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ABSTRACT 
This study investigates whether and how the individual mindset influences consumer response to fair trade goods. We applied structural equation modeling (SEM) 

to perform hypothesis testing and indirect effect verification. The results showed that collectivistic mindset positively influences the internalization and symboliza-

tion of moral identity. A further investigation on the mediating effect of moral identity showed that although a collectivistic mindset affects the purchase intention 

of fair trade goods indirectly through the internalization of moral identity. The results revealed the main influencing factors of ethical consumption in ethnic Chinese 

society in Taiwan. Implications for marketing decisions are considered.  

 

KEYWORDS 

collectivistic mindset, moral identity, fair trade goods, purchase intention.  

 

INTRODUCTION 
n recent years, many scholars have studied topics related to ethical consumption such as goods that exhibit social responsibility (e.g. fair trade goods) or 

environmental concerns (e.g., green products). Their research results have enhanced our understanding of the influencing factors of consumers’ ethical 

consumption behaviors (Andorfer & Liebe, 2015; Bray et al., 2011; Chan, 1999; Chang, 2011). However, as the amount of studies has increased, differences 

have emerged between theoretical assertions and empirical research results. For example, with fair trade goods investigations of the determinants of consumption 

have mostly concentrated on the individual characteristics of consumers, such as individual values (Doran, 2009), ethical regulations and gender (Taylor & Boasson, 

2014), perspective on political liberalism (Taylor & Boasson, 2014), and religion (Salvador, Merchant, & Alexander, 2014). Most studies have focused on the United 

States and United Kingdom (Andorfer & Liebe, 2012). In addition, although individual consumption influences the overall social output, previous studies have 

overlooked the influence of overall factors on individual values. Andorfer and Liebe (2015) claimed that price is the only factor influencing the consumption of fair 

trade coffee. However, a number of consumers expressed being willing to pay more to support ethical products. For example, consumers are willing to pay more 

to purchase ecorelated green goods (Chen, 2008). Furthermore, in the United States, 82% of consumers are willing to pay 5% more of the price to purchase green 

goods (Levin, 1990), whereas in China, consumers are willing to pay 4.5% more to buy green products (Chan, 1999; Chang, 2011). Thus, Chinese consumers are 

willing to pay less money than their Western counterparts for green or fair trade goods. However, previous studies have indicated that people from interdependent 

societies are more willing to pay higher prices to buy cause-related goods (Chang & Cheng, 2015). Therefore, in the investigations of ethical consumption behaviors 

in ethnically Chinese societies, factors other than price may have been overlooked. 

Social cognitive theory assumes that human behavior and cognition (along with other individual factors) interact with environmental events and reciprocal influ-

ence each other. Under a triadic reciprocal causation structure, people are simultaneously the products and producers of their environment. Moreover, mutual 

influence does not assume that different sources exert identical levels of influence, nor does it entail that mutual influence occurs simultaneously. The causal 

relationships require time to develop (Bandura, 1989). Therefore, different cultural environments mold distinct values, thereby influencing individual behaviors 

(Lu et al., 2012). According to scholars’ analyses of traditional Chinese culture, the most influential factor of the psychology and behaviors of ethnically Chinese 

people is Confucianism (Lu, 2003). Because individual behaviors are subjected to the influences of both inner morality and the outer environment, people with a 

collectivistic mindset who have been immersed in Confucianism for a long time are more willing to support prosocial behaviors.  

Aquino and Reed (2002) developed moral identity theory from the perspective of social-cognitive, considering moral identity as a network connecting individual 

moral characteristics, goals, and behaviors. A previous study showed that collectivists are more likely to support prosocial behaviors than are individualists (Chang 

& Cheng, 2015). Being part of the East-Asian Confucianism cultural circle, Taiwan exhibits salient features of collectivism (Hofstede, 1997), specifically insofar that 

individuals pay considerable attention to the meaning and values shared between themselves and others (Hashimoto et al., 2011). Because collectivism and 

Confucianism have cultivated the psychological traits of ethnically Chinese people, this cultural influence is a necessary factor of consideration when investigating 

ethical consumption. 

Previous studies have reported that self-identity is a crucial influencing factor of attitude (Shaw & Shiu 2002), and that if individual identity concentrates on the 

conception of self, the individual’s moral self-schema is more likely to be influential than other self-schemas that compose self-identity (Aquino et al., 2009). In 

other words, moral identity is part of self-identity and should be considered an antecedent that influences the behavioral intention of ethical consumption. Ac-

cording to He, Gouran and Kolo (2016), situational factors and Moral identity have the joint effect to motivate moral behaviors. In ethnically Chinese societies, 

collectivistic mindset probably exerts great influence on individual identity, further influencing ethical consumption behaviors. The present study investigates 

whether and how psychological antecedent and individual difference influence consumer response to fair trade goods. The results presented the main influencing 

factors of ethical consumption decision-making in ethnically Chinese societies, serving as a reference for subsequent studies.  

