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1. Introduction 

With the accelerating pace of globalization 

and advances in digital technologies, cross-border e-

commerce (CBEC) has emerged as a transformative 

force reshaping global business-to-consumer 

interactions (Yang et al., 2020; Zhu et al., 2019). 

CBEC enables buyers and sellers in different 

countries to complete transactions through digital 

platforms, reducing transaction costs and shortening 

temporal and spatial distances compared to 

traditional trade (Qi et al., 2020; Wang et al., 2017). 
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The net benefit created by the dynamic trade-off 

between perceived benefits and risk associated with 

online shopping drives purchasing behavior in these 

environments (Chen & Dubinsky, 2003; Forsythe et 

al., 2006). As digital commerce continues to evolve, 

understanding the mechanisms that shape consumer 

trust and loyalty in cross-border contexts has become 

critically important for both scholars and 

practitioners (Dang et al., 2023; Duc et al., 2024). 

Cross-border e-commerce platforms 

currently confront two major challenges. First, 

intensifying competition makes it increasingly 

difficult for platforms to maintain user engagement 

and retain visitors (Phan et al., 2025). Second, 

declining customer loyalty has become a pressing 

managerial concern in the digital era, as prior studies 

highlight that enhancing customer experience is 

critical to promoting purchase intention and repeat 

buying behavior (Ganguly et al., 2010; Rose et al., 

2011; Nasermoadeli et al., 2013). A fundamental 

challenge in CBEC is the lack of trust engendered by 

cultural, legal, and infrastructure disparities, as 

consumers frequently express concerns regarding 

product quality, personal data security, and cross-

border dispute resolution capacity (Pappas, 2016; 

Dang et al., 2025a). 

Despite the growing body of literature on 

CBEC, several critical gaps persist. First, one 

underexplored factor is corporate social 

responsibility (CSR) attribution—the process by 

which consumers interpret a firm’s motives behind 

its CSR activities. Although CSR has been shown to 

enhance corporate reputation, customer satisfaction, 

and brand perceptions (Calabrese et al., 2016), 

research examining CSR attribution as a mediating 

mechanism that fosters trust and influences brand 

attachment, loyalty, and purchase intention in CBEC 

remains limited (Chen & Yang, 2021). Second, while 

customer engagement has been extensively studied 

in domestic e-commerce, its role as a relational 

mechanism in cross-border contexts—where 

physical interaction is absent and uncertainty is 

amplified—requires deeper investigation (Dang et 

al., 2023; Nguyen et al., 2025). Third, the sequential 

pathways from CSR attribution and engagement 

through trust and attachment to behavioral outcomes 

have not been comprehensively tested within a 

unified structural framework in the CBEC context 

(Phan et al., 2025; Tran et al., 2025). Fourth, existing 

research predominantly reflects Western contexts, 

limiting understanding of trust formation 

mechanisms in Southeast Asian emerging markets 

such as Vietnam (Dang et al., 2025a; Nguyen et al., 

2024). 

To address these gaps, this study investigates 

and clarifies the impact of CSR attribution and 

customer engagement on brand trust, brand 

attachment, brand loyalty, and purchase intention in 

cross-border e-commerce. Specifically, the research 

constructs an influence mechanism to verify the role 

of customer engagement and CSR attribution in 

shaping brand-related outcomes, while analyzing 

how brand trust and brand attachment function as 

mediators translating relational perceptions into 

behavioral intention (Dang et al., 2025b; Tien et al., 

2023). The study seeks to identify key factors 

influencing consumer experience and proposes 

directions for optimizing CSR programs and 

engagement strategies, thereby helping CBEC 

enterprises enhance customer loyalty, trust, and 

brand value on a global scale. 

The remainder of this paper is structured as 

follows. Section 2 reviews the theoretical 

background and develops ten research hypotheses. 

Section 3 describes the research methodology. 

Section 4 presents data analysis results and 

discussion. Section 5 provides conclusions, 

implications, limitations, and future research 

directions. 

