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Abstract

The level of awareness surrounding business ethics hàs increased dramatically over the last 

number of years as adverse situations arose in the corporate world Consumers are now more 

aware and want more information about organisations and the way in which they conduct 

business. Furthermore ethically produced goods have always attracted a premium price and 

this thesis aims to address whether or not price is a significant deciding factor for individuals 

when purchasing groceries and clothing coupled with whether they are willing to pay a higher 

price for goods certified as ethical It will also aim to address the key drivers for ethical 

purchasing and the level of consumer awareness regarding ethical and unethical companies

The method adopted for the collection of rich appropriate data is solely qualitative data 

collection methods, more specifically a questionnaire was constructed to gather information 

The purpose was to explore the hypotheses developed from the literature thus producing 

findings and results which compliment the research topic
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Chapter 1: Introduction

In light of recent and historical events over shadowing the corporate world ranging from 

corporate collapses to the unethical production and marketing of many consumer products 

has evoked strong public reaction. It has been the reaction from consumer and activist groups 

in outrage to the actions of these organisations which has forced organisations to reconsider 

their actions and the impact upon society and adopt a more ethical approach to conducting 

business.

In essence ethics is a branch of philosophy which covers the morals of what is right and 

wrong There are many definitions available to define ethics however they are all similar and 

equally accurate in their own right Ethics is distinct from the law in the sense that whilst 

something may be legal it may be unethical m the eyes of some individuals due to their moral 

reasoning Therefore as an individual’s understand of what is ethical is based on morals, each 

individual will have different moral judgement which will in turn means ethics will have a 

different meaning for each individual More specifically business ethics refers to the ethical 

matters which arise in the course o f business to distinguish between what is right and wrong 

(Crane and Matten, 2007) Often there is an element of confusion between ethics and 

morality however Boatright (2007) effectively distinguishes between the two as morality 

being “a sociological phenomenon” which are the “rules and standards of conduct” in 

existence within society (Boatright, 2007, p 22) On the other hand ethics differs from 

morality as it aims to “denote the field of moral philosophy” (Boatright, 2007, p 22) 

Business ethics is therefore a specialised field within ethics which is concerned with 

distinguishing right from wrong by addressing “moral standards as they apply to business

1.1. Background to the topic and the research
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policies, institutions and behaviour” (Velasquez, 2002, p 13). As this thesis covers the area of 

business ethics more specifically how individuals view ethical and unethical companies, their 

views on the price of ethically produced items and the key drivers associated with ethical 

purchasing Therefore is it important to understand the ethical theories most relevant to 

business ethics, the need to apply the theory when other options fail and the impact each one 

has on the decisions made The items which will be addressed are as follows, the ethical 

theories, the obligations of an organisation to be morally responsible, a description of ethical 

and unethical organisation how they have been categorised as such and consumers’ attitudes 

towards them, the concept of ethical consumerism, fair trade and organic which are two 

important types of ethical produce covered in the research and finally ethical practices and 

consumer purchasing

On that note the purpose of the thesis is to primarily understand the significance of price for 

ethical consumption with the aid of a hypothesis detailed in the methodology section chapter 

3 In addition to understanding the significance of price it will also address key drivers in 

consumer decision making process for ethical consumption. And lastly it aims to establish the 

level of consumer awareness and their views towards ethical and unethical companies

1.2. Ethical theories

There are a number of ethical theories which address ethical dilemmas from different 

perspectives each one having their own grounding in literature The theories provide 

guidelines for the appropriate decision making process to be undertaken and are a necessary 

foundation for ethical decisions Among these theories is the well-known Freeman’s (1974) 

Stakeholder theory which is of the opposing view of Friedman’s (1970) which in essence he 

believes that an organisation is benefitting society by being in existence and in order to do so 

they must be generating a profit otherwise the business would cease to exist and those



involved would suffer (Choy, 2012) The importance of ethical theories and their application 

within a business context will be addressed in the literature review section, chapter 2, in more 

detail

1.3. The complex nature of business

The business world has changed in dimensions as globalisation has enabled businesses to 

expand globally however in terms of ethical implications this can prove difficult for 

managers of multinational organisations when greeted with the dynamic between countries as 

the decisions they face become more complicated With multi nationals having a presence in 

other nations it provides them with opportunities to move operations between countries which 

raises more ethical issues as it allows the company to avail of cheaper labour in countries 

with less stringent labour laws (Velasquez, 2002)

1.4. The reasons for undertaking the topic in question

In light of current conditions within the economy and the impact it has had upon individuals 

finances it has meant many families and individuals have had to re-address their spending 

patterns and make different choices Knowing that ethically produced goods more often than 

not carry a higher price than other goods raises questions around whether or not ethical 

produce is bypassed for cheaper items given the financial constraints on consumers since 

money is scarcer than ever before There has been conflicting evidence in the literature with 

some stating the consumption of ethical goods will continue to rise during the recession and 

others stating it will fall due to the high price those goods cames There has been extensive 

research done in the area of ethical consumerism which has been the basis for this research
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1.5. The current environment

The current economic environment has posed a number of obstacles for individuals For 

instance the reduction in wages, pay freezes, loss of jobs and job uncertainty have all 

contributed to consumers adopting a more prudent approach to managing their finances thus 

they are addressing the items they are purchasing and evaluating the prospect of buying at a 

lower cost With ethical goods attracting a higher price than their unethical counterparts it is 

important to discover whether consumers are willing to purchase ethical items and whether 

they are continuing to purchase them

1.6. Structure of the thesis

Chapter 1 as outlined above covers the background to ethics and a brief introduction to some 

of the items going to be dealt with over the course of the thesis It discusses events which 

have had an impact upon society’s views of organisations and their level of responsibility to 

society as a whole It will finally outline the structure of the thesis

Chapter 2 literature review takes an extensive look at the academic literature governing the 

research topic The relevant theory, concepts and research conducted in the relevant area will 

be examined and critiqued to give a balanced view of the topic.

Chapter 3 Methodology, this section will discuss the aims and objectives of the research, 

outline the hypothesis, justify the research methodology to be applied to the research, the 

research instruments to be deployed and the manner in which the information will be 

collected

Chapter 4: Findings, this section will show the results from the questionnaires both 

diagrammatically and verbally It will also give a brief explanation of what the results mean
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Chapter 5 Discussion, this section aims to discuss the findings of the research and the 

implications for the hypothesis

Chapter 6 Conclusion will outline a few final points before concluding the thesis

5



The purpose of this chapter will be to address current and previous literature in the area of 

business ethics and more specifically consumers’ expectations of companies their attitudes 

towards ethical products ranging from the issue of price to the key drivers associated with 

ethical purchasing which will form the grounding for the thesis

2.1. Ethical theories

As an academic discipline business ethics is only in existence since 1970’s (Arnold, Audi and 

Zwohnski, 2010) There are a number of theones in relation to ethics both traditional and 

contemporary These theories include utilitarianism, stakeholder theory (Freeman, 1984) and 

rights theory which are the more common theories in relation to business As ethics has 

become a more talked about topic in recent years and the theones were developed many years 

ago academics are questioning their appropriateness and relevance with regard to events 

occurring today and whether they require amendments (Arnold et al, 2010)

Utilitarianism is one of the well-known consequentialist ethical theones due to memorable 

events which have occurred as a result of following this course of action, the theory has also 

been called the greatest happiness principle Bentham and Mills the fathers of utilitarianism 

state an action is justifiable if it results in the greatest amount of good for the greatest amount 

of people The theory has been influential in modem economics illustrated by the familiarity 

with the term cost benefit analysis which is also popular among those from accounting 

disciplines Therefore this means within organisations the cost would outweigh the benefits 

of the decision regardless of the effects it could have on human life or rights For instance 

Ford motor company first introduced their Pinto model in the 1970’s There was a major flaw 

in the vehicle which was undetected during the design stages, should the car be involved in a

Chapter 2: Literature review
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collision it would result in fire, explosion and possible fatalities, the company broad decided 

to go ahead with the sale of the vehicle despite being made aware of the issues (Matthew, 

1998) Therefore it can be concluded that there are negative consequences of this theory 

firstly it ignores the right to life and secondly it has no regards for justice, the theory is based 

upon maximum utility Similarly pharmaceutical companies have a utilitarian approach to 

their business, their prices remain high and out of the reach of those in poorer nations the 

justification for this strategy is that they would be unable to recoup R&D costs and the 

business may not survive (Brennan and Baines, 2006)

In contrast to Utilitarianism theory there is ethics of rights and justice governs an individual’s 

entitlement to their natural rights and legal rights set out in law both being important rights of 

an individual which should be respected (Crane and Matten, 2007) This has implications for 

a business the course of action the business engages in must not come as a direct or indirect 

violation to the individual’s rights whether those rights are legal obligations or natural rights 

This includes the use of child labour, under paying staff, forcing them to work in conditions 

which are unsanitary and unsafe Primark is a prime example of an organisation which has 

engaged in unfavourable actions even though they are members of the Ethical Trading 

Initiative in the United Kingdom, which supports workers worldwide On the contrary to the 

mission of Ethical Trading Initiative (2012), Primark’s unethical behaviour was uncovered, 

having purchased garments from suppliers who were using child labour and expecting staff to 

work in appalling conditions

Modem ethical theory includes stakeholder theory established by Freeman (1984) is 

concerned with the groups of individuals the company has a responsibility towards, 

stakeholders are any individuals’ who may influence or be affected by the actions of an 

organisation participates in to achieve their objectives Stakeholder theory is completely 

different to the above theories but equally important in its own right as it specifies the



importance of fulfilling the expectations of each stakeholder group involved with the 

organisation Understandably it would be a difficult task for corporations to meet the needs of 

all the groups of stakeholders as there will be some level of a conflict of interest arising 

between the groups Stakeholder groups include “shareowners, employees, customers, 

suppliers, lenders and society” (Freeman and Reed, 1983, p 89). Marcoux (2003) is opposed 

to Freeman’s (1974) view as he looks at shareholders and other stakeholders from the view 

point that there is a different moral relationship between the manager and the shareholder and 

the manager and the stakeholder, that the duties a manger must undertake is not accounted for 

by stakeholder theory

For much of the time as individuals we make moral judgements based upon what we believe 

to be the right or wrong thing to do however on a business level it may not be as straight 

forward Business decisions require clarity on different levels within the organisations 

combined with the complex relationships and number of people involved These difficult 

business decisions require further assistance especially when those involved in the decision 

making process cannot reach a definitive answer To compliment this statement Boatright 

