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Abstract

This research examines the necessary condition of emotions in predicting consumer
ethical decision making, using a new multiplicative method for identifying and measuring
the necessary condition in datasets — Necessary Condition Analysis (NCA). Based on a
sample of over four hundred individuals, and combining three different consumption
scenarios involving ethical issues, our findings demonstrate that emotions are a necessary
condition for consumer ethical decisions and behaviours. In addition, the results show
that higher levels of consumer ethical decisions can only be achieved if happiness,
gladness and satisfaction increase towards a minimum level of necessity. The findings
provide empirical support for the essential role of emotions in predicting consumer ethical

decision making. Furthermore, this research identifies the emotional thresholds without
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which ethical choices cannot occur, then explains why individuals sometimes behave
ethically but other times do not. In addition, this is a first contribution applying NCA to

consumer ethics.
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1. Introduction

Consumer ethics is an important economic, social and environmental issue around
the globe (Chowdhury, 2019). Indeed, consumers often make choices with ethical
implications, for example purchasing recycled products to reduce plastic waste in the
ocean (Barbarossa & De Pelsmacker, 2016). In contrast, consumers may also engage in
unethical behaviours such as shoplifting (Aloysius et al., 2019), fare evasion (Delbosc &
Currie, 2019), consumption of counterfeits (Chen et al., 2018), and digital piracy (Kos
Koklic et al., 2016). The potential impact of such (un)ethical behaviours highlights the
need for consumer behaviour scholars to further understand consumer ethics, and to
provide guidelines for marketing practitioners on how to encourage ethical decisions and

reduce unethical choices.

In recent years, substantial conceptual and theoretical advances have been made
in our understanding of consumer ethics (see Hassan et al., 2022 for a recent review).
Notably, a key issue has been identifying the antecedents of consumer ethical decision
making. In this regard, scholars have examined the role of psychographic variables,
including religiosity (Arli et al., 2021), materialism (Lu & Lu, 2010), and moral identity
(Chowdhury & Fernando, 2014), in addition to demographic variables such as gender

(Tjiptono et al., 2017) and education level (Lu & Lu, 2010).

Missing from the list of variables described above are affective factors, which
have not been extensively investigated as antecedents of consumer ethical decision
making (Septianto et al., 2020; Singh et al., 2018; Vitell et al., 2013). Indeed, as Septianto
et al. (2020: 1) point out, most previous studies in this area have “focused on the cognitive
as opposed to emotional aspects”. The examination of emotions in consumer ethics
represents an important research topic because, despite an initial focus on a rationalist-

based view, in which ethical decision making was seen as primarily a cognitive, deliberate
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and rational process (Ajzen, 1991; Kohlberg, 1969), subsequent advances recognise the
emotional component as a central element of ethical choices and actions (Greene et al.,
2001; Haidt, 2001). One which remains, however, comparatively understudied. Yet the
sentimentalist tradition posits that emotion is a source of pivotal information that supports
ethical decisions (Ruedy et al., 2013), influences perceptions of risk (Henik, 2008), and
acts as a conduct regulator (Greene et al., 2001) by activating specific socio-moral

concerns (Horberg et al., 2011).

Recent research exploring emotion in consumer ethics has demonstrated that
emotions, both positive and negative, can exert a significant role in predicting consumer
ethical decision making (Escadas et al., 2019a), including by facilitating consumer
recognition of an ethical issue (Yacout & Vitell, 2018) and mitigating ethical double
standards (Septianto et al., 2020). However, these previous explorations of the
relationship between emotions and consumer ethics focus on the traditional sufficient
logic paradigm and average trends (Hassan et al., 2022), presuming that causality is

additive.

Building on these findings suggesting an influential role of emotions on consumer
ethics, two important questions require further examination: i) Which emotion(s) is a
necessary condition for consumer ethical decision making? And ij) What are the
emotional thresholds required for ethical decision making? The present research aims to
answer these questions: first, by examining the necessary relationship between different
emotions and consumer ethical decision making by applying a multiplicative model of
causality — the Necessary Condition Analysis (Dul, 2016a); and second, by specifying the
necessary level of the conditions — emotions — required for high-level consumer ethical

choices and behaviours.



Necessary Condition Analysis (NCA) (Dul, 2016a) is a new and simple statistical
technique that allows the determinants with the greatest impact on a desired outcome to
be estimated (Dul et al., 2018). Further, NCA provides the threshold levels of necessity
required for different levels of the outcome, contributing in this research to a detailed
prediction of how high-level consumer ethical decisions are made and how they can be

encouraged.

As such, this research contributes to increasing scientific knowledge on consumer
ethics and their emotional component. Specifically, the research provides a better
understanding of the emotional predictors of consumer ethics, as well as the nature and
intensity of this relationship. Furthermore, to the best of our knowledge, this research is
the first to apply NCA to the consumer ethics literature. From a practical point of view,
the findings provide a thorough understanding of what drives consumer ethical decision
making and the necessary level of emotions, without which the desired ethical decisions
cannot occur. This knowledge will provide guidance to public and private practitioners
on developing more effective and successful marketing actions, benefiting not only
organisations and institutions, but also society as a whole. Moreover, by identifying the
necessary emotional levels for higher ethical consumption decisions, this research helps
explain both how ethical consumer decisions are formed and how they can be encouraged,
providing key insights for promoting socially, environmentally and economically

responsible behaviours.

The remainder of the paper is structured as follows. The next section presents the
conceptual background of the study through a description of the relevant literature, as
well as the research hypotheses developed therefrom. Section three then presents the
methods used and section four presents the results. Finally, the main findings are

discussed and implications and conclusions drawn.



2. Literature Review

2.1. Consumer Ethical Decision Making Process

Consumer ethics are defined as “the moral principles and standards that guide the
behaviour of individuals and groups as they obtain, use and dispose of goods and
services” (Muncy & Vitell, 1992: 292). Consumer ethical decision making, in turn, refers
to the process by which consumers determine whether a certain consumption issue,
situation or decision is right or wrong based on their moral background (Carlson et al.,
2009). Notably, ethical decision making comprises a series of temporal and sequential
stages that apply to consumer deliberations in ethical situations (Schwartz, 2016). The
four-component model of moral deliberation proposed by Rest (1986) is one of the most
used and tested frameworks for ethical decision making. This rationalist-based model
suggests that the process comprises four main sequential steps, beginning with
recognition of the moral nature of an issue — moral awareness; which leads to judgments
about what is right or wrong — moral judgments. Then, moral concerns may be prioritised
above other personal concerns, such that the moral intention to act according to what is
morally right is established. And finally, this intention may translate into overcoming

obstacles and engaging in moral action in the form of moral behaviour.

Much consumer ethics research has been carried out explicitly or implicitly
applying Rest’s (1986) model (see Craft, 2013; Lehnert et al., 2015; Schwartz, 2016).
However, the emergence of significant research examining the consumer ethical decision
making process highlights there is much left to understand in terms of an integrated
deliberation process where ethical concerns are involved (Robertson et al., 2017; Zollo et

al., 2017).



2.2. Emotions and Consumer Ethical Decision Making

A long-standing strand of ethics research emphasises the rational and socio-
cognitive antecedents of decision making, drawing on theoretical models that include a
set of individual and situational variables to explain ethical decision making (Ferrell &
Gresham, 1985; Hunt & Vitell, 1986; Jones, 1991; Kohlberg, 1973; Trevino, 1986). This
is consistent with a large body of literature in consumer ethics that has investigated the
role of psychographic (Arli et al., 2021; Chowdhury & Fernando, 2014; Lu & Lu, 2010)
and demographic variables (Lu & Lu, 2010; Tjiptono et al., 2017). For instance, Arli et
al. (2021) report that higher levels of extrinsic religiosity — a religious bond driven by
personal benefit — are associated with a higher acceptance of unethical consumer

behaviours.

Despite the unquestionable relevance and validity of these approaches, more
recent contributions point to the inability of such perspectives to fully account for ethical
decision making (Schwartz, 2016). This is because individuals are not purely rational,
and so are not always able to consciously include ethical concerns in their judgments and
behaviours (Chatzidakis et al., 2018). As such, the social-intuitionist tradition suggests
that emotions also influence ethical decision making (Greene et al., 2001; Haidt, 2001;
Zollo et al., 2017). Notably, although both reason and emotion are likely to play critical
roles in decision making involving ethical content (Young & Koenigs, 2007), the Somatic
Marker Hypothesis (Damasio, 1994) further suggests that emotion leads reasoning
processes, and regular decision making is more emotional and less reasoned than initially

believed.

Indeed, cumulative contributions from neuroscience and medical research support
the assertion that ethical decision making is not based only on reasoning processes, but

also on automatic, intuitive and emotion-based mechanisms (Haidt, 2001; Salvador &
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Folger, 2009). Neurobiological research shows that the brain areas associated with
emotion are activated to a much higher degree when individuals face morally relevant
content — moral awareness (Moll et al., 2002); make moral choices — moral judgment
(Koenigs et al., 2007); formulate behavioural intentions in response to morally relevant
scenarios — moral intention (Borg et al., 2006); and act in a socially appropriate way —
moral behaviour (King et al., 2006). These and other findings suggest that emotion and

ethical decision making share common neural mechanisms (Greene & Haidt, 2002).

This perspective has given rise to a growing literature examining the role of
emotions in consumer ethics (Septianto et al., 2020; also see Hassan et al., 2022 for a
recent systematic review). Notably, such studies have demonstrated that emotions
experienced by consumers that are unrelated to the decision at hand (also called incidental
emotions; Achar et al., 2016) can have a significant influence on subsequent ethical
decision making. For example, Septianto et al. (2020) found that recalling an anger-
eliciting experience can diminish double standards in subsequent consumer ethical
judgments. In a similar vein, Yacout and Vitell (2018) show that fear can predict
consumer intentions to engage in ethical decisions, while Singh et al. (2018) identify the
distinct influence of fear and anger on acceptance of questionable consumer behaviour.
Finally, research by Escadas at al. (2020) extends the relationship between emotions and
consumer ethical decisions, uncovering a “virtuous ethical cycle” between positive
emotions, consumer ethical behaviours, positive post-decision emotions and future

ethical behavioural intentions.

Some key empirical studies examining the influence of discrete emotions on
consumer ethical decision making published since 2010 are outlined in Table 1. While

these studies highlight a significant relationship between emotions and consumer ethical



decision making, relatively little is known about which emotions are a necessary

condition for consumer ethical decisions.

INSERT TABLE 1 ABOUT HERE

2.3. Hypotheses Development

Emotions are multidimensional feelings, typically connected to physiological or
physical processes, that arise from the individual’s relationship to their social and
physical environment and which influence specific actions based on the contextual and
personal characteristics of the individual (Bagozzi et al., 1999; Lambie & Marcel, 2002;
Smith & Ellsworth, 1985). Across the wide range of emotional states described in the
literature, there is agreement that feelings such as happiness, joy, contentment, pleasure,
satisfaction, enthusiasm, excitement and delight can be considered among the most
relevant positive emotions; while sadness, fear, guilt, anger, shame, worry, frustration and
embarrassment feature as some of the most important negative emotions (Bagozzi et al.,
1998; Bagozzi et al., 2016; Laros & Steenkamp, 2005; Lazarus, 1991; Shaver et al., 1987;
Watson & Tellegen, 1985). Moreover, these emotions, both positive and negative, are
particularly important in influencing individuals' ethical choices and actions (Eisenberg,

2000; Haidt, 2003; Tangney et al., 2007).

