCE), people
believe they have the power to influence how particu-
lar issues are resolved 50,51, whichwas proven to be the
most potent predictor of ECCB, exceeding other de-
mographic and psychographic factors investigated 52.
Consumers are more likely to buy ethical items be-
cause they believe that their creation, use, and dis-
posal have a positive influence on other people, an-
imals, and the environment25,53,54. The ethical buy-
ingmovementmay be fueled by the individual actions
of everyday consumers55. Proposals for the role of
PCE in consumer attitudes and reactions to environ-
mental features have been made by a number of re-
searchers21,56–58. The past research indicated those
who are aware of the nature and society have greater
PCE [17] [45]. Recent research have recognized PCE’s
critical role in helping peoplemake ethical purchasing
choices59,60. Consumers that have a higher PCE level
tend to be more environmentally and socially sensi-
tive than others.
There is a prevalent perception that environmental
concern grows from indifference at the lower end of
the spectrum to a deep sense of anxiety and worry

at its highest point61. In other word, environmen-
tal concerns increase the relevance of natural issues,
fostering a respect for nature and a desire to act on
environmental challenges62–64. Individual environ-
mental concerns and support for environmental con-
servation impact product attribute selection65. As a
result of this, consumers’ impressions of the prod-
uct and their decision-making process are affected 66.
Concern about the environment may have a signifi-
cant influence on people’s behavior67. In several stud-
ies, environmental concern has been found to be a
major factor resulting in to organic food consump-
tion (e.g. Grunert 68). Granzin & Olsen 69 argued
that the greater concern for environmental issues has
led people to an intention to participate in environ-
mental activities regardless of all demographic vari-
ables. Similarly, The study of Joshi & Rahman70 con-
cluded that “consumer environmental concerns and
product functional characteristics” are key factors of
customer’s ethical consumerism.

Hypothesis development
This study adopted quantitative approach, using IBM
SPSS 22.0 and AMOS 22.0 software in analyzing. The
study’s goal is to evaluate ethical consumption from a
broad, systemic viewpoint.
In this study, the hypotheses were developed based on
the theories and past results in the literature review,
the following hypotheses were proposed:
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H1: Alienation significantly and positively influences
ECOBUY (a), RECYCLE (b), ECOBOYCOTT(c),
CSRBOYCOTT (d), PAYMORE (e).
H2: Altruism significantly and positively influences
ECOBUY (a), RECYCLE (b), ECOBOYCOTT(c),
CSRBOYCOTT (d), PAYMORE (e).
H3: PCE significantly and positively influences
ECOBUY (a), RECYCLE (b), ECOBOYCOTT(c),
CSRBOYCOTT (d), PAYMORE (e).
H4: Environmental Concern significantly and
positively influences ECOBUY (a), RECYCLE (b),
ECOBOYCOTT(c), CSRBOYCOTT (d), PAYMORE
(e).

METHODOLOGY

Measurement tools

The questionnaires sent to people included six sep-
arate sections: personal basic information, Ethi-
cally Minded Consumer Behaviors, Alienation, Al-
truism, PCE and Environmental Concern. The Ethi-
cal Minded Consumer Behavior (EMCB) of Sudbury-
Riley & Kohlbacher38 will be used to determine the
dependent variable. In terms of independent vari-
ables, Alienation was adopted from Demes & Geer-
aert71, originally aimed to measure psychological ad-
justment. Altruism’s measurement scale was based on
Stern et al.49. The items in PerceivedConsumer Effec-
tiveness was based on Roberts 52 and revised by An-
tonetti & Maklan72. Lastly, Environmental Concern’s
items adapted from Dunlap et al.73. All independent
items were in a Likert-format, anchored by “Strongly
disagree” (1) and “Strongly agree” (5). There were cat-
egorical questions on Gender, Education Level, and
Income Level used to obtain basic personal informa-
tion.