(2007) suggests that when disagreement cannot be resolved with regard to difficult business 

dilemmas then “we need to go beyond our conflicting positions and seek common ground in 

ethical theory” (Boatright, 2007, p 24)

2.2. Developments in ethics

Ethics has come a long way since the 1970’s as there have been an increased number of 

books, articles and journals dealing with the topic As Brenkert (2010) expressed there have 

been two major developments in ethics and one being the increased publicity concerning the 

topic It has become a university topic which students either chose to study or are required to 

study The other contributing factor to the increase in awareness is the volume of corporate
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scandals which have increased over the last four decades (Brenkert, 2010). Corporate 

scandals have changed the way businesses are conducted today as there has been an increase 

in regulatory requirements and acts which have a compulsory compliance issue in business 

The unethical and fraudulent behaviour that was uncovered in the cases of Enron and 

WorldCom followed by the downfall of Arthur Anderson the accounting firm in charge of 

Enron’s accounts and found guilty of destroying evidence, brought about the development of 

the Sarbanes- Oxley Act 2002 The act was constituted for the purpose of reassuring the 

public and financial markets to regain confidence in corporations (Orin, 2008) Thus it is 

these acts which are brought to light that evoke strong reactions among consumers and these 

reactions are drivers for change in the way a business conducts itself

The code of ethics is an industry standard which was penned in 1996 and has been updated 

many times since (Brown, 2002) “A code of ethics by most definitions is a written, distinct, 

formal document which consists of moral standards which help guide employee or corporate 

behaviour” (Schwartz, 2002, p 28) The code of ethics is adopted by an organisation to 

outline right from wrong and it is available for all those who work in the organisation to 

follow and adhere to As consumers are demanding more information about the business they 

are purchasing goods from, many of today’s businesses have adapted a code of ethics and 

incorporated it into their strategy. Companies have made ethics an integral part of their 

everyday business by having specified sections of the business solely focused on the ethical 

conduct and communicating ethics throughout the business Businesses that have ethical 

principles from the beginning chose the right thing to do over the wrong unlike those who 

just look to ethics in times of cnsis (Coughlan, 2005)

Like all other theories the code of ethics has not been immune to criticism American

companies account for the largest number with an ethical code and in Europe Britain has the

largest number of companies with an ethical code (Schwartz, 2002) It is important to
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establish the motives behind organisations establishing a code of ethics whether it is for legal 

reasons or simply to create a more favourable public image (Schwartz, 2002) A study 

conducted with regards to Irish companies and the reasons for implementing a code of ethics 

found that they were not doing it for the benefit of the consumer but merely to satisfy their 

own needs (O’ Dwyer and Madden, 2006)

2.3. Traditional and alternative views of the organisations purpose

The traditional view of the organisations purpose has been profit maximisation, this more 

traditional view related to Friedman (1970) who acknowledges a social responsibility of 

organisations but does not disregard ethics as he argues that the only responsibility an 

organisation has is to increase profits to maximise shareholder wealth, once it does not do so 

in a fraudulent manner However Friedman’s (1970) view is not shared by all as Boatright 

(2007) is of an opposing view that the fundamental goal of business is the production of 

items which are efficient (Boatright, 2007) Thus it may be argued that an organisation solely 

focused on profit maximisation may be ignoring other aspects which are now an important 

factor in businesses Producing profits is not the mam goal of today’s organisations as the 

business dynamic is changing thereby requiring organisations to be responsive of the ethical, 

social and environmental issues facing the business (Samuelson, 2004) Boatright (2007) 

discusses the “moral points of view” by identifying the three stages of the business decision 

making process which are economic, legal and moral By adopting an integrated approach to 

making business decisions it looks to combine all three aspects in order to make sound 

business decisions This would imply that rather than placing a stronger emphasis upon the 

economic benefits of business success it is important for each attribute to be weighted 

accordingly
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On the contrary to Friedman’s view but in many ways supportive of the view outlined by 

Boatright (2007) Carroll (1979) developed a four part model illustrated in appendix 2, in 

which the four levels are deemed to be the four levels organisations should meet in order to 

be socially responsible and fulfil their obligations to society The economic and legal 

responsibilities are required by the organisation, the ethical responsibilities are expected from 

the organisation by society and therefore the philanthropic responsibilities are not 

compulsory obligations however there are society’s expectations for the business to 

participate in voluntary activities (Carroll, 1991) Over the years both organisations and 

individuals have contributed to society by the activities they take part in for instance Tesco’s 

computers for schools initiative and Super Valu’s sponsoring local sporting events Some 

organisations have turned over a highly profitable business based purely on philanthropic 

responsibilities such as TOMS Shoes founded by Blake Mycoskie in 2006 The one for one 

movement he created means every for pair of shoes purchased will provide a child with a pair 

of shoes in the developing world (toms com, 2006) On the downside the recession has 

become a barrier for organisations in many ways including their ability to fulfil philanthropic 

responsibilities. Furthermore in the United States they have noted a decline in the donations 

made to religious orders, educational institutions and a significant reduction in large 

donations (Independent School, 2010)

Friedman (1970) theory is a stand-alone theory as all other theories mentioned are supportive 

of being socially responsible and incorporating other aspects to fulfil objectives rather than 

sole focus being on profits

2.4.The history of fair trade

For many individuals they may have only heard about fair trade products in the last few years 

as they have been made an increasingly popular choice for coffee lovers around the world
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However fair trade is a concept in existence since the 1940’s a familiar example of an 

organisation involved in the fair trade movement is Oxfam which was founded after the 

Second World War during famine times (Groos, 1999) While the concept of fair trade has 

been in existence for many years the actual labelling of the products occurred much later in 

1988 in the Netherlands for the purpose of importing coffee (Matthews, 2009) Coffee is not 

the only item achieving fair trade certification as beauty products first received fair trade 

certification in 2009 regarding the ingredients used in the products such as cocoa butter, Shea 

butter and many more, thus realising there is huge potential for fair trade beauty products 

(Matthews, 2009) However there have been cases where evidence has surfaced showing 

conflicting practices by those involved in fair trade Such evidence can been seem when the 

Financial Times had information brought to their attention regarding the sale of uncertified 

coffee as certified coffee, meaning the coffee sold was not in line with fair trade standards but 

was being disguised as fully compliant with fair trade standards (Weitzman, 2006)

The fair trade lines of products are ever expanding as there are now fair trade options 

available for many different items ranging from food and beverages to clothing and most 

recently beauty products providing people with more options and allowing them to make 

better purchasing decisions

2.5. Organic produce

Research conducted in the area of organic food produce has found that the most popular 

reason among consumers for choosing organic items has been the associated health benefits 

and high price being the issue which caused most reluctance to purchase (Frozen food age, 

2003) The general consensus with organic products is they are environmentally friendly 

compared to their non-organic counterparts However there is a downside to organic produce, 

without the use of artificial fertiliser, pesticides and the reliance upon crop rotation means a
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greater amount of land would be required to produce the same volume of produce grown 

using non organic methods thus more rainforests would be lost to use the land for cultivation 

purposes (Economist, 2006) So on one hand consumers feel they doing the right thing by 

purchasing organic produce as they are not produced using harmful chemicals however on 

the other the transportation involved with these goods may add a considerable amount to the 

carbon footprint (Economist, 2006) Subsequently this has led to activist groups encouraging 

consumers to buy local produce and reduce the impact their consumption is having on the 

environment

2.4. Ethical companies

In recent years there have been external pressures forcing organisations to adopt a more 

ethical approach to doing business. These pressures have been coming from consumers, 

charitable organisations and activist groups which are asking organisations to be more 

considerate of the environment they are operating in and the effects it is having on the 

vicinity Organisations such as Edun, TOMS shoes, The Body Shop, Ben & Jerry’s and 

Starbucks were founded with the purpose of being ethical from the outset and have disclosed 

this on their website There has been more publicity surrounding the ethical values of 

Starbucks and Ben& Jerry’s as they have been the key factor in their marketing strategies

The highly popular Ben & Jerry’s organisation was founded in 1978 by two friends who 

supported their local community by buying local produce for their ingredients The story of 

two “ex- hippies” making homemade ice cream evoked strong reactions from the public 

(Martinson, 2000). Being a socially responsible business has not prevented Ben & Jerry’s 

from being successful as they “were recorded the first company to turn a profit while 

behaving like a non-profit” (Rosin, 1995, p22). Feeling guilty for achieving profits the 

owners decided to give away some of their wealth (Rosin, 1995) The selfless action of the
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founders encouraged consumers to buy into the idea and the values that Ben & Jerry believed 

in and adhered to as the company gave 7 5% of its annual profits to charity as not only where 

they provided with a satisfactory product but they were also contributing to those who needed 

it, they also pledged to purchase their ingredients from local suppliers and those in 

disadvantaged areas (Page and Katz, 2010) This allows consumers to enjoy quality ice cream 

while also knowing that the individuals’ involved in the process of making it have not been 

taken advantage of Consumer have been lead to believe that all operation are fully 

supportive of the fair trade movement, that all goods sourced are fair trade certified but what 

many are unaware of is this is not an entirely true depiction of Ben & Jerry’s conduct Their 

Rainforest Crunch ice cream attracted such a high demand that suppliers were struggling to 

maintain the level needed for production, upon this Ben& Jerry’s sought Brazil nuts from 

other means, 95% of which came from uncertified suppliers (Rosin, 1995) In essence their 

fair trade pledge was so popular with consumers the company had to resort to uncertified 

producers to cope with demand Many consumers were unaware of this as they continued to 

purchase ice cream guilt free thus illustrating the effects of fair trade products

Starbucks is another prime example of an organisation which takes pride in itself for being 

socially responsible as they claim they purchase the majority of their coffee beans from 

framers that have been Fair-trade approved In 2008 Starbucks announced that all of its 

outlets in Great Britain would sell fair-trade coffee in order to boost sales (Brand strategy,

2008) Given the success rate of terms such as fair-trade and sustainability with consumers 

and the sale of coffee, coffee companies are capitalising ontthe success and using these it 

generate increased sales (Fuhrman, 2008) The ethical stance that both Ben& Jerry’s and 

