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Abstract 

Limiting plastic bags has become a symbol of a sustainable and environmentally friendly lifestyle. In 

Vietnam, most young consumers are conscious that plastic bags hazard the environment; however, 

they tend to prefer plastic bags instead of taking their own bags when shopping due to its convenience. 

On the basis of the general theory of ethics in marketing and drawn on the recent study of Chan and 

co-writers (2008), this study assimilated Hunt and Vitell’s (1986) theory of ethics to demonstrate a 

model analyzing young generation’ intention to “Bring Your Own Bags” (BYOB). Ethically moral 

concepts are applied to investigate this type of green consumption practice and examine how the 

Vietnamese young generation’s basic moral philosophies may affect their BYOB intention in this 

practice. The proposed model is empirically examined by conducting a survey collected from 250 

young respondents in Vietnam. Besides, the results indicate the BYOB habit wields the strongest 

impact on the intention than does the teleological evaluation, which shows a different result compared 

to previous study (e.g., Chan and co-workers, 2008). Henceforth, by emphasizing the insight into the 

influence of CSR marketing campaigns on young consumers’ behavior, these findings are valuable to 

green marketers and organizations in endeavoring to protect the environment.  
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1. Introduction 

Environmental pollution, in recent decades, has raised great concern in both society and business 

operation. Vietnam has recently been on the threshold of vibrant urbanization and industrialization, 

and the process of development may significantly affect Vietnamese consumers' behaviors and 

intentions, particularly young people. Therefore, in Vietnam, young consumers’ green consumption is 

of global interest in scholarly circles. Eight thousand tons of garbage is daily produced in which ten 

percent are plastic bags in Ho Chi Minh alone (citypassguide.com). Earlier the year of 2018, it was 

stated by Tuoi Tre News that Vietnam had released 18,000 tons of plastic waste every day. The total 

under-labor-force-aged population is approximately 83 million accounted for around 85 percent 

(Indexmundi, 2019). Hence, it can clearly be seen that young consumers are the major targets in green 

consumption when they are now much more aware of the environment as a remarkable influence. Over 

the last few decades, researchers’ attention has been increasingly attracted by consumers’ ethical 

applications (Vitell and Muncy, 2005). In Vietnam, young people are known for their high 

environmental awareness of the problems of the community, where they display attentive focus and 

awareness. Despite having been happening, an enormous quantity of young consumers has failed to 

actualize their environmental-protection practices, which means that they still vacillate on this issue 

(Gaudelli, 2009).  

Notwithstanding the desire of environmentalists to treat interaction between humans and the 

environment as an ethical issue that should be subject to clearly defined morals according to Purdy 

(1995), researches which formulate environmentally-friendly consumer actions as the ethically moral 

issue for empirical research maintain scarce. Henceforth, the research illustrates a framework model 

that delineates the considerable determinants of the intention to Bring Your Own Bags (BYOB) and 

the ethical judgment towards BYOB practice, and then vindicates the model by questionnaires 

collected from young consumers in major cities throughout Vietnam.  

The purpose of this paper is to empirically investigate how Vietnamese young people apply ethical 

concepts to bringing their own bags when shopping. In order to achieve this bourne, the first research 

objective goes to e-examine BYOB intention under Vietnam context since an integrated complex 

model of green consumption intention that a few studies have researched in developed and developing 

countries, such study is lacking for Vietnam. The second purpose is to investigate how the Vietnamese 

young generation’s basic moral philosophies may affect their BYOB intention in the green 

consumption practice when applying ethical concepts. Finally, the other objective is to serve as a 
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framework in both theory and practice for pro-ethics CSR organizations and green marketers to 

develop specialized strategies in green consumption to protect environment. 

To obtain the aforementioned objectives, quantitative method is used the primary data from online 

surveys only due to the situation of the COVID19 virus epidemic. Furthermore, the SmartPLS 

Software version 2.0 employed to assist in the data analysis in this study. 

