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Abstract This article presents the results of a cross-cul-
tural study that examines the relationship between spiritu-
ality and a consumer’s ethical predisposition, and further
examines the relationship between the internalization of
one’s moral identity and a consumer’s ethical predisposi-
tion. Finally, the moderating impact of cultural factors on
the above relationships is tested using Hofstede’s five di-
mensions. Data were gathered from young adult, well-
educated consumers in five different countries, namely the
U.S., France, Spain, India, and Egypt. The results indicate
that the more spiritual an individual consumer is, the more
likely that consumer is to be ethically predisposed. Fur-
thermore, the stronger one’s internalization of a moral
identity, the more likely one is to be ethically predisposed.
These two relationships are further moderated by Hofst-
ede’s cultural factors such as the degree of collectivism
versus individualism in the culture. However, the strength
and direction of the moderation may vary depending upon
the specific Hofstede dimension.
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Introduction

Religion has a significant influence on many people’s lives.
It affects human behavior in terms of moral standards,
beliefs, judgments, attitudes, and ultimately actions. One’s
own individual moral identity also affects moral beliefs and
behavior in similar myriad ways. Previous research has
indeed shown that religion and moral identity affect con-
sumer decision making and attitudes. However, no one has
yet examined the impact of these two constructs on con-
sumers’ moral attitudes within a cross-cultural context.
That is, the unanswered question is “what is the role that
culture plays in shaping consumer attitudes and opinions,
and, more specifically, how does this impact the roles of
religion and moral identity on moral attitudes?” However,
in order to “control” for differences in religions across
cultures, spirituality will be examined within the context of
this study in lieu of religion. While spirituality and religion
are indeed related, the former may be defined as a “search
for universal truth” (Goldberg 2006), whereas the latter
tends to be associated with more formal beliefs and group
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practices as related to existential issues. Thus, while reli-
gion and religious practices differ from culture to culture,
spirituality is a construct that tends to be more universal in
nature even perhaps applying to those who do not follow
any particular traditional and formalized religion. That is,
one’s spirituality may, or perhaps may not, be related to
active membership in a specific religious group, but it does
involve belief in a higher power and acting in more ethical
and socially desirable ways in either case. As a potentially
broader concept, spirituality has the advantage of being
able to encompass and have applicability to individuals
from various distinct religious beliefs. Given that the pre-
sent study is a cross-cultural one that includes individuals
from many distinct religious backgrounds, spirituality is
presented as a logical surrogate for religiosity.

The notion that one’s religiosity, and alas spirituality,
might influence an individual’s ethical judgments, beliefs,
and behaviors would appear to be somewhat intuitive.
Functionalist theory in sociology credits religion with pro-
moting norms that reduce conflict and impose sanctions
against antisocial conduct. Religiosity can, thus, be viewed
as exercising control over beliefs and behaviors (Light et al.
1989). A major theme in functionalist theory is that reli-
giosity, and by inference spirituality as well, is a stronger
determinant of values than almost any other predictor
(Huffman 1988). Thus, it is clearly germane to examine the
relationship between spirituality as a kind of surrogate for
religiosity, and ethical beliefs and attitudes as well as its
relationship to other antecedents, such as moral identity and
culture, within the ethical decision-making process.

As for moral identity, it is defined as one’s self-concept
“organized around a set of moral traits,” such as com-
passion, fairness, generosity, and honesty (Aquino and
Reed 2002; Reed et al. 2007). That is, the individual has in
mind a specific sense of identity or a self-definition about
the moral aspects of oneself. This revolves around certain
perceptions regarding the characteristics, feelings, and be-
haviors of a moral person. The individual may then draw
upon his or her moral identity to make moral choices in
one’s everyday relationships with others. In general , moral
identity is essentially a “kind of self-regulatory mechanism
that motivates moral action” (Aquino and Reed 2002,
p. 1423). Moral identity is therefore an important construct
with the potential to predict ethical judgments, intentions,
and moral actions (Weaver 2006; Trevino et al. 2006).

Based on insights from the Hunt—Vitell (1986) General
Theory of Marketing Ethics, culture is considered to be
antecedent to the process of ethical reasoning. Similarly,
spirituality and moral identity are viewed as antecedents to
the ethical reasoning process. However, just how these
“antecedent” constructs might interact with one another in
forming an individual’s ethical attitudes and beliefs is not
explicated in the original theory. Thus, it is the objective of
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this paper to explore and clarify these processes within a
cross-cultural, consumer ethics context.

Since relatively little is currently known about the im-
pact of culture on the relationships between spirituality and
consumer ethics, and moral identity and consumer ethics,
there is a need for programmatic research to examine these
issues. Thus, the objective of the current study is to par-
tially fill this research need by examining the role of cul-
ture in impacting the influence of spirituality and moral
identity on an individual consumer’s ethical beliefs and
attitudes. Once this has been achieved, then it becomes
possible to begin to compare consumers from varying
cultural perspectives on important ethical issues.

Furthermore, while the impacts of spirituality and moral
identity on ethical attitudes/beliefs seem to be already
established, a review of the role of religiosity in consumer
ethics (Vitell 2009) has called for cross-cultural studies to
be conducted to determine the role religiosity/spirituality
plays in ethical decision making. This same need for cross-
cultural studies can be said to exist for the moral identity
construct. Thus, as stated previously, the objective of this
paper is to explicate how the various elements of culture
impact the relationships between both spirituality and
moral identity and consumer ethics.

