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Abstract: Ethical consumption research has been focused on the individual 

motivations but the collective aspect remains understudied. However, the rise of social 

media has affected the way information can be shared leading to online communities 

as collective social spaces possibly playing a significant role in rising ethical 

consumption awareness. This thesis addresses the lack of collective ethical 

consumption research by studying ethical consumer online communities. The study 

aimed at finding out 1) the benefits derived out of ethical consumer online community 

participation; 2) whether the benefits influence commitment to ethical consumption; 

3) the activities that the members of the ethical consumer online communities engage 

in and 4) whether participation to the online community affects perceived benefits.  

The theoretical framework was built combining ethical consumption research and 

online community research. The structure of participation-benefits-commitment was 

used. Empirical study was conducted within four real ethical consumer communities. 

Based on the results. To sum up the findings:  benefits obtained out of the ethical 

consumer online community participation were primarily related to learning, 

behavioural and functional aspects. Thus, the members of the online communities 

were seeking information and facts. The members were in an inactive mode with 

regards to their online community participation but they were very committed to 

consuming ethically. Additionally, a clear relationship between participation and all 

the benefit constructs was found. Finally, it was found out that by obtaining benefits 

out of their ethical consumer online community participation; the members became 

more committed to ethical consumption.   
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1 INTRODUCTION 

“What good is one expert’s opinion in the face of enormous collective expertise” 

(Hagel and Armstrong 1997:30) 

Ethical consumers express their concern for environmental or ethical issues with their 

ethical purchasing choices (e.g. Cowe and Williams 2000). The market share of ethical 

products and services is constantly on the rise with a growing amount of consumers 

seeking to influence the society with their behaviour. According to statistics by the Co-

operative Bank the sales of ethical goods rose at around 12% a year between 2004 and 

2007 in the United Kingdom, reaching 42.5 billion euros in 2007. Even if sales of 

products considered ethical typically represent only about 3% of the consumer market 

it has been suggested that more than half the population have in fact purchased a 

product and recommended a supplier, owing to its responsible reputation and one third 

of consumers have serious ethical purchasing concerns (Cowe and Williams 2000).  

The “mainstreaming” of many ethical ideas has already been witnessed (Shaw and 

Riach 2011) hence, ethical consumption has a great potential from moving from a niche 

market to a wider concern among consumers.  

The rise in ethical consumption has been argued to emerge not only spontaneously 

owing to individual consumer awareness maturing but also owing to campaigning 

groups actively driving this phenomenon (Harrison et al. 2005:55). Such campaigning 

groups or ethical consumer communities, as they are chosen to be called in this 

research, involve consumers with shared interest on ethical consumption. The ethical 

consumption motivations may be individual in nature, but the individuals are 

expressing collective actions through these communities, and the actions can lead to 

tremendous collective expertise. 

During the recent years there has been a clear shift of consumer empowerment enabled 

by the developments in technology specifically related to the rise of social media. 

Contemporary consumers are demanding and active instead of only passive recipients 

of messages, are prepared to vote with their purchasing decisions and are using social 

media to share their experiences and knowledge. The rise of social media offers new 

possibilities for the consumers to commit to ethical consumption. In order to make 

ethical choices, consumers require information. However, consumers have been forced 

to make their decisions based on fragmented information. (Uusitalo and Oksanen 
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2004). The previously faced dilemma of limited information can to some extent be 

tackled through social media means. In other words, social media has given new 

platform for the environmental activists to virtually spread information on 

consequences of a given purchase which helps other conscious consumers in making 

more educated consumption choices.  

This thesis addresses particularly online communities as a form of social media. Ethical 

consumer communities can benefit from additional opportunities to build support for 

their cause facilitated by online communities without regional and time wise 

limitations.  The power of online communities cannot be undermined since such virtual 

customer environments typically involve hundreds of the most influential customers 

(Nambisan and Baron 2007) and there is evidence on increasing participation in them 

(Bagozzi and Dholakia 2002). Online communities have an ability to assist ethical 

consumers and organizations in acquiring and sharing information and thus taking 

collective actions. As an example one global ethical consumption community, 

Carrotmob, uses social networking sites such as Facebook, MySpace and YouTube 

widely in informing their members about “carrotmobs”, i.e. positive purchasing 

campaigns they organize, in addition to circulating information on past actions 

(Hoffmann and Hutter 2011). 

Hence, online communities promoting ethical values are joined by consumers who 

participate, or in other words, engage in distinctive actions in them. Deciding to engage 

into those activities suggests that members seek certain benefits as an outcome of it. 

Furthermore, through gaining benefits the members of the ethical community it is 

likely that they become more committed to consuming ethically. This is what this thesis 

seeks to examine. 

1.1. Research problem 

Although ethical consumption has attracted growing academic interest during the 

recent years, it still remains an understudied field of consumption behaviour (Newholm 

et al. 2007) with the existing research contributed by a limited number of researchers. 

Moreover, the vast majority of research in the area of ethical consumption is centred on 

individual ethical consumer. In fact, despite of the substantial increase in the number, 

variety and popularity of ethical consumer communities during recent years, it is not 

yet fully reflected in the academic research (Papaoikonomou et al. 2011).  
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Collective approach to ethical consumerism has been called for by several marketing 

scholars (e.g. Newholm and Shaw 2007, Harrison et al. 2005, Papaoikonomou et al. 

2011). Nonetheless, even though rare some research with communal focus exist (e.g. 

Barnett et al. 2005a, Bekin et al. 2007, see table 1.) but only one existing study 

(Papaoikonomou et al. 2011) has explored motives and meanings regarding 

participation to an offline “traditional” ethical consumer community. Hence, there is 

clearly need for further research on ethical consumption focusing on the collective 

aspect which this study seeks to address with examining ethical consumer online 

communities.  

While communality with regards to ethical consumption can be considered 

understudied the collective space this study is focusing on, online communities, is 

attracting growing academic interest. In the center of this thesis are benefits related to 

ethical consumer online community participation. Some research on consumption-

related online communities participation motivations and benefits exist (e.g. Bagozzi 

and Dholakia 2002, Dholakia et al. 2004, Weman 2010) but despite this it can be 

argued that little attention has yet been given to reasons for participation and the 

experiential aspects (Grace-Farfaglia et al. 2006, Rokka and Moisander 2009, Casalo et 

al. 2008). Moreover, the majority of the existing research focuses on determinants of 

participation instead of the outcomes of it (Casalo et al. 2010).  

Additionally, little existing research touches upon the issue on online communities and 

ethical issues in any way. One study examines environmental dialogues within the 

context of a travel and tourism online site (Rokka and Moisander 2009) but the focus is 

very different to this study since it centers on ecological considerations taking place in 

the travel community. Thus, it is to be noted that no prior research has specifically 

studied online part of the communities with a mere ethical consumption focus. Ethical 

consumer online communities provide a venue for encouraging interest and 

commitment to ethical consumption but current research has yet failed to study their 

exact effect. This study addresses that research gap.  

Hence, this study aims to contribute to the existing online community research with 

investigating the benefits obtained from online community participation in a totally 

new context, among ethical consumer online communities. No previous studies with 

this exact focus exist. Ethical consumers rely on a variety of information sources with 

regards to the ethical characteristics of the products consumed e.g. media, NGO 
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campaigns, labels, fair-trade/alternative shops and mainstream retailers, or family and 

friends.  

To some extent, the benefits derived from the online ethical consumer community may 

possibly be extended to the benefits sought from the offline part of the community. 

Online connections have been found to support and strengthen offline social networks 

(Matei 2004) suggesting that online community can be thought to be an extension of an 

offline community. However, some caution must be taken prior to making any 

generalizations related to extending the results to offline communities with regards to 

this research. 

The study will be made taking a consumer perspective which is meaningful for two 

reasons. Firstly, consumer empowerment is the backbone of social media. Hence, 

online communities are arenas for consumers to execute their power and make an 

impact which naturally supports taking consumer perspective within an online 

community study. Only limited empirical research has examined consumer 

empowerment, market power shift from suppliers to consumers enabled by the 

Internet (Pires et al. 2006), in the context of ethical consumption (e.g. Shaw et al. 

2006, Rokka and Moisander 2009). Consumer empowerment in relation to ethical 

consumption means that consumers can use their power to ensure that companies are 

accountable to society (Tallontire et al. 2001). Secondly, only a limited number of 

studies have examined ethical issues in the market place from consumer’s perspective 

(e.g. Vitell et al. 2001, Uusitalo and Oksanen 2004).  

Although a consumer perspective is employed the research will be valuable from 

managerial perspective too. Managers benefit from gaining understanding on the issues 

concerning ethical consumers related to their online community participation, 

perceived benefits and effect on commitment. In order to build flourishing online 

communities managers must be aware of the interests and needs of the community 

members since participation of the members is vital in sustaining online communities 

in the long-term. In fact, managers must build virtual communities which are relevant 

to their members encouraging interactions, since without relevance there is no reason 

for an online community to even exist. The members of an online community are its 

real creators (Hagel and Armstrong 1997:20) and assumedly, the higher level of 

activity; the more relevant the community is likely to be.  
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Furthermore, it can be argued that the potential of online communities is not still today 

fully taken into use. This research can provide important knowledge particularly to 

organizations promoting ethical issues with regards to utilizing the online communities 

to their full potential. I argue that in the context of ethical consumption the potential of 

online communities can be contingently great. Ethical consumer online communities 

provide an easily accessed platform for interactions and can have a strong influence to 

increasing the group cohesiveness and to the sense of belonging to the community. 

Moreover, online communities can have a lot of power in enhancing the perceived 

impact ethical consumers can have, leading to possibly turning ethical issues to a wider 

concern in the society. Another key concept in this research is commitment. Hence, the 

study investigates how online community participation influences commitment to a 

cause, in this case ethical consumption. In order to make ethical consumption a wider 

concern in the society commitment is crucial. While ethical consumption is a growth 

market previous research has shown that lack of commitment affects the spread of 

ethical consumption (Carrigan and Attalla 2001). Consumers can be only selectively 

ethical and ethical consumption intentions are often not followed by actions. 

Consequently, reinforced commitment is something ethical consumption movement 

should strive for and this study makes the first attempt to study the link between online 

community participation and commitment.   

1.2. Aim of the study 

Hence, the primary aim for this study is: 

Which benefits ethical consumers derive from online community participation?  

 The secondary research aim is: 

How the perceived benefits influence perceived commitment to ethical consumption? 

Additionally this research aims to examine: 

What kind of activities ethical consumers engage in within an online community?  

How does participating in an ethical consumer online community influence perceived 

benefits? 
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1.3. Delimitations 

There are some delimitations to this study that need to be taken into account. Firstly, 

the participants of the study were able to choose whether or not to participate in the 

survey. Thus, it is possible that only the most motivated and active people participated 

potentially leading to some of the less active members’ opinions not included in the 

study. Moreover, as the study is quantitative and employs a questionnaire the elements 

asked in the survey were predetermined which can lead to some potential elements of 

influence to be overlooked in this research. Furthermore, the research is limited to 

single country and has its focus on one particular consumer group, ethical consumers. 

With regards to ethical consumption this can be considered delimitation since 

countries are in different stages and have different awareness levels related to ethical 

consumption. Ethical products carry a price premium. Thus, ethical consumption is a 

movement of the relatively well-off (Huneke 2005). This may affect making 

generalizations to other countries in different development stages with regards to 

prosperity.  

Additionally, since Finland is a small country it is possible that the respondents are 

members in several online communities examined in this thesis and could have been 

exposed to the survey more than once. However, it is quite unlikely that one person 

would take the time to fill in two questionnaires. Moreover, the questionnaire was 

designed in the way that the respondents were certainly aware to which community the 

questions referred to. Therefore, the opinions and experience of the respondent might 

differ related to two different communities even if s/he would fill in questionnaires 

related to the several different communities studied. Consequently, redundancy should 

not be an element deteriorating neither validity nor reliability of the study.  

1.4. Structure of the thesis 

This thesis consists of the following main sections:  theoretical background, research 

methodology, empirical study results and discussion.  

The theoretical framework section of this thesis presents key concepts to be considered 

when examining benefits derived as an outcome of online community participation 

particularly related to ethical consumption; as well as the effect of benefits to 

commitment to consuming ethically (figure 1 illustrates this).  
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Figure 1 Theoretical framework for this thesis 

 

The theoretical framework builds upon theories of ethical consumption, online 

communities, benefits and commitment. Consequently, the benefits this study focuses 

on are drawn upon from different literature streams. To be specific, after introducing 

the key elements related to ethical consumption research in general attention is 

specifically paid to collective aspects of it. In online community related research key 

concepts are first defined and then issues with regards to participation and benefits are 

discussed. Lastly, commitment as a concept related to online consumption and ethical 

consumption is discussed. Commitment construct items are borrowed merely from 

Oliver’s (1980) scale. 

The methodology chapter presents the choice for the research method and research 

design including data collection, questionnaire design and source for the data. Four 

ethical consumer online communities are included in the empirical study. Different 

types of communities are represented (both organization-driven and consumer-driven) 

in order to increase the validity of the study. 

Finally, the results chapter involves description and analysis of the findings followed by 

discussion, conclusions, managerial implications and suggestions for further research. 
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1.5. Clarifying key terms  

The use of the most important terms in this study requires some clarification. Firstly, in 

this thesis ethical consumer means somebody who is influenced by environmental 

or ethical considerations when choosing products and services (Cowe and Williams 

2000). Hence, ethical consumers express their concern towards human and animal 

rights and environmental sustainability by means of ethical buying (Pelsmacker et al. 

2005).  

Secondly, this study uses Muniz and O’Guinn (2001) have introduced a widely accepted 

definition of brand community to define community in general: a community has 1) 

shared consciousness, a shared way of thinking and collective sense between the 

members; 2) rituals and traditions; 3) a sense of moral responsibility, towards the 

community as a whole and its individual members. The main focus of this research is 

on the virtual part of the community since the study seeks to find out the benefits 

derived specifically from online community participation. Consequently, the offline 

part of the community is beyond the scope of the study, even if the communities 

examined in fact function both online and offline. Therefore, the term online 

community is more appropriate for this study than brand community which involves 

also the offline part of the community. Thus, the term online community will be used 

throughout the thesis with regards to the communities studied. 

It is to be noted that in this study participation involves distinct activities. A member 

of the community can engage in only one activity or several activities but engaging in 

any activity denotes participating to the community.  Therefore the concepts 

“participation” and “engaging in activities” can be considered synonyms in this thesis.  

Finally, commitment is defined as an enduring desire to maintain a relationship that 

is perceived important and valuable (Moorman et al. 1992) and an intention to persist 

with a course of action (Meyer and Allen 2004). 
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2 ETHICAL CONSUMPTION  

In this chapter ethical consumption research is reviewed. First, characteristics related 

to ethical consumption and ethical consumers will be presented. Then, a collective 

perspective to ethical consumption is employed.  

Ethical consumption research has mostly been interested in individual motivations to 

consume ethically. However, I wish to highlight that in this study ethical consumption 

is considered particularly from the collective point of view since a) the benefits from the 

ethical consumer online community participation are examined where benefits derive 

at least partially from collective actions; and b) the influence of the online community 

participation to commitment to ethical consumption is investigated. Thus, the ethical 

consumer online community influence to an individual consumer is in focus. Therefore, 

individual ethical consumption motivations are only briefly touched upon in the 

context of defining ethical consumers and related to the philosophical approaches 

linked to ethical consumption. 

2.1. Defining ethical consumption  

Ethical consumption is on the rise. The market for ethical goods and services has been 

flourishing during the past twenty years, is still growing fast and is largely demand-

driven (e.g. Harrison et al. 2005, Nicholls and Opal 2005:186). Every purchase decision 

has ethical, resource, waste and community consequences (McDonald et al. 2006). The 

growing consumer awareness of the environmental and social impact of their 

consumption has led to consumers demanding more ethical product alternatives, for 

example recycled paper or fairly traded coffee (Shaw and Clarke 1998). Consumers are 

more aware and active in their ethical consumption behavior owing to increased media 

coverage, increased levels of information and greater availability of alternative products 

(Strong 1996). 

However, the idea of ethical consumption is not new as such. Webster (1975) 

introduced the socially conscious consumer as a consumer who takes into account the 

public consequences of his or her private consumption or who attempts to use his or 

her purchasing power to bring about social change.  

Historically there have been three waves of ethical consumption. At first focus was on 

value for money, basic product information and reliable labeling. Then, in the 2nd wave, 
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focus was shifted on consumer safety and manufacturer accountability. The third wave 

introduced environmental and ethical issues linked to corporate citizenship and 

corporate responsibility and concentrated on animal welfare, environmental 

degradation, human working conditions and trade justice. (Land and Hines 1993, in 

Nicholls and Opal 2005:181) 

Ethical consumption behavior includes different types of actions. Ethical decisions are 

related to what to buy, where to invest, whether to drive or walk and whether to help 

(Barnett et al. 2011:107). Moreover, ethical concerns guide behavior on obtaining, using 

and disposing goods (Muncy and Vitell 1992).  Consumers can translate their ethical 

concerns into buying products for their positive ethical qualities i.e. positive buying or 

boycotting products for their negative unethical qualities i.e. anti-consumption (e.g. not 

buying products produced using child labor) (Pelsmacker et al. 2005, Harrison et al. 

2005). Moreover, relationship purchasing denoting consumers aiming to educate 

sellers about their ethical needs has been identified as one form of action (Harrison et 

al. 2005). 

2.2. Ethical consumers 

Ethical consumers are influenced by environmental or ethical considerations when 

choosing products and services (Cowe and Williams 2000). But what characterizes 

those who are committed to consuming ethically? As mentioned in the beginning of this 

chapter individual motivations for ethical consumption choices have been widely 

addressed in ethical consumption research. Ethical consumption has for example been 

studied as a means to help construct personal identity (e.g. Cherrier and Murray 2002, 

Shaw and Shiu 2002) or as a means of expressing one’s moral self (Barnett et al. 

2005b). With the help of moral philosophical approaches researchers have aimed to 

understand the ethics behind ethical consumers.  

Even if individual motivations are not in the centre of this thesis I reckon it is 

important to briefly consider the ethics motivating ethical consumer behavior since the 

ethics are beneficial in understanding the purpose of ethical consumption. 

Furthermore, in the end it is the individuals that consume within wider networks 

(Barnett al. 2005b:16) and participate to communities. 

Marketing ethics theories consider moral philosophies as important determinants in 

individual consumer’s ethical decision-making process (Vitell et al. 2001).  There are 
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two main moral philosophical approaches linked to ethical consumption; 

consequantialism and deontology.  Moreover, virtue ethics has been lately connected to 

ethical consumption.  

Consequantialism has an interest for questions of good and is concerned with 

consequences or outcomes of one’s actions as a basis of judgment of the right action. 

Hence, good refers to the outcome that one’s actions should cause (Barnett et al. 