In the recent marketing literature, happiness, gladness, satisfaction and excitement
have attracted growing interest among researchers in relation to consumption decisions,
with findings suggesting these positive emotions influence consumer interaction and
engagement (Casalo6 et al., 2021), increase repurchase intentions (Septianto et al., 2019),
and enhance consumer loyalty (Nufiez-Barriopedro et al., 2021). Similarly, sadness, guilt,
discomfort and shame — as negative emotions — have been found to influence charitable

donations (Homer, 2021), consumer product preferences (Motoki & Sugiura, 2018), and



to foster healthy (Herter et al., 2021) and prosocial behaviours (Septianto & Paramita,
2021). It is thus to be expected that these discrete emotions may be able to explain and
predict consumer ethical decisions and behaviours. The current research builds upon
previous findings to explore the impact of four positive (happiness, gladness, satisfaction
and excitement) and four negative (sadness, guilt, discomfort and shame) discrete

emotions on consumer decision making involving ethics.

Happiness is a positive emotion that involves a relatively high heart rate and
systolic blood pressure (Schwartz et al., 1981). Happiness is initiated through the positive
outcome of obtaining something desirable (Shaver et al., 1987): personal gain in the
context of overall sense of security (Lazarus & Smith, 1988), or relational and affective
gain in the social domain (Shaver et al., 1987). The happy person is described as energetic,
active and bouncy, as expressed by laughing, smiling and talking enthusiastically (Shaver
et al., 1987). Happiness, gladness, satisfaction and excitement share similar cognitive

appraisals (Roseman, 1991).

Sadness is a negative emotion described as the extremely unpleasant feeling that
arises when an undesirable experience occurs over which the subject has limited or no
control, nor the ability to undo (Smith & Ellsworth, 1985). The thoughts of sad individuals
tend to be pessimistic, characterised by negativity and only seeing the dark side of events
(Shaver et al., 1987). Shame and guilt share common cognitive appraisals (Smith &
Ellsworth, 1985) and are characterised by a sense of self-blame arising from past
situations in which individuals did something which they later regretted (Smith &
Ellsworth, 1985). These emotional states can be characterized as transitory affective
states, but also as enduring personality traits that increase readiness to experience negative
based on the personal moral values (Kugler & Jones, 1992). The emotion of discomfort

is an instance of fear, an unpleasant state that begins with an intrinsic appraisal of events
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as potentially dangerous to the self (Shaver et al., 1987), leading people to feel nervous,
jittery, jumpy (Shaver et al., 1987), and in turn to make pessimistic and risk-averse
judgments and choices (Lerner & Keltner, 2001). Sadness, shame, guilt and discomfort
can be described as negative affectivity that may influence one’s social and moral

behaviours (Kugler & Jones, 1992).

In sum, the positive emotions of happiness, gladness, satisfaction and excitement,
and the negative emotions of sadness, shame, guilt and discomfort are some of the most
relevant emotions in moral behaviour (Wagner et al., 2011). On this basis, and following

Rest’s (1986) four-stage model of moral deliberation, we propose that:

H1: Happiness (a), gladness (b), satisfaction (c), excitement (d), sadness (e), guilt (f),
discomfort (g), and shame (h) are necessary conditions for consumer ethical

awarencss;

H2: Happiness (a), gladness (b), satisfaction (c), excitement (d), sadness (e), guilt (f),

discomfort (g), and shame (h) are necessary conditions for consumer ethical judgment;

H3: Happiness (a), gladness (b), satisfaction (c), excitement (d), sadness (e), guilt (f),

discomfort (g), and shame (h) are necessary conditions for consumer ethical intention;

H4: Happiness (a), gladness (b), satisfaction (c), excitement (d), sadness (e), guilt (f),

discomfort (g), and shame (h) are necessary conditions for consumer ethical behaviour.

2.4. Testing Necessary Condition Relationships

Since Francis Galton introduced the concept of correlation in 1886 (Galton, 1886,
1888), and Karl Pearson then clarified many of Galton's ideas (Pearson, 1894, 1920),
subsequent research has mostly focused on the sufficient logic paradigm and average

trends, aiming to predict an outcome from a single or multiple determinants by testing the
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general proposition that “if X, then Y, on average” (Karwowski et al., 2016). However,
in real life, the necessary but not sufficient logic generally prevails. For instance, water is
necessary but not sufficient to life. The necessary condition implies the presence of a
particular determinant for an outcome to exist, but it does not automatically produce that
outcome. However, the absence of that single determinant can explain the absence of the
outcome, since the necessary condition cannot be compensated by other determinants

(Dul, 2016a).

Although its foundations date back to David Hume’s philosophy of causation
(Hume, 1777), the necessary condition logic has recently undergone significant
conceptual and practical development (Dul, 2016a; Dul et al., 2018), emerging as an
intuitive and robust methodology for identifying necessary-but-not-sufficient conditions
in data sets (Karwowski et al., 2016). For instance, Necessary Condition Analysis (NCA)
has recently been applied to the relationship between intelligence and creativity
(Karwowski et al., 2016), to the relationship between hedonia, experiencing pleasure,
enjoyment and comfort, and eudaimonia, the subjective feeling of happiness — in the
context of tourism experiences (Lee & Jeong, 2019), and to the impact of marketing and

capability for innovativeness on firm performance (Tho, 2018).

However, to the best of our knowledge, NCA has not previously been applied to
consumer behaviour or consumer ethics (Hassan et al., 2022). This research seeks to
address this gap by applying a multiplicative model of causality to the relationship
between consumer emotions and ethical decision making, thereby providing a more
accurate picture of the (affective) conditions without which the desired outcome

(consumer ethical decisions) cannot occur.

Traditional statistical methods used to test multiple predictors of outcomes, such

as multiple linear regression or structural equation modelling (Hair et al., 2019), assume
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that each predictor is “sufficient to increase the outcome but none is necessary” (Dul,
2016b: 11). These general linear models presume that causality is additive, and so can be
expressed as: Y = a + biX; + bxXo + b3X3 + (...). Based on these estimation
methodologies, if one cause tends to zero, the ability to predict the outcome will be
reduced, but this impact can be compensated by increasing the predictive capability of

other determinants (Dul, 2016a).

Necessary Condition Analysis, or NCA, is a new data analytic tool that can be
used to test hypotheses examining the necessary-but-not-sufficient contributions of one
or various determinants (independent variables — X) to certain outcomes (dependent
variables — Y) (Dul, 2016a). Necessary Condition Analysis complements traditional
sufficient logic approaches and specifies the critical determinants that prevent an outcome
from existing, assuming that causality is multiplicative: Y = X1 X X2 X X3 (...) (Goertz,
2003). NCA predicts whether the absence of a single factor produces a “guaranteed
failure” of the desired outcome (Dul, 2016a), rather than predicting how many factors
may contribute to the outcome. In addition, the NCA approach estimates the necessity
effect size of one (or more) independent variable(s) for a given value of the dependent
variable (Dul et al., 2018), identifying the levels of necessity of the determinants through

bottleneck tables.

Traditional variants of linear models draw trend lines through the middle of the
data based on the average. The NCA, on the other hand, draws ceiling lines — expressed
as Y=f(X) — in the upper left corner of the scatter plot of the data, separating the “empty
zone” from the “full zone” (Dul, 2016a). The presence and size of an empty area in the
upper left corner indicates the existence of a necessary condition. However, in practice,
some exceptions (outliers, counter-examples or measurement errors) may be captured and

displayed in the data, such that the empty zone above the ceiling line may not always be
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completely empty. The NCA approach provides two recommended techniques to draw
the ceiling line: the Ceiling Envelopment—Free Disposal Hull (CE-FDH), a nondecreasing
piecewise linear function for the upper left observations of the scatter plot; and the Ceiling
Regression—Free Disposal Hull (CR-FDH), a smoothing approach that draws an ordinary
least squares regression line through the upper-left observations (Dul, 2016a). CE-FDH
is the default nonparametric tool and particularly useful for discrete variables (Dul,
2016b). The effect size (d) of a necessary condition determines the magnitude of the
constraint posed by the determinant (X) to the outcome (Y), and can be represented by
“the size of the ceiling zone compared to the size of the entire area that can have
observations” (Dul, 2016b: 29). Thus, the effect of the necessary condition is stronger
when the relative size of the no observation zone created by the ceiling line is larger. The
effect size of a necessary condition can range from 0 to 1 (0 <d < 1). Dul (2016b) offers
a general classification of the effect size as follows: an effect size of 0 <d < 0.1 indicates
a “small effect”, with 0.1 < d < 0.3 indicating a “medium effect”, 0.3 <d < 0.5 a “large

effect”, and d > 0.5 a “very large effect”.

3. Methods

3.1. Sample and procedure

A scenario-based approach was used to introduce ethically relevant content to the
research. Scenarios provide respondents with concrete and detailed stimuli that can
closely approximate real-life judgments or decision situations (Alexander & Becker,
1978). As such, they are able to elicit from individuals their beliefs, choices and intended

behaviours; in this case concerning ethically relevant issues (Weber, 1992). Scenarios are
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commonly used to collect empirical data on consumer ethics (Hassan et al., 2022), and

thus were deemed appropriate to the objectives of the research.

Three different ethical scenarios were applied to reduce situation/context bias
(MacKenzie & Podsakoff, 2012). The scenarios used covered the three questionable
consumer behaviours offering the greatest contrast, as proposed by the Muncy—Vitell
Consumer Ethics Scale (Muncy & Vitell, 1992; Vitell & Muncy, 2005), and verified in
subsequent research (Escadas et al., 2020). The three behaviours are: actively benefiting
from illegal activities (price tag switching scenario); passively benefiting from a mistake
or oversight (keeping extra money mistakenly handed back by a bank teller scenario); and
no harm/no foul activities (photocopying a copyrighted book scenario). The changing
price tag (Yacout & Vitell, 2018), getting too much change (Singh et al., 2018) and buying
counterfeit products instead of paying the full price for copyrighted items (Zhao et al.,
2020) are some of the most used and tested ethical scenarios in recent marketing literature

(Hassan et al., 2022). The scenarios used are presented in Appendix 1.

The scenarios involved three characters whose behaviours participants were asked
to evaluate. This is because it is difficult to directly observe participants’ ethical decision
making in reality (Weber, 1992). Relying on the reporting of self-behaviours is likely to
be influenced by social desirability bias (Cohen et al., 1993; Fernandes & Randall, 1992).
As such, examining the (un)ethical behaviours (Chung & Monroe, 2003) of another
person (i.e., proxy subject) has been suggested by previous studies in consumer ethics
(Cohen et al., 1993; Fernandes & Randall, 1992) to be an effective way to overcome these

challenges and obtain measures of consumers’ ethical behaviours.

