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Abstract 

 

The research aim of this study is to analyse the influence of ethical business of the 

purchase decision of the consumer. The methodology of the research was quantitative and was 

conducted using a Survey method. An online and self-administered questionnaire of 22 items 

with attitudinal statements was utilized to collect the primary data. The response sample 

included one hundred and eighteen respondents (118). Three hypotheses were created to help 

answer the research question, all of them were statistically significant (p <.001). Based on the 

findings, the study reached to the conclusion that business ethics have a strong impact and 

access to information about corporation have a strong impact on the consumer purchase 

decision. However, price and quality were found to be factors that could prevent ethical 

consumption. All in all, it is generally concluded that if an organization behaves ethically, it 

will have a significant impact on consumer purchasing decisions. 
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1 Introduction 

 

It is well known that today’s consumers are more enlightened and better informed about 

products and services than ever before. They’re also becoming more sensitive to social and 

environmental issues; hence they are exercising their power through more conscious decisions 

in terms of purchasing products or services. Every time the global consumer is involved in a 

purchasing decision-making process there is the potential of that decision to contribute to a 

development of a sustainable consumption pattern. When people explore a more sustainable 

lifestyle, they faced with a more complicated decision-making process. In addition, they 

encounter with barriers that sometimes prevent them from behaving more sustainable. 

However, consumers efforts to make ethical purchases and embrace sustainability is evident. 

 

Ethics in marketing and business does not always elicit positive ethical perceptions, the 

marketing field has long been strongly criticized along a number of ethical issues that have 

received international attention. For instance, companies like H&M, L’Oreal and Nestle have 

been involved in ethical scandals. If a consumer who is ethically concerned notices a company's 

dishonest activities while shopping, the consequences of those acts may be severe. 

 

In response to that, many companies have taken a wealth of efforts to encourage 

employees to include ethics into their decision-making processes in order to comply with the 

ethical consumer. Consequently, codes of conduct must be implemented, promoted, and 

enforced in industries and corporations. When business try to apply ethical standards to their 

practices, they also face with a complex decision making to their new responsibilities. 

Nevertheless, many businesses have taken such steps, because it is becoming clear that business 

decisions involve some level of ethical judgment.  

 

Previous research has shown that consumers respond positively to socially responsible 

companies (Lämsä, Vehkaperä, Puttonen & Pesonen (2008) cited in Kumar and Mohd 2016) 

and cause-related marketing initiatives in companies (Cosgrave and O’Dwyer, 2020). An 

example of this is the toy company Lego, that has seen an increase in UK sales as a result of its 

strict ethical marketing policies (Carrigan and De Pelsmacker, 2009). This shows consumers 

favourable attitudes toward businesses. 
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Ethical behaviour in business has become a central subject of study amongst researchers 

since there’s a growing awareness of ethical concerns in the consumer behaviour. There is a 

considerable amount of literature in the topic of ethical business behaviour  that focuses on 

understanding business ethics, societal duties, and ethical judgments of marketing 

professionals. Conversely, little research has been done to explore consumer opinions on ethics 

and the behaviour associated with them. 

 

In view of the fact that the consumer is been under researched, this study takes an 

approach pertaining the role that ethics play on the buyer’s side, which has been neglected, in 

preference to corporate ethics. However, it is important to point out that the amount of attention 

given to the marketing/business ethics in part has been driven by the fact of the growing 

awareness of ethical of concerns that is translating into a more conscious consumer. 

 

Many studies have adopted different cognitive models (H-V, Theory of Planned 

Behavior), to deeply understand the ethical dilemma individuals face in a purchasing decision-

making process and to explain ethical behaviour. However, these studies are commonly known 

to have a reductionistic approach and oversimplistic assumptions that impedes the 

comprehension of the ethical decision making in consumption.  

 

Also, most of the studies, including this one, have highlighted the so-called attitude 

‘behaviour-gap,’ characterised by consumers conflict in translating their sentiment of buying 

responsibly into the actual responsible purchase. This phenomenon has proved to be a challenge 

for practitioners and academics to approach it and attempt to reduce the gap. Unfortunately, 

given the nature of this research this kind of attempt wasn’t made, but it recommends the 

ethnography research methods to interact with the participants in order to effectively grasp this 

syndrome. 

 

Despite of the challenges and neglected areas in the marketing ethics field pertaining the 

consumer behaviour, this paper attempts to take a holistic approach, to explore further factors 

that affect ethical behaviour in consumers hoping to make a critical contribution to future 

research.  
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That being so, the research aim of this study is to analyse the influence of ethical business 

on the purchase decision of the consumer. To help attain this goal, the following research 

objectives have been developed: 

 

1. To analyse if purchasing intentions increase when a brand adopts good marketing 

practices. 

2. To evaluate if better informed consumers about companies’ ethical conduct translate 

into an ethical buying process. 

3. To analyse if price is a main factor that could prevent consumers from purchasing 

ethically. 

 

The study focuses on the relationship between ethical business behaviour and consumer 

behaviour. Hence, it primarily sought to answer the research question: To what extent 

consumers consider ethical practices of business to their purchasing decision making process?  

 

For the purpose of answering the research question the study took a quantitative approach 

with a descriptive research design, in which instrument employed to collect data was the survey, 

also, hypothetical-deductive scientific method was adopted and came up with the creation of 

the following hypotheses: 

 

H1: Accessing information about a company’s ethical behaviour can influence the purchasing 

decision of consumers. 

H2: Business ethics does have an influence on consumer purchasing decision 

H3: Price and quality can supersede ethical criteria in consumer purchase decision. 
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2 Literature review   

 

To provide foundation of knowledge and stablish familiarity and understanding in this 

topic, the study begins from general observations of marketing/business ethics to specific 

examinations on the topic. First, the literature encompasses and compare several definitions of 

ethics and ethical marketing. Second it conveys the perception of ethics between individuals 

with different backgrounds and business professionals. Third it focuses on consumers ethical 

purchasing behaviour and the factors that influence this behaviour. The study also highlights 

limitations of previous studies that fail to understand the complexity of the decision-making 

process in consumer behaviour. Then, it finalizes suggesting the main factors that impact 

consumer behaviour in an ethical context.  

 

2.1 Ethics and Ethical Marketing 

In the literature, the term of ethics tends to challenge the ethical theorists, as it covers 

disciplines like philosophy and normative codes. Beauchamp and Bowie (1983, as cited in 

Tsalikis and Fritzsche, 2013) identify ethics as the “inquiry into theories of what is good and 

evil and into what is right and wrong, and thus is inquiry into what we ought and ought not to 

do.” Authors like Runes (1964) and Barry (1979), cited in (Tsalikis and Fritzsche, 2013) 

Tsalikis and Fritzsche (2013), share similar definitions of ethics since they describe it as the 

ethical behaviour based on what is considered right and wrong in a particular situation. Not so 

far from the previous definitions, Taylor (1975) cited in Tsalikis and Fritzsche (2013), refers to 

ethics as an “inquiry into the nature and grounds of morality,” where morality means “moral 

judgments, standards, and rules of conduct.”  

 

Shea (1988) cited in Yong Lee and Hyun Jin, (2019) proposed a definition of ethics as a 

logical statement when he refers to it as a “discipline the deals with what is true or false”. Vitell 

(1986) cited in Tsalikis and Fritzsche (2013) used Taylor’s definition of ethics to propose a 

marketing ethics’ definition. He defines it as “an inquiry into the nature and grounds of moral 

judgments, standards, and rules of conduct relating to marketing decisions and marketing 

situations.”  

 

Regardless the extensive literature on marketing ethics, there are only a few other authors 

that offer a definition to this term (Gaski, 1999). For instance, Gaski (1999), refers to ethical 
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marketing as “standards of conduct and moral judgement applied to marketing practice”. Some 

authors have attempted to show the relevance to the term and had elevated the definition by 

referring to it as “the clarification of what constitutes human welfare and the conduct necessary 

to promote it (Clasen, 1967), or “an absolute universal standards of moral idealism” (Lantos 

1986), and nothing less than a general moral theory working in tandem with an analysis of the 

foundations of corporate existence (Gaski, 1999 p. 316). 

 

In the marketing field, Laczniak (2012, p. 308) refers to it as “the systematic study of 

how moral standards are applied to marketing decisions, behaviours and institutions”.  He states 

that marketing, as part of a business process, should be considered a subcategory of business 

ethics, therefore, the literature of business ethics, are suitable to the marketing ethics as well. 

He also divides the marketing ethics literature into two categories: positive and normative. The 

purpose of the former is to describe and explain the various marketing ethics practices, 

activities, and phenomena with a possibility of predicting them.  It comes from a “what is” 

scenario. The latter deals with strictly normative rules and guidelines on how ethical marketing 

practices should or ought to morally operate. It provides with particular virtues and values to 

assist professional in marketing in their efforts to act ethically (Hunt and Vitell, 1986; Nill and 

Schibrowsky, 2007; Laczniak, 2012). 

 

Laczniak (2012), in his analysis, highlights remarkable questions that arises from the 

normative marketing practices category. He also states that it’s likely to spark heated debate 

regarding different parties having different ideas about what represents an ethical behaviour in 

marketing practices. 

 

Hunt and Vittel (1986) model of ethics, states that there are differences in people 

regarding their ethical beliefs and behaviour. They claim that “people can have different ethical 

judgements and the same ethical frameworks” and vice versa. Moreover, the authors conclude 

that there is an evident gap between marketers and different groups or individuals among the 

population.  

