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ABSTRACT

This paper explores the cthical ideologies and the renegotiations of traditional Confucian values (TCV) resonating with the
younger generation of Mainland Chinese consumers. It examines the extent embedded Confucian ethics play a part in
consumption and the prospect of ethical consumption and sustainability in China. The study finds that notions of
individualism and rampant materialism have superseded the value of collectivism, righteousness and the long-term
orientation of saving. The TCV of face (mianzi and lien) along with frugality still maintains to be of great significance.
Implications of each value for ethical consumption are discussed. This study’s inclusion of Confucian ethics addresses some
fundamental gaps and contribates to the ethics literature by encompassing crucial elements of Chinese philosophy needed to
holistically further understand Chinese ethical reasoning, intention and consumption behavior.

INTRODUCTION

Green and sustainability marketers express that the limited research on ethical consumption is the major obstacle in seeing the
international expansion and success of green products (Garau and Ranchhod 2005). Uusitalo and Oksanen's (2004) defines
ethical consumerism as buyer behavior that demonstrates concern with the problems that arise from unethical and/er unjust
global trades, such as child and low-paid labor, infringement of human rights, animal testing, labor union suppressions,
inequalities in irading relations with the Third World and pollution of the environment. With globalization bringing together
consumers and businesses from around the word and an individual’s culture affecting one’s ethical perspectives and decision-
making (e.g. Ferrell and Gresham 1985; Hunt and Vitell 1986), there is a compelling need to acknowledge how values within
certain cultural contexts informs the perspectives of ethics and directs consumption behavior.

Ethical Consumption

A plethora of research regarding ethical consumerism exists (e.g. Carrigan and Atalla 2001; Harrrison et al, 2005; Devinney
ct al 2010). Over the last decade the concept of ethical consumerism has evolved from shifting its focus from being
predominantly regarding environmental issues to a more extensive concept to include matters of conscience (Carrigan et al
2004) such as those stated above, The growing awareness among consumers of the environmental and social impact of their
own consumption has led to the increased demand for more ‘ethical’ product alternatives (Shaw et al 2006). This may
indicate that consumer values are experiencing a shift from the inward facing materialistic outlook, towards a more socially
and environmentally proactive mindset (Freestone and McGoldrick 2007). The importance of research pertaining to this arca
has been noted due to the seemingly endless demand for consumer products induced by heightened materialism whilst rapidly
depleting the earth’s finite resources; easily trading off worker’s rights and social wellbeing for consumer frivolity.

Ethical Consumption in China

The growing attention concerning the sustainability of developing regions such as China is driven by China being the second
largest economy in the world, but at the price of having the world's worst environmental standards (Wang and Duce 2010).
Firstly, the interest is in the significance this market plays in contributing to the unsustainable level of resources through
excessive economic growth and consumption (Anderlini 2010), leading to the need to confrol and mitigate detrimental
ecological consequences. Secondly is the increase in disposable imcome and higher standards of living (Starmass 2011)
possibly indicating a higher potential of acceptance towards ethical consumption behavior in China.

China has been labeled the “most ecologically unsound place in the world” (Martinsons et al 1996) and the “world's biggest
polluter” (Wang and Duce, 2010), Chinese citizens have become conscious of the environmental ramifications (Jehri and
Sahasakmontri 1998). In 2010, the environmental conservation spending totaled at 1.5% of GDP at $175 billion with China
spending more on clean energy than the US; a total investment of $34.6 billion compared to only $18.6 billion spent in the
US (Bullis 2010). Furthermore, China is predicted to spend $738 billion on clean energy projects in the next decade (Wang
and Duce 2010), highlighting a shift in prierities to address the rapid environmental degradation, leading this pertinent issue
to be at the forefront of academic, business and government attention.



Research by the Cambridge sustainability research digest (2007) suggests that Chinese citizens seek protection and
restoration of the environment and are willing to act upon this. In this study they found that 86% would change their lifestyle
to address these concerns. While 83% supported higher energy costs and 85% would pay higher taxes on coal and oil. Huang
et al (2006) found that a staggering 70-80% of Chinese respondents were willing to pay a premium for environmental-
friendly products such as baby food, recycled paper, and aerosols. Chan (2001) indicates that the promising advocacy of
environmentally aware Chinese individuals is derived from cultural variation; mainly the man—nature orientation having
significant influence on Chinese consumer's attitudes, intentions and behavior towards ethical consumption.

