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Abstract
In emerging markets, instances of increasing consumers focus on ethical aspects of
the product are observed. To this end, we aim to examine the influence of two ethical certifications and two product involvement types on consumers willingness to
purchase ethical products at price premiums in the Indian market. No animal cruelty
certification and no child labor certification are chosen as the ethical certifications,
and a shirt and a bar of soap are chosen as high and low involvement product categories. Data is collected from 206 respondents for the experiment, in which consumers
willingness to purchase a product is evaluated for different product scenarios. The
results of the study indicate that individuals show highest willingness to purchase
products (a shirt or a soap) when both certifications (no animal cruelty, no child
labor) are present. However, in comparing individual certifications, individuals prefer no animal cruelty certification for a shirt and no child labor certification for a bar
of soap. The study provides insights to practitioners regarding consumers present
perception of ethical aspects in the product and directions to increase sales of ethical
products in the Indian market.
Keywords Ethical certifications · No animal cruelty · No child labor · Product
involvement · Willingness to purchase at price premium

1 Introduction
Ethical consumption refers to the consumption of products that are manufactured
or processed without causing harm to animals and environment (Davies & Gutsche,
2016). Furthermore, they do not involve child labour and are based on fair trade
practices (Davies & Gutsche, 2016). Media has highlighted the ethical concerns
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and making consumers aware about the importance of ethical consumption (Kang
& Namkung, 2018; Lu & Sinha, 2019), leading to a rise in the consumers preference and demand for ethical products. For instance, a press release showed that
around 33 percent of the consumers favour purchasing the brands which are ethical
as opposed to the conventional ones (Unilever, 2017). Scholars indicate that ethical
consumption has increased both in scale and scope (Bennett, 2018; Ryan & Casidy,
2018). Furthermore, it is expected that the consumers will prefer products with
ethical aspects over traditional products (Accenture, 2020). Scholars also argue that
consumers not only show a favourable attitude towards brands manufacturing their
products ethically, but also boycott those brands that engage in unethical practices
(Lim & Shim, 2019). Subsequently, the consumer demand has led organizations
to invest in ethical products and practices (Minton et al., 2012; Peattie & Samuel,
2018). However, despite the increase in the consumer’s ethical concerns, as well as
the demand and availability for ethical products, the market for ethical products is
still a niche (Kushwah et al., 2019). Recent literature suggests that consumers stated
preferences for ethical products do not always convert into the actual buying behaviour (Govind et al., 2019). One prominent reason for consumers lower tendency to
actually purchase/buy the ethical products is the high price premium associated with
the ethical products (Gallenti et al., 2016; Gleim et al., 2013).
The prior literature suggests that there are several experimental studies to measure the consumer willingness to purchase ethical products at a price premium (Park,
2018). However, these studies have certain limitations. First, existing studies have
offered a base price to consumers and later ask them to provide the value of premium they would be willing to pay above that for an ethical product (Gallenti et al.,
2016; Mai, 2014). Since these studies do not provide information on consumer reaction to the real price premiums in the market, organisations and brands have little idea
whether consumers will actually purchase the ethical products already available in
the market at certain price premiums. Second, most studies focus on evaluating the
consumer’s willingness to purchase ethical products for one ethical certification, such
as fair-trade (Lappeman et al., 2019; Rashid & Byun, 2018). However, the market
has numerous ethical products possessing more than one ethical certification, such
as Khadi Essentials, which has certifications like “no animal cruelty”, “organic”, and
“vegan”. Some scholars like Park (2018) have tested the influential role of multiple
ethical certifications in their studies. However, a one to one relationship was tested
and it included a single product category (Gallenti et al., 2016). Gallenti et al. (2016)
tested the differences in willingness to pay for coffee with organic certification, and
coffee with fair trade certification independently. They do not test consumer’s willingness to purchase the product at a price premium when it has both the organic
and fair-trade certifications. Multiple ethical certifications may increase consumer’s
trust regarding the authenticity of the ethical claims and thereby, may increase consumer’s willingness to purchase a product at price premiums. Because of the lack of
literature on the willingness of customers to purchase a product of high price with
numerous ethical certifications, practitioners do not have much idea whether they
should acquire multiple ethical certifications for their products at an additional cost.
Additionally, the literature shows that consumer reaction towards a particular ethical
dimension also depends upon the type of the product chosen for the study (Auger &
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Devinney, 2007). For example, Basgoze (2012) found that the US consumers showed
higher willingness to pay a premium for high involvement product categories than for
low involvement everyday purchases. Nevertheless, the literature has rarely empirically tested whether consumer willingness to purchase ethical products will differ
according to the types of product involvement (Foti & Devine, 2019). Thereby, there
is a need to study consumers willingness to purchase a product of high price that
possesses multiple ethical certifications, besides examining differences in willingness to purchase a product of high price across product category involvement types.
Lastly, most existing studies were conducted in the developed market context, such
as US (Yacout & Vitell, 2018) and Europe (Wiederhold & Martinez, 2018). Studies pertaining to ethical consumerism in developing countries are sparse (Lappeman
et al., 2019). Literature ignores the perspectives of consumers in developing economies regarding issues such as child labour and animal cruelty. These aspects may be
viewed differently in a developing market because majority of the population have a
low income; which may further threaten their livelihood opportunities. Additionally,
scholars have argued that the preferences for ethical products may vary across cultures (Jung et al., 2016). Thereby, this study tests consumers reaction in a developing
market context.
The current study aims to address the aforementioned gaps in the prior literature. The current study provides various product scenarios to respondents which
comprised of two ethical certifications (no animal cruelty certification and no
child labor certification) and two product category involvement types (highinvolvement and low-involvement). In the study, we tested consumer willingness to purchase products of high price for two ethical certifications, and two
product involvement types. Two main research questions (RQs) of this study are:
RQ1. Do consumers report willingness to purchase products at a price premium
with the introduction of ethical certifications in the product? RQ2. Does willingness to purchase products with ethical certifications at a price premium depend
upon the product involvement types? In the current study, India was chosen as
the study context because the demand for the ethical products is surging within
India with more than 60% of shoppers seeking ethical characteristics in their
products (Bhushan, 2019). Companies are also reporting that their ethical products are growing at a faster pace than conventional products. We also wanted to
address the gap related to the overemphasis on developed markets in prior literature. Additionally, Indian market is lucrative for the organizations, as it ranks as
the fifth-largest economy globally, ahead of UK and France (Economic Times,
2020). Therefore, studying Indian consumers can have significant repercussions
for the whole world.
The rest of the article is structured as follows. First, Sect. 2 presents the literature
review and the hypotheses of this study. Sect. 3 provides the details of the variables chosen for the study. Sect. 4 provides the methodology to illustrate the research
design, the demographics of the respondents and the data collection. Sect. 5 is data
analysis aiming to test and present the findings of the study. Sect. 6 presents the discussion and implications for discussing the academic and practical implications that
could be derived from the study. Finally, limitations and future research is discussed
in Sect. 7.
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2 Theory development
2.1 Price and ethical certifications
Price is defined as the exchange value (in currency) of the goods being traded
(Smith, 2019) and was found to be an essential parameter impacting consumer
willingness to buy products. However, with growing income and awareness, consumers convey that price is not the only criterion that impacts their decision to
