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a b s t r a c t

This research has a twofold objective: first, to propose a tool for evaluating retailers’ commitment to
sustainable development as perceived by consumers (RCSD); second, to test a conceptual framework
adapted from the Ajzen and Fishbein (1980) model and to study the impact of RCSD on the retailer’s
image, consumer loyalty and boycotts. Structural equation modeling was used to test the hypothesized
relationships. The study confirms the link between RCSD and the consumers’ positive image toward the
retailer and suggests that sustainable development practices can help retailers build a good image among
consumers. But there is no link between RCSD and consumer loyalty, showing that sustainable
development is not a purchase criterion for consumers.

& 2014 Published by Elsevier Ltd.

1. Introduction

“Retailing with a difference. Retailing with a conscience.
Retailing is not about maximizing profits. Nor is it about seeing a
fantastic opportunity and saying ‘hey we can make big bucks
there’. That is not retailing” (Suzanne Ackerman Berman/Pick n
Pay, Corporate Transformation Director, quoted by Morrison and
Humlen, 2013). These words show that retailers have become
aware that they need to take sustainable development into
account in their practices. Defined by the Brundtland (1987) report
as “development that meets the needs of the present without
compromising the ability of future generations to meet their own
needs”, sustainable development has increasingly figured in com-
pany policies and is today regarded as an important business goal
by many stakeholders (Sheth et al., 2011). Over the last few years,
retailers have been implementing various practices that take
account of sustainable development: elimination of plastic bags
at checkouts, reduction of CO2 emissions, internal codes of good
conduct (e.g. in relation to child labor), improvement of employ-
ment practices (male/female wage parity, hiring of handicapped
workers, etc.), and so forth. In the UK, Tesco has a policy of using
wood products from certified sources and Sainsbury’s is com-
mitted to combating obesity. In the United States, Wal-Mart has
since 2005 published an annual report with regard to its environ-
mental commitments (greenhouse gas emissions reduction, etc.)

and has positioned itself as a “green and socially responsible
company”. This positioning can be understood as a desire to
enhance its image, since according to one study, 8% of Wal-Mart
customers have stopped recommending the brand because of its
reputation (Damperat and Dussart, 2007). In France, Monoprix has
since 1998 been enlarging its provision of “sustainable” products
(organic products, environmentally friendly products, and fair
trade products) and encourages people to change their consump-
tion patterns by purchasing products for their quality-of-life
characteristics, including sustainable development in their design.

Aggeri et al. (2005, p. 15) show that companies’ discourses and
approaches regarding sustainable development frequently express
“a desire to be in compliance with social demands, in the knowl-
edge that such compliance is merely symbolic and has little
connection with the company’s real business”. Thus mass retailing
needs to find new models, and to focus on its customers and not
only its shareholders: the issue for retailers is on one hand better
satisfying consumers by introducing more fair trade products and
on the other setting up local initiatives and building real partner-
ships with its suppliers. Consumers thus expect concrete evidence
of retailers’ social commitment and, as stakeholders, they can play
a major role in the development of retailers’ sustainable develop-
ment practices. It therefore seems relevant to analyze not only
consumers’ perception of such practices, but also the impact on
their behavior. For Sheth et al. (2011), a customer-centric approach
to sustainability is of critical interest for all firms endeavoring to
prosper in today’s environment and intending to continue doing
so in the future. As underlined by Hult (2011), market-focused
sustainability means greater market orientation. However,
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Chabowski et al. (2011, p. 56) note “that sustainability research has
not become a widely studied topic in premier marketing journals”
and such studies focus primarily on green marketing (Polonsky,
2011). Yet although there has been considerable research devoted
to the retail sector (Journal of Retailing or Journal of Retailing and
Consumer Services, for example), there are still relatively few
academic studies that focus on sustainable development in the
field of retailing and analyze this concept from the consumers’
point of view. For example, Oppewal et al. (2006) have attempted
to establish a link between socially responsible practices in
shopping malls and their attractiveness as perceived by consu-
mers. Other researchers have studied the influence of sustainable
development actions on consumers’ shopping behavior
(Schramm-Klein et al., 2009) or the CSR commitments reported
by the UK’s 10 leading retailers, including Marks and Spencer and
Tesco (Jones et al., 2007). The findings often reveal the influence of
such actions on consumer attitude or trust, but few studies have
attempted to provide a tool for measuring sustainable develop-
ment as perceived by consumers, and these studies do not propose
models but only investigate links between variables.