Ip (2003) along with Chan and Lau (2001) supports this and found that although the Chinese ecological knowledge and
behavior is low, the Chinese express a positive emotional attachment and intention derived from the man-nature orientation.
A common theme in the literature highlights the cormmon perception that Chinese have the ‘oriental’ worldview (Chan and
Lau 2001; Jenkins 2002; Ip 2003 and Piron 2006), characterized by non-duality of humanity and cosmos and concern for
harmony rather than conflict (Vachon 1983) and other Confucian influences. This is theorized to direct consumption behavior
and attitudes towards the environment, which makes the ethical attitude of the Chinese unique. Furthermore once the eco-
knowledge is learnt, they display a willingness to use greener products.

Other studies find the optimism surrounding Chinese ethics in consumption unconvincing, Yeung (1998) who sampled
Chinese adolescents found that the majority do not show much willingness to take active roles in environmental protection in
circumstances where it conflicts with personal freedom, physical effort, expression of opinions or attempts to influence other
people were involved. Some reasoning was assigned to the growth of materialistic values in Chinese society. Many
rescarchers attribute the low engagement of ethical behavior to be the lack of education surtounding ethical consumption, and
correspondingly, an increase of attention towards policy and education was seen to be imperative {Yam-Tam and Chan 1998;
Martinsons et al. 1996; Yeung 1998). Extant research findings are inconclusive with varying findings supporting both facets
of Chinese consumer's willingness to adopt ethical consumption behavior, instigating further inquiry within this domain of
research.

Traditional Values and Confucian Ethics

Belk et al (2005) assert that to study ethical choices without explicitly considering cultural context is largely unrealistic. Deng
et al (2006) purport that the ethical consumption concern relates to the concept of culture, which regards to the shared ideals,
values, formation and uses of categories, assumption about life, and goal directed activities. The notion that different
populations with specific social practices and cultural traits are likely to hold different values on attitudes towards the nature
and the environment is asserted by many (e.g. Bartels 1967; Singhapadki et al. 2001; Singhapadki et al. 2005). Ethicality is
ingrained into the traditional values, attitudes and beliefs of a given society, with culture being recognised as a powerful force
shaping consumers attitudes (Deng et al. 2006) and to varying degrees mould the person’s behavioural patterns (Singhapadki
et al. 20035).

Chinese cultural values base around the notions of interpersonal relationship and social orientations, influenced by the work
of Confucius (Yau 1988; Fan 2000) signifying an interconnected and cohesive nature of the two areas; traditional Chinese
values and Confucian ethics. This study accounts for this and uses the concept ‘Traditional Confucian Values’ (TVCs) for the
incorporation of both sets of values seen in literature. Kluckholn and Strodbeck (1961) surmise that five orientations make up
the Chinese cultural values; man to mnature (harmony with nature and Yuarn/Karma), man-to-himself (abasement and
situation-orientation), relational (respect for authority, interdependence, group-orientation and face), time (continuity and
past-time orientation) and personal-activity {the doctrine of the mean and barmony with others). Fan (2000) amalgamates and
examines the Confucian influenced Chinese cultural values adapted by a number of social scientists, resulting to 71 values in
total, demonstrating the nuance and complexity of these values and meanings.

Woods and Lamond (2011) outline six Confucian values prerequisite for being “human™ (1) Benevolence (Ren); (2)
Righteousness (17); (3) Ritual propriety (Li); (4) Wisdom (Zhi); (5) Trustworthiness (Xin); (6) Filial Piety (Xiao). The idea of
righteousness or uprightness (¥7) relates to living and behaving according to moral principles, rather than on material gain
and exuding self-interested behaviors (Fan 2001). This doctrine appears to be subsiding, causing societal dilemma, with
conswmners increasingly following their self-gratifying materialistic desires in order to display status and attain their goals in
various self-identity projects. Self-regulation is commonly discussed in Confucius teachings with thriftiness, social
consciousness, face and moderation being deemed as values that direct the degree of moral self-control (Kindel 1985). This
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moral control leads the process of governing one’s behavior towards the self-cultivation and refinement of one’s character
(Tw 1998), which in turn is the central focus of historical Confucianism (Little 2006).

The concept of ‘face’ is unique o the Chincse and a well-researched notion within Chinese business ethics research (e.g. Ang
and Leong 2000) ‘Mienzi® and ‘Lien’ are the two concepts of face. Mianzi is the embodying of the prestige that is achieved
through success in life and ostentatious acts (Hu 1944: Ho 1976; Ang and Leong 2000) also known as ‘matericlistic face’
(Durvasala and Lysonski 2010). Lien varies from mianzi in that it represents society’s confidence in the integrity of the
individual’s moral character (Ho 1976), which is alsc seen as the ‘moral face’ (Durvasala and Lysonski 2010).