 

Previous research has also shown that there is a clear distinction in ethical beliefs and 

perceptions between marketing/business professionals and consumers (Singhapakdi et al., 

1999). For instance, one of the studies conducted by Sturdivant and Cocanougher (1973) 

compared the ethical judgments of corporate executives, business students, blue-collar workers, 
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and housewives in the following situations: Children's television commercials, cigarette 

commercials for teenagers, "insulting" commercials, high-pressure selling, and deceptive 

advertising. The study noted a tendency from the business students to side with the executives. 

But most importantly, the results revealed that, in each hypothetical scenario, there was wide 

gulf between business/marketers’ professionals compared to the rest of the respondents. 

 

In like manner, Dornoff and Tankersley (1975), carried on a study consisting of 

comparing consumers’ and retailers’ perceptions. The study consisted of fourteen hypothetical 

(purchase) conflict situations, with ethical dimensions. It demonstrated that differences do exist 

between them regarding the appropriate actions to be taken in market transactions. According 

to Chonko and Hunt (1985), ethical conflicts arise when people’ duties and responsibilities 

collide or have opposing believes with other people (including one-self).  The study findings 

met with a significant contrast in perceptions between these two parties.  Retailers were more 

likely to agree with dubious behaviour (Singhapakdi et al., 1999). 

 

Singhapakdi et al. (1999), used similar hypothetical scenarios as an instrument to measure 

the perceived ethical problems between consumers and marketing professionals. The results 

indicated that marketers are less likely to perceive ethical conflicts than the consumers. They 

also discovered that there is a trend in which all respondents’ ethical perceptions appear to 

differ depending on the context of the situation.  

 

Therefore, according to the result of all these studies, marketing/business professionals 

are less sensitive to ethical marketing issues or problems than consumers. The presence of 

ethical differences between marketers and consumers may be extremely detrimental to 

marketing management (Singhapakdi et al., 1999). 

 

Ethics in marketing does not always evoke favourable ethical perceptions, Lazcniak 

(2012), claims that, when these words appear in the media, negative feelings arise (unfair, 

exploitive, deceptive), since the reports usually describe the term as strategic, tactical, or 

political. He also argues that the term is viewed as an oxymoron by cynics due to questionable 

activities.  As a consequence, the marketing field has long been strongly criticized along a 

number of ethical issues such as product liability, personal selling tactics, false or misleading 

advertising, product dumping, price gouging, marketing to low-income consumers, foreign 

child labour and a slew of other issues that have received international attention (Nill and 
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Schibrowsky, 2007). Moreover, prior studies reveal that ethical problems in marketing have 

involved issues pertaining to product safety and quality, price fixing, deceptive promotions, 

illegal product placement, unfair person treatment, misleading information provided through 

fake physical evidence and packaging (Tanveer et al., 2021). 

 

Firms like H&M or Primark produce under dire working conditions in developing 

countries (Wiederhold and Martinez, 2018). Other firms such as Nestle and Beechnuthave have 

been involved in ethical scandals (Creyer, 1997). Companies registered as having poor social 

responsibility such as L’Oreal because of their animal testing, Natwest due to their financial 

investment with animal research centres and Shell and BP due to their poor environmental 

pollution and poor employee relations behaviour in Nigeria. The Publicity surrounding Nike 

employment practices in the developing world (Carrigan and Attalla, 2001). The famous case 

in which Sears register an unethical practice because it overcharged customers who had their 

cars repaired (Creyer, 1997). 

 

The lack of respect from consumers towards firms, the great deal of publicity from the 

media and the disclosure of unethical practices from insiders to the public increase the 

likelihood that such behaviour will be discovered (Creyer, 1997).  

 

Özbek, Alniacik & Koc (2012), in their study, found that questionable or unfair marketing 

practices of certain services (e.g., banking practices) harm the firms’ reputation, hence, 

consumers are less inclined to choose the products of such firms when making their purchasing 

decisions. In the same vein, Mascarenhas (1995), claim that ethically questionable practices 

can damage a firm reputation resulting in lost image, lost sales, and even bankruptcy.  

 

Ingram, Skinner and Taylor (2005) point out the importance of firms to consider the 

ethical behaviour from the consumer perspective. Consequently, they state that even the most 

committed customers could become progressively dissatisfied if they perceived the corporate 

actions of a company as unethical. Alexander (2002) suggested that unethical marketing 

behaviour influences customer’s behaviour in marketplace, as the customer is sensitive enough 

to understand though to some extent that the right is being overrun. If an ethically interested 

consumers perceives dishonest practices from a company, while buying, the consequences form 

those actions may have severe consequences (Bone, and Corey, 2000). 
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(Iftekhar et al., 2013), support the authors opinions by concluding that the marketing effects on 

consumers are detrimental since ethical misconduct put consumers in a very uncomfortable 

place with not much space for them to think due to false and undue situations created by the 

organizations. 

 

Some argue that consumer activism (Carrigan and Attalla, 2001) and ethical concerns 

(Abratt and Sacks, 1988; Creyer, 1997; Shaw et al., 2005; Peloza, White and Jingzhi, 2013; 

Kuye and Bakare, 2021) are becoming increasingly important and pertinent (Shaw et al., 2005), 

due to the uptick in customers’ complains (Kumar and Mohd, 2016) and the rising prominence 

of the environmental and social issues (e.g. climate change, workers’ rights, country of origin, 

arms trade, fair trade and animal welfare) (Carrington, Neville and Whitwell, 2010). 

 

Marketing is and broadly criticized and being punished for its failure to contribute more 

to social and environmental and economic issues (Lavidge, 1970). Concern with business 

ethics, consumer disillusionment, environmentalism as such, are issues that have been around 

for centuries and unlikely to disappear (Cowe and Williams, 2001). 

 

Bartels (1967) believe that the challenges, requiring ethical decisions and actions, 

marketers must face are effortful, since none of them have a single course of action. This is 

because not everyone is subscribed to a universal code of ethics and in a pluralistic society, to 

satisfied equally all parties is out of the question. Furthermore, their obligations are both a 

noneconomic and economic in nature. 

 

In a more recent study, the authors Kumar and Mohd (2016), endorse this believe by 

arguing that marketers face challenges when it comes to standardize their moral responsibilities 

when new issues continue to emerge requiring ethical, complex decisions to the new 

responsibilities. 

 

On the other hand, Laczniak (2012), suggest that marketers should embrace basic 

marketplace values, like honesty, genuine customer service, avoidance of unfair practices and 

an adherence to honest and open communications with clients to respond the demanding an 

ethically consumers in compliance with the codes of conduct of the American Marketing 

Asociation (AMA).  
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In fact, many businesses have taken a variety of steps to encourage employees to include 

ethics as a formal part of their decision-making processes. Most businesses, for example, have 

a written code of ethics and even ethics officers are also becoming more prevalent. Many 

businesses have taken such steps, in part because it is becoming increasingly clear that many, 

if not most, business decisions involve some level of ethical judgment (Creyer, 1997). Codes 

of conduct must be implemented, promoted, and enforced in industries and corporations 

(Chonko and Hunt, 1985). 

 

There is a considerable amount of literature in the ethical marketing’s field that has 

focused on understanding corporate ethics (Sudbury, Kohlbacher and Hofmeister, 2012) 

corporate social responsibilities (Hunt and Vitell, 1986), and ethical judgments of marketing 

professionals (Creyer, 1997). Comparatively, little research attention has been given to 

understand the consumer perspectives of ethics and their behaviour attached to them (Hunt and 

Vitell, 1986; Creyer, 1997; Singhapakdi et al., 1999; Carrigan and Attalla, 2001; Shaw et al., 

2005; Ingram, Skinner and Taylor, 2005; Nicholls and Lee, 2006; Schlegelmilch and 

Öberseder, 2010; Sudbury, Kohlbacher and Hofmeister, 2012; Kuye and Bakare, 2021) 

 

Based on the analysed literature, this study takes an approach pertaining the role that 

ethics play on the buyer’s side, which has been neglected, in preference to corporate ethics. 

 

2.2 Ethical consumerism 

Consumers today are becoming ethically minded, they feel the need to embrace a healthy 

lifestyle (Kumar and Mohd, 2016) and the responsibility towards the environment and to 

society (Carrington, Neville and Whitwell, 2010).  Hence, there has been a significant growth 

in ethical consumption, and it’s reflected in the market share with a growth of 15% in 2001 

(Doane, 2001). Despite the growth on ethical consumption and the increasing concerns of 

ethical issues consumers not necessarily buy their products or services with ethical attributes 

(Carrigan and Attalla, 2001).  

 

In the literature of ethical consumerism, or alternatively called ethical consumption, some 

authors remark how broad the term can be (Carrigan, Szmigin and Wright, 2004; Harrison, 

Newholm and Shaw, 2005) because it carries several meanings that can lead to 

misinterpretation (Cowe and Williams, 2001) and difficulty to define it (Howard and Nelson, 

2000) cited in (Bray, Johns and Kilburn, 2011). 
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Cowe and Williams (2001), cover a multitude of ethical aspects such as fare trade or 

animal welfare by defining it as “people who are influenced by environmental or ethical 

considerations when choosing products and services”. 

 

Another broad definition that captures the consumers’ attitudes is by Cooper -Martin and 

Holbrook (1993) who refers to it as the “decision making, purchases, and other consumption 

experiences that are affected by the consumer's ethical concerns”. 

 

In common with subsequent authors and considering a broad spectrum of ethical issues, 

Mintel (1994) cited in (Grehan et al., 2005) describe the widely used term ‘ethical consumer’ 

to those consumers who takes in mind all the (environmental, animal, and ethical) issues, 

including oppressive regimes and armaments, when shopping. 