Theoretical Foundations
Consumer Ethics

In the early 1990s, Vitell and Muncy (1992) identified the
lack of focus on the buyer side of the buyer/seller dyad and
observed that the research involving consumer ethics was
very limited. They found only a handful of extant studies
that empirically studied consumer ethical judgments (e.g.,
De Paulo 1987; Davis 1979; Wilkes 1978). Therefore, they
(Vitell and Muncy 1992; Muncy and Vitell 1992) devel-
oped a consumer ethics scale and discovered that con-
sumers react quite differently depending upon the kind of
ethical issues/situations that they are faced with. Further-
more, they discovered four distinct dimensions relating to
these ethical issues/situations, namely actively benefiting
from illegal activities, passively benefiting at the seller’s
expense, actively benefiting from questionable, but gener-
ally legal practices, and no harm activities. The first di-
mension (actively benefiting from illegal activities)
represents those actions in which the consumer is actively
involved in terms of receiving benefits at the expense of the
seller. In other words, the consumer makes a conscious
decision to harm the seller (e.g., changing price tags on
merchandise in a retail store). The second dimension
comprises situations where the consumer is the passive
beneficiary of the seller’s mistake (e.g., not saying anything
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when you receive too much change from a store clerk).
Here the consumer does not create the benefit intentionally,
but rather is the serendipitous recipient of benefits. Con-
sumers are more likely to find the actions in this second
dimension acceptable as compared to those in the first. The
third dimension consists of actions in which the consumer
actively engages in questionable practices, but not neces-
sarily activities that may be perceived as illegal (e.g., using
a coupon for merchandise that the consumer did not pur-
chase). Finally, the last set of actions is those that are not
perceived to cause direct harm to anyone (e.g., copying a
DVD from a friend rather than buying it). These actions
may indeed very well cause harm, but are not readily
perceived as doing so by many. If consumers believe that
these potential actions are wrong, one might state that they
have an ethical consumer predisposition in contrast to an
unethical predisposition. Overall, this scale has been used
widely in subsequent research (e.g., Rawwas et al. 1994;
Polonsky et al. 2001). More recently, a fifth dimension
entitled, “doing good” was added to the consumer ethics
scale (Vitell and Muncy 2005). This is a positive dimension
including actions such as doing “good” and recycling (e.g.,
buying a recycled product even if it is more expensive). If
consumers believe that these actions are not wrong, one
can again argue that they also have an ethical consumer
predisposition. In the present study, only the actively
benefiting, passively benefiting, and doing good dimen-
sions will be used as the other two dimensions may be
potentially viewed as ambiguous with many consumers
believing that no harmful activities are acceptable when in
reality they often do cause harm to others.

Spirituality

As mentioned already, spirituality, while perhaps some-
what overlapping the concept of religion, remains distinct
from religion. Religion tends to indicate a belief in a par-
ticular faith system, whereas spirituality involves the val-
ues, ideals, and virtues to which one is committed. Thus, in
a sense, spirituality is most related to an intrinsic view of
religiosity as both represent a commitment to values and
ideals. Allport (1950) perceived religious motivation as
differentiated into intrinsic religiousness and extrinsic re-
ligiousness. More specifically, the “extrinsically motivated
person is viewed as using his religion to fulfil other basic
needs such as social relationships or personal comfort,
whereas the intrinsically motivated lives his religion,”
(Allport and Ross 1967, p. 434). Donahue (1985) pointed
out that intrinsic religiousness correlated more highly than
extrinsic religiousness with religious commitment. On the
other hand, extrinsic religiousness is the sum total of the
external manifestations of religion. He further notes that
the extrinsic construct does not measure religiosity per se,

but measures one’s attitude toward religion as a source of
comfort and social support (p. 404).

As a guide for empirical research, the Hunt—Vitell (“H-
V) theory of ethics provides us with a general theoretical
framework of ethical decision making. Furthermore, the
theory draws upon both the deontological and teleological
ethical traditions in moral philosophy (Hunt and Vitell
1986, 1993). Hunt and Vitell (1993) in their “general
theory of marketing ethics” consider religion and related
individual beliefs such as spirituality as important factors
that influence one’s ethical judgments. The religious/
spiritual beliefs of an individual influence the ethical de-
cision-making process (Hunt and Vitell 1986, 1993), and
individuals who tend to be more “intrinsically” religious,
and by inference more spiritual, have been found to be
more ethical in their beliefs (Vitell and Paolillo 2003).
Furthermore, the H-V theory provides a framework to
recognize the reasoning behind the ethical decision making
used by individuals facing ethical dilemmas and ethics-
laden situations. Religiosity is strongly associated with
spirituality and encourages morality (Emmons 1999). That
is, religiosity has a very strong connection with morality, in
the sense that religion prescribes morality, and is consid-
ered to be the source of morality by many religious persons
(Geyer and Baumeister 2005).

The H-V theory suggests several points where spirituality
and religiosity may impact ethical decision making, namely
(1) in determining whether or not there is an ethical problem/
issue that one must resolve, (2) in determining whether or not
there is an impact on one’s moral philosophy and/or norms,
(3) indetermining, as implied above, one’s ethical judgments
regarding a particular situation and various courses of action,
(4) in determining one’s intentions in a particular situation
involving moral choices, and finally, (5) in determining ac-
tual behavior in such situations. The third category, ethical
judgments, will be the focus of this research.

Spirituality is often more highly correlated with reli-
gious commitment and ethical beliefs, and given that this is
a cross-cultural study involving people of varying religious
backgrounds, it is logical to use a spirituality construct
rather than a religious one. Walker and Pitts (1998) assert
that traits of a moral individual can be seen in an individual
who is devoutly religious and/or spiritual. Accordingly,
individuals with higher spirituality would tend to have a
greater level of commitment toward moral and ethical
beliefs. Also, people with high spirituality would tend to
consider ethics to be highly important in their lives; thus,
such individuals are ethically more conscientious (Vitell
et al. 2005). A priori, compared with nonspiritual people,
one might suspect that highly spiritual individuals would
have more clearly defined deontological norms and that
such norms would play a stronger role in their ethical
judgments. Thus, it is hypothesized that:
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H1 Individuals higher in terms of their spirituality will be
more likely to have an ethical consumer predisposition;
that is they will be more likely to believe that “(a) actively
and (b) passively benefiting” consumer activities are wrong
and that “(c) doing good” activities are not wrong.

Moral Identity

Moral motivation stems from two complementary sources—
moral reasoning and moral identity (Vitell et al. 2009). Moral
reasoning is defined as the cognitive activity of processing
information about issues to make moral judgments (Jones
1991) and is presumed to be one of the strongest predictors of
ethical behavior (Shao et al. 2008), whereas moral identity is
defined as “a self-conception organized around a set of moral
traits,” which has also been shown to motivate moral action
(Aquino and Reed 2002). Moral identity comprises two di-
mensions of self-importance—one private and the other
public (Aquino and Reed 2002). The internalization di-
mension reflects the self-importance of one’s moral char-
acteristics, whereas the symbolization dimension reflects the
sensitivity regarding how one’s moral actions are perceived
(Aquino and Reed 2002). Individuals who have a higher self-
importance of moral identity and individuals who are more
empathetic toward others are less likely to engage in une-
thical behavior without apparent guilt or self-censure (Detert
et al. 2008). The stronger the internalization dimension of
moral identity, the more likely it is to be reflected in one’s
beliefs and behaviors (Aquino and Reed 2002). This implies
that individuals who value moral virtues as an integral part of
their identity are less likely to act unethically.