Even though values are relatively stable within context, several recent studies found that ethical perspectives of Mainland
Chinese consumers now reflect a mixed influence of Confucian values and an emerging market ethic (Redfern and Crawford
2004; Erdener 1998). Unlike the older generations of Chinese that were subjugated to the ideals of communism under the
Marxist dictum “from each according to his ability, to each according to his needs™, the new generation has been allowed to
embrace modemity (Durvasala and Lysonski 2010). Whilst Pan (1990) notes that, even when the modern Chinese society
feels the full impact of Western culture, many Chinese individuals still immerse in their own pride of national culture.
Durvasala and Lysonski (2010) assert that Confucianism is viewed as a philosophy that can promote a return to traditional
values and a countervailing force opposing the preoccupancy of the social and ecological degradation along with the rampant
materialism instilled in modern Chinese life.

A review of the literature illustrates empirical research concerning general ethical consumption awareness, motivations and
influences of Chinese Consumers. Despite this, many of the samples originate from China’s neighboring regions e.g. Hong
Kong. Taiwan, which does not fully encapsulate the developing status and the range of economic, cultural and social
complexities within China. All the studies reviewed did not utilize any qualitative methodologies, opting for quantitative selt-
reported survey data {e.g. Huang et al. 2006; Martinsons et al. 1996), which highlights the dubiousness of the results
suggesting extremely high ethical consideration in China. The lack of focus and understanding of the ethical ideology of
Mainland Chinese consumers may contribute to the researchers’ conjecture that China's state of development provides little
scope for research of ethical consumption together with the low potential for green companies aspiring to enter the Chinese
market. Alternatively it could lead to exaggerated optimism of China’s readiness to embrace sustainability, both creating
uncertainty surrounding the underpinnings of ethical conswmption research and practically, the success of a ethical
consurnption market in China.

The study explores whether TCV are still significant to Chinese consumers lifestyles, how these values direct ethical
evaluations within consumption, together with how this implicates for the potential for ethical consumption in China. It
addresses some fundamental gaps and contributes to the ethics literature by encompassing crucial elements of Chinese
philosophy needed to holistically further understand Chinese ethical reasoning, intention and consumption behavior.

METHODOLOGY

Research within ethics (e.g. Fishbein and Ajzen 1967; Hunt and Vitell 1986; Chatzidaki et al. 2007; Carrigan and Attalla
2001) and specifically Chinese ethics (Chan et al. 1998; Martinson et al. 1998; Chan 1999, Lee 2008, Yeung 1998) have
mainly been empirically carried out through quantitative means. The utilization of qualitative inquiry, which is neglected in
Chinesc consumer ethics research, is adepted within this study, specifically in-depth interviews. A qualitative methodology is
suitable for new and exploratory research (Ghauri and Grenhaug 2002), Kvale (1983: 174) defines a qualitative interview as
“an interview whose purpose is to gather description of the life-world of the interviewee with respect to interpretation of the
meanings of the described phenomena™. Thus using this method, descriptive accounts of individual’s aftitudes, perceptions,
beliefs, views and feelings, along with the meanings and interpretations (Hakim, 1994) of what values and ethics remain to be
perceived as significant can be purposefully cultivated. Furthermore, due to the potentially sensitive nature of looking at the
role of ethics and values, interpretivism mitigates the predicament of social desirability (Devinney et al. 2010), prevalent in
ethics research.

Only Mainland Chinese consumers serve as the sample since it takes into consideration China’s past political and social
ramifications that may impact consumption lifestyles. 42 interviews with 27 participants were conducted. The sample
represents the Chinese students studying overseas in the UK who will most likely return back to China and hold relatively
senior positions in Chinese businesses and government upon finishing their postgraduate degrees. They potentially play a
huge role in the avocation and instigation of ethical action within businesses and the wider society in order to develop more
sustainable development within China.



The basis of grounded theory (Glaser and Strauss 1967) is used as the main explorative tool and the basis for interpreting the
data. Interviews are conducted prior to acknowledging definitive theories and the review of the literature being exhausted;
rather it is consulted as part of an iterative, inductive and interactional process of data collection, simultaneous analysis, and
emergent interpretation (Goulding 2005). Analysis and review is ongoing throughout the data collection with interpretation of
data stipulating slight modifications in later interviews. Phenomenological analysis through co-axial thematic coding
(Dittmar and Drury 2000) provides a framework to guide the rigorous process of transcribing, coding and mapping. Bringing
together fragments of ideas identifies the themes, which are often deemed meaningless when viewed alone (Leininger 1985).