 

Conversely, Strong’s (1996) definition on ethical consumerism is mainly connected to 

the buyers concerns with regards to humanitarian crises caused by the capitalistic economy and 

describes it as “to buyer behaviour that reflects a concern with the problems of the Third World, 

where producers are paid low wages and live-in poor conditions simply to produce cheap 

products for western consumers and profits of multinational companies” 

 

Doane (2001), after analysing the most possible scenarios of what comprise and ethical 

purchase, and consulting a vast amount of literature, concludes that ethical consumerism should 

be aligned to a particular issue (e.g., human rights, animal welfare, or the environment), provide 

consumers with a choice (one product or an ethical alternative). In addition, it should be the 

greatest extend possible to individual choice rather than a corporate decision. 

 

A more recent definition by Crane and Matten (2003) cited in Carrigan, Szmigin and 

Wright (2004), try to sum up the broad spectrum of ethical issues and describe the term as “the 

conscious and deliberate choice to make certain consumption choices due to personal and moral 

beliefs”. 
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2.3 Ethical judgments in the decision-making process 

As previously mentioned, only a few researchers have been given attention to the 

judgements of ethical decisions from the consumer’s perspective. They tend to study it through 

cognitive models, to understand the ethical dilemma individuals face (Fukukawa, 2003) cited 

in (Carrington, Neville and Whitwell, 2014). According to Ingram et al., (2005), nearly all the 

ethical decision-making models (Ferrell and Gresham, 1985; Hunt and Vitell, 1986; Jones, 

1991; Trevino, 1986) were influenced by Rest’s. The model consists in four basic stages an 

individual experience to make an ethical decision: 1) recognition of the moral issue, 2) evaluate 

the situation with moral compass, 3) establish the intention to act ethically, and 4) act in 

accordance with the intention. 

 

By contrast, a more recent research, signal that one of the most prominent theoretical 

approaches to explain ethical behaviour in marketing is the General theory of Marketing by 

Hunt and Vitell, (1986, 2015). Initially, this model was developed to explain the ethical 

behaviour of marketing practitioners but more recently the model was developed to be applied 

to the study of ethical consumer behaviour (Carrington, Neville and Whitwell, 2010; Bray, 

Johns and Kilburn, 2011; Vitell and Hunt, 2015).  

 

The major contribution of this theory is the deontological and teleological evaluations to 

explain the individual decision-making within an ethical context. The deontological approach 

to ethical decision making is based on the relationship between duty and the morality of human 

actions. In the process, individuals evaluate the inherent rightness or wrongness of situations 

with various possible alternatives under a set of deontological norms. The norms can range 

from general believes (values: honesty, integrity etc., or rules: no cheating or stealing) to issue-

specific beliefs (about deceptive advertising or unfair trade). The teleological approach is based 

on the moral goodness in the consequences of one’s actions. In the process, the evaluations 

focus on how ethical the outcome of various alternatives can bring. In summary deontology 

evaluation rely on ethical norms whilst teleology on the perceived consequences of a certain 

behaviour. (De Pelsmacker and Janssens, 2007; Vitell and Hunt, 2015).  The revision of the H-

V model concludes that measured intentions can differ from real behaviour, however, 

behaviour does not necessarily differ from the internal behavioural intentions (Vitell and Hunt, 

2015). 
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On the other hand, Carrington, Neville and Whitwell (2010, p.142), posit that the Theory 

of Planned Behaviour (TPB) by Ajzen (1985) was one of the most testable attitudinal models 

for various researchers (Ajzen, 1991; Chatzidakis, Hibbert, & Smith, 2007; De Pelsmacker & 

Janssens, 2007; Vermeir & Verbeke, 2008) to analyse the ethically minded consumer.  This 

model proposed in a conceptual manner three determinant factors of intention: attitude towards 

the behaviour (the degree to which the behaviour is positively or negatively evaluated), 

subjective norm (the perceived social pressure to perform ethically) and perceived behavioural 

control (people’s perception of their ability of consumption). 

 

As stated by Carrington et al., (2014), these researchers utilized the TPB model as a 

conceptual framework to approach the complexity of the consumer buying behaviour with 

ethical implications by integrating various factors. To illustrate this, Shaw & Shiu (2002) and 

Shaw & Clarke (1999), cited in Carrington et al., (2014) employ the TBP as an initial 

framework to incorporate measures of ethical obligations and self-identity (internal ethical 

rules and particular behaviours). Chatzidakis et. al (2007), integrated the role of neutralization 

(moral dissonances) with the TBP to explore the people’s lack of commitment in ethical 

purchasing. De Pelsmacker & Janssens (2007), cited in Carrington et al., (2014) incorporate 

quality and quantity constructs into the model and personal values in Vermeir & Verbeke 

(2008) work. 

 

On the whole, all of the studies have made unique contributions (Caruana, Carrington 

and Chatzidakis, 2016) however, they follow the same reasoning: (1) beliefs determine 

attitudes, (2) attitudes lead to intentions and (3) intentions inform behaviour. Social norms and 

behavioural control also play a role to moderate intentions and behaviour (Carrington, Neville 

and Whitwell, 2010). 

 

Within this line of thinking, Fukukawa (2003), suggest that the consumer ethics studies 

have a reductionistic approach that impedes the comprehension of the ethical decision making 

in consumption. 

 

Moreover, some of the researchers have criticized these models because of the over 

simplistic assumptions, (Bray, Johns and Kilburn, 2011), (Caruana, Carrington and 

Chatzidakis, 2016), (Fukuyama 2003), cited in (Carrington, Neville and Whitwell, 2014), 

(Shaw and Clarke, 1999), unexplained consumer intentions, (Shaw and Shiu, 2002), (Shaw et 
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al., 2005), insufficient distinction between the attitudes-behaviour gap and the intentions-

behaviour gap, (Žnideršić et al., 2013) and lastly because it is “well documented that overall 

attitudes alone often do a poor job in explaining ethical buying behaviour” (De Pelsmacker and 

Janssens, 2007 p.364).  

 

In Addition to all these insights, several authors (Ajzen, Brown, & Carvajal, 2004; 

Bagozzi, 2000; Morwitz, Johnson, & Schmittlein, 1993; Young, DeSarbo, & Morwitz, 1998) 

cited in (Carrington, Neville and Whitwell, 2014) argued that the assumptions adopted in the 

models disregard a constructive overview of consumer behaviour that suggests purchasing 

intentions in most cases do not translate into actual purchasing behaviour; they fail to identify 

the gap. 

 

Given all the flaws found in the theoretical and attitudinal models, which make them 

ineffective to diagnose the attitude-behaviour gap, the authors conclude that novel approaches 

(Caruana, Carrington and Chatzidakis, 2016) with a host of  quantity and quality of information 

(De Pelsmacker and Janssens, 2007) is necessary for future research (Shaw et al., 2005) to 

further understand (Shaw and Shiu, 2002) and enhance methodological approaches to 

comprehend the consumer’s attitudes and behaviour (Fukukawa, 2003). 

 

In the light of the challenges and neglected areas in the marketing ethics field pertaining 

the consumer behaviour, this paper will attempt to take a holistic approach, to explore further 

factors that affect ethical behaviour in consumers hoping to make a critical contribution to 

future research. 

 

2.4 The attitude-behaviour gap 

It is undeniable that social and environmental issues are causing people to pay more 

attention to their behaviour who, nowadays, are becoming a more sensitized consumer 

(Wiederhold and Martinez, 2018) (Carrington, Zwick and Neville, 2016). Hence one could 

safely say that ethical consumerism is growing as several authors have suggested (Berry and 

McEachern, 2005; Davis, 2006; Nicholls, 2002; Webster, 2000) cited in (Bray, Johns and 

Kilburn, 2011) (Cosgrave and O’Dwyer, 2020) (Carrigan and De Pelsmacker, 2009) 

(Carrington, Zwick and Neville, 2016) (De Pelsmacker, Driesen and Rayp, 2005). 

Notwithstanding the consensus, the ethical consumer might have conflict in translating their 

sentiment of buying responsibly into the actual responsible purchase. In the literature, this 
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phenomenon is commonly known by the attitude-behaviour gap (Carrigan and Attalla, 2001; 

Carrigan and De Pelsmacker, 2009; Young et al., 2010; Bray, Johns and Kilburn, 2011; 

Carrington, Neville and Whitwell, 2010; Sudbury, Kohlbacher and Hofmeister, 2012; Žnideršić 

et al., 2013; Antonetti and Maklan, 2014; Caruana, Carrington and Chatzidakis, 2016; 

Wiederhold and Martinez, 2018; Kossmann and Gomez-Suarez, 2019; Cosgrave and O’Dwyer, 

2020) and was first identified by Roberts (1996) and Cone and Roper cited in Carrigan and 

Attalla (2001). To explain this gap, several studies (Young et al., 2010; Bray, Johns and 

Kilburn, 2011; Žnideršić et al., 2013; Antonetti and Maklan, 2014; Caruana, Carrington and 

Chatzidakis, 2016; Wiederhold and Martinez, 2018) applied the 3:30 syndrome which means 

that 30% of consumers claim to be ethical consumers when in fact only 3% reflect that in real 

practice. Given the manifested flexibility of consumers in ethical purchases other factors need 

to be considered.  