Data were collected using face-to-face street and classroom interviews. Four
prepared and highly trained interviewers were responsible for data collection. They were

identified as academic researchers to provide seriousness to the response task and
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instructed to select respondents in the most random way, considering age, gender,
appearance or facial expressions. The classrooms were randomly selected from the
business schools of the two largest universities in the region — two classes from one
university and two classes from the other. After a brief explanation of the study,
participants were invited to fill in a paper-and-pencil self-administered questionnaire to
avoid interviewer bias (Bowling, 2005). To alleviate concerns about common method
bias, the recommended preventive remedies were applied regarding questionnaire length,
clear wording, ease of answer, and motivating design (Baumgartner et al., 2021;
MacKenzie & Podsakoff, 2012), which were previously tested through the pre-test. In
addition, subject anonymity, response confidentiality and no right or wrong answers were
reinforced in the foreword of the questionnaire to reduce social desirability bias (Larson,
2019). No incentives were offered to participants for completing the task. A valid sample
of 415 individuals was collected. The average age of the sample was 29 years (SD. 12
years), 58% were women and less than half were students. Table 2 provides a detailed

overview of the sample.

INSERT TABLE 2 ABOUT HERE

3.2. Measures

Eight specific discrete emotions — four positive (happiness, gladness, satisfaction,
and excitement) and four negative (sadness, guilt, discomfort, and shame) — were
evaluated on a 7-point scale ranging from 1— “Not at all” to 7— “Very much”. These
emotions were taken from the 17 goal-directed emotions proposed by Bagozzi et al.
(1998), and operationalised through single measures to better understand the role of each
emotion on the outcome (Bergkvist, 2016). While Bagozzi et al. (1998) specifically
examined emotional experiences associated with the success or failure of achieving a

goal, we adapted the scale by simply asking participants to rate the (eight) emotions they
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were feeling in the moment. Indeed, prior contributions indicate that single-item measures
minimise respondent refusal (Bergkvist, 2015), reduce common methods bias (Bergkvist
& Rossiter, 2007) and have similar predictive validity to multi-item scales
(Diamantopoulos et al., 2012); they are therefore recommended for use in marketing
research (Bergkvist, 2015). Table 3 exhibits the descriptive statistics, correlation matrix
and Variance Inflation Factor of the single emotions analysed to infer individual-item
reliability and validity (Biscaia et al., 2018). The emotions were presented alternately and

ordered randomly to minimise common method bias (Podsakoff et al., 2003).

After reading each scenario describing a real-life situation involving ethically
questionable consumer behaviours, respondents were then asked about the different
stages of the ethical decision making process. Rather than focusing on a single stage, as
has been the more common approach in the literature, participants were asked about all
the stages (Rest, 1986). Ethical awareness was measured using the one-item scale “For
me, the behaviour described in the scenario above involves an ethical problem” proposed
by Karande et al. (2000), as rated on a 7-point Likert scale from 1—“Strongly disagree” to
7—“Strongly agree”. Ethical judgment was evaluated using a four-item modified version
of Reidenbach and Robin's (1990) multidimensional scale of ethics, with items rated on
a 7-point semantic differential scale: “For me, the situation described in the scenario
above is: wrong-right; unfair—fair; unethical-ethical; not morally right-morally right”.
Ethical intention was captured through the one-item scale used by Vitell and Patwardhan
(2008) and Vitell et al. (2001), with respondents indicating if they would act in the same
manner as the consumer depicted in the scenario, on a 7-point Likert scale ranging from
1—“Strongly disagree” to 7—“Strongly agree” (e.g. “I would act as the same manner as
Mary in the situation described above”). Finally, ethical behaviour was assessed by a

single item, rated on a 7-point Likert scale, which asked respondents about their behaviour
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with regard to each of the scenarios presented (e.g., “I usually keep extra money
mistakenly handed to me by a cashier for myself”) (Escadas et al., 2019b). Scales
measuring ethical judgement, ethical intention and ethical behaviour were reversed, with
higher scores indicating a more ethical decision while lower scores described an unethical

decision.

INSERT TABLE 3 ABOUT HERE

4. Results

Common method variance (CMV) when using self-reported scales is a potential
source of measurement error when data come from a single source (MacKenzie &
Podsakoff, 2012; Podsakoff et al., 2003). To prevent CMV, preventative procedures
(Podsakoff et al., 2012) were carried out in the design and application of the
questionnaire, such as keeping the questionnaire short, using clear wording, reinforcing
the anonymity and confidentiality of the data, making clear that there are no right or
wrong answers, and having the measures to assess predictors and criterion constructs
spatially separated (Min et al., 2016; Podsakoff et al., 2003). In a second stage, Harman’s
single factor test was used to evaluate the variance explained by a single factor. This
exploratory factor analysis confirmed that the results from the unrotated factor solution
show the variance explained by a single factor is below the cut-off criteria of 50%
(Podsakoft et al., 2003). In addition, the Common Latent Factor Method was also applied.
Here, the square of the unstandardised weight of each constrained path showed that the
amount of common variance between all observed variables was lower than the
recommended threshold of 50% (Min et al., 2016; Podsakoff et al., 2003). Based on both

analyses, there is no evidence of common method bias in the current study.

4.1. Hypotheses Testing
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To test the necessary-but-not-sufficient relationship between emotions and
consumer ethical decision making, multivariate necessary condition analyses were
applied using the NCA package in R (Dul, 2018). To achieve statistical significance and
test the randomness of the observed effect size, approximate permutation tests were
performed with 10,000 random resamples, with a low sampling error achieved (p<0.05)
(Dul et al., 2018). Tables 4—7 and Figure 1 show the results. Regarding ethical awareness
(Table 4), the NCA effect sizes (CE-FDR) were di = 0.167 (happiness and ethical
awareness) and d> = 0.111 (gladness and ethical awareness), confirming that happiness
and gladness are necessary-but-not-sufficient for consumer ethical awareness (Hla and
H1b). The other necessary relationships tested were found not significant. In addition,
according to the recommended threshold value of d = 0.10 proposed by Dul (2016b),
happiness and gladness were found to exert a medium effect on consumer recognition of

an ethical issue (0.1 <d <0.3).

INSERT TABLE 4 ABOUT HERE

Evaluating the necessary relationship between emotions and consumer ethical
judgments, the NCA results indicate that the effect sizes (CE-FDR) of the necessary
condition were d; = 0.208 (happiness and ethical judgment), d> = 0.208 (gladness and
ethical judgment), and d3 = 0.042 (satisfaction and ethical judgment) (Table 5). The
findings demonstrate that happiness (with a medium effect), gladness (with a medium
effect) and satisfaction (with a small effect) are necessary conditions for consumer ethical

judgments, thus confirming H2a, H2b and H2c.

INSERT TABLE 5 ABOUT HERE

Analysing ethical intention, the NCA effect sizes (CE-FDR) were d1 = 0.278

(happiness and ethical intention), d> = 0.278 (gladness and ethical intention), and ds =

19



0.111 (satisfaction and ethical intention), confirming H3a, H3b and H3c (Table 6). The
data show that happiness, gladness and satisfaction (all exerting a medium effect) are
necessary for ethical intention and that a high level of ethical intention is only possible
with medium levels of these positive emotions. In addition, ethical intention is the stage

of the ethical decision making process in which emotions exert the most significant effect.

INSERT TABLE 6 ABOUT HERE

Concerning ethical behaviour, the final step of the decision making process
involving ethics, the results for the NCA effect sizes (CE-FDR) were di = 0.250
(happiness and ethical behaviour), d> = 0.222 (gladness and ethical behaviour), and d3 =
0.111 (satisfaction and ethical behaviour), confirming H4a, H4b and H4c (Table 7).
Happiness, gladness and satisfaction (with a medium effect) are necessary-but-not-
sufficient causes of ethical behaviour and the absence of these positive emotions can

explain the absence of ethical behaviour.

INSERT TABLE 7 ABOUT HERE

The empty space in the upper left corner of each scatter plot (Figure 1) indicates
that high levels of ethical decisions are not possible with low levels of positive emotions,
particularly happiness, gladness and satisfaction. This graphical analysis suggests that
these positive emotions are real constraints on consumer ethics and that higher levels of
ethical choice will only be possible if a minimum level of positive emotion is being felt

by the consumer.

INSERT FIGURE 1 ABOUT HERE

4.2. Threshold Testing
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The specific level of each emotion necessary for each stage of consumer ethical
decision making process is presented in the bottleneck tables. For each level of the
outcome (in our research, ethical decision making stages), the tables show how many and

which levels of each determinant (emotions) are required (Dul, 2016a).

The results obtained show that for a medium level of ethical awareness (4 on a 7-
point scale), no emotions are necessary (Table 4). However, for a slightly favourable level
of ethical awareness (4.6), two positive emotions — happiness and gladness — are
necessary, with a minimum level of 3 for happiness and 2 for gladness. For the highest
level of ethical awareness, happiness and gladness must have a value of at least 3 on a 7-
point Likert scale. Thus, when the required emotions are below 3, the highest levels of

consumer ethical awareness will not occur.

Regarding ethical judgment, even to reach a low level (1.6 on a 7-point scale),
happiness and gladness must rate at least 2. To reach the highest levels of ethical
judgments (5.8 or higher), happiness must have, at least, a value of 3, gladness a value of

3 and satisfaction a minimum value of 2 (Table 5).

In addition, and in a similar way, medium levels of ethical intention and ethical
behaviour (4 on a 7-point scale) require, at the least, a value of 2 for happiness, gladness
and satisfaction (Tables 6 and 7). For the highest levels of ethical intention and behaviour,

happiness, gladness and satisfaction must be at least 3, 3 and 2 respectively.

5. Discussion

This research sought to analyse the necessary relationship between emotions and
consumer ethical decision making, and specify the necessity levels required for consumer

ethical choices and behaviours. To achieve these goals, the statistical method Necessary

21



Condition Analysis (Dul, 2016a) was used, as it allows necessary conditions to be
identified and measured in data sets. The findings indicate that based on our sample,
emotions play a pivotal role in consumer ethics. Specifically, emotions appear as a
necessary-but-not-sufficient condition for ethical decisions and actions. These results in
the context of marketing research reinforce conclusions drawn from neurobiology, which
reveal an association between impairments in emotional processing and impairments in
moral judgment and action (Koenigs et al., 2007), demonstrating that emotions are

necessary for human morality (Young & Koenigs, 2007).

Our data further show that deficits in positive emotions can lead to deficits in
ethical decisions, such that high ethical judgments and behaviours are only possible with
medium levels of positive emotions — i.e., happiness, gladness and satisfaction. These
findings appear significant not just for business but for everyday life, suggesting a spiral-
like effect where the lack of positive emotions leads to less ethical decisions, which in
turn lead to less positive (and more negative) emotions. On the flip side, the results also
highlight the possibility of a virtuous ethical cycle (Thegersen & Olander, 2003), where
positive emotions allows us to make more ethical decisions, which then induce more
positive emotions (Escadas et al., 2020). Thus, anything that fosters such positive
emotions, for instance love or social connections, which have been identified as key
determinants of happiness and health (Waldinger & Schulz, 2010), will also contribute to

more ethical actions.

While previous research had proposed that emotion is necessary for ethical
decision making (Greene et al., 2001, 2004; Haidt, 2001), it remained unclear which
emotion(s) are truly necessary (Huebner et al., 2009; Zollo, 2020). The present research
provides relevant empirical evidence in this regard. Across a sample of over four hundred

individuals and using a proven and sensitive analytical method to assess the necessary-
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but-not-sufficient patterns of relationships (Dul, 2016a), we have demonstrated that
happiness, gladness and satisfaction — positive emotions — are a necessary condition, but
not automatically sufficient, for ethical awareness, judgment, intention and behaviour. In
addition, the NCA effect size was strongest in the case of happiness and gladness, both
with a medium-to-strong effect. The ethical decision making stage most influenced by
positive emotions was ethical intention, followed by ethical behaviour. Our research also
revealed that positive emotions are critical determinants for reaching desired ethical
decisions, and therefore must be considered as a constraint for achieving a high level of

consumer ethics.

