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Abstract

Aim. The aim of this research was to analyze if anti-food-waste efforts have the ability
to dampen consumer dissatisfaction in a stockout situation. Further, the moderating
effects of self-enhancement, self-transcendence and CSR skepticism on that

relationship are investigated.

Method. A web-based scenario technique was applied, and a digital survey was
conducted to measure the major constructs, regarding consumer satisfaction, self-
enhancement, self-transcendence and CSR skepticism. All participants were first
randomly presented a scenario, either including a CSR-related anti-food-waste
ambition explanation for the stockout or just the information that the product is out of
stock. After that, they completed the questionnaire. The answers of 150 participants

have been analyzed.

Results. The anti-food-waste justification for the stockout was found to have a
significant influence on consumer satisfaction. More precisely, participants receiving
the CSR-related scenario were less dissatisfied after the occurred stockout than the
group receiving just the information that the product is out of stock. Significant
moderating effects of self-enhancement, self-transcendence or CSR skepticism have

not been found.

Conclusion. The results of this research demonstrated that anti-food-waste efforts of
food retailers can dampen the dissatisfaction of consumers after a stockout situation.
This offers empirical evidence that consumers value these actions of retailers and it
impacts their emotional response to a stockout. The strategy of food waste reduction
through reducing the abundance of supply, if applied successfully, offers the possibility

to fight food waste while reducing the costs of waste disposal.

Keywords:  Lebensmittelverschwendung, @ Food  waste, stockout, OOS,

Konsumentenzufriedenheit, consumer satisfaction, Corporate Social Responsibility
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Introduction

1 Introduction

Food waste is a global and increasingly important problem. In Europe alone, the
amount of wasted food falls between 40 and 45 mton per year (Gustavsson et al.,
2011). This does not only pose an environmental and sustainability issue (Aschemann-
Witzel et al., 2018) but leads also to a substantial financial loss (Buzby & Hyman, 2012;
Gustavsson et al., 2011). The 40 to 45 mtons of waste per year add up to a financial
loss of 57 billion USD per year (Gustavsson et al.,, 2011). Therefore, researchers
argue, that food waste should be made a key priority of corporate social responsibility

programs (Gruber et al., 2016b).

Since the food sector has a high effect on natural resources (Genier et al., 2009), the
reduction of food waste in this sector is of high importance. Unpredictable fluctuations
in the food industry require manufacturers and retailers to produce and store a slight
surplus to what is needed. If this surplus is wasted though, the environmental and
social impacts on society happen without any form of benefit. Consequently, a
sustainable food system, which works in a resource-efficient way is necessary. In the
last years, retailers show higher attention regarding this problem (Cicatiello et al.,
2016). Philip Clark (CEO of Tesco) declared "war on food" in an interview with the
Telegraph, even if it meant to generate less revenue (Bacos et al., 2014). However,
Corporate Social Responsibility (CSR) initiatives can also lead to a competitive
advantage (Vahdati et al., 2015) and be rewarded by consumers (Hartmann, 2011).
Further, associations like the Food Waste Reduction Alliance, the Retailers
Environmental Action Program (REAP) in Europe, or the Waste and Resource Action
Program in the UK have defined fighting against food waste as one of their primary

goals (Bacos et al., 2014). Despite all those efforts a lot of work is still to be done.

One of many possible solutions to address the problem of food waste in the retail sector
could be to reduce the abundance of supply. In the case of supermarkets the demand
needs to be forecasted (Bacos et al., 2014). In the case of a wrong forecast, two
situations may arise. The first option is that the forecasted demand has not occurred.
In this case, the supermarket has a surplus of food that needs to be taken care of.
Since retailers paid for the products they might then not be able to sell, the reduction
of food waste is in their interest as well (Filimonau & Gherbin, 2017). The second option
is that there has been more demand than forecasted and the supermarket is out of the

requested product. This will lead to an out-of-stock (OOS) situation, where the

1



Introduction

customer is not able to get his or her desired product. Even though the second
possibility prevents food waste, it can lead to customer dissatisfaction. According to
research, the lack of the desired product on the shelves can lead to different negative
emotions like dissatisfaction, irritation, and frustration (Sanchez-Ruiz et al., 2018). But
not only customers are negatively affected by OOS situations. Retailers, on the other
hand, take the risk of upsetting loyal customers, losing a customer who cannot find the

desired product for a shopping trip, or even worse losing them entirely to a competitor.

Corporations often face the problem of how to ensure both social and environmental
demands on one side and stakeholder interests in profit maximization on the other side
(Hahn et al., 2017; Mohr & Webb, 2005). Even though food waste is an increasing
concern, there are still factors obstructing the enforcement of anti-food-waste
measures, like the fear of reduced profits (Aschemann-Witzel et al., 2016). Therefore,
Corporate Social Responsibility actions, which prevent food waste like for example
anti-food-waste ambitions of retailers, need to be evaluated under the aspect of
whether and how customers value those actions (Goebel et al., 2018). This holds true
especially for marketing purposes (Aschemann-Witzel et al., 2016, 2018; Carroll &
Shabana, 2010). Studies have shown, that consumers do value CSR practices in their
evaluation of a company (J. Smith, 2013). Jurgen Peritz, a former member of the
Executive Committee of Cop in Switzerland, argues that “customers care [about
sustainability] today and will care even more tomorrow. The chance for retailers to

differentiate themselves and their brand is enormous.” (Bacos et al., 2014).

To design purposeful actions, retailers need to know in detail, which actions fit the
lifestyle of their target group and will, therefore, be accepted. If consumers support and
accept these actions, effective strategies can be implemented by companies (Vitell,
2015).

The main goal of the master thesis on hand is to examine whether the reduction of
food waste as a justification for an OOS situation can influence the satisfaction of
consumers. This will not only contribute to the existing literature on CSR and consumer
satisfaction but further open new ways for food retail managers to find a balance where
costs can be saved without losing customers due to stockouts. Through developing
and testing a model that sheds light on the influence of a CSR-related justification on
a stockout situation outcomes could be applied to broader industries than just grocery

stores.
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Additionally, the importance of the moderating effect of human values (in this case self-
enhancement vs. self-transcendence) and CSR skepticism on the relation of anti-food-

waste ambitions on consumer satisfaction in an OOS situation will be examined.

To summarize, the findings of this thesis are aimed to provide deeper understanding
about the relation between anti-food-waste efforts as a justification for stockouts and
consumer satisfaction, while taking potential moderating effects into account. At the
end of this thesis the results will be discussed and put in context with prior findings,

allowing us to identify possible research gaps for future research.

After introducing the topic of research for this study in the first chapter, the second
chapter introduces the theoretical background regarding food waste, OOS situations
and CSR. Hereby, prior research and the current status in literature will serve as basis
for the development of the conceptual framework including the formulation of the
hypothesis. The empirical section of the thesis will be discussed in chapter four. This
includes, the applied methodology, a short explanation of an experimental design, the
data collection process, an overview of the composition of the respondents as well as
the used measures. Chapter five includes the analysis and the obtained results of the
data, including the results of the pre-test. In chapter six the findings will be discussed
and put into context with prior research. Further, the implications for theory, practice
and management will be discussed. Chapter seven will sum up the findings and offer
a conclusion. In a last step chapter eight will deal with the limitations of the present

study as well as recommendation for further research.



Theoretical Background

2 Theoretical Background

2.1 Food Waste

2.1.1 Definition of Food Waste

Food waste, as well as food loss, has gained more and more attention in research, as
well as in the public eye over the last few years. In 2014, the European Parliament
declared 2014 to be the “European year against food waste”. Further, a resolution was
adopted aiming to reduce the annual waste of food by 50% until 2025 (Lanfranchi et
al., 2014). But not only the EU has started to focus on food waste and loss, but also
the United Nations (UN) declared food waste as a central aim in their sustainability
development goals (UN, 2015). According to the Food and Agriculture Organization
(FAO) food loss and food waste account for approximately a third of what is produced
in the agricultural sector (FAO, 2011). The UK’s Institution of Mechanical Engineers
(IME) estimates that the amount of food produced for human consumption, which is
wasted, is as high as 2 billion tons a year. This is equivalent to half the worldwide
produced food (Institution of Mechanical Engineers-IME, 2013). In Europe alone, 88
million tons of food per year get wasted, which is approximately 5% of the global
volume (Filimonau & Gherbin, 2017).

The differentiation of food loss and food waste is highly important. While food loss
refers to the loss of agricultural products during production, storage, distribution, or
processing, food waste is referring to the waste of food through human action
(Aschemann-Witzel et al., 2016; Bagherzadeh et al., 2014). For this thesis, the focus
will be on food waste since the food in grocery stores is already in the final stage of

the supply chain and meant for human consumption.

Another common distinction in terms of food waste is the differentiation between
unavoidable food waste, possible avoidable food waste, and avoidable food waste
(Gustavsson et al., 2011; Nordic Council of Ministers, 2011; WRAP, 2009). Avoidable
food waste is food that was appropriate for human consumption and got disposed at
some point. Possibly avoidable food waste refers to food which part of the consumers
eat, while others do not (e.g. bread crusts), or food that could be eaten if prepared in
the right way (e.g. potato skin). Unavoidable food waste are parts of food that are
inedible or waste that stems from the preparation of food. Unavoidable food waste is

generally not suitable for human consumption (WRAP, 2009). Considering this thesis,

4
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the focus lays on avoidable food waste, since all food wasted in the retail sector is in

principle avoidable.

Stenmarck et al. (2016, p. 7) define in their research for the FUSIONS EU Project food
waste as “Fractions of “food and inedible parts of food from the food supply chain” to
be recovered or disposed [...].” The FAO declares food waste as every healthy and
consumable food item that is wasted, degraded, lost, or consumed by pets at any stage

of the food chain, instead of being consumed by humans (FAO, 2006).

In research literature, no agreement on one definition of food waste can be observed
(Bagherzadeh et al., 2014). Aschemann-Witzel (2017) defines it as the waste of food
items that are set for human consumption but do not get consumed (Aschemann-
Witzel et al., 2017). Lanfranchi et al. (2014) state that food waste implicates the
conscious decision to reject perfectly edible food. Smil (2004) even includes food that
is consumed in excess of what a person is required to eat from a nutritional
perspective. He justifies this inclusion in his definition through the fact that long-term
overconsumption of food leads to health-related problems like obesity. Therefore, this
practice is not to be seen as sustainable and is to be considered as a part of food
waste and food loss. In this thesis, the definition of Aschemann-Witzel will be used, as

it is easy to understand and includes the relevant point of an unutilized surplus.

2.1.2 Consequences of Food Waste

Food waste is a newly arisen problem of the 20" century. Previously, food security was
an unknown concept and people simply could not afford to waste food. According to
Parfitt et al. (2010, p. 3078), several reasons for this change need to be taken into
account: “[...] consumers’ low price of food relative to disposable income, consumers’
high expectations of food cosmetic standards and the increasing disconnection

between consumers and how food is produced.”