Starbucks have adopted means they can charge a premium price for their goods as consumers 

are willing to pay a higher price for goods produced ethically for it allows them to feel they 

are contributing positively to society (Economist, 2006)
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Despite Starbucks ethical marketing the company have been put under pressure by groups 

which have attacked the organisations ethical claims as there were allegations brought against 

them regarding the unfair treatment of Ethiopian farmers The price the coffee beans retail at 

abroad are three times that of what they are in their country of origin however the farmers 

who provide the beans are not benefitting from the profits (Fans, 2007). The company has 

come under further attack from NGO’s concerned with human rights as they believed 

Starbuck’s was buying cheaper coffee beans, profiting from such actions and not buying Fair 

Trade coffee, these criticisms were an influential factor in Starbuck’s commitment to working 

alongside NGO’s (Argenti, 2004) Regardless of the criticisms which Starbucks have faced it 

has not prevented consumers from purchasing their products, their commitment to fair trade 

and the methods deployed to counteract negative publicity mean consumers still believe in 

their values

A more familiar company with consumers would be The Body Shop which was founded in 

1976 by Anita Roderick Due to the success of the company’s focus on ethical consumerism 

and differentiated product offerings the company expanded globally selling natural health and 

beauty products which were environmentally friendly and individuals were willing to 

purchase them (Kent and Stone, 2007) Stakeholder theory has been an important aspect for 

the company as The Body Shop takes their stakeholders beliefs into account and adapts the 

organisational beliefs to create an ethical and successful business which listens to their 

stakeholders views (Sillanpaa, 1998) Portraying the company as one which has more than 

shareholders’ interests at heart was the reason it became a popular choice among consumers 

especially those who were against animal testing as this is a core value for the company As 

a direct result from combination of the differentiated products, the core values and the 

company’s early adaptation of a socially responsible model have contributed to the success 

(Kent and stone, 2007) Regardless of the numerous favorable acts the company has engaged
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in, it’s countless bids to prove its commitment towards ethical consumerism and ethical 

business and its popularity among ethical consumers it has still had its values challenged to 

the absolute core especially since it became a subsidiary of the multinational L’Oreal 

Company (Market Watch, 2006) Assuring consumers The Body shop is still very much 

committed to the protection of animal and human rights may pose a challenge for the 

company but it will no doubt be welcomed by its patrons and potential customers

While the companies mentioned above have strived for ethical business and portrayed public 

image as being socially responsible organisations with the concern for others at the heart of 

their organisation, they have all suffered some form of negative publicity
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Over the last number of years there have been many cases of unethical behaviour brought to 

consumers’ attention through scandals in relation to the conduct of well-known brands such 

as GAP, Nestle, Primark, H&M and Coca cola These scandals have resulted in consumer 

action, from boycotting to protesting outside the various different stores

Nestle have found themselves on the receiving end of bad publicity from time to time over 

decisions they have made concerning the farmers they purchase goods from and the 

marketing campaigns they have participated in Consumers have been boycotting Nestle since 

1970 mainly over the aggressive advertising campaigns for baby formula milk in developing 

nations Their aggressive advertising campaigns used to promote a product which requires 

clean water in nations which do not have it readily available meant they were taking 

advantage of the vulnerability of new mothers and causing the unnecessary death of many 

babies due to the use of contaminated water (Robinson, 2002) Nestle have since attempted 

to launch its baby formula in the United Kingdom but activist groups are extremely opposed 

to the idea especially Baby Milk Action (Croft, 2002) Despite being Britain’s most 

boycotted company Nestle have tried to adopt an ethical stance by launching their own Fair

trade coffee (Hickman, 2005) Their actions to rebuild their damaged reputation through 

becoming involved in the fair trade movement has seen the company spend millions to create 

a new image for the company and they have also added to their brand portfolio through the 

acquisition of brands such as Perner and Buitom which have helped the company improve 

sales in the developed world (Rapoport and Martin, 1994) Nestle’s emergence into the fair 

trade market was greeted by mixed reactions from consumers and critics, given the 

company’s reputation regarding ethical behaviour combined with fears that their poor 

reputation would undermine the value of fair trade (Market Watch, 2005). The high demand

2.5. Unethical companies
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for fair trade produce makes it an attractive market to enter therefore their motives for
i

adopting such a strategy may have been for purely selfish reasons The boycotting of Nestle
i

products shows the extent to which consumers will go in order to express their feelings
i

towards the conduct of organisations which are seen to be behaving in an unethical manner
i

The Coca Cola Company is similar to Nestle in some aspects as they have caused adverse 

situations in certain nations through their pursuance of profit maximisation The Coca Cola
i

Company takes pride in its corporate social responsibility initiative which portrays itself as a 

caring company contributing to and benefiting society from providing drinking water to
i

primary schools in India, recycling waste where possible, and more over its rainwater
i

conservation policy (Hansh and Gopal, 2008) Howèver the effects that their bottling
i

operations have had in India are somewhat controversial to their previous statements The
i

operations have resulted in water shortages, pollution ¡of water and soil, toxic waste and
i

products testing positive for traces of pesticides (Hills and Welford, 2005) Following 

allegations that their factory in Kerala was causing problems for local villages, the factory
i

was unable to re-open as protesters prevented them from doing so even though the company
i

strongly denied the allegations (Burnett and Welford, 2007) Since then Coca Cola have 

become a company concerned with sustainability and the importance of having enough water 

worldwide hence its move with the World Wildlife Foundation towards a water protection 

scheme ensuring water can be sourced where it is needed (Walsh and Dowding, 2012) In 

spite of the allegations made regarding the conduct of the Coca Cola Company in other 

nations including India and in no doubt it must have affected their sales and profitability to 

some extent they have still remained a highly profitable company This shows that while 

there are some individuals who are willing to go to great lengths to avoid unethical 

organisations there are also many who continue to purchase from these organisations The
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annual reports for Coca Cola for the year ended 2011 showed sales of “26.7 million unit 

cases” (The Coca Cola company, 2012).

Many high street clothing companies have received negative publicity regarding where they 

source their suppliers, the conditions under which the employees have to work in, in the 

factories producing the garments for instance Primark, GAP, H&M, Next and even M&S 

have faced allegations of unethical conduct. The BBC programme Panorama uncovered 

numerous instances of child labour practices by Nike and Gap which forced Nike to withdraw 

from operations in Cambodia and Gap to suspend operations (Mason, 2000). A vast array of 

scandalous events were brought to the attention of individuals from child labour scandals to 

unsafe working conditions , the exploitation of those in undeveloped countries for the benefit 

of consumers in the developed world is astounding but there still remains a large proportion 

of individuals who chose to ignore the effects of their needs and wants. The pressures from 

consumers for cheap clothing which companies feel they can only obtain through production 

in countries which are less well off, has resulted in catastrophes as serious as the loss of 

innocent lives. A prime example of this would be the H&M case were the conditions in a 

factory of their suppliers were so appalling it resulted in a fire and the loss of 21 lives and 50 

injuries (Hickman, 2010).

While in one instance the public and various groups are willing to cease purchasing from

companies who have tarnished their reputation by exploiting vulnerable individuals in

developing nations such as the H&M example there are others who are willing to continue

purchasing items made under similar circumstances. Regardless of the publicity surrounding

the behaviour of some of the stores mentioned above consumers are still willing to purchase

goods from them as they seem to be of the opinion that if they don’t buy it somebody else

will. Despite the growing criticism of Primark’s conduct they still remain a popular choice

with consumers especially in the recession and even though they suffered a decline in profits
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compared to the previous year they still recorded an operating profit of £309 million 

(Associated British Foods PLC, 2011)

2.6. The relationship between ethical practices and consumer purchasing

The expectations of businesses have changed in line with consumers as they are educated 

about events such as those outlined by the Nestle, Coca Cola and H&M examples These 

expectations include the company being cognisant of the effects of their operations as 

fulfilling shareholders wishes is no longer their only concern This led to the development of 

the concept of corporate social responsibility. There is also an issue among organisations 

using ethical policies and CSR as a marketing tool however during the recession they have 

been required to curb their spending and with the high cost associated with establishing 

ethical principles, businesses are focusing on their financial problems (Pratt, 2009)

Corporate social responsibility (CSR) is a relatively new concept which owes its existence to 

the acknowledgment of stakeholders as important members of a business without the sole 

focus being thrust upon shareholders CSR thereafter became responsible for encouraging 

positive actions in society ranging from environmental issues to the treatment of individuals 

According to The Economist (2008) climate change has probably been the biggest key dnver 

in the growth of CSR as it forced companies to access the impact their business is having on 

the environment While Freidman’s (1970) view is directly opposing this statement as he is of 

advocates that matters concerning society are the responsibility of government and not the 

business Jobber and Fahy (2009) have reiterated the importance of CSR as is was once an 

optional component for businesses but it has now become an important element in the 

business strategy
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Consumers are one of many important stakeholders in a business who are concerned with 

CSR in some shape or form Without consumers a business will not be able to prosper 

therefore it is of paramount importance for the business to satisfy its customers by providing 

them with the goods and services they require Kotler (2004) argues when the target 

customers of companies are satisfied it is those companies who perform better than those who 

do not satisfy their target customers Problems may anse between the business and the 

consumer when consumer expectations put pressure on the organisation to fulfil their 

obligations to shareholders and stakeholders One such problem occurs when consumers are 

striving for low cost items, thereby forcing the company to readdress their operations to 

somehow reduce costs While some organisations are of the opinion that being ethical will 

increase sales coupled with the notion that consumers are willing to pay more for ethical 

goods it is not always the case as some require a lower priced good even if it is produced 

unethically (Trudel and Cotte, 2009) With consumers pushing for lower priced goods 

companies turn to markets which offer cheaper labour which very often lack the regulations 

and standards that are present in the developed world Some low cost goods have negative 

connotations for the environment and the health of the user More over Chouinard, Ellison 

and Ridgeway (2011) recognise the need for sustainable business but m addition to that the 

problem remains regarding goods that are harmful to the environment which carry a lower 

cost than those which are friendlier

Changing expectations are not the only contributing factor for changes in business as 

consumers’ tastes and preferences have also changed. Their decision to opt for lifestyle 

changes the driving force for more ethically produced goods bringing about the rise in 

activists groups such as Ethical Trading Initiative and Clean Clothes Campaign The Clean 

