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Abstract 
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Thesis purpose: To understand the relationship between ethical approaches and purchase 
intention through the use of the Theory of Planned Behaviour, showing differences in attitudes, 
social norms, and perceived control. 
 
Methodology: Quantitative study using Structural Equation Model by the mean of an online 
survey. Measurements used are Ethical Minded Consumer Behaviour Scale (Sudbury-Riley 
and Kohlbacher, 2015), TPB (Ajzen, 2019), and Susceptibility to Inter-personal Influence 
(Bearden et al, 1989). 
 
Theoretical perspective: This research has focused on the impact of Ethicality on Intention to 
Purchase during price promotion periods with Theory of Planned Behaviour (Ajzen, 1991) as 
the mediator.  
 
Empirical data: This research was carried through primary data collected by online 
questionnaire. The main finding was the validation of a mediation relationship between 
Ethicality and Theory of Planned Behaviour (TPB) on the Intentions to purchase during price 
promotion periods.  
 
Conclusion: This research concluded that the more ethical a person is, the less likely they are 
to buy units during the price promotion periods due to their ethical concerns that make them 
reduce their consumption level. On top of this, the study displayed a clear validation that there 
is a mediation relationship between Ethicality, TPB and the intention to purchase during price 
promotion periods. The study also analysed the differences in behaviour between genders.  
 
Practical Implications: This study brings awareness on the need for literature to focus more 
on TPB relating to Ethicality, as it was found in our results that the more ethical a person is, 
the more their behaviour is affected by TPB.  
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I) Introduction background:  
 

The increase in ecological and social problems that global society is facing as a result of 

unsustainable development has led to consumers becoming mindful or more ethical in their 

consumption practises (Lim, 2017). The rise of awareness on ethical consumption not only is 

impacting the market practises but also the business environment as firms strive to improve 

their management in protecting not only the environment but also society in general (Oh & 

Yoon, 2014). These ‘ethical consumers’ lean in taking part in conscientious consumption that 

considers the wellbeing of health, society and natural environment depending on their personal 

and moral beliefs (Oh & Yoon, 2014). A study conducted among UK shoppers found that more 

than 33% of shoppers in the UK portrayed themselves as ‘ethical purchasers, yet Fair Trade 

lines accomplished only 1%-3% of their purchases (Cowe & Williams, 2000). The result of the 

survey according to Cowe and Williams (2000) reflected a ‘30:3 phenomenon’ in which 

roughly 30% of UK consumers claimed to care about being ethical yet only 3% of the purchases 

mirror the measures. This incident is termed as the ‘Ethical Purchasing Gap’ in which various 

authors have noted this matter in better understanding consumers (Carrington, Zwick & 

Neville, 2016 ).   

Following the trend and interest in the increasing topic of ethical consumers, this paper will 

focus on understanding the relationship between ethical approaches and purchase intention 

through the use of the Theory of Planned Behaviour, showing differences in attitudes, social 

norms, and perceived control. Hence, the findings of our quantitative survey intend to bring 

practical contributions to the literature in ethical approaches and purchase intention. The 

outlook of this paper will answer the gap described by Shaw et al. 2000, where they mentioned 

that in the future it is necessary to address the concerns of ethicality along with the TPB and 

purchase intentions through the use of a Structural Equation Model in which according to him 

would allow the identification of relationships between relevant variables, besides providing a 

sound structure for modelling. 
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II) Theoretical Review:  
 

a) Consumer Behaviour  
 

A consumer is the end-user of a product or a service, the one enjoying the benefits of the 

offer, whereas, the customer is the person undertaking the action of buying the product or 

service, these two actors may or may not be the same person (Nair, 2008). For example, when 

a parent buys clothes for their child, the parent is the customer, while the child is the consumer. 

However, both consumer and customer, are actors of one main concept: consumption. 

Consumption can be defined differently in many research fields, nonetheless, those definitions 

can be related to each other (Stern et al. 1997). On one hand, in the field of economics, 

consumption is the activity of spending money, time, or other resources on the acquisition of 

consumer goods and services (Samuelsonn & Nordhaus, 1989). On the other hand in sociology, 

consumption is seen as a way for individuals and households to spend their incomes while 

increasing their social status through their purchase (Campbell, 1987; Scitovsky, 1992). As a 

matter of fact, many authors developed their research on the social aspect of consumption and 

we will see in the Planned Behaviour Theory that it appears as fully immersed in the concept 

(Ajzen, 1991).  

Additionally, it is important to perceive consumption as a process, which takes the different 

actors (consumer and customer) through multiple steps such as acquisition, consumption and 

disposal of the product or service. For marketing to be effective, it is necessary to understand 

the full consumption process and how each actor plays a role. Notably, because marketers are 

being exposed to new types of customers as they change through time. As an example 

customers in the 20th century had different expectations, preferences, and loyalty levels 

compared to the customers from the 21st century. Not only these aspects of consumption have 

shifted, but also others, and this is why marketers need to stay afloat with the new customers 

(Nair, 2008).  

Furthermore, from acknowledging consumers and the consumption process, one needs to 

understand how this translates into consumer behaviours. Consumer behaviour is a dedicated 

field of study, which focuses on how individuals are making their decisions about the spending 

of their available resources (which can be time, money, and also effort). The consumer 

behaviour field of research is mostly focused on multiple aspects of the purchasing activity of 

the consumer: who, where, when, how, why and how often a customer buys a product or a 
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service. These questions lead to the need for the customer to decide on the products or services 

to buy and how it comes to that decision (Nair, 2018). To grasp the full concept, it is important 

to consider all activities from acquiring, as well as consuming and disposing of the products 

and services as part of the consumer behaviour (Engel et al. 1995). Therefore, one important 

concept to develop for this particular paper, is the decision making process and its importance 

in the framework of consumer behaviour.  

The decision-making process takes place at the acquisition stage of the product or service 

in the consumer behaviour. Although the decision-making process is a building block of 

consumer behaviour, one main difference can be noticed. The process of decision making 

focuses more on the explanation of factors, reasons and actors for a particular decision, while 

the consumer behaviour area of expertise focuses more on the “facts” of the consumer’s 

purchasing behaviour (Nair, 2018). Making a decision is a process that all consumers have to 

go through, it is used for each purchase. However, depending on the purchase, if it is of high 

or low involvement, the consumer might go through the decision-making process slower or 

faster. Some steps might even be consciously forgotten especially when the individual has 

habits of repeated purchase. While not only the involvement counts, the experience of a 

customer can have an impact on the way he/she approaches the decision-making process. In 

fact, Greitzer et al. (2010) demonstrated that there is a difference between experienced 

consumers, on one hand, who tend towards subconscious processing of information and a non-

interpretation of the cues given as well as a non-evaluation of possible alternative options. 

While on the other hand, less experienced consumers will focus on a more rule-based approach 

for the evaluation of the options and they systematically process the information collected. 

The following figure shows the different stages in consumer decision-making which has been 

developed similarly by multiple authors (Solomon et al. 2006; Kotler & Keller, 2009).  
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Figure 1: Decision-making process (Solomon et al. 2006) 

The problem recognition is the stage at which the consumer feels or recognises that 

there is a gap between her/his actual state referred to as the status quo and an ideal or wanted 

state which is the new status quo once the change has occurred. A need that is not yet fulfilled 

is recognised by the individual (Hoyer, MacInnis, 2010). The needs recognised can be of 

various forms, like biogenic (physiological/physical) or psychogenic (mental) and can be 

brought by both external or internal stimuli (Kotler & Keller, 2017). In fact, Maslow developed 

the theory of the Hierarchy of Needs that presents different layers of needs (see figure 2). The 

first layers represent the basic needs that necessitate being met before the individual moves up 

to more complex needs. For example, ethical consumption could be placed within the Social 

needs, Esteem needs and the Self-actualization needs. This could be explained by the fact that 

by consuming ethically, an individual would receive higher self-esteem along with higher 

status from others and could enter certain social groups by consuming the comparable types of 

products. The importance of the social aspect will be later developed further into the Theory 

of Planned Behaviour part. Finally, it has been shown that having strong moral/ethical 

standards as well as being concerned by the welfare of humanity are two traits needed to 

acquire the self-actualization needs stage (Maslow, 1954). Later, these needs developed by 

Maslow, transform into motives which will push the individual to act towards the satisfaction 

of the need (Kotler & Keller, 2017). By taking actions to satisfy the needs, the individual will 

follow the rest of the decision making process. 
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Figure 2: Maslow's hierarchy of 5 needs (source: Kotler & Keller (2006). Marketing management 

(12th edition), New Jersey, Pearson Prentice Hall, p. 185) 

The second step of the decision-making process is the information search; this is when 

the consumer researches details about the product’s features, determinants, motives and 

outcomes. When wanting to find information, individuals can look internally stored 

information from previous decision processes needing similar information that recalls from 

memory. For example, while looking for a coffee brand, the individual recalls the last 

Nespresso advertisement with important information about the product. Or, the individual can 

also look for information from external sources, like friends, family, physical environment, 

magazines, advertisements (Bettman, 1979). For example, asking questions to friends and 

family, or looking up what the social group he/she wants to be part of does. This step is vital 

as depending on the information collected; the individual will store multiple alternatives to be 

evaluated further in the third step of the decision-making process. For Silverman, Bachann, & 

Akharas (2001) this is the step at which the individual gathers information on different options 

and takes the time to judge which one could have the better outcome compared to the need to 

satisfy, while other authors focus more on the judging time in the evaluation of alternatives 

step which follows.  

The evaluation of alternatives is the third step, which is characterised by the comparison 

of multiple offers the individual knows about to understand which one suits and satisfies her/his 

needs the best. Sternthal & Craig (1982) define this as the stage where the consumer, depending 

on their goals and motives, will define the criteria for evaluation of the alternatives available. 
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This stage is also when the importance of perceived risks comes up, as the individual compares 

products he/she tried in the past with eventual newer products.  