The role identified for happiness is perhaps unsurprising. Happiness is a positive
emotion characterised by the feelings of jubilation (Buytendijk, 1950) and pleasure
(Russell, 1980) generated when individuals do their favourite things (Izard, 1977) and
achieve a reward (Roseman, 1991). Happy people typically tend to be socially outgoing,
communicative, relational, and able to share their good feelings with others (Shaver et
al., 1987). Furthermore, the thoughts of happy individuals appear to be characterised by
a positive outlook, a focus on the bright side of things, and feelings of relative
invulnerability to trouble (Shaver et al., 1987). These features help to explain the crucial
role of happiness in predicting consumer ethics: optimistic people who seek contact and
involvement with others and tend to see the positive side of things and of life are
committed to sustaining a reward situation, in this instance through future favourable
emotions that may arise from ethical behaviours. The other positive emotions necessary
for consumer ethical decisions, gladness and satisfaction, are instances of joy (Bagozzi et

al., 1998) and share many of the characteristics described for happiness (Roseman, 1991).

Our empirical study has demonstrated the essential role of positive emotions for

consumer ethical decision making. This role may be activated by retrieving relevant

23



information from memory in a short time (Isen et al., 1978; Natale & Hantas, 1982) and/or
by providing an affective evaluation of the situation (Clore et al., 2001; Schwarz & Clore,
1996). In addition, the somatic marker hypothesis (Damasio, 1994) provides support for
the idea of emotion as an internal alarm mechanism (Salvador & Folger, 2009) that
rapidly signals the prospective consequences of an action, providing relevant — conscious
or unconscious — information for making fast, beneficial and advantageous ethical
decisions (Bechara & Damasio, 2005). Thus, when individuals are feeling positive, they
tend to perceive the environment as less risky and less uncertain, and will be more
optimistic and more likely to overestimate positive outcomes (Loewenstein et al., 2001)
—which promotes ethical choices. Conversely, when individuals are feeling negative, they
tend to see situations as more dangerous and to overestimate the likelihood of negative
outcomes and events (Nygren et al., 1996; Yuen & Lee, 2003), reducing — or even

eliminating — ethical decisions.

Recent research suggests that emotions influence consumer decisions (Achar et
al., 2016). Agrawal, Menon, and Aaker (2007) examined the effectiveness of health
messages, finding that when people are feeling positive emotions such as happiness and
peacefulness, compatibility between emotions and the referent in a message enhances
information processing. Discrete emotions can thus explain why the effectiveness of the
same stimulus may differ from individual to individual. This crucial role of positive
emotions on consumer decision making is now further supported in the current research,
indicating that happiness, gladness and satisfaction are necessary but not automatically
sufficient for ethical decisions and behaviours, and that the desired ethical actions can

only be achieved if a minimum level of these positive emotions is being felt.

6. Research Contribution and Implications
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This paper contributes to the consumer ethics literature in a number of meaningful
ways. First, we contribute to a growing literature examining the role of emotions in
consumer ethics (Escadas et al., 2019a; Septianto et al., 2020; Singh et al., 2018; Yacout
& Vitell, 2018; also see Hassan et al., 2022 for a recent systematic review). Consistent
with these studies, we offer evidence for a significant role of emotions in driving ethical
decision making. More importantly, we examined the necessary relationship between
different emotions and consumer ethical decision making. This is significant because
prior research into the relationship between emotions and consumer ethics has focused
on the traditional sufficient logic paradigm (Hassan et al., 2022), presuming that causality

is additive.

Thus, one of the most relevant contributions of this study is methodological, given
that the NCA methodology has not yet, to the best of our knowledge, been applied in this
context. NCA is an innovative and robust statistical methodology that allows the
necessary determinants for a particular outcome, as well as their required levels, to be
identified. Past research examining the relationship between emotions and ethics has
typically relied on traditional average-based approaches; however, these can only
imperfectly evaluate whether one construct is a necessary condition of another. Such
sufficient logic methods estimate the necessary relationship through the distribution of
raw scores, thus testing a different aspect of relationships rather than necessity
(Karwowski et al., 2016). NCA, on the other hand, draws ceiling lines in the upper left
corner of the scatterplot, measuring the effect size of the constraint posed by the
determinant to the outcome and specifying the level of a single factor that will lead to the
failure of a desired outcome (Dul, 2016a), thereby correctly estimating the necessary-but-

not-sufficient condition.
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One of the most relevant arguments for the theoretical and practical relevance of
NCA is the absence of a compensation mechanism (Dul, 2016a). In contrast with
traditional sufficient approaches, the necessary-but-not-sufficient logic requires each
single determinant to achieve a minimum level to allow the outcome to occur,
independently of the contribution of the other determinants, which cannot compensate the
failure of one (Dul, 2016a). In other words, a desired outcome can only be achieved if a
specific determinant increases towards a minimum level of necessity. Our study specifies
the levels of the conditions required for higher levels of consumer ethical decisions and
behaviours (namely happiness, gladness and satisfaction), underlining their key role in
predicting consumer ethics. This research also shows that these emotions — happiness,
gladness and satisfaction — are necessary but not automatically sufficient for consumer
ethical decision making. These findings not only identify exact determinants of consumer
ethics, but also extend the business literature by explaining how ethical decision making
is shaped, and what might cause differences across individuals (and situations) in the

extent to which ethical choices are made.

Regarding managerial implications, this study offers some interesting insights into
the nature of ethical decisions and how they can be encouraged. Our findings on the
significant role of positive emotions in consumer ethics could be particularly useful for
marketers. They highlight the importance of identifying ways to induce positive feelings
in consumers, in order to promote ethical behaviours. Previous studies have identified
different ways marketers can elicit such positive emotions, such as encouraging “smiling”
customer service (Luangrath et al., 2020). In addition, research in the retailing context
has noted the value of environmental factors, such as a creative store atmosphere
(Roggeveen et al., 2020) and enhanced sensory arousal (Silva et al., 2021). Finally, given

the emergence of technology-related media, marketers can seek to improve favourable
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customer experiences (Velasco & Obrist, 2021) through virtual reality (Flavian et al.,

2019).

In addition, public authorities can also benefit from this research. Public
institutions have long tried to find ways to stimulate ethical decisions and behaviours
towards policy measures — such as those promoting recycling, encouraging the use of
sustainable transportation solutions, reducing plastic consumption, decreasing retail theft,
or preventing excessive alcohol consumption. Based on the findings of the current
research, public authorities could design communication messages that arouse happiness,
gladness and satisfaction, rather than resorting to the commonly used negatively framed,
or even fear based messaging in such contexts (Brennan & Binney, 2010; Pounders et al.,

2018).

This could also be very useful for Global Health Authorities seeking to control the
spread of illnesses, as was the case Coronavirus/COVID-19, through the promotion of the
responsible individual behaviours of social restraint, mask wearing, and vaccination
(Chou & Budenz, 2020; Reddy & Gupta 2020). Finally, to the best of our knowledge, this
study is the first to apply NCA to consumer behaviour and ethical decision making
contexts. The results are significant and the conclusions powerful; and they provide
practitioners access to a novel, intuitive and robust (Karwowski et al., 2016) analytical
tool that evaluates necessary-but-not-sufficient relationships, moving ahead from

sufficient approaches to necessary conditions.

7. Conclusion

For years, academics and practitioners have shown a growing interest and effort

in understanding how consumer ethical decisions and behaviours are formed, and how
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they can be promoted. This research examines the necessary relationship between
emotions and consumer decision making involving ethics, and specifies the levels of the
conditions required for high-level consumer ethical choices and behaviours. Whereas
most previous research has explored a sufficient “average-based” logic, we applied a new
analytical method for identifying and measuring necessary conditions in data sets —

Necessary Condition Analysis (Dul, 2016a).

This research advances our understanding of the role played by emotions in ethical
decision making, proposing a necessary relationship between positive emotions and
consumer decision making involving ethics. These findings do not reject or detract from
existing cognitive theories/models, but rather seek to improve and complement their
explanatory capability. Consistent with previous research, our data indicates that both
emotional and reasoning mechanisms are activated in ethical judgments and behaviours,
and therefore neither of these neural structures can be ignored when analysing consumer

ethics.

7.1. Limitations and Suggestions for Future Research

As with any study, the current research has some limitations that may provide
relevant opportunities for future contributions. First, and despite the procedures adopted
to mitigate any potential influence on research findings, data were collected using street
and classroom convenience samples, and included a substantial number of young
consumers, restricting the generalisability of the findings. Future research could include
probability samples of consumers from a range of age groups, from different countries
and cultures, and combining several studies (Cayolla et al., 2023). Secondly, the
constructs under study were measured through a paper-and-pencil questionnaire using
self-reported scales. Despite the great popularity of this method in the social sciences, as

well as the validity and reliability of the scales used, this kind of measurement tools is
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intrinsically vulnerable to some degree of inaccuracy relating to respondents'
understanding of what is being asked, and their tendency to report their subjective
evaluation or reflect social desirability bias (Malhotra et al., 2017). Future advances may
overcome these limitations by complementing self-reported scales with
neurobiological/biometric measures of emotions, such as fMRI, EEG, hearth rate, eye
tracking and/or skin conductance (Robertson et al., 2017), and using experimental
research designs (Paramita et al., 2022; Silva et al., 2021). In addition, instead of focusing
on unethical situations, future research would do well to compare ethical and unethical
scenarios and evaluate the influential role of emotions in both decision processes. Further,
additional discrete emotions should be included in analyses — such as anger, disgust or
pride — in order to identify their differential role. Moreover, rather than evaluating
different discrete emotions, future contributions might seek to manipulate, through an
experimental research design, a specific emotion and measure its ensuing effect on
consumer ethical decision making process. Finally, qualitative research could provide in-
depth information that strongly contributes to explaining the pivotal role of emotions in

predicting consumer decisions and behaviours when faced with ethical matters.

Funding: This research did not receive any specific grant from funding agencies in the

public, commercial, or not-for-profit sectors.

29



References

Achar, C., So, J., Agrawal, N., & Duhachek, A. (2016). What we feel and why we buy:
the influence of emotions on consumer decision-making. Current Opinion in
Psychology, 10, 166—170. https://doi.org/10.1016/j.copsyc.2016.01.009

Agrawal, N., Menon, G., & Aaker, J. L. (2007). Getting Emotional About Health.
Journal of Marketing Research, 44(1), 100—113.
https://doi.org/10.1509/jmkr.44.1.100

Ajzen, L. (1991). The theory of planned behavior. Organizational Behavior and Human
Decision Processes, 50(2), 179-211. https://doi.org/10.1016/0749-5978(91)90020-
T

Alexander, C., & Becker, H. (1978). The Use of Vignettes in Survey Research. Public
Opinion Quarterly, 42(1), 93—104. https://doi.org/10.1086/268432

Aloysius, J. A., Arora, A., & Venkatesh, V. (2019). Shoplifting in mobile checkout
settings: cybercrime in retail stores. Information Technology & People, 32(5),
1234-1261. https://doi.org/10.1108/ITP-06-2018-0292

Arli, D., Septianto, F., & Chowdhury, R. M. (2021). Religious but not ethical: the
effects of extrinsic religiosity, ethnocentrism and self-righteousness on consumers’
ethical judgments. Journal of Business Ethics, 171(2), 295-316.