 

I 
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LITERATURE REVIEW AND HYPOTHESES 
ETHICAL CONSUMPTION AND RESEARCH GAP 

Historically, ethical consumption emerged in the eighteenth to nineteenth centuries from European and American countries. By the twenty-first century, fair trade 

products had become the mainstream of ethical consumption. Cooper-Martin and Holbrook (1993) defined ethical consumption behaviors as when “the consump-

tion decision-making, purchase behavior, and consumption experience are all influenced by ethical considerations of consumers.” Since the mid-1990s, multiple 

scholars have studied ethical consumption behaviors. Strong (1996) approached the topic from the theory of planned behavior, observing that individual belief 

influences individual attitude and behavior intention. Shaw and Clarke (1999) focused on belief structure, determining that the main influencing factors of belief 

are information and trustworthy and normative social factors such as peer, family, and religion influences. Shaw and Clarke (1999) also determined that ethical 

obligation and self-identity are likely to exert stronger influence on attitude–behavior than are the other influencing factors proposed by the early theory of 

planned behavior (Bray et al., 2011). 

Recently, scholars have studied the influence of cultural and individual factors on green buying intention (Lu et al., 2015). Other scholars have researched the 

influence of consumers’ collectivistic and individualistic mindsets on their doubts regarding advertisements of cause-related marketing. Andorfer and Liebe (2015) 

also revealed in their study that in 2006, approximately two-thirds of American respondents answered that they were willing to buy fair-trade coffee, which cost 

a little more than ordinary coffee (Hertel et al., 2009), and that more than half of German respondents indicated that they were willing to buy most fair-trade 

goods. However, in reality, the market share of fair-trade coffee remains small, respectively comprising 20%, 7%, 3%, and 1% of the overall coffee market in the 

United Kingdom, France, the United States, and Germany. This phenomenon has been referred to as the attitude–behavior gap (Kim et al., 1997) by scholars or 

the ethical purchase gap (Bray et al., 2011). To summarize the aforementioned studies, individuals’ psychological traits influence individuals’ motivation, thus 

generating different purchase behaviors (Chang & Cheng, 2015). 

Previous studies have claimed that consumers are mainly influenced by their own budget and the price of the goods when making consumption decisions (Andorfer 

& Liebe, 2012). In other words, price fluctuation affects consumer demand. In general, the demand is enhanced when the price is reduced. However, the con-

sumption of certain goods aims to highlight social status; in this case, the higher the price is, the greater the demand becomes (Andorfer & Liebe, 2015). Several 

fair trade goods require consumers to collaboratively enable ethical premiums. In other words, the price of these products is slightly higher than that of ordinary 

ones, but the manufacturer or supplier can reinvest the premium to create a sustainable management model or to reduce poverty in communities (Nicholls & 

Opal, 2005), thereby achieving mutual benefits for both parties of the goods transaction. From the perspective of altruism, prosocial behaviors are altruistic 

behaviors performed by members of organizations (Penner, Dovidio, Piliavin, & Schroeder, 2005). Fair trade goods aim at improving the living and work environ-

ment of laborers or farmers in developing countries.  

Consequently, the transaction price of the crops or handicrafts is fair enough to reimburse the production cost pertaining to farmers and labors (Andorfer & Liebe, 

2015). Prosocial behaviors enable consumers to enhance personal benefits through their motivation to aid others (Winterich et al., 2013a). Because the goals of 

fair trade goods are to reduce poverty and enhance the working environment of laborers and farmers, supporting fair trade goods can be categorized as a type of 

prosocial behavior. 

COLLECTIVISTIC MINDSET OF CONSUMER 

Previous studies have reported that individuals with a collectivistic mindset tend to exhibit an other-serving motivation as well as behaviors that conform to social 

norms and others’ expectations (Markus & Kitayama, 1991). Mindset refers to the specific methods of cognitive operations, which can be applied as key factors in 

explaining the judgment and decision-making of individuals (Hamilton et al., 2011). Therefore, collectivism and individualism can also be considered as the mind-

sets to evaluate the relative value of individuals and groups (Trandis, 1989). The social cognitive theory claimed that a triadic reciprocal model exists among 

individual, environment, and behavior. Cultural differences influence the beliefs, attitudes, norms, characters, values, and behaviors of individuals (Triandis, 1994). 

For example, people with a collectivistic mindset value the group goal more than an individual one, whereas those with an individualistic mindset emphasize 

individual benefits more than group ones. In collectivist ethnically Chinese societies, a collectivistic mindset includes collective identification, emotional depend-

ence, sharing rights and obligations, and emphasizes in-group harmony (Hofstede, 1980; Triandis, 1995). 

On an individual level, Markus and Kitayama (1991) proposed a self-construal related to the self–other relationship under multiple cultural contexts. From a 

psychological perspective, construal can be divided into interdependent self-construal and independent self-construal. This cultural dichotomy can be viewed as 

a pair of corresponding contrasts between individualism and collectivism on the individual and cultural levels. Previous studies have reported that consumers with 

an interdependent self-construal prefer cause-related marketing emphasizing discounts; moreover, different perspectives of self-construal influence individual 

moral emotions to cause-related marketing (Chang & Cheng, 2015). Other scholars have observed that consumers with an interdependent self-construal are more 

likely to pay higher prices for cause-related products (Vaidyanathan et al., 2013). Because people in a collectivist culture are more likely to support prosocial 

behaviors, and consumers with an interdependent self-construal are more willing to support cause-related marketing, the following hypothesis can be inferred 

from both cultural and individual levels: 

H1: A collectivistic mindset positively influences individual intention to purchase fair trade goods. 