 

2. Theoretical Background and Hypotheses 

Development 

2.1. Theoretical Foundations 

2.1.1. Social Exchange Theory 

Social Exchange Theory (SET) provides a 

foundational explanation of how consumer-brand 

connections are formed through reciprocal 

exchanges of value (Hollebeek, 2011a). The theory 

posits that individuals engage in interaction when 

perceived advantages outweigh drawbacks, and 

these encounters foster enduring commitment and 

trust. In CBEC, customers interact with global 
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businesses by trading time, money, and personal 

information in exchange for convenience, 

dependability, and emotional fulfillment. This 

reciprocal relationship is embodied in customer 

engagement—the cognitive, emotional, and 

behavioral commitment that consumers make to 

brands on digital platforms (Brodie et al., 2013; Li et 

al., 2020; Dang et al., 2023). SET serves as the basis 

for connecting consumer interaction to brand trust, 

brand attachment, and brand loyalty in the digital 

marketplace (Dang et al., 2025b; Phan et al., 2025). 

 

2.1.2. Attribution Theory 

Attribution Theory (Weiner, 1985) describes 

how individuals perceive the motivations of others 

by attributing them to either intrinsic (genuine, 

altruistic) or extrinsic (self-serving) sources. In 

marketing and CSR research, this theory aids in 

understanding how customers assess firms’ CSR 

initiatives and how these assessments impact 

attitudes and behaviors (Bhattacharya & Sen, 2004). 

Hassan Hosny and AbdelAziz (2024) apply this 

theory to examine CSR attribution—the causal 

reasoning process by which customers evaluate a 

company’s CSR intentions. When consumers 

perceive CSR initiatives as intrinsically motivated, 

they are more likely to build trust and emotional 

bonds with the brand; conversely, extrinsic 

attributions reduce trust (del Mar García-De los 

Salmones & Perez, 2018; Vlachos et al., 2009; Dang 

et al., 2023). In CBEC contexts, ethical sourcing, 

sustainable logistics, and transparent communication 

enhance perceptions of intrinsic CSR motivations, 

strengthening brand trust and attachment (Tran et al., 

2025). 

 

2.2. Hypotheses Development 

Customer engagement refers to consumers’ 

cognitive, emotional, and behavioral investment in 

brand encounters (Brodie et al., 2011). Active 

consumer interaction improves perceptions of 

dependability and credibility by fostering emotional 

ties and enabling value co-creation with businesses 

(Bowden, 2009; Dang et al., 2023). Engagement-

driven interactions boost consumers’ faith in a 

brand’s honesty and integrity—fundamental 

elements of brand trust (Chaudhuri & Holbrook, 

2001). Trust functions as a psychological guarantee 

that reduces uncertainty and strengthens customer-

business relationships (Dang et al., 2025b; Nguyen et 

al., 2025). Therefore: 

 

H1: Customer engagement positively influences 

brand trust. 

Brand attachment represents the 

psychological and emotional ties consumers develop 

with a brand over time (Thomson et al., 2005). 

Frequent, constructive engagement activities—

including participation in brand communities, online 

reviews, and interactive communication—enhance 

affective experiences and produce personal 

relevance that fosters attachment (Dwivedi, 2015; 

Batra et al., 2012; Dang et al., 2023). In digital 

settings, engagement exchanges replace sensory 

experience and foster emotional connections 

(Schmitt, 2012). Therefore: 

 

H2: Customer engagement positively influences 

brand attachment. 

When consumers perceive that a firm’s CSR 

initiatives are driven by genuine motives, they 

develop trust toward that firm (Martínez & 

Rodríguez del Bosque, 2013). Intrinsic CSR 

attributions are particularly effective in building 

trust, while CSR washing undermines brand 

credibility (Liu et al., 2019; Moscato & Hopp, 2019; 

Dang et al., 2025a). Therefore: 

 

H3: CSR attribution positively influences brand 

trust. 

CSR has been found to influence brand 

attachment through corporate social performance 

and emotional commitment (Vlachos, 2012; 

Chomvilailuk & Butcher, 2014). The relationship 

between CSR attribution and positive consumer 

outcomes may be indirect, mediated by attitudinal 

factors (Wongpitch et al., 2016; Tien et al., 2023). 

Therefore: 
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H4: CSR attribution positively influences brand 

attachment. 

Trust serves as a psychological foundation 

that fosters emotional stability and reduces 

ambiguity in consumer-brand relationships 

(Delgado-Ballester & Munuera-Alemán, 2001). 

