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Preface 

We have the pleasure to compile these proceedings of the 28th RARCS conference. The conference gives delegates 
the option to include either an extended abstract or a full paper in the proceedings. In addition, a book of one-page 
abstracts of all presentations is made available to delegates. Proceedings are only distributed among participants 
and are not submitted to any repositories. Copyright is not transferred. Thus, delegates can submit their work to 
journals, without facing any formal self-plagiarism issues. 

Last year, we predicted that particularly consumer and retailer response to new technology, and COVID-19 related 
studies would receive increasing attention. Indeed, the 28th version of the RARCS conference shows a relatively 
large number of papers on these topics. 

We trust these proceedings and the book of abstracts are useful material for delegates. 

 
Soora Rasouli & Harry Timmermans 
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Abstract The ongoing development of omni-channel retailing is causing a change in consumers’ shopping behavior. The purpose of this 
research is to explore how familiar consumers already are with omni-channel shopping services and practices and whether certain factors 
significantly influence consumers towards conducting omni-channel shopping in the apparel sector. Moreover, the attitude of consumers 
towards omni-channel shopping services and practices is being analyzed in addition to the likelihood of them using those services in the future. 
An empirical study based on a quantitative online survey was conducted. The sample consists of 385 respondents from various age groups and 
gender, all living in Austria. Univariate and bivariate analysis were used to identify relevant influencing factors for omni-channel shopping. 
The results of this empirical study depict that the three possible influencing factors identified in previous research, the factors privacy concern, 
perceived risk, and perceived trust, do not significantly impact consumers purchase intention in regard to the omni-channel shopping practices 
click-and-collect, showrooming, and webrooming. Moreover, the majority of respondents have previously engaged in omni-channel shopping 
practices and the likelihood of using them in the future resides between 40-50%. In addition, the findings revealed that overall, Austrian 
consumers have a positive attitude towards omni-channel shopping services and practices. A significant difference in attitude could be observed 
between females and males, with females having a significantly more positive attitude towards those services and practices. Webrooming 
showed the highest likelihood of being used in the future, followed by click-and-collect and showrooming. 
 
Keywords: retailing; omni-channel shopping; purchase intention; click-and-collect; showrooming; webrooming 
 
 
1       Introduction 

The retailing industry has changed dramatically in the past decade which is primarily due to the substantial progress 
of technology and digitalization. In specific, the emergence of online channels, mobile shopping, and extensive 
social media usage have had an impact on the retail business model and thus on the behavior of shoppers (Verhoef, 
et al., 2015). Due to these developments and the integration of these new channels a movement from a multi-
channel to an omni-channel retailing landscape occurred (Verhoef et al., 2015). The multi-channel retailing 
concept on the one hand, stresses that customers can use several different channels in parallel to one another hence, 
using one channel at the time but not simultaneously (Ortis, 2010; Lazaris et al., 2014). The omni-channel retailing 
concept on the other hand suggests that different channels are used simultaneously during the shopping process of 
a customer. It allows a customer, for example, to research a specific product using a mobile app, making price 
comparisons and finally purchase the product at a physical store - a process referred to as “webrooming”. Likewise, 
it allows a customer to search for information about a product in a physical store while simultaneously searching 
for additional information online, which could even lead to an online purchase - a process referred to as 
“showrooming” (Verhoef et al. 2015). The objective behind an omni-channel strategy lies in delivering a holistic 
customer experience through all channels working together (Juaneda-Ayensa et al., 2016).  
 
Consequently, the transition from a multi-channel to an omni-channel retailing landscape implies a change in the 
purchasing behavior of consumers, making it rather difficult if not impossible for retailers to monitor and control 
how consumers move through channels during their search and purchase process (Verhoef et al., 2015; Juaneda-
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Ayensa et al., 2016). Omni-channel management is considered as one of the most important topics in service 
research due to omni-channel strategies being regarded as key business priorities (Melero et al., 2016; Shen et al., 
2018). Even though it has been proven that it is of value to businesses (Sopadjieva et al., 2017), research conducted 
in this field in previous years has mainly focused on the retailer perspective and neglected the consumer perspective 
(Galipoglu et al., 2018). This paper aims to identify the dissemination of omni-channel shopping behavior in the 
apparel sector by analyzing a specific market, namely the Austrian market. The objective lies in advancing the 
theoretical understanding of customer behavior in omni-channel retailing and investigating (1) the factors that 
drive consumers to engage in omni-channel shopping services and practices, within the apparel sector, (2) what 
attitude consumers in Austria possess towards the omni-channel shopping concept, and (3) how likely Austrian 
consumers are to use omni-channel shopping services and practices in the future. 
 
2 Methodology 

The research model used in this study is based on the research previously conducted by Kazancoglu & Aydin 
(2018) who already investigated consumers’ purchase intentions towards omni-channel shopping in the apparel 
sector. They revealed 12 themes that affect consumers’ purchase intentions, namely “performance expectancy”, 
“effort expectancy”, “facilitating conditions”, “hedonic motivation”, “habit”, “price value”, “perceived trust”, 
“situational factors”, “perceived risk”, “anxiety”, “need for interaction” and “privacy concern”. Out of the 12 
identified themes, it was observed that six have similarities with the variables of the UTAUT2 model (Kazancoglu 
& Aydin, 2018). The UTAUT model formulated by Venkatesh et al. (2003), explains behavioral intentions with 
four key factors, namely performance expectancy, effort expectancy, social influence, and facilitating conditions 
that together with gender, age experience, and voluntariness of use result in respective use behavior. This model 
was later on extended to the UTAUT2 model (Venkatesh et al., 2012) which includes three additional factors, 
namely hedonic motivation, price value, and habit. The six additional themes that were identified, perceived trust, 
situational factors, perceived risk, anxiety, need for interaction and privacy concern, were not previously revealed 
in studies, although perceived trust, perceived risk, and privacy concern are factors that cover important security 
themes that are especially relevant for consumers since the advent of online-shopping.  
 
The main objective of this study is to examine whether the findings of Kazancoglu & Aydin’s (2018)  study can 
be confirmed and the three neglected factors - perceived trust, perceived risk, and privacy concern - significantly 
impact customers’ shopping behavior within the omni-channel retailing landscape in the apparel sector.  

2.1    Research design  

Based on the findings of the literature review conducted, a total number of eleven hypotheses have been identified 
which are being tested and help in answering the research questions (see Table 1). The online survey was created 
with the SoSci3 survey tool and the data collection was conducted from February 10th to April 20th, 2020, within 
the territory of Austria, sample size 385 survey participants. The online survey was structured into two main parts. 
The first part covered the elimination questions and questions relating to omni-channel services and trends 
including consumer shopping behavior. The purpose of the two elimination questions in the beginning was to 
ensure that participants (1) belong to one of the four age groups studied (between 18 and 54 years of age) and (2) 
currently reside in the Austrian territory. The second part covered questions relating to socio-demographic 
information, such as gender, age, employment status, highest level of education and so forth. In addition, 
participants are asked to provide information on their area of residence, as the area of residence is expected to 
impact omni-channel shopping behavior. Five-point Likert-scale was used which allowed the respondents to 
express their level of agreement to specific statements. Clickworker was used for distribution ensuring a 
representative sample. Data analysis was conducted with SPSS uni- and bivariate. 

2.2    Sample 

For the purpose of this study, a combination of simple random sampling (probability sampling) and non-probability 
convenience sampling was chosen. Probability sampling allows the implementation of statistical inferences about 
the entire target population, due to random selection, which is why it is often more favorable and advantageous 
compared to non-probability sampling. This sampling method allows the researcher to “produce results that are 
representative of the whole population”, as it gives any “member of the population the chance of being selected” 
(McCombes, 2019). The simple random sampling method was achieved through the usage of the platform 
clickworker, which distributed the survey to random persons all over Austria which are part of the target 
population.  
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3 Results  

The results of the survey show that many respondents have previously used click-and-collect (39%), showrooming 
(43%), and webrooming (57%) and are familiar with omni-channel shopping practices. Moreover, the majority of 
respondents have a positive attitude towards those practices and the likelihood to use them in the future resides 
between 40-50%. The service click-and-collect and the practice of webrooming received very positive ratings with 
more than 70% indicating that they have a positive or rather positive attitude. In contrast, the practice showrooming 
received a poorer rating. Even though the majority of respondents submitted a positive attitude rating, it is with 
only 58% rather weak compared to click-and-collect and webrooming. The results showed that females have a 
significantly more positive attitude towards online shopping, shopping apps for apparel, click-and-collect, as well 
as webrooming. Even though no significant difference could be observed for showrooming and the online display 
for stored items, females still indicated a more positive attitude compared to males. Generally, Austrian consumers 
aged younger than 45 years of age tend to show a higher likelihood of usage, however, the practice of webrooming 
seems to be a practice that appeals to consumers aged higher than 45 years as well as no significant difference 
among age groups could be observed. Among gender no significant differences could be observed except for 
webrooming which received a significantly higher rating by females in terms of likelihood of usage in the future. 
 
While many factors possibly influence Austrian consumers’ behavior towards the usage or non-usage of omni-
channel shopping services and practices in the apparel sector, it can be concluded that the factors privacy concern, 
perceived risk, and perceived trust do not seem to exert a strong influence on consumers’ shopping behavior in the 
apparel sector, in regard to omni-channel services and practices. However, just because the results were not 
significant, it does not mean that those factors do not exert any influence on purchase intention at all. The 
respondents generally disagreed towards having security concerns, privacy concerns, trust concerns and possible 
risk concerns. This could be observed for all three omni-channel services and practices studied and the factors 
were tested among both previous users of click-and-collect, showrooming, and webrooming, as well as non-users. 
Other factors such as performance expectancy, which have been identified in previous research, seem to exert a 
stronger influence opposed to privacy concern, perceived risk, and perceived trust. In conclusion, the empirical 
research rejects the hypotheses that privacy concern, perceived risk, and perceived trust significantly impacts 
consumers purchase intention in regard to the omni-channel shopping services and practices, namely click-and-
collect, showrooming, and webrooming.  
 
4 Conclusions and discussion 

The purpose of this study was to evaluate consumers’ behavior and attitude in regard to omni-channel shopping 
services and practices in the apparel sector. An empirical study by the means of a nation-wide online survey was 
established to identify how familiar Austrian consumers are with omni-channel shopping, what their attitude 
towards typical services and practices is, how likely they are to use those services and practices in the future, and 
lastly, what reasons they have for usage or non-usage of omni-channel practices and services. For testing 
influencing factors on purchase intention, previous research conducted by Kazancoglu & Aydin (2018) on 
influencing factors was used as a basis for this thesis. Three factors identified in their research were used for testing 
and were focused on during analysis. 
 
Survey findings revealed that the majority of respondents already participated in typical omni-channel shopping 
behavior, a positive attitude towards those services and practices could be witnessed. Moreover, respondents 
indicated that on average, there is a likelihood of 40-50% that they will use omni-channel services in the future. 
The factors privacy concern, perceived risk, and perceived trust do not significantly influence purchase intention 
in regard to omni-channel shopping services and practices. Findings from previous literature suggested that those 

 

TABLE 1 – Research questions and corresponding hypotheses 

Which factors affect Austrian consumer behavior towards 
omni-channel shopping in the apparel sector?  
What attitude do Austrian consumers have towards the 
development of omni-channel shopping services?  
How high is the likelihood that Austrian consumers will use 
omni-channel shopping services and practices in the future?  

H8, H9, H10, H11, H12, H13, H14, H15, H16  
 
H7 
  
H1, H2, H3, H4, H5, H6 
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factors negatively impact purchase intention. However, no significant results could be reported for purchase 
intention in connection to click-and-collect, showrooming, and webrooming.  
 
Overall, the majority of respondents indicated that they are not concerned about the safety of their personal and 
financial data when online shopping. Moreover, the majority of respondents indicated that they trust retailer’s 
online ordering system and do not experience risk in terms of unreliable delivery of items or poor quality when 
shopping online. In addition, it was found that other factors such as for instance performance expectancy seem to 
influence purchase intention more which would support the finding from literature review, that the advantages of 
speed and time-saving still seems to be the major reason, why omni-channel services are used in the first place.  
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Abstract. The proliferation of private labels and implications for manufacturers and retailers have been analyzed in detail over the past 
decades. The market share of national brands and private labels has often been used for empirical analyses. However, whether the market share 
is driven by regular prices or by promotional prices has not been analyzed yet. In particular, an increase in the market share of national brands 
might primarily be realized by the massive use of promotional prices. In this study, the market share of national brands is differentiated 
according to sales at regular prices and sales at promotional prices. For the empirical analysis, household panel data from German grocery 
retail sector from 2006 to 2015 is used. The purchase data is based on 98,326 households and consists of 7,211,154 purchase records. The data 
contains the product groups hair shampoo, roasted coffee, chocolate bars, and laundry detergent. The empirical results are generated with a 
covariance-based structural equation model using the robust maximum likelihood estimation. The results contribute to a better explanation of 
the changes in the market share of national brands. An increase of the regular price of private labels, the share of national brand price promotion, 
and the share of national brand variety affect the market share of national brands in competition with private labels significantly positive. In 
addition, an increase in the market share of national brands is particularly due to an increase in the market share of national brands by 
promotional prices. Increasing the share of national brand price promotions, brand preference, and price consciousness lead to an increase in 
the market share of national brands by promotional prices. This increase is attributed to a decrease in the market share of national brands by 
regular prices. For the manufacturer brand industry, this result is a cause for concern because there is a serious threat to the value of the brand. 
The use of promotional pricing leads to an increase in the purchase of national brands at promotional prices and a decrease in consumers’ 
willingness to pay regular prices as well as a decrease in the value of the brand. The results of this study can be extended by differentiating 
between distribution channels and product groups. Furthermore, the change in market share of private labels can be included. The effect of the 
market share of national brands and private labels on the market share of retailers’ distribution channels in the grocery retail sector can be 
added as well. 
 
Keywords: market share; national brand; private label; promotional price; regular price 
 
 
1 Introduction 

The proliferation of private labels (PLs) and implications for manufacturers and retailers have been studied in 
detail over the past decades (Quelch & Harding, 1996; Mills, 1999; Verhoef et al., 2002; Kumar & Steenkamp, 
2007; Rubio & Yagüe, 2009; Cuneo et al., 2019). In this context, market shares of national brands (NBs) and PLs 
have frequently been used as an indicator of the intensity of competition between manufacturers and retailers (Raju 
et al., 1995; Cotterill & Putsis, 2000; Baker et al., 2006; Hyman, 2010; Olbrich et al., 2009; Olbrich & Grewe, 
2013; Sethuraman & Gielens, 2014; Cuneo et al., 2015; Fornari et al., 2016; Olbrich et al., 2016, 2017; 
Brüggemann et al., 2020). For example, Sethuraman & Gielens (2014) demonstrated a positive relationship 
between the price gap of NBs and PLs and the market share of PLs. Brüggemann et al. (2020) determined that a 
reduction in the price of NBs as well as in the share of PL price promotions can positively influence the market 
share of NBs. Furthermore, the market share of NBs can be positively influenced by increasing the share of NB 
price promotions and by increasing the brand preference. Whether a change in market share is driven by sales at 
regular prices or sales at promotional prices remains unknown. According to Scriven et al. (2017), nearly half of 
all brand buyers only buy a brand when it is promoted as a special offer. Especially from the perspective of the 
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manufacturer brand industry, purchase at promotional prices must be questioned very critically, as there is a risk 
of brand erosion (Jørgensen et al., 2003). How the employment of promotional prices affects the competitive 
market shares of NBs and PLs has not been analyzed so far. This research gap is to be closed with the present 
study. 
 
The aim of this study is to analyze separately the market share of NBs by regular prices and the market share of 
NBs by promotional prices. The results contribute to a better explanation of the drivers leading to a change in these 
market shares of NBs. Thereby, the following research questions are derived: 
 

(1) How is the market share of NBs influenced by the use of regular and promotional prices? 
(2) Which impact on the market share of NBs is due to the use of regular prices? 
(3) Which impact on the market share of NBs is due to the use of promotional prices? 

 
2 Literature review 

Product prices are used to analyze the determinants of NBs’ market share. Product prices can be analyzed 
individually or by creating a price gap. An increasing price gap between NBs and PLs is attributed to have a 
positive effect on the market share of PLs (Rubio & Yagüe, 2009; Sethuraman & Gielens, 2014). Similarly, Fornari 
et al. (2016) consider price gaps between NBs and PLs on determinants of PLs’ market share. They conclude that 
a reduction in the market share of NBs is due in particular to the increase in the price gap between NBs and PLs 
(Fornari et al., 2016). According to Cotterill & Putsis (2000), the relationship between the price of NBs and the 
market share of NBs is negative (traditional demand function). Consistent with these findings, Olbrich et al. (2017) 
empirically demonstrated a negative relationship between the price of NBs (PLs) and the market share of NBs 
(PLs). Putsis (1997) considers intertemporal effects in a publication on PL pricing. In this study, the used variables 
are obtained by calculating the difference from the previous period (Putsis, 1997). Pesendorfer (2002) provides 
another indication of intertemporality of prices. Accordingly, demand at a certain price may depend on the price 
of a previous period (Pesendorfer, 2002). 
 
In relation to these findings, we assume that the prices of NBs and PLs affect the market share of NBs. Following 
Brüggemann et al. (2020), we differentiate between regular and promotional prices as well as between NBs and 
PLs. This differentiation is particularly advantageous regarding the market share split. In this way, changes in 
regular prices and promotional prices for NBs and PLs can be attributed to the market share of NBs by regular 
prices and to the market share of NBs by promotional prices. 
 
In addition to the product prices, the share of products at promotional prices of NBs (PLs) in relation to all available 
NBs (PLs) is also considered. Blattberg et al. (1995) define 'price promotions' as temporary price reductions. These 
temporary price reductions can significantly increase retail sales (Blattberg et al., 1995; Nijs et al., 2001). In 
particular, the effect of price promotions on sales is estimated to be strong. With regard to the duration, it is a 
short-term effect (Blattberg et al., 1995; Nijs et al., 2001; Srinivasan et al., 2004). In a meta-analysis, Sethuraman 
& Gielens (2014) examine the impact of special offers of NBs and PLs on the market share of PLs. The authors 
conclude that special offers of PLs (NBs) have a moderate but significant positive (negative) influence on the 
market share of PLs (Sethuraman & Gielens, 2014). The findings of an empirical study by Olbrich et al. (2017) 
show a significant negative relationship between the share of NB price promotions and the market share of PLs. 
Using the split of the market share, it can be examined how the shares of NB and PL price promotions influence 
the market share of NBs by regular prices and the market share of NBs by promotional prices.  
 
In addition to product prices and shares of price promotions, brand variety is considered as a determinant of NBs’ 
market share. As the number of NBs increases, the market share of PLs decreases (Raju et al., 1995). If the market 
share of PLs decreases, the market share of NBs must implicitly increase. Baker et al. (2006) analyze the purchase 
decision with respect to consumers’ choice between NBs and PLs in the Danish food industry using both absolute 
and intertemporal variables. The findings suggest that an increase in market share of PLs is associated with a 
decrease in the number of NBs (Baker et al., 2006). Olbrich et al. (2009) provide further evidence of a relationship 
between brand variety and market share. Both NB variety and sales of NBs decreased from 2000 to 2005, while 
PL variety and sales of PLs increased (Olbrich et al., 2009).  
 
Following this line of thought, we assume that an increase in the share of NB variety leads to an increase in the 
market share of NBs. Furthermore, an increase in the share of NB variety leads to an expansion in the visibility of 
NBs in retail stores. This could lead to an increase of the NBs’ market share by regular prices. Consumers in the 
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retail sector are regularly faced with the choice between buying a NB or a PL. According to Rubio & Yagüe (2009), 
intrinsic aspects have a significant role in the purchase decision of consumer goods. Such an aspect may be 
consumers’ brand preference. Brand preference can be defined as a behavioral approach with regard to consumer 
attitudes toward a brand (Ebrahim et al., 2016). Previous findings suggest a good fit between brand preference and 
demand for branded products (Banks, 1950; Sriram et al., 2006). Therefore, an increase in brand preference may 
lead to an increase in the market share of NBs because NBs tend to be attributed a higher value perceived by 
consumers (Padberg et al., 1967; Brüggemann et al., 2020). Whether this increase in market share is due to sales 
at regular prices or sales at promotional prices has not yet been determined. On the one hand, increased brand 
preference could lead to consumers purchasing preferred NBs at regular prices. On the other hand, it is also 
conceivable that consumers with increasing brand preference increasingly demand NBs at promotional prices. 
 
In addition, consumers’ price consciousness is considered in this study. According to Sinha & Batra (1999), there 
is a positive relationship between price consciousness and the intention to buy PLs. This relationship has been 
empirically confirmed in previous research studies (Jin & Suh, 2005; Mostafa & Elseidi, 2018). Therefore, a 
negative relationship between price consciousness and the market share of NBs is postulated for the present study. 
How a change in price consciousness affects the market share of NBs by regular prices and the market share of 
NBs by promotional prices has not been investigated yet. However, it seems logical that the market share of NBs 
by promotional prices in particular rises with increasing price consciousness. 
 
Beside the market share determinants of NBs in accordance with product prices and product policy, demographic 
aspects are also included in this study. Richardson et al. (1996) identified a negative relationship between 
household size and purchase intention towards PLs. In addition, the results of this survey indicate a negative 
relationship between household income and purchase intention towards PLs (Richardson et al., 1996). Further 
evidence for the relationship between household income and sales of NBs is provided by Lin & Chang (2003). 
The authors identified a positive connection between household income and habitualized purchasing behavior for 
NBs (Lin & Chang, 2003). Furthermore, according to Cotterill & Putsis (2000), an increase in consumer income 
leads to an increase in the market share of NBs. 
 
3 Empirical analysis 

3.1 Data and operationalisation 

In order to identify differences between the market share, the market share by regular prices and the market share 
by promotional prices, we empirically analyze certain determinants of the market share of NBs. For the empirical 
analysis, household panel data from the German grocery retail sector from 2006 to 2015 is used. The data includes 
98,326 households and 7,211,154 purchases.‡ Those purchases originate from the product groups hair shampoo, 
roasted coffee, chocolate bars, and laundry detergent. 
 
For the empirical analysis, the data is differentiated by retailers’ distribution channels and aggregated to years and 
calendar weeks. Following Kelton & Weiss (1989), Putsis (1997), and Brüggemann et al. (2020), intertemporal 
changes from the previous calendar week are computed for all variables. Purchase data from 18 retailers’ 
distribution channels are used for the empirical analysis. By aggregating the data into years and calendar weeks, 
8,886 data rows are considered in the empirical analysis.§ One data row contains the intertemporal variables for 
each retailers’ distribution channels, year, and calendar week. The empirical results are generated with a 
covariance-based structural equation model using Mplus6. Since a violation of the assumption on normal 
distribution cannot be excluded in some cases, the robust maximum likelihood estimation is applied. Figure 1 
depicts the three research models (A), (B), and (C). 
 
The equations for research models (A), (B), and (C) represent the operationalization of the three dependent 
variables on the market share of NBs. These equations include the calculation of the respective market share of 
NBs as well as the calculation of the intertemporal change in comparison to the previous calendar week. The 
change in market share of NBs (A) represents the sum of change in market share of NBs by regular prices (B) and 
the change in market share of NBs by promotional prices (C). The empirical results on the determinants of the 
market share of NBs are calculated separately for the dependent variables (A), (B), and (C).  

                                                
‡  Not all households report over the entire observation period. During the observation period, households leave and new households join. At 

any point in time, around 30,000 households reported their purchases. 
§  Not all retailers’ distribution channels exist over the entire observation period. 
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FIGURE 1. Research models (A), (B), and (C) 

 (A) 
𝛥	𝑚𝑎𝑟𝑘𝑒𝑡	𝑠ℎ𝑎𝑟𝑒	

𝑜𝑓	𝑁𝐵𝑠 /
 = 

𝑞𝑢𝑎𝑛𝑡𝑖𝑡𝑦	𝑠𝑜𝑙𝑑	𝑜𝑓	𝑁𝐵𝑠	/
𝑞𝑢𝑎𝑛𝑡𝑖𝑡𝑦	𝑠𝑜𝑙𝑑	𝑜𝑓	𝑁𝐵𝑠

𝑎𝑛𝑑	𝑃𝐿𝑠	
		/

 − 
𝑞𝑢𝑎𝑛𝑡𝑖𝑡𝑦	𝑠𝑜𝑙𝑑	𝑜𝑓	𝑁𝐵𝑠	/;<
𝑞𝑢𝑎𝑛𝑡𝑖𝑡𝑦	𝑠𝑜𝑙𝑑	𝑜𝑓	𝑁𝐵𝑠

𝑎𝑛𝑑	𝑃𝐿𝑠	
		/;<

 

(B) 
𝛥	𝑚𝑎𝑟𝑘𝑒𝑡	𝑠ℎ𝑎𝑟𝑒	
𝑜𝑓	𝑁𝐵𝑠	𝑏𝑦

𝑟𝑒𝑔𝑢𝑙𝑎𝑟	𝑝𝑟𝑖𝑐𝑒𝑠 /

 = 

𝑞𝑢𝑎𝑛𝑡𝑖𝑡𝑦	𝑠𝑜𝑙𝑑	𝑜𝑓	𝑁𝐵𝑠
𝑏𝑦	𝑟𝑒𝑔𝑢𝑙𝑎𝑟	𝑝𝑟𝑖𝑐𝑒𝑠 	/

𝑞𝑢𝑎𝑛𝑡𝑖𝑡𝑦	𝑠𝑜𝑙𝑑	𝑜𝑓	𝑁𝐵𝑠
𝑎𝑛𝑑	𝑃𝐿𝑠	 	/

 − 

𝑞𝑢𝑎𝑛𝑡𝑖𝑡𝑦	𝑠𝑜𝑙𝑑	𝑜𝑓	𝑁𝐵𝑠
𝑏𝑦	𝑟𝑒𝑔𝑢𝑙𝑎𝑟	𝑝𝑟𝑖𝑐𝑒𝑠 /;<

𝑞𝑢𝑎𝑛𝑡𝑖𝑡𝑦	𝑠𝑜𝑙𝑑	𝑜𝑓	𝑁𝐵𝑠
𝑎𝑛𝑑	𝑃𝐿𝑠	 	/;<

 

(C) 
𝛥	𝑚𝑎𝑟𝑘𝑒𝑡	𝑠ℎ𝑎𝑟𝑒	
𝑜𝑓	𝑁𝐵𝑠	𝑏𝑦

𝑝𝑟𝑜𝑚𝑜𝑡𝑖𝑜𝑛𝑎𝑙	𝑝𝑟𝑖𝑐𝑒𝑠/
 = 

𝑞𝑢𝑎𝑛𝑡𝑖𝑡𝑦	𝑠𝑜𝑙𝑑	𝑜𝑓	𝑁𝐵𝑠
𝑏𝑦	𝑝𝑟𝑜𝑚𝑜𝑡𝑖𝑜𝑛𝑎𝑙	𝑝𝑟𝑖𝑐𝑒𝑠	/
𝑞𝑢𝑎𝑛𝑡𝑖𝑡𝑦	𝑠𝑜𝑙𝑑	𝑜𝑓	𝑁𝐵𝑠

𝑎𝑛𝑑	𝑃𝐿𝑠	 	/

 − 

𝑞𝑢𝑎𝑛𝑡𝑖𝑡𝑦	𝑠𝑜𝑙𝑑	𝑜𝑓	𝑁𝐵𝑠
𝑏𝑦	𝑝𝑟𝑜𝑚𝑜𝑡𝑖𝑜𝑛𝑎𝑙	𝑝𝑟𝑖𝑐𝑒𝑠/;<
𝑞𝑢𝑎𝑛𝑡𝑖𝑡𝑦	𝑠𝑜𝑙𝑑	𝑜𝑓	𝑁𝐵𝑠

𝑎𝑛𝑑	𝑃𝐿𝑠	 	/;<

 

3.2 Results and implications 

Table 1 summarizes the empirical results with respect to the research models (A), (B), and (C). The market share 
of NBs (A) is positively affected by an increase in the regular price of PLs (β: .123; b: .039; p < .001), the share 
of NB price promotions (β: .126; b: .133; p < .001), and the share of NB variety (β: .185; b: .511; p < .001). 
Dividing NBs’ market share (A) into the market share of NBs by regular prices (B) and the market share of NBs 
by promotional prices (C) reveals previously not observed effects. The increase of the regular price of NBs 
negatively affects the market share of NBs by regular prices (B) (β: -.116; b: -.087; p < .001). Furthermore, the 
results indicate that increasing the regular price of NBs increases the market share of NBs by promotional prices 
(C) (β: .081; b: .075; p < .001).  
 
However, the negative effect due to increasing the regular price of NBs on the market share of NBs by regular 
prices (B) is stronger than the marginally positive effect on the market share of NBs by promotional prices (C). 
This indicates that the demand for an increase in the regular price of NBs shifts partially to NBs at promotional 
prices. In contrast, an increase in the promotional price of NBs has a marginal positive effect on the market share 
of NBs through regular prices (B) (β: .094; b: .038; p < .001) and a negative effect on the market share of NBs 
through promotional prices (C) (β: -.127; b: -.065; p < .001). The positive effect on the market share of NBs by 
regular prices (B) is weaker than the negative effect on the market share of NBs by promotional prices (C). 
Accordingly, the increase in promotional price of PLs leads to a shift in the demand within NBs from NBs at 
promotional price to NBs at regular price. Furthermore, the results indicate a partial shift of demand to PLs (β: -
.091; b: -.026; p < .001).  

∆ share of NB variety

∆ share of NB price promotions

∆ share of PL price promotions

∆ regular price of PLs

∆ promotional price of PLs (A) ∆ market share of NBs

(B) ∆ market share of NBs by regular prices

(C) ∆ market share of NBs by promotional prices

∆ brand
preference

∆ brand
preference 1

∆ brand
preference 2

∆ brand
preference 3

∆ price
consciousness 1

∆ price
consciousness 2

∆ household
size

∆ household
income

∆ price
consciousness

∆ regular price of NBs

∆ promotional price of NBs
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TABLE 1 – Empirical results 

 Model (A) Model (B) Model (C) 

 
∆ market share 

of NBs 

∆ market share of 
NBs by regular 

prices 

∆ market share of 
NBs by promotional 

prices 
R² .089 .178 .176 
independent variables standardized path coefficient β (path coefficient b) 
∆ regular price of NBs -.022 (-.012)** -.116 (-.087)*** .081 (.075)*** 
∆ promotional price of NBs -.091 (-.026)*** .094 (.038)*** -.127 (-.065)*** 
∆ regular price of PLs .123 (.039)*** .055 (.024)*** .026 (.014)* 
∆ promotional price of PLs .082 (.016)*** .026 (.007)** .026 (.009)** 
∆ share of NB price promotions .126 (.133)*** -.326 (-.488)*** .333 (.620)*** 
∆ share of PL price promotions -.010 (-.007) -.031 (-.031)** .020 (.024) 
∆ share of NB variety .185 (.511)*** .056 (.217)*** .061 (.294)*** 
∆ brand preference .057 (.062)*** -.095 (-.145)*** .109 (.208)*** 
∆ price consciousness .023 (.027) -.184 (-.304)*** .161 (.334)*** 
∆ household size -.002 (-.002) .046 (.044)** -.038 (-.046)** 
∆ household income .030 (.006)** -.043 (-.012)** .052 (.018)*** 
* p < .050; ** p < .010; *** p < .001 

 
An increase in the regular price of PLs results in a marginal increase in the market share of NBs by regular prices 
(B) (β: .055; b: .024; p < .001) and by promotional prices (C) (β: .026; b: .014; p = .022). Cumulatively, an 
increasing regular price of PLs leads to an increasing market share of NBs (A) (β: .123; b: .039; p < .001). In each 
case, an increase in the promotional price of PLs leads to a marginal increase in the market share of NBs by regular 
prices (B) (β: .026; .007; p < .010) and by promotional prices (C) (β: .026; b: .009; p < .010). Cumulatively, this 
results in a marginal positive effect on the market share of NBs (A) (β: .082; b: .016; p < .001). Accordingly, there 
is no shift in demand between the market share of NBs by regular prices (B) and by promotional prices (C), 
regarding the observed product prices of PLs. For retailers, this implies that the market share of NBs (A) in 
competition with PLs can be influenced especially by a change in the regular price of PLs (β: .123; b: .039; 
p < .001). 
 
An increase in the share of NB price promotions leads to a reduction in market share of NBs by regular prices (B) 
(β: -.326; b: -.488; p < .001). In contrast, the market share of NBs by promotional prices (C) is positively 
influenced by the share of NB price promotions (β: .333; b: .620; p < .001). This empirical result uncovers the 
negative effect on NBs’ market share by regular prices (B) as well as the positive effect on NBs’ market share by 
promotional prices (C). From the perspective of the manufacturer brand industry, the overall positive effect on 
market share of NBs (A) by increasing the share of NB price promotions (β: .126; b: .133; p < .001) is a cause for 
concern. By influencing the share of NB price promotions in retail stores, the retailers can specifically leverage 
the market share of NBs and PLs. Thereby, the manufacturer brand industry does not have a direct influence on 
the use of price promotions by the retailers. In addition, NB price promotions results in households buying more 
NBs at promotional prices. As a result, there is a risk that households will become habituated to the lower prices 
and thereby reducing their willingness to pay for the products. For the manufacturer brand industry, this result 
poses a serious threat to brand value. 
 
Increasing the share of PL price promotions does not significantly change the market share of NBs (A) (β: -.010; 
b: -.007; p = .213). Moreover, an increase in share of PL price promotions has a marginal effect on market share 
of NBs by regular prices (B) (β: -.031; b: -.031; p < .010) and by promotional prices (C) (β: .020; b: .024; p 
= .064). In contrast to the share of NB price promotions, the share of PL price promotions is therefore not a feasible 
instrument for retailers to influence their market share. For retailers, the use of NB price promotion is particularly 
effective to steer the market share of NBs (A) in competition with PLs. In other words, retailers do not need to 
increase the PLs’ share of price promotions to increase their market share.  
 
Retailers can use i.e. the share of NB price promotions to increase their PLs’ sales. For the manufacturer brand 
industry, price reduction leads to a decrease in the willingness to pay among households and an erosion of the 
brand (Jørgensen et al., 2003). If the willingness to pay and the value of the brand decrease, the wholesale price 
for the manufacturer brand may decreases as well. Moreover, lower prices signal lower quality, which can further 
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reduce sales (Sethuraman & Cole, 1999). As a result, the profit potential and investment incentives of the 
manufacturer brand industry decline (Dobson, 1998). 
 
An increase in the share of NB variety positive affects the market share of NBs (A) (β: .185; b: .511; p < .001). 
This influence is due to both, the market share of NBs by regular prices (B) (β: .056; b: .217; p < .001) and the 
market share of NBs by promotional prices (C) (β: .061; b: .294; p < .001). Therefore, a higher NB brand variety 
leads to an increase in the market share of NBs by regular prices (B) as well as by promotional prices (C). This 
finding is particularly relevant for the manufacturer brand industry because increasing the share of NB variety 
increases the market share of NBs (A) without the direct use of promotional prices. However, it should be pointed 
out that shelf space organization is usually determined by retailers. 
 
An increase in brand preference only results in a marginal increase of the market share of NBs (A) 
(β: .057; b: .062; p < .001). The impact due to an increase in brand preference on the market share of NBs becomes 
apparent only by splitting the market share according to regular and promotional prices. An increase in brand 
preference marginally decreases the market share of NBs by regular prices (B) (β: -.095; b: -.145; p < .001) and 
increases the market share of NBs by promotional prices (C) (β: .109; b: .208; p < .001). For the manufacturer 
brand industry, this implies that the market share of NBs can be influenced positively by an increase in brand 
preference. This increase in the market share of NBs should be questioning extremely critically, since it is driven 
by the use of promotional prices. Accordingly, households with increasing brand preferences purchase more NBs 
at promotional prices and less at regular prices. Correspondingly, this is primarily a shift in demand within the 
NBs driven by an increase in brand preference. 
 
An increase in price consciousness has no significant influence on the market share of NBs (A) (β: .023; b: .027; 
p = .234). Therefore, a shift in demand from NBs to PLs is not detected as a result of an increase in price 
consciousness. This surprising result can also be clarified by dividing the market share of NBs. Splitting the market 
share among regular and promotional prices reveals that increasing price consciousness reduces the market share 
of NBs by regular prices (B) (β: -.184; b: -.304; p < .001). Simultaneously, households with higher price 
consciousness buy more NBs at special prices (C) β: .161; b: .334; p < .001). For retailers, this means that 
increasing price consciousness reduces sales of NBs at regular prices and stimulates sales of NBs at promotional 
prices. For the manufacturer brand industry, the specific influencing of price consciousness is not productive 
because there is no shift in demand between PLs and NBs. Household size and household income only marginally 
affect the market share of NBs by regular prices (B) as well as by promotional prices (C). 
 
4 Conclusions and further research 

Increasing the regular price of PLs, the share of NB price promotions and the share of NB variety are drivers of 
the market share of NBs (A) in competition with PLs. An increase in these determinants causes an increase in the 
market share of NBs and a decrease in the market share of PLs. These results can be used to competitively influence 
the market share of NBs and PLs by manufacturers as well as by retailers. 
 
Furthermore, the differentiated analysis of the market shares of NBs (A), (B), and (C) provides new insights into 
how the market share is affected by the use of regular prices (B) and by the use of promotional prices (C). Thus, 
it is determined that changes in the determinants of NBs’ market share differentially affect the market share of 
NBs by regular prices (B) as well as the market share of NBs by promotional prices (C). This differentiation of the 
market share of NBs provides a crucial added value for manufacturers and retailers in terms of influencing the 
market share of NBs and PLs. The positive effect by increasing the share of NB price promotions on NBs’ market 
share (A) is due to the market share of NBs by regular prices (B) and the market share of NBs by promotional 
prices (C). The positive impact by increasing the share of NB price promotions on NBs’ market share (A) is due 
to the market share of NBs by promotional prices (C). From the perspective of the manufacturer brand industry, 
the market share of NBs (A) driven by the use of promotional prices, should be questioning extremely critically 
because this may lead to an erosion of the brand. The expansion of the share of NB variety leads overall to a 
strengthening of the market share of NBs (A) in competition with PLs. Interestingly, the differentiated analysis 
shows that expanding the share of NB variety increases the market share of NBs by regular prices (B) as well as 
by promotional prices (C). Both the manufacturers and retailers to influence the market share in a more targeted 
way without having to directly use promotional prices can use this insight. Contrary to expectations, the increase 
in brand preference and price consciousness lead to a shift in demand within NBs and rarely to a shift in demand 
between PLs and NBs. An increase in brand preference as well as price consciousness lead to a reduction in the 
market share of NBs by regular prices (B) and to an increase in the market share of NBs by promotional prices 
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(C). For the manufacturer brand industry, this can lead to an increase in the purchase of NBs at promotional prices 
and to a reduction in consumers’ willingness to pay as well as in the value of the brand. 
 
Further research can consider differences between retailers’ distribution channels and product groups. This will 
reveal special characteristics in the effect of the different market shares. Additional insights are expected from a 
more in-depth analysis, as this allows better consideration of differences between product groups or retailers’ 
distribution channels. The market share of PLs can be focused more closely as well. Further research suggests that 
the effect of the determinants of PLs’ market share differs significantly from the effect of NBs’ market share. In 
this context, the question of whether the market share of PLs is also driven by the use of promotional prices should 
be investigated in particular. Another point to consider is the additional calculation of market share on the basis of 
revenues instead of quantity. It is to be expected that the effects examined here are less strong, since reduced prices 
are at least partially compensated by a higher sales volume. The change in the market share of NBs can also be 
supplemented by the change in the market share of retailers’ distribution channels. This allows to investigate 
whether an increase in the market shares of NBs (A), (B), and (C) leads to an increase in the market share of 
retailers’ distribution channels. In this context, it is reasonable to assume that the market share of NBs by 
promotional prices (C) has a stronger influence on the market share of the retailers’ distribution channels than the 
market share of NBs by regular prices (B). 
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Abstract. Women who do not conform to dominant beauty ideals are not only underrepresented in fashion marketplaces but are also 
underserved. In this vein, by emphasizing the shopping experiences of underserved women, this study aims to reveal what is lacking in today's 
fashion retail market. Thirty-eight semi-structured, open-ended, in-depth interviews were conducted with a diverse group of women from 
various racial and ethnic backgrounds, and social classes, with different sexual orientations, body shapes and sizes to gain a thorough 
understanding of the phenomenon. The study's originality stems from revealing the fashion purchasing experiences of women using a diverse 
sample, which allowed the discovery of previously overlooked consumer groups. We argue that because underserved consumer groups wield 
considerable economic power, their absence from fashion markets has far-reaching implications for market revenue. 
 
Keywords: underserved women; fashion diversity; fashion markets; fashion retail 
 
 
Extended abstract 

Previous research has studied fashion diversity to a limited extent, focusing on the underrepresentation of certain 
consumer segments in mainstream fashion magazines, advertising, or on runways (e.g., Cavusoglu & Atik, 2021; 
Schopf, 2016). However, women who fall outside the dominating beauty ideals are not only underrepresented but 
also underserved in the fashion market. Therefore, this study focuses on the experiences of a diverse group of 
underserved women from various racial and ethnic backgrounds, social classes, with different sexual orientations, 
body shapes, sizes and appearances.  Since fashion has historically and primarily been aimed at women, the scope 
of this study is limited to female consumers (Barnard, 2002). Thirty-eight semi-structured, open-ended, in-depth 
interviews with a diverse group of women were conducted to gain rich insight of the phenomenon (Cherrier & 
Murray, 2007). The study's originality stems from revealing the fashion shopping experiences of women using a 
large, diverse sample, which allows the discovery of previously overlooked consumer groups in fashion retailing. 
  
In contemporary fashion markets, consumers choose their clothing among the selections determined by the fashion 
industry, including but not limited to features such as color, style, fit, and fabric (Guy et al., 2001). This study's 
findings reveal that one area that lacks diversity is the availability of well-fitted female clothing for women who 
do not conform to the idealized and standardized ready-to-wear body shape and proportions. Fashion industry 
establish appropriate ratios and size labelling to suggest the suitability of a clothing piece for specific body 
proportions (Glock & Kunz, 2005). However, since the female population's body form has gotten more diverse, 
these size labels and proportion generalizations have proven insufficient in defining and addressing female 
consumer demands. For example, even though 14 is the average size of an American woman, prior research has 
revealed that more than 60% of women who wear size 12 or larger have difficulty in finding clothing of the same 
caliber as standard-sized versions (Corrigan, 2013). Clothing larger than a size XL, or sometimes a size 16W, is 
considered plus-sized and is sold separately in retail stores (Keiser & Garner, 2012). However, because many 
fashion brands make size 12 the maximum size, and plus-sized brands start at size 16, women who wear sizes 12 
and 14 face significant frustrations in finding the right fit for their size. 
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On the other hand, although women's body shape, size, proportion, and appearance differ substantially between 
ethnic groups (Lee et al., 2007), this fact is often overlooked in many Western countries. To accommodate figure 
variances, women of different ethnicities require specially designed and cut clothing (Connell et al., 2006). 
However, because female apparel manufacture is focused on the Western standard or ideal figure, a body that 
differs in shape and size from the standardized ideal is condemned to experience problems with finding and 
wearing well-fitted, fashionable clothing (Park et al., 2009). African American women, for example, have fit 
concerns, mainly in the waist and hips, and Mexican Americans have poor hip fitting due to greater sizing than the 
standard (Shin & Istook, 2007). Similarly, Mexican Americans, Hispanics, and Asians have fit issues in pants 
length because they are shorter than assumed. As demonstrated by these samples, each ethnic group has distinct 
physical forms and proportions that must be examined independently. 
  
Furthermore, despite the fact that petite sizing was recognized as a distinct body type following the publication of 
the National Bureau of Standards on body measurement for the sizing of women's patterns and apparel, most 
retailers continued producing clothing for the fashion market that they perceived as demanded (Tamburrino, 1992). 
Despite the fact that women who are 5'4' tall account for 50% of the female population in the United States 
(Schlossberg, 2016), very few retailers offer petite clothing lines specifically designed to fit shorter women.  
  
Petite women are defined by the industry as being 5′4′′ height or shorter, with narrower shoulders and shorter neck-
to-waist, arm, and leg lengths (Lauren, 2010). According to the National Center for Health Statistics (2011–2014), 
the average height of American women aged 20 or older is 5′4′′, while women standing at 5′8′′ or taller account 
for just 3.9 percent of the population. Ironically, runway models are often 5′9′′ or taller, and the standard height of 
a boutique mannequin is 6′ tall (Darwin, 2015). Given this, it's unsurprising that small women feel excluded from 
the fashion world. While petite women have a purchasing power of $10 billion (Lauren, 2010) and plus-size 
women have a purchasing power of $20 billion, fashion retailers that do not embrace diversity are losing significant 
revenue opportunities. 
            
Mature women over the age of 50 are also discontent with ready-to-wear fashion brands because designers fail to 
consider their changing physiques and postures due to aging (Holmlund et al., 2007). These brands do not offer 
mature consumers the same range of clothing choices (Dychtwald, 1997). Although Baby Boomer women aged 
50 and up spend more than $20 billion per year on clothing (Girl Power Marketing, 2020), they face difficulties in 
finding stylish yet age-appropriate garments for themselves. 
            
Moreover, today's fashion markets attempt at gender diversity, but the results are bewildering and inconsistent. 
For instance, luxury design houses such as Burberry and Gucci have attempted to transcend conventional fashion 
mindsets by staging gender-neutral shows to be ethically correct. However, both fashion houses maintained a 
predominance in the production of men's and women's clothes (Illingworth, 2017). Since most retailers ignore the 
genderless fashion demand and continue to produce traditional "men" and "women" styles, due to their underserved 
status, tomboy or androgynous women are forced to shop in the men's section of a store for more masculine 
products, and they face the issue of finding apparel that fits their feminine body form. 
            
According to Disability Statistics and Demographics Rehabilitation Research and Training Center (2018), over 40 
million people live with disabilities in the US, which equals to 12.7% of the total population. Among these, 
approximately 20 million are working-age adults with a discretionary income of $21 billion, which is greater than 
the Hispanic and African American segments combined in the US. Adaptive and sensory-friendly clothing 
advancements such as one-handed zips, magnetic buttons, adjustable waists, Velcro closures, and easy-open 
necklines are still so limited that consumers strive for such offerings.            
  
Last but not least, women of color are forced to believe that their skin tones are unfitting due to the industry's 
idealized beauty standards, which create a one-way colorism that favors Whiteness (Hunter, 2002). Aside from 
finding the right makeup products, finding so-called "nude" clothing items, from underwear to shoes, can be 
difficult for women with different skin tones.      
            
To conclude, by exposing the fashion shopping experiences of underserved women, this study sheds light on the 
lack of diverse offerings in fashion retail. We argue that since underserved women wield considerable economic 
power, their exclusion from the fashion retailing has far-reaching implications for market revenue. By embracing 
inclusivity, fashion retailers will not only support the physical and psychological well-being of underserved 
women, but also will be able to capitalize on the opportunities presented by these untapped diverse consumer 
segments that cry out loud for proper fashion products. 
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Abstract. Gaining continuous trust from mobile banking customers is a critical step in retaining customers for the fast-developing service. 
The current study aims to investigate how customers’ continuous trust is formed at the post-use stage in the Chinese mobile banking market. 
Online survey responses from 450 frequent mobile banking users in China are collected. The data was analyzed using structural equation 
modelling (SEM) based on a proposed model that predicts trust. The findings successfully validated the model of continuous trust.  Based on 
the model, customers’ continuous trust can be predicted by mobile banking apps’ perceived ease of use, privacy assurance and security features, 
organization reputation, and customer support. Furthermore, the interactive relationships among these proposed factors are proposed and 
validated in the model. To study trust in mobile banking past the initial adoption stage, we present new knowledge on how various factors 
might interactively inform customers’ continuous trust. It sheds light on our understanding of consumers’ continuous trust and provides insights 
for the financial industry. 
 
Keywords: consumers’ trust; mobile banking; continuous trust; post-use trust. 
 
 
1 Introduction 

Continuous, or post-use, trust refers to trust developed past initial adoption, when relative amounts of exposure 
and experience with the technology can be expected (Hoehle et al., 2012). It is one of the key factors contributing 
to retention and continuous use intentions (Li & Xue, 2021). Mobile banking research on trust has focused on the 
initial adoption stage (Chong et al., 2012) and, continuous use intentions (Adapa & Roy, 2017; Al-Ghazali et al., 
2015; Ghobakhloo & Fathi, 2019; Kala Kamdjoug et al., 2021; Luo et al., 2010; Malaquias & Hwang, 2016; 
Sharma & Sharma, 2019). Trust can change throughout the duration of the interaction. Clearly, at a later stage of 
market penetration, maintaining long-term trust proves increasingly relevant. Simply offering mobile banking 
services may be insufficient in remaining competitive, making it imperative for banks to actively seek strategies 
for retaining their existing customer base (Al-Ghazali et al., 2015). Despite this, models directly testing continuous 
trust, especially in mobile banking, is scant despite being an increasingly key area of interest. 
 
In the present study, we attempt to propose a model of features informing continuous trust in mobile banking. 
Identifying the antecedents of mobile banking customers’ continued trust may aid banks in the development of 
informed, realistic strategies for strengthening customer interaction and experience (Jamshidi et al., 2018). As 
such, the present study aims to identify critical constructs and examines how these lead to continuous trust by 
analyzing survey data of a Chinese sample of mobile banking users. As features of mobile banking stay relatively 
constant throughout interaction stages with mobile banking, we relate to constructs commonly referred to in mobile 
banking research, here framed in the context of continuous trust.  
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FIGURE 1. Model of continuous trust 

 
2 Methodology 

2.1  Framework integration 

The extant mobile banking literature has generally identified three distinct clusters of latent constructs that predict 
trust —mobile application related perceived ease of use, privacy assurance and security features, and information 
quality), organization related (organization reputation, and customer support), and customer related antecedents 
(previous experience, and propensity to trust). The constructs form the framework that predicts continuous trust 
(see Figure 1). 

2.2   Questionnaire design and survey administration 

Informed by the constructed model, we designed a questionnaire rated on a 7-point Likert scale (1-Strongly 
disagree, 4-Neutral, 7-Strongly agree) with well-validated items adapted from previous questionnaires. The survey 
was administered online, where existing mobile banking users in China were invited to participate. The 
questionnaire was first designed in English, then translated to Chinese by native Chinese speakers, and 
administered as such. To avoid any bias introduced by the instrument, items for each construct were presented 
randomly. As the present study was concerned with continuous trust at a post-use stage, inclusion criteria required 
respondents to indicate sufficiently frequent use of mobile banking before being allowed to proceed. We collected 
a total of 557 responses. To preserve validity, any incomplete responses, or responses which indicated a lack of 
attention (flat-lined responses) were removed. After cleaning, a final sample of 450 responses were entered for 
further analysis. 
 
3 Results 

Structural pathway analysis was conducted to test the effectiveness of the proposed model. As shown in Table 1, 
the model fit indices indicate a good fit (Hu & Bentler, 1999). Among the hypotheses that directly inform 
continuous trust (H1-7), two (H1: perceived ease of use – continuous trust, and H2: privacy assurance and security 
features – continuous trust) were supported. However, H3 (information quality – continuous trust) was rejected. 
The two organization related hypotheses also supported. Direct influences from customer-related antecedents (H6: 
previous experience – continuous trust, and H7: propensity to trust – continuous trust) to continuous trust were not 
supported. In addition, H4b and H5b were supported by the model, indicating that effects from organization 
reputation and customer support could also be mediated by privacy assurance and security features, as well as 
information quality.  
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TABLE 1 –  Pathway analysis results 

Hypothesis Path Std. error P-value Results 
H1 PEU -> CT 0.203 0.042 Supported 
H2 PASF -> CT 0.173 0.017 Supported 
H3 IQ -> CT -0.006 0.951 Rejected* 
H4 OR -> CT 0.578 <0.001 Supported 
H5 CS -> CT 0.595 <0.001 Supported 
H6 PTT -> CT -0.070 0.099 Rejected* 
H7 PE -> CT -0.085 0.121 Rejected* 
H4a OR -> PEU 0.100 0.209 Rejected* 
H4b OR -> PASF 0.579 <0.001 Supported 
H4c OR -> IQ 0.307 <0.001 Supported 
H5a CS -> PEU 0.023 0.240 Rejected* 
H5b CS -> PASF 0.259 0.001 Supported 
H5c CS -> IQ 0.283 <0.001 Supported 
H7a PE -> PEU 0.918 <0.001 Supported 
H7b PE -> PASF 0.049 0.681 Rejected* 
H7c PE -> IQ 0.380 <0.001 Supported 
H7d PE -> OR 0.824 <0.001 Supported 
H7e PE -> CS 0.828 <0.001 Supported 
Explanatory power: R2

CT = 0.823 
Model fit indices: χ2 = 847.666; df = 332; χ2/df = 2.55; IFI = 0.943; TLI = 0.934; CFI = 0.942; RMSEA = 0.059 
PE: Previous Experience, PEU: Perceived Ease of Use, PASF: Privacy Assurances and Security Features, IQ: Information Quality, OR: 
Organization Reputation, CS: Customer Support, CT: Continuous Trust. 
*Hypothesis rejected at confident interval α = 0.05 

 
It should also be noted that though previous experience was not a direct predictor of continuous trust, the supported 
hypotheses H7a, and H7c-e indicated the influence of previous experience on continuous trust to be moderated by 
several other factors of interest (perceived ease of use, organization reputation, and customer support).  
 
4 Conclusions and discussion 

The current study shows its novelty by integrating the potential influences of a customer’s perception of the 
company with their view of the app in our model. Furthermore, considering the potential influences of a customer’s 
previous experience on the perception of mobile banking applications and associated organizations, effects from 
previous experience as mediated by other factors were also incorporated in this model. We found the overall 
indices of good fit for the model to be generally robust. The majority of the variation in continuous trust could be 
explained by the model (R2CT = 0.823). The results point out that while propensity to trust may not influence 
continuous trust in the post-use stage, an individual’s previous experience shaped factors such as perceived ease 
of use, information quality, organization reputation, and customer support — which then informed users’ 
continuous trust levels. Furthermore, organization reputation and customer support were found to have the 
strongest effects on strengthening customers’ continuous trust. The two company-related factors could also 
influence how customers view the app’s privacy assurances and security features, also important in predicting 
continuous trust. 
 
The current trust study adds novelty in understanding the relationship between organization reputation and 
customer support on customers’ app perception. The model revealed both organization reputation, and customer 
support to significantly influence customers’ evaluations of both privacy assurance and security features, and 
information quality in mobile banking apps. This implicates that high reputation and strong support from the banks 
are not only direct signals of trustworthiness, but also indirect indicators of their apps’ reliability and information 
quality as perceived by customers. 
 
Contributing new knowledge to the existing mobile banking trust studies, the current study proposed that in 
modelling customers’ trust at a post-use stage, their perception towards the apps (perceived ease of use, privacy 
assurance and security features, and information quality) and providing companies (organization reputation, and 
customer support) would be readily influenced by their previous exposure to these services. Five out of the six 
proposed hypotheses (with the exception of previous experience – privacy assurance and security features) were 
supported through the validation of the full model with empirical data. This suggests past experiences with mobile 
banking to significantly moderate present perceptions of mobile banking features, alluding to a reciprocal 
relationship. It is suggested that banks thus pay close attention to, and even consider strengthening communicative 
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relationships with their customers. This simultaneously allows for gaining first-hand, reliable insight on their 
individual experiences, whilst providing enhanced quality service. 
 
It is worth noting some more contentious findings of the present study. The influence of customers’ propensity to 
trust on continuous trust was not observed, though this has been supported in some studies of initial mobile banking 
trust (Kaushik et al., 2020; Zhou, 2012). Propensity to trust indicates the degree to which trust might be assigned 
to a technology by customers given little prior experience or knowledge. This highlights the two distinct time 
points and stages of consumer trust, with a potential explanation for this difference being that at a post-use stage, 
customers have become relatively familiar with mobile banking through continuous usage, essentially nullifying 
the effects of an individual’s propensity to trust. Information quality was found to have no significant influence on 
customers’ trust here. A recent study conducted in Tunisia found similar results, arguing customers tended to 
prioritize, and were primarily concerned with security and privacy features over information quality and aesthetics 
(Trabelsi-Zoghlami et al., 2020).  
 
The present study outlined factors influencing continuous trust in mobile banking, having highlighted constructs 
most relevant in predicting this relationship in the resulting reduced model. In doing so, we have attempted to 
contribute towards the scant literature explicitly integrating concepts of continuous trust in mobile banking, 
particularly upon adoption. By adapting similar constructs of interest in initial mobile banking trust studies, we 
may allow for ease of comparison between these two stages of consumer trust. The presently derived model serves 
as a point of theoretical explanation for the complex, interrelated relationships of various facets of consumer trust 
and perception of mobile banking applications. Future research may consider developments such as investigating 
continuous trust across various time points of use, and perhaps the inclusion of other constructs of interest. 
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Abstract. The current study examines how retailers’ pricing strategy (partitioned pricing vs. combined pricing) affects consumers’ 
preference for environmentally friendly products, and how this effect is moderated by purchase motivation (hedonic vs. utilitarian). Although 
the number of environmentally conscious consumers is increasing, the high price perception associated with green products has become the 
main barrier that hinders consumers’ purchase of green products. The results of an experiment showed that when individuals had hedonic 
purchase motivation, a combined pricing was more effective for a green product, while a partitioned pricing was more effective for a 
conventional product. Further, our mediation analysis showed that for hedonic consumption motivation, perceived fairness of price partially 
mediates the effect of pricing strategy on purchase intention. On the other hand, the results found that when individuals have utilitarian purchase 
motivation, consumers evaluate combined pricing and partitioned pricing to be equally attractive. 

Keywords: pricing strategy; partitioned pricing; ethical consumption; green products; guilt 

 
1 Introduction 
 
Along with the increasing attention to environmental concerns, consumers have become to consider the potential 
impacts of their choices on the environment and purchase green products (Hutcheon, 2021; Laroche et al., 2001). 
However, the challenge existing in the market is the "green gap," which reflects a discrepancy between people’s 
belief in the importance of environmental protection and adopting actual pro-environmental behaviors (Gupta & 
Ogden, 2009). Indeed, while consumers, particularly millennials, increasingly advocate sustainability (White et 
al., 2019) and show higher intentions to choose green products (Yadav & Pathak, 2017), only about 26% of 
consumers regularly buy green products (White et al., 2019). Accordingly, marketers need to understand the 
consumer’s decision-making process for green products (Ha & Janda, 2012) and therefore, more in-depth research 
on identifying drivers promoting green purchase behavior is inevitable (Ritter et al., 2015). 
 
As a form of green purchase decision (Albayrak et al., 2013), buying green products can be influenced by both 
intrinsic and extrinsic factors (Kumar & Ghodeswar, 2015). Examples of intrinsic factors include environmental 
knowledge, feeling of responsibility, interest, self-efficacy, and personal norms whereas extrinsic factors are 
related, but not limited to store-related situational factors, companies’ promotional activities, and product attributes 
such as price, labels, product information, and quality (Kumar & Ghodeswar, 2015; Cerri et al., 2018). Among 
such various determinants, one vital barrier to green consumption consistently found is price consciousness 
(Wijekoon & Sabri, 2021). The extant research provides the strong evidence that generally green products are 
costly for average consumers (Ivanova, 2019; Wang, Ma, & Bai, 2019), and the higher price perception increases 
the consumer’s reluctance to purchase green products (e.g., Bonini & Oppenheim, 2008; Aschemann-Witzel & 
Zielke, 2017; Joshi & Rahman, 2015). In particular, the prevalence of misleading green claims, a tactic referred to 
as greenwashing, has grown today's consumers' general skepticism toward the green marketing (Vermeir & 
Verbeke, 2006; Fowler & Close, 2012; Sheehan & Atkinson, 2012), encouraging consumers’ analytical and 
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rational processing of information (Sinaceur, 2010). Then, how should a company employ different price 
promotions (e.g., price framing or presentation) influencing the consumer’s perceived price and savings, which, 
in turn, affect their purchase decisions? Previous studies examining the effect of pricing strategy on consumer 
behavior have primarily focused on conventional non-green products (e.g., Hardesty & Bearden, 2003; Burman & 
Biswas, 2007; Mishra & Mishra, 2011; Choi et al., 2020), while its effect on consumers’ green consumption has 
been somewhat neglected (Tripathi & Pandey, 2019). 
 
One of the pricing strategies that could influence consumers’ processing of price information, without actual 
reduction of price, is whether a price is divided into and presented as multiple components (e.g., product price + 
shipping and handling fee; partitioned pricing; or presented as all-inclusive price (i.e., combined pricing; Morwitz 
et al., 1998). Many previous studies that have studied the effect of partitioned pricing in the context of the 
conventional non-green product have reported that partitioned pricing leads to more favorable consumer responses 
as consumers tend to perceive the total price of a product as lower than that of combined pricing (Morwitz et 
al.,1998; Chetty et al., 2009). Then, would the same pattern of the result emerge for green products? In this study, 
we propose that the pattern would be reversed for green products as consumers with general cynicism toward green 
marketing possibly pay more attention to and scrutinize the surcharges they should pay. Furthermore, the current 
study investigates how the interaction between product type and pricing strategy would emerge with hedonic 
versus utilitarian purchase motivations. A recent study has reported that the positive effect of partitioned pricing 
only emerges for hedonic products as the partitioned price could mitigate consumers' feelings of guilt associated 
with hedonic consumption (Choi et al., 2020). However, as a firm's green practice could function as a more 
effective guilt-mitigating mechanism (Hagtvedt & Patrick, 2016), in the current study, we suggest that this pattern 
would not appear for the consumers’ green product purchases with a hedonic purpose. On the other hand, for the 
utilitarian purchase motivation, consumers tend to engage in more effortful information processing (Strahilevitz 
& Myers, 1998; Homburg et al., 2006;) and thus, even for green products, the attractiveness of partitioned pricing, 
which has long been found in the past research, is likely to vanish. 
 
Our findings will make two key contributions to the literature and online retailing practices. Although many 
previous studies have examined the effect of partitioned (vs. combined) pricing strategy and reported the positive 
effect of partitioned pricing, its relative effectiveness in the context of green consumption has been somewhat 
neglected. This study empirically shows how product type (conventional vs. green) and purchase motivation alter 
the effectiveness of partitioned pricing. In particular, even though combined pricing has been considered to be less 
effective than partitioned pricing in many previous studies, this study demonstrates that combined pricing can 
rather gain power in an eco-friendly shopping environment, providing implications both for researchers and 
practitioners. 
 
2  Literature review  
 
2.1   The role of pricing strategy: partitioned vs. combined pricing 
 
A partitioned (vs. combined) pricing strategy refers to the practice of dividing mandatory prices into multiple 
components instead of presenting them as one all-inclusive price (Morwitz et al., 1998). For instance, a firm may 
split the total price into several components, and present it to consumers as a base price and one or more surcharges, 
such as tax, shipping and handling fee, service fee, etc. The dramatic growth of e-commerce and the associated 
emergence of various surcharges has significantly increased the use of partitioned pricing, and firms’ partitioned 
pricing strategy is getting more sophisticated, often making consumers hard to precisely process all price 
information (Greenleaf et al., 2016; Choi et al., 2020).  
 
The effect of partitioned pricing on consumer responses, however, has been somewhat controversial. The earliest 
research on partitioned pricing showed that partitioned pricing tends to yield consumers’ favorable responses 
compared to combined pricing (Morwitz et al.,1998; Chetty et al., 2009). When partitioned pricing is presented to 
consumers, consumers tend to anchor on the base price and under-process surcharge information (e.g., low recall 
of total price). This insufficient processing of price information leads to a lowered perceived total price than 
combined pricing, which in turn results in more favorable consumer responses (Morwitz et al., 1998). Chetty et 
al. (2009) also confirmed this pattern of finding using scanner data from a grocery store. They found that presenting 
tax-inclusive price tags (i.e., combined pricing) significantly reduces the demand and total revenue of the store 
compared to tax-exclusive price tags (i.e., partitioned pricing). However, more recent research has indicated that 
the positive effect of partitioned pricing may not be the default effect (Burman & Biswas, 2007; Choi et al., 2020; 
Völckner et al., 2012). For instance, a survey found that more than 60% of consumers give up their orders when 
they find surcharges, such as shipping costs or handling costs, are added at the end of the transaction (Jupiter 
Communications, 2001). Further, a series of studies have identified the moderators of the effect of partitioned 
pricing. To list a few, price presentation (Blanthorne & Roberts, 2014), surcharge magnitude (Chatterjee, 2010; 
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Xia & Monroe, 2004), seller reputation (Cheema, 2008), and product category (Baghi et al., 2010; Choi et al., 
2020) have been found to alter the comparative effect of partitioned vs. combined pricing. For instance, partitioned 
pricing is more favorably evaluated when the partitioned components are perceived to offer high (vs. low) value 
(Bertini & Wathieu, 2008). Also, Cheema (2008) found that partitioned pricing from low-reputation sellers is 
likely to elicit negative inferences about surcharges compared to that from high-reputation sellers. Further, 
partitioned pricing tends to increase consumers’ hedonic purchases, while such effect did not appear for utilitarian 
purchases (Choi et al., 2020). This pattern emerges as consumers under hedonic motives tend to under-process 
surcharge information, and consequently, this lowered perception of the total price is used as a guilt-mitigating 
justification for hedonic purchases. Although the boundary conditions for the effect of partitioned pricing have 
begun to receive scholarly attention, the effect of partitioned pricing has relatively received little attention in the 
context of green consumption. As noted earlier, as one major driver of consumers’ attitude-behavior gap for 
ethical/green consumption is the price difference (Cailleba & Casteran, 2010; Gleim et al., 2013), we postulate 
that the way a price is presented to consumers would influence consumers’ willingness to purchase green products. 
 
2.2  The effects of scepticism toward the green marketing on price information processing  
 
A long line of studies has shown that consumers, and even individuals who care about the environment, generally 
do not give much credence to green marketing. As it is challenging for consumers to evaluate whether a product 
is as environmental as the marketer claimed it to be, before and even after purchasing the product, many consumers 
find environmental claims not to be believable or trustable (Schwartz & Miller, 1991; Chase & Smith, 1992). As 
the number of consumers who place more value on sustainability and the environment has dramatically increased, 
many companies have overstated or exaggerated the environmental benefits of products and services, making 
consumers' general skepticism toward the green marketing a global phenomenon (Mohr et al., 1998; Chan 2001; 
Fowler & Close, 2012; Sheehan & Atkinson, 2012). Consequently, consumers’ green intention does not always 
turn into actual green consumption behavior (Grail Research, 2009; Lindqvist, 2011). 
 