Empirical studies suggest that the rational view of moral
motivation based on reasoning alone is insufficient to ex-
plain moral actions unless it is complemented with a moral
identity view (Aquino and Reed 2002). This moral identity
view reflects the “extent to which the elements most cen-
tral to a person’s identity (e.g., values, goal and virtues) are
moral. That is, when moral virtues are important to one’s
identity, this yields motivation to behave in line with one’s
sense of morality” (Hardy 2006, p. 215).

The proponents of the moral identity model argue that
individuals form their identity by making moral commit-
ments that are central to their self-definition and self-con-
sistency (Bergman 2004). One implication of the moral
identity model is that individuals may have similar moral
beliefs but differ in how essential morality is to their self-
identities. Specifically, Aquino and Reed (2002) propose
that people construct their moral self-definition in terms of
traits around which personal identities are organized. Thus
it is hypothesized that

H2 Individuals higher in terms of the internalization of
their moral identity will be more likely to have an ethical
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consumer predisposition; that is they will be more likely to
believe that “(a) actively and (b) passively benefiting”
consumer activities are wrong and that “(c) doing good”
activities are not wrong.

Hofstede’s Cultural Framework

In order to measure individual cultural differences, this
study will incorporate Hofstede’s (1983, 1984) cultural tax-
onomy. It encompasses five distinct cultural values: power
distance, uncertainty avoidance, individualism/collectivism,
femininity/masculinity, and long-term orientation. According
to Nakata and Sivakumar (1996), Hofstede’s taxonomy cap-
tures the major components of culture, integrating the relevant
cultural dimensions proposed by other studies. While Hofst-
ede’s framework is essentially a global/macro measure of
national culture, the various country indices were developed
by aggregating the measures of individuals within various
cultures. Thus, national culture can be (and was) measured at
the individual or micro level as well using Hofstede’s di-
mensions. That is, it is precisely the aggregation of the beliefs
of individuals in a society that establishes a unique, more
global, national culture. However, within any particular so-
ciety, there will be differences among individuals in terms of
these beliefs. As Auger et al. (2004) state, there is likely to be
more variance among those within a single culture or country
than between different countries regarding various social is-
sues including even recycling. Extending this to Hofstede’s
dimensions, for example, some individuals, within the same
culture, will tend to be more individualistic, while others may
tend to be more collectivistic. Similarly, some individuals
may be quite strong in terms of uncertainty avoidance, while
others may be weak in terms of this dimension although both
reside within the same culture. Thus, it is quite appropriate to
measure these dimensions at the individual level as will be
done in this research.

Power Distance

Power distance is a gage of interpersonal power or the in-
fluence a superior may have over a subordinate. It is defined
as the degree to which the members of a group or society
accept the fact “that power in institutions and organizations
is distributed unequally” (Hofstede 1985, p. 347). Indi-
viduals with a higher power distance more easily accept the
inequality of power as they perceive differences between
superiors and subordinates as the normal condition of
things; furthermore, they are reluctant to disagree with su-
periors and believe that superiors are entitled to privileges
(Hofstede 1984). In contrast, individuals lower in power
distance are less likely to tolerate class distinctions, are
more likely to prefer democratic participation, and are not
afraid to disagree with their superiors.
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Uncertainty Avoidance

Uncertainty about the future is a basic fact faced by indi-
viduals in all cultures, generating anxiety and uneasiness.
In response, people try to cope with uncertainty through
different means such as technology, the law, or perhaps
religion. The tolerance for uncertainty, and the means of
coping with it, can vary significantly from culture to cul-
ture and from individual to individual. Hofstede (1985)
defined uncertainty avoidance as “the degree to which the
members of a society feel uncomfortable with uncertainty
and ambiguity, which leads them to support beliefs
promising certainty and to maintain institutions protecting
conformity” (pp. 347-348). Individuals with high uncer-
tainty avoidance are more concerned with security in life,
feel a greater need for consensus and written rules, and are
intolerant of deviations from standard practices as com-
pared to individuals with low uncertainty avoidance
(Hofstede 1984).

Individualism/Collectivism

Individualism refers to the relationship between an indi-
vidual and the collective interests of the group(s) to which
he/she belongs. Individualism has been defined as the extent
to which an individual pursues self-interests, individual ex-
pression, and prefers loose ties with others in society as
compared to more formal ties (Hofstede 1984; Triandis
1995). Individualists tend to value personal time and free-
dom (Hofstede 1984; Parsons and Shils 1951), and inde-
pendence (Schwartz 1994), and also tend to believe that
personal interests are more important than group interests
(Hofstede 1984; Kluckhohn and Strodtbeck 1961). In con-
trast, a collectivist views him/herself as part of a group, and
thus places group interests first. In addition, collectivists, and
collectivist cultures, value reciprocation of favors and a
greater respect for tradition (Schwartz 1994).

Femininity/Masculinity

Masculinity has been defined as “a preference for
achievement, heroism, assertiveness, and material success”
(Hofstede 1985, p. 348). Individuals from masculine cul-
tures are characterized as assertive, aggressive, ambitious,
and competitive with an orientation toward money and
material things (Hofstede 1984). In contrast, individuals
belonging to less masculine cultures (or feminine cultures)
are described as modest, humble, and nurturing. They
measure achievement in terms of close relationships, and
are more people oriented, more benevolent, and less in-
terested in personal recognition, than those from masculine
cultures (Hofstede 1984).

Long-Term Orientation

Although not originally a part of Hofstede’s (1984)
framework, long-term orientation represents a unique and
distinct factor. It represents an orientation that emphasizes
virtues such as persistence, thrift, and loyalty (Hofstede
1991). The primary driving force of this dimension is that
an individual, or a society, might give up today’s pleasures
for success in the future. In contrast, a short-term orienta-
tion tends to place greater emphasis or focus on today’s
successes rather than possible successes in the future.

Propositions

The Hunt—Vitell Theory of Ethics (1986, 1993) proposes a
number of antecedent constructs to the decision-making
process of an individual. These can be classified into five
broad categories, namely, the professional environment,
the industry environment, the organizational environment,
the cultural environment, and personal characteristics.
However, only the latter two apply to individual consumer
ethics which is the focus of this particular study. Individual
characteristics are represented in this study by spirituality
and the internalization dimension of moral identity,
whereas the cultural environment is most appropriately
represented by Hofstede’s five dimensions of culture.
Unfortunately, the H-V theory does not explicate how
these antecedent constructs may be related to each other.
Therefore, rather than presenting specific hypotheses re-
garding the role of the five Hofstede dimensions, proposi-
tions are put forth wherein the cultural dimensions of the
Hofstede typology are expected to moderate both the rela-
tionship between (1) spirituality and the ethical predisposi-
tion of consumers and the relationship between (2) the
internalization of moral identity and the ethical predisposi-
tion of consumers. Thus, the specific strength and directional
impact of these proposed moderators is not hypothesized.