2005b:11-12). The other main approach, deontology, defines right action as 

independent of its contribution to human happiness or other favored goods and instead 

considers that “doing the right thing” is a duty (Barnett et al. 2005b:12-13). According 

to deontology consumers rely on ethical norms and honor ethical principles in their 

decision-making process (Vitell et al. 2001:154-155). In short, consequantialism is 

concerned with calculating consequences and deontology with obeying rules (Barnett et 

al. 2005b:12). Lastly, virtue ethics has its focus on flourishing and living a good life 

and the sense of integrity; issues empirically tested to be fundamental for some ethical 

consumers. Instead of being concerned with obligation towards others virtue 

philosophy is concerned with personal excellence via habits and practices that bring 

virtues i.e. living virtuously. (Barnett et al. 2005b:17). 

Despite of various motives deriving from the philosophical considerations, ethical 

consumers share the concern of the effects of their purchasing choice, not only on 

themselves but also on the external world around them. (Harrison et al. 2005:2). 

Ethical consumers feel responsible for the society and express their concern towards 

the ethical behavior of companies, social justice, human rights and environmental 

sustainability by means of ethical buying and consumer behavior (Pelsmacker et al. 

2005, Barnett et al. 2011:107).  

However, ethical consumers are not ignoring price and quality in their purchasing 

decision-making process but they are applying some additional ethical criteria too.  

Ethical consumers have political, religious, spiritual, environmental, social or other 

motives for choosing a product. (Harrison et al. 2005:2). Some ethical consumers are 

pursuing for the common good whereas others have motivations rather in benefiting 

just their own household (Harrison et al. 2005:35). Moreover, interest in ethical 

consumption is highest when consumers believe they can influence their own lives 

through their consumption choices (Uusitalo and Oksanen 2004).  
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Ethical consumption focus differs as well. Consuming ethically may benefit consumers 

or the environment locally i.e. close to home (e.g. organic food), or conversely globally 

in other part of the world (e.g. fair-trade products) (Pelsmacker et al. 2005). Combining 

Harrison et al.’s and Pelsmacker et al.’s propositions one might assume that those who 

have a motivation to mostly benefit their own household are more likely to be 

interested in actions benefiting environment close to home and those with motivations 

pursuing for common good can be assumed to likely drive for global improvements too. 

To sum up, it may be that ethics matter to most consumers if they are personally 

affected by their own behaviour, either positively or negatively (Carrigan and Attalla 

2001). 

The behaviour of ethical consumers is guided by information leading to ethical choices. 

Ethical consumers intend to construct their inner selves and define themselves through 

their practices (Papaoikonemou et al. 2011). However, ethical consumers can also be 

selectively ethical (Carrigan and Attalia 2001) and ethical identity can be only one of 

many personas a consumer possesses (Low and Davenport 2007). For example in 

conducting daily low involvement purchases, consumers may not be willing to devote 

additional effort in order to make a pro-ethical choice (Uusitalo and Oksanen 2004). 

Hence, individual consumer practices may vary, making the concept of a “typical” 

ethical consumer difficult to define (Shaw and Riach 2011). Nevertheless, three types of 

ethical consumers have been identified by the Fairtrade Organization: 1) Activists, the 

core supporters, are regular consumers who also act as ‘persuaders’; in addition to 

consuming ethically and acting as "persuaders" they wish to know the actions they can 

undertake to help the cause; 2) Ethicals, who are regular consumers wanting to know 

more about the ethics of the producers; and 3) Semi-ethicals who purchase ethical 

goods infrequently but who could be persuaded to consume more ethically if the ethical 

goods were made more attractive and more easily available to them (Tallontire et al. 

2001). 

However, it is not enough to have the knowledge and ability to make ethical 

consumption decisions; one must also act according to the knowledge (Carrigan and 

Attalla 2001).  Even if ethical consumption is on the rise it is clear that only a fraction of 

consumers are in the end expressing the concern in their consumption choices. In fact, 

it is argued that 30% of population claims to be motivated to purchase ethical products 

but those products typically account for 3% of the market share (Cowe and Williams 

2000). Thus, even if motivations exist those motivations do not necessarily, and in 
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most cases, transform into actions. This difference between the intentions and the 

actual behavior has been defined as the ethical purchase gap (e.g. Nicholls and Lee 

2006). Reasons for the existence of the gap have been claimed to lie in issues such as 

price, value, brand and/or quality outweighing ethical concerns in purchase decisions, 

consumers not wishing to be inconvenienced because of ethicality and in consumers 

being cynical about ethical grounds of the companies. In other words, consumers need 

to be convinced that their purchasing choice can make a difference in ethical terms 

prior to be persuaded to make that choice. (Carrigan and Attalla 2001).     

2.3. Ethical consumption as a collective project 

Choosing to consume ethically can incorporate a political element. In ethical 

consumption context political ideology has been identified to be one of the motives for 

joining an ethical community (Papaoikonemou et al. 2011). Political aspect has been 

recognized by many other scholars too. Consumers are considered as political agents in 

global marketplace (Rokka and Moisander 2009) participating in building societies and 

influencing their environments by their purchases similarly to using their vote in 

political elections - every penny gives a right to vote in a market democracy (Fetter 

1907, in Harrison et al. 2005:25).  Ethical consumers are active, want to know more 

about the context of their consumption choices and are more and more prepared to 

vote via their custom against unethical providers (Nicholls and Opal 2005:182). Shaw 

et al. (2006) emphasize the feeling of power ethical consumers have in arguing that 

ethical consumers can view their market vote even more effective than a vote in a 

political election. Similarly, Harrison et al. (2005:27) give an example of the 

effectiveness of consumers as voters arguing that in fashion and organic food retailing 

substantial niche markets have been induced through the consideration of consumers’ 

votes.  

However, opposing perspective has been given by Bray et al. (2010) proposing that an 

individual alone can only make a certain influence to the society, leading to the ones 

expressing a desire to consume ethically often feel cynical and question the impact they 

as individuals can achieve. Therefore, the influence comes from collectively voting the 

same way. Harrison et al. (2005:34-35) support this notion in proposing that one 

household may have only one set of voices but if many consumers collectively voted the 

same way the marketing systems of the societies must respond. Thus, group action is 

then more likely to be more successful in bringing change (Harrison et al. 2005:34-35). 
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In other words, in consumer communities individual ethical responsibility is 

transformed into a collective, political responsibility (Barnett et al. 2005a). 

Consequently, ethical consumption can be a private project or it can be a collective one. 

In general, people need to work together to secure what they cannot accomplish on 

their own. When people share strong beliefs in their collective power they can produce 

desired results (Bandura 2000). In fact, co-operation as a successful form of consumers 

to exercise power over production was noted as early as in the 1800s (Harrison et al. 

2005:41). Collectivity can be a key issue in the rise of ethical consumption. According to 

one study in the United Kingdom the memberships in the environmental organizations 

have quadrupled since 1970s (Hall 1999). Collectivity has its virtue in increasing the 

power of influence; group action has had a significant effect in ethical consumption 

awareness and has enhanced the feeling of power one individual can have.  

Ethical consumption movement is distinguished by advocacy-type organizations 

specializing in production and dissemination of information, knowledge and narratives 

and campaigning towards labor solidarity, environmental advocacy and trade justice 

(Barnett et al. 2011:107). Communities of this type can be considered as social 

movements which links following attributes to them: 1) they are not formally organized 

or hierarchical, b) they comprise a network of social movements and c) they involve a 

well of grass root supporters (Harrison et al. 2005: 58).  

The focus of ethical consumption communities is as a rule non-commercial and the 

communities are accordingly organized by non-commercial organizations. The main 

purpose of the ethical consumption communities is to expand awareness of the impact 

of one’s purchasing decisions. As an example, one ethical consumption community, 

Conscious Consuming Org., based in United States, states in their mission that the 

organization aims at  increasing awareness of the impact of buying decisions on our 

health, happiness, and environment. Through education and discussion the 

organization encourages people to live in line with their values by better prioritizing 

time, money, and material things. (Conscious Consuming Org website, retrieved Jan 19, 

2012).  Similarly, another American movement, The Center for a New American 

Dream, argues that the community seeks to inform, inspire, connect, and catalyze 

action as well as promoting a more socially and ecologically balanced society. The 

community aims at changing the social norms around consumption and consumerism 

and to support the local movement of individuals and communities pursuing lifestyle 

and community action. (The Center for a New American Dream website, retrieved Jan 
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19, 2012). Many suchlike organizations exist around the world with similar type of 

missions.  

However, as discussed when motivating the need for this study, collectivity has yet been 

rarely studied within ethical consumption. Since individual motivations have been the 

main focus of ethical consumption research for some time scholars have recently 

debated for enhancing understanding of the collective nature of ethical consumption. 

Newholm and Shaw (2007) argue for moving from a merely individualized concept of 

the ethical consumer towards a more collectivized/localized concept.  Similarly, Barnett 

et al. (2005a) acknowledge a need for more research specifically on the collective 

practices. Even if rare, some ethical consumption research employs a collective 

perspective. Table 1 presents the most relevant studies with a collective focus to ethical 

consumption. However, it is to be noted that none of them shares the focus of this 

study. In addition to these studies some ethical consumption research has contributed 

to collectivity in a fragmented way with the main focus of the study lying somewhere 

else. This kind of research is also addressed in the following considerations. 

Table 1 Ethical consumption research with a collective focus 

Author Year Focus 

Papaoikonemou et al. 2011 Meanings derived from offline ethical 
consumer community participation 

Hoffmann and Hutter 2011 Carrotmob as a new form of collective 
ethical consumption 

Rokka and Moisander 2009 Environmental dialogue in travel 
online community 

Low and Davenport 2007 Institutionally based ethical spaces 
such as fair-trade towns as mediators 
of increased ethical consumption 
behavior 

Bekin et al. 2007 Ethical practices (waste reduction)  in 
ethical consumer communities 

Grønhøj 2006 Family’s influence for individual’s 
more sustainable actions 

Barnett et al. 2005a Conceptualization of collective ethical 
consumption practices, case of Fair 
Trade organization in the UK  
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I reckon that the research employing collective perspective to ethical consumption has 

produced certain emergent themes linked specifically to collectivity: power of 

influence via community, creating a specific consumer culture through 

community and social interactions as an important element in the community.  

Power of influence through the membership in an ethical collective is proposed by 

Papaoikonomou et al. (2011) suggesting that the membership in ethical collective offers 

greater sense of effectiveness and control compared to the individual effort only. 

Similarly, Moisander (2001:73) discusses the collective nature of green consumerism in 

that identification with a reference group i.e. feeling of “we-ness” or “we are in this 

together” through shared group norms, values and information have been found to help 

people in overcoming skepticism and the feelings of insignificance and powerlessness. 

Ethical consumption communities can be considered new forms of practice through 

which unequal power relations are constituted, reproduced and contested (Barnett et 

al. 2005a). Hoffmann and Hutter (2011) note that “carrotmobbing” brings the 

participants a perception of being part of something great and important and that the 

participation derives partly from perceived effectiveness through the group action. Low 

and Davenport (2007) propose fair-trade towns, i.e. entire towns adopting ethical 

purchasing policies, as voluntary ethical spaces that make individuals a group of citizen 

consumers with power to influence. 

Another theme emerging from the research is related to social integration emphasizing 

common group symbols, signs, tools and beliefs enabling an individual to gain a sense 

of belonging to the community (Harrison et al. 2005:135). This has been noted by 

Rokka and Moisander (2009) who claim that particular forms of consumer culture and 

ecological citizenship are created and sustained in an online travel community with 

environmental dialogue. Moreover, ethical consumers are unwilling to define 

themselves through mainstream consumer culture, and have thus a strong belief in the 

shared values held in their community (Shaw and Riach 2011).  Ethical consumption 

offers means for culturally differentiating certain classes of persons from others 

(Barnett et al. 2005a). Values include caring and taking responsibility for not only 

towards their own communities, but also toward nature and society at large (Bekin et 

al. 2007). The members of an ethical consumer community share similar principles and 

motivate each other to incorporate ethical habits leading to a notion that an ethical 

lifestyle is easier to carry out collectively than individually (Papaoikonemou et al. 2011).   
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Social interaction and its effect to group cohesiveness is the third emerging dimension 

I noticed from the research.  Ethical consumption lifestyle can be considered as a 

'search for meanings in life' where interactions with peer group play a role in 

developing and reproducing common group meanings and interests (Harrison et al. 

2005:135). Moreover, social interaction is important in creating a culture since it 

produces everyday cultural practices (Rokka and Moisander 2009). Communities 

facilitate a creation of a social circle in which social interaction takes place which in 

turn encourages new learning. In fact, social interaction has been found to be one of the 

main motives for ethical consumer offline community participation. (Papaoikonemou 

et al. 2011). 

In conclusion, a community is a very important element in ethical consumption. 

Consumers may obtain personal benefits from the fulfilment of collective goals 

(Uusitalo and Oksanen 2004). Benefits are elaborated in the section 3.4. of this thesis. 

Moreover, the rise of social media further strengthens possibilities for collective 

actions. Kavanaugh et al. (2005) argue that just non-profit groups and voluntary 

associations are among those who typically use Internet tools to keep members 

informed and maintain group interaction. Online communities are discussed in further 

detail in the next chapter. 
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3 BENEFITS FROM ONLINE COMMUNITY PARTICIPATION 

This chapter discusses online communities as a form of social media. The terms are 

first defined; the categories of online communities and the member types presented; 

and then participation and benefits related issues are discussed. Finally, commitment 

to ethical consumption via online community participation is considered and 

theoretical framework for this thesis is presented. 

3.1. Characteristics of online communities 

First of all, it is important to discuss differences between terms brand community and 

online community. Brand communities and online communities are terms that are 

closely linked but are, however, not synonyms. Brand communities are often supported 

by internet-based technology but the concept is broader and essentially involves 

everyone online or offline feeling connected to the brand while online communities in 

contrast are only defined in the virtual world (Ouwersloot and Odekerken-Schröder 

2008). Additionally, not all online communities are related to any brand either. Online 

communities can be centered on a cause or shared interest instead of a brand. Thus, 

most communities promoting ethical values can be thought to be brand communities as 

in general they include both online and offline involvement. However, ethical consumer 

communities do not focus on any brand.  

Nevertheless, this thesis is specifically interested in the online part of the community 

that exists on the Internet.  However, research related to both types of communities is 

reviewed in this chapter. 

Muniz and O’Guinn (2001) have introduced a widely accepted definition for brand 

community: “A brand community is a specialized, non-geographically bound 

community, based on a structured set of social relations among admirers of a brand”. 

Furthermore, they propose three traditional markers of a community: 1) shared 

consciousness, hence connection that members feel towards each other, a shared 

way of thinking and a collective sense of difference from others not in the community; 

2) rituals and traditions; 3) a sense of moral responsibility, thus a sense of 

duty towards the community as a whole and its individual members.  

Online communities, however, are formed and sustained in digital environments 

through ongoing communication processes (Bagozzi and Dholakia 2002). Furthermore, 
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four attributes key to specifically online communities have been proposed: 1) Sense of 

belonging to a community, a feeling based on human relationships, not physical 

presence; 2) Virtual location people can go to in order to meet; 3) Bonding, a 

sense of membership or connectedness to others in the community; 4) Shared 

interest among the participants (Misra and Peterson 2008).  

When comparing these two definitions it is clear that they are in most parts linked. 

However, the key distinction of online communities is related to virtuality. Firstly, in 

online communities the location is virtual. In fact, online communities are just 

communities moved to virtual location. They can be considered as the coffee houses of 

internet space in which people gather, electronically, to talk and listen; to satisfy 

curiosities; to form and reinforce opinions; to learn; or to form and maintain 

relationships (Hagel and Armstrong 1997, Misra and Peterson 2008.).  

Secondly, the sense of belonging comes from virtual human relationships instead of 

physical presence. The rise of Internet has given brand communities totally new 

opportunities. With using internet cafe´s, chat sessions, instant messengers, special 

interest e-groups and blogs, people do not need to be physically or geographically close 

together or be restricted by time to exchange their ideas. Instead the participants can 

have shared instant experiences online similarly as offline in close proximity and form 

“electronic tribes” based on wide range of cultural and sub cultural interests and social 

affiliations (Misra and Peterson 2008, Kozinets 1999). Online communities can be 

considered as consumer groups of varying sizes that meet and interact online in order 

to achieve personal and shared goals of their members (Dholakia et al. 2004). 

Consumers are more and more adding to their face-to-face interactions also virtual 

information gathering and virtual social activities and those virtual interactions 

increasingly affect people’s behavior as citizens, as community members and as 

consumers (Kozinets 1999).  

3.2. Categorization of online communities and their members 

Online communities can be tightly bound groups of individuals who know each other 

well also offline or sparsely connected groups who meet only virtually and have little 

possibility or even will to meet each other offline (Bagozzi and Dholakia 2002). 

Additionally, it is worth noticing that online communities, by definition, have a specific 

focus to help potential members to readily understand the resources that they are likely 

to discover there, e.g. the type of content. Additionally, a specific focus helps the 
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members to know where they can find others who share their interests and needs. 

(Hagel and Armstrong 1997:8,26).  

Consequently, there are several different types of online communities. Online 

communities have been classified by Hagel and Armstrong (1997:18-23) based on the 

underlying purpose or needs served:  1) Communities of relationship, where 

people with similar experiences come together and form meaningful personal 

relationships; 2) Communities of interest, which aggregate a dispersed group who 

share an interest or expertise in a specific topic;  3) Communities of transaction, 

where information is traded among participants; and 4) Communities of fantasy, 

for exploring new worlds of entertainment.  

Many online communities are structured around consumption activities. Kozinets 

(1999) refers to ‘Virtual communities of consumption’ as a specific subgroup of online 

communities explicitly centering themselves upon consumption-related interests 

whether related to wine, cars or ethical goods as in this thesis. In virtual communities 

of consumption online interactions are based upon shared enthusiasm for, and 

knowledge of, specific consumption activity (Kozinets 1999).  

While ethical consumption can be purchasing products for their ethical attributes it can 

also be anti-consumption. Consumers have established anti-brand communities e.g. 

"Boycott Nike" sites in which consumers share stories of their discontent (Maclaran 

and Catterall 2002).  Anti-brand communities have the same characteristics as other 

brand communities; no geographic restrictions, common understanding and strong 

bonds Carrigan et al. (2004).  

This study focuses not on any particular brand but on consumption-related interest, 

ethical consumption. Based on the previous discussions instead of using anti-brand 

community term I consider ethical consumer communities as communities of 

consumption and as communities of interest, sharing an interest to the ethicality of 

one’s consumption choices. Moreover, since they involve ethical consumers sharing 

similar values the communities of this study can be considered communities of 

relationships. Additionally, in ethical consumer communities information is traded 

among the members thus they can be reckoned also communities of transaction.  

While several types of brand and online communities exist it should be noted that 

different member types exist as well with different levels of involvement towards the 
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community. Kozinets (1999) has proposed a typology which is considered relevant for 

this study due to the evaluation of consumption commitment and social ties. 

