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	Abstract: The aim of this research is, first, to explore consumer beliefs, attitudes and purchase intentions with regard to genetically modified (GM) food and second, based on this exploration, to develop a hypothetical model which can explain and predict consumer attitudes and purchase intentions with regard to GM food. For this twofold purpose, qualitative research and a review of relevant, mainly European, literature are combined. The qualitative research comprises focus group discussions with consumers and in-depth interviews with representatives of interested parties. The developed model suggests differences between premium branded and generic GM food products regarding the formation of attitudes and purchase intentions.
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	Abstract: The paper looks at the concept of postmodernism and the issues relating to positioning and representing the consumer. It evaluates the conflict regarding postmodern research, and in particular scientific claims, and the role of theory. It suggests a greater emphasis on rich and varied forms of data collection and cross-disciplinary integration in order to centre the experience, create meaningful pictures and broaden the debate about consumption in the early twenty-first century.
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	Abstract: Based on a survey of 290 consumer and industrial goods manufacturers in the Continental USA, examines the green packaging actions, attitudes and future plans of firms. The findings suggest that companies are not setting up green programs entirely on some mechanical model, such as "consumers demand, therefore we go green"; they work from a clear picture of their own economic wellbeing. For large firms, the primary reasons for engaging in green tend to be consumer pressure, the desire for better community relations and cost considerations. For smaller companies, the highest priority is given to cost, followed by customer request, fear of governmental intervention and the desire to reduce garbage. For mid-size companies, the primary concerns are the desire for a pro- active stance within the community, competition and foreign countries' regulations.
	
	
	


: The problems of translating fair trade principles into consumer purchase behaviour Author(s): Carolyn Strong Journal: Marketing Intelligence & Planning Year: 1997 Volume: 15 Number: 1 Page: 32 -- p37 DOI: 10.1108/02634509710155642 Publisher: Emerald Abstract: Suggests a number of features which characterize the manifestation of fair trade consumerism. Posits, however, that there are several problems which have hindered the translation of fair trade principles into consumer purchase behaviour. Discusses the issue that ecological marketing incorporates the people aspect of sustainability and the fact that the human component of production, manufacture and use have to be addressed alongside the well documented environmental factors of ozone depletion, global warming, deforestation, acid rain and so forth before sustainable development can be achieved. Addresses the fundamental problem of translating fair trade principles on to consumer purchase behaviour and the barrier of consumer 
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	Abstract: This paper discusses the representation of "green consumerism" in the prevalent institutionalised discourses of green consumerism, and in the self-narratives of people who identify themselves as ecologically oriented citizens, focusing on the construction of the self and the other in these texts. The aim is to investigate the ways in which "radical" ecologically oriented citizens, who are largely "marginalised" and positioned as the other in the dominant discourses of green consumerism, engage in resistance towards western, materialistic consumption culture. Drawing from the Foucauldian ideas of political struggle as the "politics of the self", and personal ethics and moral agency as a mode of self-formation, this paper analyses the ways in which these "green consumers" reject their received subjectivity as consumers. The focus is on the practices of self, and on the ways in which they invent and promote new forms of subjectivity that are more in line with their environmentalist ideology.
	
	
	


