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Abstract 

marketing strategy, attitudes, and purchase intention toward community products; 2) develop and validate a 

structural equation model explaining the relationships among strategic antecedents, attitude, and purchase intention 

with empirical data; and 3) analyze the causal effects of these factors on purchase intention through attitude as a 

mediating variable. A mixed methods approach was employed. Quantitative data were collected from 500 

consumers using multi-stage sampling, while qualitative data were obtained through in-depth interviews and focus 

group discussions with 15 key informants. Data were analyzed using descriptive statistics, confirmatory factor analysis, 

and structural equation modeling. 
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The results revealed that consumers reported the highest level of agreement across all constructs, with 

purchase intention having the highest mean score, followed by circular value management and attitude.  

The proposed model demonstrated a good fit with the empirical data, with all goodness-of-fit indices meeting the 

established criteria. The causal analysis indicated that circular marketing strategy had the strongest influence on 

consumer attitude, followed by circular value management, while attitude significantly influenced purchase 

intention and functioned as a full mediator. The model showed strong explanatory and predictive power for both 

attitude and purchase intention. In addition, qualitative findings supported the quantitative results, highlighting that 

circular resource management and sustainability-oriented storytelling are key factors in creating competitive 

differentiation in the market.  

The findings contribute to the literature by demonstrating that circular value management serves as  

a strategic antecedent that signals product quality and sustainability to consumers, with attitude acting as a key 

psychological mechanism driving purchase intention. Therefore, policymakers and community enterprises should 

integrate upstream value chain management with sustainability communication strategies to enhance  

the competitiveness of community products in global markets under the BCG economy framework.  
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