Participants

The study’s focus is on young people’s ethical con-
sumption, hence the sample is heavily weighted to-
ward that age range (from 19 to 33 years old). Re-
spondents were chosen at random using a convenient
sampling procedure that ensured their identity was
protected. There were a total of 442 participants that
participated in data gathering in return for $1 voucher
presents. After data collection and cleaning, 361 valid
and full questionnaires were returned, resulting in an
overall response rate of 81.7%. Therewere 238women
and 123 men that took part in the survey, for a total
of 65.9% female and 34.1% male. The data was shown
in Table 1.

Statistical procedure
This study used SPSS IBM 22.0 first in order to adopt
reliability test for checking the intercorrelation of
items in a construct, making sure that all the items
in one construct demonstrate not too different mean-
ings, and Exploratory Factor Analysis (EFA) for ex-
ploring the underlying dimensions of the scale. This
was followed by Structural Equation Modeling (SEM)
using Amos IBM 22.0 to confirm and evaluate in the
study framework the impacts of psychological factors
on ethically consumer minded behaviors and the sig-
nificance of those effects. Thought the reliability test,
two items in the construct Alienation were eliminated
to achieve lowest limit of Cronbach Alpha, which is
7.074. After all, all the constructs reached the Cron-
bach’s Alpha over 7.0 and had the statistically accept-
able reliability.

RESULTS
Exploratory Factor Analysis

Dependent variable
There were several items of EMCB in Vietnam that
were examined using the EFA. Factor analysis was
performed using the Extraction technique of Princi-
ple Axis Factoring and the Rotation method of Pro-
max with Kaiser Normalization on the 10 EMCB
components. The EFA for 10 EMCB items is enough.
As of this writing, the KMO measure is 0.794 and the
significance level is lower than 0.05. Table 2 shows
the loadings in each dimension, inwhich specific vari-
ables belonged to.
In contrast to the theory38, this study’s EFA revealed
just three constructs, as opposed to the five in the the-
ory. Specifically, EMCB1, EMCB2, EMCB5, EMCB6,
EMCB9, EMCB10 belonged to one (from 3 initial
factors called “ECOBUY”, “RECYCLE” and “PAY-
MORE”), the last two constructs (“ECOBOYCOTT”
and “CSRBOYCOTT”) have stayed unchanged with
the pairs of EMCB3, EMCB4 and EMCB7, EMCB8
respectively. Because of this, an update to the EMCB
scale is required. As a result, the name ETHICBUY,
derived from the items’ content, has been given to the
newly extracted construct. In one word, this study
eventually includes 3 dependent latent variables in-
stead of 5 as mentioned in proposed hypothesis. The
3 new dependent variables was shown in Table 3.

Independent variables
Similarly, the independent variables were also tested
with EFA, aiming to identify the underlying structure
of independent variables. The KMO is 0.789, indicat-
ing that the data is suited for Factor Analysis. Besides,
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Table 1: Samle profile

Variable Frequency Valid percent

Gender

Male 123 34.1%

Female 238 65.9%

Age

12-18 years old (teenagers) 60 16.6%

19-33 years old (young adults) 301 83.4%

Education level

High schools/lower 56 15.5%

Undergraduate degrees 290 80.3%

Postgraduation degrees 15 4.2%

Income level

Have not gone to work/ do not go to work 143 39.6%

Below 5 million VND 76 21.2%

5 to 10 million 72 19.9%

Above 10 to 20 million VND 49 13.6%

Above 20 million VND 21 5.8%

Place of residence

The South 326 90.3%

The Central 6 1.7%

The North 19 5.3%

Foreign countries 10 2.8%

Type of products often purchased

Convenience products 297 82%

Shopping products 108 30%

Specialty products 33 9.14%

Unsought products 23 6.37%

significance level is below 0.05 (=0.000), showing that
this test is useful.
A cumulative 66% of the variability is explained by 5
dimensions including certain survey items as above.
There was an item in Perceived Consumer Effective-
ness excluded due to its low factor loadings. Besides,
the allocation of items in dimensions have changed
compared to the original scale in the literature. To
be more specific, Perceive Consumer Effectiveness is
categorized into 2 components. Therefore, a revise of
new dimensions is necessary. The titles of new dimen-
sions were based on the common meaning shared by
items in those dimensions.