Spirituality and Consumer Ethical Predisposition

P1 The impact of spirituality on the ethical predisposi-
tions of consumers will be moderated by Hofstede’s five
cultural dimensions, namely

(i) power distance,

(i)  uncertainty avoidance,
(iii)  individualism/collectivism,
(iv) femininity/masculinity and
(v) long-term orientation.

More specifically, Hofstede’s dimensions will moderate
the relationships between spirituality and the (a) “actively
benefiting,” (b) “passively benefiting,” and (c) “doing
good” consumer ethical predispositions.
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Internalization and Consumer Ethical Predisposition

P2 The impact of the internalization of moral identity on
the ethical predispositions of consumers will be moderated
by Hofstede’s five cultural dimensions, namely

(i) power distance,

(i)  uncertainty avoidance,
(iii)  individualism/collectivism,
(iv)  femininity/masculinity and
(v)  long-term orientation.

More specifically, Hofstede’s dimensions will moderate
the relationships between the internalization of moral identity
and the (a) “actively benefiting,” (b) “passively benefiting,”
and (c) “doing good” consumer ethical predispositions.

Methodology
Samples and Procedures

The data were collected with an online survey using existing
scales from previous research studies. The questionnaire took
approximately 20 min to complete. The scales were presented
in the following order: religiosity, spirituality, the Hofstede’s
typology, consumer ethics, and moral identity plus general
demographic information. The identical items and order were
followed in the other versions of this survey as well. However,
depending upon the venue, language changes were instituted
where needed. While sampling techniques varied somewhat
depending upon the cultural venue, the samples, in all cases,
were drawn from an essentially young (18-35 years old),
well-educated population with a fairly equal gender distribu-
tion. Overall, 1052 surveys were completed.

U.S. Sample and Procedures

The U.S. data were collected using a survey administered to
participants at a large U.S. Southeastern University using
Qualtrics survey software. The makeup of the sample was
primarily, but not exclusively, university students from various
disciplines. The sample of 376 respondents can be character-
ized as follows: 65.9 % males and 34.1 % females; 96.8 % of
participants were 25 years of age or younger. All except 0.8 %
of the sample had completed at least some college, with 78.7 %
either having a bachelor degree or being a current under-
graduate student; further, 11.8 % were working on a graduate
degree, either a master’s degree or a doctorate degree.

French Sample and Procedures

In France, the survey was similarly conducted as an online
survey. An e-mail was sent to 210 business students at Aix-
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Marseille University in the South of France. Potential re-
spondents were directed to a website where they could re-
spond to the survey. The survey was translated to French by
an expert fluent in both French and English and back-trans-
lated by a second expert fluent in both languages. The two
versions were scrutinized for any differences until all dif-
ferences were resolved. Data were collected over a 3-week
period. One hundred and four (104) questionnaires were
completed and returned for a 49.5 % response rate. The
majority of respondents were graduate students (55.7 %)
with the rest being undergraduates. Males comprised 41.3 %
of the sample with females comprising 58.7 %; 84.6 % of the
sample was below 25 years of age with another 14.4 % being
between 26 and 35.

Indian Sample and Procedures

The Indian sample used for the study primarily consisted of
young business professionals holding managerial and su-
pervisory positions, again being consistent with the other
samples in terms of being a sample of young, well-edu-
cated adults. The participants received both e-mail and
personal invitations to participate in an online survey. They
were informed that the purpose of the study was to un-
derstand the decision-making process of individuals in
different work situations. As all potential respondents were
screened for being highly proficient in English, the English
version of the survey, as used in the U.S. study, was the one
administered. This survey was identical to the U.S. survey
in all respects. As with all versions, the respondents were
assured of the confidentiality of their responses. Males
made up 46.6 % of the Indian sample with females rep-
resenting 53.4 %; 56.8 % were less than 25 years of age
with another 37.5 % being between 25 and 35. This sample
was represented by 25 % having a bachelor’s degree and
71.6 % having a graduate degree.

Spanish Sample and Procedures

The Spanish survey was conducted in three distinct cities in
the South of Spain, namely Sevilla, Malaga, and Grenada.
All respondents were well-educated, young adult residents
of Spain. The survey was translated into Spanish by an
expert fluent in both Spanish (Castellano) and English and
back-translated by a second expert fluent in both languages.
The two versions were scrutinized for any differences until
all differences were resolved. Two hundred eighty-seven
surveys were completed from a total of 337 for a response
rate of 85 %. Again this was primarily a sample of young,
well-educated adults as 72.7 % of the sample was under
25 years of age. Undergraduates comprised the majority of
the sample with over 80 % of respondents either working
on an undergraduate degree or having a bachelor degree in
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hand while the sample was almost equally divided between
males and females with 44.4 % of the respondents being
male.

Egyptian Sample and Procedures

A total of 300 questionnaires were distributed in all six
districts of the city of Alexandria, Egypt. Of these, 198
were returned, 45 refused to answer the questionnaire, and
67 were returned incomplete (e.g., when the unanswered
questions exceeded 10 % of total number of questions).
The questionnaires were translated into Arabic by an expert
fluent in both languages and then back-translated to Eng-
lish by another expert. The two versions were then scruti-
nized for any differences until any and all differences were
resolved. Again these were primarily young, well-educated
adults completing the surveys as seen by the fact that
20.7 % were under 25 and another 35.4 % were between
26 and 35 while 73.2 % were either undergraduate students
or had a bachelor degree in hand. The sample was equally
divided between males (46.7 %) and females (53.3 %).

Scales
Religiosity and Spirituality

The religiosity scale initially used in the study is by Allport
and Ross (1967). Their research has determined that there
are two underlying dimensions of religiosity known as
intrinsic and extrinsic religiosity. They differentiate the
two by noting that (an) “extrinsically motivated person
uses his religion, whereas the intrinsically motivated lives
his religion” (p. 434, emphasis in the original). However,
the extrinsic dimension was not included in the study as it
is most often not related to ethics, and the intrinsic di-
mension was not sufficiently reliable to warrant its inclu-
sion in the final analyses of the study.