Clothes Campaign objective is for individuals to ask about the origins of the clothing and 

shoes they are purchasing and in return for retailers to ask the same information from

21



suppliers (Bole, 2001) They are a means of empowering consumers to make informed 

decisions when contemplating their purchases

The consumer buying process is a thought process as outlined by Kotler, Keller, Goodman 

and Hanson (2009) as a five part model showing the various stages consumers go through 

before purchasing an item Consumers do not necessarily go through all of the stages shown 

in appendix 1 and they need not follow any particular order. The ‘evaluation of alternatives’ 

stage is where individuals make decisions based on their beliefs and attitudes (Kotler et al,

2009). When individuals are evaluating alternatives before purchasing this is arguably when 

consumers make decisions regarding the intentions to purchase ethically or unethically 

produced goods

The reasons for individuals purchasing ethically produced goods has become an issue for 

debate among academics as many have their own separate views as to why individuals 

participate in such activities. Freestone and McGoldnck (2007) note there has been a move 

towards ethical consumerism caused by an individuals need for Maslow’s (1954) goal of self- 

actualisation thus engaging in actions which do not cause harm to society or the environment 

While Freestone and McGoldnck believe the ethical consumerism movement is as a result of 

individuals wishing to achieve the goal of self-actualisation Austin and Leonard (2008) 

believe it is because Consumers benefit from the intangible extrinsic rewards of purchasing 

ethical goods such as the psychological benefits and the feeling of benefitting society as a 

whole This move towards increased ethical consumerism it is not dominant among all 

industries more specifically the clothing industry as individuals’ favour price and style over 

eco friendliness (Nnnimaki, 2010) Camngton Neville and Whitwell (2010) recognise 

understanding the gap between intension to purchase and purchasing poses an opportunity for 

marketers to deliver the ethical message through the interaction of floor staff with the

consumer to reiterate the importance of purchasing ethical produce Freestone and
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McGoldnck (2007) expressed that the motivations for purchasing ethical goods depend upon 

the cost- benefit analysis relating the value of the good to the consumer This statement is 

further strengthened by Carrington, Neville and Whitwell (2010) who argue that while the 

intention is there for the consumer to purchase ethical goods, unethical goods could 

potentially be more appealing as they may have a more attractive marketing campaign or at 

the point of sale may be at a discounted rate for promotional purposes

Ethical business practices were once associated with food products nevertheless ethical 

clothing companies have emerged as consumers fight back against the use of child labour and 

sweatshops The introduction of new companies into the ethical market has provided 

individuals with more choice A survey by Price Waterhouse Coopers (2008) found there has 

been an increase in the purchasing of Fair Trade food by 30% and organic food by 21% 

coupled with an increase in the purchase of non-food fair-trade and organic items To divulge 

even further into ethical purchasing habits research conducted to establish the motivations 

behind purchasing organic dairy products found that ethical motives were the fifth deciding 

factor 65 5% of individuals’ associated the products with being more ethically produced than 

their counterparts (McEachem and McClean, 2002)

2.7. Ethical consumerism vs. green consumerism

There are different classifications of consumers ranging from those who are not concerned 

with ethical implications to those further along the scale that will only purchase goods which 

are of ethical standards fulfilling the requirements of their beliefs and values and will avoid 

the companies that do not meet their requirements (Wheale and Minton, 2007) There have 

been broad definitions of ethical consumerism which is believed to have emerged from the 

concept of the green consumer Most importantly Freestone and McGoldnck (2008) identify 

the distinction between green consumerism and ethical consumerism as green consumerism
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covers the actions of consumers who are concerned with the environmental impact of their 

purchase decisions on the other hand ethical consumerism is more complex in nature as it not 

only covers environmental issues but also encompasses the impact on society as a whole The 

ethical consumerism movement means consumers are increasingly becoming more aware of 

the implications of the behaviour as environmental issues were first raised m the 1980’s 

coupled with the increase in ethical shopping in the late 1990’s (Dooner, 2005) An ethical 

consumer is concerned with matters regarding animal welfare, fair trade, the working 

conditions people face, attitudes towards child labour practices, protection of the environment 

and purchasing goods which are ethically produced (Freestone and McGoldrick, 2008) 

Citing the work of Strong (1996), Freestone and McGoldrick (2008) view is that the ethical 

consumer is “concerned with the people element of consumerism” (Freestone and 

McGoldrick, 2008) For instance Wheale and Hinton (2007) acknowledge that a certain group 

of vegetarians are committed to purchasing free range eggs and organic produce

Even in light of the recession and the change in consumer preferences towards “value for 

money” the Co-Op’s, Peter Marks is confident that customers will continue to support fair 

trade through hard times as the company will continue to support their fair trade suppliers 

(Horticultural Week, 2008) There are consumer groups willing to pay the premium price for 

ethical goods with “68% of consumers in the US and Europe” stating they have boycotted 

firms which did not act ethically (Market Watch, 2005, p 1)

As arguably ethical consumerism has been on the increase many organisations have been

jumping on the band wagon in order to capitalise on the benefits it has To ensure the

organisations fulfil their obligations regarding fair trade the French government were the first

to set a legal standard which requires the organisations to adhere to their ethical obligations,

the standards will help alleviate the problem faced by consumers regarding diversity of

labelling of fair trade products (Market Watch, 2005)
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The purpose of this section will be to address what the research aims to prove or disprove as 

the case may be It will explain how it will undertake the data collection and the relevant 

philosophical principle which will be applied to the interpretation of the research

3.1. Introduction to research

Having studied the relevant literature in the area of CSR and business ethics it raised some 

issues in relation to the extent to which organisations have gone to in order to express their 

ethical stance and move towards more sustainable business practices but also the level of 

consumer buy in in such instances As mentioned previously ethics has become a much 

talked about topic especially in light of events which have occurred globally in the financial 

services sector responsible for the onslaught of the recession Companies have been spending 

large proportions of budgets on developing ethical principles and implementing ethical codes 

however research suggests a gap remains between the consumers’ intention to purchase 

ethical goods and actually pursuing the intention as discussed by Carrington et al (2010) 

There are others such as Freeman and McGoldrick (2007) who are of the opinion that ethical 

consumerism is on the rise as consumers feel it is necessary to act in a responsible manner for 

society’s wellbeing and the environment

Chapter 3: Methodology
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3.2. Research hypothesis

The following hypotheses has been developed having critiqued the above literature

Null Hypothesis 1 Price is not a significant factor for consumers in determining purchasing 

decisions of ethical goods

Alternative hypothesis* price is a significant factor for consumers in determining purchasing 

decisions of ethical goods

Additional hypotheses as follows to compliment the research and the literature review

Null hypothesis 2 consumers do not purchase ethical products for the associated health 

benefits

Null hypothesis 3 consumers are unaware of unethical businesses

While trying to establish the validity of the above hypotheses there will be some other 

elements addressed such as

• What would be the most important deciding factor when purchasing goods, ranging 

from price, brand and quality to ethical considerations?

• Are individuals willing to pay a higher price for ethical goods?

• The reasons for and against ethical purchasing and the types of goods consumers 

would buy that are organic and fair trade.

3.3. Aims and objectives of the research

• The main aim of the research is to test the validity of the above hypotheses to 

determine whether they are accurate or otherwise in need of amendments

• To establish the key drivers behind ethical consumption
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• To understand the level of consumer awareness in relation to ethical companies and 

their views towards companies

• To understand the level of consumer awareness regarding unethical companies and 

their views towards these companies

3.4. Approaches to conducting research

There are two approaches to conducting methodical reasoning, inductive and deductive, each 

having their own distinct characteristics and reasons for implementation An inductive 

approach involves the collection of data by using small sample sizes to understand what is 

occurring rather than describing which is then followed by theory development (Saunders, 

Lewis and Thornhill, 2009) Saunders et al (2009) expressed that when the researcher is part 

of the data collection process usually involving the collection of qualitative data with the aim 

of understanding the human feelings associated with the phenomena On the other hand 

deductive theory is a highly structured approach to collecting data in which the researcher 

remains independent of the research strategy which is designed to test the hypothesis 

developed from existing theory (Saunders et al, 2009). Bryman and Bell (2011) agree that 

deductive theory illustrates the relationship between theory and research.

For the purpose of this dissertation a predominately deductive method will be applied to the 

research strategy in order to test the hypothesis that was formulated above after the critical 

analysis of current and previous literature in the area It will examine the significance of price 

when purchasing ethical goods, the key drivers and the level of consumer awareness 

regarding ethical and unethical companies The exploration of the hypothesis may produce a 

findings and a subsequent conclusion which either supports the theory (wholly or partially) or 

it may be in conflict with the theory leading to the formulation or amendment of existing 

theory The literature provides a comprehensive array of factors contributing to consumers
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decisions regarding their ethical purchasing Given the fact that similar research has been 

conducted in the area a deductive method seems the most logical approach to conducting the 

research as it is testing existing theory

3.5. Qualitative Vs. quantitative research methods

The approach adopted by the researcher will depend on the data required to answer the 

research questions (Bell, 2010) Similarly Biggam (2010) states the research does not dictate 

the method undertaken rather the type of information required will determine the method 

undertaken by the researcher Qualitative data can include both inductive and deductive 

approaches, which then leads to theory development from the “non- numerical” data 

collected (Saunders et al, 2009) The mam problem for qualitative researchers is to establish a 

theoretical gap and then justify the reasons for collecting the data to fulfil the explanation of 

the phenomena (Bansal and Corley, 2012). The collection of qualitative data requires the 

interaction of the researcher with the subjects thus the researcher may be described as being 

more involved m the process The analysis of such data is time consuming for the researcher 

as it involves transcribing the information collected through interviews, focus groups where 

conceptualisation needs to be applied (Saunders et al, 2009). On the contrary to qualitative 

data, quantitative data also classed as numerical data aims to explain how something has 

happened rather than why It tests the statistical relationship between two variables and the 

findings are then expressed with the help of diagrams, charts (bar and pie for example) and 

are often believed to be an easier method of analysis (Saunders et al, 2009)