Findings from previous research suggest that when individuals are unsure and suspicious of any object, 
information, or situation, individuals tend to engage in more analytical information processing, elaborate more on 
the messages (Sinaceur, 2010), and interpret incoming information in various ways rather than interpreting it using 
a single schema (Schul et al., 1996). Although these effects have not been examined in the green consumption 
context, it seems likely that such pattern could extend to the online retailing situation for green products. According 
to previous studies suggesting the positive effect of partitioned pricing, such positive effect has been attributed to 
consumers’ under-processing of surcharge information (Choi et al., 2014). Using a cost-benefit analysis, 
consumers see whether the benefits they get from accurate processing of partitioned pricing information outweigh 
the cost (e.g., time and effort). The perceptions of these cost vs. benefits determine how consumers would approach 
and process partitioned pricing information. For instance, if consumers believe the cost of accurate processing is 
greater than the benefit, consumers may under-process or completely ignore surcharge information, making the 
“psychological price” lower than the actual total price (Morwitz et al., 1998). However, consumers can use 
different approaches to process partitioned prices, depending on the consumer characteristics (e.g., regulatory 
focus; Lee, et al., 2014) or the context in which consumers are faced (e.g., purchase motivation; Choi et al., 2020). 
Lee et al., (2014) argued that consumers with a promotion-focus tend to engage in global information processing, 
which, in turn, partitioned pricing is more attractive than combined pricing. Conversely, those with a prevention-
focus were found to engage in local processing of information with great attention to surcharge information, 
consequently perceiving partitioned pricing as equally attractive as combined pricing. 
 
Although not examined in the green-consumption context, extant studies have demonstrated consumers with 
suspicions tend to pay a high level of attention to surcharge information and consider surcharge as an unfair source 
of firm’s profits, either attenuating the positive effect of partitioned pricing (Cheema, 2008) or making combined 
pricing more appealing (Schindler et al., 2005). Considering consumers' tendency of questioning green products 
rather than taking them for granted, we expect a similar pattern of results for the green product. Specifically, when 
purchasing green products, consumers would analytically process price-related information, making them more 
sensitive to changes in surcharge prices. Thus, it is expected that those who purchase a green product will prefer 
combined pricing over partitioned pricing, while those who purchase a conventional product would show the 
opposite.  
 
2.3  The moderating role of hedonic versus utilitarian motivation 
 
We further propose that consumption motivation (utilitarian vs. hedonic) would moderate how product type 
interacts with pricing strategy. Utilitarian consumption is primarily motivated by the desire to satisfy functional, 
instrumental, and goal-oriented needs, while hedonic consumption is mostly motivated by the desire to satisfy 
experiential, aesthetic, sensual, or enjoyment-related needs (Batra & Ahtola, 1990; Strahilevitz & Myers, 1998; 
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Dhar & Wertenbroch, 2000; Chitturi et al.,  2007). Certain product categories could be strongly associated with 
one of these motives (Bang et al., 2021). For instance, toilet papers, detergents, microwaves, and home security 
systems are generally considered utilitarian products, whereas sports cars, luxury clothes, cakes, and flowers are 
often thought of as hedonic products. However, even for the same product category, consumers could be motivated 
by different purchase orientations (Choi et al., 2020). One consumer may purchase a winter jacket because their 
current one is not warm enough (i.e., utilitarian motivation), while another consumer may purchase the same jacket 
to express him/herself (i.e., hedonic motivation). Nevertheless, hedonic and utilitarian consumption are not 
necessarily two ends of a one-dimensional scale (Okada, 2005). A consumer may be motivated by high on both 
hedonic and utilitarian needs (Crowley et al., 1992). For example, a consumer may want a personal computer with 
both its functional features (e.g., processor speed) as well as hedonic features (e.g., looks).  
 
In addition, consumption motive affects consumer decision-making in many domains (Strahilevitz & Myers, 1998) 
of which one area involves the pleasure-seeking but guilt-inducing aspect of hedonic consumption. Consumers 
can easily rationalize purchases of utilitarian products, but they often feel regret and guilt about purchasing hedonic 
products because they cannot justify being wasteful or self-indulgent (Okada, 2005; Khan & Dhar, 2006, 2010; 
Zheng & Kivetz, 2009). In the context of hedonic consumption, this guilt can be a great barrier for consumers 
since it reduces the positive shopping experience (Prelec & Loewenstein, 1998). To mitigate their guilt, they may 
(1) engage in virtuous acts (i.e., licensing effect; Khan & Dhar, 2006), (2) work harder and thus earn the right to 
indulge (Kivetz & Simonson, 2002; Kivetz & Zheng, 2006), and (3) find money-saving deals (Zheng & Kivetz, 
2009). Also, previous studies found that consumers tend to choose hedonic over utilitarian products when they are 
presented with odd-ending prices, as odd-ending prices reduce consumers' feeling of guilt associated with hedonic 
consumption (Choi et al., 2014). In a similar vein, Choi et al. (2020) found that partitioned pricing could also 
function as a guilt-reducing justification for hedonic purchases, leading partitioned pricing more effective than 
combined pricing, while such a pattern did not emerge for the utilitarian purchases. However, it should be 
acknowledged that this study has tested the effect of pricing strategy on conventional non-green products. 
 
Then, in the context of green consumption, how would the purchase motivation affect the effect of the pricing 
strategy? For conventional products purchased with hedonic motivation, partitioned pricing would likely lead to a 
more positive consumer response due to the guilt-mitigating mechanism. However, it is shown that a firm's 
prosocial practice or claims could work as an effective guilt-mitigating justification for hedonic products (Hagtvedt 
& Patrick, 2016; Kang & Sung, 2021). According to Hagtvedt and Patrick's study (2016), when luxury brands, 
perceived often as hedonic consumption, executed cause-related marketing or partner with a charity, the 
consumer’s feeling of guilt remarkably decreased, which further resulted in higher purchase intentions. Likewise, 
when a product emphasizes the pro-environmental value, consumers considering it as a hedonic purchase no longer 
need to under-process surcharge information to reduce the feeling of guilt. Differently stated, it is presumed that 
in the context of hedonic consumption, combined pricing would be more effective for green products while 
partitioned pricing would be for conventional products. For the utilitarian purchase motivation, on the other hand, 
we propose that combined pricing will be more effective than partitioned pricing, regardless of product types 
(conventional vs. green). Although Choi et al. (2020) argued that consumers like combined pricing as much as 
partitioned pricing, previous studies have continuously reported consumers’ tendency to engage in analytic 
information processing for utilitarian purchases (Homburg, et al., 2006). That is, consumers with utilitarian 
motivation are highly cognitively driven and critically analyze all available information to arrive at a most 
reasonable decision (Aaker & Sengupta, 2000; Melnyk, 2014). Further, as consumers with utilitarian motivation 
tend to engage in cognitive elaboration, these consumers are likely to pay greater attention to surcharge information 
instead of under-processing it, decreasing the attractiveness of partitioned pricing.  
 
Based on the rationales discussed above, we propose the following hypotheses:  

 
H1: When individuals have hedonic purchase motivation, a combined (vs. partitioned) pricing will lead to more 
favorable consumer responses for a green product, while a partitioned (vs. combined) pricing will elicit more 
positive responses for a conventional non-green product.  
 
H2: When individuals have utilitarian purchase motivation, a combined pricing will lead to more favorable 
consumer responses irrespective of product type.  
 

3.  Methodology  
 
3.1  Research design  
 
The central aim of the current study was to examine whether pricing strategy and purchase motivation moderate 
consumers’ intention to purchase green (vs. conventional) products (H1-H2). Thus, the study employed a 2 
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(Product type: green vs. conventional) ´ 2 (Pricing strategy: partitioned vs. combined) ´ 2 (Purchase motivation: 
utilitarian vs. hedonic) between-subject design. 
 
3.2     Pre-test 
 
To successfully manipulate the purchase motivation (hedonic vs. utilitarian) a pretest was conducted and a total of 
65 participants were recruited from Amazon MTurk online panels (Mage = 37.1, 51.2% Female). Participants were 
shown one of the two shopping scenarios and asked to rate purchase motivation associated with each scenario. 
The purchase motivation was measured with a single item “In the above situation, purchasing a new jacket is more 
related with utilitarian (1)-hedonic (7).” The results indicated that the scenario “Please imagine that you wish to 
purchase a new jacket because your current jacket, while fairly new, is no longer in style” is perceived more as 
hedonic motivation (M = 5.53, SD = 2.32), while the scenario “Please imagine that you wish to purchase a new 
jacket because your current jacket ripped and you can no longer wear it” is perceived more as utilitarian motivation 
(M = 1.77, SD = .92). Further, the independent t-test indicated the significant difference between two scenarios (t 
= -6.99, p < .001). 
 
3.3    Main experiment  
 
A total of 203 participants (Mage = 21.12, 63.5% Female) were recruited from universities in the U.S. Once 
participants agreed to take part in the study, they were randomly assigned to one of the eight conditions. In the 
experiment, following the results of the pre-test, the purchase motivation was manipulated by asking participants 
to imagine a shopping situation with a specific purchase motivation for a new fleece jacket (see pre-test). Then, to 
successfully elicit targeted purchase motivation, participants were asked to briefly write down their previous 
experience that was similar to the one they imagined (Choi et al., 2014, 2020). Then, participants were shown 
product details for a fleece jacket from a fictitious brand, ALLOUTSIDE. In the case of green product condition, 
the product details emphasized that the jacket is made with 100% recycled polyester and dyed with a low-impact 
process that significantly reduces the use of energy and water.  
 
On the other hand, in the conventional product condition, participants were told that the jacket is made with 100% 
polyester and dyed with a process that ensures the softness of the garment (See Appendix). Lastly, the pricing 
strategy was manipulated by showing different product information. We reviewed the product price and shipping 
price for the product category online and used the average market price. In the partitioned pricing condition, the 
price was set as $79 (base price) and $6.50 (shipping and handling fee), while the price was set as $85.50 ($85.50 
including shipping & handling fee) in the combined condition. After spending some time looking at the product 
detail and price information, participants rereported their purchase intention (PI), perceived fairness of the price, 
satisfaction with price, etc. Finally, they reported their demographic information.  
 
3.4     Measures 
 
Consumers’ responses were measured with three dependent variables: purchase intention, perceived fairness of 
price, and satisfaction with the price. First, PI was measured with two 7-point semantic differential scales using 
anchored by improbable/probable, impossible/possible (Lee & Aaker, 2004; Cronbach's α= .82). To assess the 
perceived fairness of the price, two 7-point semantic scales adopted from Bolton, Keh and Alba (2010) were used. 
The specific items were as follows: "as a consumer, I think the total price offered for the order is 
unreasonable/reasonable, unacceptable/acceptable." (Cronbach's α= .88). Lastly, satisfaction with the price was 
measured with a single 7-point semantic differential scale with the question "How satisfied/dissatisfied are you 
with the offer? (unsatisfied/satisfied)”  
 
3.5     Control variables  
 
Two key control variables— Individuals’ enduring environmental concern and involvement with a product 
category were included in the analysis as control variables. An individual's environmental concern is a key element 
in determining the adoption of environment-friendly products (Chu et al., 2018; Kim & Choi, 2008), and 
consumers’ enduring involvement with a product category could affect consumers’ way of information processing 
(Petty & Cacioppo, 1986), these two variables were controlled to rule out any alternative explanations. Consumers' 
enduring environmental concerns were measured with five 7-point Likert scales adopted from Kim & Choi (2005) 
(Cronbach's α= .88). The items included “I am extremely worried about the state of the world’s environment and 
what it will mean for my future,” “Mankind is severely abusing the environment,” “When humans interfere with 
nature it often produces disastrous consequences," "The balance of nature is very delicate and easily upset," and 
"Humans must live in harmony with nature to survive.” Also, product involvement was measured with five 7-point 
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semantic differential scales adopted from Mittal (1995) and Zaichkowsky (1985) (For me, a fleece jacket is 
unimportant/important; of no concern to me/ of concern to me; means nothing to me/means a lot to me; does not 
matter to me/matters to me; insignificant/significant; Cronbach's α= .95) 
 
4.  Results 
 
4.1   Manipulation check  
 
To check the efficacy of manipulating purchase motivation, a manipulation check was conducted. To determine 
whether a given shopping scenario successfully primes participants' purchase motivation, we used a single-item 
measure used in the pre-test. An independent-sample t-test confirmed that those assigned to the hedonic condition 
perceived the shopping situation as more hedonic-oriented while those exposed to the utilitarian condition 
perceived the purchase context as more utilitarian-oriented (M hedonic = 4.29 vs. M utilitarian = 3.48; t (201) = -3.02 p 
< .01). Thus, the manipulation of purchase motivation was deemed successful.  
 
4.2    Hypotheses testing  
 
To test the proposed hypotheses, we performed a series of 2 (Product type: green vs. conventional) ´ 2 (Pricing 
strategy: partitioned vs. combined) ´ 2 (Purchase motivation: utilitarian vs. hedonic) ANCOVAs on purchase 
intention, perceived fairness of the price, and the perceived satisfaction with individuals’ environmental concern 
and product involvement as covariates. The analysis revealed no main effects of product type, pricing strategy, 
and hedonic motivation, and no two-way interaction effects were found (See table 1). However, we observed a 
significant three-way interaction of product type, pricing strategy, and purchase motivation on purchase intention 
(F (1, 193) = 6.64, p < .05), perceived fairness of the price (F (1, 193) = 7.57, p < .01), and price satisfaction (F 
(1, 193) = 8.37, p < .01). 
 
To better understand the three-way interaction, we separately examined the two-way interactions of product type 
and pricing strategy within the hedonic motivation versus utilitarian motivation condition. For the hedonic 
motivation, we revealed a significant two-way interaction between product type and pricing strategy (PI: F (1, 96) 
=9.95, p < .01; Perceived fairness: F (1, 96) =8.38, p < .01 satisfaction with the price: F (1, 96) =9.75, p < .01). 
For a green product, simple effect analysis showed that a combined pricing led to a higher level of purchase 
intention (M partitioned = 3.78 vs. M combined = 4.67; t (51) = -2.37, p < .05), perceived fairness of the price (M partitioned 

= 4.35 vs. M combined = 5.00; t (51) = -1.99, p = .05), and satisfaction with the price (M partitioned = 3.96 vs. M combined 

= 4.69; t (51) = -2.04, p < .05). On the other hand, the opposite pattern emerged for the conventional product. That 
is, for the conventional product, a partitioned pricing led to a more favourable consumer responses (PI: M partitioned 

= 4.48 vs. M combined = 3.46; t (47) = 2.15, p < .05, perceived fairness with the price (M partitioned = 4.68 vs. M combined 

= 3.88; t (47) = 2.15, p < .05), and satisfaction with the price (M partitioned = 3.92 vs. M combined = 2.92; t (47) = 2.39, 
p < .05). These results support H1 (see Figure 1 & 2).  
 
However, in the utilitarian motivation condition, product type and pricing strategy had a nonsignificant two-way 
interaction (PI: F (1, 95) =.32, p < .57; Perceived fairness: F (1, 95) =.65, p = .42 satisfaction with the price: F (1, 
95) =1.26, p =.26). To further analyze, we conducted a simple effect analysis. Although we hypothesized that 
combined pricing would be more effective than partitioned pricing for the utilitarian product, there was no 
significant difference between partitioned pricing and combined pricing, both for green products and conventional 
products, rejecting our H2 (see Figure 1 & 2).  
 
4.3 Mediation analyses  
 
To examine the process by which product type and pricing strategy jointly influence consumers’ reactions under 
hedonic purchase motivations, we tested the mediating role of perceived fairness of price, using bootstrapping 
analysis. As shown in Figure 3, the mediation analysis suggested that the model explained 10.2% of the variance 
in price fairness perception (p = .01), and the interaction between price strategy (0 = partitioned, 1 = combined) 
and product type (0 = conventional, 1 = green) had a significant positive effect on fairness perception (b = 1.45, p 
= .00). Further, the model explained 23.3% of the variance in consumers’ PI (p = .00).  
 
There was a significant positive effect of fairness perception on PI (b= .47, p = .00), and also the direct effect of 
the interaction term on PI was significant (b=1.23, p =.04). In sum, these findings suggest that the joint effect of a 
pricing strategy and product type on consumers’ PI is partially mediated by consumers’ price fairness perception. 
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FIGURE 1 - Product type ´ Pricing strategy on Purchase Intention between hedonic and utilitarian motivation 
 

 
 
 
 
 
 
 
 
 
 
 

FIGURE 2 - Product type ´ Pricing strategy on Price Fairness Perception between hedonic and utilitarian motivation 
 
5       Discussion 
 
As today’s consumers have become environmentally conscious, many companies direct their business effort 
toward sustainable and pro-environmental practices. Nonetheless, consumers’ overall skepticism toward green 
claims, and high price perception of environmentally friendly product has been the major reasons for consumers’ 
attitude-behavior gap for ethical/green consumption (Cailleba & Casteran, 2010; Fowler & Close 2012; Gleim et 
al., 2013; Vermeir & Verbeke, 2006). To reconcile such situation, in the current study, we aimed to investigate 
how partitioned pricing and combined pricing strategy influence consumers’ price perception, which in turn, 
influences their consumption. Furthermore, the current research investigated how consumers’ purchase motivation 
(hedonic vs. utilitarian) alters the dynamics of interactive effect between product type and pricing strategy. As a 
summary, our empirical study showed that when individuals had hedonic purchase motivation, a combined pricing 
was more effective for a green product and a partitioned pricing was more effective for a conventional product. 
Further, our mediation analysis showed that for hedonic consumption motivation, perceived fairness of price 
partially mediated the effect of pricing strategy on purchase intention. That is, under hedonic motivation, when 
green (conventional) product is paired with a combined (partitioned) pricing strategy, consumers perceive the price 
of the product to be fair and acceptable, leading them to have a higher level of purchase intention. On the contrary, 
when consumers have utilitarian purchase motivation, they evaluate combined pricing and partitioned pricing to 
be equally attractive for both green and conventional products.   
 
We contribute to the pricing literature by uncovering the influence of green consumption on the effectiveness of 
partitioned versus combined pricing. Although a series of research has examined the effectiveness of partitioned 
versus combined pricing, few studies tested such pricing strategy in the context of green consumption (Morwitz et 
al., 1998; Lee et al., 2014; Choi et al., 2020). While Choi et al. (2020) reported the positive effect of partitioned 
pricing for hedonic purchase motivations, all their four experiments focused on conventional non-green products. 
By examining the interaction between consumption motivation and pricing strategy in green context, we showed 
that the effect found from Choi et al. (2020) could be reversed for the green-consumption context. Further, Choi 
et al. (2020) explained that the positive effect of partitioned pricing comes from consumers’ desire to mitigate 
their guilt feeling, which makes consumers engage in less effortful price information processing. Although we did 
not hypothesize the mediating role of guilt in the current study, we conducted additional analysis to see if pricing 
strategy plays a different role on reducing the anticipatory guilt for hedonic products under conventional vs. green 
consumption context. Our analysis showed that for conventional products, when consumer have hedonic 
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motivation, partitioned pricing successfully reduces the feeling of guilt (b = 1.02, p <.05), while such effect did 
not occur for green product (b = -.21, p = .64), which should be further examined in the future research as a 
mechanism for the opposite effect of pricing strategy.  
 
Furthermore, this study provides empirical implications to practitioners, especially green product marketers. As 
stated, price is one of the major barriers for green product consumption (Wijekoon & Sabri, 2021). However, 
considering the relative low demand and high production costs (The Sustainable Living Guide, 2021), it is 
practically difficult for companies to reduce the green product’s price. Instead, they could employ different price 
promotions (e.g., price framing or presentation) influencing the consumer’s perceived price and savings, which 
further affect their purchase decisions (Chen et al., 1998; Weisstein et al., 2014). Therefore, as shown in the study, 
we suggest practitioners to adopt a combined pricing presentation for their green products, which will drive their 
consumers to regard the price as more reasonable and satisfactory and ultimately have higher purchase intentions. 
 
Although previous studies have extensively studied the comparative effect of partitioned vs. combined pricing, 
little studies have reported the beneficial effect of combined pricing, which challenges the commonness of 
combined pricing in the online retail setting. As the current study empirically confirmed the circumstances when 
combined pricing become more effective, we contribute to the literature of pricing strategy and to the e-commerce 
industry by providing justifications for the use of combined pricing strategy. 
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Abstract. Digitalization and omni-channel strategy have appeared as recurrent themes in retailing for years, yet some major international 
as well as domestic retailers have sought to retain a mono-transactional channel focus. These retailers, despite the digital mindset pre-occupying 
the retailing sector, have chosen to rely fully, or predominantly, on their stores to generate revenues, even during the Covid-19 pandemic. A 
number of questions arise from this approach, and this research study – a work in progress based on a multiple case study of the strategies 
adopted by Primark and Aldi in France and the UK - seeks to understand the rationale for marketing and strategic practices which appear to go 
against the dominant, strongly digitally oriented, discourses in our field.  Why do these retailers choose not to add a digital channel?  Can such 
a strategy successfully create value?  
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1 Introduction 

While digitalization and omni-channel strategy have appeared as a leitmotiv, or recurrent theme, in retailing for 
several years (Ailawadi & Farris, 2017; Mencarelli et al., 2021; Verhoef et al., 2015), some major international as 
well as domestic store-based retailers have decided to retain a mono-channel strategy: Primark may be the most 
instructive example of this approach, which still appears to work well commercially§§. These retailers, despite the 
digital mindset pre-occupying retailing as a whole, have chosen to rely only, or predominantly, on their stores to 
generate revenues, even during the COVID-19 pandemic. A number of questions arise from this strategy and it is 
important to take the time to understand the rationale for marketing and strategic practices which appear to go 
against the dominant, strongly digitally oriented, discourses in our field (Verhoef et al., 2021; Verhoef & Bijmolt, 
2019). Why do these retailers choose not to add a digital sales channel? Why do they rely instead upon traditional 
store-based revenues? Do we require a more nuanced understanding of the channel choices available to retailers? 
Is this approach relevant and replicable to others in the sector? Can such a strategy continue to successfully create 
value in the future? 
 
According to recent research, digitalization has clearly and deeply reshaped the environments in which retailers 
operate as well as their strategies and business models  (Alexander & Cano, 2020); Do Vale et al., 2021; Treadgold 
& Reynolds, 2021). Retailers are encouraged to pursue an omni-channel strategy “to survive” (Bell et al., 2014; 
Rigby, 2011) in a world where consumers use multiple devices as part of their digital customer journeys (Lemon 
& Verhoef, 2016). Brick-and-mortar retailers are increasingly pushed to integrate smart retail technologies to 
enhance the customer’s overall shopping experience (Adapa et al., 2021). However, despite the business 
opportunities apparently created, omni-channel strategy can be very hard to manage for traditional retailers 

                                                
§§ https://www.bbc.com/news/business-55661741   
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(Ailawadi & Farris, 2017; Mencarelli et al., 2021), not least leading to negative impact on retailers’ cost structures. 
A prominent UK CEO recently pointed out that “last year, every pound of Next business that transferred from 
retail to online cost an additional 6p. In the short to medium term, the costs of structural change will persist.” 
(Lord Wolfson, 2019, Chairman & CEO of Next). In addition to cost increases, retailers are now in more and more 
complex situations regarding appropriate resource attribution by channel (Salmani & Partovi, 2021) and 
maintaining the resilience of their revenue streams. Indeed, as digitalization has empowered them, customers are 
now well able to adopt showrooming practices to better compare prices and other product attributes (Daunt & 
Harris, 2017; Gensler et al., 2017). In summary, it seems that brick-and-mortar retailers face a paradox in that 
whilst adopting a digitally-oriented strategy can put at risk their conventional business model (based on selling 
products and services in physical stores), ignoring digital sales opportunities may be similarly risky. But as former 
Tesco CEO Sir Terry Leahy once remarked, doing nothing by accident is not an option: “The greater the risk, the 
greater the precautions you must take. Yet doing nothing is often the greatest risk of all.” (Leahey, 2013). So what 
assumptions lie behind the decision-making of these firms?   
 
2 Methodology 

This work-in-progress is based on an ongoing multiple case study examination of two international bricks-and-
mortar retailers that rely predominantly on their store channels, and which have chosen not to offer either no, or 
very partial, digital sales opportunities to their customers.  
 
2.1   Research design  

Multiple case studies are appropriate to answer “why” and “how” research questions in underexplored 
contemporary research areas (Yin, 2003), which is the case in this research study. Indeed, theory is recognized 
being more “accurate and more generalizable when it is based on multiple cases...multiple cases also create more 
robust theory because the propositions are more deeply grounded in varied empirical evidence” (Eisenhardt & 
Graebner, 2007: 27) This study conducts a mix of semi-structured interviews with managers, alongside observation 
in stores and of on line activity (by means of owned and earned marketing communications through company 
websites and social media presence) as the primary sources of data. The study is then enriched by drawing on 
public domain commentary from company press releases, the publicly-expressed views of senior managers within 
the two firms, alongside discussion by analysts and journalists who are seeking to understand the commercial 
rationale for firms’ channel choices. 
 
2.2   Case studies 
 
As for all empirical research, sampling is a key issue. Within a multiple case method, the sampling needs to be 
theoretically driven. Indeed, “the method emphasizes careful case selection. This means choosing cases where the 
focal phenomenon is likely to occur” (Eisenhardt, 2021). As Eisenhardt & Graebner, (2007: 27) underline, “cases 
are selected because they are particularly suitable for illuminating and extending relationships logic among 
construct”.  As a result, we choose to examine two cases which seem relevant to our research question: Aldi & 
Primark, in two countries. In this way we can make comparisons between different retail environments (UK and 
France) of two contrasting retail sectors (food and fashion) at the same time drawing on the knowledge and 
networks of the co-authors in the UK and France. These cases were chosen for several reasons: both retailers are 
demonstrably positioned as low-cost operators on whom the margin-related pressures of omnichannel operation 
might be considered particularly significant; both have also made clear, public statements about their channel 
choices. However, each retailer represents low cost positioning in contrasting business sectors and each appears 
to have developed a different multi-country strategy. The qualitative analysis was conducted through continuous 
interaction between theory and data to refine the coding process (Saldaña, 2015). 
 
3 Results  

This ongoing research (a) demonstrates the enduring characteristics of some retailing strategies across time as well 
as reminding us of the sector’s original, fundamental role, (b) proposes that whilst many customers of these brands 
might indeed want fully transactional digital services, they appear still willing to accept single channel availability 
when the perceived value of that channel is high enough to justify its choice (for example through demonstrably 
attractive store environments, the availability of products unique to the in-store brand, or through the provision of 
compelling store-based pricing strategies) (c) shows that the absence of any or extensive transactional digital 
channels does not mean that such firms cannot develop a rich, sophisticated and effective non-transactional digital 
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presence; and (d) as a result can sustain commercially viable mono-channel business models Through a scholarly 
lens, this research seeks to demonstrate that, despite the weight of academic discourse, some retailers might still 
be able to succeed by sticking to a product-dominant logic approach (Vargo & Lusch, 2004) and avoid the trap 
represented by extensive moves towards digitalization of transactions. In such circumstances, refusing to adopt a 
digital value proposition might be a means of preserving the success of their original business model. 
 
Companies like Primark seem able to adopt a longer-term perspective regarding the profitability of their business 
model by sticking with their store-based revenue model. For instance, George Weston, AB food, chief executive 
stated in 2020 “I think that COVID has more demonstrated the strength of Primark than the weakness...when 
people are able to shop, they prefer to shop with us than to do so online” (secondary data, article in Reuters, 
published in 2020). It also helps that neither of our case study firms are publicly-quoted businesses. This does not 
mean that a firm like Primark has ignored the possibilities of ecommerce, however: the company ran a 12-week 
trial with UK pure play fashion business ASOS in 2013 but terminated the contract. It was suggested at the time 
that despite ‘phenomenal’ demand, the trial proved uneconomic thanks to high commission costs and competition 
from other brands on the platform (Alexander, 2013). Nor does this mean that, by having a store-based revenue 
model, retailers are avoiding using any digital touchpoints to increase customer experience and operational 
efficiency, as our interview analysis and secondary data show. For instance, in-store observations show that 
Primark communicates about their stores by means of their online non-transactional channels and their social 
media pages. But such activity can vary by market and retailers follow a variety of paths regarding the use of their 
channels. For example, while Aldi in France has developed an application to improve its communication with its 
customers, Primark has not.  
 
Table 1 demonstrates the different use of digital devices within elements of the current marketing mix of the firms 
studied in this research. For example, the table shows that two firms following the same revenue model only based 
on their stores nevertheless use different marketing strategies to communicate information to their customers. For 
instance, while Primark France displays information on their stores about their website and their social media, Aldi 
France do not. On the other hand, Aldi invests resources to provide customers with a digital application while 
Primark does not.  
 
3.1   Limitations 

While our results suggest that a non-transactional mono-channel business model can be successful in a digital 
world, it cannot be demonstrated whether the firms under investigation may have been even more successful if 
they had opened up a fully transactional digital channel. However, the challenges faced by other traditional retailers 
in moving into this space does suggest that the extra costs involved would have significantly affected the firm’s 
ability to continue to be able to provide the lowest cost offer, thus undermining their original business model (Shah, 
2021). 
 

TABLE 1 –  Comparison of Aldi and Primark strategies, France and the UK 

 Aldi France Aldi UK Primark France Primark UK 

Website Yes Yes Yes Yes 

Ecommerce No Yes No No 

Home delivery No No No No 

Click & collect No Yes No No 

Inventory No Yes No No 

In-store communication about 
digital channels 

No No Yes Yes 

Mobile app Yes Yes No No 

Social media presence Yes Yes Yes Yes 

Note: As at February 2022. 
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4 Discussion 

In considering our results, it is first important to differentiate between the strategies adopted for sales as against 
marketing channels. In our case studies, there was significant investment in developing new digital marketing 
channels, such as via social media platforms, despite decisions not to develop new digital sales channels. For 
example, Primark currently commands 24.5mn followers across its Instagram, Facebook, Pinterest and TikTok 
social media platforms, an increase of 10% over the previous year (Shah, 2021). Thus, it can be argued that these 
are still omnichannel retailers as they still aim “to deliver a seamless customer experience regardless of the 
channel” (Piotrowicz & Cuthbertson, 2014). Brynjolfsson, et al. (2013) have already highlighted that all retailers 
can adopt “successful strategies for omnichannel retailing” in the short-term. However, Brynjolfsson et al., go on 
to suggest that “pure brick-and-mortar retailers” can only be successful in the long-term by moving “toward 
becoming dual-channel retailers”.  
 
Our research suggests otherwise. Long-term success via a mono sales channel (physical or digital) appears possible 
as long as it is consistent with the overall business strategy, which then dictates the relevant business model. 
Interestingly, Brynjolfsson et al. do not suggest that “pure online retailers” need to take this dual-channel 
approach to long-term success, even though the investment is much less onerous – when we compare opening one 
physical store at a time for an online retailer, to making a full offer available online for a multiple store-based 
retailer. This conclusion also complements recent literature regarding omni-channel business model 
implementation, highlighting the heterogeneity of paths for firms having store and online based revenue models 
(Do Vale et al., 2021). Indeed, even retailers which only sell their products and services in-store can follow 
different paths regarding the way in which they use digital technologies to improve their customer relationships 
and their communication.  
 
A growing body of literature encourages brick-and-mortar retailers to move towards what is called “smart retail” 
(Pantano & Timmermans, 2014) in which retailers are pushed to integrate smart retail technologies within their 
business models to remain profitable and enhance customer shopping experience (Adapa et al., 2020). Such 
technologies can be embedded within stores. Interestingly, this research provides this trend with more nuance by 
suggesting that some retailers, in reaching mono-channel solutions, are being wise rather than being smart. The 
issue is to better consider the relevance of which digital technologies to adopt and on which aspects of the 
marketing mix to focus to remain profitable. For example, Primark launched a new ‘click and collect’ service on 
its UK website in March 2022, aimed at driving business to its stores. It is also experimenting with self-checkout 
technologies in its Sheffield store. Similarly, Aldi UK launched a ‘just walk out’ automated store in Greenwich, 
London, in February 2022.  
 
While the question of being smart for retailers remains of crucial importance, this research encourages retailers to 
also think in term of being wise for not falling into the trap of the wheel of retailing (Hollander, 1961) which would 
result in losing profits in the long-run. Indeed, Babin et al., (2021: 82), recently reminds us that “pricing strategies 
remains paramount among the retail mix elements”. It seems that to keep a discount pricing positioning, keeping 
a mono-channel transaction strategy may be wiser than trying to add an online transactional channel due to the 
additional costs involved. Indeed, Magretta (2002: 5) has already pointed out that “the business model of on-line 
grocers, for instance, failed the numbers tests. The grocery industry has very thin margins, and on-line merchant 
like Webvan incurred new costs for marketing, service, delivery, and technology. Since customers weren’t willing 
to pay significantly more for groceries bought on-line than in-stores, there was no way the math could work” Even 
established omnichannel retailers recognize the commercial challenge. Simon Roberts, CEO of UK grocery retailer 
Sainsbury’s commented on the commercial considerations when moving online for grocery sales during the 
pandemic. The firm was, he said, “moving sales out of our most profitable convenience channel and driving a 
huge step-up in online grocery participation, our least profitable channel” (Eley & McMorrow, 2020). 
 
In classic strategic analysis (Porter, 1980), those discounters sticking with a store only sales strategy are clearly 
following low cost competitive positioning. It is worth noting that other retailers sticking to such a store-based 
strategy include luxury retailers, where the in-person customer experience is paramount and underpins their 
competitive strategy of differentiation, at the other end of Porter’s model. In the case of Primark, the business is 
relentlessly investing in its UK in-store experience through, for example, cafes run by bakery company Greggs, 
nail and beauty salons, and through trialing the use of self-scanning technology in store.  
 
The choices available may be illustrated by analyzing the basic marketing mix (McCarthy, 1964) for different 
retailers (see Table 2).  
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TABLE 2  –   Relationship between marketing mix elements and channel choices 

Sales channels 
marketing mix     

Store based only Multi-channel Digital only 

Place Single channel Multiple channels Single channel 

Price Single price point (Low cost 
or differentiation) 

Multiple price points 
(Big middle) 

Single price point (Low cost 
or differentiation) 

Product Single brand (Private label) Multiple brands (Branded 
and private label) 

Multiple brands (Branded 
and/or private label) 

Promotion Multiple channels Multiple channels Multiple channels 

 
Table 2 also reflects the tendency of retailers to migrate towards the “Big Middle” (Levy et al., 2005) in search of 
greater revenues, in this case by offering both store-based and online sales channels. This raises the question of 
whether those retailers moving online from store-based retailing, or to stores from online retailing, will eventually 
succumb to being “stuck in the middle” as described by Porter (1980). It is worth noting that the online focused 
retailer Amazon is closing more than 50 of its physical stores, including 24 bookstores and more than 30 Amazon 
4-Star stores as these businesses have failed “to gain traction” (Weise, 2022). Further, some 74% of Amazon’s 
profits now come from non-ecommerce related activity, such as Amazon Web Services and the sale of ‘just walk 
out’ technology to other grocery retailers. Thus, while the “Big Middle” may be the desire of the mass market, 
offering everything through every channel, it may prove to be challenging for retailers to fulfil such all-
encompassing desires profitably. 
 
5 Conclusions 

We conclude that the imperative articulated by academics, commentators and analysts towards a dominant 
omnichannel business model is incorrect in that it is not only imprecise but also fails to match some current 
behavior by practitioners in certain retail markets. Using the examples of two low cost retailers in food and fashion, 
we argue that retailers have more nuanced marketing as well as sales choices when considering developing their 
digital presence. Further, retailers who cannot justify a transactional digital presence for commercial reasons 
because of their low-cost positioning appear - at least at present - to be able to survive (and thrive) perfectly well 
through store-focused strategies and investments, including digital activities which seek to drive consumers to 
their stores. 
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Abstract. The paper aims to explore, on the one hand, the impact of fear of COVID-19 and perceived risk of eating out during COVID-19 
on customers’ attitude toward using online food delivery services (OFDS), and on the other, the influence of this attitude on the formation of 
positive feelings (brand love) up to addictive ones (brand addiction; continuance intention after COVID-19) toward OFDS brands. To reach 
these objectives, a web-based self-completion survey and a subsequent structural equation modeling have been employed. Results reveal that 
fear of COVID-19 positively influences the perceived risk of eating out, which in turn shows a positive impact on attitude toward using OFDS 
brands, thus triggering a virtuous process leading to the formation of consumers’ positive and addictive feelings towards OFDS brands. 
Managerially, the study provides a practical understanding concerning the possible strategies restaurants can adopt to offer effective OFDS to 
their customers. 
 
Keywords: COVID-19; perceived risk; brand addiction; brand love; continuance intention  
 
 
1  Introduction 

The COVID-19 pandemic has brought several challenges for different economic sectors. The hospitality and 
catering industries have faced tough times (Belarmino et al., 2021). In particular, by focusing on the catering 
sector, restaurants had to close for months due to the different lockdowns. In this context, online food delivery 
services have filled this gap, thus becoming the only bridge between restaurants and their customers (Cai & Leung, 
2020). Notably, online food delivery services (OFDS) connect consumers with restaurants and allow food to be 
delivered (Belarmino et al., 2021). OFDS can be defined as “any food delivery transaction with monetary value 
that is done through mobile handheld devices, such as smartphones or personal digital assistants” (Prasetyo et al., 
2021, p. 1). If before the COVID-19 pandemic these services were optional for the European restaurants, the 
necessary limitations forced the catering industries to rely heavily on them for survival. In Europe, the interest in 
OFDS grew by 140% in 2020, with Italy achieving one of the best performances, equal to +180%. Only in the 
third quarter of 2020, +34% of Europeans ordered take-away food through online services (Reply, 2021).  
 
These data confirm how the COVID-19 pandemic has profoundly changed consumers’ habits, especially for what 
concerns their food consumption patterns. Indeed, consumers, forced to eat at home due to the closure of 
restaurants, have increasingly begun to use OFDS. This attitude, combined with the states of fear linked to the 
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perceived risk of eating out, has led and is leading more and more people to choose these services even in the 
stages of COVID-19 restrictions’ reduction. This means that the online food sector will be not only a consequence 
of the pandemic crisis but also a trend for years to come (Cai &Leung, 2020). 
 
Starting from these assumptions, the present study aims to explore the influence of fear of COVID-19 and 
perceived risk of eating out during the pandemic on customers’ attitude toward using OFDS brands. Secondly, the 
paper seeks to test if fear of COVID-19 and the attitude toward using OFDS can lead to positive feelings toward 
OFDS brands (i.e., brand love) up to addictive ones (i.e., brand addiction and continuance intention after COVID-
19). By doing so, the paper provides important theoretical and managerial contributions. At the theoretical level, 
the study represents the first work focused on the brand addiction and brand love topics in the OFDS context. 
Secondly, it enriches the paucity of research on OFDS in the COVID-19 context (Belarmino et al., 2021), 
especially by deepening the analysis of the role of fear of COVID-19 on the consumers’ food consumption habits 
(Gavilan et al., 2021). Managerially, the present work attempts to identify how restaurants can provide value to 
their customers through OFDS.  
 
The remainder of the paper is organized as follows: Section 2 provides a review of the literature and develops the 
hypotheses. Section 3 describes the methodology, while Section 4 presents the empirical results. Finally, Section 
5 concludes the study by discussing theoretical and managerial implications, limitations, and directions for future 
research. 
 
2  Hypotheses development 

2.1   Brand love, brand addiction, and continuance intention after COVID-19 
 
Although brand love and brand addiction are both defined as customers’ strong and positive feelings for brands 
(Fetscherin & Heinrich, 2014), literature underlines how these sentiments represent two distinct types of bonds. 
Indeed, Fournier (1998) conceptualizes consumer-brand relationships along a continuum that ranges, in intensity, 
from superficial affect to simple liking, affection, love and, finally, addiction. From this perspective, brand love 
and brand addiction can be considered as two distinctive feelings, also with respect to other emotions. On one 
hand, brand love can be defined as the degree of passionate emotional attachment a consumer has for a particular 
brand (Carroll & Ahuvia, 2006). More recently, Batra and colleagues (2012) state that consumers usually begin to 
experience a feeling of love toward a brand when they spend a lot of time in adopting and thinking about that 
brand. On the other hand, brand addiction was conceptualized as one of the strongest relations between brands and 
consumers. However, this topic has recently emerged and there is a paucity of researches (Mrad, 2018). 
Nonetheless, some authors have attempted to systematically define brand addiction. In particular, Mrad & Cui 
(2017, p. 1945) conceptualize it as “an individual consumer’s psychological state (genus) that pertains to a self-
brand relationship manifested in daily life and involving positive affectivity and gratification with a particular 
brand and constant urges for possessing the brand’s products/services”. By focusing on the relationship between 
brand love and brand addiction, besides identifying their conceptual differences, literature also tests a causal 
relationship between them, thus corroborating how brand love can be an antecedent of brand addiction (Mrad & 
Cui, 2017). Starting from these previous results and from the fact that, to the best of the authors’ knowledge, no 
studies have analyzed this relationship in the OFDS sector, we hypothesize that customers’ love toward OFDS 
brands has a positive impact on their addiction toward them. Therefore, the first hypothesis has been proposed: 
 

H1. Brand love toward OFDS has a positive impact on brand addiction. 
 
Furthermore, another connection between brand love and brand addiction concerns the role of intention to 
repurchase since it represents a possible outcome for both of them (Meijani et al., 2021; Vlachos & Vrechopoulus, 
2012). Notably, continuance intention to repurchase can be defined as the individuals’ intention to continue using 
a brand, product, or service after its initial acceptance (Basak & Calisir, 2015). In the present study, continuance 
intention concerns the individuals’ will to continue using OFDS brands after the COVID-19 pandemic. Overall, 
since, to the best of the authors’ knowledge, no studies have analyzed these relationships in the OFDS industry, 
we hypothesize that love and addiction toward OFDS brands have a positive impact on customers’ intention of 
continuing to adopt them after COVID-19. Consequently, the following hypotheses have been proposed: 
 

H2. Brand love toward OFDS has a positive impact on continuance intention after COVID-19. 

H3. Brand addiction toward OFDS has a positive impact on continuance intention after COVID-19.  
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2.2   Fear of COVID-19 

Worldwide, the COVID-19 pandemic has brought with it several consequences, most of them leading people to 
feel emotions of fears and anxiety. Notably, fear of COVID-19 was defined as “a negative emotional state that 
captures the anxiety and depression experienced due to an awareness of the possible consequences of the COVID-
19 pandemic, such as being infected with the coronavirus” (Jian et al., 2020, p. 3). By focusing on the impact of 
fear of COVID-19 on the adoption of OFDS, literature underlines the necessity of deepening the analysis of the 
role of fear of COVID-19 on the consumers’ food consumption habits, behaviors, and decision-process. In 
particular, fear of COVID-19 has led people to adopt new habits which could remain afterward, such as the 
preference for more intimate groups of friends, more home entertainment, and the increasing adoption of OFDS, 
especially used to “shift consumption to safer, more controlled environments, such as the home” (Gavilan et al., 
2021, p. 2). In this way, OFDS’ brands have become more and more known and used by people as the main 
alternative to dining out (Al Amin et al., 2020; Chenarides et al., 2020; Belarmino et al., 2021;). Overall, starting 
from this assumption and from the fact that people (i) naturally feel closer and more connected to a brand when 
they constantly use it throughout their lives (Elhajjar et al., 2021); (ii) usually start to feel a sentiment of love 
(Batra et al., 2012) and addiction (Francioni et al., 2021) toward a brand when they spend time in consuming and 
thinking about that brand, it could be assumed that fear of COVID-19 has a positive impact on the formation of 
love and addiction toward OFDS brands. Therefore, we formulated that: 
 

H4. Fear of COVID-19 has a positive impact on OFDS’ brand love. 

H5. Fear of COVID-19 has a positive impact on OFDS’ brand addiction. 
 
Similarly, given that fear of COVID-19 has brought to an increased use of the OFDS brands (Gavilan et al., 2021) 
and that customers’ use/experience with a product, brand, or services can have a positive influence on their 
continuance intention (Boakye, 2015), it could be hypothesized a positive impact of fear of COVID-19 on the 
customers’ intention of continuing to use OFDS brand after COVID-19. Thus: 
 

H6. Fear of COVID-19 has a positive impact on OFDS’ continuance intention after COVID-19. 
 
2.3   Perceived risk of eating out during COVID-19 
 
Along with fear of COVID-19, another key factor influencing individuals’ habits and future intentions is their 
perceived risk (Rather, 2021). In particular, literature has mainly analyzed the individuals’ perceived risk of 
travelling during COVID-19. Since travelers, who feel a sense of risk, are normally less inclined to travel, the 
extant research identifies a negative impact of perceived risk of traveling during COVID-19 on individuals’ attitude 
to travel (Gupta et al., 2021). Given that the risk of contracting the virus during non-essential travels can also be 
extended to meals consumed outside the home for reasons that are not strictly necessary, this study is focused on 
the perceived risk of eating out during COVID-19. In particular, we examine (i) the role of fear of COVID-19 as 
possible antecedent and (ii) the role of attitude toward using OFDS brands as outcome of perceived risk. 
 
Concerning the relationship between fear of COVID-19 and perceived risk, literature underlines how individuals’ 
feelings of fear, provoked by the lockdown measures, have strongly influenced their social life (Ahmed et al., 
2020). In particular, by becoming more and more worried about the increased risks of infection during dinners out, 
they began to gradually reduce possible occasions to go out. Based on the above discussion, we suppose that: 
 

H7. Fear of COVID-19 has a positive impact on the perceived risk of eating out during COVID-19. 
 
With reference to the relationship between perceived risk of eating out and attitude toward using OFDS brands, 
research has mainly focused its attention on the perceived risk of travelling during the pandemic crisis by also 
analyzing its role on the formation of individuals’ closed attitudes towards avoidable travels. In particular, Gupta 
and colleagues (2021) and Rather (2021) found that the higher the perceived risk of traveling during COVID-19, 
the more negative the individuals’ attitude to travel. Therefore, we hypothesize an equivalent relationship between 
the perceived risk of eating out and the attitude toward using OFDS brands. Indeed, the perceived risk of infection 
has brought individuals to prefer OFDS for eating in safer and more controlled environments, like home. Thus: 
 

H8. Perceived risk of eating out during COVID-19 has a positive impact on attitude toward using OFDS  
      brands. 
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Figure 1. Conceptual model 
FIGURE 1. Conceptual model. 

 
2.4   Attitude toward using OFDS brands 
 
Besides hypothesizing a positive impact of perceived risk of eating out on attitude toward using OFDS brands, we 
also assumed that this attitude can lead to positive feelings toward them (i.e., brand love) up to addictive ones (i.e., 
brand addiction, continuance intention after COVID-19). Concerning the connection between attitude and brand 
love, research has detected this positive relationship in other sectors, such as cosmetic (Sama & Trivedi, 2019), 
online shopping (Navaneethakrishnan & Sathish, 2020), automotive (Trivedi & Kishore, 2020), and natural food 
(Sreen et al., 2020). Starting from these previous results, we suppose that this connection can plausibly be extended 
to the OFDS’ brands context. Therefore: 
 

H9. Attitude toward using OFDS brands has a positive impact on brand love. 
 
Similarly, by exploring the antecedent variables of brand addiction, literature identifies a positive influence of 
customers’ attitude on brand addiction (Mrad & Cui, 2017). However, no studies have investigated this relationship 
in the OFDS context. Based on that, we create the following hypothesis: 
 

H10. Attitude toward using OFDS brands has a positive impact on brand addiction. 
 
Finally, with regard to attitude and continuance intention after COVID-19, different studies have analyzed this 
relationship, even if the majority of them have focused on other contexts, such as mobile health applications 
(Birkmeyer et al. 2021), cruise services (Pan et al., 2021), and online learning platforms (Mo et al., 2021; Singh 
et al., 2020). By specifically focusing on the food delivery services, Al Amin and colleagues (2021) detect a 
significant influence of customers’ positive attitude toward mobile food delivery applications on the continuance 
intention of using them. Similarly, Troise and colleagues (2021) and Hwang and colleagues (2021) identify a 
positive influence of the consumers’ attitude toward using online delivery services on their intention to continue 
to adopt them. Consequently, in the present study, a positive impact of the consumers’ attitude toward using OFDS 
brands on their continuance intention to adopt them after COVID-19 has been postulated. Thus: 
 

H11. Attitude toward using OFDS brands has a positive impact on continuance intention after COVID- 
       19. 

 
Figure 1 depicts the overall model under investigation, with the research hypotheses. 

 

3    Methodology 

The study uses cross-sectional primary data. An online non-random sampling approach with Italian consumers 
was applied. Translation-back-translation method was employed to carry out the survey in Italian language. After 
eliminating incomplete responses and discarding respondents with a uniform response style (Völckner et al., 
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2010), we ended up with 398 valid responses. The sample constituted of 40% male respondents and 60% female 
respondents with 70% being in the age group of 18 - 23 years. As our sample is not representative of the Italian 
population, we include gender, age, and education as covariates, but no significant effects or differences were 
found. With a total of 398 respondents, the sample is above the rule of 200 and the sample to item ratio is 11.7, 
which is higher than the acceptable ratio of 5:1 (Gorsuch, 1983). Thus, an adequate sample size is achieved. Kaiser-
Meyer-Olkin (KMO) as well as Bartlett’s Test of Sphericity to measure sampling adequacy are calculated. KMO 
is .929 (> than .5) and Bartlett’s Test of Sphericity is significant at .000 (below p <.05), therefore, both values are 
over the threshold and the data is suitable for factor analysis. 
 
For the operationalization of the constructs, we employed existing and empirically validated scales. Survey 
respondents were asked to indicate their level of agreement for each of the items using a seven-point Likert scale, 
anchored by totally disagree (1) to totally agree (7). Appendix contains the complete list of the items, Cronbach’s 
alpha for each scale, and the source adopted for each construct.  
 
4    Results 

4.1  Validity and reliability tests 
 
Exploratory factor analysis, confirmatory factor analysis, and structural equation modeling were used to address 
the hypotheses. Employing principal factor analysis showed that all items loaded on the proposed constructs. 
Overall, the six factors explain 67.5% cumulative variance. None of the 34 items had significant cross-loadings 
(>.50). All scales are reliable with Cronbach’s alpha values higher than .8 (see Appendix). 
 
The constructs’ convergent and discriminant validity was assessed through a confirmatory factor analysis. Average 
variance extracted (AVE) and composite reliability (CR) form convergent validity. To obtain convergent and 
discriminant validity, the AVE should be > .40 (Floyd & Widaman, 1995) and the CR > .60 (Bagozzi and Yi, 
1988). AVE values are between .51 (brand addiction) and .83 (perceived risk) and CR values range between .88 
(fear of COVID-19) and .94 (attitude and perceived risk). Thus, all AVE and CR values are acceptable. 
Discriminant validity is established by comparing AVE values need with the squared inter-construct correlation 
estimates (SIC). Details for means and standard deviations of the constructs, as well as AVE, CR, and SIC values, 
are displayed in Table 1.  
 
4.2   Hypotheses testing  
 
Structural equation modeling (SEM) was employed using SPSS AMOS 26 to test our hypotheses. The findings 
show an acceptable model fit with 𝜒C  = 1501.24; df = 514; p = .00; 𝜒C/df = 2.92; IFI = .92, TLI = .91, and CFI 
= .92; RMSEA = .07. Figure 2 gives an overview of the results of our model testing. Significant effects are found 
for the following relationships. Brand love positively influences brand addiction (ß = .66; p < .001) and 
continuance intention after COVID-19 (ß = .35; p < .001), thus corroborating H1 and H2. Also, H3 has been 
accepted since brand addiction positively influences continuance intention after COVID-19 (ß = .26; p < .001).  
 

TABLE 1  –   Reliability and validity tests 

Construct Mean (SD) CR  AVE SIC 

   (> .60) (> .40) 1 2 3 4 5 6 

Fear of COVID-19 3.71 (1.83) .88 .66 1      

Perceived risk 3.64 (1.84) .94 .83 .46 1     

Attitude 5.98 (1.21) .94 .78 .05 .08 1    

Brand love 3.82 (1.60) .92 .64 .09 .07 .11 1   

Brand addiction 2.73 (1.56) .91 .51 .10 .11 .03 .47 1  

Continuance intention 4.37 (1.58) .89 .74 .05 .06 .23 .43 .30 1 
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FIGURE 2. Summary of the results 

 
Fear of COVID-19 has a positive effect on brand love (ß = .24; p < .001), brand addiction (ß = .12; p = .005), and 
perceived risk of eating out during COVID-19 (ß = .69; p < .001), thus confirming H4, H5, and H7. Perceived risk 
of eating out during COVID-19 has a positive effect on attitude towards using OFDS brands (ß = .29; p < .001), 
while attitude towards using OFDS brands has a positive effect on brand love (ß = .28; p < .001) and continuance 
intention after COVID-19 (ß = .30; p < .001), thus supporting H8, H9, and H11. Conversely, H6 and H10 have 
been not confirmed, thus revealing a non-significant effect of fear of COVID-19 on continuance intention (H6) 
and attitude toward using OFDS brands on brand addiction (H10). 
 
To test possible mediating effects, we followed the recommended procedure by Hayes et al. (2017). We modelled 
the proposed mediations in a structural equation model (Gaskin et al., 2020). Perceived risk of eating out mediates 
the effect between fear of COVID-19 and attitude towards using OFDS brands (b = .14, BCa CI [.10; .20]). Brand 
love mediates the relationship between fear of COVID-19 and brand addiction (b = .11, BCa CI [.07; .15]) and 
fear of COVID-19 and continuance intention after COVID-19 (b = .08, BCa CI [.05; .12]). The relationship 
between perceived risk and brand love is mediated by attitude towards using OFDS brands (b = .07, BCa CI [.04; 
.10]). Attitude toward using OFDS brands additionally mediates the relationship between perceived risk of eating 
out during COVID-19 and continuance intention after COVID-19 (b = .07, BCa CI [.05; .10]). Brand love mediates 
the effect of attitude toward using OFDS brands on brand addiction (b = .17, BCa CI [.11; .23]) and continuance 
intention after COVID-19 (b = .13, BCa CI [.08; .19]). Finally, brand addiction mediates the relationship between 
brand love and continuance intention after COVID-19 (b = .18, BCa CI [.11; .27].  
 
5   Implications, limitations, and future research 

5.1   Theoretical implications 
 
Theoretically, the study enriches the paucity of studies focused on the role of OFDS in the COVID-19 context 
(Belarmino et al., 2021) by specifically examining the effect of the fear of COVID-19 on the adoption of these 
services (Gavilan et al., 2021). Secondly, the work set out to corroborate if fear of COVID-19, perceived risk of 
eating out, and the attitude toward using OFDS brands can lead to positive feelings toward them (i.e., brand love) 
up to addictive ones (i.e., brand addiction and continuance intention after COVID-19). Thirdly, the paper 
represents the first contribution analyzing the brand love and brand addiction topics in the OFDS context.  
 
Concerning the positive impact of brand love on both brand addiction (H1) and continuance intention after 
COVID-19 (H2), results corroborate previous research, which highlighted the role of brand love as antecedent of 
brand addiction (Mrad & Cui, 2017) and intention to repurchase (Vlachos & Vrechopoulus, 2012; Meijani et al., 
2021). Also, the connection between brand addiction and continuance intention after COVID-19 (H3) has been 
confirmed. As for the impact of fear of COVID-19 on brand love and brand addiction (H4-H5), results confirm 
this feeling had a positive impact on people’s formation of love and addiction toward OFDS brands. It  allowed 
individuals to spend more time on the adoption of these service brands, and this condition represents a fundamental 
premise for the formation of positive and addictive feelings towards a brand (Mrad, 2018; Elhajjar et al., 2021). 
H6 is not been supported, meaning that fear of COVID-19 does not have a direct effect on continuance intention 
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after COVID-19. However, findings underline mediating effects via perceived risk, attitude, brand love, as well as 
brand addiction, thus corroborating the indirect effect of fear of COVID-19 on the intention of continuing to use 
OFDS brands after COVID-19. Furthermore, a significant impact of fear of COVID-19 on the perceived risk of 
eating out has been identified (H7), thus validating how feelings of fear have led people to reduce possible 
occasions to go out during the pandemic crisis (Ahmed et al., 2020).   
 
Results also highlight a positive impact of perceived risk of eating out on the attitude toward using OFDS brands 
(H8), thus confirming previous studies. Notably, this finding corroborates how the perceived risk of infection has 
brought to the gradual decrease of possible occasions to go out by consequently leading to the increasing adoption 
of OFDS brands (Gavilan et al., 2021). Regarding the connection between attitude toward using OFDS brands and 
brand love (H9), results detect a positive connection, thus confirming previous studies (e.g., Sreen et al., 2021) 
that analyzed this relationship in other contexts. This corroborates how the attitude toward the adoption of the 
OFDS brands has a positive influence on the formation of love toward them. On the contrary, H10 has not been 
confirmed, excluding a significant direct effect of attitude on brand addiction. However, similarly to H6, results 
identify the mediation role of brand love on this relationship, thus confirming an indirect effect of attitude on brand 
addiction through brand love. 
 
Finally, findings support H11 by (i) confirming previous researches in other sectors (e.g., Birkmeyer et al., 2021); 
(ii) enriching the literature specifically focused on the OFDS context (e.g., Al Amin et al., 2021). On the whole, 
all the accepted hypotheses allow corroborating how fear of COVID-19, by leading to the perceived risk of eating 
out and the attitude toward using OFDS brands, can trigger a virtuous process leading to the formation of 
consumers’ positive and addictive feelings towards OFDS brands.           
                                                                                                                                                                                                                                                                                                                                                                                                                                                                
5.2   Managerial implications 
 
The study provides a practical understanding concerning the possible strategies restaurants can adopt to strengthen 
their customers’ attitude toward their brands, in particular by offering effective OFDS. First, restaurants can decide 
whether to opt for own online delivery services or for third-party online delivery platforms (ODPs). About the 
latter, they represent an interesting option for restaurants to increase their profits, as they are “usually managed by 
independent companies that take orders from users, communicate with restaurants and carry out the food delivery 
activities using gig workers” (Troise et al., 2021, p. 665). About the former, restaurants should select this option 
if they are characterized by robust logistics (Chenarides et al., 2021). In this case, it is fundamental to offer 
customers high-performing services for two main reasons: the elevated competition characterizing this sector and 
the extreme importance of ensuring an excellent service’s experience of use since only in this way customers will 
have a positive attitude toward it. As confirmed by results, this positive attitude, in turn, can lead customers to feel 
emotions of love and addiction toward the service brand, thus continuing to adopt it also after the COVID-19. To 
strength the customers’ positive attitude toward using the restaurant’s online delivery service, managers should 
consider several elements related to the designing and marketing of it. Notably, for what concerns the design 
features, it will be fundamental to provide: (i) an ease-of-access platform to offer a fast and smoothly service; (ii) 
digital/credit card payment; (iii) complete information sheets concerning food/nutrition details; (iv) restaurants’ 
contacts; (v) section dedicated to customers’ reviews/ratings; (vi) section dedicated to COVID-19 safety 
precautions (e.g., guidelines concerning the food preparation, details concerning the safety of the delivery process, 
eventual certifications; hygiene ratings); (vii) options of food personalization (e.g., possibility to add/remove 
ingredients).  
 
With regard to the marketing strategies, managers should pay particular attention on: (i) promotional/financial 
incentives (e.g., online coupons, price discounts, quantity discounts, collection points, loyalty programs); (ii) 
targeted promotional campaigns aimed at creating specific marketing messages for the different buyer personas 
(e.g., messages focused on the utilitarian, hedonistic, or protection from COVID-19 benefits deriving from the 
adoption of the online delivery service); (iii) adoption of the social media channels to promote the service to the 
potential users. 
 
Managerially, the implementation of all these strategies requires the presence and the training of employees with 
specific skills and in particular: (i) app skills, concerning the creation, management, and technical support of the 
online delivery service; (ii) marketing and digital marketing skills, related to the management of the marketing 
policies (e.g., creation of the promotional/communicational policies, management of the social media channels, 
process of monitoring/interaction with the users’ reviews); (iii) delivery skills (e.g., the delivery employees are 
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called to pay particular attention on the delivery process precision, speed, and safety especially for what concerns 
all the COVID-19 precautions).  
 
5.3   Limitations and future research 
 
The study is not free from limitations. First, the data were collected from Italian customers during the COVID-19 
period. This does not permit to generalize the results to other countries. Consequently, future research could 
analyze other geographical contexts to identify similarities/differences with respect to the emerged results. Second, 
the work focuses its attention on the OFDS in general. Therefore, future studies could analyze and compare 
different apps (e.g., third-party online delivery platforms vs restaurants’ own delivery services). Third, the study 
investigates customers’ continuance intention after COVID-19 instead of effective behaviors. Future research 
could insert in the model additional measures, such as buying behavior. Finally, since the study was realized in a 
specific time period (COVID-19 context), it could be worthwhile, in the future, to realize a longitudinal analysis 
to investigate customers’ perceptions in different moments (e.g., during vs after COVID-19).  
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APPENDIX –  Construct Operationalization 
 

Constructs Cronbach a Main 
source 

Fear of COVID-19 
I am afraid of the coronavirus 
It makes me uncomfortable to think about the coronavirus 
I am afraid of losing my life because of the coronavirus 
When watching news and stories about the coronavirus on social media, I become 
nervous or anxious 

.877 Jian et al , 2020 

Perceived risk of eating out during COVID-19 
In the current situation, I prefer to avoid eating out  
I feel more averse to eating out due to the risk from the Covid-19 epidemic  
In the current situation, I prefer to shorten the duration of my potential trips outside the 
home  

937 Adapted from 
Rather (2021) 

Attitude toward using OFDS brands 
Using OFDS brands is useful during the current situation  
It is valuable to use OFDS brands during the current situation  
Using OFDS brands is beneficial during the current situation  
Using OFDS brands is attractive during the current situation  

933 Adapted from 
Rather (2021) 

Brand love 
This is a wonderful brand  
This brand makes me feel good  
This brand is totally awesome  
I have neutral feelings about this brand  (-) 
This brand makes me very happy  
I love this brand   
I have no particular feelings about this brand  (-) 
This brand is a pure delight  
I am passionate about this brand  
I am very attached to this brand  

932 Carroll & 
Ahuvia, 2006 

Brand addiction 
I try very hard to get everything from my favorite brand  
I often fail to control myself from purchasing products of my favorite brand  
I often find myself thinking about my favorite brand  
I tend to give up some life activities and duties such as the occupational, academic 
and familial in order to fulfill some activities related to my favorite brand  
I tend to allocate certain portion of my monthly income to buy the products of my 
favorite brand  
I usually remember tenderly the previous experience with my favorite brand  
I experience a state of impatience immediately before I can get hold of the 
products of my favorite brand  
I follow my favorite brand's news all the time  
I usually plan when the next purchase of my favorite brand will be  
I would invest my money in some way to my favorite brand in order to support it  

907 Mrad & Cui, 
2020 

Continuance intention after COVID-19 
I will use brand X on a regular basis in the future (after COVID-19) 
I will frequently use brand X in the future (after COVID-19) 
I strongly recommend that others use brand X 

893 
Adapted from  
Li & Fang 
(2019) 
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Abstract. After the pandemic, the number of people buying online has increased, being big global e-marketplaces the most benefited players. 
Calls to boycott such companies to protect local commerce have been made from both private and public organisms. Yet, little is known about 
what makes consumers reject such e-business. Hence, the main objective of current work is to study antecedents and consequences of global 
e-marketplace reluctance to buy. The results from an online sample of 502 e-consumers show how preference for balance maintenance within 
the marketplace is an important antecedent of such reluctance. However, general concerns like sustainable self-identity are neither related with 
reluctance to buy from global e-marketplaces nor with market balance. On the other hand, having a positive attitude towards e-commerce in 
general attenuates such reluctance to buy. Regarding the potential consequences of anti-consumption, in this case represented by favorable 
responses towards local e-business, they seem not to be related with reluctance to buy from global e-marketplaces. However, the findings 
manifest how greater product attachment, and positive eWOM towards local e-businesses are prompted by sustainable self-identity.  
 
Keywords: e-marketplace reluctance to buy; anti-hegemony; anti-consumption consequences; balance maintenance 
 
 
1 Introduction 

The rates at which consumers are adopting e-commerce have experienced a constant increase during the last 
decades, but after the beginning of the COVID-19 pandemic, the rate at which individuals shift to online purchases 
has considerably accelerated (Sheth, 2020). Despite all kinds of businesses aimed to adapt to this trend, the 
companies that have benefited the most are those called global e-marketplaces (i.e., Amazon or AliExpress) 
(McMorrow & Liu, 2020; Ovide, 2021). These companies are worldwide recognized, since they operate in most 
countries. In addition, they offer a wide array of products, many from other smaller companies that operate within 
their website, but they also have their own brands. Nowadays, these companies control the majority of e-commerce 
transactions in many parts of the world, while having the greatest market shares of online purchases on different 
countries. The main motive for this dominance is that they are focused on offering substantial advantages to the 
consumers in terms of product variety, customer service, fast delivery, low prices… In sum, all the main drivers 
of e-commerce adoption are fulfilled in such websites (Dennis et al., 2009). Consequently, the growth of these e-
marketplaces puts at risk local companies (Vollero et al., 2021). This situation has derived into calls to boycott 
such global e-marketplaces, which have been made from both private (i.e., associations of local commerce) and 
public (i.e., Mayors from cities like Barcelona or Paris) organisms. The objective of such campaigns calls is that 
consumers will reject global e-marketplaces and replace them with local retailers (RTVE, 2020). However, there 
is little knowledge to the date regarding the avoidance of such e-commerce marketplaces, and there is also a lack 
of literature which addresses whether the consequences for this avoidance would lead to support for alternative 
companies. 
 
Therefore, the objective of current work is twofold: first, it aims to analyze the potential antecedents of global e-
marketplace reluctance to buy. More specifically, preference for maintaining the balance in the marketplace is 
expected to an important antecedent of such reluctance. In addition, sustainable self-identity is also expected to be 
positively related with reluctance to buy from global e-marketplaces. In contrast, having a positive attitude towards 
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e-commerce in general is expected to attenuate it. The second objective of current work delves into potential 
consequences of global e-marketplace anti-consumption, in this case represented by favorable responses towards 
local e-business. Following this, it is expected that reluctance to buy from global e-marketplaces translates into 
greater local e-commerce product attachment, and the generation of positive eWOM these smaller e-businesses.  
 
A recent review on the topic, defines anti-consumption as: “intentionally and meaningfully excluding or cutting 
goods from one’s consumption routine or reusing once-acquired goods with the goal of avoiding consumption” 
(Makri et al., 2020, p 2). Differentiating anti-consumption from other forms of incidental or passive non-
consumption (Cherrier et al., 2011). Hence, anti-consumption is a conscious behavior (Chatzidakis & Lee, 2013;), 
and may encompass acts of rejection, reduction, and reclaiming (Lee et al., 2011). In order to understand the 
individual willingness to reject global e-marketplaces, current work considers reluctance to buy from such websites 
as construct of interest. Such construct is able to represent the anti-consumption tendencies regarding this specific 
object. Reluctance to buy has been previously adopted as a proxy for anti-consumption behavior (e.g., Klein et al., 
1998; Suh & Kwon, 2002; García de Frutos & Ortega Egea, 2015). In current context, it is understood as the 
guiltiness and tendency to avoid buying from global e-marketplaces.  
 
