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Abstract

Purpose – This paper aims to identify the antecedents and postcedents of customer satisfaction, including
utilitarian, social and emotional factors, in a fair trade (FT) coffee consumption context.
Design/methodology/approach – This paper is based on a broad range of 177 consumers of FT coffee in
Spain, the data analysis used structural equation modeling (SEM) with SPSS/AMOS 26.0 software.
Findings –This paper supports that both customer social value and quality affect perceived value (PV). PV in
turn has effects on customer satisfaction and the latter influences loyalty. Conversely, both customer emotional
value and customer expectations were not confirmed as antecedents of PV.
Research limitations/implications –The consumer satisfaction analysis conducted differs substantially from
those of conventionally traded coffee, as social and emotional factors were considered along with utilitarian factors.
Practical implications –Practitioners, retailers and relevant institutions should design strategies tomanage
efficiently channel efforts to improve the consumer satisfaction and its loyalty.
Originality/value – This paper contributes to a substantial improvement in the understanding of consumer
satisfaction and its consequences, in FT coffee consumption contexts. A new integrated theoretical model on
customer satisfaction has been provided, which includes social and emotional perception factors, along with
cognitive perception (quality and expectations) factors.

Keywords Fair trade coffee consumption, Consumption utilitarian approach, Consumption affective factors,

Perceived value, Consumer satisfaction, Consumer loyalty

Paper type Research paper

Introduction
Research on the satisfaction of consumers of products with ethical attributes, such as fair
trade (FT) coffee, usually is underpinned bymodels based only on reasoned action or planned
behavior (De Pelsmacker et al., 2005). This trend restricts the analysis of customer
satisfaction to a utilitarian approach, by omitting social and emotional aspects which are also
relevant to the responsible consumers’ satisfaction. Accordingly, this investigation improves
our understanding of the satisfaction of FT coffee consumers, including variables both of
utilitarian and social and emotional nature as explanatory factors of perceived value (PV),
which is considered as a key antecedent of consumer satisfaction. Moreover, this
investigation reinforces the bonding between satisfaction and loyalty.

FT certification products are sold according to cooperative rather than competitive
principles. FT aims to improve the living conditions of producers in developing countries,
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who usually perform their activity under underprivileged production conditions, making
them extremely vulnerable to conventional market mechanisms (Hainmueller et al., 2015;
Langen and Adenaeuer, 2013). FT has experienced significant growth worldwide
(Hainmueller et al., 2015) due to its social and environmental dimensions, along with
increasing consumer concern about ethical considerations (Gillani et al., 2021; Robichaud and
Yu, 2022). Coffee is the most emblematic product and the first to be sold throughout this FT
model. Furthermore, the coffee value chain encompasses many intermediaries, which makes
the producers’ situation even more precarious.

The competitive advantage of FTproducts precisely lies in these ethical attributes; however,
these products are also subject to competition from conventionally traded products because
most consumers are unwilling to give up all the product’s functional attributes. Therefore, both
the extrinsic value (utilitarian aspects) and the intrinsic value (emotional and social aspects)
determine customer satisfactionwithFTproducts. Due to the importance of the ethical concerns
of consumers of FT products, the PV becomes a crucial determinant of consumer satisfaction.
Satisfaction in turn contributes to maintaining long-term relationships with customers (Zhang
et al., 2020), and, therefore, it is considered the most relevant direct antecedent of brand loyalty
(Oliver, 1980; Oliver and Swan, 1989). Several studies also confirm the existence of these close
links between PV, customer satisfaction and loyalty (Fornell et al., 1996; Konuk, 2019; Servera-
Franc�es and Piqueras-Tom�as, 2019; Slack et al., 2020).

TheAmerican Customer Satisfaction Index (ACSI) model by Fornell et al. (1996) restricts the
analysis of customer satisfaction to the utilitarian approach. However, we consider that social,
and emotional aspects are also relevant to the satisfaction of FT coffee consumers. Accordingly,
Sweeney and Soutar (2001) include functional, social and emotional value in their PV
multidimensional scale (PERVAL). These dimensions are independent and “additively linked
and contribute gradually to the formation of consumer choices” (Sheth et al., 1991, pp. 12).

Only a small number of studies on consumer satisfaction (De Pelsmacker et al., 2005;
Yadav and Pathak, 2017) include all the factors affecting the consumption of products with
ethical attributes. Consequently, our research proposes an integrated model of consumer
satisfaction including both variables of cognitive perception and social and emotional
perceptions. Based on the ACSI model, our model includes perceived quality (PQ) and
customer expectations (CE) as utilitarian nature variables antecedents of the PV.
Furthermore, based on PERVAL, the model includes emotional value, and social value as
variables of perceptions.

Therefore, this research aims to identify the antecedents and postcedents factors of
satisfaction of FT coffee consumers. Thus, the theoretical model proposes that customer
emotional value, customer social value, CE and PQ directly and positively influence PV. PV is
directly and positively related to customer satisfaction which, in turn, exerts a direct and
positive effect on loyalty.

The sample comprises consumers of FT coffee in Spain. Data analysis was performed by
means of confirmatory factor analysis (CFA) and structural equation modeling (SEM), using
SPSS/AMOS 26.0 software.

Themajor contribution of the investigation is of considering that affective factors are also
involved in FT coffee consumption, filling the gap caused by a lack of research that jointly
includes cognitive, social, and emotional perception factors. Indeed, most research on
consumer satisfaction analysis considers that PV is only formulated from cognitive
perceptions, such as quality, utility and price, following a utilitarian perspective, based on a
rational consumer, ignoring the relevance of affective factors.

The second major contribution is the investigation focus, which extends our
understanding of FT coffee consumption. There is very little research analyzing the
consumption of products with ethical attributes, let alone FT products. Among the latter,
studies focused on the coffee context have been scarce. Moreover, no research has tested a
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complete model of consumer satisfaction for FT coffee consumption, such as the one
proposed in this research.

Finally, both managerial and social implications are a third major contribution. Findings
offer useful information for optimizing the management of promoter entities of FT coffee
consumption and help to improve consumer satisfaction. Moreover, any sales growth of FT
coffee will help unprivileged producers in developing countries, to improve both their living
and production conditions.

Theoretical framework
Fair trade coffee consumption
The FT label aims to guarantee fair commercial transactions for underprivileged producers
in developing countries, who usually live in poverty and marginal situations, and lack the
means to organize performance their activity (Hainmueller et al., 2015; Langen and
Adenaeuer, 2013). The key mechanism focuses on a higher fair price than products traded on
the freemarket, to guarantee fair working conditions for these farmers (Bosbach andMaietta,
2019; Langen and Adenaeuer, 2013; Shaw and Shiu, 2003).

The growing interest of consumers in ethical, environmental and social criteria has
been mirrored in the literature focused on the consumption of products with ethical
attributes (Gillani et al., 2021; De Pelsmacker et al., 2005). FT coffee consumers’
motivations differ substantially from those of consumers of conventionally traded coffee
(Stratton and Werner, 2013). While conventional coffee consumers are motivated
exclusively by utilitarian reasons and are guided by reasoned actions or planned
behavior, moreover FT coffee consumption involves social and emotional aspects
(Kushwah et al., 2019).