Given the nature of the dissertation and what it plans to address a quantitative approach 

would be more idealistic to capture the data required to form recommendations and a 

conclusion with the aid of statistical results in the time frame provided. Quantitative research 

in the form of a questionnaire will be more suitable for identifying what influences consumer
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decision making when it involves choosing ethical items because it allows percentage results 

to emerge and generalisations to be made

3.6. Advantages and disadvantages of both methods

Researchers of the opposing disciplines often criticise the others technique because it lacks 

the elements they are accustomed to Qualitative data collection has been criticised for a 

number of reasons specifically its subjective nature The collection of qualitative data is 

unstructured in nature which is also reliant upon the view point of the researcher to choose 

the items they believe to be of significance to the research thus the researcher may influence 

the content of the data collected (Bryman and Bell, 2011)

In essence qualitative data is concerned with the participants’ points of view through means 

of understanding the meaning and reasons behind their specific behaviour within the context 

of the study (Bryman and Bell, 2011) Qualitative methods of collecting data are objective in 

nature as there is less room for bias as the researcher is distant from the data collection 

process thus the possibility of the researcher influencing the participants input is greatly 

reduced (Saunders et al, 2009). Qualitative data is argued to provide rich data as it observes 

the individual in their natural environment in to contrast quantitative data produces data 

which is measurable, unambiguous therefore deemed reliable data as with qualitative data the 

researcher may become too involved in the process and compromise the validity of the data 

(Bryman and Bell, 2011)

Previous research conducted in this area have used quantifiable research techniques that 

being questionnaire/ survey methods to gather information with relation to the ethical 

purchasing habits of consumers for instance Freestone and McGoldrick (2007) used 

questionnaires in order to gather information in relation to consumers and what motivates 

them to purchase ethically. The topic of Freestones and McGoldrick’s (2007) work has been
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an important piece of literature throughout the course of this thesis as their work aims to 

understand ethical consumerism

3.7. Research philosophy

The research hypothesis, questions, aims and objectives suggest an epistemological approach 

with a realist perspective is attributable to this these According to Bryman and Bell (2011) 

epistemology deals with the issue of “what is (or should be) regarded as acceptable 

knowledge in a discipline” (Bryman and Bell, 2011, p 15)

Realism is “an epistemological position which relates to scientific enquiry” (Saunders et al, 

2009 pi 14) It aims to allow the senses to show us what in truth is real, “objects are in 

existence independent of the human mind” (Saunders et al, 2009, pi 14) Bryman and Bell 

(2011) identify two types of realism, empirical and cntical Empirical realism will be adopted 

for the fulfilment of the requirements of this thesis. The stance of empirical realism aims to 

provide an understanding of reality by means of appropriate methods (Bryman and Bell, 

2011) The epistemological position of empirical realism could be argued to be the most 

appropriate philosophical principles to apply as the collection of data will be regarding the 

behaviour of consumers regarding the significance of price when contemplating ethical 

purchases, the key drivers regarding ethical purchases and the level of consumer awareness 

surrounding ethical organisations The data will be interpreted exactly as it is presented to the 

researcher

3.7.Research instruments

Questionnaires will be used to gather information from consumers for the purpose of this 

thesis as it is the best option because it will allow the researcher to form a broader scope of 

the investigation They will aim to relate the findings to the theory in the area There are
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advantages and disadvantages to using this method of data collection as with any other 

method there will be some limitations There is an element of risk associated with the reliance 

upon questionnaires for data collection as the information gathered from individuals may not 

be rich in quality to overcome this problem an excess of questionnaires may be distributed

3.7.1. Drafting the questionnaire and its structure

Before compiling the questionnaire there were factors for consideration, the length, style of 

questions and content of the questions had to be thought out first 20 questions were deemed 

a significant amount to fulfil the requirements as individuals often become uninterested in 

lengthy questionnaires The researcher felt it was more ideal to use a questioning style which 

would be mixed to incorporate different aspects such as providing a list of criteria and asking 

the respondents to rank them according to their own preferences using the Likert scale The 

use of Likert scale style questions will allow of varying degrees of responses rather than a 

definitive yes, no style answer they contain responses choices from strongly agree to strongly 

disagree, this aims to add more depth to the answering process and the quality of the answers. 

Some questions purposefully have the neutral option removed to encourage the respondents 

to think about their answers and give a purposeful answer rather than ignoring the 

significance of the item There will be a number of closed ended questions for instance 

gender, multi choice questions for example which companies consumers believe are ethical 

and questions with the Likert scale being used to address the weighting of factors considered 

most important in consumer purchasing decisions They will range from strongly agree to 

strongly disagree responses and similarly irrelevant to very important There will be some 

questions which will specifically target consumers spending patterns both currently and a in 

the last 3 -5  years in order to address whether or not their spending habits have changed or 

remained the same.
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Given the nature of the research topic and what the hypothesis aims to address, the 

questionnaire will incorporate some qualitative aspects in order to cover the individuals’ 

opinion on the matter and increase the quality of the data. The structure of the questionnaire 

will enable it to encompass some qualitative aspects as there will be some questions, open 

ended, which will require the individual to provide a descriptive response therefore 

facilitating the individual willing to express their personal experiences and feelings regarding 

the topic. Open ended questions do not limit the respondent, which also means their answers 

are not being influenced by options listed. Open ended questions pose interpretation 

challenges for the researcher as it is necessary to generalise information from survey type 

data collection methods which can be challenging when the answers to these types of 

questions yield very different responses (Bryman and Bell, 2011). These open ended 

questions will target individuals’ attitude towards ethical and unethical companies, what in 

their opinion would encourage them to purchase more ethically produced goods and why if so 

they have stopped purchasing organic produce since the recession.

To remove bias from the process, the questions will not lead the respondents which will 

ensure they give their own valid opinion. To ensure ease of answering for the respondents the 

use of technical jargon will be kept to an absolute minimum to avoid confusion and 

misunderstanding. A definition will be provided at the top of the questionnaire to clarify a 

broad meaning of ethics for those who were not already familiar with the term.

3.7.2. The validity of the questionnaire

In order to assess the validity of the questionnaire it will be reviewed by a number of 

academics to allow them to give their opinion and propose any amendments which would be 

beneficial. It will also be piloted to ensure it is easy to understand, that participants can 

answer the questions asked and that the data collected is relevant and useful to fulfil the 

research aims and objectives. As Saunders, Lewis, Thornhill (2009) address the purpose of
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pilot testing a questionnaire is to ensure ease of answering for the individuals and the data can 

then be recorded accurately (Saunders et al, 2009) Analysing that data collected from the 

pilot testing will enable the researcher to establish whether the information gathered will 

provide the information they are seeking in order to support the hypothesis or disagree with it 

(Saunders et al, 2009)

The questionnaires will only be distributed within the republic of Ireland given the time 

constraints it would not be feasible to expand the population to other countries thus it will 

allow for quantifiable results to be drawn in a limited amount of time The questionnaires will 

be self-administered as this will ensure the data is collected in a timely manner without delay 

and will allow the researcher to target a broad array of shops to ensure the data collected is 

unbiased If there are difficulties with the level of respondents through the use of this method 

then it may be necessary to email questionnaires with a time limit for respondents to 

complete the questionnaire As it should be acknowledged that some individuals may not be 

willing to participate in the questionnaire Store managers will be consulted first before 

customers are asked to participate in the survey as it is important to gain their consent 

regarding the matter first When the data collection process is completed the process of 

analysis will begin The data will be analysed with the aid of computer software such as 

Excel in order to identify emerging patterns and draw comparisons thus determining the 

significance of price in relation to the purchasing of ethical goods.

Depending upon the results generated from the questionnaires it may be deemed necessary to 

conduct unstructured interviews with store managers to gam their valuable insight into events 

surrounding consumer purchasing habits and whether or not they are buying into the ethical 

consumerism movement
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3.8. Ethical considerations

To ensure the research is within ethical constraints a number of actions were undertaken 

Firstly upon constructing the questionnaire the personal information required from 

individuals was kept to a minimum so their right to privacy was maintained This was 

obtained by keeping the income bands broad in question 4, ensuring anonymity by not asking 

the respondent to provide their name, requesting the individuals’ permission, informing the 

individuals of the purpose behind the questionnaire before they participate

3.9. Carrying out the process

The initial intention was to ask the permission of store manager to survey consumers outside 

the store, however this idea proved unsuccessful as it was time consuming and very few 

questionnaires were completed This led to another course of action being undertaken for the 

purpose of completing the questionnaires Two organisations were selected both from 

completely different sectors and their permission was sought for a random selection of 

individuals to take part in the questionnaire These organisations will remain unnamed for 

confidentiality reasons

The researcher would have liked to also use a qualitative approach to add depth to the 

research but was unable to do so as the resources available to the researcher including time 

were limited and did not permit such an extensive investigation It took a considerable 

amount of time to collect and analyse the data collected from the questionnaires which didn’t 

leave enough time to identify possible candidates for interviews or time to schedule in depth 

interviews with them In essence had the researcher more time a mixed methods approach 

would have been used to address the situation so they the limitations and advantages of one 

method could be complimented by the other giving more understanding quality and depth to 

the research.
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This chapter will show the results of the survey with a brief discussion of what the statistics 

show. Of a sample of fifty surveys, thirty one were fully completed and returned. Of those 

thirty one respondents, 19 were female and 12 were male. They varied in age from under 

twenty to over 56. While the researcher did their best to target individuals from all income 

brackets and employment status there was an imbalance in relation to both which was 

unintentional as the sampling process was entirely random. An exact copy of the 

questionnaire may be found in appendix 3.

Figure 1: Results of question 4: individual annual income bracket.

Chapter 4: Findings and discussion

35%
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30.001-40,000

40.001-50,000

50.001 and over

Individual income

29% (9) of respondents fell into the 20,000 a year and under bracket.

16% (5) of respondents were in the 20,001- 30,000 a year income bracket. 

10% (3) were in the 30,001-40,000 annual income bracket.

29% (16) fell into the 40,001- 50,000 bracket.

16% (5) of respondents were in the 50,001 and over bracket.
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Figure 2: Results of Question 5: do you believe business ethics is important?
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The 31 respondents were all in agreement that they believe ethics is important.

■ Yes

■ No
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Figure 3: Results of Question 6: W h e n  making purchasing decisions do you think people

should take ethics into consideration?

