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A Disclaimer

• No animals were harmed in the creation of this presentation

• All materials have been unencumbered by mental process

• The presentation generates heat but only marginally 

contributes to climate change; although I had to fly to get here

• The presentation is gender neutral

This Presentation is Rated:



Setting the Agenda: Valuation

• Two views of value:

– Total Value = Consumer Surplus + Producer Surplus

• Consumer Surplus = Willingness to Pay – Price

• Producer Surplus = Price – Economic Cost

– Profitability as Value

• NPV = (Revenuet – Costt)/(1 + r)t-1
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A Demand & Customer Perspective

We Are What We Choose



How Do Individual’s Value Social Stance?

• Purchasing is contextual 
– Behavior reflects context much more than „beliefs‟

– Justification occurs when behavior is misaligned with 
„supposed‟ values

• Individuals are very heterogeneous and don‟t 
follow a simple as set of patterns that reflect „good‟ 
and „bad‟ – Simple models fail
– AND, individuals lie about values, beliefs and attitudes

• Individuals are „rational‟ but complex in their 
trade-offs
– Everyone „cares‟; what we need to know is:

• "How much" they care, and

• In which behavioral outlets it will be revealed

– People will purchase based on "social functionality" but 
not sacrifice product functionality 

– People have rational "technological resistance"

• However, consumers exist who will act on beliefs 
given the context



Do We Care? The Meaningless Evidence

• Surveys consistently show that people care and will change their behavior to 

reflect that caring

– Over one-third of UK consumers are seriously concerned with societal and ethical 

issues

– 70 percent of respondents believed that a firm‟s ethical business practices had at 

least "some influence" on their purchasing decisions

• YET, this does not translate into behavior



Context and Behavior in the Case of Fair Trade

• A Context Experiment

– Situation 1:

• Brochures available at checkout

• FT coffee available and advertised 

on board next to pricing list (with 

no extra charge)
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What this says is that only 

9% reacted to the 

prompting and not the 

context of visibility!

– Situation 2:

• Situation 1 + prompting at the 

register

– Situation 3:

• Situation 1 + prompting at the 

register + lack of privacy



Ethics versus Function: And the Winner Is?
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But There is Value Three:

Dollar Value of Product & Social Features
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Extracting the Value Using Context: 

How to Do it Successfully

• Sustainable Housing 

Developments

– Regulatory requirements => 

higher fixed costs

– Competitive environment => 

consumers do not have to 

accept these costs (they can 

purchase non-eco housing)



A Failure to Understand Context 

and Extracting Value



An Inconvenient 

Reality in the Way 

of an Inconvenient 

Truth:

What Does it Imply 

for Initiatives Like 

This?



International Context and Implications



Is the Sustainable Earth Flat?

• Some general beliefs about what matters

– Wealth, Education, Culture, Infrastructure

• Wealth: More value to be distributed (true but 

maybe not relevant).  Ordering!

• Education: Better understanding (false)

• Culture: Us vs. them (false, true only in 

manifestation & communication)

• Infrastructure: ability to act (true)

What appears to matter is 

CONTEXT again



How Does This Impact Valuation?

• Two views of value:

– Total Value = Consumer Surplus + Producer Surplus

• Consumer Surplus = Willingness to Pay – Price (Less CS)

• Producer Surplus = Price – Economic Cost (Less PS)

– Profitability as Value

• NPV = (Revenuet – Costt)/(1 + r)t-1
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How Do People Value Issues (A Global View)?

Most Important

Least Important
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Animal welfare

Global social well-being
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Minority rights

Commercial rights
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How Do People Value Issues (A Global View)?

Most Important

Least Important

-2.00 -1.50 -1.00 -0.50 0.00 0.50 1.00 1.50 2.00

Industrial pollution

Alternative energy generation

Deforestation

Climate change

Recycling of materials

Ancillary pollution

Biodegradability of materials

Personal pollution

Loss of biodiversity

Mean BW Score 



Does Value Differ Across Countries? Not Really

Preferences here show no 

differences across countries

Preferences here show 

no differences across 

countries

Preferences here show 

minor variation
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What Are the Lessons?

The problem with people who have no vices is that generally you can be 

pretty sure they’re going to have some pretty annoying virtues 

Elizabeth Taylor

[We must] make the best of mankind as they are, since we cannot have 

them as we wish
George Washington speaking of his troops (1775) 

Human beings behave in selfish, quasi-rational, habitualistic ways that do not 

align with the interests of others.  To expect them to do so just because it is 

right is irrational and will lead to disappointment and misguided strategies and 

policies.

