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Abstract: Among the Sustainable Development Objectives adopted by the United Nations General
Assembly in September 2015, is the 12th objective of Ensuring sustainable production and consumption
patterns which aims to promote the efficient use of resources, energy efficiency, sustainable
infrastructures, access to basic services, ecological support, decent jobs; and a better quality of
life for all. In this line, our study illustrates a real case of farm producers who propose to transform the
farm into an ecological entity with aim of safe and quality food production based on the sustainable
production techniques and processes. This research outlines the market study that clarifies which
consumers’ perceptions could be suitable for the ecological products derived from the organic bovine
cattle. The primary data were obtained from the questionnaire survey conducted at supermarkets in
Spain. The research sample comprised 330 respondents from Andalusia region. Results proved that
the importance of the perceived value of products derived from organic beef was established in the
following way: Price > Ethics > Health > Hedonism > Quality.

Keywords: socially responsible consumption; ecological products; consumer behavior; structural
equations model

1. Introduction

Currently, producers and companies have been incorporated as fundamental elements for the
fulfilment of the objectives of sustainable development. These goals were approved in September
2015 by the General Assembly of the United Nations. Among them, objective number 12 seeks to
“Ensure sustainable consumption and production patterns” by promoting the correct use of resources;
energy efficiency; sustainable infrastructure; access to basic services, ecological support and decent
jobs; and a better quality of life for all. The application of sustainable development helps to achieve
general development plans, reduce future economic, environmental and social costs, increase economic
competitiveness and reduce poverty [1].

The aim of sustainable consumption and production is to make more and better things with
fewer resources, thus increasing the net profits and welfare from economic activities by reducing the
use of resources, degradation and pollution throughout the products’ life cycles and simultaneously
achieving a better quality of life. This process involves various stakeholders, including businesses,
consumers, scientists, researchers, retailers, media and development cooperation agencies that are
responsible for the formulation of relevant policies. Sustainable production and consumption also
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require a systemic approach and cooperation among the participants in the supply chain, from the
producer to the final consumer. It consists of engaging consumers through awareness raising and
education on consumption and sustainable ways of life by providing them with proper standards and
labels and participating in sustainable public procurement, among others [1].

Taking all this into account, the responsible parties of a property located in the south of Spain
raised the possibility of transforming a part of it for using in ecological production, i.e., introducing
ecological cattle, with the purpose of producing safe and high-quality food through the application of
sustainable production processes and techniques. In this sense, producers, beyond seeking to achieve
greater profitability with the possible transformation of the estate, are committed to the long-term
common good as they subscribe to the SDO [1].

In turn, these goals are connected with new trends in the market since social, ethical and
environmental matters arising from the acquisition of products and services are increasingly taken into
account in purchase and consumption behavior. Some of the issues which many concerned citizens face
when defending the values in which they believe are how products are made and who benefits or is
harmed from their consumption [2]. A greater demanding for and more conscious understanding of the
social and environmental impacts of consumption has indeed been gaining momentum. This has come
to be called socially responsible consumption (SRC). One of the key aspects to stimulating this type of
consumption and thus fostering the production of sustainable products by the companies will be to
understand the consumers’ assigned values. Therefore, this research can improve scientific knowledge
about the perceptions of consumers and the socially responsible consumption of such products.

1.1. Socially Responsible Consumption: A New Way of Understanding the Consumer

Recently, consuming was synonymous with spending, wasting or destroying. Consumption
has come to be synonymous with environmental destruction in many parts of the planet. However,
the enhancement of the social and environmental considerations of consumers is reflected in a new
way of understanding consumers. The well-being that a product can provide and the specific rules of
conduct when obtaining it are no longer important. Initially, the SRC was associated with a desire to
help other people, although this is not obtained in the form of any personal benefit [3].

In terms of providing the main definitions given in recent years about SRC, we would say that one
of the first to define it was [4] who stated the following: a socially responsible consumer is one who
takes into account the consequences which, in society, may derive from its private consumption, or one
who tries to use his acquisition capacity to foster changes in society. For other researchers, SRC has a
focus on environmental aspects—such is the case of [5,6], which define the responsible consumer as the
one that takes into account the environmental problems that may arise from their capacity of purchase.

Instead, Ref. [7] includes a broader definition, which was inspired by Webster. In it, a socially
responsible consumer is defined as the one who acquires goods and services considered to have a
positive impact (or less negative) on the environment, using their power of acquisition to express
current social problems. According to [8], SRC has two dimensions: environmental and social.

A socially responsible consumer avoids purchasing products or services from shops or companies
where it is known that with their practices they can harm society. They are seeking a way through
which active companies can contribute to improving the lives of citizens [9]. This is a very limited
approach because it conceives the SRC only via the choice of suitable companies. In short, it seeks
what can provide a positive or less negative impact, both in environmental issues and social problems
that are topical. Other authors [10] with a very limited perspective indicated that the SRC concept
was exclusively linked to fair trade. However, as we will continue to see, more dimensions can be
contemplated in its definition.

As can be seen in the different contributions of the various authors, it is difficult to find a consensus
on the definition of the term SRC. Indeed, there are various approaches involved in the study of this
construct. Ethical consumption and green consumption, where the latter is linked to environmental
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and ecological aspects, are two of the most representative conceptualizations in the bibliographical
revisions of the term.

Ethical consumption, which was noted as being a partial view of the SRC, refers to the moral
principles or values that govern the conduct of an individual that uses, gets or discards products or
services and whose actions may or may not have impact on others. According to [11], little attention has
been paid to the ethical aspects that influence consumer purchase decisions. In exchange, the authors
of [12,13] define it as the degree to which the consumer prioritizes their own ethical considerations
when choosing the product. In addition, in [14] it is considered that an ethical consumer is the one
who buys products that are not harmful to the environment or health. According to [15], for this type
of consumption, one should leave aside questions on the environment.

On the other hand, the partial approach to SRC as green consumption is understood as the set of
beliefs and values that are intended to support a greater good, prompting consumer [16,17]. According
to [18], consumer products that are harmful to the health of others and damaging to the environment
should be prohibited. Additionally, consumers should avoid eating such foods in which animal
welfare has not been respected, or those which have been obtained using disproportionate energy
expenditures. Initially, the ethical approach of SRC differed from green consumption in which ethical
issues comprised a greater number of aspects such that the decisions that consumers had to make were
more complex [19]. For this reason and to balance the load of moral conscience, Ref. [20] wanted to
collect many of the ethical considerations, such as animal welfare, fair trade and working conditions,
in the concept of green consumption.

1.2. Comparative Scales to Measure Socially Responsible Consumption

As we have seen in the previous section, if we face the impossibility to obtain a categorical
definition of CRS, there are various scales of measurement of the construct studied according to the
given different approaches and different numbers of items.

The first scale used to measure SRC was [3], as evidenced by some studies [5,21]. Even though
this scale is used in sociology to measure the degree of social responsibility of individuals in their daily
lives, it is not suitable to study the behaviors of consumers since it does not contain any items in this
regard [22]. Later, the authors of [4,23] used scales that reflect the environmental performance of the
consumer (e.g., purchases of unleaded petrol, the use of detergents with less phosphates, etc.).