buy products, but also the environmental and societal factors associated with the
product (Kang & Namkung, 2018; Lu & Sinha, 2019). To this end, ethical certifications provide evidence to consumers regarding the environmental or societal stance taken by the organisation whose products consumers are purchasing
(Didier & Lucie, 2008; Loureiro & Lotade, 2005). An organisation has to follow
strict regulations and standards for its entire supply chain for ensuring that the
ethical stance promoted by the organisation is not a hoax (Simangunsong et al.,
2016). However, ethical certifications can be obtained without following the strict
standards as no clear guidelines are available (Nuttavuthisit & Thøgersen, 2017).
This makes it difficult for the consumer to trace the processes a product has gone
through and ensure the credibility of the ethical claims made by the firm.
In spite of the aforementioned, literature points out that consumers usually
react positively to ethical certifications by showing a higher willingness to pay for
products with ethical characteristics. For example, Araque-Padilla et al. (2015)
mentioned that the negative effect of price on purchasing intentions of ethical
products can be attenuated by focusing on ethical characteristics. Gallenti et al.
(2016) found that consumers are willing to pay a premium for coffee having ethical certification of fair trade and organic. Mai (2014) found that consumers report
willingness to pay premium for a product with ethical characteristics, such as
organic, recyclable packaging, and fair trade. However, previous scholars have
included ethical certifications such as fair trade and organic (Konuk, 2019; Maaya
et al., 2018). These certifications are associated with multiple ethical issues,
for example, fair trade certification includes issues pertaining to environmental safety, labour safety, and animal protection (Rashid & Byun, 2018; Cosmina
et. al., 2016). Consumer reactions to each ethical issue may vary. A certification dealing with multiple ethical issues make it difficult to examine consumer’s
reaction to independent ethical issues. Hence, this study includes specific ethical
issues of “no animal cruelty” and “no child labour”.
2.1.1 No animal cruelty certification
Animals have been treated as an alternative to machines as per the need of the
humans. This points at the fact that human beings were of the opinion that animals were incapable of feeling pain or pleasure (Cottingham, 1978). In the recent
past, it has been proven scientifically that animals also exhibit cognition process
and feel pleasure and pain (Erdenk, 2013). This has further led to the utilitarian
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philosophy, wherein an individual aims to seek pleasure only if it has not caused
any pain or harm to themself or others in the society (Napolitano et al., 2010).
For instance, a utilitarian individual will not accept any product which has caused
pain to another human or a non-human animal.
Consumers are increasingly showing interest in activities which promote animal
safety. One of the ways to ensure animal safety is through the consumption of products which promote animal safety and well-being (Cembalo et al., 2016). Companies use certifications, such as “no animal cruelty” to gain popularity among masses.
However, there is a lack of strict and standardised guidelines in availing the certificate. For example, the US FDA shares the pitfalls of using the terms “cruelty free”
or “no animal testing”. Due to a lack of standardised definition, some companies get
their final product certified by certification agencies. However, the supply chain contains members who practice animal testing. Thus, it may cause doubt in the minds of
consumers.
Literature points out that products associated with animal welfare increases consumer likeness for these products and hence, consumers are willing to purchase
these products at a price premium (Miranda-de la Lama et al., 2019). For example, Dransfield et al. (2005) found that consumers are willing to pay a higher price
for meat when an animal is raised outdoors rather than indoors or caged. Similarly,
Swanson and Mench (2000) found that in the US, consumers are willing to pay an
increment for animals raised humanely. Additionally, a study by European Commission (2005) showed consumer willingness to pay more for eggs produced through an
animal-friendly way.
However, most of this literature has been performed in a developed market and
recently, a meta-analysis of consumer attitude towards animal welfare products show
that results vary across regions (Clark et al., 2017). Developed markets have made
strict rules and regulations for animal welfare and certifications. For example, the
US now considers animal cruelty as a federal crime and imposes an imprisonment of
up to 7 years (Gonzales, 2019). However, in India, the focus has been on economic
growth and care for animals has taken a backward seat. For instance, the animal prevention law in India was legislated in 1960 and since then no amendments have been
made to it. According to this law, punishment imposed includes a maximum fine of
Rs. 50 (less than a dollar) (Yuvraj, 2020). Such a low fine fails to provide a message
that a person who partakes in animal cruelty will face severe consequences. Nevertheless, recent news articles who have reported against animal cruelty have raised
awareness regarding animal protection in India. For instance, a recent incident of a
pregnant elephant that died because she was fed crackers has raised animal concerns
all over India (The Economic Times, 2020). Additionally, Indian culture has always
been a man-nature harmonious culture in which few gods exist in the form of animals (Sreen et al., 2018).
With the growing concern about animal welfare, many products with a certification for “no animal cruelty” have been launched in the Indian market. Various organisations, such as those from Body Shop India or Forest Essentials India
are gaining acceptance among the Indian consumers. However, there is a lack of
research to show if individuals are willing to pay premium for such products in the
Indian context. With this background, we propose the hypothesis:
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H(1): Consumers report higher willingness to purchase products at price premiums when they have ‘no animal cruelty certification’ than when they do not
have ‘no animal cruelty certification’
2.1.2 No child labour certification
Child labour poses various threats to child protection. Child labour may hamper
a child’s right to education (Kennedy, 2019). As a result, a child will not gain a
skill set to obtain good employment opportunities throughout his/her life. Additionally, child labour threatens a child’s physical and mental development due to unsafe
working conditions (International Labor Rights Forum, 2011).
Awareness of these conditions has led various consumers to demand for no child
labour certification in their products (Folkes & Kamins, 1999). For example, various
organisations have been established that focus on providing no child labour certifications (Baland & Duprez, 2009). However, like no animal cruelty certification,
these organisations have also raised concerns that they could not fully ensure that
no child labour has been employed. These organisations do indicate that they can
put in practices through which they can minimize child labour. It is also worthwhile
to note that while no child labour is promoted in developed economies, developing
economies may possess a varied take on this issue (Maya Jariego, 2017).
Majority of the population in developing economies is poor and under such
financial constraints the whole family, including the children work for a livelihood.
When no child labour restrictions are imposed by international firms, it may further
increase the risk of exploitation of children (Boje & Khan, 2009).
Child labour has become a kind of norm in developing economies (Kennedy,
2019). In fact, most people believe that child labour is an act of altruism as it helps
the poor family to earn. This raises concern as to whether a no child labour certification would result in promoting ethical products or will have no effect at all in
a developing market context. However, resonating with previous scholars showing
consumers higher willingness to pay premiums for products with ethical certifications, we raise the hypothesis:
H(2): Consumers report higher willingness to purchase products at price premiums when they have ‘no child labour certification’ than when they do not
have ‘no child labour certification’
2.1.3 No animal cruelty certification and no child labour certification
Past studies have majorly looked into various ethical certifications and their impact
on the consumer’s willingness to pay a premium (Wang et al., 2019). However, previous scholars examine the preference of consumers for one certification over the
other (Hainmueller et al., 2015). Bissinger and Leufkens (2017) studied consumer’s
willingness to pay a premium for organic and fair trade coffee, and reported that
fair trade label is preferred over organic label. Also, Rousseau (2015) found out that
consumers prefer fair trade chocolate as compared to organic chocolate. Previous
scholars have reported inconsistent findings related to consumers reaction towards
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multiple certifications in a product. For example, Didier and Lucie (2008), through
their study, showed that for a product with more than one ethical certification, the
intention remains the same or may also decrease, as compared to the individual