Four types of member types exist in online communities: 1) Tourists, have only a 

superficial or passing interest in the consumption activity and weak social ties to the 

community; 2) Minglers, have only a superficial interest in consumption but have 

strong social ties to the community; 3) Devotees, are the opposite of minglers thus 

having strong interest in the consumption activity and only passing interest in the 

social ties of the virtual community; and 4) Insiders, exhibit both strong consumption 

activity and strong social relationships. (Kozinets 1999). 

These four member types differ in the social orientation benefits they seek from the 

community. Devotees and tourists tend to be uninterested in building virtual social ties. 

Instead they act predominantly in the factual informational mode of interaction using 

online communication as a means for the individualistic accomplishment such as 

informing themselves. They may even focus on short-term personal gain without 

returning anything of benefit to other community members or even by ignoring the 

needs of other community members. (Kozinets 1999). 

Minglers and insiders are generally far more social and relational in their group 

communication as they consider the social contact of online communication is in itself 

a valuable reinforcement. They focus on longer-term personal gain either through 

cooperation with other community members or through the enforcement of communal 

standards. This interaction mode can in practice mean for example contributing 

frequently to an e-mail newsletter or willingly answering the questions of new users. 

(Kozinets 1999). 

3.3. Consumer participation in online communities 

A vital element in this research is participation, i.e. engaging into certain activities in an 

online community. Thus, the concept of participation in the context of online 

communities is elaborated in this section. There are differences between participation 

in an online community and a traditional community. Online communities have lower 

barriers for participation compared to traditional communities related to time and 

commitment (Hogg et al. 2003). Additionally, online community members are able to 

remain anonymous and protect their privacy if they want to (Hogg et al. 2003). 
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Active participation and interaction of the members is a key element in building 

successful online communities since without members’ involvement the relevance of an 

online community decreases and for the longer term there is no reason for the 

community to exist. A key element in online communities is that they provide 

environment for members to generate content and compare experiences in addition to 

host organization published content (Hagel and Armstrong 1997:9). This is important 

since over time members can even derive greater benefits from member-generated 

content than from host organization published content (Hagel and Armstrong 

1997:29).  

Participation in online communities can take a variety of forms. Participation involves 

two dimensions: active participation by both producing and consuming and 

passive participation denoting only consuming (Royo-Vela and Casamassima 

2011). First of all, the most obvious activity one can engage in is posting meaning 

adding content to the site. One can, for instance, introduce a new topic, thus raise an 

issue important to self. Another form of contributing is commenting a topic introduced 

by somebody else. Variety of drivers has been proposed to motivate online knowledge 

sharing behavior, including the expectations of enhanced professional reputation, wish 

to share an experience and sense of belongingness to the network (Wasko and Faraj 

2005).  

However, as a matter of fact only a small number of members frequently post 

comments while the majority is engaged merely in minimal levels of production (e.g. 

Royo-Vela and Casamassima 2011, Gummerus et al. 2012). A more passive type of 

activity one can engage in, lurking, means that people join the community as observers 

without posting anything themselves and thus refuse to participate publicly (Nonnecke 

et al. 2006). Lurking should not be considered as negative behavior since it seems to be 

an acceptable and expected part of online community participation (Ridings and Gefen 

2004).   

Both posting and lurking can lead to sense of membership. Posters achieve this using 

the medium to build relationships through personal comments, opinions, information 

and expertise (Okleshen and Grossbart 1998).  Regular posters can additionally affect 

lurkers’ views and opinions (Okleshen and Grossbart 1998). Lurking can also 

contribute to the sense of membership since lurkers do still actively choose to log into 

the group for example to gain information (Okleshen and Grossbart 1998) and are thus 

not merely passive but in some ways active in their behavior. Lurkers may even visit the 
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community as often as posters and may know the community as well as the posters but 

they simply do not post or post less often (Ridings and Gefen 2004). Gummerus et al. 

(2012) note that passivity could be rather evaluated by visit frequency than different 

type of activities – the more often you visit, even if only lurking, the more active you 

can claimed to be. 

In conclusion, participation in online communities involves different activities with 

different levels of involvement. The main forms of participation are posting or lurking. 

Within those participation can involve activities such as information seeking, 

information sharing e.g. generating an idea or raising issues important to self, problem-

solving, socializing with others, spending time, opinion steering and impression 

management indicating aiming to present a favorable image of oneself to others  

(Hooghiemstra 2000).   

The extent to which members participate in online community activities is driven by 

volitional choice (Bagozzi and Dholakia 2002). However, underlying reasons why 

members in the first place choose participate to online communities must exist. Thus, it 

can be assumed that something is obtained in return to participation. This is discussed 

in the next section. 

3.4. Perceived benefits  

Benefit is defined as something that enhances well-being. Participation in social 

networks is typically based on an exchange of costs and benefits; since people are 

rational actors, the purpose of actions is to minimize costs and to maximize benefits 

and utility (Kavanaugh et al. 2005). Benefits and satisfaction are closely linked, that is, 

benefits can be seen as mediators to satisfaction. Thus, in order for the person to be 

satisfied benefits received must be perceived to be equal or greater than the expected 

benefits (Oliver 1980).  

The research has shown that a relationship between participation and benefits exists 

across several types of organizations (Chinman and Wandersman 1999). Benefits and 

costs are valuable because they have been found to be useful in enhancing participation 

in voluntary groups (Chinman and Wandersman 1999). Additionally, participation 

levels have been found to affect the perception of benefits. In Norton et al’s (1993) 

study related to a self-help community the more active members obtained more 

benefits than the less active members. 
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This study is specifically interested in the distinct benefits derived from online 

community membership. Compared to an offline community the cost of participation 

to an online community can be considered to be significantly lower, since all one 

basically needs is an Internet access. Even though, some time and energy are invested 

and thus expectations of some distinctive benefits can be assumed to exist.  

3.4.1. Benefits from online community participation  

Perceived benefits shape consumers participation behavior in online communities 

(Nambisan and Baron 2007). However, only a few scholars have studied benefits 

theories within online community context. This study focuses primarily on Dholakia et 

al. (2009), Nambisan and Baron (2007), Stafford et al. (2004) and Dholakia et al. 

(2004).  To be specific, Dholakia et al. (2004) discuss value perceptions instead of 

benefits. However, those value perceptions are derived from distinct activities in online 

communities. Thus, they are closely related to benefits and therefore relevant for this 

study.  

First type of benefits, functional benefits are related to achieving an instrumental 

goal, functional utility, from the direct, information-based support that the customer 

receives through online conversations (Dholakia et al. 2009). Information is an 

important driver, according to Stafford et al. (2004) the content the medium carries is a 

main driver for choosing to use the media. The cumulative expertise of the community 

and dialogue with the other members provides the customer with the information 

needed. (Dholakia et al. 2009). Functional benefits can be considered as related to 

Purposive value perception (Dholakia et al. 2004) which includes both informational 

and instrumental values. Informational value is the value obtained by giving or 

receiving information through online community participation. Instrumental value, 

however, denotes value that a participant derives from accomplishing specific tasks 

through online social interactions. Such tasks can include solving a problem, generating 

an idea, influencing others, validating a decision already reached or buying a product 

(Dholakia et al. 2004).  

Social benefits are derived networking, collaborating with and forming relationships 

with other community members for various product-related, personal or professional 

reasons (Dholakia et al. 2009). In their study Stafford et al. (2004) found that social 

gratifications were in general a key benefit obtained by consumers’ Internet usage. 

Similarly Nambisan and Baron (2007) propose social integrative benefits; deriving 
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from the social and relational ties that develop over time among the participants. 

Interactions bind community members to each other leading to them bonding i.e. 

identifying with peer community members (Nambisan and Baron 2007) which further 

increases the perceived social benefits. For instance, in order to receive assistance 

quickly, it is vital for the participants to have a relationship with other members 

(Dholakia et al. 2009). Answering  questions submitted by other  community members,  

introducing  new  discussion  topics  and contributing  new  knowledge  to  the  

community  are  all ways  of  interacting and networking (Dholakia et al. 2009).  

Additionally, many Dholakia et al.’s (2004) value perceptions can be considered to fall 

under social benefits. Self-discovery includes understanding and deepening salient 

aspects of one’s self through social interactions leading to possibly helping one to form, 

clearly define and elaborate on one’s own preferences, tastes and values. Maintaining 

interpersonal connectivity denotes social benefits derived from establishing and 

maintaining contact with other people e.g. social support, friendship and intimacy 

(Dholakia et al. 2004).  Social enhancement involves gaining acceptance and approval 

of other members, and the improvement of one’s social status within the community on 

account of one’s contributions to it (Dholakia et al. 2004). Similarly, Nambisan and 

Baron (2007) propose benefits from identification with the community e.g. benefits 

deriving from the fact that the other members share my thinking and personal 

integrative benefits deriving from strengthening the confidence, status and credibility 

of the individual e.g. sense of self-worth from demonstrating one’s unique knowledge 

and breadth of expertise (Nambisan and Baron 2007).  

Entertainment or hedonic benefits are positive reactions out of the participation 

e.g. satisfying customers’ product-related curiosity (Nambisan and Baron 2007). 

Similarly, Dholakia et al’s (2004) entertainment value perception has to do with 

relaxation through playing or otherwise interacting with others.  Stafford et al.’s (2004) 

process gratifications i.e. using media for the enjoyment of media usage process itself 

(e.g. site navigation) can additionally be understood as these type of benefits. Hedonic 

benefits are something bringing the participant positive reactions and enjoyment 

(Nambisan and Baron 2007). Szmigin et al. (2006) studies dimensions of ethical 

brands and associate the term hedonism with egoistically, individualistically and 

selfishly seeking pleasure. In this study I choose to call these types of benefits 

entertainment benefits referring to seeking pleasure by spending time, relaxing and 

being entertained by experiencing the online community.  
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Learning or cognitive benefits are proposed to be a driver for online community 

participation by Nambisan and Baron (2007). Consumers serve their learning goals in 

general by using Internet (Stafford et al. 2004). Moreover, the central role of learning 

from participating to an online community has been suggested additionally by Dholakia 

et al. (2004). Community participation extends and deepens the knowledge base of the 

participants leading to product-related learning e.g. more effective product use and 

better product and technological understanding (Dholakia et al. 2004, Nambisan and 

Baron 2007).   

So far the focus has been on personal benefits derived from online community 

participation. However, online communities can also have an effect on their members’ 

behavior (Muniz and O’Guinn 2001) related to the interest the community is built 

around, opinions and consumption practices (Hagel and Armstrong 1997). Regardless 

of whether the underlying goal of the online community is functional (e.g. exchanging 

product information) or hedonic (e.g. positive experience through interaction) the 

community functions as an important reference group for its members (Bagozzi and 

Dholakia 2002). Therefore, behavioral benefits are additionally considered 

important for this study. They are defined by the degree to which members modify their 

consumption behaviors according to the community values (Qu and Lee 2011) and 

perceive these changes as beneficial. Hence, apart from personal benefits consumers 

may also be influenced by the community, and more specifically by the norms and 

values of the community (Nambisan and Baron 2007). The feeling of belonging to a 

community of like-minded consumers affects the sense of empowerment and can lead 

to changes in consumption activities (Papaoikonomou et al. 2011). The level of 

perceived value of information obtained and level of perceived membership have their 

effect on the behavioral benefits. If perceived informational value and perceived 

membership is strong enough it can lead to changes in consumer behavior such as 

more conscious evaluation of individual choices. (Okleshen and Grossbart 1998).   

In conclusion, the members of the online communities can be assumed to gain both 

personal and behavioral benefits out of their participation. Next section of this study 

examines benefits derived specifically from of ethical consumer communities. 

3.4.2. Benefits from ethical consumer online community participation 

Ethical consumer online communities are not geographically bound and involve 

consumers with shared interest in ethical consumption choices. Online communities 
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have been claimed to play an important role in creating new forms of environmental 

dialogue, disseminating environmental knowledge and providing a space where 

consumers can participate in creating and sustaining active ecological citizenship and 

consumer culture (Rokka and Moisander 2009). Hence, it can be assumed that ethical 

consumers choose to access the online community to large extent due to gaining 

benefits related to their ethical consumption interest.  

Ethical consumer online communities have not been previously studied. But since 

online community is in many ways an extension of the offline part of the community I 

suggest that benefits gained could be at least partially similar to those gained out of 

offline ethical community participation. Therefore, benefits gained out of offline ethical 

community participation are of interest of this study. However, they also have been 

ditto very rarely studied.  

One of the few existing studies, Papaoikonomou et al. (2011), proposes seven different 

meanings derived from participation to an offline ethical community (see figure 2, 

construction of meanings from participation). The authors use the term “meaning” and 

define it as “what does participation in the cooperative mean for the participants once 

they have joined and taken part in the activities” i.e. something that is attached to 

participation as a result of the experience. Thus, even if meanings of Papaoikonemou et 

al. (2011) are not benefits as such they are considered relevant for this study.  Meaning 

as a word is defined as something possessing a sense of significance. Hence, even if 

meanings do not necessarily provide a positive contribution to the participants as 

benefits do they are something of significance derived out of the participation 

experience, similarly as benefits are. 
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Figure 2 Papaoikonomou et al. (2011) Construction of meanings from participation in 
ethical consumer groups 

 

The meanings from the participation in ethical consumer communities are either 

related to the collectivity (1-3) or the ethicality of the project (4-7). Hence the 

collectivity related meanings are:  1) Learning and new experiences - community 

as a space for new learning e.g. related to consuming new products, consumption 

practices, personal change through learning, creation of stronger bond with nature and  

participation in campaigns and seminars; 2) Social interaction - fulfilling social 

needs i.e. value from interacting with the rest of the members; 3) Greater 

effectiveness of collective action - increase in the perceived impact and 

effectiveness of the actions through community participation compared to acting 

individually.  

The rest of the meanings proposed by Papaoikonemou et al. (2011) are related to the 

ethical issues. The ethicality related meanings are: 4) Authenticity with ethical 

self/principles - community as a space where the real ethical self can be expressed 

i.e.  participation as a means of constructing  self-identity, facilitation of making 

purchases according to ethical beliefs and the community as a space of processing 

ideas, behaviors and meanings leading to a collectively shared identity; 5) Revive 

lifestyles of the past - communities as an effort create morally correct traditional 

lifestyles of past times i.e. bringing the consumer closer the production process and 

closer to a more natural way of life 6) Utility – in Papaoikonemou et al’s research 
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relates to access to ecological products through community; and 7) Form of social 

protest – protesting and fighting against socio-economic and political status quo, 

community as a form of empowerment, taking actions and control over production 

process and purchase impact and getting involved in issues of concern in the society. 

(Papaoikonomou et al. 2011). 

Interestingly the collectivity related meanings found by Papaoikonomou et al. (2011) 

correspond strongly to those key benefits found relevant for online community 

participation in general. Consequently, people join both ethical consumer offline 

communities and online communities in general for functional benefits (i.e. utility), 

social benefits (including authenticity with ethical self/principles) and learning 

benefits. Furthermore, even if greater effectiveness can be considered to be part of 

ethicality related meanings with focusing on collective influence to society but in 

addition to that it has to do partly with community’s influence to individual member 

consumption choices. Thus, it can be considered to some extent to equal a behavioral 

benefit. Only entertainment benefits cannot be seen as such within offline ethical 

community context. Nevertheless, this gives further assurance to the fact that at least to 

some extent the benefits out of offline and online participation are similar. This might 

lead possibly to the benefits found in this thesis to be reflected to the offline part of the 

ethical community too.  

Some benefits found by Papaoikonemou et al. (2011) are related to the ethicality of the 

project and have been chosen to be called ethical consumption benefits in this 

thesis. As mentioned previously no prior studies on benefits obtained by in specific 

ethical consumers as an outcome of their online community participation exist. In this 

study I have decided to test communality and ethicality elated benefits found by 

Papaoikonemou et al. (2011) and other benefits found to be relevant in online 

community context. Therefore, I assume that the majority of benefits ethical consumers 

derive from their participation to the online community are, similarly as have been 

found in ethical consumer offline community context, related to ethical consumption or 

to the communal aspects. These issues are discussed in the section 3.6. which will 

present a theoretical framework specifically for this study. However, this study also 

seeks to investigate the effect of benefits on commitment to ethical consumption. This 

will be next discussed. 
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3.5. Commitment to ethical consumption via perceived benefits 

One of the aims of this study is to examine how obtaining benefits from an ethical 

consumer online community influence commitment to ethical consumption. 

Commitment is defined as an enduring desire to maintain a relationship that is 

considered important and valuable (Moorman et al. 1992). Furthermore, commitment 

denotes an intention to persist in a course of action (Meyer and Allen 2004). Hence, 

commitment is a psychological state that can reflect a need, an obligation or a desire to 

maintain membership in an organization (Meyer and Allen 1991).  

Consequently, distinction between different types of commitment can be made. 

Continuance or calculative commitment reflects a need to stay committed and is 

caused by individual wishing to avoid on switching costs based on a consideration 

between benefits and costs. One stays within a course of action since one “has to”. 

Normative commitment is concerned with sense of obligation as the main driver to 

remain with the organization. That is, one is committed since one “oughts to” be. 

(Meyer and Allen 1991, 2004).  Affective commitment refers to person’s emotional 

attachment to, identification with and involvement in an organization and emerges 

owing to the emotions and closeness between the parties and implies that both parties 

wish to continue the relationship long-term. Thus, it is concerned with people 

“desiring” to do something (Meyer and Allen 1991).  

Even if commitment has been mostly studied in organizational context, this study 

proposes that commitment is a central concept also in ethical consumption and online 

community context. As it is, it has been suggested that lack of commitment is one of the 

major issues deteriorating the rise of ethical consumption (Carrigan and Attalla 2001) 

giving an indication of how important reinforced commitment would be for ethical 

consumption movement.  

One important issue to note is that participation per se does not affect commitment. If 

one does not perceive to gain anything from participation it cannot be assumed that 

participation has any effect. Instead, participation needs to bring some positive 

contribution to an individual to have an effect. Thus, to be precise, this study proposes 

that positive contributions i.e. benefits gained from participation can reinforce 

commitment. Another issue to be noted is that this study does not investigate how 

perceived benefits influence commitment to online community itself but how they 

influence commitment to ethical consumption instead.  
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Belonging to an online community has, in fact, been found to have positive effects on 

affective commitment towards the interest around which the community is developed 

through strengthening emotional ties in interactions with other community members 

(Royo-Vela and Casamassima 2011, Casalo et al. 2008, Kavanaugh et al. 2005). The 

higher level of participation in an online community relates directly to greater affective 

commitment to the brand or interest around which the community is developed (Casalo 

et al. 2008). Shared values i.e. common behaviors, goals and policies directly have a 

positive influence on commitment (Morgan and Hunt 1994). Related to this study, 

affective commitment to ethical consumption can derive from or be reinforced by 

participating to the online community. In other words, through interactions, shared 

values, common behaviors, goals and policies a consumer may desire to consume more 

ethically.  Furthermore, collective efficacy i.e. perceived collective power through 

shared beliefs in the power to produce effects can foster community’s motivational 

commitment to its mission (Bandura 2000). In practice that can mean in the context of 

this study that once you believe you can have an influence you feel a stronger desire to 

take ethical actions. Moreover, I assume that the informational role of online 

communities can have a positive effect on affective commitment too since according to 

the consequantialist considerations (section 2.2. of this thesis) once informed about the 

consequences of their consumption people can  consume more ethically and assumedly 

also have a stronger desire to do so.  