Once the individual has evaluated the alternatives, it is the moment to pick, and this 

choice often is based on the perceived risk against the benefits. However, as Dean et al. 

demonstrated, people not only evaluate alternatives only on costs and benefits, but positive and 

negative feelings generated can also have an impact (2008). When relating the product choice 

to the needs hierarchy, one can see that people only act according to the perceived benefits one 

can draw from an action; therefore, people relate to what beneficial outcome a product can 

bring them (Peter & Olson, 1996). The benefits drawn can be enjoyed either by the individual 

making the decision or by other external actors, though the positive consequences of the actions 

fall on the individual making the decision. For example, the study from Thorgersen (2007) 

found that attitudes towards organic food consumption are based primarily on the beliefs of the 

potential impact it can have such as a being better for the environment, a better taste, a healthier 

version. The recognition of the need implies an expected positive outcome where the individual 

sees himself in a more positive state once the need is satisfied; this becomes a motive of 

perceived benefit to act upon.  

Finally, the outcomes from the product choice can be positive or negative. The result 

of the behaviour is crucial as it will have an impact on the next purchases. An individual with 

a past positive experience will be likely to tend towards that same experience the next time, as 

trying something else can be perceived as a risk. In contrast, an individual with a negative 

experience might be more involved the next time and take a longer time to evaluate the 

alternative while displaying a higher level of stress of the risks involved in the decision. 

b) The Theory of Planned Behaviour 

The Theory of Planned Behaviour (TPB from now on) established by Ajzen in 1985 is, 

today, one of the most renowned models in the research focusing on how one can predict the 

social behaviour of humans as well as behavioural intentions through the consumer perspective 

(Ajzen, 2011; Azjen, 1991). This theory has been developed partly as an extension of the theory 

of reasoned action (Ajzen 1988, 1991). 

An intention is the conscious consideration an individual allows to a specific behaviour 

which they will perform or not depending on their level of intention (Ajzen, 1991). The 

intention can therefore be seen as the proximate antecedent of the behaviour, and this is the 
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reason why empirical works have shown a positive relationship between specific intentions 

and specific behaviours. The strength of the relationship described above is dependent on the 

type of behaviour and the time frame between the intention and the behaviour, a longer time 

frame would mean a lower likelihood of the actual conduct to happen.  

 An intention can be related to the hierarchy of needs and the problem recognition stage 

of the decision making process. It is essential for an intention to include motives and other 

factors which will influence the individual to actively pursue a particular behaviour (Becker-

Leifhold, 2018). Finally, as seen earlier, a person is more likely to pursue an action that is going 

to bring perceived benefits (Peter & Olson, 1996). Therefore, to encourage a particular 

behaviour some factors need to enter in the equation. As presented in the concept of The Theory 

of Planned Behaviour, intention is influenced by three main factors: “Attitude towards the 

behaviour”, “Subjective Perceived Norms” and “Perceived Behavioural Control (PBC)”. To 

understand better how individuals are affected by the TPB, the figure below retraces the 

relationships between TPB, intentions and behaviours.  

 
Figure 3: A schematic presentation of the theory of planned behaviour (Source: Ajzen and Fishbein, 2005, p. 
194). 

1) Attitudes  
 

Attitudes have long been studied in sociology and psychology. Ajzen (1991) defines 

attitudes as ‘‘the degree to which a person has a favourable or unfavourable evaluation or 

appraisal of the behaviour in question’’ (Ajzen 1991, p. 188). If one relates attitudes to the 
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decision-making process (Solomon et al. 2006; Kotler & Keller, 2009), we could argue that 

attitudes have an impact on the evaluation and the choice the consumer makes. This is backed 

by Ajzen and Fishbein (2005), which showed that attitudes are a crucial determinant of 

intentions, and consequently of behaviour, which affects the decision-making approach. 

Many studies have focused on explaining its components and how it is built. The description 

that came out is that an individual’s attitude (a) can be accounted as the sum of the salient 

beliefs (b) regarding the attributes of an object or an action which is multiplied with the 

evaluations (e) attached which are the values (Fishbein & Ajzen, 1975; Ajzen, 2001; Ajzen & 

Fishbein, 2008). Furthermore, authors have demonstrated that attitudes are composed both of 

cognitive (thinking) and affective (feelings) parts which affect the evaluation side of the 

attitudes equation, which in turn has an impact on the choice of behaviour (Ajzen & Driver, 

1991; Ajzen, 2001; Agarwal & Malhotra, 2005; Kim et al. 2007). 

An important approach to better understands the attitudes is the theory of Values 

developed by Schwartz (1992), within which the definition of Values can be found as “a 

desirable trans situational goal varying in importance, which serves as a guiding principle in 

life…”. These values can be perceived as motivators towards certain actions; further, Schwartz 

proposed a list of 10 that have been drawn from years of psychological research in various 

cultures globally. The list of values was developed as a means to link values to consumer 

behaviour. One advantage of looking at values to predict attitudes is that they are incredibly 

stable, it is challenging to change values, and therefore the predictions are more reliable over 

a more extended period (Krystallis et al. 2008). For example, in the case of ethical 

consumption, a study about the central values shared by such consumers could be interesting. 

Relating this concept to the decision-making process, values may shape consumer behaviour, 

but only if they have been activated before the start of the decision-making process (Aertsens 

et al. 2009). 

 

2) Perceived Subjective Norms  
 

As stated by East, Wright and Vanhuele (2008), subjective norms are an indication of 

an individual's beliefs on what others think or expect they should do. An individual’s subjective 

norms are often determined by one’s normative beliefs regardless of whether significant 

referents individuals approve or disapprove of the conduct, weighted by motivations to comply 

with those referents (Montano & Kasprzyk, 2015). According to Sheppard, Hartwick and 
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Warshaw (1988), SN is considered to be the weakest construct in the Theory of Planned 

Behaviour besides showing less significance in predicting an individual's intentions. 

Contrarily, Trafimow and Finlay (1996) believe that despite the impact of SN is not as big as 

compared to attitude, it still has an effect on an individual's intention and it relies on the context. 

Not only that, but evidence also has been found displaying that there are individuals who are 

heavily influenced by attitude, and there are individuals who are more impacted by SN 

(Trafimow & Finlay, 1996). Based on Jafarkarimi, Saadatdoost, Sim and Hee (2016), as social 

consensus can be induced from SN, it is expected that individuals engage less in unethical 

activities that they ought to have higher moral intensity. Olsen, Sijtsema and Hall (2010), 

gestate that moral attitude emerges when an individual knows that their actions can impact the 

well-being of others and that they feel a sense of responsibility for their actions and the 

consequences. Consequently, individuals seeking for opportunities to fulfil their moral 

obligation (e.g. buying fair trade products) however are less inclined to experience negative 

consequences whenever the opportunity to carry out their moral obligations do not arise as it 

does not violate one’s personal moral value (Dowd & Burke, 2013). 

 

3) Perceived Control 
 
Finally, the last part of TPB, “Perceived Control” refers to the individual’s ability to perform 

the said behaviour. From the Figure 3 presented above, it can be seen that actual behavioural 

control has an impact on the perceived behavioural control, this can be linked to the self-

efficacy concept developed by Bandura (1997) which shows the importance of judgements on 

the performance of an individual on a behaviour required to deal with prospective situations 

(Bandura, 1982) (Ajzen, 1991). On a more transparent note, it is looking at one’s belief that 

the behaviour in question is under his or her control, or the difficulty of the action, on the other 

hand, self-efficacy is a bit more on the confidence aspect of being able to carry the activity 

(Wallston, 2015). As an example, which fits this study perfectly, it was found in past research 

that due to a lack of availability (or the lack of awareness of the availability) of sustainable 

food products, intentions to buy remains low despite a display of positive attitudes towards the 

product (Vermeir and Verbeke, 2006 & 2008). This is an example of the availability or the 

awareness of sustainable products being a perceived behavioural control element of the TPB, 

and Sparks and Sheperd’s (1992) demonstrated this relationship. The individual feels as if the 

unavailability is out of his/her control and therefore, cannot pursue with his/her intentions to 

purchase. Also, in the context again of ethical consumption, a high price premium will play the 
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same role as counteracting positive attitudes (Sudbury-Riley, 2015) as the ability to afford 

higher-priced goods stays out of the control of an individual. 

 
c) Price Promotions on Consumer Behaviour 

 
To survive and be profitable, companies must communicate to the customer their product or 

service offerings (Jobber & Lancaster, 2006). Promotion is the act of influencing a consumer 

to purchase a product and can be defined as: “any communication used to inform, persuade, 

and/or remind people about an organisation’s or individual’s goods, services, image, ideas, 

community involvement, or impact on society” (Evans & Berman, 1997). From the definition, 

promotion is an activity of communication and refers to the communication line between the 

producer and the targeted consumer, where the producer tries to deliver a clear message about 

the product it offers. 

 

As Gedenk, Neslin and Ailawadi presented (2010), sales promotions are a tool for driving 

increases in sales (to retailers or consumers). This definition goes along with the one Kutler 

and Armstrong developed in 2010, which defines sales promotion as a set of different incentive 

short term solution tools (mostly) that are implemented to stimulate consumers and/or retailers 

to accelerate the purchasing process or to increase the turnover in sales. These effects are 

achieved through the multiple aims that sales promotion has: new customer 

attraction/acquisition, keep the existing customers for them not to switch brands, and finally 

dissuade customers who are close to acquiring competing products (Familmaleki et al. 2015). 