 

2.5 Factors affecting ethical consumption 

Various researchers have undertaken the task of studying different factors that influence 

consumer buying behaviour and purchasing decisions in an ethical context. However, it’s 

important to mention that there have been serious inconsistences amongst different authors 

regarding sociodemographic factors. For example, some studies have suggested that 

demographic variables (age, income, gender, education) can be a significant indicator that 

characterized ethical consumers (Rallapalli et al., 1994; Vitell and Muncy, 1992 cited in 

Ingram, Skinner and Taylor, 2005; Roberts 1996 cited in Sudbury, Kohlbacher and Hofmeister, 

2014). In consistent with this claim, several findings have revealed that women, who tend to be 

highly educated, are more sensitive to ethical issues and show a high social responsibility 

(Shrum, McCarty and Lowrey, 1995; Dickson, 2001 cited in De Pelsmacker, Driesen and Rayp, 

2005; Loureiro, McCluskey & Mittelhammer, 2002 cited in Sudbury, Kohlbacher and 

Hofmeister, 2014; Vitell and Hunt, 2015; Cosgrave and O’Dwyer, 2020). In opposition to this, 

several authors argue that gender does not have a significant influence in ethical buying 

behaviour (De Pelsmacker, Driesen and Rayp, 2005; Webb and Mohr, 1998; Kropp et al. 1999; 

Moosmayer and Fuljahn, 2010; Marhana et al., 2011; Vilela and Nelson, 2016 cited in Cosgrave 

and O’Dwyer, 2020). 

 

Another demographic factor that has been discussed and have contradictory opinions is 

age. Some studies claim that young consumers are more socially conscious and more 

sympathetic to social and environmental concerns disregarding their level of education and 
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income (Anderson and Cunningham, 1972 cited in De Pelsmacker, Driesen and Rayp, 2005; 

Peloza, White and Jingzhi, 2013; Eastman, Smalley and Warren, 2019). Conversely, some 

studies argue that environmental and social concern increased with age and influence the 

decisions towards more ethical buying behaviour (Carrigan, Szmigin and Wright, 2004; Chiu, 

2003 cited in Kumar and Mohd, 2016). 

 

Despite these findings, displaying different points of views concerning demographic 

factors, several authors have expressed doubts about their efficiency stating limitations (Nantel 

and Weeks, 1996; De Pelsmacker, Driesen and Rayp, 2005)  poor indicators (Sudbury, 

Kohlbacher and Hofmeister, 2014) and unremarkable links to mark a tendency and define and 

identify the ethical consumer (Kumar and Mohd, 2016) which in would only lead to confusing 

and irrelevant results (Kossmann and Gomez-Suarez, 2019). 

 

Up to this point, the literature has shown that simplistic approaches to a very broad range 

of ethical issues, which make decision-making process complex for consumers, is ineffective. 

Besides that, these approaches, fail to recognize the gap between intention and behaviour, an 

interval in which the individuals interact within environmental and social settings that can play 

a role in their decision making. Furthermore, it has demonstrated that some factors 

(demographic) show considerable inconsistencies which make them inapplicable to this study. 

 

Therefore, the study will rely in different empirical research, based on relevant factors, 

in order to have a clear understanding of what influences the ethical behaviour in consumers. 

 

2.6 Knowledgeable consumer  

Some argue that a fully informed customer will lead to a responsible purchasing decision 

Sproles, Geisfield & Badenhop (1976) cited in (Kuye and Bakare, 2021). This is supported by 

a more recent study (Vitell and Hunt, 2015) stating that well educated consumers can increase 

interest in ethical purchases.  

 

According to Rizkallah, (2012) knowledgeable consumers tend to have stronger 

intentions to use ethics and corporate social responsibility criteria on their purchasing decisions 

and willing to support and pay more for an environmentally or socially friendly brand. He also 

stated that lack of information from the firms can be a factor that impedes ethical consumption. 

In an extensive study by Mohr and Webb (2005), cited in Rizkallah, (2012) respondents 
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reported that it was difficult to take in mind the positive behaviour of the firms because they 

didn’t have enough information about their good practices. Having insufficient information 

about a company make consumers unsure about their practices and tend to avoid companies 

that receive bad press of unethical behaviour as it is more convenient than actively search for 

information. In addition, only a small group of consumers are willing to actively seek for 

information to learn what companies are doing and to practice responsible purchasing 

(Rizkallah, 2012). 

 

As reported by some authors, (Wagner et al., 2009; Sen et al., 2006 cited in Rodrigues 

and Borges, 2015; Eastman, Smalley and Warren, 2019) the exposure of consumers to the firm 

efforts on ethical and socially responsible activities can increase awareness and help to 

determine consumers’ beliefs about them and their general attitude towards the company 

practices. However, this could take time since consumers, at first, often appear unconvinced 

about such practices. 

 

Therefore, managers are encouraged to behave in an ethical manner because information 

about a firm's ethical behaviours is thought to influence product sales and consumers' image of 

the company (Mascarenas, 1995 cited in Folkes and Kamins, 1999). 

 

Kuye and Bakare (2021) questions the veracity of these statements, and in agreement 

with Carrigan and Attalla (2001), argued that consumers can be fully informed and yet have no 

reactions towards ethical or unethical firms. In Bray, Johns and Kilburn (2011) exploratory 

study, participants were sceptical about the goodwill of companies assuming that their ethical 

considerations are just a tactic to justify higher prices, boost their profits and gain competitive 

advantage. This expression on cynicism reflects a low level of knowledge and trust ingrained 

in the consumer mindset which, according to Papaoikonomou et al., (2010) cited in Wiederhold 

and Martinez, (2018), can result in the creation of stereotypes of ethical firms. 

 

Consumer’s attitudes might differ from one to another, on one hand, Havas Media (2007) 

cited in (Carrigan and De Pelsmacker, 2009) suggests that consumers are being ethically active 

and interested in being educated and getting information from companies and brands ethical 

practices. On the other hand, Wiederhold and Martinez (2018) opine those consumers are often 

confused and overwhelmed due to the copious information available in the public domain.  This 

last argument contrast Bray, Johns and Kilburn (2011) and Wiederhold and Martinez, (2018) 
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findings where the participants claimed having lack of information that can limit their ethical 

consumption. It is also important to point out that consumers express cynicism about 

corporations’ ethical claims.  

 

Despite the cynicism expressed by consumers, there is an increase of committed ethical 

consumers that use information as a guide to ethically purchase.  

 

2.7 The Influence of companies on the consumer 

Given the growing awareness of the consumers and the media coverage involved in social 

and environmental issues, there is an inherent responsibility of marketers to encourage ethical 

consumption and promote ethical values. According to Schlegelmilch & Öberseder (2010) cited 

in Kumar and Mohd (2016) to actively encourage ethical practices in organizations can enhance 

profits and attract customers. Some studies have reported positive consumer response towards 

socially responsible companies (Lämsä, Vehkaperä, Puttonen & Pesonen (2008) cited in Kumar 

and Mohd 2016) and cause-related marketing initiatives (Cosgrave and O’Dwyer, 2020). For 

instance, the toy company Lego has experienced a rise in UK sales due to its strong ethical 

marketing polices (Carrigan and De Pelsmacker, 2009). This demonstrate that consumers hold 

positive attitudes towards companies. However, this is not always the case, Chatzidakis, 

Hibbert and Smith (2007), had showed that customers not always reward responsible 

companies with purchasing. In their study, they explain that neutralisation is a technique which 

is commonly used by costumers to justify their decisions that go against the ethical standards 

(e.g., buying expensive products sold by ethical companies). Another recent study (Rizkallah, 

2012) found out that consumers were not willing to pay more even if they were informed of the 

company good practices. 

 

Some studies consider expectations to have a great impact in consumers decisions 

(Creyer, 1997) along with perceptions and behaviour based on own experiences, word-of-

mouth communications and secondary sources (Ingram, Skinner and Taylor, 2005). 

 

It’s important to understand the expectations consumers have on business ethical 

behaviour (Creyer 1997) and organizational performance (Zhang, Chatelain-Jardon, and 

Daniel, 2019) since it regards strong beliefs about what is ought to happen in certain situations.  

In Zhang, Chatelain-Jardon, and Daniel (2019) findings, consumer expectation and satisfaction 
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can be a result from past customers experiences and depending on the level of satisfaction or 

dissatisfaction an outcome future of purchasing behaviour occur.  

 

Past research has suggested that negative information about firms have more effect on 

consumers more than does positive information (Herr et al., 1991; Amine, 1996) cited in 

(Carrigan and Attalla, 2001) and unfair marketing can have a detrimental damage on firms’ 

reputation making consumers to choose products from other firms (Ozbek, Alniacik & Koc, 

2012) cited in (Kumar and Mohd, 2016). 

 

For instance, some consumers are induced to initiate boycotts to protest what they 

perceive to be unethical, and irresponsible corporate behaviour (Creyer, 1997; Folkes and 

Kamins, 1999) and manifest their values through boycotting corporations (Carrigan et al., 2004; 

Freestone & McGoldrick, 2008; Johnstone & Tan, 2014) cited in (Wiederhold and Martinez, 

2018). There is evidence that companies do suffer from boycotts by having a negative impact 

on sales (Miller and Sturdivant, 1977). For instance, Shell was estimated to have lost between 

20 percent and 50 per cent during the Brent Spar boycott (Klein, 2000 as cited in Carrigan and 

Attalla, 2001). Nestle boycott is said to have cost the form 40 million (Nelson-Horcher, 1984 

as cited in Carrigan and Attalla, 2001). Several renowned brands such as Coca Cola, Gap, 

Nestle, and Nike have first-hand experienced threat that negative perceptions can harm their 

sales, Adidas, Gap and Nike have been under attack for supply chain abuses (Carrigan and de 

Pelsmacker, 2009). 