Bagozzi, R., Baumgartner, H., & Pieters, R. (1998). Goal-directed Emotions. Cognition
& Emotion, 12(1), 1-26. https://doi.org/10.1080/026999398379754

Bagozzi, R., Gopinath, M., & Nyer, P. (1999). The Role of Emotions in Marketing.
Journal of the Academy of Marketing Science, 27(2), 184-206.
https://doi.org/10.1177/0092070399272005

Bagozzi, R., Belanche, D., Casal6, L. V., & Flavian, C. (2016). The Role of Anticipated
Emotions in Purchase Intentions. Psychology & Marketing, 33(8), 629—645.
https://doi.org/10.1002/mar.20905

Barbarossa, C., & De Pelsmacker, P. (2016). Positive and negative antecedents of
purchasing eco-friendly products: A comparison between green and non-green
consumers. Journal of Business Ethics, 134(2), 229-247.

Baumgartner, H., Weijters, B., & Pieters, R. (2021). The biasing effect of common
method variance: some clarifications. Journal of the Academy of Marketing
Science, 49(2), 221-235.

Bechara, A., & Damasio, A. (2005). The somatic marker hypothesis: A neural theory of
economic decision. Games and Economic Behavior, 52(2), 336-372.
https://doi.org/10.1016/j.geb.2004.06.010

Bergkvist, L. (2015). Appropriate use of single-item measures is here to stay. Marketing
Letters, 26(3), 245-255. https://doi.org/10.1007/s11002-014-9325-y

Bergkvist, L. (2016). The nature of doubly concrete constructs and how to identify
them. Journal of Business Research, 69(9), 3427-3429.
https://doi.org/10.1016/j.jbusres.2016.02.001

Bergkvist, L., & Rossiter, J. R. (2007). The Predictive Validity of Multiple-Item versus

30



Single-Item Measures of the Same Constructs. Journal of Marketing Research,
44(2), 175-184. https://doi.org/10.1509/jmkr.44.2.175

Biscaia, R., Hedlund, D. P., Dickson, G., & Naylor, M. (2018). Conceptualising and
measuring fan identity using stakeholder theory. European Sport Management
Quarterly, 18(4), 459-481. https://doi.org/10.1080/16184742.2017.1413580

Borg, J., Hynes, C., Van Horn, J., Grafton, S., & Sinnott-Armstrong, W. (2006).
Consequences, action, and intention as factors in moral judgments: an FMRI
investigation. Journal of Cognitive Neuroscience, 18(5), 803—817.
https://doi.org/10.1162/jocn.2006.18.5.803

Bowling, A. (2005). Mode of questionnaire administration can have serious effects on
data quality. Journal of Public Health, 27(3), 281-291.
https://doi.org/10.1093/pubmed/fdi031

Brennan, L., & Binney, W. (2010). Fear, guilt, and shame appeals in social marketing.
Journal of business Research, 63(2), 140-146.

Buytendijk, F. (1950). The phenomenological approach to the problem of feelings and
emotions. In M. Reymert (Ed.), Feelings and emotions. McGraw-Hill.

Carlson, D. S., Kacmar, K. M., & Wadsworth, L. L. (2009). The impact of moral
intensity dimensions on ethical decision-making: Assessing the relevance of
orientation. Journal of Managerial Issues, 21(4), 534-551.

Casald, L. V., Flavian, C., & Ibafiez-Sanchez, S. (2021). Be creative, my friend!
Engaging users on Instagram by promoting positive emotions. Journal of Business
Research, 130(November 2018), 416—425.
https://doi.org/10.1016/j.jbusres.2020.02.014

Cayolla, R., Escadas, M., Biscaia, R., Kellison, T., Quintela, J.A. & Santos, T. (2023).
Fans’ Perceptions of Pro-Environmental Sustainability Initiatives in Sport and

Triple Bottom Line Benefits. International Journal of Sports Marketing and
Sponsorship. https://doi.org/10.1108/IJSMS-07-2022-0141

Chatzidakis, A., Shaw, D., & Allen, M. (2018). A psycho-social approach to consumer
ethics. Journal of Consumer Culture, (in press), 1-23.
https://doi.org/10.1177/1469540518773815

Chen, Y., & Moosmayer, D. C. (2020). When Guilt is Not Enough: Interdependent Self-
Construal as Moderator of the Relationship Between Guilt and Ethical

Consumption in a Confucian Context. Journal of Business Ethics, 161(3), 551—
572. https://doi.org/10.1007/s10551-018-3831-4

Chen, J., Teng, L., & Liao, Y. (2018). Counterfeit Luxuries: Does Moral Reasoning
Strategy Influence Consumers’ Pursuit of Counterfeits? Journal of Business Ethics,
151(1), 249-264. https://doi.org/10.1007/s10551-016-3255-y

Chou, W. Y. S., & Budenz, A. (2020). Considering emotion in COVID-19 vaccine
communication: addressing vaccine hesitancy and fostering vaccine confidence.
Health Communication, 35(14), 1718-1722.

Chowdhury, R. M., & Fernando, M. (2014). The relationships of empathy, moral
identity and cynicism with consumers’ ethical beliefs: The mediating role of moral
disengagement. Journal of Business Ethics, 124(4), 677-694.

31



Chowdhury, R. (2019). The Moral Foundations of Consumer Ethics. Journal of
Business Ethics, 158(3), 585-601. https://doi.org/10.1007/s10551-017-3676-2

Chung, J., & Monroe, G. S. (2003). Exploring social desirability bias. Journal of
Business Ethics, 44, 291-302.

Clore, G., Gasper, K., & Garvin, E. (2001). Affect as information. In J. Forgas (Ed.),
Handbook of affect and social cognition (pp. 121-144). Lawrence Erlbaum
Associates Publishers.

Cohen, J., Pant, L., & Sharp, D. (1993). A validation and extension of a
multidimensional ethics scale. Journal of Business Ethics, 12(1), 13-26.

Craft, J. (2013). A Review of the Empirical Ethical Decision-Making Literature: 2004—
2011. Journal of Business Ethics, 117(2), 221-259.
https://doi.org/10.1007/s10551-012-1518-9

Damasio, A. (1994). Descartes’ Error: Emotion, Reason and the Human Brain.
Penguin Books.

Delbosc, A., & Currie, G. (2019). Why do people fare evade? A global shift in fare
evasion research. Transport Reviews, 39(3), 376-391.
https://doi.org/10.1080/01441647.2018.1482382

Diamantopoulos, A., Sarstedt, M., Fuchs, C., Wilczynski, P., & Kaiser, S. (2012).
Guidelines for choosing between multi-item and single-item scales for construct

measurement: a predictive validity perspective. Journal of the Academy of
Marketing Science, 40(3), 434-449. https://doi.org/10.1007/s11747-011-0300-3

Dul, J. (2016a). Necessary Condition Analysis (NCA): Logic and Methodology of
“Necessary but Not Sufficient”” Causality. Organizational Research Methods,
19(1), 10-52. https://doi.org/10.1177/1094428115584005

Dul, J. (2016b). Identifying single necessary conditions with NCA and fsQCA. Journal
of Business Research, 69(4), 1516-1523.
https://doi.org/10.1016/j.jbusres.2015.10.134

Dul, J. (2018). Necessary Condition Analysis (NCA) with R (Version 3.0.1): A Quick
Start Guide. Organizational Research Methods, 19(1), 10-52.
https://papers.ssrn.com/sol3/papers.cfm?abstract 1d=2624981

Dul, J., van der Laan, E., & Kuik, R. (2018). A Statistical Significance Test for
Necessary Condition Analysis. Organizational Research Methods,
109442811879527. https://doi.org/10.1177/1094428118795272

Eisenberg, N. (2000). Emotion, Regulation, and Moral Development. Annual Review of
Psychology, 51(1), 665—-697. https://doi.org/10.1146/annurev.psych.51.1.665

Escadas, M., Jalali, M. S., & Farhangmehr, M. (2019a). Antecedents of Consumer
Ethical Decision-Making: A Multidimensional Analysis of Emotions, Moral
Intensity, Moral Philosophies, Personal Norms, and Intrinsic Religiosity. In P.
Rossi & N. Krey (Eds.), Finding New Ways to Engage and Satisfy Global
Customers (AMSWC 2018, pp. 543—-552). Springer, Cham.
https://doi.org/10.1007/978-3-030-02568-7 148

Escadas, M., Jalali, M. S., & Farhangmehr, M. (2019b). Why bad feelings predict good

32



behaviours: The role of positive and negative anticipated emotions on consumer
ethical decision making. Business Ethics: A European Review, 28(4), 529—-545.
https://doi.org/10.1111/beer.12237

Escadas, M., Jalali, M. S., & Farhangmehr, M. (2020). What goes around comes
around: The integrated role of emotions on consumer ethical decision-making.
Journal of Consumer Behaviour, 19(5), 409—422. https://doi.org/10.1002/cb.1847

Fernandes, M. F., & Randall, D. M. (1992). The Nature of Social Desireability
Response Effects in Ethics Research. Business Ethics Quarterly, 2(2), 183-205.

Ferrell, O., & Gresham, L. (1985). A Contingency Framework for Understanding
Ethical Decision Making in Marketing. Journal of Marketing, 49(3), 87-96.

Flavian, C., Ibanez-Sanchez, S., & Orus, C. (2019). The impact of virtual, augmented
and mixed reality technologies on the customer experience. Journal of Business
Research, 100(November 2018), 547-560.
https://doi.org/10.1016/j.jbusres.2018.10.050

Galton, F. (1886). Regression Towards Mediocrity in Hereditary Stature. The Journal of
the Anthropological Institute of Great Britain and Ireland, 15, 246-263.
https://doi.org/10.2307/2841583

Galton, F. (1888). Co-relations and their measurement, chiefly from anthropometric
data. Proceedings of the Royal Society of London, 45, 135—145.

Goertz, G. (2003). The substantive importance of necessary condition hypotheses. In G.
Goertz & H. Starr (Eds.), Necessary conditions: Theory, methodology, and
applications (pp. 65-94). Rowman & Littlefield.

Greene, J., & Haidt, J. (2002). How (and where) does moral judgment work? Trends in
Cognitive Sciences, 6(12), 517-523.
http://www.ncbi.nlm.nih.gov/pubmed/12475712

Greene, J., Nystrom, L. E., Engell, A. D., Darley, J. M., & Cohen, J. D. (2004). The
neural bases of cognitive conflict and control in moral judgment. Neuron, 44(2),
389—400. https://doi.org/10.1016/j.neuron.2004.09.027

Greene, J., Sommerville, R. B., Nystrom, L. E., Darley, J. M., & Cohen, J. D. (2001).
An fMRI investigation of emotional engagement in moral judgment. Science (New
York, N.Y.), 293(5537), 2105-2108. https://doi.org/10.1126/science.1062872

Haidt, J. (2001). The emotional dog and its rational tail: A social intuitionist approach to
moral judgment. Psychological Review, 108(4), 814—834.
https://doi.org/10.1037/0033-295X.108.4.814

Haidt, J. (2003). The Moral Emotions. In R. Davidson, K. R. Scherer, & H. Goldsmith
(Eds.), Handbook of Affective Sciences (pp. 852—870). Oxford University Press.