FINDINGS

Divergence of TCV: Righteousness to Materialism

The traditional bearing of righteousness, hardship and moderation is quashed by the substantial influence of status-seeking
materialism as Chinese individuals see more importance in finding a rich husband or living conspicuously to display their
social significance in society, thereby rescinding the Confucian ethic of righteousness.

“My peers in school don'f want to work hard, they just want te marry a rich husband to buy whatever they want, maybe me
as well, well wouldn 't you like that?” (RA)

Materialistic values is seen to be at odds with the aim of ethical consumption; by exhibiting self interested desires rather than
those of the greater welfare of society.

“They just buy nice cars, luxury things te show off, they just care about that. Just because they have money, they may not pay
extra for ethical goods, people will just laugh and think you're stupid, why did you pay more for that”. (JY)

Only a few participants suggest an attachment towards a man-nature orientation, and despite evidence of environmental
awareness and social concerns, it fails to impress a significant factor towards actual behavior. Their cultural environment aod
their social norms direct their ethical evaluations, Here it illustrates that the participant mother’s observation of the
government instills in her mind what is ethical and what is necessary to lead a comfortable life, and in turn, this influences
her son’s materialistic consumption and ethical behavior. Through having evidenced corruption and other’s frivelous
consumption, it provides them with a benchmark to assess their own philosophies and lifestyle.

 No, I never think of the ethics of the product and workers when shopping. Mother agrees with me spending a lot but my
father doesn’t. My mother is an accountant in government and my father is a businessman of a private railway construction
company. My mother sees the government spend the tax payer’s money on good cars, good clothes, they never pay with their
own money, That’s why my mother thinks it 's okay and that yowng people need to buy things to show off”. (RX)

Divergence of TCV: Collectivism to Individualism

The study shows that the decreasing attachment to the collectivism and the growing individualism value results in a double-
edged sword. Individualism is seen to fracture the social community and benevolence, leading to the degradation in social
values and public safety. This following excerpt shows concern about factory working conditions; not for benevolent or
virtuous reasons but for self-gratification and protection from harm.

“Yes, I have read something that most of the clothing are made in the poor area in Ching, I think about these poor
conditions. Yes, so every time when I buy clothes, I will wash it before I wear it for the first time”. (LZ)

Individualistic self-interested behavior pervading Chinese society contributes to business malpractice, consequently causing
skeptical consumer behavior. Many are skeptical of the credentials of cthical claims:

“Sometimes I buy orgamic but don’t know if it’s really organic or not. People are just so interested in themselves and making

money, they don't care. We have food scares, like milk scandals, fake eggs, medicine you don't know what is true or. In the
UK, I believe the labels, they have tight audits”. (LT)
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Although aspects of deference to authority, collectivism and filial piety is to an extent, sidelined, individualism is also
something to be embraced, a value that is seen to have held back previous generations. Notions of critical thinking and
resistance to conform to social consensus if conflicting with own aims ate advocated. The following participant associates
ethical consumption merely with habits; their interpretation of habit was to disallow other factors to become a deterrent to
ethical consumption. This demonstrates an individual at the post-conventional level; aware of the variety of ethical beliefs
and relativism in social rules (Fukukawa 2003), ready to resist social norms and act according to their own principles (Ho et
al. 1997).

“No, it's not difficult to maintain, but this kind of behavior is very strange if most people around you eat a lot of meat, and
you are vegetarian. People think you are strange. But its life, it’s not important, because it's your habit, you're used to being
like that. You just need willingness. If vou want to do that, you can do it well”. (YY)

Despite the respect for the other’s wisdom and knowledge, the ability of widening social circles and knowledge networks
drives the importance in individualized non-conformist opinion, self-learning and self-cultivation, which increasingly affects
the changing virtue of wisdom.

“Going abroad has broadenr my horizons, I see myself a little different to the rest of my peers in China. Schools in China, you
Just memorize but de not think critically, they do teach ethics to be good person and treat parents well. The way they teach is
like a brainwash, but it doesn’t work”. (SP)

Thus, again, iterating the notion of individualism to be a double-edged sword, in the essence that the benefit of a rise of
individualism is the prospect of critical thinking, highly nurtured in western education, independent of conformist thinking
which may be detrimental to the wider ethical consumption agenda.