This research therefore has a twofold objective. First, we
propose a tool for evaluating retailers’ commitment to sustainable
development as perceived by consumers, that we will call RCSD.
Indeed, as pointed out by McWilliams et al. (2006) and Chabowski
et al. (2011), research on sustainable development in marketing is
in its infancy and theoretical frameworks, measurement, and
empirical methods have yet to be established. We hope our
research will fill this gap. Second, there is no consensus on
a single model, even though Sheth et al. (2011) have developed a
consumer-centered model incorporating sustainable development.
We therefore decided to use Ajzen and Fishbein’s (1980) theory of
planned behavior in this study, because when referring to beha-
vior and attitude in marketing, it is the most frequently used
(Pookulangara et al., 2011) and seems to be appropriate for
studying sustainable development. We propose testing a concep-
tual framework adapted from this model by integrating the impact
of RCSD on retailers’ brand and on consumers’ loyalty or boycott.

2. Theoretical framework of the research and hypotheses
development

Aggeri et al. (2005, p. 2) emphasize that sustainable develop-
ment is associated with positive values and “is an elastic concept
that everyone can give a different meaning to”. Companies have,
moreover, appropriated this definition, and the notion of sustain-
able development has become “synonymous with durability, or
even a management tool” (Capron and Quairel-Lanoizelée, 2004,
p. 22). They add that corporate social responsibility (CSR) comes to
be the concrete expression of sustainable development issues or
the contribution of businesses to sustainable development. But for
authors such as Hult (2011), there is a difference between the two
concepts because “market-focused sustainability can be a strategic
resource” (p. 2): consumers are not included in the CSR framework
and consequently are not connected to the organization’s compe-
titive advantage. In the retail sector, consumers appear to be the
most important stakeholder: in this theory, stakeholders are
individuals or groups with legitimate interests in regard to the
company (Donaldson and Preston, 1995), and Pasquero (2005,
p. 22) points out that “the social positioning of the company and its
discourse aims to ensure the company’s legitimacy by establishing
the relevance of its business in relation to society’s needs”. But in
reality, criteria other than legitimacy play a part, particularly
power (Mitchell et al., 1997): in the retail sector, companies must
not only legitimate their business in the eyes of consumers, but
must also take into account the power of consumers. They put

pressure on retailers to define the rules in regard to social
practices – trade unions, human rights at work, banning of child
labor, good governance and transparency of management, while
also demanding products that meet environmental criteria
(Capron and Quairel-Lanoizelée, 2004). But the question arises as
to the best way of measuring sustainable development.

2.1. How can retailers’ sustainable development be measured?

In order to differentiate economic performance (oriented
toward shareholders’ interests) from performance oriented toward
all stakeholders, the concept of corporate social performance has
been developed (Pasquero, 2005). Thus in the 1990s there
emerged the Triple Bottom Line approach under the impetus of
financiers who, over and beyond a company’s financial perfor-
mance, wanted to measure its societal performance. This term
Triple Bottom Line distinguishes three aspects of sustainable
development – economic (“profit”), social (“people”) and environ-
mental (“planet”) – and, moreover, many companies use it in their
sustainable development reports and press releases (e.g. Shell,
Dow Chemicals, Carrefour, Auchan, etc.). According to the Triple
Bottom Line terminology, a certain number of indicators are
provided around the three pillars of sustainable development:
economic (products, etc.), social (professional training, male-
female parity, etc.) and environmental (reduction of packaging,
reduction of CO2 emissions, etc.). Thus organizations such as the
global reporting initiative (GRI) promote this tool, which provides
“a sustainable development reporting reference system that is as
credible as financial reporting, that is, founded on principles of
comparability, rigor and verifiability” (Aggeri et al., 2005, p. 94).
For Chabowski et al. (2011, p. 56), these dimensions may be viewed
“as the basis for integral market-oriented resources, capabilities
and competitive advantage vis-à-vis marketplace competitors”.
We decided to use these three indicators to measure RCSD because
they can help researchers analyze sustainable development
practices.