Normative commitment to ethical consumption may also be reinforced via obtaining 

benefits out of ethical consumer online community participation. Meyer and Allen 

(2004) argue that the normative commitment, in general, can arise from two primary 

sources: socialization experiences and receipt of “benefits” from the organization. This 

makes normative commitment very relevant to online community context in my 

opinion since both of those primary sources exist and can act as mediators of 

commitment in online communities. Moreover, as discussed in the chapter 2.2., 

deontology as a moral philosophical approach views sense of obligation as a driver to 

ethical behavior. Similarly, a sense of moral responsibility or a sense of duty towards 

the community and to other members is noted to be one of the key markers of the 

brand community (Muniz and O’Guinn 2001). Building on that I propose that the 

members of the ethical consumer community may become even more obliged to 

consume ethically via their participation in ethical consumer online community since 

online communities in general affect their participants in that way.  
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Calculative commitment is based on a need or perceived cost of leaving. It is also 

relevant for the context of this study since one might assume that social constraints of a 

community could create a stronger need to stay with ethical consumption. That is, one 

could consider continuing ethical consumption since social norms of the community 

make it a necessity. 

Therefore, based on the previous discussions, I propose that participation in an online 

community can have a positive effect on affective, normative and calculative 

commitment to the interest around which the community is created, i.e. ethical 

consumption. These issues are further elaborated in the next sub-chapter which will 

build a theoretical framework for this thesis.  

3.6. Developing the theoretical framework for this thesis 

This section presents the framework for benefits obtained by ethical consumers in 

online community context. Integrating ideas from the theories presented in the 

previous chapters, the theoretical framework used in this research is based on the fact if 

members choose to participate to the ethical consumer online community they perceive 

to obtain certain benefits. Furthermore, the benefits obtained have an effect on the 

perceived commitment to ethical consumption (see figure 3). The elements of the 

theoretical framework of this thesis are next briefly introduced. 

 

Figure 3 Simplified theoretical framework  

As discussed in the section 3.4. of this thesis participation in this research includes 

activities such as posting or lurking. Reasons to engage in these activities can lie in 

issues such as information seeking, information sharing e.g. generating an idea or 

raising issues important to self, problem-solving, socializing with others, opinion 

steering, passing time and impression management i.e. presenting favorable image of 

oneself to others.  

Benefits are derived from participating in some way. I assume that some general 

benefits confirmed to be connected to online community participation at large can be 
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extended to ethical consumer online communities as they are.  Many of them have been 

found in Papaoikonemou et al’s (2011) study to be relevant in ethical community offline 

context as well. Functional benefits, some general utilities that are sought for, are likely 

to exist in all the online communities. Similarly, communality related social benefits are 

most likely to be shared regardless of the type of the community.  Additionally, learning 

and behavioral benefits are particularly important in ethical consumption context. This 

study combines those to learning and behavioral benefits since I reckon them in some 

parts overlapping.  

Entertainment benefits are to some extent likely to exist regardless of the underlying 

goal of the online community, even if the level of their importance probably differs 

depending on the interest of the community. One might assume that members of the 

online communities spend time reading posts and are entertained by that regardless of 

the topic of interest of the community. Borrowing the findings by Papaoikonemou et al. 

(2011) this study also includes ethical consumption benefits, based on the ethicality 

related meanings found by the authors.  

To sum up, I propose that most generally accepted benefits for online community 

participation are also valid in this study. However, this study also adds a new type of 

benefits to in specific the context of ethical consumer online communities to the 

empirical study; ethical consumption benefits. Table 2 presents the benefits constructs 

employed in this study.  
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Table 2 Benefit constructs employed in this study 

Functional 
benefits 

Social benefits Entertainment 
benefits 

Learning and 
behavioral 

benefits 

Ethical consumption 
benefits 

• informational 
benefits such as 
giving and/or 
receiving 
information 

• instrumental 
benefits from 
accomplishing 
tasks e.g. problem 
solving, generating 
ideas 

• networking and 
forming 
relationships 

• sense of 
belonging to 
the 
community/ 
identification 
with the peers 

• self-discovery  

• sense of self-
worth 

• helping others 
and getting help 

• influencing 
others 

• impression 
management 

• relaxation and 
entertainment 
through spending 
time in the online 
community and 
interacting with 
others 

• enhanced 
knowledge 

• community 
influence to 
values and  
opinions 

• community 
influence on 
consumption 
choices  

• perceived improvements 
in ethical consumption 
choices 

• perceived confidence in 
the rightness and 
importance of one’s 
ethical choices 

• perceived improvements 
in one’s self-perception 
as ethical consumer  

• increase in the perceived 
impact and effectiveness 
of the actions through 
community participation 

• revival of more natural 
lifestyle; feeling closer to 
the nature 

• perception of gaining 
more control through 
protesting. 

 

Additionally, this study proposes that benefits gained from participation can actually 

reinforce affective, normative and calculative commitment. My argument is that as a 

consequence of deriving benefits from the online community participation ethical 

consumers will become more committed to ethical consumption. The more benefits the 

ethical consumers perceive they gain from the online community participation more 

committed to ethical consumption one could assume them to be.  

The last element of the theoretical framework for this thesis is commitment to 

ethical consumption. The items in the scale are borrowed from Oliver (1980) and 

the scale involves issues such as: 

• Feeling of guilt as a driver for consuming ethically (normative) 

• Obligation to oneself and towards community members as a driver for 

consuming ethically (normative) 

• Emotional attachment to ethical consumption (affective) 

• Personal meanings related to consuming ethically (affective) 
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• Considering ethical problems as one’s own (affective) 

• Ethical consumption as a matter of necessity (calculative) 

• Difficulties to stop consuming ethically (calculative) 

• No alternatives to ethical consumption (calculative). 

3.6.1. Hypotheses creation 

There are four hypotheses related to the fourfold research aim that this study seeks to 

answer. These hypotheses are next presented. 

Firstly, this study examines the activities online community members engage in. Since 

it has been found that a limited number of members in an online community frequently 

actively post comments and the majority is only engaged in passively observing with 

minimal levels of production (e.g. Royo-Vela and Casamassima 2011) it can be assumed 

that this is true also in ethical consumer community context. Therefore, the first 

hypothesis is: 

H1) Majority of members of the ethical consumer community are mostly involved in 

lurking behavior. 

This study additionally suggests that the members of the ethical consumer online 

communities gain certain benefits out of their participation. This empirical study tests 

both benefits found relevant with regards to online community participation in general 

and meanings emerging in Papaoikonemou et al.’s (2011) ethical consumer online 

community participation study.  

Therefore, the second hypothesis this study seeks to answer is: 

H2) Ethical consumers will gain certain benefits out of their participation in an online 

community. 

The third hypothesis this study investigates is related to the relationship between 

participation and benefits. Chinman and Wandersman (1999) have proposed that 

relationship between participation and benefits exists across several types of 

organizations (Chinman and Wandersman 1999). Furthermore, in order to 

participating a member of an online community must wait for something in return. 
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Participation, the purpose of action, in social networks has been suggested to be based 

on minimizing costs and to maximizing benefits and utility (Kavanaugh et al. 2005). 

Hence, the third hypothesis this study seeks to investigate is: 

H3) Participation in an ethical consumer online community influences perceived 

benefits. 

Finally, this study proposes that as an outcome of obtaining benefits out of their online 

community participation ethical consumers become more committed to ethical 

consumption. This has not been studied previously as such but online community 

participation in general has been found to positively affect affective commitment 

towards the interest around which the community is built (Royo-Vela and 

Casamassima 2011, Casalo et al. 2008, Kavanaugh et al. 2005). Moreover, in 

Gummerus et al. (2012) study focusing on customer engagement behaviors’ effect to 

satisfaction in a gaming online community it was found that satisfaction was partially 

mediated by social and entertainment benefits. Moreover, customer engagement 

behaviors influence on loyalty was mediated by entertainment benefits. Similarly, it 

could be assumed that obtaining benefits in this study can mediate reinforced 

commitment. Hence, the final hypothesis for this study is: 

H4) Benefits gained influence perceived commitment to ethical consumption.  
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4 METHODOLOGY 

This chapter discusses the methodology for the empirical research and provides 

reasoning for the methodological choices. Research design including data collection, 

survey design and source of the data i.e. information on the online communities 

included in the study is also presented. 

4.1. Choice of the research method 

The research questions the study seeks to answer, i.e. examining the benefits the 

members obtain from the ethical consumer online community, investigating member 

activities and examining participation effects on commitment to ethical consumption   

could be and might be worthwhile to investigate in both qualitative and quantitative 

way since this exact research question has not been studied previously. However, this 

research employs a quantitative research method for reasons that are next elaborated.  

In the previous studies benefits related to online community participation have been 

examined mostly quantitatively (e.g. Dholakia et al. 2009, Nambisan and Baron 2007) 

whereas collectivity within ethical consumption has been explored qualitatively (e.g. 

Papaoikonemou et al. 2011, Bekin et al. 2007, Rokka and Moisander 2009). Since 

collectivity within ethical consumption research is still an emerging theme it is natural 

that the early research has been qualitative. However, Papaoikonemou et al.’s (2011) 

findings related to offline ethical consumer community context are very relevant for 

this study and can be put to an empirical test in an online community context. 

Additionally, this study tests benefits found relevant in previous research related to 

online community participation in general in a novel context, ethical consumption. 

Therefore, since developing relevant theoretical framework for this study was possible 

based on existing research, a deductive approach, i.e. testing hypotheses, seemed 

appropriate and worthwhile. Moreover, given that the research question is “concrete”; 

answering to “what” and “how” instead of “why” obtaining generalizable data seems 

more appropriate than focusing on in depth insights.  

Furthermore, deductive approach employing questionnaires is often employed when 

there is a need to explain causal relationships between variables (Saunders et al. 

2009:127,362). In this research I consider this very important since this research 

suggests that one thing leads to another, hence accessing the online site and 
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participating in some way leads to certain benefits and in turn has an effect on 

commitment.  

Ethical choices reflect one’s personal values. By participating in an online community 

promoting ethical values a person gives an indication of one’s subjective values, values 

of which can be argued to be sensitive in nature. In my opinion even if the values as 

such were not examined they are very relevant in decision-making process related to 

participation in an ethical community and thus I felt it was important to ensure the 

anonymity of the respondents. Moreover, in interviews people may answer differently 

than how they actually behave in natural settings since only a representation of 

experiences is provided (Silverman 2006:39,117). This further supports the use of a 

questionnaire to gather data of a potentially delicate topic when aiming to obtain facts.  

Due to choosing a quantitative method and using a survey the questions were 

predetermined which could possibly lead to disregarding some unknown, influential 

elements. However, this problem was alleviated by employing mostly existing measures 

used in previous research. Deeper experimental insights, not gained within the context 

of this study, can be later obtained by elaborating the findings of this study using a 

qualitative method. 

In short, this study seeks to test previous theories in a novel context, explain causal 

relationships and generalize to larger population. This cannot be achieved employing a 

qualitative method. Accordingly, choosing to use a quantitative research method 

ensures answering the research questions in the best possible way.  

4.2. Research design 

This section is concerned with presenting issues related to research design such as data 

collection and questionnaire design. Moreover, this section includes descriptions of the 

online communities chosen as a source of data in this research. 

4.2.1. Data collection 

Four ethical consumer online communities were chosen as the target for this research. 

Several different type of communities were selected in order to further strengthen the 

validity and reliability of the study.  Choosing real ethical online communities as a 
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target for the empirical study ensured having answers from people committed to ethical 

consumption and engaged in online community activities.  

The communities studied in this thesis, Fairtrade Finland Facebook online community, 

Porkkanamafia Facebook online community, Clean Clothes Campaign Facebook online 

community and Eettisen kaupan puolesta Ry Facebook online community all promote 

ethical consumption choices. These communities are among the most influential ones 

in Finland considering the size of their membership and the level of their activities and 

thus seemed very appropriate for the study. Moreover, they are quite different; 

Fairtrade Finland and Eettisen Kaupan puolesta Ry are nonprofit organizations while 

Porkkanamafia is non-organized voluntary group. Then again, Clean Clothes Campaign 

is a joint effort between several nonprofit organizations. Additionally, the online 

communities differ too since while most of them are organization-driven (Fairtrade 

Finland, Clean Clothes Campaign and Eettisen kaupan puolesta Ry), one of them is 

consumer-driven (Porkkanamafia). Given that ethical products still form a niche 

market and Finland is a small country choosing to study four communities seemed well 

suited in order to reach Finnish ethical consumers. The communities are presented in 

the section 4.2.3. of this thesis.   

An online survey was used to collect the empirical data. The gatekeepers of the 

communities were contacted in order to obtain access to post the link to the community 

site. Then, an invitation to participate with a link to the survey with a covering note 

explaining the purpose of the survey was posted to those sites as a post from the 

community organizers. This approach was chosen instead of the researcher posting the 

survey in order to maximize the number of responses. It was considered better suited 

for the purpose and enhancing credibility as the researcher is a total stranger to the 

community.  

The respondents of the study were able to choose whether to participate to the survey 

and data was collected from those who chose to respond. The questionnaire was self-

administered thus it was completed solely by the respondents (Saunders et al. 

2009:362). Thus, a self-selective sample was used in this study. Reminder invitations 

were posted 5-7 days after the first invitation depending on the community and how 

reminders fitted their posting calendars. The quantitative data gathered in data 

collection phase was analyzed using SPSS statistical analysis program. 
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4.2.2. Questionnaire design 

The questionnaire used in this study was prepared based on the theoretical framework 

presented earlier in this thesis using the framework discussed in section 3.6. To ensure 

validity the measures for the research constructs were if possible adapted to fit the 

study context from prior studies. Since the exact research questions of this study have 

not been answered previously there were cases where no suitable measures existed. In 

those cases appropriate items within the theoretical framework were developed to fit 

this study in particular. The content validity of the questionnaire was assessed with the 

gatekeepers of one of the online communities studied, the Clean Clothes Campaign and 

some adjustments were made to the questionnaire based on the comments. Since Clean 

Clothes Campaign is a combined effort of several different nonprofit organizations it 

was considered as a natural choice to evaluate the content validity. 

In the majority of questions a 5-point Likert-type scale (5= agree, 4 = slightly agree, 3 = 

neither agrees nor disagrees, 2 = slightly disagree, 1 = disagree) was used in finding out 

the perceptions of the participants. However, some general questions employed their 

own scales such as questions describing how often the respondents visit the site and the 

amount of time spent on the site per visit, in addition to the questions related to 

demographics including age, gender and education level of the respondents. Even if 

making profiles of the members was not among the objectives of this study as such 

some demographics were still gathered for the communities studied .Most of the 

questions in the questionnaire were structured, only one open ended question was 

included.  

The first part of the questionnaire concentrated on general issues such as how often the 

respondent visits the online community and how much time he/she spends there per a 

visit. Next, the respondents were asked to answer questions related to activities in 

which they engage in the community (reading posts, finding information, posting, 

commenting, “liking”). Due to measures of performing specific simple behaviors (e.g., 

voting for a given candidate) commonly employing single items, a single item measure 

was used to measure such behavior (Morgan and Hunt 1994). 

The next and the largest section of the questionnaire asked the respondents to evaluate 

different benefits using the Likert scale discussed previously. In this section varying 

number of items was included under the constructs; but all the constructs included at 

least three items. This is recommended in order to ensure reliability (Hair et al. 2010).  
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Next, examples of the questions related to benefits included in this study are presented. 

It is to be noted that all the items included in the survey are not listed here but the 

questionnaire covering all the items can be found as an appendix at the end of this 

thesis (Appendix 1: the questionnaire used in this study). 

Functional benefits construct 

 The information provided by the online community is useful. * 

 I have shared information with the others in the online community 

 The knowledge obtained from the online community has made the tackling of 

ethical problems easier. * 

Social benefits construct 

 I feel a sense of belongingness with this community. ** 

 I like the social aspects and the interactions with people sharing my values in 

this online community. * 

 I have gotten to know other members of the online community. *  

 I derive satisfaction from influencing other consumers in this online 

community. ** 

 I have been helped by the other members of the online community (e.g. 

obtained useful information).  

Learning and behavioral benefits construct 

 The online community has enhanced my knowledge about ethical consumption. 
** 

 My ethical consumption choices have been reinforced through the online 

community. 

 My opinion on the importance of the ethical consumption has been reinforced 

through the online community. 
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Entertainment benefits construct 

 I have entertained and stimulated my mind by reading the topics of the online 

community. ** 

 I have used the online community site for relaxation. ** 

 I have spent some enjoyable time reading the topics in the online community. ** 

Ethical consumption benefits construct 

 My self-perception as ethical consumer has been reinforced through the online 

community. *** 

 I feel that my influence and impact to the society has been increased through 

the online community. *** 

 I feel closer to the nature due to my participation in the online community. *** 

 I reckon my participation in the online community as a protest against society. 

*** 

* Adapted from Dholakia et al. 2009 

** Adapted from Nambisan and Baron 2007 

*** Based on meanings by Papaoikonemou et al. 2011 

In addition to benefits this study also investigates commitment to ethical consumption. 

The items under the commitment construct are adapted from Meyer and Allen (2004), 

examples of them are below.  

 I would feel guilty if I gave up consuming ethically. 

 I would not stop consuming ethically because I have a sense of obligation to the 

people of the community. 

 Ethical consumption has a great deal of personal meaning for me. 

 I really feel that ethical consumption problems are my own 

 Staying with ethical consumption is a matter of necessity as much as desire. 
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There are two additional constructs that are tested in the survey: satisfaction and 

loyalty. However, those are tested for the sake of the communities included in this 

study and are thus not elaborated in this sub-chapter. 

4.2.3. Online communities included in this study 

Since this study examines the benefits actual online community members obtain as an 

outcome of their online community participation it is evident that the data needs to be 

collected in real online community context. Accordingly, four online communities 

promoting ethical issues were chosen to get access to the target group, ethical 

consumers who are members of online communities promoting ethical consumption 

choices. All chosen online communities exist on Facebook and are “open” denoting that 

one does not have to become member by registering to join the site. As discussed in the 

chapter 4.2.2. the communities are different. However, not only are they organized 

differently but they also represent different aspects of ethical consumption. Eettisen 

kaupan puolesta ry promotes ethical trade in Finland in general, Fairtrade Finland 

licenses the Fairtrade mark in Finland, Porkkanamafia organizes positive buying events 

and Clean clothes campaign aims at improving working conditions in the garment 

industry.  

Online communities included in this study are presented later in this chapter. However, 

Facebook as a social networking platform is first briefly introduced. 