Food waste is an environmental as well as social issue. The environmental aspect
mostly derives from the fact that to produce the food, which is later wasted, scarce
resources are used for production, transportation and the preparation of the food
(Aschemann-Witzel et al., 2016). Freshwater, fossil fuels and farmland are being used
without contributing to consumption. Further, the food which is not used needs to be
disposed. This may lead to additional environmental problems like methane emissions
generated by food decomposition in landfills. The FAO states if food waste was a

country, the carbon footprint of it would rank directly after China and the U.S. (FAO,
5
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2013). As a result, food waste conduces to climate change (Hall et al., 2009). Every
food item wasted contributes at least as much of an environmental impact as a food
item consumed. The only difference is that no value is added through the satisfaction
of a human need. Therefore, food waste becomes a social problem as well. The wasted
food item could have been of use to serve a persons’ need. Given the share of the
human population living in hunger or suffering from malnutrition, food waste is highly
unethical (Godfray et al., 2010). In addition, it is closely linked to the so-called “double
burden”. This refers to the problem of, as already mentioned, around 1 billion people
suffering from hunger on the one side and about the same amount of people being
overweight (Del Giudice et al., 2016). Therefore, this is a problem that needs to be
addressed. Subsequently, food waste impacts the current generation by enhancing
social inequality through the lack of food for certain parts of the population, while at the
same time endangering the environment which is necessary to fulfill nutritional needs
for following generations (Aschemann-Witzel et al., 2016). However, food waste does
not only have environmental and social consequences but it is also uneconomical
(Buzby & Hyman, 2012). The food wasted in Europe alone adds up to a loss of around

57 billion dollars a year (Gustavsson et al., 2011).

To tackle these negative consequences of food waste the European Commission
ranks the waste management options in a hierarchy depending on their environmental
impact. These strategies include reusing, recycling and the reduction of waste, with
the reduction being the most efficient (European Commission, 2012). Due to the
specific characteristics of food, food waste can only be managed through reduction.
Recycling and reusing represent only a possibility with certain parts of the food
production like packaging (Del Giudice et al., 2016). Differing from the EU waste
hierarchy, the US Food Recovery Hierarchy from the United States Environmental
Protection Agency (USEPA) divides the stage of food prevention into two
subcategories. The first is the nutrition of hungry people with surplus food; the second
is reducing the source. Even though feeding hungry people is a good strategy, USEPA
focuses on reduction, aiming to diminish the amount of food produced (USEPA, 2020).
Mourad (2016) added that the only way to reduce food waste is through strong
measures aiming at the reduction of unnecessary production and consumption. Recent
studies underline this argument by showing evidence how a surplus of food results in
higher food waste (Huang et al., 2020; Messner et al., 2021). As a result, one of the

possible measures can be the reduction of redundant supply.

6
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2.1.3 Food Waste in the Retail Sector

While research on food waste is broadly diversified, the research on the retail sector
of this issue is rather limited (Lebersorger & Schneider, 2014). One reason could be
that comparing to the total share of food waste produced by households (53-71%), the
impact of retail on food waste is rather small (2-9%). Still, in the EU alone, grocery
retail is accountable for circa 4.4 million tons of food waste in 2010, which represents
about 5% of the total food waste across the European food supply chain (European
Commission, 2011b). According to findings of Priefer et al. (2016) up to 80% of this
food waste could have been avoided by the right policy decisions and management
interventions. Therefore, food waste is a problem that is located at the end of the supply
chain (retail and final consumption) and is linked to the behavior of retailers and

consumers (Del Giudice et al., 2016).

Some obstacles in the fight against food waste are purely retail-related. The lack of
personnel able to order the right amount of food results in imperfect demand
forecasting. Further, the right of retailers to return unsold food to the wholesaler,
eliminates any incentive to prevent food waste for the retailer (Eriksson et al., 2017).
The missing communication between retailer and supplier is another problem in the
ordering process. These are just some of the problems hampering the fight against

food waste (Nordic Council of Ministers, 2011).

Other obstacles include the consumer side as well since their behavior is also shaped
by marketing tools of grocery stores. Practices like “best-before” dates, excessive
cosmetic standards, and pricing strategies like 2 for 1 contribute to consumer-related
food waste (Aschemann-Witzel et al., 2016). But retailers can also positively contribute
to the issue by encouraging consumers to act in a favorable way (Aschemann-Witzel
et al., 2017). Retailers have a strong strategic position concerning the production of
food, in-house waste management, and the final consumption. Therefore, the goal to
consume less and by that reduce waste should be a goal that is reflected in marketing
strategies to promote sustainable consumption. In addition, since the market
concentration among retailers in the food retail market is high, the number of relevant
players in the market is low. Therefore, these few actors decide which actions to take,
resulting in the fact that these decisions have a huge impact on food waste
(Kulikovskaja & Aschemann-Witzel, 2017).
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Findings of Aschemann-Witzel et al. (2018) show, that the highlighting of altruistic
motives through food waste messages increased the likelihood of consumers buying
suboptimal food. Del Giudice et al. (2016) point out in their research, that consumers
are willing to pay more for products that have a waste reduction certification. The
results of Lanfranchi et al. (2014) indicate that by implementing an anti-food-waste
campaign consumer choices can be guided and result in more conscious decisions in
their buying behavior. This results consequently in social, environmental, and even

economic benefits (Lanfranchi et al., 2014).

The monetary disadvantages occur for manufacturers, retailers, consumers, and
governments. The wasted resources could be used more effectively. “For us it's huge.
As a single store, the value of food waste is hundreds [of] pounds a week. For Tesco
as a company it is a multi-million pounds loss” (Filimonau & Gherbin, 2017, p. 1190).
Although one might argue that from a retailer perspective it could be counterproductive
to take countermeasures against consumers’ overconsumption due to possible
revenue losses, consumers might even appreciate those efforts. Richter and
Bokelmann (2018) findings suggest, that consumers view food waste as highly
unethical. Therefore, the avoidance of food waste can be seen as an important other-
centered motive. Further, the reduction of food waste can be a source of competitive
advantage. By increasing operational efficiency, cutting unnecessary costs, increasing
the freshness of the offered products, and establishing an environmentally and socially
responsible image, retailers can differentiate themselves from the competition (Richter
& Bokelmann, 2018).

Even if, like Milton Friedman (as cited in Kulikovskaja & Aschemann-Witzel, 2017, p.
331) argues, the “business of business is business”, which conveys the idea that the
main goal of a company is to generate profit and the costs of discarding food are lower
than reducing orders, researchers emphasize the importance of social reasonability in
business. The present idea of business includes CSR as a good opportunity for
improvement. The objective is to accomplish monetary goals while being socially and
environmentally responsible. Therefore, ways have to be found to act in a responsible

way without damaging the main business.

Gustavsson et al. (2011) argue that one of the main barriers towards the
implementation of successful management practices in this field are managerial

attitudes. By researching different managerial approaches to reduce food waste, best
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practices, which are feasible, could be confirmed and adopted in wider fields
(Filimonau & Gherbin, 2017). Research identifying the need of tackling food waste is
broad but research examining practical interventions is still insufficient (Muth et al.,
2019).

Considering the problem of consumers’ expectations of alternatives and fully stocked
shelves, retailers are often “forced” to order more than what is necessary. Therefore,
the Nordic Council of Ministers (2011) recommends researching the actual behavior of
consumers, by investigating consumers’ acceptance of fewer alternatives or even

empty shelves.

This thesis will focus exactly on the suggested question by researching if consumers
feel less dissatisfied facing stockouts if this stockout is justified by the attempt to reduce

food waste.

2.2 Out-of-stock

2.2.1 Definition of Out-of-Stock (OOS)

Due to the increasing competition in the grocery store sector, retailers need to achieve
a competitive advantage. A significant factor is to meet customer needs through
offering the demanded product in the right quality, quantity, and at the moment of the
demand (Helm et al., 2013). On the other hand, whilst fighting food waste the reduction
of abundant supply may be a possible solution. Here, it can either happen that a retailer
orders too much, has to take care of the surplus food and is not able to resell the
products paid for. Alternatively, the product might not be available for a customer at
the given moment, is, therefore, out-of-stock, and revenue gets lost. Both alternatives

bear costs, while the latter brings along societal and environmental advantages.

The definitions of what a stockout is are broad and do not always include the same
elements. There are more elaborated definitions like the definition of Roland Berger
(2003) which differentiates between three typologies of OOS including classical, dual
placement, and delisting stockouts. The classical OOS implicates that the consumer
cannot find a desired item on the shelf. In the case of a dual placement OOS, a product
can either be found on the promotion placement side or the shelf but not on both. A
delisting OOS occurs when the product is no longer available since the store personnel
took it.

Holman and Buzek (2008) differentiate between five types of OOS:
9
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=  Empty shelf OOS: the case in which a consumer is not able to find the product
on the shelf

= Stock present but no help available OOS: the case in which the item is
available but out of reach for the consumer (because it is placed on a high shelf
or is locked) and no help is available

= Stock present, but no access OO0S: the case in which help from a staff
member is available, but this person is not able to reach the product either (e.g.
employee has no access to the area where the product is stored)

= Promo price mismatch OOS: the case in which a customer refrains from
buying an item because the price/offer in the store is not the same as advertised

= Any other reason OOS: these reasons for consumers to leave the store do not

include the above-mentioned reasons or the goal to lower their expenses.

According to Bayle-Tourtoulou et al. (2006), the classical OOS definition focuses
mainly on the perspective of sellers and does not consider the economic side of OOS.
The authors state that a complete definition should include the duration, the frequency,
the importance of the item in the product category, and whether the stockout happens
in a period of low vs. high traffic in the store. For the purpose of the present work, the
definition of Efficient Consumer Response (ECR) Europe (2003) will be used. ECR
Europe (2003, p. 8) defines an Out-of-Stock as: “a product not found in the desired
form, flavor or size, not found in a saleable condition, or not shelved in the expected
location.” Shortly said an OOS takes place at the moment a customer is not able to
buy the desired product. Moorthy et al. (2015) add a very important aspect to that by
arguing that a stockout occurs at the moment where the product is not available on the
shelf. According to their argument, a customer does not care whether there is a product
in the inventory in the backroom or not, if it is unavailable to him or her. Referring to
the first three categories of Holman and Buzek (2008), the reasons why a customer
cannot find a product may be different, but the result is the same. The consumer will
not be able to buy the desired item. These so-called shelf stockouts occur more
regularly than store stockouts and are more difficult to measure (Papakiriakopoulos,
2006).

Besides the definition of what an OOS is, the duration of the stockout can differ as well.
While a temporary stockout implicates that the desired product is not available at the
time the consumer is shopping but will be back in stock at a later point, a permanent

stockout implicates that the product will not be available anymore (Sanchez-Ruiz et
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al., 2018). The fact that a product is just temporarily unavailable is mostly marked

through the remaining labels on the shelf (Verbeke et al., 1998).