The theory of planned behavior (TPB) has been recurrently used in research on FT
consumption motivations (Beldad and Hegner, 2018). In line with TPB, the consumers’
motivations are conditioned by their beliefs; the subjective norms derived from social
pressure and perceived control. The FT coffee consumers’ beliefs are bonded to the public
consequences from their consumption whereby they attempt to encourage social change
(Tallontire et al., 2001). The altruistic behavior reflects responsible consumers’ concern for
social justice and the well-being of others (Huang and Rust, 2011). Moreover, they show
special interest in the sustainable development in production and the social and
environmental implications (Tallontire et al., 2001) that are inherent in FT coffee.
Subjective norms related to FT coffee consumption are linked to ethical obligations
resulting from the normative expectations of the social environment (Rivis and Sheeran,
2003). Finally, perceived behavioral control is tied to the challenges involved in FT coffee
consumption, such as the high price, availability, product quality or lack of trust in ethical
labels (De Pelsmacker and Janssens, 2007).

Therefore, responsible consumption is driven by a wide variety of motivations
(Kushwah et al., 2019; Samoggia and Riedel, 2018; Shaw and Shiu, 2003) (see Table 1), which
may be associated both with a set of personal values (Tallontire et al., 2001) and mere self-
centeredness relating to their concern for their own health (Mohsen and Dacko, 2013).
Personal values imply a psychosocial commitment related to the individual consumers’
image of themselves and their feeling of ethical obligation (Shaw and Shiu, 2003). The
feeling of ethical obligation in turn is related to a commitment to social (Gillani et al., 2021;
Mohsen and Dacko, 2013) and environmental concerns (Bosbach and Maietta, 2019; Gillani
et al., 2021; Huang and Rust, 2011).

FT coffee is also subject to competition from conventionally traded coffee, which forces it to
overcomemany obstacles. The appearance of FT coffee stores makes the customers perceive it
as an unfashionable and charity product (Langen and Adenaeuer, 2013), damaging its
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persuasive power. Furthermore, the higher price entails a competitive disadvantage compared
to conventional coffee of the same quality (Langen and Adenaeuer, 2013). Moreover,
most potential consumers unknown of the existence, functioning and goals of FT coffee
(Poret, 2007).

Customer satisfaction
The confirmation-disconfirmation paradigm of CE (Oliver, 1980) posits that the degree of
satisfaction arises from the comparison between CE and perceived performance (Westbrook
and Reilly, 1983). The confirmation and disconfirmation result from the equality or
inequality, respectively, between expectations and perceived performance (Oliver, 1980).
Satisfied customers receive at least what they expected (positive confirmation or
disconfirmation) and dissatisfied when the opposite occurs (negative disconfirmation).

The standards of the cognitive process of comparison are diverse in the literature. The
value-percept disparity model (Westbrook and Reilly, 1983) considers consumers’ needs,
wants or desires. According to equity theory (Oliver and Swan, 1989), consumers make
a social comparison with other participants in the transaction. Social exchange theory
(Kelley and Thibaut, 1978) refers to the customer’s experience with similar products, the
experience of other customers with the products, and CE created by the information that
sellers provide.

However, individuals do not always act in a rational, utilitarian way but may also be
swayed by emotions or affections in their purchase decisions (Oliver and Swan, 1989). Oliver
(1980) posits that satisfaction is a psychological state that stems from an emotional dimension
arising from the disconfirmed expectations and the previous feelings experienced before the
experience of consumption.

Framing perceived value and customer satisfaction
The first studies based on a utilitarian approachmeasured the PV in terms of exchange value.
Accordingly, a rational customer could separate all product attributes and identify all the
benefits and sacrifices associated with the purchase (Oliver, 1980), and objectively assess a
product in terms of its functional value, based on an algebraic calculation of the price/quality
ratio (Aurier et al., 2004). Hence, customer value is a cognitive perception based on quality,
utility or price.

Citation Motivations

Webster (1975) Social causes, promoting a change towards responsible consumption
Shaw et al. (2000) Attitude towards the product and the image and opinion it conveys to others
De Ferran (2003) Social value, equality and justice. Product quality and traceability. Respect for the

environment. Hedonism, linked to the experience with the product
Ozcaglar (2003) Moral and ethical obligation, and belief of system affectation by responsible

consumption
de Ferran (2006) Ecological considerations
Doran (2009) Social imbalances
Ghali (2021) Hedonic value influences willingness to buy and utilitarian value influences

willingness to pay
Wang and Chou
(2020)

Subjective norms related to social pressure from reference groups

Robichaud and Yu
(2022)

Knowledge of FT processes, general attitudes towards FT, product usefulness and
subjective norms

Source(s): By authors

Table 1.
Responsible
consumption
motivations
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The analytical perspective conceives PV in terms of consumer value or use value. This
subjectivist approach considers consumer value as the result of an interactive, relative and
preferential experience of consuming (Holbrook, 1999). Consumer value is interactive because
it forms part of the consumption experience, relative because it results from a comparison
with other goods, and preferential because it includes an assessment of individual preference
allowing for behaviors such as affection, attitude, rating, predisposition, opinion, response
tendency and valence. Moreover, PV is both personal, because each individual perception is
different and situational because it depends on the context.

Aurier et al. (2004) advocate a conciliatory approach to PV¸ by combining the static and
dynamic approaches. The static approach identifies five acceptations of PV: (1) marketing
value, determined by the product characteristics and attributes; (2) sale value, determined by
price; (3) derived value by the use or experience; (4) net value, related to the comparison
between benefits and sacrifices; and (5) rational value, determined by a comparison between
prices and the product’s attributes. The dynamic approach distinguishes between (1) ex ante
PV, before purchasing; (2) transaction value, during the purchase or the consumption
experience; (3) ex-post PV, after the purchase and consumption; and (4) disposition value,
after use or experience.

According to mixed approaches, PV is the result of a cognitive process, associated with
thinking, as well as an emotional process, linked to feelings (Ikramuddin et al., 2017; Sweeney
and Soutar, 2001). These PV models distinguish among the functional, social, emotional,
epistemic and conditional values (Sheth et al., 1991). The comprehensive model of customer
value (Lai, 1995) is based on the trade-off between benefits and sacrifices. The generic product
benefits are functional, social, affective, epistemic, esthetic, hedonic, situational and holistic,
whereas the sacrifices include both monetary and non-monetary costs (time, energy, risk)
(Lai, 1995). According to the functional attitude theory, the benefits linked to the consumer
experience are instrumental, symbolic, emotional or social (Aurier et al., 2004). The
multidimensional PV model comprises both factors that are either economic or utilitarian
(value/quality and value/price) and hedonic or symbolic (emotional and social values). This
model uses the PERVAL measurement scale, which only considers functional, social and
emotional value. The PV in our research is based on Fornell et al.’s (1996) perspective, which
considers that PV results from an assessment in terms of the price, and the PQ and attributes
of the product. This PV is generated from a comparison between sacrifices and benefits,
assessed after consumption.

The PV has a significant impact on customer satisfaction in an FT coffee consumption
context (Konuk, 2019; Othman et al., 2017; Servera-Franc�es and Piqueras-Tom�as, 2019; Slack
et al., 2020) since it can influence theway that consumers evaluate the benefits and costs of the
FT coffee and the degree to which they feel that the FT coffee meets their needs and aligns
with their values. This satisfactionwith FT coffee is determined by the extrinsic value related
to its utility (utilitarian value) and intrinsic value associated with emotional states (emotional
value) (De Ruyter et al., 1997). Thus, consumers who are aware of the FT certification and its
principles and values may be more likely to perceive a higher value in FT coffee, as they may
believe that the coffee they are purchasing is of higher quality and has been produced more
ethically and sustainably, leading to higher levels of customer satisfaction. Therefore, the
following hypothesis is proposed:

H1. PV positively affects customer satisfaction in FT coffee consumption contexts.