MORAL IDENTITY 

Regarding the individual psychological aspect, Blasi (1984) proposed the perspective of moral identity, claiming that individual moral values and goals constitute 

the core of an individual’s self, and are essential to the individual. If individuals possess a strong or well-developed sense of self-as-moral they are likely to produce 

moral judgments with self-consistency, and further produce moral behaviors. Aquino and Reed (2002) divided moral identity into two dimensions, namely inter-

nalization and symbolization. Individuals who exhibit a high level of moral internalization do so as a result of having long used substantial moral-related knowledge 

to rapidly influence their self-concept (Aquino et al., 2009). The more influence moral identity exerts on self-concept, the more likely individuals are to employ a 

moral perspective to assess their own and others’ behaviors (Sparks, 2015). Furthermore, individuals organize their self-concept on the basis of their moral beliefs, 

and are highly likely to transform these beliefs into actions (Damon & Hart, 1992). Previous studies have reported that the internalization of moral identity is 

related to the relevance of moral characteristics to the self; in other words, to the way individuals value themselves. Nonetheless, the symbolization of moral 

identity means that individuals communicate in society with behaviors that exhibit moral characteristics and expect to receive approval from others. In other 

words, explicit behaviors are conducted to gain approval and praise. In particular, individuals that exhibit a low level of moral identity internalization and high level 

of identity symbolization tend to perform prosocial behaviors when receiving recognition (Winterich et al., 2013a).  

However, showing a low level of moral internalization does not mean that individuals are amoral, nor that they lack connections to moral characteristics in their 

memories. The trait only shows that an individual’s internal processing speed is slower and that his or her mental process is more complicated than that of those 

with a high level of moral internalization (Aquino & Reed, 2002). However, the dimension of the symbolization of moral identity means that individuals attempt 

to communicate their moral identity to the external world through their behaviors. In other words, individuals that exhibit a high level of symbolization of moral 

identity tend to express their moral goals or thoughts to others, whereas individuals that exhibit a low level of symbolization of moral identity are less inclined to 

behave as such in a public setting (Winterich et al., 2013a). 

In ethnically Chinese societies, individuals internalize moral identity under the influence of traditional Confucian thought, which emphasizes that benevolence and 

righteousness are the basic principles of life. Individuals also sustain self-consistency according to their individual moral values. Therefore, being influenced by 

Confucian thoughts in their moral identity, individuals treat others according to the principle of reciprocity. Furthermore, in ethnically Chinese societies, individuals 

emphasize interpersonal relationships and “face” (Huang, 1987), caring about how other view them. In accordance with the social-cognitive model, Aquino, Free-

man, Reed, Lim, and Felps (2009) proposed that the interaction between situational factors and moral identity influences moral behaviors. In other words, if 

situational factors enhance the intensity of moral identity in the self-concept, situational factors are likely to motivate moral behaviors. Multiple studies have 

claimed that by living in a collectivist culture, ethnically Chinese people exhibit a situational orientation. Specifically, the term designates that ethnically Chinese 

people pay more attention to different social situations than do Westerners, and exhibit multiple values and attitudes accordingly. Ethnically Chinese people 

possess an interdependent and inclusive self (Lu, 2003). Heavily influenced by traditional Confucian culture, ethnically Chinese people conducting social behaviors 



VOLUME NO. 6 (2016), ISSUE NO. 08 (AUGUST)  ISSN 2231-5756 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

26 

that involve the self as the main subject follow established sociomoral order, emphasizing the relational self (Ho, 1995). Therefore, the other–self relationship is 

quintessential in ethnically Chinese societies where relationships are crucial. The term guanxi orientation best represents the essence of the behaviors in ethnically 

Chinese societies (Huang, 1987). For ethnically Chinese people, their lives become meaningful only through coexistence with others (Lu, 2003).  

In a collectivist society, people exhibit strong desires to be accepted, approved, and recognized by others. Praise or punishment from others exerts considerable 

influence on the determination or change of individual behaviors. In particular, because of a socially oriented self-concept, ethnically Chinese people seek a high 

level of individual–social integration and emphasize social rules and norms when interpreting situational demands. Consequently, they can perform behaviors that 

are appropriate for the specific environment while successfully adhering to their role responsibility. Ethnically Chinese people can also gain social recognition by 

cultivating their own morality (Lu et al., 2012). Therefore, in a collectivist environment, the collectivistic mindset and moral identity of individuals are both influ-

enced by the cultural environment. Furthermore, a collectivistic mindset influences consumption decision-making through moral identity. Consequently, the fol-

lowing hypotheses are proposed: 

H2: The collectivistic mindset influences the intention to purchase fair trade goods through the mediating effect of moral identity internalization.  

H3: The collectivistic mindset influences the intention to purchase fair trade goods through the mediating effect of moral identity symbolization. 

Figure 1 presents an integrated model that jointly covers the direct and indirect effects caused by the research variable and summarizes the predicted relationships 

between those variables.  

 

METHODS 
PARTICIPANTS AND PROCEDURES 

To examine the proposed hypotheses, a survey was conducted at a university in Northern Taiwan. The field work was conducted in mid-2015. A diverse group of 

367 undergraduate and graduate students and faculty members was recruited to participate in this study. Most respondents were 20–24 years old (72.21%) and 

female (65%). 

INSTRUMENTS AND MEASURES 

The constructs were adopted from various studies and were measured using multiple items. Moral identity was measured using 10 items that were adopted from 

the Self-Importance of Moral Identity Scale proposed by Aquino and Reed (2002). Five items were used to measure each dimension (moral identity internalization 

and symbolization). Collectivism was measured using a five-item scale from a study by Chang and Cheng (2015). Purchase intention was assessed using four items 

from a study by White et al. (2012). All measures were assessed on 7-point Likert scales ranging from 1 (strongly disagree) to 7 (strongly agree). 