Title: The influence of firm behavior on purchase intention: do consumers really care about business ethics? Author(s): Elizabeth H Creyer Journal: Journal of Consumer Marketing Year: 1997 Volume: 14 Number: 6 Page: 421 -- p432 DOI: 10.1108/07363769710185999 Publisher: Emerald Abstract: Posits that although behaving "ethically" should be important for its own sake, whether a firm behaves ethically or unethically may also have a significant influence on consumers' purchase decisions. Examines the issue of unethical corporate behavior from the perspective of consumers. Addresses several questions. First, what are consumers' expectations regarding the ethicality of corporate behavior? Second, is whether a firm acts ethically or unethically an important consumer concern, and if so, will information regarding a firm's behavior influence their purchase decision? Demonstrates that consumers say they do care about a firm's ethics and will adjust their purchase behaviors accordingly.
Title: Consumer ethics: a cross-cultural investigation Author(s): Jamal A Al-Khatib; Scott J Vitell; Mohammed Y.A. Rawwas Journal: European Journal of Marketing Year: 1997 Volume: 31 Number: 11 Page: 750 -- p767 DOI: 10.1108/03090569710190514 Publisher: Emerald Abstract: In recent years, business ethics has drawn increased interest from business and marketing practitioners as well as from academicians. Despite the repeated call in the literature for cross-cultural research in this age of globalization, virtually no studies have examined the ethical beliefs and ideologies of foreign consumers and compared them to those of US consumers. Investigates the ethical beliefs, preferred ethical ideology and degree of Machiavellianism of US versus Egyptian consumers. Concludes that while US consumers appear generally less likely to accept various questionable consumer practices than Egyptian consumers, they are more likely to reject moral absolutes.
Title: Understanding consumer ethical decision making with respect to purchase of pirated software Author(s): Benjamin Tan Journal: Journal of Consumer Marketing Year: 2002 Volume: 19 Number: 2 Page: 96 -- p111 DOI: 10.1108/07363760210420531 Publisher: Emerald Abstract: This paper examines the influence of consumers' moral intensity, perceived risks and moral judgment on their purchase intention of pirated software. The aspects of moral intensity include magnitude of consequence, social consensus, probability of effect and temporal immediacy. The perceived risks of consumers are related to financial, performance, prosecution and social risks. Moral judgment is based on cognitive moral development and reasoning. Ten hypotheses were developed and tested with data collected using a scenario-based questionnaire. A hierarchical regression analysis is used to control for variations that are attributed to factors such as gender, age, educational attainment, income, price levels and past software experience of consumers. Results revealed that consumer purchase intention is influenced by certain aspects of their perceived moral intensity, magnitude of consequence, temporal immediacy and social consensus; perceived risks, financial, prosecution and social; and moral judgment, cognitive moral development and moral reasoning. Applicability and implication of the findings as well as suggestions for further research are discussed.
Title: Culture, personality and morality: A typology of international consumers' ethical beliefs Author(s): Mohammed Y.A. Rawwas Journal: International Marketing Review Year: 2001 Volume: 18 Number: 2 Page: 188 -- p211 Publisher: Emerald Abstract: With business becoming more international, marketers need to understand the ethical beliefs of foreign consumers because of their effect on the outcomes of market expansion strategies. The ethical judgments of US consumers have been examined, but few studies have investigated similar attitudes in foreign-national settings. To understand the various types of consumer ethics, this exploratory study classifies ethical beliefs by linking Hofstede's cultural taxonomy to personality and ethics. This classification is achieved by comparing ethical judgments of consumers from eight different countries the USA, Ireland, Austria, Egypt, Lebanon, Hong Kong, Indonesia, and Australia. Labels for the emergent cultural personality types are also developed. Strategic implications for marketers are then discussed.
Title: A cross-cultural examination of attitudes towards aberrant consumer behaviour in the marketplace: some preliminary results from the USA, New Zealand and Singapore Author(s): Sam Fullerton; David Taylor; B.C. Gosh Journal: Marketing Intelligence & Planning Year: 1997 Volume: 15 Number: 5 Page: 208 -- p212 DOI: 10.1108/02634509710177215 Publisher: Emerald Abstract: Recent initiatives in business curricula have included emphasis on global business and ethics. Combines these issues by comparing the ethical predisposition of business students in New Zealand and Singapore to their US counterparts. A sample of 373 students indicated that the students in the three countries generally hold high expectations for the behaviour of consumers. The overall predisposition of the three groups as measured by the grand mean of the responses was virtually identical. However, of the 14 scenarios evaluated, four exhibited significant differences between the three groups. In two of these four, students from New Zealand expressed greater tolerance for questionable consumer action while US students expressed greater concern in regard to the other two. Singapore's situation was somewhat in the middle. The results indicate that a global measure of ethical predisposition may be misleading and that ethical attitudes may be situational. Marketers must consider the characteristics of each country when assessing risk.
A cross-cultural study of consumer perceptions about marketing ethics Author(s): Anusorn Singhapakdi; Mohammed Y.A. Rawwas; Janet K Marta; Mohd Ismail Ahmed Journal: Journal of Consumer Marketing Year: 1999 Volume: 16 Number: 3 Page: 257 -- p272 DOI: 10.1108/07363769910271496 Publisher: Emerald Abstract: Given the ever-increasing globalization of economies, growing numbers of marketing firms are expecting more of their profits to be derived from international sales. Global competition is ferocious; thus, developing long-term partner relationships often becomes a significant competitive advantage. Corporate ethics are of pivotal importance in global business, though globalization also complicates ethical questions, because an individual's culture affects his/her ethical decision making. Failures to account for the effects of differences in consumers' culturally-based ethical values will hinder a marketer's efforts to expand internationally. Compares consumers from Malaysia and the USA in terms of their perceptions of marketing ethics situations, their attitudes toward business and salespeople, and their personal moral philosophies. The survey results reveal some significant differences between the consumers from these two countries.
Title: Strategic options in fair trade retailing Author(s): Alexander James Nicholls Journal: International Journal of Retail & Distribution Management Year: 2002 Volume: 30 Number: 1 Page: 6 -- p17 DOI: 10.1108/09590550210415220 Publisher: Emerald Abstract: Notes that there has been a significant increase in the market for fair trade products in the UK over the past five years. Provides a definition of fair trade and goes on to set a context for the expansion of this market by examining the key drivers behind it, particularly noting the growth of ethical consumerism as a contributory factor. Develops the ethical strategy matrix, outlining the strategic options open to retailers for addressing this increase in ethical consumerism. It is argued that addressing the fair trade market in the UK offers retailers not only the opportunity to develop their profile in terms of corporate social responsibility, but also a chance to develop a competitive advantage in a new niche market. Recasts Strong's marketing analysis of the difficulties of translating fair trade principles into actual purchase behaviour into an operational context and proposes solutions to the issues raised.
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	Abstract: Marketing ethics and social responsibility are inherently controversial, and years of research continue to present conflicts and challenges for marketers on the value of a socially responsible approach to marketing activities. This article examines whether or not consumers care about ethical behaviour, and investigates the effect of good and bad ethical conduct on consumer purchase behaviour. Through focus group discussions it becomes clear that although we are more sophisticated as consumers today, this does not necessarily translate into behaviour which favours ethical companies and punishes unethical firms. The article concludes by some thoughts on how marketers might encourage consumers to engage in positive purchase behaviour in favour of ethical marketing.
	