The retailer then has to choose, according to the aim of the campaign, the right tools of sales 

promotion from different possibilities: price promotion, advertising gifts, coupons, member 

card offers, free samples, instalments payments, extended warranty length. This research will 

focus only on direct behaviours induced by a decrease in price. Direct behaviours can be 

observed, such as quantities of units bought. A price reduction is generally implemented for a 

short period and aims to persuade the customer to purchase the product as a test or an attention 

catch for the customer to discover the product he would not have looked at in the first place 

(Blackwell et al. 2001). In many countries around the world, sales are highly regulated; 

therefore, retailers cannot undertake price promotions whenever they wish. For example, in 

Europe, all countries have to follow a strict calendar; consequently, two main periods of sales 

are known: the winter and summer sales. In France, for example, retailers are only allowed 
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four weeks at the time for price promotions periods (French Economy Government, 2020). On 

top of these two periods of price promotions, retailers also can take part in special days such 

as the Black Friday, the Cyber Monday and other special days relying on official 

authorisations; this is to protect all business against unfair price competition. 

 

In the United Kingdom, which is the focus of this research, the retail industry that is worth 

approximately £390 billion is regarded as one of the largest industries in the world with the 

most significant level of promotional activities (Euromonitor International, 2012; KPMG 

Annual Retail Survey, 2019). Notably, the UK also is among the pioneers in the retailing 

business on top of its pricing innovations (De Kervenoael et al. 2006, Kantar Retail, 2012). In 

the Black Friday 2018 Shopping Report by McKinsey (2018), the UK consumers recorded the 

highest number of Black Friday event awareness in the world with a score of 92%. The result 

clearly shows that the UK consumers enthusiasm for Black Friday is running high with steep 

discounts and ‘one-off’ promotions as top motivational factors for participating in the event 

(McKinsey, 2018). On average, the UK consumers are willing to budget between £200 to £300 

for their purchase during the Black Friday event (McKinsey, 2018). Additionally, the 

Christmas Season in the UK also has seen an increase in spending especially during Boxing 

Day which many researchers termed it as Christmas of Consumers with a climb of 

approximately 2.17% from £76.9 billion to £78.6 billion (Centre for Retail Research, 2019). 

The growth of sales figures in the UK both during Black Friday and Boxing Day are reflecting 

that the UK consumers are eager to spend big during the sales promotion season (McKinsey, 

2018). 

 

According to Magni, Martinez and Motiwala (2019), consumers are most likely to buy a 

product when they see that the price is reduced in which the feeling of buying something at a 

bargain price is sufficient enough to convince them to buy. Dickson and Sawyer (1990), states 

that “what is clear is that customers are incredibly heterogeneous regarding their attention and 

reaction to price and price promotion. Last year’s Black Friday 2019, saw a trend that UK 

consumers are deliberately staying away from participating in the event in their effort to 

safeguard the planet on top of being more ethical in their purchase decision (Felsted, 2019). 

Past years have seen a trend where consumers are more conscious in their consumption hence 

opting for more ethical products (Ethical Consumer Markets Report, 2018). In a series of 

experiments conducted, ethical consumers are willing to pay the premium price for ethical 

products (Trudel & Cotte, 2008). However, the same group of consumers also opt to buy 
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unethically made products when a steep discount is being offered  (Trudel & Cotte, 2008). 

Although consumers in the UK are eager to spend big during the promotional season, they are 

also now more conscious in their purchase decision taking into account the ethicality factor 

(Felsted, 2019). 

 

d) Ethicality in the Consumer Behaviour 
 

The ethical dimension often arises when one questions the basic principles that are 

deemed as acceptable in society. Abundant evidence recommends that thinking ethically about 

consumption has a developing resonance among Western consumers due to the efforts done by 

the founders of the British Ethical Consumer Magazine, Mary Rayner, Rob Harrison and Sarah 

Irving (Rayner et al. 2002). Through their writings, the authors introduced a new wave of  

“ethical consumerism” that emerged in various Western countries since the 1980s explaining 

the domination of the global free market and the consistent failures of government regulation 

regarding corporate activities (Rayner et al. 2002).  In these specific circumstances, citizens 

themselves have been brought into the role of watchdogs and regulators to issues pertaining to 

environmental sustainability, animal welfare and human rights (Rayner et al. 2002). Ethicality, 

as discussed by Henderson (1984), centres around the idea of general societal acceptability and 

desirability of actions and activities. Definition of ethical consumers, on the other hand, vary. 

However, most encircle around the idea of consumers that buy ethically produced goods or 

services which are not harmful to the environment and society. Ethical consumerism consists 

of three main elements which are environment, animal welfare and human rights (Tallontire, 

2001). According to Wheale and Hinton (2007), ethical consumers are often guided more by 

principles as compared to consequences regardless of the demographics sample. Two 

fundamental types of moral principles that guide ethical decisions are deontological and 

teleological (Awasthi & Singhal, 2014, page 34). The deontological code is when the 

judgement is made based one evaluating an action based on referring to higher moral duty or 

law in deciding if an action is right or wrong. Differently, teleological is when one decides 

whether the action is right or wrong based on a particular rule besides predicting the social 

consequences of the action taken (Crane & Matten, 2016). The term ‘green consumers’ on the 

other hand depicts the fact that this group of consumers buy products that have undergone eco-

friendly production processes which are also less harmful to the environment (Chan, 2008). 
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Contrarily, unethical consumers are consumers who behave unethically through their purchase 

activities as defined by Wikes (1978). 

 

1) Values as motivators to consume ethically 
 

A compelling connection has been established between values and consumer behaviours as this 

relationship is regarded as crucial in interpreting consumers’ choices of products. (Honkanen 

& Verplanken, 2004). Some researchers argue that values are a more effective means as 

compared to demographics in profiling and segmenting consumers (Boote, 1981). According 

to Nicholls (2002), there has been a move from a self-driven consumption to values-driven 

consumption in the past years, reflecting that consumers satisfy not only themselves but also 

others. De Pelsmacker et al. (2005) claimed that being ethical consumers includes sentiments 

towards the society in which these feelings are shown through their buying behaviours. 

Extensive research was done relating to ethical issues; however, the majority focuses on the 

business side of the purchaser; hence a scale concentrating on consumers values has been 

developed by Sudbury-Riley and Kohlbacher (2016). The ethically-minded consumer 

behaviour (EMCB) scale established is indeed useful for this paper as it provides the authors 

with a reliable instrument to evaluate consumers ethical values and their consumption 

behaviours. 

2) Socio-demographic factors (Age, Education level, Gender, Location) 
 

Several studies have found that demographic factors of consumers play a crucial role when 

making purchase decisions. In an experiment conducted, it is discovered that in general 

younger consumers tend to be more ethically conscious as compared to the older generation 

however younger consumers are more sensitive when it comes to the price factor (Anderson & 

Cunningham, 1972; Carrigan, Szmigin & Wright, 2004). On the other hand, there was no clear 

and satisfactory correlation observed between the education level and making ethical purchase 

decisions (Anderson & Cunningham, 1972). However, several authors through their research 

concluded that consumers that belong to relatively higher education level with high income 

and social status are prone to be more ethical in their buying behaviours (Carrigan & Attala, 

2001; De Pelsmacker et al. 2005). In relating ethicality with gender, various studies have 

examined potential contrast among males and females with many reported that females tend to 

exhibit a higher level of ethicality (Peterson, Rhoads & Vaught, 2001; Chonko & Hunt, 1985; 

Akaah, 1989). 
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Nonetheless, Dawson (1997) believes that whether there are differences in the ethical level 

between male and female depends on the specific situation or particular scenario. When 

differentiating ethicality between urban and rural consumers, it is believed that rural consumers 

are inclined to be more ethical in their purchase decision. Accordingly, an exploratory 

qualitative study conducted through 20 focus groups in England comparing residents in the 

urban and rural areas resulted in a higher number of rural people that prefer to buy locally 

produced goods in support of the environment and sustainable consumption (Megicks, Memery 

& Angell, 2012). 

3) Ethical consumers consume less 

The increased awareness among consumers of the environmental and social effect of their 

consumption has led to many people re-examining their buying choices (Shaw & Newhplm, 

2002). Sorell & Hendry (1994) through their article, suggested consumers go on voluntary 

simplicity by reducing their level of consumption to a more sustainable level. To live a more 

sustainable life by being ethical towards the environment and people surrounding, Jackson 

(2005) has put forward the idea of “double dividend’’. The author explained that “double 

dividend” is associated with sustainable consumption where one can have the ability to live 

better by consuming less in reducing the impact to the environment throughout the process 

(Jackson, 2005). Contrary to the Aristotelian concept of an insatiable desire for more where 

“the more we consume, the better off we are”, the double dividend idea proposed consumers 

to think ethically when making purchases. Recent years have seen the rise of conscious 

consumers where many of this group of consumers are opting for voluntary simplicity as one 

of their ways to contribute to the environment (Wong, 2019). Voluntary simplicity lifestyle or 

minimalism centres around the idea of a reduction in consumption as an alternative culture to 

the conspicuous consumerism (Mc Donald, Oates, Young & Hwang, 2006). Apart from being 

able to save money while reducing carbon footprint, voluntary simplicity lifestyle also has even 

inspired many to be less compulsive and to go on zero waste in their daily 

consumption (Cutcher, 2020). 
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III) Hypotheses development:  
 
Following the theoretical review paths that have been developed, the hypotheses for this 

research are presented below. These hypotheses will be analysed once the methodology and 

the research process are demonstrated.  

 

Due to the theory of Jackson (2005) which develops about the “double dividend” idea that 

ethical consumers follow more and more, and other authors such as Wong (2019), it was shown 

an increase in conscious consumers reducing their purchases in an attempt to be more ethical 

and sustainable. From this, we expect the Purchase Intention during price promotion periods 

to change depending on the level of Ethicality of each individual. 