After EFA test, the hypothesis and research model
should be revised for further analyses in Table 4.
After EFA test, the hypothesis and research model
should be revised for further analyses:
H1: Alienation significantly and positively influences
ETHICBUY (a), ECOBOYCOTT(b), CSRBOYCOTT
(c)
H2: Altruism significantly and positively influences
ETHICBUY (a), ECOBOYCOTT(b), CSRBOYCOTT
(c)
H3: Perceived Ecological Consumer Effectiveness sig-
nificantly and positively influences ETHICBUY (a),
ECOBOYCOTT(b), CSRBOYCOTT (c)
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Table 2: PatternMatrix

Factor

1 2 3

EMCB1 .720

EMCB2 .750

EMCB3 .883

EMCB4 .680

EMCB5 .697

EMCB6 .629

EMCB7 .836

EMCB8 .800

EMCB9 .821

EMCB10 .682

Extraction Method: Principal Axis Factoring.
Rotation Method: Promax with Kaiser Normalization.

a. Rotation converged in 5 iterations.

Table 3: Revised dependent variables

Items Dimensions

EMCB1 “When there is a choice, I always choose the product that contributes to
the least amount of environmental damage.”

ETHICBUY

EMCB2 “I have switched products for environmental reasons.”

EMCB5 “Whenever possible, I buy products packaged in reusable or recyclable
containers.”

EMCB6 “I make every effort to buy paper products (toilet paper, tissues, etc.)
made from recycled paper.”

EMCB9 “I have paid more for environmentally friendly products when there is a
cheaper alternative.”

EMCB10 “I have paid more for socially responsible products when there is a
cheaper alternative.”

EMCB3 “If I understand the potential damage to the environment that some prod-
ucts can cause, I do not purchase those products.”

ECOBOYCOTT

EMCB4 “I do not buy household products that harm the environment.”

EMCB7 “I will not buy a product if I know that the company that sells it is socially
irresponsible.”

CSRBOYCOTT

EMCB8 “I do not buy products from companies that I know use sweatshop labor,
child labor, or other poor working conditions.”
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Table 4: Revised independent variables

PCE3. “Environmental issues are affected by my individual
choices.”

PCE4. “Ecological degradation is partly a consequence ofmy own
consumption choices.”

PCE5. “My individual consumption choices can contribute to the
promotion of fairer working conditions.”

Perceived Employee Welfare Consumer Effective-
ness (revised)

PCE6. “My personal actions can influence companies’ decision to
pay all their employees a fair wage.”

PCE7. “Unfair working conditions are partly a consequence of
my own consumption choices.”

H4: Perceived Employee Welfare Consumer Ef-
fectiveness significantly and positively influences
ETHICBUY (a), ECOBOYCOTT(b), CSRBOYCOTT
(c)
H5: Environmental Concern significantly and posi-
tively influences ETHICBUY (a), ECOBOYCOTT(b),
CSRBOYCOTT (c)

Confirmatory Factor Analysis of Measure-
ment Model andModel Fit Analysis
The reliability and validity of the measurement model
were evaluated using CFA. A construct’s validity is
measured by the extent to which it is capable of ex-
plaining the data it contains. Those items that have the
factor loadings below than 0.5 were dropped before
CFA in order to achieve unidimensionality state (i.e.,
AL1, AL4, PCE8). The Average Variances Extracted
(AVE) of all constructs were higher than 0.5 and were
acceptable74. In addition, the latent variables’ Com-
posite Reliability (CR) was used to assess the dimen-
sions’ consistency. The greater the CR, the more sta-
ble a construct’s elements were with respect to one an-
other. In this study, the CRs of all latent variables were
higher than the threshold of 0.60 suggested by Fornell
& Lacrcker75. The criteria to evaluate the model fit in
this study is based onHu& Bentler (1999). The good-
ness of fit index comparative fit index (CFI=0.920)
was above 0.95 and was considered satisfactory. Be-
sides, the CMIN/DF (=2.016) was in between 1 and 3,
SRMR(=0.053)was lower than 0.08, RMSEA (=0.053)
was lower than 0.06 and PClose (=0.179) was higher
than 0.05, all of which met the requirements and were
excellent76.
Validation of Causal Relationships: Structural Equa-
tion Modelling (SEM), run by AMOS 22.0, was
adopted to test the direct relationships between in-
dependent and dependent constructs in the proposed