2.2. Adaptation of the Ajzen and Fishbein model

In Ajzen and Fishbein’s theory, “behavior is a function of a
person’s intention, which in turn is hypothesized to depend on
that person’s attitude toward the behavior and his/her subjective
norms” (Bagozzi et al., 1992, p. 500). Ajzen and Fishbein (1980)
defined behavioral intention as “an individual’s likelihood of enga-
ging in the behavior of interest” and it is the direct antecedent of
the actual behavior. As indicated by Bagozzi et al. (1992), beha-
vioral intention is a mediating variable between subjective norms
(a), perceived behavioral control (b), attitude (c) and behavior.
Subjective norms are defined as the individual’s perception that
“most people who are important to him or her believe that he
should or should not perform the behavior in question” (Fishbein
and Ajzen, 1975, p. 302). In a consumer context, shoppers’
purchase decisions are likely to be influenced primarily by family
and nonfamily referents (Pookulangara et al., 2011). In the case of
sustainable development, it can be supposed that subjective
norms have a major effect on behavioral intentions, insofar as
consumers believe it to be socially acceptable to buy fair trade
products or that they should boycott particular retailers. Moreover,
as shown by Oberseder et al. (2011), an important variable in
integrating CSR into consumer behavior is peer influence, which
can be linked to subjective norms. The second variable (b),
perceived behavioral control, is defined as the individual’s belief
as to the ease or difficulty of adopting a particular behavior (Ajzen
and Fishbein, 1980). Usually results show the positive influence of
this variable on behavioral intention (Ajzen and Fishbein, 1980;
Pookulangara et al., 2011).
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Hypothesis 1. Behavioral control positively influences the con-
sumer’s behavioral intention.

Hypothesis 2. Subjective norms influence positively the consu-
mer’s behavioral intention.

The third variable (c) attitude is a function of beliefs and the
evaluation of those beliefs (Pookulangara et al., 2011). In the case
of sustainable development, the perception that consumers have
of retailers’ commitment to sustainable development can be
considered as a set of beliefs and can replace the attitudinal
variable. When studying the influence of sustainable development
on consumer behavior, researchers find no link: Oppewal et al.
(2006, p. 272) showed that “if localness of actions resulted in more
positive perceptions of support for the local community, there was
no observable direct impact on shopping behavior, suggesting
there is no effect on sales”. Other authors maintain that when
asked, consumers declare their willingness and motivation to
consider CSR, but when it comes to real consumption, only very
few take account of CSR (Pam et al., 2006; Oberseder et al., 2011).
Based on the discussion above, we put forward the following
hypotheses:

Hypothesis 3. RCSD influences the consumer’s behavioral
intention.

Hypothesis 4. The consumer’s behavioral intention influences his/
her behavior.

2.3. Impact of RCSD on brand image, loyalty and boycott

CSR is reported to affect, directly or indirectly, the image of
brands and can increase consumers’ satisfaction (Luo and
Bhattacharya, 2006). Other studies have shown its influence on
the reputation of the company and consumer loyalty (Stanaland
et al., 2011). Taking account of sustainable development can be a
means of enhancing the added value of the brand, which can also
become a good way of maintaining the credibility of the retailer’s
public relations. Researchers often focus on CSR: for example, Ellen
et al. (2006, p. 148) contend that CSR is a key criterion in gauging
corporate reputation and that CSR associations “that reflect the
organizational status and activities with respect to its perceived
societal obligations” could help them to build trust among con-
sumers. For McWilliams et al. (2006, p. 5), “in contrast to the ease
of valuing CSR attributes (taste, quality, etc.), consumers often find
it difficult to determine if firm’s internal operations meet their
moral and political standards for social responsibility”. For
instance, companies such as McDonalds (US), Wal-Mart (US),
Carrefour and Auchan (Fr) publish annual reports on social
responsibility, though some consumers perceive this information
as biased, since it is filtered through senior management. Wagner
et al. (2009) examine the effects of varying configurations of
inconsistent CSR information on consumers, and their results
show that a proactive communication strategy (when the firm’s
CSR statements precede conflicting observed behavior) leads to
higher levels of perceived hypocrisy than a reactive strategy (when
the firm’s CSR statements follow observed behavior). Thus, this
study suggests our fifth hypothesis:

Hypothesis 5. RCSD influences the retailer’s image among
consumers.

When analyzing retailers and consumer motivations, Megicks
et al. (2008) found that when consumers make decisions about
ethical and socially responsible choices, their motivations will vary
according to the situation and will therefore be multi-dimensional
in nature. Their findings indicate that “when the consumer’s
intention is to satisfy urgent needs for a few products on a top-

up shop the significance of global ESR issues diminishes, and,
whilst local issues still remain relevant, they become less impor-
tant in store choice” (p. 650). Oberseder et al. (2011, p. 453) noted
that consumers agree on the lesser importance of CSR compared
to other purchase criteria such as price, quality, brand, country of
origin, and service. This finding conforms to previous research,
which shows that CSR is not “at the top of many consumers’ lists”.
They show that there are three additional factors before taking a
company’s CSR initiatives into account for consumers’ purchasing
decisions: the image of the company, the credibility of CSR
initiatives, and the influence of peer groups. This is consistent
with Diallo’s (2012) study, which showed that the direct and
positive relationship between store image and purchase intention
was not significant. This author also insisted that “retail managers
must be then aware that improving store image does not always
lead directly to greater purchase intention” (p. 365).