Facebook online communities 

Social networking sites such as Facebook, Friendster, LinkedIn and MySpace allow 

individuals to present themselves and engage into social networks. In specific, such 

online social networking sites support both maintaining existing social ties and creating 

new connections. (Ellison et al. 2007).  

This thesis is especially interested in those online communities that exist on Facebook, 

a social networking site created in 2004. It is not only individuals who have joined 

Facebook but organizations are also very actively using Facebook and adding their 

pages to Facebook network (Krivak 2008).  All the communities included in this study 

have moved their online communities to Facebook instead of having them on their own 

Internet sites.  
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However, there has been a very limited academic interest in online communities on 

Facebook as yet but some research has been published (e.g. Royo-Vela and 

Casamassima 2011). Nevertheless, Facebook is an extremely influential social media 

channel. In 2012 Facebook was reported to have 845 million active members monthly 

generating 2.7 billion comments and “likes” (denoting positive feedback given to other 

users) everyday (Helsingin Sanomat Feb 2, 2012).  

Facebook allows the users to add each other as “friends”, connect with users who share 

similar interests, upload photos, send messages, have group discussions and even play 

games on their individual profiles (Krivak 2008). According to a study made by 

Needham and Company (2007) a typical Facebook user spends daily about 20 minutes 

on the site and two-thirds of users log in at least once a day (Ellison et al. 2007). 

Moreover, Facebook is a powerful tool for finding information on your interests. Krivak 

(2008) argues that whatever your interest is you can find information on it on 

Facebook. Ellison et al. (2007) suggest that one of the reasons to log into Facebook is in 

fact to join online groups based on common interests.  

Ellison et al. (2007) argue that Facebook constitutes a rich site for researchers 

interested in social networks because of its heavy usage patterns and technological 

capacities that bridge online and offline connections. There is empirical evidence that 

Internet use in general can strengthen social contact, community engagement and 

attachment (Kavanaugh et al. 2005).  It is interesting to study this empirically also 

within the context of this research. Furthermore, Facebook is argued to be still 

understudied (Ellison et al. 2007) hence studying just Facebook communities seems 

worthwhile.  

Eettisen kaupan puolesta ry (Pro Ethical Trade Finland) 

Eettisen kaupan puolesta ry (Eetti) is a non-governmental organization promoting fair 

trade, sustainable production and responsible consumption. The organization is 

involved in informing Finnish consumers and companies about problems in world 

trade in addition to inspiring consumers to participate in voluntary work related to 

ethical labor conditions in developing countries and ethical public purchases.  Different 

events related to learning, tastings and other campaigns are organized in different parts 

of Finland. (www.eetti.fi, retrieved Jan 12, 2012) The organization has an online 

community at www.facebook.com/eetti, and during the period of the study (March 

2012) the Facebook online community had 533 members.  

http://www.facebook.com/eetti
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Clean Clothes Campaign 

The Clean clothes campaign aims to improve working conditions in the garment 

industry. The organizations involved in Finland include Eettisen kaupan puolesta ry, 

Changemaker, Ammattiliitto Pro, Palvelualojen ammattiliitto PAM, Suomen 

Ammattiliittojen Solidaarisuuskeskus SASK and TEAM Teollisuusalojen ammattiliitto. 

The Clean Clothes campaing Facebook online community had 2,862 members in March 

2012 (http://www.facebook.com/eetti#!/cleanclothescampaign).  

Fairtrade Finland 

The Fairtrade Finland is an independent non-profit organization behind licensing the 

Fairtrade mark in Finland. The Fairtrade organization is working to obtain a better deal 

for farmers, their families and communities in the developing world. Fairtrade’s vision 

is that justice and sustainable development must be at the heart of trade structures and 

practices in order to every poor or disadvantaged worker maintaining a dignified 

livelihood and developing their full potential. (www.fairtrade.org.uk and 

www.reilukauppa.fi, retrieved April 4, 2012). Fairtrade Finland’s online community 

http://www.facebook.com/reilukauppa had 19,177 members during the empirical study 

(April 2012). 

Porkkanamafia (Carrotmob) 

Carrotmob is a global non-organized activist group giving consumers the power to 

make the world a better place by influencing how businesses operate through buycotts 

i.e. positive buying events. Instead of organizing boycotts, Carrotmob offers to spend 

money as a group if a business agrees to make a socially responsible change (buycotts). 

Consequently, in a Carrotmob campaign, a group of people offers to spend their money 

to support a business, in return for the business to agreeing to take an action that the 

people care about. Therefore, Carrotmob uses the "carrot" instead of the "stick" instead 

of traditional means of people trying to influence businesses by threatening or 

attacking them. Carrotmob believes people can have more influence on businesses by 

giving them a positive incentive to change: our money thus the slogan “vote with your 

money” to advance values and improve the world. (www.carrotmob.org, retrieved Jan 

12, 2012) The Finnish community Porkkanamafia has an online community at 

www.facebook.com/porkkanamafia with 1,586 members during the empirical study 

(March 2012). 

http://www.facebook.com/eetti#!/cleanclothescampaign
http://www.fairtrade.org.uk/
http://www.reilukauppa.fi/
http://www.facebook.com/reilukauppa
http://www.carrotmob.org/
http://www.facebook.com/porkkanamafia
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5 RESULTS 

In this chapter the results of the empirical study are presented. This includes 

descriptive statistics, factor analysis, reliability of the scales and regression analyses. 

5.1. Descriptive statistics 

In this sub-chapter descriptive statistics including background information and testing 

the variables against basic assumptions are discussed. 

5.1.1. Background information 

The data collection phase took 3 weeks in total during March and April 2012.  The three 

online communities first chosen to be included in this study, Eetti, Clean Clothes 

Campaign and Porkkanamafia, submitted 84 answers during the data collection period 

of two weeks (during third and fourth week of March 2012). A couple of reminders were 

posted to each community site to promote the survey.  Since the sample size remained 

relatively low despite of reminders a fourth ethical consumer online community, 

Fairtrade Finland, was chosen to be included in the study in order to ensure large 

enough sample to allow making generalizations. This proved to be successful; Fairtrade 

Finland online community provided a total number of 120 submitted questionnaires 

during the data collection period (first week of April 2012).  

Finally, the total number of all respondents from all four ethical consumer 

communities included in this study was 205 out of which 6 respondents left most of the 

questions blank. Those respondents were excluded from the analysis leading to the 

final number of 199 responses to be analyzed in this study. The response rate, however, 

is difficult to evaluate. If one considers anyone liking the Facebook online community 

page a member, less than 1 per cent of the online community members took part in the 

survey. Taking this approach the response rate can be considered low. Then again, this 

may not provide a totally true picture. In Facebook online communities by nature many 

people express their interest towards certain issue by “liking” the page. However, the 

number of people perceiving themselves as a member and actually participating to the 

online community activities is likely to be much lower. Therefore, it is difficult to 

evaluate the response rate without knowing the exact number of people perceiving 

themselves a member.  
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Moreover, as further discussed later in this sub-chapter the visit frequency of the online 

communities studied was on a lower side. Therefore, it is impossible to say how many 

people in fact were exposed to the survey posting during the three week data collection 

period further emphasizing the difficulty to evaluate the real response rate. However, 

regardless of that the number of valid responses, 199, can be considered to be large 

enough sample for making generalizations. 

Table 3 shows the division of responses within the different ethical consumer online 

communities studied. 

Table 3 Division of responses between the online communities  

ONLINE COMMUNITY N % 

Eettisen kaupan puolesta ry 17  8.3% 

Clean Clothes Campaign 52 25.4% 

Porkkanamafia 16 7.8% 

Fairtrade Finland 120 58.5% 

N=205 

Out of the respondents 87.4 per cent were female and 10.6 per cent male (4 missing 

values). Most of the respondents (43.7 per cent) belonged to an age group of 25-34 

years and the vast majority (47.2 per cent) of them had a university degree. Table 4 

presents the background information for the sample analyzed in this study. 
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Table 4 Characteristics of the sample 

GENDER N % 

Female 174 87.4 

Male 21 10.6 

AGE N % 

<15 0 0 

15-24 38 19.1 

25-34 87 43.7 

35-44 47 23.6 

45-54 16 8.0 

55-64 10 5.0 

>65 1 0.5 

EDUCATION LEVEL N % 

Comprehensive school 11 5.5 

Vocational school 21 10.6 

High school 25 12.6 

Polytechnic 48 24.1 

University 94 47.2 

N (gender) = 195 

N (age) = 199 

N (education level) = 199 

While the split between female (87.4%) and male (10.6%) respondents may seem 

surprising at first there is in fact evidence that women in general are more likely than 

men to consume ethically particularly in the Scandinavian countries (e.g. Isenhour and 

Ardenfors 2009, Bateman and Valentine 2010) explaining the division of answers by 

gender. Moreover, the communities studied estimated that in general about 75-79% of 

their members are females. Thus, the division of the respondent gender is in line with 

those estimates.   

Nevertheless, since the amount of female respondents exceeded the number of male 

respondents as highly as it did independent-samples t-tests were conducted on the 
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benefits and commitment constructs to find out if gender affected the results. 

Constructs found in the factor analysis were used in these tests (see chapter 5.2. for 

more information). For two constructs t-tests indicated no significant differences 

related to gender (Social benefits and Commitment; p-values < .05). However, for three 

constructs (Entertainment benefits, Learning, behavioral & functional benefits, and 

Ethical consumption benefits) p-values were higher than .05 indicating there were 

significant differences between genders.  Hence, gender may affect the results of the 

study which needs to be taken into account when interpreting the results. 

The fact that the majority of people in the sample (71.3%) had higher education (either 

university or polytechnic degree) represents the profile of an ethical consumer. Hence, 

it has been established that the most politically involved people have generally better 

education (Statistics Canada website, retrieved April 25, 2012) and as discussed in the 

literature review a political element has always been linked to ethical consumption (e.g. 

Harrison et al. 2005). Moreover, higher education and larger amount of money to 

spend many times correlate which is in line with the fact that to consume more 

expensive ethical products a consumer must be relatively well-off (Huneke 2005). To 

sum up, ethical consumers have been identified to be female, better educated and 

wealthier than an average person (Tallontire et al. 2001). 

As can be seen in table 5 the most of the respondents (29.6%) visited the online 

community more seldom than once a month. The number of respondents visiting the 

online community once a month (23.1%) was close to those visiting more seldom than 

once a month. However, there were fewer respondents who visited the online 

community at least once a week (17.1%) and significantly less who visited the 

community daily (3%). Therefore, it can be said that the visit frequency in the online 

communities studied was comparatively low.  
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Table 5 Visit frequency 

VISIT FREQUENCY N % 

Daily 16 8.0 

4-6 times per week 6 3.0 

1-3 times per week 34 17.1 

2-4 times per month 38 19.1 

Once a month 46 23.1 

More seldom 59 29.6 

N = 199 

With regards to visit duration (see table 6) the vast majority of respondents, 62.3%, 

spent less than 15 minutes on the online community site per one visit (2 missing values) 

while 32.2% spent 15-30 minutes during one visit. Moreover, looking at the distribution 

of other items on the scale it appears that the respondents did not spend a very long 

time on the online community site per visit. 

Table 6 Visit duration 

VISIT DURATION N % 

Less than 15 minutes 124 62.3 

15-30 minutes 64 32.2 

30-60  minutes 6 3.0 

More than 60 minutes 3 1.5 

N = 197 

5.1.2. Basic assumptions 

In order to ensure the ability to generalize the sample to the larger population the basic 

assumptions were evaluated. No negatively worded items existed in the questionnaire 

thus no actions were needed related to reverse coding. However, the distribution of 

scores was assessed looking at the skewness values (i.e. symmetry of distribution) and 

kurtosis values (i.e. peakedness of distribution), distribution histograms, Kolmogorow-

Smirnov statistics and boxplots. Additionally, 0utliers were detected and evaluated 

with different procedures explained in the coming paragraphs.  
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When investigating the values it became evident that the values were not normally 

distributed. Kurtosis values indicated both peaked and flat distributions and skewness 

values indicated distributions both tailing to the right and to the left. Kolmogorov-

Smirnov statistics were in all of the cases significant at .000 levels additionally 

suggesting violation of the assumption of normality. However, this is quite common 

and should not be considered a problem if the sample size is reasonably large (200+ 

cases) (Tabachnick and Fidell 2007:81 in Pallant 2010:57). The sample size in this 

study (199 cases) is very close to that level and can thus be considered reasonably large.  

Moreover, according to Pallant (2010) many scales used in social sciences have scores 

that are either positively or negatively skewed and it can simply reflect the underlying 

nature of the construct measured instead of problems in the data set.  Therefore, the 

fact that the values are not normally distributed should not be considered to distort the 

results of this study.  

Moreover, possible outliers, i.e. cases well above or below majority of cases, were 

investigated in order to make sure they would not distort the results.  Univariate 

outliers were found for approximately half of the items.  There were, however, no 

reasons to consider them errors, since all the scores were within the possible range due 

to only structured items in the questionnaire.  Moreover, even if outliers were detected, 

no extreme points (indicated with * sign in SPSS) were found.  Additionally, when 

comparing the mean values with 5 per cent trimmed mean values the values were very 

close to each other (largest difference 0.12 related to item 

Obligationtowardscommunity, please note that explanations of the item names used in 

SPSS can be found in Appendix 1) indicating that the univariate outliers should not 

have a strong influence on the mean values (Pallant 2010:63) and thus should not 

distort the results.  

Multivariate outliers were checked in SPSS using Mahalanobis distance measure.  The 

measure showed that there were 5 variables with a value less than the cut-off point of 

0.001.  However, the multivariate outliers were mostly in different cases than those 

detected to be univariate outliers. In fact only one multivariate outlier was also a 

univariate outlier in 3 out of 45 items which was not reckoned to be a problem. 

Consequently, there were no reasons to consider those multivariate outliers not 

representative of the population and no outliers were removed from the data file in the 

end. 
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5.1.3. Participation 

One of the aims of this study was to examine how the members of the online 

communities in fact participated to the online community activities. The results of the 

empirical study (see table 7) showed that the respondents felt that they did not 

participate actively in the online community activities (Item Activeparticipation 

M=1.84) but instead engaged in lurking behavior (Item Lurking M=4.31). Thus, based 

on these results, the hypothesis 1 proposing that the majority of members would in fact 

be lurking, was supported.  

Consequently, the respondents did engage in reading posts (Item Readposts M=3.91) 

and logged into the online community when in search for facts (Item Needfacts 

M=3.26). Moreover, the respondents did participate by ”liking” posts on the online 

community wall (Item Liking M=3.26). However, the items related to posting, 

commenting and being active offline in the community activities all scored relatively 

low (Postmyself M=2.06, Commenting M=1.89) suggesting inactive behaviour. Based 

on the results the members of the online community are not active members in the 

offline part of the community either (Item Activeoffline M=1.66).  

Table 7 Mean values of participation construct items 

PARTICIPATION CONSTRUCT ITEM M 

Activeparticipation 1.84 

Lurking 4.31 

Readposts 3.91 

Postmyself 2.06 

Commenting 1.89 

Liking 3.26 

Needfacts 3.26 

Activeoffline 1.66 
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5.2. Factor analysis 

Five key benefit constructs (functional benefits, social benefits, entertainment benefits, 

behavioral benefits and ethical consumption benefits) in addition to commitment as a 

dependent variable were identified through the literature review. With the help of 

factor analysis the relationships between constructs were examined. 

The assessment of the suitability of the data was made using Kaiser-Meyer-Olkin 

measure of sampling adequacy and Bartlett’s test of sphericity. KMO value was 0.869 

(above 0.6 considered a good value, Pallant 2010:183) and Bartlett’s test of sphericity 

significant (p=.000) indicating that the data was well-suited for conducting factor 

analysis.  

35 items measuring benefits and commitment were first included in the factor analysis 

using principal components factor-extraction method and Oblimin rotation method. 

Oblimin rotation method allows the underlying constructs to be correlated (Pallant 

2010:185). Since almost all phenomena in social sciences are interrelated and it is rare 

that the relationships would be completely orthogonal (Matsunaga 2010) that was not 

considered a problem. A cutoff point of .5 was set and thus only factor loadings of .5 or 

above remained in the analysis.  

Kaiser criterion was first employed to determine the final amount of factors. Hence, 

components with eigenvalues > 1 were extracted leading at first to 8 factors included 

(68.5% of variance explained by them). However, the 8 factor solution proved to be 

difficult to interpret. Therefore, factor analysis was repeated with only 5 factors as 

indicated by the scree plot.  In the 5 factor solution there were two items with cross-

loadings (Receivedhelp, Obligationtowardscommunity) leading to those items being 

deleted from the analysis. In the final 5 factor solution 58.1 per cent of variance was 

explained by the factors. Moreover, there were at least three items loading on each 

factor which is optimal (Pallant 2010:194)  

The factor analysis showed that benefit construct items and commitment construct 

items developed based on the literature review formed separate factors. Therefore, the 

result suggested that benefit constructs can in fact be considered as independent 

variables and commitment construct a dependent variable.  

Please note that the abbreviations used in SPSS for items in this study are explained in 

Appendix 1. Table 8 shows the loadings of the items related to the 5 factors which were 
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named: learning, behavioral & functional benefits, social benefits, ethical consumption 

benefits, entertainment benefits and commitment. Table 8 presents the factors and 

their loadings. 

Table 8 Factors and their loadings 

ITEM/FACTOR Factor 1: 
Learning, 

behavioral & 
functional 

benefits 

Factor 2:  
Commitment 

Factor 3:  
Social 

benefits 

Factor 4: 
Ethical 

consumption 
benefits 

Factor 5: 
Entertain-

ment 
benefits 

Usefulinformation .705     

Issuesvaluable .635     

Tacklingethicalproblems .555     

Reinforcedethicalvalues .730     

Affectedpurchasedecisions .711     

Reinforcedethicalconsumptionc
hoices 

.773     

Reinforcedopinion .814     

Enhancedknowledge .775     

Obtainedideas .514     

Guilty  .753    

Obliged  .704    

Emotionallyattached  .709    

Toofewoptions  .721    

Personalmeaning  .652    

Leavinghard  .647    

Ethicalproblemsown  .593    

Necessity  .647    

Helpingothers   .692   

Formingrelationships   .582   

Sharedinformation   .623   

Perceivesmember   .519   

Senseofbelongingness   .523   

Likesocialaspects   .672   

Influencingothers   .731   

Senseofselfworth   .604   

Impressionmanagement   .564   

Closertonature    -.679  

Protest    -.566  

Impactsociety    -.529  

Ethicalconsumerselfperception    -.532  

Entertainment     .839 

Spendingtime     .815 

Relaxation     .848 
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The first factor was comprised by nine items in total related to learning benefits (five 

items: Enhancedknowledge, Reinforcedopinion, Reinforcedethicalconsumptionchoices, 

Affectedpurchasedecisions, Reinforcedethicalvalues) and functional benefits (4 items: 

Usefulinformation, Issuesvaluable, Tacklingethicalproblems, Obtainedideas). 