Framing antecedents of perceived value
Our integrated theoretical model for the consumption of FT coffee encompasses both
functional and affective variables as antecedents of PV. Based on ACSI model, our model
incorporates CE and quality as functional antecedents of PV. Likewise, according to Sweeney
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and Soutar (2001), the model also includes customer social value and customer emotional
value as affective nature antecedents of PV.

PQ and PV are different but related constructs. PQ stems from the evaluation of the
product’s performance or excellence, while PV stems from the comparison between benefits
and sacrifices (Fornell et al., 1996). Therefore, PV is more subjective because it depends on the
person evaluating it.

Most of the literature finds a positive, direct association between PQ and PV in an FT
coffee consumption context (De Toni et al., 2018; Konuk, 2019; Sweeney and Soutar, 2001).
This is because FT coffee is often associated with higher quality due to the attention that
devotes to its production and the fact that it is sourced from specialty coffee producers. These
consumers are willing to pay a premium for FT coffee because they believe it is a higher-
quality product worth paying an extra cost for. Therefore, the following hypothesis is
proposed:

H2. PQ positively affects PV in FT coffee consumption contexts.

CE are an anticipated objective measure of the expected PV of a product before consumption
(Anderson and Fornell, 2000; Oliver, 1980). Expectations are derived from the anticipation of
expected benefits and sacrifices before the purchase and the use of a product (Fornell et al.,
1996). While benefits are related to all the attributes of the product, sacrifices are bonded to
the purchase price, the costs of obtaining the product, the uncertainty about making the right
choice, the costs of making the wrong decision and the nonmonetary sacrifices (time, energy,
mental and physical effort) (Fornell et al., 1996).

When customers have high expectations for the FT coffee, and they are met or exceeded,
customers are likely to perceive the value of the FT coffee as being higher. These customers
expect the FT coffee to be of higher quality due to its ethical and sustainable production
practices. Therefore, consumers who are aware of and interested in the principles of FT may
have certain expectations about the quality and ethical standards of FT coffee. For these
reasons, all consumer satisfaction models, such as the Swedish consumer satisfaction
barometer (Fornell, 1992), the ACSI (Fornell et al., 1996) and the European Consumer
Satisfaction Model (ECSI Technical Committee, 1998), consider that consumer expectations
exert a positive, direct effect on PV. Hence, we propose the following hypothesis:

H3. CE positively affect PV in FT coffee consumption contexts.

Consumers evaluate products also in terms of the social consequences (customer social value)
and the enjoyment or pleasure gained from the product (customer emotional value) (Sweeney
and Soutar, 2001). Customer social value relates to the social image generated by the social
connections formed through FT coffee consumption (Sheth et al., 1991). Using a high-end
brand of coffee like FTmay generate a positive social image and bring the consumer closer to
desired social groups, due to how the coffee ismarketed and advertised, and the social context
in which it is consumed. Therefore, since FT coffee seeks to benefit small-scale farmers and
their communities and is associated with several positive social and environmental impacts,
they may be more likely to perceive it as having a high social value. Consumers concerned
about the social and ethical implications of their consumption may be more likely to view FT
coffee as having a higher PV.

Likewise, customer emotional value is a sociopsychological dimension associated with the
emotional states and feelings generated by the FT coffee (Sheth et al., 1991), which may be
raised by the satisfaction of knowing that the coffee was produced in a social and
environmentally responsiblemanner, the sense of connection to the producer or the community
where the coffee was grown, and the sense of pride in supporting a product that aligns with the
values and beliefs of the consumer. The customer emotional value associated with these
perceived benefits can enhance the PV of FT coffee. Hence, according to Slack et al. (2020) and
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Wang et al. (2019), both customer social and emotional values are direct antecedents of PV in an
FT coffee consumption context. Thus, we propose the following hypotheses:

H4. Customer social value positively affects PV in FT coffee consumption contexts.

H5. Customer emotional value positively affects PV in FT coffee consumption contexts.

Framing loyalty and consumer satisfaction
Based on the behavioral loyalty approach, loyalty can be measured by the probability that a
product or brand will be chosen in the long term and repetitively (Colombo and Morrison,
1989). Based on the attitudinal approach, brand loyalty is associated with a psychological
commitment referred to consumers’ favorable attitude regarding the brandwhich encourages
them to buy and/or recommend it (Colombo and Morrison, 1989).

Customer satisfaction contributes to maintaining long-term relationships with customers
(Zhang et al., 2020), and therefore is considered the most relevant direct antecedent of brand
loyalty (Oliver, 1980; Oliver and Swan, 1989). Therefore, it can be assumed that the higher the
levels of consumer satisfaction with their experience with FT coffee, the lower the purchase
uncertainty, sensitivity of information associated with a purchase decision, the sensitivity to
price changes, or the higher the consumer tolerance of variations in quality, and customer
resistance to advertising promotions of other conventionally marketed coffees (Lewi et al.,
2007). When customers are satisfied with the products, they are more likely to continue
purchasing them and recommend them to others. This is especially important in the context
of FT coffee, as these consumers are interested in supporting ethical and sustainable business
practices, and because of their high-quality level. This contributes to building a loyal
customer base and to promote to the overall success of the FTmovement (Othman et al., 2017;
Servera-Franc�es and Piqueras-Tom�as, 2019). Thus, consumers will generate a more durable
long-term bond with the brand, enhancing their loyalty toward FT coffee. Therefore, the
following hypothesis is proposed:

H6. Customer satisfaction positively affects loyalty in FT coffee consumption contexts.

Methodology
Conceptual model
This investigation tests an integrated customer satisfaction model (Figure 1) which includes
both affective and utilitarian variables. This model proposes that PV antecedes customer
satisfaction and the latter in turn antecedes loyalty. Moreover, PV is anteceded by customer
emotional value and customer social value, which got from Sweeney and Soutar (2001), and
CE and PQ, which got from the ACSI model.

Sample and data collection
The sample consists of FT coffee consumers in Spain. The data collection was made by
electronic means to clients of FT organizations, associated with the state coordination of FT
in Spain. These organizations have collaborated by emailing a letter to their clients, asking
them to complete the questionnaire online using a Qualtrics link.

The 184 questionnaires received were filtered to increase the quality of the data. Seven
questionnaires were excluded because most of the items were unanswered. Finally, the model
was estimated based on 177 valid cases, of which 64.4%werewomen and 35.6%weremen. The
average age of the women was 48.86 (standard deviation (SD)5 8.981), and for the men 46.14
(SD5 9.353). The most frequent values correspond to individuals with a university education
(70.6%) andwith a high school education (27.7%). Most respondents declared incomes between
1,000 and 1,500 euros (33.9%), and below 1,000 euros (32.13%). The sample is representative
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because the population size is relatively small. Despite its growing penetration, only 35.9% of
the Spanish adult population knows the FT purchasing alternative. Moreover, of this
percentage, only 16.1% have ever bought an FT product (Kossmann et al., 2021).