certifications. On the other hand, Perrini et al. (2009) mention that multiple social
activities from a firm enhance consumer’s intentions. He found that organizations
selling fair trade plus doing CSR created a positive intention of consumers to buy
fair trade products. On similar lines, we propose that there will be a higher intention
to buy a product sold at premium with two certifications as compared to a single
certification or no certification. Therefore, we hypothesize the following:
H(3): Consumers report higher willingness to purchase products at price premiums when they have both ‘no animal cruelty certification’ and ‘no child
labour certification’ than when they either have any one or none of them
2.2 Product involvement types
The term involvement begins from a psychology study that defined the word as
a subconscious or conscious state relating a stimulus to a person’s ego (Sherif &
Cantril, 1947). Initial research by Houston and Rotschild (1978) indicated that
involvement constitutes two types, which are enduring and situational involvement.
Enduring is a permanent concern related to an object, whereas situational is a temporary concern related to an object raised due to a certain situation, for example:
buying a wine bottle, since your boss is coming to your house. Involvement may
vary according to the object under observation. The objects under observation can
be advertisement, activity, issue, product and brand.
In 1985, a number of scholars studied the construct involvement. Zaichkowsky
(1985) developed a one-dimensional construct of involvement that Laurent and
Kapferer (1985) refuted by stating that involvement is a multifaceted construct consisting of hedonic value, sign value, risk probability, risk impact, and importance.
Laurent and Kapferer (1985) are criticized by Mittal and Myung-Soo (1988) as
they point out that except for importance, other facets are not facets but antecedents. To this end, Mittal (1995) states that involvement can be because of the product or because of the purchase decision.
Similarly, involvement related to ethical consumption may be because of the
product itself or the ethical aspect. We follow Tarkiainen and Sundqvist (2009) to
examine involvement as this study is similar to their study in which they aim to
determine differences in the consumers choice of a product with organic characteristics and one without. Tarkiainen and Sundqvist (2009) include a measure of productcategory involvement, which is defined as importance consumers place on choosing
a good product. Hence, in this paper whenever we refer to the term involvement, we
mean product category involvement which is also a part of purchase involvement
defined by Mittal (1989).
Involvement sustains perception about the significance of the product category
in line with consumer interests, needs, and values (Belanche et al., 2017). Product
involvement contributes to consumer decision making and explains variability in
consumer behaviour (Dholakia, 1998).
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Two involvement types emerge, namely high-involvement products and lowinvolvement products. The difference in involvement types depends on the
extent of consumers search, evaluation, and cognitive efforts during the choice
process (Cowan & Ketron, 2019). Since ethical products belong to both involvement types, consumer willingness to pay a premium for ethical products may
vary across the two involvement types. For a high-involvement type, consumers exert applications in search and evaluation, whereas for a low-involvement
type, consumers neither wish nor put extra search and evaluation efforts (Bian
& Moutinho, 2011). This study includes shirt as a high involvement product category type and a bar of soap as a low involvement product category type.
2.2.1 High involvement product category type: Shirt
High-involvement products possess a high price and represent consumer lifestyle, status, and personality (Gadhavi & Sahni, 2020; Lertwannawit & Mandhachitara, 2012).
Clothing resembles these traits and hence, a shirt is chosen as a high-involvement
product category.
Additionally, the fashion industry has come into the spotlight for following
unethical practices, such as polluting the environment, exploiting human labour
and promoting a materialistic lifestyle (Taplin, 2014; Bostrom & Micheletti,
2016; Dahlbo et al., 2017). Fashion is considered a fad and the demand for fashion products is ever-growing (Bandyopadhyay & Ray, 2020). To keep up with the
pace in demand, few companies adopt unethical practices to reduce labour cost by
hiring child labourers, procuring cheap raw materials, and promoting just-in-time
production by sacrificing labour safety (Smestad, 2009).
As people gain awareness regarding these issues, they have started raising their voices against companies that follow such unethical practices. Various
social organisations have also taken a stance against these unethical practices. For
example, People for the Ethical Treatment of Animals (PETA) promotes no animal cruelty and their fashion revolution campaign stands against poor working
conditions (Roloff, 2018).
Consumer boycotts and protests have led various fashion-related companies to
report information regarding their product’s environmental and societal aspects
(Di Benedetto, 2017; Vehmas et al., 2018). Reporting the ethical stances taken
by the organisation has a positive influence on consumer propensity to purchase
products (Henninger et al., 2016). A recent article shows that an Indian fashion
brand named Upasana benefitted by positioning ethical aspects of its products
(Bandyopadhyay & Ray, 2020). As reporting ethical aspects of the product are
becoming commonplace in India, we aim to examine whether consumers would
promote the ethical aspects of a shirt by showing higher willingness to pay a
premium for it. We believe that as shirt is a high-involvement product category,
thereby, consumers will pay close attention to all the attributes and hence, ethical attributes, such as ‘no animal cruelty’ and ‘no child labour’ certifications will
influence consumer willingness to purchase a shirt at a price premium.
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2.2.2 Low involvement product category type: Soap
Low involvement represents a day-to-day purchase decision (Kassarjian, 1981)
and hence, a bar of soap is chosen as a low-involvement product category. Cosmetics industry have come under light due to its unethical practices. For example,
a number of ethical issues, such as animal cruelty, use of chemical ingredients
and environmental issues have emerged in the cosmetics industry (Chun, 2016).
While literature has included daily household products, such as food and wine, little has it explored consumer willingness to pay premium for soaps possessing ethical
characteristics. Soap may contain multiple ingredients that have an impact on human
and environmental health (Kalyvas et al., 2014). Recently scholars have included
soaps to test consumer willingness to pay premiums for different product characteristics. One such study is conducted by Yao et al. (2019) who found that consumers in New Zealand are willing to buy liquid soaps at a price premium that possess
characteristics of environmental friendliness. Similarly, Auger and Devinney (2007)
included a bar of soap in their study in the US and found that across various ethical issues there were no significant differences reported in willingness to pay for a
bar of soap. The literature is not only limited, since it includes a bar of soap as a
product category, but also provides contradictory results as noted in the above two
studies. This calls for more research on this product category to examine consumer
willingness to pay premium. Therefore, we choose a bar of soap as a low-involvement
product type in this study. We believe that in the Indian context, since a bar of soap
is a daily purchase item and ethical features have only recently gained attention, it is
likely that people would ignore these ethical features for this habitual purchase.
2.2.3 Hypothesis development‑ product involvement category types
Ethical products possess nascency and credence properties, which makes it difficult to assure their authenticity. Thereby, attention will allow consumers to gather
ethical information related to a product and hence, increase their willingness to
pay a premium for a high-involvement product. Whereas while purchasing lowinvolvement goods, consumers spend a little amount of time and effort in searching and evaluating product information. Hence, most of the low-involvement purchases are habitual. The current habit of individuals may not include assessing
ethical information due to the nascence and lack of awareness associated with
ethical products. For instance, Tarkiainen and Sundqvist (2009) illustrated consumer unwillingness to buy organic food as food purchase is a habitual and lowinvolvement activity. Therefore, we raise the hypothesis:
H (4): Consumers report higher willingness to purchase at price premiums
a shirt with ‘no animal cruelty certification’ than a soap with ‘no animal
cruelty certification’
H (5): Consumers report higher willingness to purchase at price premiums
a shirt with ‘no child labour certification’ than a soap with ‘no child labour
certification’
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H (6): Consumers report higher willingness to purchase at price premiums a
shirt with both ‘no animal cruelty certification’ and ‘no child labour certification’ than a soap with with both ‘no animal cruelty certification’ and ‘no child
labour certification’