Therefore, since all learning and behavioral benefits construct items and all functional 

benefit construct items identified in the theoretical part fell under this construct it was 

chosen to be called learning, behavioural & functional benefits.  

Commitment construct formed one factor (apart from item 

Obligationtowardscommunity which was not included in the final analysis due to cross-

loadings). Thus, the other eight commitment items were kept as a commitment 

construct in the final analysis. 

All the eight social benefit items recognized in the literature review and retained in the 

analysis (after removing item Receivedhelp due to cross-loadings) and one functional 

benefit related item (Sharedinformation) loaded on the third factor. The factor was 

named social benefits. Including the one item first identified to belong to the 

functional benefits in this construct was not seen as problematic since sharing 

information to other community members is a form of social activity.  

Ethical consumption benefits, as they were identified in literature review, compressed 

their own factor. Thus, they were kept in the final analysis as their own construct, 

ethical consumption benefits.   

Similarly, entertainment benefit construct identified in the theoretical part formed the 

fifth factor also in factor analysis leading to keeping the entertainment benefits as 

one construct in the final analysis.  

5.2.1. Reliability of the scale 

Scales must be analyzed for reliability in order to ensure their appropriateness (Pallant 

2010:97). A summated scale is a composite value for a set of variables (Hair et al. 

2010:142) and they are used for the reliability test. Five summated scales were 

constructed based on the factor analysis results and the internal consistency of the scale 

was evaluated using Cronbach’s alpha coefficient (Pallant 2010:97). High internal 

consistency means that the items on the scale measure the same underlying construct. 
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The Cronbach’s alpha coefficient value above .7 is considered acceptable (Hair et al. 

2010:100).  

The items formed five different summated scales according to the factors created in 

factor analysis: 1) Learning, behavioural & functional benefits, 2) Social benefits, 3) 

Ethical consumption benefits, 4) Entertainment benefits and 5) Commitment (see table 

9). In this study the Cronbach’s alpha value was .724 suggesting an acceptable 

reliability of the scale with regards to internal consistency with the sample of this study. 

Moreover, the internal consistency values of the summated scales separately were 

above .8 which is considered ideal.  

Table 9 Reliability of scales  

Summated scale Number of items Cronbach’s alpha M 

Learning, behavioural & 
functional benefits 

9 .915 3.55 

Social benefits 9 .827 2.49 

Ethical consumption 
benefits 

4 .826 2.34 

Entertainment benefits 3 .867 3.04 

Commitment 8 .824 3.66 

5.2.2. Correlation between factors 

The strength and direction of linear relationship between variables was investigated 

with correlation analysis (Pallant 2010:128). Pearson product-moment correlation 

coefficient was employed owing to the fact that it is suitable for interval level data 

(Pallant 2010:128). 

The results show that only positive correlations existed between factors (see table 10). 

All the correlation values but one was statistically significant either at .01 or .05 level. 

The one value that was not significant were found between commitment and 

entertainment benefits. It is to be noted that this does not indicate how strongly the 

variables are associated but instead suggests how confident the correlation results are 

between those constructs (Pallant 2010:135).  
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Table 10 Correlations between factors  

 Learning, 
behavioural  

& 
functional 

benefits 

Social 
benefits 

Ethical 
consumption 

benefits 

Entertainment 
benefits 

Commitment 

Learning, 
behavioural  & 
functional 
benefits  

1     

Social benefits .424** 1    

Ethical 
consumption 
benefits 

.583** .541** 1   

Entertainment 
benefits 

.506** .365** .431** 1  

Commitment .270** .157* .202** .008 1 

**Significant at the 0.01 level (2-tailed) 

*Significant at the 0.05 level (2-tailed) 

The correlations were mostly on a medium level (r=.30 to .49, Pallant 2010:134). 

However, high correlation (r>.50) existed both between learning, behavioural & 

functional benefits and ethical consumption benefits (r= .583 suggesting 34.0% shared 

variance). and learning, behavioural & functional benefits and entertainment benefits 

(r= .506 suggesting 25.6% shared variance).This indicates that the more learning, 

behavioural & functional benefits the members of the ethical consumer online 

communities perceive they obtain, the higher their perception of ethical consumption 

benefits and entertainment benefits (or vice versa).  

Additionally, the strength of the relationship between commitment construct and 

benefit constructs seemed to be smaller (small strength r=.10 to .29, Pallant 2010:134) 

compared to strength of relationships between different benefit constructs. The actual 

benefits and commitment results are presented in the next sub-chapter. 

5.3. Benefits and commitment results 

5.3.1. Perceived benefits 

The primary aim of this study was to investigate the benefits the members of the ethical 

consumer communities gain from their participation. The hypothesis 2 this study 
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sought to answer claimed that certain benefits would be gained.  Table 11 shows the 

mean values of the benefits and commitment constructs. Based on the results the 

perceived benefits were related to learning, behavioural & functional benefits. Ethical 

consumption benefits and social benefits resulted in low values. However, since certain 

benefits were perceived to be gained hypothesis 2 was supported. Moreover, 

commitment to ethical consumption resulted in a high positive value. 

Table 11 Benefits and commitment results  

Construct M Variance 

Learning, behavioral & 
functional benefits 

3.55 .630 

Social benefits 2.49 .515 

Ethical consumption benefits 2.34 .769 

Entertainment benefits 3.04 1.113 

Commitment 3.66 .524 

 

However, the members of the ethical consumer online communities did not perceive 

they would obtain social or ethical consumption benefits. For entertainment benefits 

the mean value of 3 meant “neither agree nor disagree” and therefore it indicated that 

the members were not sure whether they obtained entertainment benefits out of their 

participation. Since the mean values were quite low in general one-sample t-tests were 

employed in order to reveal whether statistically reliable differences existed between 

the scale midpoints and mean values with regards to those constructs that had mean 

values above midpoints. The t-tests confirmed statistically reliable differences with two 

constructs i.e. Learning, behavioural & functional benefits and Commitment but the t-

test failed to reveal statistically reliable difference with the construct Entertainment 

benefits.  

The ethical consumer online community responses were evaluated looking at different 

online communities separately too. Table 12 divides the overall results by the different 

online communities studied. Based on the results there were clear differences in terms 

of some benefit constructs. Learning, behavioural & functional benefits were perceived 

to be obtained by all online community members. Additionally, members of all the 

online communities studied perceived themselves committed to ethical consumption. 

However, it is notable that the members of one community, Eettisen kaupan puolesta 
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ry, actually perceived they received social benefits out of their community participation 

while the members of other communities did not. Similarly, the members of Eettisen 

kaupan puolesta ry reckoned that they obtained Entertainment benefits while the 

members of the other communities were either not sure about it or did not consider 

perceiving those type of benefits. Finally, ethical consumption benefits were perceived 

lacking in all online communities studied.  

Table 12 Benefits and commitment results by different online communities 

Construct/Online 

community 

Eettisen 

kaupan 

puolesta ry  

M 

Clean 

Clothes 

Campaign 

M 

Fairtrade 

Finland 

M 

Porkkanamafia 

M 

Overall  

M 

Learning, behavioral & 

functional benefits 

3.36 3.82 3.41 3.21 3.55 

Social benefits 3.11 2.35 2.49 2.23 2.49 

Ethical consumption 

benefits 

2.69 2.40 2.30 2.18 2.34 

Entertainment 

benefits 

3.63 2.89 3.05 2.90 3.04 

Commitment 3.78 3.77 3.60 3.66 3.66 

 

Learning, behavioural & functional benefits were combined into one factor based on 

factor analysis results.  Hence, it was considered interesting to see how the answers 

were split between the different types of benefits within that construct, looking at the 

combined online community data. According to the table 13 presenting the division, 

both learning & behavioural and functional benefits resulted to high scores with 

functional benefits scoring the highest results. The functional benefit items 

Issuesvaluable (M=4.25) and Usefulinformation (M=3.97) received the highest scores 

within functional benefits construct while within learning & behavioural benefits items 

Reinforcedopinion (M=3.67) and Enhancedknowledge (M=3.63) were considered the 

most important by the respondents. The only item that did not obtain a positive result 

within the construct was the functional benefit item Tacklingethicalproblems (M=2.87).  
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Table 13 Learning, behavioral & functional benefits sub-construct mean values 

Sub-construct Sub-construct  
M 

Item M 

Learning & 
behavioral benefits 

3.47 Reinforcedopinion 3.67 

  Enhancedknowledge 3.63 

  Reinforcedethicalconsumptionchoices 3.49 

  Reinforcedethicalvalues 3.33 

  Affectedpurchasedecisions 3.21 

Functional benefits 3.63 Usefulinformation 3.97 

  Issuesvaluable 4.25 

  Tacklingethicalproblems 

Obtainedideas 

2.87 

3.43 

 

5.3.2. Perceived commitment 

Commitment construct obtained the highest positive score among all the constructs 

studied (M = 3.66). Thus, the members of the ethical consumer communities felt that 

they were committed to consuming ethically. As discussed in the chapter 5.3.1. the 

members of all the online communities studied perceived themselves committed to 

ethical consumption, there were no major differences between the communities. Table 

14 presents the division of the results in terms of commitment measure sub-constructs 

and items under them. 
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Table 14 Commitment sub-construct mean values  

Sub-construct Sub-construct  
M 

Item M 

Affective commitment 4.00 Emotionallyattached 3.79 

  Personalmeaning 4.43 

  Ethicalproblemsown 3.80 

Normative commitment 4.12 Guilty 3.97 

  Obliged 4.27 

Calculative commitment 3.01 Leavinghard 3.02 

  Necessity 2.84 

  Toofewoptions 3.18 

 

According to the table 14 affective (M=4.00) and normative commitment (M=4.12) 

items resulted in high scores.  However, the items under calculative commitment sub-

construct received lower items than the other commitment sub-constructs (M=3.01). 

The affective commitment item with highest score within commitment construct was 

related to ethical consumption having great deal of personal meaning to the 

respondents (item Personalmeaning M=4.43). Normative commitment items 

measuring perception of ethical consumption as obligation (item Obliged M=4.27) and 

choosing to continue ethical consumption out of guilt (item Guilty M=3.97) scored also 

high. 

5.4. Regression analyses 

5.5. Relationship between participation and benefits  

Regression analysis was employed to investigate whether participation and perceived 

benefits had a relationship as hypothesized in the theoretical part. The final regression 

analysis scales can be found in the Appendix 2 of this thesis. Standard linear regression 

method can be used to address how well a variable can predict a particular outcome 

(Pallant 2010:148). Hence, standard linear regression analysis was used to examine the 

relationship between the participation construct as independent variable and benefit 

constructs as a dependent variables. In the regression analysis participation construct 
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included all the items related to activities participants engaged in the online community 

(items Lurking, Readposts, Postmyself, Commenting, Liking). Hence, the items related 

to the level of perceived participation were left out of the regression analysis. However, 

studying the predictive power of participation (1 independent variable) to several types 

of benefits (4 dependent variables) with SPSS program required employing four 

separate regression analyses since SPSS can only work with one dependent variable at 

the time. The assumptions discussed below concern all the four regression analyses. 

In the linear regression analysis sample size needs to be large enough. Tabachnick and 

Fidell (2007, in Pallant 2010:150) suggest that sample size should be larger than 50 + 

8*#of your independent variables. In this study the sample of 199 cases was 

appropriate in size (more than 50 + 8*5 = 90). 

Multicollinearity, high correlation between independent variables, was not an issue 

deteriorating the results since only one independent variable, participation, was 

included in the four analyses. In terms of normality the Normal Probability Plot 

showed reasonably straight diagonal lines suggesting no major deviations from 

normality and the Scatterplot showed roughly rectangular distributions in all the four 

analyses (Pallant 2010:158). Therefore, there was no evidence on violating the 

assumption of normality.  

Moreover, the Scatterplot did not suggest existence of extreme outliers in any of the 

four linear regression analyses (standardized residuals more than 3.3. or less than -3.3, 

Pallant 2010:159). To sum up, no serious violations to assumptions in standard 

regression analysis were found which is essential in order to ensure that the results 

obtained truly represent the sample (Hair et al. 2010:208). 

Firstly, evaluating the regression model and assessing the overall model fit based on the 

R Square value in terms of the relationship between participation and learning, 

behavioural & functional benefits, the participation related variable was able to explain 

12.4% of the unique variance in the dependent variable, learning, behavioural & 

functional benefits. Participation (standardized Beta coefficient =.353, p=.000) made a 

statistically significant unique contribution to the prediction of learning, behavioural & 

functional benefits.  
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Secondly, the participation variable was able to explain 38.4% of the unique variance in 

the dependent variable, social benefits. Participation (standardized Beta coefficient 

=.620, p=.000) made a statistically significant unique contribution to the prediction of 

social benefits. 

Thirdly, participation variable was able to explain 9.2% of the unique variance in 

entertainment benefits as a dependent variable. Participation made a statistically 

significant unique contribution to the prediction of entertainment benefits with 

standardized Beta coefficient of .304 and p-value of .000. 

Finally, the results showed that participation variable explained 14.8% of the unique 

variance in ethical consumption benefits. Contribution was statistically significant 

(standardized Beta coefficient =.385, p=.000).  

 

Hypothesis 3 suggested that participation in an ethical consumer online community 

influences perceived benefits. To sum up, the data supports the existence of 

relationship between participation and all the benefits constructs, learning, behavioural 

& functional benefits, social benefits, entertainment benefits and ethical consumption 

benefits. Hence, hypothesis 3 was supported. 

5.6. Relationship between benefits and commitment  

The secondary aim of this study was to examine whether obtaining benefits out of 

ethical consumer online community participation reinforces commitment to ethical 

consumption. Standard multiple regression analysis was considered appropriate and 

was thus employed using benefit constructs (learning, behavioral & functional, social, 

entertainment and ethical consumption) as independent variables and commitment as 

a dependent variable. Different commitment types (affective, normative and 

calculative) were also tested separately. The final regression analysis scales can be 

found in the Appendix 2 of this thesis. 

Since the sample size of 199 cases was found appropriate already in the first multiple 

regression analysis employed between participation and benefits it was considered 

appropriate also within this multiple regression analysis. Moreover, it was tested that 

multicollinearity, high correlation between independent variables, was not present with 

tolerance values well above .10 and VIF values well below 10 (Pallant 2010:158).  
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There was no evidence on violating normality considering Normal Probability Plot 

(straight line) and the rectangular distribution of the Scatterplot (Pallant 2010:158). No 

evidence on extreme outliers was suggested neither by the standardized residuals in the 

Scatterplot nor the Mahalanobis distance value, 15.41, was within the limit of the 

critical value for 4 independent variables (18.47) (Tabachnick and Fidell 2007, in 

Pallant 2010:159). Hence, there was no evidence on violations to assumptions in 

multiple regression analysis implying that results represent the sample.   

When evaluating the regression model and assessing overall model fit based on the R 

Square value the set of benefits variables were able to explain 10.5% of the unique 

variance in the dependent variable, commitment. Therefore, while the level of the R 

Square value depends of a situation and it is not possible to say what is a good enough 

R Square value it can be stated that based on the regression analysis benefits and 

commitment clearly have a relationship.  

Evaluating each independent variable the results showed that among the benefit 

constructs learning, behavioral & functional benefits (standardized Beta coefficient  

=.298, p=.001) and entertainment benefits (standardized Beta coefficient = -.199,  

p=.016) made a statistically significant unique contribution the prediction of the 

dependent variable, commitment. The rest of the benefit constructs did not end up 

making statistically significant unique contribution to the equation with p-values above 

.05 (ethical consumption benefits p=.376, social benefits p=.489).  

After examining which benefit constructs had a relationship with dependent variable 

commitment it was investigated to which type of commitment they actually 

contributed. In order to evaluate this commitment variable was divided into three sub-

constructs as suggested by the literature review; affective, normative and calculative. 

The assumptions for regression analysis were tested and no violations were detected 

justifying the use of standard multiple regression analysis. Due to using SPSS three 

separate multiple regression analyses were employed with different commitment types 

as dependent variables. 

Focusing on normative commitment only, 8.2% of the unique variance in the 

dependent variable commitment was explained by the benefit constructs. The 

constructs that had a statistically significant unique contribution were: learning, 

behavioral & functional benefits (standardized Beta coefficient =.334, p=.000) and 

entertainment benefits (standardized Beta coefficient = -.219, p=.009). 
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With regards to affective commitment 15.8% of the unique variance was explained by 

learning, behavioral & functional benefits only (standardized Beta coefficient =.382, p 

= .000). However, no benefits had a relationship with calculative commitment. Figure 

4 sums up the findings of the regression analysis. 

It was hypothesized that the gained benefits affect perceived commitment to ethical 

consumption (H4 Benefits gained influence perceived commitment to ethical 

consumption). According to the findings learning, behavioural & functional benefits do 

influence normative commitment and affective commitment and entertainment 

benefits influence affective commitment.  

 

Figure 4 Relationship between benefits and commitment 

To sum up, since evidence on learning, behavioral & functional benefits and 

entertainment benefits reinforcing commitment to ethical consumption was found, the 

hypothesis 4 suggesting a relationship between benefits and commitment was 

supported. 
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5.7. Summary of results from the empirical study 

The table 15 summarizes the hypotheses and the results of the empirical study. 

Consequently, all the hypotheses were supported based on the empirical study findings. 

Table 15 Summary of hypotheses and findings 

Hypothesis Results 

H1:  Majority of members of the ethical consumer community are mostly involved 

in lurking behavior 

Supported 

H2: Ethical consumers will gain certain benefits out of their participation in an 

online community 

Supported 

H3: Participation in an ethical consumer online community influences perceived 

benefits 

Supported 

H4: Benefits gained influence perceived commitment to ethical consumption Supported 

5.8. Data deriving from the open-ended question 

The survey included one open-ended question asking the respondents about their 

expectations and suggestions for the online communities studied. The results are next 

briefly presented. Out of the total number of 199 respondents 42 left a comment to this 

question. Table 16 summarizes the key issues deriving from the data. 

Table 16 Summarizing the comments left to the open-ended question  

Issue N 

Sharing more ethical consumption related 
information within the online community 

20 

Organizing more activities offline  6 

Encouraging more social interactions in the online 
community 

5 

Happy with the current state of the online 
community 

4 

 

There were three key expectations and suggestions deriving from the data: 1) Sharing 

even more information on ethical consumption; 2) Organizing more community 

activities offline in terms of encouraging companies to be more ethical; and 3) 
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Encouraging the members of the online community to be more active in the online 

community. 

The rest of the comments not listed in the table 16 were random comments related to 

ethical consumption in general or the questionnaire used in the survey. 

To sum up, based on the results; the members of the online communities studied hope 

to receive even more information with regards to ethical consumption. Thus, while in 

general the members are happy with receiving information on the topic of their interest 

there still seems to be a perception of lack of information. Moreover, the comments 

indicate that more activity from the community organizers would be preferred; both 

referring to ethical consumption related activities offline and also in terms of 

encouraging more vivid social interactions in the online community. However, since 

the number of responses to this question is not statistically relevant these findings are 

only directional and would require further investigation. 
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6 DISCUSSION 

In this chapter the main findings are first discussed, followed by theoretical and 

managerial implications, limitations and suggestions for further research and 

conclusions. 