2.2.2 0OOS Rates

In 1996, Anders Consulting conducted a study for the Coca-Cola Retailing Research
Council to identify the OOS rates. After considering ten grocery stores in the U.S., the
researchers found an average OOS rate of 8.2% (Andersen Consulting, 1996). In 2002
a study commissioned by “Grocery Manufacturers of America” (GMA) Gruen et al.
(2002) observed an average worldwide stockout rate of 8.3%. ECR Europe confirmed
these findings in 2003 (ECR Europe, 2003). In March 2020 the American grocery
market Costco had a stockout rate of 56% across eight different product categories
(Statista, 2020). Although itis to be taken into account that during that period the Covid-

19 crisis led to significant supply difficulties.

Geographically spoken, these rates do not significantly differ between regions. Europe
has an overall stockout rate of 8.6%, the U.S. comes in at 7.9%, other regions show a
rate of 8.2%. The only slightly significant difference that has been detected was
between Southeast Europe’ (10.8%) and Northwest Europe? (7,2%).

Further, the authors point out some peculiarities in out-of-stock rates. Stockout levels
depend on categories and vary amongst those. While the worst-performing category
reaches rates up to 15-16%, the best category has a rate of around 1%. The top 10%
of the Fast-Moving Consumer Goods (FMCG) constitute for 45% of all OOS. However,
promoted items are more often out of stock than not promoted items. Ultimately, it is
to be mentioned that the later during the day, the higher the OOS rates (Gruen et al.,
2002).

Overall, no improvement can be identified over the last years. Gruen et al. (2007)
identified that problem specifically and stated: “In fact nearly every report among the
hundreds we have read and reviewed that dealt with the retail out-of-stock levels in the
FMCG industry continuous to converge on that 8 percent number [...]"(Gruen et al.,

2007, p. 7). Hence, the question arises is 8% good or bad? From a customer

"Including Portugal, Spain, Greece, Poland, Hungary, Slovakia, Check Republic

2 Including Norway, Denmark, Sweden, France, Belgium, Netherlands, Germany, Switzerland, Austria,
United Kingdom, and Finland

11



Theoretical Background

perspective, every 13" item wanted is out of stock. From a management perspective,
OOS costs retailers 4% of their sales (Gruen et al., 2007). This leads up to an
estimated loss of 400 billion euros every year for grocery stores (ECR Europe, 2003).
This might explain why the focus of studies mainly lays on managerial measures for

the reduction of stockouts (Sampaio & Sampaio, 2015).

2.2.3 Consumer responses to OOS

“In retailing, the biggest single customer-service complaint is not having the item. [...]
it's like inviting someone into your house and not offering him a seat” (Faircloth 1998,
as cited in Taylor & Fawcett, 2001, p. 74).

When confronted with an OOS situation consumers need to respond and different

reactions need to be considered.

Beginning with the Progressive Grocer study (1968) different studies started to develop

different decision trees for customer reactions in stockout situations:

The Progressive Grocer study (1968) distinguishes between three possible reactions

including:

1) substitution within the brand
2) substitution with another brand

3) refusal to substitute
Walter and Grabner (1975) differentiate between:

1) substitution with another brand (higher price)

2) substitution with another brand (same price)

)
)
3) substitution with another brand (lower price)
4) substitution within the brand

)

5) store switching
Schary and Cristopher (1979) grouped the customer responses into:

1) not buying

2) postponement

)
)
3) substitution with another brand
4) substitution within the brand and
)

5) store switching

12
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The most detailed differentiation was developed by Emmelhainz et al. (1991) including

16 response variations.

The listed decision trees are sometimes more and sometimes less specific versions of
the SDL model (Substitute, Delay or Leave) of Zinn and Liu (2001). The most
commonly used decision tree is that by Schary and Cristopher (1979) and Gruen,
Corsten et al. (2002), in which they differentiate between substitution within the brand
and substitution with another brand, as well as leaving is divided in switching stores
and not buying the item (Aastrup & Kotzab, 2010). Some of these reactions harm the
retailer more (store switching), some harm the manufacturer more (substitution with
another brand) and some harm both (not buying). Followingly, the question arises of

what consumer behavior is most likely to be expected.

= Store switching

= Substitution - Different brand

= Substitution - Same brand
Postponement

= Cancellation

Figure 1: Worldwide consumer responses to OOS (own illustration based on Corsten
& Gruen, 2003)

As shown in figure 1, the most frequent reaction worldwide is store switching (31%),
followed by substitution with a different brand (26%), substitution with the same brand

(19%), postponement (15%), and last cancellation (9%).

The described reactions of customers can vary due to different variables. Verhoef and
Sloot (2010) differentiate between brand-related (e.g. brand loyalty), product-related
(e.g. product type), store-related (e.g. store loyalty), situation-related (e.g. buying

urgency), and consumer related-variables (e.g. age).
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Additionally, consumer responses seem to change depending on the frequency a

customer faces a stockout.

120

100

%0 31
60 M Substitution
W Store switching
40
69
20
31
0
1st time 2nd time 3rd time

Figure 2: Consumer reactions to stockouts over time [%] (own representation based
on ECR Europe, 2003)

Figure 2 shows that shoppers facing an OOS situation for the third time have a

likelihood of 70% to switch the store.

According to ECR Europe (2003), grocery shoppers in Europe rank OOS as the third
most critical issue after shorter queues and more promotions. Therefore, it is no
surprise that OOS situations cause negative emotions for customers. Besides feeling
annoyed, frustrated, stressed, getting the sensation of wasting time, energy, and
money, consumers feel dissatisfied (Grubor et al., 2017; Sanchez-Ruiz et al., 2018).
These emotions can be described by Brehm'’s theory of psychological reactance
(Brehm, 1966). He states, that through the limitation of a person’s freedom to behave
in a certain way, this person will show a psychological reaction. The goal of this
reaction is to regain that freedom of decision. This leads to an increase of aggression
towards the origin of the restriction and heightened decision dissatisfaction
(Fitzsimons, 2000; Pizzi & Scarpi, 2013).

Damages for retailers can vary. By choosing a cheaper option or store switching the
retailer loses revenue as a result of a reduction of sales (Ehrenthal et al., 2014).

Moreover, consumers are more likely to cancel the rest of the planned purchase.
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Having experienced a stockout in a certain store before, consumers anticipate a higher
probability of stockouts in the next purchase. Subsequently, customers had a lower
probability of placing further orders, ordered lesser items, spent less money, and had

a lower successive conversion rate (Anderson et al., 2006).

Additionally to short-time damages, permanent damages occur as well. Consumers’
store loyalty, brand loyalty, store image can be weakened. Further, consumers can
build a new relationship with other stores and brands (Wiebach & Diels, 2011). Also,
through negative word-of-mouth other consumers can be negatively influenced as well
(Zinn & Liu, 2001). The study of Corsten and Gruen (2003) supports these findings by
indicating that stores with higher stockouts gain fewer customers from the competition.
The final loss is permanent shopper loss to the competition. Although the consumer
switching rate is hard to document, Gruen et al. (2007) estimate the costs at 1 million
$ per every 200 customers in the U.S. Campo et al. (2000) conclude that stockouts

lead to a loss of customers up to 14 percent.

After identifying the severe consequences stockouts can entail, the question arises on
what can dampen these consequences. Sampaio and Sampaio (2015) conducted a
study researching the effectiveness of remedies as an alternative to the reduction of
stockouts. They highlight the necessity of research in this field by underlining that even
though the reduction of stockouts is of high priority, stockout levels have remained
constant over the years. Their results show that by offering remedies the percentage
of customers leaving the stores can be significantly diminished. Therefore, the
research goal of the thesis at hand, examining whether anti-food-waste ambitions can
enhance consumer satisfaction in a stockout situation, will provide further insight into

this topic.
2.3 Corporate Social Responsibility (CSR)

2.3.1 Evolution and Definition of Corporate Social Responsibility (CSR)

CSR has gained increasing importance over the last decades in the world of scientific
research as well as in the business environment. Since CSR is a very complex
construct it is often been used interchangeably with terms such as sustainable
business, environmental responsibility, corporate citizenship, business ethics, and
corporate accountability as well as social and environmental accountability (Jiang &

Wong, 2016). The concept of CSR includes several different aspects such as local
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well-being, sustainable and environmentally friendly production of products, fair
treatment of suppliers and employees, and consideration of the impacts of business
on society in general. Carroll (1979) and other authors cite Bowen (1953) with his book
Social Responsibilities of the Businessman as the study to cover the construct of CSR.
As believed by Maignan (2001, p. 58) Bowen’s book is “the starting point of an
abundant literature on the nature of corporate social responsibilities”. Nevertheless, a
valid and generally accepted definition of Corporate Social Responsibility is still
missing. Dahlsruds (2008) analysis of 37 different definitions of the concept
demonstrates the lack of consensus. As stated by Pérez and Rodriguez del Bosque
(2012) the growing interest in the concept of CSR has led to deviating definitions in the
academic world. Further, the fact that the concept is often researched from different
angles and “through different disciplinary and conceptual lenses” (Aguinis & Glavas,

2012, p. 933) adds to the problem of a missing universal definition.

Carrolls (1999) work “Corporate Social Responsibility — Evolution of a Definitional
Construct” presents a historical overview of the evolution and different definitions of
the construct of CSR. As mentioned above, Carroll (1999) traces the roots of CSR as
a construct back to Howard R. Bowen in the 1950s who defines CSR as “[...] the
obligations [...] to pursue those policies, to make those decisions, or to follow those
lines of actions which are desirable in terms of the objectives and values of our society”
(as cited in Carroll, 1999, p. 270).

A decade later, in 1960, Keith Davis argues that even though CSR is a nebulous idea,
its power to lead to a long-run gain for firms needs to be taken into account. He argues,
that through acting socially responsible firms can achieve a pay-back for their socially
responsible decisions (as cited in Carroll, 1999, p. 271). In 1973 Davis defines CSR
as “the firm’s consideration of, and response to, issues beyond the narrow economic,

technical, and legal requirements of the firm” (as cited in Carroll, 1999, p. 277).

In 1979 Carroll introduced in his work “A three-dimensional conceptual model of
corporate performance” the most common and influential conceptualization of CSR
(Carroll, 1979). He differentiates between four major categories including economic,
legal, ethical, and discretionary/philanthropic responsibilities. In his later work in 1991,
he refers to those as the CSR pyramid (Carroll, 1991). In his work, Carroll states that
the first responsibility of a firm is to achieve its economic responsibilities. He declares

that “all other business responsibilities are predicated upon the economic responsibility
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of the firm, because without it the others become moot considerations” (Carroll, 1991,
p. 41). The legal responsibilities imply that a firm has to act within the laws and
regulations given by the government or state. The third responsibility (ethical) includes
the expectations for a firm that are not codified into law for example avoiding doing
harm or the obligation to act fair. The last category (discretionary/philanthropic)
includes the expectations of society towards a firm as being a good corporate citizen.
These could include contributing resources to the community and improving the

general quality of life of the society (Carroll, 1991).