■ Strongly Agree

■ Agree

■ Disagree

■ Strongly Disagree

Category 1

12.9% (4) Respondents strongly agreed that individuals should take ethics into consideration 

when making purchasing decisions.

83.9% (26) o f respondents agreed that individuals should take ethics into consideration.

3.2% (1) respondent disagreed that individuals should take ethics into consideration when 

making purchasing decisions.

0% strongly disagreed with the question.

From the above results the conclusion can be made that the majority o f respondents agree 

ethics should be taken into consideration when making purchasing decisions with only one 

person disagreeing with the question.
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considerations

Firstly price,

• 54.8% (17) o f respondents believe price is very important currently when purchasing 

groceries.

• 42% (13) o f respondents rank price as important when purchasing groceries.

•  3.2% (1) o f respondents rank price as not important when purchasing groceries.

• 0% o f respondents believe price is irrelevant.

Secondly Quality,

• 74.2% (23) ranked quality as very important when buying groceries.

• 25.8% (8) respondents ranked quality as important.

• 0% o f respondents ranked quality as not important or irrelevant.

Figure 4: Results of Question 7: w h e n  purchasing groceries please rank accordingly

which you would consider to be of most importance C U R R E N T L Y ?

■ Very Important

■ Important

■ Not important

■ Irrelevant

38



•  6 4% (2) ranked brand as being very important when purchasing groceries

•  25 8% (8) consider brand is important when purchasing groceries

• 48 4% (15) believe brand is not important

• And 19 4% (6) consider brand is irrelevant when buying groceries

Finally Ethical considerations,

• 19 4% (6) survey respondents believe ethical considerations are very important when 

purchasing groceries

•  51 6% (16) rank ethical considerations as important

• 29% (9) believe it is not important

•  While 0% believe it is irrelevant

As the results indicate price and quality are the most important criteria when purchasing 

groceries currently which were not surprising

Thirdly Brand,
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Figure 5: Results of Questions 8: w h e n  purchasing groceries 3-5 years ago please rank

accordingly which you would have considered to be of most importance.
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considerations

Starting with price,

• 32.3% (10) considered price very important 3-5 years ago.

• 51.6% (16) o f respondents believe price was important when buying groceries 3.5 

years ago.

• 16.1% agree price was not important when buying groceries 30-5 years ago.

• 0% find price irrelevant.

Quality

• 74.2% (23) o f  survey respondents rank quality as being very important when buying

groceries 3-5 years ago.

• 22.6% (7) consider quality as important.

• 3.2% (1) believe quality was not important 3-5 years ago.

• 0% chose irrelevant.
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•  22 5% (7) chose brand as being very important 3-5 years ago.

•  35 5% (11) believe brand was important 3-5 years ago

• 35 5% (11) ranked brand as not important

•  Only 6 5% (2) considered brand irrelevant when buying groceries

Ethical considerations

• 16 1% (5) ranked ethical considerations as very important when purchasing groceries 

3-5 years ago

• 54 8% (17) considered ethical considerations as important

•  22 6% (7) believed it was not important 3-5 years ago

• 6 5% 2 individuals believed it was irrelevant 3-5 years ago

Price and quality were once again the most important factors, however 3-5 years ago price 

appears to have been less important than it is currently this shows how individuals have 

become more conscious o f  prices when shopping for groceries as they have probably suffered 

a pay cut or freeze and no doubt bared the brunt o f the introduction o f income levies

Brand
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please rank the following factors

Figure 6: Results of Question 9: in relation to purchasing clothing C U R R E N T L Y
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Price

• 51.6% (16) respondents feel price is very important currently when purchasing 

clothing.

• A further 41.9% (13) consider it an important factor when buying clothing.

• While only 6.5% (2) believe it is not important when buying clothing currently.

Quality

• 61.3% (19) over half o f respondents rank quality as a very important factor when 

purchasing clothing.

• 35.5% (11) consider quality an important factor.

• Only one individual 3.2% (1) believes quality isn’t important currently when

purchasing clothing.
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• 12 9% (4) a small proportion o f  respondents ranked brand as very important

• Some 22 6% (7) thought it to be important

•  The majority of individuals, just under half o f the sample, 48.4% (15) believes it 

is not important

•  Lastly 16 1% (5) consider brand to be irrelevant when purchasing clothing 

Ethical considerations

• Only 9 7% (3) o f respondents consider ethical considerations very important when 

buying clothing.

• Over half o f individuals 58 1% (18) consider it to be important currently

• A further 25 8% (8) o f respondents believe it is not important to take ethical 

considerations into account when purchasing clothing currently

• 6 4% (2) o f respondents are o f the opinion that ethical considerations are irrelevant 

when purchasing clothing

Price and quality are once again very important considerations when purchasing clothing 

currently W ith ethical considerations believed to be important

Brand
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Figure 7: Results of Question 10: In relation to purchasing clothing 3-5 years ago please 

rank the following factors
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■ Very important

■ Important

■ Not important
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Price

• 32.3% (10) considered price a very important factor when purchasing clothing 3-5 

years ago.

• 38.7% (12) believe price was an important factor 3-5 years ago.

• 29% (9) quite a large proportion o f  respondents believe price was not an important 

factor 3-5 years ago.

• 0% consider price irrelevant.

Quality

• 58.1% (18) considered quality to be very important 3-5 years ago.

• 35.5% (11) ranked quality as important 3-5 years ago when purchasing clothing.

• 6.4% (2) o f respondents believe quality was not important 3-5 years ago.

• 0% said it was irrelevant.
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•  19 4% (6) chose brand as being very important 3-5 years ago when buying clothing.

• 29% (9) ranked brand as important

•  35 5% (11) believed brand was not important

• 16 1% (5) o f  respondents ranked brand as irrelevant when purchasing clothing 3-5

years ago

Ethical considerations

• 12 9% (4) stated ethical considerations were very important 3-5 years ago when 

purchasing clothing

• 51 6% (16) believe ethical consideration were important

•  22 6% (7) o f respondents ranked ethical considerations as not important

• While 12 9% (4) believe it was irrelevant

Quality was deemed more important than price when purchasing clothing 3-5 years ago when 

purchasing clothing

Brand
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Figure 8: Results of Questionll: Are you willing to pay a higher price for the following?

Organic

• 42% (13) Less than half o f respondents were willing to pay a higher price for organic 

produce.

• 58% (18) were unwilling to pay a higher price for organic produce.

Fair trade

• 80.6% (25) were willing to pay a higher price for fair trade items.

• Only 19.4% (6) were unwilling to pay a higher price.

Eco friendly

• 74.2% (23) respondents are willing to pay a higher price for eco-friendly products.

• While 25.8% are unwilling to pay a higher price for unethical products.
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The results indicate that the majority o f individuals are willing to pay a higher pnce for fair 

trade products however over half o f respondents are unwilling to pay a higher price for 

organic produce
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Figure 9: Results of Question 12: h o w  often, if ever do you purchase the following?
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When respondents were asked to indicate how often the purchase fair trade, environmentally 

friendly, organic and animal welfare products the results were as follows:

Fair trade

• 38.7% (12) o f respondents indicated the bought fair trade regularly.

• 45.2% (14) sometimes purchased fair trade products

• While 16.1% (5) stated they never purchase fair trade products.

Environmentally friendly

• 29% (9) engage in purchasing environmentally friendly products regularly.

• 61.3% (19) stated they sometimes purchase these products.

• 9.7% (5) never purchase environmentally friendly products.
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Organic

•  12 9% (4) regularly purchase organic products

• 41.9% (13) state they sometimes engage in purchasing organic produce.

• However a larger proportion o f  respondents, 45 2% (14), never purchase organic 

produce

Animal welfare

• 32 3% (10) regularly engage in purchasing animal welfare products.

•  29% (9) sometimes purchase animal welfare products

•  While 38 7% (12) never purchase animal welfare products

Fair trade and animal welfare are the types o f products which most individuals regularly 

purchase followed closely by environmentally friendly however only four respondents 

regularly purchase organic produce which raises questions regarding the popularity o f the 

items
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Figure 10: Results of Question 13: If you purchase fair trade, organic, animal welfare or 

any other ethical products which of the following would be reasons for doing so?
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Health benefits

• 38.7% (12) strongly agree that health benefits are a reason why they purchase ethical 

products.

•  29% (9) agree they purchase ethical products due to the associated health benefits.

•  22.6% (7) are neutral regarding this question.

• 9.7% (3) o f respondents disagree with the question.

• 0% strongly disagrees.

Food tastes better

• 9.6% (3) strongly agrees that the reason they purchase these products is because the 

food tastes better.

•  51.6% (16) agree that the food tastes better which is why they purchase it.

•  19.4% (6) are neutral regarding this question.
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•  19 4% (6) o f respondents disagree with the question

• 0% strongly disagrees

Better for the environment

• 16 1% (5) strongly agree that they purchase ethical products because they are better 

for the environment.

•  67 7% (21) o f respondents agree that they purchase ethical products because they are 

better for the environment

• 9 7% (3) of respondents have a neutral stance

• 6 5% (2) disagree with the question

• 0% strongly disagrees

Fairer treatment associated with those who produce it

•  41 9% (13) o f respondents strongly agree that they purchase ethical products because

o f the associated fairer treatment to those who produce it

•  51 6% (16) o f respondents agree with the question

• 6 5% (2) remain neutral on the topic

• 0% disagree

• 0% strongly disagrees.

51



Figure 11: Results of Question 14: Which of the following would describe reasons why 

you do not purchase fair trade, organic, animal welfare or any other ethical products?
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Lack o f variety

• 19.3% (6) respondents strongly agree that the reason they do not purchase fair trade,

organic, animal welfare or any other ethical products is due to the lack o f variety.

• 51.6% (16) agree lack o f variety prevents them from purchasing ethical products.

• 16.1 % (5) respondents remain neutral when asked.

• 6.5% (2) respondents disagree with lack o f variety being a reason why they do not

purchase ethical items.

• Another 6.5% (2) strongly disagree with the statement.
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• 9 6% (3) strongly agree that lack o f information would be a contributing factor to 

them not purchasing ethical items

• 45 2% (14) agree that lack o f information is a reason why they do not purchase ethical 

items

• 25 8% (8) are neutral as to whether lack o f  information prevents them from 

purchasing ethical items

• 19 4% (6) disagree with lack o f information being a reason why they do not purchase 

ethical products

•  0% o f respondents strongly disagree

N ot broadly available

• 16.1% (5) strongly agree that they do not purchase ethical products because they are 

not broadly available

• 48 4% (15) agree that not broadly available prevent them from purchasing ethical 

products.