Maintenance of TCV: Facework (Mianzi and Lien)

Loss of face traditionally associates with the immorality of character, now it appears that this value aligns highly towards the
failure of high status within society. Attempting to uphold mianzi is achievable thorough the act of “appearing™ successiul in
life through the acquisition and display of high social-value material goods.

“If someone is ewrning 1000 vuan a month, they will say they earn 2000 yuan. If they can’t afford an iPhone, maybe they will
borrow from friends and parents so they can show that they are better than you and they have a good life”. (MQ)

Most respondents admit in overlooking ethical issues when shopping due to the lack of ethical products and clear labeling as
well the unclear link perceived as to how consumers are suppose to help alleviate these problems when a higher price or
inconvenience is attached. The attainment of lien (moral face) is deemed significant where the participant relates this through
the use of status seeking motivations, which could pessibly overcome the possible hindrances of ethical consumption:

“If ethical products can be packaged in a way that it is ebvious that it’s ethical, because I want to say, yes 1 am well
educated, I am a person who is different with others. I can realize something which other peaple can’t totally”. (RT)

A lot of rationales concerning face work is evident; the gaining and upholding of lien, together with the undesirable loss of
mianzi (Ho 1976). This illustrates the continued strength of this value, suggesting that the need for collectivism and social
acceptance do remain manifested in certain social situations.

Maintenance of TCV: Frugality

There is less conservation surrounding the value of saving since participants emphasize being more present and short-term
orientated of enjoying life. They have less qualms about borrowing and being in debt as opposed to the older generation.
However, they highlight the value of frugality prevailing in certain situations that could possibly contribute to policymaking

and instigate ethical consumption behavior change.

“Everyene brings their own bags to go shepping, but it's because there’s a I yuwan charge for a plastic bag"”. (L)



The next participant’s discusses ethical behavior, predominantly due to frugally rather than altruistic motivations. For them,
they recycled everything; it was convenient since someone would come collect the recycled goods in addition to receiving a
small sum of money.

“My mum, I don't think she got same standard to profect the environment and recycle, just that she can earn money, she
never throws empty bottles in the rubbish, because that is like throwing money away”. (ZI)

DISCUSSION

There is evidence of rampant materialism amongst the middle-upper class of Chinese consumer, which is often seen to be at
odds with ethical consumption, however Harrison et al (2005) suggests wealthier consumers can realize the desire to consume
ethically once their primary needs have been met. They suggest that if the consumer's basic needs are achieved, they have
reached the top of Maslow's Hierarchy of Needs in which consumer's need to self-actualize by buying status goods or being
ethical. He suggests that being ethical in our consumption is the main way, which can be a simultaneous aim for the goal.
This supports the recommendation that marketers need to evoke the appeal of being an ethical consumer by highlighting
emotions of self-gratification, promoted with conspicuous luxury packaging. The overall association of ethical induced
consumption behavior should align with actions belonging to consumers amongst society’s “finest”, the “Chinese ethical self-
actualizers™ who are at the top of the achievement ladder; achieved and acquired everything else that people are now trying to
attain,

The skeptical behavior of Chinese consumers results from individuals within businesses revealing Individual expressions and
gratification of own needs that are considered a threat to the collective society (Winfield 2000). There is greater trust in
international firms and their claims thus there is need to harness consumer’s belief in ethical behavior by exhibiting rigorous
and transparent international ethics standards. In addition, firms need to demonstrate reputable and philanthropic activity with
high profile evidence to offset existing business malpractice in the domestic marketplace. The intensified adoption of
individualisin rejects the need of appeasing others and being in larger networks of the West harnesses the liberation of critical
thinking and self-cultivation that was previously suppressed by the state. More external influences of Chinese values and
inherently ethical philosophies would need to be recognized and harnessed in the research of ethics. Furthermore, it
highlights the fundamental role that western education has on the impact of setting the foundations of critical knowledge and
ethical consumption education.

With regards to the concept of face, both mianzi and lien plays a critical role in Chinese rationales of consumption. Marketers
and policymakers should emphasize social consciousness and the probability of losing one’s mianzi through unethical
consumption behavior, together with the provision of social avenues te conspicuously recycle or buy environmentally
friendly products to develop their lien, especially in high visibility public areas. The signifying of higher educational level
and status possibly achieved through “conspicuous ethical consumption” could promote individuals lien by being seen
advocating ethical behaviour, indicating behavior of the ‘wealthy, educated compassionates, with righteous character.

By tapping into the frugality value, financial incentives in policies or social practice as seen above, result in immediate
changes in action amongst frugal consumers, eradicating the need for the slow process of nudging consumers to develop the
appropriate ethical attitude and intentions. Through developing more systematic incentives for action, it can then build into
their habitual behavior where they may later act ethically regardless of monetary enticement.