3 Methodology
3.1 Independent variables
We conducted a true experiment, consisting of Post-test-Only Control group design
and a factorial design was created with two ethical certifications (no animal cruelty
and no child labour) each with two levels (certified/not certified), and two product
involvement types (low-involvement product type: soap/ high-involvement product
type: shirt), i.e. 2 (high involvement: shirt vs low involvement: soap)*2 (no animal
cruelty certification (certified/Not certified))*2 (no child labour certification (certified/Not certified)) mixed factorial design with no animal cruelty certification and
no child labour certification as within subject measures. We created fictious product
scenarios with the treatment, i.e., the ethical certifications, and asked respondents to
report their willingness to purchase the product at a price premium. In shirt condition, participants were provided options of (1) ‘no animal cruelty certification certified’ and ‘no animal cruelty certification not certified, (2) ‘no child labour certification certified’ and ‘no child labour certification not certified’, and (3) ‘both no animal
cruelty certification and no child labour certification certified’, and ‘both no animal
cruelty certification and no child labour certification not certified’. Here, the group
which was not given any of the treatments is the control group, i.e. where no certifications were present. While others are the experimental groups. In the bar of soap
condition, participants were presented with the same conditions as the shirt condition.
3.2 Recruitment of the participants
Subjects were recruited from two Indian colleges and comprised of students, faculty, and
staff. The condition for recruitment was that the candidate should be minimum graduate.
We selected this sample because studies in past have shown that educated respondents
know about environmentally friendly products and consider ethical purchasing decisions
(Sreen et al., 2018). To this end, we chose participants who are at least graduate in terms
of their educational qualification, and asked the following filter questions:
• What do you know about ethical consumption?
• Did you buy any ethical products? If yes, what did you buy and which certifi-