Considering the current situation of global e-marketplaces, such kind of e-business could be acknowledged as the 
dominant forces in the retailing marketplace (Rikap, 2020). Previous research on has manifested the relevance of 
resistance to dominating forces as a motive for practicing anti-consumption (Lee et al., 2009). The rise of e-
commerce and especially global e-marketplaces has been tied to negative effects on the retail environment in cities 
from different parts of the world (Rodriguez, 2019). The term “Death by Amazon” has been coined to explain the 
effects that the company exerts on its competitors once it enters in a market (Solon & Wong, 2018). There is 
evidence that shows how, once the individuals get used to such e-marketplaces, they raise their expectations for 
the rest of retailers, which is detrimental for them (Vollero et al., 2021). It is arguable that local companies can 
use global e-marketplaces to deliver their products, theoretically being able to reach a higher market. However, 
there is also criticism regarding the conditions that global e-marketplaces impose to the smaller companies that 
operate within them, including the risk that e-marketplaces obtain their products from the same provider for a 
cheaper price, due to their market power (Rikap, 2020). When studying consumer opposition to hegemonic brands, 
Cromie & Ewing (2009) developed a classification where they placed rejection of brand hegemony within the 
“consume” orientation towards consumption, since individuals rejecting a specific brand may not be willing to 
reduce their overall level of consumption. In addition, they considered rejection of brand hegemony has its focus 
of the action on the vendor/brand rather than personal values (Cromie & Ewing, 2009). The same authors consider 
that rejection of brand hegemony will take place when consumers perceive their choice options are restricted, 
because they feel they are losing power. Following this, balance maintenance is proposed as antecedent of global 
e-marketplace reluctance to buy. Balance maintenance represents the individual beliefs that no entity should has 
too much power, so there is freedom of choice for consumers (McGinnis et al., 2017). This construct has been 
previously found as a powerful motive for avoiding hegemonic corporations (Lee et al., 2009; McGinnis & Gentry, 
2009).  
 
Even though the Cromie & Ewing (2009) classification does not consider that rejection of brand hegemony can be 
driven by personal concerns, current work aims to test the effect of sustainable self-identity. Both environmental 
and social sustainability issues have been traced back to such business models (Rikap, 2020). Regarding the social 
dimension, the working conditions offered by global e-marketplaces have been criticized in several countries 
(Rodriguez, 2019) and even led boycotts against them (Lasarov et al., 2021). When the environmental dimension 
is considered, global e-marketplaces are also blamed for adopting commercial practices aimed to promoting 
impulsive consumption, such as the Prime program (Liu et al., 2021) or the dash button (Ramadan et al., 2019), 
with the increased levels of pollution and waste that such consumption implies (Ignat & Chankov, 2020). Finally, 
global e-marketplaces are accused of not paying the amount of taxes that they should (Rodriguez, 2019). 
Consumers that hold a strong sustainable self-identity are expected to consider such issues and translate their 
general self-identity into more specific beliefs and actions (van der Werf & Steg, 2016; Chen, 2020). Hence, it is 
expected that sustainable values exert a double function, indirectly—i.e., through balance maintenance—and 
directly influencing global e-marketplace reluctance to buy. 
 
To offer a more complete view on global e-marketplace reluctance to buy, current work acknowledges factors that 
go against the anti-consumption phenomena under study. In this case, attitude towards e-commerce has been 
selected. There are several reasons that explain why a general positive attitude towards e-commerce is expected to 
reduce reluctance to buy from a certain type of websites. First, global e-marketplaces tend to be widely recognized, 
so they have been identified as entry point to e-commerce shopping for many users (Liu et al., 2021). Second, and 
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most importantly, global e-marketplaces fully embrace the advantages that e.-commerce offers to the individuals—
i.e., convenience, price, variety, and user experience—and they often outperform other e-commerce models 
(Dennis et al., 2009; Vollero et al., 2021), so there may be a close relationship between e-commerce in general 
and this specific type of e-commerce for the majority of users. Hence, it is likely that individuals that with stronger 
positive attitudes toward e-commerce in general, will be less willing to avoid global e-marketplaces. 
 
Regarding the second objective, current work also aims to explore the potential consequences of reluctance to buy 
from global e-marketplaces. Despite several calls to pay attention to anti-consumption consequences have been 
made (García de Frutos et al., 2018; Makri et al., 2020; Lee et al., 2020), there is still little work that focus on that 
part of the anti-consumption process. When the academics have placed their attention in the consequences of 
different anti-consumption forms have on their targets, they have mainly focused on the negative effects for them—
i.e., in terms of negative eWOM or brand switch (Fetscherin, 2019). Current work delves into positive effects for 
the target’s competitors. The literature examining anti-hegemonic anti-consumption has found that, in addition to 
the avoidance of the dominant company, individuals also favor their consumption of independent alternatives 
(Cromie & Ewing, 2009), such as local companies (Lee et al., 2009; McGinnis & Gentry, 2009). The supportive 
behaviors selected for current work, go beyond purchase. Thus, generating positive eWOM and product attachment 
for local options have been selected. It is expected that individuals that are willing to reject global e-marketplaces 
are also willing to help local options by publishing positive feedback about them or valuing their products to a 
greater extent.  
 
2 Methodology 

2.1   Research design  

Spain was selected as the country to develop the study for several reasons: 1) e-commerce has reached maturity in 
this country, 2) global e-marketplaces such as AliExpress and Amazon are dominant players. They are the two e-
commerce companies with higher benefits in the last year (Statista, 2021) and 3) campaigns and calls to avoid 
global e-marketplaces and support local commerce have taken place. Then, an online questionnaire was selected 
as a data collection tool. Such method was deemed appropriate to discard those individuals that are rejecting global 
e-marketplaces due to their poor ability to interact within online environments, since those could be considered as 
incidental non-consumers (Cherrier et al., 2011).  
 
The questionnaire was created from the translation—English to Spanish—of different scales to measure the 
constructs of interest, which were adapted to the specific context of study when necessary. More specifically, e-
marketplace reluctance to buy was adapted from Klein et al., (1998), sustainable self-identity was adapted from 
Chen, (2020), balance maintenance was adapted from McGinnis et al., (2017), e-commerce attitude was extracted 
from Hsu et al., (2006), local e-commerce product attachment was adapted from Mugge et al., (2005) and positive 
eWOM was adapted from Chu & Chen, (2019). All of the items representative of the constructs were measured 
using a Likert scale which ranged from 1 (complete disagreement) to 7 (complete agreement). Three attention 
checks were included within the data collection. 

2.2   Sample 

The data were collected in April 2021, when some restrictions due to the COVID-19 were still active—i.e., wearing 
masks, limited number of people in restaurants. In order to be eligible for responding the questionnaire, the 
participants were required to be active online shoppers, so they have to had purchased at least once during the 
previous year. The final sample—once unsuitable respondents, unmet control filters and unfinished answers were 
removed—consisted of 502 individuals. Such period included some of the lockdown months of the pandemic that 
the Spanish population was suffering in 2020. Descriptive statistics show that the sample comprised by slightly 
more women (50.6%), with an average age of approximately 39 years. The respondents are highly educated, with 
half of them reporting having university studies.  
 
3 Results  

After dropping one item from the reluctance to buy from e-marketplaces, all the Cronbach’s Alphas ranked 
between 0.75 and 0.96, showing the reliability of the scales. To test the validity, convergent and discriminant 
analysis were performed. Regarding convergent validity, all CRs were higher than 0.84, and AVES were higher 
than 0.56, thus exceeding recommendations for both indicators. The correlations between constructs were always 
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lower than the squared roots of the AVEs for each pair of constructs, being the highest correlation the one between 
product attachment and positive eWOM (0.60). All these findings are supportive of both convergent and 
discriminant validity of the data (Forner & Larcker, 1981).  
 
For analyzing the relationships between constructs, SEM analysis was performed. The fit measures were deemed 
acceptable (CFI = 0.92; RMSEA = 0.06). The model was able to explain 62% of reluctance to buy from global e-
marketplaces, with two out of the three proposed antecedents being significantly related to it. The results highlight 
the role of balance maintenance (β = 0.78; p-value < 0.05) as a strong antecedent of e-marketplace reluctance to 
buy. In the other hand, and also in line with our expectations, e-commerce attitude was negatively related with 
such reluctance (β = - 0.12; p-value < 0.05) although the strength of the relationship was weaker than the one from 
balance maintenance. In contrast, the effect of sustainable values was not significative (β = 0.01; p-value > 0.05). 
Sustainable values were neither predictive of balance maintenance (β = 0.01; p-value > 0.05). Regarding the 
potential further consequences of reluctance to buy on local e-commerce related behaviors, neither the 
relationships between product attachment (β = - 0.04; p-value > 0.05) nor positive e-WOM (β = 0.09; p-value > 
0.05) were significant. These results do not match the expectations. On the other hand, sustainability values were 
positively and significantly related with both constructs, showing a stronger relationship with positive eWOM (β 
= 0.33; p-value  < 0.05) than with product attachment (β = 0.17; p-value < 0.05). 
 
4 Conclusions and discussion 

Due to the increasing growth and market power displayed by global e-marketplaces, which threatens the 
subsistence of smaller local retailers, current work aims to discover potential antecedents of reluctance to buy from 
that type of e-businesses. In addition, current work also explores some of the potential consequences for such 
reluctance to buy. In doing so, current work responds to calls for further understanding the consequences of anti-
consumption (Makri et al., 2020). The results obtained form an online sample of Spanish e-consumers, show the 
relevance of balance maintenance preferences in rejecting global e-marketplaces, which is in line with the previous 
literature on anti-hegemonic brands (Cromie & Ewing, 2009; Lee et al., 2009). Current work does not focus on 
one specific brand, but it places its target on a specific type of e-business model, with is mainly represented by a 
few brands. Future research could focus on specific global e-marketplace brands since each of them may have 
some unique antecedents. For example, AliExpress has been criticized for its consumer rights policy (Rodriguez, 
2019), and Amazon has been sued for its anti-competitor practices (Molina, 2020). 
 
In addition to brand/vendor related factors, current work also explored the role of more general consumer concerns, 
such as sustainable self-identity. Surprisingly, this construct is not related to global e-marketplace avoidance, 
neither directly nor indirectly. This goes against our initial expectations (van der Werf & Steg, 2016) and indicates 
that balance maintenance and e-marketplace reluctance to buy may not be evaluated in terms of sustainability 
issues for current sample. Thus, consumers may be more concerned about those e-business having too much power 
within the marketplace than they are about the potential sustainability issues that such companies are likely to 
generate. Overall, the findings suggest that global e-marketplace anti-consumption may be rooted in different 
values and identities, which need to be uncovered by future works. Interestingly, results show how reluctance to 
buy from global e-marketplaces is inhibited by attitude towards e-commerce. This may indicate that for consumers, 
global e-marketplaces are the best representatives of online purchases, which highlights how well these e-business 
models are performing from the consumer experience perspective (Dennis et al., 2009).  
 
Regarding the consequences of reluctance to buy, there was no relationship between rejecting such type of e-
commerce and exhibiting further supportive behaviors for local e-commerce. On the other hand, supportive 
behaviors towards local e-commerce are linked to sustainable self-identity, thus showing two separate paths of 
action: the one for those that aim for a balanced market, with room for all kinds of competition, and thus refuse to 
purchase from global e-marketplaces and the one for those that identify themselves with sustainable values and 
that support local e-commerce. In other words, global e-marketplace anti-consumers do not necessarily develop 
positive actions to support local e-commerce. Such findings add to the evidence that individuals do separate 
between anti-consumption and consumption related activities (Ortega Egea & García de Frutos, 2020). Yet, people 
who exhibit sustainable self-identity are willing to both provide positive eWOM and attach to their products from 
local e-commerce. These findings provide additional support to the evidence that for some individuals, local 
shopping is considered as a sustainable behavior (Frank & Brock, 2019). Hence, feeling attached to local shops 
products and publishing positive e-WOM may be the way individuals with sustainable self-identity express 
themselves. However, the consequences of reluctance to buy from global e-marketplaces are still unknown and 
require further research. 
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Those interested on promoting local e-commerce should focus on highlighting sustainability identity across 
individuals, rather than trying to foster global e-marketplace rejection (i.e., boycott calls). Yet, current findings are 
only based on intentional measures regarding reluctance to buy. Thus, more research is needed, which also includes 
other potential antecedents—i.e., local-global identities, ethnocentrism—and outcomes—i.e., actual purchase, 
negative eWOM—of reluctance to buy from global e-marketplaces. Cross-cultural studies are also recommended, 
since there may be context-related factors influencing e-marketplace avoidance. Finally, longitudinal studies are 
also encouraged; recent research found that anti-consumption directed against certain global e-marketplaces tends 
to decrease for some consumers during the time (Lasarov et al., 2021) 
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Abstract. This research thesis serves to explore the impact of corporate identity on employee job satisfaction within retail organizations. 
The objectives of the study related to 1) The influence of corporate identity and internal branding structures on employees’ desire to engage in 
brand supporting behavior’s and 2) To identify antecedents of job satisfaction. The study elected use of mixed method research by incorporating 
qualitative and quantitative methodologies. Semi- structured in-depth interviews supported by a literature review were conducted to develop a 
conceptual model. Relationships were identified between corporate identity, internal communication and composites of employee perception 
of corporate identity – resulting as determining influences on employee job satisfaction levels. These relationships were hypothesized and 
tested through conducting structural equation modelling. The study makes contributions to the employee branding, services marketing, and 
organizational citizenship literature, but its main contribution is to extend the corporate identity literature into the signification sub-topic of 
employee brand identification and job satisfaction through internal brand communication. This research investigates and establishes the fact 
that positive perception of the corporate identity of the organization they serve in, gives a sense of belonging to the employees and the 
employees identify themselves with the corporate brand they serve in, which in turn, has a direct impact on their job satisfaction levels and 
leads to more committed and productive workforce. This study is unique as it is the first time that a research project has empirically 
demonstrated how employees of an organization are direct recipients of corporate identity factors that enable them to associate themselves 
directly with the organization’s identity, achieved through internal influence, which influences their sense of job satisfaction. 
 
Keywords: employee branding, corporate identity, employee job satisfaction  
 
 
1 Introduction 

This research paper aims to explore the impact of corporate identity on employee job satisfaction, within in a retail 
setting. For a retail organization, employee satisfaction and retention are of great significance as they are regarded 
as main contributors towards organizational performance, employee brand identification and commitment. The 
importance of employees within service organizations is regarded as disproportionate due to the extensive 
interaction between employee and customer. The constructs of corporate identity and internal brand management 
are well documented, however job satisfaction within the context of corporate identity, is regarded as relatively 
under-researched. This study aims to complement and extend the work of existing academics on the subject area.  
 
2 Literature review 

Both practitioners and academics agree that employees in service industries play a key role in building a corporate 
brand and in its eventual success (Miles & Mangold, 2004). Morhart et al. (2009) contend that “customers' 
perceptions of a service brand depend highly on the behavior of frontline staff”. Thus, customers' image and 
experience of a brand is often influenced by the way employees behave and perform on the job (de Chernatony et 
al., 2003). Terms such as “brand ambassadors” (Vallaster & de Chernatony, 2006), “brand champions” (Fram & 
McCarthy, 2003; Morhart et al., 2009), and “living the brand” (Burmann & Zeplin, 2005) have been used to capture 
the spirit of desired employee behavior. These behaviors form part of a larger concept termed job satisfaction and 
employee brand identification (Burmann & Zeplin, 2005). According to Ackfeldt & Coote (2005), retail employees 
are boundary spanners with multiple roles to fulfil, are evaluated on the productivity and quality of their 
performance, and are typically young and inexperienced workers.  
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Corporate identity of an organization refers to a collective shared understanding of an organization’s distinctive 
values and characteristics with an emphasis on how members conceive the organizational identity (Hatch & 
Schultz, 1997; Verbos et al., 2007; Potgieter & Doubell, 2018). In this context, it can be argued that corporate 
identity is conceptualized from an employee (internal) perspective through the relationship between employees 
and their company (Balmer, 2008; Poriccelli et al., 2014), which results in the corporate identity bearing an 
impression in the mind of its employees. Blombäck & Brunninge (2009) assert that organizational identity, being 
a traditional approach as compared to a relatively contemporary corporate identity approach, has been focused 
more on an internal employee perspective and how employees conceive the identity of the organization.  
 
Punjaisri & Wilson (2011) define employee brand identification as employees’ sense of belonging to the 
organizational brand they sell. When employees identify themselves with their organizations, they tend to feel 
better about both themselves as part of the organization and their jobs’ characteristics. Even in adverse work 
conditions (e.g. low pay, salary freezes), employees who score highly on organizational identification are more 
likely to see this situation as less troublesome (van Dick et al., 2004). Furthermore, employee’s positive workplace 
experiences through strong corporate cultural behavior has been positively associated with employees’ 
organizational identification (Eickholt, 2018). However, there is lack of research attention given to the interplay 
and dynamics of corporate culture and organizational identity, which has a consequential influence on employee 
brand identification and employee brand commitment (Rosseau, 1998; Hatch, 2011; Price & Whiteley, 2014; 
Ismail & Umar Baki, 2017). 
 
In this regard, communicating corporate identity to employees effectively becomes a vital issue since employees 
are a sustainable source of competitive advantage who can, through their interactions with multiple stakeholders, 
can affect external stakeholder perceptions about the corporate identity. Therefore, it is important for employees 
to have positive views of their organization in order to identify with it and, if needed, interface with customers as 
corporate brand ambassadors (Stuart, 2002).  
 
2.1   Employees job satisfaction 
 
Bateman & Organ (1983) define job satisfaction as the way the employees feel about their job, considering the 
senses of pleasure, achievement and pride as causal factors. It can be argued that a potential outcome of employee 
brand identification is job satisfaction (Berger et al., 2006; van Dick et al., 2004). Job satisfaction is a sense of 
feeling that results from a positive state of emotion derived from the gratification of a person’s work experience 
(Mohammad et al., 2011). Some of the strong indicators of potential job satisfaction include factors such as 
potential growth opportunities, working conditions, pay scale, and personal factors such as task specification, skill, 
emotion, self–esteem and motivation (Swaminathan & Jawahar, 2013). 
 
It is widely agreed that internal branding is instrumental in enhancing employee trust, commitment and job 
satisfaction (Punjaisri & Wilson, 2007; Punjaisri et al., 2008; Wallace et al.,  2013; Porricelli et al.,  2014; Erkmen 
& Hancer, 2015; Du Preez et al., 2015). Porricelli et al., (2014) regard internal branding as an antecedent of brand 
citizenship behavior, where amongst many other constructs; job satisfaction appears to be a salient antecedent of 
employee BCB. Job satisfaction is regarded by academics as a derivative of organizational citizenship behavior 
(OCB) (Yi et al., 2013; LePine et al., 2002; Organ, 1988). Organizational citizenship behavior can be defined as 
the extra-role behavior’s employees engage in and all behavior’s that promote successful performance of the 
organization (Christ et al., 2003; Organ, 1988).  
 
Practitioners concur, finding that communication, training, integration and leadership are all encouraging elements 
within internal brand management (Punjaisri & Wilson, 2011; Burmann & Zeplin, 2005; Cravens & Oliver, 2006, 
Willmott, 2002; Podsakoff et al., 2000; Ozcelik & Findikli, 2014). Bravo et al. (2017b) agree that a potential 
outcome of employee brand identification is job satisfaction. They further argue that the concept of job satisfaction 
is regarded as an overall attitude of an employee towards their job in the organization. When the employees identify 
themselves with their organizations, they tend to feel positive and better about themselves as a part of the employer 
brand and that they are contributing towards the success of that employer brand (van Dick et al., 2004). Du Preez 
& Bendixen (2015) indicate a direct relationship between an employee’s job satisfaction leading to that employee’s 
(brand) commitments towards the organization.  
 
Previous studies exploring job satisfaction consider employee brand commitment to be a major influence, however, 
according to Erkmen & Hancer (2014) trust in a brand directly effects employee commitment, they are regarded 
as being by-products of internal branding initiatives and have a positive impact on job satisfaction. It is widely 
agreed that internal branding is instrumental in enhancing employee trust, commitment and job satisfaction. 
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Porricelli et al. (2014) regards internal branding as an antecedent of Job satisfaction. Specifying employee brand 
identification, brand communication and brand leadership as influencing mechanisms of internal branding. 
Practitioners concur finding that communication; training, integration and leadership are all encouraging elements 
within internal brand management. (Punjaisri & Wilson, 2011; Burmann & Zeplin, 2005; Cravens & Oliver, 2006, 
Willmott, 2002; Podsakoff, 2000). 
 
2.2  Proposed conceptual model 
 
Literature review identifies a clear relationship between corporate identity, values and internal communication that 
has a significant influence on employee brand identification leading to job satisfaction. The literature review 
indicates that internal communication of corporate identity and brand values combined with internal branding 
activities serves to influence employee’s brand identification, trust and job satisfaction.  
 
Figure 1 represents the proposed conceptual model for this research that has been compiled after the initial 
preliminary review and in the light of research objectives for this thesis. The conceptual framework model 
illustrates the impact of corporate identity on employee job satisfaction through its internal branding process that 
clearly contributes towards the brand image and brand commitment of the employees which are the vital 
ingredients of retail employee job satisfaction. 
 
3    Methodology 

Mixed methods approach is applied to this research. The first stage of qualitative research analysis through in-
depth interviews with the retail corporate directors assisted in crafting and revising the theoretical model reflecting 
the relationship between the corporate identity constructs that directly impact on job satisfactions of retail 
employees. The revised theoretical model was then tested by using empirical data drawn from the employees of 
retail organizations, and statistical data analysis using Structural Equation Modelling via a software SPSS-AMOS 
to evaluate the dimensions of retail corporate identity and job satisfaction constructs, through researching and 
testing the hypothesized relationships between its specific dimensions.  
 

 

FIGURE 1. Proposed conceptual framework 
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In this regard, structural equation modelling is applied to analyze the data collected from approximately 350-400 
retail employees across 35-40 retail stores. This allowed a statistical examination of the constructs deployed in the 
study, a thorough investigation of the hypothesized relationships between constructs, and an examination of the 
goodness-of-fit between the proposed structural model and the data collected. The subsequent analysis of the 
study’s research findings allowed for the modification of the initial framework of retail corporate branding to 
arrive at a modified definition for the construct.  
 
3.1   Data analysis 
 
This research reported 422 usable surveys from a number of UK-based retail stores and from employees working 
at different levels within their organizational hierarchies. The data was tested for normality, common method bias 
and descriptive analysis. The data was within the normal range of skewness and kurtosis, and no common method 
bias was found. The data analysis then proceeded towards testing the validity and reliability of the scale using EFA 
and then CFA. Following CFA, a measurement model was estimated for goodness-of-fit, which needed more 
refinement and elimination of items to develop a greater robustness. Therefore, after testing each construct’s 
measures for scale and construct reliability, certain measurement items were disregarded until each of the 
constructs of the measurement model met and exceeded the threshold set for scale reliability.  
 
After measurement purification and the researcher having reviewed the standardized residuals and modification 
indices, the CFA reported acceptable goodness-of-fit indices. The next stage was to estimate the measurement 
model, which indicated a good fit. However, certain path estimate coefficients were insignificant; therefore; a 
revised structural model was proposed, which incorporated specific mediating constructs to indicate good path 
relationships between constructs. The revised structural model indicated improved goodness-of-fit indices and 
significant path estimate coefficients amongst the constructs. The results of the final tested and measured structural 
model are shown in Figure 2. 
 
The revised measurement model indicates that in total eight constructs were estimated, with a total of 30 
measurement items for 422 completed cases. The revised measurement model in Figure 2 produced the following 
goodness-of-fit measures: Chi-Square 𝜒C  = 1281, CMIN/DF = 3.43, GFI = 0.835, CFI = 0.869, RMSEA = 0.074, 
SRMR = 0.049. Given the large data set as well as the complexity of the model, these results indicate a notable 
improvement from the previous model and the measurement model validity is good due to CMIN/DF to be less 
than 0.4, CFI and GFI being above 0.80, RMSEA below 0.08 and SRMR within the acceptable range (Baumgartner 
& Homburg, 1995; Doll et al., 1994; Hair et al., 2010). 
 

 
FIGURE 2. Structural equation model 
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4 Results  

The initial measurement model has certain hypotheses that were not supported in its current structural model to 
prove a positive causal relationship amongst certain constructs of the model. In such cases, Hair et al., (2010) 
suggests that a competing model can be proposed and tested, which represents different yet highly plausible 
hypothesized relationships, in order to achieve a much better and more closely related model to that of the proposed 
conceptual model through a literature review. Furthermore, Baumgartner & Homburg (1996) recommend that any 
model estimation attempt should be subject to testing the role of mediating relationships by comparing the 
constrained and unconstrained models. 
 
Therefore, given the relationship between core values and employee job satisfaction which emerged as 
insignificant, a mediator of corporate communication was introduced between the two constructs. However, the 
construct of corporate culture is cross-loading with another construct, employee brand identification, which is 
aligned with the literature on the subject due to having a number of common elements in relation to employee 
interactions and the sharing of values. Therefore, the construct of corporate culture-employee brand identification 
(Culture_ID) was introduced as a mediator.  
 
There is sufficient literature that advocates the pivotal role of communicating the core values of the organization 
consistently to employees, through a radiant corporate culture, when seeking employee brand-supporting behavior 
(Gotsi & Wilson, 2001; Ind, 2001; Nguyen & Leblanc, 2002; Kang & Sung, 2017). Therefore, a strong corporate 
culture enables core values to be communicated, nurtured and lived by all employees within the organization to 
support their employee behavior, which gives them a sense of belonging to the organization (Harrison & Carrol, 
1991; Kotter & Heskett, 1992). This sense of belonging and employees identifying themselves with the corporate 
brand they serve in has a direct impact on their job satisfaction levels and leads to more committed and productive 
workforce (Berger et al., 2006; van Dick et al., 2004; Bravo et al., 2017b). 
 
The findings across the study have indicated a strong relationship between the constructs of corporate identity and 
employee job satisfaction, with influence from corporate leadership. The quantitative data analysis tested the inter-
relationships amongst the different constructs of the conceptual model using structural equation modelling through 
SPSS-AMOS. Different aspects and roles of inter-construct relationships were explored to analyze a goodness-of-
fit of the model. The mediation proposed model indicated the best fit with the data where certain constructs proved 
to perform better through their mediation roles between two measurement constructs to depict a stronger cohesive 
inter-construct relationship of the structural path model.  
 
5 Conclusions and discussion 

This research study has investigated the impact of the different facets of corporate identity on employee job 
satisfaction and how it nurtures the sense of belonging of an employee within the organization they serve in. The 
findings of this study incorporate the implications of corporate identity constructs on the factors that determines 
employees’ levels of job satisfaction. The research extends the discussions on corporate identity impacting on 
internal branding facets (Abratt, 1989; Burmann et al., 2009; Du Preez et al., 2017; Bolhuis et al., 2018) and 
expands the scope of the subject area towards its influence on employee behavior within the organization at 
multiple receptive points of impressions such as brand identification, job satisfaction and brand commitment 
(Punjaisri et al., 2008; King & Grace, 2012; Garas et al., 2018; Piehler, 2018). In the broad sense, this study 
complements existing theories on corporate identity having an impact on employee brand perceptions and its 
related influence on their sense of belonging in the organization (Ind, 2001; Foster et al. 20100; Punjaisri et al., 
2009; Melewar & Jenkins, 2002; Shaari et al., 2015; Poriccelli et al., 2014).  
 
This research attempts to expand current understanding in the corporate image formation debate and how it has a 
great influence on its employee’s behaviors and perceptions about the corporate identity of the organization they 
serve in. It aspires to make a theoretical contribution in two main areas: corporate brand identity in the context of 
job satisfaction, by empirical testing, and secondly by conceptualization and operationalization of constructs 
representing the impact of CI on job satisfaction as well as employee brand identification. The outcomes of the 
research identify the impact and influence of corporate identity on employee job satisfactions in a retail 
organization and the inter-construct relationship between the two concepts.  
 
Another theoretical contribution of this study lies in the specific highlighting of the role of corporate leadership in 
corporate identity management, as well as its influence of employee job satisfaction. This study empirically proves 
the positive and significant influence of corporate leadership on corporate identity and employee’s sense of 



Gilami / RARCS2022, Baveno, Italy, July 23-26, 2022 

 

58 

belonging to the organization. It verifies the notion that a supportive relationship between the organization’s 
leadership and employees has the potential to help employees develop stronger identification with the organization, 
and they also exhibit more dedicated brand-supportive behavior to show their commitment to the corporate brand 
(Burman & Zeplin, 2005; Abratt & Kleyn, 2012; Farrell & Oczkowski, 2012; Balmer, 2017). 
 
In terms of managerial implications, this study suggests that managers should understand that corporate identity 
formation and management process is a complex and a dynamic phenomenon, since it is determined by multiple 
corporate identity and communication factors. It suggests that decision-makers should be cautious about designing 
and implementing corporate identity strategies as it directly impacts on the perception of the employees and how 
they feel about the organization they serve in. In addition, it asserts that managers should regularly assess what 
associations individual stakeholders hold about their organizations' identities, what their personality values are, 
and how similar individuals' associations and their self-image perceptions to what their companies' intend to 
convey.  
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Abstract. Serial backers are crucial for the crowdfunding platform since they pledge more money and promote campaigns. Yet, most of the 
studies did not distinguish between one-time and serial backers, leaving the question of whether serial backers differ from one-time backers 
unanswered. The purpose of the current study is to distinguish the serial crowdfunding backers based on their demographic and psychographic 
characteristics. A survey was distributed to a sample of 501 serial backers registered in the largest rewards and donations platform in Israel. A 
two-step cluster analysis was used to classify respondents based on the number of campaigns and the amount of money they supported as well 
as their gender. Four clusters were found, of which two comprised men and two women. For each gender, one cluster was composed of 
occasional backers and the other cluster of serial backers. Differences between the clusters were found in demographic, psychographic and 
backing behavior. The findings contribute to the crowdfunding literature in several ways. First, the current study identifies several groups of 
crowdfunding backers with different characteristics and motivations, unlike previous studies that treat backers as one homogenous group. 
Second, the study demonstrates the role of demographic characteristics (gender and age) in explaining backers’ behavior. This information can 
be used by crowdfunding entrepreneurs and platforms in their recruitment efforts of backers. 
 
Keywords: crowdfunding; serial backers; segmentation; loyalty 
 
 
1 Introduction 

Crowdfunding allows creators to engage with potential backers, exchange ideas, and ultimately introduce new 
products and services to the market (Belleflamme et al., 2014). Due to the co-creation nature of crowdfunding, it 
also represents a new and innovative form of retail outlet (Quero & Ventura, 2019), where consumers (backers) 
purchase products in advance and entrepreneurs can assess the market acceptance of their offer (Xu et al., 2020). 
However, crowdfunding differs from other retail and service outlets as backers’ engagement in specific campaign 
is based on a one-time experience aimed at financing a specific project (e.g., book, album, or electronic gadget; 
Kuppuswamy & Bayus, 2018). This unique nature of crowdfunding has stimulated research on backers’ extrinsic 
and intrinsic motivations (Gerber & Hui, 2013; Efrat et al., 2020), as well as personal and social benefits (Efrat et 
al., 2021; Zvilichovsky et al., 2018) in supporting campaigns. Yet, most of these studies did not distinguish 
between one-time and serial backers, leaving the question of whether serial backers differ from one-time backers 
unanswered. Serial backers are crucial for the crowdfunding platform since they pledge more money and promote 
campaigns (Mikhaylova, 2014). Hence, platform have an interest to invest in maintaining their loyalty (Ryu and 
Suh, 2020). Therefore, the purpose of the current study is to distinguish the serial crowdfunding backers based on 
their demographic and psychographic characteristics, and their backing behavior. 
 
2 Methodology 

A survey was distributed to a sample of 501 serial backers registered in the largest rewards and donations platform 
in Israel. We collected data on backers’ demographics (age, gender, status, education, and income), sources of 
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gaining information about the campaigns, fields of interests of campaign categories, intention to promote 
campaigns (Sicilia et al. 2016), constructs of well-being (Efrat et al., 2021), and constructs included in the theory 
of planned behavior (Shneor & Munim, 2019) which were found to explain backers’ motivations and activities. 
The respondents supported between 4-112 campaigns, with an average of 18.5 campaigns (SD=14.7). The amount 
of money being pledged ranged between 64-35,960$, with an average of 881$ (SD=2,179$). A two-step cluster 
analysis was used to classify respondents based on the number of campaigns and the amount of money they 
supported as well as their gender, which was found in previous study to explain differences in support patterns 
(Greenberg & Mollick, 2015). 
 
3 Results  

Four clusters were found, of which two comprised men and two women. For each gender, one cluster was 
composed of occasional backers and the other cluster of serial backers. Differences between the clusters were 
found in age, their backing nature (number of campaigns, overall amount, and amount per each campaign), the 
information sources used, campaign content preferences and some of the psychographic constructs. In addition, 
we found that women are more engaged in promoting campaigns compared to men and support with higher 
amounts of money, and that serial backers are older than occasional backers. 
 
4 Conclusions and discussion 

The findings contribute to the crowdfunding literature in several ways. First, the current study identifies several 
groups of crowdfunding backers with different characteristics and motivations, unlike previous studies that treat 
backers as one homogenous group. Second, the study demonstrates the roles of gender and age in explaining 
backers’ behavior. This information can be used by crowdfunding entrepreneurs in their recruitment of backers. 
Yet, the main beneficiary from these insights are the crowdfunding platforms that can identify who are their most 
loyal customers, namely, the serial backers, and distinguish them from other backers. They can launch a specific 
loyalty programs and perks that will retain and encourage their activity in the platform.  
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Abstract. It has been almost 11 years since the three largest retail banks in Iceland went bankrupt in October 2008 and were taken over by 
the government. Previous research has revealed that customers did not switch banks more often than normal, despite trust toward the banks 
plummeting dramatically (Gudlaugson & Eysteinsson, 2013). In this research, the focus is on the relationship between trust and the Net 
Promoter Score (NPS),  a highly common metric among companies. The main reason for its popularity is that measuring NPS is simple, only 
one question, and that makes comparisons possible, both nationally and internationally. This is often done without much criticism or whether 
it is clear what NPS measures. In his paper “The One Number You Need to Grow,” Reichheld (2003) argues that NPS is a powerful instrument 
and that the use of only one question collects simple and timely data that correlate with growth. Others (Keiningham et al., 2007) argue that 
NPS is too simple, is not a strong predictor of growth and has limited usability, since it is not linked to other measures or indicators for 
performance. The findings are based on a survey conducted in February 2019 among the customers of the Icelandic retail banks. There were 
542 valid responses, and data were weighted by gender and age so that they better reflected the attitude of the customers of the banks. Findings 
indicate a strong positive relationship (r = 0.51) between NPS and the image attribute of trust. That indicates that when NPS is high, the image 
of trust is likely to be high. There was a difference among customer groups: Arion banki had the strongest relationship (r = 0.75), then 
Landsbankinn (r = 0.71) and finally Íslandsbanki (r = 0.69). In all cases, the relationship was positive and strong (> 0.5), indicating that NPS 
might be a strong predictor of important image attributes such as trust, social responsibility and satisfied customers. 

Keywords: brand image, net promoter score, trust 
 
 
1 Introduction and literature review  

In October 2008, Iceland experienced the deepest and most rapid financial crisis recorded in its history. Within 
less than a week, three of the largest retail banks, representing around 85% of total banking assets, collapsed and 
were taken over by the government. The image of the banks was obviously hurt as the result of the crisis 
(Eysteinsson & Gudlaugsson, 2011; Gudlaugsson & Larsen, 2014). The concept of “image” has been researched 
for decades and is defined in different ways. According to Wrenn et al., (2010, p. 223) image is “the sum of the 
feelings, beliefs, attitudes, impressions, thoughts, perceptions, ideas, recollections, conclusions, and mind sets that 
a person or group has of another person, organization, or object.” Howcroft (1991) defines it as “the sum of total 
impressions and expectations acquired by customers and non-customers alike over time.” According to Hatch et 
al. (2003), corporate image reflects the image connected with an organization’s name, while Keller (1993) 
describes corporate image as “perceptions of a company reflected in the associations held in memory.”  Worcester 
(1997) describes it as “the net result of the interaction of all experiences, impressions, beliefs, feelings, and 
knowledge that people have about a company,” and Fombrum (1996) defines it as “the picture that an audience 
has of an organization through the accumulation of all received messages.” 
 
According to Barich & Kotler (1991), image can be divided into three categories: “corporate image,” “product 
image,” and “brand image.” In addition, Barich & Kotler define the so-called marketing image. The marketing 
image indicates how customers and the public experience the value of the goods or services offered by a company, 
in comparison with the competition. A company has a strong marketing image if its customers feel they obtain 
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good value from doing business with this particular company. Based on this, loyalty metrics such as the Net 
Promoter Score (NPS) can be defined as a marketing image, since NPS is based on how likely customers are to 
recommend a company or its services to others. Chen et al. (2005) argue that the perception of service quality is 
positively related to the image of banks. Furthermore, it relates to banks’ customer loyalty (Flavián et al., 2004; 
Cengiz et al., 2007; Cohen et al., 2007), and it can be connected to either the factors of products or of the brands 
(Chen et al., 2005; O’Loughlin & Szmigin, 2005). The literature differs on whether a bank’s image directly 
influences loyalty (Nguyen & LeBlanc, 1998) or affects loyalty indirectly (Caruana, 2002; Arasli et al., 2005; 
Cengiz et al., 2007). Loyalty has been defined in many ways, but it is highly common to see it as either the 
likelihood of recommending the product or service to others or the likelihood of buying the product or service 
again. Image may furthermore induce a customer’s initial transaction with a certain bank (Laroche et al., 1986; 
Javalgi et al., 1989; Kaynak & Whiteley, 1999; Bravo et al., 2009). Comprehensive research further shows 
interconnectedness between banks’ image and profit (Ohnemus, 2009). 
 
Tench & Yeomans (2009) contend that the corporate image reflects the company itself; that is, the way it is 
experienced by the public. Dowling (2001) says it is important to differentiate between the image of a company 
and its reputation, although those are related concepts. His definition of a corporate image sees this concept as a 
comprehensive value assessment, consisting of individual attitudes and feelings about the company. Thus, a 
positive attribute of the company may affect its image, since people generally relate a company’s image to its 
distinctive features. Consequently, those aspects that characterize the company may assist individuals in 
formulating its image, which may be a consumer’s mental picture of the company or a certain feeling (Dowling, 
2001). Corporate image can be of crucial importance, especially with a view to retaining a company’s current 
customer base (Lewis & Soureli, 2006). 
 
In December 2003, Reichheld introduced a new loyalty metric, the Net Promoter Score (NPS), in a Harvard 
Business Review article, “The One Number You Need to Grow,” arguing that this new metric was the best 
predictor of growth. Although this metric has been widely criticized (Kumar & Grisaffe, 2004; Keiningham et al., 
2005, 2007), the metric quickly became highly popular, so much so that some managers misconstrued the concept 
as “the only number you need to know.” Many prestigious firms around the world have adopted NPS and are using 
it to this day. This is also the case in Iceland, where many of the largest companies in the country, including all 
the retail banks, are using NPS as an indicator of business performance. This is interesting, as Keiningham et al. 
(2007) have found no support for the claim that NPS is the single most reliable indicator of a company’s ability to 
grow, as argued by Reichheld (2003); furthermore, they have not seen that NPS performs better than the American 
Customer Satisfaction Index (ACSI).  
 
In this paper the focus is on NPS as an image attribute, since it is based on customers’ perceptions of how likely 
they are to recommend a company or service to others if asked and whether there is a relationship between other 
important image attributes, such as trust. The research questions are as follows: Is there a relationship between 
NPS and trust?; Is NPS a good predictor of positive image? 
 
After this introduction, the methodology employed in this study is outlined, and then the results are presented. 
Finally, the study’s findings, its contributions to theory and practice and its limitations are discussed. 
 
2 Methodology and data analysis 

This chapter provides an overview of how the research was planned, how the data were processed and what sample 
of people participated in the study. 

2.1    Research design  

The findings are based on a survey conducted in February 2019 among customers of three Icelandic retail banks. 
There were 542 valid responses, and data were weighted by gender and age so that they better reflect the attitude 
of the customers of the banks. The instrument used was a questionnaire consisting of 17 questions in total. The 
first question was an open-ended top-of-mind question, intended to evaluate which retail banks came first to the 
mind of respondents. Next were seven image questions and the image attribute used was trust, social responsibility, 
modern, satisfied customers, for the young people, old-fashioned and corruption. These image attributes were 
identified in an extensive exploratory study in 2004, which involved interviews with the banks’ customers, 
management and personnel, a thorough review of their websites and an analysis of the general media coverage on 
the banks. The participants evaluated the three largest banks, with around 95% market share, on each attribute 
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using a nine-point scale, where 1 means “Applies very badly to this bank” and 9 means “Applies very well to this 
bank.” The three banks evaluated were Landsbankinn (LB), Íslandsbanki (ÍB) and Arion banki (AB). 
 
These questions were followed by four questions, the first of them measuring the Net Promoter Score (NPS). The 
NPS measures customer loyalty by asking respondents how likely they are to recommend organizations to friends 
or colleagues. The scale is from 0 to 10. People responding up to 6 are defined as detractors or unhappy customers 
that are likely to churn in the next three months. Respondents rating a 7 or 8 are defined as passive, and those 
giving out a 9 or 10 are defined as promoters. The overall score is calculated by subtracting the percentage of 
respondents who are detractors from the percentage who are by definition promoters (Reichheld, 2003). The last 
three questions focus on the respondents’ backgrounds: their gender, age and education. 

2.2    Sample 

The population of interest consists of the banks’ customers. However, a convenience sample was used, which, in 
most cases, resulted in a higher proportion of female respondents, and since the survey was web-based, it was also 
likely to have higher proportion of younger respondents. The structure of the sample can be seen in Table 1. As 
shown in Table 1, the sample is skewed compared with the overall population, in which the proportion of females 
is 49.2% instead of 69.2%, and those younger than 30 years old are only 24.1% instead of the 57.8% in the sample. 
Therefore, all data are weighted by age and gender to better reflect the population. 
 
3 Results  

In this section, the results are detailed. First, the scores for trust and NPS are presented, both for the industry as a 
whole and for individual banks. Then the relationship between trust and NPS is analyzed, for the industry as whole 
as well as each of the three banks analyzed.  
 
Table 2 shows the score for trust. The average score is 4.83 (+/- 0.17), which is considerably lower than before the 
crisis in 2008, but the average score in 2006 was 6.26 (Eysteinsson & Gudlaugsson, 2011). Among the scores for 
individual banks, it can be seen that both LB (M = 5.08; +/- 0.21) and ÍB (M = 5.05; +/- 0.21) have significant 
higher scores for trust than AB (M = 4.38; +/- 0.22). Here it is important to keep in mind that research shows that 
a customer is more likely to rate the bank where he or she carries out his or her banking higher than other banks 
(Gudlaugsson, 2017). Table 3 shows the score of trust toward banks, based on customer groups where LB-C is the 
customers of Landsbankinn, ÍB-C is the customers of Íslandsbanki and AB-C is the customers of Arion banki.  
 

TABLE 1  –  The background of respondents 

Gender   
Male 30,8% 

Female 69,2% 
Age   

Younger than 30 years old 57,8% 
30-49 years old 29,8% 

50 years old or older 12,4% 
Education   

A-levels or lower 67,7% 
University degree 32,3% 

 
TABLE 2 –  The average scores for trust in the banking industry 

        95% confidence interval   

  N Mean SD Lower Upper +/- 

Average  542 4,83 1,98 4,66 5,00 0,17 
Landsbankinn (LB)  542 5,08 2,48 4,87 5,29 0,21 

Íslandsbanki (ÍB)  542 5,05 2,51 4,84 5,26 0,21 
Arion banki (AB)  542 4,38 2,53 4,16 4,59 0,22 
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TABLE 3  –  Trust toward banks based on different customer groups 

 
 
As can be seen in Table 3, when considering trust, customers rate their banks higher than other banks, and in all 
cases the difference is significant. In trust toward LB, there is a difference (p  <  0.05) between groups [F(2, 527) 
= 26.533, p = 0.000]. A post hoc test (Tukey) reveals a difference between LB-C (M = 6.10, SD = 2.50) on the 
one hand and ÍB-C (M = 4.56, SD = 2.12) and AB-C (M = 4.57, SD = 2.39) on the other. The eta squared (ES) 
value is 0.09, which indicates that the effect size of the group (each bank’s customers) was between moderate and 
strong (Cohen, 1988). That means that 9% of the variability in trust toward LB was related to customer groups. 
An analysis of trust toward ÍB also shows a difference between groups [F(2, 527) = 40.951, p = 0.000], and a post 
hoc test shows that the difference was between ÍB-C (M = 6.43, SD = 2.23) on the one hand and LB-C (M = 4.39, 
SD = 2.44) and AB-C (M = 4.60, SD. = 2.25) on the other. ES is 0.13, which indicates that the effect size of the 
group was strong. Findings for trust toward AB are also significant [F(2, 527) = 35.655, p = 0.000], where the 
difference is between AB-C (M = 5.74, SD = 2.45) on the one hand and LB-C (M = 3.77, SD = 2.43) and ÍB-C (M 
= 3.96, SD = 2.22) on the other (ES = 0.12).  
 
Table 4 shows a calculated NPS for the banks in 2019. The total NPS is negative (-24.9), which indicates that 
detractors group is 24.9 larger than the promoters group. Based on NPS benchmarks provided by Customer Guru 
(see www.customer.guru/net-promoter-score/benchmark), this score is on the lower end for the financial services 
industry, where the lowest score is -41 for Citibank. However, it is important to keep in mind that this score is for 
the overall banking industry in Iceland, and among individual banks, the scores are different, as shown in Table 4. 
As can be seen in Table 4, Landsbankinn received the lowest score, -38.5, then Arion banki (-34.5). Íslandsbanki 
had the highest score (-8.3), but still negative.  
 
The relationship between trust and NPS was investigated using Pearson product-moment correlation coefficients. 
Findings indicate a positive relationship (r = 0.51; n = 541; p = 0.000) between NPS and the image attribute of 
trust, and according to Cohen’s (1988) classification of strength of associations, the relationship between NPS and 
trust is strong. That indicates that when NPS is high, the image of trust is likely to be high. Looking at different 
customer groups’ findings indicates that the relationship is strongest among customers of Arion banki (r = 0.75; n 
= 161; p = 0.000), then among customers of Landsbankinn (r = 0.71; n = 199; p = 0.000) and finally among 
customers of Íslandsbanki (r = 0.69; n = 169; p = 0.000). In all cases, the relationship is positive and strong (p > 
0.5), which indicates that NPS may be a strong predictor of important image attributes such as trust, social 
responsibility and satisfied customers. 
 
4 Conclusions and discussion 

In this research, the focus is on the relationship between trust and the Net Promoter Score (NPS), but NPS is a 
highly common metric in companies. The main reason for its popularity is that measuring NPS is simple, only one 
question, and makes comparisons possible, both nationally and internationally. This is often done without much 
criticism or whether it is clear what NPS measures. In his paper “The One Number You Need to Grow,” Reichheld 
(2003) argues that NPS is a powerful instrument and that the use of only one question collects simple and timely 
data, which correlate with growth. Others (e.g., Keiningham et al., 2007) argue that NPS is too simple, is not a 
strong predictor of growth and has limited usability, since it is not linked to other measures or indicators for 
performance. 
 
The research questions were (i) Is there a relationship between NPS and trust? (ii) Is NPS a good predictor of 
positive image? Findings show a difference in the image of trust among banks, where Landsbankinn received the 
highest score and Arion bank received the lowest. Research like this has been conducted since 2004, and in each 
study, Arion banki has received the lowest score. What is of interest here is that when participants are divided into 
groups by where they carried out their banking, in all cases, people rated their banks highest on trust. In all cases, 
the eta squared was moderate or strong, indicating that a relatively high proportion of the variability in trust is 
related to where customers do their banking and always in favor toward the bank where they do their banking.  
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TABLE 4  –  NPS for the retail banks in Iceland 2019 

  Landsbanki Íslandsbanki Arion banki Total 
Detractors (0-6) 57,5% 40,8% 51,2% 49,2% 

Passive (7-8) 23,5% 26,6% 31,5% 26,5% 
Promoters (9-10) 19,0% 32,5% 17,3% 24,3% 

     
NPS (M-L) -38,5 -8,3 -34,0 -24,9 

 
Findings indicate a strong and positive relationship between NPS and the image of trust toward the industry as a 
whole. This relationship was even stronger among each bank separately, but in all cases, the relationship between 
NPS was both positive and strong, with correlation coefficients between 0.69 and 0.75. This indicates that in a 
focus on the relationship between NPS and trust, NPS may be a strong predictor for that image attribute but also 
for other positive image attributes, such as social responsibility, satisfied customers, support good causes, personal 
services, progressive and modern. All these image attributes have been used in previous research. 
 
Future research might focus on the relationship between NPS and other positive image attributes as well as those 
not so positive, such as corruption, since the relationship between NPS and corruption is expected to be strong but 
negative. If that is the case, managers might use NPS to predict things other than growth and execute NPS surveys 
more frequently than image surveys, since NPS is much simpler than common image or position surveys. 
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Abstract. In the market orientation (MO) literature, it is widely accepted that there is a relationship between MO & organizational 
performance. Kohli and Jaworski (1990) define MO as a type of behavior, while Narver & Slater (1990) define the same concept as a business 
culture. In both cases, the authors assume a direct relationship between MO and performance, while others, such as Baker & Zinkula (1999) 
and Kirca et al. (2005), indicate an indirect relationship between MO and performance through innovativeness. This paper is based on the CQL 
model (Gudlaugsson & Eysteinsson, 2011). In the model, it is assumed that there is a direct relationship between culture (C) and service quality 
(Q) but an indirect relationship between service quality and loyalty (L) through image of product and organization and overall satisfaction. In 
this paper, the focus is on the Icelandic airline industry. The questionnaire used had 28 questions, of which 12 measured service quality, three 
the image of the organization, three the image of service, one the overall satisfaction, and two loyalty, which is the dependent variable. The 
results are based on 264 valid answers, and regression analysis used for testing the hypothesized model. The findings showed a result slightly 
different from that predicted by the CQL model. Factor analysis showed only three factors with acceptable loadings, quality, image, and 
performance as the dependent variable. The relations between independent and dependent variables were acceptable (> 0.3), and the covariance 
between the independent variables was also acceptable (< 0.7). R-squared was 0.61, where quality (b = 0.52) had a considerably higher impact 
on performance than image (b = 0.34) 

Keywords: brand image, service quality, organizational performance 
 
 
1  Introduction and literature review 

The current perspective on market orientation (MO) can be traced to studies published between 1990 and 1995 
(Narver & Slater, 1990; Kohli & Jaworski, 1990; Deshpandé et al., 1993). The relationship between MO and 
performance is a cornerstone of the MO literature (Narver & Slater, 1990; Kohli & Jaworski, 1990; Ruckert, 1992; 
Rose & Shoham, 2005; Xenikou & Simosi, 2006, Martín-Consuegra & Esteban, 2007; Skerlavaj et al., 2007). 
Even though scholars writing during this period were simultaneously focusing on the implementation of MO and 
the value of service orientation (SO) in various industries (Varey, 1993; DiDomenico & Bonnici, 1996; Reavill, 
1998; Canic & McCarthy, 2000), very few studies have considered the relationship between MO and service 
quality. Certain noteworthy studies, however, are worth mentioning, such as those of Lytle et al. (1998), Homburg 
et al. (2002), Voon (2006), Helgesen & Nesset (2007), and Teng & Barrows (2009).  
 
Kohli & Jaworski (1990) argued that though the marketing concept is a cornerstone of the marketing discipline, 
very little attention had been devoted to its implementation. It is argued that the marketing concept is primarily a 
business philosophy, an ideal, or a policy statement. The authors also note that a business philosophy can be 
contrasted with its implementation, which may be reflected in the activities and behaviors of an organization. The 
growing interest of both academics and practitioners in the marketing concept and its implementation has therefore 
led authors to attempt to provide a foundation for a systematic development of the concept of MO, which, 
according to Kohli and Jaworski, is the implementation of the marketing concept. The purpose of these authors’ 
1990 paper was to delineate the domain of the MO construct, provide an operational definition, develop a 
propositional inventory, and construct a comprehensive framework for directing future research. Kohli & Jaworski 
analyzed various texts that had been publishes over the preceding 35 years in the field of marketing literature and 
in related disciplines and conducted 62 field interviews with managers in diverse functions and organizations. The 
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model they proposed emphasizes the collection of marketing data, the dissemination of this data across functions 
within organizations, and taking actions based on this intelligence. The authors’ definition of MO was as follows: 
 

Market orientation is the organization-wide generation of market intelligence 
pertaining to current and future customer needs, dissemination of the intelligence 
across departments, and organization-wide responsiveness to it. 

 
MO is therefore the implementation of the market concept, and a firm with a high degree of MO is one whose 
action are consistent with that concept. Market intelligence is the starting point, organizational learning plays a 
major role, and the dissemination and communication of this learning are crucial.  
 
Subsequently, Jaworski & Kohli (1993) published a paper in which they addressed three questions: (1) Why are 
some organization more market-oriented than others? (2) What effect does an MO have on employees and business 
performance? (3) Does the linkage between an MO and business performance depend on the environmental 
context? Their findings, which were based on two national samples, suggest that an MO is related to top 
management’s emphasis on such an orientation, the risk aversion of top managers, interdepartmental conflict and 
connectedness, centralization, and reward system orientation. Kohli et al. (1993) subsequently developed the 
MARKOR scale, a well-known measure of MO. This scale consists 20-item scale with a factor structure that 
consists of one general MO factor, one factor for intelligence generation, one factor for dissemination and 
responsiveness, one marketing informant factor, and one non-marketing informant factor. The authors suggested 
that there was a direct link between MO and performance. 
 
Narver & Slater (1990) also published a paper in 1990, several months after their colleagues Kohli a& Jaworski, 
focusing on the relationship between MO and performance. The focus was on developing a valid measure of MO 
and its effect on a business’ profitability, the so-called MKTOR scale. The authors used a sample of 140 business 
units consisting of both commodity-products businesses and non-commodity businesses. The goal was to shed 
light on the components that comprise an MO and propose a useable definition of the concept. Narver and Slater 
viewed MO as an organization culture, as did Desphandé & Webster (1987). However, they took the definition 
further and argued that market-oriented firms focus not only on customers but equally on competitors. They put 
an emphasis on inter-functional coordination that is intended to create unity between all functions in an 
organization and become part of the organizational culture. Narver & Slater definition of MO was as follows: 
 

Market orientation consists of three behavioral components – customer orientation, 
competitor orientation, and inter-functional coordination – and two decision criteria 
– long-term focus and profitability. 

 
In the authors' definition, customer orientation, competitor orientation, and inter-functional coordination are all 
equally important behavioral dimensions of MO, but all of these dimensions have been found to have strong 
relationships with organizational performance (see Grey et al., 1998; Day & Wensley, 1988; Levitt, 1960; Shapiro, 
1988). The authors add two decision criteria, long-term focus and profitability, to their model, as these dimensions 
have been found to have a relationship with organizational performance (Felton, 1959; Boyd et al., 1995; Barabba 
& Zaltman, 1991). They found that there was a substantial positive effect of an MO on the profitability of both 
types of businesses.  
 
The views of Kohli & Jaworski and Narver & Slater with regard to MO are quite similar. Both view MO as a 
concept that leads to a greater competitive advantage; in addition, both agree that business intelligence concerning 
both customers and competitors is crucial, that all managers and staff members must participate in creating and 
maintaining MO, and that MO is a construct consisting of three equally important components, namely customer 
orientation, competitor orientation, and inter-functional coordination. However, there are important distinctions 
between these two views: Kohli & Jaworski place more emphasis on customers than Narver & Slater do. As 
discussed previously, Kohli & Jaworski view MO as involving the implementation of the market concept. Narver 
& Slater emphasize the human role and describe MO as a corporate culture that leads to certain customer-
/competitor-oriented behavior throughout an organization, which in turn creates a specific atmosphere that leads 
to superior performance. Both Kohli & Jaworski and Narver & Slater indicate for a direct relationship between 
MO, while others, such as Baker & Zinkula (1999), Denison et al. (2004), and Krica et al. (2005), indicate an 
indirect relationship between MO and performance, mainly through innovativeness.  
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FIGURE 1. The SERVMO model (Voon, 2006) 

 
Voon (2006) emphasizes the importance of service-driven MO (SERVMO) and its relationship with service 
quality. The aim of Voon’s research was to define this type of MO and to explore its connection to service quality. 
The author administered a questionnaire to 588 university students in Malaysia to further investigate the 
relationship between SERVMO and service quality. Voon notes that a key reason for difficulties in improving 
service quality and developing a service culture in higher education is a lack of MO in higher education another 
potential reason is a misunderstanding of the marketing concept. Voon also identifies the importance of service 
quality for universities, for example in achieving competitive advantage and meeting government demands for 
cost-effectiveness and efficiency, as well as in meeting the public’s growing expectations with regard to higher 
education and the role of higher education in building a stronger community. Voon divides SERVMO into six 
separate components: customer orientation, competitor orientation, interfunctional orientation, performance 
orientation, long-term orientation, and employee orientation. Voon’s SERVMO model is depicted in Figure 1. 
 
Voon’s findings indicated a strong correlation between SERVMO and service quality. The SERVQUAL 
instrument was used to assess service quality, but only the section on perceptions, and therefore the instrument 
was more similar to SERVPERF than SERVQUAL. A high score on SERVMO is thus positively related to a high 
score on SERVQUAL, and it may therefore be desirable for universities to focus on developing the areas 
represented by the SERVMO orientations. These results support previous findings indicating that non-profit 
organizations adopt an MO in an effort to improve performance.  
 

 
FIGURE 2. SFISL theoretical structural model (Helgesen & Nesset, 2007) 
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Helgesen & Nesset (2007) explored the relationship between service quality, facilities, student satisfaction, image 
of the university, and image of the study program, with student loyalty to their study program. Student loyalty was 
used as the dependent variable and considered as being crucial to a university’s success. Helgesen & Nesset 
emphasize that although this particular study considered the students as customers, they are not the only group of 
customers, as employers, families, and members of community could also be defined as customers. The study used 
three questions to measure loyalty: what was the likelihood that a student would recommend studies at his or her 
university, what was the likelihood that a student would select the same program of study were s/he starting now, 
and what was the likelihood that a student would select his or her university for further studies in the future? 
Loyalty was thus defined as an important variable when it comes to success, and it is therefore important to identify 
the factors that contribute to earning students’ loyalty. Helgesen & Nesset’s model can be seen in Figure 2. 
 
The survey was administered at a Norwegian university, and responses were obtained from 454 students or 35% 
of the total number of students. The survey featured 25 questions on a 7-point Likert scale where 1 represented the 
lowest value (“very dissatisfied”) and 7 represented the highest value (“very satisfied”). Seven of the questions 
were used to assess facilities, five were used to assess the service quality of studies, four were used to assess overall 
student satisfaction, two were used to assess the image of the university college, three were used to assess the 
image of the study program, and, as mentioned previously, three were used to assess loyalty. Analysis of the data 
was based on structural equation modeling and showed that the coefficient of determination (R2) for loyalty was 
0.8, which was considered very high and indicative of the strength of the model. Student satisfaction was found to 
have the strongest level of association with loyalty; thus, Helgesen & Nesset deduced that loyalty was driven by 
satisfaction at this particular university college. The authors note, however, that, at other universities, loyalty may 
be explained with reference to image rather than student satisfaction. The coefficient of determination (R2) for 
student satisfaction was 0.52, and the variables that were associated with it were service quality and facilities. 
 
The research in this paper is based on the CQL model developed by Gudlaugsson (see Gudlaugsson & Eysteinsson, 
2011). The model was developed to measure the relationship between service quality, image of services, image of 
organization, customer satisfaction, and loyalty. The model assumes that there is a direct relationship between 
service quality on the one hand and image of services, image of organization, and customer satisfaction on the 
other hand and that the relationship between service quality and loyalty is indirect through those three components. 
The CQL model is presented in Figure 3. 
 
The model is based on viewing MO as a culture, as is assumed in Narver and Slater’s (1990) definition, but also 
behavior, as assumed by Kohli and Jaworski (1990) and also in Voon’s (2006) definition of SERVMO. It is 
assumed that a certain culture is likely to enhance service quality, but no claims are made as to what type of 
influence an increase in service quality might have on the operation of the organization. Helgesen & Nesset (2007), 
however, do so, as they used structural equation modeling to show that service quality directly affects image and 
overall satisfaction, which in turn affects loyalty. They do not, however, indicate which aspects affect service 
quality. Therefore, the research model combines these two models and provides a definition of service culture. 
The working definition of service culture is as follows: 
 
 

 
FIGURE 3. The CQL model (Gudlaugsson & Eysteinsson, 2011) 
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Employee attitudes, expectations and behaviors, as well as the organizational values, 
which directly or indirectly affect the customers’ satisfaction with the service. 

 
The model was developed with a focus on the relationship between service focus and performance in higher 
education. Findings showed a strong relationship between service quality and customer satisfaction (r = 0.64), 
customer satisfaction and loyalty (r = 0.51), and service quality and image of organization (r = 0.44). The findings 
also showed a strong relationship between service quality and loyalty (r = 0.5), which indicates that the relationship 
between service quality and performance (measured as loyalty) may be direct instead of indirect, as is assumed in 
the CQL model (Gudlaugsson & Eysteinsson, 2011). The focus of present study is on testing the model for the 
profit market, more specifically among airlines that fly between Iceland and other countries.   
 
2  Methodology and data analysis 

This chapter provides an overview of how the research was planned, how the data were processed and what sample 
of people participated in the study. 

2.1    Research design  

The findings are based on a survey conducted in May, 2017, among travelers who fly between Iceland and other 
countries. There were 264 valid responses, and data were weighted by gender and age so as to better represent the 
airlines’ customers. The instrument used was based on a questionnaire that featured 32 questions in total. The first 
question was open-ended and focused on determining which airlines first came to the respondents’ minds. The 
next three questions inquired as to how many trips the respondents had taken in the last 12 months, with which 
airline their last trip was flown, and how long it had been since that trip. These questions were followed by 14 
questions concerning service quality based on SERVQUAL, one question measuring overall satisfaction, and six 
questions measuring the image of the airline the respondent had used. There were two questions intended to 
measure loyalty and, finally, four concerning background information, such as gender, age, education and income. 

2.2    Sample 

The population of interest consists of the airlines’ customers. However, a convenience sample was used, which in 
most cases resulted in a higher proportion of female respondents. In addition, since the survey was web-based, it 
features a higher proportion of younger respondents. The structure of the sample is presented in Table 1. 
 

TABLE 1  –  The respondents’ background 

 

TABLE 2  –  The average scores for quality, image, customer satisfaction, and loyalty 
 Average score 

(scale 1-5) 
Quality 3.95 
Image 3.88 
Customer satisfaction 4.08 
Loyalty 4.16 
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FIGURE 4. The hypothesized model 
 
 

 
FIGURE 5. The three-component model 

As can be seen in Table 1, the sample is skewed compared to the population, where the proportion of females is 
49.2% instead of 81.7% and those younger than 27 years old are only 20% (as opposed to 60% in the sample). 
Therefore, all data were weighted by age and gender to better reflect the population. 
 
3 Results  

This section describes the results. First, the average scores for quality, image, customer satisfaction, and loyalty 
are presented. Thereafter, the findings of the factor analysis (principal components) are discussed, and, finally, the 
regression model is represented. In Table 2, the average scores for quality, image, customer satisfaction, and 
loyalty are presented. All variables are measured on a five-point scale where 1 is the lowest score and 5 is the 
highest score. In Table 2, it can be seen that, relatively speaking, the scores are highest where the variable images 
have the lowest score and loyalty the highest score. Based on the CQL model, the score for loyalty measures 
performance and is therefore the dependent variable. Quality, image, and customer satisfaction are therefore the 
independent variables. The hypothesized model is presented in Figure 4. 
 
The questions in the survey were subjected to a principal component analysis (PCA). Prior to the PCA, the data’s 
suitability for factor analysis was assessed. Inspection of the correlation matrix revealed the presence of many 
coefficient values of 0.3 or higher. The Kaiser-Meyer-Olin value exceeded the recommended value of 0.6 (Kaiser, 
1970, 1974), and Bartlett’s (1954) test of sphericity reached statistical significance 
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FIGURE 6. The regression model 

 
The PCA revealed the presence of three components with eigenvalues exceeding 1, namely quality, image, and 
performance (customer satisfaction and loyalty). The three-component model is presented in Figure 5. As can be 
seen in Figure 5, the model has only three components instead of the four in the hypothesized model, as the 
variables customer satisfaction and loyalty are merged into one component.  
 
A multiple regression was used to test the model. The correlation between the independent variables and the 
dependent variables was lower than 0.3, and the correlation between the independent variables was lower than 0.7. 
The tolerance exceeds 0.1, the VIF was lower than 10, the Mahal statistic was sufficient, and Cook’s statistic was 
lower than 1. The findings are presented in Figure 6. As can be seen in Figure 6, the model explained (R2) 61% of 
the variability in performance, of which quality uniquely explains 15% of the variance in performance and image 
accounts for 6%. Based on these findings, it is concluded that, for performance based on loyalty and customer 
satisfaction, quality is more important than image. 
 
4 Conclusions and discussion 

In this research, the focus is on the relationship between quality, image, customer satisfaction, and organizational 
performance. Findings are based on the CQL model, where MO is defined as both culture and behavior. The model 
also considers quality and image as important components of organization performance. The population of interest 
consists of airline customers. both from Iceland and abroad. The hypothesized model considers four components, 
namely quality, image, customer satisfaction, and loyalty. Loyalty is considered the dependent variable and 
therefore measures an organization’s performance, but the other three are considered to be independent variables.  
 
Factor analysis (PCA) suggested the presence of three components; quality (α = 0.93), image (α = 0.93), and 
performance (α = 0.89), instead of the four components assumed in the hypothesized model. The regression model 
explains 61% of the variability in performance, where quality seems to be of higher importance than image, but 
quality uniquely explains 15% of the variance in performance, whereas image only explains 6% of the variance. 
This is, of course, only one survey in one industry, and therefore it would be important to conduct more research 
in this field before it can be stated that, in general, quality has higher importance than image when it comes to 
organizations’ performance. Further investigation in other industries is therefore necessary. 
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Abstract. In May 2017, the American wholesale corporation Costco opened a retail store in Iceland. The objective of this research is to 
examine the effects this event had on the positioning of other retail and grocery stores in the Icelandic market. The research question is as 
follows: What are the long-term and short-term effect of the opening of Costco on the image of grocery stores in Iceland? The research is 
based on surveys that were conducted in the autumn of 2017 (n = 2,708), 2018 (n = 3,078), 2019 (n = 2,682), 2020 (n = 2,680) and 2021 (n = 
1,701) using the method of perceptual mapping. This study uses a convenience sample, and the data was collected via both web- and paper-
based surveys. The data was weighted by gender and age of the population. A comparison is made between the results from the surveys, and 
they are evaluated to determine whether the effects that appeared are short- or long-term in nature. The results indicate the existence of a short-
term effect that is inherent in that the 2017 survey showed that Costco had a strong, positive, and unique placement according to the respondents, 
but this effect has minimized in the survey of 2018, 2019, 2020 and 2021. In terms of long-term effects, Costco seems to primarily have had a 
significant impact on a single retail chain, Hagkaup, while the impact on other retail stores seems to have been insignificant. The results indicate 
the importance of strategic marketing action when a new and strong competitor enters a certain market, while the theoretical contribution 
concerns the emphasis on the connection between awareness and image. One limitation of this research is that it is based on a convenience 
samples, which can be subject to statistical errors. Furthermore, no consideration is given to whether the effect is solely associated with the 
marketing efforts of Costco or the marketing efforts of other retail stores during the same time period. 
 