Despite a lack of a generally accepted and universal definition, Corporate Social
Responsibility has become an internationally established concept (Schneider, 2015).
Another conceptualization, especially suitable for CSR research with a focus on
consumer behavior is the SD paradigm (Choi & Ng, 2011). Even though developed for
a macro level, this paradigm has been used to explain business behavior (Garriga &
Melé, 2004). The Brundtland Committee (United Nations, 1987) characterizes it as
development which while meeting the demands of the present still incorporates the
needs of future generations and thus does not compromise them. It distinguishes three
fields of action for companies: economic growth, social cohesion improvement, and
environmental protection and is often referred to as the triple bottom line (TBL). The
main statement of the TBL is that organizations or firms should simultaneously aspire
to reach social, environmental, and economic goals by integrating all in their ways to
conduct business (Slaper & Hall, 2011). The economic dimension refers to the
expectation that the company will be profitable. The social dimension implies that the
company acts in harmony with its social environment and is involved in social issues
for example through aiding social causes. The environmental dimension refers to the
environmentally friendly behavior of a company. This includes for example the ideal
use of resources or the prevention of waste (Choi & Ng, 2011). This conceptualization
is conforming with one of the most frequently used, contemporary, and resultingly
fitting for this research, definition from the European Commission. They comprehend
CSR as “the responsibility of enterprises for their impacts on society” and define it as:
“[...] a process to integrate social, environmental, ethical, human rights and consumer
concerns into their [the firm’s] business operations and core strategy in close

collaboration with their [the firm’s] stakeholders, with the aim of:

e maximizing the creation of shared value for their owners/shareholders and for

their other stakeholders and society at large;
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e identifying, preventing and mitigating their possible adverse impacts”

(European Commission, 2011a, p. 6).

This definition goes further than just being socially responsible and mere compliance
with legal regulations on a voluntary basis. It expects firms to go beyond that and
contribute to societal well-being. A lot of core features from the previous definitions of
the European Commission in 2001 and 2002 such as the stakeholder approach?® or the
fact that CSR exceeds just the mere compliance with legal regulations have been
adopted. Nevertheless, there are also differences between the two versions. Firstly,
the absence of the triple bottom line, which was compensated through the section of
human rights and ethics. Secondly, the aspect of voluntariness, which was a dominant
factor in the definitions of 2001 and 2002 has been strongly relativized suggesting that
Corporate Social Responsibility is no longer nice to have but is rather a basic

expectation towards modern firms (Schneider, 2015).

Finally, it needs to be clarified that according to the differentiation of Brown and Dacin
(1997) one has to distinguish between corporate associations and product
associations. The first includes “all the information about a company that a person
holds” (Brown & Dacin, 1997, p. 69) and therefore concentrates on the firm at large,
whereas the second focuses on specific products. In this thesis, the corporate
associations are of interest, as the respondents are asked about their overall CSR

perception of the firm.

2.3.2 Consumer responses to CSR

One of the most fundamental findings in the literature is that stakeholders in general
reward firms that implement CSR activities in their business (Dawkins & Lewis, 2003).
Engaging in socially responsible activities does not only increase the well-being of
society and the planet in general but can also form a generally favorable image of the
company (Loureiro et al., 2012). A 2006 conducted study by McKinsey & Company
states that firms engage in CSR mostly because the management expects to obtain

positive and company favoring reactions from shareholders (McKinsey&Company,

3 The stakeholder approach implies that a firm has not only to consider the interests of the shareholders
but should also consider the interests of the stakeholders (e.g. customers, suppliers, employees, or local
communities).
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2006). Aschemann-Witzel et al. (2016) conclude that firms seem to rather enlarge their
possibilities than limit them. Therefore, CSR can be regarded as strategically important

for firms (Loureiro et al., 2012).

Research indicates that socially responsible actions of firms are taken into
consideration by consumers when purchasing a product (Bhattarcharya & Sen, 2003).
Some findings indicate that even though CSR increases consumers’ purchase
intention, it does not necessarily increase purchase behavior (Bhattacharya & Sen,
2004; Luo & Bhattacharya, 2006). Ailawadi et al. (2014, p. 157) explain these findings
with “consumers’ unwillingness to trade off other attributes for CSR.” Other findings
though (e.g. Andrews et al., 2014; Du et al., 2011; Henderson & Arora, 2010; Krishna
& Rajan, 2009) indicate that consumers choose products they apprehend as socially
responsible in both field and experimental settings. According to findings from the
consulting group Brands&Values, 40% of the surveyed consumers in Germany would
prefer to buy a product from a company that participates in CSR activities than from a
company that does not (M. Blumberg & Droge, 2008). Research shows, that
consumers are even willing to pay a price premium for products of firms they perceive
as socially responsible (Trudel & Cotte, 2009). Furthermore, Pérez et al. (2013)
ascertained that CSR does also positively influences consumer loyalty, often

measured through repurchase rates.

Socially responsible initiatives of companies do also have a positive impact on trust
towards a firm (Fatma et al., 2016) and consumer satisfaction (Chung et al., 2015a;
Luo & Bhattacharya, 2006; Park et al., 2017). Carroll (1991) and Achrol and Kotler
(2012) trace this back to the idea that CSR works as an indication of shared social
norms between the firm and its customers. Carvalho et al. (2010) add that switching

and complaining rates decrease.

Additionally, CSR can positively affect the reputation of a company (Godfrey et al.,
2009). Consumers also tend to be more willing to recommend or promote a company
and its products (Carvalho et al., 2010; Li et al., 2017) as well as engage in positive
word-of-mouth (Du et al., 2011). Not only does CSR enhance positive word-of-mouth,
but it also reduces anger and negative word-of-mouth after dissatisfactory incidents
and increases consumers’ resilience to negative information (Joireman et al., 2015; J.
Kim & Park, 2020).
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These positive attitudinal and behavioral responses also affect measurable business
outcomes. CSR initiatives of firms are regarded as an important feature for the
differentiation of companies. Therefore, CSR can lead to a competitive advantage for
firms. Especially if firms engage in proactive CSR approaches, which go beyond the
standards dictated by law. This engagement offers firms the opportunity to be a first
mover and set standards before the competition does (Y. Kim, 2017). Often these
companies also benefit from the fact that these self-imposed regulations later become
law (Aschemann-Witzel et al., 2016). These competitive advantages often result in
higher profits (Carroll, 1999).

In conclusion, it is interesting to see that all these positive reactions seem to be even
stronger if a company engages in CSR activities that are considered appropriate and
have personal relevance for the consumer. A high cause fit between the firm and the
field of engagement in CSR has been shown to be more effective (Du et al., 2007). A
good example is the US supermarket Whole Foods who created a campaign including
all business-relevant aspects like sustainable procurement to environmentally
conscious retailing. This initiative has led to firms’ massive success and helps the

company to retain customers (Springer, 2006).

2.3.3 CSR related to food waste

The concept of Corporate Social Responsibility can include different and multiple
aspects. Therefore, it is necessary to identify the relevant component of the term for
this study. Anti-food-waste ambitions are a relevant and rising part of CSR in this field
of study and are studied from different angles. Further, several associations like the
Food Waste Reduction Alliance, the Retailers Environmental Action Program (REAP)
in Europe, or the Waste and Resource Action Program in the UK have defined fighting
against food waste as one of their primary goals (Bacos et al., 2014). Priefer et al.
(2016) approach the problem of food waste by presenting promising policy options of
the EU to prevent food waste. Del Giudice et al. (2016) researched the impact of anti-
food-waste labeling on consumers’ willingness to pay a price premium. Their findings
show, that especially labeling indicating the reduction of the carbon footprint enhances

participants’ willingness to pay.

Forsman-Hugg et al. (2013) classified seven key dimensions of CSR for the food chain:
product safety, environment, animal welfare, corporate nutritional responsibility, local

market presence, and economic responsibility as well as occupational welfare. The
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reduction of food waste is to be allocated to the aspect of environmental CSR.
Anselmsson and Johansson (2007) researched the possible dimensions of CSR
positioning for grocery retailers. Their findings indicate, that grocery retailers can focus
on the dimension of human responsibility, product responsibility, and environmental

responsibility, with food waste being part of the environmental dimension.

A retailer in the food sector can implement different strategies to reduce food waste.
From the donation of surplus food to charity, to implementing waste targets, and up to
the relaxation of cosmetic standards of food (Devin & Richards, 2018). The reduction
of inappropriate packaging sizes (e.g. oversized) as well as the refraining from
advertising increased food purchase with offers like ‘buy one get two’ are other
possibilities to avoid food waste. Further, Tesco Plc for example has announced to
remove the best before date on their products to prevent that customers discard still
edible products (Pulker et al., 2018).

The strategy of the reduction of supply is rather under-researched, due to the
assumption that consumers feel restricted if the choice of products is restricted (Gruber
et al., 2016a). This strategy requires an exact forecast of the demand (Bacos et al.,
2014). In the case of a wrong forecast, two situations may arise. The first option is that
the forecasted demand has not occurred. In this case, the supermarket has a surplus
of food that needs to be taken care of. The second option is that there has been more
demand than forecasted and the supermarket is out of the requested product. This will
lead to an out-of-stock (OOS) situation, where the customer is not able to get his or
her desired product. Even though the second possibility prevents food waste, it can
lead to customer dissatisfaction. According to research, the lack of the desired product
on the shelves can lead to different negative emotions like dissatisfaction, irritation,
and frustration (Sanchez-Ruiz et al., 2018). However, not only customers are
negatively affected by OOS situations. Retailers take the risk of upsetting loyal
customers, losing customers who cannot find the desired product for a shopping trip,

and even worse losing them entirely to a competitor.

Corporations often face the problem of how to ensure both social and environmental
demands on the one side and stakeholder interests in profit maximization on the other
side (Hahn et al., 2017; Mohr & Webb, 2005). But what if the negative outcomes of
OOS situations can be “buffered” through CSR-related anti-food-waste ambitions?

Since an initiative to reduce food waste needs the engagement, acceptance and
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involvement of consumers, it is interesting to examine consumers’ reaction to a

reduced supply due to anti-food-waste ambitions.