To ensure the quality of the questionnaire, the following procedures were adopted in this study. First, we employed the translation–back translation procedure 

suggested by Van de Vijver and Leung (1997) to ensure consistency between the Chinese and English versions of the measurement items. The English questionnaire 

was initially translated into Chinese and then retranslated into English by a second translator, after which the two versions were compared. A pretest was then 

completed by 30 undergraduate students. After a reliability analysis was performed, any item with an item-to-total value below.3 was deleted. Six items were 

removed: two for collectivism, two for moral identity internalization, and two for moral identity symbolization (see Table 2 in the Appendix). Respondents required 

approximately 15 min to complete the questionnaire. 

 

RESULTS 
Data analysis was conducted in three parts. Following the two-step approach proposed by Anderson and Gerbing (1988), confirmatory factor analysis was first 

conducted to evaluate the quality of the measurement model by examining the reliability and validity of each construct. H1 was then tested by assessing the 

structural model. AMOS Version 18.0 was employed to assess both the measurement and structural models. Finally, bootstrapping was employed to confirm the 

indirect effects of moral identity internalization and symbolization proposed in H2 and H3. The results are detailed in the following sections. 

MEASUREMENT MODEL 

The results of the confirmatory factor analysis are presented in Table 2. The findings indicate that the measurement model fit the data well (χ2 = 121.996, degrees 

of freedom [df] = 59, χ2/df = 2.068, goodness-of-fit index [GFI] =.950, normed fit index [NFI] =.946, comparative fit index [CFI] =.971, root mean square error of 

approximation [RMSEA] =.054). The factor loadings of all the scale items were greater than.5 (range,.582–.927) and significant at the level of.001. Thus, the 

convergent validity of the measurement items was confirmed in accordance with the criteria set by Anderson and Gerbing (1988). 

Table 1 displays the correlations, summary statistics, and internal consistency estimates among the constructs. The Cronbach’s alpha values of the measured 

constructs (range,.747–.883) met the criterion proposed by Nunnally (1978; i.e., higher than.70). The composite reliability of the scales of the four constructs in 

Table 2 range from.763 to.888, which is within the acceptable range recommended by Fornell and Larcker (1981). The reliability analysis results indicate that the 

measures of all the constructs were reliable.  

The discriminant validity of the constructs was assessed through two methods. The average variance extracted (AVE) of each construct was calculated and com-

pared with the correlation coefficient between each pair of constructs. According to Fornell and Larcker (1981), discriminant validity is supported if the square of 

the correlation coefficient is less than the AVE. Adherence to this rule was verified by comparing the AVE values (range,.522–.669) with the correlation coefficients 

(range,.289–.490) for each pair of constructs, as shown in Table 1. 
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TABLE 1: CORRELATIONS, SUMMARY STATISTICS AND INTERNAL CONSISTENCY 

Constructs (1) (2) (3) (4) Mean SD 

1.COL .753    5.528 .887 

2.MIS .469 .746   4.493 1.001 

3.MII .490 .405 .723  5.737 .909 

4.PI .318 .289 .418 .818 5.347 .969 

5. α .793 .747 .760 .883   

Diagonal elements (in bold) are √AVE (Rooted Average Variance Extracted) 

COL collectivism, MIS moral identity symbolization, MII moral identity internalization, PI purchase intention, SD Standard deviation 

 

TABLE 2: RESULTS OF CONFIRMATORY FACTOR ANALYSIS 

 t-value Factor Loadings CR AVE 

Collectivism     

It’s important for me to readily help others in need of help 14.018 0.806 0.797 0.567 

I could do what is good for most of the people in the group, even if it means that the individual with receive less 15.211 0.748   

Sharing with others is important 16.694 0.701   

Moral Identity Internalization     

It would make me feel good to be a person who has these characteristics 17.600 0.833 0.786 0.556 

Being someone who has these characteristics is an important part of who I am 16.600 0.796   

Having these characteristics is not really important to me 11.260 0.582   

Moral Identity Symbolization     

The types of things I do in my spare time (e.g., hobbies) clearly identify me as having these characteristics. 15.917 0.807 0.763 0.522 

The kinds of books and magazines that I read identify me as having these characteristics 14.634 0.749   

I am actively involved in activities that communicate to others that I have these characteristics. 11.216 0.594   

Fair Trade Purchase Intention     

I would be likely to purchase this product 21.609 0.901 0.888 0.669 

I would be willing to buy this product 22.628 0.927   

I would likely make this product one of my first choices in this product category 16.242 0.743   

I would exert a great deal of effort to purchase this product 14.213 0.674   

CR Composite Reliability, AVE Average Variance Extracted 

STRUCTURAL MODEL 

Structural equation modeling (SEM) was conducted for hypothesis testing. The goodness model-fit indices of structure model were χ2 = 131.13, df = 60, χ2/df = 

2.186, GFI =.947, NFI =.946, CFI =.967, RMSEA =.057. All the fit indices indicated an acceptable fit between the model and data. H1 states that collectivistic mindset 

is positively related to fair trade purchase intention. However, this effect was nonsignificant (β =.006, z =.056, p =.955). Thus, H1 is not supported.  