6.1. Participation 

According to the results related to how the members of the ethical consumer online 

communities in fact participated to the community activities, most members were only 

passively consuming observers. In other words, they were engaged in lurking 

behaviour. This is in line with the previous studies; as already mentioned in the 

literature review the past studies have shown that the production level of the majority 

of online community members is quite low (e.g. Royo-Vela and Casamassima 2011).  

This result could also be partly explained with the nature of ethical consumption and 

specifically the ethical behaviour gap as well as the nature of online communities. 

Firstly, ethical behaviour gap suggests that even if motivations to consume ethically 

exist, in most cases those motivations are not reflected into one’s actions. Secondly, 

online communities have been found to have lower barriers for participation than 

traditional communities (Hogg et al. 2003). In online communities one can easily to 

express an interest in a cause; in Facebook online communities this can be done simply 

by “liking” the page. But it does not necessarily imply that the existing motivation in 

fact would lead to actions in terms of ethical purchase choices. Therefore, even if they 

express interest many members may be in inactive mode in general with regards to 

ethical consumption, also mirroring their inactivity in the online community with a low 

entry barrier.  

 The activities members of the ethical consumer online communities studied did engage 

in were reading posts and “liking” others’ posts. The members logged in the online 

community site when in search for factual information. Hence, the activities the 

participants engaged in the online community seemed to serve mostly informational 

purposes. Nevertheless, certain interaction related actions were taken when engaging 

in the “liking” practice; the appreciation of posts was expressed to the community 

organizers and the other members. However, on a whole, the members of the ethical 

consumer communities engaged mostly in low involvement activities within the 

community. An interesting thought suggested by Gummerus et al. (2012) is that activity 
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versus passivity might be defined based on activity frequency instead of different forms 

of activity. That is, even if the members would engage in low involvement activities they 

could engage in those activities frequently and in fact be considered active participants. 

However, in this study the visit frequency was quite low too additionally suggesting 

non-active participation. 

6.2. Perceived benefits  

The main aim of this study was to find out what kind of benefits online community 

members gain from their participation. According to the results the primary benefits 

obtained from the participation experience were related to learning, behavioural and 

functional aspects. Within those benefits the members of the ethical consumer online 

communities perceived that they mostly benefited from their participation with regards 

to obtaining useful information on the topic of their interest. Moreover, in terms of 

learning the participants felt that their knowledge on ethical consumption had 

enhanced and their opinion on the importance of the consuming ethically had been 

reinforced through the membership in the online community. Additionally, the online 

community had in many cases had a reinforcing effect on their behaviour related to 

ethical purchasing choices.   

Since limited information has been noted to be the key issue deteriorating making 

ethicality of consumption choices a wider concern (e.g. Uusitalo and Oksanen 2004) it 

seems logical that the primary benefits gained by ethical consumer community 

members are related to obtaining information. Thus, the result is encouraging for 

ethical consumer communities; the communities play a significant role in informing the 

consumers on ethical choices. 

No studies prior to date have studied ethical consumer online communities. Therefore, 

while one can compare the results of this study to other studies related to online 

communities and traditional ethical consumer communities, no exact benchmark 

exists. However, the results can be compared with studies focusing on benefits obtained 

from other types of online communities and studies with a focus on perceived benefits 

of offline ethical consumer community participation.  

Gummerus et al. (2012) had a quite similar focus studying a Facebook online 

community with a specialized on gaming. Their findings were similar with regards to 

this one in terms of information retrieval being the key driver for obtaining benefits. 
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Comparing the findings of this study first with previous studies related to benefits 

gained from online community participation in another context, Dholakia et al. (2009 

and 2004) found that functional benefits and social benefits motivated members to 

participate in the online communities they studied. The results are in line with this 

study with regards to functional benefits; however in this study social benefits were 

considered lacking. This can be owing to the different nature of the online communities 

studied by Dholakia et al. (2009, 2004); in online communities focusing on problem 

solving social aspects coherently play a bigger role. It is to be noted too that while 

members of most of the online communities studied in this thesis did not perceive to 

gain social benefits there was one exception. As proposed by Gummerus et al. (2012) 

social benefits just may be highly valued in some communities and unimportant in 

others. Consequently, it could be concluded that the focus of the online community has 

an effect of benefits gained – or at least the emphasis of benefits gained differs in online 

communities with differing foci. 

Regardless of the fact that the focus or purpose of the online community may affect the 

perception of benefits obtained; it can be considered unexpected that the respondents 

of this study did not consider obtaining social benefits out of their participation. After 

all they did choose to log into an online community existing on social networking site 

Facebook and social gratifications have been found to be a key benefit obtained from 

Internet usage in general (Stafford et al. 2004).  However, while as a social network 

Facebook can help in creating and maintaining larger, diffuse networks of relationships 

from which resources could potentially be drawn when needed, Facebook can still be 

thought to serve as a platform of formation of only weak social ties (Ellison et al. 2007). 

This might partly explain the perceived lack of social benefits in this study. Moreover, 

in Gummerus et al.’s (2012) study the perception of gaining social benefits was low too. 

This was suggested to be partly affected by the fact that Facebook is a medium with a 

personal nature leading to the members possibly preferring turning to their personal 

connections for social support (Gummerus et al. 2012).  If Facebook online 

communities currently mostly serve as information sources it raises the question 

whether the fact that the online communities exist on Facebook affects the impact they 

have. The online communities may be lost within the vast amount of entertainment and 

interaction opportunities Facebook as a medium provides.  

Another explanation for the result of non-existing social benefits is simply that the 

online communities studied serve currently mostly as information boards, not viable 
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social interaction platforms. This is in line with the findings of Gummerus and al. 

(2012) who also suggested lower activity levels causing lower level of perceived social 

benefits. This leads to questioning whether the level of interaction in online 

communities in general could be thought to evolve over time. It is impossible to say 

based on this study whether the duration of time an online community has existed 

would affect the mode of interaction within it. However, the possible evolution of 

interaction in online communities could be interesting topic for further research.   

Whether lack of interaction is due to the organizers not being successful with 

encouraging interaction or due to the members’ disinterest to interact, is something 

that cannot be directly answered within the context of this study either. However, when 

considering the suggestions made by the members at least some were hoping for more 

interactions. Increased interactions could in turn create more interactions leading to 

members possibly beginning to appreciate a more social mode of operations. Therefore, 

it seems to be worth for the organizers to aim to encourage more interactions. 

When comparing the results of this study with ethical consumption related meanings 

found relevant by Papaoikonemou et al. (2010) in offline ethical consumer community 

participation those meanings were perhaps surprisingly not considered relevant. 

Actually, ethical consumption benefits were considered the least important for the 

members of the ethical consumer online communities studied. However, this was not 

owing to the members considering ethical consumption unimportant since the 

members of the communities felt that obliged to consuming ethically and felt that 

ethical consumption had a great deal of personal meaning to them (further discussed in 

section 6.3.). There may be several reasons for this result. Firstly, while the members of 

the ethical consumer online communities are committed to ethical consumption, they 

do not perceive that the online community membership at its current stage positively 

affects them as ethical consumers. Additionally, they do not feel the community 

increases their power to influence the society since the feeling of collectiveness does not 

exist: they consider themselves individual contributors who just gain information from 

the online community participation.  

The perception of not gaining ethical consumption benefits could also be due to the fact 

that members of the Facebook online communities by nature are not necessarily the 

most active ethical consumers but people with an interest in the topic. With that 

hypothesis it is quite natural that they do not consider themselves influencing the 

society, protesting or even getting closer to the nature with participating to the online 
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community. The perceived lack of ethical consumption benefits could possibly also be a 

sign of ethical consumption concerns becoming a wider concern in the society. While 

ethical consumption may have previously been considered an activity of only a small 

minority it could be that ethical consumption is on its way to becoming a norm. In this 

case an ethical consumer would not even feel the need to protest the society anymore 

and those kinds of issues would not even motivate joining the online community in the 

first place leading to not receiving benefits related to them. 

It is to be noted that while ethical consumers are in an inactive mode online it does not 

necessarily mean that they are also inactive offline. They could be same people in 

different modes in different parts of the communities. Or, they could be totally different 

people instead; in ethical consumer offline communities Papaoikonemou et al. (2010) 

studied, the members of the community could be more active by nature since even 

becoming a member or a traditional community requires more from the member.  

While ethical consumption benefits were not perceived similarly in offline and online 

ethical consumer communities, learning benefits were similarly found in both online 

and offline part of the ethical consumer community. Regardless of that, it seems that 

perceived benefits derived out of offline and online part of ethical consumer 

communities differ. Thus, benefits found in the other part of the community cannot be 

directly reflected to the other part. Differences between offline and online community 

participation would be worth to investigate in future research, not only related to 

ethical consumption but generally too. 

6.3. Commitment   

This study additionally showed that even if they were inactive in their participation 

behaviour in the online community other aiming to obtain information, the members of 

the ethical consumer online communities studied felt committed to consume ethically. 

In fact, using the member types introduced by Kozinets (1999) most of the members 

seemed to be devotees, with strong interest in the consumption activity and less 

interest in building virtual social ties. The members were primarily using online 

communities studied to accomplish individualistic goals i.e. informing themselves on 

ethical consumption. This is an interesting finding since an online community by 

nature is collective practice which would suggest collective benefits. Strong belief in 

their collective power could help ethical consumers in producing desired results 

(Bandura 2000). Hence, collective nature of an ethical consumer online community 
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could diminish cynicism that exists in terms of an impact an individual only can have. 

However, regardless of the collective nature of the communities studied ethical 

consumer online community participation seemed to be surprisingly private project in 

this study. 

The members of the online communities in this study were committed because they 

wanted to and because they felt obliged to. They felt that ethical consumption has a 

great deal of personal meaning to them, ethical consumption problems are their own 

and that they have an emotional bond to consuming ethically. Both guilt, desire and 

obligation were drivers motivating their ethical consumption behaviour. 

While this thesis concentrated on studying commitment towards the purpose of the 

online communities, i.e. commitment to ethical consumption, one question in the 

questionnaire investigated the level of obligation the members felt towards their peers 

in the online community. Interestingly obligation towards community did not seem to 

affect the members of the online communities studied. This is quite surprising result in 

the light of obligation towards community being one of the traditional markers of a 

community (Muniz and O’Guinn 2001). However, since the members of the 

communities studied did not consider perceiving social benefits from interacting with 

other peers in the community but seemed their participation more as individual act 

than a communal one the result is in line with that. Therefore, based on this study it 

can be argued that obligation and desire to consume ethically derives from individual 

aspects but the online community enhances commitment to consume ethically via 

providing further knowledge on ethical consumption.  

6.4. Relationship between participation and benefits 

One of the aims of this study was to investigate whether participation in terms of 

engaging into different activities in an online community, would have an effect on 

perceived benefits. The results showed that participation and all the four different 

benefit constructs had a relationship. The relationship was clearly the strongest with 

participation and social benefits followed by the second strongest relationship between 

participation and ethical consumption benefits, then participation and learning. 

behavioural & functional benefits and finally participation and entertainment benefits.  

Therefore, the findings suggest that by participating into the online community the 

members mostly gain social benefits. However, at the same time participation has an 
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influence on obtaining the other types of benefits i.e. ethical consumption benefits, 

learning, behavioural & functional benefits and entertainment benefits, too. 

As discussed in the theoretical part of this thesis participation has two dimensions: 

active participation by both producing and consuming and passive participation by 

consuming only (Royo-Vela and Casamassima 2011). In this study the members of 

online communities were mostly in a passive mode with regards to their participation. 

However, participation still clearly influenced perceived benefits, even in online 

communities in an inactive mode. Moreover, the results of the regression analyses 

interestingly showed that social benefits were in fact affected the most by participation. 

This can be considered an evidence of social benefits playing a significant role in online 

communities in a more passive operational mode too which is why the community 

organizers should focus on encouraging more vivid social activities also in those type of 

online communities. Hence, the level of perceived benefits can be assumed to grow with 

increased levels of social interactions: the more you give the more you are likely to get. 

6.5. Relationship between benefits and commitment 

The final aim of this study was to investigate whether as an outcome of obtaining 

benefits out of their participation to an ethical consumer online community; ethical 

consumers would become more committed to ethical consumption. Based on the 

results of the empirical study, there was a relationship between learning, behavioural & 

functional benefits and entertainment benefits to normative commitment. This could 

be interpreted so that by obtaining knowledge on ethical consumption and being 

entertained by the online community participation experience, the members of the 

online community become more obliged to consuming ethically. Thus, the results 

suggest that obligation to ethical consumption derives mostly from information but 

entertainment play a role too. 

Additionally, learning, behavioural & functional benefits had a relationship with 

affective commitment. This can be interpreted so that by obtaining the valued 

information on ethical issues, the members of the online communities desire to become 

more committed to ethical consumption. Hence, desire derives from knowledge; the 

more you know the more committed you assumedly become. 

In the previous studies it has been confirmed that online community participation has 

an effect on affective commitment towards the interest around which the community is 
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developed (e.g. Royo-Vela and Casamassima 2011). Previous studies suggest that 

affective commitment has been mediated mostly by social interactions in the 

community. Nonetheless, in this study informational benefits played the biggest role in 

reinforcing commitment whereas social benefits were not regarded affecting affective 

commitment. Again, this may be due to the online communities studied being in 

inactive mode. However, a totally new issue arising from this study is that not only 

affective commitment is affected by informational benefits, but normative 

commitment, i.e. perceived obligation to continue consuming ethically, is also 

reinforced. Hence, based on this study online communities can influence normative 

commitment too. 

6.6. Theoretical implications 

This study provided clear theoretical contribution. Firstly, based on this study ethical 

consumers obtain mostly informational benefits out of their online community 

participation. Additionally, factor analysis results influenced the final benefit 

constructs used in the analysis. Thus, some changes were made to the benefit 

constructs found in the literature review. Functional benefits (excluding one item) were 

merged into learning and behavioral benefits as suggested by the results of the factor 

analysis. Additionally, one functional benefit item (Sharedinformation) was merged 

into social benefits construct which was not considered problematic owing to the social 

nature of that item: sharing information can be regarded a social act. The benefit 

constructs found in this study could be tested in the future studies too. 

Secondly, this study also provided empirical evidence that participation to an ethical 

consumer online community had an influence to social, ethical consumption, learning, 

behavioural & functional and entertainment benefits. While it has been studied in other 

contexts prior to this, the relationship between participation and benefits related to 

online communities with an ethical consumption focus, was confirmed in this research. 

Thirdly, benefits - commitment link in online community context has been rarely 

studied. This study took an approach in which the relationship between benefits and 

commitment to the purpose of the online community, i.e. ethical consumption, was 

studied. Based on this study not only affective commitment is reinforced by obtaining 

benefits out of the online community participation,  but the perceived benefits have 

also an effect to normative commitment. Thus, based on this study it is suggested that 

normative commitment should not be overlooked in future online community studies. 
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Finally, since online communities with a mere ethical consumption focus have not been 

studied prior to this study this study provides a framework that could be used in ethical 

consumer online community studies to come. 

6.7. Managerial implications 

This study contributed to the ethical consumption research by investigating ethical 

consumer online communities. Evidently, there is a lot of unused potential within the 

ethical consumer online communities and a lot of actions to be taken to get to a stage in 

which ethical consumer online communities clearly increase the collective sense of 

ethical consumers. At their current state the online communities act mainly as 

information boards with most of the content published by the owners of the 

communities. Nevertheless, the members of the online communities felt they benefited 

by obtaining information on ethical issues and were very interested in obtaining even 

more information. Therefore, this suggests that the ethical consumer online 

communities should continue sharing ethical consumption related information and 

even increase the amount of information sharing. 

Moreover, based on the results ethical consumers in the online communities perceived 

their selves committed to ethical consumption. While lack of commitment is found to 

be one of the major issues hindering the rise of ethical consumption (Carrigan and 

Attalla 2001) there are evidently masses of committed people in the ethical consumer 

online communities. They may be in an inactive state currently but they however make 

their interest visible. The ethical consumer online communities have great 

opportunities to use online communities first in identifying committed people who 

could become more active and then employing their influencing power in aiming to 

lead them into that direction. 

The unused potential in ethical consumer online communities seems mostly to lie in 

the lack of social interactions in the online community. Online communities could build 

enormous collective expertise (Hagel and Armstrong 1997:30); when used to their 

fullest potential. Therefore, the organizers of ethical consumer communities should 

encourage interest to interactions and social aspects and therefore nurture collective 

actions instead of individual effort only. Currently the commitment was only directed to 

the purpose of the online community, not to the peer members in the community. By 

being successful in making the online community a vivid hangout spot they might make 

the members of the community more committed to the community as well which in 
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turn, mediated by the collective power of influence, might make the members more 

active ethical consumption ambassadors.  

Another unexpected result is that the perception of ethical consumption benefits was so 

low. The functional benefit item suggesting that the online community membership 

might help the members to tackle ethical problems resulted similarly to a low score. 

This suggests that the members of the ethical consumer online communities are 

committed to ethical consumption but they do not perceive that the online community 

membership currently positively affects their ethical consumer self-perception or 

increases their power to influence the society. However, this is something ethical 

consumer online communities should encourage and it could be affected by increasing 

social interactions in the community possibly leading to the feeling of belongingness to 

the group and thus collective power perception. 

It cannot be overlooked that the perception of the benefits gained by the members in 

this study was mostly quite low. However, when investigating the results separately one 

online community was clearly an exception with members perceiving gaining social and 

entertainment benefits also. That suggests that some ethical consumer online 

communities may be performing better than others and could be used as benchmarks. 

Finally, it is to be noted that the findings of this study are clearly not only related to 

ethical consumption. Since this study confirmed that there is a relationship between 

gaining benefits out of online community participation and commitment to a purpose 

(in this case ethical consumption) the ability of online communities to influence any 

other purpose should not be overlooked. Instead, the results of this study suggest that 

online communities should be used increasingly to promote important topics in the 

society in general. 

6.8. Limitations and further research  

While the method of this study suited answering the research questions well there are a 

certain method related issues that can be considered limitations to this study. Firstly, 

given that the respondents of the study were self-selected a probability sample in purest 

form was not employed. Hence, this needs to be taken into account when evaluating the 

generalization of the results of this study. 
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Another method related limitation to this study is that since both standard linear 

regression and multiple regression analyses were used to determine the relationships 

between participation and benefits and between benefits and commitment there is 

actually no way of knowing which affects which. With linear regression analysis one can 

only confirm that a relationship exists. Therefore, it could be interesting to study this in 

the future using even more sophisticated methods that could better predict causality. 

For other further research suggestions it is evident that since ethical consumer online 

communities as such have not been studied previously, further research in other 

countries and other settings would be required. Furthermore, it would be interesting to 

study whether ethical consumer online communities existing on Facebook differ from 

other types of ethical consumer online communities. Additionally, further research 

would be needed in order to evaluate whether Facebook as a medium influences the 

way consumers communicate. Hence, it could be studied whether communication and 

interaction in Facebook online communities differ from communication and 

interaction in other types of online communities. 