2. Literature review 

2.1. General Theory of Marketing Ethics 

Thanks to the suitability regardless of circumstances as well as comprising two fundamental 

moral philosophies DE and TE, the Marketing ethics’ general theory (Hunt and Vitell, 1986) is 

considered as the theoretically well-grounded fundamental for the proposed model. Over the last few 

decades, the ethical practices of consumers have attracted increasing attention from researchers, 

especially in green purchasing intention (Blome, C., Foerstl, K., & Schleper, M. C., 2017) (e.g., Chan 

et al., 2008). Nonetheless, the enormous amount of these investigations has been confined to the 

Consumer Ethics Scale application to widely research defined ethically consumer practices (i.e. BYOB 

practice). 

2.2. BYOB Intention 

The term of “bring your own bags” is considered as consumer ethics. For academic definition, 

behavioral intention of an individual is a specific action that a person probably conducts in a decision-

marking circumstance (Hunt and Vitell, 1986).  According to Dubinsky and Loken (1989), intentions 

are formed by a number of moral decision-making models. “Bring your own bags” has drawn 

significant attention and was later studied with more focus on ethical perspective (Chang, S.-H., & 

Chou, C.-H., 2018). Intentions motivate an individual’s cognizant plans or decisions to institute the 

conduct. At the similar level of particularity, the relation of intentions and behavior are strong 

corresponding to some aspects such as action and context (Ajzen & Fishbein, 1975) and the time 

interval is not too long to let the intention change (Randall & Wolff, 1994). 

The derivative planned behavior’s theory (Ajzen, 1985) define intention is not really performed 

actually, it solely aims to do a clearly particular behavior. Additionally, intention is influenced by the 

motivational facets, which are indicated by how hard people are eager to attempt; the amount of the 

exertion that people want to try; to execute the action. “As a general rule, the stronger the intention to 
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engage in a behavior, the more likely should be its performance.”. It would be clear that the volitional 

control could link a behavioral intention to the behavior.  

BYOB setting could also develop a relationship the same as a green selection identical to organic food 

consumption (Lam, S.-P.; Karmarkar, U.R.; Chen, J.-K, 2006). That is, the more conscious behavioral 

control on BYOB, the more intention on BYOB. 

2.3. Ethical Judgment in BYOB 

The difference between ethical judgments and extent of moral development is that moral progression 

is an individual attribute while ethical judgement is the oriented convictions (Reidenbach and Robin, 

1990) about the right or wrong of an action in term of moral (Hunt and Vitell, 1986). According to 

Dubinsky and Loken (1989), a key part in some ethical decision-making models is moral evaluation. 

For example, salesperson’s remuneration and punishment is intervened by the intentions of marketing 

professionals, which is predicted by both ethical judgement and a teleological evaluation by Hunt and 

Vasquez-Parraga (1993). However, ethical judgment facet is taken into consideration for the most of 

variant explanation. The primary factor is the deontological considerations, which are determined 

based on the rightness or wrongness’ behaviors of a person. The secondary issue is only happened by 

the results of the conducts for the organization. Two out of three alternatives intentions are significantly 

influenced by both a teleological evaluation and ethical judgments by Mayo and Marks (1990). 

However, the result is different from Hunt and Vasquez-Parraga (1993)’s study, as an ethical 

judgement is less effective on intentions than a teleological evaluation process. It is featured in the 

study that BYOB ethical judgments drastically impact the BYOB intention. 