	
	


A dual perspective of customer orientation: a modification, extension and application of the SOCO scale Author(s): Kerry Daniel; David N Darby Journal: International Journal of Service Industry Management Year: 1997 Volume: 8 Number: 2 Page: 131 -- p147 DOI: 10.1108/09564239710166254 Publisher: Emerald Abstract: The importance of customer orientation has been widely discussed although few studies have specifically measured this construct. Describes a study that compares the service providers' self-perception of customer orientation with customer perceptions of this dimension in a health care setting where both nurses and patients are surveyed. Customer orientation is measured using a modified SOCO scale adapted to a hospital context. Finds significant differences between the nurses' and patients' mean scores for the customer orientation scale (COS). Discusses an analysis of scale item differences together with item variation between patient groups. Suggests that two dimensions may exist within the customer orientation construct, information exchange and professional relationship. Discusses the managerial implications of these results.
Title: Retailing and risk society: genetically modified food Author(s): Richard Pearce; Maria Hansson Journal: International Journal of Retail & Distribution Management Year: 2000 Volume: 28 Number: 11 Page: 450 -- p459 DOI: 10.1108/09590550010356813 Publisher: Emerald Abstract: Examines the social environment experienced by UK food retailers regarding the marketing of genetically modified (GM) foodstuffs. Beck's notion of risk society provides a critical foundation for analysing retail organisations' decision making under conditions of "post-Enlightenment contemporary irrationality". He advocates "understanding and conceptualisation" of "... insecurities of the contemporary spirit ...", arguing of these that it is "... ideologically cynical to deny and dangerous to yield to uncritically". The paper also draws upon Habermas, who describes three phenomena that sensitise "new social movements"; reactions to perceptions of "excessive complexity"; the apparent undermining of nature's "organic foundations"; and a feeling of "overburdening or distortion" in "communicative infrastructures". These dynamics should all inform any socially sensitive retailer response. The paper is not ethically prescriptive, but seeks to illustrate critically how conceptualisations of risk contribute to the social construction of ethical issues.
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Consumer lifestyles : a social stratification perspective 