 

Gelb (1995) as cited in (Carrigan and Attalla, 2001) argues the power of consumer 

boycott is increasing in the marketplace to aim certain countries, certain companies or certain 

products (Kuye and Bakare, 2021) in order to achieve some socially responsible outcomes. 

 

However, consumer loyalty is considered to be a strong reason in which consumers 

purchase behaviour could remain unaffected by ethical concerns. Bray et al., (2010) and 

Papaoikonomou et al., (2010) cited in Wiederhold and Martinez, (2018) believe that is highly 

unlikely that consumers committed to a brand or fixed to their usual shopping would move to 

an ethical one. Moreover, some authors entertain the idea that loyal customer can disregard 

(Wiederhold and Martinez, 2018) or even forgive (Ingram, Skinner and Taylor, 2005) negative 

information and bad practices about their favourite brands. Instead, they tend to believe in 

positive information and behaviour about corporations. This represents a problem, since 
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consumers select what to believe about their beloved brands creating a biased perception about 

what is ethical and what is not. 

 

This information may be combined in a variety of complex ways since consumer attitudes 

and behaviour towards firms’ practices are asymmetrical (Folkes and Kamins, 1999).  

 

2.8 The cost of ethics 

Price and quality prevail as the main drivers of purchasing decisions as a company in 

today's global competitive environment (Rizkallah, 2012). Some studies have shown in their 

findings that costumers perceived green or ethical products to be too expensive, (Carrigan and 

De Pelsmacker, 2009; Young et al., 2010; Sudbury Riley, Kohlbacher and Hofmeister, 2014; 

Kumar and Mohd, 2016; Wiederhold and Martinez, 2018; Cosgrave and O’Dwyer, 2020) and 

financial aspects are more valuable than ethics values (Bray, Johns and Kilburn, 2011; Martins, 

2018 ). Moreover, it is thought that ethical products fit more the upper-class society’s budget 

with higher education than those with modest budget (Wiederhold and Martinez, 2018). Within 

this reason Choi (2011) and Vanclay, et al. (2011) cited Vitell and Hunt, (2015) suggest that in 

order to encourage consumers to buy ethically, the product has to have similar in price to the 

non-green products. Moreover, the product must come from a brand with good reputation and 

require not effort to buy or use and be as good as the alternative (Carrigan and De Pelsmacker, 

2009). 

 

But then, some other studies reveal that there are consumers willing to pay higher prices 

(Creyer, 1997) for reasons like social justice and equality (Shaw et al., 2005), ethical food 

attributes organic, FT and low carbon emissions (De Pelsmacker, Driesen and Rayp, 2005; 

Kossmann and Gomez-Suarez, 2019). As Carrigan and De Pelsmacker, (2009 p. 675) said 

“those who are genuinely committed to ethical consumption will not lightly discard their ethical 

credentials”. 

 

Taking in consideration all the revised premises it is evident that price plays a serious 

factor in a customer purchase behaviour whether if it has ethical implications or not. (Cosgrave 

and O’Dwyer, 2020).  
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2.9 Consumer’s ethics behaviour  

Some authors argue that more and more consumers are committed to purchase products 

with ethical attributes (Žnideršić et al., 2013). They feel the moral obligation to behave 

correctly towards the environment and/or to society and express these values through ethical 

consumption and purchasing (Carrington, Neville and Whitwell, 2010). Some other authors 

include personal values (De Pelsmacker, Driesen and Rayp, 2005; Shaw et al., 2005; Seshadri 

and Broekemier, 2009) moral philosophies (Singhapakdi et al., 1999) and normative social 

factors (influence of peers, family, religion) (Bray, Johns and Kilburn, 2011) that can have an 

impact in their behaviours in the context of ethical consumption. 

 

  However, they also assert that other factors play a major role when consumers are in the 

process of making a purchase decision, such as price, quality and brand image (Carrigan and 

Attalla, 2001; De Pelsmacker, Driesen and Rayp, 2005; Rizkallah, 2012; Kumar and Mohd, 

2016; Martins, 2018; Eastman, Smalley and Warren, 2019; Cosgrave and O’Dwyer, 2020). 

 

Further studies, highlight that inertia (Wiederhold and Martinez, 2018) and locus of 

control (Bray, Johns and Kilburn, 2011) are considered to also have an impact on consumer 

behaviours. Consumers might find pointless changing their consumption habits since they 

believe it won’t make a striking difference and only those with power can. In contrast other 

consumers might feel their actions could cause a positive change on environment and society.  

 

Žnideršić et al., (2013), points out that, sometimes, consumers have frivolous reasons for 

not purchasing ethical products even though there had a genuine intention. Those reasons 

include insufficient amount of money to cover the transaction at the moment of the purchase, 

product on backorder, or attractive discount from competitors. 

 

Therefore (Carrigan & Attalla, 2001) cited in (Eastman, Smalley and Warren, 2019) 

conclude that consumers are not willing to be inconvenienced in order to support ethical firms 

as consumers are compelled more by different factors than ethics.  

 

Another reality stated by Carrigan & Attalla (2001) is that consumers won’t actively 

engage in ethical issues unless it directly affects them or sympathize with the issue. This attitude 

can induce the companies to act in two ways: 1) they can continue to carry ethical abuses with 
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no repercussions or negative impact on the consumer behaviour or, 2) they can encourage 

positive consumer behaviour towards their products with ethical attributes.  

 

Ethics in the marketing field has received significant attention from practitioners and 

academics but little research has been conducted on the buyer side. Several studies have 

reported an increasing interest on ethical issues and consequently a growth on ethical 

consumerism. Given the circumstances, some authors claim that business/marketers need to get 

more familiar with the consumers to understand the reasons for their consumption behaviour 

to develop the right marketing strategies. Also, they conclude that corporation carry the 

responsibility to encourage both employees and consumers to include ethics as part of their 

decision-making process. However, empirical evidence suggests that while consumers value 

the ethical consumerism and applaud firms’ ethical behaviour, the actual ethical consumption 

is less apparent. 
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3 Methodology 

 

3.1 Methodological approach 

This research study has attempted to investigate the relationship between ethical business 

behaviour and consumer behaviour. Hence, it primarily sought to answer the research question: 

To what extent consumers consider ethical practices of business to their purchasing decision 

making process?  

 

Following the recommendations of Bakkalbasi, Sundre, and Fulcher cited in Goertzen, 

(2017) pertaining the outcome and actions of the research, the study have defined a goal and 

an objective. The research aim of this study is to analyse the influence of ethical business on 

the purchase decision of the consumer. The following research objectives are formulated to 

facilitate the achievement of this aim:  

1. To analyse if purchasing intentions increase when a brand adopts good marketing 

practices. 

2. To evaluate if better informed consumers about companies’ ethical conduct translate 

into an ethical buying process. 

3. To analyse if price is a main factor that could prevent consumers from purchasing 

ethically. 

 

To help answering the research questions the following hypotheses were developed: 

H1: Accessing information about a company’s ethical behaviour can influence the purchasing 

decision of consumers. 

H2: Business ethics does have an influence on consumer purchasing decision 

H3: Price and quality can supersede ethical criteria in consumer purchase decision. 

 

3.2 Research design 

To develop and describe the decisions made on the research design, Saunders’ research 

onion technique was adopted. According to him the research process can be represented as an 

onion, with several layers of terminology that need to be approach before getting to the core of 

the data collection and analysis (Saunders, Lewis and Thornhill, 2019). 
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The method of the research was empirical with a positivist focus because the findings of 

the study were measurable and uninfluenced by human bias. The study tended to describe the 

phenomenon of the relationship of the consumer and the company within an ethical context 

with a strictly impartial interpretation of the researcher. Existing theories were used to develop 

the hypotheses so they could be tested and either accepted or rejected.  

 

Interpretivism wasn’t an accessible focus since the study didn’t seek personal point of 

views, thoughts, and ideas. Pragmatism was dismissed in order to prevent multiple method 

designs that could lead to a conflict in the way to interpret the study. 

 

The research approach is deductive, because the study concentrated on using the literature 

review to identify theories and ideas, that helped with the development and the evaluation of 

the hypotheses. As opposed to the inductive approach which involves collecting data to develop 

a theory based on the analysis of the data (Zefeiti and Mohamad, 2015). This study used a 

framework to developed hypotheses and testing them, therefore, it’s important to emphasise 

that it takes a deductive orientation.  According to Saunders et al., (2019), deductive research 

owns different important characteristics, one that is clearly identify in this study is the 

operationalisation of the concepts, which allows facts to be measured quantitatively. For 

example, in this study, one variable that needed to be measured was the consumer behaviour 

towards ethical business. For the purpose of this study ethical business is defined as business 

practices that are applied to minimise a negative impact on society and the environment. The 

characteristic of generalisation was also applied as the size sample is large enough to allow the 

study to make predictions and explanations.  

 

Robson (2002) cited in Zefeiti and Mohamad (2015) claims that quantitative design is 

suitable when the variables are being measured. Therefore, quantitative is the most appropriate 

method since the study was based on independent and dependent variables. It was also chosen 

to achieve the research goals and objectives; and to examine the influence of business on 

consumer behaviour in an ethical context.  

 

Quantitative research is most often associated with the deductive approach (Zefeiti and 

Mohamad, 2015) and survey research (Saunders, Lewis and Thornhill, 2019), therefore, this 

study used the survey strategy. Also, this survey was the preferred type of data collection 

because there was little or no observer subjectivity, low-cost design and provided with precise 
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results. Most importantly, this type of strategy helped the study to provide a numeric description 

of consumers attitudes towards business ethical behaviour. Furthermore, cross-sectional 

“snapshot” descriptive survey was considered as the best option for the current study because 

it was conducted over a short period of time which as from October 11th to January 10th.  