H3: The positive impact of ethical judgment on BYOB intention 

Consumer ethical judgments are ethical evaluations towards consumer practices (i.e. BYOB intention), 

according to Lu et al., 2015.  Henceforth, Do-Good dimension relies on good or right intentions 

towards the practice of consumers performance.  A relationship between ethical judgment and 

intention was argued by the Fishbein and Ajzen model in which consumers having ethical judgments 

have a tendency to practice “green” than those with non-ethical judgments. Furthermore, people tend 

to consider carefully the situation and develop moral philosophies based on ethical judgment after 

recognizing an ethical issue, which has an impact on their inclination towards ethical intention 

(Schwartz, 2016). 
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2.4. Deontological Evaluation (DE) 

The deontological evaluation defined the certain intrinsic rightness or wrongness of a behavior, 

notwithstanding the consequences the behavior brings about (Hunt and Vasquez, 1993; Chan et al., 

2008). Moreover, depending on a deontological evaluation circumstance, an individual making 

decision must act in a manner consistent with and arranged of the consequences of which is best 

judged, considering being right in and of themselves since the actions derive from basic obligations 

(Laczniak and Murphy, 1993). Thus, the decision-maker involves a deontological evaluation process 

that compares conduct implied during the decision with certain predetermined ethics standards, 

reflecting personal values or rules of behavior of predetermined ethics standards (Hunt and Vitell, 

1986). 

H1: The positive impact of DE on BYOB ethical judgment 

2.5.Teleological Evaluation (TE) 

It is argued by Hunt and Vasquez (1993) that teleological evaluation defined the comparative amount 

of goodness or badness of the consequences of a behavior determining its righteousness or wrongness 

(for example, consumers without diversity product value because of inaccurate advertisements). Thus, 

the behavior is considered as ethical if the balance between good and bad is greater than any alternative 

that is available, which means that the teleological evaluation positively influences on ethical judgment 

in BYOB intention. 

H2: The positive influence of TE on BYOB ethical judgment 

In such a circumstance, the main impact on intentions may be the teleological evaluation of the results. 

The model can also exert a direct impact on BYOB intention as consumers can whether circumnavigate 

or deny their ethical judgment towards BYOB practice to obtain or dodge particular consequences 

(Hunt and Vitell, 1986).  

H4: The TE significantly affects the BYOB Intention 

2.6. BYOB Habit 

Psychologists have been in total agreement in a embracing a more specific conceptualization of habit, 

in which it is defined as learned consequences of acts becoming automatic responses to particular 

scenarios that can be functional in achieving some certain bournes or end states (Hull, 1943; James, 

1890; Triandis, 1980). In terms of repetitive behavior such as BYOB practice, there is a significantly 
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strong relationship between the relevant habit and intention constructs. Therefore, this study reveals 

that eco-friendly shopping habits can be formed through raising awareness of protecting environment 

of people. It must be the key to having intention of Vietnamese young consumers with BYOB. 

H5: BYOB Habit has a positive impact on the BYOB Intention 

2.7. CSR Marketing Campaigns 

In a preparatory phase, Corporate Social Responsibility (CSR) is defined by Lingreen and co-

researchers (2009) when companies participating in environmental activities provide social values and 

project ideas that they are environmentally friendly while doing business to their customers and 

stakeholders. In detail, CSR positively affects consumer intention since Peattie (2010) stated that green 

consumption research exerts the nature of consumers and their practices as individuals. Consumer 

environmentalism is becoming more common globally because of the growing emphasis on 

environmental conservation initiatives and the effects of emissions. The previous literature (Chen et 

al., 2006) suggests the development of green marketing strategies in the current environment to achieve 

competitive advantages. As a result, CSR marketing campaign has been proved to positively affect 

BYOB intention among young consumers. 

H6: Marketing Campaign of CSR positively influences the BYOB Intention 

A variety of academic studies anatomized above would lead to the proposed research framework 

adapted from General Theory of Marketing Ethics in green consumption (Chan et al., 2008) to establish 

the relationships among aforementioned variables. 
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Figure 1. Proposed research framework 

3. Methodology 

3.1. Sample and Data collection 

250 valid primary respondents living in metropolitan cities such as Hanoi, Da Nang, and Ho Chi Minh 

city aged from 18 to 35 years old from a diversity of backgrounds were collected online. 