Despite presenting implications for ethical consumption when considering values derived from the Chinese context, the
limitations of the paper should be highlighted. The sample was restricted to Chinese students studying overseas in the UK,
thus could possibly demonstrate bias, representing views of an individual from a middle-high income family. The sample
may have a differing view of ethical consumption with someone from a less well-off background and those in China who
have not had first-hand exposure to a Western environment, thus this limitation on the study’s findings needs to be
considered.

Overall the study focuses on contextually ingrained traditional values and Confucian ethics and coniributes in the developing
of a more accessible framework to assess Chinese ethics, as called for by Smith (1995). The findings bring to light the
inadequate attention of Confucian values and customisation when transferting generic western ethics models to China, It
illustrates that Confucianism in China, having undergone societal, cultural, pelitical and economical changes; the deeper
understanding of redefining how Confucianism guides consumers in china is imperative in developing ethics and ethical
consumption research in China. This could variably assist in developing “new cross-cultural, macro-level models of societal
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ethics (Robertson and Crittenden 2003: 385), which in turn would assist policy makers and managers in assessing Chinese
consumers thought process and consequential decisions {(Fukukawa 2003). This has wider implications for researchers who
require a more inclusive observation of ethical evalvation in china along with practitioners wanting to tap into the Chinese
market with ethical goods, especially seeing the potential value the role of Confucian ethics in packaging and advertising can
hotd.

REFERENCES

Anderlini, J.  2010. “China’s growth model unsustainable®™  Financial  Times.  Retrieved  trom
http://www.ft.com/cms/sAf38e08ce-0e84-11e0-b9f1-0D144feabdeO html# axzz ILExpbn6Y

Belk, R. W., Devinney, T. and Eckhardt, G. 2005. “Consumer Ethics Across Culture.” Consumption Markets and Culture 8
(3): 275-289.

Bullis, K. 2010. *“China Spends More on Clean Energy than the US.” Retrieved from
http://www.technologyreview.com/blog/energy/24972/

Cambridge Sustainability Research Digest. 2007, Retrieved March 12, 2011 at www.cpi.cam.ac.uk.

Carrigan, M. and Attalla, A. 2001. “The Myth of the Ethical Consumer — De Ethics Matter in Purchase Behaviour?” Journal
of Consumer Marketing 18(7): 560-577.

Carrigan M, Szmigin I, Wright J. 2004. “Shopping for a better world? An interpretive study of the potential for ethical
consumption within the older market.” The Journal of Consumer Marketing 21(6): 401-417.

Chan, R. Y. K. 1999, “Environmental attitudes and behavior of consumers in China: Survey findings and implications.”
Journal of International Consumer Marketing 11: 25-52.

Chan, R. Y. K. 2001. “Determinants of Chinese Consumers of Green Purchase Behavior.” Psychology and Marketing 18 (4):
389-413.

Chan, R. Y. K. and Lay, 1.. B. Y. 2000, “Antecedents of green purchase: a survey in China”. Journal of Consumer Marketing
17 (4): 338-57.

Chan, R. Y. K. and S. Tai 2001. “How Do In-Store Environmental Cues Influence Chinese Shoppers? A Study of
Hypermarket Customers in Hong Kong.” Jowrnal of International Consumer Marketing 13 (4): 73-104.

Chatzidakis, A., Hibbert, S. and Smith, A. P, 2007. “Why People Don’t Take Their Concerns About Fair Trade to the
Supermarket: The Role of Neutralization.” Journal of Business Ethics 74: 89-00.

Devinney, T. M., Auger. P., Eckhardt. G. M. 2010. The Myth of the Ethical Consumer. Cambridge University Press.

Dittmar, H. and Drury, J. 2000. “Self-image-1s it the Bag? A qualitative comparison between ‘‘ordinary”’ and ‘‘excessive”
consumers.” Journal of Economic Psychology 21(2), 109-142.

Durvasula, S. and Lysonski, S. 2010. “Money, money, money — how do attitudes toward money impact vanity and
materialism? — The case of young Chinese consumers.” Journal of Consumer Marketing 27 (2): 169-179.

Erdener, C. B. 1998. “Confucianism and Business Ethics in Contemporary China.” Infernational Journal of Management
15(1): 72-78.

Fan, Y. 2000. “A classification of Chinese Culture.” Crass Cultural Management An Imternational Journal 7 (2): 3-10.