The fact that 87.4% of the respondents were female could be considered a limitation to 

this study too. Even if the division of the respondent gender is in line with the profile of 

ethical consumer in general and with the member profile of the online communities 

studied, further research is needed.  

Additionally, it would be fascinating to compare the member profile and perceived 

benefits between the offline part of an ethical consumption community and an online 

part of it community within ethical consumer communities that have both functions in 

order to see how the member profile and perceived benefits of the different parts are 

linked. Additionally, ddifferences between offline and online community participation 

e.g. how the activities engaged in differ, would be worth to investigate in future 

research - not only related to ethical consumption but generally too. 

Moreover, the possible evolution of interaction in online communities and how the 

time online communities have existed possibly affects interaction mode could be 

another interesting topic for further research. Finally, since this study suggests that 

ethical consumer online communities primarily cater for individual needs, future 

studies could investigate how ethical consumer online communities could better make 

ethical consumption a collective project instead of only individual one:  how collectivity 

could be used to help the rise of ethical consumption. 



 

 

79 

6.9. Conclusions 

To sum up, benefits obtained out of the ethical consumer online community 

participation were primarily related to learning, behavioural and functional aspects. 

Furthermore, the members of the online communities did not log into the site to be 

entertained or to be social, they were seeking information and facts. The members were 

in an inactive mode with regards to their online community participation: they were 

passively consuming instead of actively producing. However, the members of the 

ethical consumer online communities studied were very committed to ethical 

consumption. Additionally, based on the results a clear relationship between 

participation and all the benefit constructs (learning, behavioural & functional, 

entertainment, social and ethical consumption benefits) exists. Finally, it was found out 

that by obtaining benefits out of their ethical consumer online community 

participation, the members became more committed to ethical consumption.  Hence, 

learning, behavioural & functional benefits and entertainment benefits were found to 

influence normative ethical consumption commitment. Moreover, learning, 

behavioural & functional benefits were found to have a relationship with affective 

commitment.  
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APPENDIX 1 QUESTIONNAIRE  

KYSELY SUOMEKSI 

Vastaa kyselyyn koskien eettisen kuluttamisen verkkoyhteisöjä ja osallistu  arvontaan, 

jossa voi voittaa kaksi Finnkinon elokuvalippua. 

Tämä Hankenin tutkimus pyrkii selvittämään kuluttajien ajatuksia verkkoyhteisöistä. 

Verkkoyhteisö tarkoittaa tässä yhteydessä Eettisen kaupan puolesta ry:n Facebook-

verkkoyhteisöä. Kyselyyn vastaaminen vie vain 5-10 minuuttia ja kaikki perjantaihin 

30.3. mennessä vastanneet ja yhteystietonsa antaneet osallistuvat arvontaan. Kaikki 

vastaukset käsitellään luottamuksellisesti ja huomioithan, että vaikka annat 

yhteystietosi arvontaa varten vastauksesi pysyvät anonyymeina.   

Jokainen vastaus on arvokas, kiitos etukäteen osallistumisestasi! 

1) Kuinka usein vierailet Facebookin verkkoyhteisössä? ** 

a. Päivittäin 

b. 4-6 kertaa viikossa 

c. 1-3 kertaa viikossa 

d. 2-4 kertaa kuukaudessa 

e. Kerran kuukaudessa 

d. Harvemmin 

2) Kuinka paljon aikaa käytät keskimäärin verkkoyhteisössä käyntikertaa 

kohden  

a. alle 15 minuuttia 

b. 15-30 minuuttia 

c. 30-60 minuuttia 

d.  yli 60 minuuttia 

3) Arvioi kuinka paljon samaa tai eri mieltä olet seuraavien väittämien 

kanssa (1=täysin eri mieltä, 5=täysin samaa mieltä) 

Construct Kysymys suomeksi Question in 
English 

Variable 
name 

Adapted 
from 
 

Focus 

Participati
on/activiti
es 

Osallistun aktiivisesti 
verkkoyhteisön 
jäsenenä. 
 

I participate actively 
in the online 
community activities. 

Activeparti
cipation 

**Casalo et 
al. 2010 

Activity 
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Construct Kysymys suomeksi Question in 
English 

Variable 
name 

Adapted 
from 
 

Focus 

 Roolini verkkoyhteisön 
jäsenenä on lähinnä 
tarkkaileva. 
 

I am mostly engaged 
in lurking in the 
online community. 

Lurking vaguely 
adapted 
from 
****Shang et 
al. 2006 

Activity 

 Luen päivityksiä 
verkkoyhteisön sivulla. 

I read posts on the 
online community 
wall. 

Readposts *****Weman 
2010 

Activity 

 ”Postaan” itse asioista, 
jotka koen tärkeiksi. 

I post messages 
related to topics 
important to me 
personally.  

Postmyself vaguely 
modified 
from 
**Casalo et 
al. 2010 

Activity 

 Kommentoin 
verkkoyhteisön 
kirjoituksia. 

I comment on posts 
on the online 
community wall. 

Commenti
ng 

*****Weman 
2010 

Activity 

 "Tykkään" postauksista 
ja/tai kommenteista 
verkkoyhteisön sivuilla. 

I ”like” posts on the 
online community 
wall. 

Liking *****Weman 
2010 

Activity 

 Etsin tietoa Facebook-
yhteisön sivulta. 

I go to the online 
community when I 
need facts. 

Needfacts *Dholakia et 
al. 2009 

Activity 

 Olen aktiivinen jäsen 
myös Eettisen kaupan 
puolesta Ry:ssä (ei 
verkkoyhteisö). 
 

I am an active 
member also in the 
offline part of the 
ethical consumer 
community. 

Activeoffli
nealso 

 Backgrou
nd 

Functional 
benefits 

Olen saanut hyödyllistä 
tietoa verkkoyhteisön 
sivulta. 

The information 
provided by the 
online community is 
useful. 

Informatio
nuseful 

*Dholakia et 
al. 2009 

Informati
onal  

 Olen jakanut muille 
yhteisön jäsenille 
tietoa. 

I have shared 
information with the 
others in the online 
community. 

Sharedinfo
rmation 

 Informati
onal  

 Verkkoyhteisö on 
nostanut esille tärkeitä 
asioita. 

The issues posted on 
the online community 
are valuable. 

Issuesvalu
able 

 Informati
onal  

 Olen ratkaissut eettisen 
kuluttamiseni ongelmia 
verkkoyhteisöstä 
saamani tiedon avulla. 

The knowledge 
obtained from the 
online community 
has made the tackling 
of ethical problems 
easier. 

Tacklinget
hicalproble
ms 

*Dholakia et 
al. 2009 

Instrume
ntal  

 Olen saanut ideoita 
verkkoyhteisön kautta. 

I have obtained ideas 
through the online 
community. 

Obtainedid
eas 

 Instrume
ntal  

Social 
benefits 

Tunnen olevani 
verkkoyhteisön jäsen. 
 

I perceive myself as a 
member of the online 
community. 

Perceivesm
ember 

*Dholakia et 
al. 2009 

Sense of 
belongin
g 

 Tunnen 
yhteenkuuluvuutta 

I feel a sense of 
belongingness with 

Senseofbel
ongingness 

**Nambisan 
and Baron 

Identifica
tion with 
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Construct Kysymys suomeksi Question in 
English 

Variable 
name 

Adapted 
from 
 

Focus 

muiden verkkoyhteisön 
jäsenten kanssa. 

this community 2007 the peers 

 Pidän sosiaalisesta 
kanssakäymisestä 
verkkoyhteisössä 
muiden samat arvot 
jakavien ihmisten 
kanssa. 
 

I like the social 
aspects and the 
interactions with 
people sharing my 
values in this online 
community. 

Likesociala
spects 

*Dholakia et 
al. 2009 

Networki
ng 

 Olen tutustunut muihin 
verkkoyhteisön 
jäseniin. 
 

I have gotten to know 
other members of the 
online community. 

Forminrela
tionships 

*Dholakia et 
al. 2009 

Forming 
social 
relations
hips 

 Olen saanut apua 
(esimerkiksi tietoa) 
muilta Facebook-
yhteisön jäseniltä.* 
 

I have been helped by 
the other members of 
the online community 
(e.g. obtained useful 
information). 

Receivedhe
lp 

*Dholakia et 
al. 2009 

Getting 
help 

 Olen auttanut muita 
Facebook-yhteisön 
jäseniä (esimerkiksi 
jakanut tietoa).* 
 

I have helped other 
members of the 
online community 
(e.g. given useful 
information). 

Helpingoth
ers 

*Dholakia et 
al. 2009 

Helping 
others 

 Olen tyytyväinen 
pystyessäni 
vaikuttamaan  muihin 
kuluttajiin tässä 
verkkoyhteisössä. 
 

I derive satisfaction 
from influencing 
other consumers in 
this online 
community. 

Inflluencin
gothers 

**Nambisan 
and Baron 
2007 

Influenci
ng others 

 Tunnen itseni 
hyödylliseksi jakaessani 
tietoa.  

I feel useful when 
sharing information. 

Senseofself
worth 

 Sense of 
self-
worth 

 Olen pyrkinyt 
antamaan itsestäni 
mahdollisimman hyvän 
kuvan Facebook-
yhteisössä. 
 

I aim at presenting a 
good image of myself 
to others in the online 
community. 

Impression
manageme
nt 

 Impressi
on 
manage
ment 

Entertain
ment 
benefits 

Olen viihdyttänyt 
itseäni lukemalla 
Facebook-sivuston 
aiheita ja kommentteja. 
 

I have entertained 
and stimulated my 
mind by reading the 
topics of the online 
community. 

Entertainm
ent 

**Nambisan 
and Baron 
2007 

Entertain
ment 

 Olen rentoutunut 
lukemalla Facebook-
sivuston aiheita ja 
kommentteja. 
 

I have used the online 
community site for 
relaxation.  

Relaxation **Nambisan 
and Baron 
2007 

Relaxatio
n 

 Olen viettänyt aikaa 
surffailemalla 
Facebook-sivustolla. 

I have spent some 
enjoyable time 
browsing the 
Facebook community 

Spendingti
me 

**Nambisan 
and Baron 
2007 

Spending 
time,  
process 
gratificati
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Construct Kysymys suomeksi Question in 
English 

Variable 
name 

Adapted 
from 
 

Focus 

site.  on? 
Learning 
and 
behavioral 
benefits 

Verkkoyhteisö on 
kartuttanut 
tietämystäni eettisestä 
kuluttamisesta. 

The online 
community has 
enhanced my 
knowledge about 
ethical consumption. 

Enhancedk
nowledge 

**Nambisan 
and Baron 
2007 

Learning
/ 
influence 

 Verkkoyhteisö on 
vahvistanut eettisiä 
arvojani. 

The online 
community has had a 
reinforcing effect on 
my ethical values. 

Reinforced
ethicalvalu
es 

 Learning
/ 
influence 

 Verkkoyhteisö on 
vaikuttanut 
ostokäyttäytymiseeni. 

The online 
community has 
affected my purchase 
decisions. 

Affectedpu
rchasedeci
sions 

 Learning
/ 
behavior 

 Verkkoýhteisö on 
vahvistanut eettisiä 
kulutusvalintojani. 
 

My ethical 
consumption choices 
have been reinforced 
through the online 
community. 

Reinforced
ethicalcons
umptionch
oices 

 Learning
/behavio
r 

 Verkkoyhteisö on 
vahvistanut 
mielipidettäni eettisen 
kuluttamisen 
tärkeydestä. 
 

My opinion on the 
importance of the 
ethical consumption 
has been reinforced 
through the online 
community. 

Reinforced
opinion 

 Learning
/influenc
e 

Ethical 
consumpti
on 
benefits 

Verkkoyhteisön 
jäsenyys on auttanut 
minua rakentamaan 
minä-kuvaani eettisenä 
kuluttajana. 
 

My self-perception as 
ethical consumer has 
been reinforced 
through the online 
community. 

Ethicalcon
sumerselfp
erception 

Papaoikone
mou et al. 
2011 

Self-
discovery
/ 
ethical 
self 

 Vaikuttamismahdollisu
uteni yhteiskuntaan 
ovat kasvaneet 
verkkoyhteisön 
jäsenenä.  

I feel that my 
influence and impact 
to the society has 
been increased 
through the online 
community. 

Impacttoso
ciety 

Papaoikone
mou et al. 
2011 

Effective
ness 

 Verkkoyhteisö on 
auttanut minua 
pääsemään lähemmäksi 
luontoa. 

I feel closer to the 
nature due to my 
participation in the 
online community. 

Closertona
ture 

Papaoikone
mou et al. 
2011 

Revive 
more 
natural 
lifestyle 

 Olen kokenut 
protestoivani 
yhteiskuntaa vastaan 
verkkoyhteisön 
jäsenyydelläni. 

I reckon my 
participation in the 
online community as 
a protest against 
society. 

Protest Papaoikone
mou et al. 
2011 

Form of 
protest 

Satisfactio
n 
construct 

Olen tyytyväinen tähän 
verkkoyhteisöön. 

I am satisfied with my 
experience in this 
online community. 

Satisfiedwi
thexperien
ce 

**Casalo et 
al. 2010 

 

 Olen sitä mieltä, että 
päätökseni kuulua 
tähän verkkoyhteisöön 

My choice to 
participate in this 
online community 

Wisedecisi
on 

Oliver 1980; 
Brakus et al. 
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Construct Kysymys suomeksi Question in 
English 

Variable 
name 

Adapted 
from 
 

Focus 

on viisas. has been a wise one 2009 

 Päätökseni kuulua 
tähän verkkoyhteisöön 
on huono. 

I feel bad about my 
decision to participate 
in this community 
(Reverse coded) 

Baddecisio
n 

Oliver 1980; 
Brakus et al. 
2009 

 

Commitm
ent 
construct 

Tuntisin syyllisyyttä, 
jos en kuluttaisi 
eettisesti. 

I would feel guilty if I 
gave up consuming 
ethically 

Guilty Allen and 
Meyer 

Normativ
e 

 Tunnen velvollisuutta 
kuluttaa eettisesti. 

I feel obliged to 
consume ethically. 

Obliged Allen and 
Meyer 

Normativ
e 

 En lopettaisi eettistä 
kuluttamista, koska 
minulla on 
velvollisuudentunne 
verkkoyhteisön jäseniä 
kohtaan. 

I would not stop 
consuming ethically 
because I have a 
sense of obligation to 
the people of the 
community. 

Obligationt
owardscom
munity 

Allen and 
Meyer 

Normativ
e 

 Minulla on tunneside 
eettiseen 
kuluttamiseen. 

I feel emotionally  
attached to ethical 
consumption. 

Emotionall
yattached 

Allen and 
Meyer 

Affective 

 Eettinen kuluttaminen 
on minulle 
henkilökohtaisesti 
merkityksellistä. 

Ethical consumption 
has a great deal of 
personal meaning for 
me. 

Personalm
eaning 

Allen and 
Meyer 

Affective 

 Eettiset ongelmat 
tuntuvat omiltani. 

I really feel that 
ethical consumption 
problems are my own. 

Ethicalpro
blemsown 

Allen and 
Meyer 

Affective 

 Jatkan eettistä 
kuluttamista yhtä lailla 
pakosta kuin halusta. 

Staying with ethical 
consumption is a 
matter of necessity as 
much as desire. 

Necessity Allen and 
Meyer 

Calculati
ve 

 Olisi hyvin hankalaa 
jättää eettinen 
kuluttaminen, vaikka 
haluaisinkin. 

It would be very hard 
for me to leave ethical 
consumption right 
now, even if I wanted 
to. 

Leavinghar
d 

Allen and 
Meyer 

Calculati
ve 

 Koen, että minulla ei 
ole muita vaihtoehtoja 
kuin jatkaa eettistä 
kuluttamista. 

I feel that I have too 
few options to 
consider leaving 
ethical consumption. 

Toofewopti
ons 

Allen and 
Meyer 

Calculati
ve 

Loyalty 
construct 

Tulen olemaan lojaali 
tälle verkkoyhteisölle 
tulevaisuudessa. 

In the future, I will be 
loyal to this 
community 
 

Futureloyal
ty 

You and 
Donthu 2001 

 

 Aion vierailla tässä 
verkkoyhteisössä 
tulevaisuudessa. 

I will visit the 
community in the 
future 
 

Futurevisit You and 
Donthu 2001 

 

 Tämä verkkoyhteisö 
tulee pysymään 
ensimmäisenä valintani 
tulevaisuudessa. 

This community will 
be my first choice in 
the future 
 

Firstchoice You and 
Donthu 2001 

 

 En vieraile muissa I will not visit other Notvisitoth You and  
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Construct Kysymys suomeksi Question in 
English 

Variable 
name 

Adapted 
from 
 

Focus 

verkkoyhteisöissä niin 
kauan kuin tämä 
verkkoyhteisö on 
olemassa. 

communities if this 
community is 
available 
 

er Donthu 2001 

 Suosittelisin tätä 
verkkoyhteisöä muille. 

I will recommend this 
community to others  
 

Recommen
d 

You and 
Donthu 2001 

 

 

8) Mitä toivoisin Facebook-yhteisöltä? (avoin kysymys) 

9) Ikä 

alle 15 v.  

16 - 24 v.  

 25 - 34 v.  

 35 - 44 v.  

 45 - 54 v.  

 55 - 64 v.  

 Yli 65 v. 

10) Sukupuoli  

(nainen/mies) 

11) Koulutustaso 

Peruskoulu 

Ammattikoulu 

Lukio 

Ammattikorkeakoulu 

Yliopisto/Korkeakoulu 

Jos haluat osallistua elokuvalippuarvontaan jätäthän yhteystietosi Nimi, 

osoite, sähköpostiosoite/puhelinnumero  
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APPENDIX 2 FINAL SCALES USED IN REGRESSION ANALYSES 

 

Scale Items included 

Activities Lurking 
Readposts 
Postmyself 
Commenting 
Liking 

Learning, behavioural & functional benefits Usefulinformation 
Issuesvaluable 
Tacklingethicalproblems 
Reinforcedethicalvalues 
Affectedpurchasedecisions 
Reinforcedethicalconsumptionchoices 
Reinforcedopinion 
Enhancedknowledge 
Obtainedideas 

Social benefits Helpingothers 
Formingrelationships 
Sharedinformation 
Perceivesmember 
Senseofbelongingness 
Likesocialaspects 
Influencingothers 
Senseofselfworth 
Impressionmanagement 

Ethical consumption benefits Closertonature 
Protest 
Impactsociety 
Ethicalconsumerselfperception 

Entertainment benefits Entertainment 
Spendingtime 
Relaxation 

Commitment  
Affective Emotionallyattached 

Personalmeaning 
Ethicalproblemsown 
 

Normative Guilty 
Obliged 
 

Calculative Toofewoptions 
Leavinghard 
Necessity 

 