When customers believe a brand is reliable, they 

form deeper emotional bonds (Carroll & Ahuvia, 

2006; Japutra et al., 2014; Albert & Merunka, 2013; 

Dang et al., 2023). Therefore: 

 

H5: Brand trust positively influences brand 

attachment. 

Brand attachment has been demonstrated as a 

predictor of actual purchasing behavior and purchase 

intention, particularly in CSR settings (Park et al., 

2010; Nguyen et al., 2025). Therefore: 

 

H6: Brand attachment positively influences 

purchase intention. 

Brand attachment significantly influences 

brand loyalty through emotional commitment and 

relational identification (Markovic et al., 2018; Dang 

et al., 2023). Therefore: 

 

H7: Brand attachment positively influences brand 

loyalty. 

Trust reduces consumer uncertainty in 

purchasing situations and has been confirmed as an 

antecedent of purchase intention in both CSR and 

ethical fashion contexts (Chaudhuri & Holbrook, 

2001; Liu et al., 2021; Dang et al., 2025b). Therefore: 

 

H8: Brand trust positively influences purchase 

intention. 

The connection between brand trust and 

loyalty has been extensively validated, with trust 

serving as a mediator between CSR attribution and 

brand loyalty (Iglesias et al., 2020; Dang et al., 

2023). Therefore: 

 

H9: Brand trust positively influences brand loyalty. 

Brand loyalty reflects a consumer’s 

consistent preference and commitment to repurchase 

(Oliver, 1999). In online environments, loyal 

customers demonstrate stronger repurchase 

intentions through increased satisfaction, emotional 

ties, and trust (Hellier et al., 2003; Anderson & 

Srinivasan, 2003; Phan et al., 2025). Therefore: 

 

H10: Brand loyalty positively influences purchase 

intention. 

 

3. Research Methodology 

3.1. Research Design 

This study employs a quantitative research 

design grounded in a positivist paradigm to 

investigate the relationships among CSR attribution, 

customer engagement, brand trust, brand attachment, 

brand loyalty, and purchase intention in CBEC. A 

structured survey questionnaire was administered, 

and data were analyzed using Partial Least Squares 

Structural Equation Modeling (PLS-SEM) via 

SmartPLS 4.0. This approach was selected for its 

capacity to ensure predictive validity and reliability 

in complex models with multiple latent variables, 

moderate sample sizes, and non-normal data 

distributions (Becker et al., 2023; Hair et al., 2021; 

Dang et al., 2023; Tran et al., 2025). The research 

subjects are consumers in Ho Chi Minh City who 

have previously made purchases on CBEC 

platforms. Purposive sampling was employed to 

ensure respondents possessed relevant cross-border 

shopping experience. Data were collected via an 

online Google Form survey, with participation being 

voluntary and anonymous. 

 

3.2. Questionnaire Design 

The questionnaire comprised three sections: 

screening and demographic questions; measurement 

items for CSR attribution, customer engagement, 

brand trust, brand attachment, purchase intention, 

and brand loyalty adapted from validated scales 

(Nguyen et al., 2024; Phan et al., 2025); and a 
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concluding section reiterating confidentiality. All 

measurement items employed a 7-point Likert scale 

from (1) “Strongly Disagree” to (7) “Strongly 

Agree.” The questionnaire was translated into 

Vietnamese using a back-translation procedure to 

ensure semantic equivalence (Dang et al., 2023; Duc 

et al., 2024). 

 

3.3. Sample Size Determination 

The minimum sample size was calculated 

using G*Power 3 (Faul et al., 2007) for linear 

multiple regression with 4 predictors, effect size f² = 

0.15, significance level α = 0.05, and statistical 

power (1 – β) = 0.80, yielding a required minimum 

of 85 respondents. The study collected and analyzed 

200 valid responses, substantially exceeding the 

minimum threshold and ensuring statistical 

robustness for PLS-SEM analysis (Hair et al., 2021; 

Dang et al., 2023). 

 

4. Results and Discussion 

4.1. Demographic Profile 

Data were collected from 200 CBEC 

consumers in Ho Chi Minh City. The sample was 

predominantly female (66.67%), with 58.33% aged 

20–35. Students comprised the largest occupational 

group (39.06%), and 38.02% reported monthly 

income below 5 million VND. Regarding platform 

usage, 42.19% primarily used domestic e-commerce 

apps, 36.46% social networks, and 21.35% CBEC-

specific apps. CBEC shopping frequency varied, 

with the majority shopping occasionally or 

infrequently, indicating that regular CBEC habits 

remain developing among Vietnamese consumers. 