• H1: Purchase Intention changes depending on the level of Ethicality 

  

Due to the description of the Theory of Planned Behaviour and characteristics of ethical 

individuals presented in the above chapter, we expect to find a positive relationship between 

Ethicality and the levels of Attitude, Perceived Norms and Perceived Control characteristic to 

each individual. 

• H2: The Attitude variable changes depending on the level of Ethicality 

• H3: The Perceived Norms variable changes depending on the level of Ethicality 

• H4: The Perceived Control variable changes depending on the level of Ethicality 

  

Finally, based on the theory of the Planned Behaviour (Ajzen, 1991), together with the view of 

Wong (2019) and Jackson (2005), we expect the impact of Ethicality on Purchase Intention 

during price reduction periods to be mediated by Attitude, Subjective Perceived Norms and 

Perceived Behavioural Control. 

• H5: The impact of Ethicality on Purchase Intention during price reduction periods is 

mediated by Attitudes  

• H6: The impact of Ethicality on Purchase Intention during price reduction periods is 

mediated by Perceived Subjective Norms  

• H7: The impact of Ethicality on Purchase Intention during price reduction periods is 

mediated by Perceived Control 
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IV) Methodology 
 

This chapter will present the research strategy, the data collection and further will explain the data 
analyses strategy as well as the evaluation of the paper’s validity, ethics and limitations of the methods. 
 

a) Research approach and strategy 

During their time at the University of Lund, the authors were both interested in ethicality 

and purchase intention factors. It was all-natural for them to take the first step and look at what 

has been done previously in the field of research. By looking up past work, they came upon 

multiple theories such as the Planned Behaviour Theory developed by Ajzen (1991) and the 

Ethically Minded Behaviour Scale developed by Sudbury-Riley and Kohlbacher (2015). Later, 

they decided to follow a deductive approach which allowed them to build hypotheses from the 

literature review. Deductive research development is an approach where the theory presented 

and derived brings on the logical conclusion; therefore, the conclusion can be true if the past 

theory (the premises) is true (Ketokivi & Mantere, 2010). 

The deductive approach allows for the verification or falsification of the past theories, 

following hypotheses testing, and this provides generalisation from specific cases (Saunders, 

Lewis, Thornhill & Bristow, 2019). Although the deductive approach is mainly found in natural 

sciences, the importance of a deductive approach for this research was noticed. The study, 

therefore, follows the six sequential steps necessary to undertake a deductive approach which 

has been demonstrated by Blaikie (2010). Each step relates to a specific chapter of the thesis: 

the hypotheses were built using the past theories in existing literature, and have been presented 

in the hypotheses development part (steps 1 and 2). The evaluation of the logicality of the 

arguments to develop further understanding is shown in the relevance of the research part and 

in the discussions chapter, which will come with the Findings (step 3). The testing of the 

hypotheses by using a proper means to data collection and valuable analysis of the results, this 

is done by using reviewed and verified quantitative measurements or scales, allowing strong 

reliability towards the measures used (step 4). Finally, steps 5 and 6, which are the acceptance 

or rejection of the hypotheses built on-premises; this will be presented within the results and 

discussions chapters. It could be concluded that by following each step, this deductive research 

gets more value and reliability. Finally, it is advised to use the highly structured 

methodology to facilitate replication and therefore to increase reliability, as well 

as operationalising the measures to be quantitative, reducing the problems to simpler 
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elements; and finally, generalisation needs to be possible from a deductive approach meaning 

the sample size has to be consistent (Saunders et al. 2019). By following this advice and 

characteristics of a deductive approach, the research strategy was developed. The below 

sections of the methodology chapter will further develop on each choice relating to the 

deductive approach needs and other considerations that had to be taken into account.  

 

b) Data sampling and collection methods 

In an attempt to focus on a sample that has been previously studied about consumer 

behaviour, ethicality and price promotion effects, the research focused on the United Kingdom 

only. Not only much past research was done about the UK, but also this country can be 

perceived as a thoroughly developed society, with highly consumerist habits and elevated 

living standards, which presented an excellent context for this study to take place. Moreover, 

as this study is undertaken in the context of an English speaking university degree, the United 

Kingdom offered an ideal population to run a study on. The UK offered a higher English 

language understanding which resulted in a higher response rate compared to potential other 

non-English speaking countries, where, most likely, only younger generations would have been 

able to answer the survey.  

           The research was spread through the employment of online means such as posts on 

Facebook consumer groups in the UK (second-hand goods, ethical consumer groups, Amazon 

fans etc…). In addition to the survey link being spread on consumer groups, the authors had 

the chance to work along with two Instagram micro-influencers from the UK. One is focused 

on more sustainable consumption; who is teaching her followers to reduce waste and 

consumption. While the other one is a typical influencer posting her consumption habits.  

The targeted population was of any age from 18 with no maximum; this permitted a high 

number of potential respondents with a lot of different habits. Nonetheless, the respondents all 

needed to be residents of the UK. There were no education levels or consumption habits 

targeted, as the study focused on any consumer to be able to compare between ethical and 

unethical. It is believed that the fact the target population was broad in terms of personas 

requirements, attracted many different profiles to answer, which provided a particular variety 

to this research, as well as an inclusive outlook to the results. 

The questionnaire used for this research is a structured questionnaire. The researchers 

used the Google Form platform, which allowed them to have the necessary Likert Scales 
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features while being free. This survey platform also dispenses the results of the questionnaire 

as a CVS file or an Excel sheet, ready to be cleaned and inputted in the data analysis software. 

The questionnaire was composed of 35 questions, which is mostly consisting of an affirmation 

and a Likert scale from 1 to 7. The questionnaire has been posted and available online from the 

1st of May 2020 to the 11th of May 2020. It took to respondents approximately 5 minutes to 

complete from beginning to end, this time included the reading of the instructions and ethical 

form. The authors kept the time required to answer the survey to the lowest possible to keep 

the attention of the respondents and make sure they replied most accurately.  

Boosting the number of respondents to the survey was done through the initiation of a random 

prize draw, where the respondents can win one of the 10 “£10” vouchers for Amazon.co.uk or 

choose to get the money cashed on their PayPal account. The prize draw was fully voluntary 

as it was an opt-in opportunity where the respondents entered their email addresses for the 

researchers to register them as part of the draw and communicate to them if they have won or 

not.  

c) The measurements used for the research 

The questionnaire structure was chosen to test multiple aspects of the ethical/unethical 

consumer behaviours in times of price promotion periods. As the researchers followed a 

quantitative methodology, every question was either related to a reviewed measurement 

developed in the past literature or was a continuous value allowing quantitative analysis. The 

survey that was used can be found in appendix. The table below displays the measurements, 

with their references, and what they were used for. A further explanation of each reviewed 

scale will be written further below. 
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Table 1: Measurements used for the research 
 

Question 
numbers  

Name of the scale / 
measurement  

What it measures  Reference 

1-4 Normal continuous 
variables 

The personal traits of a person that can 
have an influence on the results 

/  

5 - 14 Ethically Minded 
Consumer Behaviour 

Scale 

Measures a variety of consumers’ choices 
regarding environmental issues and 
corporate social responsibility. This 

measurement conceptualises the level at 
which a consumer is ethically minded.  

  
Sudbury-Riley 
and 
Kohlbacher 
(2015) 
  

15-26 Consumer 
Susceptibility to 

Interpersonal 
Influence 

Measures the need of a person to identify 
with someone else’s image in the opinion 
of significant others (social group) by the 

consumption of products and brands.   

 

Bearden et al. 
1989 

27 - 35 The Planned 
Behaviour Theory - 
Formative Research 

Model  

This model measures the attitudes 
(instrumental and experiential aspects), 

the perceived subjective norms (injunctive 
and descriptive aspects), the perceived 

behavioural control (capacity and 
autonomy aspects), the intention and past 

behaviour.   

 
 

Ajzen, I. 2019  

 

1) Ethically Minded Consumer Behaviour Scale - Sudbury-Riley and 

Kohlbacher (2015): 

Being able to measure ethicality correctly was the main challenge for this research 

project. Ethicality research can sometimes be a difficult task, as it relies on what the respondent 

affirms. However, actual behaviour is hardly checked, some biases can, therefore, happen 

during the data collection, as the person might want to look more ethical in a specific social 

context than they are in regular times. This idea was similarly brought up by Liebe et al. (2014), 

who exposed that any scale can face the possible issue of responses being lies, exaggerations, 

and/or misremembered actual behaviours. These issues put a light on the attitude-behaviour 

gap concept, which is partially explained through the Theory of Planned Behaviour, the 

concept describes a difference in the intended behaviour and the actual behaviour (Ajzen, 

1991). The attitude-behaviour gap is an issue faced until now in the scale development field 

for ethical consumption. This problem is because most instruments have been developed 

measuring attitudes, intentions, or are using hypothetical scenarios (Trudel & Cotte, 2008) 
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which, again, relates to the attitude-behaviour gap because they do not focus on actual 

behaviours (Carrington et al. 2014). However, the attitude-behaviour gap is not the main 

interest of the research, but it is a consideration to keep in mind for the validity of this research. 

On a more positive note, self-administration is seen as a way to keep a sense of privacy for the 

respondent, and this limits the above potential issues (Sudbury-Riley & Kohlbacher, 2015). 

Using self-administration gives this research the possibility to reduce the potential biases.  