Later, in [7,8] the first attempt was made to introduce social aspects into a scale on SRC, which was
considered as being more robust to measure the construct. The aspects include two dimensions (social
and environmental) and should incorporate items that reflect the ethical behavioral considerations
of Crane [24]. Years later, in [25] a scale was proposed with four dimensions: considerations on the
product itself, the way of marketing, the behavior of the firm or company, and, finally, the country
of origin.

In 2006 in [24], when determining if French consumers shared the same ecological and social
concerns as their counterparts in the United States, a scale was proposed of five dimensions that
encompasses the social and environmental concerns of individuals: (1) concern about the consequences
of business practices, (2) the acquisition of products where part of their revenue goes to social causes,
(3) support for small businesses, (4) attention to the geographical origin of the products and (5) the
volume of consumption [17]. According to [26], it also included recycling habits, modes of consumption
(such as the use of public transport) and respecting the environment in the scale of [24].

The study on the behaviors of consumers is fully justified because it has become the essential
economic system [27]. In the case of our research, it would be interesting to explain and predict the
behaviors of consumers with respect to the organic products in order to know why these socially
responsible consumers buy certain products that are derived from organic cattle, how their preferences
are formed, and what factors would influence their purchasing decisions [28].

An important aspect in the study of the behaviors of consumers is the fact that the consumer
searches, beyond the product itself, can provide you with the same benefits or services. In this
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case, the benefits that could increase the consumption of organic products, particularly organic beef
derivatives, are perceived through the characteristics or attributes of buying the goods. For this
reason, it would be interesting to know the needs, desires, perceptions, attitudes, intentions, and other
psychological and social aspects of consumers towards this type of product (for example, nutrition,
health, appearance, physical, conservation of nature, etc.).

If we have more and better knowledge of these socially responsible consumers and understand
what value is given to organic products, companies might be more efficient in meeting the preferences
of consumers.

1.3. The Concept of Perceived Value

In this line of thought, to achieve the objective of the study, it should be highlighted that one
of the most successful and recognized concepts in the field of marketing is perceived value (PV).
Its application has favored different fields of study, such as consumer behavior, strategic marketing,
pricing policy, and so on. The reasons for this recognition tend to be based on its relationship with the
loyalty of customers [29], in its relevant role in building relationships and its nature as a factor for the
achievement of competitive advantages [30].

The PV is another complex term that seems to be defined as an exchange or trade-off between
benefits and costs. Far from being a perfectly defined term, the PV is subject to an ongoing debate with
respect to both its definition and the dimensions that constitute it.

It is important to highlight that an undisputed definition of the concept of PV has not been
categorically established yet, as it has been shown historically in the literature of this discipline. Several
authors have pointed out the need for more research in this area [31–35]. However, we cannot deny
the extensive existence of work, studies and research in this line. This lack of unanimity is due to
reasons such as the complexity [35–37], subjectivity [38], dynamic [29,34,35,39–41] or the polysemic
characteristics of this concept [30].

The diversity of the concept, including the richness and variety that it provokes and the certain
polysemy of the concept of value, makes it difficult to have an accurate and rigorous approach in this
regard, and we can mention that “the existence of so many definitions of value makes a scientific
discourse difficult” [34].

Nevertheless, despite the time that elapsed, the most widespread definition is the one posed
by [42], which will serve as a basis for this research:

“( . . . ) the perceived value is the overall assessment of the consumer of the usefulness of a
product, based on the perception of what is received and what is delivered.”

It refers to this concept of PV as both a balance to what the consumer perceives regarding the
benefits and costs of a product.

1.3.1. Dimensions of Perceived Value

The dimensional structure of the latter provokes recognizing a two-dimensional concept of PV.
Different investigations indicate that perceived value is a comparison between what consumers receive
and what they deliver when buying a product or service [43].

This comparison can be represented by the following equation [44]:

Perceived value = (perceived benefits)/(perceived costs)

Therefore, it can be said that two general components of perceived value are the benefits and
costs that the customer will have when purchasing a product or service. However, in the approaches
on the dimensional structure of the PV, most of the works are based on the approach of Zeithaml.
This approach differentiates between the benefits and costs by classifying them into three categories
that collect many previously given aspects that were previously given (functional, social and emotional
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benefits and costs) [45,46] by defining how they are functionally related to the utility, their associations
with the stereotypes of one or several social groups (demographics, socioeconomics, cultural-ethnic,
etc.) and how they are emotionally associated with feelings or emotional states [47].

In short, the concept of PV will be understood as a trade-off between the benefits (what is received)
and the costs (what is delivered) that are perceived by consumers of products derived from organic
beef. This is precisely the approach that will be developed below.

1.3.2. Benefits Perceived by the Consumers of Organic Products

Perceived Quality

In the field of food, in which we focus our case study, the consumer tends to rely on senses
to detect the factors of quality, which can be divided into the categories of flavor and texture [48].
With products derived from organic beef, the flavor and texture could be the features that are relatively
appreciated by consumers as components of quality [49].

The following Table 1 presents some metrics that were used in previous studies to assess taste and
texture as indicators of quality.

Table 1. Concerning the perceived quality metrics.

Expression

Thinking about the taste of an organic product in comparison with the flavor of a common product.

The organic product has better flavor.

An attribute that indicates the quality, in my opinion, is the taste.
An organic product ensures a better taste.

Fair trade products are tastier than other products.

Its flavor is appealing.
The taste is one of the values of food.

Thinking about the aroma of an organic product in comparison with the aroma of a common product.

An attribute that indicates the quality is the texture, in my opinion.

The aroma of the organic product meets my expectations. Compared to the conventional product, the organic
aroma of the product is better.

Source: Own processing based on [49–54].

Perceived Hedonism

Indicators of the hedonistic dimension, according to those proposed by [43,55], were the moods
generated by eating such organic cattle products and the pleasure in the consumer. Some of the metrics
that were used in previous studies on hedonism are given in the following Table 2.

Table 2. Metrics relating to the perceived hedonism.

MOOD

Expression

It would make me feel good.
It makes me feel cheerful.

PLEASURE

It makes me feel pleasure.
It makes me feel happy.

Source: Own processing based on [43,55].
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Perceived Ethics

According to [49–52,55,56], the protection of the environment and the payment of one price greater
than the production costs in developing countries are indicators of fair trade, which, in our case,
distinguish it from the conventional indicators of products derived from bovine animals in organic
production. Some of the indicators used to measure the ethics of the PV refer to both the protection of
the environment and a premium payment to farmers (Table 3).

Table 3. Concerning the perceived ethics metrics.

ENVIRONMENTAL PROTECTION

Expression

People should live in harmony with nature to survive.

A friendly way of production on the environment.

Little damage to the environment.

The effect of the production on the environment.

HIGHER PRICE TO THE PRODUCER

The producers are paid enough to live.