cation did it have?

A total of 206 respondents took part in the study and were randomly assigned to
the two treatment conditions: Shirt and A bar of Soap. Participants were not given any
remuneration for participation. For the shirt condition, 75 participants participated in
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Table 1  Respondent Profile for Shirt
Gender

Male
20 (27%)

Female
55 (73%)

Education level

Graduate
21 (28%)

Postgraduate
41 (54.6%)

Ph.D/ FPM
13 (17.3%)

Family Income (Rs/Annum)

> 2.5 lakhs
16 (21.3%)

2.5–5 lakhs
18 (24%)

5–10 lakhs
13 (17.3%)

Relationship Status

Married
36 (48%)

Single
38 (50.6%)

Divorced
1 (1.3%)

> 10 lakhs
28 (37.3%)

The Table provides information in the form: number (percentage)

the study and for the bar of soap condition, 131 participants participated in the study.
Demographic details of the respondents are presented in Table 1 and 2.
The Table provides information in the form: number (percentage)

3.3 Selecting the price premiums
Since, the focus of this research was to consider real price premiums in the market we
adopted the price of the shirt from https://www.nonasties.in/ and the price of the bar of
soap from the nearby grocery store. The price of the shirt was selected as Rs. 2500/-,
which was among the highest priced shirts on the website https://www.nonasties.in/ and
Rs. 60/- for a bar of soap, which was the highest price of a bar of soap in the grocery store.
Fig. 1 We made sure that both these products had at least one kind of ethical certification.
3.4 Controlling extraneous variables
The extraneous variables were controlled as follows: (a) The situational variables were controlled in the study as it was conducted in a lab setting with all
the factors such as light, sound, and room temperature, being constant for all
the participants. (b) Experimenter effects were controlled by assigning person
to overlook the behaviour of the researcher in the study. Also, the participants
were not known to any of the researchers which helped in the mitigation of the
experimenter effect. (c)Additionally, the participants recorded their responses in
the lab setting where none of the researchers were present Fig. 2.
Table 2  Respondent Profile for Soap
Gender

Male
43 (32.8%)

Female
88 (67.2%)

Education level

Graduate
49 (37.4%)

Postgraduate
63 (48.1%)

Ph.D/ FPM
19 (14.5%)

Family Income (Rs/Annum)

> 2.5 lakhs
30 (22.9%)

2.5–5 lakhs
35 (26.7%)

5–10 lakhs
20 (15.3%)

Relationship Status

Married
64 (50.4%)

Single
66 (48.9%)

Divorced
1 (0.8%)

> 10 lakhs
46 (35.1%)
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Fig. 1  Treatment conditions for shirt