INDIRECT EFFECTS OF MORAL IDENTITY INTERNALIZATION AND SYMBOLIZATION 

To further confirm the mediating roles of moral identity internalization and symbolization, bootstrapping was employed to examine the indirect effects of these 

factors because bootstrapping is more powerful than the Sobel test and the causal step approach to testing intervening variable effects (Hayes, 2009; MacKinnon 

et al., 2004; Williams & MacKinnon, 2008). According to the suggestion of Hayes (2009), bootstrapping was performed to generate a sample of 1,000 observations 

to derive percentile-based confidence intervals (CIs), which were adjusted to yield bias-corrected CIs (Table 3). If a zero value is not between the lower and upper 

confidence limits, then the indirect effect is significant with 95% confidence. The results reveal that the 95% bias-corrected bootstrap CIs for specific indirect 

effects through moral identity internalization do not include a zero value (.221 to.541, with a point estimate of.349). However, these CIs for specific indirect effects 

through moral identity symbolization include zero (CI, −.065 to.184; point esXmate,.044). Thus, H2 is supported, but H3 is not supported. Table 3 also indicates 

that the direct effect of collectivism on fair trade purchase intention was nonsignificant (CI, −.229 to.245; point esXmate,.006). Therefore, collectivistic mindset 

indirectly affects only fair trade purchase intention through moral identity internalization (see Mathieu & Taylor, 2006 for a discussion on the distinction between 

indirect effect and mediation).  

TABLE 3: BOOTSTRAPPING INDIRECT EFFECTS 

Mediation 

effect 

Product of coefficients Bootstrap 1000 times Confidence Interval 

bias-corrected CI Percentile CI 

Estimate SE Z-value Lower Upper Lower Upper 

COL to MII to PI .349 .076 4.592 .221 .541 .210 .504 

COL to MIS to PI .044 .061 .721 -.065 .184 -.066 .182 

COL to PI .006 .125 .048 -.229 .245 -.228 .247 

 

DISCUSSION AND SUGGESTIONS 
Investigating the decision-making of ethical consumption is theoretically complex, because the decision-making process is subjected to the mutual influence of 

moral and emotional factors (Singhapakdi & Vitell, 1991). This study investigates whether and how psychological antecedent and individual difference influence 

consumer response to fair trade goods. The hypotheses proposed in this study were verified through structural equation modeling, and three main findings were 

identified as follows.  

First, the research result showed that moral identity played a mediating role in the decision-making of ethical consumption. The present study reported that a 

collectivistic mindset did not directly influence intention to purchase fair trade goods, but indirectly affected the intention through the internalization of moral 

identity. Moral identity can be triggered by situational factors (Aquino et al., 2009). In ethnically Chinese societies, individuals are flexible and changeable, showing 

appropriate behaviors according to various situations (Lu et al., 2012). In other words, in certain situations, when the internalization of moral identity is initiated, 

individuals with a collectivistic mindset produce a purchase intention for fair trade goods. By contrast, when the internalization of moral identity is not initiated, 

individuals may use price as the basis to make the consumption decision of ethical products. If ethical products are more expensive than ordinary ones are, 

consumers are more inclined to refuse purchasing them. Previous studies have reported that consumers who possess an interdependent self-construal are willing 

to pay a higher price to purchase cause-related products (Vaidyanathan et al., 2013). Because an interdependent self-construal is a self-concept corresponding to 

collectivism, consumers who possess such a construal can be inferred to exhibit a higher level of internalization of moral identity. Subsequent studies are suggested 

to focus on the interaction between interdependent self-construal and the internalization of moral identity. 

Second, a collectivistic mindset positively influenced the internalization and symbolization of moral identity. Moral identity is stored in individual memory, com-

prising complex moral values, personal objectives, characteristics, and a blueprint of behaviors, and requires long-term accumulation to be fully established 

(Aquino & Reed, 2002). Therefore, the research results showed that in a collectivist society, individuals’ internal psychological traits are molded by their environ-

ment; moreover, individuals’ internal moral concepts are cultivated by Confucian thought. The research results again verified the points previously proposed by 

other scholars, namely that moral values are equivalent to cultural values, and that they are gradually formed by environmental influences (Lu et al., 2012). 
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Finally, the internalization of moral identity positively influenced individual intention to purchase fair trade goods. Individuals that possess a high level of moral 

internalization do so as a result of having long employed substantial moral-related knowledge to rapidly influence their self-concept (Aquino et al., 2009). In other 

words, individuals that exhibit a high level of moral internalization endeavor to sustain their internal self-consistency, and tend to pay attention to whether their 

behaviors meet the moral criteria. Because the price of fair trade products is set to a just standard that is sufficient to cover the production cost of farmers and 

labors (Andorfer & Liebe, 2015), such products are ethical to individuals who exhibit a high level of moral internalization. Therefore, in terms of practices, if 

companies wish to promote fair trade goods, they should start by inducing the internalization of moral identity in consumers. In particular, because collectivism 

emphasizes the individual–group relationship, companies can adopt a group buying model. Marketers are encouraged to choose media or program contexts 

related to collectivism.  

The present study obtained an unexpected result: the symbolization of moral identity did not exert a significant influence on the intention to purchase fair trade 

goods. Because the fair trade good applied in the present study was coffee, a possible cause can be inferred that the price of coffee was too low for the consumers 

to use it to highlight their social status (Andorfer & Liebe, 2015). Subsequent studies should conduct further exploration on ethical products with a higher price. 