Fair trade aims to create better trade conditions for farmers and workers in developing countries.

All parts involved in the production of food received the same benefit.

Source: Own processing based on [49–52,55,56].

In the case of the health dimension, the most relevant indicators will be the beneficial effects on
human health (Table 4).

Table 4. Perceived health metrics.

BENEFICENT FOR THE ORGANISM

Expression

It has a beneficial effect on human health.

I believe that organic products are healthier than conventional ones.

Fair trade products are healthier than other products.

HARMLESS FOR HUMAN HEALTH

Organic products reduce the potential health risks associated with pesticide residues.

Their use will not cause any disease.

Source: Own processing based on [49–51,54,57].

1.3.3. Costs Perceived by Consumers of Organic Products

Perceived Price

Finally, the price represents the negative dimension or the costs that are paid by a consumer.
For their measurement, according to the literature review, we, on the one hand, have the indicators of
the comparison of prices for similar products, which was proposed by [49,58,59] and on the other hand,
the proposal of [32,43,53,55,60–65] and for the comparison between price and quality (see Table 5).
All this coincides with the proposal in that consumers evaluate prices not absolutely, but in comparison
with a reference price [66].
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Table 5. Concerning the perceived price metrics.

PRICES COMPARISON

Expression

Can you say that price is very low or very high compared to other product with similar features?

Compared to other products with similar characteristics, the price of this product is low/high.

Organic products should not be more expensive than common products.

COMPARISON BETWEEN PRICE AND QUALITY

For its price, this product is very economical/very uneconomical.

It is an acceptable price.

Source: Own processing based on [32,43,53,55,60–65].

Considering that consumerism is a distinguishing trait of current capitalism [67] and human
beings, consumers have their own criteria and tools for it, since through the small gestures of daily
consumption and questioning the established systems, society has a fundamental and powerful tool at
the time of purchase to encourage social change [68]. This would encourage consumption based on
personal convictions that promotes sustainable development and a search for meaning among other
things, beyond the mere benefits of consumption itself. In this line, companies should line up with
this market through sustainable production, causing them to be a tool of social change contributing
to solving different social, ethical and environmental problems affecting the citizens. Some of these
problems are collected in the objectives of sustainable development (SDO) and the European Horizon
2020 strategy (EU2020 strategy), which aims to revive the European economy and face different
challenges and global challenges such as climate change, food security, the fight against human and
animals diseases, the ageing of the population and population growth.

In should be considered that producing involves the exploitation of natural resources such as the
increase in energy demand, the waste or shortage of water [69], and that current forecasts indicate
that the world’s population will grow exponentially in the coming years. The need for a sustainable
and ecological production that will help to improve and conserve natural resources on which the
well-being of present and future generations depends will be a subject of extreme relevance since the
exploitation of them is expected to be much more intense and that these resources are limited [70].

Undoubtedly, one of the psychographic variables with the greatest relevance to predicting
consumption behaviors is attitude [71]. Different attitudes can influence an individual’s behavior both
positively and negatively. The case of the responsible consumption study has traditionally focused
on the so-called green or ecological consumers [72]—a predominant dimension at the beginning of
responsible consumption studies—defined as those who express an attitude of environmental concern
when purchasing their products or services [73]. In the bibliography review, one of the most common
attitudes to understanding green consumption behavior is the attitude of environmental concern
or perceived value [74–76]. This partially justifies that many investigations have studied specific
consumer acts related to environmental aspects [77].

In this sense, and with the idea of minimizing the gap between responsible consumption and the
perceived value of the products consumed, this research aims to respond with what type of variables
could motivate positive changes in consumer behavior, and thus influence them in advertising
messages [78]. It is important not only to raise awareness but also to facilitate the means to be able to
materialize. This is precisely one of the concerns of Social Marketing, an area that could be the key to
working on all these issues. Thus, we should consider aspects such as: How do social campaigns that
promote responsible consumption fail? Why do these occur with different intensities?

Based on a theoretical review on the concepts of responsible consumption and perceived
value, and considering our knowledge objectives, we come to the formulation of the following
research hypothesis:
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Hypothesis 1: The different dimensions of the perceived value of organic bovine products have a significant
effect on socially responsible consumption.

Backgrounds presented and the theoretical revision that precedes these lines served as the basis
for the design of an empirical research. In order to carry out the research, both the metric instruments
used and the sample design will be described. The way in which the research data were obtained and
processed will be collected as well.

2. Materials and Methods

2.1. Questionnaire Development

The primary data were collected through a questionnaire divided into four blocks (Appendix A).
For its design, according to the objective of the research, we selected scales to measure socially
responsible consumption, perceived value, and social desirability, the last of which was done to avoid
possible social bias in the responses given and the variables of socio-demographic characteristics.

2.2. Pre-Test

Initially, a pre-test was made on a sample population of ten individuals with the intention of
knowing how the questionnaire would run through a prior trial or pilot. After the completion and
analysis of the pre-test, some modifications were carried out. To continue with our study, we decided
to distribute this questionnaire consisting of 40 questions.

2.3. Sampling

Once the pre-test was made, using the total sample of the research, we distributed it for two
weeks at the gates of the main supermarkets in Seville and Córdoba (Spain). In this way, a total of 330
people were surveyed, most of whom were women (70% of the surveyed individuals), in the major
supermarkets in the mentioned cities in the South of Spain. In this sense, the technical data of the
sample in our study (Table 6) were set as follows.

Table 6. Research design.

Target group Andalusian men and women over 18 years of age

Sample size 330 participants

Timing 15 min approx. (40 questions)

Gender 30% men and 70% women

Technique Survey at supermarket´s doors

Questionnaire
Questions P1 to P30 are measured on a 10-point Likert scale, while questions P31

to P40 are true/false dichotomous questions. The questionnaire includes two
demographic variables related to sex and province.

Period From 30 May to 12 June 2016

Source: Own processing.

The sample was previously designed based on a previously defined and representative population
of consumers from the Andalusia region (Spain). To do this, we opted for a type of quota sampling
widely used in opinion polls and based on knowledge of the strata of the population, and the most
representative individuals of the research carried out. As age and gender have an influence on the
socially responsible consumption [79,80], we have used quota sampling. It was designed according to
the census data from the Andalusian Institute of Statistics. In this way, the sampling was representative
(see Table 7). Taking into account the requirements of our research and the available quotas, a sample
of 330 individuals was finally proposed. It should be noted that they responded to the necessary profile
in our research (70% women vs. 30% men).
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Table 7. Sample proposal required for research.

Objective Total Men Women

16 to 29 21.82% 6.56% 15. 26%%
30 to 44 30.30% 9.09% 21.21%
45 to 59 23.68% 7.1% 16.57%

60 or more 24.50% 9.31% 15.19%

Source: Own processing.