 

3.3 Justification of methodological approaches 

Plenty of studies (Boulstridge and Carrigan, 2000; Carrigan and Attalla, 2001; Belk, 

Devinney and Eckhardt, 2005; Rizkallah, 2012; Wiederhold and Martinez, 2018) have used 

qualitative design to explore the complexity of the consumer behaviour and to observe the 

interactions generated in peer discussions in order to gain insightful data. According to 

Carrington, Neville and Whitwell, (2014), prior research based on survey methodological 

approaches have failed to grasp the complexities of ethical consumption or expand the theory 

to be able to explain the phenomenon. Despite the convenience of the qualitative treatment, it 

was decided to adopt a quantitative approach for the following reasons: 

 

1. This study does not pursue to create a new theory in the ethical consumption topic. 

2. In order to gain useful data from a qualitative method it is necessary to conduct several 

in depth interviews or focus groups with demographically similar people, in this case it 

was needed ethically minded consumers.  

3. Most of these studies were trying to gain a deep understanding of the consumer attitude 

behaviour gap in which some cases it’s needed a more systematic approach such as the 

Ethnographic. 

4. The lack of time and resources to reach out the right target impeded the researcher to 

select qualitative approach. 

 

In addition to these reasons, there is also scepticism about the value of the consumer 

attitudes towards ethical issues since they can respond with answers that they believed are 

acceptable and even overstate their importance of ethical considerations in a purchasing 

context. 
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3.4 Survey design 

Technology these days, allows for customisation of surveys (Malhotra, 2015) and internet 

surveys are gaining popularity among many marketing researchers as it can be an efficient 

source to obtaining samples due to a fast delivery, low cost and no interviewer bias (Wilson, 

2019, p.159). Following that rationale, self-administered surveys via online were implemented 

in this study.  

 

The way of developing and conducting the online surveys was trough the web-based 

survey design Google Forms. The software features allowed the researcher to design the 

questionnaire free of charge.  

 

The questionnaire was design based on Wilson (2019) and Malhotra (2015) guidelines 

and recommendations. First and foremost, it was designed taking in consideration the 

hypotheses and the research question since it aimed at collecting information about consumer 

behaviour influenced by companies using ethical practices. The questions were the structured 

type with close-ended responses. It included straightforward instructions as to how approach 

and respond the questions. In respect of the questions wording, ordinary and unambiguous 

words were used for a clear understanding of what is being asked.  

 

In the questionnaire, the subjects were requested to show their level of agreement or 

disagreement with regards to specific statements about companies’ ethical behaviour. Realizing 

that a scale response format was the optimal choice, a 5-point Likert-like items based on a scale 

from “strongly agree” to a “strongly disagree” response was adopted. In addition, one ranking 

question response was designed. Therefore, the participants anonymously answer a set of 22 

attitudinal statements in a time lapse between three to five minutes. 

 

The following components were measured using the 23-item questionnaire as indicated below: 

1. Consumers’ awareness of the ethical conduct of the companies 

2. Purchasing intentions towards companies with ethical conduct 

3. The importance of a company ethical practices on consumer behaviour 

4. Costumer willingness to buy from ethical companies  
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3.5 Methods of data collection and data analysis 

The population of interest wished to examine were regular consumers, male and female 

between the ages of 18 and 45 years old. Further demographic profile of the participants like 

education, nationality and income was dismissed because according to the literature these kind 

of information does not provide remarkable indicators that could be relevant to the study. 

 

Considering that collecting data from every member of the target population is too big to 

handle and due to time and budget restrictions, sampling procedures were adopted in this study. 

A subgroup of the population was selected to represent the larger population. A sampling from 

a pool of willing respondents was identified on the internet. This sampling frame reduced 

considerably the rates of refusals and missing answers in the completion of the survey, 

moreover, it was seen as the appropriate way of saving time and money.  

 

Concerning the sampling techniques, Creswell (2009 p.148) recommends selecting the 

probability random sampling technique, because the results are highly likely to better represent 

the population with minimum sampling error. However, selecting this method involve dealing 

with a very large population with a substantial increase cost, time, and effort of the researcher. 

The difficulty of managing probability sample was the main reason to opt for non-probability 

convenience sampling technique. This type of sample can be conducted rapidly, significantly 

less costly, and with smaller sample sizes (Wilson, 2019). It also appeared to be the most 

appropriate method for this study since the respondents are chosen based on the most accessible 

members of the population.  

 

The process of gathering the data started on the 7th of December and ended on the 16th of 

December. The goal was to reach a sample of 100 participants, but the expectations were 

succeeded, and a total of 118 responses were collected. The participants were contacted via 

online through different social media channels and specialized platforms to collect subjects’ 

data. The participants were provided with a link to complete the self-administered questionnaire 

with clear instruction as to how to complete the survey. 

 

The level of non-response was non-existent since every question of the survey conducted 

online was configured as forced completion and to avoid abandonment rate, neutral answers 

(neither agree nor disagree) were given.  
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The Statistical Package for Social Sciences (SPSS) was used, with the guidance provided 

by the book SPSS Survival Manual by Pallant to analyse the data. First, a codebook was 

prepared using the excel program to define and label each of the variables (e.g., gender, age) 

and to assign numbers to each of the possible responses (e.g., Strongly agree = 5, Agree = 4, 

etc.). In this particular section negatively, worded questions were recoded (e.g., Strongly 

disagree = 5, Disagree = 4). Second, once the was survey was coded and assigned names to the 

variables, the data was entered in the SPSS software. Third, before starting the analysis the data 

set was checked for missing data and outliers. 

 

3.6 Ethical considerations 

As attested by Creswell (2009), researchers need to address any ethical dilemmas that 

might arise and compromise the research participants’ integrity. The present study took in 

consideration ethical guidelines to try to anticipate and tackle any ethical issue and gain the 

participants’ trust. First of all, the study ensure that the participants clearly understood the 

purpose of the research in order to prevent the violation of their rights. To establish trust and 

credibility, a design of a cover letter was created with a brief introduction of the research survey. 

An informed consent form was developed for the participants before engaging in the research. 

Within the consent form, the instructions of completing the survey and its duration were 

specified. It also acknowledged the protection of the participants’ rights during the data 

collection. Besides, the following elements were also included (Sarantakos, 2005 cited in 

Creswell 2009): 

• Identification of the researcher and supervisor 

• Identification of sponsoring institution 

• Guarantee of the confidentiality of the participant 

• Assurance that the participant can quit from the research study at any moment 

• Provision of contact information of the researcher and supervisor if questions arise 

• A declaration of consent from the participants 

 

Regarding the issues in data analysis and interpretation, the study protected the 

anonymity of the respondents by disregarding their names. The data once analysed was reported 

accurately and then discarded in order to avoid from being misused from other researchers.  
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During the writing and dissemination of the research report, neutral language was used 

to prevent bias against people of certain gender, ethnicity, religion, age, or disability that could 

compromise their integrity and dignity.  

 

4 Results  

 

The results of the analysis presented below allowed to answer the research question of 

this study. Descriptive statistical analysis of the data was done using Statistical Package for 

Social Sciences (SPSS) to summarise the characteristics of the sample. For this procedure, 

categorical and continuous variables were used. For the inferential statistics the technique 

chosen to test the hypotheses H1 and H2 was Pearson Correlation. For the hypothesis H3 

Regression Analysis, which includes Coefficients of Correlation and ANOVA was used. For 

this procedure one dependent and independent variables were used. Preliminary analyses were 

performed ensures no violation of the assumptions of normality and linearity.  

 

4.1 Descriptive Statistics 

In the Tables 1 and 2 the variables are categorical, hence, the procedure for obtaining 

descriptive statistics was by using Frequencies (Pallant, 2020). 

 

From the output shown in the Table 1, it is known that there are 45 males (38.1%) and 73 

females (61.9%) in the sample, giving a total of 118 respondents. Whilst in Table 2, show the 

variable age with information of the 118 respondents and those who are between the ages of 20 

to 45 are predominant in the sample. 

 

Table 1. Descriptive Statistics of Gender 

 Frequency Percent Valid Percent 

Cumulative     

Percent 

Valid 1 Male 45 38.1 38.1 38.1 

2 Female 73 61.9 61.9 100.0 

Total 118 100.0 100.0  
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Table 2. Descriptive Statistics of Age 

 
Frequency Percent Valid Percent 

Cumulative    

Percent 

Valid 1 Under 20 years 4 3.4 3.4 3.4 

2 20-30 years 75 63.6 63.6 66.9 

3 31-45 years 38 32.2 32.2 99.2 

4 More than 45 years 1 .8 .8 100.0 

Total 118 100.0 100.0  

 

In the output presented in Table 3 the information requested for the continuous variable 

(Total Attitudinal Statements) is summarized. The dispersion of the data shows a standard 

deviation of 9.57 with a mean of 77.36.  

 

The Table 3. Descriptive Statistics of Total Attitudinal Statements variable. 