People in a collectivist society are eager to be accepted, approved, and recognized by others. Therefore, if ethical products with high prices are praised by the 

media, then ethnically Chinese people can be expected to symbolize their moral identity quickly, thereby engaging in more prosocial behaviors. Marketers can 

also use recognition to induce consumers’ symbolization toward purchasing behavior. 

This study makes two major contributions to the literature. First, to date, little research has focused on the psychological trait and individual difference of con-

sumers toward fair trade goods. When studying the influence of individual characteristics on behaviors, most previous studies have considered moral identity as 

a confounding variable to investigate the interaction between variables (Winterich et al., 2013a; Winterich et al., 2013b; Xie et al., 2015). However, the present 

study considered moral identity as a mediating variable. The results showed that the internalization of moral identity completely mediated the relationship be-

tween collectivistic mindset and intention to purchase fair trade goods. The results showed that the internalization of moral identity is a main influencing factor 

of the ethical consumption decision-making of ethnically Chinese consumers.  

One of the limitations of this study pertains to the narrow focus of the study. Our primary interest was in how collectivistic mindset, measured at psychological 

level, relate to consumer attitudes and behavior toward fair trade goods in ethnic Chinese societies. Because of this interest, we focused on a limited set of 

antecedents. Therefore, individualistic mindset was not included. Second, this research depended exclusively on participants’ self-reports which may have been 

vulnerable to the effects of common method variance. However, the flaws may be overstated (Spector 2006) because in our case, self-reports may be the most 

accurate means of assessing psychological characteristics. The third potential limitation of this study is that the empirical model presented here is specific to young 

adults, and, therefore, may not be transferable to older generations.  

The current work points to a number of opportunities for future research. In this study, mindset has been investigated at the individual and psychological level. 

Future research may explore it at the cultural level (e.g., differences in individual or collectivism across countries) (e.g., Leigh and Choi 2007; Chang and Cheng 

2015). Furthermore, future studies could consider more complicated models such as the hierarchical Bayes model (Allenby and Ginter 1995) to incorporate con-

sumer heterogeneity and to investigate how consumers’ response to fair trade goods may be affected by consumer demographic and psychographic profiles. 

 

REFERENCES 
1. Allenby, G. M., and Ginter, J. L. (1995), “Using extremes to design products and segment markets,” Journal of Marketing Research, Vol.32, No.4, pp.392-403. 

2. Anderson, J. C., and Gerbing, D. W. (1988), “Structural equation modeling in practice: A review and recommended tow-step approach,” Psychological Bulletin, 

Vol.103, No.3, pp. 411-423. 

3. Andorfer, V. A., and Liebe, U. (2012), “Research on fair trade consumption—A Review,” Journal of Business Ethics, Vol.106, No.4, pp.415-435.  

4. Andorfer, V. A., and Liebe, U. (2015), “Do information, price, or morals influence ethical consumption? A natural fiel experiment and customer survey on the 

purchase of fair trade coffee,” Social Science Research, Vol.52, pp. 330-350. 

5. Aquino, K., and Reed, A. I.I. (2002), “The self-importance of moral identity,” Journal of Personality and Social Psychology, Vol.83, pp.1423-1440. 

6. Aquino, K., Freeman, D., Reed, A. I.I., Lim, V. K. G. and Felps, W. (2009), “Testing a social cognitive model of moral behavior: The interactive influence of 

situation and moral identity centrality,” Journal of Personality and Social Psychology, Vol.97, pp. 123-141. 

7. Bandura, A. (1986), “Social foundations of thought and action: A social cognitive theory”. Englewood Cliffs, NJ: Prentice- Hall, Inc 

8. Bandura, A. (1989), “Social cognitive theory of organizational management,” Academy of Management Review, Vol.14, No.3, pp.361-384. 

9. Blasi, A. (1984), “Moral identity: Its role in moral functioning. In W. Kurtines and J. Gewirtz (Eds), Morality, moral behavior and moral development”. (pp. 

128-139). New York: Wiley. 

10. Bray, J., Johns, N., and Kilburn, D. (2011), “An exploratory study into the factors impeding ethical consumption,” Journal of Business Ethics, Vol.98, No.4, 

pp.597-608. 

11. Chan, R. Y. K. (1999), “Environmental attitudes and behavior of consumers in China: Survey findings and implications,” Journal of International Consumer 

Marketing, Vol. 11, No.4, pp.25-52. 

12. Chang, C. C. (2011), “Feeling ambivalent about going green,” Journal of Advertising, Vol. 40, No.4, pp.19-31.  

13. Chang, C.T., and Cheng, Z.H. (2015), “Tugging on heartstrings: shopping orientation, mindset, ad consumer responses to cause-related marketing,” Journal 

of Business Ethics, Vol.127, No.2, pp.337-350. 

14. Chen, Y. S. (2008), “The driver of green innovation and green image—Green core competence,” Journal of Business Ethics, Vol.81, No.3, pp.531-543. 

15. Cooper-Martin, E., and Holbrook, M. B. (1993), “Ethical consumption experiences and ethical space,” Advances in Consumer Research, Vol.20, No.1, pp.113-

118. 

16. Damon, W., andHart, D. (1992), “Self-understanding and its role in social and moral development. In M. Bomstein and M. E. Lamb (Eds.),” Developmental 

psychology: An advanced textbook (3rd ed., 421-464.) Hillsdale, NJ: Erlbaum. 