Hypothesis 6. RCSD does not influence consumers’ loyalty.

Bray et al. (2011) identify exogenous (consumer characteristics)
and impeding variables in ethical consumption and their impact
on various consumer behavior outcomes and they highlight the
importance of boycotts: some consumers avoid particular products
and brands when they have reason to question the companies’
ethical credibility. In our research, it seems thus pertinent to focus
on consumers’ boycotts because they can be devastating for sales
and the company’s brand image (Braunsberger and Buckler, 2011).
A boycott occurs “when a number of people abstain from purchase
of a product, at the same time, as a result of the same egregious act
or behavior, but not necessarily for the same reasons” (John and
Klein, 2003, p. 1198). Thus, consumers participate in boycotts to
express extreme dissatisfaction with a company’s actions and/or
policies (Braunsberger and Buckler, 2011). We decided to adapt
hypotheses 3 and 4 and to focus only on consumers’ boycott:

Hypothesis 3 (adapted). RCSD influences the consumer’s boycott
intention.

Hypothesis 4 (adapted). The consumer’s boycott intention influ-
ences his/her behavior (boycott).

Among individual factors that can influence RCSD, we decided
to study the impact of ethical consumption: as noted by Bray et al.
(2011), many participants in their study were influenced in regard
to purchase decisions by ethical considerations and avoided
products or brands that they considered to have poor ethical
standards.

Hypothesis 7. Ethical consumption influences RCSD.

We decided to test the model as follows (Fig. 1).

3. Research methodology

In order to develop a scale in order to measure RCSD, we carried
out a qualitative study, then a quantitative study, among consumers.
We tested the research model with AMOS 20.00 software.

3.1. Scale development

We interviewed 15 French consumers: eight female and seven
male, aged from 25 to 65. For reasons of geographical access, the
majority of the respondents came from the Paris region. The aims
of this qualitative study were twofold: (1) to identify the links
between sustainable development and mass retailing as perceived
by consumers; (2) to determine the consequences in terms of
behavior (loyalty, shopping habits, boycotts, etc.) as expressed by
the consumers. All interviews were transcribed and subjected to a
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thematic content analysis. Miles and Huberman (1984) emphasize
also the importance of specific techniques that enable the quali-
tative data to be analyzed. Our categories were constructed a
posteriori according to the words used by the respondents, but
following the different stages of the interview guide. A thematic
analysis was then carried out, after coding the various themes and
sub-themes. This analysis was subject to double coding by two
researchers. We classified their answers according to the three
categories suggested by Bottom Line: economic, environmental,
and social. We then constructed items for each category, finally
obtaining 22 items for measuring retailers’ commitment to sus-
tainable development as perceived by consumers: these items
were constructed as assertions by consumers about retailers’
sustainable development. For example, “Hypermarkets engage in
actions directed at schools”.

We conducted a quantitative study on 252 French consumers in
March 2011, using the quota method to ensure homogeneity in
terms of age, gender (50% female and male) and socio-professional
standing. A demographic profile of the respondents (summarized
in Appendix A), indicated that 56% were under 40 years old and
44% were 40 or over, and they all came from the Paris region.
Participants included students (20%), functionaries (15%) and
middle or upper management (31%). These respondents were
interviewed at home and not in hypermarkets in so as to obtain
a larger sample, and not only customers of a particular hypermar-
ket. They frequent three major hypermarkets (Carrefour 42.5%,
Auchan 17.5%, and Leclerc 15.9%), while other hypermarkets
account for less than 6%.

In the first stage, we carried out a factor analysis using SPSS
12.00 software to verify the criteria of validity and reliability for
the measurement scales. We chose to proceed first to a refinement
stage and thus to eliminate items whose goodness-of-fit was less
than 0.5, then to proceed by stages in order to obtain satisfactory
indices. We finally retained 12 items and 3 dimensions for the
RSCD scale, which explained 50.5% of the phenomenon, thus
providing a satisfactory fit (see Appendix B). KMO of 0.790 and
Cronbach’s alpha of 0.748 were both satisfactory. For the model’s
other variables, we carried out a factor analysis to verify the
criteria of validity and reliability for the measurement scales used:
when these were moderate, we eliminated items that were not
satisfactory; all of them revealed one factor (Table 1).