model. The results of model testing was shown in Ta-
ble 5.
Dependent variable 1: ETHICBUY
The results of relationship testing between inde-
pendent constructs and ETHICBUY was illustrated
in the Table 3. In total 5 relationships proposed
with ETHICBUY, there were 3 of them which were
supported by the CFA. Specifically, Perceived Em-
ployee Welfare Consumer Effectiveness, Altruism,
and Alienation were proved to have significant and
positive influence on ETHICBUY with standardized
regression weights of 0.317, 0.331 and 0.275 respec-
tively (with p-value below 0.001)
Dependent variable 2: ECOBOYCOTT
The Table 3 shows the results of relationships of
psychological variables with ECOBOYCOTT. Only
2 out of 5 relationships were supported by CFA.
Alienation and Perceived Employee Welfare Con-
sumer Effectiveness were shown to have positive in-
fluences on ECOBOYCOTT with standardized re-
gression weights of 0.161 and 0.225 respectively (with
p-value below 0.05).
Dependent variable 3: CSRBOYCOTT
Unexpectedly, up to 4 out of 5 hypotheses proposed
in the model were supported by CFA. In details, En-
vironmental Concern, Altruism and Perceived Em-
ployee Welfare Effectiveness with the p-value < 0.05
were found to have positive impacts on CSRBOY-
COTT, corresponding with the standardized regres-
sion weights of 0.15; 0.223; and 0.215 respectively. On
the other hand, Alienation was indicated to have a
significant and positive influence on CSRBOYCOTT
with the p-value < 0.001 and standardized regression
weight was 0.214.
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Table 5: Results of model testing

Results of model testing Estimate S.E. C.R. P Label

ECOBOYCOTT <— EMPLOYEE WELFARE PCE .277 .110 2.513 .012 par_32

CSRBOYCOTT <— ALTRUISM .342 .109 3.135 .002 par_33

ECOBOYCOTT <— ALIENATION .210 .086 2.438 .015 par_34

ECOBOYCOTT <— ECO PCE .025 .139 .181 .856 par_35

ECOBOYCOTT <— ENVIRONMENTALCONCERN .017 .087 .198 .843 par_36

CSRBOYCOTT <— EMPLOYEE WELFARE PCE .287 .111 2.591 .010 par_37

CSRBOYCOTT <— ALIENATION .303 .092 3.288 .001 par_38

CSRBOYCOTT <— ECO PCE -.170 .153 -1.115 .265 par_39

CSRBOYCOTT <— ENVIRONMENTALCONCERN .226 .102 2.213 .027 par_40

ETHICBUY <— EMPLOYEE WELFARE PCE .080 4.013 *** par_41

ETHICBUY <— ALTRUISM .387 .080 4.816 *** par_42

ETHICBUY <— ALIENATION .297 .068 4.339 *** par_43

ETHICBUY <— ECO PCE -.102 .109 -.935 .350 par_44

ETHICBUY <— ENVIRONMENTALCONCERN .013 .066 .191 .849 par_45

ECOBOYCOTT <— ALTRUISM .189 .107 1.771 .077 par_46

DISCUSSIONS
Thedatawas gathered quickly and easily from respon-
ders whowere able to provide it over the Internet. The
total sample size was 361 persons, ranging in age from
12 to 33. Eighty-two percent of them said they bought
convenience items on a regular basis, while thirty per-
cent said they shopped for them. The rest of them,
9.14% and 6.3% of the sample, were consumers of spe-
cialty products and unsought products, respectively.
All the variables in this study were tested through
Cronbach’s Alpha and Exploratory Factor Analysis.
There were totally 3 items excluded after those tests
so that the reliability and validity could be accept-
able. There were new independent variables extracted
from initial ones in EFA. Specifically, the initial Per-
ceived Consumer Effectiveness now comprises Per-
ceived Ecological Effectiveness and Perceived Em-
ployee Welfare Effectiveness. Regarding dependent
variable, initial EMCB, which incorporated 5 dimen-
sions, was suggested by the EFA in this study that
it included 3 dimensions (i.e. ETHICBUY, CSR-
BOYCOTT and ECOBOYCOTT). A summary of hy-
potheses results is presented in Table 6.
According to the results from Structure Equation
Modelling, relationships of certain psychological fac-
tors and dimensions in EMCB were revealed. First,
ETHICBUY – the dimension that owns the high-
est number of items in EMCB, were supported in