3.2. Measurement 

Quantitative method was employed in this study to analyze collected data, a minimum sample of 27 is 

adequate for data analysis. The survey is divided into 3 main parts including pilot test question with 

“Yes/No” answer with three first questions to testify that the participant at least has currently practiced 

“bring your own bags” when shopping before right after the respondents accepted to join the survey, 

the main question part as the statement about such constructs mentioned with five-point Likert scale 

for two scales consisting of “An Agreement Scale” and “A Frequency Scale”, and the demographic 

information include 5 questions about participants’ personal information. 



Proceedings of The 3rd Conference on Economics, Business and Tourism 

3rd CEBT-2020 576 ISBN: 978-604-73-7863-0 

- Deontological evaluation: five items measurement was taken from Reidenbach and 

Robin (1990). 

- Teleological evaluation: five items measured using the scale of Reidenbach and Robin 

(1990) and Chan et al. (2008) 

- Ethical judgment: four items were used in this survey adapted the scale of Mayo and 

Marks (1990) and Dabholkar and Kellaris (1992) 

- BYOB habit: four items were taken from Towler and Stepherd (1992), Dũng et al. 

(2013), Tuorila and Pangborn (1988) 

- CSR marketing campaign: five items of questionnaire survey were adopted from N.M. 

Suki et al. (2016), Nyilasy (2014), Rizwan et al. (2014). 

- BYOB intention: four items were taken from Wang S.T. (2014), Tuorila and Pangborn 

(1988). 

4. Data analysis 

4.1. Demographic statistics 

From the 300 responses, 250 respondents are counted as valid because of meeting the required 

conditions: 

- Has currently practiced bringing own bags when shopping. 

- Finished all answers in the survey. 

As for demographic and categorized information, the number of female respondents (68%) dominated 

that of the male ones (32%). Also, this research can reveal themselves as more focus on young people 

when 91.6% of the participants aged from 18 to 26 and total 70% of all are mostly students. 
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Table 1. Demographic Information 

    Frequency Percentage 

Gender 

Male 80 32 

Female 170 68 

Age 

18-26 229 91.6 

17-35 19 7.6 

Over 36 2 0.8 

Occupation 

Student 175 70 

Working Status 75 30 

Educational 

Level 

High school 24 9.6 

Undergraduate 205 82 

Postgraduate 21 8.4 

Others 0 0 

Monthly Income 

Less than 5 million 135 54 

5 million - 10 million 74 29.6 

10 million - 20 million 27 10.8 

More than 20 million 14 5.6 
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4.2. Reliability test 

4.2.1. Indicator Reliability 

Disparate in terms of previous empirical studies, Hair, Hult, Ringle and Sarstedt (2017) and Bagozzi 

and Yi (1988) recommend, as an alternative to Cronbach's alpha, to test internal construct reliability 

by using composite reliability and evaluate the nondimensional characteristic of each model block. 

The indicator reliability value can be calculated by taking square each of the outer loading numbers. 

Hulland (1999) stated that an indicator reliability value of 0.4 is “the minimum requirement to 

determine whether an item is qualified or not”. As can be seen from the result table that all of the 

indicators having values of individual indicator reliability that are much higher than 0.4, which is at 

the acceptable level and close to 0.7, which is the at the preferred level. The variables of deontological 

evaluation such as DE5, ethical judgment including EJ3, BYOB habit consisting of HAB3, HAB4 and 

BYOB intention including INT1, INT2, INT3 have values higher than 0.7, the lowest one is TE1 with 

the value of 0.500. In conclusion, the mentioned indicators of deontological evaluation, ethical 

judgment, BYOB habit, BYOB intention were reliable, which are shown in Table 2 in the Appendixes.  

4.2.2. Internal Consistency Reliability 

By applying the internal consistency reliability test, the consistency amongst variables can be tested. 