Also, the research about the ethicality of individual consumers is only a new subject 

since the 1990s, and most past research has mostly focused on a business perspective 

(Schlegelmilch & Öberseder, 2010), which made it nearly impossible to find a suitable scale 

to measure consumer ethicality, apart from the Ethically Minded Consumer Behaviour Scale 

(EMCB from now on) developed by Sudbury-Riley and Kohlbacher in 2015. An important 

point was also to not just focus on the environmental issues, but also in other matters which 

make the complete ethicality spectre, such as human rights, justice and animal welfare among 

them because as displayed by O’Rourke (2011), ethical research tends to focus mostly on the 

environmental sustainability. This research allowed the authors to have a large spectre of 

behaviours focused on multiple aspects of ethicality.  

By using the EMCB as our ethicality scale, we added validity to our results as the scale 

is the only one comprising five distinct factors of ethical consumption (Sudbury-Riley & 

Kohlbacher, 2015). Three of the factors have been found and reviewed previously such as 

“CSR” and “Environmental” by Roberts (1993, 1995), while Webb et al. (2008) developed the 

“Recycling Items” as another factor. The EMCB developed two further factors. The first one 

is the “willingness to pay a price premium of ethical products”, sometimes presented as an 

issue factoring in the occurrence of attitude-behaviour gap (Loureiro et al. 2002).  The second 

one is the “behaviour of boycotting for ethical reasons” which highlights particular ethical 

consumers deciding to punish a firm that acts unethically contrary to unethical consumers 

generally rewarding ethical behaviour by purchasing (Carrigan & Attalla, 2001). Another way 

to understand Carrigan & Attalla (2001) is that genuinely ethical consumers expect the firm to 

act ethically and do not believe in rewarding them for expected normal behaviour.  

Finally, the EMCB scale displays higher validity than actual behaviours measurements 

through its ability to differentiate statistically between “members and nonmembers of an 

environmental group or cause” and “those who regularly donate to environmental charities and 

those who do not”. This capacity allows the authors to respond to the critics of Auger & 
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Devinney’s (2007), which was focusing on how can one relate to surveys answer to understand 

actual behaviours. However, the scale cannot be claimed to provide 100% validity about actual 

behaviours as no scale can do this. Nevertheless, this scale exhibits the possibility to segment 

the responses into segments of different behavioural clusters (Sudbury-Riley & Kohlbacher, 

2015). 

2) Consumer Susceptibility to Interpersonal Influence - Bearden et al. 

(1989): 

This survey constructed by Bearden et al. in 1989, is a tool to give an outlook on the 

influenceability of a person, which is a personal characteristic that differs between individuals. 

It is focused on displaying the need to identify with someone else’s image in the opinion of 

significant others by the consumption of products and/or brands. The measurement is 

constructed of twelve questions, all positively worded, using a Likert Scale from 1 to 7 (1 being 

"strongly disagree", and 7 being “strongly agree”). Through this measurement, two main 

dimensions are being tested. First of all, the normative dimension, which relates to meeting the 

social norms of the referral social group. The normative dimension acts as a pressure on the 

individual; this measurement looks at the individual's behavioural response to this pressure. 

The second dimension is the informational dimension, through which the individual gains 

information from others. The measurements look at the level of confidence and trust the 

individual encloses in other's capabilities to choose a behaviour, as well as how the individual 

uses and relies on others' knowledge. The score is then either calculated as two different scores 

or as an overall total representing susceptibility to interpersonal influence ranging from 12 to 

84. 

3) The Planned Behaviour Theory Formative Research Model - Ajzen 

(2019): 

As presented in the Theoretical Review chapter, the Theory of Planned Behaviour (Ajzen, 

1991) is one of the most renowned ways to understand how individual consumers behave 

depending on their intentions which are affected by three factors: Attitudes, Perceived 

Subjective Norms, Perceived Control. To include the theory as a measurement in our research, 

we have followed the Construction of Planned Behaviour Theory Questionnaire developed by 

Ajzen in 2019. The questionnaire construction contains two parts: the Formative Research and 
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the Pilot Questionnaire. As this research focused on a quantitative study, we have decided only 

to include the Formative part, as this allows the measurement of Attitudes’ instrumental and 

experiential aspects, Perceived Norm’s injunctive and descriptive aspects, Perceived 

Behavioural Control’s capacity and autonomy aspects and finally the intention and past 

behaviour. This measurement provided the authors with a valuable quantitative method 

because of the Likert Scale format.  

As shown earlier in the Theory of Planned Behaviour figure, multiple factors affect the actual 

behaviour. However, our research only focuses on the intentions to purchase during price 

promotion periods; therefore, the right-hand side of the figure where the attitude-behaviour gap 

happens is not relevant to our study. The right-hand side of this figure can be an opportunity 

for future research to focus on the actual behaviour during price promotion periods and 

therefore, use the Pilot Questionnaire from Ajzen (2019). While this questionnaire has the 

advantage of having been developed by the author behind the central concept of Planned 

Behaviour (Ajzen, 2019; Ajzen, 1991), it also has the disadvantage of being entirely new and 

consequently missing critical reviews of the validity and usage of the measurement. The 

authors have, nonetheless, decided to use this measurement as a way to test its use and 

potentially provide a review about the measurement. 

 

d) Data Analysis Strategy  

Data analysis is a process through which raw data becomes reliable with results that might 

or not be the ones researchers are looking for. To use high-quality data and provide valuable 

results to this research, the authors have undertaken a few steps to prepare the data and results. 

1) Data validation 

Data validation is the action to check that the respondents that have taken the time to answer 

the survey, are actually part of the targeted sample. To verify this, the research needs to have a 

clear population target. For this research, the target was any person living in the United 

Kingdom. Therefore, the first validation criteria was focused on the answer to:  

• Do you currently live in the United Kingdom or are you a British Citizen?  
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Whenever the answer to that question was a "yes", the survey response was validated and 

taken into account for results. 

The second validation criteria were based on the importance of the survey to be fully 

answered. Because the SEM model of analysis includes three variables, we had to make sure 

that the measurements for each were present and valid. Therefore, any responses which were 

not completed fully has been taken out of the survey for reliability concerns. 

Finally, our last validation criteria were to be over the age of 18 years. This comes from 

the fact that a person of less than 18 years of age is more unlikely to be the person doing 

shopping and choosing products regularly. Therefore, to increase the validity of results, the 

authors have decided to exclude any survey that was containing “less than 18 years old”. 

2) Data coding 

Data coding is the process by which the measurements are made relevant and valid for the 

model to be computed, by turning scales into a single score or by using dummy variables. 

For the measurement of Ethicality, the Ethically Minded Consumer Behaviour scale 

Sudbury-Riley and Kohlbacher (2015), the authors decided to use each individual’s average to 

the ten questions which make up the scale. This results allowed them to compute one single 

value for Ethicality, making the program a bit less complicated. 

For the measurement of Susceptibility to Interpersonal Influence from Bearden et al. 

(1989), which is composed of twelve questions, the authors established each individual’s sum 

relating to the scale’s questions. This system allowed them to compute on a single value, 

ranging from 0 up to 84. The higher the score, the more likely a person is to take into account 

their social groups’ norms and values into account when behaving. 

Finally, for the Theory of Planned Behaviour from Ajzen (1991), the researchers had to 

divide the theory into three separate models. Therefore, each model focused on one of these 

variables: attitudes, subjective perceived norms, and perceived control. The researchers used a 

final overall model to check the robustness of the three separate models. Each variable of the 

TPB was constructed of two questions; therefore, the researchers have determined the average 

of the two questions for each variable and inputted the average as the variable value. 
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3) Regression analysis in Stata as a Structural Equation Model (SEM)  

To compute the model analysis and test the hypotheses, the authors used the statistical 

software Stata because one of the them was formed in her previous studies on this particular 

program. To compute the analysis, we have decided to undertake a Structural Equation Model 

(SEM from now on). The SEM approach has developed more and more in the past twenty years 

and offers more analytical power. It is not only used for exploratory but also confirmatory and 

predictive analysis, and this provides the possibility for social sciences to computing indirectly 

observable concepts. SEM focuses on the presumed cause-effect assumptions which are being 

made about the reality (Westland, 2015). From the above description, the researchers 

recognised the opportunity for this research to use this method. 

In the aim of testing the hypotheses, the research will implement the Mediation Analysis 

through a Structural Equation Model (SEM). This statistical method allows the researchers to 

have a clearer understanding on the direct and indirect effect “Ethicality”, the independent 

variable, has on the “Purchase Intention during price promotion periods”, which is the 

dependent variable. 
The first action is to regress Y on X, to obtain the effect that Ethicality has on Purchase 

Intention, without taking into account the mediator, this will provide us with background base 

for the mediator, as no mediation can exist without a direct effect between the independent and 

the dependent variables. The graphical representation and the mathematical equation for this 

are as follows: 

 

 

 

 

Figure 4: Effect of X on Y 

Y =  β0 + β1X + e
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 Where e is the error term and Beta ( ) represents the coefficient, and it is interpreted 

as “1 unit change in X leads to  units change in Y”. At this point, to be able to proceed with 

the analysis,  it is necessary to make sure that the coefficient ( ) is statistically significant.  

We then continue by introducing the Mediator (M). In order for a variable to be 

considered as a Mediator, it must fulfil the condition under which the Mediator is affected by 

the independent variable (X). Therefore we obtain . 

 

 

 

 

Figure 5: Effect of X on M 

 

Once tested the statistical significance of , we proceed to identify the effect that the 

Mediator has on the dependent variable Y,  then we look at the effect of Y on X and M. The 

Direct effect of X on Y is given by , while the Indirect Effect of X on Y through the Mediator 

is given by  or by .  

The Indirect Effect is also known as Mediation Effect. 

 

  

 

Figure 6: Effect of X + M on Y 

 

 Finally, we can evaluate the statistical significance of the Mediation Effect, concluding 

whether there is no Mediation Effect, Partial Mediation or Full Mediation. Partial Mediation 

occurs when the effect of X on Y is still present, but in smaller magnitude, whilst the Full 

Mediation implies that X is no longer affecting the dependent variable. 