Fig. 2  Treatment conditions for soap
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3.5 Procedure and treatment
Participants were divided into small groups of three to six members. Participants
were informed to imagine if they were in a retail outlet and making a purchase of
either shirt or a bar of soap. The treatment was the product scenarios which were
presented to the participants. The product scenarios were given as follows:
“A shirt costs Rs. 2500. It has been given/not been given certification for ’no
animal cruelty’ and given /not been given certification for ’no child labour’”
OR
“A soap costs ’Rs. 60’. It has been given /not been given certification for ’no
animal cruelty’ and given/not given certification for ’no child labour’”
Then their responses were collected for purchase intention on a five-point likert scale.
3.6 Dependent variable
The dependent variable for the study was purchase intention. Intention is defined
as the likelihood to exhibit a certain type of behaviour (Ajzen, 1991). Purchase
intention was measured through three items: (1) I intend to buy this product;
(2) I intend to buy a product in the near future for myself; (3) I intend to buy
this product as a gift for someone. The scale was adopted from a prior study by
Schuitema and DeGroot (2015). The Cronbach alpha was 0.83, which indicates
construct reliability.
3.7 Manipulation check
We considered a shirt as a high-involvement product type and a bar of soap as
a low-involvement product type. To examine whether our assumption was correct, we performed a manipulation check by asking respondents perceptions on
the item: “Choosing a good shirt or a bar of soap (product category) is a very
important decision for me” (Tarkiainen & Sundqvist, 2009). Their responses
were anchored on a five-point Likert scale ranging from strongly disagree to
strongly agree. The mean values for the two product types were significantly different (Mean Value: Shirt: 3.78; Mean Value—Soap: 2.35; p < 0.05), indicating
that the consideration of products as high and low involvement category type is
correct.
3.8 Validity of the experiment
Internal validity was ensured in various ways. First, the manipulation check was
done for the independent variable and it was established that the participants of the
study considered shirt as a high involvement product category type and the soap as
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a low involvement product category type. Second, randomization was used for putting the participants in the respective groups to eliminate any bias. Third, during the
experiment, the conditions such as the scale, the experimenter, and the total number
of participants remained constant. Fourth, no participants dropped out of the study
and hence it also ensured that the study is internally valid. Fifth, the respondents
were not aware of the assignment of the treatment to them, which corroborates the
establishment of internal validity of the study. Last, there was no academic misconduct, thereby ensuring that the data is authentic and true to the best of the experimenter’s knowledge.
The external validity of the study can be defined as the extent to which the study
is generalizable to the world. Our focus was on the internal validity of the study as
it was done in a controlled lab setting. However, the following were done to mitigate the threat to the external validity in the study: (a) Order effect was eliminated
using the randomization while assigning the treatment to the groups. (b) The experimenter did not remain in the line of sight of the participants during the course of
the study thereby ensuring the external validity. (c) To the best of the researchers’
knowledge, the participants were not given any prior clue to the expected outcomes
of the study or the subject being studied.
3.9 Data analysis
A repeated measure factorial anova was conducted to compare the main effects of no
animal cruelty certification and no child labour certification, and to test differences
between the product category involvement types across the certifications (H1-H6).
Repeated measures anova can be used in two cases, (i) when the study is longitudinal
in nature, and (ii) when the number of treatments are three or more. For this study, we
used repeated measures anova owing to the second reason as mentioned above.

4 Results
4.1 Impact of ethical certifications on purchasing products at a price premium
4.1.1 Results: Shirt
A two-way analysis was conducted to examine the influence of two independent variables (no animal cruelty certification, no child labour certification) on an
individual’s willingness to purchase a shirt at a price premium. No animal cruelty
certification consisted of two levels (Certified/Not Certified) and no child labour
certification consisted of two levels (Certified/Not Certified). The main effect of
no animal cruelty certification yielded an F ratio of F (1,74) = 76.52, p < 0.001
(ή^2 = 0.51), indicating a significant difference in consumer willingness to purchase a shirt certified with no animal cruelty certification at a price premium versus a shirt not certified with no animal cruelty certification at a price premium
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Table 3  Mean values and
standard deviation (SD) for shirt
and soap

Product Category

Scenarios

Mean

SD

Shirt

1. No animal cruelty
certification present
2. No animal cruelty
certification not
present
3. No child labour
certification present
4. No child labour
certification not
present

2.94
2.15
2.90
2.20

0.74
0.86
0.75
0.86

Soap

1. No animal cruelty
certification present
2. No animal cruelty
certification not
present
3. No child labour
certification present
4. No child labour
certification not
present

2.74
2.19
2.82
2.12

0.80
0.80
0.80
0.77

(see Table 3). Similarly, the main effect of no child labour certification yielded
an F ratio of F (1,74) = 55.73, p < 0.001 (ή^2 = 0.43), indicating a significant difference in consumer willingness to purchase a shirt certified with no child labour
certification at a price premium versus a shirt not certified with no child labour
certification at a price premium (See Table 3). The interaction effect was significant, F (1,74) = 15.62, p < 0.001 (ή^2 = 0.17).
4.1.2 Results: Soap
A similar two-way analysis as above was conducted to examine the influence of
two independent variables (no animal cruelty certification, no child labour certification) on an individual’s willingness to purchase soap at a price premium.
No animal cruelty certification consisted of two levels (Certified/Not Certified)
and no child labour certification consisted of two levels (Certified/Not certified). The main effect of no animal cruelty certification yielded an F ratio of F
(1,130) = 47.94, p < 0.001 (ή^2 = 0.27), indicating a significant difference in
consumer willingness to purchase a bar of soap certified with no animal cruelty
certification at a price premium versus a bar of soap not certified with no animal cruelty certification at a price premium (See Table 3). Similarly, the main
effect of no child labour certification yielded an F ratio of F (1,130) = 89.89,
p < 0.001 (ή^2 = 0.41), indicating a significant difference in consumer willingness to purchase a bar of soap certified with no child labour certification at a
price premium and a bar of soap not certified with no child labour certification
at a price premium (See Table 3). Fig. 3 The interaction effect was significant,
F(1,130) = 12.79, p < 0.001 (ή^2 = 0.09).
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3.44
CLP
2.44