In PLS-SEM, it was recommended that Composite Reliability measure the internal consistency 

reliability as an alternative to Cronbach’s alpha used by the traditional method. As claimed by Bagozzi 

and Yi (1988), the Composite Reliability must have the value equal to or greater than 0.7, so the 

internal consistency is ensured whilst all the variables in the reflective model had the CR values higher 

than 0.7. Thenceforth, teleological evaluation showed the lowest number with 0.841, even much higher 

than the required number. As a result, all the variables’ internal consistencies were reliable. Table 3 

showing the model's Composite Reliability (CR) is shown in the Appendix. 

4.2.3. Convergent Validity 

Convergent validity is proved if two measures of constructs theoretically related are truly related. 

Convergent validity test was conducted to check whether the measured factor is compatible with the 

purpose or not. By checking through each variable’s Average Variance Extracted (AVE), the AVE 

should be at least equal to 0.5 when the validity is examined. After the convergent validity check, no 

variables were removed as the AVEs were larger than 0.5 as per the recommendation Bagozzi and Yi 

(1988). Teleological evaluation, in particular, had the lowest value of AVE (0.569) amongst variables. 

As a result, all the variables had convergent validity, which shown in Table 4 in the Appendix. 
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4.2.4. Discriminant Validity 

Subsequently, in order to investigate whether measures supposed to be unrelated are truly unrelated, 

the discriminant validity test was carried out. The validity was tested by using the Fornell-Larcker 

Criterion Analysis (Fornell and Larcker, 1981). The correlations among the indicators should be 

smaller than the “square root” of AVE so as to establish the discriminant validity. 

Table 5. Fornell-Larcker Criterion Analysis 

 HAB INT CMC DE EJ TE 

HAB 0.836      

INT 0.694 0.838     

CMC 0.443 0.566 0.777    

DE 0.454 0.517 0.426 0.81   

EJ 0.408 0.583 0.501 0.62 0.798  

TE 0.361 0.447 0.488 0.497 0.541 0.754 

All of the indicators in the research were verified to be discriminant once having checked the Fornell 

and Larcker Criterion analysis. In other words, those variables had discriminant validity as all the 

square root of AVE met the requirement of the test. 

4.3. Hypotheses testing  

4.3.1. Direct effect 

Disparity from CB-SEM requiring that the data is normal distribution, PLS has to proceed the 

bootstrapping to examine the significance rather than parametric significance test of regression.  

The table shows that the relationship from DE to EJ, from TE to EJ, from EJ to INT, from HAB to 

INT, and from CMC to INT are all strongly significance in terms of significance level 1% (t-test values 



Proceedings of The 3rd Conference on Economics, Business and Tourism 

3rd CEBT-2020 580 ISBN: 978-604-73-7863-0 

are higher than 2.899). The changes in these independent factors could lead to parallel changes of the 

dependent ones. 

It can be concluded that hypotheses H1, H2, H3, H5, H6 are supported, the hypothesis H4 is rejected. 

Bootstrapping is a method calculating T-statistics for both inner and outer model’s significance testing. 

In this study, 4999 subsamples were chosen from the original samples with alternatives to give 

bootstrap standard errors, then gives the T-values for testing the significance of the structural path.  

Table 6. Bootstrapping results 

Relationship β T Statistics  P Values Results 

H1: Deontological Evaluation -> 

Ethical Judgment 
0.466 8.787 0 Supported 

H2: Teleological Evaluation -> 

Ethical Judgment 
0.309 5.321 0 Supported 

H3: Ethical Judgment -> BYOB 

Intention 
0.269 4.357 0 Supported 

H4: Teleological Evaluation -> 

BYOB Intention 
0.027 0.457 0.648 Rejected 

H5: BYOB Habit -> BYOB 

Intention 
0.484 9.182 0 Supported 

H6: CSR Marketing Campaign -> 

BYOB Intention 
0.204 3.525 0 Supported 

4.3.2. Indirect effect 

Based on the empirical results, two indirect relationships are supported, which meets the requirement 

of t-test value for 5% level of significance (T value > 1.96). Table 7 in the Appendix shows that there 

are two indirect relationships between DE and INT through EJ, between TE and INT through EJ with 
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β = 0.125; 0.083 respectively. Moreover, there is also indirect impact from EB to PB (β = 0.102) and 

from CP to COG (β = 0.294). 