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2019). Multivariate data
analysis (8th ed.). Boston: Cengage.

Hassan, S. M., Rahman, Z., & Paul, J. (2022). Consumer ethics: A review and research
agenda. Psychology & Marketing, 39(1), 111-130.
https://doi.org/10.1002/mar.21580

Henik, E. (2008). Mad as Hell or Scared Stiff? The Effects of Value Conflict and

33



Emotions on Potential Whistle-Blowers. Journal of Business Ethics, 80(1), 111-
119. https://doi.org/10.1007/s10551-007-9441-1

Herter, M. M., Borges, A., & Pinto, D. C. (2021). Which emotions make you healthier?
The effects of sadness, embarrassment, and construal level on healthy behaviors.
Journal of Business Research, 130(July 2019), 147—158.
https://doi.org/10.1016/j.jbusres.2021.03.016

Homer, P. M. (2021). When sadness and hope work to motivate charitable giving.
Journal of Business Research, 133, 420-431.
https://doi.org/10.1016/j.jbusres.2021.05.018

Horberg, E. J., Oveis, C., & Keltner, D. (2011). Emotions as Moral Amplifiers: An
Appraisal Tendency Approach to the Influences of Distinct Emotions upon Moral
Judgment. Emotion Review, 3(3), 237-244.
https://doi.org/10.1177/1754073911402384

Huebner, B., Dwyer, S., & Hauser, M. (2009). The role of emotion in moral
psychology. Trends in Cognitive Sciences, 13(1), 1-6.
https://doi.org/10.1016/j.tics.2008.09.006

Hume, D. (1777). An enquiry concerning human understanding. Pearson.

Hunt, S. D., & Vitell, S. J. (1986). A General Theory of Marketing Ethics. Journal of
Macromarketing, 6(1), 5-16. https://doi.org/10.1177/027614678600600103

Isen, A. M., Shalker, T. E., Clark, M., & Karp, L. (1978). Affect, accessibility of
material in memory, and behavior: A cognitive loop? Journal of Personality and
Social Psychology, 36(1), 1-12. https://doi.org/10.1037/0022-3514.36.1.1

Izard, C. E. (1977). Human Emotions. Plenum Press.

Jones, T. (1991). Ethical decision making by individuals in organizations: An issue-
contingent model. Academy of Management Review, 16(2), 366-395.
http://www jstor.org/stable/10.2307/258867

Karande, K., Shankarmahesh, M., Rao, C., & Rashid, Z. (2000). Perceived moral
intensity, ethical perception, and ethical intention of American and Malaysian
managers: a comparative study. International Business Review, 9(1), 37-59.
http://www.sciencedirect.com/science/article/pii/S0969593199000281

Karwowski, M., Dul, J., Gralewski, J., Jauk, E., Jankowska, D. M., Gajda, A.,
Chruszczewski, M. H., & Benedek, M. (2016). Is creativity without intelligence
possible? A Necessary Condition Analysis. Intelligence, 57, 105-117.
https://doi.org/10.1016/j.intell.2016.04.006

King, J. A., Blair, R. J. R., Mitchell, D. G. V., Dolan, R. J., & Burgess, N. (2006).
Doing the right thing: A common neural circuit for appropriate violent or
compassionate behavior. Neurolmage, 30(3), 1069-1076.
https://doi.org/10.1016/j.neuroimage.2005.10.011

Koenigs, M., Young, L., Adolphs, R., Tranel, D., Cushman, F., Hauser, M., & Damasio,
A. (2007). Damage to the prefrontal cortex increases utilitarian moral judgements.
Nature, 446(7138), 908-911. https://doi.org/10.1038/nature0563 1

Kohlberg, L. (1969). Stage and sequence: The cognitive-developmental approach to

34



socialization. In D. A. Goslin (Ed.), Handbook of socialization theory and research
(Vol. 347, pp. 347—480). Rand McNally.
http://books.google.co.jp/books?id=2tHCHAAACAAJ

Kohlberg, L. (1973). The Claim to Moral Adequacy of a Highest Stage of Moral
Judgment. The Journal of Philosophy, 70(18), 630—646.
https://doi.org/10.2307/2025030

Kos Koklic, M., Kukar-Kinney, M., & Vida, 1. (2016). Three-Level Mechanism of
Consumer Digital Piracy: Development and Cross-Cultural Validation. Journal of
Business Ethics, 134(1), 15-27. https://doi.org/10.1007/s10551-014-2075-1

Kugler, K., & Jones, W. (1992). On conceptualizing and assessing guilt. Journal of
Personality and Social Psychology, 62(2), 318-327. https://doi.org/10.1037/0022-
3514.62.2.318

Lambie, J. A., & Marcel, A. J. (2002). Consciousness and the varieties of emotion
experience: A theoretical framework. Psychological Review, 109(2), 219-259.
https://doi.org/10.1037/0033-295X.109.2.219

Laros, F. J. M., & Steenkamp, J.-B. E. M. (2005). Emotions in consumer behavior: a
hierarchical approach. Journal of Business Research, 58(10), 1437—1445.
https://doi.org/10.1016/j.jbusres.2003.09.013

Larson, R. B. (2019). Controlling social desirability bias. International Journal of
Market Research, 61(5), 534-547. https://doi.org/10.1177/1470785318805305

Lazarus, R. S. (1991). Emotion and adaptation. Oxford University Press.

Lazarus, R. S., & Smith, C. A. (1988). Knowledge and Appraisal in the Cognition—
Emotion Relationship. Cognition & Emotion, 2(4), 281-300.
https://doi.org/10.1080/02699938808412701

Lee, W., & Jeong, C. (2019). Beyond the correlation between tourist eudaimonic and

hedonic experiences: necessary condition analysis. Current Issues in Tourism,
0(0), 1-13. https://doi.org/10.1080/13683500.2019.1611747

Lehnert, K., Park, Y., & Singh, N. (2015). Research Note and Review of the Empirical
Ethical Decision-Making Literature: Boundary Conditions and Extensions. Journal
of Business Ethics, 129(1), 195-219. https://doi.org/10.1007/s10551-014-2147-2

Lerner, J. S., & Keltner, D. (2001). Fear, anger, and risk. Journal of Personality and
Social Psychology, 81(1), 146—159. https://doi.org/10.1037/0022-3514.81.1.146

Loewenstein, G. F., Weber, E. U., Hsee, C. K., & Welch, N. (2001). Risk as feelings.
Psychological Bulletin, 127(2), 267-286. https://doi.org/10.1037/0033-
2909.127.2.267

Lu, L. C., & Lu, C. J. (2010). Moral philosophy, materialism, and consumer ethics: An
exploratory study in Indonesia. Journal of Business Ethics, 94(2), 193-210.

Luangrath, A. W., Peck, J., & Gustafsson, A. (2020). Should I Touch the Customer?
Rethinking Interpersonal Touch Effects from the Perspective of the Touch
Initiator. Journal of Consumer Research, 47(4), 588—607.
https://doi.org/10.1093/jcr/ucaa021

MacKenzie, S. B., & Podsakoff, P. M. (2012). Common Method Bias in Marketing:

35



Causes, Mechanisms, and Procedural Remedies. Journal of Retailing, 88(4), 542—
555. https://doi.org/10.1016/j.jretai.2012.08.001

Malhotra, N., Nunan, D., & Birks, D. (2017). Marketing Research: An Applied
Approach (Fifth Edit). Pearson Education.

Min, H., Park, J., & Kim, H. J. (2016). Common method bias in hospitality research: A
critical review of literature and an empirical study. International Journal of
Hospitality Management, 56, 126—135. https://doi.org/10.1016/j.ijhm.2016.04.010

Moll, J., de Oliveira-Souza, R., Eslinger, P. J., Bramati, 1. E., Mourao-Miranda, J.,
Andreiuolo, P. A., & Pessoa, L. (2002). The neural correlates of moral sensitivity:
A functional magnetic resonance imaging investigation of basic and moral
emotions. The Journal of Neuroscience, 22(7), 2730-2736.
https://doi.org/20026214

Motoki, K., & Sugiura, M. (2018). Disgust, Sadness, and Appraisal: Disgusted
Consumers Dislike Food More Than Sad Ones. Frontiers in Psychology, 9(FEB),
1-8. https://doi.org/10.3389/fpsyg.2018.00076

Muncy, J. A., & Vitell, S. J. (1992). Consumer Ethics: An Investigation of the Ethical
Beliefs of the Final Consumer. Journal of Business Research, 24(4), 297-311.

Natale, M., & Hantas, M. (1982). Effect of temporary mood states on selective memory
about the self. Journal of Personality and Social Psychology, 42(5), 927-934.
https://doi.org/10.1037/0022-3514.42.5.927

Nuiez-Barriopedro, E., Cuesta-Valifio, P., Gutiérrez-Rodriguez, P., & Ravina-Ripoll, R.
(2021). How Does Happiness Influence the Loyalty of Karate Athletes? A Model
of Structural Equations From the Constructs: Consumer Satisfaction, Engagement,
and Meaningful. Frontiers in Psychology, 12(April).
https://doi.org/10.3389/fpsyg.2021.653034

Nygren, T. E., Isen, A. M., Taylor, P. J., & Dulin, J. (1996). The Influence of Positive
Affect on the Decision Rule in Risk Situations: Focus on Outcome (and Especially
Avoidance of Loss) Rather Than Probability. Organizational Behavior and Human
Decision Processes, 66(1), 59—72. https://doi.org/10.1006/0bhd.1996.0038

Paramita, W., Septianto, F., Escadas, M., Arnita, D. and Nasution, R.A. (2022). The
effects of organizational positioning and donation recognition on charitable giving:
insights from moral foundations theory, Asia Pacific Journal of Marketing and
Logistics. https://doi.org/10.1108/APJIML-09-2021-0655

Pearson, K. (1894). Contributions to the Mathematical Theory of Evolution.
Philosophical Transactions of the Royal Society of London. A, 185, 71-110.
http://www.jstor.org/stable/90667

Pearson, K. (1920). Notes on the History of Correlation. Biometrika, 13(1), 25-45.
https://doi.org/10.2307/2331722

Podsakoff, P. M., MacKenzie, S. B., Lee, J.-Y., & Podsakoff, N. P. (2003). Common
method biases in behavioral research: A critical review of the literature and
recommended remedies. Journal of Applied Psychology, 88(5), 879-903.
https://doi.org/10.1037/0021-9010.88.5.879

Podsakoff, P. M., MacKenzie, S. B., & Podsakoff, N. P. (2012). Sources of Method

36



Bias in Social Science Research and Recommendations on How to Control It.
Annual Review of Psychology, 63(1), 539-569. https://doi.org/10.1146/annurev-
psych-120710-100452

Pounders, K., Lee, S., & Royne, M. (2018). The effectiveness of guilt and shame ad
appeals in social marketing: The role of regulatory focus. Journal of Current Issues
& Research in Advertising, 39(1), 37-51.