 

4.2. Measurement Model Assessment 

The reflective measurement model was 

evaluated using PLS-SEM via SmartPLS 4.0. All 

factor loadings ranged from 0.735 to 0.849, 

exceeding the recommended threshold of 0.70. 

Composite reliability (CR) values ranged from 0.874 

to 0.904, and rho_a values from 0.824 to 0.869, 

confirming satisfactory internal consistency 

(Dijkstra & Henseler, 2015; Dang et al., 2023). AVE 

values ranged from 0.582 to 0.652, all exceeding 

0.50, confirming convergent validity (Fornell & 

Larcker, 1981; Tran et al., 2025). Table 1 presents 

the measurement model results.

 

 

Table 1. Measurement model results. 

Construct Items Loadings rho_a CR AVE 

BAE BAE1–BAE5 0.735–0.844 0.856 0.894 0.628 

BLE BLE1–BLE5 0.751–0.822 0.848 0.892 0.622 

BRE BRE1–BRE5 0.751–0.849 0.868 0.904 0.652 

CSE CSE1–CSE5 0.742–0.777 0.824 0.874 0.582 

CUE CUE1–CUE5 0.772–0.837 0.869 0.903 0.650 

PUE PUE1–PUE5 0.764–0.823 0.859 0.898 0.637 

Note: BAE = Brand Attachment; BLE = Brand Loyalty; BRE = Brand Trust; CSE = CSR Attribution; CUE = 

Customer Engagement; PUE = Purchase Intention. 
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Discriminant validity was assessed using the 

Fornell-Larcker criterion. As shown in Table 2, the 

square roots of AVE for all constructs exceeded their 

respective latent variable correlations. Additionally, 

HTMT values ranged from 0.406 to 0.869, all below 

the 0.90 threshold, confirming adequate discriminant 

validity (Hair et al., 2021; Dang et al., 2023).

 

 

Table 2. Fornell-Larcker criterion. 

 BAE BLE BRE CSE CUE PUE 

BAE 0.792      

BLE 0.681 0.789     

BRE 0.641 0.608 0.808    

CSE 0.346 0.408 0.508 0.763   

CUE 0.577 0.573 0.754 0.509 0.806  

PUE 0.747 0.626 0.664 0.385 0.652 0.798 

Note: Diagonal values (bold) represent the square root of AVE. 

 

4.3. Structural Model Assessment 

The structural model was evaluated using 

bootstrapping with 5,000 resamples. Table 3 presents 

the hypothesis testing results. Eight of ten 

hypotheses were supported. Customer engagement 

demonstrates the strongest effect on brand trust (H1: 

β = 0.669, t = 10.735, p < 0.001) and a significant 

effect on brand attachment (H2: β = 0.221, t = 2.560, 

p = 0.010). CSR attribution significantly influences 

brand trust (H3: β = 0.168, t = 2.503, p = 0.012) but 

does not significantly influence brand attachment 

(H4: β = −0.010, t = 0.139, p = 0.890). Brand trust 

significantly predicts brand attachment (H5: β = 

0.479, t = 5.784, p < 0.001), purchase intention (H8: 

β = 0.275, t = 3.572, p < 0.001), and brand loyalty 

(H9: β = 0.291, t = 2.816, p = 0.005). Brand 

attachment significantly influences both purchase 

intention (H6: β = 0.482, t = 5.081, p < 0.001) and 

brand loyalty (H7: β = 0.494, t = 4.754, p < 0.001). 

Notably, brand loyalty does not significantly predict 

purchase intention (H10: β = 0.131, t = 1.591, p = 

0.112).

 

 

Table 3. Structural model results. 

H Path β T-stat p Result 

H1 CUE → BRE 0.669 10.735 <0.001 Supported 

H2 CUE → BAE 0.221 2.560 0.010 Supported 

H3 CSE → BRE 0.168 2.503 0.012 Supported 

H4 CSE → BAE −0.010 0.139 0.890 Rejected 

H5 BRE → BAE 0.479 5.784 <0.001 Supported 

H6 BAE → PUE 0.482 5.081 <0.001 Supported 
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H7 BAE → BLE 0.494 4.754 <0.001 Supported 

H8 BRE → PUE 0.275 3.572 <0.001 Supported 

H9 BRE → BLE 0.291 2.816 0.005 Supported 

H10 BLE → PUE 0.131 1.591 0.112 Rejected 

Notes: Bootstrap n = 5,000. Significance at p < 0.05. 