This study will concentrate on the manipulation of the CSR dimension through the
usage of two different scenarios (one implicating the ambitions to reduce food waste
resulting in a stockout and one without explanation resulting in a stockout) and the

expected differences in consumer satisfaction.
2.4 Theory

2.41 Perceived Value Theory

In the academic world, there is still the debate whether to manage companies relying
on the stakeholder or the shareholder theory. The stakeholder theory suggests that a
company has not only a responsibility towards its owners and shareholders but also
towards employees, customers, suppliers, the environment, and society at large.
Followingly, according to this view CSR activities are essential. The shareholder theory
on the other hand suggests that a firm has its first and most important responsibility to
the owners and shareholders and therefore views CSR initiatives as rather optional.
These initiatives can bear risks and costs for the company, explaining why managers
are sometimes hesitant to encourage them (Choi & Ng, 2011). In the case of this thesis,
one might argue that diminishing the supply, which leads to a possible stockout, bears
a certain risk for the firm. The theory of perceived value will be used as the basis to
argue, how the CSR-related initiative to reduce supply, adds value to the company

from the customers’ point of view.

Perceived value (PV) from a customer’s perspective is vital to explain a firm’s success
over time. Companies that provide a specific value to customers are more likely to be
market leaders (Mizik & Jacobson, 2003). By offering better value, the firm can gain a
competitive advantage and even create value for itself (Holbrook, 2019). Slater (1997,
p. 166) states that “[...] the creation of customer value must be the reason for the firm’s
existence and certainly for its success.” Although the concept of PV gained increasing
attention, a uniform definition is still missing (Jozée Lapierre, 2000; Zeithaml, 1988). A
reason for that could be the various conceptualizations as customer utility,
psychological price, worth and quality or perceived benefits relative to costs (Woodruff,
1997). Moreover, the perception of value is influenced by the type of product or service

as well as customer characteristics (Zeithaml, 1988).
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The most commonly accepted definition of PV is the one proposed by Zeithaml (1988).
The author defines PV as “The consumer’s overall assessment of the utility of a product
based on perceptions of what is received and what is given” (Zeithaml, 1988, p. 14).
The receiving part of the concept describes the benefits of a consumer from utilizing a
service or a product. The giving part of the construct describes the sacrifices of a
consumer to obtain it. This includes not only monetary aspects but also aspects like

energy or time consumption and experienced stress (Yang & Peterson, 2004).

Concerning the dimensions of perceived value, two main approaches must be
differentiated. Firstly, PV is described as a unidimensional construct. Even though it
may be produced by multiple antecedents, it is not a combination of several items.
Research according to this view focuses on the tradeoff of utility from the product and
service and the disutility mostly measured through price (Sanchez-Fernandez &
Iniesta-Bonillo, 2007). Even though this view has been broadly adopted, it has been

criticized to be too superficial (Fernandez et al., 2008).

The second approach defines the concept as multidimensional. This approach consists
of multiple dimensions that allow a holistic illustration of PV (Sheth et al., 1991;
Sweeney & Soutar, 2001). Bolton and Drew (1991) indicate that PV is more than just
the simple one-dimensional tradeoff between utility and sacrifice/price since it is more
complex. Woodruff (1997) defines the concept as a preference for the performance,
the product attributes, and the consequences that fulfill the customer’s aims and
purposes. Staudt et al. (2014, p. 67) include in their definition the aspect of
differentiation and define perceived value as “the unique offer made to a company’s
customers, with all its hard and soft dimensions, and therefore as the cynosure of how

a company seeks to differentiate itself from competitors.”

Even though there is no universal definition, research has found a certain point of

agreement regarding the main point of the instruct:

e the use of a specific product, brand, or service is necessary to evaluate
consumers PV

¢ afirm cannot objectively create PV since it is a subjective perception

e as mentioned above, PV results from a tradeoff including different dimensions

e PVis dynamic and can change over time

e it must be considered relative as it is often compared to the PV of the

competition (Curras-Pérez et al., 2018).
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Perceived value however does not only include functional/utilitarian aspects. Social,
epistemic, or emotional aspects need to be taken into account as well (Sheth et al.,
1991). In their research Sweeney and Soutar (2001) developed the 19-item PERVAL

scale to measure four different dimensions of PV:

e quality as a functional value referring to the utility obtained from the expected
performance and the perceived quality of a product/service

e price as a functional value referring to the utility obtained from product/service
by reducing its perceived short and long-term costs

e emotional value referring to the utility obtained from positive feelings/affective
states due to the product/service and

e social value referring to the utility obtained from the ability of the

product/service to increase social-self-concept (Sweeney & Soutar, 2001).

Another model that includes multiple dimensions is the value model suggested by
Holbrook (2006). According to the author, value must be looked at “as an interactive
relativistic preference experience” (Holbrook, 2019, p. 13). The aspect of interaction is
that value can only be created through a cooperation of the company and a
stakeholder. Since people judge the actions of a firm as either good or bad, favorable
or unfavorable or positive or negative, value depends on preference. The relativistic
dimension of the definition is based on the fact that value depends on the individuals

each evaluating value differently. Table 1 presents the four different types of value.

Table 1: Holbrook's value model (own representation based on Peloza & Shang, 2011)

Extrinsic Intrinsic
Self-oriented 1.Efficiency/Excellence 3.Play/Aesthetics
Other-oriented 2.Status/Esteem 4 .Ethics/Spirituality

In table 1 the horizontal axis differentiates between extrinsic and intrinsic value.
Extrinsic value refers to the case in which a product or a service is a means to an end.
Intrinsic value refers to the case where the product or the service is valued for their
own sake. The vertical axis differentiates between self-oriented and other-oriented
value. In the first case, the value depends only on the person consuming or
experiencing the product or the service. In the second case, the value depends on how
other people are affected by the consumption or experience of a product or service.
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The first quadrant of table 1 includes value through efficiency (e.g. convenience) and
excellence (e.g. quality). The second quadrant includes the value of status and
esteem. In both cases value depends on the perception of others. The third quadrant
includes the value of play and aesthetics referring to the joy or the appreciation of a
product or a service. The last quadrant includes the value of ethics and spirituality
referring to the intrinsic desire to do good or feeling connected to a greater power
through a product or service. In the next chapter, this model will be adapted to the

concept of CSR, more specifically to anti-food-waste ambitions.

2.4.2 CSR and Perceived Value

The question arising is how CSR initiatives can provide value for customers. Clarkson
(1995) states that these activities are a way for firms to establish a relationship with
customers, especially since the consumption behavior of customers more and more
includes social and environmental standards. These criteria are taken into account for
the decision with which company to strengthen their relationships for customers
(Curras-Pérez et al., 2018). Further, CSR initiatives help companies to move to the
forefront the advantages of a product or service rather than the disadvantages (Hansen
et al., 2008). Therefore, the higher the perceived CSR engagement, the higher the

consumer perceives the value.

Research has shown that CSR influences the perceived value of customers. The
research of Mohammed and Al-Swidi (2019) concludes that CSR activities are a
notable predictor of customer perceived value. Staudt et al. (2014) show that a high
effort on CSR leads to higher perceived value from the customers. Furthermore, the
higher the effort is perceived by the customers the bigger the effect. Choi and Ng
(2011) argue that since value includes everything a customer obtains in relation to a
customer’s sacrifices to acquire a product or service, sustainability should be of value.
According to the approach of Murry and Vogel (1997), companies should try to
generate a value that affects different stakeholders through social or public benefits.
In return, stakeholders will be more willing to support the company. Boccia and
Sarnacchiaro (2018) add that through CSR companies can add value not only for
customers purposefully pursuing this goal but for stakeholders in general. Green and
Peloza (2011) differentiate between three dimensions (utilitarian, emotional, and
social) through which CSR can generate value for customers. A CSR initiative can

generate these simultaneously but not necessarily in the same direction. As an
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example, CSR could have a positive effect on the social and emotional dimension but

reduce the perceived utility for a customer.

CSR has also a strong link to emotional value. The feeling of doing something
beneficial for the society or the environment gives consumers a positive feeling about
themselves and the action and is fun (Bhattarcharya & Sen, 2003). Secondly, CSR can
generate social value for consumers. It gives consumers a way to express their values
and their worldview, define themselves, and socially express their personality (Sen &
Bhattacharya, 2001). This value is mainly affected through activities such as donations
or environmental protection (Green & Peloza, 2011). This thesis will focus on emotional
and societal value, as the CSR initiative to reduce supply to diminish food waste does

probably not enhance the perceived utility for customers.

Peloza and Shang (2011) explain the added value of CSR for consumers in more
detail. According to the authors, the purchase from a socially responsible company
produces different benefits for customers (extrinsic or intrinsic and self-oriented or
other-oriented). As mentioned in chapter 2.4.1 Peloza and Shang (2011) adopted the
model of Hoolbrok (2006) for their research purpose. To give the reader a better
understanding of how the CSR-related initiative of anti-food-waste ambitions can
create value to the consumer according to Holbrook’s value model, the same approach

will be followed.

Table 2: Adaptation of Holbrook's value model to anti-food-waste ambitions

Extrinsic

Intrinsic

Self-oriented

1. Efficiency/Excellence

No obvious value from

anti-food-waste ambitions

3. Play/Aesthetics

One can appreciate the
simplicity of anti-food-

waste ambitions

Other-oriented

2. Status/Esteem

Anti-food-waste ambitions
represent to others one’s

concern for the

4. Ethics/Spirituality

Anti-food-waste ambitions
are a way of contributing
to environmental

conservation and fair
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environment and the distribution of food

society resources

Table 2 shows how the effort of a company to reduce food-waste can generate value
to customers. The first quadrant, referring to extrinsic and self-oriented value through
efficiency or excellence, is not relevant for this research as the reduction of supply
does not create efficiency or excellence for the customer. The second quadrant,
referring to extrinsic other-oriented value through status or esteem, implicates that
through supporting the company’s efforts, customers can show others their concern
for the environment and the society. The third quadrant, referring to intrinsic self-
oriented value through play and aesthetics, implicates that customers can enjoy the
simplicity of just being able to buy what is in stock and therefore reducing the overload
of choice. This value is certainly depending on the personality traits and preferences
of customers. The last quadrant, referring to intrinsic other-oriented values through
ethics or spirituality, implicates that customers can derive value from the feeling of

acting in a responsible way towards the environment and the society.

The next chapter will focus on perceived value and its influence on consumer

satisfaction.

2.4.3 Perceived Value and Consumer Satisfaction

To illustrate how perceived value can influence customer satisfaction it is crucial to
understand that perceived value is considered to be a noteworthy predictor of
satisfaction (Day & Crask, 2000; C.-K. Lee et al., 2007; Oliver, 1996; Sweeney &
Soutar, 2001; Woodruff, 1997). For example, Lapierre et al. (1999) identified a positive
effect of perceived value on consumer satisfaction. Aulia et al. (2016) argue that
through applying the theory of perceived value, it is possible to enhance consumer
satisfaction. Consequently, the higher the perceived value for a customer, the higher
the satisfaction. Sen and Bhattacharya (2001) add that CSR does not only add value
to a product or service but through the identification, implementation, and
communication of CSR activities, customers enhance their specific knowledge which

results in higher customer satisfaction.