CN indicated the size which the sample must reach to accept the model fit on a statistical basis.
The acceptable lower limit is usually around 200, so in the case of the research developed we can
say that the adjustment is acceptable (267.7). In turn, SRMR values below 0.05 indicate a good fit of
the model, as would be in the developed case (0.0363). The Goodness of Fit Index (GFI), Adjusted
Goodness of Fit Index (AGFI) and Parsimony Goodness of Fit Index (PGFI) evaluate the degree to
which variances and covariance in the model correctly reproduce the original variance and covariance
matrix. The first, GFI, does so globally, the second, AGFI, is adjusted to degrees of freedom, and the
third, PGFI, is adjusted to the complexity of the model. The first two must exceed the value of 0.9 as
was the case (GFI—0.929 and AGFI—0.906), while the third could be much lower (PGFI—0.687) and
still the model has a very good fit (see Table 8).

Table 8. Critical N (CN) parameter and Goodness of Fit (GFI) index.

Critical N (CN) 267.678

Standardized RMR (SRMR) 0.0363

Goodness of Fit Index (GFI) 0.929

Adjusted Goodness of Fit Index (AGFI) 0.906

Parsimony Goodness of Fit Index (PGFI) 0.687

Source: Own processing.

There are many possible tuning indexes, and none of them is enough by itself to conclude whether
or not the model fits the data. To decide on the suitability of the model [81,82], a combination of different
adjustment rates, such as Chi-Squared, RMSEA, ECVI, SRMR, GFI and CFI, is used. Following this
indication together with the representativeness of the sample described above, it could be determined
that the proposed model conforms to the research data and is not affected by the sample size.

3. Results

At first, the database was purified by validating the metric scales that are used to measure the
concepts of socially responsible consumption (SRC) and perceived value (PV). Then, we used structural
equations modelling (SEM) to model the pattern of the relationships between the dimensions that
make up the perceived value and socially responsible consumption, and we analysed the variance
using partial least squares modelling.

3.1. Purification of the Sample: The Social Desirability Bias

A relevant correlation between the scale of DS and the metric scales of SRC and VP was made
where correlations were obtained for the object of study. This verified that both the VP and SRC
scale scores, along with the social desirability, presented a very low correlation (as r < 0.5). Therefore,
DS bias did not occur in the case of research carried out for either of the metrics that was considered.
Therefore, the database did not need debugging.
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3.2. Exploratory Factor Analysis in the Metrics of SRC and PV

Once the relevant factor analyses were made, both the SRC and PV metric scales were validated
in our sample of 330 individuals. In this sense, the SRC metrics were extracted in five dimensions that
referenced the concern for the consequences of business practices, the acquisition of products where
part of their income goes to a social cause, support for small businesses, attention to the geographical
origin of products and the restriction of consumption volume. Similarly, five other dimensions that
alluded to the quality, hedonism, ethics, health and price were obtained from the PV metric. To continue
with our study of the behavior of socially responsible consumers in relation to the perceived value
of products derived from ecological bovine cattle, it gave way to a structural model that linked the
perceived values of such products (comprised of the five dimensions listed) with socially responsible
consumption (formed by the other five dimensions described above).

3.3. Analysis of the Proposed Measurement Model: PV as a Precursor of the SRC

A multivariate second-generation analysis was carried out using a structural equations modelling
(SEM) approach [83]. The goal of the modelling was to know if the perceived value of products of
organic beef could be historically defined as consumption socially responsible or, in other words,
if the dimensions that define this type of socially responsible consumption were dependent on the
dimensions that make up the perceived value in such products (Figure 1).Sustainability 2020, 12, x FOR PEER REVIEW 10 of 23 
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Figure 1. Proposed structural model that relates VP and SRC. VP includes quality (QU), hedonism
(HE), ethics (ET), health (HEA) and price (PR), while SRC includes behavior of the company (SRC1),
products related to a cause (SRC2), small businesses (SRC3), geographical origin (SRC4) and volume of
consumption (SRC5). Source: Own processing, 2017.

We took into account that this type of model is interpreted in two stages [84], thus ensuring that
we get valid and reliable measures before arriving at conclusions.
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The two different stages were as follows:

(i) Individual reliability of the item

To assess the reliability of the individual items that make up both the PV and SRC, we examined
the charges (λ) or simple correlations of the indicators with their respective constructs (Table 9).
We adopted the more accepted and widespread rule of thumb that says that to accept a flag as part of a
construct, it must have a load equal to or greater than λ ≥ 0.707 [85], which implies that the variance
shared between the construct and its indicators is greater than the variance of the error.

Table 9. Loads (λ) of the indicators with their respective constructs.

ÍTEMS SRC1 SRC2 SRC3 SRC4 SRC5 QU HE ET HEA PR

P1 0.9160 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000

P2 0.9212 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000

P3 0.7868 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000

P4 0.9131 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000

P5 0.8919 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000

P6 0.0000 0.9732 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000

P7 0.0000 0.9735 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000

P8 0.0000 0.9725 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000

P10 0.0000 0.0000 0.6913 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000

P11 0.0000 0.0000 0.8815 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000

P12 0.0000 0.0000 0.9219 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000

P13 0.0000 0.0000 0.8311 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000

P14 0.0000 0.0000 0.0000 0.7642 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000

P15 0.0000 0.0000 0.0000 0.6817 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000

P16 0.0000 0.0000 0.0000 0.8851 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000

P17 0.0000 0.0000 0.0000 0.8957 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000

P18 0.0000 0.0000 0.0000 0.0000 0.8644 0.0000 0.0000 0.0000 0.0000 0.0000

P19 0.0000 0.0000 0.0000 0.0000 0.9013 0.0000 0.0000 0.0000 0.0000 0.0000

P20 0.0000 0.0000 0.0000 0.0000 0.7886 0.0000 0.0000 0.0000 0.0000 0.0000

P21 0.0000 0.0000 0.0000 0.0000 0.0000 0.7755 0.0000 0.0000 0.0000 0.0000

P22 0.0000 0.0000 0.0000 0.0000 0.0000 0.7695 0.0000 0.0000 0.0000 0.0000

P23 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.8431 0.0000 0.0000 0.0000

P24 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.7545 0.0000 0.0000 0.0000

P25 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.8924 0.0000 0.0000

P26 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.8593 0.0000 0.0000

P27 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.8038 0.0000

P28 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.9332 0.0000

P29 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.9250

P30 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.9345

Source: own processing, 2017.

On the other hand, the assessment of the reliability of a construct allows us to verify the internal
consistency that is present in all indicators to measure the defined concept; i.e., the thoroughness of
the measure is evaluated. This is done using two indicators, Cronbach’s alpha coefficient and the
reliability of the construct (ρc), with the latter being similar to Cronbach’s alpha despite the fact that
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some authors defend the reliability of the construct as superior because they claim that it is a more
general measure [86].

We use the Cronbach’s alpha and the reliability as measures of the internal consistency that are
applicable to latent variables with reflective indicators [87]. The results are presented in Table 10.

Table 10. Cronbach’s alpha values and composite reliability obtained for the proposed
measurement model.