To sum up, TE – the solely indicator that both directly and indirectly influences PB, surprisingly, 

having the least considerable impact with 0.11 of the total coefficient path. Although BYOB HAB 

does not have indirect effect on PB, the sum of its indirect impact on INT is the most substantial (β = 

0.484). Besides, the path coefficient values of direct relationship from EJ to INT and from CMC to 

INT are 0.269 and 0.204, respectively meanwhile the value of indirect relationship from DE to INT is 

0.125. 

Table 8. Total effect on “Bring Your Own Bags” intention 

Variables Direct Indirect Total 

Deontological Evaluation - 0.125 0.125 

Teleological Evaluation 0.027 0.083 0.11 

Ethical Judgment 0.269 - 0.269 

BYOB Habit 0.484 - 0.484 

CSR Marketing Campaign 0.204 - 0.204 

5. Discussion and Implication 

This study proposed and investigated an integrative model from not only moral philosophies 

perspective but also general theory of marketing ethics underlying BYOB context. Both deontological 

evaluation and teleological evaluation exerted a positive influence on ethical judgment. The results 

indicate that BYOB habit has a positive direct effect on BYOB intention in the Vietnam context, of 

which coefficient path shows the strongest relationship among six hypotheses having an impact on the 

dependent indicator. Moreover, BYOB ethical judgment has the second significantly positive impact 

on BYOB intention, which showed the inconsistency with aforementioned findings (i.e, BYOB ethical 

judgment showed the strongest relationship with BYOB intention). In addition, PLS results discovered 

that teleological evaluation and CSR marketing campaign exerted positive impact on BYOB intention.  
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This study generates the importance in both intuitive and practical discussion and implications. Firstly, 

different from aforementioned findings (such as (Chan and co-worker, 2008) suggest that, amongst 

Vietnamese young consumers, teleological evaluation is the most important factor that exerts a direct 

influence on BYOB ethical judgment, in this study, the PLS results indicate that BYOB habit is the 

most substantial factor directly impacts on BYOB intention. From a wider scope, the result highlights 

the critical role of raising environmental awareness for shaping environmentally-friendly habits when 

shopping among Vietnamese consumers. It is suggested that not only do both CSR companies and the 

Vietnamese government need educate the public through a variety of means of social media, but they 

also strengthen the delivery of environmental education at all levels in this context. Time after time, 

this endeavor would support the Vietnamese younger to internalize nurture a set of enduring eco-

friendly consumption habits and protect the environment. 

Secondly, consistent with the findings’ corroboration of the previous primary hypotheses of the Hunt 

and Vitell theory, this finding illustrates that not only the connection between ethical judgment to 

BYOB intention is supported but also that BYOB ethical judgment succeeded to mediate the impact 

of the two basic moral philosophies consisting of deontological and teleological evaluations on BYOB 

intention. Specifically, for the purpose of making pragmatic Vietnamese consumers adopt more 

favorable BYOB moral philosophies and stronger BYOB intention, communication campaigns from 

CSR companies that articulate the performance and the non-performance associated with the 

advantages and disadvantages of the BYOB practice should be employed, respectively. 

Thirdly, indeed, apart from the previous studies, it is shown that deontological evaluation is far more 

influential on BYOB ethical judgment than is teleological evaluation.  Apart from previous study of 

Chan and coworkers (2008), the results discovered that teleological evaluation surprisingly exerted the 

least significantly positive influence on intention to BYOB in the Vietnam context. In spite of the high 

promotion of BYOB practices, Vietnamese young consumers may not feel comfortable to put 

themselves in the teleological evaluation and to express their true insights including opinions regarding 

BYOB in society. This could explain the reason lead to the fact that the moral philosophies on BYOB 

was well constructed, however; they did not show a major significant direct impact on BYOB 

intention. Ergo, the other five hypotheses of relationship should be much more concentrated instead. 