17. Doran, C. J. (2009), “The role of personal values in fair trade consumption,” Journal of Business Ethics, Vol.84, No.4, pp.549-563. 

18. Fornell, C., and Larcker, D. F. (1981), “Evaluating structural equation models with unobservable variables and measurement error,” Journal of Marketing 

Research, Vol.18, No.1, pp.39-50. 

19. Hamilton, R., Vohs, K. D., Sellier, A. L., and Meyvis, T. (2011), “Being of two minds: Switching mindsets exhausts self-regulatory resources,” Organizational 

Behavior and Human Decision Processes, Vol.115, No.1, pp.13-24. 

20. Hashimoto, H., Li, Y., and Yamagishi, T. (2011), “Beliefs and preferences in cultural agents and cultural game players,” Asian Journal of Social Psychology, 

Vol.14, pp. 140-147. 

21. Hayes, A. F. (2009), “Beyond Baron and Kenny: Statistical mediation analysis in the new millennium,” Communication Monographs, Vol.76, No.4, pp.408-

420.  

22. He, H., Zhu, W., Gouran, D. and Kolo, O. (2016), “Moral identity centrality and cause-related marketing: The moderating effects of brand social responsibility 

image and emotional brand attachment,” European Journal of Marketing, Vol.50, No.1-2, pp.236-259.  

23. Hertel, S., Scruggs, L., and Heidkamp, C. (2009), “Human rights and public opinion: from attitudes to action”, Poli. Sci. Quart. Vol.124, pp.43-459. 

24. Ho, D. Y. F. (1995), “Selfhood and identity in Confucianism, Taoism, Buddhism, and Hinduism: Constructs with the West,” Journal for the Theory of Social 

Behavior, Vol.25, pp.115-139. 

25. Hofstede, G. (1997), “Cultures and organizations: Software of the mind”. NY: McGraw Hill. 

26. Huang, K. K. (1987), “Face and favor: The Chinese power game,” American Journal of Sociological Society, Vol.92, pp.944-974. 

27. Kim, Y-K., Forney, J., and Arnold E. (1997), “Environmental messages in fashion advertisements: Impact on consumer responses,” Clothing and Textiles Re-

search Journal, Vol.15, No.3, pp.147-154. 



VOLUME NO. 6 (2016), ISSUE NO. 08 (AUGUST)  ISSN 2231-5756 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

29 

28. Leigh, J. H., and Choi, Y. (2007), “The impact of attributions about life events on perceptions of foreign products: Contrasts in individualism and collectivism,” 

Psychology & Marketing, Vol.24, No.1, pp.41-68. 

29. Levin, G. (1990), “Consumer turning green: JWT Survey,” Advertising Age, Vol.61, No.47, p.74. 

30. Lu, L. (2003), “Defining the self-other relation: The emergence of a composite self,” Indigenous Psychological Research in Chinese Societies, Vol.20, pp.139-

207. 

31. Lu, L., Chang T. T., and Chang, Y. Y. (2012), “The meaning of work and family and its role in coping with work and family conflict: Practicing the Chinese 

bicultural self,” Indigenous Psychological Research in Chinese Societies, Vol.37, pp.141-189. 

32. Lu, L.C., Chang, H. H., and Chang, A. (2015), “Personality and green buying intention: The mediate role of consumer ethical beliefs,” Journal of Business Ethics, 

Vol.127, No.1, pp.205-219.  

33. MacKinnon, D. P., Lockwood, C. M. and Williams, J. (2004), “Confidence limits for the indirect effect: Distribution of the product and resampling methods,” 

Multivariate Behavioral Research, Vol.39, pp.99-128.  

34. Markus, H. R., and Kitayama, S. (1991), “Culture and the self: Implications for cognition, emotion, and motivation,” Psychological Review, Vol.98, No.2, 

pp.224-253. 

35. Mathieu, J. E., and Taylor, S. R. (2006), “Clarifying conditions and decision points for meditational type inferences in Organizational Behavior,” Journal of 

Organizational Behavior, Vol.27, pp.1031-1056. 

36. Montada, L., and Lerner, M. J., eds. (1998), “Responses to Victimizations and Belief in a Just World”. New York: Plenum Press. 

37. Nicholls, A. and Opal, C. (2005), “Fair Trade: Market-driven Ethical Consumption”. Sage, London. 

38. Penner, L. A., Dovidio, J. F., Piliavin, J. A. and Schroeder, D. A. (2005), “Prosocial behavior: Multilevel Perspectives”. In S. T. Fiske, D. L. Schacter & A. E. Kazdin 

(Eds.) Annual Reviews. 

39. Reed, A., II. (2002), “Social identity as a useful perspective for self-concept-based consumer research,” Psychology and Marketing, Vol.19, pp.235-266. 

40. Salvador, R., Merchant, A., and Alexander, E. (2014), “Faith and fair trade: The moderating role of contextual religious salience,” Journal of Business Ethics, 

Vol.121, No.3, pp.353-371. 

41. Shaw, D. and Clarke, I. (1999), “Belief formation in ethical consumer groups: an exploratory study,” Marketing Intelligence and Planning, Vol.17, No.2, pp.109-

119. 

42. Shaw, D. and Shiu, E. (2002), “The role of ethical obligation and self-identity in ethical consumer choice,” International Journal of Consumer Studies, Vol.26, 

No.2, pp. 109-116. 