Some variables are measured by a single item: behavioral inten-
tion (“If your hypermarket has non-responsible practices, would you
decide not to go anymore?”), behavior (“Have you boycotted your
hypermarket?”), loyalty (“Do you always go to the same hypermar-
ket?”) and ethical consumption (“Do you buy organic products”).
Although single-item scales are generally little used in marketing,
Bergkvist and Rossiter (2008) have demonstrated their effectiveness.
Accordingly we considered it unnecessary to add new items.

3.2. Structural model and hypothesis testing

We next tested the research model with AMOS 20.00 software.
The model’s fit indices are satisfactory, in that the value of RMSEA
is less than 0.08 (0.062 in this study). GFI is higher than 0.9
(0.906), but the AGFI index is below this limit (AGFI¼0.877). The
incremental indices (IFI and TLI), which measure the improvement
of fit by comparing the model tested to a standard model (Roussell
et al., 2002), must be higher than 0.9. In our case, one is
acceptable (IFI¼0.906), but the other is below the threshold
(TLI¼0.889). However, as Bollen (1989) points out, “knowledge
of the factors influencing the value of an index and common sense
are the best guides for evaluating the results obtained”. Similarly,
Roussell et al. (2002) show that these limit values are primarily an
indication of standards and not an indisputable threshold for
rejecting the model. For this reason, we decided to keep all these
items so as to conserve the model’s consistency, without trying at
all costs to improve the indices through the elimination of one or
more items. To validate our hypotheses, we verify them with
Student’s t-test, which must be higher than 1.96 (Table 2).

4. Results and discussion

The study yields a number of findings. We can notice the
positive impact of perceived control on behavioral intention (H1),
which means that consumers think they can act and decide to
boycott the retailer. Despite not having participated in a boycott,
they nevertheless think that it is in their power to influence the
retailer. This finding should encourage retailers to be more vigilant
regarding their sustainable development actions and to take into
account the fact that although consumers’ civic awareness does

H5 (+) 

  H7 (+)      H6 (-) 

          H3 (+)             

H

H

1 (+) H4 (+)  

2 (+)  

Sustainable Development as 
perceived by consumers  

(RCSD)

Perceived 
control 

Subjective 
norms 

Loyalty 

Behavior 
(boycott) 

Behavioral  
Intention 
(boycott 

intention) 

Ethical 
consumption 

Image 

Fig. 1. Research model.

Table 1
Factor analysis.

Variable measured Final number of items Percentage of variance (%) Cronbach’s alpha Goodness-of-fit

Perceived control 2 70.4 0.579 G1 0.839, G3 0.839
Subjective norms 3 79 0.866 F1 0.935, F2 0.891, F3 0.839
Retailer’s image 4 62 0.840 I5 0.670, I6 0.848, I7 0.859, I8 0.788, I9 0.759
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not always manifest itself in their actions, consumers might at
some point decide to put pressure on them. Specific actions such
as boycotts also reflect this shift among consumers: in the United
States, for example, consumers shop in large numbers in a store
that decided to use a proportion of its takings on a given day to a
sustainable development cause (also known as Carrotmob).

Another result of our study shows the importance of subjective
norms on behavioral intention (H2): although the consumer
intends boycotting a retailer, this variable may lead him not to
do so, in view of pressure by friends or acquaintances (subjective
norms). The implication for retailers is that the consumer is not
only someone who purchases but is also influenced by other
people to buy, or not buy, a product (for example, by other
stakeholders, such as NGOs). By integrating sustainable develop-
ment into their practices, retailers can positively influence all
stakeholders and thus help influence their consumers.