Therefore, we now have methodological as well as
conceptual arguments for not using a religiosity construct
in the study. As explained earlier, the primary religion-
oriented construct used in this study is an underrepresented
compliment to religiosity, namely, spirituality. Although
currently not used in the marketing literature, the authors
feel that this construct is viable as an accompaniment, and
even superior replacement, to the religiosity construct. This
is due in part to intrinsic religiosity’s close tie to spiritu-
ality (Ryan and Fiorito, 2003). Intrinsic religiosity is
“indicative of having religious commitment and involve-
ment for more inherent, spiritual objectives” (Vitell et al.
2009, p. 158). Thus, while it is different in that someone
high in intrinsic religiosity is likely to also be spiritual, an
individual could be high in spirituality but not necessarily
religious. A sample item from the spirituality scale is “I

feel joy when I am in touch with the spiritual side of my
life.” The spirituality scale has an overall reliability of
0.904.

Hofstede’s Dimensions

Hofstede defines culture as “the training or refining of one’s
mind from social environments in which one grew up”
(Hofstede 1991, p. 4). In this study of consumer ethics,
we examine social decisions that are influenced by the norms
and expectations shaped by a consumer’s culture. AS men-
tioned, Hofstede identified five specific dimensions by which
cultures differ: power distance, uncertainty avoidance,
femininity/masculinity, individualism/collectivism, and long-
term orientation. This scale encompasses items with state-
ments regarding each specific dimension. Respondents
evaluated the statements and responded on a 5-point scale
anchored by “strongly agree” and “strongly disagree.”

Power Distance Power distance pertains to how power
inequality is accepted by people (Hofstede 1991). People
with high power distance orientation are comfortable
with distinct differences between “superiors” and “sub-
ordinates” (Hofstede 1980). Conversely, individuals
with a lower power distance orientation view others as
equals and feel they have a right to a voice in decision
making (Brockner et al. 2001; Tata 2005). A sample
item for the power distance scale is, “People in lower
positions should not disagree with decisions by people in
higher positions.” The power distance scale has an
overall reliability of 0.765

Uncertainty Avoidance People with a high uncertainty
avoidance orientation desire security and appreciate formal
rules and standards (Rawwas et al. 2005). They believe it is
important to closely follow instructions and procedures. A
sample item for uncertainty avoidance is, “It is important to
have instructions spelled out in detail so that I always know
what I’'m expected to do.” The uncertainty avoidance scale
has an overall reliability of 0.814.
Individualism/Collectivism Collectivists believe that
group loyalty should be encouraged even if the indi-
vidual goals suffer. Individuals who are collectivists
value altruism and being helpful more than do non-
collectivists, e.g., “individualists” (Torelli and Shavitt
2010). Collectivists are more likely to follow norms,
even if they break rules in the process. Alternatively,
individualists are more likely to go against norms and to
adhere to rules (Trompenaars and Hampden-Turner
1998). A sample item from the collectivism scale is,
“Individuals should sacrifice self-interest for the group.”
Collectivism has an overall reliability of 0.793.
Femininity/Masculinity The femininity/masculinity di-
mension encompasses the values placed on achievement,
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Table 1 Hofstede indices by uUs France India Eeypt Spain
country
Power distance (PDI) 40 68 77 70 57
Individualism (IDV) (low scores indicate collectivism) 91 71 48 25 51
Masculinity/femininity (low scores indicate femininity) 62 43 56 45 42
Uncertainty avoidance (UAI) 46 86 40 80 86
Long-term orientation 39 29 61 68 86

assertiveness, and material success by an individual or a
society (Hofstede 2010). A sample item of this scale is,
“It is more important for men to have a professional
career than it is for women.” The reliability of this scale
is 0.755.

Long-Term Orientation Cultures that characterize a
long-term orientation emphasize persistence, thrift, and
loyalty (Hofstede 2010). The basic idea is to give up
today’s pleasures for success in the future. A sample
item for the long-term orientation scale is, “Long-term
planning is a necessity for success.” The reliability of
this scale is 0.737.

Consumer Ethical Predisposition

In order to gain insights into the ethical perceptions of
consumers, Muncy and Vitell (1992) and Vitell and Muncy
(1992) created the Consumer Ethics Scale (CES). The
initial scale was developed to examine how certain po-
tentially unethical consumer behaviors are viewed by re-
spondents, either as ethical or unethical. Thus, the scale is
essentially a measure of a respondent’s consumer ethical
predisposition. The initial scale items were based on four
constructs of (1) actively benefiting from illegal, (2) pas-
sively benefiting from illegal activities, (3) actively
benefiting from deceptive (or questionable, but legal) acts,
and (4) no harm/no foul activities. The “actively benefiting
from deceptive practices” dimension means that the con-
sumer knowingly takes very questionable actions (e.g.,
drinking a can of soda in the supermarket and not paying
for it). This active dimension has an overall reliability of
0.745. Passively benefiting from illegal activities is where
the consumer is the passive recipient of some accidental
benefit but does not correct the mistake (e.g., not saying
anything when you receive too much change from a store
clerk). The passive dimension has an overall reliability of
0.785. In 2005, Vitell and Muncy added a “positive” ac-
tivity dimension, doing good and recycling, to increase the
validity of the scale through the addition of an inversely
related factor (e.g., buying a more expensive product since
it is made from recycled materials). This “doing good”
dimension has an overall reliability of 0.713. The actively
benefiting from questionable practices and the no harm/no
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foul dimensions were not used as their reliabilities were too
low to allow valid inclusion in the final analyses of the
study (i.e., alphas below 0.60) (Table 1).

Moral Identity

Aquino and Reed (2002) introduced moral identity as an
explanation for the schema people possess of moral traits
that encompass the moral self. Moral identity is composed
of two factors, internalization and symbolization. The two
dimensions can be likened to religiosity’s dimensions of
intrinsic and extrinsic with intrinsic and internalization
being similar and extrinsic and symbolization being simi-
lar. Individuals vary on how salient or self-important their
moral identity personality is (Reed et al. 2007). Addition-
ally, individuals can rank high or low on the specific di-
mensions. An individual who is high in internalization will
feel that possessing “moral” characteristics are a part of
their personality, while a person who is high in symbol-
ization will feel that they can convey their characteristics
through their actions or other means of portraying them-
selves to others. To measure moral identity, respondents
are given a list of nine characteristics (e.g., caring, hard-
working, kind) that they are asked to give answers to in-
ternalization and symbolization questions. An example of
internalization is “being someone who has these charac-
teristics is an important part of who I am.” The internal-
ization dimension has an overall reliability of 0.651.
Symbolization data were not collected for this study as it is
not believed to be likely to be correlated with moral beliefs.
It is not at all uncommon in studies for only the internal-
ization dimension to be linked to ethically oriented issues
(i.e., Vitell et al. 2011).