Cronbach’s Alpha Composite Reliability

SRC1 0.9361 0.9518

SRC2 0.9826 0.9886

SRC3 0.8514 0.9009

SRC4 0.8350 0.8872

SRC5 0.8175 0.8913

QU 0.7931 0.8109

HE 0.8123 0.8321

ET 0.8653 0.8743

HEA 0.8312 0.8412

PR 0.9012 0.9123

Source: own processing, 2017.

In view of the results that are obtained, we can confirm there is internal consistency in our
modelled object of study. To carry out convergent validation, we calculated the average variance
extracted (AVE). As you can see in Table 11, all AVE values are greater than 0.5.

Table 11. Average variance extracted (AVE) values obtained in the proposed measurement model.

Average Variance Extracted (AVE)

SRC1 0.7987

SRC2 0.9664

SRC3 0.6970

SRC4 0.6659

SRC5 0.7330

QU 0.7283

HE 0.7970

ET 0.8840

HEA 0.8283

PR 0.8932

Source: own processing, 2017.

Regarding the discriminant validity, in all cases, the square root of the AVE is higher than the
correlation between each construct and the rest of those included in the model. Therefore, we can
conclude positively (Table 12).
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Table 12. Values obtained to analyze the discriminant validity.

QU HE ET HEA PR SRC1 SRC2 SRC3 SRC4 SRC5

CA 0.8534 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000

HE 0.3219 0.8927 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000

ET 0.3170 0.6729 0.9402 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000

SA 0.2361 0.5471 0.3399 0.9101 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000

PR 0.2471 0.3461 0.4472 0.0660 0.9450 0.0000 0.0000 0.0000 0.0000 0.0000

CSR1 0.3363 0.2329 0.5170 0.2027 0.3524 0.8937 0.0000 0.0000 0.0000 0.0000

CSR2 0.2776 0.1471 0.3567 0.0634 0.3472 0.3864 0.9830 0.0000 0.0000 0.0000

CSR3 0.2278 0.1361 0.2919 0.0010 0.2363 0.2925 0.3412 0.8348 0.0000 0.0000

CSR4 0.1892 0.0746 0.4326 0.0753 0.1776 0.5073 0.3826 0.4607 0.8160 0.0000

CSR5 0.0123 0.1378 0.4741 0.1341 0.2278 0.5013 0.3121 0.3262 0.5064 0.8561

Source: own processing, 2017.

(i) Assessment of the structural model assessing the magnitude and weight of the relationship
between the different variables used.

A measure of the predictive power of a model is the R2 value for the dependent latent variables.
As we can see from all the values in the following table (Table 13), they are all superior to 0.1. According
to recommendations in [87], there would be no predictability problems in the model that has been
proposed, if all relationships that are proposed measurement models are significant.

Table 13. R-Square values in the structural model.

R-Square

CSR1 0.2718

CSR2 0.1495

CSR3 0.1182

CSR4 0.2036

CSR5 0.2358

CA 0.2134

HE 0.2256

ET 0.2765

SA 0.2345

PR 0.2876

Source: Own processing, 2017.

To clarify this result, we compare the t-statistics that were obtained (see Table 14) with the
significance level threshold, and we claim that there is a high significance between all the relationships
between perceived value and the five proposed dimensions that define socially responsible consumption
(SRC1, SRC2, SRC3, SRC4 and SRC5). In particular, the most significant relationships will be the
ones established between the dimension price that defines the perceived value and four of the five
dimensions that make up socially responsible consumption. These relationships will be direct but
negative in all the dimensions that define the socially responsible consumer. Although the price is not
so negatively valued in the case of consumers who consider whether to buy products that support
some specific cause. These consumers’ ethics are assessed to be above any other dimension of the
perceived value of organic beef products.



Sustainability 2020, 12, 10166 14 of 24

Table 14. Values of t-statistics and β coefficients obtained in the model.

t-Statistics β

CA→ CSR1 4.9239 0.2290

CA→ CSR2 4.5973 0.2146

CA→ CSR3 4.9018 0.2210

CA→ CSR4 7.1940 0.3190

CA→ CSR5 4.3209 0.2067

HE→ CSR1 7.2401 0.3065

HE→ CSR2 6.9470 0.2849

HE→ CSR3 7.0149 0.2993

HE→ CSR4 6.1030 0.2745

HE→ CSR5 6.9102 0.2810

ET→ CSR1 7.7313 0.3897

ET→ CSR2 7.6857 0.3789

ET→ CSR3 7.6526 0.3681

ET→ CSR4 7.7242 0.3891

ET→ CSR5 7.2331 0.3024

SA→ CSR1 7.2479 0.3120

SA→ CSR2 6.9378 0.2908

SA→ CSR3 7.0081 0.2934

SA→ CSR4 7.1398 0.3001

SA→ CSR5 7.2640 0.3129

PR→ CSR1 10.9841 −0.4302

PR→ CSR2 4.9464 −0.2337

PR→ CSR3 9.4664 −0.4212

PR→ CSR4 9.4967 −0.4288

PR→ CSR5 8.0098 −0.4166

Source: Own processing, 2017.

The rest of the relationships are significant, with lower levels of significance existing for quality as
perceived value and the five dimensions of socially responsible consumption. The inner dimensional
quality as perceived value is established with respect to the other, more significant dimensions related
to the geographical origin of the products.

Furthermore, to evaluate the path coefficients that were obtained or the standardized regression
weights (β) (Table 14), the criterion proposed by [87] was taken into account. It states that these
coefficients must reach at least one value of 0.2 to be significant, and they should ideally be above 0.3.
In our case for the subject of study, all the obtained path coefficients (β) had values above the preferred
threshold (0.2). Thereby, relying on the results obtained in this approach after the analysis of the model,
we will present the main conclusions of this study.

In conclusion and returning to our goal of studying whether the perceived value could be a
precedent of SRC, we can conclude from our results that it is true. In other words, at higher perceived
value, there is also greater responsible consumption in all its manifestations. Therefore, for the
promotion of a SRC, one of the possible lines of work could be to enhance advertising by companies [88]
on these dimensions or an environmental education that would influence the need for the involvement
of the whole of society in the common benefit, at all levels, both from small individual action—which
is so often perceived ineffective—to the large institutional commitments. Moreover, advertising
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sustainable consumption is an important element for sustaining both social and environmental needs
for future generations [89].

4. Conclusions

The results allowed us to accept this hypothesis, confirming the existence of a significant
relationship between the perceived value of organic bovine products and responsible consumption.
This therefore implies there is no single way of understanding the SRC, on the part of consumers,
and that there is a significant relationship with how these products are perceived. Thanks to the
extracted results, it was found that the consumers of Andalusia, one of the most important regions of
Spain, are increasingly socially responsible in their purchasing process. In this sense, we find that the
consumers of this study are socially responsible consumers who buy responsibly because the social
and environmental issues arising from the admission and consumption of products and services are
increasingly of concern to them. In this line, they are aware that their consumption can be the engine of
social transformation. Among the benefits for them are those of generating social and environmental
benefit, through their consumption process, beyond the fact of consuming. The results poured us
outstanding information about consumer concerns in southern Spain. The study and analysis of this
behaviour, closely linked to the individual’s conscience, should be of great interest since it enables us
to learn how to evolve the traditional consumption patterns and reflect upon its consequences. In this
way, it could facilitate both policies of social intervention and the design of business strategies for
companies wishing to connect with consumer values and give them greater satisfaction.