The third hypothesis is not confirmed: RCSD does not
influence consumers’ behavioral intention, a finding that is at
odd with Ajzen and Fishbein’s results. Thus even if the image
consumers have on the retailer is negative, they will not decide
to boycott the company. Nevertheless, behavioral intention is an
indicator of the consumer’s behavior (H4), thus confirming
Azjen and Fishbein’s findings. But the relationship is negative
between the two variables: boycotting by consumers is inver-
sely proportional to behavioral intention. This finding shows
that if consumers intend to act, they have not in fact boycotted
retailers, and it expresses the difficulty for consumers to really
act. This confirms Braunsberger and Buckler’s (2011, p. 96)
results, which showed that “boycott motivations include the
belief that consumers have the power to impact the boycott
target’s bottom line and/or behavior as well as the belief that
the boycott will succeed in forcing the target to cease its
egregious behavior”. Other researchers have found that “con-
sumers consider costs of boycott participation, both in terms of
intrinsic product preferences and substitutability, and are less
likely to boycott if perceived costs are high” (Sen et al., 2001,
p. 411). Although this result may reassure retailers that incor-
porating sustainable development in their practices has no real
impact on consumer behavior, it can be risky in the long term
for retailers not to introduce such practices.

Another finding is the consequences of RCSD on consumer’s
behavior. First, the study shows the positive influence of RCSD on
the retailer’s image among consumers (H5). This result confirms
Brunk’s (2010, p. 275) study on reputation building and the impact
on consumers: “While it is generally assumed that consumers’
ethical perceptions are either built on first-hand experiences or
other concrete information”, that reputation can be influenced “by
processes outside the company’s direct control”. In the absence of
concrete information or personal experience, consumers may infer
“ethical beliefs”. This result is important for retailers because it
suggests that sustainable development practices can help them to
build commitment and a good image among consumers. But there
is no link between RCSD and loyalty (H6). We can explain this by
the fact that the sustainable development criterion is not the first

choice for consumers: for example, in our study, the main reasons
for always going to the same hypermarket were proximity (52%),
choice (20%), price (18.3%), quality (7%) and service (2.5%). This is
consistent with previous studies showing that the characteristics
of price and of accessibility were very important in store choice
behavior (Ou et al., 2006; Megicks et al., 2008). It also confirms the
findings of Oberserder et al. (2011), who shows that the evaluation
of CSR initiatives is a complex process during which consumers
distinguish between core, central and peripheral factors: if con-
sumers do not have any information on or care about CSR
initiatives, they do not consider it to be a purchase criterion.
Other researchers have shown that improving the store image
does not always lead directly to greater purchase intention (Diallo,
2012) and that loyalty is not impacted by the retailer’s reputation
(Ou et al., 2006).

Among individual variables that can influence RCSD, we tested
different variables (gender, age, education), but none of them had
an impact on it. The only individual variable that had an influence
was ethical consumption and the fact that consumers buy organic
products. The last hypothesis (H7) was thus verified, which shows
the importance of this variable in RCSD: the more consumers
know about SD, the more they are conscious of retailers’ SD
practices and policies and they are able to evaluate it precisely,
thus confirming previous research (Megicks et al., 2008).

5. Conclusion and limitations

Our main contribution is to propose a tool for measuring
retailers’ commitment to sustainable development as perceived
by consumers. It will enable retailers to determine what actions
they should take to incorporate sustainable development into
their practices. Until now, researchers have not measured sustain-
able development practices, and this study confirms the existence
of three dimensions (economic, social and environmental) in
sustainable development.

But the study has certain limitations. First, the sample was
restricted to a small area (the Paris region) and these findings may
not be generalizable to countries other than France: it might be
interesting to test it in an Anglo-Saxon country in order to verify
external validity. Second, though the model’s indicators are
satisfactory, we can think that further items could be included in
the measurement tool, and the scale could be tested again.
Another limitation is that RCSD does not influence behavioral
intention to boycott. It seems surprising that even if retailers are
perceived by consumer as having poor sustainable practices, this
has no influence on their intent. But often there is a difference
between intent and behavior, and consumers overestimate beha-
vioral intention. We can think that boycotts are a political weapon
used by some consumers, but and not by all. It might be more
interesting for future research to focus on other variables as
purchase intent, store choice, etc. These limitations all represent
possible avenues for future research.

Table 2
Research hypotheses.

Hypothesis t value Results

Hypothesis 1. Behavioral control positively influences the consumer’s behavioral intention 4.327 Confirmed
Hypothesis 2. Subjective norms influence positively the consumer’s behavioral intention 4.975 Confirmed
Hypothesis 3. RCSD influences the consumer’s boycott intention 0.151 Not confirmed
Hypothesis 4. The consumer’s boycott intention influences the his/her behavior (boycott) �4.456 Confirmed
Hypothesis 5. RCSD influences the retailer’s image among consumers 3.983 Confirmed
Hypothesis 6. RCSD does not influence the consumer’s loyalty 1.507 Confirmed
Hypothesis 7. Ethical consumption influences RCSD 2.087 Confirmed
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