As mentioned in chapter 2.4.1 there are different dimensions of value. Fitting to the

research question, Lee et al. (2007) identify that emotional value has a strong and
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direct effect on consumer satisfaction. Therefore, positive feelings from the
consumption of a product or a service enhance the feeling of satisfaction for
consumers. Further, it could be established that social value, referring to the ability to
demonstrate one’s self-image, increase one’s social self-concept and gain social
approval, heightens consumer satisfaction (Williams & Soutar, 2009). Slack et al.
(2020) researched the impact of perceived value on the satisfaction of supermarket
customers in developing countries. Their findings reveal that customers perceived
value has a significant positive effect on customer satisfaction. Furthermore, they
identify that “shopping at supermarkets is perceived to be an essential factor that
affects customer’s decision-making, social image, and social status and for customers
to improve how they are perceived by others” (Slack et al., 2020, p. 1249). This
underlines the findings of Williams and Soutar (2009) on the effect of social value on
customer satisfaction. Finally, one has to bear in mind, that perceived value is the
outcome of different elements that include positive (e.g. enhanced social status) as
well as negative (e.g. less variety) utilities for customers. Thus, positive elements
enhance customer satisfaction, while negative elements diminish customer
satisfaction (Gounaris et al., 2007). Therefore, the present study aims to investigate if
CSR-related anti-food-waste efforts have the ability to dampen consumer
dissatisfaction in a stockout situation. This expected influence is based on the
argument that CSR activities, like anti-food-waste ambitions, add value to the service

of a retailer and therefor have a positive influence on consumer satisfaction.
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3 Conceptual Model and Elaboration of Hypothesis

3.1 The Main Effect

3.1.1 CSR Justification

In the underlying conceptual framework, the CSR justification is the independent
variable in the model. Through the application of the scenario technique this
independent variable will be manipulated. Further, it is expected that the independent
variable has a direct effect on the dependent variable, in this case, consumer

satisfaction.

Research has shown that how the message of a stockout situation is delivered to
customers affects their satisfaction (Tsiros et al., 2004). Previous studies differentiate
between external or internal ascription of responsibility. The explanation of a stockout
can either be company-related (e.g. by taking the blame for the shortage) or not
company-related (e.g. by explaining the shortage through high demand). Boshoff and
Leong (1998) show in their research, that a company related explanation has a positive
influence and heightens the potential to restore satisfaction after a failure. An
explanation for this could be that the customers get the feeling that the company seems
to be in control of the situation. The findings of Pizzi and Scarpi (2013) support this
assumption. According to their data, consumers evaluate the whole experience more
positively. Therefore, the authors suggest that retailers should assume responsibility

even for stockouts they are not responsible for.

Anderson et al. (2006) investigated the effect of five different firm responses to
stockouts in a direct marketing environment. They evaluated the following five possible

responses:

1) simple information that the product is out of stock

2) an explanation informing the customer that there are problems with the supplier

3) an explanation informing the customer that the product is out of stock due to its
popularity

4) the offer of a $5 discount if the customer decides to backorder

5) the offer of 10% discount if the customer decides to backorder.

Their findings show that the most effective response was the explanation of the

stockout due to the product’s popularity. Sampaio and Sampaio (2015) took a similar
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approach to investigate the effectiveness of remedies in case of a stockout. They

investigated the effect of:

1
2

) an apology
)

3) a home delivery
)
)

a raincheck

4
5

a trade-up and

a discount.

Their results show that all remedies are effective, but apology turned out to be
counterproductive since it increased the percentage of consumers leaving the store

(Sampaio & Sampaio, 2015).

Research, as conducted by Klein and Dawar (2004), determined that CSR
engagement before a product-harm crisis weakens the blaming of the company
through consumers. Since consumers experience gratitude for a company’s effort to
act responsibly towards society as a whole, CSR activities of a company influence the
reaction of consumers in case of an unpleasant situation through gratitude. This is the
case, even if they do not benefit from this directly. Kim and Park (2020) support these
findings with their research, showing that CSR has a buffering effect in times of product

failures.

Based on these findings, the present study will examine whether the engagement to
reduce food waste as a CSR-related initiative will have a buffering effect on consumer

satisfaction in case of a stockout.

3.1.2 Consumer Satisfaction

Oliver (1980), Fornell et al. (1996), and Grubor et al. (2017) define consumer
satisfaction as the overall experience of purchasing and consumption of products and
services over time from a consumer’s perspective. Luo and Bhattacharya (2006, p. 3)
define consumer satisfaction in a broader way as: “[...] the overall evaluation based on
the customer’s total purchase and consumption experience with a good or service over
time”. Walsh and Bartikowski (2013), as well as Kim et al. (2009), include the aspect
of comparison in their definitions. According to these authors, satisfaction is to be
defined as the result of comparing the customers’ expectations of a product or service
to what a customer actually obtains. As claimed by the expectation disconfirmation

theory, satisfaction is generated when the expectations are met or exceeded.
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Conversely, if those expectations are not met consumers feel dissatisfied (Fatma et
al., 2016). El-Gharaihy (2014) stresses the emotional answer of consumers to the
received pleasure through consumption. To ensure a company’s success and growth,

consumer satisfaction is vital (Irshad et al., 2017).

Consumer satisfaction can either be approached in terms of issue-specific satisfaction
or general satisfaction (Rivera et al., 2016). This study will focus on the satisfaction of

consumers with the situation after experiencing the stockout.

3.1.3 The Effect of CSR Justification on Consumer Satisfaction in Stockout

Situations

Smith (1996) makes the theoretical assumption that people who act in a socially
responsible way concerning CSR can draw a feeling of personal satisfaction from
doing good. Further, CSR initiatives generate a positive image of a company, leading
to a more positive overall evaluation of this company (Loureiro et al., 2012). Research
on the effect of CSR activities on customer satisfaction is broad. In his study
Strahilevitz (1999) identifies four reasons for which consumers are willing to pay higher
prices or accept inconveniences while shopping for products, like the pursuit of feeling
morally satisfied, experiencing a “warm glow”, the desire to “do the right thing” and the
wish to perceive themselves as good. Shin and Thai (2015, p. 388) explain the positive
effect of CSR on consumer satisfaction through “[...] the fact that CSR is considered
to indicate a social norms between a company and customers.” Luo and Bhattacharya
(2006) identify a direct and positive effect of CSR initiates of a firm on customer
satisfaction. This proves that customer satisfaction can be improved through CSR
initiatives. Rivera et al. (2016) show in their findings that environmental-related CSR

efforts have a positive effect on consumer satisfaction.

As mentioned already, one of the ways to enhance consumer satisfaction is through
adding value to a product or service. In the American Customer Satisfaction Index
Model from 1996, Fornell et al. (1996) already proposed that perceived value positively
influences consumer satisfaction. Research shows, that CSR initiatives are capable of
enhancing this value and therefore heightening consumer satisfaction. All else staying
equal, Luo and Bhattacharya (2006) expect customers to derive a higher perceived
value from products being produced and distributed by a socially responsible company
than from a socially irresponsible company, resulting in higher consumer satisfaction.

Pérez et al. (2013, p. 222) agree and illustrate that: “customers are likely to derive a
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better perceived value and higher satisfaction from a product when it is offered by a
socially responsible firm.” El-Garaihy et al. (2014) provide three explanations for why
CSR enhances consumer satisfaction whereby perceived value is one of those.
Strahilevitz (1999) uses the example of charity donation and concludes that through
the donation value is added to the product and customers feel good about themselves.
A study conducted by Lee et al. (2011) verified the impact of emotional value on

consumer satisfaction.

According to Klein and Dawar (2004), one of the beneficial aspects of CSR is that it
can help to protect a company’s reputation after negative experiences. Fatma et al.
(2016) researched the impact of CSR on consumer reactions after a service failure
and concluded that a socially responsible image can help restore satisfaction after
such an incident. These findings support the previous study of Bolton and Mattila
(2014) that found a mitigating effect of consumer satisfaction in service failure

situations.

The study of Kim and Lee (2015) focuses on the buffering and boomerang effects of
CSR on consumer perceptions during a crisis. Their findings reveal that a good
reputation of a firm, due to previous CSR initiatives, can help to protect a firm from
negative consumer perception in a crisis. While investigating the effect of CSR on post-
recovery satisfaction in the hospitality sector, Siu et al. (2014) confirmed a buffering
effect of CSR on consumer satisfaction when failures occur. Finally, Alhouti et al.
(2021) confirmed the beneficial aspect of CSR on consumer satisfaction especially if
consumers have a strong need to feel connected to others, measured through
relatedness. Further, they explain the halo effect of CSR, referring to the above
mentioned “warm glow” produced by CSR, with the increased perception of warmth of

a company engaging in CSR (Alhouti et al., 2021).

Since previous research shows that CSR initiatives have a positive effect on consumer
satisfaction and can even dampen the effects of negative experience, the first

hypothesis in this study implies that:

H1: CSR as a justification for a stockout situation has a positive effect on

consumer satisfaction.
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3.2 The Moderation

The term moderator refers to any third variable affecting the direction and/or the
strengths of a relationship between the independent variable (in our case CSR
justification) and the dependent variable (in our case consumer satisfaction). Frazier
et al. (2004, p. 116) refer to this effect as an “interaction whereby the effect of one
variable depends on the level of another.” These moderators display under which
condition this relation (in our case the influence of CSR justification on consumer
satisfaction) is stronger for particular individuals than for others (Baron & Kenny, 1986;
Frazier et al., 2004).

Self-
Enhancement vs.
Self-
Transcendence

CSR Skepticism

Figure 3: Direct effect and moderation model

In the conceptual framework of this thesis, moderators affect the direct effect of CSR

justification on consumer satisfaction.

3.2.1 Human values (Self-Enhancement vs. Self-Transcendence)

The concept of values is although its complexity a widely used concept in many fields.
By researching consumer behavior or consumer responses, the concept of human
values has been investigated to understand how values influence consumers in the
marketplace. One of the most common frameworks evaluating personal values is
Schwartz’s value theory (Schwartz, 1992, 1994, 2003). Schwartz defines values as:
“[...] affect laden beliefs that refer to a person’s desirable goals and guide the selection
or evaluation of actions, policies, people and events” (Schwartz, 2003, p. 297).
Schwartz’s classification of values includes ten basic values: Self-direction,
Stimulation, Hedonism, Achievement, Power, Safety, Conformity, Tradition,

Benevolence, and Universalism. Further, these values stand in a relation to each other.
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The pursuit of one value (e.g. power) can either be in congruence with another value
(e.g. achievement) or in conflict (e.g. benevolence). Figure 4 constitutes the relations
amongst the values. The circular presentation expresses a motivational continuum.
Therefore, the closer two values are, the more alike are the motivations behind these
values. The further away two values are, the more conflicting are the motivations
behind the values. Following, two bipolar dimensions can be identified, including
conflicting values: conservation vs. openness to change and self-enhancement vs.
self-transcendence (Schwartz, 2003). The present study will focus on the last

dimension.