Both the concept of and the metrics defining socially responsible consumption were clarified. This
implies improving the scientific knowledge of new trends in the market and encountering increasingly
more demanding consumers in the purchase process, who are knows as the socially responsible
consumers. This is a consumer that adopts a series of social, ethical and environmental concerns.
Therefore, after the review of the relevant literature, we clarified the concept of SRC, thus determining
that we are faced with a complex definition construct. However, after analyzing the different metrics
around it, we decided to define a socially responsible consumer by presenting five different ways to
express this responsibility in their buying process.

In addition to knowing what value this type of consumer granted to possible products that may
arise from an ecological transformation, it was necessary to define the concept of perceived value and
the metric of the same design. In this sense, following the literature review, we concluded that the
concept that best defines the PV is the difference between the benefits (that are received) and the costs
(that are delivered) that are perceived by consumers when purchasing a product. The first finding,
taking into account this definition and the difficulty of finding a PV metric built around products
derived from organic beef, was the proposal and design of a five-dimensional metric.

Once we clarified both the concepts and metrics of SRC and PV, we proposed structural equations
modelling that related both concepts. Through this, we know the value given to or perceived by the
socially responsible consumer for this type of product.

The results led us to conclude that the different dimensions of the perceived value of products
derived from organic beef partially have a positive and direct effect on socially responsible consumption.
Therefore, if all the relations between the dimensions that define the perceived value and the five
proposed dimensions that define the socially responsible consumption were significant, the dimension
of perceived value price had a negative effect on this type of consumption, i.e., the consumer assigns a
negative price to the products derived from organic beef.

Furthermore, the relationship between the price of the PV dimension and four of the five
dimensions that make up consumption socially responsible are stronger. That is, it will be the
dimension with the highest weight for the consumer in the process of purchasing products derived
from organic beef. In particular, the dimensions are the relationship between the price and the relative
dimensions, the concern about the consequences of business practices, support for small businesses,
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attention to the geographical origin of products and the restriction of consumption volume. While
these relationships are direct, they will be negative, as indicated above.

This result could find its explanation in the consumer when comparing organic products with
non-organic by punishing the increase in price, which tends to be linked to this type of organic products
and, therefore, is perceived as a negative attribute. Sometimes, that increased price could be justified
by the producer since the ecological stockbreeding deals with nature and therefore avoids the use of
chemical compounds and the use of genetically modified species, thus representing major constraints
on productivity. Another reason could be that raising outdoor livestock will lead to having a large
expanse of land for a few animals, which would lead to an increase in the price.

Conversely, the price is not so negatively perceived in the case of consumers who value the
products that they are purchasing, support or are linked with any particular cause. By assessing
these consumers, we see that ethics are above any other dimension of the perceived value of organic
beef products.

Taking into consideration that all established relationships are significant, the order of importance
of the perceived value of products derived from organic beef was established in the following way:

Price > Ethics > Health > Hedonism > Quality

As it can be seen, the relationship that is given less value is the relative quality of the perceived
value and the five dimensions of socially responsible consumption. The inside dimension quality of
the perceived value is established with respect to the others, which is especially significantly related to
the geographical origin of the products.

These results could provide us with a basis for working in a target way on these dimensions that
are perceived by the consumer in such products. Therefore, the strategies of marketing companies that
decide to offer organic beef by-products, including institutions seeking to promote a more responsible
consumption, could adapt better.

There are several limitations that affect our research. The first of these has to do with the sample
with which we have applied to address the market study. On the one hand, the fact of having been
obtained by surveys in the cities of Cordoba and Seville (Spain) introduces a certain bias in the profile of
the participants, given that not everyone has the same chance to participate. On the other hand, being
restricted to these two Spanish cities’ sample, there may also be a cultural bias. A second limitation
is related to the scales of SRC and PV that were employed. Although we tried to choose and design
scales that reflect a greater diversity of behaviors that could be described as socially responsible and
which faithfully address the concept of VP, this removes behaviors or domains that may have formed
and might be interesting to include in the analysis but were otherwise not included.

Although studies on SRC are progressively finding greater relevance within consumer behavior
literature, we are still faced with a topic that needs to be better understood. In this regard, the concept
of SRC is something that must still be revised, both in the practices that shape it and also in its possible
evolution over time. Future research should continue to explore the definition of scales and comparison
of results obtained with existing ones. The comparison of culturally different samples should also
be studied in this field, developing comparative studies that allow deepening the knowledge of
factors or variables related to this type of consumption. In this regard, it is also advisable to study
the relationship with profile variables that allow the establishing typologies of socially responsible
consumers. Something entirely necessary for its promotion, facilitating the design of strategies more
and better adapted to its target audience, from the institutions or from the companies themselves that
contemplate this segment of the market.

In this line, it would also be very useful to study those factors that inhibit or facilitate socially
responsible consumption behaviors. What limits conscious consumers from adopting more responsible
consumer behaviors? To what extent do cultural traits influence this and why? Is information a key
aspect of responsible purchasing decision making? If so, what role can new technologies play? To what
extent can strategies such as the use of sustainable seals be facilitators of SRC? More research and new
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evidence on these aspects is at every point necessary for the design of policies that more effectively
promote more committed consumption. It is not only important to raise awareness, but also to facilitate
the means to be able to materialize change [88].

The desirability of studying the impact of certain sociocultural trends, such as the influence of
consumerism or the new social movements that gravitate into the orbit of the avoidance of waste or the
pursuit of sustainability, is also of interest. We may wonder about the extent to which the promotion of
consumerism that proliferates in Western culture plays against more committed consumption, or if
movements such as collaborative systems, platforms to sell between individuals or ecological orchards
are creating greater awareness in the population.

One of the key points of studies on purchasing behaviors is the existence of a gap between
intentions and actual behavior. Despite everything that has been advanced in the design of theoretical
models, mainly in the field of psychology, we are still facing a controversial issue. Above all, we must
deal with the thorny issue of how to measure real consumer behavior. All of this opens a necessary
research front to further investigate the knowledge of the SRC. New methodologies also need to
be explored.

Finally, further introspection into responsible consumer psychology is required. To what extent
does the SRC respond to a concern about the consequences of consumption or, rather, to cool behavior
or that which responds to the search for image, personal or group self-affirmation, or the construction
of a personality? Or can we also ask ourselves why not all kinds of environmental awareness are a
generator of SRC?

Currently, few deny the significant economic, social and environmental effects that are intimately
linked to the phenomenon of consumption. We are also convinced of consumer power in markets.
The so-called "vote with the portfolio" is increasingly understood as an important lever of change
to lead companies towards more socially responsible actions. Hence, the study of SRC and PV as a
precedent seems to us to be an object of socially urgent and relevant research.