Keywords: brand image, grocery stores, perceptual mapping 
 
 
1  Introduction and literature review 
 
In May 2017, Costco opened its first, and thus far only, superstore in Iceland. Costco is estimated to be the third 
largest retailer in the world, with a revenue of US$166,761 million in 2020 (Deloitte, 2022). According to Deloitte, 
the largest retailer is Walmart, with a revenue of US$559,151 million, with the second largest being Amazon.com, 
with a revenue of US$213,573 million. Due to Costco’s size, the opening of the Iceland store was expected to have 
a major impact on the country’s grocery market, with major players Bónus, Krónan, and Samkaup. In 2018, it was 
estimated that Costco had an 8% market share, Bónus 27%, Krónan 19%, and Nettó (the largest chain in Samkaup) 
8% (Meniga, 2018). When asked “Which grocery store do you visit most often?”, in 2018, 40.3% of the 
respondents mentioned Bónus, which decreased in successive years to 43.8%, 43.2%, and 42.8% in 2021. 
Concerning Krónan, the 38.7% in 2018, reduced to 37%, 38.8%, and 37.3% in 2021. It is therefore estimated that 
Bónus and Krónan have a combined market share of 60–70% based on consumer visits. This figure is in line with 
data from 2014, which estimated that the combined market share of Bónus and Krónan was 55% (althingi.is)  
 
Costco is commonly described as the “anti-Wal-Mart”. Greenhouse (2005) argued that it would be preferable to 
be an employee or customer rather than a shareholder of Costco since its prices are lower, and the company’s 
average pay is 42% higher than of its fiercest competitor, Sam’s Club. Berman (2011) discussed several factors 
affecting the retail sector after the recession in 2008 and argued that the most troubling indicator is stagnant or 
declining sales among many retailers, including Target, Sears, Best Buy, Home Depot, and Macy’s. Unlike 
previous recessions, when consumers welcomed the return of financial stability by going on buying sprees, 
following the 2008 recession, they continued to buy simpler offerings characterized by high value for money. 
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FIGURE 1. Perceptual map for high/low price and quality 

 
Therefore, certain discount stores gained popularity among consumers due to their relatively low prices and high 
value, resulting in a retail environment characterized by increased competition. Cascio (2006a) argues that Costco 
offers low prices and that its business model is based on ethical principles and core beliefs and values. Cascio also 
states (2006b) that a high proportion of American workers have voluntarily quit their jobs and that this 
phenomenon should be a serious concern for companies with many workers, such as Walmart. It has been argued 
that Costco members are not drawn by attractive window displays or the presence of Santa Clauses or piano 
players; rather, they shop at Costco because the company offers excellent value at reasonable prices (Greenhouse 
2005). Based on data connected to this research and as illustrated in Figure 1, Costco seems to have a relatively 
strong position based on high quality and low price. As indicated in the figure, Krónan and Costco are more 
strongly related to low price and quality than the other brands. Fjarðarkaup and Hagkaup are strongly related to 
quality and high prices, while Bónus is strongly related to low prices but has a weak relation to quality.  
 
Hu & Chuang (2009) claim that many successful companies have strong corporate brands and invest in creating, 
promoting, and building loyalty to their brand names. Apple, Google, Microsoft, Coca-Cola, and Amazon, which 
are among the most valuable brands in the world, all focus on a strong company or corporate brand. In contrast, 
certain retailers, such as Walmart, CVS Pharmacy, and Costco, develop private brands, with each company’s 
products featuring its name. Minahan et al. (2012) investigated the market entry of Costco as an international 
retailer. The case was the opening of a Costco in Melbourne in 2009; within 12 months, this store had become one 
of Costco’s top five stores globally. The authors argued that a retailer’s successful entrance into a new market 
depends local shoppers accepting that retailer’s business model (see also Papadopoulos et al., 2011). Minahan et 
al. (2012) discuss the success story of Costco, noting that shopping at Costco requires membership and an annual 
fee and that Costco is extremely successful at membership retention, with renewal rates of 87%. The membership 
fee, which allows Costco to charge lower prices, accounts for about 75% of the company’s net profit. Calboli 
(2013) investigated the first sale rule in intellectual property law in the context of international trade. The fact that 
Costco is in several cases a part of discussions and issues considered law and legal disputes is important, as the 
company is one of the largest retailers in the world and has significant bargaining power (see also Yedor, 2012). 
 
Brand knowledge can be divided into brand recognition and brand recall (Keller, 2008). Brand recognition refers 
to consumers’ familiarity with a particular brand or their tendency to associate a brand with the needs that the 
products linked to a brand might fulfill. Brand recall refers to consumers’ ability to associate a brand with product 
categories and various needs and buying intentions. Generally, for cases in which impulsive buying behavior is 
dominant, recognition is more important, whereas, for products regarding which buying behavior is more 
thoughtful, brand recall is more important (see Bettman, 1979; Rossiter & Percy, 1987). A strong connection 
between brand awareness and “top-of-mind” observations often exists, and it is therefore possible to measure brand 
awareness based on such observations (Gruber, 1969; Romaniuk & Sharp, 2004). However, certain caveats should 

Quality

Low price

High price
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be taken into consideration when using the results of such measurements as an indicator of brand awareness  
(Homburg et al., 2010; Huang & Sarigöllu, 2012; Buil et al., 2013). Marked differences also exist between sectors 
such as the tourist industry (e.g., Fung So et al., 2013; Huang & Cai, 2015), the automobile industry (Fetscherin 
& Baker, 2009), the various retail and service industries (Nyadzayo et al., 2011, Tsai et al., 2013), and the retail 
banking industry (Al-Hawari & Ward, 2006; Aziz & Yasin, 2010) when respondents identified certain brands as 
being top of mind.  
 
Brand awareness can also be divided into familiarity and image (e.g., Davis, 2002; Keller, 2008; Trout, 2000). 
Familiarity is related to several factors, such as whether a brand comes to mind when the product category to which 
it belongs is mentioned and whether consumers associate a particular brand with certain conditions or uses 
(Rossiter & Percy, 1987). Brand image has long been considered important in marketing literature (Levy & Dennis, 
2012); there are thus many definitions of image and therefore multiple ways of measuring this concept. Branding 
literature describe the role of brand image as ensuring that a brand has a strong, positive, and unique position in 
the minds of its target consumers (Keller, 2008). 
 
Having a strong position is partly associated with awareness, but it is also important that a brand is associated with 
specific image attributes (Keller, 2008). A comprehensive discussion of this topic can be found in Keller’s white 
paper (2001), in which he presents the so-called customer-based brand equity (CBBE) model. The focus of this 
model is on both awareness and the connection between image attributes and performance. It is important to note 
that a strong connection alone is not sufficient; a brand also needs to be associated with attributes that customers 
consider important or positive (Bettman, 1979, Keller, 2001, Rossiter & Percy, 1987). Some image attributes are 
positive, while others are negative, and it is important that a brand has a position that is both strong and positive 
in the minds of its target consumers. In addition, it is important that a brand is regarded as unique by its target 
group, that is, consumers should be able to distinguish it from other brands in the market (Keller, 2001; Trout & 
Rivkin, 2008). 
 
Gudlaugsson (2018) evaluated the effect of Costco’s entry into the Icelandic market on the images of grocery 
stores a few months after Costco opened its store in Iceland. The study was based on fundamental brand 
management theory related to concepts such as brand knowledge, brand awareness, and image and whether brands 
have strong, positive, and unique positions in the minds of their respective target groups or segments. Based on 
the findings, the author concluded that Costco’s opening had had a minimal impact on the images of Bónus, Nettó, 
or Fjarðarkaup, while the most affected store was Hagkaup. Prior to the opening, Hagkaup was strongly associated 
with positive attributes such as freshness, product range, fun, and different, but, following the opening of the 
Costco store, Hagkaup was viewed as the store with the highest prices. Krónan seemed to have a stronger image 
than before the opening of Costco and was still associated with low price, but it had also become more strongly 
associated with the positive image attributes different, freshness, and product range. Costco occupied a strong 
position on the perceptual map, being associated with the attributes low price, different, freshness, product range, 
fun, and quality.  
 
Therefore, Costco occupied a position similar to that which the company’s chief officer argued it had in 2005; that 
is, Costco delivers quality at lower prices than its rivals (Cascio, 2006a). Gudlaugsson (2019) evaluated Costco’s 
image and determined whether Costco had managed to maintain its strong image position 18 months after the 
opening of its first store in Iceland. The findings showed similar top-of-mind scores for all stores, with the 
exceptions of Costco and Krónan. In 2017, after the first Costco store had been in operation for six months, 
Costco’s score was 9.9%, but, in 2018, after 18 months in operation, it had declined to only 2%. Krónan had a top-
of-mind score of 18.6% in 2017, but, in 2018, it was 34.1%. The findings of perceptual mapping show that the 
positions for most of the stores were similar in 2017 and 2018. Nettó was near the center of the map, with an 
unclear position. Iceland was considered boring with relatively high prices, and Bónus offered low prices but was 
also considered boring. Hagkaup was considered to have the highest price. Costco, Krónan, and Fjarðarkaup had 
similar positions in both years, with strong associations with the positive attributes quality, product range, fun, 
and freshness.  
 
The focus of this paper is on the short- and long-term effects of the opening of the Costco store on the image of 
grocery stores in Iceland. The findings are based on the results of five similar surveys, which were conducted each 
autumn during the period of 2017–2021, with a total of 12,849 individuals completing the surveys. The following 
sections of this paper outline the methodology employed and the results obtained. Finally, the paper discusses the 
study’s findings and contributions to theory and practice, the limitations of the study, and further research that 
could be conducted in this area. 
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2  Methodology and data analysis 
 
This section provides an overview of how the research was planned, how the data were processed, and the sample 
of people who participated in the study. 
 
2.1    Research design 
 
The findings are based on five surveys that were conducted each autumn in the period of 2017–2021. Ten to 13 
independent research groups gathered data, all using roughly the same questionnaire and the same web- and paper-
based forms. The members of the research groups were all students at the University of Iceland who were 
participating in a third-year course in marketing research. The web-based version was executed using the software 
QuestionPro, and the survey was open for two weeks. After 10 days, the paper-based part was executed; the 
purpose of this part was to correct possible biases, such as those related to gender and age, on the part of the survey 
participants. The author of this paper supervised the data collection and estimated whether there was a difference 
in the responses obtained using those two methods. There was a difference between methods only in a very limited 
number of cases, and in all cases where a difference was observed, the eta-squared was low (between 0.005 and 
0.007), meaning that only a small proportion of the variance could be attributed to the different data-gathering 
methods employed. The author also estimated whether there were any differences among the research groups and 
between years; in all cases where differences were observed, the eta-squared was low. Therefore, all data were 
merged into a single dataset, which contained 12,849 valid answers.  
 
Table 1 below provides a summary of the responses to the survey. As can be seen in Table 1, the number of 
questions differed between years; this difference is due to the fact that the NPS questions were added to the last 
three surveys. In survey 2, two questions were added, namely “What store or chain do you visit most often?” and 
"When you do not visit the store you visit most often, which store do you visit?”  
 
The questionnaire was divided into four parts. The first part consisted of seven questions concerning consumer 
behavior and which factors consumers considered important when choosing a grocery store. The first question was 
an open-ended top-of-mind question asking which store or chain was at the top of the respondent’s mind. This 
question was followed by four questions inquiring as to which store the respondents visited most often, which 
store they visited when they did not visit their most visited store, and how likely they would be to recommend 
their most visited store to family or friends. These questions were followed by statements concerning the 
importance of location, low price, and quality when choosing a grocery store. The second part included nine 
questions concerning the images of stores. The image attributes used were freshness, low price, product range, 
boring, different, high price, quality, opening hours, and fun. Some of these image factors have been used in 
previous research and were included for comparative purposes. The third part featured only one question, which 
concerned how often the respondents visited the grocery stores named in the survey, which were Fjarðarkaup, 
Nettó, Hagkaup, (Víðir), Bónus, Iceland, Costco, and Krónan. In 2018, the store Víðir went bankrupt; it was 
therefore not included in this study.  
 
2.2    Sample 
 
The population of interest in this research are those who visit grocery stores. Table 2 below presents a summary 
of the sample with regard to gender and age. As can be seen in Table 2, the proportion of female participants was 
higher than that of male participants; in addition, the proportion of respondents who were younger than 31 years 
old was greater than that of older individuals. Therefore, it was considered necessary to weight all data based on 
the gender and age of the population. The proportion of the population, the sample, and the weighting coefficient 
can be seen in Table 3. 
 
 

TABLE 1 – Summary of surveys 

  Survey 
1 

Survey 
2 

Survey 
3 

Survey 
4 

Survey 
5 

Year 2017 2018 2019 2020 2021 
Responses 2.708 3.078 2.682 2.680 1.701 

Stores 8 7 7 7 7 
Attributes 9 9 9 9 9 
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Questions 21 23 25 25 25 

TABLE 2  –  Gender and age of the sample 

Gender 
Male  39% 
Female  61% 

Age in years 
< 31 years old  47% 
31 to 50 years old  29% 
51 or >  23% 

 
 

TABLE 3  –  Population, sample and the weight coefficient 

  Population Sample Coefficient 

  Male  Female  Male  Female  Male  Female  

18-30 years old  14,8% 13,5% 19,9% 26,8% 0,75 0,50 
31-50 years old  20,6% 18,7% 11,0% 18,4% 1,87 1,02 
51-70 years old   16,3% 16,1% 7,9% 15,9% 2,06 1,01 

 
This approach ensured that one sample group, such as young female respondents, could not skew the results when 
compared to the attitudes of the population as a whole. The trend in terms of top-of-mind scores is used to evaluate 
Costco’s position almost five years after it opened its store in Iceland. A perceptual mapping methodology 
employing the nine abovementioned image attributes was used to examine store image.  
 
3  Results 
 
This chapter presents the findings. This section presents the findings of the study. First, the top-of-mind scores for 
all of the surveys are compared; thereafter, the perceptual mapping of the stores is compared, both between surveys 
as well as based on average score. The findings regarding the top-of-mind question at the beginning of the 
questionnaire indicate that the store Bónus had the strongest position, or share of voice; on average, 49.1% (+/- 
0.86%) of participants mentioned this store/chain. When looking at each year individually, it can be seen that the 
percentage of those who mentioned Bónus was stable, ranging from a low of 46.6% (+/- 1.84%) to a high of 53.8% 
(+/- 1.85%). The second most mentioned store was Krónan; on average, 29.9% (+/- 0.79%) of participants 
mentioned this store/chain. When considering each year individually, it can be seen that the percentage of those 
who mentioned Krónan was very variable, ranging from a low of 19.5% (+/- 1.5%) to a high of 36.7% (+/- 1.78%). 
Based on share of voice proportions, it can be argued that Krónan was the winner in the grocery store market, as 
no other store enjoyed as much growth as it did in the survey period. The findings for the other stores can be seen 
in Table 4. Concerning Costco’s position in this regard, on average, only 3.8% (+/- 0.33) of participants mentioned 
this store. When considering each year individually, it can be seen that the percentage of those who mentioned 
Costco declined dramatically from 12.1% (+/- 1.23%) in 2017 to 0.9% (+/- 0.43%) in 2021. In 2018, the rate 
dropped particularly sharply to 2.6% (+/- 0.59%); therefore, it can be concluded that the opening itself attracted 
significant attention, which subsequently declined rapidly. Based on share of voice, it can be concluded that Costco 
has not maintained the strong position it enjoyed in 2017 when the store opened. 
 
Table 5 presents the scores for the image attributes for each grocery store for the years 2017–2021, as well as 
weighted average scores for the whole dataset. As can be seen in Table 5, the scored varied between stores. When 
considering the weighted average score for Costco, it can be seen that Costco only received the highest score for 
one attribute, different. In 2017, Costco received the highest scores for four attributes, namely freshness, different, 
quality, and fun. It therefore seems that Costco lost not only its position in terms of share of voice but also its 
position in terms of high scores for positive image attributes. Hagkaup received the highest scores for five 
attributes, namely freshness, product range, high price, quality, and opening hours. Bónus, in contrast, received 
the lowest scores for two attributes, namely freshness and different, and the highest scores for low price and boring. 
Iceland received the lowest scores for product range, quality, and fun, which are all positive image attributes. 
Finally, Fjarðarkaup received the highest score for fun and the lowest scores for boring and opening hours. 
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TABLE 4  –  Findings top-of-mind scores 

  Fjarðarkaup Nettó Hagkau
p 

Bónus Icelan
d 

Costc
o 

Króna
n 

Other 

Average score 1,7% 6,3% 6,1% 49,1% 0,5% 3,8% 29,9% 2,7% 
95% CI  0,22% 0,42% 0,41% 0,86% 0,12% 0,33% 0,79% 0,28% 

2017  2,0% 5,4% 8,1% 49,1% 0,2% 12,1% 19,5% 3,7% 
95% CI 0,53% 0,86% 1,03% 1,90% 0,17% 1,23% 1,50% 0,72% 

2018  1,4% 4,5% 10,1% 48,1% 1,3% 2,6% 29,8% 2,3% 
95% CI 0,44% 0,77% 1,12% 1,86% 0,42% 0,59% 1,70% 0,56% 

2019  1,8% 6,5% 1,6% 53,8% 0,4% 2,0% 31,0% 2,8% 
95% CI 0,49% 0,91% 0,47% 1,85% 0,23% 0,52% 1,72% 0,61% 

2020  1,7% 7,4% 4,7% 46,6% 0,2% 0,6% 36,7% 2,1% 
95% CI  0,45% 0,97% 0,78% 1,84% 0,17% 0,29% 1,78% 0,53% 

2021  1,5% 8,0% 6,2% 47,3% 0,2% 0,9% 33,2% 2,7% 
95% CI  0,56% 1,25% 1,11% 2,30% 0,21% 0,43% 2,17% 0,75% 

 

TABLE 5  –  Scores for image attributes 2017–2021 

  Fjarðarkaup Nettó Hagkaup Bónus Iceland Costco Krónan 

 2017 6,19 5,55 6,68 4,97 3,85 6,65 6,25 

 2018 6,47 5,99 6,99 5,39 4,51 6,43 6,73 
Freshness 2019 6,90 6,20 7,02 5,45 4,36 6,31 6,74 

 2020 7,24 6,42 7,23 5,70 4,41 6,39 7,18 

 2021 6,85 6,29 7,21 5,80 4,31 6,15 7,17 

 Average 6,70 6,07 7,01 5,44 4,28 6,41 6,79 

 2017 4,06 4,79 3,03 7,33 3,97 6,90 6,35 

 2018 4,33 5,09 3,15 7,66 4,26 6,38 6,82 
Low price 2019 4,64 5,26 3,05 7,67 3,96 5,99 6,76 

 2020 4,75 5,31 3,05 7,85 3,72 5,98 6,81 
 2021 4,54 5,16 3,17 7,83 3,73 5,80 6,68 

 Average 4,45 5,12 3,08 7,66 3,95 6,25 6,69 

 2017 6,27 5,85 7,21 5,53 4,27 6,50 6,43 

 2018 6,59 6,19 7,46 5,72 4,87 6,66 6,74 
Product 2019 7,01 6,44 7,51 5,67 4,71 6,57 6,72 

 2020 7,39 6,73 7,72 5,93 4,76 6,59 7,14 

 2021 7,16 6,55 7,72 5,75 4,58 6,73 7,08 

 Average 6,84 6,34 7,51 5,72 4,64 6,60 6,80 

 2017 3,17 4,36 3,42 5,07 4,49 3,67 3,99 

 2018 3,66 4,49 3,54 5,05 4,85 4,04 3,95 
Boring 2019 3,56 4,40 3,67 5,14 5,26 4,35 4,03 

 2020 3,23 4,27 3,49 4,97 5,27 4,24 3,74 

 2021 3,49 4,37 3,46 4,91 5,37 4,18 3,78 

 Average 3,42 4,38 3,52 5,04 5,01 4,09 3,91 

 2017 5,71 4,24 4,96 3,35 3,93 7,05 4,26 

 2018 6,09 4,62 5,32 3,36 4,52 7,14 4,37 
Different 2019 6,53 4,90 5,47 3,44 4,42 7,15 4,60 

 2020 6,88 4,88 5,57 3,49 4,50 7,31 4,81 

 2021 6,69 4,76 5,65 3,49 4,52 7,29 4,85 

 Average 6,34 4,67 5,37 3,42 4,36 7,18 4,55 

 2017 5,40 5,05 7,21 2,94 4,87 3,02 3,76 

 2018 5,74 5,25 7,39 2,85 5,79 4,02 3,65 
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High price 2019 5,95 5,30 7,64 2,99 6,33 4,67 3,93 

 2020 5,90 5,37 7,69 2,87 6,61 4,66 3,94 

 2021 6,10 5,47 7,59 2,89 6,63 4,80 4,10 

 Average 5,79 5,27 7,50 2,91 5,97 4,18 3,86 

 2017 6,16 5,23 6,54 4,57 3,88 6,48 5,71 

 2018 6,42 5,55 6,78 4,90 4,42 6,24 6,06 
Quality 2019 6,92 5,89 6,90 4,99 4,31 6,33 6,24 

 2020 7,26 6,04 7,10 5,14 4,38 6,45 6,62 

 2021 6,91 5,89 7,09 5,26 4,37 6,34 6,66 

 Average 6,70 5,71 6,86 4,95 4,26 6,37 6,23 

 2017 4,00 6,59 7,81 4,84 6,04 5,77 6,15 

 2018 4,31 6,99 8,03 4,78 7,39 5,70 6,31 
Opening hrs 2019 4,53 7,23 8,12 5,12 7,36 5,98 6,58 

 2020 4,64 7,37 8,26 5,33 7,46 6,12 6,81 

 2021 4,59 7,29 8,25 5,18 7,40 6,05 6,71 

 Average 4,39 7,08 8,08 5,04 7,09 5,91 6,50 

 2017 5,66 4,55 5,78 3,79 3,54 6,00 5,06 

 2018 5,77 4,78 6,06 4,00 4,19 5,89 5,30 
Fun 2019 6,29 5,14 6,10 4,12 3,97 5,98 5,48  

2020 6,60 5,11 6,25 4,13 3,93 6,10 5,74 

 2021 6,60 5,11 6,25 4,13 3,93 6,10 5,74 

 Average 6,11 4,91 6,08 4,05 3,92 6,03 5,45 
 
 
Figure 2 displays the position map of the grocery stores in 2017 (n = 2,708). The map indicates that the findings 
were robust, as the attributes boring and fun had opposite directions, as did low price and high price. Attributes 
that had features in common were also grouped together, such as freshness, quality, and product range. As can be 
seen in the figure, Bónus had a strong association with the attribute low price but was also considering boring.). 
Therefore, it can be concluded that the opening of Costco had a minor effect on Bónus’s image. Nettó also occupied 
a similar position on the map as in former studies as well as Fjarðarkaup. Hagkaup was now most closely associated 
with the attribute high price and had shifted away from the positive attributes freshness, product range, fun, and 
quality (Gudlaugsson, 2005). Krónan was associated not only with the attribute low price but also with the positive 
attributes different, freshness, product range, fun, and quality. Given that Krónan’s position is near the center of 
the map, its situation could not be considered strong (see Lilien et al., 2017).  Costco had a strong position on the 
map, being strongly associated not only with low price but also with the positive attributes different, freshness, 
product range, fun, and quality. The entry of Costco seems to have caused Hagkaup to decline in terms of positive 
attributes, with the consequence being that Hagkaup came to be strongly associated with the attribute high price. 
Therefore, Hagkaup had  a weaker image compared to that which it had prior to the opening of the Costco store.  
 
Figure 3 displays the position map of the grocery stores in 2019 (n = 3,078). The positions indicate that the findings 
were robust, as the attributes boring and fun had opposite directions, as did low price and high price. Attributes 
that had features in common were also grouped together, such as freshness, quality, product range, and fun. As 
can be seen in Figure 3, Bónus, as in 2017, had a strong association with the attributes low price and boring. Nettó, 
Krónan, Fjarðarkaup, and Hagkaup had a similar position as in 2017; this was also the case for Iceland, which was 
strongly associated with the attributes boring, opening hours, and high price. Costco had a weaker position than 
in 2017 but was still associated with the same attributes. Since Costco is nearer the center of the map, its position 
was weaker than it was the first month after the opening.  
 
Figure 4 displays the position map of the positions of the grocery stores in 2021 (n = 1,701). The representation 
indicates that the findings were robust, as the attributes boring and fun had opposite direction, as did low price and 
high price. Attributes that had features in common were also grouped together, such as freshness, quality, product 
range, and fun. As can be seen in Figure 4, the map is similar to those for 2018 (see Gudlaugsson, 2019) and 2019. 
Bónus had a strong association with the attributes low price, Hagkaup with high price, and Iceland with boring. 
Krónan, Fjarðarkaup, and Costco are grouped together at the most favorable part of the map, which is associated 
with various quality attributes as well as low price. Of these three stores, however, Costco is nearest the center of 
the map, which indicate that it has weaker position than Krónan and Fjarðarkaup with regard to the position 
statement offering high quality at a reasonable price. 
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FIGURE 2  –  Perceptual map of the grocery market in Iceland 2017 

 

 
 

FIGURE 3  –  Perceptual map of the grocery market in Iceland 2019 
 

 
FIGURE 4. Perceptual map of the grocery market in Iceland 2021 
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4  Discussion 
 
The focus of this paper was on determining whether Costco was able to maintain the strong image it enjoyed a few 
months after its opening in Iceland in 2017. The findings were based on surveys that were conducted in the autumn 
of 2017–2021, five in total, with total answers of 12,849. The population of interest consisted of individuals 
between the ages of 18 and 70 who visited grocery stores to purchase groceries for their homes. The proportion of 
female and younger participants was higher in the sample than in the overall Icelandic population, and therefore 
all data were weighted based on the age and gender of the population.  
 
The findings for the top-of-mind question indicate that the store Bónus had the strongest share of voice, as 46.6% 
to 53.8% of the respondents mentioned this store/chain when asked which store or chain was top of their mind at 
the time of the survey. The second most mentioned store was Krónan, as 19.5% to 36.7% of the respondents 
mentioned this store/chain. The other stores were mentioned less frequently.  
 
The findings based on perceptual mapping show that the positions for most of the stores were similar in 2017, 
2019, and 2021. Nettó was near the center of the map, meaning that it had an unclear position. Iceland was mostly 
considered boring and had the weakest position of the investigated stores. Bónus offered low price but was also 
considered boring, and it seems that the opening of Costco did not change the image of that store. Hagkaup was 
primarily associated with the attribute high price and, by 2017 had shifted away from the positive attributes 
freshness, product range, fun, and quality; however, prior to the opening of Costco, Hagkaup was strongly 
associated with these attributes. In 2017, Costco had a strong position on the map and was strongly associated with 
low price as well as with different, freshness, product range, fun, and quality. In that year, Krónan and Fjarðarkaup 
were also associated with those attributes; however, since their locations were near the center of the map, their 
positions were not strong. In 2018 and thereafter, Krónan, Fjarðarkaup, and Costco were grouped together at the 
most favorable part of the map, which is associated with various quality attributes as well as low price. After 2017, 
of these three stores, Costco was nearest to the center of the map, which indicates that it had a weaker position 
than Krónan and Fjarðarkaup with regard to offering high quality at reasonable prices. However, bearing Figure 1 
in mind, it can be concluded that based on quality and price, Costco still has a strong position on the market. 
 
Overall, the data indicate that Costco does have a strong position on the Icelandic retail market. Its petrol service 
is popular and was number one in its category for the fourth year in a row in the Icelandic Customer Satisfaction 
Index for 2021. The image of the company is strong, although it has declined since the year the store was opened. 
In all five years covered by the data, Costco was associated with positive image attributes such as quality, product 
range, fun, freshness, different, and low price, but these attributes create a perception similar to that shared by 
Sinegal, the chief executive of Costco, in 2005, when he argued that Costco first and foremost delivers quality at 
lower prices than its rivals. The results indicate the existence of a short-term effect in that in the 2017 survey, 
Costco had a strong, positive, and unique placement according to the respondents, but this effect had declined by 
the 2018, 2019, 2020, and 2021 surveys. In terms of long-term effects, Costco seems to primarily have had a 
significant impact on a single retail chain, Hagkaup, while its impact on other retail stores seems to have been 
insignificant.  
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Abstract. Since Covid-19, Chinese consumers have shown some new negative attitudes to celebrities on social media (Nanfengchuang, 
2020; China Daily, 2021). Moreover, Chinese government tended to limit the development of ‘fan economy’ through social media by proposing 
new policies (China Daily, 2021; BBC News, 2021). However, there is limited celebrity endorsement research based on the emerging features 
of Chinese social media environment after Covid-19. Especially, the reasons of why certain celebrity endorsement information on social media 
leads to non-positive consumer response, either the celebrity endorsement information has no influence on consumers / the consumers have no 
feeling toward the celebrity endorsement information; or the celebrity endorsement information even has negative influences on some 
consumers. Therefore, this research aims to explore these reasons in the luxury fashion brand context. Researches about online 
celebrity/influencer marketing usually study the positive marketing results (Ki et al., 2020) and consumers’ purchase intention (Meng et al., 
2021). Although Tafesse & Wood (2021) study the relationship between influencers’ content and consumers’ engagement behavior (both 
negative and positive), they did not study the reasons, especially for non-positive influences. By using a mixed research method, this study 
collects top 3 negative comments from 200 posts including celebrities on Chinese social media by content analysis, then explores why fashion 
consumers find certain celebrity endorsement on social media non-positive in China after Covid-19 through semi-structured interviews to 30 
Chinese females (aged from 18 to 26). Both studies are targeted on luxury fashion brand market. Thus, by exploring Chinese luxury fashion 
consumers’ non-positive attitudes to celebrity endorsement on social media after Covid-19, we academically contribute to social media 
marketing regarding to celebrity endorsement. In addition, this research practically helps luxury fashion brands to make celebrity endorsement 
strategies wisely, since neutral and negative responses can both lead to ineffective marketing results. 
 
Keywords: consumer behavior; social media; celebrity endorsement; luxury fashion brand; Chinese market 
 
 
1 Introduction 

Recently, the development of social media is providing convenient platforms for interactive marketing, especially 
for luxury fashion brands (Chen et al., 2021). Based on the interactive marketing communication, celebrity 
endorsement plays an important role in communicating with the target audience (ibid.). However, with the 
emergence of Covid-19, the negative attitudes from Chinese consumers to celebrities becomes the new trends. 
According to Nanfengchuang (2020) and China Daily (2021), on social media, the negative comments from 
Chinese consumers to celebrities become very common, especially when it comes to celebrity endorsement, and 
this trend becomes more obvious after Covid-19. The reasons for this trend might be the pound of the epidemic 
situation, Chinese consumers started to respect ‘heroes’ who can save lives, develop technologies and so on, in 
contrast, entertainment celebrities become much less important in their lives (ibid.). Not only the attitudes of 
Chinese consumers tend to be negative towards celebrity endorsers, but also the Chinese government. According 
to China Daily (2021) and BBC News (2021), ‘fan economy’ on social media is not well supported by Chinese 
government recently, instead, it is even limited by relevant policies for avoiding influencing Chinese teenagers 
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with all kinds of information about entertainment celebrities. Based on the new negative attitude trend to celebrity 
endorsement on social media in China after Covid-19, few research studies the actual reasons for the negative 
attitudes of Chinese consumers. In addition, precious research provides meaningful results about how to improve 
the effectiveness of celebrity endorsement, such as source-credibility model (Ohanian, 1990), source-attractiveness 
model (Ohanian,1990), meaning transfer model (McCracken, 1989), match up hypothesis (Hsu & McDonald, 
2002) and so on. However, considering the effects mentioned above in the new situation (Covid-19) and in the 
specific culture background (China), those literatures mentioned above may not give the answers about how to 
develop celebrity endorsement strategy in the new age, because what they focus on is what make the endorsement 
information more effective, rather than what make the endorsement information neutral or even negative from the 
perspective of target consumers. Additionally, although celebrity endorsement is facing the big challenges after 
Covid-19 in specific area, it is still a popular way for brands to communicate with consumers (Schouten et al., 
2020). Accordingly, learning more about the new challenges rather than giving up improving celebrity 
endorsement strategy under the challenges is more academically and practically meaningful. Thus, in this research, 
the reasons of why certain celebrity endorsement information on social media leads to non-positive consumer 
response, either the celebrity endorsement information has no influence on consumers / the consumers have no 
feeling toward the celebrity endorsement information; or the celebrity endorsement information even has negative 
influences on some consumers will be studied.  
 
The definition of ‘celebrity’ is changing over time. Traditional celebrities include athletes, supermodels, actors 
and so on (Schouten et al., 2020), a main feature of those traditional celebrities is that they enjoy public recognition 
(ibid.). With the development of society and social media, those traditional celebrities are not the only group 
involved in celebrity endorsement. According to Chen et al. (2021), the new type of celebrity, Internet celebrity 
(some consumers who become influencers with many followers on social media), are surprisingly increasing the 
sales on Taobao in recent years. Thus, for the studies of celebrity endorsement, the definitions and categories of 
‘celebrity’ cannot be ignored. In this research, both traditional celebrities and Internet celebrities are studied, their 
similarities and differences for target consumers will be studied and compared during the research. 
 
In conclusion, this research aims to study the reasons of why certain celebrity endorsement information on social 
media leads to Chinese consumers’ neutral or negative attitudes and relevant purchase intentions to luxury fashion 
brands. The research objectives include: to investigate different negative attitudes to celebrity endorsement on 
Chinese social media after Covid-19; to explore reasons for Chinese consumers’ different negative attitudes to 
celebrity endorsement on Chinese social media after Covid-19; to explore reasons for Chinese consumers’ neutral 
attitudes to celebrity endorsement on Chinese social media after Covid-19. Considering the limitations that may 
be caused by market level differences (Munasinghe et al., 2021), this research focuses on luxury fashion brands, 
this is also because celebrity endorsement is a commonly used marketing strategy for luxury fashion brands, and 
luxury fashion consumers tend to have more specific and different reactions to celebrity endorsement when 
compared with fashion brands of other market levels (Carrillat et al., 2019). 
 
2  Methodology 

2.1    Research design  

For achieving the research aim and research objectives identified in the introduction session, both quantitative 
research and qualitative research are applied in this study. In this study, the quantitative research (study 1) will be 
done first, content analysis will be used in study 1. In order to investigate different negative attitudes to celebrity 
endorsement on Chinese social media after Covid-19, 200 posts including celebrities posted by luxury fashion 
brands on social media platform (Weibo) will be collected, and then top 3 negative comments from each of those 
200 posts will be coded and counted. In Weibo (the popular social media platform in China), the comments from 
social media users can be ‘liked’ and ‘commented’ again by other social media users, those comments which are 
more popular (with more ‘likes’ and comments) will come to the front of the page, which also represent that the 
relevant comment is agreed by more people. Thus, those top comments on social media can be very representative 
for the opinions from the audience. In addition, in these 200 posts, 100 of them are traditional celebrity 
endorsement, and the rest 100 posts are Internet celebrity endorsement. In this way, the differences between the 
negative attitudes to traditional celebrity endorsement on social media and Internet celebrity endorsement on social 
media will be compared. 
 
After the study 1, a qualitative research (study 2) will be done for exploring the deep reasons for giving or 
considering negative comments for celebrity endorsement on social media. In those interviews, the participants 
will be asked about whether they agree with the negative comments concluded in study 1, and then they will be 
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asked about relevant reasons. In addition, why luxury fashion consumers find certain celebrity endorsement on 
social media non-positive in China after Covid-19 will be asked. Avoiding consumers’ negative attitudes towards 
celebrity endorsement on social media is not enough, consumers’ non-positive attitudes towards celebrity 
endorsement on social media should also be taken seriously by brands, since they invest a lot in celebrity 
endorsement strategy, if the target audience easily forget the celebrity endorsement information or not influenced 
by this information at all, this celebrity endorsement is still a waste of money and time. Those questions will be 
asked through semi-structured interviews, since this specific situation caused by Covid-19 just started several years 
ago, and with the developing epidemic situation, new and unique opinions from the participants will be very 
important. Using semi-structured interviews in study 2 can not only ask the participants the reasons for the known 
attitudes to celebrity endorsement on social media, but also give the research the opportunities to know more 
developing opinions towards the topic. 

2.2   Sample 

Study 1 is a content analysis, the comments for posts by luxury fashion brands showing celebrity endorsement on 
Weibo (the popular social media platform in China) will be studied. In this study 1, no participant is needed. 
However, those comments on social media may from people who are not luxury fashion consumers, in order to 
make the research results more reliable, study 2 will be interviews with real luxury fashion consumers to explore 
their opinions towards those negative comments concluded in study 1. 
 
For study 2 (the qualitative research), the participants are 30 Chinese females (aged from 18 to 26) who are luxury 
fashion consumers. The participants are Chinese, because as identified in introduction session, the research is 
studying the specific celebrity endorsement phenomenon in China based on the changes that happened to China 
after Covid-19. Only females are included in this qualitative research for avoiding the vague that may be caused 
by gender differences, especially for fashion industry (Wu et al., 2015). In order to make sure the participants are 
typical luxury fashion consumers, all of them need to meet the requirement of having purchased at least one luxury 
fashion product (clothing, bag or shoes) each year in the past 3 years. When it comes to age requirement for the 
chosen sample, the participants are aged from 18 to 26. According to Halwani (2021), age differences will lead to 
consumers’ different views to luxury fashion brands. Additionally, Djafarova & Bowes (2021) state that the 
younger generation is typically influenced by social media. So, in this research, only the younger generation who 
are over 18 years old but younger that 26 years old will be studied for making the relevant research results in this 
study more accurate and valid. 
 
In study 2, at least 30 participants will be interviewed, more participants may be invited until all the answers from 
the new participant can be found in earlier interviews. This is for making sure that all opinions toward the neutral 
and negative influences caused by celebrity endorsement on social media are included in the research results, 
which can make this research more representative. 
 
3 Results  

The results for this research will reveal the reasons for why some celebrity endorsement information on social 
media have no influence or even have negative influence on Chinese luxury fashion consumers. The results will 
be based on the relevant attitudes from the target consumers. Both traditional celebrity and Internet celebrity are 
considered in this research. The research results will be academically meaningful, since little scholar studied the 
reasons for luxury fashion consumers’ neutral and negative attitudes to celebrity endorsement. In addition, the 
research results will be practically meaningful, since luxury fashion brands can know more about their target 
consumers and avoid posting celebrity endorsement information which is less effective and even negative.  
 
However, there is a limitation of the results of this research. Since the results are mainly based on consumers’ 
attitudes and views, there will be a lack of the consideration of the real sales data influenced by the relevant 
celebrity endorsement information on social media. Future studies can study whether the attitude from the target 
consumers is inconsistent with the sales and profits. 
 
This research is still being in process, the detailed research results will be showed after the data collection and 
analysis are done. 
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Abstract. The negative impact of tourism got its attention already in the last century, however, with the growing number of tourists in the 
21st century till 2019 also the concern has grown. Air transportation is one of the significant polluters in tourism. The aim of the research is to 
reveal if the reported gaps in intentions and behaviour typical for ethical and environmentally friendly consumption is also relevant for air 
transportation. Based on the literature, a research concept using Theory of planned behaviour and Theory of reasoned action was suggested. 
The data were collected between February and April 2022 and the SEM will be used to create the model. The researchers will analyse the effect 
of four identified factors: long term orientation, collectivism, gender, and environmental behaviour, on the Attitude-behaviour and intention-
behaviour gaps. The data are being analysed and the results should be presented in a full paper. The paper can contribute to the literature and 
also to the practitioners help them to use the proper arguments and target the right segment with calls for responsible consumption. 

Keywords: Ethical consumption; Air transportation; Tourism; SEM; Theory of planned behaviour 
 
 
1 Introduction 

Can We Get a Piece of a Flight? Unfortunately, we cannot. And that is the problem with environmental and ethical 
consumption in air transportation. We cannot fly “a little bit” like eating only a small piece of cake. We can either 
fly or not. We will either enjoy the vacation in Caribbean or we completely give up the pleasure. Or can we fly 
less often? The world population reaches 7.8 billion, and 58% of them travelled by air. In 2019, there were 4.5 
billion people using air transportation to get the destination. As the air transportation grew till 2019, several 
organisations started proposing regulations and policies to help reducing aircraft greenhouse gas emissions. The 
distribution of greenhouse gas emissions clearly pointed to the transportation as one of the biggest contributors. In 
2018 transportation created 17% of greenhouse gas emissions (WRI, 2021a), and aviation itself 2.1% (WRI, 
2021b). In 2020, transportation created 20.27% of global carbon dioxide (CO2) emissions (EDGAR/JRC, 2021) 
of which 8% was created by aviation (IEA, 2021). In the overall situation it seems to be negligible, however, the 
larger polluters are passenger cars, medium and heavy trucks, and shipping, where the two latter deal mostly with 
freight. Considering the leisure travel, air transportation is one of the two main polluters.  
 
Lenzen et al. (2018) estimates that tourism creates around 8% of greenhouse gas emissions. The author identifies 
three challenges in reducing the emissions: (1) preferring economical results, (2) interest on the demand side, and 
(3) lack of formal cooperation and organization at national and international level, given the very nature and 
complexity of the tourism sector.  
 
This paper will approach the issue from the customer perspective. The ethical consumption is growing and the 
importance in decision-making as well (Caruana et al., 2016; Chatzidakis et al., 2018). A common approach of 
analysing and explaining the behaviour is using two main theories – Theory of reasoned action (TRA) and the 
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Theory of planned behaviour (TPB). Both emphases the importance of attitude for the intentions, however, the 
actual behaviour is often different.  
 
The travellers are aware of the environmental issues connected with their travel; the young generation is even more 
consciousness about the environmental issues. The negative impacts of tourism deserved attention already in the 
last century (Fennell & Malloy, 1995), however, at the beginning of 21st century it became an important topic. 
Over-tourism, littering, cultural conflicts, pollution etc. appeared in the middle of researchers’ attention. The 
ethical tourism is closely associated with sustainable tourism (Weeden, 2002; Butcher, 2003). Similar to ecological 
behaviour in general, the tourism surveys and research confirm the paradox of customers behaving in contradiction 
with their beliefs (Anciaux, 2019; Carrigan & Attalla, 2001; Bergin-Seers & Mair, 2009). However, the current 
research reveals that there are already tourists who are aware of their environmental footprint and are willing to 
change their behaviour or already behave responsibly (Hergesell, 2017). Georgescu and Herman (2020) brings the 
idea that even ecologically responsible people forget about the responsibility during their holidays and that it is 
necessary to remind them and give the impulse to stay ecological. On the other hand, some researchers found that 
tourists perceive their vacation as a basic right and are not willing to limit and control themselves (Miller et al., 
2010) and even the most ecologically conscious have tendency to change their behaviour during the vacation 
(Juvan & Dolnicar, 2014). The pragmatic approach of tourists to pro-environmental behaviour is based on the 
connection with entertainment or a particular aim, e.g. preservation of natural or cultural heritage (Aydın & 
Alvarez, 2020).  
 
Sustainable and ethical behaviour is often connected by the environmentally responsible behaviour. A significant 
air polluter in tourism is the air transportation. However, this mode of transport is difficult to substitute, especially 
for longer distances. This research focuses on the air transportation while leisure travel, and the factors affecting 
the intentions and behaviour of tourists. 
 
2 Methodology 

This paper aims to examine the impact of general environmentally friendly behaviour, culture, and gender on 
attitude to air travel and the real behaviour by applying constructs from TPB with selected extensions taken from 
TRA. A conceptual model is developed, and the moderating variables are suggested based on the literature review. 
Attitude-behaviour and intention-behaviour gaps are more closely examined in this research. The reviewed papers 
suggest several explanations (e.g., lack of finance, time, technical knowledge, habits), mostly seen as situational 
constraints and contextual circumstances as part of perceived behavioural control (PBC). Choosing the mode of 
transport for leisure travel is a specific situation, therefore an important role of PBC is expected. The role of PBC 
and its direct effect on behaviour is examined and evaluated in detail.  
 
The researchers developed self-designed questionnaire with statements verified with previous research and used 
the Likert-scale for evaluation of the statements by the respondents. Structural equation modelling (SEM) is used 
to analyse the data and find the most significant variables influencing the intentions and real behaviour in regards 
air transportation while leisure travel.  

2.1   Research design  

Cultural differences between nations and individuals are unnegotiable. The dimensions defined by Hofstede (2003) 
are one of the most important concepts in cultural typology. Hofstede defines five dimensions: Power Distance 
Index, Individualism, Masculinity, Uncertainty Avoidance Index, Long-Term Orientation. Long-term orientation 
(LTO) and collectivism (COL) are values from Hofstede´s dimensions proved to have impact on ecological 
behaviour. Nations and persons with long-term orientation have an active and positive attitude towards ecological 
products as they consider the benefits for the future (Leonidou et al., 2010). Several authors confirmed long-term 
oriented people having a positive attitude towards environment and green products (Joreiman et al., 2004; 
Sarigöllü, 2009). Sreen et al. (2018) revealed a direct effect of collectivism on attitude, subjective norms, and 
behavioural control. The LTO has a direct effect on attitude and social norms according to this research. Therefore, 
we formulate the first hypotheses: 
 
H1a: LTO has a positive impact on attitude to responsible behaviour in air travel. 
H1b: LTO has a positive impact on intention to behave responsibly in air travel 
 
H2a: COL has a positive impact on attitude to responsible behaviour in air travel 
H2b: COL has a positive impact on subjective norms and increases their influence  
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H2c: COL has a positive impact on intention to behave responsibly in air travel 
 
H3a: LTO reduces the gap between intention and behaviour in air travel 
H3b: LTO reduces the gap between attitude and behaviour in air travel 
 
H4a: COL reduces the gap between intention and behaviour in air travel 
H4b: COL reduces the gap between attitude and behaviour in air travel 
 
Measuring the level of the general ecological behaviour is a very specific topic. One of the most recognized is the 
Kaiser´s scale of ecological behavior (Kaiser, 1998). Kaiser identifies seven ecological behavior subscales with 
forty items: Prosocial behavior, Ecological garbage removal, Water and power conservation, Ecologically aware 
consumer behavior, Garbage inhibition, Volunteering in nature protection activities, and Ecological automobile 
use. The significant influence of general ecological behavior is confirmed by the previous research (Hergesell, 
2017). From these subscales the Ecological garbage removal, Water and power conservation, Ecologically-aware 
consumer behavior, Garbage inhibition, and Volunteering in nature protection activities were chosen as relevant 
for the purpose of this research. The Ecological automobile use is omitted as the whole research deals with the 
transportation and the respondents are asked about their transportation behaviour (not only about cars). The 
Prosocial behaviour subscale was left out to avoid a priori correlation because the pro-social orientation is already 
represented in the Hofstede´s dimension Collectivism, which is one of the researched variables. Due to acceptable 
length of the questionnaire, only two to three statements in the relevant subscales were chosen to indicate the level 
of ecological behaviour. The academic community is in dispute how the environmental consciousness tourists 
behave during their travel. In this research we suppose that the consciousness plays a role, and we want to examine 
its effect on the attitude-behaviour and intention-behaviour gaps.  
 
H5a: The environmental consciousness and current ecological behaviour has a positive effect on reducing the 

intention-behaviour gap 
H5b: The environmental consciousness and current ecological behaviour has a positive effect on reducing the 

attitude-behaviour gap 
 
As the third research variable having potential impact on attitude, intention and behaviour in regards air 
transportation is the gender. The difference between men and women in ethical behaviour is well documented 
(Jackall, 1988; Franke et al., 1997). Singhapakdi et al. (1999) confirmed the effect of gender on intentions. The 
real influence on decision making was confirmed by Glover et al. (2002). However, some researchers did not find 
any differences in ethical decision making between men and women (Ruegger &King, 1992; Sikula & Costa, 
1994). The previous research also found that women have more positive attitude to environmental issues (Lee, 
2009). Women show higher sensitivity to environmental issues and therefore, the ecology plays a bigger role in 
their consumption (Memery et al., 2005; do Paço et al., 2009). Based in the previous research we formulated the 
following hypotheses:  
 
H6a: Women have more positive attitude to responsible behaviour in air travel. 
H6b: Women have more positive intention to behave responsibly in regards air travel 
H7a: Women have reduced intention-behaviour gap 
H7b: Women have reduced attitude-behaviour gap 
 
The models TRA and TPB are the most used for analysing consumer behaviour. This paper´s aim is to explain the 
effect of several variables on attitude, intention, and behaviour, and to analyse closely the attitude-behaviour and 
intention-behaviour gaps. Many authors confirmed an attitude-behaviour and intentions–behaviour gap 
( Chatzidakis et al., 2007; Carrington et al., 2010; Bray et al., 2011). These gaps and the causes are still being 
explored. Some authors suggest the methodological limitations (Auger & Devinney, 2007), some are trying to add 
some other constructs explaining the behaviour better (Shaw et al., 2000; Carrington et al., 2014). Kaiser & 
Gutscher (2003) suggest the influence of behaviour difficulties (as contextual influences e.g., time, opportunity), 
and situational constrains as a predictor of actual behaviour. They test and confirm the influence of perceived 
behavioural control (PBC) on behaviour in TPB model in specific situations. However, after aggregation of the 
variables in a more general environmental behaviour the influence of PBC on behaviour is no more significant. 
 
They confirm the importance of the specific situation. As the transportation is very specific situation, the PBC is 
supposed to play a significant role. Perceived control is represented mainly by time for planning, financial 
situation, time for realisation even if the transportation is slower, and knowledge about the ecological footprint. 
The corresponding hypotheses are therefore following:  
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FIGURE 1 - Research concept 

 
H8a: Higher level of perceived control reduces the intention-behaviour gap 
H8b: Higher level of perceived control reduces the attitude-behaviour gap 
 
The research concept is presented in Figure 1. The model itself is drawn in black colour. Red lines represent the 
effect of individual variables on attitude, intention, and the relationship between intention and behaviour, and 
attitude and behaviour.  

2.2   The questionnaire construction 

A self-designed questionnaire was used to collect data. The first part of the questionnaire is dedicated to the current 
behaviour in transportation to avoid auto-corrections with respect to the following questions about the 
environment. The second part is devoted to questions covering TPB model. The third part is focused on the two 
Hofstede´s cultural dimensions, Kaiser´s ecological behaviour. The last part asks about sociodemographic 
characteristics, including gender. The questions are designed as a Likert scale with the range 1 – 5 and the 
respondents are asked how much they use the individual modes of transport in specific situations and how much 
they agree with the statements. The constructs are formulated based on the validated research (Kaiser, 1998; 
Hergesell, 2017; Sreen et al., 2018) and complemented by own statements regarding air transportation.  
 
 

TABLE 1 - Sample structure – Gender / Age 
 

Gender / Age Number Percentage 
Male 127 46,4% 
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15 – 24 11 4,0% 
25 – 34 24 8,8% 
35 – 44 30 10,9% 
45 – 54 23 8,4% 
55 – 64 24 8,8% 
65 and more 15 5,5% 
Female 147 53,6% 
15 – 24 29 10,6% 
25 – 34 43 15,7% 
35 – 44 17 6,2% 
45 – 54 27 9,9% 
55 – 64 19 6,9% 
65 and more 12 4,4% 
Total 274 100% 

 
 

TABLE 2 Sample structure – Income 
 

Income Number Percentage 
Under average 41 15,0% 
Average 163 59,5% 
Above average 59 21,5% 
High above average 11 4,0% 
Total 274 100,0% 

 
 

TABLE 3 - Sample structure – Education 
 

Education Number Percentage 
Elementary 17 6,2% 
High school 69 25,2% 
Higher education 41 15,0% 
College / university 147 53,6% 
Total 274 100,0% 

2.3   Sample 

Data were collected in two countries – the Czech Republic and Spain to get higher variability in cultural 
dimensions and opinions. Data collection took part between 2/2022 and 4/2022. Data were collected online with 
MS Forms and offline. The sample structure is presented in Tables 1 - 3. 
 
3 Results  

The preliminary results show that air transportation is considered to have a significant environmental impact, the 
intention to reduce the use of airplanes is, however, low. The respondents show the intention to use the modes of 
transport according to the environmental impact, however, only 39.42% is willing or rather willing to prefer train 
to car or plane for shorter distances. The intention to give up vacation in the long-haul destinations showed only 
23.72%. Social norms seem to have rather little impact. The effect of the LTO, collectivism, gender, and 
environmental behaviour is under evaluation. The SEM is being used to create the model and to analyse the gaps.  

4 Conclusions and discussion 

The contribution of the research is both – academic and practical. Revealing factors influencing the intentions and 
real behaviour will contribute to the current state of knowledge and can also help the practitioners in preparing 
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their communication and promotions to support ecological and ethical consumption. 
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Abstract. the retail sector is undergoing major changes due to the proliferation of multi-sided platforms. several studies have explored the 
potential of these new online shopping channels highlighting their innovative aspects. however, there is a lack of studies identifying firms' 
motivations to integrate this retail channel into their business. through an in-depth study of consumer-based triggers and internal company 
culture, this study aims to identify the levers that favor the adoption of multi-sided platforms in manufacturing companies. following the 
diffusion of innovation theory, the research identified consumers' green expectations, products quality, and customers’ involvement as external 
drivers for multi-sided platform adoption. moreover, internal green supply chain management represent organizational green culture. through 
the fsqca method, the study shows 4 sets of combinations that extend the research on multi-sided platforms in retail and the motivations 
underlying the success of these online sales channels. 
 
Keywords: multi-sided platforms; green customer pressure; product quality; green internal culture 
 
 
1 Introduction 

Technological breakthroughs and online shopping experiences have radically changed the retail industry, spurring 
the development of new business models such as Multi-sided Platforms (MSPs) (Hänninen et al., 2019; Alaei et 
al., 2020). Several researches recognize the great power of MSPs to facilitate interactions between multiple actors, 
as they are virtual environments in which heterogeneous entities carry out exchange processes (Abbate et al., 2019; 
Trabucchi & Buganza, 2020). According to Shree et al. (2021), the importance of MSPs lies in connecting potential 
buyers and sellers, favoring collaboration, negotiation, and final transactions. The relevance of retail platforms has 
improved exponentially due to the increasing dis-intermediation in the retail value chain resulting from customers' 
need to transact immediately and select a wide range of products from a single channel (de Matta et al., 2017; 
Vakeel et al., 2021). 
 
Unlike other online platforms or proprietary websites (Gavrila & Lucas Ancillo, 2021), MSPs foster knowledge 
and informational transparency: through the platforms, the information about products is open and valued (Loux 
et al., 2020). In addition, MSPs encourage interaction between sellers and customers as feedback and comment 
systems are available (Peltier et al., 2020). The largest multi-sided marketplaces include Amazon, eBay and 
Alibaba which accounted for 50 % of global web sales in 2021 and the 63% of purchases begin online (Statista, 
2021).  These findings enhance the potential of online shopping and clarify the great significance of MSPs. In fact, 
consumers are attracted to MSPs as they can find a wide assortment of items compared to other channels (Vakeel 
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et al., 2021). Some studies have investigated consumers' motivations to shop online by identifying utilitarian and 
hedonic motivations (Kumar & Yadav, 2021).  
 
According to Kumar & Yadav (2021), utilitarian motivations prompting consumers to purchase online include 
information availability and selection. Shopping through MSPs allows consumers to receive a variety of 
information, as online sellers typically provide more data compared to offline sales channels. In addition, 
consumers can benefit from product reviews increasing their informational knowledge (Kumar & Yadav, 2021). 
Selection is another utilitarian aspect which might drive consumers to purchase online, as through MSPs, 
customers can instantly find a multiplicity of products, comparing different alternatives and choosing the item that 
fulfils their needs. From a hedonic perspective, consumers are motivated to shop online as they want to experience 
a feeling of adventure, i.e., a sense of excitement while interacting with MSPs (Kumar & Yadav, 2021). 
 
Despite the great relevance of online shopping, scholars have emphasized the importance of environmental issues 
by arguing that consumers are paying attention to sustainable and green features when shopping online (Leonidou 
et al., 2013; Rausch et al., 2021). In fact, due to large-scale environmental pollution and the depletion of natural 
resources, consumers became conscious of environmental concerns and developed expectations of green products 
and businesses (Nguyen et al., 2020). More attention towards sustainable issues has emerged in modern consumers 
who possess a high level of environmental education (Chaturvedi et al., 2020). According to Kwark et al. (2014), 
online platforms such as MSPs allow consumers to interact with the community and know the green aspects and 
features of a product thus satisfying their green expectations. Following online shopping trends and consumer 
green expectations, manufacturing companies should start considering MSPs as a channel to sell their products. 
Several studies have investigated when and under what conditions manufacturers choose online platforms to grow 
their business (Alaei et al., 2020). However, further studies need to be conducted to understand the drivers that 
lead a company to integrate MSPs as a retail channel. Thus, using the DOI theory (Rogers, 2010) the present 
research will explore whether green costumer pressure (Huang et al., 2016), product quality (Chavez et al., 2016) 
and customer involvement (Feng et al., 2010) - i.e., consumer-based triggers - can qualify as external persuasion 
elements that affect the adoption of MSPs by manufacturing firms. Moreover, to integrate MSPs as a sales channel, 
companies should have an internal culture (Kwon et al., 2021) - i.e., company facilitator - able to capture the 
potential of this platform. As such, this research explores the relationship between consumer-based triggers and 
company facilitators underlying the intention of manufacturing firms to integrate MSPs as a retail channel. 
 
To classify the drivers of MSPs adoption, we used qualitative fuzzy- set comparative analysis (fsQCA), which 
highlights possible configurations stimulating company’s high intention to integrate MSPs (Pappas & Woodside, 
2021). With a sample of 318 responses collected from experienced managers, we identified 4 configurations related 
to MSPs adoption between SMEs and Large manufacturing companies.  Results show that manufacturing 
companies’ decision to integrate MSPs in their business are mainly driven by consumers-based triggers such as 
product quality and green customer pressure. 
 
The paper is structured as follows. The next section presents the theoretical foundation for the study. Section 3 
describes the method, while Section 4 presents the results emerged from the study. Section 5 presents the 
discussion and the implication of our study, while the last section portraits the concluding remarks. 
 
2 Theoretical foundations 

Growing concerns toward environmental issues have led customers to pay attention to sustainable and ethical 
products during their online purchases, while condemning those goods and services with questionable social and 
environmental impacts (Ahmad & Zhang, 2020). In fact, consumers have become more sensitive to environmental 
issues and during their online shopping they favor items that have a positive environmental performance 
(Alamsyah et al., 2020). For such external pressure, companies need to align business activities and decisions with 
consumer expectations and ethical standards. According to Soewarno et al. (2019), in a competitive environment 
where consumers seek green product value, companies must incorporate sustainable and green culture as a core 
organizational value to capture consumers' sustainable needs and promote more socially conscious development. 
Many companies are increasing their efforts toward sustainable operations by providing green products (Yong et 
al., 2020). However, consumers are often unaware of the environmental benefits of products (Smith & Brower, 
2012). In fact, companies have found some difficulties in communicating how their goods are compatible with 
external needs (Smith & Brower, 2012). Additionally, research has clarified that companies are not fully aware of 
which sales channels are most attractive to consumers and highlight the company's green culture (Smith & Brower, 
2012). Following this approach, several studies argue that manufacturers are reducing their reliance on a single 
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sales channel and moving toward the use of multiple online sales platforms. A large body of literature has argued 
that online platforms such as MSPs, have fundamentally changed the retail industry by becoming the primary 
shopping channel for consumers (Hänninen et al., 2019). In fact, consumers within MSPs can instantly learn about 
a product's ecological information, its quality based on feedback from other users, and can establish a direct 
dialogue with the manufacturing company (Mancha & Gordon, 2021). 
 
According to Vakeel et al. (2021, p.2), MSPs are "intermediaries that facilitate economic interactions between 
two groups of agents in which the decisions of one group of agents can have an effect on the other through direct 
and/or indirect externalities." Current research has focused on how a new retailer on MSP influences consumer 
purchasing behavior (Khelladi et al., 2022). In addition, other studies have focused on how price competition and 
cost sharing are key factors that attract the seller and buyer to an MSP (Tran, 2021). MSPs are innovative tools 
that connect a business with a multiplicity of consumers in real time (Trabucchi & Buganza, 2020). The presence 
of the platform makes it easier for consumers to select green products because product information is available 
and clear across all MSPs.  
 
Despite these surveys, there is a lack of research on what factors impact manufacturing firms to integrate MSPs. 
In sum, it is important to understand if the drivers influencing manufacturing companies to adopt MSPs as a new 
sales channel are consumers' green expectations, their need to purchase high-quality product and their need to be 
involved by the company – i.e., consumer-based triggers- or the desire to communicate the green organizational 
culture – i.e., internal facilitator-. According to DOI (Rogers, 2010), a company may decide to integrate MSPs as 
social and value system in which it is embedded exerts pressure for innovation. Rogers (2010) posited five stages 
along which technology adoption occurs: knowledge-persuasion-decision-implementation-confirmation (Vakeel 
et al., 2021). The present research is structured around the persuasion phase, i.e., the pressures that external agents, 
such as consumers, exert on the adoption of an innovative retail channel. Following this approach, as firm is 
embedded within a social system of values and norms favoring online purchase of sustainable products, such 
pressures may persuade firms to adopt MSPs in their business. Since persuasion reflects a set of green pressures 
stemming from the firm's consumers and the social context, fulfilling environmental expectations through the 
adoption of MSPs leads to greater reputation. 
 
Despite the significance of external pressure in MSPs adoption, several studies have highlighted the influence of 
organizational green culture in technology adoption processes. According to Schein (1990), organizational culture 
is central to the success of an organization in pursuing its mission, expressing its values, and defining itself clearly 
and consistently. Several research studies have shown that companies founded on essential and sustainable 
principles are likely to achieve success by gaining greater legitimacy in the social system in which they operate 
(Caldera et al., 2019).  Moreover, the literature recognized that companies which use environmental culture as a 
strategy have a greater chance of achieving success and better performance (Schönborn et al., 2019). Following 
these perspectives, we hypothesize that organizations with sustainable culture may decide to integrate MSPs to 
communicate their green values, since MSPs allow information transparency. 

 
2.1   Consumer-based triggers 
 
2.1.1 Green customers’ pressure 
Online shopping has revolutionized the way consumers search for green and sustainable products, requiring 
companies to find new approaches to communicate their sustainability (Baldassarre & Campo, 2016). In fact, new 
generations are environmentally demanding, posing new challenges for businesses. According to Djafarova and 
Foots (2022), modern consumers such as Generation Z, have a genuine interest in social responsibility and are 
conscious that their decisions may jeopardize future generations' access to available resources. In addition, modern 
consumers are aware of their consumption and search online for information on green products as environmental 
standards have become an important criterion influencing their purchasing decisions (Dabija et al., 2019). A wide 
body of literature has explored the motivations behind consumers openness toward ethical consumption 
demonstrating that improved environmental knowledge, environmental concerns, and ethical orientations drive 
consumers to pursue sustainable choices (Jansson et al., 2010; Davies & Gutsche, 2016). Other studies have 
focused on the attributes of a green product such as recyclability and durability, which lead to the green purchasing 
(Young et al., 2010). In this scenario, ethical responsibility extends beyond corporate boundaries, and companies 
are required to ensure that sourcing, production, and distribution processes behave responsibly (Chen et al., 2018). 
This relevance has mainly driven by shifting customer expectations which consider companies to be responsible 
towards their actions, as well as their partners (Huang et al., 2016). Manufacturing firms that operate by neglecting 
environmental quality contribute to environmental damage and ignore consumer expectations by losing their 
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legitimacy with consumers (Soewarno et al., 2018). For such green costumers’ pressure, firms have made multiple 
changes by aligning their operations towards environmental compliance (Tang & Gekara, 2020). To attest their 
environmental commitment, many companies in the textile sector have applied for raw material certifications 
(Notaro & Paletto, 2021); even in other industrial contexts, companies have decided to obtain certifications such 
as ISO 14001 confirming their environmental efforts (Singh et al., 2022).  
 
Given the efforts companies have made to fulfil their consumers' green expectations, renewed corporate 
environmental awareness should be properly communicated.  Since modern consumers are tech-savvy and mainly 
purchase through online platforms, companies should sell their products within specific marketplaces where they 
can highlight the green features of their products (Ren et al., 2021). Compared to simple proprietary web site, 
firms may decide to adopt MSPs, where buyers and sellers can transact directly, while communicating and 
managing their profiles (Hänninen et al., 2019). MSPs act as intermediaries between companies and consumers 
and present opportunities for cost savings, revenue growth and expansion into new markets (Muzellec et al., 2015). 
One feature that differentiates MSPs from other platforms and online retailers lies in their information transparency 
(Evans, 2013). MSPs allows sellers to showcase their sustainable certifications and satisfy consumers' green 
information needs (Mancha & Gordon, 2021). In addition, some MSPs, such as Amazon Seller, offer the 
opportunity for companies to receive Climate Pledge Friendly, created both to help customers find and purchase 
sustainable products and to highlight the sustainability of a specific seller's products (see Amazon Climate Pledge). 
Transparent product information enabled by platforms allows the company to improve its reputation and increase 
its sales while meeting external sustainable pressure (Saberi et al., 2019). Following this perspective, consumers' 
need for green products, their willingness to buy consciously, and their attitude to increasingly purchase through 
online sales channels could lead manufacturing companies to sell their products through MSPs. These platforms 
not only attract a higher volume of visitors than a simple website or retailer, but also foster better information 
transparency that is beneficial for both consumers and green retailers.  
 
Proposition 1: Green consumer pressure incentivizes companies to sell their products on MSPs, as this online 
marketplace attracts a large portion of consumers and allows for green information transparency. 
 
2.1.2 Product quality 
Given the information transparency of MSPs, consumers may choose to purchase within these marketplaces 
because they are able to explore products quality (Kwark et al., 2014). Product quality is seen as an essential 
element of manufacturers' competitive strategy, as consumers associate product quality with feelings such as 
satisfaction and willingness to repurchase (Aakko & Niinimäki, 2021). Some studies have attempted to define the 
concept of quality by associating the term with distinctive product characteristics and product performance (Bloch, 
1995). However, to associate high quality with any particular product, the standards need to be compared to 
something else. Following this approach, the quality of a product is a relative concept (Chavez et al., 2016). 
 
According to Sebastianelli & Tamimi (2002) to analyze the quality of a product, it is relevant to recognize its 
different dimensions such as performance, features, reliability, and compliance. Other definitions focus on the 
impact a product might have on the environment: a good quality product should have a neutral footprint (Kianpour 
et al., 2014). Some studies argue that offering products with high quality has now become a priority goal for firms, 
because quality is a synergistic mechanism for achieving competitiveness (Singh, 2013). In this vein, 
manufacturing companies have sought to meet consumer expectations through greater attention in the selection of 
raw materials and production processes so as to ensure sustainable goods. 
 
Consumers often evaluate the quality of a product based on objective characteristics such as the evaluation of 
certain attributes or predetermined qualities (Aakko & Niinimäki, 2021). This objective quality is reinforced 
through perceived quality, which is the subjective judgment of a consumer which may be influenced by comments 
and feedback from other consumers (Chan et al., 2022). 
 