CLNP

2.35
1.96

ACP

ACNP

Fig. 3  Intention to buy shirt at price premium

4.2 Differences in consumer willingness to purchase a product at premium
across product category involvement types
Product Involvement has a significant interaction effect with no animal cruelty
certification for determining consumer willingness to purchase a product at a
premium price, yielding an F ratio of F(1,205) = 4.09, p < 0.05 (ή^2 = 0.02). Table 4
Participants reported preference for no animal cruelty certification in case of both
low-involvement and high-involvement products over the conditions when the no
animal cruelty certifications were not present, however, the difference was greater in
the case of high-involvement product category type. Fig. 4 There was no significant
interaction effect between product involvement and no child labour certification
(F (1,205) = 0.00, p > 0.05 (ή^2 = 0.00)) and product involvement and no child
Table 4  Table to show the main effect and the interaction effect of all the treatment groups in the study
Main Effects (Shirt)

F-value P-value

Partial ή^2

1. No Animal Cruelty Certification
2. No Child Labour Certification

76.52
55.73

P < 0.001
P < 0.001

0.51
0.43

15.62

P < 0.001

0.17

47.94
89.89

P < 0.001
P < 0.001

0.27
0.41

12.79

P < 0.001

0.09

P < 0.05
P > 0.05
P > 0.05

0.02
0.00
0.00

Interaction Effects (Shirt)
3. No Animal Cruelty Certification* No Child Labour Certification
Main Effects (Soap)
1. No Animal Cruelty Certification
2. No Child Labour Certification
Interaction Effects (Soap)
3. No Animal Cruelty Certification* No Child Labour Certification
Interaction Effect (product involvement category types)
4.09
1. Product Involvement* No Animal Cruelty Certification
0.00
2. Product Involvement* No Child Labour Certification
3. Product Involvement* No Animal Cruelty Certification* No Child 0.18
Labour Certification
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3.22

2.26

CLP

2.42

CLNP

1.98

ACP

ACNP

Fig. 4  Intention to buy soap at price premium

labour certification and no animal cruelty certification (F (1,205) = 0.18, p > 0.05
(ή^2 = 0.00)).

5 Discussion and implications
5.1 Discussion
H(1) is supported, which shows that the consumers are willing to buy products
at a price premium certified for "no animal cruelty." Researchers have worked on
animal welfare previously and have found that consumers are willing to pay a premium for animal welfare (Miranda-de la Lama et al., 2019). Consumers are gradually becoming concerned about the ongoing animal cruelty in various industries
(Alonso et al., 2020). The issue of animal cruelty has led to widespread protests
and activism in India. Companies like The Body Shop and No Nasties are slowly
gaining traction in the Indian market (Retail News Asia, 2019) as consumers are
becoming conscious about the impact of the choice they are making. Nonetheless,
the literature lacks any such study to demonstrate the effect of "no animal cruelty" certification on consumer buying in the Indian context.
H(2) is supported, which means that consumers are willing to buy a product with
price premium certified for "no child labour". No child labour certification is a relatively new concept in the Indian context and thus at a very nascent stage. There has
been no study that uses "no child labour" certification to study consumer behaviour
in India to the best of our knowledge. Studies have shown consumers in developed
markets are willing to take a stand against child labour in developing markets (Hainmueller & Hiscox, 2015; Makarem & Jae, 2016). Our research shows that even in a
developing market context, where child labour is rampantly used (Ilyas et al., 2020;
Kennedy, 2019), the consumers are gaining awareness about the child exploitation
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that happens and prefer the products that do not use child labour. Various organizations such as Stop the Traffik have been instrumental in raising awareness about
child labour and its drawbacks. The International Labour Organization observes a
day (on June 12) to spread awareness regarding child labour every year. They are
involved in activism against child labour and pledges to eliminate child labour by
2025 (International Labour Organization, 2018).
H(3) is also supported, which means that individuals are more willing to purchase
a product that carries both "no animal cruelty" certification and "no child labour"
certification. The study shows that consumers have the highest intention to buy the
product at a premium price when both the certificates are present. Scholars argued
that having more than one certification may not increase an individual’s purchase
intention (Didier & Lucie, 2008). On the other hand, scholars found that having two
ethical certifications may increase the overall purchase intention of a product for an
individual (Perrini et al., 2010). Thereby, this study helps in demystifying the contradictory literature present till now. The increase in willingness to pay a premium
when both certificates are present may be because the consumer starts trusting the
product more (Eldesouky et al., 2020). Future researchers may test whether two certifications develop consumer trust towards the product.
H(4) results indicate that the consumers prefer a shirt sold at the premium price
over a soap sold at a premium price when the products are certified for "no animal cruelty." Contrary to the popular belief that "no animal cruelty" certification
will be considered for cosmetics (Cornish et al., 2020; Silva et al., 2021) more than
other product categories, this study found that individuals consider a shirt over soap.
While limited literature is available that tests consumers reaction towards the same
ethical certification for different products, scholars imply that consumer support of
a moral issue may vary across product types (Han & Stoel, 2016). A recent study
shows that pro-social individuals demonstrate a concern for animal welfare (Achabou et al., 2020). Hence, this finding’s probable reason is that "no animal cruelty"
has become a recent trend. By wearing a shirt that most people see, consumers portray themselves as a part of the larger group supporting animal welfare.
The participants report that they prefer soap over a shirt for "no child labour"
certified products. However, the difference between the two product involvement
types is not significant. Hence, H(5) is not supported. Despite the non-significant
relationship, it is interesting to foresee the probable reason for consumers preferring soap over a shirt while considering "no child labour" certifications. Despite the
Government of India regulation that child labour is banned in chemical factory or
in soap manufacturing units (Press Information Bureau, April 2012), the children
are employed in various hazardous conditions in India, which may even prove fatal
to them (Indian Express, November 2020). Additionally, the loopholes in the Child
Labour (Prohibition and Regulation) Amendment Act, 2016, does not ensure that
the children cannot be employed in chemical mixing units, for instance (The Hindu,
August 2016). Since it is on top of the mind of the consumers that soap manufacturing requires handling of hazardous chemicals by the employees, the respondents
have preferred to buy a soap with the “no child labour” certification over a shirt with
“no child labour” certification.
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H (6) is also not supported in this study, as there is no significant interaction
between product involvement and "no child labour" certification and "no animal cruelty" certification. These results show that even while buying a non-involving product such as a bar of soap, a consumer automatically reports higher intention to purchase the product at price premiums when both "no animal cruelty" certification and
"no child labour" certification are present. The reaction to two certifications across
involvement types is a good sign for marketers and a society that seeks equal and
just treatment for everyone, including the weak and less powerful.
5.2 Theoretical implications
This study provides various theoretical implications. First, this study adds to the
limited literature that examines consumers purchasing intentions for a product having multiple ethical certifications. Contrary to previous research that has taken broad
certifications, such as fair trade, this study considers specific ethical certifications,
such as no animal cruelty and no child labour. We say fair trade certification as
broad because it encompasses various ethical features, such as environmental safety,
labour safety, and animal protection. Thereby, it becomes difficult to examine how
a single ethical issue impacts consumers propensity to purchase a product. In this
research, we include specific ethical dimensions of no animal cruelty and no child
labour, thereby, providing directions about consumers propensity to purchase products having these specific ethical properties.
Second, previous studies mainly consider a single product category while
assessing consumer willingness to purchase a product at a price premium. The
most popular product in previous studies is coffee. In this research, we extend
the previous literature by examining two product involvement types across two
product categories, which are clothing (shirt) and cosmetics (soap). We found
that while both certifications are preferred for both product involvement types,
the individual certifications preferred varies across product involvement types.
Third, this study includes the real price premiums in the market and helps
examine reaction of consumers to these real price premiums. This approach is
closer to the market scenario and provides directions regarding consumer willingness to purchase a product at real market price premiums.
Last, limited literature exists in the Indian context that examines consumers
propensity to purchase an ethical product. This research adds to the literature in
an emerging market context. We believe that this research may act as a catalyst
for more studies regarding ethical consumption in an emerging market context.