Lastly, the link between intention and corporate social responsibility (CSR) marketing campaign is 

found to express a significantly positive impact. Thenceforth, by emphasizing insights into the 

influence of CSR marketing campaigns on young consumers’ behavior, these findings are valuable to 

green marketers and organizations in endeavoring to protect the environment. From the practical 
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perspective, CSR companies should reach the BYOB-oriented behavior of consumers by making 

commercials on social media. Additionally, CSR companies should invest in social activities, which 

plays a vital role in making consumers feel that BYOB is easy to understand and access. 

In spite of the contribution in the aspects of knowledge and awareness for one of the most global 

controversy issues in Vietnam, there obviously are four limits in this study. First of all, the theoretical 

fundamental of this research is not unprecedented. Hereafter researches with other unaccustomedly 

academic theories will further impose the understanding on green-consumption orientation, 

particularly in BYOB intention whereas it is justified to first explore BYOB from moral philosophies 

perspective.  

Second, due to difficulties in global epidemic – COVID-19, geographical constraint and time, the 

author could not spread the survey in different areas in Vietnam, which limited the research to mainly 

young consumers and major cities, cannot present the whole consumers in the whole Vietnam. Future 

research can extend this research by adding above-30-year-old consumers, and by making comparison 

among the discoveries from perspectives of two different groups. Also, further study can be 

investigated with a broader sample (over 250 participants) so as to obtain more accurate outcomes.  

Finally, this research merely puts efforts to concentrate on the intention of consumers. Henceforth, 

hereafter researches are recommended to extend by exploring other potential facets in a macro 

standpoint, such as the role of the authority, the impact of selling places (e.g., supermarkets, markets, 

etc.), and few environmental aspects including national ecosystems which would affect the intention 

to BYOB.  
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APPENDIXES 

Table 2. Indicator Reliability 

Variable 
Manifest 

variable 

Outer 

loading 

Indicator 

reliability 

DE 

DE1 0.795 0.632 

DE4 0.771 0.594 

DE5 0.860 0.740 

TE 

TE1 0.707 0.500 

TE2 0.732 0.536 

TE4 0.804 0.646 

TE5 0.771 0.594 

EJ 

EJ1 0.745 0.555 

EJ2 0.760 0.578 

EJ3 0.869 0.755 

EJ4 0.811 0.658 

HAB 

HAB1 0.783 0.613 

HAB3 0.858 0.736 

HAB4 0.864 0.746 

CMC 

CMC1 0.768 0.590 

CMC2 0.791 0.626 

CMC3 0.794 0.630 

CMC4 0.734 0.539 

CMC5 0.799 0.638 

INT 

INT1 0.898 0.806 

INT2 0.848 0.719 

INT3 0.862 0.743 

INT4 0.733 0.537 
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Table 3. Composite Reliability 

 Composite Reliability 

Deontological Evaluation 0.851 

Teleological Evaluation 0.841 

Ethical Judgment 0.875 

BYOB Habit 0.874 

CSR Marketing Campaign 0.884 

BYOB Intention 0.903 

 

Table 4. Convergent Validity 

 
Average Variance Extracted 

(AVE) 

Deontological Evaluation 0.655 

Teleological Evaluation 0.569 

Ethical Judgment 0.637 

BYOB Habit 0.699 

CSR Marketing Campaign  0.604 

BYOB Intention 0.702 
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Table 7. Indirect results 

Relationship β T Statistics  P Values Results 

Deontological Evaluation -> 

Ethical Judgment -> BYOB 

Intention 

0.125 3.693 0 Supported 

Teleological Evaluation -> Ethical 

Judgment -> BYOB Intention 
0.083 3.398 0.001 Supported 
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