β
β

β1

β2

β2

β4

β2*β3 β1 − β4

M =  β0 + β2X + e

Y =  β0 + β4X + β3M + e
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e) Ethical aspects of the study  

When considering the ethical aspects of research, one looks at how the analysis has been 

carried out and if it can have impacted external individuals/companies etc. in anyways. It is 

essential to survey while respecting the respondents’ privacy, security (physical and mental), 

and free will. Therefore, an ethical form precedented the survey. The ethical form presented 

the rights of the respondents to abandon the questionnaire at any point if they wished to. Also, 

for privacy reasons, it was stated that the responses would be anonymous, and once used will 

be deleted. The aim and the use of the survey and the authors’ identities were given. 
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V) Findings 
a) Data outlook and cleaning  

 

Table 2: Research Summary Statistics 
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Table 3: Susceptibility to Inter-personal Influence Score per Ethicality groups 

 

 

 

 

 

 

As we can observe from Table 2, our sample consists of 213 observations, out of which 82 

are Female, 126 Male and 5 Non-Binary. Together Female and Male make up for 98% of our 

sample, the other per cent being individuals relating as non-binary. In percentage terms, Female 

represent 38.50% of our sample, while Male make up for 59.15%.  Their rather even 

distribution in our sample allows us to deepen our analysis and compare the results between 

the two categories, to offer a more detailed image of our results.  According to Wooldridge 

(2016), the size of our sample is mainly sufficient to overpass the threshold required for 

assuming a normal distribution for variables. The overall sample is characterized by a Purchase 

Intention averaging at 3.74 units. When distinguishing between Female and Male, however, 

the first group registers a slightly lower average of 3.57, compared with 3.88 for the second 

group. It is essential, however, to mention the fact that the average of the Male group is subject 

to more prominent outliers, with a maximum of 20 units for the Purchase Intention, resulting 

so in a larger standard deviation compared to the Female group. Moving to our main 

explanatory variable, Ethicality, we do not observe substantial differences between the two 

groups. The mean score for the overall group amounts to 3.60, while for Female and Male it is 

at respectively 3.67 and 3.57, with highly similar minimum and maximum values. 

As mediators, we use three different variables, namely Attitude, Perceived Norms and 

Perceived Control (Table 2). These three elements are part of the Theory of Planned Behaviour 

developed by Ajzen (1991). As previously explained in more details in the literature review, 

the Theory of Planned Behaviour indicates the likelihood of an individual to act in a particular 

manner (Ajzen, 2011; Ajzen, 1991). In other words, a higher score for Attitude, Perceived 

Norms, and Perceived Control correspond to higher predictability of the behaviour of an 

individual. Attitude was the first mediation considered, the average of the overall sample is of 

4.96, on a scale from 1 to 7. 

Susceptibility to Inter-Personal 

Influence Score 

High Ethical score 

 

Low Ethical score 

Mean Min Max 

 

Mean Min Max 

53,40 20 82 

 

39,69 13 65 
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According to the TPB, 7 corresponds to having high attitudes, meaning very favourable for 

the evaluation or appraisal of the behaviour in question (Ajzen 1991, p. 188) and 1 to the 

contrary, with a standard deviation of 1.30. We do not observe any substantial difference 

between Female and Male. Moving to the second variable used as a mediator, Perceived 

Norms, we identify an average score of 4.54 for the entire sample, on a scale from 1 to 7, where 

7 stands for “very concerned with the likelihood that essential referent individuals or groups 

approve or disapprove of performing a given behaviour and 1 for the opposite (Ajzen 1991, 

p.195). Dividing the sample by gender, it emerges that the Female group presents a slightly 

higher average, around 4.82, compared to the Male group, which indicates 4.38. Moving our 

attention to Perceived Control, our third and last variable used as a mediator, we notice a 

sample average of 5.16, on a scale from 1 to 7. According to the TPB, 7 corresponds to a high 

perceived ability to perform the given behaviour, while 1 indicate the contrary (Ajzen, 1991). 

There are no significant differences in summary statistics between Female and Male regarding 

Perceived Control. 

Before jumping into the SEM analysis, we calculated the Susceptibility to inter-personal 

influence for each individual from our sample and divided the sample in two-part, based on the 

level of Ethicality (Bearden et al. 1989). Individuals with a level of Ethicality above average 

(3.60) have been placed in the High Ethical Group, while the ones below the average in the 

Low Ethical Group (Table 3). We find that on average, highly ethical individuals register a 

susceptibility to the inter-personal influence of 53.40, on a range from 12 to 84, substantially 

higher than the average of 39.69 of the Low Ethical Group. Regarding the extreme values, the 

first group registers a minimum of 20 and maximum of 82, compared with 13 and 65, 

respectively, for the Low Ethical Group. We believe that these results, even though only 

indicative, prepare the base for our empirical analysis. Our results are in line with the idea that 

the more ethical the individual is, the higher his interest in being part of a particular social 

group buying similar ethical products/brands which are working towards goals such as justice, 

human rights, and environmental sustainability. From this idea, one could say the individuals 

are more likely to be susceptible to interpersonal influence (Micheletti, 2003). As a 

consequence, as they give higher importance to what significant others think of them, we 

expect these individuals to score higher in TPB perceived norms, attitudes, and perceived 

control, driven by strong pressure from their groups (Bernadi, 2003). 
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b) Empirical Analysis  

In line with Bryman and Bell (2013), the size of our randomly generated sample and the usage 

of regression analysis for the calculation of our estimates, offer us the necessary tools to be 

able to apply our results to a generalised context. This goes in hand with Westland (2015), 

which states that there are no norms regarding the required size of the sample used in an SEM 

method. 

1. Without Mediator 

 

Figure 7: Direct relationship of X on Y 

 

We started our analysis by estimating the relationship between the X and Y, in our case 

Ethicality and Purchase Intention. In Figure 7 above, we show the graphical representation of 

this relationship. Mathematically this relationship is represented as follows: 

 

𝑃𝑢𝑟𝑐ℎ𝑎𝑠𝑒	𝐼𝑛𝑡𝑒𝑛𝑡𝑖𝑜𝑛 = 	𝛽! + 𝛽"𝐸𝑡ℎ𝑖𝑐𝑎𝑙𝑖𝑡𝑦 + 𝑒 

       

 
Table 4: SEM without the Mediator 

   

 
  SEM 

Overall 
SEM 

Female 
SEM 
Male  

 Intention     
 

 
 Ethicality -1.84*** -1.96*** -1.73***  

 
  (0.181) (0.259) (0.249)  

Standard error in parentheses *** p < 0.01, ** p < 0.05, * p < 0.1 
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In Table 4 above, we initially present the results for the Overall sample and further 

distinguish in two groups: Female and Male. Our findings suggest that a 1 unit increase in 

Ethicality leads to a reduction of -1.84 units in Purchase Intention, statistically significant at 

99%. This allows us, therefore, to reject the null hypothesis and confirm supporting H1. In 

other words, when the Ethicality of an individual, increases by 1 unit, that person is expected 

to buy, on average, 1.84 less units during discount periods. Our results are in line with the 

theories from Jackson (2005), Wong, (2019) as well as Shaw et al. (2010); as they all show a 

reduction in consumption levels from ethical consumers, mostly by focusing on the advantages 

for the environment and other actors such as human rights and animal welfare for example. It 

is said that ethical are not purchasing based on factors like price and taste, but they are rather 

choosing depending on ethical issues because they feel a sense of obligation to others and 

identification with ethical issues (Shaw et al. 2010). These previous theories go hand in hand 

with the view of  Soper (2014) which demonstrates the increasing responsibilities of the ethical 

consumers as they feel their duty to take action on the common goals of ethics, and this 

translates in a particular “alternative hedonism”. All these theories are helping to understand 

why an increase in Ethicality means a decrease in Units intended to be bought during price 

reduction periods, simply as ethical consumers are less price-sensitive, they are consuming 

with a purpose. They are trying to reduce the number of units they purchase by following 

ethical values for the common goal.   

Analysing the two groups, we identify that for 1 unit increase in Ethicality the Female 

group is expected to buy -1.96 units less, compared with -1.73 for the Male group, highly 

statistically significant. These results suggest that while both Female and Male present a similar 

relationship, the effect is slightly stronger for the Female group. 