5.3 Implications for managers and practitioners
Managers and practitioners can benefit from this study in several ways. First,
the findings of the study reveal that consumer willingness to purchase a product at a price premium increases with the introduction of ethical certifications.
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The results show that consumers prefer the product in which both certifications
of no animal cruelty and no child labour are present. Furthermore, among the
two ethical certifications no animal cruelty is preferred over no child labour in
case of a shirt and vice-versa in case of a bar of soap. The results imply that
marketers should provide more than one ethical certification in their products
for increasing consumer propensity to choose their products at a price premium.
Furthermore, if marketers aim to cater to one ethical aspect then it would be
more profitable to have no animal cruelty certification in case of a shirt and have
no child labour certification in case of a bar of soap. Note that, possessing these
certifications imply huge costs for the practitioners. Thereby, government and
policy makers can design favourable policies by providing subsidies to companies which follow strict ethical standards for obtaining these certifications.
Additionally, the findings reveal that both high-involvement and low-involvement
products are viewed by consumers in a positive light when they possess ethical certifications. Thereby, marketers need not focus on specific products for applying ethical certifications, but can provide these certifications across their product line. This
may help marketers to gain a positive reputation in the consumer’s mind as well as
gain consumer’s acceptance of their products.

6 Limitations and future research
The present research seeks to address the issue of low sales of ethical products by
examining how individuals process product information (both ethical certification
and product involvement types information). No research can be fully accurate,
and this research too has certain limitations. The limitations are presented below.
First, the research has been done through a quantitative survey by presenting
information of product scenarios to respondents. The survey approach can lead
to various issues, such as social desirability bias and clarity of the questionnaire.
Authors tried to minimize these issues by performing a pilot study, randomizing the
product scenarios and ensuring privacy to the respondents. Researchers can test the
individual’s processing of product information in a real retail setting, where one can
examine consumers reception and processing of information due to the presence of
other external cues, such as other consumers, salesmen and advertisements.
Second, one can argue that these relationships may differ for different product
categories. Although this study has included two product categories and found
similar results for both the product categories, there may be certain product categories which may present different results. Researchers may test these relationships for more product categories. The results that come up by examining more
product categories can highlight the similarities and differences that may emerge
in consumer choice.
Third, researchers can introduce mediators, such as consumer trust and emotions to fully understand the boundary conditions under which the product information gets converted to purchasing intentions. The results may also vary with
different socio-demographics. In general, it is shown that females are more ethical
in their behaviour than men. Similarly, ethical product consumption is associated

13

Impact of ethical certifications and product involvement…

with higher-education and higher-income people. Socio-demographics can be
used as moderators to check the differences in the relationships.
Last, emerging markets have shown that they focus more on economic benefits than environmental issues. In industrialized economies, there is more awareness regarding ethical and environmental issues. Researchers can perform a
cross-cultural study to examine the differences in an individual’s processing of
product and ethical information across cultures.
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