Fan, Y. 2001. * Guanxi’s Consequences: Personal Gains at Social Cost.” Journal of Business Ethics 3&: 371-380.


http://www.ft.com/cms/s/O/f38e08ce-Oe84-11e0-b9fl-OO 144 feabdcO.html#axzz1LExpbn6Y
http://www.technologyreview.com/blog/energy /24972/
http://www.cpi.cam.ac.uk

Ferrell, O. C. and Gresham, L. G. 1985. “A Contingency Framework for Understanding Ethical Decision Making in
Marketing.” Jowrnal of Marketing 49: 87-96.

Fersell, Q. C., Gresham, L. G., & Fraedrich, J. 1989. :A synthesis of ethical decision models for marketing.” Journal of
Macromarketing 9(2): 55-64.

Fishbein, M. and Ajzen, 1. 1975. Belief, Attitude, Intention, and Behaviour: An Introduction to Theory and Research,
Addison-Wesley: Reading.

Freestone, Q. M. and McGoldrick, P. J. 2008, “Motivations of the Ethical Consumer. Journal of Business Ethics 79: 445-467.

Fukukawa, K. 2003. “A Theoretical Review of Business and Consumer Ethics Research: Normative and Descriptive
Approaches. The Marketing Review 3, 38-401.

Glaser, B. and Strauss, A. 1967. The Discovery of Grounded Theory: Strategies for Qualitative Research. Aldine, Chicago,
11..

Goulding, C. 2005. “Grounded theory. ethnography and phenomenology: A comparative analysis of three qualitative
strategies for marketing research.” Evropean Jowrnal of Marketing 39 (3/4): 294-308.

Ghauri, P. N. and Grenhaug, K. 2002. Research Methods in Business Studies: A Practical Guide, 2nd ed. London, Financial
Times Prentice-Hall.

Gurau, C. and Ranchhod, A. 2005, “International green marketing: a comparative study of British and Romanian firms.”
International Marketing Review 22 (5): 547-61,

Hakim, C. 1994, Research Design: Strategies and Choices in the Design of Social Research, London: Routledge.
Harrison, R., Newholm, T. and Shaw, D. 2005. The Fthical Consumer, Sage Publications: London.

Ho ,D. Y. 1976. “On the concept of face.” American Journal of Sociology 81(4). 867-884,

Hu, H. 1944. “The Chinese Concept of Face,”dmerican Anthropelogist 46. 45-64,

Huang, P., Zhang, X. and Deng, X, 2006, “Survey and Analysis of Public Awareness and Performance in Ningbo, China: A
Case Study on Household Electrical and Electronic Equipment.” Journal of Cleaner Production. 14 (18): 1635-1643.

Hunt, S. and Vitcll. S. 1986. “A General Theory of Marketing Ethics.” Journal of Macromarketing 6: 5-16.

Ip, Y. 2003. “The marketability of eco-products in China’s affluent cities A case study related to the use of insecticide: The
marketability of eco-products.” Management of Environmental Quality: An International Journal 14 (5): 577-589,

Jenkins, T. N. 2002. “Chinese Traditional Thought and Practice: Lesson for an Ecological Economics Worldview.”
Ecological Economics 40: 39-52.

Johri, L. M. and Sahasakmontri, K. 1998, “Green marketing of cosmetics and toiletries in Thailand.” Jowrnal of Consumer
Marketing 15 (3): 265-81.

Kindel, T. I. 1985. “Chinese consumer behavior: historical perspective plus an update on communication hypotheses.” in
Sheth, J. and Tan, C.I. (Eds), Historical Perspectives of Consumer Behavier, National University of Singapore and
Association for Consumer Research, Singapore: 86-90.

Kluckhohn, F. R. and Strodbeck, F. L. 1961. Variations irn Value Orientation, Row, Paterson and Co, [llinois.

Kvale, S. 1983. “The Qualitative Research Interview: A Phenomenological and Hermeneutical Mode of Understanding.”
Jowurnal of Phenomenclogical Psychology 14 (Autumn): 171-96.

219



Lee, K. 2008. “Opportunities for green marketing: young consumets Opportunities for green marketing.” Markering
Intelligence & Planning 26 (6): 573-586.

Leininger, M. M. 1985. “Ethnography and ethnonursing: Models and modes of qualitative data analysis.” Qunlilative
research methods in nursing: 33-72.

Little, R. 2006. “4 Confucian-Daoist Millennium? " Connor Court Publishing, VIC.

Martinsons, M. G., Leung, A. K. Y. and Loh, C. 1996. “Technology transfer for susteinable development Environmentalism
and entrepreneurship in Hong Kong.” International Journal of Seciad Economics 23 (9): 69-96.