 

 

 

2. With Mediator 

To move forward with our empirical study and check our hypotheses, we use Attitude, 

Perceived Norms and Perceived Control, which together form the Theory of Planned 

Behaviour, as mediators. 
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2.1.  Attitude 

 

Figure 8: Attitude as Mediator 

In Figure 8, we show the graphical representation of the attitude as Mediator in the 

model,  enabling the reader to identify the Direct and Indirect effects Ethicality has on Purchase 

Intention, which have also been explained in the Hypothesis and Model Development chapter 

presented earlier. Mathematically we calculate the coefficients 𝛽#,	𝛽$ and 𝛽% in the following 

equations: 

 

𝐴𝑡𝑡𝑖𝑡𝑢𝑑𝑒 = 	𝛽! + 𝛽#𝐸𝑡ℎ𝑖𝑐𝑎𝑙𝑖𝑡𝑦 + 𝑒 

𝑃𝑢𝑟𝑐ℎ𝑎𝑠𝑒	𝐼𝑛𝑡𝑒𝑛𝑡𝑖𝑜𝑛 = 	𝛽! + 𝛽%𝐸𝑡ℎ𝑖𝑐𝑎𝑙𝑖𝑡𝑦 + 𝛽$𝐴𝑡𝑡𝑖𝑡𝑢𝑑𝑒 + 𝑒 
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Table 5: SEM Models with Attitude as Mediator 

 

 
 

SEM Overall SEM Female SEM Male 

X on Mediator 

Attitude    

Ethicality 0.43*** 0.24* 0.65*** 

 
(0.113) (0.156) (0.162) 

Mediator on Y 

Intention    

Attitude -0.012 0.04 -0.13 

 (0.109) (0.157) (0.169) 

X and Mediator on Y 

Direct Effect 

Intention    

Ethicality -1.83*** -1.97*** -1.65*** 

 (0.187) (0.262) (0.273) 

Mediation Effect 

Intention    

Ethicality -0.01** 0.01 -0.08** 

 (0.021) (0.035) (0.113) 

R-Squared 0.324    

Standard error in parentheses *** p < 0.01, ** p < 0.05, * p < 0.1 

 

As we can observe from Table 5 - Step 2, 𝛽# = 0.43, meaning that a 1 unit increase in Ethicality 

results in 0.43 unit increase in Attitude, statistically significant at 95%. This allows us to reject 

the null hypothesis and validate results in favour of H2. In other words, being more ethical 

leads to higher Attitude score. This is in line with the idea that Shaw et al. (2010) that ethical 

consumers purchase with a purpose which make them feel good about themselves as they 

follow perceived obligation in line with their identities. As Soper (2014) the ethical 

consumerism is a new hedonism, and hedonism is shown to have impact on the way individuals 

think about themselves.  

When distinguishing between Female and Male, we find that being ethical translates in an 

average effect 3 times stronger for Males when compared with Females.  
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Moving to Step 3 and 4, we identify 𝛽$ = −0.012 and 𝛽% = −1.83. Despite the fact that 

Attitude does not have a statistically significant impact on Intention, it still allows us to find a 

partial mediation effect of -0.01 (=0.43*-0.012), statistically significant at 95%. In other words, 

whilst a 1 unit increase in Ethicality leads to -1.84 units decrease in Purchase Intention, only -

1.83 represents the direct effect, while -0.01 is explained by the influence of Attitude. We can, 

therefore, reject the null hypothesis in favour of H5. Our findings are supported by the idea 

that ethical individuals through their reduction in purchase achieve a sense of hedonism, and 

make them feel better about their experience than normal consumers (Shaw et al. 2010; Soper, 

2014). Therefore, one could argue that because of the fact that the higher the Ethicality the 

higher the Attitudes, this relationships creates lower intentions to purchase during price 

reductions periods because reduction in consumption is the reasons of having Higher Attitudes. 

An interesting result emerges when distinguishing between Females and Males, as the 

mediation effect is only present in the Males group, with a magnitude -0.08, statistically 

significant at 95%. In other words, for the Male group, 0.08 units of the total effect (-1.96) 

Ethicality has on Purchase Intention is explained by the influence of Attitude. Finally, as 

presented the Total effect Ethicality has on Purchase Intention is not explained by the influence 

of Attitude, therefore, one could related to the attitude-behaviour presented earlier in the 

theoretical background, which displayed that high attitudes when being ethical did not always 

translate in the intended behaviour.  

 

2.2.  Perceived Norms 

 

Figure 9: Perceived	Norms	as	Mediator 
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For our second analysis, we use Perceived Norms as moderator (Figure 9) and as in the 

case of Attitude, we aim at calculating the coefficients 𝛽&,	𝛽' and 𝛽( in the following equations: 

 

𝑃𝑒𝑟𝑐𝑒𝑖𝑣𝑒𝑑	𝑁𝑜𝑟𝑚𝑠 = 	𝛽! + 𝛽&𝐸𝑡ℎ𝑖𝑐𝑎𝑙𝑖𝑡𝑦 + 𝑒 

𝑃𝑢𝑟𝑐ℎ𝑎𝑠𝑒	𝐼𝑛𝑡𝑒𝑛𝑡𝑖𝑜𝑛 = 	𝛽! + 𝛽(𝐸𝑡ℎ𝑖𝑐𝑎𝑙𝑖𝑡𝑦 + 𝛽'𝑃𝑒𝑟𝑐𝑒𝑖𝑣𝑒𝑑	𝑁𝑜𝑟𝑚𝑠 + 𝑒 

 
Table 6: SEM	Models	with	Perceived	Norms	as	Mediator. 

 

 
 

SEM Overall SEM Female SEM Male 

X on Mediator 

PercNorm    

Ethicality 0.58** 0.75*** 0.34** 

 
(0.112) (0.147) (0.171) 

Mediator on Y 

Intention    

PercNorm -0.25** -0.28** -0.21** 

 (0.109) (0.155) (0.158) 

X and Mediator on Y 

Direct Effect 

Intention    

Ethicality -1.69*** -1.75*** -1.66*** 

 (0.190) (0.282) (0.171) 

Mediation Effect 

Intention    

Ethicality -0.14** -0.21** -0.07** 

 (0.069) (0.123) (0.064) 

R-Squared 0.356    

Standard error in parentheses *** p < 0.01, ** p < 0.05, * p < 0.1 

 

 
From Table 6 Step 2, we observe that a 1 unit increase in Ethicality leads to an increase 

of 0.58 points in Perceived Norms, statistically significant at 95%. Moreover, for the Female 

group we find a 𝛽& of 0.75 for the Female group, which is double the magnitude registered by 

the Male group. At this point, we can reject the null hypothesis in favour of H3. Because this 

study focuses on the number of units bought during price reductions period, a specific reason 
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can explain our results that ethical people appear to have higher perceived norms in the context. 

Ethical consumers are driven towards a reduction of consumption as seen in the theories by 

Wong (2019), and Jackson (2005) in the theoretical review part. These theories present the 

reasons behind the reduction of consumption levels when consumers start thinking ethically 

about their purchase. Also, ethical consumers are generally more likely to be part of a network 

or social group interested in ethical consumption as individual bond with alike valued people 

as presented with the Value Theory (Schwartz, 1992). Therefore, their normative network is 

more likely to judge negatively a high number of units being bought during price reductions, 

as they rely on the value of ethical consumption of consuming less. On the other hand, a normal 

consumer, being part of any normative group that is not focused on reducing their consumption 

such as ethical consumers, will not feel their number of units might be judged negatively by 

their peers. Therefore, the results presented here might be only contextual of the “number of 

units being bought” variable being the behaviour in question for the TPB analysis.  

Proceeding with Steps 3 and 4, we identify 𝛽' = −0.25 and 𝛽( = −1.69. The findings allow 

us to reject the null hypothesis in favour of the H6, as we find a partial mediation effect of -

0.14 (=0.58*-0.25), statistically significant at 95%. Therefore, whilst a 1 unit increase in 

Ethicality leads to -1.84 units decrease in Purchase Intention, only -1.69 represents the direct 

effect, while --0.14 is explained by the influence of Perceived Norms. When distinguishing 

between Female and Male, we observe that the mediation effect is 3 times stronger for the first 

group, presenting an average of -0.21, compared with only -0.07 points of the second group. 

This differences between the groups can be backed by the theories that, in average, ethical 

consumers tend to be more often females (Peterson, Rhoads & Vaught, 2001; Chonko & Hunt, 

1985; Akaah, 1989), this could explain their ability to rely more on a normative group as they 

are a higher number, and therefore, be more influenced by the perceived norms.  

 

 

 

 

 

 

 

 

 

 



 

 43 

2.3.  Perceived Control 

 

Figure 10: Perceived	Controls	as	Mediator 
 

The third mediator used in our analysis is Perceived Control (Figure 10) and as in the previous 

two cases, we aim at calculating the coefficients 𝛽),	𝛽* and 𝛽"! in the following equations: 

 

𝑃𝑒𝑟𝑐𝑒𝑖𝑣𝑒𝑑	𝐶𝑜𝑛𝑡𝑟𝑜𝑙 = 	𝛽! + 𝛽)𝐸𝑡ℎ𝑖𝑐𝑎𝑙𝑖𝑡𝑦 + 𝑒 

𝑃𝑢𝑟𝑐ℎ𝑎𝑠𝑒	𝐼𝑛𝑡𝑒𝑛𝑡𝑖𝑜𝑛 = 	𝛽! + 𝛽"!𝐸𝑡ℎ𝑖𝑐𝑎𝑙𝑖𝑡𝑦 + 𝛽*𝑃𝑒𝑟𝑐𝑒𝑖𝑣𝑒𝑑	𝐶𝑜𝑛𝑡𝑟𝑜𝑙 + 𝑒 
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Table 7: SEM	Models	with	Perceived	Controls	as	Mediator 
 

 
 

SEM Overall SEM Female SEM Male 

X on Mediator 

PercContr    

Ethicality 0.63*** 0.84*** 0.39* 

 
(0.111) (0.152) (0.163) 

Mediator on Y 

Intention    

PercContr -0.22** -0.42*** 0.13 

 (0.110) (0.147) (0.167) 

X and Mediator on Y 

Direct Effect 

Intention    

Ethicality -1.70*** -1.61*** -1.79*** 

 (0.111) (0.281) (0.257) 

Mediation Effect 

Intention    

Ethicality -0.14* -0.35** -0.05 

 (0.074) (0.139) (0.068) 

R-Squared 0.363    

Standard error in parentheses *** p < 0.01, ** p < 0.05, * p < 0.1 

 

According to the findings presented in Table 7, 𝛽) = 0.63, statistically significant at 

99%. In other words, a 1 unit increase in Ethicality translates into 0.63 points increase in 