In the context of online shopping, some research has shown that product image is often recognized as an identifier 
of quality (Ampadu et al., 2022). In addition, usage conditions, technical information, and the opinions of other 
consumers/customers can serve as valuable quality guidelines and can potentially influence consumers' purchase 
decisions (Ampadu et al., 2022). During their online shopping, modern consumers are constantly looking for 
quality products that can provide ample sustainable and reliable performance, relying on the community and 
feedback from other users (Rausch et al., 2021). In this context, manufacturing companies could decide to use 
MSPs to sell their sustainable products as through the platform firms can highlight the technical features of their 
products and the elements of outstanding quality and innovativeness (Mancha & Gordon, 2021). The platform 
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gives immediate visibility to the quality of the product (Hu et al., 2006), gaining a competitive advantage over 
competitors' products. Moreover, comments from other consumers offer an immediate reinforcement about the 
quality of the product, triggering curiosity and expectation in the consumer. Given consumers' renewed focus on 
products with high quality performance, companies may decide to use MSPs as a sales channel since online 
platforms allow immediate visualization of a product's sustainable characteristics and qualities (Mancha & Gordon, 
2021). In addition, the presence of comments and feedback creates an immediate control index about the quality 
of the product, favoring the digital consumer in the purchasing process (Ghose & Ipeirotis, 2010).  

 
Proposition 2: Consumer attention towards Product Quality influences companies to sell their products on MSPs, 
as this online marketplace enhances the technical and sustainable characteristics of products even through a 
feedback system. 
 
2.1.3 Consumers’ involvement 
Unlike proprietary websites and other platforms, MSPs encourage direct interaction with customers (Hagiu & 
Wright, 2015). In fact, sellers can engage with their customers through feedback or direct channels, thus fostering 
greater consumer involvement (Feng et al., 2010; Cheung & To, 2021). In today's increasingly competitive and 
dynamic environment, where needs and expectations are changing, companies should strive to understand what 
their customers need and try to include them in critical activities (Prahalad & Ramaswamy, 2000). 
 
According to a large part of literatures, customers can be involved in the creation of a product or service; moreover, 
customers could be a source of new ideas. Following the approach of Agrawal and Rahman (2015), among the 
many levels of involvement, consumers can be co-ideators of innovative ideas; consumers can also take the role 
of co-evaluators by expressing immediate comment and feedback on a particular product. Accordingly, customer 
involvement allows the company to operate continuous improvement of its products while engaging its clients by 
fulfilling their latent needs (Filieri, 2013).  
 
Some studies have explored the motivations behind customers involvement, identifying that consumer want to co-
create value, build their own identity, express themselves creatively and interact with other consumers (Zhang et 
al., 2015; Fernandes & Remelhe, 2016). This aspect of creativity and expressing one's identity is a pronounced 
characteristic of the younger generation. In fact, since modern consumers have a strong cultural values and green 
expectations, they consider involvement as an essential tool to express their creativity and opinions (Bedard & 
Tolmie, 2016). Moreover, the success of online shopping and social media is related to the fact that these virtual 
environments foster the creation of a community in which people can express their feelings and opinions (Chan et 
al., 2022). Since MSPs allow direct interaction between seller and consumers through a system of instant feedback 
and comments, consumers will feel more involved and will develop a sense of commitment towards that seller.  
On the one hand, active participation creates a feeling of consumer empowerment (Füller et al., 2009; Auh et al., 
2019); on the other hand, the company can benefit from new green ideas that improve the product, allowing the 
company to gain advantages over its competitors (Chen & Liu, 2020).  
 
Given the growing desire of consumers to feel part of the creation of a product and to see their environmental 
expectations fulfilled, it becomes important for sellers to find retail channels that encourage these interactions and 
customer involvement. Compared to offline channels, MSPs with their interactive and creative nature, encourage 
consumer involvement thus creating engagement. 
 
Proposition 3: The consumer's desire to be involved in improving a product, as well as voicing their creativity 
and green expectations fosters MSP adoption among sellers. Online platforms through instant feedback involve 
consumers which will develop engagement with the seller. 
 
2.2   Company facilitator: internal green supply chain management  
 
While consumers' green expectations, willingness to buy sustainable products, and desire to be involved in product 
improvement are consumer-based triggers which may drive manufacturing companies to use MSPs as a retail 
channel, the adoption of a new technology tool may also require an internal facilitator.  Since MSPs allow 
consumers to verify sustainable and environmental product information, companies deciding to integrate this sales 
channel should be aware of environmental issues and have an internal sustainable culture (Fernández et al., 2003).  
Therefore, only those companies who consider sustainability as a key cultural value will succeed in seizing the 
potential of MSPs. Some studies highlight that sustainability and environmental protection have become a matter 
of organizational consciousness (Dai et al., 2018; Khan et al., 2021). Nowadays, companies are embracing 
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sustainable practices since environmental responsibility represents a key value of organizational culture (Song & 
Yu, 2018). According to Schein (1990), organizational culture represents a system of shared beliefs, values, and 
assumptions that governs how people behave in organizations. Following this perspective, Chen (2011) developed 
the concept of green organizational culture defining it as the set of values and principles that guide organization to 
turn environment friendly. Recently, many firms have placed environmental awareness as a core value in carrying 
out many of their activities; however, this renewed focus should be properly communicated to consumers as they 
have increased their green expectations (Smith & Brower, 2012). According to some research, brands that 
communicate their sustainability through social media or online platforms are considered more legitimate by 
consumers (Kong et al., 2021). Furthermore, online product review forums have been shown to exert a powerful 
influence on consumer choices, and this corresponds to the growing connectedness of society (Zafar et al., 2021). 
In this context, companies that have a green culture by making efforts to respect environmental sustainability may 
decide to sell their products on MSPs to increase sales while communicating sustainability. 
 
Companies’ pursuit of sustainability is most evident in supply chain management (Laari et al., 2018). Firms with 
a green culture have begun to select green suppliers by purchasing those raw materials which are consistent with 
ethical standards (Alexander, 2020). In addition, as supply chains have become global, companies have begun to 
recruit distant suppliers with high quality standards, increasing sustainable competition (Laari et al., 2018). 
Research has highlighted the benefits of green supply chain management practices, pointing out that sustainable 
supply chain management helps to reduce the environmental impact of business operations, increase tacit 
knowledge, and enhance corporate image (Kitsis & Chen, 2021). In addition, using sustainable criteria in sourcing, 
logistics and distribution promotes consumers' green expectations and ensures broad reputation and financial 
benefits (Coskun et al., 2016). Many companies have become aware of their impact on the environment and have 
integrated sustainability into their corporate values, considering it as a predominant aspect despite of a mere 
regulation (Nygaard et al., 2022). When manufacturing companies have a sustainable culture -which is reflected 
in green supply chain management-, they might decide to communicate their values to consumers through 
innovative means (Tewari et al., 2022). In this context, the presence of internal green supply chain management 
could qualify as a facilitator of the adoption of MSPs (Laari et al., 2018). Since MSPs encourage sustainable 
communication, companies with a green internal culture could decide to adopt this new sales channel, so as to 
communicate to consumers that the company's products are in line with consumers' green expectations. 
 
Proposition 4: Companies’ sustainable culture is a facilitator of MSP adoption. Firms embracing internal green 
supply chain management may want to communicate their sustainability practices to consumers. MSP represent 
an online retail channel capable of improving companies' communication of environmental practices. 
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3 Methodology 

3.1  Data collection 
 

This study used a survey to collect data from both Large Companies and SMEs manufacturing firms that do not 
currently use MSP to sell their products. The decision to include Large Companies and SMEs stems from the fact 
that adopting a new online sales channel does not require major investments but is tied to paying an adoption fee. 
Following this perspective, both small and Large Companies can access this type of platform. The questionnaire 
investigates other issues that are indirectly reflected in this study, such as the company's ability to network and 
their willingness to partner with suppliers for sustainable sourcing. In this sense, these additional concepts refined 
the idea of internal green supply chain management. Based on the literature, we first constructed a preliminary 
draft of the questionnaire by testing the accuracy of the content with several managers. Then, based on the feedback 
we received, we distributed the questionnaire on a sample of managers working in manufacturing companies with 
a high level of seniority and decisional power. A total of 318 responses were received, all of which passed the 
manipulation checks included in the questionnaire to ensure the validity of the responses. The dataset of 318 
responses is structured as follows: 37.73 % of responses are from managers working in SMEs and 62.27% of 
responses are from managers working in large Companies.  At the sector level, all companies are manufacturing 
and therefore produce products sold mainly in offline sales channels. 77% of respondents cover the role of middle 
manager and 23% upper manager. The decision to address the questionnaire only to executives resides on the fact 
that decisions to sell products in a new online channel are taken at command levels and not by individuals working 
in operational and functional positions. 60% of the respondents are between the ages of 31-45, making the sample 
very young and prone to innovative technologies. Evidence that our sample is innovative is also reflected in their 
propensity toward technology. In fact, 61% of our respondents confirmed that their company is technology-
intensive and therefore should not be afraid to adopt new technological solutions to sell their products. 
 
Thus, we obtained a diverse and experienced sample of managers and entrepreneurs, avoiding single-source bias 
(Groves et al., 2011). When using self-administered surveys, respondents may give directional responses (Groves 
et al., 2011). To ensure that response bias does not compromise the validity of our data, we performed a series of 
robustness checks (Podsakoff et al., 2003). We found no statistically significant difference when we compared the 
responses of early and late respondents, or randomly divided groups of respondents.   
 
3.2   Measures 
 
The scales used in the study were derived from previously published pertinent research to ensure validity (see 
Table 1). All items were measured on a seven-point Likert scale, ranging from “(1) Strongly disagree” to “(7) 
Strongly agree”. Green Consumer Pressure (GRC) was measured with the 4-item scale from Huang et al. (2016); 
these items concerned the importance of green customers’ expectations. Product Quality (PQ) was measured with 
the 3-item scale from Chavez et al. (2016); these items have been readapted maintaining the meaning of the scale. 
Customers’ Involvement (CI) was measured with the 6-item scales from Feng et al. (2010). GCP, PQ and CI are 
the customer-based triggers that foster firms’ willingness to adopt MSPs as online retail channel. Internal Green 
Supply Chain Management (IGSCM) was measured with the 4-item scales adapted from Laari et al. (2018) and 
reflect firm’s internal green culture. Our output variable Willingness to integrate MSP (WTI) was measured with 
a 5-item scale adapted from Pappas et al. (2021); these items concerned the willingness of integrate MSP. 
 
3.3   fsQCA analysis 
 
To test our propositions the present research implements fuzzy-set qualitative comparative analysis (fsQCA). 
According to Kraus et al. (2018), fsQCA combines quantitative and qualitative approaches by removing the 
limitations of methodologies based only on direct relationships such as structural equation modelling. In addition, 
scholars have used fsQCA to supplement regression analysis when the relationships between dependent and 
independent variables are asymmetric (Kraus et al., 2018). Contrary to quantitative methods, fsQCA creates logical 
connections between model variables by developing a set of causal combinations that lead to an explanation of the 
desired outcome. When the causality in the research phenomenon is multiple, i.e., the desired outcome depends 
on a set of factors (in our case consumer-based triggers or internal facilitator) fsQCA is an appropriate method of 
analysis. According to Woodside (2013), fsQCA seeks to demonstrate conditions which are sufficient but not 
necessary to cause an output. As opposed to estimating the net effects of the independent variables on the outcome, 
fsQCA investigates the relationships between an outcome and all binary combinations of the independent 
variables.  
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TABLE 1  –  Construct loadings and reliability checks 

Constructs and items Loadings α ꞷ CR AVE 

Green customer pressure (GCP) 

GCP1 Among our customers there is an increased awareness of 
environmental issues  0.808 

0.891 0.832 0.924 0.754 
GCP2 Our customers prefer environmentally friendly products  0.874 

GCP3 Our customers have a continuous attention to our firm’ 
environmental behavior 0.912 

GCP4 Our customers are pay attention to green supply chain 
management 0.875 

Product quality (PQ) 

PQ1 Our customers expect high performance products  0.890 

0.894 0.897 0.935 0.827 PQ2 Our customers expect products of consistent quality with few 
defects 0.905 

PQ3 Our customers desire highly reliable products 0.933 

Customer involvement (CI) 

CI1 Our key customers often put forward improving proposes for 
our products. 0.706 

0.916 0.917 0.935 0.706 

CI2 We often hear key customers' opinions on product prototypes 
when developing new products. 0.858 

CI3 We wish to involve key customers in the product design and 
development stage. 0.857 

CI4 Our key customers have a major influence on the design of 
new products. 0.835 

CI5 There is a strong consensus in our firm that customer 
involvement is needed in product design/development. 0.898 

CI6 We have continuous improvement programs that include our 
key customers 0.873     

Internal green supply chain management (IGSCM) 

IGSCM1 Being environmentally conscious is an integral part of our 
corporate culture 0.893 

0.916 0.917 0.941 0.800 IGSCM2 We plan the deliveries of the company to minimize 
environmental impacts 0.909 

IGSCM3 We utilize green marketing for our products and/or services 0.872 

IGSCM4 We do cross-functional cooperation for mitigating 
environmental impacts 0.904 

Willingness to integrate multi-sided platform (WTI) 

ITI1 Given the chance we intend to use multi-sided platform in our 
company 0.947 

0.951 0.952 0.962 0.838 
ITI2 We are willing to use multi-sided platform in the near future 

in our company 0.897 

ITI3 We plan to use multi-sided platform in our company 0.926 
ITI4 We will recommend multi-sided platform to other companies 0.871 

ITI5 We predict that we should use multi-sided platform in our 
company 0.934 

 
Using this methodological approach offers the opportunity to identify the pertinent configurations that yield high 
performance in the outcome condition (Kraus, 2018; Ragin 2000). Its adequacy is also demonstrated by Pappas et 
al. (2016), which finds that researchers have paid more attention to testing theory in terms of configurations rather 
than linear relationships. In addition, a growing number of studies have identified necessary conditions for the 
achievement of outcomes such as firm performance and entrepreneurial orientation (Cervelló-Royo et al., 2020).  
 
Following the perspective of Ragin (2009), we categorized the conditions that lead to the achievement of 
Willingness to Integrate MSP by highlighting those variables that are core conditions. Therefore, this study applies 
fsQCA to explore the antecedents that drive firms' willingness to adopt MSPs as a new sales channel for their 
products. 
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TABLE 2  –  fsQCA Calibration 

Constructs Mean SD Calibration (Fuzzy Score) 
Non-Member (0.05) Cross-Over (0.50) Full Member (0.95) 

GCP  4.885 1.3242 2.500 5.000 6.750 
PQ 4.907 1.257 2.333 5.000 7.000 
CI 4.884 1.3615 2.158 5.333 6.500 
IGCSM 4.546 4.000 2.000 4.750 6.500 
WTI 4.389 1.4556 1.400 4.400 7.000 

 
 

TABLE 3  –  Results of the fsQCA analysis 
 

Solution 
Configuration 1 2 3 4 
         GCP     
         PQ     
         CI     
         IGCSM     
Consistency 0.844 0.820 0.834 0.826 
Raw Coverage 0.564 0.469 0.405 0.378 
Unique Coverage 0.146 0.029 0.043 0.046 

  
Overall solution consistency 0.753 
Overall solution coverage 0.776 
 
Note: Black circles (  ) indicate the presence of a condition, and circles with “x” (  ) 
indicate its absence.  Large circle; core condition, Small circle; peripheral condition; Blank space; 
“don’t care” condition 

 
 
4 Results 

Regarding the scale reliability all the values are optimal.  In fact, Cronbach's alpha stands at values above 0.89; 
the factor loadings are also above 0.70 satisfying the minimum requirement. All composite reliabilities are higher 
than 0.70, thus confirming the internal consistency and reliability of the measures. In addition, the average variance 
extracted (AVE) values are well above 0.50, supporting the convergent validity of the constructs' measures. The 
McDonald Omega also confirm the internal reliability of the scales the adequacy of the explained variance. To 
measure the conditions that lead a firm to adopt MSP as an online selling channel, it was necessary to calibrate the 
multi-items scales. According to Pappas et al. (2021), the first step is to transform ordinary data into fuzzy sets. 
The calibrated values at the 95th percentile, 50th percentile, and 5th percentile correspond to full membership 
(fuzzy score = 0.95), cross-over (fuzzy score = 0.5), and full non-membership (fuzzy score = 0.05), respectively. 
The conditions of the initial seven-point Likert scale values were all calibrated to a fuzzy scale set. by setting the 
degree of membership of each causal condition between 0 and 1, where 0 represents "non-membership" and 1 
represents "full membership." Statistics and calibration values for all conditions are shown in Table 2.   The fsQCA 
results suggest that four multiple combinations lead a firm to integrate MSPs. Table 3 highlights the fsQCA results, 
noting that all combinations have a high level of consistency, raw coverage, and unique coverage. Three 
combinations have product quality as a core condition, and only two combinations consider the company's green 
culture. Green pressure and involvement are not systematically present, but they are both core conditions in 
solution 4. In the next session we will comment the results trying to understand what the relationship between 
consumer-based triggers and internal facilitators is in adopting the MSP.  
 
5 Discussion 

The results obtained from fsQCA analysis confirm the effects of each factor investigated, showing a decisional 
path and a series of configurations that lead to company intention to integrate MSP. The fsQCA results show four 
sets of possible different configurations related to willingness to integrate MSP as a new retail channel. The first 
combination is structured around product quality (core condition) to which is associated the green customer 
pressure (Huang et al., 2016) and the internal green supply chain management (Laari et al., 2018). This solution 



Marrucci et al. / RARCS2022, Baveno, Italy, July 23-26, 2022 

 

 

106 

is mainly structured on external variables of consumer-based triggers. According to DOI theory (Rogers, 2010; 
Shree et al., 2021) a company may decide to integrate a new solution when external environmental norms are high. 
Since consumers are concerned about product quality, i.e., the objective and subjective characteristics that make a 
product sustainable (Aakko & Niinimäki, 2021), companies may decide to use MSPs as a sales channel because 
such platforms allow customers to find information immediately. In addition, companies may decide to use MSP 
because there is a high level of sustainable external pressure. Green external pressures are related to the concept 
of persuasion (Kwon et al., 2021), an essential element of DOI. In fact, since sustainability and environmental 
expectations are now widespread among modern consumers, the decision of companies to integrate MSPs into 
their business could be tied to the willingness to meet these green expectations (Dhir et al., 2021). Platforms, 
through a limitation of intermediary actors, promote information transparency by highlighting the sustainability of 
a product (Mancha & Gordon, 2021). For example, through Amazon Seller, manufacturers can sell their 
sustainable products and obtain certifications that certify the neutral impact of the products. As such, companies 
can meet the sustainable pressure of consumers and their desire to receive quality products.  This combination also 
highlights the role of internal green culture. In fact, when companies manage its value chain in a sustainable way, 
they may want to communicate environmental awareness through those sales channels that encompass a 
multiplicity of consumers (Smith & Brower, 2021).  In this context, organizational green culture qualifies as an 
internal facilitator for the adoption of MSPs, as green awareness will allow the company to seize the potential of 
MSPs. Following this perspective, the first combination is structured on consumer-based triggers and company 
facilitators in promoting the adoption of MSPs, although with a greater relevance of external aspects.  
 
The second combination is mainly structured around product quality and a non-presence of costumer involvement 
(Feng et al., 2010). This reinforces the idea that consumers' desire to buy quality products leads companies to 
adopt MSPs as a retail channel regardless of consumer involvement in product implementation. In fact, companies 
may perceive the satisfaction of consumers' quality expectations as a sufficient condition to adopt MSPs. Within 
the platform consumers can compare the product of a specific seller with a variety of items, finding immediate 
information (Hänninen et al., 2019). These dynamic favors online shopping and pushes companies to adopt MSPs 
as an immediate channel capable of highlighting the quality of the manufacturer's products. The second solution 
is entirely based on consumer-based triggers.  
 
The third solution follows the perspective of the second combination, introducing the lack of internal culture. 
Manufacturing firms may decide to integrate MSPs because they perceive consumers desire to buy quality products 
and internal culture is a non-enabler. In this case, companies decide to integrate a new sales channel to gain a 
competitive advantage regardless of the presence of internal green values. Company's sustainability and values are 
not sufficient to adopt a new innovative solution, as the focus is only on achieving a possible advantage over 
competitors and boosting performance, regardless of their willingness to communicate the internal sustainability 
pursued (Smith & Brower, 2021).  
 
The last solution is structured on two core conditions: green customer pressure and costumer involvement. 
Companies may adopt a new sales channel to meet the green expectations of their consumers and to increase the 
involvement of their customers. Consumer-based triggers continue to drive business changes. According to the 4 
combinations, manufacturing firms will adopt MSPs as newly sales channel because they experience strong 
external pressures. Changes are mainly driven by external pressure and persuasion rather than internal green 
culture. 
 
5.1   Implications 
 
This study shed some lights on the emerging stream of MSP and retail sales, by focusing on the drivers that lead 
a manufacturing company to sell its products on a new sales channel. The current research has mainly focused on 
the impact that MSPs may have on retail sector (Hänninen et al., 2019), neglecting the importance of understanding 
the levers that influence a manufacturing company to position its products on a new sales platform. Through the 
use of DOI and internal culture, we have shown that manufacturing firms may decide to adopt MSP due to external 
pressures, i.e., consumer-based triggers. In fact, as modern consumers shop online and have a higher attention 
towards sustainable products, firms may decide to integrate MSPs as this platform promotes information 
transparency and product variety.  Through the online platforms, the technical and sustainable characteristics of a 
product are communicated promptly, encouraging green consumption. Unlike other online shopping solutions such 
as proprietary websites, MSPs allow for direct interaction between seller and consumer. Additionally, because 
MSPs bring together a variety of consumers, these platforms encourage greater involvement and engagement. The 
search for quality products, the desire to be more involved in product improvement and consumers' green 
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expectations are external triggers that lead a company to adopt MSPs as a retail channel. Organizational green 
culture has a marginal influence. In fact, green and sustainable values are not sufficient to drive adoption of MSPs. 
The initial assumption of the research was that when a company pursues sustainable values, it seeks sales channels 
that allow for sustainable communication. Since MSPs allow the seller to communicate its environmental 
certifications and sustainable commitment, the research assumed that this was a sufficient condition for adopting 
MSPs as a communicating sales channel. However, despite internal green values, manufacturers adopt new 
solutions when they feel external pressure, seeking to meet external expectations and gain competitive advantage. 
Since many companies have turned sustainability into a core value, obtaining a large number of certifications 
attesting to their commitment, it might be appropriate to communicate these aspects through MSPs in order to 
transfer knowledge to customers. According to research on sustainable certifications, it was demonstrated that 
increased adoption of certifications can stimulate latent demand for particular aspects of product quality (Li & 
Simcoe, 2021). Despite external consumer pressures, companies could start adopting MSPs to communicate green 
organizational culture through a set of certifications in order to increase demand for all goods with similar quality 
characteristics. 
 
6 Conclusion and limitations 

Our study represents a first attempt to explore the relationship between external consumer expectations and internal 
company culture in fostering changes in sales channels. The results show that manufacturing companies decide to 
sell their products on MSPs because they feel the external pressures of their consumers. In addition, the results 
showed that firms will make changes only if they can satisfy greater demand while achieving performance benefits. 
In sum, having a green culture does not drive firms to adopt MSPs for expressing their sustainability. A firm will 
only adopt a new technology solution if it perceives potential returns. 
 
As modern consumers use online channels to make their purchases and are increasingly aware of green issues, 
using a two-sided platform allows companies to meet consumers' green expectations. Since the results were mainly 
focused on green costumer pressure and product quality, future research should try to understand more deeply if 
consumers' willingness to be involved during their purchases, could push companies to integrate MSPs as a new 
sales channel.  
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Abstract. Within the theoretical field of ethical consumption, the study focuses on consumer behavior and innovative green death practices. 
While scarcely investigated in the marketing and consumer behavior research domains, at least four main reasons spur to consider the funeral 
industry as an interesting subject of enquiry: i) the sector boasts of a significant economic relevance; ii) it is extremely impactful from an 
environmental and social point of view; iii) it is witnessing interesting innovative processes in the direction of social and environmental 
sustainability; iv) consumer movements are rising all over the world asking for more sustainable death practices. Thus, adopting an augmented 
version of the theory of planned behavior (TPB), which includes individuals’ environmentally responsible consumption, and egoistic and 
altruistic environmental concern, the study investigates behavioral intention to adopt innovative green death practices (a green funeral) of 
people belonging to three different generations: X, Y, and Z. A purposive sample of 627 Italian people participated in an online the survey. 
Collected data were analyzed adopting an ordinal logit model. The results confirm the TPB predictive power also in the field of green funeral 
behavioral intention. Furthermore, environmentally responsible consumption and environmental concern – even though only in its altruistic 
component – positively influence behavioral intention, and generation exerts a moderating effect among the examined constructs. Overall, the 
research attempts to enrich the literature on ethical consumption by exploring the under-investigated phenomenon of buying behavior of 
unsought and end-of-life products, that of green funerals, and provide managerial recommendations to funeral service sellers. 
 
Keywords: ethical consumption; TPB; unsought and end-of-life products; green death practices; generation X, Y and Z; ordinal logit model 
 
 
1 Introduction 

Society awareness of the cultural, social, and environmental cost of consumption has boosted over the last decades 
and it has been closely associated with the belief that consumers can help make things better through responsible 
(ethical) consumption choices (Hassan et al., 2022). The study domain on ethical consumption, in fact, considers 
that consumers’ buying practices may represent an opportunity to make this world a better place by opting for 
socially and environmentally sustainable solutions in the place of more convenient, but also more harmful 
alternatives (Adams & Raisborough, 2010).  
 
The literature on ethical consumption (e.g., Cerchia & Piccolo, 2019; McDonald et al., 2009; Troudi & Bouyoucef, 
2020; Wiederhold & Martinez, 2018) has been mostly concentrating on everyday household spending, such as 
durable goods (eco-friendly refrigerators and dish-washing machines); electric devices (low-consumption TVs and 
computers); fast moving consumer goods (green food, and sustainable home and personal care products), as well 
as on conventional services, such as hotels, restaurants, and transportation (Agag & Colmekcioglu, 2020; Hietanen 
& Sihvonen, 2021). Such stream of literature has only marginally explored end-of-life and unsought goods 
(Trompette, 2007), such as long-term care insurance, wills and testaments, as well as funerals, that represent 
services that people most often arrange to buy only when there is an unavoidable need, as when a person dies, and 
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it is necessary to organize their departure (Sheng et al., 2019). Indeed, funerals are events where individuals, family 
members, friends, and the community at large come together to perform activities, such as burial or cremation, to 
commemorate a person who has passed away (Dennis, 2014).  
 
While scarcely investigated in the marketing and consumer behavior research domains, at least four main reasons 
spur to consider the funeral industry as a valuable subject of enquiry in the field of ethical consumption: i) the 
sector boasts of a significant economic relevance (Research and Markets, 2021); ii) it is extremely impactful from 
an environmental point of view (Shelvock et al., 2021); iii) interesting sustainable innovations are achieved in the 
industry, where companies are developing novel offerings focused on the ethical aspects of choosing ecological 
funeral solutions (Stock & Dennis, 2021); while still being a niche market, eco-death movements of consumers 
are rising all over the world asking for less polluting and more sustainable death practices (Rehagen, 2016). 
 
Based on these considerations, this study purpose is to understand the antecedents that may influence the intention 
to adopt innovative green death practices on the part of Italian people belonging to three different generations (X, 
Y and Z), choosing environmentally sustainable solutions. The attempt of the paper is to enrich the stream of 
literature on ethical consumption by exploring the product category of unsought, end-life products and provide 
managerial recommendations to funeral service sellers by using an enhanced version of the TPB. In this paper we 
present a model that, in addition to attitude, subjective norm and perceived behavioral control (Ajzen, 1991), also 
includes environmentally responsible consumption (ERC) (Gupta & Agrawal, 2018) and environmental concern 
(egoism- and altruism-related concern) (Stern & Dietz, 1994) to verify whether these two further constructs 
increase the predictivity of the model and the probability that a person will adopt a green funeral. Additionally, 
using three socio-demographic variables (gender, generation, and place of living), we verify whether they have a 
moderating effect on investigated constructs. 
 
2 Green death practices: environmentally-friendly innovations in the funeral industry and ethical 

consumption 

The funeral industry has an undoubtful economic relevance: in year 2020, the global funeral industry revenue was 
$115.4 billion USD and forecasts estimate that it will reach $160 billion by 2027, growing at a CAGR of 4.8% 
over that period (Research and Markets, 2021). Despite its economic importance, the funeral business is also 
extremely polluting (Coutts et al., 2018). Coffins contain materials such as zinc, copper, lead, and steel that 
deteriorate over time and release toxins into the soil; embalming, which is very common in the U.S., involves the 
use of highly harmful substances, such as formaldehyde, that is highly carcinogenic; needing a significant amount 
of fuel to sustain the high temperatures of incinerator machineries, cremation releases a variety of chemical 
compounds and carbon emissions into the atmosphere that are highly harmful to humans (Shelvock et al., 2021). 
Just to provide some data (Thompson, 2021): only in the U.S., manufacturing caskets necessitates around 30 
million board feet of wood and 90,000 tons of steel every year; grave vaults consume around 1.6 million tons of 
cement annually; 800,000 gallons of toxic substances as formaldehyde used for embalming filter into the soil each 
year. Furthermore, according to multiple epidemiological studies (e.g., Hayes et al., 1990; Nielsen & Wolkoff, 
2010; Walrath & Fraumeni, 1984), formaldehyde exposure during embalming is also the cause of higher mortality 
rates among embalmers and funeral directors due to leukemia and different types of cancer, such as brain cancer, 
lung cancer, and nasopharyngeal cancer.  
 
Aware of the damaging effects of the funeral business and along with an increased sensitivity toward 
environmental and societal issues on the part of individuals, the industry has been launching innovative products 
and services that cannot only reduce the ecological and social impact of the funeral business, but also transform it 
into a means to increase the greenness of the planet, as well as the wellbeing of people (Stock & Dennis, 2021).The 
Green Burial Council (GBC – an American nonprofit organization that certifies green burial practitioners and 
products) defines green funeral “a general term used to describe post-death care, from death to disposition, using 
only natural means (nontoxic preservation techniques and organic materials with minimal carbon footprint)” (GBC 
Death Glossary, 2022). According to Duffy (2021) there are two main green death practices: 
 
§ The first system is the shroud or “green” burial. This is a comprehensive term for shallow grave burials realized 

with ecological caskets (i.e., made of recycled paper, or highly biodegradable non-chemically treated wood, 
such as willow and bamboo) or simple burial clothing made of natural fibers in unconventional cemeteries 
(Basmajian & Coutts, 2010). In these cemeteries, grave liners are replaced either by local stones or just grass 
(Coutts et al., 2018). The aim of these burials is to diminish the corpse’s consequence on the environment after 
death, decompose biologically, and return nutrients to the earth. 
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§ Alkaline hydrolysis (also called “aquamation”, “water cremation”, “fireless cremation” or “bio-cremation”) 
represents an alternative to conventional cremation and is legally classified as a type of cremation in various 
U.S. states (in addition to South Africa, UK, Canada, etc.) that have adopted the method (Olson, 2014) 
Aquamation is the process of breaking down the corpse into bones by accelerating the natural decaying using 
water, heat, a chemical solution, and pressure. The bones are then dehydrated in an oven and reduced to ash, 
placed in an urn, and returned to relatives (Rumble et al., 2014). 

 
In a recent article, Stock & Dennis (2021) mention some more innovative alternatives to conventional burial and 
cremation: integrating a person’s cremated ashes with a nutrient-rich soil for a commemorative tree or inserting 
those ashes into a memorial that will enhance the regrowth of coral reefs (https://livingreefmemorial.com); 
choosing special burial clothing, such as garments that grow mushrooms (https://coeio.com); place a corpse in a 
shell (or ashes in a biodegradable urn) that will nourish a tree (https://www.capsulamundi.it/); turning bodies into 
compost that can be either used to fertilize the garden of the deceased’s relatives or donated to organizations that 
are engaged in the field of regenerative agriculture to fertilize their land (https:// www.recompose.life/).  
 
In the attempt to counteract the negative environmental and social consequences of traditional ways of dead 
disposal, groups of consumers are supporting and promoting alternative types of death practices criticizing the 
conventional ones that are considered excessively polluting and unsustainable (Duffy, 2021). Activists in the eco-
death movement advocate that, thanks to technological innovation and increased awareness of how much 
poisoning traditional death practices are, there are more environmentally and socially sustainable solutions that 
should be embraced by those who do not want to keep being a burden for the planet (as it is during life), but donate 
themselves to make it better when they will be dead (Stock & Dennis, 2021). 
 
Considering the above-mentioned premises, the funeral business represents an extremely significant research 
domain in the field of ethical consumption which, however, has so far been neglected in the managerial literature. 
According to our sensitivity, hindrances preventing from studying such a research domain may be traced back to 
different reasons. First, the funeral industry has to do with death, thus it is considered a gloomy industry (Olson, 
2014). In many cultures, death is still perceived as a painful experience involving negative perceptions, such as 
apprehension, anxiety, grief, and sadness (Korai & Souiden, 2017). Accordingly, researchers might not be willing 
to investigate it due to personal preventions. Second, the awareness that the funeral industry has a huge negative 
impact on the environment seems to be ignored by most people (Shelvock et al., 2021). Third, also the innovations 
recently achieved toward greater sustainability of the funeral sector are still poorly known among citizens (Stock 
& Dennis, 2021).  
 
This given, we decided to focus on consumer intention to adopt green death practices for dead disposal as a 
valuable field of enquiry in the attempt to enlarge the scope of investigation on ethical consumption exploring the 
topic through an enhanced version of the TPB (Ajzen, 1991). 
 
3 Theoretical framework 

According to a very recent systematic literature review on ethical consumption covering the years 2010-2020 
(Hassan et al., 2022), the two most widely used theoretical frameworks to study consumer ethical decision-making 
are the theory of marketing ethics (Hunt & Vitell, 2016), which attempts to explain the consumer purchasing-
decision process for problem situations having ethical content, and the theory of reasoned action (TRA) or the 
theory of planned behavior (TPB) (Ajzen, 1991; Ajzen & Fishbein, 1973).  
 
With regard to these latter, the basic assumptions envisaging human behavior reside in that: attitude (toward the 
behavior in question); subjective norm (i.e., the social pressure perceived by salient referents to engage in the 
behavior); and, in the TPB, also consumer perceived behavioral control (i.e., the perceived degree of ease or 
difficulty to take action) are predictive of people’s willingness to engage in a behavior and, eventually, 
implementing overt behavior (Ajzen & Fishbein, 2005). Although quite numerous meta-analyses (e.g., Conner & 
Armitage, 1998) validate the predictive effectiveness of the TRA and the TPB, demonstrating the large effect size 
of the model, a considerable percentage of the variance in either intentions or overt behavior remains inexplicable 
(Bagozzi et al., 1992). In his pivotal contribution on the TPB (Ajzen, 1991), the author himself questions the 
adequacy of the model, arguing that there might be further variables able to affect individuals’ behavioral intention 
as well as their behavior. Accordingly, in time, the model has been enriched with further variables able to increase 
its predictive power, also in the ethical consumption research domain. 
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3.1 Enhanced versions of the TRA and the TPB for studying ethical consumption 

Considering the TRA and the TPB, augmented versions of the frameworks have been used by numerous authors 
to enrich the ethical consumption literature. Zollo et al. (2018) explore the antecedents of moral reasoning and 
cognitive processes that influence ethical consumption integrating the TPB with the socio-intuitionist model. 
Adding to the TPB traditional measures internal ethics, self-identity, and moral harm, together with proxies for 
individual gender identities of femininity and masculinity, Pinna (2020) analyzes ethical buying behavior of 
Italians. Adopting an enhanced version of the TRA, which includes susceptibility to normative influence, readiness 
to take social risk, and status acquisition, Malik et al. (2020) investigate unethical buying practices (i.e., counterfeit 
purchasing). Incorporating in the TRA ecological welfare, political values, and consumer-perceived corporate 
social responsibility of the point of sale Nosi et al. (2020) examine the antecedents of organic food buying 
intention.  Using an augmented form of the TPB and investigating a possible intention-behavior gap in the field of 
ethical consumption, Casais & Faria (2021) test the influence of individuals’ plans and habits, commitment, and 
sacrifice, as well as modes of shopping as mediators or moderators of the intention-behavior relation. Enriching 
the TPB framework with further variables, as consumer ethical concern and the moderating role of catalytic 
experiences, D’Souza et al. (2022) shed light on the phenomenon of maintaining vegan diets. However, very few 
studies in the marketing research domain have explored consumer ethical purchasing behavior of unsought 
products using the TRA, as for studying longevity annuity buying (Nosi et al., 2014), or an augmented version of 
the TPB, which includes anticipated inaction regret, for investigating intention to enroll in a private pension plan 
(Nosi et al., 2017). As far as we know, there is only one study (Sheng et al., 2019) which, integrating the TRA 
with the dual-process model framework, analyzes the influence that emotions and in-life deliberations exert on 
individual’s willingness to pre-plan one’s own funeral. 

3.2 Environmentally responsible consumption 

According to Gupta & Agrawal (2018, p. 525), environmentally responsible consumption (ERC) can be defined 
as “any consumption-related behavior, namely, acquisition, use, and disposal, undertaken in a manner such that it 
reduces the negative impact of consumption on the environment”. Influenced by increased environmental 
awareness, responsible consumers play a significant role in attaining worldwide sustainability purchasing and 
consuming goods and services that will not compromise the wellbeing of future generations (Pinto et al., 2011). 
In the literature, ERC has been used for exploring socially responsible consumer behavior (Yan & She, 2011) and 
ethically minded consumer behavior (Sudbury-Riley & Kohlbacher, 2016). However, based on recent research in 
this field (Agrawal & Gupta, 2018), most studies investigate day-to-day consumption, mainly focusing on: saving 
(energy, water, electricity); recycling (glass, paper, cans, plastic bottles); reusing (shopping bags, packs, apparels); 
and purchasing decisions (organic food, locally produced goods, energy-efficient appliances). As far as we know, 
ERC-related constructs have not previously used to investigate the intention to purchase end-of-life products, such 
as a green funeral. Accordingly, we decided to add the ERC paradigm in the TPB framework to verify whether 
ERC exerts an influence in adopting environmentally sustainable practices for dead disposal. In particular, our aim 
is to prove/disprove that people who implement environmentally responsible consumption practices in life are also 
more willing to adopt green burial solutions, therefore contributing to the planet environmental sustainability and 
socially fair practices also after death (Stock & Dennis, 2021). 

3.3 Environmental concern: egoism and altruism 

Different individuals become involved in environmental issues and achieve pro-environmental behavior because 
they believe in and are concerned about harmful consequences of environmental conditions for themselves 
(egoistic concern), other people (social-altruistic concern), or plants and animals (biospheric concern) (Stern & 
Dietz, 1994). These different concerns are supposed to arise from corresponding value orientations (Hansla et al., 
2008). The literature claims that values, defined as important principles in human existence and aims that drive a 
person’s behavior, can be categorized along two dimensions: openness to change versus conservation, and self-
enhancement versus self-transcendence (Schwartz, 1992). With relation to this latter, while self-transcendence 
includes objectives that are outside the individual, such as the welfare of others or the biosphere, self-enhancement 
includes objectives that foster one’s own interest (de Dominicis et al., 2017). In the past, some studies (e.g., 
Schultz, 2000, 2001) have demonstrated that people with strong self-transcendent values are likely to have a more 
altruistic orientation and are more prone to behave pro-environmentally; while people with strong self-
enhancement are more self-absorbed and less willing to engage in pro-environmental behaviors. More recent 
research, however, has proved that also self-enhancing motives can lead individuals to make pro-environmental 
choices (Birch et al., 2018), such as when consumers buy green products to gain social recognition or save personal 
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money (Griskevicius et al., 2010). Thus, it is yet acknowledged that both egoism and altruism can spur people to 
make sustainable purchasing decisions. Accordingly, environmental concern (in its egoistic, altruistic and 
biospheric components) has been used to enhance the TPB to predict buying intention for green products and 
services in different countries: India (Paul et al., 2016), Turkey (Emekci, 2019), Korea (Meng & Choi, 2015), the 
U.S. (Mahardika et al., 2020), and Italy (Pivetti et al., 2020). All studies confirmed that the inclusion of 
environmental concern in the TPB increases the predictivity of the model. Accordingly, we have added such 
construct, including only egoistic concern and social-altruistic concern, and excluding biospheric concern, in our 
model to predict intention to adopt green death practices. 
 
4 Methodology 

4.1 Research design and sample 

Data for this investigation were collected by means of an online survey conducted in Italy during January–February 
2022. One filter question was asked at the beginning of the questionnaire to select respondents based on their age: 
People born in year 1964 and earlier were excluded from the survey, which involved therefore only Italian 
individuals aged 42–57 (Generation X), 26–41 (Generation Y) and 18–25 (adults belonging to Generation Z). The 
authors exploited their personal offline (contacts with friends and acquaintances) and online channels (mail, social 
network profile, etc.) to circulate the questionnaire. The sampling method is thus of a purposive type. In all, 670 
questionnaires were returned. After the data cleaning, 627 complete questionnaires were considered valid for 
elaboration and were analyzed. With relation to the investigated socio-demographic characteristics of the sample: 
67.3 of interviews are females; people belonging to gen X are 21.85%, to gen Y 56.14%, and the remaining 
(21.01%) belong to gen Z; people living in a small town are 26.95 of the sample, those who live in medium-sized 
city are 30.94% and those who live in a large city are 42.11%. 

4.2  The measures 

Measures for the model were adapted from the existing scales based on prior research; some rewordings of scale 
items were made to adjust to the context of green funeral adoption (Table 1). Attitude (ATT), subjective norm 
(SN), perceived behavioral control (PBC), behavioral intention (BI), and environmentally responsible 
consumption (ERC) were measured by obtaining the respondents’ level of agreement to the related statements 
based on a 5-point Likert scale where 1 = completely disagree and 5 = completely agree. Relating to environmental 
concern, both egoism (EGO) and altruism (ALTR) were operationalized by gaining the interviewees’ assessment 
of their concern about the consequences of environmental issues on the listed items and were measured on a 5-
point Likert scale where 1 = not at all and 5 = to a large extent. Three control variables were also collected. The 
variables were: age (Gen X, Y and Z); gender (male, female); place of living (in a small town, in a medium-sized 
city, in a large city). 

4.3  Statistical approach 

4.3.1 Approach for summarizing the latent constructs 
To investigate intention to have a green funeral, we used a multidimensional framework referring to 6 latent 
constructs, measured by a set of 19 items presented in Table 1.  Specifically, we are interested in studying which 
of these 6 latent constructs are the main drivers for intention to have a green funeral. Generally, in the marketing 
domain investigating this field of research, the methodological approach adopted in these contexts refers to 
structural equation modelling using either parametric or partial least square methods (e.g., Nosi et al., 2014; Zollo 
et al., 2017). Instead, we use an alternative type of assessment adapting the well-known counting method used in 
several multidimensional poverty analyses (Alkire & Foster, 2011; Villalobos et al., 2021) because the number of 
items used to measure each latent construct are two or three in four out of six constructs and behavioral intention 
has been recorded using a single item. 
 
Let n be the number of investigated persons (627 in our case),  C be the number of constructs under consideration 
(6 in our case), namely ATT, SN, PBC, ERC, EGO and ALTR, and k be an index for the item used to measure the 
constructs. Any counting approach requires defining for each selected item a cutoff which expresses a normative 
minimum level of achievement considered necessary to be classified as a “high-scoring” person on that item (for 
example, with relation to attitude, holding a high level of agreement with the statement “having a green funeral is 
a good idea”) (Villalobos et al., 2021).  
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TABLE 1 – Constructs and items 

Constructs and items Source 

Attitude (ATT)  

Having a green funeral is a good idea (ATT1) 
Adapted from Varah et al. (2021) Green funerals are good for the environment (ATT2) 

Thinking that I will have a green funeral makes me feel a better person (ATT3) 

Subjective norm (SN)  

Most of my relatives would like me to have a green funeral (SN1) Adapted from Ajzen (1991) 
Most of my friends would like me to have a green funeral (SN2)  

Perceived behavioral control (PBC)  

I am sure I can have a green funeral (PBC1) Adapted from Ajzen (1991) 
I think the possibility of having a green funeral is entirely under my control 
(PBC2)  

Environmentally responsible consumption (ERC)  

I buy environmentally friendly products (ERC1) 

Adapted from Gupta & Agrawal 
(2018) 

I consider myself an environmentally responsible person (ERC2) 
I avoid buying things I don’t need (ERC3) 
I am careful to buy products packaged in recyclable material (ERC4) 
When I can, I borrow things from others (ERC5) 

Environmental concern 

I am concerned about environmental issues because of the consequences for… 

Egoism 

Adapted from Schultz (2001) 

Myself (EGO1) 
My future (EGO2) 
My lifestyle (EGO3) 
My health (EGO4) 

Altruism 

Humanity (ALTR1) 
People of my community (ALTR2) 
Future generations (ALTR 3) 

Behavioral intention Adapted from Varah et al. 
(2021) 

I intend to have a green funeral (BI1)  

 
Let 𝑎DEF be the answer given by individual i  (i = 1, …, 627) on item k measuring construct c (c = 1, …, 6)  and let 
𝜔EF be the corresponding cutoff value. Individual i scores high on item k if their achievement is higher than or 
equal to the corresponding cutoff value (i.e., whether 𝑎DEF ≥ 𝜔EF).  However, item cutoffs alone do not suffice to 
identify who, for example, has a positive attitude toward green funerals or a strong egoistic environmental concern. 
We must consider additional criteria that look across constructs to arrive at a complete specification of an 
identification method able to catch the multidimensionality of the phenomenon. Thus, we must also determine for 
each individual the achievement on each construct counting the number of items where the respondent scores 
higher than or equal to the cutoff (Alkire & Foster, 2011). Operationally, the median of each item was chosen as 
the cutoff. Accordingly, we create the following variable  
 

𝑧DF =J 𝐼DE
LM

EN<
 

 
where 𝐾F is the number of items measuring construct c, and 
 

𝐼DE = P
1, if	𝑎DEF ≥ 	𝜔EF																									

	0	otherwise																															
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TABLE 2 – Score matrix of four hypothetical individuals related to the ATT construct 
 

Individuals Binary indicator 
ATT1 

Binary indicator 
ATT2 

Binary indicator 
ATT3 

Sum 

1 0 0 0 0 
2 1 0 0 1 
3 1 1 1 3 
4 0 1 1 2 

 
According to this intersection identification approach (Atkinson, 2003),  any individual who scores equal to or 
higher than the median on all indicators that define a specific construct is “high scoring”. Thus, we create the 
following dummy variable for each construct c: 
 

𝑥DF = P
1, if	𝑧DF = 𝐾F																														

0	otherwise																															
 

 
Table 2 provides an example related to the ATT construct considering the level of agreement of four hypothetical 
respondents with the statements (items) ATT1, ATT2 and ATT3. We can see that, according to the intersection 
method, only individual 3 is considered as holding a positive attitude toward green funeral having all binary 
indicators equal to 1. 
 
4.3.2 Model specification 
To study the determinants of intention to have a green funeral, we use logistic regression (logit) for binary variables 
(McCullagh, 1980). The dependent variable is a dichotomous indicator that takes the value of 1 if a person i has a 
high intention to have a green funeral and 0 otherwise. The logit model for the binary response 𝑦D is defined by 
the following equation where the probability 𝑔D = Pr(𝑦D = 1|	𝐱D) is related to a linear predictor 𝛃d𝐱e	through the 
logit function: 
 

logit(𝑔D) 	= 	ln(𝑔D /(1− 𝑔D)) = a+	𝛃d𝐱e	, 
 
Likelihood ratio tests (Whittaker & Furlow, 2009) were used to compare the fit of nested models and odds-ratios 
were used for summarizing estimates (Agresti, 1980). The exponential function of the regression coefficients     
exp(bd) are the odds-ratios associated with a one unit increase in the independent variable (i.e., each construct). 
Using odds-ratios, we can compare the magnitude of various constructs in influencing individuals’ intention to 
have a green funeral.  

 

FIGURE 1 – Boxplot of BI1 item 
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TABLE 3 – Descriptive statistics for each item (n=627) 

   
  Min   Max   Mean   Std. Dev.   Median   Binary indicator 

ATT1 1 5 4.71 .69 5 ATT=1 high ATT, 0 otherwise 
ATT2 1 5 4.73 .61 5  
ATT3 1 5 4.23 1.08 5  
SN1 1 5 2.79 1.16 3 SN=1 high SN, 0 otherwise 
SN2 1 5 3.36 1.19 3  
PBC1 1 5 3.79 1.11 4 PBC=1 high PBC, 0 otherwise 
PBC2 1 5 3.11 1.23 3  
ERC1 1 5 3.8 .85 4 ERC=1 high ERC, 0 otherwise 
ERC2 1 5 3.94 .81 4  
ERC3 1 5 3.74 1.11 4  
ERC4 1 5 3.69 1.06 4  
ERC5 1 5 2.97 1.34 3  
EGO1 1 5 3.59 1.14 4 EGO=1 high EGO, 0 otherwise 
EGO2 1 5 3.92 1.02 4  
EGO3 1 5 3.5 1.1 4  
EGO4 1 5 4.08 .93 4  
ALTR1 1 5 4.12 .95 4 ALTR=1 high ALTR, 0 otherwise 
ALTR2 1 5 3.92 .98 4  
ALTR3 1 5 4.25 .9 4  

 
5 Results  

5.1  Descriptive findings  

In Figure 1, we show the boxplot that summarizes the median of the single item used to measure behavioral 
intention. The distribution has a median equal to 5 and an average of 4.28 (SD = 0.99) suggesting that at least half 
of the sample seems to intend to have a green funeral. Additionally, we collapsed the original five-level responses 
of item BI1) into two levels using the median as cut-off. Therefore, the dependent variable is a binary indicator 
(henceforth BI) that is equal to 1 for values of BI1 higher than or equal to 5 and 0 otherwise. In Table 3, we present 
some summary statistics of the original items and the corresponding binary indicators.. 

5.2 Model results 

Table 4 summarizes our model main estimates. For the interpretation of the results, we use odds-ratios. The six 
columns represent different specifications of the model. Baseline models (1) and (2) test the relevance of the TRA 
and the TPB, while the other models (columns 3, 4, 5, and 6) progressively include variables that serve as a test 
for an augmented version of the TPB. Likelihood ratio (LR) tests were used to compare the different specifications 
and to select the final model that best fits the empirical data. Results are presented in Table 5. The results show 
that ATT and SN are significant direct drivers of intention to have a green funeral (BI1). The LR test shows that 
model (2), that adds PBC to the original TRA constructs, is preferred over Model 2 (p-value = > .0001). Therefore, 
the TPB has a greater predictive power than the TRA. Model 3 includes the effect of ERC on the TPB. The LR 
test clearly shows that Model 3 has a better fit over Model 2 (p-value = 0.034), confirming that the inclusion of 
ERC in the model increases its predictive power. The further three models account for EGO and ALTR, 
respectively. Model 4 includes only the EGO construct. The LR test results suggest that both Model 4 and Model 
6 do not improve the fit of Model 3, whereas Model 5 improves the overall fit of Model 3 (p-value = 0.0842). 
 
Table 5 shows the LR test results. In summary, Model 5 is the best model that fits our data, and it is used in the 
further phase of our analysis to test whether respondents’ generation, gender, and place of living have a moderating 
effect on BI1. The results are reported in Table 6. All five variables included in Model 5 are statistically significant 
(ALTR scores at a 10% significance level), showing that the probability of intention to have green funeral is higher 
for individuals who have positive attitude toward green death practices, for those who perceive a social pressure 
onto that behavior (subjective norm), hold a higher perceived behavioral control on managing their own green 
funeral, adopt green purchasing behavior in daily life, and have altruistic environmental concerns. 
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TABLE 4 – Logit results (Odds-ratio in table) 
 

      (1)   (2)   (3)   (4)   (5)   (6) 

 ATT 9.099*** 8.522*** 8.383*** 8.251*** 8.127*** 8.099*** 
   (1.749) (1.701) (1.681) (1.658) (1.635) (1.631) 
 SN 1.939*** 1.471* 1.407 1.42* 1.417* 1.422* 
   (.379) (.305) (.294) (.298) (.297) (.299) 
 PCB  3.424*** 3.355*** 3.372*** 3.394*** 3.397*** 
    (.692) (.681) (.686) (.691) (.692) 
 ERC   1.623** 1.589** 1.582** 1.569* 
     (.372) (.365) (.364) (.361) 
 EGO    1.338  1.205 
      (.268)  (.261) 
 ALTR     1.437* 1.333 
       (.302) (.303) 
 Constant .286*** .193*** .177*** .157*** .141*** .137*** 
   (.048) (.037) (.035) (.034) (.034) (.033) 

 Observations 627 627 627 627 627 627 
 Pseudo R2 .222 .266 .271 .274 .275 .276 

Standard errors are in parentheses  *** p<.01, ** p<.05, * p<.1 
 

TABLE 5 – Likelihood ratio test results: model comparisons 

Comparison LR statistic p-value 
Model 2 vs Model 1  LR Chi2(1) = 38.20 >.0001 

Model 3 vs Model 2 LR Chi2(1) = 4.52 0.0334 
Model 4 vs Model 3 LR Chi2(1) = 2.12 0.1452 
Model 5 vs Model 3 LR Chi2(1) = 2.98 0.0842 
Model 6 vs Model 3 LR Chi2(2) = 3.72 0.3909 
Model 6 vs Model 5 LR Chi2(1) = 0.74 0.3909 

 TABLE 6 – Logit results (Odds-ratio in table) 

 Constructs   (5)   (7)   (8) 
ATT  8.127*** 8.425*** 8.764*** 
   (1.635) (1.725) (1.849) 
SN 1.417* 1.562** 1.556** 
   (.297) (.337) (.336) 
PBC 3.394*** 3.403*** 3.37*** 
   (.691) (.7) (.697) 
ERC 1.582** 1.571* 1.561* 
   (.364) (.365) (.363) 
ALTR 1.437* 1.447* 1.433* 
   (.302) (.307) (.306) 
Generation (baseline Y)    
X  .516** .52** 
    (.134) (.137) 
Z  .642* .645* 
    (.161) (.163) 
Gender (baseline male)   .844 
     (.186) 
Place of living (baseline big city)    
Small center   .941 
     (.24) 
Medium center   1.118 
     (.269) 
Constant .141*** .166*** .181*** 
   (.034) (.041) (.052) 

 Observations 
627 627 627 

 Pseudo R2 .275 .284 .285 

Standard errors are in parentheses. *** p<.01, ** p<.05, * p<.1  
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TABLE 7 – Likelihood ratio test results 

Comparisons LR statistics p-value 

Model 2 vs. Model 1 
LR chi2(2) = 7.72 0.0211 

Model 3 vs. Model 2 LR chi2(3) = 1.02 0.7971 

 
Considering our statistical results, we can make some considerations about the magnitude of the effect that each 
of our considered constructs exerts on intention to adopt a green funeral based on the obtained odds ratios. The 
odds ratios for people who score high in ATT are about 8 times higher than the odds of people who score lower. 
The odds ratio for the PBC coefficient is 3.394. This suggests that those who have a high perceived behavioral 
control are almost 3.5 times more likely to have green funeral than those who have a lower perceived control. 
Odds ratios for SN, ERC and ALTR coefficients are all around 1.5. Therefore, individuals who have high 
subjective norm or high environmental responsible consumption are 1.5 times more likely to have a green funeral 
than those who score lower on both values. Finally, people showing a social-altruistic environmental concern seem 
to be more likely to have a green funeral (OR = 1.437). Looking at Table 7, the LR test shows that model 7 
improves the overall fit of Model 5 (p-value = 0.0211), meaning that there is a significant moderating effect of 
generation on the probability to be more willing to have a green funeral, whereas the effects of gender and place 
of living do not improve the overall fit (p-value = 0.7971) of the model. Specifically, the probability of an 
individual belonging to gen X or Z intending to have a green funeral is lower than the probability of a person 
belonging to generation Y. Based on these results, in fact, both gen X- and Z-related ORs are less than one, being 
0.516 and 0.642 respectively. 
 
6 Discussion and theoretical implications 

The objective of the study was to understand people’s intention to have a green funeral. This is achieved by 
adopting an enhanced version of the TPB (Ajzen, 1991), which includes environmental responsible consumption  
(Gupta & Agrawal, 2018) and environmental concern (Stern & Dietz, 1994). Moderating effects of generation, 
gender, and place of living are also tested. At the best of our knowledge, in the field of ethical consumption, this 
is the first attempt to investigate the predictivity of an enhanced version of the TPB for choosing social and 
sustainable after death personal disposal practices.  
 
Accordingly, the first relevant theoretical contribution of this study consists in enlarging the extent of the TPB in 
the domain of unsought, end-of-life products, and specifically that of green funerals. Confirming the predictive 
power of the TPB, our results corroborate previous research made on unsought services as intention to enroll in a 
private pension plan (Nosi et al., 2014) and longevity annuity buying intention (Nosi et al., 2017) on the part of 
Italian young adults. Both attitude and perceived behavioral control influence intention to have a green funeral to 
a high extent. This means that people who have positive believes about green death practices and those who think 
that having a green funeral is easy for them to achieve are more likely to opt for a sustainable burial. 
 
Compared to attitude and perceived behavioral control, opinions of salient referents (i.e., subjective norm) exert a 
lower influence on behavioral intention. This is in contrast with previous research which claims that normative 
influence may be particularly relevant in service settings where people are spurred to rely on possible guidance 
from salient referents in order to reduce the risk associated to the purchase due to lack of familiarity with the 
product and prior experience (Bansal & Taylor, 2002). However, in the attempt to explain these results of our 
investigation, we have first to remind that the perceived risk of buying one’s own funeral is basically inexistent 
given that they will never experience it. Furthermore, we have to consider how SN was assessed in this research. 
Specifically, the construct was measured using two items, one of which referred to the thoughts regarding the 
adoption of a green funeral of the interviewee’s relatives. According to the literature (Stock & Dennis, 2021), for 
many people, death care choices remain most influenced by family tradition. And it might be that people who took 
part in the survey are aware that their relatives may prefer a more customary and conventional funeral for them. 
This would be compliant with the findings of a previous study (Nosi et al., 2022) where respondents to in-depth 
interviews, claimed that by wanting to plan an unconventional (green) funeral, they were certain to hurt their 
parents and relatives, often religious, who would instead like a sacred ceremony in a church and a burial in a 
cemetery for them. 
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Our results also confirm that including further constructs, ERC and environmental concern in our case, in the TPB 
model increase its predictive power (e.g., D’Souza et al., 2022; Zollo et al., 2018). Thus, people who make 
environmentally responsible consumption choices in their daily life seem to be more likely to have a green funeral. 
This is consistent with previous research (Rumble et al., 2014; Stock & Dennis, 2021) which found that individuals 
who have green day-by-day consumption habits, environmentalists included, are more likely to choose sustainable 
dead disposals, considering that their remains could represent a “last gift” to the world. It would be a legacy that 
they would leave to the planet after their departure, in continuity with their lifestyle and believed values they had 
during their earthly existence.  
 
Contradicting previous research (e.g., Oh & Yoon, 2014; Yadav, 2016) which demonstrated that ethical buying 
decisions of green products are spurred by both altruistic and egoistic environmental concern, in our study, only 
altruistic concern positively influences people’s willingness to have a green funeral, meaning that individuals 
holding self-transcendent values, who care about the consequences of sustainable issues for others than themselves, 
included future generations, are more likely to choose green death practices.    
 
Finally, the only significant moderating variable is generation. People belonging to Generation Y, therefore being 
26–41 years old, are more willing to have a green funeral than those belonging to Generation X  (aged 42–57) and 
adults belonging to Generation Z (aged 18–25). A possible reason for such result could be that Millennials are 
highly sensitive to sustainability issues (Johnstone & Lindh, 2018) and young enough to be open to green 
innovations also in unusual contexts such as the funeral industry. Furthermore, being older that the members of 
Gen Z, they may feel more confident of being able to choose their own dead body disposal (higher perceived 
control) and less influenced by family traditions. Additionally, being older than Gen Z members, they might also 
be more “prepared” to the idea of dying someday. This would confirm the so called “mortality salience” 
phenomenon whereby older people are more likely to think about their own funerals both because they are more 
emotionally prepared for death, and because they are less afraid of it than younger people (Schrader et al., 2010). 
Considering instead Gen X members, including older people than those belonging to Gen Y, these may be more 
reluctant to embrace green death practices because they are more observant of customs and traditions (Coweii, 
2016). While being “biologically closer” to death, therefore manifesting a hypothetical higher mortality salience, 
these individuals may be less willing to adopt innovative green death practices being against a process of 
secularization of an event that is traditionally considered sacred as a funeral (Holloway et al., 2013).  
 
7 Managerial implications 

Attitude exerts the highest influence on intention to have a green funeral. Given the relationship between attitudes 
and beliefs, green funeral sellers’ interventions designed to strengthen people’s intention should therefore aim to 
favor the formation of favorable beliefs toward having an ecological dead disposal as well as increase the perceived 
value attributed to the related outcomes. This goal could be achieved by combining persuasive communication 
strategies with those that are solely informative. Messages could focus on the benefits of having a green funeral, 
especially those related to the preservation of the planet and the wellbeing of future generations, exploiting positive 
framing techniques. However, negative framing techniques could also be profitably exploited. In this case, 
messages should emphasize the possible negative consequences coming from not having a green funeral, such as 
contributing to damage the environment adopting conventional death practices as traditional burial or standard 
cremation. These arguments should be the most effective also considering the relevance of environmental altruistic 
concern found in the present study. 
 
Furthermore, our results confirm the relevance of perceived control on the intention to have a green funeral. Thus, 
behavioral intention could be hindered because people perceive that they lack the adequate resources to adopt 
green death practices. Accordingly, interventions should aim to improve people’s knowledge and help them 
overcome other perceived barriers. While it is quite unrealistic that funeral sellers can intervene directly on some 
factors, such as time and money that people can dedicate to the purchase of a green funeral, they can more feasibly 
work to improve people’s competencies on existing ecological solutions.  
 
In this case, communication campaigns based on persuasion techniques would not be the most effective to bring 
about changes in these factors. Rather, it may prove fruitful to educate people and increase their familiarity with 
the available products and services. Funeral homes could also inform people about the functioning of funeral pre-
planning. Leaving a legacy for the family members would in fact represent a way to manifest one’s personal will 
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that would also relieve the relatives from having to strive over what they think the departed may have wanted, and 
then have to make difficult, emotional and immediate decisions in the midst of grief. 
While at a lower extent, also subjective norm affects intention to have a green funeral. Accordingly, green funeral 
sellers could profitably target groups of people, such as households or groups of peers and mates. Furthermore, 
given the relevance of Internet-based human relationships, such as those enabled by social networks, companies 
should carefully evaluate the possibility of enhancing their use of digital technologies and direct their messages 
through modern ICT channels as well. 
 
Finally, the relevance of ERC and generation suggests that these factors could represent important market 
segmentation criteria. Given that individuals who are already sensitive about the impact of their day-to-day 
consumption on the environment are also more likely to have a green funeral, ERC scales could be used for 
segmenting the market and identify profitable opportunities. Likewise, age could be a relevant criterion for 
identifying prospects where Millennials represent an audience that should be targeted with priority. 
 
8 Limitations and hints for future reseach 

Besides providing useful insights on green death practices and consumer buying intention of sustainable funeral 
solutions, our research results should be interpreted with caution. First, while the consideration of country-related 
dead disposal regulatory systems was essentially ignored in the present study, we are aware that, all over the world, 
the sector is deeply influenced by country/regional legislations that severely discipline the funeral industry and 
might forbid the adoption of some innovative green death practices. Future research might investigate the different 
normative systems and how they might hinder/vice versa facilitate the adoption of innovative green death practices. 
 
Second, our survey design was based on a purposive sampling method: obtained results cannot be generalized to 
the entire Italian population. While future studies on the antecedents of intention to adopt green funeral solutions 
would benefit from investigations of probability samples, it cannot be overlooked that the use of non-probability 
samples is common in marketing research, in behavioral and social science investigations.  
 
Third, like several studies employing the TPB as theoretical framework, this investigation also explored the 
intention to have a green funeral, and not overt purchasing/pre-planning behavior. Although there is convincing 
indication about the validity of intention in forecasting plain behavior, no test of the relation between intention and 
concrete purchase/pre-planning behavior was made in this analysis. Future studies could profitably investigate the 
relationship between intention and manifest conduct and verify the existence of a possible intention-behavior gap.  
 
Fourth, no measure was comprised in the present study to avoid the so-called “response bias”. Given the sensitivity 
of the investigated matter, specifically relating to environmental concern and associated buying behavior, future 
research should take precautions in minimizing the phenomenon of socially acceptable answers that could alter 
results. Finally, the research was conducted in Italy. Country-related social, religious, as well as cultural factors 
indisputably influenced the findings. Future studies, broadening the geographical extent of the investigation, could 
achieve different findings that may be worthy of attention in drawing both theoretical and managerial implications. 
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Abstract. The prostitution of underage girls is a social phenomenon that is gaining ground in many Western countries. This fact has been 
studied for several years from various angles, most often using sociological or legal approaches. The research note opts for another point of 
view: the analysis of supply chains which can be considered as the “back office” of prostitution. This is a sensitive topic for management 
research, which may offend the general public, but it also raises a key question: should we refrain from tackling issues that are morally 
reprehensible, but which nevertheless refer to an indisputable social reality? The juvenile prostitution relies on an efficient organization of 
logistical activities handled by a multitude of stakeholders, who coordinate to satisfy the demand from clients. The knowledge of the supply 
chain mechanisms of this type of sex exploitation must allow us to better understand the stakes and to fight against the deleterious effects. 
From this point of view, political action needs the work of management researchers to improve its effectiveness. Based on secondary data and 
studies conducted by various academicians specialized in legal sciences and the humanities, this research note proposes a framework for 
analyzing the supply chains associated with juvenile prostitution in the French context. The reflection offers promising perspectives on a central 
theme, but one that is too rarely addressed in academic work. 
 
Keywords: France; prostitution; sensitive topics; supply chain management; underage girls. 
 
1  Introduction 

In April 2021, a surprising chapter was published in France in an edited book by two researchers from the 
University of Bordeaux, a jurist and a sociologist. The book addresses the issue of prostitution of underage girls, 
which has been in the newspapers and TV reports for several years. The chapter by Lavaud-Legendre & Plessard 
(2021) deals more specifically with the functioning of juvenile prostitution, which involves multiple stakeholders 
called “boss”, “prostitute”, “guardian” and “provider”, not forgetting, of course, the clients themselves. 
Prostitution, or the sex exploitation, has its roots in human history (Ringdal, 2004). But we also know that 
prostitution is part of a thriving black market, and even a modern form of slavery in developed countries (Ditmore, 
2011). However, Lavaud-Legendre & Plessard (2021) boldly choose to adopt a “supply chain” analysis of the 
prostitutional activity of underage girls. Is such an approach legitimate in management? If the answer is positive, 
it raises the problem of analyzing “sensitive topics” in a distributive context, in particular drug trafficking (Holste, 
2020), with a moral dimension that the researcher cannot ignore. 
 