The questionnaire was validated in terms of content and face validity. The questionnaire
items are appropriate because they have been got from tested and validated scales used in
prior relevant research in this field. Furthermore, the common method bias (CMB) and the
measurement model have been analyzed, which confirmed that the questions are understood
as intended and the constructs being measured adequately represent the range of such
constructs.

Both CFA and SEM were performed to test using SPSS/AMOS 26.0 software. This
statistical method is applicable for analyzing causal processes with observations generated
from multiple variables (Satorra and Bentler, 1988).

Concept items and measurement
Table 2 shows information about the concept, source, items and Likert scale for all scales in
the theoretical model, which are adaptations from scales used in prior research.

Common method bias
Data collection was controlled according to the recommendations of Jarvis et al. (2003), to
minimize potential CMB (Fuller et al., 2016). Therefore, pretesting of the questionnaire was
conducted to check the layout. Also, respondents were informed on the anonymity and
requested to give honest answers. Furthermore, questions related to nondependent variables
were placed before the dependent ones.

Moreover, Harman’s single factor test (1967) revealed the existence of seven factors with
eigenvalues above one, which explained 81.88% of the total variance, with the first factor
explaining 43.97% of the total variance. These results show that CMB is unlikely to affect the
results (Fuller et al., 2016).

Finally, the CFA of a single-factormodel showed that the goodness-of-fit indices presented
no acceptable values (χ2(df) 5 1,474.188 (209), p < 0.001, χ2/df 5 7.054, normed fit index
(NFI) 5 0.551, Tucker-Lewis index (TLI) 5 0.541, comparitive fit index (CFI) 5 0.585; root
mean square error of approximation (RMSEA)5 0.185, goodness of fit index (GFI)5 0.521;
adjusted goodness of fit index (AGFI) 5 0.420), with the fit significantly worse than the
measurement model. Consequently, it is possible to confirm that CMB problem was not
significant in this research (Jarvis et al., 2003).

Figure 1.
Conceptual model
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Construct Description Source Items
Likert
scale

Customer
social value

Utility derived from the
product’s ability to enhance
social self-concept

Sweeney and
Soutar (2001)

Purchasing FT coffee would
help me to feel acceptable

7

Purchasing FT coffee would
improve the way I am
perceived
Purchasing FT coffee would
make a good impression on
other people
Purchasing FT coffee would
give Its owner social
approval

Customer
emotional
value

Utility derived from the
feelings or emotional states
that a product generates

Sweeney and
Shouter (2001)

FT coffee is one that l would
enjoy

7

FT coffee would make me
want to use it
FT coffee is one that I would
feel relaxed about using
FT coffee would make me
feel good
FT coffee would give me
pleasure

Customer
expectations

Expectations derived from the
anticipation of expected
benefits and sacrifices that
result from the purchase and
the use of a product based on
prior consumption experience
or nonexperiential
information available from
sources such as advertising
and word-of-mouth, and a
forecast of the supplier’s
ability to deliver quality in the
future

Fornell et al.
(1996)

How would you rate your
expectations of the overall
quality of the FT coffee?

10

How well did you expect
your FT coffee to meet your
personal requirements?
How often did you expect
that things could go wrong
with your FT coffee?

Perceived
quality

Utility derived from the
expected performance or
excellence of the product

Fornell et al.
(1996) and
Sweeney and
Soutar (2001)

How would you rate the
overall quality of your FT
coffee?

10

Howwell has your FT coffee
actually met your personal
requirements?
How often have things
actually gone wrong with
your FT coffee?

Perceived
value

Utility derived from a
comparison of benefits and
sacrifices associated with the
purchase or consumption of
the product

Fornell et al.
(1996)

Given the quality of your FT
coffee, how would you rate
the price that you paid (or
prices that you pay) for FT
coffee?

10

Given the price that you paid
(or prices that you pay at) for
your FT coffee, how would
you rate the quality of your
FT coffee?

(continued )

Table 2.
Conceptual model

scales
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Data analysis and results
Measurement model analysis
The metric pre-testing of the measurement model suggested that one item of the loyalty
construct (Loy_Q23) should be eliminated. Furthermore, the resulting measurement model
analysis showed acceptable values (Table 3). Convergent validity revealed that all indicators
loaded onto their respective latent factor significantly (p < 0.001) (Anderson and Gerbing,
1988) and substantially (λ > 0.5) (Steenkamp and van Trijp, 1991). The variance explained
also displayed acceptable values (R2

≥0.5). Likewise, Cronbach’s α values of each latent
variable confirmed the reliability of measurement model. Additionally, the composite
reliability index (CRI) and average variance extracted (AVE) exceeded the recommended
minimum values by Hair et al. (2010). Thus, the reliability of the scale was confirmed.

Table 4 shows that theAVEwas greater than the squared correlation estimates (Hair et al.,
2010), except for CE, PQ and PV-satisfaction (Sat). However, since the difference is so slight, it
is possible to confirm the discriminant validity (Hair et al., 2010).

Finally, goodness-of-fit of the measurement model showed acceptable values: χ2

(df) 5 323.461 (183), p < 0.001, χ2/df 5 1.768, NFI 5 0.901, TLI 5 0.942, CFI 5 0.954;
RMSEA 5 0.066, GFI 5 0.856; AGFI 5 0.801.

Structural model analysis
The goodness-of-fit indices indicate that the structural model reached a satisfactory level of
fit (Table 5). The structural paths between PV and customer satisfaction (H1: β 5 0.952,
p < 0.001), PQ and PV (H2: β5 0.546, p < 0.005), customer social value and customer PV (H4:
β 5 0.224, p < 0.005), and customer satisfaction and customer loyalty (H6: β 5 0.328,
p < 0.001), were significant, confirming H1, H2, H4 and H6. Contrariwise, the structural path

Construct Description Source Items
Likert
scale

Customer
satisfaction

Overall evaluation after
purchase assessed from
comparison of the perceived
result after purchase with
expectations prior to purchase

Fornell et al.
(1996)

How satisfied are you with
your FT coffee?

10

To what extent has your FT
coffee fallen short of or
exceeded your expectations?
How well do you think your
FT coffee compares with
that ideal coffee?

Customer
loyalty

Likelihood to purchase a
company’s products or
services in response to price
changes

Fornell et al.
(1996)

The next time you are going
to purchase coffee, how
likely is it that you will
purchase a FT coffee again?

10

What would be the
maximum price increase for
your FT coffee that you
would be willing to tolerate
before you would definitely
not choose FT coffee the
next time you buy coffee?

3

How much should the price
of your FT coffee drop
before you definitely choose
an alternative coffee the next
time you buy coffee?

Source(s): By authorsTable 2.
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between CE and PV (H3: β5 0.088, n.s.) and customer emotional value and PV (H5: β5 0.199,
n.s.) were not significant, suggesting that both customer emotional value and CE have no
direct effect on PV. Hence, H3 and H5 not were supported.