43. Singhapakdi, A. and Vitell, S. J. (1991), “Selected factors influencing marketer’s deontological norms,” Journal of the Academy of Marketing Science, Vol.19, 

No.1, pp. 37-42. 

44. Sparks, J. R. (2015), “A social cognitive explanation of situational and individual effects on moral sensitivity,” Journal of Applied Social Psychology, Vol.45, 

pp.45-54. 

45. Spector, P. E. (2006), “Method variance in organizational research: Truth or urban legend?” Organizational Research Methods, Vol.9, No.2, pp.221-232. 

46. Srong, C. (1996), “Features contributing to the growth of ethical consumerism—A preliminary investigation,” Marketing Intelligence and Planning, Vol.145, 

pp.5-10. 

47. Taylor, J. E., and Boasson, V. (2014), “Who buys fair trade and why (or why not)? A random survey of households,” Journal of Consumer Affairs, No.48, Vol.2, 

pp.418-430.  

48. Triandis, H. C. (1989), “The self and social behavior in differing cultural contexts,” Psychological Review, Vol.96, No.3, pp.506-520. 

49. Triandis, H. C. (1994), “Theoretical and methodological approaches to the study of collectivism and individualism”. In U. Kim, H. C. Triandis, & C. Kagitcibasi 

(Eds.), Individualism and collectivism: Theory, method, and applications (pp. 41-51). Thousand Oaks: Sage.  

50. Triandis, H. C. (1995), “Individualism and collectivism”. Boulder, CO: Westview Press. 

51. Vaidyanathan, R., Aggarwal, P., and Kozlowski, W. (2013), “Interdependent self-construal in collectivist cultures: Effects on compliance in a cause-related 

marketing context,” Journal of Marketing Communications, Vol.19, No.1, pp.44-57.  

52. Van de Vijver, F., and Leung, K. (1997), “Methods and data analysis of comparative research”. In J. W. Berry, Y. H. Poortinga, & J. Pandey (Eds.), Handbook of 

cross-cultural psychology (pp.247-300). Needham Heights, MA: Allyn & Bacon. 

53. White K., MacDonnell, R., and Ellard, J. H. (2012), “Belief in a just world: consumer intentions and behaviors toward ethical products,” Journal of Marketing, 

Vol.76, No.1, pp.103-118. 

54. Williams, J., and MacKinnon, D. P. (2008), “Resampling and distribution of the product methods for testing indirect effects in complex models,” Structural 

Equation Modeling, Vol.15, pp.23-51. 

55. Winterich, K. P., Aquino, K., Mittal, V. and Swartz, R. (2013a), “When the symbolization of moral identity motives prosocial behavior: The role of recognition 

and moral identity internalization,” Journal of Applied Psychology, Vol.98, No.5, pp. 759-770.  

56. Winterich, K. P., Mittal, V., and Aquino, K. (2013b), “When does recognition increase charitable behavior? Toward a moral identity-based model,” Journal of 

Marketing, Vol.77, No.3, pp.121-134. 

57. Xie, C., Bagozzi, R. P., and Gronhaug, K. (2015), “The role of moral emotions and individual differences in consumer responses to corporate green and non-

green action,” Journal of the Academy of Marketing Science, Vol.43, No.3, pp.333-356. 

 

 

 

  



VOLUME NO. 6 (2016), ISSUE NO. 08 (AUGUST)  ISSN 2231-5756 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

30 

REQUEST FOR FEEDBACK 
 

Dear Readers 

 

 

At the very outset, International Journal of Research in Commerce, IT & Management (IJRCM) acknowledges 

& appreciates your efforts in showing interest in our present issue under your kind perusal. 

 

I would like to request you to supply your critical comments and suggestions about the material published 

in this issue, as well as on the journal as a whole, on our e-mail infoijrcm@gmail.com for further improve-

ments in the interest of research. 

 

If you have any queries, please feel free to contact us on our e-mail infoijrcm@gmail.com. 

 

I am sure that your feedback and deliberations would make future issues better – a result of our joint effort. 

 

Looking forward to an appropriate consideration. 

 

With sincere regards 

 

Thanking you profoundly 

 

Academically yours 

 

Sd/- 

Co-ordinator 
 

 

 

DISCLAIMER 
The information and opinions presented in the Journal reflect the views of the authors and not of the Journal 

or its Editorial Board or the Publishers/Editors. Publication does not constitute endorsement by the journal. 

Neither the Journal nor its publishers/Editors/Editorial Board nor anyone else involved in creating, producing 

or delivering the journal or the materials contained therein, assumes any liability or responsibility for the 

accuracy, completeness, or usefulness of any information provided in the journal, nor shall they be liable for 

any direct, indirect, incidental, special, consequential or punitive damages arising out of the use of infor-

mation/material contained in the journal. The journal, neither its publishers/Editors/ Editorial Board, nor any 

other party involved in the preparation of material contained in the journal represents or warrants that the 

information contained herein is in every respect accurate or complete, and they are not responsible for any 

errors or omissions or for the results obtained from the use of such material. Readers are encouraged to 

confirm the information contained herein with other sources. The responsibility of the contents and the 

opinions expressed in this journal are exclusively of the author (s) concerned. 

 



VOLUME NO. 6 (2016), ISSUE NO. 08 (AUGUST)  ISSN 2231-5756 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

IV 

 