•  19 4% (6) are neutral regarding the question

• 16 1% (5) disagree with the question

• 0% strongly disagrees

Price

• 32 3% (10) strongly agree that price is a reason why they do not purchase ethical 

products

•  48 4% (15) agree with price being a factor which prevents them from purchasing 

ethical items.

Lack o f information
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• 3 2% (1) is neutral about the question

•  12.9% (4) o f respondents disagree that price is a reason why they do not purchase 

ethical items

•  3 2% (1) strongly disagrees that price is a reason why they do not purchase ethical 

items
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Figure 12: Results of Question 15: if there has been negative publicity surrounding the 

ethical conduct of an organisation would you cease purchasing items from that 

organisation?

Cease purchasing

When survey respondents were asked if they would cease purchasing items form a company 

should adverse publicity arise 65% said yes they would while 35% said they would not stop 

purchasing items form an organisation if  it occurred.

The other element o f this question asked if individuals have been aware o f  this happening and 

if so to provide an example.

12 respondents provided many examples where this has happened some o f  which are 

repeated.

• Ballymaloe products because o f controversy which was brought to the attention o f the 

public outlining how a family member was caught engaging in child pornography.

• Due to the fact that Apple components are manufactured in China one individual said 

they would not purchase these products.
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•  A few examples arose in relation to the clothing industry, Penney’s (Primark) 

suppliers were alleged to be using child labour on their production lines Nike sweat 

shops which came to light a few years back also using child labour has been a 

disincentive for one individual in particular who will not purchase nay o f  their 

clothing

• Two individuals acknowledged some elements o f the controversy surrounding Nestle, 

the baby milk scandal and the boycott which has been on-going since the 1970’s

• Also one individual said “when a company closes a branch in Ireland and is trading in 

other countries and leaves the Irish worker without proper redundancy pay (aware o f 

some clothes shops closing in Ireland and leaving staff without wages etc ”
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Figure 13: Results of Questionl6: Have there been any instance where the actions of a 

company have positively influence you to purchase from them?

When asked if  there were any companies whose actions influenced the individual to purchase 

items from them only 29% (9) respondents replied yes while a huge proportion, 71% replied 

no to the question.

O f those who said there were companies who have influenced them to purchase from them 

the examples include the following:

Many o f the answers relate to coffee shops using fair trade ingredients.

•  Starbucks due to their use o f fair trade coffee.

• One individual said their local coffee shop which only uses fair trade coffee.

• Ben& Jerry’s ice cream and their fair trade guarantee, also their donations to charity 

which they have informed the public about on numerous occasions.

• Home grown industries which use 100% Irish produce.
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Figure 14: Results of Question 17: Are there specific groceries where you would 

consider purchasing fair trade over other options? Please list

While this questions was open ended to allow the individual to write their own preferences, 

the items chosen were re occurring which allowed a generalisation o f  results to be compiled 

also it must be noted that many individuals chose to opt out o f answering this question while 

others mentioned multiple items.

Thus the following data could be drawn*

Most popular fair trade items

Cereal

Fruit

Products Chocolate

Coffee

Tea

Most popular fair trade items

5 10 15

No. Of Respondents
20

Coffee (18) and cereal (12) appear to be the most popular choices among individuals for fair 

trade items following by chocolate (10), tea (8) and fruit (7)

There are many other fair trade groceries available in supermarkets but they did not appear on 

the answers from respondents, the above five items were the only ones which appeared
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Figure 15: Results of Question 18: Are there foods you used to buy organically before 

the recession which you have now stopped purchasing as a result of the recession?

Yes

No

Stopped purchasing Organic

16.1% (5) o f respondents replied yes to products they used to buy before the recession but 

have now stopped purchasing them as a result o f the recession.

83.9% (26) o f respondents answered no to this question which could imply a) they are still 

continuing to purchase organic products or b) they never purchase organic products. Upon 

further inspection those who answers no, 13 respondents never purchase organic, 10 purchase 

organic sometimes and only 3 regularly. This would imply that out o f the 26 respondents who 

answered no half o f them are continuing to purchase organic produce whether it is regularly 

or sometimes.

The five survey respondents which answered yes to the above question all have the same 

reason; price is the main reason why they have stopped purchasing organic products since the 

recession began. The goods are too expensive and they have had to seek cheaper items. 

Furthermore o f  the individuals who said they have ceased purchasing three are in the 20,000-
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30,000 annual income bracket, one falls into the 40,001- 50,000 a year bracket and the final 

one is in the 50,001 and over bracket Those who have stopped purchasing these items are 

not only low income individuals but also those earning a substantial amount each year
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Figure 16: Results of Question 19: of the following list of organisations which would you 

consider to be ethical?

Ethical Organisations

Organisations

M&S

Ben&Jerry's

H&M

Gap

The Body Shop 

Nike 

Primark 

Starbucks 

Nestle 

Coca Cola

10 15

Number of Respondents

20 25

This was a multi choice question which required the respondents to choose as many 

organisations as they wished, which they deemed ethical. The question contained a list o f 

organisations, some highly unethical and others who involved in ethical business practices. 

Despite the mounting publicity surrounding the ethical claims o f Starbucks and Ben& Jerry’s 

they were not the most popular chose among respondents when asked to illustrate those they 

consider to be ethical organisations. They received 14 and 18 votes respectively which are 

not too far behind the most popular choses, Marks and Spencers receiving the highest number 

o f votes at 21 and The Body Shop in second place with 20. Marks and Spencers receiving the 

highest number o f votes was quite a surprise considering they have not been on the ethical 

front for as long as companies such as The Body Shop and Ben & Jerry’s who have adopted 

the ethical stance from the outset. Marks and Spencers launched their Plan A initiative in 

2007 which is relatively new. 10 respondents consider Coca Cola to be ethical, 7 voted Nestle
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as ethical which could have been as a result o f their move towards fair trade products, 4 

believe H&M ethical, 3 consider Gap to be ethical and surprisingly 1 respondent believes 

Primark is ethical None o f the survey recipients chose Nike as an ethical company
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This final and open ended question yielded 24 responses and 7 non responses. As it was 

expected some individuals chose to opt out o f  the explanatory question none the less there 

were some very interesting points raised Given the detail provided in some answers the 

researcher felt it was necessary to write a detailed account o f the responses

Common themes which emerged throughout the responses to this answer are as follows

• Price again was a significant factor with respondents stating that a lower price would 

encourage them to buy more ethically produced goods especially given the income 

constraints o f the last few years For instance one individual stated 4 a higher income 

and/or lower prices’ would encourage them to buy more ethical produce Another 

individual has stated that due to the downturn in the economy consumers are seeking 

value for money, the cost o f  goods makes it harder to choose goods more ethically 

produced

• Knowing where the goods have been produced and by whom, that is better food 

labelling was a requirement as many individuals are confused by the information 

provided on labels For instance as one respondent outlined, certain products 

categorised as Irish products because they have been packaged in Ireland however 

they may not have been manufactured or grown in Ireland and therefore the 

traceability o f items should be made available to the consumer to allow them to make 

informed decisions

• Respondents want to be better informed about what organisations are doing in order 

to produce items in an ethical manner

Figure 17: Results of Question 20: What would encourage you to purchase more

ethically produced goods?
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• Evidence to show that companies are actually producing goods in an ethical manner, 

rather than simply taking their word for it

•  Knowing more about the companies that are not ethically producing

• Individuals would like to know under what conditions companies have been granted 

the title o f ethical Therefore what are the various critena for assessment which needs 

to be met by an organisation before they are categorised as producing or trading in an 

ethical manner
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The objective o f the research was to test the validity o f  the null hypotheses which were 

addressed in the methodology section o f the document, chapter 3 The first null hypothesis 

has now been rejected as the results prove it is negative The data collected from the surveys 

show that price is a significant factor when making purchasing decisions regarding ethical 

products The research conducted by the researcher supports existing literature in the area o f 

ethical purchasing as consumers are seeking quality goods, with ethical principles however 

price is a major deciding factor for them especially currently which is understandable given 

the economic conditions individuals are facing In a survey conducted by Price Waterhouse 

Coopers (2008) they concluded that 48% o f individuals’ surveyed were simply not in a 

position to pay the premium associated with ethical goods or were unwilling to do so

The second null hypothesis was concerned with proving that health benefits are not the 

reason why consumers purchase ethical goods The majority o f respondents agreed that 

health benefits, better taste, better for the environment and fairer treatment for those involved 

with producing the goods were reasons why they purchased the goods thus nullifying the 

second hypothesis Freestone and McGoldrick (2007) and Carrington Neville and Whitwell 

(2010) assert individuals purchase ethical goods to fulfil their own wishes such that they will 

only purchase these items if  the benefits they expect to gain from doing so outweigh the 

costs. Reasons for not purchasing ethical items were also revealed by the results from the 

questionnaire The results showed as noted in the responses to question 14, that price is a 

significant factor with 10 respondents in strong agreement and 15 in agreement that price is a 

reason why they do not purchase ethically produced items However there are also other 

reasons for not partaking in such activities including lack o f variety, availability and lack o f 

information which are a hindrance for individuals W hen asked in general about which

Chapter 5: Discussion
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factors are important when purchasing items quality appeared to be o f most important none 

the less when asked specifically about ethical goods price was the main reason why they do 

not purchase these items One individual stated they wanted “value for money and the 

recession has made it harder for them to choose more ethically produced goods” The value 

for money side o f purchasing was also echoed by a previous statement for a Co-Op executive 

as he acknowledges consumers will seek value for money during recessionary times 

(Horticultural Week, 2008)

The questions relating to purchasing groceries and clothing were kept separately because the 

researcher believes consumers often have different opinions, preferences and tastes when it 

comes to purchasing the two different classifications o f items Interestingly there were 

similarities between the two for instance both price and quality were considered the most 

important currently however twice as many individuals deemed ethical considerations very 

important when it came to groceries which illustrates there is a divide between the items. 

