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TU TRACH NHIEM XA HOI CUA DOANH NGHIEP DEN
TRACH NHIEM XA HOI CUA KHACH HANG: TIEP CAN
THEO LY THUYET GIA TRI - NIEM TIN - CHUAN MUC
TRONG TIEU DUNG SAN PHAM TAI CHINH XANH
CUA GEN Z TAI VIET NAM

From corporate social responsibility to customer social responsibility:
the value-belief-norm theory approach on consumption
of green financial products by Generation Z in Vietnam

NGUYEN THI NHUNG

ghién cuu nay kham pha va khdi niém hoa trach nhiém xd hoi cua khach hang
trong tiéu dung san phédm tai chinh xanh ciia thé hé Gen Z tai Viét Nam, dira trén
khung 1y thuyét gid i - niém tin - chuan myc (VBN). Phédn tich bang phirong phdp mo
hinh phicong trinh cdu tric dir liéu khao sat tir 890 khdch hang, nghién ciru danh gid moi
quan hé giita gid tri cd nhdn, niém tin méi trwong, chudn myc cd nhan, trach nhiém xa hoi
ciia khdch hang va y dinh tiéu diing tai chinh xanh. Tir két qua thu dwoc, nghién ciru dong
26p Iy thuyét bang viéc mé réng g dung ciia VBN sang linh vuec tai chinh xanh; dé xudt
khdi niém trach nhiém xd héi cia khdch hang nhie mét cau tric déc ldp dira ra mét s6 ham
¥ thue tién goi mo.
Tir khéa: trach nhiém xd hoi cia khdch hang, san pham tai chinh xanh, Iy thuyét gid tri
- niém tin - chudn muyc, Gen Z, tiéu ding bén virng.

his study explores and conceptualizes Customer Social Responsibility (CuSR) in

the context of green financial product consumption among Generation Z in
Vietnam, employing the value-belief-norm (VBN) theory as a theoretical framework. Using
survey data from 890 respondents, structural equation modeling (SEM) was applied to
examine the relationships between personal values, environmental beliefs, personal norms,
CuSR, and green financial consumption intention. Thus, the findings provide theoretical
contributions by extending the application of VBN from pro-environmental behavior to
green finance; proposing CuSR as an independent construct rooted in values, beliefs, and
norms; practical implications highlight strategies;propose some.
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