 

N Min. Max. Mean Std. Deviation Skewness Kurtosis 

Statistic Statistic Statistic Statistic Statistic 

  Statistic         

Std. Error      Statistic Std. Error 

   Total Attitudinal             

Statements 

118 52.00 98.00 77.36 9.57    -.48 .22         .19   .44 

    Valid N (list-

wise) 

118 
        

 

To describe better the Skewness and Kurtosis values, the Figure 1 is used. The Skewness 

value indicates that the symmetry of the distribution is slightly negative. Kurtosis on the other 

hand, shows values which indicate that the distribution is peaked, but not clustered in the centre 

and has a long tail on the left side of the graph. 
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Figure 1. Histogram of Total Attitudinal Statements 

 

The following table gives the results of the normality of the distribution of scores, using 

the Kolmogorov-Smirnov statistic. The significant value (.066) indicates that the distribution 

of the scores is reasonably normal. 

 

Table 4. Test of Normality 
 

 

Kolmogorov-Smirnova Shapiro-Wilk 

Statistic df Sig. Statistic df Sig. 

Total Attitudinal 

Statements 

.08 118 .07 .98 118 .05 

a. Lilliefors Significance Correction 

 

 

To calculate reliability and internal consistency of the scale, Cronbach’s coefficient 

indicator was used in this study.  

 

According to DeVellis (2012) cited in Pallant (2020) above .7 Cronbach’s alpha 

coefficient of a scale is preferred. In the current the Cronbach’s alpha coefficient was .84, 

suggesting a very good internal consistency reliability for the scale of this sample (see Table 

5). 

 

Table 5. Reliability Statistics 

Cronbach's Alpha 

Cronbach's Alpha Based on 

Standardized Items N of Items 

.84 .84 22 
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Two outliers were detected in the data from genuine scores, however, since these outli-

ers are between the range of possible scores and do not extend more than 3 box lengths from 

the edge of the box, they were dropped (see Figure 2). 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2. Boxplot of Total Attitudinal Statements 

 

 

4.2 Hypothesis Test 

Three hypotheses were created based on the literature and previous research in order to 

help answering the research question. The main point is to try to reach a confirmation of such 

hypotheses: 

 

H1. Accessing information about a company’s ethical behaviour can influence the purchasing 

decision of consumers. 

H2. Business ethics does have an influence on consumer purchasing decision 

H3. Price and quality can supersede ethical criteria in consumer purchase decision. 

 

4.3 Assumptions for the Hypotheses H1 and H2 

In the Figure 3, it’s shown that all the data points are neatly arranged where a straight line 

could be draw with an upward trend. This indicates a quite strong and positive relationship 

between the variables in both cases. It also means that the scores on the X axis (Business Ethics, 

Access to Information) are with high scores of the Y axis (Consumer purchase decision).  
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Figure 3. Scatterplots 

 

Following the guidelines suggested by Cohen, 1988 cited in Pallant, 2020 the correlation 

coefficients whose magnitude are between .50 and 1.00 indicates that the variables are highly 

correlated. Therefore, the relationship of the variables shown in Table 6 are very strong (r = 

.92 & r = .88), suggesting the more ethical the business and the more access to information the 

more the influence on consumer purchase decision.  

 

The coefficient determination (r2) of one variable is .85, which shows that business ethics 

can explain 85% of the variation of consumer purchase decision, while 15% remained 

unexplained in other variables. In the same manner, the coefficient determination (r2) of the 

second variable is .77 shows that access to information can explain 77% of the variation of 

consumer purchase decision, whilst 23% remained unexplained in other variables. The strength 

of the correlation r = .92, n = 118, p<.001 and r = .88, n = 118, p<.001 translates into a statistical 

significance therefore, the null hypotheses are rejected. 

 

Table 6. Correlations 

 

Consumer 

purchase 

decision 

Business 

Ethics 

Access to 

Information 

Consumer purchase 

decision 

Pearson 

Correlation 

1 .92** .88** 

Sig. (2-tailed)  <.001 <.001 

N 118 118 118 

Business Ethics Pearson 

Correlation 

.92** 1 .74** 

Sig. (2-tailed) <.001  <.001 

N 118 118 118 
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Access to Information Pearson 

Correlation 

.88** .74** 1 

Sig. (2-tailed) <.001 <.001  

N 118 118 118 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

 

4.4 Assumptions for the Hypothesis H3 

The Normal Probability Plot (Figure 4) shows that the points lie in a reasonably straight 

diagonal line from bottom left to top right. This indicates that the data set is approximately 

normally distributed with no major deviations. In the Scatterplot (Figure 5) the residuals are 

roughly rectangularly distributed with most of the scores concentrated in the centre. There are 

a few outliers but are within the range (no more than 3.3 nor les that -3.3). 

 

 
Figure 4. Normal P-P Plot 
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Figure 5. Scatterplot 
 

 

In Table 7 the value R in the model (.10) indicates the relationship between the DV and 

IV variables. The Adjusted R Square is .10, this stipulate that only 10% of the variance in 

consumer purchase decision was accounted for by factors impeding ethical consumption. while 

90% unexplained is a result of variation in other variables not specified in the regression. 

 

Table 7. Model Summaryb 

Model R R Square Adjusted R Square 

Std. Error of the Esti-

mate 

1 .32a .10 .10 8.88 

a. Predictors: (Constant), Factors Impeding Ethical Consumption                                        

b. Dependent Variable: Consumer purchase decision 

 

The following table shows that explanatory variables together predict the criterion 

variable and that there is a significant relationship between them R2 = .01, F (1,116) = 13.39, p 

< .001). This table also reveal that the model reached statistical significance (Sig. = <.001; this 

means that p < .0001). Therefore, the null hypothesis is rejected, which means that price and 

quality can supersede ethical criteria in consumer purchase decision. 

Table 8. ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 1055.85 1 1055.85 13.39 <.001b 

Residual 9148.90 116 78.87   

Total 10204.75 117    
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a. Dependent Variable: Consumer purchase decision 

b. Predictors: (Constant), Factors Impeding Ethical Consumption 

 

The variable in the model contributed to certain level to the prediction of the dependent 

variable ( = .32, p =<.001, 95% CI = .57 – 1.91). Since the significant value is less than .05, 

it’s safe to say that it made a unique contribution of 10% to the prediction of consumer purchase 

decision variable and the direction of the influence is positive (See Table 9). 

 

Table 9. Coefficients 

  

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

95.0% Confidence 

Interval for B Correlations 

 

B 

Std. 

Error Beta 

Lower 

Bound 

Upper 

Bound 

Zero-

order Partial Part 

 

1 (Constant) 61.10 4.52  13.53 <.001 52.15 70.04     

Factors Impeding 

Ethical Consumption 

1.24 .34 .32 3.66 <.001 .57 1.91 .32 .32 .32  

a. Dependent Variable: Consumer purchase decision 
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5 Discussion 

 

The purpose of this study was to analyse the impact that ethical practices in business have 

on the purchase decisions of the consumer and to measure to what extend consumers support 

ethical companies.  In the current study, three hypotheses were tested of which all of them 

revealed a significant positive relationship and were supported. The results of the H1 indicated 

that the availability of information to the consumers has an influence on their purchasing 

decisions. This outcome did not support Wiederhold and Martinez (2018) findings since they 

encounter scepticism and cynicism from the respondents about the legitimacy of the 

information that companies display. This is in complete agreement De Pelsmacker and Janssens 

(2007) who speculated that it’s not just about accessing information, consumers also seek for 

credible and reliable information in order to encourage ethical purchase behaviour. The express 

of cynicism can come from having insufficient information about a company which was 

considered in this study. Consumers hesitate to buy a product if there is limited or little 

information available. It is crucial for companies to disclose legitimate and reliable information 

about their products or services so consumers can practice a responsible purchasing. They can 

be more empowered and informed than ever before and evidently can exercise this power. 

Afterwards, the hypothesis H2 conveyed that business ethics affects consumer purchase 

decisions and corroborates the consumer positive attitude towards companies embracing ethical 

practices. The results of the H2 didn’t match with previous findings that failed to suggest 

consumers are willing to support socially responsible and ethical companies (Rodrigues and 

Borges, 2015). However, it’s in good agreement with another study that suggest consumers are 

willing to purchase a brand form a company with good practices (Rizkallah, 2012). This result 

also has a similarity with Kuye and Bakare (2021), since their findings prove that business 

ethics can affect the decision consumers make when shopping goods. Interestingly, their 

hypothesis was rejected, as they claim there was no relationship between business ethics and 

consumer purchasing behaviour. Company managers should operate or continue to operate 

ethically to make a better impact on consumers.  

In the H3, concerns about price and quality were found to be important factors that 

prevent ethical consumption. The result of this hypothesis concurs favourably with (Bray et al., 

2011; Carrigan and Attalla, 2001; Rizkallah, 2012; Wiederhold and Martinez, 2018), price and 

quality are a barrier against ethical buying practices. As price and quality were crucial factors 

influencing purchase decisions. Businesses in today's global competitive environment should 
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maintain their commitment to quality and reasonable prices while incorporating into their 

strategic planning to gain ethical consumers. 

 

5.1 Limitations 

This study has some limitations, around 90 per cent of the respondents were in the 

academic environment, however, there’s a high confidence they have made purchasing 

decisions. The sample size of the study might not be appropriate due to limited time and budget, 

this could mean an increase of the sampling error. According to the authors, in studies involving 

ethical issues, attitudes, and intentions, people respond with answers they believe are socially 

acceptable, exaggerating the importance of ethical considerations in their purchasing behaviour 

(Carrington et al., 2010). This can bias the responses and compromise a reasonably accurate 

representation of the target population of this study.  