this study to be influenced positively and signifi-
cantly by Alienation, Altruism and the new extracted
factor, Perceived Employee Effectiveness. The sig-
nificance level was demonstrated by p-value, which
is below 0.001. Altruism, concerning others’ well-
beings, plays a significantly important role in pre-
dicting young people consume ethically, for the sake
of both society 77,78 and ecology79. On the other
hand, this study supports the hypothesis that alien-
ated people, who prefer to isolate themselves, have
more chance to purchase ethically. The finding was
opposed to that of Webster21. On the other hand,
the perceived effectiveness of people about influenc-
ing on employee’s welfare was found to have signifi-
cant and positive impact on ethical purchase of young
people72. Roberts80 also pointed out that PCE is a
strong predictor, even stronger than Environmental
Concern when it comes to predicting environmen-
tally consumption behaviors.
Only two out of five hypotheses were supported to
have influence on ECOBOYCOTT. It is understand-
able since this dimension has only 2 items in it. Once
again, Alienation and Perceived Employee Welfare
Effectiveness were indicated to be factors of one di-
mension of EMCB. First, the more alienated the con-
sumers are, the more likely they punish any enter-
prises that do not have environmentally friendly be-
haviors. Besides, the degree people can perceive how
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Table 6: Summary of Hypotheses Results

Hypotheses Results

H1: Alienation significantly and positively influences
ETHICBUY (a), ECOBOYCOTT(b), CSRBOYCOTT (c)

H1a. H1b and H1c were supported

H2: Altruism significantly and positively influences
ETHICBUY (a), ECOBOYCOTT(b), CSRBOYCOTT (c)

H2a. H2c were supported
H2b was not supported

H3: Perceived Ecological Consumer Effectiveness significantly
and positively influences ETHICBUY (a), ECOBOYCOTT(b),
CSRBOYCOTT (c)

H3a. H3b, H3c were not supported

H4: Perceived Employee Welfare Consumer Effectiveness sig-
nificantly and positively influences ETHICBUY (a), ECOBOY-
COTT(b), CSRBOYCOTT (c)

H4a. H4b, H4c were supported

H5: Environmental Concern significantly and positively influ-
ences ETHICBUY (a), ECOBOYCOTT(b), CSRBOYCOTT (c)

H5a, H5b were not supported
H3c was supported

they could influence employees’ welfare can also pre-
dict the willingness they punish a company due to
ecological reasons. This might be confusing since
the hypothesis of Perceived Ecological Effectiveness
were not supported to have any impact on ECOBOY-
COTT. It might result from relatively low concern
towards environment of young Vietnamese people,
since both items of ECOBOYCOTT in the scale had
the lowest means among items in EMCB. Besides,
behavior-action gap between attitudes towards the
environment and green behavior are relatively consid-
erable, those attitudes are often poor predictor35,36.
In the context of Vietnam – the country is being stud-
ied, which is still a developing country, citizens are
still influenced by products’ price and quality to make
purchase decisions and consumption. For the most
part, the most significant elements to consider are
price, quality, convenience, and brand awareness55.
However, despite previous predictions that environ-
mental attitudes would have a positive impact on eth-
ical decision-making and purchasing behavior (e.g.,
Yoon et al8; Yeonshin Kim et al32; Husted 81), studies
on the ethics of consumer behavior have discovered a
gap between attitudes and actions. Many experts have
tried to understand why customers may have good
views about ethical buying yet fail to follow through
with their purchase choices6,8,31,32.
Last, CSRBOYCOTT had got up to 4 factors to be
supported to have an impact. First, consumers’ wor-
ries about the environment also affect the willing-
ness to punish any unethical companies54. Besides,
Perceived Employee Welfare Effectiveness was one of
the predictors CSRBOYCOTT, according to the re-
sults in this study. This is quite reasonable since both