Discussion and implications
Theoretical implications
The research results provide relevant theoretical implications for better understanding
consumer satisfaction with FT coffee. The findings corroborated that PV explains FT coffee
consumers’ satisfaction and this latter, in turn, influences their loyalty. However, the most
novel theoretical contribution has been to apply the Fornell et al. (1996) model to an FT coffee

Variables Indicator Standardized loads R2 Cronbach’s alpha CRI AVE

SV SV_Q1 0.726*** 0.064 0.927 0.922 0.751
SV_Q2 0.929*** 0.020
SV_Q3 0.935*** 0.020
SV_Q4 0.864*** 0.045

EV EV_Q5 0.802*** 0.054 0.909 0.910 0.670
EV_Q6 0.793*** 0.051
EV_Q7 0.867*** 0.032
EV_Q8 0.812*** 0.049
EV_Q9 0.807*** 0.038

CE CE_Q10 0.744*** 0.075 0.722 0.749 0.500
CE_Q11 0.741*** 0.066
CE_Q12 0.632*** 0.075

PQ PQ_Q13 0.910*** 0.024 0.842 0.873 0.704
PQ_Q14 0.955*** 0.013
PQ_Q15 0.607*** 0.069

PV PV_Q16 0.752*** 0.057 0.794 0.818 0.694
PV_Q17 0.905*** 0.036

CS CS_Q18 0.866*** 0.052 0.906 0.920 0.794
CS_Q19 0.938*** 0.018
CS_Q20 0.868*** 0.024

CL CL_Q21 0.905*** 0.149 0.852 0.854 0.747
CL_Q22 0.838*** 0.122

Note(s): ***p < 0.001
Source(s): By authors

SV EV CE PQ PV CS CL

SV 0.866 0.428*** 0.139 0.317*** 0.455*** 0.495*** 0.199*
EV (0.294; 0.562) 0.818 0.563*** 0.662*** 0.627*** 0.716*** 0.267***
CE (0.037; 0.315) (0.427; 0.699) 0.707 0.816*** 0.636*** 0.670*** 0.195*
PQ (0.171; 0.463) (0.564; 0.760) (0.732; 0.900) 0.839 0.813*** 0.756*** 0.350***
PV (0.317; 0.593) (0.515; 0.739) (0.506; 0.766) (0.739; 0.887) 0.833 0.912*** 0.369***
CS (0.371; 0.619) (0.630; 0.802) (0.556; 0.784) (0.680; 0.832) (0.858;

0.966)
0.891 0.301***

CL (0.037; 0.361) (0.107; 0.427) (0.015; 0.375) (0.200; 0.500) (0.213;
0.525)

(0.145;
0.457)

0.864

Note(s): *p < 0.05, ***p < 0.001
Above diagonal: estimated correlation between factors/diagonal: squared root of variance extracted/below
diagonal: confidence interval for correlation between factors
Source(s): By authors

Table 3.
Convergent validity
and reliability of the
measurement model

Table 4.
Discriminant validity
of the measurement

model1
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consumption context, despite it having traditionally been used for conventional products.
This means assuming that the PV of FT coffee consumers is simultaneously explained by
factors of socioemotional (customer social value, customer emotional value) and utilitarian
(PQ, CE) nature. However, the estimation only confirmed that PQ and customer social value
are antecedents of PV.

Findings confirm the PV, which results from cognitive and emotional processes (Ikramuddin
et al., 2017), affects satisfaction with FT coffee (e.g. Konuk, 2019; Slack et al., 2020). This means
that the PV, generated from the trade-off between perceived benefits and sacrifices ex-post
consumption, determines the satisfaction raised from the evaluation that FT coffee consumers
makebased on the discrepancybetween expectations and the result perceived after consumption.

Likewise, our findings corroborate thebroad consensus about identifyingperceived satisfaction
as an antecedent of loyalty (e.g. Othman et al., 2017; Servera-Franc�es and Piqueras-Tom�as, 2019).
Thus, the higher level of satisfaction, the lower the price sensitivity or the higher their resistance to
competitive offers fromother products (Lewi et al., 2007), thus themore likely their retention (Oliver,
1980; Oliver and Swan, 1989), and consequently, the higher the loyalty will be.

The results also confirm that PQ is a determinant of PV (e.g. De Toni et al., 2018; Konuk,
2019). So, we can affirm that the FT coffee assessment made by consumers based on its
performance or excellence influences their PV.

In turn, our findings highlight the relevance of social factors as determinants of FT coffee
consumer PV (e.g. Slack et al., 2020; Wang et al., 2019). Since the FT coffee consumers’
altruistic behavior reflects their concern for social justice and the well-being of others (Huang
and Rust, 2011), thus, we can affirm that the customer social value raised by the social image
of themselves generated by FT coffee consumption and their ethical obligations (Shaw and
Shiu, 2003) affects the consumers’ PV.

Conversely, unlike other investigations (Fornell et al., 1996; Oliver, 1980), the estimated
model has failed to confirm the association between consumer expectations and PV. This result
may be due to the that PV takes as standards of comparison perceived benefits and sacrifices,
assessed after consumption (Aurier et al., 2004) while consumer expectations are a prediction of
future results (Oliver, 1980). Also, maybe the relationship between the two variables was
indirect, mediated by some other variable, such as experiential quality (Saut and Bie, 2022).

The results did not confirm either the influence of customer emotional value on PV in an FT
coffee consumption context, as demonstrated recent studies (e.g. Slack et al., 2020; Wang
et al., 2019). FT coffee consumers are not motivated by the emotional experience of the act of
purchase because FT establishments have an excessivelymodest appearance and salespersons
are not trained in promoting and raising awareness of the ethical and social virtues inherent in

Hypothesis Structural relationship Standardized coefficients Robust t-value Conclusion

H1 PV-CS 0.952*** 39.667 Accepted
H2 PQ-PV 0.546** 2.471 Accepted
H3 CE-PV 0.088 0.349 Not accepted
H4 SV-PV 0.224* 2.286 Accepted
H5 EV-PV 0.199 1.318 Not accepted
H6 CS-CL 0.328*** 5.467 Accepted

Fit results
χ2(df); p-value χ2/df CFI TLI NFI RMSEA GFI

347.866(192); 0.000 1.812 0.949 0.939 0.894 0.068 0.845

Note(s): *p < 0.5; **p < 0.01; ***p < 0.001
Source(s): By authors

Table 5.
Fit results and path
coefficients for
structural
equation model
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FT coffee, thus they cannot develop a product-specific buyer-seller interaction, so the purchase
of FT coffee occurs as if one were buying any conventional product.

Managerial implications
The findings provide relevant managerial implications for improving the satisfaction of FT
coffee consumers and building endurable loyalty relationships. Results showed that
consumer satisfaction with FT coffee is determined by the PV, which in turn is affected by
both the quality and customer social value. In this regard, managers should implement
strategies to prompt the consumers’ willingness to purchase and to build stronger loyalty
bonds toward FT coffee (Beldad and Hegner, 2018; Kushwah et al., 2019), working on its
intrinsic quality characteristics and the social implications derived from the purchase.

However, one of the most significant obstacles to achieving these goals is the high price of
FT coffee (De Pelsmacker and Janssens, 2007; Lappeman et al., 2019). This barrier can be
overcome through the expansion of the range of FT coffee (Cailleba and Casteran, 2010), the
utilization of price as an indicator of its quality (Rombach et al., 2021), or the better
dissemination of its ethical implications (Robichaud andYu, 2022). Thus, on the one hand, FT
coffee managers should offer higher ranges of products, from premium FT coffee brands to
competitively priced FT coffee (Cailleba and Casteran, 2010). On the other hand, for the
premium price to be a quality indicator, FT coffee producers should direct efforts on
consumers’ knowledge enhancement about the identification of this higher price with the
intrinsic quality characteristics such as flavor, aroma or healthy attributes (Mohsen and
Dacko, 2013). Finally, practitioners should contribute to improving the understanding of FT
coffee’s social values, bondedwith the fair treatment of coffee farmers in developing countries
(Beldad and Hegner, 2018; Kushwah et al., 2019; Ortberg et al., 2001; Rombach et al., 2021).