Results

Hypotheses

To test the hypotheses, regression analyses were used with
spirituality and the internalization of moral identity as in-

dependent variables and the ethical predisposition of con-
sumers as the dependent variable. Specifically, three
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dimensions of the consumer ethics scale served as
dependent constructs, namely the following (‘‘actively
benefiting from illegal activities’ (Active/Illegal), ‘‘pas-
sively benefiting at the expense of others’’ (Passive), and
““‘doing good’’ (Doing Good). Thus, to test Hypothesis 1,
we conducted three separate regression analyses. Table 2
displays the results from these tests. Hl (a) and (b) are
supported at a p < .0005 level. These hypotheses stated
that individuals higher in terms of their spirituality tend to
be more ethically predisposed in that they will be more
likely to believe that actively and passively benefitting
from illegal activities are wrong. However, H1 (c) was not
supported (p = 0.732). This suggests that an individual’s
level of spirituality does not impact how they evaluate
“doing good” consumer activities such as like recycling.

Table 2 also displays the results from testing of H2.
How individuals internalize their moral identity was found
to be significantly related to all three consumer dimensions
of a consumer ethical predisposition (all p’s < .0005), thus
providing support for H2 (a), (b), and (c).

Propositions: Moderation Effects of Hofstede
Dimensions

To further understand the relationships between the inde-
pendent variables, spirituality and internalization, and

consumer ethics predisposition, the moderating effect of
Hofstede’s cultural dimensions was tested. This allowed
the effect of the independent variables to change in in-
tensity and/or direction in accordance with the values of the
moderator. Interactions were created individually with each
Hofstede dimension and spirituality and then regressed
separately on all three consumer ethics dimensions. Haye’s
PROCESS macro in SPSS was used to conduct the mod-
eration analyses. The Haye’s PROCESS macro (henceforth
PROCESS) is a macro created for SPSS and SAS by An-
drew F. Hayes that automates conditional process analysis.
Conditional process analysis is used “when one’s research
goal is to describe the conditional nature of the mechanism
or mechanisms by which a variable transmits its effect on
another and testing hypotheses about such contingent ef-
fects” (Hayes 2013, p. 10). The benefit of using the
PROCESS model is that the macro alleviates the possibility
of human error in computation through the use of a “point-
and-click” format. By entering the values for the inde-
pendent variable, the outcome variable, and the moderator,
the output provides the conditional and unconditional ef-
fects for the proposed model. Our model is the effect of
either the internalization of moral identity or spirituality on
the CES dimensions moderated by Hofstede’s collectivism,
long-term orientation, masculinity, uncertainty avoidance,
and power distance dimensions (see Fig. 1).

Table 2 Results of regression

Actively benefitting Passively benefiting Doing good
analyses
F P F P F P
Spirituality 2.925 <0.0005%%*%* 6.506 <0.0005%** 0.833 0.732
Internalization 6.282 <0.0005%%** 3.539 <0.0005%#* 9.749 <0.0005%#*
* p <0.05, ** p <0.01, *** p < 0.001
Table 3 Moderation effects of Actively benefitting Passively benefiting Doing good
Hofstede’s dimensions
B p B p B p
a. Internalization’s moderated effect on consumer ethics predisposition
Power distance —0.108 0.002 —0.092 0.037 n.s. n.s.
Uncertainty avoidance 0.196 <0.0005 0.142 0.001 0.157 <0.0005
Collectivism 0.102 0.008 0.116 0.011 0.141 <0.0005
Masculinity 0.191 <0.0005 0.122 0.019 0.220 <0.0005
Long-term orientation 0.118 <0.005 0.102 0.046 0.193 <0.0005
b. Spirituality’s moderated effect on consumer ethics predisposition
Power distance —0.086 0.005 n.s. n.s. n.s. n.s.
Uncertainty avoidance —0.088 0.004 —0.077 0.023 n.s. n.s.
Collectivism n.s. n.s. n.s. n.s. 0.075 0.006
Masculinity n.s. n.s. —0.082 0.045 n.s. n.s.
Long-term orientation n.s. n.s. —0.093 0.032 0.1104 0.035
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Hofstede Dimensions

Internalizati pirituality C Ethics Di

Fig. 1 Conceptual model

Spirituality — “Actively Benefiting”

Support was found for Proposition 1 (i and ii) when “ac-
tively benefiting” was the consumer ethical predisposition,
but only for the cultural dimensions of power distance and
uncertainty avoidance. That is, how strongly an individual is
in terms of their spirituality interacts with their level of
power distance (f = —0.086, p = 0.005) and uncertainty
avoidance (ff = —0.088, p < .004); thus, apparently the
lower one’s scores for the construct of power distance and
the less one’s need to avoid uncertainty, the stronger is the
consumer ethical predisposition. However, femininity/mas-
culinity, individualism/collectivism, and long-term orienta-
tion do not seem to impact either the direction or magnitude
of the relationship of spirituality and “actively benefiting.”

Spirituality — “Passively Benefiting”

Partial support was also found for Proposition 1 (ii, iv and v)
when “passively benefiting” was the consumer ethical pre-
disposition, but only for the cultural dimensions of uncertainty
avoidance, masculinity and long-term orientation. How
strongly an individual is in terms of their spirituality interacts
with their levels of uncertainty avoidance (f = —0.077,
p < 0.023), masculinity (f = —.082, p < .045), and long-
term orientation (f = —0.093, p = 0.032) in predicting their
evaluation of situations where consumers passively benefit
from deceptive acts. Thus, the less one’s need to avoid
uncertainty, the less one’s masculinity and the less one’s long-
term orientation, the stronger is their consumer ethical pre-
disposition, but power distance and collectivism do not seem
to impact either the direction or magnitude of the relationship
of spirituality and “passively benefiting.”

Spirituality — “Doing Good”

Finally, in terms of the moderation effect of spirituality,
partial support for Proposition 1 (iii and v) was only found
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for the cultural dimensions of collectivism and long-term
orientation. Thus, how strongly an individual is in terms of
their spirituality interacts with their levels of collec-
tivism (ff = 0.075, p < 0.006) and long-term orientation
(f = 0.1104, p = 0.035) in predicting their evaluation of
situations where consumers are perceived as “doing good.”
In short, the greater the consumer levels of collectivism
and long-term orientation, the more likely they are to be
predisposed to “do good.”