Author Contributions: Conceptualization, J.J.P.-B., and R.E.-P.; methodology, J.J.P.-B., and R.E.-P.; software,
J.J.P.-B., and R.E.-P.; validation, J.J.P.-B., and R.E.-P.; formal analysis, J.J.P.-B., R.E.-P., and P.Š.; investigation, J.J.P.-B.,
R.E.-P., and P.Š.; resources, J.J.P.-B., and R.E.-P.; data curation, J.J.P.-B., R.E.-P., and P.Š.; writing—original draft
preparation, J.J.P.-B., R.E.-P., and P.Š.; writing—review and editing, J.J.P.-B., R.E.-P., and P.Š.; visualization, P.Š.;
supervision, P.Š.; project administration, J.J.P.-B., R.E.-P. and P.Š.; funding acquisition, P.Š. All authors have read
and agreed to the published version of the manuscript.

Funding: This research received no external funding.

Conflicts of Interest: The authors declare no conflict of interest.

Appendix A. Questionnaire Distributed in the Investigation

MARKET STUDY RESPONSIBLE CONSUMPTION AND ECOLOGICAL PRODUCTS

Mark with a cross where appropriate:
Man

Sustainability 2020, 12, x FOR PEER REVIEW 16 of 23 

the pursuit of sustainability, is also of interest. We may wonder about the extent to which the 

promotion of consumerism that proliferates in Western culture plays against more committed 

consumption, or if movements such as collaborative systems, platforms to sell between individuals 

or ecological orchards are creating greater awareness in the population. 

One of the key points of studies on purchasing behaviors is the existence of a gap between 

intentions and actual behavior. Despite everything that has been advanced in the design of theoretical 

models, mainly in the field of psychology, we are still facing a controversial issue. Above all, we must 

deal with the thorny issue of how to measure real consumer behavior. All of this opens a necessary 

research front to further investigate the knowledge of the SRC. New methodologies also need to be 

explored. 

Finally, further introspection into responsible consumer psychology is required. To what extent 

does the SRC respond to a concern about the consequences of consumption or, rather, to cool 

behavior or that which responds to the search for image, personal or group self-affirmation, or the 

construction of a personality? Or can we also ask ourselves why not all kinds of environmental 

awareness are a generator of SRC? 

Currently, few deny the significant economic, social and environmental effects that are 

intimately linked to the phenomenon of consumption. We are also convinced of consumer power in 

markets. The so-called "vote with the portfolio" is increasingly understood as an important lever of 

change to lead companies towards more socially responsible actions. Hence, the study of SRC and 

PV as a precedent seems to us to be an object of socially urgent and relevant research. 

Author Contributions: Conceptualization, J-J-P-B., and R-E-P.; methodology, J.J.P.B., and R.E.P.; software, 

J.J.P.B., and R.E.P.; validation, J.J.P.B., and R.E.P.; formal analysis, J.J.P.B., R.E.P., and P.Š.; investigation, J.J.P.B., 

R.E.P., and P.Š.; resources, J.J.P.B., and R.E.P.; data curation, J.J.P.B., R.E.P., and P.Š.; writing—original draft 

preparation, J.J.P.B., R.E.P., and P.Š.; writing—review and editing, J.J.P.B., R.E.P., and P.Š.; visualization, P.Š.; 

supervision, P.Š.; project administration, J.J.P.B., R.E.P. and P.Š.; funding acquisition, P.Š. All authors have read 

and agreed to the published version of the manuscript. 

Funding: This research received no external funding. 

Conflicts of Interest: The authors declare no conflict of interest. 

Appendix A. Questionnaire Distributed in the Investigation 

MARKET STUDY RESPONSIBLE CONSUMPTION AND ECOLOGICAL PRODUCTS 

Mark with a cross where appropriate: 

Man             Woman 

AGE: ______________ 

Córdoba   Sevilla 

 

P1 
I try not to buy products from companies that employ child labor. 

0          1          2         3         4          5         6          7         8          9         10 

Totally disagree                                                                                 Totally agree 

P2 
I try not to buy products from companies that do not respect their employees. 

0          1          2         3         4          5         6          7         8          9         10 

Totally disagree                                                                                 Totally agree 

P3 
I try not to buy products from companies or establishments closely related to political parties or ideologies that 

I censor. 

0          1          2         3         4          5         6          7         8          9         10 

Totally disagree                                                                                 Totally agree 

Woman

Sustainability 2020, 12, x FOR PEER REVIEW 16 of 23 

the pursuit of sustainability, is also of interest. We may wonder about the extent to which the 

promotion of consumerism that proliferates in Western culture plays against more committed 

consumption, or if movements such as collaborative systems, platforms to sell between individuals 

or ecological orchards are creating greater awareness in the population. 

One of the key points of studies on purchasing behaviors is the existence of a gap between 

intentions and actual behavior. Despite everything that has been advanced in the design of theoretical 

models, mainly in the field of psychology, we are still facing a controversial issue. Above all, we must 

deal with the thorny issue of how to measure real consumer behavior. All of this opens a necessary 

research front to further investigate the knowledge of the SRC. New methodologies also need to be 

explored. 

Finally, further introspection into responsible consumer psychology is required. To what extent 

does the SRC respond to a concern about the consequences of consumption or, rather, to cool 

behavior or that which responds to the search for image, personal or group self-affirmation, or the 

construction of a personality? Or can we also ask ourselves why not all kinds of environmental 

awareness are a generator of SRC? 

Currently, few deny the significant economic, social and environmental effects that are 

intimately linked to the phenomenon of consumption. We are also convinced of consumer power in 

markets. The so-called "vote with the portfolio" is increasingly understood as an important lever of 

change to lead companies towards more socially responsible actions. Hence, the study of SRC and 

PV as a precedent seems to us to be an object of socially urgent and relevant research. 

Author Contributions: Conceptualization, J-J-P-B., and R-E-P.; methodology, J.J.P.B., and R.E.P.; software, 

J.J.P.B., and R.E.P.; validation, J.J.P.B., and R.E.P.; formal analysis, J.J.P.B., R.E.P., and P.Š.; investigation, J.J.P.B., 

R.E.P., and P.Š.; resources, J.J.P.B., and R.E.P.; data curation, J.J.P.B., R.E.P., and P.Š.; writing—original draft 

preparation, J.J.P.B., R.E.P., and P.Š.; writing—review and editing, J.J.P.B., R.E.P., and P.Š.; visualization, P.Š.; 

supervision, P.Š.; project administration, J.J.P.B., R.E.P. and P.Š.; funding acquisition, P.Š. All authors have read 

and agreed to the published version of the manuscript. 

Funding: This research received no external funding. 

Conflicts of Interest: The authors declare no conflict of interest. 

Appendix A. Questionnaire Distributed in the Investigation 

MARKET STUDY RESPONSIBLE CONSUMPTION AND ECOLOGICAL PRODUCTS 

Mark with a cross where appropriate: 

Man             Woman 

AGE: ______________ 

Córdoba   Sevilla 

 

P1 
I try not to buy products from companies that employ child labor. 