Rob Lawson and Sarah Todd University of Otago 

Although a link between lifestyles and social class has long been acknowledged, marketers have more closely identified lifestyles with psychographics and therefore with psychological segmentation. We propose that the origins of lifestyle are more correctly reflected in Weber's approach to status and that it can be viewed more appropriately as the most relevant form of social stratification for a contemporary society. Evidence from an ongoing national study of consumer lifestyles is used to demonstrate how consumer lifestyle segmentation can be used to reflect structural inequalities within society. The ability of lifestyle measurements to evolve and adapt is illustrated. In this sense, lifestyle segmentation is found to be related to, but different from, class and the term psychographics is arguably redundant.
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Consumer culture and the culture of poverty : implications for marketing theory and practice 

Ronald Paul Hill University of Portland 

This paper explores the influence of the larger material culture on consumers living within the culture of poverty so that the scholarly community might better understand the actual as well as potential role marketing plays in the lives of the poor. The data are a series of short stories based explicitly on six distinct subpopulations of impoverished people, and these stories are used as ethnographic data for the purposes of analysis. An interpretation emerges that emphasizes five interrelated thematic categories: meager possessions, consumer restrictions, role of the media, consumer reactions, and survival strategies. The paper closes with a summary of findings and specific implications for the marketing community with regard to theory and practice.
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Marketing sadism : Super-Cannes and consumer culture 

James Fitchett Exeter University, UK 

This article examines the possibilities and futures of consumer society and the progression of a post-moral marketing paradigm through a critical review of J.G. Ballard's Super-Cannes.
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Foundations of consumer behaviour analysis 

Gordon R. Foxall Cardiff University, UK 

This essay reviews the course of consumer behaviour analysis, a research programme that employs the findings and principles of behavioural research to elucidate consumer behaviour and marketing management. Although attempts have been made from time to time to integrate a behaviour analytic perspective into marketing research, the tendency has been to concentrate on the potential contribution of operant psychology to managerial practice rather than to examine the potential of behaviourism to provide a theoretical basis for marketing and consumer research. Moreover, concentration on research with animal subjects has severely limited the relevance of behaviour analysis to marketing. The essay therefore pursues three themes: (1) to explicate recent developments in behaviour analysis, such as the analysis of verbal behaviour; (2) to take account of work by behaviour analysts on economic choice and to apply its lessons to understanding consumer behaviour and marketing action in naturally occurring environments; (3) to establish the requirements of an interpretive approach to consumer behaviour and marketing which is not limited to an experimental analysis of choice.
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Partial employees and consumers : A postmodern, meta-theoretical perspective for services marketing 

Chris Manolis Quinnipiac University, USA , Laurie A. Meamber George Mason University, USA , Robert D. Winsor Loyola Marymount University, USA and Charles M. Brooks Quinnipiac University, USA 