For these purposes, certification (Rombach et al., 2021) and reliable labeling programs
(Robichaud and Yu, 2022), accompanied by awareness campaigns (Kushwah et al., 2019),
would strongly contribute to proving the authenticity, the high quality of the product and the
social attributes of the FT movement. Further, these advertisement campaigns should be
promoted bymarketing practitioners, FT coffee retailers and relevant institutions. Marketing
practitioners should boost positive belief that FT coffee consumption is a right, fair behavior
(Ortberg et al., 2001), ’by enhancing the content of advertisements, product labeling, and other
informationmaterial accompanying FT coffee, with details about the producer, to identify the
origins of the product.’ (Gillani et al., 2021, pp. 568). On the other hand, retail stores need more
trained staff for communicating the social and environmental work inherent to the FT coffee
initiative, improving the consumer emotional value. Retailers also can implement marketing
actions at an in-store level, by means of brochures, advertisements, offering FT coffee
sampling or tasting sessions, or organizing social events (Gillani et al., 2021). Finally, relevant
institutions, such as the government or consumers’ associations, should promote widespread
campaigns aimed to inform, educate and persuade on the environmental and societal
advantages of FT coffee consumption (Beldad and Hegner, 2018).

Conclusions, limitations and proposals for further studies
Research andmanagerial findings reached contribute to enhancing the literature onFT coffee
consumers’ satisfaction. This research analyzes the antecedents and consequents of
consumer satisfaction for ethical consumption context in general, and FT coffee in particular.
The integrated theoretical model for consumer satisfaction analyses considers both
utilitarian factors, such as PQ and CE, and sociopsychological factors, such as customer
social and emotional values, as antecedents of PV. The findings confirm that PQ and
customer social value influence PV, while the latter affects customer satisfaction, which in
turn affects the loyalty of FT coffee consumers.
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This research has several limitations, which should be considered when interpreting its
implications. The research focuses FT coffee consumers only in Spain, so the country’s
cultural idiosyncrasy has not considered as explanatory factors. Moreover, the measurement
scales were taken from no-specific models for FT products and the scale used to PQ does not
include items related to the flavor, aroma, and other nutritional properties of the FT coffee.
Thus, future research should encompass different geographical areas to generalize the results
in space and time, and test specific measurement scales for FT products.
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choix d’un produit socialement d�esirable: Le caf�e issue du commerce �equitable, Universit�e de
Droit, d’Economie et des Sciences d’ Aix Marseille III ; Universit�e Paul S�esanne-IAE ; Centre
d’�etudes et de recherche sur les organisations et la gestion, Marseille.

De Pelsmacker, P. and Janssens, W.A. (2007), “Model for fair trade buying behaviour: the role of
perceived quantity and quality of information and of product-specific attitudes”, Journal of
Business Ethics, Vol. 75, pp. 361-380, doi: 10.1007/s10551-006-9259-2.

De Pelsmacker, P., Driesen, L. and Rayp, G. (2005), “Do consumers care about ethics? Willingness to
pay for fair-trade coffee”, Journal of Consumer Affairs, Vol. 39 No. 2, pp. 363-385, doi: 10.1111/j.
1745-6606.2005.00019.x.

De Ruyter, J.C., Lemmink, J.G.A.M. and Wetzels, M.G.M. (1997), “The role of value in the delivery
process of hospitality services”, Journal of Economic Psychology, Vol. 19 No. 2, pp. 159-177,
doi: 10.1016/S0167-4870%2898%2900002-6.

De Toni, D., Eberle, L., Larentis, F. and Milan, G.S. (2018), “Antecedents of perceived value and
repurchase intention of organic food”, Journal of Food Products Marketing, Vol. 24 No. 4,
pp. 456-475, doi: 10.1080/10454446.2017.1314231.

Doran, C.J. (2009), “The role of personal values in fair trade consumption”, Journal of Business Ethics,
Vol. 84 No. 4, pp. 549-563, doi: 10.1007/s10551-008-9724-1.

EJMBE
33,2

208

https://doi.org/10.1080/09544120050135425
https://doi.org/10.1037/0033-2909.103.3.411
https://doi.org/10.1037/0033-2909.103.3.411
https://doi.org/10.1177/076737010401900301
https://doi.org/10.1177/076737010401900301
https://doi.org/10.1007/s10603-018-9384-1
https://doi.org/10.1016/j.ecolecon.2018.12.010
https://doi.org/10.1007/s10551-010-0528-8
https://doi.org/10.1007/s10551-010-0528-8
https://doi.org/10.1287/mksc.8.1.100
https://doi.org/10.1007/s10551-006-9259-2
https://doi.org/10.1111/j.1745-6606.2005.00019.x
https://doi.org/10.1111/j.1745-6606.2005.00019.x
https://doi.org/10.1016/S0167-4870%2898%2900002-6
https://doi.org/10.1080/10454446.2017.1314231
https://doi.org/10.1007/s10551-008-9724-1


ECSI Technical Committee (1998), European Customer Satisfaction Index, Foundation and Structure
for Harmonized National Pilot Projects, Report by the ECSI Steering Committee.

Fornell, C. (1992), “A national customer satisfaction barometer: the Swedish experience”, Journal of
Marketing, Vol. 56, pp. 6-21, doi: 10.1177/002224299205600103.

Fornell, C., Johnson, M.D., Anderson, E.W., Cha, J. and Bryant, B.E. (1996), “The American customer
satisfaction index: nature, purpose, and findings”, Journal of Marketing, Vol. 60 No. 4, pp. 7-18,
doi: 10.2307/1251898.

Fuller, C.M., Simmering, M.J., Atinc, G., Atinc, Y. and Babin, B.J. (2016), “Common methods variance
detection in business research”, Journal of Business Research, Vol. 69 No. 8, pp. 3192-3198,
doi: 10.1016/j.jbusres.2015.12.008.

Ghali, Z.Z. (2021), “Motives of ethical consumption: a study of ethical products’ consumption in Tunisia”,
Environment, Development and Sustainability, Vol. 23 No. 9, pp. 12883-12903, doi: 10.1007/s10668-
020-01191-1.

Gillani, A., Kutaula, S., Leonidou, L.C. and Christodoulides, P. (2021), “The impact of proximity on
consumer fair trade engagement and purchasing behavior: the moderating role of empathic concern
and hypocrisy”, Journal of Business Ethics, Vol. 169, pp. 557-577, doi: 10.1007/s10551-019-04278-6.

Hainmueller, J., Hiscox, M.J. and Sequeira, S. (2015), “Consumer demand for fair trade: evidence from a
multistore field experiment”, Review of Economics and Statistics, Vol. 97 No. 2, pp. 242-256,
available at: http://www.mitpressjournals.org/doi/pdf/10.1162/REST_a_00467

Hair, J.F., Anderson, R.E., Babin, B.J. and Black, W.C. (2010), Multivariate Data Analysis: A Global
Perspective, Pearson, NJ.