 

4.4. Discussion 

The findings reveal a selective trust 

formation pattern within the CBEC environment, 

highlighting the central role of brand trust and brand 

attachment in shaping consumer loyalty and 

purchase intention. Both constructs emerged as the 

strongest predictors of behavioral outcomes, 

affirming that emotional and cognitive evaluations 

are foundational for sustaining consumer-brand 

relationships in high-risk, low-contact digital 

contexts. This result reinforces Social Exchange 

Theory, which posits that consumers develop loyalty 

when perceived relational benefits outweigh 

perceived risks (Dang et al., 2023; Phan et al., 2025). 

Customer engagement demonstrates the 

strongest predictive effect on brand trust (β = 0.669), 

indicating that consumers who actively interact with 

CBEC brands through online platforms, feedback, 

reviews, or content participation develop stronger 

confidence and emotional bonds. This suggests that 

engagement serves as a critical relational mechanism 

that reduces uncertainty and fosters commitment in 

environments where face-to-face interaction is 

absent (Dang et al., 2025b; Nguyen et al., 2025). The 

finding aligns with prior research demonstrating that 

interactive participation enhances perceived 

authenticity and reciprocity in online exchanges. 

CSR attribution significantly influences 

brand trust (H3: β = 0.168, p = 0.012), confirming 

Attribution Theory’s prediction that when consumers 

believe CSR activities stem from intrinsic motives, 

they evaluate the firm as more trustworthy (Dang et 

al., 2023; Tran et al., 2025). However, contrary to 

expectations, CSR attribution does not directly affect 

brand attachment (H4: β = −0.010, p = 0.890). This 

suggests that CSR contributes to emotional 

attachment only indirectly—primarily through trust 

rather than direct emotional resonance. Vietnamese 

consumers may view CSR as a normative 

expectation rather than a distinctive emotional cue, 

meaning CSR reduces skepticism and enhances trust 

without independently creating strong sentimental 

bonds (Dang et al., 2025a). 

Brand trust strongly predicts brand 

attachment (H5: β = 0.479), brand loyalty (H9: β = 

0.291), and purchase intention (H8: β = 0.275), 

reinforcing the argument that trust serves as the 

foundational emotional currency in CBEC. This 

finding is consistent with the trust formation 

literature demonstrating that trust reduces perceived 

risks related to product quality, shipping, privacy, 

and dispute resolution in cross-border contexts 

(Dang et al., 2023; Dang et al., 2025b). Brand 

attachment, in turn, significantly influences both 

purchase intention (H6: β = 0.482) and brand loyalty 

(H7: β = 0.494), confirming the crucial role of 

emotional connection in driving repeated purchases 

and advocacy behavior. 

Notably, brand loyalty does not significantly 

predict purchase intention (H10: β = 0.131, p = 

0.112), contradicting conventional domestic e-

commerce literature. Several contextual factors may 

explain this finding. Consumers in Ho Chi Minh City 

engaging in CBEC tend to prioritize functional 

factors—such as delivery reliability, promotions, and 

platform convenience—over long-term loyalty 

commitments. The relatively nascent state of CBEC 

adoption in Vietnam and limited accumulated 

experience may restrict the development of stable 

loyalty effects (Phan et al., 2025; Dang et al., 2025a). 

Additionally, the structural model demonstrates that 

the influence of customer engagement and CSR 

attribution operates predominantly through 

mediators such as brand trust and brand attachment, 

underscoring the sequential nature of CBEC 

decision-making where trust and emotional 
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attachment serve as critical intermediaries between 

relational stimuli and purchase behavior (Dang et al., 

2023; Tien et al., 2023). 

 

5. Conclusion, Implications, Limitations, and 

Future Research 

5.1. Theoretical Implications 

This study makes several theoretical 

contributions. First, it extends Attribution Theory 

and Social Exchange Theory to digital cross-border 

transaction settings by demonstrating how CSR 

attribution and customer engagement operate as 

antecedents of brand trust within the Vietnamese 

CBEC context (Phan et al., 2025; Dang et al., 2023). 