This analysis aims to highlight the impact of both 'partial employees' and 'partial consumers' on the service delivery process. Effective service delivery often requires the participation of the customer. Accordingly, the customer may be conceptualized as a partial employee. Further, service employees may 'consume' their roles and duties as providers of service. Although the services literature has developed the notion of the partial employee to some extent, the concept is not developed within a comprehensive, theoretical framework. And, the portrayal of service employees as consumers (i.e. partial consumers) is largely undeveloped. As an emergent cultural philosophy, postmodernism offers a basis for developing a framework incorporating the notion of the partial employee, as well as an understanding of the effects and contributions of other service participants (i.e. service providers) as partial consumers. The implications of treating the consumer as partial employee and the employee as partial consumer in the delivery of the service experience are many. For instance, this notion inspires an expanded view of service exchange as a productive (consumptive) moment, which, in turn, requires a shift in orientation from an emphasis that considers only managing the functional benefits that the service provides to managing both employees and consumer alike
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The Seers of Menlo Park 
Sam Binkley , Emerson College, Massachusetts 
This article considers the emergence of the postmodern reflexive consumer through an archival case study of one particularly influential lifestyle magazine, the Whole Earth Catalog. This publication is read in the context of the cultural and lifestyle innovations of the 'new cultural intermediaries' (Bourdieu, Featherstone) of the 1970s, expressed in a new print media of lifestyle advice. In this print culture, consumers were taught to cultivate a reflexive awareness of their lifestyles through an enhanced sensitivity to the deeper meanings of market messages and consumer choices. On the basis of the advice of non-traditional lifestyle intellectuals, market choices acquired a sense of 'deep play' (Geertz) in which the well-being of the self and the planet emerged as the specific stake of lifestyle choices. Combining archival research with theoretical and historical analysis, the findings of this study offer an alternative to postmodern studies of the new consumer culture, which focus on the depthlessness of consumption as a form of 'pastiche' (Jameson).
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Consuming risk, consuming science 
John Tulloch and Deborah Lupton , Cardiff University, Wales and Charles Sturt University, New South Wales, Australia;Charles Sturt University, New South Wales, Australia 
This article presents some findings from a study investigating notions of risk among Britons, with a focus on interviewees working as professionals in high technology (high-tech) or science industries. The discussion examines our interviewees' responses to risks related to the consumption of genetically modified (GM) food. Our study sought to elicit personal experiences as part of an individual biography of risk which included specific concerns about food consumption as part of an 'everyday' set of risk perceptions. We found that many interviewees enjoyed adopting a 'scientific knowledge' identity in the interview, emphasizing seeking 'fact' about the risk associated with GM foods from a wide range of media 'opinion', and were confident about their own ability to control most risks. However, they also constructed a 'two nations' view of a knowledge-based economy, involving a disparity between 'haves' (themselves) and others, generally because of the faster, more demanding, no 'job for life' nature of the 'flexible economy'. Consumption - including consumption of science - far from being a democratic equivalence of citizenship, was thus seen as the historical cause of ontological insecurity. 
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	Abstract: Ethics has become a cliché, Enron an everyday word and corporate governance an international obsession. Companies are being forced, quite rightly, by investors and the public to produce transparent financial reports, adhere to stringent employment laws and take a responsible approach to society in general. However whilst we, as consumers, are crying out across the globe for ethics, ethics and more ethics, do we actually practice what we preach? Do we know the good companies from the bad and, if so, are we prepared to choose one brand over another for the sole reason of ethics, regardless of cost, quality or convenience?
	
	
	


19 Nov 2003 
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	Abstract: Draws on the findings of a quantitative survey and a number of qualitative focus groups and interviews to explore consumer behaviour and reasoning concerning the return of products. The findings serve as the basis for the discussion of the special case of returns deliberately premeditated at the point of purchase, a behaviour pattern termed "deshopping". The incidence, key features and causes of "deshopping" behaviour are explored. Findings clearly illustrate the interplay of the functional, experiential and symbolic aspect of the consumption process as underpinning this behaviour pattern. Furthermore, they point to a cognitive lag between legal and perceived contract which hinges on the concept of "newness", tied to the use of the exchange value rather than the symbolic value of the product. Deshopping serves as a financial and social risk reducing strategy which is unique in that it can be applied after the time of purchase.
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	Abstract: Tipping is a phenomenon that illustrates the importance of social norms and psychological reasons in motivating economic behavior. People tip because this is the social norm and disobeying the norm results in psychological disutility. Tipping is also economically important: in the USA alone, millions of workers derive most of their income from tips, and annual tips amount to dozens of billions of dollars. Tipping is also prevalent in numerous other countries around the globe. While tipping has been studied extensively by psychologists, it has received very little attention from economists. In order to encourage other economists to research this interesting phenomenon, the author discusses the implications of tipping for several areas in economics: social economics, behavioral economics, labor economics, and economics of information/management strategy. Also many ideas are provided for future research both as part of the discussion and in the concluding section.
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