This research note successively specifies the roots of the phenomenon studied, the juvenile prostitution, the 
underlying logistical issues, and the scientific legitimacy of exploring sensitive topics. The main objective is to 
show that managerial tools developed over the last few years to improve the monitoring of physical flows within 
supply chains allow a better understanding of some deviant practices. The aim is not, of course, to improve the 
performance of these deviant practices, but to identify the key dimensions underlying their implementation. The 
knowledge that the researcher can acquire about the coordination of the “logistical nodes” supporting juvenile 
prostitution will be very useful in combating the phenomenon. Conversely, refusing to analyze sensitive topics 
because they refer to a reprehensible reality could lead to their deleterious effects continuing over time. Studying 
sensitive topics can therefore be seen as a “civic act”: the researcher at the service of Society. 
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2 Social phenomenon 

Seven years ago, we tried to show how one component of the sex economy, namely the production and distribution 
of low cost pornographic movies, relied on recognized logistical patterns: a mass customization based on the 
standardization of modules and components (generic film scenes of sex that can be found in every production), 
before final differentiation of the “product” (the movie), by constantly renewed assembly of modules and 
components (Paché, 2015). Some researchers had been amused by this analysis, while recognizing its relevance: 
Le Goff (2012) came to an identical conclusion by taking the case of American westerns from the beginning of 
the 20th century. On the other hand, other researchers had noted that it was scandalous to use logistical tools to 
explain the production process of pornographic movies, which testified to the deviation of managerial thinking. It 
is to be feared that Lavaud-Legendre & Plessard’s (2021) investigation will raise at least as many negative 
reactions, even though it appears to be particularly well argued. 
 
Lavaud-Legendre & Plessard’s (2021) chapter focuses on a particular segment of the sex market: the prostitution 
of underage girls, particularly high school students, as a specific commercial sexual exploitation of children (see 
Box 1). In an article devoted to human trafficking, Aronowitz & Koning (2014) address the particular case of this 
prostitution, which is widely developed in certain countries, by questioning the reasons for the demand for very 
young prostitutes. The main reason is that they are inexperienced girls, and unable to set boundaries for sexual 
play, as mature professional prostitutes can. Aronowitz & Koning (2014) also note that in specific cultural contexts, 
especially in Asia and Africa, there are ancestral beliefs that rely on the idea that having sex with an underage girl 
can bring good luck in business. The case of France arguably overlaps in part with Aronowitz & Koning’s (2014) 
analysis, but it has one main specificity: the search for financial resources by underage girls to access the 
consumption of luxury goods and, more broadly, an “easy life”. 
 

Box 1: What is meant by commercial sexual exploitation of children? 

Commercial sexual exploitation of children is the exploitation by an adult with respect to a child or an adolescent –female or 
male– under 18 years old; accompanied by a payment in money or in kind to the child or adolescent (male or female) or to 
one or more third parties. The International Labor Organization considers commercial sexual exploitation of children an 
abhorrent violation of the human rights of children and adolescents and a form of economic exploitation similar to slavery 
and forced labor, which also implies a crime on the part of those who use girls and boys and adolescents in the sex trade. 
Commercial sexual exploitation in children includes all of the following: the use of girls and boys in sexual activities 
remunerated in cash or in kind (commonly known as child prostitution) in the streets or indoors, in such places as brothels, 
discotheques, massage parlors, bars, hotels, restaurants, etc.; the trafficking of girls and boys and adolescents for the sex 
trade; the child sex tourism; the production, promotion and distribution of pornography involving children; and the use of 
children in sex shows (public or private). 

Source: https://www.ilo.org/ipec/areas/CSEC/lang--en/index.htm (Accessed June 13, 2021). 

 
For underage girls facing violence at home, an authoritarian patriarchal regime or a precarious standard of living, 
prostitution appears to be a way to be financially independent in a quick way. More dramatically, prostitution has 
even become glamorous in the eyes of underage girls, who refer to fashion icons. One of the most famous examples 
in France is Zahia Dehar. In 2000, Dehar had sexual relations with players of the French soccer team, after starting 
to prostitute herself at the age of 16 in the Parisian jet set. The young woman then became famous with modeling, 
lingerie design and even film industry. Dehar, from an immigrant and working-class background, “made it” and 
many underage girls dream of doing the same and identify with her (Cheval & Guzniczak, 2019). In other words, 
prostitution is just a step towards fame, in a context of sexualization of young women (Elliott, 2021), but many 
underage girls will become disillusioned; prostitution will then become a source of income to simply eat their fill. 
In their article on the commercial sexual exploitation of children, Miller-Perrin & Wurtele (2017) propose a 
synthesis of the academic work on child risk factors and consequences. 
 
Finally, an official report estimates that 7,000 to 10,000 teenagers are involved in prostitution in France 
(Champrenault, 2021). It mainly affects underage girls (85%), between 15 and 17 years old on average, with an 
increase in the number of victims of more than 340% between 2016 and 2020. The report indicates that prostitution 
of underage girls come from disadvantaged families, particularly from cities in crisis affected by poverty, which 
converges with the results obtained by Klimley et al. (2018) in the United States. Moreover, while social networks 
are massively used by underage girls to get in touch with their clients, recruitment is primarily organized by pimps 
who also use the Internet, even prostituting underage girls aged 14 or younger. The report adds that about a quarter 
of underage girls in prostitution suffer from emotional and/or educational deficiencies linked to dysfunctional 
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family contexts, with situations of break-up. Finally, nearly half of the underage girls say that they were subjected 
to violence during their childhood, mainly sexual, before entering the prostitutional system. 
 
3 Logistical issues 

Taking this reality into account, Lavaud-Legendre & Plessard’s (2021) argument is based on a rigorous 
investigation derived from an in-depth study of ten criminal proceedings conducted in 2019 and 2020 in France. 
These proceedings resulted in the criminal judgment of facts qualified as procuring (with an aggravating 
circumstance: the presence of an underage girl). This allows Lavaud-Legendre & Plessard (2021) to extract a series 
of verbatims that testify to the prostitutional activity experienced by underage girls, with a spiral of violence, 
humiliation, blackmail and drug use. Step by step, Lavaud-Legendre & Plessard (2021) construct an original 
framework that places logistics at the heart of the analysis, in a double dimension: (1) the presence of logistical 
resources of a physical nature; and (2) the importance of information systems as a tool for “monitoring” the 
activity. We find here the foundations of business logistics and supply chain management (SCM) as developed for 
more than thirty years (Chopra, 2018), and of which an application to sexual exploitation has been proposed by 
Stapleton et al. (2012) and Thompson (2017). 
 
The presence of logistical resources of a physical nature is clearly identified by Lavaud-Legendre & Plessard (2021) 
in their survey based on secondary data. The “bosses”, in other words the “pimps”, need to have facilities to practice 
juvenile prostitution, whether they are hotel rooms or rented apartments, when they are not squalid wastelands out of 
sight. They also need to organize the “delivery” of underage girls without driver license by mobilizing the most 
suitable ‒and least expensive‒ means of transport. To do this, the “bosses” do not hesitate to turn to “service 
providers” responsible for making physical resources available, while ensuring their security in the face of potential 
police intervention (see Box 2). Figure 1 is a simplified representation of the supply chain related to the prostitution 
of underage girls as it emerges from Lavaud-Legendre & Plessard’s (2021) investigation. Careful observers of 
conventional supply chains will immediately draw a parallel with the interaction between a shipper ‒or network hub‒ 
and its logistics service provider in the process of delegating delivery operations (Fulconis et al., 2011) (see Figure 2). 
 

Box 2: Profile of juvenile prostitution “logisticians” 
The survey by Lavaud-Legendre & Plessard (2021) highlights some key elements in the supply chain organization of juvenile 
prostitution. As “service providers”, the people in charge of logistical support are young. Most of them are men, three 
quarters of whom are employed or in school and who also have a criminal record, particularly in relation to drug trafficking. 
These are the “little hands” of pimps who recruit, organize the logistics system and control the prostitutes. When they explain 
their role in the supply chain organization, the service providers generally minimize it: they were only “helping out” or 
“providing a service”. However, Lavaud-Legendre & Plessard (2021) underline a particular role for women in the recruitment 
process: they help to create a “trust relationship” with the underage girls. 
 
As indicated above, one of the most significant dimensions of the supply chain of juvenile prostitution is the 
organization of transport, which is a much more critical –and risky– phase than the actual selection of a place of 
prostitution (it is relatively easy to find rooms in no-tell motels, for very low prices, around 50 euros for one night). 
The transport procedures implemented are justified by the “physical protection” of the underage girls, but also by 
a strict control of their movements to the clients. Thus, the service providers who manage the logistical process 
ensure themselves the transport to the places of prostitution (own-account model) or use external companies such 
as Uber (outsourcing model). This approach allows for constant monitoring of the supply chain and prevents the 
underage girl from running away, with a loss of income for the “boss”. It is common that underage girls can have 
30 clients per day, with a “service” charged between 100 and 150 euros (of which 5 to 10 euros go to the underage 
girls) (Franjou et al., 2021). The escape of an underage girl will result in a loss of income of about 4,000 euros for 
the “boss” in a single day. 
 
As far as information systems are concerned, the emphasis is on the revolution represented by the use of the 
smartphone. It a major role at three complementary levels: (1) bringing the “boss”, the “service provider”, the 
prostitute and the client into contact with each other; (2) the organization of prostitutional activity (recruiting 
underage girls, reserving places for prostitutional activity); and (3) the control of prostitutional activity by the 
“bosses” (real-time tracking and tracing of underage girls). Lavaud-Legendre & Plessard (2021) add that the use 
of the smartphone makes it possible to establish a climate of “well-being” around the prostitute, as it becomes a 
privileged logistical tool for placing orders for food products, intimate hygiene products or psychotropic drug 
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FIGURE 1. Prostitution of underage girls: a supply chain perspective 

 

 
FIGURE 2. A traditional view of logistics service provider (LSP) 

Source: adapted from Fulconis et al. (2011). 
 
4  Sensitive topics in perspective: from human trafficking to drug trafficking 

Finally, we must remember from Lavaud-Legendre & Plessard’s (2021) chapter that the researcher is above all a 
scientist. He/she must not shy away from sensitive topics, but he/she must take numerous methodological and 
ethical precautions, including ‒and especially‒ when accompanying young PhD students (Grima & Meier, 2022). 
The prostitutional activity of underage girls is undoubtedly a sensitive topic that has given rise to few academic 
works in the European context, as indicated in the meta-analysis by Benavente et al. (2022), and while 
investigation using secondary data, such as criminal proceedings, may avoid certain dangers for the researcher, 
this will not be the case at all with the collection of primary data. Moreover, any knowledge generated cannot be 
considered as ethically “neutral”: underlining the presence of remarkably organized logistics in prostitution 
activity should not give the impression that the researcher is admiring efficient supply chain practices imported 
from management science. 
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It would be tempting to speak of provocation when academics apply logistical reasoning to prostitutional activity. 
In our opinion, this would be a double mistake. On the one hand, management does not have to ask itself moral 
questions about the themes to be investigated: the existence of a business model, even a condemnable one, implies 
strategies, organizational choices, and productive investments, and the researcher cannot ignore this reality; from 
this point of view, economists, who do not hesitate to take an interest in themes as sensitive as the drug or arms 
economy (Naylor, 2004; Ciccarone, 2005; Parey & Rasul, 2021), have much to teach us. On the other hand, and 
above all, the supply chain approach has been able to initiate advanced reflections whose universal character 
appears obvious; this is the case of many notions widely applied today in companies, which finally allow us to 
better understand the world in which we live, even in its darkest dimensions. An interesting example is provided 
by the reorganization of cannabis and cocaine marketing channels following the Covid-19 crisis. 
 
As Basu (2013) and Caulkin et al. (2016) point out, extremely complex supply chains have been implemented to 
help support this illicit trade. However, the succession of lockdowns and the fear of contamination linked to 
interpersonal contacts created great difficulties in the supply chain management, especially at the last mile level. 
To circumvent them, many drug trafficking networks have chosen to implement a click & collect system, as known 
in the retailing sector (Mortimer & Grimmer, 2017), with an order on the Internet and the product recovery in a 
pickup point. Picture 1 shows a famous drug trafficking pickup point (or “drive” in French), located in Marseille, 
in the South of France, inside one of the poorest neighborhoods in Europe. Drug trafficking takes place in broad 
daylight and is an important source of income. The marketing and logistical aspects are based on a simple and 
perfectly controlled system: after ordering via smartphone (Snapchat), customers arrive by car, roll down the 
driver’s side window and leave with cocaine or cannabis. This system is directly inspired by conventional click & 
collect in its operating process. 
 
Upstream of the cannabis supply chain, an organization has been implemented to supply the markets (Fourquet & 
Cassely, 2021). It is based on the go-fast system, i.e., a convoy of several vehicles transporting the drug at high 
speed from production sites (notably the Rif in Morocco). A first car leads the way to a second car, in which several 
hundred kilos of cannabis have been loaded, and which follows the first car a few kilometers away. A third car, or 
even a fourth car, completes the transport chain to protect the load. To facilitate the handling of the product, a 
standardized loading unit was adopted: the “Moroccan suitcase” (see Picture 2). This is a 30-kilo bundle of 
cannabis wrapped in burlap and adhesive tape. The “Moroccan suitcase” can be likened to a universal transport, 
handling and storage model, similar to the pallet for convenience goods. The same similarity can be seen in the 
mapping of flows. The in-depth analysis of go-fast system thus highlights a strong convergence with the routing 
of traditional products, with radial axes of the same nature, which leads Fourquet & Cassely (2021) to conclude: 
cannabis supply chains and commercial supply chains are based on the same operating systems‡‡‡‡‡.  
 
 

 
Picture 1: The pickup point (“drive”), a new trend in drug trafficking 

Source: © S. Ferrari, November 2021. 

                                                
‡‡‡‡‡ In a fictionalized way but based on police data collected over several years, an excellent description of the cannabis supply chain from the 
Rif in Morocco to the French market is provided in the novel La Daronne (Cayre, 2017). It was brought to the screen in 2020 with Isabelle 
Huppert in the lead role. 
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Picture 2: The “Moroccan suitcase” 
Source: © France TV, June 2020. 

 

TABLE 1 – Supply chain dimensions of illicit drug trafficking 

Production Transportation Retail Consumer 

Cultivation/production of 
raw drug/precursor 

Transport of illicit drug to 
consumer market 

Wholesalers purchase 
from manufacturer and 
distribute to retailers 

Established retailer-
consumer relationships 
pose less risk to both 
retailer and consumer 

Manufacture/refinement 
of illicit drug 

Transport funded either by 
manufacturer or by 
wholesaler or both 

Transport across national 
borders require additional 
planning 

Retailers provide drugs to 
regular customers and new 
customers 

Consumer chooses 
product based on cost, 
quality and perceived risk 

Source: Adapted from McFadden et al. (2014). 

Table 1, adapted from the monograph by McFadden et al. (2014), represents a basic supply chain model of illicit 
drug trafficking that supports this point. This exploration of the darkest dimensions, from human trafficking to 
illicit drug trafficking, could provide useful information for policy makers to better understand the driving forces 
of criminal systems, and how to identify them, not only by referring to the most visible mechanisms (sex 
exploitation, drug use, criminal murders, etc.), but by studying their back office. Better knowledge of teenagers’ 
perceptions is obviously essential to preventing juvenile prostitution (Côté et al., 2020), but it may be sufficient. 
The recent dismantling of several prostitution networks has brought to light a systematically organized logistics, 
of which one of the most illustrative examples is that of the Perpignan network (near the Spanish border), 
dismantled after an eight-month investigation in March 2021. The police forces discovered that it was based on a 
real call center worthy of the largest online retailers. The clients, who found the number of the prostitutes on the 
Internet, were then put in touch with the call center, which arranged the meeting in an apartment rented for the 
occasion. We can therefore consider that the operational knowledge of the logistical back office will allow us to 
act better in situations of human trafficking, in order to eradicate them durably. 
 
5 Conclusions 

Traditional SCM approaches focus on logistical activities that allow wholesaling, retailing and manufacturing 
companies to optimize the delivery of products to customers. Step by step, new horizons have emerged in a societal 
perspective, especially in humanitarian logistics (Banomyong et al., 2019), with the clear objective of helping 
populations in distress, following a natural or man-made disaster. The research paper offers a complementary 
perspective that seeks to identify the supply chain underpinnings of juvenile prostitution understood as a particular 
form of human trafficking. Konrad et al. (2017), by adopting an OR/OM vision, underline the relevance of this 
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perspective, and of the research avenues it contains. This is also the position taken by Kendall & Funk (2017) in 
their book on child exploitation and trafficking: understanding the phenomenon requires that the supply chain 
challenges be clearly identified. It is undoubtedly a major theme for scientific knowledge, and even if the sensitive 
topic dimension might hold back some SCM researchers, it would be regrettable not to give it sustained attention. 
 
It is particularly important to analyze the structure of the various logistical channels implemented by the 
prostitution networks in order to identify functional invariants at several levels: the organization of the 
transportation system for underage girls, the selection and management of prostitution places, the supply of food 
and non-food products, etc. The existence of a standard logistical model for juvenile prostitution is likely, as is the 
existence of what can be found in conventional commercial supply chains. One of the best-known examples is that 
of “platforming”, a generic model that was developed in the 1960s based on the hub-and-spokes organization 
(Paché, 2020). Platforming now supports the totality of delivery organizations, at the international, national and 
local levels. From this point of view, the rigorous mapping of the juvenile prostitution supply chain as archetypal 
organization should undoubtedly facilitate its dismantling, regardless of its location in space. As Magliocca et al. 
(2021) point out, further research is essential to fill the lack of knowledge about illicit supply chain’s modus 
operandi, even if taboo and disturbing topics need to be addressed by academics. 
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Abstract. Service-dominant logic established that for the success of service industries, it is vital to acknowledge the customer as an active 
agent in the commercial ecosystem. To carry it out, the consumer must participate in creating value. This study aims to find different profiles 
of consumers co-creators of brand value in the banking sector, according to their idiosyncrasy and cultural values. A quantitative investigation 
was carried out in the United States, Mexico, Spain, Argentina, and Brazil, obtaining a total of 2029 valid questionnaires where latent profile 
analyzes and ANOVAs were performed to identify and describe the latent profiles of consumer co-creators of brand value. Afterward, a PLS-
SEM was performed to test the research model in each segment. The results show four different profiles of consumers co-creators of brand 
value, from non-co-creators and skeptical to customers committed to co-creating value with their banks. The results indicate that not co-creators 
of value clients lack the motivations and resources to carry out co-creation behavior. Creativity and connectedness were crucial for customers 
co-creators of value. To the authors' understanding, no studies have used latent segmentation to find out the profiles of customers who are co-
creators of value. Furthermore, the study has been carried out in different countries to observe the effect of idiosyncrasy and national culture 
on bank customer behavior. 
 
Keywords: latent profile analysis; cross-cultural study; idiosyncrasy; co-creation of value 
 
 

1 Introduction 

With the development of technology implemented in financial services and innovation in easily replicable 
processes, the banking market is at a high level of competition where customers have significant decision-making 
power. Therefore, banks need to generate experiences for customers that allow them to differentiate themselves 
from their competitors. Financial services nowadays are framed in an ecosystem composed of fintech startups 
(such as payment technologies, lending, and crowdfunding, transaction and payment terminals, personal finance 
management), technology developers (such as big data analytics, digital currency and cryptocurrency, and social 
media developers), government, financial customers, and traditional financial institutions (Lee & Shin, 2018)). 
However, it has been a real challenge to banks to keep customers loyal and adopt the new technologies 
implemented to help improve the perceived experience, as is the case with mobile banking and fintech in general 
(Kang, 2018). Moreover, adopting such technologies would allow consumers from emerging economies to access 
banking services where market penetration is low in some areas due to inadequate access to services or their high 
cost (Hassan & Wood, 2020). Now, people must adopt new technologies to ensure coverage of services in the 
financial market. Additionally, the client must be an active agent in the ecosystem. Hence, it is sustainable and can 
reach more potential customers; as Cambra-Fierro et al. (2017) noted, companies are not the only value providers; 
customers should also be an active part of the value creation process. Thus, within this entire ecosystem, this study 
wants to highlight the role of the client as an active subject in the commercial activity focused on the foundation 
of service-dominant logic (SDL). 
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The SDL is an alternative and challenging view of the traditional neoclassical economics view of goods-dominant 
(GD logic), which considers firms as producers of goods/services and capable of creating value (Cambra-Fierro et 
al., 2017). According to Vargo et al. (2008), value is created by the firm and distributed in the market. Therefore, 
the roles of producers and consumers are not the same. In contrast, the SDL considers producers and consumers 
equal, and value is co-created simultaneously and mutually.  
 
SDL was initially proposed by Vargo & Lusch (2004). It has been studied in the last decade as a specialized area 
of service marketing (Vargo & Lusch, 2017). Authors like Prahalad & Ramaswamy (2007) have encouraged the 
study of co-creation value, considering it is the SDL key since it brings firms the opportunity to offer more and 
better value in the market (Cambra-Fierro et al., 2017). In addition, it is a significant competitive advantage for 
companies (Karpen et al., 2012). However, no studies show the different profiles of bank customers co-creators 
of value to our understanding. For this reason, the objective of the research is to find the profiles of customers co-
creators of brand value in the banking sector, according to their perceived experience (idiosyncrasy). 
 
The study is structured as follows: first, we present a literature revision of the main topics for this research, namely, 
co-creation value, national culture, and idiosyncrasy. Second, the research method is presented. With data obtained 
in five countries, an analysis of latent profiles (LPA) is made based on the level of co-creation of the surveyed 
consumers, getting four differentiated profiles. Third, in discussing the results, the four profiles obtained are 
analyzed to expand knowledge about value co-creation. Finally, the main conclusions and limitations of the 
investigation are presented. 

2 Literature review 

A literature review of key topics is presented to study the profiles of consumers' brand value co-creators in the 
banking industry of five selected countries, including cultural values and idiosyncrasy. 

2.1.  Brand Value Co-creation 

Relationship marketing establishes perceived value as the key to maintaining long-term relationships with 
customers (Aaker, 1996). The dominant logic of the service SDL transcends the role of the customer in generating 
value (Payne et al., 2008). The first perspective assumes the company must study the consumer. According to the 
results, generating value keeps the customer interested in the business relationship, making them taxable. The SDL 
understands the client as an active and involved subject in the value creation and exchange process. In that order, 
the value is not exchanged between actors but the co-creation in use in context (Pohlmann & Kaartemo, 2017). 

Customer perceived value has been defined in several ways without reaching a standard agreement among 
researchers. Holbrook (1994) recognizes the creation of value as the fundamental basis for all marketing activities, 
and Kotler (1972) proposes marketing as the process to exchange, primarily, a greater value. According to Gallarza 
et al. (2001), perceived value suffers from several conceptual and methodological difficulties. However, one of 
the most widely accepted definitions in the current literature says that the perceived value can be understood as 
the benefits perceived by the consumer in contrast to the sacrifices that must be delivered in the commercial 
exchange. Vargo & Lusch (2016) describe value co-creation as how value is created from the interaction between 
the agents that participate in an exchange process. Nysveen & Pedersen (2014) defined co-creation as a mutual 
comprehension process wherein one hand, companies develop what consumers expect to get, and on the other 
hand, consumers select or modify services according to their needs. Moreover, Merz et al. (2018, p. 79) describe 
brand value "as the perceived use value co-created and determined collectively by all the actors in the ecosystem." 
Despite the competitive advantage that adopting co-creation value processes may give to any company, especially 
the service companies, there is scarce research about the subject. Merz et al. (2018) proposed a multidimensional 
scale to measure value co-creation for services companies to fulfill this gap. Dimensions proposed by Merz et al. 
(2018) supposes two different sources: customer-owned resources and customer motivation. Customer-owned 
resources are: 

• Brand knowledge: refers to the whole set of experiences that the consumer has about the brand. 
• Brand skills: refers to customer perception about the capabilities of the company. 
• Brand creativity: represents "production, conceptualization, or development of novel and useful ideas, 

processes, or solutions to problems" (Kozinets et al., 2008) 
• Brand connectedness refers to the degree to which a consumer is in capacity and seeks to be in a 

relationship with other users or customers of the brand. 

On the other hand, dimensions from customer motivation are: 
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• Passion: refers to positive and strong feelings from a customer to a brand, such as love or admiration. 
• Trust: refers to the consumer's belief about the brand's benevolence, its capability in fulfilling the 

promises, and, in general, the confidence in the brand 
• Commitment: The degree to which the consumer is committed to helping the brand be a success 

Following Merz et al. (2018) work, this investigation proposes these dimensions as generating elements of brand 
value co-creation behavior. 

2.3.   National culture 

Academia culture studies are more developed in certain countries like the United States and Spain. In contrast, 
studies about South Africa, India, and Japan are more recent and date back to 1980 (Burton, 2008). In Latin 
America, research can be found since the early twentieth century; however, the actual emergence of the discipline 
began in the 1970s (Hart & Young, 2014) since the history of Latin America differs totally from the history of the 
rest of the world. Latin America has had a significant influence from Europeans, Asians, and Africans. After the 
conquest and independence of the countries, there was no national culture but a combination of symbols, traditions, 
and customs from the conquering nations. Subsequently, it would take more than a century for conquered and 
liberated countries to acquire their own national culture. 

Several studies have found that culture affects marketing, explicitly advertising, marketing strategies, and 
consumption habits (Haffar et al., 2016; Rehman, 2017; Robinson, 2019). In addition, the relevance of culture in 
consumer behavior research is based on the influence of culture on lifestyle, which in turn influences the 
communication and interaction of individuals with IT (Brandtzæg, 2010). Culture has proved to be a problematic 
term for academics to define, and social scientists accept no universal definition. Its complexity has allowed several 
authors to provide concepts to literature from different perspectives (Burton, 2008). On the other hand, Williams 
(2014, p. 87) declares: "culture is one of the two or three most complicated words of the English language." Social 
scientists have used the concept to refer to a set of parameters that a group shares and differentiates it from another 
in a significant way (Brodbeck et al., 2013). According to Steers et al. (2008), culture shares values, norms, and 
mutual behavior patterns. Despite culture being invisible, some characteristics and manifestations are indirectly 
recognized. 

The word nation is deeply related to the native term, which refers to the birth of the human being in a fabric of 
relationships that settle in a geographical place (Williams, 2014). Hroch (1998, p. 79) defines it as "a large social 
group integrated not by one, but by a combination of various types of objective relationships (economic, political, 
linguistic, cultural, religious, geographical, historical) and their subjective reflection on the collective 
consciousness." The national culture as a concept is relatively new, and there are those who reject the idea due to 
the growing flow of information that permeates the culture of small populations that make up a nation. However, 
the idea that each nation has a distinctive culture is widely accepted, and the use of national culture seen as a unit 
of geographic analysis is widespread in marketing (Burton, 2008). Besides, some authors claim that national 
culture can be a great tool to examine the generalization of theories in marketing and reveal their conditions 
according to the environment (Engelen & Brettel, 2011). Following Kumar & Pansari (2016), national culture may 
influence consumer behavior, especially service industries. Additionally, some authors consider that new 
technologies can make similar societies when different societies turn modern and become similar developments. 
However, the same technology development may increase differences because, first, it can change pre-existing 
value systems; second, societies face different ways of technological modernization (Hofstede, 2011).   

In this study, the national culture will be a critical variable in the differentiation of value co-creation behavior in 
the banking industry of five nations and different cultures, according to the indices of the dimensions that conform 
to the national culture. To measure the national culture, we found various models in the literature, especially 
Hofstede, GLOBE, and Schwartz. Hofstede's cultural dimensions (Hofstede, 1994, 2009, 2011) define culture as 
"the collective programming of the mind which distinguishes the members of one group from others," the model 
consists of 63 items administered to more than 116,000 employees of IBM of 40 countries and presents a structure 
of four original dimensions: individualism versus collectivism, power distance, masculinity versus femininity, and 
uncertainty avoidance. Later on, based on the findings of the Chinese Value Survey, a fifth dimension was added 
to evaluate time orientation within a culture: long-term versus short time orientation (Hofstede, 2011; Hofstede & 
Bond, 1988). The Global leadership and Organizational Behavior Effectiveness, or GLOBE research program, 
was designed by Robert J. House in 1991. Volume I, dedicated to culture, leadership, and organizations, presented 
the dimension resulting from 17,300 intermediary managers from 951 different local organizations in 62 societies 
worldwide. Later, in volume II, studied 25 companies and completed the conclusions of volume I. The model 
identifies nine cultural dimensions (Carolina, 2019; Tung & Verbeke, 2010). Most of the nine dimensions are 
based on the Hofstede model. 
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TABLE 1 – Ten types of motivational values – Schwartz 

 
Definition Examples Source 
Power: Social status and prestige, control or control over people or 
resources 

Authority of social 
power, wealth 

Interaction, group  

Achievement: Personal success demonstrating competence according to 
social standards 

Successful, capable, 
ambitious 

Interaction, group 

Hedonism: Pleasure and sensual gratification for itself Pleasure, enjoy life Organism  
Stimulation: Emotion, novelty, and challenges in life A varied, daring, exciting 

life 
Organism 

Self-direction: Independent thinking and action - choose, create, explore Creativity, curiosity, 
freedom 

Organism, 
Interaction 

Universalism: Understanding, appreciation, tolerance, and protection for 
the well-being of all people and nature 

Tolerance, social justice, 
equity 

Group, Organism 

Benevolence: Preservation and improvement of the well-being of people 
with whom frequent contact is maintained 

Social, honest, indulgent Organism, 
Interaction, Group 

Tradition: Respect, commitment, and acceptance of customs and ideas 
that provide traditional culture or religion 

Humble, devout, 
accepting position in life 

Group 

Conformity: Containment of actions, inclinations, and impulses that may 
anger or harm others and violate the social expectations of the norms 

Polite, obedient, honor 
parents and elders 

Interaction, Group 

Security: Harmony, security, and stability of society, relationships, and 
self 

National security, social 
order, cleaning 

Organism, 
Interaction, Group 

Author's note: Organism: universal needs of individuals as biological organisms; Interaction: universal requirements for coordinated social 
interaction; Group: universal requirements for the proper functioning and survival of the groups.  
 

Source: Schwartz (1994, p. 22) 

Finally, the Schwartz model (1992) differs from other cross-cultural models by combining human societies' values 
and cultural orientations. The study set up a list of 57 value elements for students and teachers in more than 70 
countries (Guo et al., 2020). In this investigation, we decided to use the dimensions of Schwartz since its objective 
is to present a theory that could potentially be universal towards aspects of human values (Schwartz, 1994) also 
because inconsistency is found in Hofstede's model and consequently the GLOBE model. For example, Brewer & 
Venaik (2012) warn that the national level culture dimensions do not apply to organizations or individuals across 
nations. In other words, the model works only at the national level. But this is something that, as both Hofstede 
and GLOBE acknowledge in their research books and journal papers, several studies still apply the model to 
individuals. Schwartz (1999) argues that values are answers to three fundamental needs faced by human beings 
and society: (1) biological needs, (2) need for coordinated social interaction and, (3) need for proper functioning 
and survival of the group. Schwartz (1994) proposes that there are ten types of motivational values categorized in 
self-transcendence (universalism and benevolence), self-enhancement (achievement and power), conservation 
(tradition, conformity, and security), openness to change (stimulation and self-direction) (Ahmad et al., 2020). 
The ten types of motivational values are presented in Table 1. These types of values can be compared to the 
dimensions proposed by Hofstede (2009), such as individualism and distance to power. Therefore, the expectation 
of Schwartz (1994) is that the theory developed from his study can be applied to cross-cultural researchers to 
choose the samples strategically, based on the types of values. 

2.4.   Idiosyncrasy 

According to Gorgoglione & Panniello (2018), the depth research of customer experience may allow identifying 
idiosyncratic perceptions to study groups of consumers. Although national culture should define consumer 
behavior, personal factors may shape the way a consumer perceives the experience, and thus, the outcomes of the 
experience may vary among individuals. Idiosyncrasy has not been a popular variable in marketing research; in 
fact, previous research has only used it as an argument to explain personal differences between groups of 
individuals (Moschieri & Campa, 2014). Although idiosyncrasy is fundamentally a personal factor, Hollander 
(1958) proposes the existence of a "group idiosyncrasy" that develops from the subjective elements of the 
individuals. Their expectations about what is expected to be an appropriate behavior or attitude to continue 
belonging to the group. 

Idiosyncrasy may be defined as the beliefs, attitudes, and behavior of an individual or group regarding another 
individual or group. In this research, we define idiosyncrasy as the beliefs and attitudes of a consumer regarding 
the bank services that may lead to positive and negative behaviors. Fourie (2012) associated idiosyncrasy with 
uniqueness, peculiarity, unconventionality, and individuality. Each person shows their idiosyncrasy through 
technology. Therefore, it suggests more studies that relate ICT and idiosyncrasy since how people use their 
technologies will give more information about this topic that has been scarcely studied in the literature on consumer 
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behavior. Therefore, the information could be analyzed to promote innovation, productivity, and efficacy. Thus, 
idiosyncrasy should be deeply studied so the banks can establish and maintain long-term business relationships 
with their customers. Gorgoglione & Panniello (2018) found that idiosyncrasy may lead to establishing clusters of 
customers according to their perceived experience in bank services. Therefore, in this investigation, idiosyncrasy 
as a critical element of the experience perceived in the co-creation of brand value will be studied to generate the 
profiles of co-creative consumers. 

3 Methodology 

5.1  Sample 

Data was collected by a market research company in five countries using a structured questionnaire survey to find 
the consumers' profiles of co-creators of value. Countries were selected based on several criteria. First, we wanted 
to compare Western countries from developed and developing economies, so no wide cultural differences became 
impossible to compare. In this sense, countries of America and Western Europe were considered. Then we 
reviewed the FinTech report from Statista.com (n.d.), which shows the growth in the value of transactions carried 
out through web pages, apps, and other channels offered by banks from the leading countries since 2017 and 
projected until 2025. Finally, we found that the countries that met the geographic location requirement were: 
Argentina, Brazil, Canada, Chile, Colombia, Denmark, Dominican Republic, France, Finland, Greece, Italy, 
Mexico, Netherlands, Peru, Portugal, Spain, United Kingdom, and the United States. With this list of countries, 
we take a representative country for North America (USA) and Europe (Spain), and three from Latin America, an 
area largely forgotten by research on marketing and behavior but of great interest for its growth. Thus, we choose 
the three most significant countries in Latin America according to their GDP, namely Brazil, Mexico, and 
Argentina ("Latin America & Caribbean," n.d.). 
 
From Argentina and Spain, 403 valid questionnaires were obtained individually, from Mexico 401 and Brazil, and 
United States 421, obtaining 2029 valid observations for the study. All the ethical guidelines for data collection, 
informed consent, and appropriate disclaimers were reviewed and approved by the ethics committee of CESA. To 
participate in the survey, the respondents had to be active clients of a bank with at least one current product. In 
addition, they must have used two or more different channels of the bank to make their transactions in the last 60 
days, be over 18 years old, and nationals or residents with more than 15 years of living in the country to avoid 
differences in the national culture of each subsample. 

5.2   Scales 

The questionnaire was designed based on scales found in the literature that have been shown in previous studies 
to have the reliability and validity necessary to be replicated. Thus, the scale to measure the antecedents of co-
creation value (knowledge, skills, creativity, connectedness, passion, trustworthiness, and commitment) was 
adapted from Merz et al. (2018). To measure the co-creation of value in bank customers, the study proposes a 
scale to measure the behaviors resulting from co-creation. The creation of this scale was based on Pinho et al. 
(2014) and Payne et al. (2008). The scale was revised by experts and tested on a sample of 400 banking customers 
before the study. The 34 items of the idiosyncrasy scale were adapted from Gorgoglione & Paniello (2018). Finally, 
Schwartz's work was used to measure national culture (Schwartz, 2012). Items are presented below.Except for 
Cultural Values, all the scales were measured with 7-point Likert-type scales where 1 is "totally disagree," and 7 
is "totally agree." Cultural values were measured with a 0-8 point scale, where 0 is "opposed to my principles," 1, 
2, and 3 are "not important," 4, 5, and 6 "important," and 7 and 8 "of supreme importance." 

5.3   Methods 

A n LPA analysis was applied to find any unobserved heterogeneity. It obtains profiles of bank customers co-
creators of value according to their idiosyncrasy. ANOVA analyses and cross tables are used to find the 
antecedents of co-creation for each segment and national culture differences.  
 
3. Results  

5.4 Estimating the number of profiles 

mPLUS 8.3  was used for calculating the optimal number of segments. We started with two segments, and we 
increased until the significance of the segments was above 0.05. Finally, seven fit indices were applied to know 
the optimal solution using TECH11 and TECH14. Table 3 shows the results. 
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TABLE 2 – Scales 

Construct Dimension Item Author 
Antecedents 
of co-creation 
of Value 

Knowledge I am informed about what my bank has to offer Merz et al. 
(2018) I am knowledgeable about my bank 

I am an expert in things related to my bank 
Skills I think analytically when I deal with my bank 

I think logically when I deal with my bank 
I think critically when I deal with my bank 

Creativity I become imaginative when I interact with my bank 
I become creative when I interact with my bank 
I become curious when I interact with my bank 

Connectedness I am networked with other customers of my bank 
I am connected to other customers of my bank 
I belong to one or more bank communities related with my bank 
I socialize with other customers of my bank 

Passion I am addicted to my bank 
I am a fan of my bank 
I love my bank 
I admire my bank 

Trust I trust my bank 
My bank addresses my concerns honestly 
I rely on my bank when I have a financial problem 
I depend on my bank to satisfy my financial needs 

Commitment My goal is to make my bank a success 
I am driven to make my bank a success 
I am committed to making my bank a success 
I am enthusiastic about making my bank a success 

Co-creation of 
Value 

 I normally read the publications made by my bank on its website 
or social media 

Based on Pinoh et 
al. (2014) and 
Payne et al. 
(2018) 

I publish original content about my bank through my social 
networks 
I share information about my bank through my social networks 
When I purchase a financial product in my bank, I can customize 
it according to my interests 
When I want to buy a financial product or use any of my bank's 
services, and I have any concerns, I use a customer service channel 
(chat, call, email, etc.) 
I identify myself with the values of my bank 

Idiosyncrasy  I became a customer of my bank because it was recommended to 
me 

Gorgoglione & 
Paniello (2018) 

All I care about is which bank gives me the best financial 
conditions (rates) for what I need 
I would much rather deal with someone face to face than over the 
phone, especially in financial matters 
It would be great if I could deal with one designated sales rep 
throughout my relationship with the bank 
I do not choose it by the rate alone; there are other important 
factors, like time and effort, too 
It is important to me that the company I am dealing with is "local" 
I want to choose between different options to make certain I get 
the best offer 
It is more important to get what I need than to shop around for a 
better rate 
I have dealt with them before so getting what I needed was really 
easy 
Yes, there are other banks, but I would rather stay with mine; it 
makes the process much easier 
I do not care about a relationship with this company; I just want 
the best rate 
I stay with my bank because I am not confident using another one 
It is important to me that the company I am dealing with has a good 
reputation 
It is important that I am kept informed of what is going on 
throughout my dealings with the bank 
It is important that the bank is sincere and explains the investment 
product in detail, making it transparent to me 
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It is important that they keep me up-to-date and inform me about 
new options 
It was important that the sales rep knew what I was going through 
and could relate to it 
Dealing with different forms and different people is not really 
"customer-friendly" 
I choose different Banks for different products to spread the risk 
I want to have a guaranteed capital, a guaranteed investment 
The whole process was so easy, they took care of everything 
The way the deal with me when things go wrong will decide if I 
stay with them 
It was important that they guided me throughout the whole process 
It is important that the people I am dealing with are good people; 
they listen, are polite and make me feel comfortable 
I am already a customer; they know me and take good care of me, 
there is no need for me to go somewhere else 
It is not just about the now; this bank will look after me for a long 
time 
I will not do business with pushy sales people 
It is important that the bank was flexible in dealing with me and 
looking out for my needs 
I choose them because they give independent advice 
I want to deal with a safe Company, because this is my money 
I did not receive any guidance and as a result I will look for 
someone else in the future 
I am confident in their expertise, they know what they are doing 
It was important to me that the bank also took care of all the other 
products I needed 
If the advisor changes company I will consider moving my 
accounts with him/her 

Cultural 
Values 

Power Social power, authority, wealth Schwartz (2012) 
Achievement Success, capability, ambition, influence on people and events 
Hedonism Gratification of desires, enjoyment in life, self-indulgence 
Stimulation Daring, a varied and challenging life, an exciting life 
Self-Direction Creativity, freedom, curiosity, independence, choosing one's own 

goals 
Universalism Broad-mindedness, beauty of nature and arts, social justice, a 

world at peace, equality, wisdom, unity with nature, environmental 
protection 

Benevolence Helpfulness, honesty, forgiveness, loyalty, responsibility 
Tradition Respect for tradition, humbleness, accepting one's portion in life, 

devotion, modesty 
Conformity Obedience, honoring parents and elders, self-discipline, politeness 
Security National security, family security, social order, cleanliness, 

reciprocation of favors 
 
According to Gabriel et al. (2015), the best model should have LL, AIC, and BIC fit lower than the other solutions 
and entropy more significant compared to other solutions. Also, LMRT and BLRT must be significant (p<0.05). 
The fits of the model presented in Table 1 indicate that even when solutions from 2 to 6 classes are valid (p<0.05), 
the solution of 7 classes is not feasible because LMRT and BLRT fits are p>0.05. Solutions of 2, 3, 4, 5, and 6 
classes are viable, and segments are statistically significant, but, due to the size of the classes and the highest score 
of entropy, the 4-segments solution is the most accurate for this work with 87, 524, 609 and 808 observations, 
respectively. 

5.5 Mixture Regression 

Table 4 shows the mixture regression of co-creation value (CCV) with the proposed variables related to this 
research. The table presents the mean, the significance of the relationship, the number of observations, percentage 
of the size of the segment on the sample, the most relevant idiosyncratic perceptions in each segment, cultural 
values, and country of origin. With these variables, each segment will be characterized.  

Results show four different segments of consumers co-creators of brand value according to their willingness to co-
create. The first segment we have denominated no-creators of value or detractors customers. The second segment 
has been denominated skeptical customers, the third segment neutral customers and, the fourth segment is 
composed of the real costumers co-creators of brand value. 
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TABLE 3 – Comparison of fit indices for determining the number of classes 

 
Segments 
 

 
LL 

 
AIC 

 
BIC 

 
ABIC 

 
ENT 

 
LMRT (p) 

 
BLRT (p) 

2 -126944 254094 254672 254345 0.951 0.000 0.000 
3 -124185 248646 249421 248982 0.951 0.004 0.005 
4 -121611 243569 244540 243991 0.952 0.000 0.000 
5 -120489 241395 242563 241902 0.939 0.000 0.000 
6 -119471 239428 240793 240021 0.928 0.001 0.001 
7 -118887 238331 239892 239009 0.925 0.445 0.446 

Note: LL = log likelihood; AIC = Akaike information criteria; BIC = Bayesian information criteria; ABIC = Adjusted Bayesian information 
criteria; ENT = entropy; LMRT = Lo-Mendell-Rubin-adjusted-likelihood ratio test; BLRT = parametric bootstrap likelihood ratio test. 

 
TABLE 4 – Mixture regression for four classes 

 Mean Sig. Counts Counts% Idiosyncratic 
Perceptions 

Cultural 
values 

Country % 

Segment 1  2.474 0.000 87 4.3 

Rates: 2.2 
Personal: 2.8 
Time and effort: 2.2 
Comparing: 2.4 
Loyalty: 2.3 
Brand reputation: 2.4 
Information: 2.2 
Security and trust: 2.2 
Ease process: 2.3 
Crisis management: 2.3 
Attention: 2.3 
Product portfolio: 2.4 

POW = 2.5 
ACH = 3.5 
HED = 3.0 
STI = 3.3 
SELF.D = 3.8 
UNIV = 3.5 
BEN = 4.3 
TRAD = 3.5 
CONF = 3.5 
SEG = 3.90 

Arg.=19.5 

CCV/knowledge 3.6    Spain = 
23.0 

CCV/skills 4.3    Mex = 17.2 

CCV/creativity 2.2    Bra = 23.0 

CCV/connectedness 1.5    USA=17.2 

CCV/passion 1.6     

CCV/trustworthiness  2.4     

CCV/commitment 1.6     

Segment 2 3.264 0.000 524 25.8 

Rate: 4.3 
Personal: 4.3 
Time and effort: 4.4 
Comparing: 4.6 
Loyalty: 4.0 
Brand reputation: 4.6 
Information: 4.5 
Security and trust: 4.3 
Ease process: 3.5 
Crisis management: 4.3  
Attention: 4.6 
Product portfolio: 4.4 

POW = 2.9 
LOG = 4.5 
HED = 4.3 
STI = 4.6 
SELF.D = 5.9 
UNIV = 6.0 
BEN = 6.7 
TRAD = 4.1 
CONF = 4.1 
SEG = 6.2 

Arg = 29.7 

CCV/knowledge 4.3    Spain = 
22.4 

CCV/skills 4.7    Mex = 18.8 

CCV/creativity 2.6    Bra = 21.7 

CCV/connectedness 1.7    USA = 7.4 

CCV/passion 2.1     

CCV/trustworthiness  3.2     

CCV/commitment 2.0     

Segment 3  3.868 0.000 609 30.1 Rate: 4.3 
Personal: 4.7 
Time and effort: 4.6 
Comparing: 5.6 
Loyalty: 4.5 
Brand reputation: 5.8 
Information: 6.2 
Security and trust: 5.3 
Ease process: 4.3 

POW = 3.3 
LOG = 4.2 
HED = 3.9 
STI = 4.0 
SELF.D = 4.7 
UNIV = 4.5 
BEN = 5.0 
TRAD = 4.9 
CONF = 5.1 

Arg = 18.0 

CCV/knowledge 4.5    Spain = 
21.3 

CCV/skills 5.1    Mex = 12.9 

CCV/creativity 3.3    Bra = 18.9 
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 Mean Sig. Counts Counts% Idiosyncratic 
Perceptions 

Cultural 
values 

Country % 

CCV/connectiveness 2.4    
Crisis management: 5.4  
Attention: 6.3 
Product portfolio: 5.2 

SEG = 5.1 
USA = 29.0 

CCV/passion 3.0     

CCV/trustworthiness  3.9     

CCV/commitment 2.9     

Segment 4  4.755 0.000 809 39.9 

Rate: 5.5 
Personal: 5.5 
Time and effort: 5.9 
Comparing: 6.2 
Loyalty: 6.1 
Brand reputation: 6.4 
Information: 6.5 
Security and trust: 6.1 
Ease process: 5.9 
Crisis management: 6.1 
Attention: 6.5 
Product portfolio: 6.2 

POW = 3.9 
ACH = 5.2 
HED = 4.8 
STI = 5.1 
SELF.D = 6.2 
UNIV = 6.1 
BEN = 6.7 
TRAD = 5.8 
CONF = 5.9 
SEG = 6.7 

Arg = 15.0 

CCV/knowledge 5.6    Spain = 
16.8 

CCV/skills 5.7    Mex = 25.8 

CCV/creativity 4.4    Bra = 18.8 

CCV/connectiveness 2.8    USA = 23.6 

CCV/passion 4.2     

CCV/trustworthiness  5.3     

CCV/commitment 4.2     

5.6 Estimation of segment-specific models 

A PLS-SEM model was run from a Bootstrapping in SmartPLS 3.0 the segmented profiles with the segments 
obtained. The results are shown in the following four figures. In the segment of detractor customers, it is evident 
that, of the variables proposed as antecedents of value co-creation, only commitment and trust significantly impact 
the desired behavior. For skeptical customers, we noted that customers' motivations significantly impact the co-
creation of value behavior. Also, Knowledge and skills have a strong relationship with the target behavior. 
However, creativity and connectedness are lacking. For neutral customers, unlike skeptical, the customer-owned 
resources creativity and connectedness have a direct and positive impact on value co-creation. The motivations for 
participating are commitment and passion. 
 
 

 
FIGURE 1. Model estimation for detractors customers – Segment 1 
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FIGURE 2. Model estimation for skeptical customers – Segment 2 

 

 

FIGURE 3. Model estimation for neutral customers – Segment 3 

 

 

FIGURE 4. Model estimation for value co-creator customers – Segment 4 

For consumers co-creators of value, the same antecedents found in neutral consumers have a direct and positive 
impact on the co-creation of value, with a slight difference in the impact of creativity and passion, being slightly 
more robust in consumers co-creators of value. In this sense, we find that the most relevant antecedents for value 
co-creation are creativity, connectedness, passion, and commitment. The difference between the segments is 
expected to be in personal characteristics such as culture and idiosyncrasy. 
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4. Discussion 

Segment 1 – Customer No-creators of brand value 

This first segment comprises customers who have little information about the bank and barely trust its skills to 
perform their job. They are clients who do not show interest in knowing the bank, interacting with other clients, 
nor have strong positive feelings towards the brand and are not worried about its growth. According to the results 
of the idiosyncrasy dimensions, it can be deduced that they are passive customers in the management of their 
financial products, do not actively seek preferential rates, good service, or a broad portfolio of financial products.  

Segment 2 – Skeptical customers 
We have called these skeptical consumers because of their low will in co-creating brand value, despite self-
reporting a high level of knowledge about their bank and positive perception about the bank's abilities to perform 
their functions. However, their interest in connecting with other bank users is minimal, their level of trust in the 
bank is low, and therefore, the commitment to the development and growth of the bank is insignificant. This group 
of clients is more prone to compare rates, and it has outstanding attention to the bank's reputation and the excellent 
service it can provide. Thus, without attachment to the bank, this consumer can be understood as a practical 
consumer looking for good service and not committing further to the brand. Its cultural values are a segment with 
high scores in universalism, benevolence, and security, values of self-transcendence, and conservation categories. 
Previous research on consumer behavior in eco-friendly consumption has proved to positively affect behavioral 
intention (Ahmad et al., 2020). However, in this research, these values do not significantly affect brand value co-
creation in the banking sector. The difference between the sectors could explain this phenomenon. While one is 
oriented towards responsible consumption and encourages the philanthropic values of the consumer (eco-friendly 
consumption), the other is a sector dedicated to more mundane and practical needs. 

Segment 3 – Neutral customers 

The third segment comprises consumers who are halfway in their willingness to co-create. They are an excellent 
target to reach because their self-report about their bank's knowledge is high, but their perception of the bank's 
ability to fulfill its duties is even higher. Therefore, they need a better and more significant experience with the 
bank to increase their confidence in improving their positive feelings towards the brand. As for the idiosyncrasy, 
they seek an experience with the bank that gives them full transparency in the information that the bank provides, 
requires a high personalization of the service, and for them, the bank's reputation is essential. Finally, the most 
outstanding individual cultural values are benevolence, conformity, and security. Like the previous segment, they 
are cultural values of the self-transcendent and conservation categories. 

Segment 4 – Customers co-creators of brand value 

The fourth segment is made up of customers, co-creators of brand value. They self-report a great deal of knowledge 
about the bank, have confidence in the brand, perceive a high capacity to meet their goals, and experience positive 
feelings towards the brand. These are consumers who report the highest ratings in terms of loyalty. For them, the 
brand's reputation, the transparency of the information, the portfolio of bank products, good customer service, and 
crisis management are crucial. Although personal cultural values share high grades in benevolence and 
universalism, like the two previous segments, this segment also reports an increased rating in values of the open-
to-change category, such as stimulation and self-direction. This category in an earlier study showed a negative 
relationship with the behavioral intention studied (Ahmad et al., 2020). On the other hand, this study is positively 
related to brand value co-creation. According to the sector studied, as previously proposed, cultural values may 
influence consumer behavior in different ways. 

5. Conclusions 

According to Ahmad et al. (2020), some consumers' attitudes and behaviors (such as eco-friendly consumption) 
may be positively related to self-transcendence and conservation values and negatively associated with self-
enhancement and openness-to-change values. However, this study shows an inverse relationship between these 
categories and the behavior studied. Therefore, more studies about cultural values and their impact on consumer 
behavior across markets and economic sectors may be necessary. 
 
This study shows the different profiles of banking clients found in the market, according to their level of co-
creation of brand value and their perception of experience with it. In addition, the study results provide relevant 
information for the industry since there is no similar study available that allows the consumer to be understood 
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from their most personal motivations for the interaction and co-creation of brand value. According to the research 
results, commitment is essential in all customer profiles to co-create value with banks. However, for co-creation 
to finally occur, it is necessary to have a passion for the brand, accompanied by the consumer's resources such as 
creativity and connectivity. In addition, the knowledge about the brand and the skills perceived by the consumer 
about the company are not enough to carry out co-creation behaviors. 
 
By studying five different countries and studying and measuring personal culture, we have verified that national 
culture. However, it is a crucial element to understand the behavior of groups. When studying individuals, it is 
possible to see the differences between groups that the context of the individual may give. Likewise, when 
conducting the study in Latin American countries, it is expected to fill a gap (Engelen & Brettel, 2011) and expand 
cross-cultural studies on consumer behavior, which generally focuses on developed countries and Asia, but neglect 
the Latin American or African countries. 
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Abstract. The paper explores ethical consumption looking at an individual more than a collective perspective. Ethical consumption can be 
viewed as self-authentication acts unveiling the true self of individuals. Since an ethical business can also be seen as an entity reflecting individual 
values, it becomes important to explore how individuals authenticate themselves. The aim of the research is to investigates which are the acts of 
self-authentication expressing ethical consumption that become the basis of a collective-based authenticity and which are the self-authentication 
acts behind an ethical business. The interconnecting self-authentication acts that emerge from the study are expressions of ethical consumption 
which function as catalysts to undertake business activities. The context of the study is the second-hand luxury digital communities where the 
population of interest is made of by Z-generation individuals who implement a sustainable behavior acting as consumers and as sellers. The 
methodology is based on a combination of netnographical analysis and in-depth interviews. As a result of our analysis, we develop a theoretical 
model. Theoretical and managerial implications are also presented.    
  
Keywords: ethical consumption, ethical business, self-authentication acts, luxury, digital communities 
 
 

1  Introduction  

Ethical consumption is related to the individual ethical concerns (Holbrook, 1993).  It is inherently linked to the 
people intent to reduce the material footprint and achieve the goal of sustainable consumption (Luchs et al., 2010). 
Today’s new postmodern consumers consume and dispose ethical objects that reflect who they are or who they 
would like to be (Belk, 1988). Personal values and the true self are important catalysts to engender an authentic 
identity (Cherrier, 2007) so that individuals can deploy ethical consumption if such behavior becomes an 
expression of one’s true self. Investigating self-authentication acts means examining how ethical collective 
behavior becomes ethical at the individual level. As such, the focus shifts from examining the motivations and 
values driving collective ethical behavior to identifying when such behavior becomes an expression of self-
identity. 
 
Second-hand luxury consumer shopping has been investigated in the ethical consumption literature (e.g., Sun et 
al., 2021), and the growing development of online collaborative redistribution platforms such as Vinted or Depop, 
where second-hand goods are sold by users to their peers, allows consumers to simultaneously play the dual role 
of “buyer-seller”. People may buy second-hand luxury goods because they are driven by ethical values. At the 
same time, value exchange takes place, which may also be driven by ethical values.  
 
Our research contributes to the ethical consumption literature by providing a greater understanding of luxury 
second-hand individual behavior, with reference to the consumer-seller dual role. More specifically, we seek to 
explore what the self-authentications acts are that drive a person to be an ethical consumer and seller of second-
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hand luxury goods. The aim is to recognize how authenticity and ethical values are the underlined motivations 
linking value exchange (i.e., economic outcome) with the consumption of second-hand luxury goods. In so doing, 
our research suggests that ethical values ought to create a bridge between the mirroring authentic identities of the 
individual undertaking a dual consumer/seller role.  
 
The research is operationalized by using a qualitative investigation of second-hand luxury online communities 
with in-depth interviews of a sample of the Z-generation subjects. The findings have relevant implications as a 
new ethical luxury prospective can emerge and inspire activities of luxury-goods managers who ought to consider 
the buyer not just as the end-customer, but also as an entrepreneur of its own goods during the entire product 
lifecycle. 
 
2  Literature review 

2.1   Ethical consumption  

The term ethical consumption is generally used to cover a range of terms including sustainable (e.g., Connolly & 
Prothero, 2003), moralistic (e.g., Luedicke et al., 2010), green (e.g., Gleim et al., 2013), organic (e.g., van Doorn 
& Verhoef, 2011) and fair-trade consumption (e.g., White et al., 2012). Cooper-Martin & Holbrook (1993), 
defined ethical consumer behavior as “decision-making, purchases and other consumption experiences that are 
affected by the consumer’s ethical concerns” (p. 113). Based upon the philosophical principles of deontology (i.e., 
obligations or rules) and teleology (i.e., guided by consequences of actions), Huntel & Vintell’s model describes 
ethical decision making as a behavior that begins with a perception of an ethical problem and is influenced by 
several different variables. Consumers make deontological and teleological assessments of possible alternative 
behavior with the aim to arriving at an overall ethical judgment that guides their intentions and thus, their own 
behavior.  
 
Other approaches emerged from the Theory of Reasoned Action (Fishbein & Ajzen, 1980) and the Theory of 
Planned Behavior (Ajzen, 1988). While the former theory considers individual attitudes and social norms as 
antecedent of behavior, the latter sees the causes of consumers’ behaviors in their attitudes, perception of societal 
pressure and the control they have over their own purchasing act. Overall scholars have been inspired by the 
planned behavior approach. Rest (1983), for example, considers that ethical behavior denotes four consecutive 
stages of activities: 1) recognition of the ethical issue, 2) application of ethical judgment, 3) resolution to place 
ethical concerns ahead of others and then 4) action on the ethical issues. Strong (1996), on the other hand, 
highlighted that individuals’ beliefs also act as antecedents of attributes and behavioral intentions. In addition to 
identifying the information (embedded in credible labels) and normative social factors (including the influence of 
peers and family), consumers see ethical obligation and self-identity as the main constructs affecting their own 
attitudes.  
 
Beyond the various approaches and explorations that can explain ethical behavior found in the literature, the 
concept of individual motivation (Freestone & McGoldrik, 2008; Davies & Gutsche, 2016) which unveils the 
reasons that drive some consumers toward, or deter other consumers from, higher levels of ethical concern and 
action in their purchasing decisions has been identified. These studies are based on the notion that through 
understanding a person’s motivations and values, it is possible to gain greater insight into why individuals behave 
as they do. As such, motivations are “the processes that cause people to behave as they do [and] occur when a need 
is aroused that the consumer wishes to satisfy” (Solomon et al., 1999, p.91). Personal norms and values are 
important in explaining why individuals are motivated by social obligation over self-interest (Stern et al., 1999; 
Davies et al, 2012). Other motivations driving ethical choices are self-protection and personal benefits since 
collective ethical behavior is seen as impacting personal health. Other forces acting as ethical behavior engines are 
information alternatives, in terms of ethical products, that retailers offer to the market (Oosterveer et al. 2007). On 
top of motivations, other factors impeding ethical consumption have been explored in the literature. These include 
price-quality concerns given that consumers are unwilling to compromise on price, value, product quality and 
brand quality (Auger et al., 2010). Other factors are the excessive bombardment of consumers by marketing 
messages (Boulstridge & Carrigan, 2000) and consumer scepticism of ethical symbols (Nicholls & Lee, 2006).   
 
Consumers’ values are among the most important constructs motivating people to adopt ethical consumption. 
Schwartz & Bilsky (1987. p. 551) defined values as “concepts or beliefs about desirable end states or behaviors 
that transcend specific situations, guide selection or evaluation of behavior or events, and are ordered by relative 
importance”. As Rokeach (1973, p. 5) highlighted, a value can be conceptualized as “enduring prescriptive or 
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proscriptive beliefs that a specific mode of conduct (instrumental value) or end state of existence (terminal value) 
is preferred to another mode of conduct or end state”. Other literature has investigated the relationship between 
ethical obligation and self-identity, emerging from Shaw’s model (2000), and its underlying values. Shaw et al. 
(2005) identified these values as being self-direction, stimulation, achievement, hedonism, security, benevolence, 
universalism, and conformity.  
 
Despite such values and intentions emerging from social obligations, there exists a gap between the person’s 
attitude and ethical consumer behavior (Bray et al. 2010; Carrington et al. 2010; Chatzidakis et al. 2007). Govind 
et al. (2017) contributed to the understanding of such a gap proposing a model of dual attitude suggesting that this 
gap exists because individuals have explicit and implicit attitudes. Explicit attitudes are easier to influence and 
may drive behavior in the shorter term, whilst implicit attitudes are harder to change and more likely to drive 
behavior in the longer term. They are seen as the true drivers for purchasing ethical products and a) manifest as 
actions or judgments b) are automatically activated and c) influence response which cannot be control.  
 
The analysis the authors focused on is based on the internal level. Chatzidakis (2015) explored how consumers 
choose ethical products evaluating the impact of unconscious guilt as a regulator of human conduit. The author 
highlights how this causes moral (mis)behavior through a psychodynamic mechanism that largely escapes 
consumer’s awareness. Govind et al. (2017) and Chatzidakis (2015) explored reasons caussing the gap that are not 
socially based. Relating to this, Auger & Devinney (2007) investigated the impact of social desirability suggesting 
that individuals provide answers concerning their behavior in a fashion that is socially acceptable. Both studies 
provide an analysis that goes beyond the cognitive process internal to individual consumers (Carrington et al. 
2014), the multiple and competing identities impeding on consumers’ intention to consume ethically (Connolly & 
Prothero, 2008; Puncheva et al. 2018), and the strategies consumers use to justify gaps in their behavior after the 
fact (Chatzidakis et al., 2007).  

2.2   Ethical consumption as self-authentication acts 

As stated in the previous section, along with the cited literature, it is important to investigate the social and 
individual perspective of ethical consumption by having a more neo-liberal vision of consumption. As such, the 
advent of expert systems and greater access to information, prompts multiple and often contradictory opinions 
about the “what” and “how” of ethical consumption (Belk, 1999), such that what seems good or ethical for one 
may not be so for another. Postmodern consumers can acquire, consume, and dispose ethical objects that reflect 
who they are or who they want to be (Belk, 1988). Thus, it becomes important to investigate not so much how 
consumers relate themselves to a collective ethical consumption, but how such consumption is felt along one’s 
personal values and the true self. As Cherrier (2007) points out: “the ethical consumer operates freely in its own 
construction and consciously chooses elements in the marketplace that meets its need for meaningful or authentic 
identity” (p. 2). Consumers can deploy ethical consumption if such behavior becomes an expression of his/her true 
self.  
 
Authenticating acts express a self-authenticity conceptualized as “the degree of congruency between one’s actions 
and one's core self-conceptions, consisting of fundamental values, beliefs, and identities to which one is committed 
and in terms of which one defines oneself” (Vannini & Burgess, 2009, p. 104). Investigating self-authentication 
acts means examining how a behavior becomes ethical at the individual level. As such the focus shifts from 
examining the motivations and value driving collectively ethical behavior to identifying when such a behavior 
becomes an expression of one’s self-identity. It becomes interesting investigating self-authentication acts of ethical 
consumption defining the process of self-authentication as a “process of assessing whether or not one’s actions are 
congruent with one’s activated identity” (Kuchmaner & Wiggins, 2002, p. 2).  
 
This process can be articulated in different steps that include a) the antecedents, b) an internal authentication 
through authentication acts, c) external authentication through audience validation and d) the outcomes of self-
authentication. While the marketing literature suggests that people use consumption to self-authenticate 
(Beverland & Farrelly, 2010; Davis et al., 2019), it has not explored the process of self-authentication through 
consumption analysis. As such, there is an opportunity to investigate the relationship between ethical consumption 
and authenticity. This is because authenticity is a personally based construct stemming from self-negotiating acts 
consumers implement to reveal their true self (Arnould & Price, 2003). Authentic brands are a “form of expressive 
culture no different in principle from films and television programs, or rock bands” (Holt, 2002, p. 87). Consumers 
dialogue with them, establishing an almost intimate personal relationship “as useful ingredients to produce the self 
as one chooses” (Holt, 2002, p. 81). Beverland & Farrelly (2010) defined brand authenticity as self-brand 
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authentication around a brand’s core values (Postrel, 2003). These can be found in quality commitment, pedigree, 
stylistic consistency, heritage, relationship with traditional production practices, and territories. While quality and 
pedigree are indexical cues, offering guarantees in terms of product genuineness (Beverland, 2006), the other 
attributes are also iconic cues, deriving from a consumer’s self-authentication through connections with place and 
time. Among the traditional production practices, handcrafted productions are characterized by feeding a 
consumer’s self-authentication via connections to moral personal values.  
 
If we analyze authentic consumption as expression of self-authentication, we can identify self-authentication acts 
as an expression of collective authenticity. In this respect, as pointed out by Bishop (2013), authenticity can be 
seen as a self-consistency pursued over the years by interacting with environment and time. More specifically, 
authentic individuals act in response to a purpose of being, but if we refer to the philosopher Heidegger (1962), 
one of the most outstanding scholars of authenticity, they are not only “das Ein,” that is, beings which relate to 
their ethical values, but also “das-Ein-in-der-Welt”, that is, they immerse themselves in the environment, inhabit 
it and project themselves into it. Such a brand is the one that implements a self-brand authentication interacting 
with the environment and pursuing its true self also in terms of environmentally connecting core values. As far as 
we know, the literature has never investigated collective authenticity based on brands building their own self-
consistency with ethical consumption. A collective-based perspective of authenticity focuses not so much on how 
self-consistency can be individually pursued and expressed to the market, but on how it is ethically constructed 
through the interaction with the environment and its values and cultures (Ranfagni, 2022). 
 
3  Digital platforms as a bridge between ethical consumers and sellers  

In the analysis of ethical consumer behavior, the reference context that best captures the salient features of its 
collective and individualistic nature is the collaborative consumption (CC) model of the sharing-economy which, 
thanks to the help of peer to peer (P2P) digital platforms, has rapidly grown over the last years (De Rivera et al., 
2017). Collaborative consumption is broadly defined as “sharing, obtaining, and giving access to products and 
services through peer networks online (Kim & Yoon, 2021 p. 1). Botsman & Rogers (2010) identified three 
different CC platforms: product service systems that value the consumption of goods over their possession, 
collaborative redistribution markets that allow the redistribution of second-hand goods between peers and the 
collaborative lifestyle where individuals exchange intangible goods like skills. In the CC digital platforms, peers 
have the possibility of assuming, alternately or simultaneously, both the role of supplier and consumer, thus 
enjoying the fluidity of the role and of equal identity. The peer consumer can become a seller when s/he decides 
to market his/her own resource on the platform, on the contrary the seller can decide to purchase a good or a service 
by assuming the role of consumer (Lin et al., 2019). The fluidity and the network effect of digital platforms trigger 
a mechanism of mutual transfer of skills and experience (Lin et al., 2019) and facilitate the natural establishment 
of a mutual empathy that can foster positive behavior involving peers. Sellers’ and consumers’ ability to expand 
their role has recently been recognized as one of the five key defining features of the sharing economy and has 
been recognized as an important area for future research (Eckhardt et al., 2019). Motivations for participating in 
the sharing economy vary between consumers and sellers (Böcker & Meelen, 2017). In recent research (e.g., 
Langa, 2020) on the seller and buyer intention to transform the unilateral relationship in the double buyer-seller 
role, an important role is played by trust, the ability to rely on an individual, group, or organization (Rotter, 1967) 
and gratitude, an emotion triggered by the perception that others have voluntarily and intentionally carried out 
good deeds toward oneself (McCullough et al., 2001) towards peers and towards the platform per se.  
 
While these results explain the motivation behind the adoption of a dual role, the role of ethics in terms of consumer 
and business ethics, as far as we are aware, had not been investigated in the literature yet. An important factor 
becomes the fact that the seller makes use of ethics as a means to undertake the operation of his/her own business. 
But just like ethical consumption, the ethical business also reflects individual values and can be seen as the result 
of self-authentication acts. The ethics of business are the ethics of the individuals making up the business, who 
recognize themselves in it and “a discussion of business ethics becomes a discussion of the ethics of the individuals 
who make business” (Fritzsche, 1991, p. 842). Ethical values are beliefs about what is “right” and “wrong”. Ethics 
therefore become the vehicle for developing one’s own business. 
 