constructs have the common topic of working condi-
tions, working benefits, etc. On the other hand, al-
truism is another construct that has a role in affect-
ing positively CSRBOYCOTT. Altruistic value ori-
entations are more likely to lead consumers to op-
pose CSR initiatives when their psychological con-
tract has been broken. They could punish the en-
terprises and improve their self-esteem82. The study
of Deng & Long82 has only indicated the moderative
role of altruistic value while the current one has en-
hanced the role and validated the predictive power
of Altruism to CSRBOYCOTT. However, those rela-
tionships had significance p-value of lower than 0.05
and higher than 0.001. Last, Alienation is the only
factor that significantly has a positive impact on CSR-
BOYCOTT, with the p-value below 0.001. Alienated
people, once again, were found to be more motivated
significantly to boycott due to enterprises’ CSR per-
formance. Webster, Jr.21 also indicated that there was
a strong positive correlation between alienation and
individuals’ social consciousness. Besides, two items
of ECOBOYCOTT have the lowest means among ten
items in EMCB scale, indicating low concerns towards
the environment. The study of Tantawi 83 undertaken
in Egypt – also the developing country, concluded
people do not prioritize environmental issues while
still being pressured by economic conditions.

CONCLUSION
This study was carried out primarily with the pur-
pose of answering the questions “What is the rela-
tionship between that psychological factors and eth-
ically minded consumption?”. This might become
one of the beginners of studies regarding responsible
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consumption in developing countries, especially Viet-
nam, whereas most of the previous studies with the
similar concerns were undertaken in either developed
countries or Western countries.
This study pointed out that there are three different
patterns of ethical consumption behaviors in Vietnam
instead of five patterns as the original scale develop-
ment of Sudbury-Riley & Kohlbacher38 has shown,
which are ETHICBUY, ECOBOYCOTT and CSR-
BOYCOTT. Moreover, this study enhanced the actual
consumption behaviors, instead of intentions or opin-
ions, by examining underlying psychological factors
of consumers. Considerably, Vietnamese people were
found to be more conscious and concerned about hu-
man beings’ welfare rather than environmental issues.
In one word, Environmental Concern does not seem
to be a strong predictor of responsible consumption
behaviors in developing countries like Vietnam 84.

MANAGERIAL IMPLICATIONS
In the near future, an increasing number of firms
will transition toward a ”societal marketing concept,”
in which the organizations will strive to service the
needs of their target consumers more effectively and
efficiently than their rivals, while also enhancing the
quality of social life. Using the findings of this re-
search, green or sustainability marketers may make
informed decisions. Aiming to encourage consumers
to purchase more ethically, marketers could imple-
ment certain strategies to make them perceive that
their purchase decisions help improve employee wel-
fare in the corporate. Instead of presuming that the
whole Vietnamese population is capable of ethical
consumption, it would be more effective if marketing
techniques were targeted towards ethical young Viet-
namese customers. Understanding target client traits
is critical to marketing strategy, particularly prod-
uct creation and communication. Those target con-
sumers could be alienated, altruistic and could per-
ceive that their purchase behaviors have influences on
employeewelfare of enterprises, according to the find-
ings of this study. Besides, there could be some sev-
eral studies conducted to learnmore about target cus-
tomers, in order to identify if they have certain psy-
chological characteristics that could make themselves
easily boycott.
On the other hand, significant attitude-behavior gap
found in this study suggests the need of increasing
environmental concerns from companies is less im-
portant. For an illustration, according to Yoon et al.9,
green attitudes are a weak or non-related predictor of
green consumers’ behaviors, indicating that ecologi-
cally responsible advertisements may grow green ac-
ceptance but not significantly create ultimate green
purchases.