OPENNESS SELF-
TRANSCEN-

DENCE

Self-Direction Universalism

Stimulation

Benevolence

Hedonism

Tradition

Achievement

wer Security

SELF- CONSER-
ENHANCEMENT VATION

Figure 4: Theoretical model of relations among ten motivational types of values
(Schwartz, 2003)

Self-enhancement implies that a person prioritizes him or herself and has a self-
oriented view of the world. Schwartz defines it as: “the pursuit of one’s relative success
and dominance over others” (Schwartz, 1994, p. 25). The value of achievement
(including the appreciation of one’s personal success, the demonstration of
competence, and living up to social standards) and power (including the appreciation
of prestige/social status and the control or command over people and resources)

represent the dimension of self-enhancement (Bridoux et al., 2016). These values are
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commonly connected with a great focus on personal well-being and superiority over
others (Schwartz, 1992). Opposed to this dimension, self-transcendence implies a
perception that is other-oriented. Schwarz expresses it as” acceptance of others as
equals and concern for their welfare” (Schwartz, 1994, p. 25). It includes the values of
benevolence (containing the care for the welfare of people a person is close to) and
universalism (containing the care for the welfare of the general society and nature)
(Bridoux et al., 2016). These values are commonly connected with the desire to make
the world a better place (Schwartz, 1992). When making a choice or showing an
intention or attitude, the conflict between the two dimensions can arise. A person can
score high in both dimensions but confronted with the necessity to make a choice, a
person will choose the value dimension which he or she considers most important or
endorses the most (Schwartz, 1992; Steenhaut & van Kenhove, 2006). Generally, it
can be said that individuals all share the same values but differ on the prioritization
(Alniacik et al., 2020).

The framework of Schwartz has been commonly used in different countries and
disciplines (e.g. psychology (Wilson, 2005), international management (Egri & Ralston,
2004), and marketing (Steenkamp et al., 1999) and indicates a high predictive validity
(Gonzalez-Rodriguez et al., 2019). Since values guide how a person makes his or her
decision Hunt and Vitell (1986) assume that in ethical decision making the value
systems of an individual are of crucial importance. Previous research found that values
influence the perception and evaluation of CSR initiatives. Ecological beliefs and the
values of self-enhancement and self-transcendence seem to be linked (Stern, 2000).
Romani et al. (2013) researched the influence of altruistic values on consumer
reactions to CSR, identifying that these values (including benevolence and
universalism) lead to a higher appreciation of CSR activities from a consumer
perspective. Research on life goals predicting environmental behavior, conducted by
Unanue et al. (2016), shows that people focusing on intrinsic life goals (linked to values
like universalism and benevolence) engaged more often in pro-environmental
activities. People with extrinsic life goals (linked to self-enhancement values) had a
smaller probability of taking part in pro-environmental activities. The study of Lerro et
al. (2018) comes to the conclusion that self-enhancement on the other side diminishes
the willingness to pay in a CSR context. Gonzalez-Rodriguez et al. (2019) reveal that
self-transcendence has a positive effect on customer perception of environmental and

social practices applied by companies. Self-enhancement on the other side had no
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significant effect on how customers perceive these practices. In their research on moral
motivations and their influence on CSR Golob et al. (2019) found supporting evidence
underlining the importance of values related to altruism in the CSR context. Again, a
negative impact of self-enhancement could not be verified. Furman et al. (2020) show
that consumers who are more open towards CSR tend to evaluate self-transcendence
higher, while those less open evaluate social status as more important. Other studies,
like Ladhari and Tchetgna (2015) or Zasuwa (2016), identify a negative effect of self-

enhancement on the perception of CSR.

Previous studies showed that since food-waste is associated with highly unethical
behavior anti-food-waste ambitions can appeal to altruistic motives, including self-

transcendence (Aschemann-Witzel et al., 2019; Richter & Bokelmann, 2018).

Based on previous research, showing the positive effect of self-transcendence and the

negative effect of self-enhancement on CSR, we hypothesize that:

H2a: Self-Transcendence positively moderates the effect of CSR justification

on consumer satisfaction in a stockout situation.

H2b: Self- Enhancement negatively moderates the effect of CSR justification on

consumer satisfaction in OOS situations.

3.2.2 CSR Skepticism

Previous research indicates that consumer perception of and reaction to CSR is
negatively affected by CSR skepticism. The definition of skepticism is “a person’s
tendency to doubt, disbelieve and question”’(Skarmeas & Leonidou, 2013, p. 1832).
According to Mohr et al. (1998), skeptic people only change their minds based on
ample evidence. The construct can be classified into two viewing angles. The first is
dispositional skepticism, referring to an individual trait of a person that is stable
throughout different situations (Obermiller et al., 2005). The second is situational
skepticism, referring to a temporary state of distrust that has nothing to do with a
person’s individual trait (Patel et al., 2017). Therefore, CSR skepticism can either
express a permanent and general distrust towards CSR or a distrust that results from
a momentary psychological reaction caused by a situation or the way the CSR initiate

is communicated (Ham & Kim, 2020).

Due to perceived corporate hypocrisy and the feeling of consumers that a company is

rather window dressing than actually implementing change, consumers become
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prudent with companies CSR claims (Ramasamy et al., 2020). The misleading of
consumers through practices like greenwashing enhance this problem. For
consumers, it gets harder to judge whether a company is truly responsible or solely
using CSR as a promotion. Following, the tendency to scrutinize the benefits of a CSR

initiative on the society or the environment arises (Foreh & Grier, 2003).

Prior research shows that skepticism can lead to negative word of mouth and lower
resilience to negative information (Skarmeas & Leonidou, 2013). Further, skepticism
about the reward of socially responsible products can lead to lower purchase intentions
and consumers’ attitudes towards a firm (Connors et al., 2017; Elving, 2010; Leonidou
& Skarmeas, 2017). Additionally, the reputation of a company can harm the reputation
of a brand and a company (Elving, 2010; Rim & Kim, 2016).

Since skepticism towards CSR initiatives can lead to several negative outcomes for
firms and can suppress consumers’ perception of CSR initiatives of firms, Isa et al.
(2019) plead for a closer examination of the moderating effect of consumer skepticism

in different research areas.

Deriving from previous findings on the negative effect of CSR skepticism, we expect
that the difference in CSR skepticism of consumers will have an impact on their

satisfaction given a CSR justification in a stockout situation. Thus, we hypothesize that:

H3: The higher the CSR skepticism the weaker is the influence of CSR as

justification for a stockout situation on consumer satisfaction.

3.3 Conceptual Model

The previous subchapters aimed to provide a clear understanding of the constructs
and lay ground for the development of the complete conceptual framework of this
study. Figure 5 illustrates the final conceptual model combining the main pathway of
research — the influence of a CSR justification on consumer satisfaction in a stockout
situation — with the moderating effect of human values (self-enhancement vs. self-

transcendence) and CSR skepticism. Further, control variables are included:
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Self-
Enhancement

+ +

Low

. Se::1 CSR
ranecandonce Skepticism

° Age, Gender, Income, Education

Figure 5: Conceptual model

Concerning to the preceding literature review, the effects illustrated in red show a

negative relationship, while the effects illustrated in green show a positive relationship.
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4 Empirical Study

4.1 Methodology and Experimental Design

The data collection was designed as a quantitative sociological online experiment to
test the effect of CSR-related anti-food-waste ambitions on consumer satisfaction in a
stockout situation. Therefore, a web-based scenario was developed where the
respondents were exposed to a virtual stockout situation in grocery markets and
randomly received two different explanations regarding the problem. The scenarios
obtain different “levels” of the independent variable (in this case the CSR-related anti-
food-waste efforts). The first scenario contained an imaginary situation in which the
participant, who is looking for a certain product on his or her shopping list, enters a
grocery store and finds an empty shelf. Thereupon, after asking a staff member, the
participant gets the information that the product is out of stock and the staff member
apologizes. The second scenario includes the same setting only with the addition that
the participant receives the information that the supermarket started a new CSR
initiative to avoid food waste through the reduction of abounded supply. The first
scenario represents the control group while the second scenario includes the aspect
of CSR as a justification for the stockout*. The participants were then asked to imagine
themselves in the given situation of the scenario and followingly asked to fill out a
questionnaire to capture the effect of the manipulated CSR information on consumer
satisfaction and the moderating effects of CSR skepticism and the human values of

self-enhancement vs. self-transcendence.

As mentioned above the manipulation of the independent variable (CSR) was
conducted via the scenario technique. This technique has been widely used, especially
in marketing research, in the past years (Steinhoff, 2014). Eroglu (1987, p. 236) defines
a scenario as “a brief, well-structured, written description that is designed to induce a
particular descriptive and/or event-centered situational context.” Through the scenario
technique, it is possible to manipulate the independent variable in a systematic and
efficient way. Further, internal validity is heightened through the possibility to control

for cofounding variables (Steinhoff, 2014).

4 see Appendix A for scenarios

39



Empirical Study

4.2 Data Collection

A standard way to collect empirical data is through surveys (Hair, 2007). Following, the
empirical data for the presented study was collected via an online survey. Web-based
surveys can be differentiated into two types, a target web survey, and a self-selected
survey. The first type allows the researcher to select participants and send out links for
participation. This allows the researcher control over the sample but at the same time
pones the problem that it is (perceived) less anonymously than a self-selected survey.
A self-selected survey implies that the researcher has no control over who participates
in this study. Hereby, a link is posted, for example on social media or forwarded via

messenger apps, inviting participants to take part in an online survey.

Some of the biggest advantages of online surveys are the low costs involved,
expanded geographic coverage, and rapid data collection. The method ensures high
accessibility of test persons and followingly increases the chances of reaching people
with different sociographic backgrounds. Additionally, a bigger sample size can be
reached, which improves statistical power. Further, the respondents profit from this
method. Since the experiment is performed online, respondents can participate any
time from any place. Since the available time to conduct a study, especially for
university projects, is often limited this is an important advantage. Further, since no
interviewer is necessary, web-based surveys tend to be perceived as more anonymous
by the respondents and interviewer effects do not occur. This might have a positive
effect on the respondent rate especially if the included questions are sensible or

personal (Wagner & Hering, 2014).

Disadvantages need to be addressed as well. The fact that most elderly persons are
not very familiar with using the internet, makes it harder to reach this segment of
respondents (Wagner & Hering, 2014). Users of the internet tend to be younger,
predominantly male, have a higher income, and a higher educational qualification than
the average total population (Baur & Blasius, 2014). Likewise, the possibility to ask
questions is only possible via E-Mail. Followingly, a simple and understandable
formulation of the questions as well as pre-testing the scenarios is important. Further,
a certain suspiciousness or distress from respondents, especially when personal or

sensible questions arise, needs to be taken into account (B. Blumberg et al., 2011).