Perceived Control. Moreover, we find that These findings are in line with the theory of Shaw 

et al. (2010) which states that shows that ethical consumers are driven by ethical issues and the 

sense of obligation to others and identification with ethical issues, this along with the 

responsibilities of the ethical consumer as hedonistic which makes the consumer being in 

charge makes clear the sense that the individual will work upon the behaviour wished. The 

behaviour wished for the ethical consumer in this context is a certain number of units being 

bought during the price reductions periods, the question in the survey was focused on knowing 

if the consumer is feeling able and in control to buy the particular amount they intend to buy 

and not more. As the theory shows, because ethical consumer purchase with a certain purpose 
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(Shaw et al. 2010) they are more likely in control to not buy more than their intended amount 

of units. While on the other hand, a normal consumer, part of the consumerist society, does not 

feel completely in control of their ability to not buy more during the price reduction period, 

firstly because they do not have a particular reason to not buy more, and second, because their 

social group will not input negative impact because of the units the individual bought. At this 

point, we can reject the null hypothesis in favour of H4. From Table 7, we notice that 𝛽* =

−0.22, while 𝛽"! = −1.70. Based on this empirical evidence, we reject the null hypothesis in 

favour of the H7, as we find a partial mediation effect of -0.14 (0.63*-0.22), statistically 

significant at 90%. Our results suggest that whilst a 1 unit increase in Ethicality leads to -1.84 

units decrease in Purchase Intention, only 1.70 represents a direct effect, while -0.14 is 

explained by the influence of Perceived Control. Our findings are in line with the theory above 

of Shaw et al. (2010) which shows that ethical consumers buy with a purpose of reduction in 

units. From this theory we can understand that the internal values of the individual provide 

him/her with a certain type of control over not wanting to buy more than the quantity they 

intend to buy. An interesting result emerges when distinguishing between Females and Males, 

as the mediation effect is only present in the Females group, with a magnitude -0.35, 

statistically significant at 95%. 

 

C ) Robustness Check: 
For the last part of our empirical paper, we run the model using all 3 Mediators (Attitude, 

Perceived Norms and Perceived Control) simultaneously, in order to capture the full effect 

emerging from the Theory of Planned Behaviour. This allows us to check the robustness of our 

model and look at the multicollinearity score (VIF) to verify the validity of the above results. 

We start from our initial equation, which gave us 𝛽" to be equal to -1.8, -1.96 and -1.7 for the 

Overall Sample, Female Group and Male Group respectively: 

 

𝑷𝒖𝒓𝒄𝒉𝒂𝒔𝒆	𝑰𝒏𝒕𝒆𝒏𝒕𝒊𝒐𝒏 = 	𝜷𝟎 + 𝜷𝟏𝑬𝒕𝒉𝒊𝒄𝒂𝒍𝒊𝒕𝒚 + 𝒆 
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Figure 11: SEM with Attitudes, Perceived Norms and Perceived Control as Mediators. 

 

In Figure 11, we illustrate the graphical representation of the equation: 
 

𝑷𝒖𝒓𝒄𝒉𝒂𝒔𝒆	𝑰𝒏𝒕𝒆𝒏𝒕𝒊𝒐𝒏 = 	𝜷𝟎 + 𝜷𝟓𝑬𝒕𝒉𝒊𝒄𝒂𝒍𝒊𝒕𝒚 + 𝜷𝟔𝑨𝒕𝒕𝒊𝒕𝒖𝒅𝒆 + 𝜷𝟕𝑷𝒆𝒓𝒄𝒊𝒗𝒆𝒅	𝑵𝒐𝒓𝒎𝒔 +

𝜷𝟖𝑷𝒆𝒓𝒄𝒆𝒊𝒗𝒆𝒅	𝑪𝒐𝒏𝒕𝒓𝒐𝒍 + 𝒆  
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Table 8: SEM Models with 3 variables as Mediators.  

     
 

 
SEM Overall SEM Female SEM Male 

X on Mediator 

Attitude    

Ethicality 0.43*** 0.24* 0.65*** 

 
(0.113) (0.156) (0.161) 

PercNorm 
  

 

Ethicality 0.58*** 0.75*** 0.34** 

 
(0.112) (0.147) (0.171) 

PercContr 
  

 

Ethicality 0.63*** 0.84*** 0.39* 

 
(0.111) (0.152) (0.163) 

Mediator on Y 

Intention    

Attitude 0.09 0.22 -0.11 

 (0.114) (0.154) (0.173) 

PercNorm -0.24** -0.24** -0.28** 

 (0.119) (0.167) (0.179) 

PercContr -0.17** -0.40*** 0.26 

 (0.197) (0.154) (0.179) 

X and Mediator on Y 

Direct Effect 

Intention    

Ethicality -1.64*** 1.49*** -1.7*** 

 (0.197) (0.289) (0.252) 

Mediation Effect 

Intention    

Ethicality -0.20** -0.47*** -0.03** 

 (0.090) (0.168) (0.134) 

R-Squared 0.427    

Standard error in parentheses *** p < 0.01, ** p < 0.05, * p < 0.1 
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According to our findings in Table 8, Female and Male appear to be affected differently 

by their level of ethicality. On one side, the Female group registers higher impact on Perceived 

Norms and Perceived Control, whilst the Male group registers stronger impact on Attitude. We 

recall the findings presented in Table 4, under which a 1 unit increase in ethicality translates 

into a reduction in Purchase Intention of -1.84 for the entire sample, -1.96 for the Female group, 

and -1.73 for the Male group. Regarding the mediation effect we found partial mediation in 

both the overall sample as well as when distinguishing based on gender. However, whilst the 

mediation effect has a magnitude of -0.47 for the Female group, it is only -0.03 for the Male 

group. Our results, therefore, suggest that whilst Female present a stronger relationship 

between Ethicality and Purchase Intention, around 23% (= 0.47/1.96) of the effect is actually 

explained by the Planned Behaviour Theory. 

Regarding the predictive power of our models, we observe from Tables 5, 6 and 7 an R-squared 

of 0.324, 0.356 and 0.363, respectively. In other words, this means that our models predict 

around 32.4%, 35.6% and 36.3% of the variation in the Purchase Intention during discount 

periods, depending on whether the mediator chosen is Attitude, Perceived Norms or Perceived 

Control. For the final model, in which we calculate the mediation effect using all 3 mediators 

simultaneously, we obtain an R-squared of 42.7% (Table 8).  

 

 
Table 9: Robustness test with VIF Values 

 

Variable VIF  1/VIF 

PercNorm 1,37 0,7313 

PercContr 1,29 0,7739 

Attitude  1,19 0,8433 

Mean VIF 1,25 

 

In order to make our estimates more robust and precise, we run the VIF test. By doing so, we 

are able to check for multicollinearity issues, which adversely impact the statistical power of 

our model. From Table 9, we observe a VIF score inferior to 5 for each independent variable, 

meaning that there is no multicollinearity issue in our model. 
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VI) Limitations of the Research 
 

In terms of limitations, multiple axes of thinking came up. First of all, the survey has only 

been carried in the United Kingdom, which can maybe be a bubble of unusual behaviour, which 

do not translate the same in other territories. The society’s values and norms do affect the 

results, and therefore, this makes the limitations of the study. 

Second, some respondents came back to us through the email provided on the survey sharing, 

about the understanding of the questions related to the TPB. It was said a few times that the 

model was not easy to understand. Consequently, this results in a limitation as the 

misunderstanding of the model could bias our results. However, we have followed the 

construction indications provided by Ajzen (2019). 

 
 
 
 

VII) Future research opportunity  
 

This research has focused on the United Kingdom, which is closely related to the type of 

consumption society there is in the United States of America. Therefore, further study could 

focus on a more European kind of society like France, Spain or Germany where price reduction 

periods are renown but do not get as crucial as in the UK. 

Finally, through the focus on price reduction periods, the research assumes a particular context 

which can maybe not be compared to standard consumption time. It would be, consequently, 

necessary to undertake a similar study with a similar model to be able to compare the results 

in regular times and reduction periods times. 
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VIII) Conclusions  
 

This research has focused intensively on the impact of Ethicality on Intention to Purchase 

during price reduction periods while having TPB has a mediator. As recommended by Shaw et 

al. (2010), an SEM model has been used, and what resulted has delivered some value to take 

away for academics as well as for marketing practitioners. 

The model showed a clear presence of mediation between Ethicality and Intention to Purchase 

during price reduction periods by TPB. This results in a demonstration for the need for a better 

understanding of the TPB and the forces that act on the TPB in terms of consumer behaviour 

understanding and prediction. By knowing better what and why the ethical consumer has a 

different behaviour during price reduction periods compared to typical consumers, it allows 

brands to discerning new possible approaches that could help them to attract ethical consumers 

still. As showed in this study, it was confirmed that the more ethical a person is, the less likely 

they are to buy units during price reduction periods due to ethical concerns that make them 

reduce their consumption level. This result was in line with previous studies presented in the 

theoretical background. However, this study went further and partly explained why being more 

ethical results in less Intention to purchase during price reduction periods through using TPB. 

First of all, the Attitudes, which happened to be higher, the more ethical the individual is. 

Our result also showed that the higher the Attitudes, the lower the Intention to purchase, which 

can be explained by the fact that ethical people are consuming with a purpose and get more 

emotional value out of their purchase or non-purchase than a regular consumer buying another 

load of goods. For the Perceived Norms, it was shown that the higher the Ethicality, the higher 

the Perceived Norms, which then turned into less Intention to Purchase which can be explained 

by the fact that Normative groups around Ethical Consumers focus on the reduction of 

consumption. This is also backed by the Susceptibility to interpersonal influence which 

displayed that the higher the Ethicality, the more the individual cares about the opinion of 

his/her actions being judged by their significant others. Finally, the Perceived Control showed 

that the higher the Ethicality, the higher the Perceived Ability of the individual to stick to his 

units intended to be bought and not buy more, partially due to the link with perceived norms 

where buying more could end up in a negative impact in their socialisation with their normative 

group/peers. 
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