Internalization — “Actively Benefiting”

Support was found for Proposition 2 (i, ii, iii, iv, and v) when
“actively benefiting” was the consumer ethical predisposi-
tion. That is, how strongly individuals internalize their moral
identity interacts with their level of power distance (ff =
—0.108, p = 0.002), uncertainty avoidance (ff = 0.196,
p < 0.0005), collectivism (ff = 0.102, p = 0.008), mas-
culinity (f = 0.191, p < 0.0005), and long-term orientation
(p = 0.118, p = 0.006) in predicting one’s evaluation of
situations where consumers actively benefit from deceptive
acts. All of the interaction coefficients were positive, ex-
cluding that for power distance. This indicates that the higher
the individual scores on the cultural dimensions of uncertainty
avoidance, collectivism, masculinity, and long-term orienta-
tion, the higher is their ethical consumer predisposition rela-
tive to “actively benefitting” from unethical consumer
actions. Thus, the higher one’s level of uncertainty avoidance,
the more collective, the higher in masculinity and the higher in
terms of a long-term orientation, the more ethically predis-
posed the consumer appears to be. Conversely, power distance
has the opposite effect. That is, as individual scores are lower
on the power distance scale, the stronger is their consumer
ethical predisposition.

Internalization — “Passively Benefiting”

Support was also found for Proposition 2 (i, ii, iii, iv, and v)
when “passively benefiting” was the consumer ethical
predisposition. That is, how strongly individuals internalize
their moral identity interacts with their level of power
distance (f = —0.092, p = 0.037), uncertainty avoidance
(f =0.142, p <0.001), collectivism (f =.116, p =
0.011), masculinity (f = 0.122, p < 0.019), and long-term
orientation (f = 0.102, p = 0.046) in predicting their
evaluation of situations where consumers passively benefit
from deceptive acts. Again, all of the interaction coeffi-
cients were positive, excluding that for power distance.
This indicates that when an individual scores higher on the
cultural dimensions of uncertainty avoidance, collectivism,
masculinity, and long-term orientation, the higher is their
ethical consumer predisposition relative to “passively
benefitting” from unethical consumer actions. This is
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consistent with the results for actively benefitting activities,
indicating that the higher one’s degree of uncertainty
avoidance, the more collective, the higher in masculinity,
and the higher in terms of a long-term orientation, the more
ethically predisposed the consumer appears to be. Con-
versely, power distance has the opposite effect. That is, the
higher the individual scores on the power distance scale,
the weaker is their consumer ethical predisposition.

Internalization — “Doing Good”

Finally, partial support was found for Proposition 2 (ii, iii, iv,
and v) when “doing good” was the consumer ethical predis-
position. The lone exception was that of the power distance
dimension. How strongly individuals internalize their moral
identity interacts with their level of uncertainty avoidance
(fp = 0.157, p <0.0005), collectivism (f = 0.141, p =
.0005), masculinity (f = .220, p < 0.0005), and long-term
orientation (f = 0.191, p = 0.0005) in predicting their
evaluation of situations where consumers “do good.” All re-
lationships were positive so that the stronger one’s need to
avoid uncertainty, the more collective, the higher in mas-
culinity and the higher in terms of a long-term orientation, the
more ethically predisposed the consumer appears to be.
Again, only power distance seems to impact neither the di-
rection nor magnitude of the relationship of internalization
and “doing good.” The Moderation Effects of the Hofstede
dimensions appear in Table 3.

Discussion

Results indicate that an individual’s spirituality impacts how
they view certain questionable consumer activities.
Specifically, if the individual tends to be more spiritual, then
that person will also have a more positive ethical predis-
position. However, spirituality does not seem to have any
impact upon “doing good” activities, such as recycling. This
does not mean that the individual would not look favorably
upon activities such as recycling, only that it is not spiritu-
ality which determines this. Regarding moral identity,
specifically the internalization dimension, results indicate
that moral identity clearly impacts how consumers view not
only questionable acts, but also acts of “doing good.” That
is, a stronger moral identity in terms of a stronger internal
sense of self (i.e., the internalization dimension) tends to
mean that the consumer is more ethically predisposed. These
results are consistent with what was expected and predicted
by the Hunt—Vitell theory of ethics (Hunt and Vitell 1986).

The above two relationships, namely (1) spirituality and
consumer ethical predisposition and (2) internalization of
one’s moral identity and consumer ethical predisposition
were found to be moderated by the dimensions of Hofstede’s

cultural typology. However, the impact of these moderators
varied depending upon the particular cultural dimension
being examined, and whether the independent construct was
spirituality or the internalization of moral identity. Further-
more, the impact of these moderators varied for different
consumer ethical predispositions. For example, for spiritu-
ality power distance was a significant moderator only for the
“actively benefiting” activities used to measure consumer
ethical predisposition. Uncertainty avoidance, on the other
hand, was a significant moderator for the relationship of
spirituality with both “actively benefiting” and “passively
benefiting” activities. Collectivism only moderated the re-
lationship with “doing good” activities. Finally, masculinity
and a long-term orientation moderated the relationships of
spirituality with “actively benefiting” and “doing good”
activities. What this most likely shows is that while all of the
cultural dimensions are to some extent significant mod-
erators as proposed, their significance as a moderator clearly
varies depending upon the specific situation, at least where
spirituality is the independent construct.

Nevertheless, although not hypothesized, the impact of
these moderators was generally mixed. For instance, when
power distance is lower, the relationship between spiritu-
ality and the consumer’s ethical predisposition for actively
benefiting activities is stronger. The interpretation of this
result would be that those who believe they are equal, or
almost equal, to their superiors in terms of power distri-
bution tend to be more ethical than those who believe there
is a significant distance between themselves and their
bosses in terms of the distribution of power.

The uncertainty avoidance construct is significant in two
of the three instances, but in a direction that may be
somewhat unexpected. That is, spirituality was less
strongly associated with consumer’s ethical predisposition
when uncertainty avoidance was higher for the actively and
passively benefiting activities. However, one might expect
that when uncertainty avoidance is high for an individual,
one might tend to be more ethical as an ethical decision
should be less ambiguous and thus more likely to yield
uncertainties. Indeed, the correlation between uncertainty
avoidance and these two dimensions of consumer ethical
predisposition are both significant in a positive direction.
Therefore, individuals with high levels of uncertainty
avoidance also expressed high levels of ethical predispo-
sitions both in terms of actively and passively benefitting
from harmful activities regardless of their spirituality
levels. However, for individuals with low levels of uncer-
tainty avoidance, there was a strong and positive influence
of spirituality on their ethical predispositions along both
the active and passive dimensions.