Individuals are heterogeneous and do not hold to universal logics of behavior.  To 

believe that there is such a thing as "doing good" from the standpoint of a consumer 

or a corporation is putting dangerous emphasis on a very strong social assumption.

Some people have much more pull than other people. But when I say that the 

public has ultimate responsibility, I'm not saying it in a moral sense. I'm just 

saying it in the sense of what is it that’s really going to bring change. 

The demand side of the equation is important and appealing to the median 

individual won‟t work.  Finding the appropriate leading segments is critical.



Some of the work herein can be seen in the following papers (with links)

• Published papers:

– “Do Social Product Features Have Value to Consumers?” Intl J. Research in Marketing (with P. Auger, J. Louviere and P. 

Burke), forthcoming

– “Do What Consumers Say Matter? The Misalignment of Preferences with Unconstrained Ethical Intentions,” Journal of 

Business Ethics,76, 4, December 2007 (with P. Auger).

– “Measuring the Importance of Ethical Consumerism: A Multi-Country Empirical Investigation,” in P. Madsen & J. Hooker 

(eds.), Controversies in International Corporate Responsibility, Charlottesville VA: The Philosophy Documentation Center, 

2007 (with P. Auger and J. Louviere). [This paper is an overview of several published and unpublished studies].

– “The Importance of Intangible Social Attributes in Individual Purchasing Decisions,” January 2007 (with P. Auger & J. 

Louviere). A shorter version of this paper is in the Best Paper Proceedings of the Academy of Management, Philadelphia, 

2007. It was also nominated for the Carolyn Dexter Award for the best international paper. View the shorter paper here.

– “Using Best-Worst Scaling Methodology to Investigate Consumer Ethical Beliefs Across Countries,,” Journal of Business 

Ethics, 70, 3, 2007 (with P. Auger and J. Louviere). 

– “The Other CSR,” Stanford Social Innovation Review, Fall 2006 (with P. Auger, G. Eckhardt and T. Birtchnell). Available 

through http://www.ssireview.org/ or a open version through EthicsWorld.

– “Consumption Ethics Across Countries,” Consumption, Markets, and Culture, 8, 3, 2005 (Paper and Video) (with G. Eckhardt 

and R. Belk).

– “What Will Consumers Pay for Social Product Features?” J. Business Ethics, 42, 3, 2003 (with P. Auger, J. Louviere and P. 

Burke).

• Unpublished working papers:

– “Global Segments of Socially Conscious Consumers: Do They Exist?” January 2008(with P. Auger and J. Louviere). 

– “Why Don't Consumers Behave Ethically? The Social Construction of Consumption,” July 2006 (with G. Eckhardt and R. 

Belk).

• Documentary & Rants:

– A documentary entitled: “Why Consumers Behave Ethically” is available from Insight Media. To learn more and view a 

trailer click here.   The documentary builds on the ethnographic research and complements the SSIR paper.

– “A Penny for Your Uninformed Opinion,” Living Ethics, Spring 2007 talks about the meaninglessness of surveys.
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http://www.ethicsworld.org/corporatesocialresponsibility/theothercsrssir.pdf
http://www2.agsm.edu.au/agsm/web.nsf/AttachmentsByTitle/TD_CSR_Paper_July06/$FILE/CSR+CMR.pdf
http://www2.agsm.edu.au/agsm/web.nsf/AttachmentsByTitle/TD_Paper_WhyDon%27tConsumer/$FILE/CMR_Social_Construction.pdf
http://www2.agsm.edu.au/agsm/web.nsf/Content/ResearchCentres-CCC-ResearchProjects-EthicalConsumerDVD
http://www2.agsm.edu.au/agsm/web.nsf/AttachmentsByTitle/TD_Living_Ethics/$FILE/Living+Ethics+2007+%28Article+Only%29.pdf


Thank You and Questions?

www.agsm.edu.au/tdevinney

For More Information:



Our Model of Individual Ethical Behavior

• Reality (maybe) looks more like this:

Actions

Intentions

Values

Information & 

Knowledge

Beliefs & 

Attitudes

Context

• What do you study?

• Context, process and causality,  decision models, feedback, information 

usage, inconsistencies, rationales

• What do you emphasize?

• Context and behavior, complexity of behavior, the process of rationalization



The Complexity & Simplicity of Consumer Value: 

Why Making Gross Generalizations Fails
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