Piron, F. 2006. “China’s changing culture: rural and urban consumers’ favorite things.” Journal of Consumer Marketing 23
(6). 27-334 .

Pan, J. 1990. “The dual structure of Chinese culture and its influence on modern Chinese society.” International Sociology 5
{(1): 75-88.

Phau, 1. and, Kea, G. 2007, “Attitudes of University Students toward Business Ethics: A Cross-National Investigation of
Australia, Singapore and Hong Kong.” Journal of Business Ethics 72: 61-75.

Rawwas, M. Y. A. 1996. “Consumer Ethics: An Enipirical Investigation of the Ethical Beliefs of Austrian Consumer.”
Journal of Business Ethics 15(9): 1009-1019.

Redfern, K. and Crawford , J. 2004. “An Empirical Investigation of the Influence of Modernisation on the Moral Judgements
of Managers in the People’s Republic of China.” Cruss Cultural Management 11(1): 48-61.

Robertson, C. I. and Crittenden, W. F. 2003. “Mapping Moral Philosophies: Strategic Implications for Multinational Firms.”
Strategic Management Jouraal 24: 385-392.

Shaw, D., Hogg, G., Wilson, E., Shui, E., Hassan, .. 2006. “Fashion Victim: the impact of fair trade concerns on clothing
choice.” Jouwrnal of Strategic Marketing 14: 427-440,

Singhapakdi, A., Karande, K., Rao, C. P. and Vitell, S. J. 2001. "How important are ethics and social respensibility? - A
multinational study of marketing professionals.” Ewropean Journal of Marketing 35 (1/2): 133-53.

Singhapekdi, A. Marta, J.K., Rao, C. P and Cicic, M. 2001. “Is Cross-Cultual Similarity an Indicator of Similar Marketing
Ethics?” Journal of Business Erhics 32 (1): 55-68.

Smith, N. C. 1995, “Marketing Strategies for the Ethics Era.” Sloan Management Review 36 (4): 85-97.

Starmass.  2011.  “Annual disposable income per capita for wurban households.” Retrieved from
http://www.starmass.com/china_review/living_index/chinese_disposable_income.htm

Tu, W. M. 1998. Humanity and Self~Cultivation: Essays in Confucian Thought. Cheng & Tsui: Boston.

Wang, Y. and Duce, J. 2010. “China May Spend $738 Billion on Clean Energy Projects.” Bloomberg. Retrieved from
http://www.businessweek.com/news/2010-07-20/china-may-spend-73 8-billion-on-clean-energy-projects.html

Vachon, K. 1983. “Relations de I'Homme a' la Nature dans les Sagesses Orientales Traditionelles,” Ecologie ef
Envirennement (Cahiers de Recherche e’ thigue), Montreal, 9.

Winfield B. H. 2000. “Confucianism, collectivism and constitutions: press systems in China and Japan.” Communication Law
and Policy 5 (3): 323-348.

220


http://www.starmass.com/china_review/living_indexJchinese_disposable_income.htm
http://www. businessweek. com/news/20 10-07-20/ china-may-spend-73 8- billion-on-clean-energy-projects.html

Woods, L. and Lamond, D. A. 2011. “What Would Confucius Do? — Contucian Ethics and Self-Regulation.” Management
Journal of Business Ethics 102: 669-683

Yam-Tang, E. P. V. and Chan, R. Y. K. 1998. “Purchasing Behaviours and Perceptions of Environmentally Harmful
Products.” Marketing Intelligence and Planning. 16 (6): 356- 362.

Yau, O. 1988. “Chinese Cultural Values: Their Dimensions and Marketing Implications.” European Journal of Marketing 22
(5): 44-57.

Yeung. S. P. 1998. “Environmental Consciousness among Students in Senior Secondary Scheols: the case of Ilong Kong,”
Environmental Education Research, 4 (3), 251-268.

221



	THE MODERN RENEGOTIATIONS OF CONFUCIAN ETHICS AND IMPLICATIONS ON ETIDCAL CONSUMPTION IN CHINA
	ABSTRACT
	INTRODUCTION
	Ethical Consumption
	Ethical Consumption in China
	Traditional Values and Confncian Ethics

	METHODOLOGY
	FINDINGS
	Divergence of TCV: Righteousness to Materialism
	Divergence of TCV: Collectivism to Individualism
	Maintenance of TCV: Facework (Mianzi and Lien)
	Maintenance of TCV: Frugality

	DISCUSSION
	REFERENCES