The aim of the data analysis was to explore the strength of relationships between the 

variables given the research question and the nature of the data. The most suitable statistical 

technique for this task was Regression Analysis and Pearson Correlation. However, the results 

of the data analysed are rather optimistic, and it could be due to a couple of reasons. For 

instance, the convenience method and the author’s judgement of selecting the sample that could 

diminish the holistic and truly accurate picture of the population. Besides, the respondents 

might not have been willing to report their attitudes accurately. 

 

The study of ethics in the consumerism context is a rather broaden and complex subject 

that can be approach from different angles. There are different perceptions of what’s ethical 

amongst marketers and consumers across the globe. When they face an ethical dilemma in the 

workplace or in the marketplace there would be inconsistency due to different personalities and 

understanding of the concept. Having said that consumers can formulate a responsible purchase 

in different ways and making decisions based on what they perceived to be ethical. This is a 

potential problem in this study sine all participants, coming from different backgrounds gave 

responses based on their individual beliefs of what it’s considered to be ethical in business. 

 

Moreover, understanding the challenges to ethical consumption is complex and limited, 

many academics and practitioners have attempted to understand the attitude-behaviour gap with 

an unsuccessful outcome. Due to the methodological nature of the study, the underlying me-

chanics of attitude behaviour gap in the consumer behaviour couldn’t be explored. Therefore, 
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it should be noted that the results of this study only indicate the consumers ethical intentions. 

Given these reasons, it is highly advisable for future research to embark into deep qualitative 

research with an ethnography methodology to capture the complexity of purchasing intentions 

and shopping practices in the ethical consumption context. It is therefore necessary the devel-

opment of new model measures that can grasp a holistic approach to this phenomenon.  

 

The current study sought to support previous studies that found positive consumer atti-

tudes toward companies that fully recognize their social and ethical responsibilities. The find-

ings offer marketing professionals a few insights into the factors that influence consumer pur-

chasing decisions. Even though it is evident that this study provides just enough information 

on the consumer ethics topic, it also demonstrates its relevance by serving as a reference point 

for future extensive research.  

Overall, it becomes clear that the findings of this study should encourage the ethical 

practices in business to take action in order to have a deeper impact on the consumer purchas-

ing decisions.  

 

6 Conclusions 

It is widely acknowledged that the modern consumer is more sophisticated and well 

informed about the products and services a business can offer. In response, many companies 

have put in a lot of effort to comply with the ethical consumer since it is well documented that 

consumer respond positively to socially responsible companies. Since the buyer side has been 

neglected by the academics, this study takes an approach pertaining the role in the marketing 

field. 

This study shows that consumers take in mind the ethical practices of the companies when 

making a purchasing decision. The availability of the companies’ information also has an 

influence in the consumers purchasing decisions. However, price and quality were found to be 

important factors that prevent ethical consumption. 

Considering the hypotheses, there is a quite strong and positive relationship between 

business ethics and consumer purchase decision, also positive relationship between access to 

information and consumer purchase decision. The factors impeding ethical consumption also 

affect the consumer purchase decision. 
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As a result of the study's findings, it is generally concluded that if an organization behaves 

ethically, it will have a significant impact on consumer purchasing decisions. 

The main findings of the research suggest the following:  

• It is crucial for companies to disclose legitimate and reliable information about their 

products or services so consumers can practice a responsible purchasing. 

 

• Company managers should operate or continue to operate ethically to make a better 

impact on consumers. 

 

• Businesses in today's global competitive environment should maintain their 

commitment to quality and reasonable prices while incorporating into their strategic 

planning to gain ethical consumers. 

 

• To capture the complexities of purchasing intentions and shopping practices in the 

ethical consumption context, future research should conduct deep qualitative research 

using an ethnography methodology. 
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8 Appendix 

8.1 Appendix 1: research questionnaire  

 

8.2 Introduction 

My name is Tania Valdez and I’m a current student at Dublin Business School pursuing my 

master’s degree in Digital Marketing. To successfully complete my course, I’m conducting a 

research study on the influence of business ethics on the consumer’s purchasing behaviour. The 

survey is designed to obtain important insights about what motivates consumers to purchase 

ethically and if companies play an important role in the decision-making process. The objective 

of this study is to analyse the patterns in consumer behaviour when ethical practices in business 

are adopted.  

 

Thank you for your support! 

 

8.3 Consent Form 

You are being asked to participate in a research study on the influence of business ethics in the 

consumer’s behaviour.  The research study is being conducted by Tania Valdez under the 

supervision of John Staunton and approved by the Research Ethics Committee in affiliation 

with Dublin Business School.  

 

In this study, you will be asked to answer a series of questions to gather the sufficient 

information to achieve the purpose of the research.   

 

The survey typically takes 3 to 5 minutes to complete. 

 

You may decide to stop being a part of the research study at any time without explanation 

required from you. You have the right to ask that any data you have supplied to that point be 

withdrawn / destroyed.  You have the right to omit or refuse to answer or respond to any 

question that is asked of you. 
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 You have the right to have your questions about the procedures answered (unless answering 

these questions would interfere with the study’s outcome.  A full de-briefing will be given after 

the study).  

 

If you have any questions as a result of reading this information sheet, you should ask the 

researcher before the study begins via email: 10558222@mydbs.ie 

 

The collected data is completely anonymous and for academic purposes only.  

 

For further information, I or John Staunton will be glad to answer your questions about this 

study at any time. You may contact my supervisor at john.staunton@dbs.ie. 

 

I declare I read through the consent form above and accept to share my information with the 

researcher 

Yes 

No 

8.4 Questionnaire 

1. What is your age? 

Under 20 

20-30 

31-45 

45 + 

 

2. What gender do you identify as? 

Female 

Male 

Prefer not to say 

Other 

 

For each of the following statements please tell me if you strongly agree, agree, neither agree 

or disagree or strongly disagree. 

 

3. I consider business ethical practices in my purchasing decisions 
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Strongly agree 

Agree 

Neither agree nor disagree 

Disagree 

Strongly Disagree 

4. Information about the company’s ethical practices helps me make better purchasing 

decisions 

Strongly agree 

Agree 

Neither agree nor disagree 

Disagree 

Strongly Disagree 

 

5. Before I purchase a certain brand, I investigate the ethical practices of the company 

Strongly agree 

Agree 

Neither agree nor disagree 

Disagree 

Strongly Disagree 

 

6. I hesitate to buy a product if there is limited or little information available about the company 

ethical practices 

Strongly agree 

Agree 

Neither agree nor disagree 

Disagree 

Strongly Disagree 

 

7. Negative information about a company ethical practices can influence my purchasing 

decisions 

Strongly agree 

Agree 

Neither agree nor disagree 

Disagree 
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Strongly Disagree 

 

8. If I find out that one of my favourite brand is conducting unethical practices I will stop 

buying from them 

Strongly agree 

Agree 

Neither agree nor disagree 

Disagree 

Strongly Disagree 

 

9. I have changed my behaviour on a brand after I have heard negative press on ethical issues 

Strongly agree 

Agree 

Neither agree nor disagree 

Disagree 

Strongly Disagree 

 

10. I have changed my behaviour on a brand after I have heard positive press on ethical issues 

Strongly agree 

Agree 

Neither agree nor disagree 

Disagree 

Strongly Disagree 

 

11. I believe that a company conducting ethical practices can have a positive purchasing impact 

on me 

Strongly agree 

Agree 

Neither agree nor disagree 

Disagree 

Strongly Disagree 

 

12. I would love to buy products of brands which follow fairness in their marketing practices 

Strongly agree 
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Agree 

Neither agree nor disagree 

Disagree 

Strongly Disagree 

 

13. I will not buy a product if the company that sells is behaving in an unethical way 

Strongly agree 

Agree 

Neither agree nor disagree 

Disagree 

Strongly Disagree 

 

14. I make every effort to buy products that comes from companies with ethical practices 

Strongly agree 

Agree 

Neither agree nor disagree 

Disagree 

Strongly Disagree 

 

15. I avoid buying products from companies that harm society 

Strongly agree 

Agree 

Neither agree nor disagree 

Disagree 

Strongly Disagree 

 

16. I avoid brands with questionable ethical practices 

Strongly agree 

Agree 

Neither agree nor disagree 

Disagree 

Strongly Disagree 
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17. I believe companies should make efforts to be more involved in social and environmental 

issues 

Strongly agree 

Agree 

Neither agree nor disagree 

Disagree 

Strongly Disagree 

 

18. I don’t care what the company is doing. My relationship is with the brand 

Strongly agree 

Agree 

Neither agree nor disagree 

Disagree 

Strongly Disagree 

 

19. When I have a favourite brand I buy from it regardless of what it’s doing 

Strongly agree 

Agree 

Neither agree nor disagree 

Disagree 

Strongly Disagree 

 

20. I would buy more products from companies with ethical conduct if prices were not beyond 

my expectations 

Strongly agree 

Agree 

Neither agree nor disagree 

Disagree 

Strongly Disagree 

 

21. I am more inclined to purchase “green” products even if they are more expensive 

Strongly agree 

Agree 

Neither agree nor disagree 
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Disagree 

Strongly Disagree 

 

22. I’m willing to reward ethical companies via positive purchasing behaviour regardless of 

the price 

Strongly agree 

Agree 

Neither agree nor disagree 

Disagree 

Strongly Disagree 

 

23. I’m willing to reward ethical companies via positive purchasing behaviour regardless of 

the quality 

Strongly agree 

Agree 

Neither agree nor disagree 

Disagree 

Strongly Disagree 

 

24. I’m afraid that I might be overcharged when buying a product with ethical attributes 

Strongly agree 

Agree 

Neither agree nor disagree 

Disagree 

Strongly Disagree 

 

 

 