Reddy, B. V., & Gupta, A. (2020). Importance of effective communication during
COVID-19 infodemic. Journal of Family Medicine and Primary Care, 9(8), 3793.

Reidenbach, R., & Robin, D. (1990). Toward the development of a multidimensional
scale for improving evaluations of Business Ethics. Journal of Business Ethics,
9(8), 639-653. https://doi.org/10.1007/BF00383391

Rest, J. (1986). Moral Development: Advances in Research and Theory. Praeger.

Robertson, D., Voegtlin, C., & Maak, T. (2017). Business Ethics: The Promise of
Neuroscience. Journal of Business Ethics, 144(4), 679-697.
https://doi.org/10.1007/s10551-016-3312-6

Roggeveen, A. L., Grewal, D., & Schweiger, E. B. (2020). The DAST Framework for
Retail Atmospherics: The Impact of In- and Out-of-Store Retail Journey

Touchpoints on the Customer Experience. Journal of Retailing, 96(1), 128—137.
https://doi.org/10.1016/j.jretai.2019.11.002

Roseman, L. J. (1991). Appraisal determinants of discrete emotions. Cognition &
Emotion, 5(3), 161-200. https://doi.org/10.1080/02699939108411034

Ruedy, N. E., Moore, C., Gino, F., & Schweitzer, M. E. (2013). The cheater’s high: The
unexpected affective benefits of unethical behavior. Journal of Personality and
Social Psychology, 105(4), 531-548. https://doi.org/10.1037/a0034231

Russell, J. A. (1980). A circumplex model of affect. Journal of Personality and Social
Psychology, 39(6), 1161-1178. https://doi.org/10.1037/h0077714

Salvador, R., & Folger, R. G. (2009). Business Ethics and the Brain. Business Ethics
Quarterly, 19(01), 1-31. https://doi.org/10.5840/beq20091911

Schwartz, G. E., Weinberger, D. A., & Singer, J. A. (1981). Cardiovascular
Differentiation of Happiness, Sadness, Anger, and Fear Following Imagery and
Exercisel. Psychosomatic Medicine, 43(4), 343-364.
https://doi.org/10.1097/00006842-198108000-00007

Schwartz, M. S. (2016). Ethical Decision-Making Theory: An Integrated Approach.
Journal of Business Ethics, 139(4), 755-776. https://doi.org/10.1007/s10551-015-
2886-8

Schwarz, N., & Clore, G. (1996). Feelings and phenomenal experiences. In E. T.
Higgins & A. Kruglanski (Eds.), Social psychology: Handbook of basic principles
(pp. 433-465). Guilford.

Septianto, F., An, J., Chiew, T. M., Paramita, W., & Tanudharma, I. (2019). The similar
versus divergent effects of pride and happiness on the effectiveness of loyalty
programs. Journal of Business Research, 99(April 2018), 12-22.
https://doi.org/10.1016/j.jbusres.2019.02.021

37



Septianto, F., & Paramita, W. (2021). Sad but smiling? How the combination of happy
victim images and sad message appeals increase prosocial behavior. Marketing
Letters, 32(1), 91-110. https://doi.org/10.1007/s11002-020-09553-5

Septianto, F., Tjiptono, F., & Kusumasondjaja, S. (2020). Anger punishes, compassion
forgives: How discrete emotions mitigate double standards in consumer ethical
judgment. Journal of Retailing and Consumer Services, 53(December 2018),
101979. https://doi.org/10.1016/j.jretconser.2019.101979

Shaver, P., Schwartz, J., Kirson, D., & O’Connor, C. (1987). Emotion knowledge:
Further exploration of a prototype approach. Journal of Personality and Social
Psychology, 52(6), 1061-1086. https://doi.org/10.1037/0022-3514.52.6.1061

Silva, J., Sa, E. S., Escadas, M., & Carvalho, J. (2021). The influence of ambient scent
on the passengers’ experience, emotions and behavioral intentions: An

experimental study in a Public Bus service. Transport Policy, 106(March), 88-98.
https://doi.org/10.1016/j.tranpol.2021.03.022

Singh, J. J., Garg, N., Govind, R., & Vitell, S. J. (2018). Anger Strays, Fear Refrains:
The Differential Effect of Negative Emotions on Consumers’ Ethical Judgments.
Journal of Business Ethics, 151(1), 235-248. https://doi.org/10.1007/s10551-016-
3248-x

Smith, C. A., & Ellsworth, P. C. (1985). Patterns of cognitive appraisal in emotion.
Journal of Personality and Social Psychology, 48(4), 813—838.
https://doi.org/10.1037/0022-3514.48.4.813

Tangney, J. P., Stuewig, J., & Mashek, D. J. (2007). Moral Emotions and Moral
Behavior. Annual Review of Psychology, 58(1), 345-372.
https://doi.org/10.1146/annurev.psych.56.091103.070145

Tho, N. D. (2018). Firm capabilities and performance: a necessary condition analysis.
Journal of Management Development, 37(4), 322-332.
https://doi.org/10.1108/IMD-06-2017-0204

Thegersen, J., & Olander, F. (2003). Spillover of environment-friendly consumer
behaviour. Journal of Environmental Psychology, 23(3), 225-236.
https://doi.org/10.1016/S0272-4944(03)00018-5

Tjiptono, F., Arli, D., & Winit, W. (2017). Gender and young consumer ethics: an
examination in two Southeast Asian countries. Young Consumers, 18(1), 94-114.

Trevino, L. (1986). Ethical decision making in organizations: A person-situation
interactionist model. Academy of Management Review, 11(3), 601-617.
http://www jstor.org/stable/10.2307/258313

Trudel, R., Klein, J., Sen, S., & Dawar, N. (2020). Feeling Good by Doing Good: A
Selfish Motivation for Ethical Choice. Journal of Business Ethics, 166(1), 39-49.
https://doi.org/10.1007/s10551-019-04121-y

Velasco, C., & Obrist, M. (2021). Multisensory Experiences: A Primer. Frontiers in
Computer Science, 3(March), 1-6. https://doi.org/10.3389/fcomp.2021.614524

Vitell, S. J., & Muncy, J. (2005). ‘The Muncy—Vitell Consumer Ethics Scale: A
Modification and Application.” Journal of Business Ethics, 62(3), 267-275.
https://doi.org/10.1007/s10551-005-7058-9

38



Vitell, S. J., & Patwardhan, A. (2008). The role of moral intensity and moral philosophy
in ethical decision making: a cross-cultural comparison of China and the European
Union. Business Ethics: A European Review, 17(2), 196-209.
https://doi.org/10.1111/j.1467-8608.2008.00531.x

Vitell, S. J., King, R. A., & Singh, J. J. (2013). A special emphasis and look at the
emotional side of ethical decision-making. AMS review, 3(2), 74-85.

Vitell, S. J., Singhapakdi, A., & Thomas, J. (2001). Consumer ethics: an application and
empirical testing of the Hunt-Vitell theory of ethics. Journal of Consumer
Marketing, 18(2), 153—178. https://doi.org/10.1108/07363760110386018

Wagner, U., N’Diaye, K., Ethofer, T., & Vuilleumier, P. (2011). Guilt-Specific
Processing in the Prefrontal Cortex. Cerebral Cortex, 21(11), 2461-2470.
https://doi.org/10.1093/cercor/bhr016

Waldinger, R. J., & Schulz, M. S. (2010). What’s love got to do with it? Social
functioning, perceived health, and daily happiness in married octogenarians.
Psychology and Aging, 25(2), 422—-431. https://doi.org/10.1037/a0019087

Watson, D., & Tellegen, A. (1985). Toward a consensual structure of mood.
Psychological Bulletin, 98(2), 219-235. https://doi.org/10.1037/0033-
2909.98.2.219

Weber, J. (1992). Scenarios in Business Ethics Research: Review, Critical Assessment,
and Recommendations. Business Ethics Quarterly, 2(2), 137-160.

Yacout, O. M., & Vitell, S. J. (2018). Ethical consumer decision-making: The role of
need for cognition and affective responses. Business Ethics: A European Review,
27(2), 178—194. https://doi.org/10.1111/beer.12178

Young, L., & Koenigs, M. (2007). Investigating emotion in moral cognition: a review of
evidence from functional neuroimaging and neuropsychology. British Medical
Bulletin, 84(1), 69—79. https://doi.org/10.1093/bmb/ldm03 1

Yuen, K. S. L., & Lee, T. M. C. (2003). Could mood state affect risk-taking decisions?
Journal of Affective Disorders, 75(1), 11-18. https://doi.org/10.1016/S0165-
0327(02)00022-8

Zhao, B., Rawwas, M. Y., & Zeng, C. (2020). How does past behaviour stimulate
consumers’ intentions to repeat unethical behaviour? The roles of perceived risk
and ethical beliefs. Business Ethics: A European Review, 29(3), 602—616.
https://doi.org/10.1111/beer.12284

Zollo, L. (2020). The Consumers’ Emotional Dog Learns to Persuade Its Rational Tail:
Toward a Social Intuitionist Framework of Ethical Consumption. Journal of
Business Ethics, 1-19. https://doi.org/10.1007/s10551-019-04420-4

Zollo, L., Pellegrini, M. M., & Ciappei, C. (2017). What Sparks Ethical Decision
Making? The Interplay Between Moral Intuition and Moral Reasoning: Lessons
from the Scholastic Doctrine. Journal of Business Ethics, 145(4), 681-700.
https://doi.org/10.1007/s10551-016-3221-8

39



Table 1: Main empirical research on the relationship between emotions and consumer

ethics.
Research Emotions .Ethi.cal Context, Analytic . .
Authors o situations  sample and al Main findings
objective(s) analysed .
analysed sample size  method
Chen, Y. The research Guilt. Ethical A sample of | Explorato | The results showed
and investigated consumption | 314 Chinese | ry factor | that guilt appeals
Moosmay | the influence was based | consumers, analysis can stimulate
er, D. of onseven | using a mall (EFA) ethical
(2020). guilt on ethical items from | intercept and consumption in
Journal of | consumption the “Socially | procedure. confirmat | Confucian cultures,
Business in a Chinese Responsible ory factor | but this relationship
Ethics. Confucian Purchase analysis is negatively
context, and and (CFA) moderated by the
the moderator Disposal” were relationship
role of scale by applied between the
interdependent Mohr and using self and others -
self-construal. Webb SPSS and interdependent
(2005). AMOS. self-construal.
Escadas, The research Four positive Three A Two-step | Positive emotions
M., Jalali, analysed the | (hap, glad, sat different | convenience | Structural | lead to more ethical
M.S. and integrated role | and exc) and ethical sample of Equation | consumer decisions
Farhangm | of emotions as | four negative scenarios | 433 Modellin and behaviours,
ehr, M. antecedents (sha, gui, sad were consumers gusing | which, in turn, will
(2020). and outcomes and disc) developed, | with no AMOS. favour positive
Journal of | of consumer emotions as | based on the | incentives. post-decision
Consumer ethical antecedents; Consumer emotions — a
Behaviour. decision and five Ethics Scale “virtuous ethical
making. positive (hap, (Muncy & cycle” was
acc, sat, pri Vitell, 1992; proposed.
and con) and Vitell and
five negative Muncy,
(disc, gui, sha, 2005).
rem and sad)
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emotions.
Kim, J.E. The research Anger, pride, A scenario | A Multiple | The results suggest
and evaluated the shame, method was | convenience linear that pride and
Johnson, influence of empathy and used sample of regressio shame, evoked
K. (2014). emotions on gratitude. involving a | 195 (study n (study through an anti-
European | people’s moral consumption | 1) and 69 1) and counterfeit
Journal of judgment opportunity | (study 2) two-way campaign,
Marketing. | concerning the to purchase | undergradua | ANOVA influence moral
purchase of a a counterfeit | te students (study 2). | judgments about

counterfeit
product.
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receiving a
monetary
incentive.