Harman, H.H. (1967), Modern Factor Analysis, University of Chicago, Chicago.

Holbrook, M.B. (1999), Consumer Value: A Framework for Analysis and Research, Routledge, NY.

Huang, M.H. and Rust, R.T. (2011), “Sustainability and consumption”, Journal of the Academy of
Marketing Science, Vol. 39 No. 1, pp. 40-54, doi: 10.1007/s11747-010-0193-6.

Ikramuddin, R., Suryadilaga, M.A., Hizir, S. and Faisal, F. (2017), “The relationship of perceived value,
service quality, brand trust, and brand loyalty. A literature review”, Expert Journal of
Marketing, Vol. 5 No. 2, pp. 72-77.

Jarvis, C.B., MacKenzie, S.B. and Podsakoff, P.M. (2003), “A critical review of construct indicators and
measurement model misspecification in marketing and consumer research”, Journal of
Consumer Research, Vol. 30 No. 2, pp. 199-218, doi: 10.1086/376806.

Kelley, H.H. and Thibaut, J.W. (1978), Interpersonal Relations: A Theory of Interdependence, Wiley, NY.

Konuk, F.A. (2019), “The influence of perceived food quality, price fairness, perceived value and satisfaction
on customers’ revisit and word-of-mouth intentions towards organic food restaurants”, Journal of
Retailing and Consumer Services, Vol. 50 No. 9, pp. 103-110, doi: 10.1016/j.jretconser.2019.05.005.

Kossmann, E., Veloso, M. and G�omez-Su�arez, M. (2021), “Fairtrade coffee consumption in Spain:
employing dual attitudes and construal level theory to draw insights on the ethical purchasing
gap”, Journal of Fair Trade, Vol. 3 No. 1, pp. 1-19, doi: 10.13169/jfairtrade.3.1.0001.

Kushwah, S., Dhir, A. and Sagar, M. (2019), “Ethical consumption intentions and choice behavior
towards organic food. Moderation role of buying and environmental concerns”, Journal of
Cleaner Production, Vol. 236, 117519, doi: 10.1016/j.jclepro.2019.06.350.

Lai, A.W. (1995), “Consumer values, product benefits and customer value: a consumption behavior
approach”, in Kardes, F.R. and Sujan, M. (Eds), NA - Advances in Consumer Research, Vol. 22
No. 1, pp. 381-388.

Langen, N. and Adenaeuer, L. (2013), “Where does the fair trade price premium go? Confronting
consumers’ request with reality”, Social Enterprise Journal, Vol. 9 No. 3, pp. 293-314.

Lappeman, J., Orpwood, T., Russell, M., Zeller, T. and Jansson, J. (2019), “Personal values and
willingness to pay for fair trade coffee in Cape Town, South Africa”, Journal of Cleaner
Production, Vol. 239, 118012, doi: 10.1016/j.jclepro.2019.118012.

Satisfaction of
fair trade coffee

consumers

209

https://doi.org/10.1177/002224299205600103
https://doi.org/10.2307/1251898
https://doi.org/10.1016/j.jbusres.2015.12.008
https://doi.org/10.1007/s10668-020-01191-1
https://doi.org/10.1007/s10668-020-01191-1
https://doi.org/10.1007/s10551-019-04278-6
http://www.mitpressjournals.org/doi/pdf/10.1162/REST_a_00467
https://doi.org/10.1007/s11747-010-0193-6
https://doi.org/10.1086/376806
https://doi.org/10.1016/j.jretconser.2019.05.005
https://doi.org/10.13169/jfairtrade.3.1.0001
https://doi.org/10.1016/j.jclepro.2019.06.350
https://doi.org/10.1016/j.jclepro.2019.118012


Lewi, G., Lacoeuilhe, J. and Albert, A.S. (2007), Branding management: La marque, de l’id�ee �a l’action,
2nd ed., Pearson Education, Paris.

Mohsen, M.A. and Dacko, S. (2013), “An extension of the benefit segmentation base for the
consumption of organic foods: a time perspective”, Journal of Marketing Management, Vol. 29
Nos 15-16, pp. 1701-1728, doi: 10.1080/0267257X.2013.800896.

Oliver, R.L. (1980), “A cognitive model of the antecedents and consequences of satisfaction decisions”,
Journal of Marketing Research, Vol. 17 No. 4, pp. 460-469, doi: 10.2307/3150499.

Oliver, R.L. and Swan, J.E. (1989), “Equity and disconfirmation perceptions as influences on merchant and
product satisfaction”, Journal of Consumer Research, Vol. 16 No. 3, pp. 372-383, doi: 10.1086/209223.

Ortberg, J.C., Gorsuch, R.L. and Kim, G.J. (2001), “Changing attitude and moral obligation: their
independent effects on behavior”, Journal for the Scientific Study of Religion, Vol. 40 No. 3,
pp. 489-496, doi: 10.1111/0021-8294.00072.

Othman, M., Kamarohim, N. and Nizam, F.M. (2017), “Brand credibility, perceived quality and
perceived value: a study of customer satisfaction”, International Journal of Economics and
Management, Vol. 11, pp. 763-775, doi: 10.5373/JARDCS/V12SP3/20201308.

Ozcaglar, N. (2003), “Le commerce �equitable: consommation �a la mode ou nouveau mode de
consommation?”, in CEROS, Actes de la Journ�ee Entreprise Citoyenne, Vol. 23, Universit�e de
Nanterre, Nanterre, France.

Poret, S. (2007), “Les d�efis du commerce �equitable dans l’h�emisph�ere Nord”, �Economie
Rurale. Agricultures, Alimentations, Territoires, Vol. 302 No. 5, pp. 6-70, doi: 10.4000/
economierurale.2083.

Rivis, A. and Sheeran, P. (2003), “Descriptive norms as an additional predictor in the theory of planned
behaviour: a meta-analysis”, Current Psychology, Vol. 22, pp. 218-233, doi: 10.1007/s12144-003-1018-2.

Robichaud, Z. and Yu, H. (2022), “Do young consumers care about ethical consumption? Modelling
GenZ’s purchase intention towards fair trade coffee”, British Food Journal, Vol. 124 No. 9,
pp. 2740-2760, doi: 10.1108/BFJ-05-2021-0536.

Rombach, M., Dean, D.L., Widmar, N.J.O. and Bitsch, V. (2021), “The ethically conscious flower
consumer: understanding fair trade cut flower purchase behavior in Germany”, Sustainability,
Vol. 13, 12133, doi: 10.3390/su132112133.

Samoggia, A. and Riedel, B. (2018), “Coffee consumption and purchasing behavior review: insights for
further research”, Appetite, Vol. 129 No. 1, pp. 70-81, doi: 10.1016/j.appet.2018.07.002.

Satorra, A. and Bentler, P.M. (1988), “Scaling corrections for chi square statistics in covariance
structure analysis”, in Proceedings of the Business and Economic Sections, American Statistical
Association, Alexandria.

Saut, M. and Bie, S. (2022), “Impact of service expectation, experiential quality, and perceived value on
hotel customer satisfaction”, Journal of Quality Assurance in Hospitality and Tourism, pp. 1-29,
doi: 10.1080/1528008X.2022.2141414.