4  Context of analysis and research questions 

Our analysis focuses on sustainable luxury. It investigates sustainable behavior (as consumers and sellers) as an 
example of ethical consumption. Sustainability and luxury seem to be two concepts that cannot be integrated 
(Achabou & Dekhili, 2013). Luxury is something inessential, superfluous, exclusive, and ostentatious. It is a 
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personal object of desire. Since the degree of luxury consumers ascribe to an object depends on how much they 
consider it a luxury product, luxury is also a subjective construct. Conversely, sustainability is something 
indispensable. It is linked to the conservation of common goods. Furthermore, since sustainability translates into 
behavior which, if implemented, has a social impact, it is an ideological and collective phenomenon.  
 
Despite these differences, scholars show how sustainability in the form of environmental sustainability and luxury 
can relate to each other via features of durability and rarity that define both (Kapferer, 2012). The conservation of 
natural resources is the main objective of environmental sustainability. Similarly, luxury has an everlasting 
existence and does not pass as fashion changes (Hoffman & Coste Manière, 2012). Luxury is also a rarity (Ricca 
& Robins, 2012) as its products are unique. The value of its products depends as much on the use of rare 
craftsmanship as on the use of rare resources (skins, leather, pearls, etc.). By preserving the environment, 
sustainability preserves these resources and their rarity. Therefore, while it contributes to generating luxury 
perceived value, due to being durable over time, luxury limits the use of natural resources contributing to 
environmental sustainability (Winston, 2016).  
 
Fashion luxury second-hand shopping refers to buying goods that are previously owned by others (Roux & Guiot, 
2008). The term second-hand includes goods that have already been used, regardless of the age of the product. It 
must be differentiated from the term vintage, related to previously owned, but not necessarily used, garments from 
a specific period (Cassidy & Bennet, 2012; Turunen & Leipaemaa-Leskinen, 2015). Vintage goods are often 
purchased as part of a treasure hunt, while second-hand goods are related to bargain hunting (Cervellon et al., 
2012). Second-hand shopping behavior has been mainly studied in the context of buying reasons and motivations 
both in offline markets (Roux & Guiot’s, 2008, Ferraro et al, 2016; Ertz et al., 2015) and in online digital platforms 
(Padmavathy, 2019). Some main categories from the buying side that have been found relevant are economic 
motivations that are based on price orientation and value for money (Amatulli et al., 2018; Machado et al., 2019), 
convenience motivations, when information seeking, ease of use, and usefulness are dominant reasons, 
ideological/hedonic and utilitarian motivation when social interaction, nostalgic pleasure, need for uniqueness, 
functional, task oriented and trust (Bardhi & Arnould, 2005) and fashion motivation based on originality, 
authenticity and uniqueness to find rare and unique pieces (Laitala & Klepp, 2018; Machado et al., 2019).  
 
Ethical consumption, generally explained as sustainable or green consumption (Reiley & DeLong, 2011; Carrigan 
et al., 2014) is also emphasized as being one of the most important critical buying motivations. Consumers’ green 
consumption values are related to consumers’ tendency to express environmental protection values through their 
purchases and consumption behavior (Haws et al., 2014). Prothero et al. (2011) found that second-hand P2P 
platforms serve to empower consumers’ green consumption values, reducing their environmental footprint. The 
re-definition of the life cycle of a sold product allows consumers to resell a rarely used or unused item online. 
Recently, ethical motivations have also been studied from the consumer-resale side. Focusing on second-hand P2P 
platforms, Tan et al., (2022) analyzed consumer resale behavior and green consumption values. They 
defined sustainable resale behavior as “the set of consumers’ strategic practices and disposal actions in their 
consumption that aim at protecting natural and social resources” (p. 4). The relation between ethical consumption 
and authenticity in the dual role seller-buyer (as allowed by the P2P online platforms) has been completely 
neglected in the recent literature.  
 

 

FIGURE 1. Conceptual framework 
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Our goal is to rebuild the process of self-authentication following ethical consumption. Then, our RQ would be: 
“What are the acts of self-authentication expressing ethical consumption?” Given that these acts are expressions 
of collective based authenticity, asking this question allow us to identify the fundamental elements of authenticity. 
Furthermore, given that the ethical seller seeks a value exchange providing an economical advantage in its 
business, we endeavor to identify which self-authentication acts are behind an ethical business. Through an enquiry 
of individuals who are both consumers and sellers, the intersecting self-authentication acts are self-authentication 
expressions of ethical consumption which act as catalysts to undertake business activities, that is, to gain an 
economic outcome. 
 
5   Methodology 

A qualitative approach was chosen to examine our research questions as it is the most suitable method for studies 
where the phenomenon of interest is complex, has not been well described, is socially constructed (Corbin et al., 
2014) and based on individual interactions (Belk et al., 2012). Participants were recruited via second-hand 
platforms. Respondents were screened on several criteria. All selected participants were buyer as well as seller of 
second-hand luxury fashion goods on P2P platforms and their reselling activity involved personal items that had 
not been sourced initially for resale but mainly been purchased for self-use. Twenty-two interviews were 
undertaken to reach the saturation point. The interviews were conducted by the authors using semi-structured 
guidelines. The interview protocol was structured to unveil antecedents of self-authentication acts, self-
authentication acts from both the consumer and seller role and sharing behavior with peers. It included 1) 
informants’ socio-demographic data (age, sex, educational, job, etc.), 2) a description of the second-hand luxury 
experiences in terms of used platforms, traded goods, buyer and/or seller experience history, personal feelings as 
buyer and/or seller), 3) subjects’ description of how they define themselves (scale of values, priorities, etc.), 4) 
what drives (which values) to be a second hand luxury buyer and how certain individual values are reflected in 
these experiences, 5) what drives (which values) to be second a hand luxury seller and how certain individual 
values are reflected in these experiences, and 6) description of sharing behavior. 
 
Respondents were willing to provide deeper answers mirroring a soft-laddering approach (Grunert & Grunert, 
1995), unravel the subjective meanings attached to both luxury reselling on the second-hand market and luxury 
purchasing. Interviews were recorded and transcribed into English. The average length of the interviews was one 
hour. Through the analysis of the qualitative data, different themes emerged which were coded, recoded, and 
regrouped (Belk et al., 2012). The authors, from different cultural backgrounds, helped triangulate the data and 
introduce a level of cultural distance to the interpretation of the themes. 
 
6  Preliminary results 

What we present here are preliminary results since the study is not finalized yet. All respondents were regularly 
involved in both fashion luxury purchases and reselling activities on second-hand online platforms. Yet, the focus 
of the analysis was to discover the meaning of self-authentication values they attribute to buying and selling 
second-hand fashion luxury goods. Form a first analysis of the interviews, we obtained the kind of results, reported 
in Table 1. 
 
Case 1: Buying and selling second-hand fashion luxury items is the way to express all own convictions, beliefs, 
ideals, life-plans, and projects, “being truthful toward oneself and about oneself in word and deed” (Bauer, 2017). 
Self-authentication acts express the individual consumer and business’ ethical values. Gaia, a 23-year-old 
university student defines herself  as “I’m a transparent person. I see commitment on both a social and personal 
level. So, I like discipline and be a fair person. I do yoga, I'm a vegetarian, it's not like I'm a type of person but I 
think it's very much in line with my personality to buy on Vinted. I am also very nostalgic, and very attentive to 
the environment”.   Gaia is getting closer to the second-hand luxury goods platforms through purchases in the local 
markets: “I started appreciating products sold at the local flea markets where I can go to explore and find rare 
products”. Gaia describes her buying experience as “I went from buying a vintage part to a completely vintage one 
when I became aware of the problem of waste, scraps and fast fashion. So, I was so touched in my sensibility that 
I got rid of new items. Before it was a question of style, now also of ethics”. What makes authenticate Giada is the 
research of an expressive style of her identity through purchasing second-hand luxury goods. And her seller 
experience “It is not enough for me that having sold and that the object no longer remains in the closet, it gives me 
more satisfaction that a person spends 5 minutes to tell me, for example, that they like it or that it is a gift. I like 
to have feedback. A kind of transparency in terms of what will be the second life of the product to know that its 
life will continue”.  
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TABLE 1 -  Some preliminary results from the interviews 

Object of analysis Main content 

Antecedents Family and individual values, motivations of second-hand luxury purchasing 
(personal history, influencers, etc.) 

Consumer self-authentication Activities (what to do before the purchasing activity), how do we authenticate 
ourselves, how is the purchasing experience shared (via UGC, social media, etc.) and 
the effects from consumer self-authentication acts 

Seller self-authentication Activities (what to do before the selling activity), investigate a) if we don’t 
authenticate ourselves how do we pursue economical outcomes? b) if we don’t 
authenticate ourselves in the second-hand luxury goods, investigate the self-
authentication act, how is the selling experience shared (UGC, social media, etc.) 
and effects from seller self-authentication acts. 

 
Giada authenticates herself in undertaking business when she feels like contributing to defining the buyer identity. 
The purchasing and selling activities of second-hand luxury goods is shared through UGC which become an 
environment that reflects the link between the ethic purchasing/selling behavior and the definition of the self. In 
this case both attributes underline that is the person (both during buying and selling acts) who has the capacity to 
form her personality, her identity and to follow her own style of life in a self-directed way and actions.  
 
Case 2. Self-authentications acts are mainly related to the seller side of the consumer-seller dual role. Individuals 
are involved in the goal to give a second-life to the product by reselling it. Arianna a 25 years old university student 
said “I am sorry that a dress that has been very precious to me is no longer worn and I prefer to sell it so that it 
cannot only live on but give others the joy it gave me in wearing it”. 
 
7   Discussion and implications 

The research investigates the link between ethics and authenticity. The basics of dialectics are to define ethically 
authentic behavior that can be a useful contribution to the literature on ethical consumption and to the literature on 
ethical business. If we consider that authenticity encompasses collective ethics, this study shows how the dialectic 
between the two can act as a business driver. The literature separates the ethical values of the ethical consumer 
from the ethical values of the businessmen. Here, we identify common ethical values by analyzing all 
authenticating acts that make the business perform. 
 
The discussion can take place at two levels. The first concerns self-authentication expressions of ethical 
consumption. From this emerges a comparison with self-authentication acts in literature, especially with reference 
to those generating the perception of authenticity. The study identifies the characteristics of a collective based 
authenticity. It is possible to compare the values underlying ethical behaviors present in the literature and the self-
authentication act.  
 
The second level of contributions concerns the identification of self-authentications as consumers and intersecting 
sellers. Such self-authentication acts can be read as acts that allow us to re-read the gap between attitude and ethical 
behavior. They assume the role of connecting self-authentication acts as they are common to buying and 
consuming behaviors. It becomes intriguing to identify their constitutional paradigms.  
 
Finally, the study provides a new perspective in analyzing second-hand luxury goods – that of the dual buyer-
seller role – which supplements the current literature on second-hand luxury consumption. Whilst there exists a 
growing body of literature concerning the buying and consuming of second-hand luxury goods (Cervellon et al., 
2012; Turunen & Leipämaa-Leskinen, 2015), the transformation of the second-hand luxury consumer into a seller 
has been neglected in previous literature. Thus, by suggesting the diverse dynamics driving the decisions to sell 
luxury goods, we aim to contribute theoretically towards bridging this research gap.  
 
From a managerial point of view these findings have significant implications for company brand managers and 
second-hand P2P platform managers. The findings suggest that contemporary second-hand luxury consumers do 
not necessarily regard themselves as end-customers, but instead as moveable owners and eventually sellers during 
the product’s lifecycle. Luxury brands should acknowledge this and turn it into a benefit. They could endeavor to 
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manage the product’s whole lifecycle to give it value during all the consumption phases – not just in the initial 
“first-time” purchasing situation, but instead, by also bringing value through additional services for other users 
and possessors during its lifecycle. First, they should build a long-term relationship with clients, recognizing first-
hand luxury clients, providing an experience that is not product-centered, confers prestige to the client and value 
to the brand and secondly, they should now embrace the opportunity to recognize the status of second-hand sellers, 
building relationship with them. Third, find alternative avenues of representing their way of being ethical.  
 
The identified authenticating acts could inspire new ways of expressing sustainability and can explain and let 
company to overcome the traditional attitude gap - people declare themselves sustainable (explicit attitude) and 
then buy non-sustainable (implicit attitude). A possible overlap between declaring oneself sustainable and behavior 
can be stimulated when understood the role of authenticity in the ethical consumer behavior. Finally, the current 
research suggests that brand managers should collaborate with second-hand P2P platforms to gain detailed 
consumer insights into consumer–brand interaction and to boost authentic brand values that feed the brand identity 
in the primary market. 
 
Even second-hand platform managers can benefit from our results as they can expand their understanding of users’ 
ethical values for using the second-hand platforms that relate to the role of the self-authentication processes; such 
an effect can be a new opportunity for P2P digital platform to leverage their direct or indirect network effect and, 
as a consequence, to improve and faster the conversion rate from the consumer unilateral relationship with the 
platform to the seller-buyer dual role.  
 
8  Conclusions 

Compared to the existing studies this is the first work that tries to understand the relevance of the authenticity in 
the individual ethical values in the context of the second-hand digital platforms. The seller-consumer dual role has 
been studied by self-authentication acts analysis and several different ethical behaviors model have been 
descripted. A relevant theoretical contribution has been provided to the consumer ethics literature such as to the 
collaborative consumption and sharing economy literature and important managerial implications both for the 
company luxury brand managers than for the second-hand digital platform managers have been descripted. Further 
research could deepen this analysis to find a new explanation of the attitude-behavioral gap of the ethical behavior. 
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Abstract. The authors examine whether hypocrisy induction is an effective self-persuasive tool that promotes people as bystanders to 
intervene to stop a cyberbullying incident and offer support to the victim. Findings demonstrate that hypocrisy induction causes some 
consumers to support anti-cyberbullying campaigns, while others do not. The inconsistent reactions are moderated by construal level and 
explained by feelings of guilt and shame. That is, when consumers realize that they have violated ethical standards through low- (high-) 
construal level messages, they feel guilt (shame), thereby motivating them to overcome their discomfort by engaging more (less) in anti-
cyberbullying campaigns.  

Keywords: construal level; cyberbullying; hypocrisy induction; guilt; shame 
 
 
1 Introduction 

Cyberbullying often occur in the presence of other bystanders. While the inaction of bystanders can augment the 
deleterious effects of bullying on a victim (Brody & Vangelisti, 2015), bystander intervention can reduce bullying 
by more than 57 percent (Espalage et al., 2012) and make victims less anxious and depressed (Salmivalli, 2014). 
In response, governments, non-profits, and brands are creating and implementing various campaigns to encourage 
online users to take action in cyberbullying incidents. However, their effectiveness is in doubt. Safety Net (2018) 
reported that nearly half of social media users still experience cyberbullying, which leads to widespread risk of 
suicidal thoughts, attempts, and death (Hinduja & Patchin, 2019). Failures may have occurred because most 
campaigns rely heavily on traditional remedies such as fear appeals or penalties to punish the inaction of bystanders 
(Ashktorab &Vitak, 2016; Jansen & Van Schaik, 2018). Unlike traditional bullying, cyberbullying does not inflict 
physical harm and can occur without malicious intent (Runions & Bak, 2015; Zych et al., 2019). Diffusion of 
responsibility and anonymity in the online setting also raises the perception that incidents are less severe than they 
actually are (Brody &Vangelisti, 2015; Machackova, 2020). Hence, external deterrents not only fail to alter 
behavior of the bystander but prompt psychological reactance and rejection (Erceg-Hurn & Steed, 2011; Kok et 
al., 2018). 
 
We propose that self-regulatory mechanisms will be more effective than external interventions and that hypocrisy 
induction is a novel way to motivate online users to voluntarily engage in online ethical behavior. Hypocrisy 
induction is a method by which people become aware that past behavior violates moral standards, causing 
psychological discomfort and eliciting intrinsic and autonomous motivation to correct past mistakes through future 
behavior (Aronson et al., 1991). Prior research demonstrates that this self-persuasion technique produces deeper, 
longer lasting effects and is less likely to backfire than traditional persuasion techniques (Kim et al., 2021;2022; 
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Kim & Ryoo, 2022; Priolo et al., 2016). Therefore, in the online context, our first goal is to test whether hypocrisy 
induction is an effective means of promoting online users’ voluntary engagement in ethical behavior. Specifically, 
we predict that subtly reminding online consumers of their past transgressions can increase their support for anti-
cyberbullying campaigns, and their propensity to intervene.  
 
A second goal is to further refine the hypocrisy induction effect. While hypocrisy is known to encourage some 
offenders to approach problems and correct past bad behavior, it also risks keeping others away from and 
confronting moral failures (Gamma et al., 2020). The literature on moral regulation (Cornwell & Higgins, 2015; 
Janoff-Bulman et al., 2009) suggests that when moral failures are internally attributed, people can cope with 
negative emotions in at least two ways: approach and modify their behavior or avoid and detach from the situation. 
Despite these two distinct strategies, most hypocrisy induction studies postulate a unidirectional approach to 
resolving discrepancies with the question of the extent to which people take curative actions (Kim et al., 2021; 
2022; Kim & Ryoo, 2022; Priolo et al., 2016). They overlooked the fact that wrongdoers can take the opposite 
strategy. In other words, hypocrisy induction can also lead to behavioral inhibition (Gamma et al., 2020) and thus 
people’s support for anti-cyberbullying campaigns may decrease. As such, consumers’ responses to hypocrisy 
induction are expected to be bidirectional, but there is a lack of studies that test these two qualitatively different 
reactions in a paper and reconcile inconsistent findings.  
 
In this paper, the authors fill this gap by suggesting construal level (Trope & Liberman, 2010) as the construct that 
moderates the potential divergent effects of hypocrisy induction. Research on construal level theory has shown 
that whether objects and events are construed as abstract or concrete is a major factor in influencing people’s moral 
judgments (Ryoo et al., 2017). This paper suggests that the positive effect of hypocrisy induction emerges when 
hypocrisy is induced through low-construal level (i.e., how-message), but such effect becomes reversed, leading 
to more detrimental consequences when hypocrisy is induced through high-construal level (i.e., why-message). 
We argue that concrete and contextual descriptions of one’s ethical failure make consumers to focus on their 
behavior itself (i.e., behavior-specific appraisals; e.g., “I did a bad thing”), thereby motivating them to undo their 
wrong deeds by subsequently behaving ethically. Feelings of guilt explain this positive effect of hypocrisy 
induction. However, when the ethical wrongdoing is construed at a higher level, people attribute their moral failure 
to their self (i.e., global self-appraisals; e.g., “I am a bad person”). With greater negative evaluations of the entire 
self, participants feel shame, which in turn, drives them to avoid and disassociate from the situation at least 
temporarily. Consequently, hypocrisy induction fails to deter online unethical behaviors.  
 
As shown in Table 1, the crux of our theorization relies on the argument that under the situation in which people 
become aware of their moral failure, construal levels activate specific cognitive appraisals attributed to either 
behavior or global self, which in turn trigger discrete emotions (guilt or shame), thereby leading to the adoption of 
different moral regulation strategies (behavioral activation or inhibition).  
 
2 Methodology 

2.1   Research design and sample 

We used a 2 (hypocrisy induction: presence vs. absence) × 2 (construal level: high vs. low) between-subject design 
and recruited 199 participants (Mage = 42.24 years, 81 women) from Amazon’s MTurk. 

2.2   Procedure 

Participants were told that the study seeks consumers feedback on online advertising campaigns to combat 
cyberbullying. Upon agreeing to participate, participants were randomly assigned to one of four conditions. 

 

TABLE 1 – Theoretical framework 

Construal level → Specific cognitive 
appraisals → Emotions → Moral regulation 

Low construal level 
 Behavior-specific appraisals  Guilt  Approach/activation 

High construal level  Global self-appraisals  Shame  Avoidance/inhibition 
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Hypocrisy induction was manipulated in the form of an interactive banner advertising that allows viewers to 
directly interact with advertising messages by sharing their thoughts and opinions on the issue (Kim et al., 2021; 
2022). Consistent with the conceptualization of the hypocrisy induction process (i.e., reinforcing belief, making 
commitment, and inducing hypocrisy; Aronson et al., 1991), the interactive banner advertising consisted of three 
pages. Because this paper predicted that two opposing outcomes of hypocrisy induction are determined by 
construal levels, we also implanted CLT manipulations within the process of hypocrisy induction.  
 
Specifically, on the first page, participants read a statement explaining that “Cyberbullying leaves deep emotional 
scars on victims” to intensify their beliefs that cyberbullying is seriously wrong. On the second page, participants 
were asked to write down their thoughts about why or how they stand by victims of cyberbullying (Ryoo et al., 
2017), which formed a commitment to the issue of cyberbullying. On the last page, we presented four questions 
that recall past experiences of witnessing bullying online but did not intervene. Importantly, the last page was 
designed to induce hypocrisy by forcing the participants to confront their past transgressions that were not 
consistent with the moral stands reported in the first two steps. Because the recollection of one’s moral 
transgressions is central to hypocrisy induction, participants in the non-hypocrisy condition did not view the last 
page.  
 
After viewing the advertisements at their own pace, all participants proceeded to answer questions concerning 
guilt (4-item; Coulter & Pinto, 1995), shame (3-item; Coulter &Pinto, 1995), and willingness to support the anti-
cyberbullying campaign (3-item; Kim et al., 2021; 2022). The manipulation check for hypocrisy induction (3-item; 
Stone et al., 1997) and construal levels (6-item; Ryoo et al., 2017) were followed. All items were measured on a 
7-point scale (e.g., 1 = strongly disagree; 7 = strongly agree), with the exception of hypocrisy induction 
manipulation check items, which was measured on a 5-Likert scale. After completing demographic measures, 
participants were debriefed and thanked.  
 
3. Results  

3.1   Manipulation check 

Participants in the hypocrisy induction condition (M = 4.89) reported a higher perception of hypocrisy than in the 
non-hypocrisy induction condition (M = 3.36, t(197) = 6.74, p < .001). With respect to construal level 
manipulations, participants in the high-construal level condition saw interactive advertising as more related to high 
construal (MhighCLT = 4.97, SD = 1.54; MlowCLT = 3.36, SD = 1.63, t(96) = -6.46 . p < .001), whereas participants in 
the low-construal level condition rated the ad as more related to low construal (MhighCLT = 3.66, SD = 1.83; MlowCLT 
= 5.36, SD = 1.18, t(101) = 7.59. p < .001). Thus, both manipulations were effective and successful. 

3.2  Hypotheses testing 

An ANOVA was performed to examine how construal level moderates the effect of hypocrisy induction on support 
for anti-cyberbullying campaigns. Hypocrisy induction (F(1, 195) = 4.03, p < .05) and construal level (F(1, 195) 
= 38.32, p < .001) had significant main effects. Participants in hypocrisy induction condition (M = 4.35, SD = 1.73) 
exhibited higher intentions to support the anti-cyberbullying campaign than those in non-hypocrisy induction 
condition (M = 3.92, SD = 1.6). Participants in the low-construal level condition (M = 4.68, SD = 1.6) reported 
that they are more likely to support the anti-cyberbullying campaign than those in the high-construal level 
condition (M = 3.53, SD = 1.53). A significant two-way interaction was also found (F(1, 195) = 48.41, p < .001). 
Specifically, a series of planned contrasts showed that, as opposed to those who did not receive the hypocrisy 
induction treatment, hypocrisy induction increased the propensity of participants to support the anti-cyberbullying 
campaign when they viewed the low-construal message (Mhypo = 5.63 vs. Mnon-hypo = 3.84, t(100) = 6.69, p < .001). 
In contrast, the hypocrisy induction reduced participants’ propensity to intervene when the high-construal level 
message was used (Mhypo = 3.01 vs. Mnon-hypo = 4, t(95)= -3.32, p = .001).  
 
Using a moderated mediation analysis (Hayes, 2017, Model 7, 5000 bootstrap samples), we then tested predictions 
that guilt (shame) mediates the constructive (destructive) effects of hypocrisy induction among participates in the 
low- (high-) construal level condition. The data revealed that the interaction between hypocrisy induction and 
construal levels had a significant indirect effect (IE) on participants’ support for anti-cyberbullying campaign 
through guilt (b = .18, SE = .08, CI = .05 to .36). Specifically, when hypocrisy is evoked by low-construal level 
messages, participants felt a higher level of guilt, thereby expressing higher intentions to support for anti-
cyberbullying campaign (b = .19, SE = .06, CI = .08 to .32). The mediating effect of guilt was not significant for 
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those in the high-construal level condition (b = .0, SE = .05, CI = -.1 to .16). The interaction between hypocrisy 
induction and construal levels also had a significant indirect effect (IE) on participants’ support for anti-
cyberbullying campaign through shame (b = .48, SE = .13, CI = .26 to .75). However, unlike the mediating role of 
guilt, the mediating effect of shame was found to be significant only among those in the high-construal level 
condition; specifically, participants felt more shame when hypocrisy is evoked in conjunction with high-construal 
level messages, which in turn lowered their support for anti-cyberbullying campaign (b = -.56, SE = .12, CI = -.8 
to -.34). The mediating effect of shame was not found among those in the low-construal level condition (b = -.08, 
SE = .06, CI -.19 to .03).  
 
4. Conclusions and discussion 
 
This paper explores the questions as to how to encourage people as bystanders to intervene and effectively stop 
cyberbullying. We reveal that hypocrisy induction can be a solution for prompting people to engage in anti-
cyberbullying campaigns. However, we also suggest that we should be wary of using hypocrisy induction 
indiscreetly as it could backfire on someone. This paper first explains these opposite outcomes of hypocrisy 
induction through the lens of moral regulation and identified construal level as a moderator that bridges the 
inconsistent reactions with guilt and shame as mediators. Thus, the key contribution of this work is to offer a 
cohesive theoretical framework for unifying inconsistent results and to specify when and why hypocrisy induction 
is or is not an effective means of generating bystander interventions in cyberbullying.    
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Abstract. Nowadays, creating a positive customer experience is a key source of competitive advantage (Lemon & Verhoef, 2016). A good 
experience makes a person five times more likely to recommend a company and more likely to purchase in the future (Yohn, 2019). Besides, 
gestural interaction (Daugherty et al., 2015) technology appears as a promising way to provide individuals a more immersive and richer 
experience than with classical user interfaces (Vanderdonckt & Vatavu, 2018). However, we currently ignore the concrete impact of this type 
of interaction on the customer experience, whereas it is necessary for an efficient adoption of such interfaces. The aim of this work is therefore 
to overcome this gap in order to provide a sufficient understanding allowing to efficiently design such interfaces, with the objective of providing 
a completer and richer customer experience. In order to do so, we selected the most representative variables to assess regarding the experience 
and the gestural interaction. We then build a digital catalog controllable by our mid-air hand gestures. After a data collection phase in a 
controlled laboratory environment, we analyzed the quantitative and qualitative data. Doing so allowed us to answer to our research questions: 
“what are the key aspects to consider when designing gestural interaction interfaces?” and “how does the gestural interaction impact the 
customer experience?”. This work contributes to the current literature by providing understanding of the impact of new technologies in retailing, 
and particularly in the case of 3D gestural interaction. From a managerial point of view, we provide guidelines for the use of this type of new 
technology and its impact on the customer experience. 
 
Keywords: gestural interaction; mid-air hand gestures; structural equation modeling; digital catalogs; online customer experience 
 
 

1  Introduction 

For several years now, the customer experience has become of capital importance in marketing (Holbrook & 
Hirschman, 1982; Pine & Gilmore, 1998; Verhoef et al., 2009), and perhaps even more in the field of retailing (Jin 
& Sternquist, 2004). Indeed, providing optimal customer experiences is now key for companies in order to ensure 
their competitiveness (Lemon & Verhoef, 2016). In addition, technologies are constantly evolving to provide more 
and more immersive, rich and complete experiences. One of the latest trending technologies is the 3D gestural 
interaction (Daugherty et al., 2015), mainly studied in the discipline of human-computer interaction. This consists 
of the interaction between an individual, producing movements with any part of his body, and a computer system, 
capable of interpreting those movements. This topic is particularly interesting as gestural interaction is considered 
intuitive and natural because it is based on the gestural communication that humans acquire naturally (Baudel & 
Beaudouin-Lafon, 1993). 
 
Yet, while we know that this mode of interaction tends to offer individuals a richer user experience than a 
traditional user interface (Vanderdonckt & Vatavu, 2018), we still ignore its impact on the customer experience. 
It is particularly important as the customer experience is broader than the user experience and considers subjective 
and emotional aspects of individuals (Sellier et al., 2021). Understanding these would enable practitioners to pay 
particular attention to the important aspects to consider when designing such interfaces, with the objective of 
providing a completer and richer customer experience. Therefore, we formulate the following research questions: 
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“what are the key aspects to consider when designing gestural interaction interfaces?” and “how does the gestural 
interaction impact the customer experience?”. 
 
In order to answer there, we gathered different variables from marketing and human-computer interaction 
literatures. We then built a digital catalog controllable by gestures and carried out an exploratory data collection 
in which the participants, after having carried out an experience of interaction with the catalogue, fill in a 
questionnaire containing the variables of our model. The first results, obtained using SmartPLS, are then presented 
in this paper with some recommendations. 
 
2  Methodology 

In this chapter we detail how we selected the variables to in order to build a conceptual model. We then develop 
the digital catalog created for the data collection and the protocol that was followed. 

2.1  Construction of a conceptual model 

To collect a corpus of representative literature, we were able to benefit from a systematic literature review on the 
design of gesture vocabularies (Xia et al., to appear). This article analyzes a final corpus of 237 articles and 
identifies 13 key factors to consider when designing gestures, from a physical, cognitive, situational and system 
point of view. In parallel with this work, we carried out a targeted literature review to cover other aspects of the 
experience that results from a gestural interaction, adding 270 articles. After the identification and screening, we 
analyzed the content of the articles in our corpus. For each, we noted all the elements mentioned which could be 
related to important factors of the gestures and the experience resulting from a gestural interaction. We also noted 
the definitions given as well as the modes of evaluation of these dimensions. After merging our data, taking 
synonyms into account, we ended up with a table summarizing the most used factors to consider in our model and 
their relations. We then built a conceptual model which, for reasons of the length of this extended abstract, will 
not be presented here. 

2.2  Creation of a digital catalog 

We constructed an IKEA digital catalog fully controllable by our mid-air hand gestures, based on the Large User 
Interface project (Parthiban & Lee, 2019). The interface is controlled using the Leap Motion Controller, a small 
(80×30×13mm) device that connects to a computer via its USB port. The interface that enables to use this sensor 
is the Large User Interface (LUI), managed by The MIT Media Lab. It is aimed at allowing people to naturally 
interact by gesture to manipulate multimedia contents on a large display, such as a wall display or a tabletop. 
Initially, this interface works with a set of pre-recorded gestures. However, the system we used in this work 
replaced the commands by a gesture recognition algorithm selected following a benchmarking. Thereafter, a 
gesture elicitation study was then carried out (Wobbrock et al., 2009). The aim of this type of study is to provide 
a gesture recognition algorithm with enough data to function properly and to implement gestures chosen by end 
users rather than arbitrarily selected by the researchers. The catalog is controllable by only one hand at a time, and 
it is possible to change the hand controlling the system in order to adapt to the dominant hand of the user. Note 
that the initial version of LUI integrates a series of voice commands, which is an aspect abandoned in this version. 
In addition to changes in how it works, the interface has also been redesigned to look like an IKEA digital catalog. 

2.3   Experimental protocol 

As it is a first exploratory data collection, the sample of participants is composed of 35 students, aged between 19 
and 23, and in which 4 were left-handed. First, a setup phase is carried out by the experimenters. They install a 
large 80inch 8k television as well as the Leap Motion device. The latter is placed 1.80 meters from the television, 
around 30 centimeters below the user’s chest height. Therefore, this height is adapted during the passage of each 
participant. During this time, the participant completes the consent form and answers a few questions. As suggested 
in the first evaluation of LUI (Parthiban, 2019), participants first have the opportunity to freely discover the 
interface for 3 minutes. This step makes it possible in particular to test the discoverability of gestures, which is the 
ability of users who are new to the system to find out by themselves how it works and what gestures to perform to 
control it (Wobbrock et al., 2005). For this phase, the participants are correctly placed at 1.80 meters from the 
screen, standing up in front of the Leap Motion device, and the only instruction given to them is that this system 
is controlled by the gestures they perform using their hand above the device. 
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Once this first phase is completed, the participants are given a video tutorial showing all the existing commands 
and the corresponding gestures. They are then offered to play again this video as many times as they want since 
they will then have two tasks to perform. The first task is the video viewing scenario: the user must use the “videos” 
application, choose a video to watch and have the opportunity to fast forward. In the second task, participants are 
instructed to freely browse the interface and add the products they like to their basket. In order to motivate the 
participants to really get involved in this shopping situation, they are notified that they have a chance to be drawn 
and win one of the items they have liked. The duration of this second task is free, i.e., it is up to the participant to 
indicate when they estimate they have finished shopping. During this task and the previous one the participants 
receive an A4 sheet summarizing all the possible actions of the interface and the corresponding gestures. We also 
allow ourselves to repeat the instructions of the task if necessary. Other than these cases, no other help is provided. 
At the end of the session, the participants are asked to answer to a questionnaire. It is then followed by a quick 
interview, where participants have the possibility to formulate a free comment regarding their experience and the 
interface. 
 
3  Exploration of the data 

As the sample is composed of only 35 participants, we opted to use SmartPLS in order to analyze our results, based 
on our conceptual model. The structural equation modeling model retained after several analyzes is available in 
Figure 1. A first use of this model is that it highlights the important variables to consider when designing a gestural 
interaction interface. These variables are each defined in Table 1. In addition to highlighting these variables, this 
model enables us to detail some important relationships. 
 
One of the main paths put forward in this model includes naturalness as a central factor. Despite its more subjective 
nature, it can be explained by several variables specific to gesture design, namely the presence of feedback, the 
overall ergonomic of the interaction and the dependability of the interface. This thus corresponds to the human-
computer interaction literature where the presence of feedback is perceived as fundamental for most user interface 
(Ben & Catherine, 1998) as it enables individuals to match their mental model to the functionalities of the interface 
(Norman, 2013). As for the other two variables, the difficulty is to succeed in defining gestures that are both easy 
to remember and execute, and which make it possible to provide an interaction that is secure and predictable. A 
particularly relevant method to address this challenge is to carry out gesture elicitation studies (Wobbrock et al., 
2009), in which users are directly questioned on which gestures would be the most appropriate according to them 
to carry out a given action.  
 
However, the limitations of this type of user-led methodologies are that everyone is unique and therefore it is 
almost impossible to obtain a result that is universally recognized (Xia et al., to appear). It is therefore not a 
solution that is perfect, but which nevertheless improves the situation. On the other side of this model, the 
naturalness of the interaction has a positive effect on the perceived intuitiveness, the stimulation felt by the user 
and the impression of feeling in control of the situation. First, the impact on intuitiveness appears to be central in 
this mode of interaction, in particular because it ensures that the gestures implemented correspond to the 
expectations of the users (Lao et al., 2009). 
 

 
FIGURE 1. Model obtained after analysis via SmartPLS. 
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TABLE 2 – Definition of the variables retained in our model 

Variable Definition 
Feedback The signals that the interface returns in order to communicate with the user, on the basis of his 

actions. For example, the interface can send a visual signal in order to make it understood that a 
gesture has been recognized. 
 

Ergonomics According to the norm ISO 9241-400:2007, the ergonomics are the human anatomical, 
anthropometric, physiological and biomechanical characteristics related to physical activity. In our 
case, the produced gestures must be comfortable and allow a long-term use without causing too 
much muscular or cognitive fatigue. 
 

Dependability User's sense of control over the interface. Is the interaction secure and predictable? 
 

Learnability This factor, also called memorability (Nacenta et al., 2013), refers to the ease with which a new user 
can learn to use the interface and achieve maximal performance gestures (Dix, 2004). This factor is 
also linked to the intuitiveness as it is easier to learn how to use an interface based on intuitive 
gesture. 
 

Naturalness Considered as an objective of the gestural interaction experience, this factor refers to the subjective 
feeling of whether the interaction seems "natural" to the participant (Wigdor & Wixon, 2011). The 
advantage of including such a variable comes from the fact that gestural interaction can be 
considered natural because it is based on the gestural communication that humans acquire naturally 
(Baudel & Beaudouin-Lafon, 1993). 
 

Trust This is a user's subjective impression of how much confidence he can place in the system. This 
aspect enables to address issues of perceived security and anxiety, i.e. emotional factors more 
present in the customer and consumer experience (Rose et al., 2012; Sauro, 2015). 
 

Intuitiveness The degree to which a gesture refers to existing knowledge (Raskin, 1994), often because it is based 
on an existing movement or a metaphor. This factor is sometimes linked to the discoverability but 
remains different. For example, an experiment in 2007 showed that users new to touch screens 
almost never discovered the "pinch to zoom" movement, whereas once this movement was shown to 
them, they used it intuitively (Wigdor & Wixon, 2011). 
 

Stimulation This dimension corresponds to the difficulty of the task and of the interaction compared to the 
personal capacities. The reason why this factor must be considered is that some users do not 
necessarily seek to be as much as possible in their comfort zone but like to be challenged. 
 

Usefulness As the objective of a computer system is often to perform one or more tasks, this indicator aims to 
measure whether the performance of the system corresponds to the expectations of the user and 
whether this has been useful to him. This is a classic element already considered in most User 
Experience measurements (Turunen et al., 2009). 
 

Emotional state This factor enables to assess the global emotional state of individuals after interacting with the 
system. A quick measure of this state can be done through the Pleasure-Arousal-Dominance (PAD) 
model (Mehrabian, 1995). This model dichotomizes each of its three dimensions: pleasure versus 
displeasure, arousal versus non-arousal, and dominance versus submissiveness. Using it in our 
model makes it possible in particular to address the dimension of perceived control. 
 

Immersion This factor, often called “flow” in the customer experience literature (Novak et al., 2000), describes 
the state of mind of individuals psychologically absorbed in the activity they perform (Nakamura & 
Csikszentmihalyi, 2014). This state is often characterized by inattention to time and circumstances 
surrounding the individual. 

Transferability This factor measures to what extend learning a gesture modifies its performance when we change 
context (Perkins & Salomon, 1992). For example, a gesture may become easier to perform because it 
is used in different applications to perform similar tasks. 
 

Playfulness The state triggered by elements that “engage people’s attention or involve them into activity for play, 
amusement or creative enjoyment” (Kuts, 2009, p.9). This factor can also be called "fun" in the 
consumer experience literature, of which it is one of the founding pillars (Holbrook & Hirschman, 
1982). 
 

Satisfaction The global subjective judgment on the quality of the interaction that has taken place (Khalifa & Liu, 
2007). This term is also an important metric of the usability (ISO 9241; ISO 25010). 
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According to Hassenzahl (2003), stimulation plays an important role in the experience of individuals, and 
particularly in the case of interactive technologies (Hassenzahl, 2010). Providing an interaction perceived as 
natural is therefore particularly important in order to guarantee sufficient stimulation. Regarding the PAD state, 
the 3rd dimension opposes feeling in control of the situation to feeling controlled (Coutrix & Mandran, 2012), in 
this case by the system. The naturalness therefore appears as essential in its role of allowing users to feel in control 
of the situation. It is particularly relevant as customers desire to exercise control at all stages of the service process 
(Bateson, 1985; Van Raaij & Pruyn, 1998). 
 
When we are interested in what makes an interaction intuitive, we observe that it is strongly explained by the ease 
of learning and not by the discoverability of gestures (which has even been removed from the model). This result 
corresponds to an important observation that was made during the sessions and confirmed using the feedback made 
during the interviews. When performing the free discovery phase, 49% of the participants did not discover any 
gestures and therefore remained stuck for 3 min in the main menu. Yet these people were ultimately happy with 
the overall interaction they had with the interface. Most described that after seeing the tutorial, the gestures were 
easy and intuitive, even if they hadn't discovered them on their own. In the literature in human computer 
interaction, discoverability is highlighted as being an important factor in the context of an interaction with an 
interface (Xia et al., to appear). However, it emerges here that a weak discoverability can be compensated by a 
high learnability, at least for the case of 3D gestural interaction. We could explain this by the new and therefore 
destabilizing nature of this mode of interaction. Users have few references in their lives to discover by themselves 
how to use the interface (Wigdor & Wixon, 2011). However, given this novelty character, the customer experience 
can still be high if it is easy to learn how to use the interface. We therefore recommend being extra careful when 
explaining how to operate this type of interface, whether through video tutorials or even personalized support. 
 
Finally, we can observe the impact of this gestural interaction on various factors specific to retailing. Indeed, the 
time devoted to the shopping session is impacted by the immersion of the consumer, the shopping time not having 
been defined in advance and left to the choice of the participant. Therefore, the stronger the customer's immersion, 
the more time he will devote to his shopping session. This is already explained in the literature by the nature of 
immersion, which is characterized in particular by an intention to time (Nakamura & Csikszentmihalyi, 2014) 
when the individual is psychologically absorbed. Another interesting factor is the number of liked products, which 
tends to increase with the overall satisfaction and the feeling of control. Satisfaction is itself dependent on the 
playfulness, directly impacted by the gestural modality of the interaction. There is therefore a real financial interest 
in making efforts to provide an interaction that is both fun and in which the customer feels in control. 
 
4  Conclusions and discussion 

To understand the impact of gestural interaction technologies on the customer experience, we first answered our 
research question “what are the key aspects to consider when designing gestural interaction interfaces?”. To do so, 
we highlighted the important variables to consider when building an interface based on gestural interaction, and 
then built a conceptual model. In order to test it, we set up an exploratory data collection in which participants 
interact with an IKEA digital catalog fully controllable with gestures. The first analyzes were then carried out 
using SmartPLS, allowing us to answer our second question “how does the gestural interaction impact the customer 
experience?”. 
 
We observed the importance of the naturalness of the interaction which, despite being subjective, is explained by 
several factors more objective and specific to the gestures. This naturalness itself has an impact on the perceived 
intuitiveness of the interaction, the stimulation of the customer and his feeling of being in control of the situation. 
Moreover, we can directly observe the impact of this interaction on retailing, with a positive impact on the time 
spent shopping and the number of products added to the basket. 
 
For the designers of such interfaces, we therefore recommend paying particular attention to the naturalness of the 
gestures implemented. For this, it seems relevant to go through a gesture elicitation study. Another important 
element is the need to set up easy and complete learning of the interface, for example via a tutorial as in this data 
collection or via personalized support. Regarding the impact of gestural interaction on the customer experience, 
we have seen that practitioners can use gestural interaction to provide a more immersive experience, increasing 
the time spent shopping, and more fun and satisfying, impacting the number of products added to cart. We must 
also not neglect the user's feeling of control, which will directly influence his consumption. 



Sellier et al. / RARCS2022, Baveno, Italy, July 23-26, 2022 

 

 

164 

 
It should be kept in mind that this is only a first exploratory data collection carried out with students, with a relative 
overall high ease with technologies. Also, even if it was enough to run SmartPLS, the sample is relatively small. 
It would be appropriate in a future study to directly compare the gestural interaction with a "classical" interaction 
using a mouse. This work contributes to the current literature by providing understanding of the impact of new 
technologies in retailing, and particularly in the case of 3D gestural interaction. From a managerial point of view, 
we provide guidelines for the use of this type of new technology and its impact on the customer experience.  
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Abstract. Global halal cosmetics market is growing due to a rise in the Muslim population, an increase in compliance of halal certification 
and a boom in the halal industry. This topic has been limitedly studied in the literature, but scientific contributions are being developed. This 
study focused on the halal cosmetic industry and its distribution and communication strategies. In particular, the paper aims to highlight critical 
issues and opportunities for the business development. A literature review was conducted exploring studies on the consumer side of halal 
cosmetics, which represent most of the research available to date, and on the supply side of halal cosmetics. This study adopted an interpretive 
qualitative approach and performed a case study analysis to investigate the phenomenon in its real-life context. The small Italian company RF 
Cosmetics has been analyzed for its high competences and commitment in innovation, sustainability and quality skincare and make-up made 
in Italy products that have been halal certified in 2016. Its production is distributed abroad mainly in Malaysia. The RF Cosmetics’ CEO and 
social media manager were interviewed. Moreover, the President of World Halal Development (WHAD) – the Italian halal certification body 
known globally – was interviewed. The results highlight the success factors of the company with regard to: the quality and elegance of the 
halal skin care and make-up product, which should be in keeping with the needs of an elegant and strong woman, a product able to combine 
innovation and eco-sustainability, the accuracy and originality of the packaging, the guarantee of a product free from any derivative of animal 
origin, the efficiency of the distribution system, in relation to lawfulness, traceability, safety, exclusivity of the product and the service offered 
and the communication strategy increasing consumers’ awareness of the value of halal cosmetics and transmitting emotional messages of 
authenticity, trust, support and ethics. The findings stress the role of relationships with certification bodies and the importance of companies’ 
multi-sided platforms and online channels for shared value creation between distributors and ethical consumers. Some interesting theoretical 
and practical implications for the development of the halal cosmetics businesses have emerged from the study. 
 
Keywords: halal cosmetics, halal certification, ethical consumption, distribution strategies, communication strategies 
 
 
1  Introduction 

The Arabic word ‘halal’ refers to what is permissible in Islamic law. It is frequently applied to permissible food 
and drinks, although sectors such as clothing, tourism, logistics, recreation, financial services, pharmaceuticals, 
vaccines and cosmetics are also categorized as lawful or prohibited based on Islamic law. However, halal 
consumption is not limited to a particular religion; non-Muslim consumers with a certain ethical sensitivity also 
buy halal products. The global halal industry is witnessing exponential growth. A rise in the Muslim population, 
which is expected to increase to 2.2 billion by 2030 (Reuters, 2015), an increase in compliance of halal 
certifications and a boom in the halal market have boosted the growth of the global halal cosmetics market. 
However, the dearth of standard guidelines for halal certification, its limited knowledge and its high cost hinder 
market growth. Meanwhile, an increase in the presence of multinational players should open up lucrative 
opportunities in the future. The global halal cosmetics market, valued at $23.17 billion in 2016, is projected to 
reach $54.16 billion by 2022 (GlobeNewswire, 2021) and $86.2 by 2029 (almost one-sixth of the entire world’s 
cosmetic market).  

                                                
    * Corresponding author. Tel.: 3495704623; E-mail address: paola.castellani@univr.it 



Vargas-Sanchez et al. / RARCS2022, Baveno, Italy, July 23-26, 2022 

 

 

168 

Halal markets such as the Arab Gulf states, Turkey and Indonesia have always been markets of great interest for 
companies from across Europe because they represent a spending and a remarkably refined public that is attracted 
to European products, especially Italian, English and Spanish products (Ansa.it, 2020). The global halal cosmetics 
market is segmented by product type, application and distribution channel. This study focuses on the halal cosmetic 
industry and its distribution strategies. In particular, the paper aims to highlight critical issues and business 
development opportunities within the industry. In Italy, there are several critical issues; moreover, a social change 
is also believed to affect the growing sensitivity of halal consumers. Scholars (Jusop et al., 2017) have argued that 
a robust and highly accessible halal e-commerce ecosystem can help achieve the target.  This topic has been studied 
in the literature, in particular with reference to halal products concerning food and beverages, clothing and tourism. 
With regard to halal cosmetic products, scientific contributions are being developed. For this research, a literature 
review on the halal cosmetic industry, halal certification, and halal distribution and communication strategies was 
conducted. The literature review begins by exploring studies on the consumer side of halal cosmetics, which 
represent most of the research available to date, and concludes by exploring studies on the supply side of halal 
cosmetics. 
 
This study explored critical factors connected to the development of the Italian halal cosmetics market and the 
distribution strategies that can be adopted. Analysis focused on RF Cosmetics as a case study with extensive 
experience and expertise in this sector. The company produces innovative, sustainable and high-quality halal 
cosmetics distributed almost entirely abroad, in particular in Malaysia through a partnership established with a 
Malaysian multinational company. Findings from the case study further understanding of the success factors that 
contribute to the development of halal cosmetic businesses, in particular the role of relationships with certification 
bodies and the importance of companies’ multi-sided platforms and online channels for shared value creation 
between distributors and ethical consumers. 
 
2   Literature review  

In the last 10 years there has been a marked and growing interest in Muslim issues in business, and the halal 
phenomenon has begun to be the focus of numerous in-depth studies. Indeed, this phenomenon, other than being 
a religious imperative, represents a new business paradigm that unites increasing consumer engagement with a 
flourishing industry (Wilson, 2014). A growing body of literature about the halal cosmetics market has addressed 
several issues that underline the complexity of the matter. Most literature (Subri et al., 2022) has emphasized 
consumer-related issues and demand-side approaches. However, some studies have focused on matters such as 
manufacturing and firm strategies and adopted supply-side approaches to the halal cosmetics chain. In the 
following paragraphs, these study perspectives are analyzed separately to highlight their main findings and any 
gaps in the literature. 

2.1   The consumer side in the halal cosmetics literature  

The most studied consumer-related issues concern factors that affect purchase and repurchase intention and the 
growing awareness of halal cosmetics products Garg & Joshi, 2018; Kaur et al., 2018; Putri & Abdinagoro, 2018; 
Shahid et al., 2018; Zakaria et al. 2018; Ali, 2019; Arbak et al., 2019; Hong et al., 2019; Ishak et al., 2019; Khan 
et al., 2021; Masood, 2021). According to these studies, halal beauty consumers prioritize product features and 
quality, halal certification, brand name and visibility, social influence, pricing and packaging. Other scholars 
(Sugibayashi et al. 2019) have highlighted how halal cosmetics transcend religious practice because they require 
rigorous scientific investigation to produce an item that is safe, effective, pure and sensitive to the holistic needs 
of the Muslim community. In fact, the development of halal cosmetics encompasses the concept of critically 
sourcing halal ingredients, applying halal practices in every step of the manufacturing process and ensuring 
conformance of product performance to Islamic rituals. The same view is expressed by Suhartanto et al. (2021), 
who revealed that for halal cosmetics, customer loyalty is driven more by emotional attachment and product quality 
than by religiosity. Further, religiosity does not moderate the relationship between customer satisfaction and 
customer loyalty. Moreover, the impact of emotional attachment and product quality on customer loyalty occurs 
partly through strengthening customer satisfaction. 
 
On this topic, a more recent study (Shahid et al. 2022) clarified that religious knowledge, religious commitment 
and halal certification affect consumers’ purchase behavior regarding halal cosmetics, which subsequently drives 
consumers’ repurchase intention. Conversely, there is a non-significant effect of religious orientation on both 
actual purchase behavior and repurchase intention towards halal cosmetics.  
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Extending this relevant topic, a growing number of researchers have pointed out how halal cosmetics are regarded 
as a breakthrough and revolutionary in the cosmetics business because they provide high-quality products that 
adhere to halal guidelines (Khan et al.,2021; Handriana et al., 2020). Moreover, halal cosmetics have gained a 
reputation for being healthier and safer products, rendering them ever more appealing to both Muslim and non-
Muslim consumers (Shahid et al. 2022, Amalia et al., 2020; Sugibayashi et al. 2019; Shahid et al., 2018). In 
support of this trend, studies conducted on Generation Y Muslims have revealed how these young consumers of 
halal cosmetics are particularly sensitive to ingredients’ safety and the halal logo (Putri et al. 2019); meanwhile, 
religious belief plays the least important role in purchase intention (Khan et al., 2021). This finding is in line with 
a previous study (Sudarsono et al., 2020; Hayat et al., 2015) in which religious belief was found less significant 
when making purchasing decisions about halal cosmetics. 
 
To conclude this brief discussion about research contributions concerning consumer and purchasing behavior, it 
is important to highlight an aspect relating to the generalization of the evidence that emerged. The consumer-
related studies were conducted almost exclusively in the Asian context, particularly in the markets of Malaysia, 
India, Indonesia, Taiwan, Bangladesh, the United Arab Emirates and China. In all these countries, Muslim 
consumers are predominant. For this reason, it is possible to identify a gap in the literature concerning the study 
of Muslim consumer behavior in non-Islamic countries, for example European countries where the Muslim 
population is constantly growing. 

2.2    The supply side in the halal cosmetics literature  

Despite the limited scientific literature concerning halal cosmetics manufacturers, it is possible to identify three 
topics of prevalent interest: the need for a strong halal certification, the need for a halal supply chain and the 
importance of the e-commerce communication strategy. The first topic that emerged in this field of literature 
concerns the need for marketers to achieve strong halal certification. In fact, consumers’ confidence results from 
halal certification (Morgan & Hunt, 1994), and this acknowledgment must be from a trustworthy organization 
(Bonne & Verbeke, 2008). Hence, government certification adds credible value (Keith et al., 2005).  
 
Many consumers do not trust a halal label provided by a foreign country and prefer a certification from the native 
country (Rezai et al., 2012, 2010; Hassan et al., 2019). Indeed, many halal certification authorities that are not 
from mainstream Muslim countries and lack expertise in Sharīʿah present barriers to Islamic marketing (Alserhen, 
2010). For this reason, non-Muslim marketers or marketers in the non-Muslim countries need to be extremely 
careful to showcase their identities when marketing halal cosmetics. However, strong halal certification will 
overcome the drawbacks of non-Muslim concern about halal cosmetics. 
 
Corporate halal reputation comprises authenticity, trustworthiness of the halal certification authority, messages by 
company and supply chain partners, messages by external stakeholders, Islamic brand and sensitivity of the 
product. The relationship between corporate halal reputation and halal market conditions is critical to operate in 
Muslim segments (Tieman, 2019). Therefore, a strong halal certifier can build trust between the Muslim markets 
and marketers by ensuring that the entire process for producing and marketing of halal cosmetics is supported by 
Sharīʿah (Mohammad, 2022). On this point, scholars (Dubé et al., 2016; Zulkifli & Abd Rahman, 2019) have 
underlined the centrality of the role of public agencies in defining a national or regional halal certification system 
- a core factor in the international expansion of halal firms. 
 
Closely linked to the necessity for a strong halal certification is a clear need for a halal supply chain. This 
requirement has been highlighted by several studies (Azmi et al., 2020; Abdul et al., 2018; Ali et al., 2017) and 
also by consumer consumption trends, which now focus not only on halal products, but also on halal logistics and 
supply chains. Several factors are responsible for the emergence of halal supply chains. Owing to the complex 
nature of supply chain management, cases of questionable halal status and halal integrity issues, there is a more 
pressing need for halal supply chain management. 
 
Numerous studies (Mohamed et al., 2020; Ab Rashid & Bojej, 2020; Tieman et al., 2012) have demonstrated that 
Muslim consumers demand halal supply chains to expand the integrity of halal products. The success of halal 
supply chain management depends on a clear definition of halal and an understanding of halal process 
requirements, procedures, tracking and tracing (both upstream and downstream), tanning, packaging and labelling, 
organization (collaboration) and halal certification (Mohamed et al., 2020; Tieman & Ghazali, 2014). In other 
words, to minimize the risk of cross-contamination (between Halal and Haram), transportation (Ngah et al., 2020), 
storage and handling operations must comply with Islamic law and meet the requirements of the targeted market 
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(Ab Rashid & Bojei, 2020). Cosmetic companies must effectively formulate the role of supply chain management 
strategy (also called value chain analysis) because it is a key factor in the success of each company (Usman et al., 
2021; Karia, 2019; Zailani et al., 2017). Value chain analysis for companies seeks to achieve a competitive position 
in the market, covering the entire value system (or supply chain) in which each company operates. 
 
The last topic addressed by the supply-side literature concerns the online communication model, with particular 
attention given to e-commerce communication. On this topic, some scholars (Malik et al. 2018) have explored e-
commerce product description by indicating the necessary elements for an effective and appropriate description of 
halal cosmetics. An effective e-commerce product description conveys persuasive messages to influence or 
motivate the consumer to believe or do something and thereby change attitudes and create confidence. When the 
words used represent something important to the consumer, the description argument model has the potential to 
evoke emotions by connecting with feelings and to produce perspective changes. Trust of a product is critical in 
online shopping, because the online store can only display images accompanied by product description text. 
According to Toulmin's theory of argument (1958), to build a product description requires at least three elements: 
claim, data and warrants. The claim is a statement believed to be true by the author of the product description. The 
claim could concern product originality assurance, the halal status, differentiation from other products, product 
prices, product superiority or the effects of product use. The data element is the evidence used to support the claim, 
while the warrant is a statement that provides the principle, law or general rule to defend the claim.  
 
At the conclusion of this literature analysis, it is possible to observe how the literature relating to the supply side 
of halal cosmetics, similar to that relating to the consumer side, represents empirical research conducted only in 
Islamic countries. The same gap is detected regarding the focus of both consumer studies and supply studies of 
halal cosmetics. 
 
3   Methodology  

The study focused on the halal cosmetics industry and its distribution strategies. In particular, the study explored 
the critical issues of the industry and business development opportunities, with particular regard to Italian context. 
This research adopted an interpretive qualitative approach (Nag & Gioia, 2012; Gioia et al., 2013), which is one 
that develops concepts and themes that are grounded in and emerge from the data.  
 
A case study analysis was developed to investigate the phenomenon of the halal cosmetics industry in its real-life 
context (Yin, 2003). A single case study enables a portrayal of concrete realities and real people involved in such 
realities (Lamnek, 2010). In addition, a single case study is an appropriate research strategy when it represents a 
rare phenomenon that few have considered before (Yin, 2003) and when it is necessary to investigate a topic in-
depth and obtain inspiration for new ideas (Siggelkow, 2007). Based on the case study guidelines established by 
Yin (2003), interviews were conducted with the RF Cosmetics’ entrepreneur, the RF Cosmetics’ social media 
manager and the President of World Halal Development (WHAD), which is the Italian halal certification body 
known globally. RF Cosmetics was chosen for its high competences and commitment in the production of 
innovative halal cosmetics. It is a small Italian company that mainly produces on behalf of other companies. In 
Italy it first has created its own halal-certified skincare and make-up line products.  
 
The aim of the interviews was to explore the strengths and weaknesses of communication and distribution 
strategies developed by RF Cosmetics and the communicative power of certification bodies to foster purchases 
effectively by ethical and responsible consumers. Moreover, interviews to RF Cosmetics CEO focused on 
analyzing the company’s activities, from research and development of new formulations to production 
management, from commercial information quality to the relevance of halal certification to understand the 
development perspectives of the halal cosmetics market, above all in Italy. 
 
Two interviews of two hours each were conducted to the RF Cosmetics’ CEO Rita Rizzi. After analyzing the 
company, its strategical orientation and market approach, the main critical issues in the development of the halal 
cosmetics business in Italy were investigated. With the RF Cosmetics’ social media manager, Rassmea Salah, a 
meeting of one hour was held, in which the main communication strategies that had been adopted by RF Cosmetics 
were further explored, in particular with respect to social channels. One interview of one hour was held with the 
President of WHAD, Annamaria Aisha Tiozzo, in which the role and relevance of halal cosmetics certification 
was investigated and details were requested regarding the process of halal certification, the institutions involved 
and how the consumer empathically distinguishes between halal and non-halal products. The interviews drew on 
the findings of the literature review on the halal industry, halal cosmetic industry, halal certification and halal 
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distribution strategies to identify the main topics of exploration. Secondary data, previously collected from the 
company website and press reviews published in specialized journals, was also used for triangulation of the data. 
 
4      Results  

4.1   RF Cosmetics: history and activities 
 
RF Cosmetics is an Italian company that has been producing skin care and make-up for third parties for 25 years. 
Founded in Bologna (Italy) in 1995, the company is the result of the founders' passion for chemistry, 
pharmacology, art, culture and design. It is led by Rita Rizzi, who has many years of experience as a technical 
director and consultant for companies in the sector. After graduating in pharmacy, Rizzi began working in a small 
cosmetic laboratory, discovering a strong interest in formulation and research. Subsequently, together with her 
mother, an expert in dermocosmetics in the area of pharmacies, she started a business whose vocation today is to 
cultivate innovation for the competitiveness of the company with a view to sustainable development. The 
production plant is equipped with a research and development center dedicated to the design of formulas based on 
new materials and new technologies in the perspective of a green hi-tech. Furthermore ,a quality control laboratory 
monitors every phase of the production process. 
 
RF Cosmetics searches for new substances that produce new textures by developing new concepts and 
philosophies. The company aims to manufacture products that become drivers of a message capable of reflecting 
the customer’s identity. After 20 years of formulating and producing mainly skin care products, and having 
achieved halal certification in 2016, CEO Rita Rizzi decided to develop her passion for art and colors gained 
through years of attending the Accademia delle Belle Arti in Bologna and has created an innovative make-up line, 
in harmony with the principles of sustainability, ethics and cruelty-free production. 
 
The first halal-certified make-up collection, entirely made in Italy, is an innovative formula, containing natural 
and licit ingredients. There are no derivatives of animal origin, alcohol, parabens, petrolatum or silicones. All the 
natural elements focus on fresh, hydrated and nourished skin. The company aims to bring out natural beauty: the 
make-up line is aimed at Muslim women in Italy and around the world immersed in an increasingly multicultural 
context. The company intended to create a make-up line capable of guaranteeing excellent performance thanks to 
its waterproof, wetproof and long-lasting formulations. 
 
Another important beauty project, developed in RF Cosmetics laboratories, is a line of cosmetics that is vegan and 
halal certified and dedicated to skin care for women of any age. With full compliance to halal standards, the 
company has used innovative yet traditional ingredients, whose derivation, extraction and composition has been 
verified and approved by the World Halal Authority (https://www.wha-halal.org). This line of cosmetics received 
an award in Italy from Elle magazine for being the most interesting skin care line at Cosmoprof 2016 – the most 
important trade fair in the world, with an entire pavilion dedicated to halal cosmetics. In addition, at Cosmoprof 
2019, the company received an award for its packaging design. These halal-certified brands have given the 
company a high reputation for being innovative and inclusive. 
 
4.2   Strengths of RF Cosmetics 
 
Continuous commitment to research and development of new formulations 
RF Cosmetics develops new concepts and philosophies to manufacture products that become carriers of a message 
that reflects the customer’s identity. Continuous global research into new active ingredients and excipients is aimed 
at imbuing the products with new properties and uniqueness. The active ingredients and the controls in the supply 
chain are a key element in the effectiveness of dermocosmetic formulations, which must comply with technical 
requirements and aesthetic requirements. 
 
The company stands out for its high attention to product quality, starting with the selection of raw materials. The 
formulations, which exclude mineral or silicone derivatives, give a particular softness and demonstrate a good 
level of tolerance for sensitive skin (https://rfcosmetici.com/brand-nuage-de-beaute/?lang=en). RF Cosmetics’ 
products such as eyeshadow, eyeliner and mascara are dermatologically tested on delicate skin with excellent 
results (AA.VV., 2000, p. 181). 
 
The company supports the continuous research and development of new formulations that are sustainable from an 
economic, environmental, social and cultural point of view. This is evidenced by the innovative and sensory 
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textures made with the use of biodegradable polymers that decompose quickly and ensure visible and long-lasting 
results. As CEO Rita Rizzi expressed, ‘the company seeks new multi-benefit solutions that guarantee skin and 
body care’. 
 
4.3   Creation of an innovative, green and sustainable halal product 
 
In addition to being decorative, according to the company, the cosmetic product, in particular make-up, has other 
facets: it can be reinvented with its textures and functionality. The CEO Rita Rizzi expressed in an interview that 
‘dynamism and complexity are the terms that best define the theme of make-up. Even the term “hybridization”, 
because if texture, color and sensorial aspect are the first values in the ranking for each consumer, we must not 
forget the complementary care properties that are now among the most requested requirements’ (AA.VV., 2020, 
p. 180). According to interviewee Rizzi consumers aspire to decorative cosmetics that are also functional and have 
other effects such as lifting, moisturizing, anti-blue light and protection of the microbiome. For example, 
foundation today must have these properties. In addition, she added that if the base is green, sustainable and free 
of animal derivatives, it has greater appeal to the consumer. 
 
Halal certification is obtained if the product respects precise rules at every stage of the production and supply 
chain. As elucidated by Rassmea, the social media manager of RF Cosmetics,  
 

‘make-up and skincare in order not to risk becoming haram, prohibited, must first of all avoid the use of 
alcohol, silicones and parabens but also derivatives of animal origin because one of the fundamental 
principles of the Muslim religion is respect for life in all its forms. The same attention is paid to the planet 
and its conservation, so green and vegan products made with the least possible waste of water are 
preferred’.  

 
Halal certification is a guarantee of extreme purity and reassures the consumer about the high performance of the 
cosmetic, respecting the health and integrity of the values that the person wants to preserve. The goal of RF 
Cosmetics of creating cosmetics free from alcohol and substances of animal origin such as collagen and elastin, 
with captivating colors, such as red, seemed at times unachievable. The company has replaced the extracts obtained 
with alcohol with ultrasound ones and the animal derivatives with substitutes derived from plants, implementing 
an improvement in technological evolution (https://rfcosmetici.com/brand-nuage-de-beaute/). However, bringing 
out the potential of new green ingredients is not easy because they cannot be distinguished from traditional ones. 
Rather, they stand out because they improve product performance. 
 
The trend of natural cosmetics is developing in the cosmetic market. It subscribes to eco-sustainability, as well as 
to inclusiveness and a defined 'modesty' style characterized by make-up that enhances the strengths of a face 
without making it appear vulgar or excessively flashy. Hence, if red or fuchsia lipsticks are forbidden, foundation, 
blush, kajal and nude gloss are not (Ferri, 2020). 
 
RF Cosmetics communication strategies 
Business development in the halal cosmetics sector requires an effective marketing and communication strategy 
for the product and the value of halal certification. RF Cosmetics is particularly careful to stimulate in the consumer 
awareness of the quality of the product and of the halal certification process. The company outlines detailed 
information on the quality of the raw materials used and on the production process, the innovative formulations 
designed and the performances guaranteed by the product, highlighting the beneficial effects on the health and 
natural beauty of the consumer. 
 
RF Cosmetics’ communication is mainly promoted through online channels, such as the company’s website and 
social media platforms Instagram and LinkedIn, where it supports many initiatives related to halal cosmetics. In 
addition, the company collaborates with young influencers aiming to intercept the attention of young Muslim 
women under 25 belonging to the second generation of immigrants, who are educated and emancipated in Italy, 
and who through their social networks show the world how to be fashionable and modest at the same time (Ferri, 
2020). 
 
Through the website, the company manages detailed communication about each product in the catalogue: the 
ingredients contained in the product formulation, the product’s characteristics, the certifications obtained, the 
beneficial effects on the skin, functionality, image, packaging, formats and colors available. Through social 
channels, the company has fostered the development of its visibility at an international level and has established 
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various and important institutional and commercial relationships. The latter includes the contact by a Malaysian 
multinational seeking a make-up product (in particular a foundation) capable of satisfying a target of young female 
clients in Malaysia who desired to ‘be clean, and use silicone-free products’, as Rita Rizzi reported in the 
interview. RF Cosmetics established a profitable partnership with the Malaysian multinational company, designing 
and producing on behalf of the partner a dozen types of foundation for a sales target of over 200,000 items. 
Thanks to the intense research and experimentation activity, the quality of production and the communication 
managed on social channels, the continuous search for active ingredients and excipients as the basis of innovative 
and green dermocosmetic formulations, the care of a natural beauty and the wellbeing of the skin, body and person, 
the CEO Rizzi is nationally known as a ‘maximum expert in halal cosmetics’. The interviewee also made the 
following comment: 
 

‘In addition to managing social media, I write in magazines, such as beauty magazines for beauticians, I 
give interviews to newspapers and radios ... when I make a post on LinkedIn, I am tagged by many people, 
friends of friends, and managers and professionals of internationally operating halal cosmetics companies.  
Speaking of my makeup line on LinkedIn, I started producing for third parties. Today my real job is to study 
the product lines for other companies’. 