the purchase of
fashion
counterfeits.
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and Jaeger | explored the and gratitude. | counterfeit | convenience | multiple showed that
(2016). influence of purchase sample of regressio emotions, moral
Journal of moral scenario. | 225 n awareness and
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Marketing. along with with no were key determinants of
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Kusumaso attenuating in Indonesia double standards in
ndjaja, S. consumer (study 1) consumer ethical
(2020). double and 554 judgments.
Journal of standards. undergradua
Retailing te students
and from a
Consumer public
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Singh, J., The research | Anger and fear Three A sample of | Two-way | The results showed
Garg, N., examined scenarios of | 224 (study ANOVA. | that fear leads to
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R. and influencing much (study 2) ethical judgments
Vitell, S. factor for change after | respondents regarding the
(2018). consumer eating ata | recruited scenario of getting
Journal of ethical restaurant. | from MTurk too much change in
Business judgments. with a a restaurant.
Ethics. financial
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n.
Trudel, R., | The research Motivated, Fairtrade vs. | Students for | Logistic The main results
Klein, J., examines the good, regular course credit | Regressio | demonstrated that
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Ethics. after their self-
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Yacout The paper Fear, power Four A Structural The findings
and Vitell | examined the and scenarios | convenience | Equation | indicated that NFC
(2018). role of need excitement. originally | sample of Modellin and emotions
Business for cognition developed | 346 g using influence ethical
Ethics: A (NFC) and from the individuals AMOS. | decision making in
European | three discrete Consumer | from the city different ways.
Review. emotions as Ethics Scale | of Fear, power and
antecedents of (Muncy & | Alexandria, excitement
consumer Vitell, Egypt. negatively
ethical 1992). influence moral
decision intensity, ethical
making. perception and

intentions, mainly

in illegal practices
and no harm no
foul situations.
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Table 2: Sample profile (n = 415).

Profile variable Variable Values (%)
description

Gender Female 58.1
Male 41.9

Age 18-24 48.0
25-34 21.7
35-44 16.4
45-54 7.0
55-64 4.6
65+ 24

Children None 58.2
One 17.2
Two 15.2
Three or more 93

Instruction Less than high 51.9
school
High school 34.1
graduate
Postgraduate level 14.0

Occupation Student 44.9
Employee 38.2
Self-employed 94
Retired/Pensioner 2.7
Unemployed 4.8
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Table 3: Descriptive statistics, correlation matrix and VIF of the emotions analysed

Variance Inflation Factor (VIF) in bold on the diagonal.

Mean | SD Sk Ku 1 2 3 4 5 6 7 8
1. Happiness 5.35 1.10 | -0.59 | 0.43 2.747
2. Gladness 520 | 1.05 | -0.48 | 0.60 | .780** 2.703
3. Satisfaction | 4.91 1.19 | -0.44 | 0.40 | .490** AT1** 1.427
4. Excitement 446 | 148 | -0.53 | 0.02 | .352%** 337 | 322%* 1.201
5. Sadness 225 | 1.38 | 1.12 | 0.80 | -.234** | -244** | -.142** | - 120* 1.643
6. Guilt 2.11 1.45 1.42 141 | -.117%* -.062 -114* | -.072 A474%* 1.761
7. Discomfort 240 | 1.38 | 094 | 0.23 | -.170* - 159%* | -204** | -.087 S503** | 486** 1.610
8. Shame 193 | 132 | 1.51 | 1.64 | -.086 -.073 -.188* | -.005 S06** | .602** | 510%* | 1.859
*p<0.05 | **p<0.01 | ***p<0.001
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Table 4: Results of multivariate NCA and bottleneck table for the CE-FDH ceiling
technique with the required minimum levels of the necessary condition for different
desired levels of the outcome (Ethical Awareness).

Outcome (Y): Determinants (X)
Ethical Positive Emotions Negative Emotions
Awareness 1 2 3 4 5 6 7 3
(Actual Happine Gladnes Satisfactio Exciteme . Discomfo
Sadness Guilt Shame
values) ss ] n nt rt
1.0 NN NN NN NN NN NN NN NN
1.6 NN NN NN NN NN NN NN NN
2.2 NN NN NN NN NN NN NN NN
2.8 NN NN NN NN NN NN NN NN
34 NN NN NN NN NN NN NN NN
4.0 NN NN NN NN NN NN NN NN
4.6 3.000 2.000 NN NN NN NN NN NN
5.2 3.000 2.000 NN NN NN NN NN NN
5.8 3.000 2.000 NN NN NN NN NN NN
6.4 3.000 3.000 NN NN NN NN NN NN
7.0 3.000 3.000 NN NN NN NN NN NN
d 0.167 0.111 0.000 0.000 0.000 0.000 0.000 0.000
)4 0.032 0.103 1.000 1.000 1.000 1.000 1.000 1.000
Accuracy 100% 100% 100% 100% 100% 100% 100% 100%

NN = Not Necessary
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Table 5: Results of multivariate NCA and bottleneck table for the CE-FDH ceiling
technique with the required minimum levels of the necessary condition for different
desired levels of the outcome (Ethical Judgment).

Outcome (Y): Determinants (X)
Ethical Positive Emotions Negative Emotions
Judgment 1 2 3 4 5 6 7 3
(Actual Happine Gladnes Satisfactio Exciteme . Discomfo
Sadness Guilt Shame
values) ss ] n nt rt
1.0 NN NN NN NN NN NN NN NN
1.6 2.000 2.000 NN NN NN NN NN NN
2.2 2.000 2.000 NN NN NN NN NN NN
2.8 2.000 2.000 NN NN NN NN NN NN
34 2.000 2.000 NN NN NN NN NN NN
4.0 2.000 2.000 NN NN NN NN NN NN
4.6 2.000 2.000 NN NN NN NN NN NN
5.2 2.000 2.000 NN NN NN NN NN NN
5.8 3.000 3.000 2.000 NN NN NN NN NN
6.4 3.000 3.000 2.000 NN NN NN NN NN
7.0 3.000 3.000 2.000 NN NN NN NN NN
d 0.208 0.208 0.042 0.000 0.000 0.000 0.000 0.000
)4 0.000 0.000 0.036 1.000 1.000 1.000 1.000 1.000
Accuracy 100% 100% 100% 100% 100% 100% 100% 100%

NN = Not Necessary
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Table 6: Results of multivariate NCA and bottleneck table for the CE-FDH ceiling
technique with the required minimum levels of the necessary condition for different
desired levels of the outcome (Ethical Intention).

Outcome (Y): Determinants (X)
Ethical Positive Emotions Negative Emotions
Intention 1 2 3 4 5 6 7 ]
(Actual Happine Gladnes Satisfactio Exciteme . Discomfo
Sadness Guilt Shame
values) ss ] n nt rt
1.0 NN NN NN NN NN NN NN NN
1.6 2.000 2.000 NN NN NN NN NN NN
2.2 2.000 2.000 NN NN NN NN NN NN
2.8 2.000 2.000 NN NN NN NN NN NN
34 3.000 3.000 2.000 NN NN NN NN NN
4.0 3.000 3.000 2.000 NN NN NN NN NN
4.6 3.000 3.000 2.000 NN NN NN NN NN
5.2 3.000 3.000 2.000 NN NN NN NN NN
5.8 3.000 3.000 2.000 NN NN NN NN NN
6.4 3.000 3.000 2.000 NN NN NN NN NN
7.0 3.000 3.000 2.000 NN NN NN NN NN
d 0.278 0.278 0.111 0.000 0.000 0.000 0.000 0.000
)4 0.000 0.000 0.004 1.000 1.000 1.000 1.000 1.000
Accuracy 100% 100% 100% 100% 100% 100% 100% 100%

NN = Not Necessary
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Table 7: Results of multivariate NCA and bottleneck table for the CE-FDH ceiling
technique with the required minimum levels of the necessary condition for different
desired levels of the outcome (Ethical Behaviour).

Outcome (Y): Determinants (X)
Ethical Positive Emotions Negative Emotions
Behaviour 1 2 3 4 5 6 7 ]
(Actual Happine Gladnes Satisfactio Exciteme . Discomfo
Sadness Guilt Shame
values) ss ] n nt rt
1.0 NN NN NN NN NN NN NN NN
1.6 2.000 2.000 NN NN NN NN NN NN
2.2 2.000 2.000 NN NN NN NN NN NN
2.8 2.000 2.000 NN NN NN NN NN NN
34 2.000 2.000 2.000 NN NN NN NN NN
4.0 2.000 2.000 2.000 NN NN NN NN NN
4.6 3.000 2.000 2.000 NN NN NN NN NN
5.2 3.000 3.000 2.000 NN NN NN NN NN
5.8 3.000 3.000 2.000 NN NN NN NN NN
6.4 3.000 3.000 2.000 NN NN NN NN NN
7.0 3.000 3.000 2.000 NN NN NN NN NN
d 0.250 0.222 0.111 0.000 0.000 0.000 0.000 0.000
)4 0.000 0.000 0.002 1.000 1.000 1.000 1.000 1.000
Accuracy 100% 100% 100% 100% 100% 100% 100% 100%

NN = Not Necessary
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Figure 1: Visualisation of the NCA scatterplots across the four positive emotions (X)
and the four stages of consumer ethical decision making (Y).
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The green lines denote the linear correlational function; the yellow lines denote the CR-FDH ceiling line; and the red
lines denote the CE-FDH ceiling line.
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APPENDIX 1
Used Scenarios
Scenario 1: Photocopying a book.

James is a Master's student. After the first class of the semester, and when analysing the
program of his favourite subject, James verifies that there is a book recommended in the
bibliography that covers almost all the matter to be taught. Most of James's colleagues

are ordering this book from the library and photocopying it. James decided to do the same.

Scenario 2: Switching a price tag in a shop, to pay less for a shirt.

On a Saturday, Mary decided to go shopping. She entered a clothing store and "fell in
love" with a shirt. However, the price of the shirt was too high for Mary's disposable
income. On another shelf, Mary found a shirt of the same colour, with some resemblance
to the first, which cost less than half of her favourite shirt. Taking advantage of the high
movement in the store, Mary decided to discreetly change the labels with the price of the

shirts, getting her favourite shirt for a much lower price.

Scenario 3: Keeping extra money mistakenly handed by a bank teller.

On a beautiful spring morning, Anthony went to his bank to carry out a bank survey, since
he had a family party in this weekend. There were many people at the branch, and the
service was rushed by the employee. At the same time, Anthony requested the withdrawal
of EUR 200 and the employee proceeded to process the operation. To shorten the time of
service, the employee took the money from his box, counted manually, and handed the

notes to Anthony.

Already outside the branch, and when checking the amount raised, Anthony verified that
he had been delivered EUR 300. Since he was already outside the branch, Anthony

decided to go to his car and return home quietly.
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