Second, the inclusion of customer engagement as a 

mediator strengthens the theoretical link between 

ethical attitudes and brand-related outcomes, 

demonstrating that engagement behaviors (cognitive, 

emotional, and behavioral investment) play a 

significant role in converting CSR attribution into 

brand trust and subsequently attachment (Brodie et 

al., 2013; Nguyen et al., 2025). Third, the non-

significant direct effect of CSR attribution on brand 

attachment extends the literature by demonstrating 

that CSR operates primarily through trust rather than 

as an independent emotional pathway in emerging 

market CBEC contexts (Dang et al., 2025b; Tran et 

al., 2025). Fourth, the non-significant effect of brand 

loyalty on purchase intention challenges 

conventional assumptions and suggests that loyalty’s 

behavioral impact may be contingent on market 

maturity and CBEC experience depth (Dang et al., 

2025a). 

 

5.2. Managerial Implications 

For CBEC practitioners, these findings 

provide actionable guidance. First, CSR should be 

positioned as a fundamental brand strategy rather 

than a superficial marketing instrument; consumers 

are more likely to trust brands whose CSR motives 

are perceived as genuine (Leonidou & Skarmeas, 

2017; Dang et al., 2023). CSR activities should be 

customized to local contexts—such as community 

development projects and sustainable logistics in 

Vietnam—with communication emphasizing 

sincerity. Second, enhancing customer engagement 

through interactive touchpoints—including 

community forums, user-generated content, co-

creation campaigns, and live chat assistance—is 

critical for strengthening trust and attachment in 

CBEC (Dang et al., 2025b; Phan et al., 2025). Third, 

building brand trust requires both ethical perception 

and operational excellence; secure payment systems, 

reliable delivery, transparent dispute resolution, and 

consistent service quality are essential for 

Vietnamese CBEC consumers (Dang et al., 2025a). 

Fourth, brand attachment should be measured and 

cultivated as a strategic asset, as emotional 

attachment increases advocacy, retention, and 

repurchase intention (Nguyen et al., 2025; Tien et al., 

2023). 

 

5.3. Limitations and Future Research Directions 

This study has several limitations. First, data 

were primarily collected from Ho Chi Minh City 

consumers, potentially limiting generalizability to 

other Vietnamese regions or international contexts. 

Future research should broaden geographic scope to 

include diverse marketplaces (Dang et al., 2023). 

Second, the research model does not account for 

external factors such as perceived value, service 

quality, or cultural barriers that may influence loyalty 

and purchase intention. Future studies should 

incorporate moderating or mediating variables to 

capture these dynamics (Tran et al., 2025). Third, the 

cross-sectional design restricts causal inference; 

future research should employ longitudinal designs 

to track how CBEC consumer-brand relationships 

evolve over time (Dang et al., 2025a). Fourth, 

integrating advanced analytical approaches such as 

dual-stage SEM-ANN techniques could capture 

potential nonlinear relationships not detected by 

PLS-SEM alone (Dang et al., 2023; Duc et al., 2024). 

Finally, future research should explore emerging 

phenomena including virtual influencers, AI-

generated content, and interactive livestream 

shopping as new engagement mechanisms in CBEC 

contexts (Dang et al., 2025a; Dang et al., 2026; Binh 

et al., 2024). 
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5.4. Conclusion 

This study demonstrates that, within the 

expanding field of cross-border e-commerce, CSR 

attribution and customer engagement operate in 

tandem to develop brand trust, which cultivates 

brand attachment, leading to brand loyalty and 

purchase intention. The findings highlight that 

ethical perceptions and emotional investments are 

equally as important as functional service excellence, 

as Vietnamese consumers navigate intercultural, 

legal, and logistical challenges in CBEC. Trust 

serves as the foundation for emotional bond 

development and sustained behavioral commitment 

once rooted in perceived authenticity and bolstered 

by high engagement (Dang et al., 2023; Phan et al., 

2025). For global e-commerce platforms seeking to 

establish enduring brand partnerships across borders, 

investing in genuine CSR activities, fostering 

meaningful user engagement, and maintaining 

reliable operational platforms represent strategic 

imperatives rather than optional best practices. 
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