Respondents appear to be less concerned with ethical credentials for non-food items As 

noted by one individual, “ethical clothing can be harder to source as these items are not as 

well-known as ethical food items more publicity should be generated to demonstrate which 

shops are producing ethical clothing and how they are doing so”

Fair trade product lines have expanded significantly over the years but this was not shown in 

the in the responses from individuals as they only listed five products, tea, coffee, chocolate, 

fruit and cereal This raises the question as to whether or not organisations are doing enough 

to market fair trade products and other ethical products. It can often be harder for individuals 

to find organic produce in supermarkets as one individual stated “they believe organic 

produce should have a specific section in a supermarket which is clear signage outlining the
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product offerings” As individuals feel lack o f variety is a reason why they do not engage in 

these types o f purchases it poses an opportunity for companies to market their product 

offerings more and for more companies to join the fair trade movement If more organisations 

joined this movement it would not only provide more variety in terms of goods but also 

expand their choice in terms o f the companies they can purchase goods from Thus if the 

market for fair trade, organic and other produce contained more producers it may also help 

lower the prices of these goods thereby making them more accessible to those with a lower 

income

The third null hypothesis aimed to prove that consumers are unaware o f  unethical businesses 

Disappointingly very few individuals had experienced a positive influence from organisations 

on the other hand quite a lot experienced a negative situation this means there is a possibility 

that more negative actions are publicised and consumer’s attention is drawn to that which 

they are more likely to remember and not enough attention is bought to the positive actions o f 

companies This proves the null hypothesis as invalid as the number o f  negative examples 

was much greater than the positive

The researcher felt it was important to note that 100% o f respondents were in agreement that 

ethics is important, upon further inspection o f  the responses o f  the number o f consumers who 

part take in activities such as buying fair trade, environmentally friendly, organic and animal 

welfare shows that over a third o f respondents never buy organic or animal welfare products 

That would suggest they are aware that ethics is important but their actions provide a 

conflicting opinion

The issue o f  labelling was raised by a number o f  respondents in the survey responses This is 

an issue which has also been addressed by the French government as noted previously in the 

literature review (Market Watch, 2005) They have paved the way for other governments to
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address the issue o f developing guidelines for the labelling o f goods specifically fair trade to 

avoid confusion among consumers

In summary

The results for the survey were analysed with the aid of graphs and bar charts to illustrate the 

level o f significance for each question and its component parts This allowed the researcher to 

compare and contrast the findings in order to conclude the results o f the findings On a final 

note the researcher feels it is important to educate individuals about the importance o f 

incorporating ethical produce into your daily life, not only the health benefits but also how 

their actions will be benefiting  those who are less well o ff in producing countries
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Chapter 6: Conclusion

The objectives o f the research were fulfilled and the null hypotheses were rejected, to 

reiterate the significance o f the above points Firstly price has been accepted as a significant 

factor for consumers when deciding on purchasing ethical goods as decided by a large 

proportion o f  respondents Secondly the associated health benefits have been verified as a 

valid reason why some individuals engage in ethical purchasing. Thirdly it is reasonable to 

say that consumers are aware o f both ethical and unethical companies and they also have 

their own valid opinions regarding these organisations Some respondents stated they were 

willing to cease purchasing from organisations who behave in an unethical manner an action 

supported by research conducted by Market Watch (2005) which illustrates the number of 

individuals who boycott organisations in the U S and Europe is about 68%

Overall the thesis provides valuable insights into the area o f business ethics, the ethical 

consumerism movement, and the key drivers associated with ethical consumption and the 

associated literature surrounding the listed issues Undoubtedly the ethical consumer 

movement will continue to evolve in the coming decades as the business dynamic changes It 

will be interesting to see how subsequent research in the coming years covering items which 

were addressed in this thesis will compare to the findings noted in this research

6.1. Limitations of the research questions in questionnaire

While there were some open ended questions included in the questionnaire to incorporate a 

qualitative aspect, they were still somewhat limited in terms o f  adding more depth to the 

research. For instance when individuals were asked to provide an explanatory response to a 

number o f  questions some respondents chose to opt out while those who answered were
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limited in length regarding how much they could develop an answer In addition to the 

explanatory questions there were some questions which required a definitive answer such as 

question 11 which dealt with the respondents’ willingness to pay a higher price for organic, 

fair trade and eco-friendly products This question required a simple tick o f the box for yes or 

no responses o f course knowing the actual motivations behind the responses would have 

contributed to a more in depth collection o f data

There was a lack o f qualitative research which was due to time constraints Using qualitative 

methods in tandem with the questionnaire would have offered a more in depth understanding 

o f the views o f respondents and an explanation for such views Had more time been available 

to the researcher then qualitative tools such as focus groups and interviews would have been 

used also Had time been in plentiful supply then the sample size would also have been 

mcreased to provide a better representation o f  the population size

6.2 Ethical implications of the research

All information gathered for the purpose o f  the thesis has been treated with the stnctest o f 

confidence, the individual’s anonymity and the organisations involved have been guaranteed 

and the information they have provided will only be used for the completion o f the thesis and 

no other purpose as specified on the questionnaire

6.3. A final note on the continuation of ethical studies

As noted earlier in the thesis the increased publicity surrounding ethics especially since the 

events surrounding the recession have increased the popularity, it must be said that research 

regarding this topic will continue to evolve and expand to cover various unethical behaviour 

which was found to be occurring within corporations not just in Ireland but around the world 

The impact these events have had on individuals both their expectations and the choices they

70



make regarding their purchases are also necessary to address There is no doubt that research 

into the area of business ethics and the consumer will continue into the future with the 

emergence o f different viewpoints. The level o f ethical tuition will possibly increase also as 

company executives need to be aware and have a comprehensive understanding o f ethics to 

prevent a repeat episode o f  the Enron and WorldCom disasters which are only two o f many 

examples o f corporate entities which have failed due to the unethical behaviour o f their 

executive team (Choy, 2012) Finally the researcher acknowledged that while this thesis is a 

valid piece o f research it is also open to criticism
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Chapter 8: Appendices

Appendix 1: Carroll’s Four Part model of Corporate Social Responsibility
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Appendix 2: Five Stage Model of the Consumer Buying Process
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Source Adapted from Kotier et al 2009
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The ethical consumer and factors which influence ethical consumption

This questionnaire was compiled in part fulfilment o f  my thesis for an MSc in Management, I 

would kindly appreciate your time taken to fill out this short survey All information gathered 

is strictly confidential and participants will remain anonymous

Thank you for your time

Bernadette

“Ethics can be defined as morally right behaviour”

Question 1 

Are you9

Male □ Female □

Question 2

What age bracket do you fall into9 

25 years and under □

36-45 years □

56 years and over □

Appendix 3: Questionnaire
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26- 35 years □ 

46 -55 years □
i



What is your current employment status?

Employed □ Unemployed □

Home maker □ retired □

Student □

Question 4

What individual annual income bracket would you fall into?

20.000 and under □ 20,000-30,000 □

30,001-40,000 □ 40,001-50,000 □

50.001 and over □

Question 5

Do you believe business ethics is important?

Yes □ No □

Question 6

When making purchasing decisions do you think people should take ethics into 

consideration?

Strongly agree agree disagree strongly disagree

□ a : □ □

Question 3* ;
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When purchasing groceries please rank accordingly which would you consider to be of most 

importance CURRENTLY?

Very important important not important irrelevant

Question 7

Price □ □ □ □

Quality a  □ a  □

Brand □ □ □ □

Ethical considerations □ □ □ □

(Including fair trade and organic)

Question 8

When purchasing groceries, 3-5 YEARS AGO please rank accordingly which you would 

have considered to be o f most importance

Very important important not important irrelevant

Price □ □ □ □

Quality □ □ □ □

Brand □ □ □ □

Ethical considerations □ □ □ □

(Including fair trade and organic)



Very important important not important irrelevant 

Price □ 1 □ □ □

Quality □ □ □ □

Brand □ □ □ □

Ethical considerations □ □ □ □

(Including fair trade and organic)

Question 9

In relation to purchasing clothing CURRENTLY please rank the following factors

Question 10

In relation to purchasing clothing 3-5 YEARS AGO please rank the following factors

Very important important not important irrelevant 

Price □ □ □ □
i

Quality □ □ □ □

i

Brand □ 1 □ □ □

Ethical considerations □ □ □ □

(Including fair trade and organic)



Question 11

Are you willing to pay a higher price for the following7

Yes 1 No

Organic products □ □

Fair trade products □ □

Eco Friendly products n □

Question 12

How often, if  ever do you purchase the following7

Regularly Sometimes Never

Fair trade □ , n □

Environmentally Friendly □ □ □
i

Organic □ □ □

Animal Welfare □ □ □
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If  you purchase fair trade, organic, animal welfare or any other ethical-products which o f  the 

following would be reasons for doing so7

Strongly agree agree ’ neutral disagree strongly disagree

Health benefits □ □ □ □ □

Food tastes better □ □ □ □ □

Better for the environment □ □ □ □ □

Fairer treatment associated

with those who produce it □ □ □ □ □

Question 14

Which o f  the following would describe why 

welfare or any other ethical products7

Strongly agree agree

Lack o f variety □ □

Lack o f information □ □

Not broadly available □ □

Price □ □

Question 13

88;

you do not purchase fair trade, organic, animal
i

neutral disagree strongly disagree

i
□ □ □

□ □ □

□ □ □



If  there has been negative publicity surrounding the ethical conduct o f  an organisation would 

you cease purchasing items from that organisation9

Yes □ No □

Have you been aware o f this happening, and if  so please provide an example

Question 15

Question 16

Have there been any instances where the actions o f a company have positively influenced you 

to purchase from them7

Yes □ No □

Please provide an example if appropriate

Question 17

i
Are there specific groceries where you consider purchasing fair trade over other options7 

Please list
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Are there foods you used to buy organically before the recession which you have now 

stopped purchasing as a result o f the recession7

Question 18

Yes □ No □

If Yes, why7

Question 19

■

O f the following list o f organisations which would you consider to be ethical7

Coca cola □ The Body Shop n

Nestle □ Gap □

Starbucks □ . H&M □

Pnmark □

i

Ben & Jerry’s □

Nike □ Marks and Spencers □

Question 20*
■

What would encourage you to purchase more ethically produced goods7
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