 
As far as the influencer marketing strategy is concerned, the company mainly collaborates with ‘mini’ young 
influencers with 10,000 to 20,000 followers, but who are very well known among Muslim peers. They are tasked 
with creating make-up tutorials for the most requested products. These include the no-transfer foundation, designed 
for girls who wear the veil and whose face skin is therefore in close contact with clothing, which should not be 
stained. This product is also purchased by women of non-Islamic faith who do not want to run the risk of leaving 
traces of color on scarves and turtleneck sweaters (Ferri, 2020). 
 
4.4.    The relationship with the certification bodies  
 
In Italy there are several halal certification institutions. Their purpose is to conduct rigorous control over the entire 
production chain. Companies tend to choose the certification body recognized in the countries where they market 
their halal products. RF Cosmetics, for example, makes use of the World Halal Authority certification because it 
is recognized by the certification body of Malaysia, where most of the production is sold. 
 
Rizzi underlined in her interview the strong commitment of the certification bodies to raise the awareness of 
Muslims that even what is applied to the skin (lipstick, foundation, shower gel, shampoo and other cosmetic 
products) may not be compliant with Sharia law. In this context, Rizzi described the synergistic relationship 
developed with Annamaria Aisha Tiozzo, founder in 2007, and the president of the certification body WHAD, a 
professional that the Islamic Isfin-Forbes 500 guide included in 2016 among the 500 most influential personalities 
in the Islamic economy for his success in the halal cosmetics and Islamic fashion sectors. 
 
While also certifying food, WHAD has particular expertise in the field of cosmetics and halal chemicals, which 
led to the company being chosen by the largest international beauty fair (Cosmoprof) to create and guide the first 
world pavilion on halal cosmetics and Muslim-friendly spas (https://www.tief.it/). As interviewee Annamaria 
Tiozzo explained: 
 

‘In Italy there are many bodies that certify food, cosmetics and pharmaceuticals. In particular, WHAD, 
which is an Italian certification center, specializes in the certification of cosmetics and halal drugs, also 
having a technical department made up of cosmetologists, biologists, experts in this sector. We are also 
partner of Cosmoprof, for the formation of the first halal cosmetics pavilion in 2006, as a body we verify 
the certifications of cosmetics to avoid self-certifications’. 

 
A supporter and sponsor of Muslim youth and women's associations in Italy (for example GMI Muslim Youth of 
Italy), WHAD is also active in interreligious dialogue; promotes conferences and forums on halal certification, on 
marketing and interactions between Islamic finance and the halal sector, and their impact on business and 
commerce; and develops training programs for venues such as beauty and hairdressing centers. Among the 
certified halal cosmetic lines, some products have received awards from well-known magazines specializing in 
beauty care for their innovation and this is due to the cosmetic industry’s ability to develop new formulations in 
compliance with the requirements of halal certification. 
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Halal certification represents a form of guarantee for the consumer of halal products, in particular for the consumer 
of halal cosmetics, as Tiozzo explained:  
 

‘It is generally very difficult for the consumer to distinguish between halal and non-halal products. The 
process of analyzing the ingredients of a food is very complex. Moreover, not knowing the production 
processes, it is difficult to verify any contamination with other ingredients that have passed through the 
same production line. In cosmetics it is even more difficult. There are also many misunderstandings, since 
there are several alcohols in cosmetics that are not ethyl alcohol ... the certification logo on the product 
containing the name of the certification body and not simply the word ‘halal’ is an important form of help 
for the consumer. The certification logo communicates that a competent Islamic body has verified the 
derivation of each ingredient and the production process’. 

 
4.5  Distribution strategies of RF Cosmetics 
 
In Italy, the most important channels for the distribution of halal cosmetics are perfumeries and pharmacies. 
Perfumeries such as Tigotà, for example, represent a preferential choice for Muslim girls since they have the 
opportunity in this type of shop to move freely in evaluating their purchase choice (without receiving pressure to 
order). It follows that the marketing of halal cosmetics is conducted through distribution channels in which 
customers can serve themselves independently, without feeling noticed or perceiving pressure from service staff. 
Online sales are taking off, but e-commerce needs to be supported by consistent communication campaigns. The 
effectiveness and success of halal e-commerce platforms may become a central issue for the halal cosmetic 
industry to address. A recently established distribution channel considered a potential ‘Amazon’ for Muslims was 
the European platform deenary.com, dedicated to halal and ethnic products. This e-commerce platform was 
founded in 2020 by RF Cosmetics in partnership with another company with the purpose to sell, through a logistics 
hub in Bologna, made-in-Italy and halal-certificated RF Cosmetics products. However, this project failed because 
it did not promote sales, as Rizzi argued:  
 

‘This project did not work because Muslim consumers do not trust the quality of halal certifications not 
coming from Islamic countries despite the awareness campaigns promoted by the certification bodies. This 
awareness, however, is now maturing in particular in Muslim women’. 

 
However, abroad, particularly in Southeast Asia, the company successfully sells a line of cosmetics produced on 
behalf of the Malaysian multinational partner. These are make-up products, in particular various types of organic 
and halal foundations that have arrived in the Sephora chain. 
 
4.6  Opportunities for the development of the halal cosmetics market and development perspectives for the 
distribution of halal cosmetics in Italy 
 
The halal cosmetics market, despite still being a niche market, appears to be expanding greatly in Italy, where it 
began to be talked of with greater relevance from 2016 when a dedicated section was established at Cosmoprof 
Worldwide Bologna. In this regard Rita Rizzi underlined how ‘on that occasion we were present with a luxury 
line intended for adult women. Only later did we understand that the target audience had to be another, that of 
the new generations, given their attention to the issue’. On the production side, today in Italy there are some large 
halal cosmetics producers who could become forerunners for business development. In the last year in Italy, three 
major make-up manufacturers have achieved halal certification, having understood that the market is growing. 
Rizzi said that  
 

‘the minimum production and sales quantities for larger companies are around 10,000, 20,000 items. RF 
Cosmetics will initially follow the trail with 500–1000 pieces’.  

 
Obtaining halal certification by large producers was also favored by the fact, as Rizzi explained, that 

‘people no longer like animal derivatives and synthetic products. The volatile silicones used to make the 
foundation five years ago no longer exist … so large companies have had to modify their production to 
make their products more sustainable’. 

 
The best world producers of halal-certified make-up are located in the Bergamo area (Italy), over 10 square 
kilometers. In particular, there are 10 small halal-certified Italian companies that produce make-up for the most 
prestigious global brands. They have integrated halal principles throughout the supply chain and certified high-
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quality products. They also have production sites abroad (China, Korea) where they produce semi-finished 
products at very low cost. Although the halal cosmetics market is expanding, the perception remains widespread 
among the Muslim population that halal cosmetics – as Rizzi said – are ‘just a commitment to do business. The 
companies engaged in this production are not expected to propose inclusive cosmetics’. 
 
A key factor in supporting business development concerns the credibility of the company. In terms of marketing, 
communication and product marketing strategies and policies, the company must be immersed in the halal world, 
respecting and welcoming its values, or rather making the halal values its own, acting consistently with them and 
therefore aligned with the halal world. Rizzi argued,  
 

‘a company that produces halal cosmetics would not be credible, which, for example, does not participate 
in events in the halal world, does not have Muslim personnel, does not sponsor initiatives by young Italian 
Muslims, does not care for a communication that respects the principles and halal values, does not choose 
a testimonial that reflects the halal world …’. 

 
With a view to expanding the halal cosmetics market in Italy, interviewee Rizzi highlighted that the company is 
developing a line of make-up products for a company (also Italian) that wishes to offer low-cost halal products for 
young, veiled girls. The products will be sold in pharmacies, a place frequented by all girls eventually, if only to 
buy a basic necessity product, and a place where they may move about with peace of mind without perceiving 
pressure from the sales staff. However, young Muslim girls are more reluctant to frequent famous cosmetic chains 
such as Sephora in Italy because they do not feel at ease in these shops; they perceive they are being observed by 
the sales staff and customers, and they do not like to be noticed during their purchase decisions. It is therefore 
important to ensure halal cosmetics are accessible in distribution chains frequented by Muslim consumers. In this 
respect, it would be useful to invest in sales agents promoting halal-certified cosmetics in, for example, pharmacies. 
A further opportunity for business development lies in the fact that beauty centers for Muslim women are beginning 
to exist in Italy, and that more beauty and hairdressing centers are approaching this concept. In this regard, Tiozzo 
emphasized that: 
 

Most of the Muslim population in Italy does not go to beauty centers, they prefer beauty treatment at home. 
There is a problem of space management but also of treatment of the body, or of an area of the body that 
may or may not be shown, that you can or cannot touch, there is a problem with the type of treatment, for 
example: Can I pluck my eyebrows? Can I change their shape? Can I have a massage? How can I cut my 
hair? Can I get a piercing, a tattoo? It is still difficult for a Muslim woman to enter a beauty or hairdressing 
center and explain these needs. She also prefers to abstain. 

 
The training programs promoted by certification bodies are a relevant initiative with a view to fostering social 
inclusion and providing professional support effectively. They also offer relationship management in the context 
of ongoing social change. Tiozzo in fact explained that  
 

‘the World Halal Authority supports a training program called Italia Bayte dedicated to beauty centers, 
hairdressers, to teach them what the difficulties are and how they can approach this market’. 
 

5 Discussion 

Analysis of this case study and the distribution ecosystem to which the company belongs highlights that the 
development of the halal cosmetics business can be supported by the following factors:  
 
- the quality and elegance of the halal skin care and make-up product, which should be in keeping with the needs 

of an elegant and strong woman, 
- the development of a product capable of combining the needs of innovation and eco-sustainability, 
- the accuracy and originality of the packaging, 
- the guarantee of a product free from any derivative of animal origin, in favor of a vegan style,  
- the efficiency of the distribution system, in relation to lawfulness, traceability, safety, exclusivity of the product 

and the service offered, and 
- a communication strategy that can increase consumers’ awareness of the value of halal cosmetics and transmit 

emotional messages of authenticity, trust, support and ethics. 
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Awareness that technological progress affects the environment is changing the beauty industry: today’s consumers 
are not willing to give up essential principles such as authenticity, transparency and sustainability. The CEO Rizzi 
stated that ‘the company’s mission is to create unique products with a focus on the beauty of tomorrow and to 
create marketing stories that attract new customers, press and influencers’. 
 
As the findings highlight, it is important to develop companies’ multi-sided platforms and online channels for 
shared value creation between the cosmetics industry, distributors and ethical consumers. Halal certification is a 
quality, supply chain and product certification, including not only the quality control systems, the raw material 
procurement phases and the transformation phases and processes, but also the internal logistics and storage, and 
internal and external transport until reaching the final destination. The methods and systems for the procurement 
of financial means and social responsibility are also involved. 
 
Therefore, this certification enables Italian companies that export cosmetic products to reach Islamic faith markets 
(where both purchasing power and attention to personal care are growing). Conversely, it contributes to the 
integration and inclusion of a growing Islamic community residing in Italy. Further, consumers who, although not 
of Muslim faith, are interested in the consumption of products for which compliance with environmental and 
ecological aspects is guaranteed are also seeking products with halal certification. 
 
6  Theoretical and managerial implications  

The study contributes to the literature by demonstrating how even a small business can operate on competitive 
terms in the halal cosmetics market directly with its own brands or by producing for third parties if it is able to 
produce a high-quality product with competence and experience. RF Cosmetics has shown that it follows the 
priorities that the literature has highlighted to obtain strong halal certification recognized in the countries where it 
sells its products. In fact, the company effectively oversees the entire supply chain with careful communication of 
the product and halal culture and with communications aimed at ensuring Muslim and non-Muslim women feel 
that they are protagonists, appreciated and authentic. The detailed communication of a product’s ingredients, its 
specific features and methods of use, as well as the benefits that may be obtained from it, support and enhance its 
quality and performance, generating a positive perception in the consumer of the value of the halal product. Halal 
certification, especially regarding cosmetics, is a process that can be long and expensive. In fact, halal requirements 
are difficult to achieve, in particular for large companies that have located their production in different countries. 
 
The case study is an example of how a small business can successfully undertake halal certification. In the case of 
RF Cosmetics, the certified product is entirely made in Italy. The company has opened an international outlet 
market and has an ongoing national one. This achievement is attributable to the development of awareness on the 
part of relevant stakeholders, starting with consumers, that the brand possesses the requisites that guarantee the 
product is of such a high quality as to be pure and healthy for the skin. The wellbeing of the consumer with respect 
to products defined as organic is also ensured. The value of halal cosmetics will increase if the company is 
committed to continuous innovation and able to express the principles of eco-sustainability, and if the world of 
production and distribution, from an integrated perspective, invests in training and awareness programs for 
customers and the main players in the ecosystem in which they operate. 
 
7       Conclusion, limits and future research direction 

This study and the analysis of RF Cosmetics have highlighted how quality, elegant, innovative and sustainable 
halal cosmetics could be successful products for Muslim and non-Muslim consumers. The research also reveals 
that an accurate packaging, a strong halal certification capable to guarantee halal status throughout the supply 
chain, transparent online communication strategy and a relationship with certification bodies are other important 
factors for company development and for capturing the preference of the ethical consumers. The study as a whole 
offers interesting points for reflection, however it does include some limitations. First, the paper proposes the 
analysis of a single Italian company operating in the halal cosmetics industry; it is therefore not possible to reach 
a generalization of the results obtained. To this end, a larger sample of Italian companies operating in halal 
cosmetics industry in Muslim country should be analyzed. It would also be interesting to study companies 
operating in the same sector and located in non-Muslim countries other than Italy in order to understand any 
different criticalities and potentials of the halal cosmetic sector. Secondly, the analysis was conducted by adopting 
the Company’s point of view in order to detect the distribution and communication strategies for the development 
of competitiveness and sustainability of halal cosmetics industry. A future research direction could concern the 
exploration of the point of view of other actors included in the company supply chain, on the basis of which the 
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company modulates its strategy. An interesting role is that of Muslim and non-Muslim consumer of halal 
cosmetics, the analysis of his perceptions in relation to Italian and other non-Muslim country brands. 
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Abstract. This paper adopts a qualitative method to investigate sportswear retailers’ strategies to foster ethical consumption in terms of 
refinement and reduction. Data were collected via in-depth interviews with store/retailer managers and triangulated with information from the 
retailers’ websites and social media. Reflective thematic analysis was used to identify retailers’ strategies. To foster consumption refinement, 
retailers implement selection of ethical products/producers; use of external certifications and brands; customer education initiatives; and 
nudging. To foster consumption reduction, retailers’ strategies include recycling & donating, increasing product lifetime value, and rental 
consumption. The findings highlight retailers’ role in fostering consumers’ ethical behavior while improving their ethicality. 
 
Keywords: ethical consumption; sportswear retailers; business strategies; reflexive thematic analysis; ethicality 
 
 

1  Introduction 

A growing number of consumers are increasingly aware that their purchasing and consumption decisions impact 
the environment, society, and the economy (e.g., Leonidou et al. 2010; Igoe 2013; Dagher & Itani, 2014; Zollo, 
2021). As a result, ethical consumption (EC) is progressively expanding by embracing the daily lives of many 
consumers (e.g., Davies & Gutsche, 2016; Ghali, 2021) who make choices based on ethical concerns (Caruana et 
al., 2016; Zollo et al., 2018; Chatzidakis et al., 2021) which result in their ethical principles and moral beliefs 
(e.g., Caruana, 2007; Chowdhury 2020). EC behaviors encompass various actions such as downshifting, recycling, 
boycotting, or purchasing ethical goods (e.g., Loureiro et al., 2002; Vitell, 2015). In this last regard, consumers 
purchase products that they perceive to have a positive – or at least less adverse – impact in social and 
environmental terms (e.g., products that respect human and animal rights). Conversely, they boycott products made 
by exploiting child labor or imported from nations with oppressive or dictatorial regimes. The adoption of EC 
behavior leads consumers to be more socially and environmentally responsible in their purchases (e.g., Leonidou 
et al. 2010; Irandust & Bamdad 2014). Companies recognize EC behaviors and engage in ethical management by 
shifting their ethics strategies to reflect this change. Consumers tend to prefer and reward companies that show 
ethical behavior (e.g., De Pelsmacker et al., 2005; Govind et al., 2019) while avoiding purchasing from unethical 
companies (Giesler & Veresiu, 2014; Vitell et al., 2015). However, consumers’ ethical attitude does not always 
lead to ethical purchasing behaviors, as explained by the so-called “attitude-behavior gap” (e.g., Carrington et al., 
2014; Caruana et al., 2016; Hassan et al., 2016; Lee & Cheon, 2018; Govind et al., 2019; Casais & Faria, 2022). 
 
Many producers and retailers are moving towards more ethical business practices. Previous studies have analyzed 
the sustainable business practices implemented by producers to foster EC, such as providing consumers with 
environmentally friendly products and of ethical quality according to their ethical values (e.g., Wright, 2004; Low 
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& Davenport, 2005), offering maximum safety, or supporting slow consumption (e.g., Krozer, 2016). Fewer 
studies have focused on the role of retailers, who are not merely distributors of merchandises – as traditionally was 
believed – but they add value for consumers in various aspects of the value chain (e.g., Lai et al., 2010). In this 
sense, retailers can play a fundamental role in offering a broader range of products and services that promote EC. 
In this regard, past research focused on EC of clothing (Jägel et al., 2012), textile (Frank et al., 2016), and luxury 
jewelry (Moraes et al., 2017); EC in shops and supermarkets (Szmigin et al., 2007; Jayawardhena et al., 2016) and 
in online retailers (Aboul-Dahab et al., 2021). However, a categorization of retailers’ strategies to foster EC 
behavior purchases has not been proposed in extant literature.  
 
This study aims to fill this research gap by empirically analyzing retailers’ strategies to foster purchases for EC 
behavior. To this end, the present research focuses on the sportswear industry by adopting a qualitative method 
for data collection (via semi-structured in-depth interviews) and data analysis (via reflexive thematic analysis). 
Sportswear retailing is selected because it is a fast-growing industry that has been boosted by the Covid-19 
pandemic, which has prompted healthier lifestyles, including more time devoted to sports activities. After the 
theoretical background, the paper proceeds as follows: the methodology is described, and the findings are presented 
and discussed. The study concludes with the implications, limitations, and directions for further research. 
 
2  Literature review 

2.1   Ethical consumption 

Although research on the EC has grown significantly since the 1990s, this concept is still ambiguous due to the 
multiple definitions presented in the literature (Cooper-Martin & Holbrook, 1993; Shaw & Clarke, 1999; Doane, 
2001; Crane & Matten, 2003; Carrigan et al., 2004; De Pelsmacker et al., 2005; Guid et al., 2010; Cornish, 2013; 
Davies & Gutsche, 2016). The union of the two following definitions is helpful for this study: “EC is the conscious 
and deliberate choice to make certain consumption choices due to personal and moral beliefs” (Carrigan et al., 
2004, p. 401, who mentioned Crane and Matten, 2003), and it is “consumption in favor of the products respectful 
of people’s health, the environment, and social equity on the basis of the moral beliefs and personal values of 
consumers” (Ghali, 2021, p. 12885). In other terms, EC can, thus, be understood as a conscious and free decision-
making process, which is driven by personal beliefs and values to purchase products that consider one or more 
ethical issues. In accordance with Toti & Moulins (2015), ethical issues can be distinguished into three dimensions: 
1) political dimension, which includes consumers’ willingness to be active in public affairs and to change things, 
2) social dimension, which includes solidarity, sharing, and the interests of others, and 3) environmental 
dimension, which includes consumers’ concern for the environment and uncertainty about the future of human life 
on the planet. In political terms, consumers adopt behaviors aimed at improving the living conditions of producers, 
such as donating to an ethical association or purchasing fair trade products, or at boycotting certain brands that are 
considered not consistent with their value systems. In social terms, consumers promote solidarity, sharing, and the 
interests of others through fair trade (De Pelsmacker et al., 2005; O’Connor et al., 2017; Simeoni et al., 2020), the 
use of shared products, and buying organic products (Auger et al., 2007; Chekima et al,. 2017) from small and 
local farmers. In environmental terms, consumers search for simplicity in their lives, renewable energy, green 
products, e-waste recycling (Echegaray & Hansstein, 2017), or organic agriculture.  
 
This variety of behaviors inevitably makes it difficult to identify the profile of ethical consumers, who essentially 
favor specific criteria other than price and quality (Newholm & Shaw, 2007) because they are influenced by 
environmental or ethical issues (Cowe & Williams, 2001). In their choices and purchase processes, ethical 
consumers consider multiple ethical attributes such as product packaging, ergonomics, labeling, expiry dates, 
geographical origins, life cycle, production conditions, business processes, traceability, conformity with specific 
standards, as well as social and environmental impacts (e.g., Carrigan et al., 2004; Baccouche & Zghal, 2008; 
Zafari et al., 2015). In this regard, previous scholars have identified two interrelated but distinctive approaches to 
consumption (Carrigan & Bosangit, 2016): consumption refinement and consumption reduction. According to 
consumption refinement, consumers manifest socially and environmentally responsible consumption behaviors by 
choosing brands and businesses that prioritize social responsibilities and buy purchasing products that are not 
harmful (or are less harmful than others) for the environment and the society. According to consumption reduction, 
consumers deliberately decrease their consumption levels, voluntarily adopt simple lifestyles or become more 
frugal in their purchases. Consumption refinement guides consumers to consume better, while consumption 
reduction leads them to consume less. In this sense, EC responds to the criteria of corporate social responsibility 
(CSR) (Cabrera & Williams, 2012; Cornish, 2013). In addition, EC is an integral component of sustainable 
development, given that one of the 17 Sustainable Development Goals of the 2030 Agenda proposed by the United 
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Nations in 2015 specifically aims to “ensure sustainable consumption and production patterns” (United Nations, 
2015). Consumption refinement can find theoretical support in the Theory of justice, proposed by Rawls (1972) 
as an alternative to utilitarian theories. According to Rawls (1971). “Justice is the first virtue of social institutions,” 
and it is fundamentally about fairness, in particular regarding “the distribution of costs and benefits of actions or 
policies” deriving from interactions within society (Ma, 2009, p. 262; Hill, 2018). The Theory of justice maintains 
that fairness requires all individuals in society “to have the same rights or liberties that also limit social and 
consumption inequities” (Hill, 2018). The Theory of Justice has been adopted in other studies to investigate 
environmental issues (Singer, 1988) and ethical consumption (Barnett et al., 2005). Consumption reduction can 
be explained by the practice of Voluntary Simplicity, which has been described as a lifestyle characterized by 
“freely reduced consumption involving a conscious effort to live a simple life” (Reboucas & Soares, 2021, p. 304). 
Consumers’ values, ethical principles, and environmental consciousness usually inspire voluntary simplicity. 
Therefore, this concept particularly suits the aim of this study. Based on this theoretical background, this study 
intends to examine retailers’ practices to identify the strategies implemented to foster ethical consumption in terms 
of refinement and reduction behavior. 

2.2   Ethical consumption and retailers 

Previous studies focused on consumer perceptions and judgment of corporate ethics or, more appropriately, the 
ethicality of business/brand behavior (Creyer & Ross, 1997). Ethicality expresses consumers' evaluation when 
purchasing from businesses that respect ethics in production and commercialization processes (Leonidou et al., 
2010; Seo et al., 2015; Toti & Moulins, 2015). Brunk (2010) identified six ethicality domains, i.e., consumers' 
judgment about the business practices in terms of right or wrong. These domains regard consumers, employees, 
the environment, the overseas community, the local economy and community, and the business community. EC 
pushes retailers to behave ethically because consumers desire to reward those businesses that engage in ethical 
management or that they perceive as ethical (Creyer & Ross, 1997; Singh et al., 2012; Markovic et al., 2015) by 
purchasing in stores that offer products and services in line with CSR, such as green and fair trade products (Toti 
& Moulins, 2015).  
 
Accordingly, retailers are promoting ethical products in-store (Jayawardhena et al., 2016) and on their websites 
(Szmigin et al., 2007) to improve their reputation and differentiate themselves, and ultimately, to increase their 
profits (Nicholls, 2002). Compared to 20-30 years ago, today, ethical products are found more easily because they 
are available in big supermarkets alongside conventional products, without specific ethical claims (Davies & 
Gutsche, 2016). Differently, retailers that adopt unethical conduct are punished by consumers that, usually, boycott 
their products or want to pay a lower price (Doane, 2001; Harrison et al., 2005), and tend to share their (good or 
bad) opinions, feelings, and experiences through word-of-mouth, social media, and mobile technologies (Cheung 
& To, 2021). Recent studies have been carried out about the online retailing context to develop a scale that 
measures consumer perceptions of ethics (Roman, 2007; Roman & Cuestas, 2008; Kurt & Hacioglu, 2010; Limbu 
et al., 2011; Lu et al., 2013; Agag et al., 2016) and to examine the effects of consumers' ethical perceptions on 
their trust (Diallo & Lambey-Checchin, 2017) and loyalty (Valenzuela et al., 2010; Azam & Qiang, 2014; Agag, 
2019; Aboul-Dahab et al., 2021). 
 
To the best of the authors' knowledge, very few studies have investigated how retailers are strategically acting to 
create physical and virtual pleasant shopping environments and promote EC effectively. Some scholars suggested 
the importance of increasing adhesion in terms of involvement (Bezençon & Blili, 2011; Davies & Gutsche, 2016) 
or sense of belonging (Kozinets & Handelman, 2004), while others have recommended investing in pro-
environmental advertising campaigns that emphasize the benefits of ethical purchases (Zollo et al., 2018). This 
study, therefore, investigates the main strategies adopted by store managers to foster purchases for EC behavior. 
 
3 Methodology 

The exploratory nature of this study prompts researchers to adopt a qualitative methodology to identify and 
categorize sportswear retailers' main strategies to foster purchases for EC behavior. Sportswear retailing includes 
selling clothes, shoes, and accessories designed for sports purposes. In recent years, the convergence between 
sportswear, everyday life, and fashion has boosted the growth of the sportswear industry. In addition, the desire 
for sports activities (especially those that can be practiced outdoor) has been boosted by the Covid-19 pandemic, 
leading to an increase in sales for sportswear goods. Finally, sports consumers have proved to be particularly 
sensitive to ethical, responsible, and sustainable consumption. In this sense, sportswear retailers represent a 
relevant context for analyzing retailers' strategies in fostering EC.  
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TABLE 1 – Profile of managers 

Sportswear 
retailer 

Portfolio of  
Products 

Brand 
Assortment 

E-
commerce 

Role of the 
interviewee 

R1 Mountain clothing and shoes Monobrand Yes Retail manager 
R2 Outdoor gear, clothing and 

shoes 
Multibrand Yes Retail manager 

R2 Clothing, shoes, accessories Multibrand Yes Store manager 
R3 Clothing, shoes, accessories Multibrand Yes Retail general manager 
R4 Sport equipment Multibrand Yes General manager-owner 
R5 Clothing, shoes, accessories 

and equipment 
Multibrand Yes Retail manager 

R6 Clothing, shoes, accessories Monobrand Yes General manager 
R7 Sport equipment Multibrand Yes General manager 
R8 Sport equipment Multibrand Yes General manager 
R9 Clothing, shoes, accessories Multibrand Yes Owner-General Manager 

 
Purposeful sampling was used to identify the most knowledgeable sample for the aim of the research (e.g., Patton, 
2002). Sportswear retailers were selected according to the guidelines provided by Yin (2003), using the three 
following criteria: (1) retailers that communicate CSR initiatives on their institutional website, and (2) retailers 
with an international presence in terms of physical stores; 3) retailers with e-commerce. Potential participants were 
identified using the personal researchers’/authors' networks. Overall, ten retailers (see Table 1) were available to 
participate in this study. All participants were asked for permission to trace the interview and report the retailer's 
name. Anonymity was also guaranteed if required. No financial incentives were offered to them for their 
participation. 
 
Semi-structured in-depth interviews with sportswear retailers' managers were conducted. The analysis of literature 
on EC served to design the first draft of the interview protocol. Before conducting the interviews, the protocol was 
reviewed by two sportswear retail specialists and a professor in the retail management field—who were contacted 
based on the researchers’/authors' networks—to ensure that the questions' meaning was clear and their wording 
was explicit. The interview protocol was developed in English, Italian, and Greek to facilitate the respondents' 
understanding. Because of the Covid-19 pandemic restrictions, some interviews were carried out in-store face-to-
face, and others were conducted with the support of online communication platforms. Data were collected between 
December 2021 and February 2022. In cases of need for further information, some respondents were approached 
again to obtain clarifications. Some interviews were undertaken in Italian and subsequently translated into English 
by ensuring the meaning of the original responses (Hogg et al., 2014). Each interview lasted about 40-60 minutes. 
The interviews were audio-recorded and later transcribed verbatim and checked for accuracy. Information 
published on each retailer's corporate websites and social media was used to provide research validity and 
reliability (Yin, 2003). 
 
Following Braun &* Clarke's (2019) approach, reflexive thematic analysis was applied. Thematic analysis is a 
qualitative "method for systematically identifying, organizing, and offering insight into patterns of meaning 
(themes) across a data set (Braun & Clarke, 2012, p. 57). Coding in reflexive TA is an interpretative "open, fluid, 
organic, and recursive" practice (Braun & Clarke, 2021) in which coding quality is not guaranteed by consensus 
between coders but rather by the researchers' deep engagement with the data. After reading and re-reading the data 
to familiarize with its content, the data were codified (into practices), and initial themes were generated. With the 
help of a thematic map and a table containing examples of quotations, codes, and initial themes, the researchers 
reviewed the themes. They identified and named the final themes following an interpretative orientation to best 
respond to the research question (i.e., strategies for fostering EC behavior). Next, themes were reviewed, defined, 
and named. 
 
4 Results  

Seven main themes were identified based on reflexive thematic analysis (Braun & Clarke, 2019), as summarized 
in Tables 2 and  3. The themes represent the strategies adopted by sportswear retailers to promote EC behavior in 
terms of refinement or reduction. To promote consumption refinement, sportswear stores implement the following 
strategies (Table 2): 1a) Selection of ethical products/producers; 2a) Customer education initiatives; 3a) Nudging. 
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TABLE 2 –  Results of reflective thematic analysis for consumption refinement 

First, concerning the selection of ethical products and producers, most interviewees have emphasized the 
importance of carefully selecting their assortment by choosing products made with sustainable raw materials. For 
example: 
 

“Our products are made with organic cotton, feathers that come only from certified farms, and 
ecological waterproof materials.” (R1) 
 
“We sell a collection made of alpine hemp, which besides being a resistant and breathable fabric, 
needs far less water than cotton to be cultivated.” (R2) 

 
In addition, some retailers mentioned the preferences for fair trade providers and responsible and certified 
manufacturers. For example:  
 

“The manufacturer pays the shepherds a fair price for the wool that would otherwise mostly be 
thrown away.” (R2) 
 
“The majority of our products arrive from factories with controlled production conditions (to 
guarantee safe, fair and ethical working conditions.” (R6) 

 
Second, retailers have emphasized the importance of offering customer education and information initiatives to 
enhance refinement in EC. In this sense, the website, social media, and the store can be valuable channels to 
promote more EC. In addition, specific initiatives are being implemented to increase customer education.  
 

“Returns from e-commerce sales can have a negative impact from an environmental perspective. 
Together with the ordered products, we are sending our e-commerce customers an informative flyer 
explaining the impact of returns in terms of CO2 emissions to increase their awareness.” (R3) 

 
Third, a nudging strategy to foster EC in-store was also identified. As reported by one of the respondents: 
 

“We ask customers if they prefer digital receipts in alternative to highly polluting chemical paper 
receipts.” (R1) 

Consumption refinement 

Text Code (practices) Final theme 
(Strategy) 

We choose products that have not been tested on animals 
We select products produced with environmentally friendly 
or recycled materials 
The producers we select guarantee fair working conditions 
for employees 
The feathers arrive only from certified goose and duck 
farms 
We have created a brand mark to identify our highly ethical 
selection of products 

Ethical and sustainable raw 
materials 
Ethical working conditions  
Support to fair trade 
Certified products and 
produces 

1a) Selection of ethical 
products and supply chain 

We try to make our customers more aware about the 
environmental consequences of their actions 
The retailers’ CSR activities are explained within the store 
on eco-friendly supports 

Initiatives to inform 
customers about the retailers’ 
CSR activities 
In-store communication 
Online communication 

3a) Customer education 
initiatives 

Offering digital receipts in alternative to highly polluting 
chemical paper receipts 
Asking customer if they want to leave the product box in 
store (for future usage) 

Encouraging sustainable 
behavior in the physical and 
digital store (ecommerce) 

4a) Nudging   
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“We ask customers if they need the product box (e.g., for shoes) or if they want to leave it in the 
store that will reuse it (e.g., for reconditioned products).” (R1) 
 

Regarding the strategies adopted to reduce consumption (Table 3), retailers have mentioned several practices 
related to the following strategies: 1b) Recycling and donating, 2b) Increasing product lifetime value, 3b) Rental 
consumption. First, the strategy of recycling and donating includes in-store initiatives during which retailers collect 
used clothes, shoes, or equipment that are still in good condition to refurbish them and donate them to non-profit 
organizations. Non-reusable clothes and shoes are recycled to be reused in the production process. 
 
Second, sportswear retailers implement several practices to increase products’ lifetime value. For example, since 
children grow rapidly and clothes tend to become small soon, some retailers select products that can be adapted as 
the child grows. In addition, year-round collections and repair services can help to increase products’ lifetime 
value, as exemplified in the following interviews’ extracts: 
 

 “About 60% of our collections are year-round. This means that we can increase a products’ 
lifecycle and that we do not have to sell off our products at the end of each season” (R4) 
 
“Our climbers are very sensitive to environmental issues. They want to be sure that their shoes 
cannot be resolved again before buying a new pair of shoes. We will soon extend the resoling service, 
which was limited to climbing shoes, to other product lines” (R1) 
 

Third, some retailers pursue a rental consumption strategy. Consumers can rent technical equipment and clothes 
that they would use only on limited occasions instead of buying them, thus reducing unnecessary purchases. 
  
5  Conclusions and discussion 

Drawing from the collection of practices implemented by sportswear retailers, this study has identified different 
strategies used by sportswear retailers to foster EC in terms of refinement and reduction. From the interviews, not 
all retailers showed the same level of commitment to ethics, and they attributed different meanings to the concept 
of the ethical retailer. Even if most of the strategies identified have substantial environmental implications, some 
also show retailers' commitment to fairness in social terms (for example, by educating both employees and 
customers regarding the impact of ethical versus unethical consumption).  
 
Concerning refinement, the practices adopted implicitly suggest the importance of consumers' trust towards the 
retailers' commitment in selecting ethical products, producers, and partners, trust that the presence of external 
certifications can reinforce. Customer education initiatives and communication also represent a central role in 
helping customers to make more informed/self-conscious choices. Some strategies used to promote reduction can 

TABLE 3 – Results of reflective thematic analysis for consumption reduction 

Consumption reduction 

Text Code (actions) Theme (Strategy) 

Customers can bring to the store and donate their old 
clothes and shoes 
We collect old equipment and we restore them to donate 
them to some non-profit organizations 

Recycling initiatives 
Donation to non-profit 
organizations and charities 

1b) Recycling and 
donating 

Expandable clothes for children 
Repair labs for clothes and shoes 
Repairing tutorials 
Lifetime guarantee 
Year-round collections 
We collect and resell second-hand clothes and equipment 

Repair services 
Customer services 
Clothes and collections 
designed to improve product 
usage/usability 
Resell and buy second-hand 

2b) Increasing products’ 
lifetime value 

We rent shoes and equipment Renting services  3b) Rental consumption 
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be related to circular economy practices (reduce, recycle and reuse). Even if the aim of this study was not to 
identify circular economy practices, the strategies identified from the interviews recall this trending topic. While 
several studies have been published on circular economy in the fashion industry, few contributions have addressed 
circular economy in fashion retail. This study shows that retailers' ethical practices and strategies align with some 
fundamental principles of the circular economy.  
 
The findings of this study provide useful practical implications for retailers. First, becoming an ethical retailer is 
a long journey and requires a strong commitment and often a revision of established business strategies and 
practices. The set of strategies identified to foster EC can inspire and provide guidance to other sportswear retailers 
and fashion retailers broadly intended. Second, customers can be an inspiration for product and service innovation. 
Some of the respondents emphasized how, in some cases, customers played a crucial role in defining new ethical 
retail strategies. Specifically, customers of outdoor, nature-intensive sports activities are sensitive to ethical and 
environmental issues and can act as ambassadors in promoting refinement consumption behaviors. Third, even if 
consumption reduction strategies may affect sales in the short term, they can positively affect customer brand 
engagement and loyalty in the medium-to-long run. Finally, besides fostering EC, these strategies can help retailers 
improve their ethicality and overall corporate reputation.  
 
This study is not without limitations. First, a qualitative method was used for data collection and analysis, and the 
results cannot be generalized. Future studies con include quantitative methods to investigate the determinants of 
retailers’ ethical behavior. Second, in this research, the retailers’ perspective was considered. It would be 
interesting to consider the customers’ viewpoint and analyze if any of these strategies actually affect consumers’ 
decisions in terms of EC behavior. In addition, it would be interesting to adopt other theories (such as the Ethics 
of care) to analyze retailers’ and consumers’ ethical behavior. 
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Abstract. The choice of a bottle of wine is a complex decision since consumers cannot try the product in the moment of purchase. In this 
context, the label is the most evident packaging cue since the combination of visual and textual information supports a consumer’s choice. 
Previous literature has focused on separate effects of stimuli on different levels of consumer responses, overlooking a comprehensive account 
of the impact of the sequence from purchase to consumption. This paper proposes two studies investigating the behavioral determinants of the 
consumers’ experience with a label. In particular, the first study aims at assessing the impact of the packaging visual cues, namely label style 
and color, on consumers’ cognitive and affective responses; and the second study investigates how the label characteristics may affect 
consumers intention to purchase and gift giving through sensory experience by running a field study in two real wineries. Results display a 
prominent role of experiencing the label that is affected by the consumer’s evaluation of the congruity between the label and the self-image.  
 
Keywords: label; wine; experience; sense; purchase; self-image 
 
 
1 Introduction 

Most retailing contexts, such as grocery stores or wineries, typically feature marketing stimuli that may potentially 
act on consumers’ browsing and purchasing behaviors (Visentin & Tuan, 2021; Zhu et al., 2011). Upon entering 
a store, customers are assailed by a variety of sensory cues originating from multiple sources, including visual 
(e.g., displays, use of colors, screens), olfactory (e.g., natural or complex ambient scents, product fragrances), 
hearing (e.g., music, announcements, noise) and haptic (e.g., form, material). As consumers browse the store, the 
volume of these cues surpasses their processing capabilities. Consequently, consumers rely on product packaging 
that through the combination of aesthetic and sensory characteristics, helps to differentiate products visually and 
focus consumers’ attention (Ampuero & Vila, 2008; Krishna et al., 2010; Mai et al., 2016; Pieters & Wedel, 2007). 
In particular, the wine market presents a higher number of labels than most of other product categories (Sherman 
& Tuten, 2011; Sinha et al., 2013).  
 
Visual elements such as the brand or product name, color, style of the logo, font used and the package design, may 
help brand recognition and differentiation (Bottomley & Doyle, 2006; Grohmann et al., 2007; Labreque & Milne, 
2012; Orth & Malkewitz, 2008; Walsh et al., 2010). For example, the package design can modify attitudes and 
expectation toward consumption (Bordeaux and Palmer, 2007; Galati et al., 2018). Therefore, visual stimuli are 
likely to impact both cognitive and emotional reactions that, in turn, determine consumers’ perceptions of products 
and brands leading to higher purchase intentions (e.g., Chebat et al., 2001; Krishna et al., 2010, 2017; Krishna, 
2012; Mattila & Wirtz, 2001).  Wine provides a valid and interesting context to understand the role of brand design 
elements in combination with the senses involved in the wine experience (Jaeger et al., 2009). In fact, the choice 
of wine is a complex decision and buying a wine bottle does not allow consumers to evaluate the product before 
buying (Boccinelli et al., 2019; Sherman & Tuten, 2011). In this context, the label of a bottle is the most evident 
packaging cue. The combination of visual and textual information (e.g., colors and images, the name of the 
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winemaker, the grape used, the vintage, etc.) helps consumers at the point of purchase to overcome sensory 
overload and evaluate the product (Doucé et al., 2020; Pala et al., 2022). 
 
Previous literature has focused on separate effects of stimuli on different levels of the consumers’ response, 
overlooking a comprehensive account of the impact of the sequence from purchase to consumption. To fill this 
gap, this paper proposes two studies investigating the behavioral determinants of the consumers’ experience with 
a label. In particular, the first study aims at assessing the impact of the packaging visual cues, i.e., the elements of 
the label design, on consumers’ cognitive and affective response; and the second study investigates how the label 
characteristics may affect a consumer’s sensory experience through brand attachment in self-consumption and gift 
occasions by running a field study in two real wineries.  
 
The contribution of the paper is twofold. First, it shows that colors set prevails on the design of the label in affecting 
behavioral intentions. Second, we support a robust effect of the perceived congruity between the label and a 
consumer’s self-image that predominates on the sensory experience in affecting the intention to purchase a wine 
bottle for self-consumption and for gift. 
 
2 Theoretical background 

Consumers assign their preferences to products according to the relative benefits they obtain from them. The 
experiential enjoyment is related to the product’s sensory aspects, which encourage a greater brand affect, while 
practical functionality derives from tangible aspects that generate high levels of brand trust (Babin et al., 1994). 
When assessing quality, consumers rely more on functional aspects, which have greater predictive value than 
experiential ones (Zeithaml, 1988). However, in absence of previous experience with a product, they often tend to 
assess quality based on experiential/symbolic elements (Veale & Quester, 2008). Specifically, since in most 
purchase situations consumers do not have the opportunity to taste a particular wine before buying, what is outside 
the bottle is used to evaluate what is inside the bottle (Menichelli et al., 2012). 
 
Studies on food consumer behavior have mainly analyzed the processes before the purchase such as information 
search, exposure to and processing of purchase related cues, which do not involve tasting, while sensory affective 
studies that involve tasting mainly deal with processes that occur after the purchase (Grunert, 2003). Sensory 
stimuli affect consumers’ perception of products and brands, as they impact both cognitive and emotional reactions 
(Krishna, 2012). However, non-sensory cues can be powerful enough to overcome sensory perceptions, since 
sensory perceptions are not always accurate and are influenced by expectations and beliefs (Priilaid, 2006; 
Symmank, 2019). This means that functional attributes can be weighted and interpreted more accurately when 
evaluated by consumers, even if the evaluation is through sensory means (Spence, 2012).  
 
Wine is a product for which the evaluation of sensory characteristics is strongly affected by experiential attributes 
(Mueller et al., 2010). In particular, taste is not physiologically made up of sensations from taste buds only; it also 
relies heavily on input from the other senses (Spence, 2015). It derives first from sight and then odor. Each sense 
has some role in generating taste (Rolls, 2005). Sight works cognitively to inform and identify the product, and 
affectively to differentiate and stimulate emotions; visual cues are also significant in consumer quality evaluations 
(Hoegg & Alba, 2007; Symmank, 2019). Experiments in meat consumption (Bredahl, 2003; Hurling & Shepperd, 
2003) showed that consumers prefer the appearance of a very lean and red steak, which contributes to a better 
tasting product. Olfaction, instead, is the truly emotional sense, and naturally hedonic, evoking a primary reaction 
of either liking or disliking. It produces an experience that involves at least some degree of self-reference, thus 
influencing affective processes and hedonic values (Bone & Jantrania, 1992; Small & Prescott, 2005). Finally, 
taste drives choice and experience, thus creating an attachment with the wine chosen. It is both cognitive and 
affective (Veale & Quester, 2008). It is thus evident from physiology and neuroscience literature (e.g., Spence, 
2015; Spence & Piqueras-Fiszman, 2014) that taste is derived from multiple sensory components, including smell 
and sight. However, the automaticity of these inputs is largely unexplored, leaving the question as to whether or 
not marketing actions incorporating these cues will have an impact on taste perceptions. This question also 
addresses the general impact of experiential cues on taste perceptions. The olfactory experience, which can also 
take place independently, always accompanies the tasting one together with the visual aspect, which can influence 
flavor perceptions (Deroy et al, 2013; Doty, 2015). However, food and drink consumption is not only a physical 
experience that involves smell, taste and sight, but also a cognitive and affective experience. The sensorial 
experience of tasting therefore can be described more easily from a cognitive point of view, notwithstanding its 
strong emotional component (Ferrarini et al., 2010). Consequently, we posit that a label through its visual cues 
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involves not just perceiving visual stimuli, rather they require an elaboration that determines a sensory experience 
and an evaluation of the overall quality of the product and its congruence with the consumer’s self-concept. 
 
Marketing literature has devoted substantial attention to how visual and verbal elements of the packaging may 
capture customers’ attention (e.g., Orth & Malkewitz, 2008; Visentin & Tuan, 2021). Research in food packaging 
found that food products are evaluated based on the consistency of their calorie-related cues (Minton et al., 2018), 
on the presence of a color green (Pancer et al., 2017), on the conceptual characteristics of the logo (Miceli et al., 
2014; van Rompay & Veltkamp, 2014), the level of transparency (Deng & Srinivasan, 2013), among others. In 
particular, Reimann et al. (2010) compared the effect of aesthetic versus standard packaging design while Sherman 
& Tuten (2011) found that specific characteristics of the label design may cue different consumers’ responses. 
 
According to cue utilization theory, consumers have limited processing capabilities and they tend to rely on cues 
that support memory retrieval and information processing (Richardson et al., 1994, Wedel & Pieters, 2014). 
Consumers develop various impressions of products by assessing their array of intrinsic cues (e.g., taste, texture, 
aroma) and extrinsic cues (e.g., price, brand name, packaging, color) (Richardson et al., 1994; Szybillo & Jacoby, 
1974). Consequently, from the configuration of the available cues, consumers may infer the benefits of a product. 
In food retailing, scholars have analyzed the varying influence of different packaging cues on customers’ 
responses, whether those cues involve shape, color, pictures, brand names or eco-labels (Garretson & Burton, 
2005; Labrecque et al., 2013; Mai et al., 2016; Minton et al., 2018; Pancer et al., 2017; Zhu et al., 2012). In the 
context of wine, the label provides details on both intrinsic (e.g., grape varietal, region and producer) and extrinsic 
(e.g., price, style of packaging, brand name) quality cues (Chaney, 2000; Lockshin et al., 2006; Sherman & Tuten, 
2011; Thomas & Pickering, 2003). Also, literature on wine consumption has found that different cues may affect 
consumers’ reactions depending on the occasion (Aqueveque, 2006; Boccinelli et al., 2019; Hall et al., 2001). 
Accordingly, this study has manipulated two elements of the label, namely the style and the background color. In 
detail, wine labels can be classified in three types: traditional, contemporary and innovative (Sherman & Tuten, 
2011). Traditional design includes family crests, vineyards and castles; contemporary design explores arts and 
provides less information on the wine; and innovative design recall novelty using uncommon images. Moreover, 
Galati et al. (2018) notice that the color of the label is related to expectations about a wine’s taste and flavors. 
Bordeaux & Palmere (2007) combine different colors including bordeaux, blue, red and a neutral one. 
 
3 Study 1: the effect of the colors and design of the label 

To investigate the effects of different combinations of designs and colors on consumers’ intentions to purchase a 
bottle of wine and the related willingness to pay, we developed a 3x3 experimental design. Based on the insights 
from wine literature (e.g., Bordeaux & Palmer, 2007; Galati et al., 2018; Sherman & Tuten, 2011), we created two 
series of labels (see Fig. 1) by combining three types of design (traditional, contemporary and innovative) with 
three levels of colors (warm, cold, neutral), so that we ruled out a possible bias related to the particular design. In 
this way we had two stimuli per experimental cell. In order to test the effect of the label on customers, we 
administered online a questionnaire resulting in 191 complete questionnaires.  
 
The participants were exposed to one random label out of eighteen, and then asked their attitude toward the label 
(six semantic differentials on 7-point scale; Osgood, 1962), intention to purchase (1 item on a 7-point Likert scale), 
willingness to pay (amount in euros indicated by participants), consumptions habits and socio-demographics. Also, 
a measure of the recall of the label was used on a 5-point accuracy scale (1=totally inaccurate; 5=totally accurate). 
After purification, attitude resulted in three items with a Cronbach’s alpha of α = .81 (max inter-item correlation 
.68). Willingness to pay has a mean value of 9.851€. First, in order to understand the influence of socio-
demographics and wine consumption habits, we cross-tabulated gender (2 levels), last bottle of wine purchased (4 
levels), number of bottles of wine purchased in a year (5 levels), education (6 levels) against design (3 levels) and 
color (3 levels). We did not find any associations (all p(χ2)>.1). Also, in terms of age, the results of the ANOVA 
showed no associations (all p(F) > .1). Overall, the experimental cells resulted homogenous with respect to socio-
demographics and wine consumption habits.  
 
Then, ANOVAs supported no effects of the visual stimuli in isolation (all p(F) > .1) on consumers’ willingness to 
pay and intention to purchase. In detail, design had a barely significant effect on willingness to pay ((p(F = 2.972; 
df = 2) = .054), and significant on attitude (p(F = 7.35; df=2) = 8.5e-04) and intention to purchase (p(F = 4.92; df 
= 2) = 8.3e-03). On the other hand, color had no direct effect on willingness to pay, attitude and intention to 
purchase (p(F) > .1). As well, no interaction effect between color and design resulted on willingness to pay, attitude 
and intention to purchase (p(F) > .1).  
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Style/Color Neutral Warm Cold 

Traditional 

   

Contemporary 

   

Innovative 

   

FIGURE 1: Labels used (first series) 

Overall, results support that the combination of the visual elements of the packaging (i.e., design and color) affects 
the attitude toward the wine, the intention to buy and willingness to pay, but there is no effect of the visual stimuli 
in isolation. 
 
4  Study two: the field 

Given the results of Study 1, in order to add external validity to our proposition and uncover the role of the design 
and color of the label in a real brick-and-mortar context, we developed a field study following Jaud and Melnyk 
(2010). We replicated the same experimental stimuli of the experiment and applied the two series of labels on 
eighteen real bottles of wine. We collaborated with two wineries in two different cities in North-eastern Italy in 
order to avoid possible biases related to the location. In detail, the two wineries were similar in assortment (both 
more than 1,000 labels), core business (i.e., selling only quality bottled wine), and average number of customers 
per day visiting the shops (between 70 and 100 customers). To increase realism, the bottles were presented as the 
rest of the assortment with the indication of the price (see Figure 2). 
 
 

 
FIGURE 2. Experimental setting (winery 1) 
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Following Sàenz-Navajas et al. (2012), the employees of the two wineries were instructed to randomly select 
customers when they finished browsing the winery, among those who spent some time in front of the shelf 
including the manipulated wine bottles. After giving their consent to participate to the survey, customers were 
asked the following question “Which one of the nine bottles here presented would you like to taste and likely 
buy?”. The customer was reassured that participating to the survey did not imply any obligation to buy. Then, the 
shop assistant asked the customer to complete a questionnaire explicitly referring to the selected bottle. The 
questionnaire included purchase intention and intention to buy a gift (adapted from Grewal et al., 1998) as 
dependent variables, self-image congruity (Sirgy et al., 1997), Sensory and Affective reactions (Brakus et al., 
2009), perceived quality (Strizhakova et al., 2008) and attitude toward the product (Osgood, 1962). 
 
We collected 194 usable questionnaires during two weekends avoiding special events, holidays and other possible 
confounding. To uniform possible biases, we used labels Set A in Winery A and Set B in Winery B during Saturday 
of the first weekend and Sunday of the second weekend. Consistently, Set B in Winery A and Set A in Winery B 
were used during Sunday of the first weekend and Saturday of the second weekend. Two linear models were 
developed on the two dependent variables; Model 1 is a pure intercept model, Model 2 includes only the attitude 
toward the bottle of wine, Model 3 considers the experience (i.e., Sensory, Affective, Perceived Quality and Self-
Image Congruity), Model 4 considers the combination of the two sets of stimuli (i.e., label style and color set) and 
Model 5 considers all the effects together. 
 

TABLE 1 – Model results 

 
Intention to purchase Intention to buy a gift 

Model 
1 

Model  
2 

Model  
3 

Model 
4 

Model  
5 

Model 
1 

Model  
2 

Model  
3 

Model 
4 

Model 
 5 

Attitude  .496*** 
(.038) 

  .360*** 
(.045) 

 .542*** 
(.043) 

  .421*** 
(.054) 

Sensory 
Experience 

  .343*** 
(.083) 

 .049 
(.081) 

  .350*** 
(.099) 

 -.005 
(.097) 

Affective 
Experience 

  .019 
(.066) 

 .023 
(.058) 

  .064 
(.079) 

 .058 
(.070) 

Perceived 
Quality 

  .211*** 
(.060) 

 .105* 
(.055) 

  .204*** 
(.071) 

 .084 
(.066) 

Self-Image 
Congruity 

  .340*** 
(.074) 

 .335*** 
(.066) 

  .304*** 
(.089) 

 .303*** 
(.079) 

Innovative 
Style 

   .505 
(.344) 

.298 
(.227) 

   .465 
(.382) 

.225 
(.273) 

Traditional 
Style 

   .439 
(.282) 

.273 
(.185) 

   .449 
(.313) 

.290 
(.223) 

Cold colour    .514* 
(.268) 

.049 
(.179) 

   .725** 
(.298) 

.248 
(.215) 

Neutral 
colour 

   .464 
(.293) 

.235 
(.193) 

   .362 
(.325) 

.105 
(.232) 

Innovative x 
Cold 

   -.457 
(.507) 

-.262 
(.335) 

   -.828 
(.563) 

-.580 
(.403) 

Traditional x 
Cold 

   -.842 
(.553) 

-.388 
(.365) 

   -.745 
(.614) 

-.309 
(.438) 

Innovative x 
Neutral 

   -.902** 
(.429) 

-.338 
(.285) 

   -.620 
(.477) 

-.010 
(.343) 

Traditional x 
Neutral 

   -.741* 
(.424) 

-.153 
(.282) 

   -.919* 
(.471) 

-.284 
(.339) 

Constant 3.588*** 
(.071) 

2.663*** 
(.088) 

.323 
(.285) 

3.290*** 
(.207) 

1.016*** 
(.306) 

3.632*** 
(.080) 

2.622*** 
(.100) 

.319 
(.342) 

3.304*** 
(.230) 

1.193*** 
(.367) 

Observations 194 194 194 194 194 194 194 194 194 194 
R2 .000 .467 .444 .046 .603 .000 .449 .358 .052 .538 
Adjusted R2 .000 .464 .432 .005 .574 .000 .446 .344 .011 .504 

Residual Std. 
Error 

.995 (df 
= 193) 

.728 (df = 
192) 

.750 (df 
= 189) 

.993 (df 
= 185) 

.649 (df 
= 180) 

1.108 
(df = 
193) 

.825 (df = 
192) 

.898 (df 
= 189) 

1.102 
(df = 
185) 

.780 (df 
= 180) 

F Statistic  
168.258*** 
(df = 1; 
192) 

37.659*** 
(df = 4; 
189) 

1.113 
(df = 8; 
185) 

21.005*** 
(df = 13; 
180) 

 
156.675*** 
(df = 1; 
192) 

26.332*** 
(df = 4; 
189) 

1.279 
(df = 8; 
185) 

16.102*** 
(df = 13; 
180) 

Note: *p<.1; **p<.05; ***p<.01 
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The results from the 2 wineries showed no difference in composition (p(𝜒C  = 0, df = 1) =1). Overall, we found 
52% females (no differences between wineries: p(𝜒C   = .33, df = 1) = .57; no differences between sets: 𝜒C   = .08, 
df = 1) = .77). Average age of respondents was 39.04 (SD = 11.62) with no differences between wineries (p(t = 
1.44, df = 188.2) = .15) and sets (p(t = .72, df = 186.67) = .475). After purification, an EFA correctly displayed 7 
factors (variance explained = .715, factor loadings = .527 - .889). No common variance affected data (one-factor 
EFA variance explained = .398); all AVE > .588 supporting convergent validity; inter-factors correlations and 
AVE supported discriminant validity. All constructs displayed high reliability (Cronbach’s alphas: .83 - .96; CRs: 
.63 - .89). Interestingly, the two partial models (see Table 1) including the experimental stimuli (Model 4) display 
a significant effect of the color but the effects of the label style appear only in association with the color. Also, the 
partial Model 1 provides a positive effect of attitude, as expected. Moreover, the partial model of the experience 
(Model 3) supports the proposition that a consistent sensory evaluation of the label positively determines the 
Intention to Purchase for both self-consumption and gift-giving. It is worth noting that, when considering the full 
Model 5, Self-Image Congruity and Attitude overwrite the other effects, displaying that an overall evaluation of 
the label compared to the Self-Image is a relevant predictor of future intentions.  
 
5   Discussion and conclusion  

The two studies highlighted that visual cues such as the label, influence how consumers experience food and 
beverage products, in this case wine, consistently with a growing body of sensory consumer research (e.g., Biswas 
et al., 2014; MacDonald et al., 2013; Spence, 2015). In particular, the paper highlights the importance of 
simultaneous processing of extrinsic and intrinsic cues. Label was found to influence the wine experience through 
a link with self-image congruity and attitude toward the label; the social situations and the consequent use of wine 
affect how consumers proactively reinforce their self-perception when gift-giving. This confirms the experiential 
nature of wine and its appeal to senses. The characteristics of the label (i.e., design and color) suggests that in case 
of self-consumption they support the choice in terms of product quality.  
 
The wine industry is facing major changes, shifting from a production-oriented industry to a more marketing-
oriented industry, while its agricultural roots and emphasis on product source remain unpredictable factors. From 
a managerial point of view, this study reinforces the necessity of a sound marketing strategy. It is important for 
practitioners to understand the interplay of sensory and non-sensory attributes as both dimensions have to be 
optimized for a product to be successful in the marketplace. The wine business needs to combine price 
competitiveness with experiential and sensorial strategies. As consumers become increasingly exposed to a wider 
range of wines in retail outlets, wine producers need to build strategies to strengthen consumer loyalty and, 
ultimately, increase sales. 
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Abstract. Industry and academia have both realized the importance of using interactive technology for enhancing customer engagement 
and providing excellent customer experience (Lemon & Verhoef, 2016; Grewal, 2017a; Hollebeek et al., 2019). There is much research on the 
effect of store atmosphere on consumer behaviors (Spence et al., 2014), but few studies consider the role of technology on multiple atmosphere 
factors, and the subsequent impacts of technology-enabled environments on the cognitive and emotional responses of consumers. Furthermore, 
there are no studies which examine technology-enabled atmospheres on customer engagement, using the moderating effect of virtual social 
presence (Choi & Kandampully, 2019). This paper presents a theoretical framework to test how technology-enabled atmospheres affects 
emotions and customer perceived values and engagement behaviors within physical retail luxury store environments. Prior studies have mostly 
focused on the positive side of applying technologies to experiences. However, information security, privacy concerns and failed use of 
technology may lead to negative emotions. In Flavián et al.’s (2019) research, a key question is raised on this how negative technology-based 
experiences affect the global customer experience. Based on this question, by using the PAD scale which has two-dimensional structures 
(positive and negative), this paper also reveals potential negative emotional responses, which can inadvertently occur as a result to clarify how 
negative emotions effect customer engagement behaviors. 
 
Keywords: interactive technology; customer experience; customer engagement; luxury retail  
 
 
1 Introduction 
 
Interactive technology has been widely used in the previous few years to develop the atmosphere, aesthetics, and 
service of physical stores in order to improve customer experience, customer engagement, and entice customers 
to purchase in physical stores. (Pantano, 2016). However, there is a lack of research that examines the impact of 
store environment on customer engagement and the role of interactive technology (Mohd Ramly & Omar, 2017). 
Furthermore, social elements are another important aspect of store atmospherics, which includes C2C interaction 
and interaction between customers and salespeople. Due to the development of social media platforms and the 
increasing willingness to seek advice online before buying offline, Pantano & Verteramo (2017) find that 
customers need the presence of friends, but physical presence could be replaced by the virtual one, which is 
provided by social network.   
 
Therefore, the aim of this paper is to investigate the influence of store atmosphere on customer engagement in 
luxury retail, consider the role of interactive technology and other customers. Its research objectives are to analyze 
how interactive technology contributes to store atmosphere, understand emotional responses and perceived 
customer value in relation to technology-enhanced atmospherics in luxury stores, investigate the relationship 
between consumer emotional responses and perceived value toward technology-enhanced atmospherics, and their 
subsequent customer engagement behaviors, and to explore the moderating effect of social presence on emotional 
responses and perceived value of customers in luxury stores, and to determine the customer engagement behaviors. 
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2 Theoretical underpinning 
 
The concepts of customer engagement have been widely used in retailing (Wang 2020; Behnam, 2021). While the 
literature does not provide an all agreed definition, there is a common sense that engagement is a psychological 
state (Vivek et al., 2012; Brodie et al., 2011), which is considered a multidimensional construct that incorporates 
cognitive, emotional and behavioral dimensions (Behnam, 2021). In the advent of increased online activity, 
academia and industry both realize the importance of engaging customers by offering unique experiences, (Grewal, 
2017a, 2020). Verhoef et al. (2009) mention that store atmosphere could create a comprehensive customer 
experience, which is regarded as the antecedent of customer engagement (Bowden, 2009).   
 
The retail landscape has started to embrace a variety of interactive technologies for engaging customers and 
enhancing the customer experience (Inman & Nikolova, 2017, Adapa et al., 2020), for example, mobile technology 
(in-store device and customer self-device), augmented reality, artificial intelligence and digital signage, all of 
which could benefit the shopping experience (Roy et al., 2020). More recently, there has been a growing interest 
in the use of in-store interactive technology (Lemon & Verhoef, 2016; Grewal, 2017; Hollebeek et al., 2019, 
Pantano & Vannucci, 2019, Pantano et al., 2019), and its positive effects on in-store atmosphere on consumer 
behavior.  
 
However, few studies consider the role of technology on multiple atmosphere factors, and how the inter-
relationships between technology-enabled atmosphere effects the emotional responses, and the customer perceived 
values, within luxury store settings (Roggeveen et al., 2019, Adapa et al., 2020, Jiang et al., 2021). Furthermore, 
as social media platforms evolve and customers become more likely to seek advice online before making a 
purchase offline. On social media platforms, the influence of "others" cannot be underestimated. Before purchasing 
a product or entering a store, consumers would like to seek advice from a major opinion leader or a well-known 
blogger (Hamilton et al., 2021). As a result, the role of virtual social presence in physical luxury stores will be 
examined in this study. 
 
The originality of this research adds to the existing literature, but contributes by examining the impacts of 
technology-enhanced atmosphere on experience and engagement, and in particular, tests the potential moderating 
effects of virtual social presence “(the other customers on social media platforms), and their use of technology at 
the interface of consumption, within the in-store luxury space (Pantano & Verteramo, 2017; Pantano et al., 2018). 
Moreover, this research aims also to test the positive and negative emotional responses that affect customer 
engagement behaviors. From a theoretical perspective, a framework is developed to test the observed variables 
emerging from the technology-enhanced atmosphere literature with a view to better understanding important 
relationships between technology-enhanced store atmosphere and customer engagement. From a practical 
perspective, the theoretical framework provides a starting point to unfold how luxury retail can integrate interactive 
technology to improve the customer experience and engage customers more effectively. This is of paramount in 
an era where the physical store must re-think innovative solutions to maximize profitability. 
 
3  Methodology 
 
This research will employ quantitative method and online questionnaires to collect data from 300 millennials. 
Millennials as one of the target groups of luxury brands. They like to research and seek advice online before 
purchasing luxury goods in-store and sharing their buying experience on social media channels (McKinsey & 
Company, 2017). Millennials are also digital natives, meaning they are more prone to be addicted to digital 
channels like social media, the internet, high-tech, and mobile phones (Edleman, 2010). As a result, choosing 
millennials as a sample is appropriate. Exploratory factor analysis (EFA) and confirmatory factor analysis (CFA) 
is used to explore the possible underlying relationship among set of observed variables. Then, structural equation 
modelling (SEM) for investigating the more possible relationships and regressions will be used to test all 
hypotheses; t-tests will be used to examine the distinction among different group of samples. 

3.1 Research design  

Pantano et al. (2018) suggested that further quantitative research on the application of technology in the luxury 
retail sector should use to increase the generalizability of findings. Thus, this research will use quantitative method. 
For investigating how social atmospherics affect the perceived value and reaction of customers, quantitative 
research is needed. (Heinonen et al., 2018). Thus, quantitative research is valuable to this research. 
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TABLE 3 –  Research design 

Stage Objective Purpose Method 

Literature 
review 

1. To review and analyze existing literatures 
related to customer engagement, customer 
experience, interactive technology area for 
understanding the growth of the main notions 
in this research and identifying the research 
gap. 
 
2. To find the research questions and 
potential variables for this study. 
 

1.To develop the research 
hypotheses based on the 
literature. 
 
2. To establish the conceptual 
framework for this research. 

 

Data 
collection 

1. To examine the customer emotional 
responses and perceived value in related to 
technology-enhanced atmospherics. 
 
2. To examine the effect of virtual social 
presence on customer responses and 
perceived value. 
 

1. Ensure the quality of the 
data. 
 
2. Collect data for data 
analysis. 

Online Survey 

Data analysis  1. To investigate the relationship between 
variables. 
 
2. To test the research hypotheses.  

To test the hypotheses and 
fill the research gap 

EFA, CFA, SEM, t-test 

 
 
4  Results  
 
Based on the priori studies, this paper proposes a theoretical framework that to understand how technology-enabled 
atmospherics on emotional response and perceived value, and lead to customer engagement behaviors, as well as 
consider the moderating effect of virtual social presence.  
 
 

 
FIGURE 1. The theoretical framework adapted from SOR model (Mehrabian & Russell, 1974) 
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The following hypotheses were developed:  
 
H1a: Technology-enabled atmospherics have influence on emotions.  

H1b: Technology-enabled atmospherics have influence on perceived values. 

H2. The emotion, which is generated by technology-enabled atmospherics, will affect customer engagement 
behaviors. 

H3. The perceived value, which are generated by technology-enabled atmospherics, will affect customer 
engagement behaviors. 

H4.   Store atmosphere have influence on customer engagement  

H5a: Social presence moderate the have influence of technology-enabled atmospherics on the emotions. 

H5b: Social presence moderate the have influence of technology-enabled atmospherics have influence on    

         perceived values. 

 
The data analysis has not started yet, but the results will be presented at the conference. 
 
5  Conclusion and discussion 
 
This paper seeks to further investigate the relationship between store atmosphere and customer engagement in 
luxury retail in order to understand how the former affects the latter and to evaluate the extent to which store 
atmosphere might be a potential antecedent, the future study could apply this framework to other store formats or 
online environment. 
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