Servera-Franc�es, D. and Piqueras-Tom�as, L. (2019), “The effects of corporate social responsibility on
consumer loyalty through consumer perceived value”, Economic Research, Vol. 32 No. 1,
pp. 66-84, doi: 10.1080/1331677X.2018.1547202.

Shaw, D. and Shiu, E. (2003), “Ethics in consumer choice: a multivariate modelling approach”, European
Journal of Marketing, Vol. 37 No. 10, pp. 1485-1498, doi: 10.1108/03090560310487202.

Shaw, D., Shiu, E. and Clarke, I. (2000), “The contribution of ethical obligation and self-indentity to the
theory of planned behaviour: an exploration of ethical consumers”, Journal of Marketing
Management, Vol. 16, pp. 879-894, doi: 10.1362/026725700784683672.

Sheth, J.N., Newman, B.I. and Gross, B.L. (1991), Consumption Values and Market Choices: Theory and
Applications, South-Western Publishing, Cincinnati.

Slack, N., Singh, G. and Sharma, S. (2020), “Impact of perceived value on the satisfaction of
supermarket customers: developing country perspective”, International Journal of Retail and
Distribution Management, Vol. 48 No. 11, pp. 1235-1254, doi: 10.1108/IJRDM-03-2019-0099.

EJMBE
33,2

210

https://doi.org/10.1080/0267257X.2013.800896
https://doi.org/10.2307/3150499
https://doi.org/10.1086/209223
https://doi.org/10.1111/0021-8294.00072
https://doi.org/10.5373/JARDCS/V12SP3/20201308
https://doi.org/10.4000/economierurale.2083
https://doi.org/10.4000/economierurale.2083
https://doi.org/10.1007/s12144-003-1018-2
https://doi.org/10.1108/BFJ-05-2021-0536
https://doi.org/10.3390/su132112133
https://doi.org/10.1016/j.appet.2018.07.002
https://doi.org/10.1080/1528008X.2022.2141414
https://doi.org/10.1080/1331677X.2018.1547202
https://doi.org/10.1108/03090560310487202
https://doi.org/10.1362/026725700784683672
https://doi.org/10.1108/IJRDM-03-2019-0099


Steenkamp, J.B.E. and Van Trijp, H.C. (1991), “The use of LISREL in validating marketing constructs”,
International Journal of Research in Marketing, Vol. 8 No. 4, pp. 283-299, doi: 10.1016/0167-
8116(91)90027-5.

Stratton, J.P. and Werner, M.J. (2013), “Consumer behavior analysis of fair trade coffee: evidence from
field research”, The Psychological Record, Vol. 63, pp. 363-374, doi: 10.11133/j.tpr.2013.63.2.010.

Sweeney, J.C. and Soutar, G.N. (2001), “Consumer perceived value: the development of a multiple item
scale”, Journal of Retailing, Vol. 77 No. 2, pp. 203-220, doi: 10.1016/S0022-4359(01)00041-0.

Tallontire, A., Rentsendorj, E. and Blowfield, E.M. (2001), Ethical Consumers and Ethical Trade: A
Review of Current Literature, Policy Series 12, Natural Resources Institute, University of
Greenwich, Greenwich.

Wang, E.S.T. and Chou, C.F. (2020), “Norms, consumer social responsibility and fair trade product
purchase intention”, International Journal of Retail and Distribution Management, Vol. 49 No. 1,
pp. 23-39, doi: 10.1108/ijrdm-09-2019-0305.

Wang, Y., Gu, J., Wang, S. and Wang, J. (2019), “Understanding consumers’ willingness to use
ride-sharing services: the roles of perceived value and perceived risk”, Transportation Research
Part C: Emerging Technologies, Vol. 105 No. 8, pp. 504-519, doi: 10.1016/j.trc.2019.05.044.

Webster, F.E. (1975), “Determining the characteristics of the socially conscious consumer”, Journal of
Consumer Research, Vol. 2 No. 3, pp. 188-196, doi: 10.1086/208631.

Westbrook, R.A. and Reilly, M.D. (1983), “Value-percept disparity: an alternative to the
disconfirmation of expectations theory of consumer satisfaction”, in Bagozzi, R.P. and
Tybout, A.M. (Eds), Advances in Consumer Research, Association for Consumer Research, Ann
Abor, MI, Vol. 10, pp. 256-261.

Yadav, R. and Pathak, G.S. (2017), “Determinants of consumers’ green purchase behavior in a
developing nation: applying and extending the theory of planned behavior”, Ecological
Economics, Vol. 134, pp. 114-122, doi: 10.1016/j.ecolecon.2016.12.019.

Zhang, Q., Cao, M., Zhang, F., Liu, J. and Li, X. (2020), “Effects of corporate social responsibility on
customer satisfaction and organizational attractiveness: a signaling perspective”, Business
Ethics: A European Review, Vol. 29 No. 1, pp. 20-34, doi: 10.1111/beer.12243.

About the authors
SamiraMili is an assistant higher education professor at Faculty of Legal, Economic and Social Sciences
in the Department of Economic Sciences andManagement (Moulay Ismail University, Morocco). She had
her international doctorate in management sciences at the Faculty of Economic and Business Sciences
(University of Vigo). She has published articles in several international and national journals from 2013
to 2021, and has participated in several international congresses from 2016 to 2021, the fields are also
distinct: marketing, management, environment, sustainable development and social economy and
solidarity.

Carlos Ferro-Soto (PhD) is a Professor in the Department of Business Organization and Marketing,
University of Vigo (Spain). He is member of the Editorial Review Board of European Research on
Management and Business Economics (ERMBE) and a membership to the International Network on
Business Research and to the European Academy of Management and Business Economics. He has
researched on sustainability, fair trade, competitive strategy, human resources or B2B relationships. He
has published on international journals, such as European Research on Management and Business
Economics, Baltic Journal of Management, Sustainability or Journal of Cleaner Production. He has also
published two books on strategic alliances. Carlos Ferro-Soto is the corresponding author and can be
contacted at: cferro@uvigo.es

For instructions on how to order reprints of this article, please visit our website:
www.emeraldgrouppublishing.com/licensing/reprints.htm
Or contact us for further details: permissions@emeraldinsight.com

Satisfaction of
fair trade coffee

consumers

211

https://doi.org/10.1016/0167-8116(91)90027-5
https://doi.org/10.1016/0167-8116(91)90027-5
https://doi.org/10.11133/j.tpr.2013.63.2.010
https://doi.org/10.1016/S0022-4359(01)00041-0
https://doi.org/10.1108/ijrdm-09-2019-0305
https://doi.org/10.1016/j.trc.2019.05.044
https://doi.org/10.1086/208631
https://doi.org/10.1016/j.ecolecon.2016.12.019
https://doi.org/10.1111/beer.12243
mailto:cferro@uvigo.es

	Precursors and outcomes of satisfaction of fair trade coffee consumers 
	Introduction
	Theoretical framework
	Fair trade coffee consumption
	Customer satisfaction
	Framing perceived value and customer satisfaction
	Framing antecedents of perceived value
	Framing loyalty and consumer satisfaction

	Methodology
	Conceptual model
	Sample and data collection
	Concept items and measurement
	Common method bias

	Data analysis and results
	Measurement model analysis
	Structural model analysis

	Discussion and implications
	Theoretical implications
	Managerial implications

	Conclusions, limitations and proposals for further studies
	References
	About the authors