Collectivism seems to strengthen the impact of piritu-
ality on consumers’ ethical predispositions, but only for the
“doing good” dimension. Collectivist individuals and
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cultures prioritize collective good over individual benefit.
Therefore, the more collectivistic values an individual has,
the more likely the positive ties between one’s spirituality
and one’s likelihood to value “doing good.” Perhaps this
may be because doing good is the most visible and
“positive” ethical dimension of a consumer’s ethical pre-
disposition. One would expect a collectivist society, and
thus an individual too, to be more concerned about the
impact of individual actions such as recycling on society as
a whole. Thus the impact of spirituality on a consumer’s
ethical predisposition is strengthened by a collectivist in-
stead of an individualist attitude. Masculinity, on the other
hand, might be expected to weaken the relationship be-
tween spirituality and consumer ethical predisposition, and
indeed this is the relationship that was found for the pas-
sively benefiting dimension. This is because a masculine
individual prioritizes characteristics such as material suc-
cess, power, and individual achievements which tend to
weaken the positive impact of spirituality on ethical pre-
dispositions. Finally, a long-term orientation yielded mixed
results as it strengthened the relationship between spiritu-
ality and consumer ethical predisposition for the doing
good dimension, but weakened that same relationship for
the passively benefiting dimension. It seems logical that
one with an orientation to the values of the future rather
than the present would be more inclined to engage in
ethical behavior as one might be able to “get away with
questionable behavior” in the short run but in the long run
it is much less likely.

In terms of the impact of moral identity on consumer
ethical predisposition, and the moderating effect of cultural
factors, the results were much more consistent. For ex-
ample, the internalization dimension of moral identity on
consumer ethical predisposition was significantly moder-
ated for all three dimensions by uncertainty avoidance,
collectivism, masculinity, and long-term orientation while
power distance was significant for two of the dimensions.
Additionally, the direction of the moderation was in the
same direction for each of the individual cultural factors
across all three dimensions of consumer ethical predispo-
sition. More specifically, a higher need to avoid uncertainty
strengthens the impact of the internalization of moral
identity on ethical predisposition. Thus, the need to avoid
uncertainty and ambiguity increases the impact of moral
identity on ethical predisposition becomes significantly
stronger. The same is true for collectivism for all three
dimensions of consumer ethical predisposition as the more
collective is the individual in their beliefs, the stronger the
impact of moral identity on consumer ethical predisposi-
tion. This makes sense as a collectivist would tend to be
more likely to consider the impact of their actions on so-
ciety as a whole, and favor actions such as recycling and
treating others in the society more fairly. A strong sense of
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long-term orientation also strengthens moral identity’s (in
the form of the internalization dimension) impact on con-
sumer ethical predisposition. Again this is logical as a
long-term orientation means that one is oriented toward
virtues consistent with future rewards and less toward
immediate gratification.

Masculinity, while significant in all three instances, is
significant in that if one is more masculine in their orien-
tation and attitudes, that will tend to strengthen the impact
of moral identity on a consumer’s ethical predisposition.
However, the opposite relationship might be expected with
less masculine individuals being more likely to strengthen
the role of moral identity on ethical predispositions. As
mentioned above, this would tend to be the case as a more
masculine individual tends to put more value in charac-
teristics such as material success, power, and individual
achievements which are all more likely to lead to less
ethical decision making. Finally, power distance impacts
the relationship between moral identity and consumer
ethical predisposition by strengthening that relationship
when power distance is weaker. That is, when people are
less likely to accept the unequal distribution of power, and
more likely to question their superiors, then they are more
likely to be ethically predisposed.

The findings from this research have implications for
explaining how consumers’ ethical predispositions are
formed. We found that an individual’s level of spirituality
and the strength of their moral identity are important deter-
minants of how they evaluate ethical consumer situations.
Moreover, we found that different dimensions of an indi-
vidual’s culture may strengthen or weaken these relation-
ships. This provides a foundation for understanding how
cultural differences in ethical predisposition in various con-
sumer settings may influence one’s ethical decision making.

This study has important implications for marketing
managers. We found that individuals who scored high on
power distance had a weaker relationship between
spirituality and both actively and passively benefiting from
unethical situations. Moreover, higher power distance
scores weakened the relationship between moral identity
and actively benefitting. Companies who operate in coun-
tries that rank high on power distance may be more ex-
posed to unethical consumer actions. Care should be taken
to minimize the opportunities for consumers to passively or
actively benefit from unethical behaviors.

The results have interesting implications for companies
targeting consumers with stronger values in the “doing
good,” prosocial side of consumer ethics. Surprisingly,
consumers who are more spiritual are no more or less likely
to positively evaluate consumer activities for “doing
good,” like recycling. However, an individual’s sense of
moral identity does predict their predisposition for favoring
these positive, helpful consumer actions. The results
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suggest that identifying these types of consumers would be
an effective strategy.

The results of this study are not without limitations. The
results reported could be due in part to other unaccounted
for variables. For example, the samples from each country
are not precisely matched in terms of age, education, or
gender. Additionally, the sample is predominantly young
adults, which limits the generalizability to older popula-
tions. However, this could be considered an advantage in
gaining insight into a rising group of consumers. Future
research should examine how ethical predispositions are
formed for older individuals across different countries.
Although we did have samples from a diverse collection of
countries, more diversity is always desired. Future research
should focus on gathering data from a wider range of
countries based on Hofstede’s cultural dimensions in order
to provide a more comprehensive picture of how different
cultures affect consumer’s ethical predispositions.

The purpose of this study was to examine the relation-
ships between (1) spirituality and a consumer’s ethical
predisposition, and (2) the internalization of one’s moral
identity and a consumer’s ethical predisposition within a
cross-cultural context. Furthermore, the moderating impact
of cultural factors on the above relationships was tested
using Hofstede’s five dimensions. The results proved to be
promising since, as predicted, both spirituality and inter-
nalization of moral identity impacted a consumer’s ethical
predisposition, and Hofstede’s cultural dimensions did
significantly moderate these relationships. Hopefully, this
will encourage others to continue this line of research and
to examine these constructs within the context of other
cultures and religions.
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