LIMITATIONS AND FURTHER
RESEARCH DIRECTION
Since this topic is relatively new inVietnam, theword-
ing in questionnaires are still confusing and respon-
dents had to confirm the meanings with the author
several times. Moreover, there were some young peo-
ple only aged 12, 13 years old involved in this study
who were quite young to perceive completely the eth-
ical consumption behavior. For the reason some new
constructs have been extracted in this study, there
should be further studies examining about those fac-
tors for enhancing the theory. Besides, future related
studies should include the role of governments as well
as organizations in motivating people to go green, as
citizens might need help from those83. Furthermore,
researchers can include interviews or focus groups
so that explanations of relationships among variables
could be answered empirically.

ABBREVIATION
ETHICBUY or ECOBUY the deliberate selection
of environmentally friendly products over their less
friendly alternatives
RECYCLE specific recycling issues
ECOBOYCOTT Refusal to purchase a product based
on environmental issues
CSRBOYCOTT Refusal to purchase a product based
on social issues
PAYMORE A willingness to pay more for an ethical
product
EMCB Ethical Minded Consumer Behavior
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TÓM TẮT
Các vấn đề về sự nóng lên toàn cầu và tính bền vững, hiện đang là vấn đề được xã hội quan tâm và
ảnh hưởng sâu sắc đến cuộc sống của chúng ta. Do sự tập trung ngày càng nhiều vào chủ nghĩa
tiêu dùng có đạo đức, các quốc gia đang phát triển nhanh chóng như Việt Nam đang nhận thấy sự
thay đổi trong hành vi tiêu dùng cũng như các chiến lược tiếp thị mà các tập đoàn sử dụng. Điều
này có nghĩa là các nhà tiếp thị phải tìm hiểu thêm về những gì khiến mọi người muốn mua sắm
một cách có đạo đức. Cụ thể, mục tiêu của nghiên cứu này là khám phá các yếu tố tâm lý tác động
đến thói quen tiêu dùng có đạo đức của giới trẻ. Dữ liệu được tổng hợp thông qua khảo sát với
361 thanh niên Việt Nam trong độ tuổi từ 12 đến 33 tuổi và được lấy từ nhiều tỉnh trên cả nước. Cả
biến độc lập và biến phụ thuộc đã phân nhánh thành các cản trở riêng biệt theo cách không phù
hợp với quy mô ban đầu. Nghiên cứu này cho thấy có ba loại hành vi tiêu dùng có đạo đức khác
nhau ở Việt Nam: ETHICBUY, ECOBOYCOTT và CSRBOYCOTT. Theo kết quả nghiên cứu, sự xa lánh,
lòng vị tha và cảm nhận về hiệu quả phúc lợi của nhân viên được nhận thức đều có ảnh hưởng
đến việc mua hàng có đạo đức (ETHICBUY). Tuy nhiên, sự xa lánh và cảm nhận về tính hiệu quả
của người tiêu dùng sinh thái đã được chứng minh là có ảnh hưởng đến ECOBOYCOTT. Cuối cùng
nhưng không kém phần quan trọng, các yếu tố dự báo về CSRBOYCOTT bao gồm sự xa lánh, sự
quan tâm đếnmôi trường và tính hiệu quả của các chương trình phúc lợi nhân viên. Nói cách khác,
sự xa lánh có lẽ là thành phần tiềm năng có ảnh hưởng lớn nhất đến chi tiêu phi đạo đức. Những
phát hiện này có thể hữu ích cho các nhà tiếp thị muốn nâng cao năng lực của họ để nhắm mục
tiêu đến những khách hàng tuân thủ các chuẩnmực đạo đức khi họ quảng bá sản phẩmhoặc dịch
vụ của mình.
Từ khoá: Hành vi tiêu dùng có đạo đức, sự xa lánh, tái chế, lòng vị tha, nhận thức về hiệu quả sinh
thái của người tiêu dùng, nhận thức về phúc lợi nhân viên, quan tâm về hiệu quả môi trường của
người tiêu dùng, thế hệ Z

Trích dẫn bài báo này: Thư N T M, Trí L D M, Hương H T Q, Trí H M. Các yếu tố tâm lý và tiêu dùng có 
đạo đức: Trường hợp thế hệ trẻ Việt Nam.  Sci. Tech. Dev. J. - Eco. Law Manag.; 6(3):3371-3385.
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