0          1          2         3         4          5         6          7         8          9         10 

Totally disagree                                                                                 Totally agree 

P2 
I try not to buy products from companies that do not respect their employees. 

0          1          2         3         4          5         6          7         8          9         10 

Totally disagree                                                                                 Totally agree 

P3 
I try not to buy products from companies or establishments closely related to political parties or ideologies that 

I censor. 

0          1          2         3         4          5         6          7         8          9         10 

Totally disagree                                                                                 Totally agree 
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the pursuit of sustainability, is also of interest. We may wonder about the extent to which the 

promotion of consumerism that proliferates in Western culture plays against more committed 

consumption, or if movements such as collaborative systems, platforms to sell between individuals 

or ecological orchards are creating greater awareness in the population. 

One of the key points of studies on purchasing behaviors is the existence of a gap between 

intentions and actual behavior. Despite everything that has been advanced in the design of theoretical 

models, mainly in the field of psychology, we are still facing a controversial issue. Above all, we must 

deal with the thorny issue of how to measure real consumer behavior. All of this opens a necessary 

research front to further investigate the knowledge of the SRC. New methodologies also need to be 

explored. 

Finally, further introspection into responsible consumer psychology is required. To what extent 

does the SRC respond to a concern about the consequences of consumption or, rather, to cool 

behavior or that which responds to the search for image, personal or group self-affirmation, or the 

construction of a personality? Or can we also ask ourselves why not all kinds of environmental 

awareness are a generator of SRC? 

Currently, few deny the significant economic, social and environmental effects that are 

intimately linked to the phenomenon of consumption. We are also convinced of consumer power in 

markets. The so-called "vote with the portfolio" is increasingly understood as an important lever of 

change to lead companies towards more socially responsible actions. Hence, the study of SRC and 

PV as a precedent seems to us to be an object of socially urgent and relevant research. 
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P1 I try not to buy products from companies that employ child labor.
0 1 2 3 4 5 6 7 8
9 10
Totally disagree
Totally agree

P2 I try not to buy products from companies that do not respect their employees.
0 1 2 3 4 5 6 7 8
9 10
Totally disagree
Totally agree

P3 I try not to buy products from companies or establishments closely related to political parties or
ideologies that I censor.
0 1 2 3 4 5 6 7 8
9 10
Totally disagree
Totally agree

P4 I try not to buy products from companies that seriously damage the environment.
0 1 2 3 4 5 6 7 8
9 10
Totally disagree
Totally agree

P5 I try not to buy products from companies closely related to the mafia or some type of sect.
0 1 2 3 4 5 6 7 8
9 10
Totally disagree
Totally agree

P6 I buy some products that allocate a part of their price to a humanitarian cause.
0 1 2 3 4 5 6 7 8
9 10
Totally disagree
Totally agree

P7 I buy some products that allocate a part of their price to developing countries.
0 1 2 3 4 5 6 7 8
9 10
Totally disagree
Totally agree

P8 I buy some products that allocate a part of their price to a good cause.
0 1 2 3 4 5 6 7 8
9 10
Totally disagree
Totally agree

P9 I buy fair trade products.
0 1 2 3 4 5 6 7 8
9 10
Totally disagree
Totally agree

P10 I avoid doing all my purchases in large stores (for example: Carrefour, Mercadona, Media Markt,
Zara, etc.)
0 1 2 3 4 5 6 7 8
9 10
Totally disagree
Totally agree
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P11 I buy in small establishments (for example: bakeries, butchers, bookstores) as often as possible.
0 1 2 3 4 5 6 7 8
9 10
Totally disagree
Totally agree

P12 I help the survival of small businesses in my neighborhood through my purchases.
0 1 2 3 4 5 6 7 8
9 10
Totally disagree
Totally agree

P13 I go to the markets of supplies to support small farmers.
0 1 2 3 4 5 6 7 8
9 10
Totally disagree
Totally agree

P14 When I have to choose between a European product and one of different origin I do not choose
the European one.
0 1 2 3 4 5 6 7 8
9 10
Totally disagree
Totally agree

P15 I prefer to buy Spanish cars.
0 1 2 3 4 5 6 7 8
9 10
Totally disagree
Totally agree

P16 I try to buy some Spanish fruits and vegetables.
0 1 2 3 4 5 6 7 8
9 10
Totally disagree
Totally agree

P17 I try to buy products made in my country.
0 1 2 3 4 5 6 7 8
9 10
Totally disagree
Totally agree

P18 I try to adjust my consumption to what is strictly necessary.
0 1 2 3 4 5 6 7 8
9 10
Totally disagree
Totally agree

P19 In general, I try to consume less.
0 1 2 3 4 5 6 7 8
9 10
Totally disagree
Totally agree

P20 I try not to buy things that I can do myself.
0 1 2 3 4 5 6 7 8
9 10
Totally disagree
Totally agree
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P21 Organic beef has a flavor.
0 1 2 3 4 5 6 7 8
9 10
Very bad
Excellent

P22 Organic beef has a texture and aroma.
0 1 2 3 4 5 6 7 8
9 10
Very bad
Excellent

P23 The consumption of organic bovine meat improved my mood.
0 1 2 3 4 5 6 7 8
9 10
Totally disagree
Totally agree

P24 It was a pleasure to eat organic beef.
0 1 2 3 4 5 6 7 8
9 10
Totally disagree
Totally agree

P25 I am convinced that products derived from organic cattle are protecting the environment.
0 1 2 3 4 5 6 7 8
9 10
Totally disagree
Totally agree

P26 I am convinced that with these organic bovine products, a higher price is paid to the farmer.
0 1 2 3 4 5 6 7 8
9 10
Totally disagree
Totally agree

P27 The consumption of organic bovine products is beneficial for my body.
0 1 2 3 4 5 6 7 8
9 10
Totally disagree
Totally agree

P28 The consumption of organic beef does not imply any risk to my health.
0 1 2 3 4 5 6 7 8
9 10
Totally disagree
Totally agree

P29 In comparison with other types of meats, the monetary cost of organic beef is.
0 1 2 3 4 5 6 7 8
9 10
Very low
Very high

P30 Organic beef has a reasonable monetary cost compared to its quality.
0 1 2 3 4 5 6 7 8
9 10
Totally disagree
Totally agree

P31 When I make a mistake I am always willing to admit it.
1 0
True False
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P32 I always try to practice what I preach.
1 0
True False

P33 I never get upset when people ask me to return some favor they have made me.
1 0
True False

P34 I never get irritated when people express ideas which are very different to mine.
1 0
True False

P35 I have never deliberately said anything that could hurt someone’s feelings.
1 0
True False

P36 Sometimes I like to gossip a little.
1 0
True False

P37 On occasion I have taken advantage of someone.
1 0
True False

P38 Sometimes I try to avenge myself instead of forgiving and forgetting what they have done to me.
1 0
True False

P39 Sometimes I insist on doing things my way.
1 0
True False

P40 Sometimes I feel like I am clumsy.
1 0
True False
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