In this study, a self-selected web survey is used. The survey was created via the

website unipark.com. Afterwards, the link to the survey with a brief description was
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distributed via social media and messenger apps (including Facebook, WhatsApp,

LinkedIn and Instagram) to reach respondents that are as diverse as possible.

4.3 Respondents

The study was conducted with respondents from Austria and Germany. Due to time
and costs restraints as well as the restrictions imposed by the Covid-19 pandemic the
chosen sampling method for this thesis is convenience sampling. Self-selection
sampling, as well as snowball-sampling, has been used to recruit subjects. Although
convenience samples are not representative and therefore a generalization of the
results is not possible, measures have been applied to reduce as far as possible the
bias resulting from convenience sampling. Response rates have been increased
through the incentive of mutual help on finding respondents, through multiple contacts
to remind people to fill out the survey, and through the clear demonstration of the
affiliation of the study to the University of Vienna. Even though a convenience sample
is not representative, Greenberg (1987) points out that even if a sample is
representative, it does not imply that it is generalizable. Further, Greenberg states that
external validity can only be ensured through a comparison of different studies, not by
just one single study (Greenberg, 1987). Followingly, convenience samples can
provide a first understanding of psychological processes and lay ground for future
research. Furthermore, several other studies in the fields of CSR and consumer
satisfaction have used student samples and convenience samples as well (e.g. Chung
et al., 2015b; Fatma et al., 2016; Irshad et al., 2017). Consequently, a comparison of

the results of this study with prior research is possible.

The sample of the pre-test included 75 respondents (35 for the first scenario and 40
for the second scenario). Both pre-test and questionnaire were originally developed in
German and then translated to English. Of the 186 survey questionnaires distributed,
150 were found valid for further analysis. Participants who canceled the questionnaire

or had their main residence neither in Austria nor in Germany were excluded.

Out of these 150 respondents, 74 (49.3%) were subject to the general scenario, while
76 (50.7%) were subject to the CSR/anti-food-waste ambition scenario. As a result,
the intended equality of group size was achieved. The sample consists of 34 (22.7%)
respondents located in Austria and 116 (77.3%) respondents located in Germany. The
average age of respondents was 33.9 (SD= 14.71) (with two missing values). Out of
the 150 respondents, 64 (42.7%) were male, while 83 (55.3%) were female. 34.9% of
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the respondents have a monthly household income above 2500 € (with four missing
values). 83 (55.3%) of 150 were postgraduates and no respondent had less than
secondary education. Therefore, the sample is rather highly educated and with an

above-average monthly household income.

4.4 Measures

Pre-Test and Manipulation Checks

To ensure the efficient manipulation of the independent variable, the scenarios were
pre-tested and manipulation checks were carried out. Initially, both groups were asked
two general questions regarding the credibility of the presented scenario. This aspect
included the questions: “I believe that a situation like this can happen in real life. This
situation seems realistic to me.” To measure their perception of CSR of the
supermarket two items are used: “The supermarket seems socially responsible to me.
The supermarket takes responsibility and acts socially.” Additionally, the second group
(which received the CSR scenario) was asked to answer two additional questions
regarding the understanding of the CSR aspect and the understanding of the anti-food-
waste ambitions of the grocery presented in the scenario. The following items are used
for the measurement: “I classify the initiative of the supermarket as socially
responsible. A supermarket with such an initiative takes responsibility and acts socially.
The supermarket's initiative helps to combat food waste. The supermarket's initiative
will help reduce food waste.” All items were measured with a seven-point scale from 1

to 7 with endpoints of strongly disagree — strongly agree.

Consumer Satisfaction

To measure consumer satisfaction two different scales are used. The first scale
measures the overall satisfaction of consumers after experiencing the situation
described in the scenarios. It is measured through four seven-point semantic
differential items from 1 to 7, anchored by dissatisfied/satisfied, displeased/pleased,
frustrated/contented, and terrible/delighted (D. J. Kim et al., 2009). The coefficient
alpha is 0.805. Therefore, the internal consistency is satisfying. The second scale
measured the satisfaction with the retailer. Four seven-point scales from 1 to 7 with
endpoints of strongly disagree — strongly agree for the first three items and
dissatisfied/satisfied for the last item are used to measure the satisfaction with the

retailer after experiencing the situation described in the scenarios. The items are “I am
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happy with my decision to buy in this store”, “My choice of this store was a wise one”,
“l feel good about my decision to buy in this store” and “Taking everything into
consideration, how do you feel about the service you received in this store” (Grubor et
al., 2017). The coefficient alpha is 0.900. Followingly, the internal consistency is

satisfying.

To gain further insights, the two scales are combined to a scale measuring the general
consumer satisfaction including the retail store and the situation. The coefficient alpha

is 0.899. Thus, the internal consistency is satisfying.

Self-Enhancement vs. Self-Transcendence

Four items were used to measure self-enhancement, two items for the dimensions of
achievement and two items for the dimension of power. The respondents were asked
to evaluate on a seven-point scale from 1 to 7 how much a described person resembles
themselves. The items for power are “It is important to him/her to be rich. He/She wants
to have a lot of money and expensive things.” and “It is important to him/her to be in
charge and tell others what to do. He/She wants people to do what he/she says”. The
items for achievement include “It is very important to him/her to show his/her abilities.
He/She wants people to admire what he/she does.” and “Being very successful is
important to him/her. He/She likes to impress other people.” The four items to measure
self-enhancement have a coefficient alpha of 0.740. Followingly, the internal

consistency is satisfying.

To measure self-transcendence again, two items for the dimensions of benevolence
and two items for the dimension of universalism are used®. As for self-enhancement,
the respondents were asked to evaluate on a seven-point scale from 1 to 7 how much
a described person resembles themselves. The items for benevolence are “It's very
important to him/her to help the people around him/her. He/She wants to care for other
people.” and “It is important to him/her to be loyal to his/her friends. He/she wants to

devote himself/herself to people close to him/her.”. The four items to measure self-

5 The original scale includes a third item: “He/She strongly believes that people should care for nature.
Looking after the environment is important to him/her.”. This item was excluded due to its proximity to
the CSR/environmental topic. Since this item was expected to bias the results, as anti-food-waste
ambitions are to be considered a pro-environmental initiative, it was excluded.
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transcendence have a coefficient alpha of 0.707. Hence, the internal consistency is

satisfying.

CSR Skepticism

To measure CSR skepticism four seven-point scales from 1 to 7 with endpoints of
strongly disagree — strongly agree are used. The items include “It is doubtless that this
is a socially responsible retailer”, “It is certain that this retailer is concerned to improve
the well-being of society”, “It is sure that this retailer follows high ethical standards” and
“It is unquestionable that this retailer acts ins a socially responsible way” (Leonidou &
Skarmeas, 2017). The coefficient alpha is 0.915. Consequently, the internal

consistency is satisfying.
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5 Analysis and Results

5.1 Analysis of the Pre-Test

The sample of the pre-test included 75 respondents (35 for the first scenario and 40
for the second scenario). To ensure that the two questions on each regarding the
constructs of credibility, perception of CSR, understanding of CSR initiative and
understanding of the anti-food-waste ambition were measuring the same constructs,
Cronbach’s alpha was measured. For all constructs the internal consistency was
satisfying. The credibility of both scenarios was given, even though the credibility for
the CSR scenario was lower than for the general scenario (Mgen=5.69, SD=1.32;
Mcsr=3.79, SD=1.75). Further, participants of group 2 understood the CSR initiative
(M=5.89, SD= 1.34) as well as the anti-food-waste ambition of the grocery store
(M=5.70, SD=1.29). An independent t-test was used to identify whether the scenarios
were perceived differently on a CSR base. The results show that there is a significant
difference between the mean of the general scenario (M= 4.60) and the CSR scenario
(M=5.70) (t-value (73) = -3.22; p<0.05) regarding the perception of CSR. Thus, the

manipulation of the CSR aspect was successful®.

5.2 CSR as a Justification and Consumer Satisfaction in an O0OS

Situation (Main effect)

In this chapter, the effect of CSR as a justification for a stockout situation and its effect
on consumer satisfaction is investigated. To investigate if the consumers’ satisfaction
with the situation differs whether respondents obtained an anti-food-waste, and
therefore CSR-related, explanation for the stockouts or just the fact that the product is
out of stock, an ANOVA was carried out. Hypothesis 1 proposed that CSR as a
justification for stockouts has a positive effect on consumer satisfaction. Before
conducting the ANOVA, the assumption regarding normality and homogeneity of
variances was checked. After carrying out the Shapiro-Wilk test, we can assume that
both groups are normally distributed (p > 0.05). Further, the homogeneity of variances

was tested by applying the Levene’s test, through which (p > 0.05) the assumption is

6 see Appendix D for results of the pre-test
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met. Based on the ANOVA, a statistically significant difference F(1,148) = 5.72, p <
0.017, n? = 0.04 in consumers’ satisfaction, between the group without CSR-related
explanation (Mgen = 3.77, SD = 1.20) and the group with the anti-food-waste related
explanation (Mcsr = 4.27, SD = 1.35), regarding the stockout situation was found.
Followingly, consumers who obtained an explanation including the aspect of anti-food-
waste ambitions were more satisfied with the situation than consumers who did not get

any explanation.

4.4

Consumer Satisfaction Means
w w w w > > >
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Scenario 1 (general) Scenario 2 (CSR)

Figure 6: Scenarios and consumer satisfaction (means)?

Figure 6 illustrates the difference of the mean consumer satisfaction, differentiating
between scenario 1 (without CSR justification) and scenario 2 (with CSR justification).
Respondents who received a CSR-related explanation for the stockout situation show
a higher consumer satisfaction than respondents without a CSR justification. Based on
the findings we can accept H1 and conclude that CSR as a justification for stockouts

seems to heighten consumer satisfaction.

7 Significance level divided by two because of directional hypothesis

8 Consumer Satisfaction was measured on a 7-point Likert Scale (1=low CS / 7= high CS); Respondents:
150
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5.3 Moderation

To analyze the moderation effects, a multiple regression analysis was used. According
to research (e.g. Frazier et al., 2004; West et al., 1996), a multiple regression is to be
preferred over an ANOVA since it allows higher flexibility for the encoding of
categorically scaled variables. One can presume that a moderator consolidates the
effect of an independent variable if the interaction between the product of the
independent variable and the dependent variable is significant. Additionally, a
moderator should not correlate with the independent variable and dependent variable
and should be included in the model as an independent variable (Baron & Kenny,
1986).

In the case of a categorical variable as the independent variable with an experimental
condition (e.g. our case with two artificially created scenarios), it is advisable to aim for
an equal number of participants for each scenario. This aims to prevent a reduced test
power (Frazier et al.,, 2004). In our case, the respondents were nearly equally
distributed with 74 respondents in the group of scenario 1 and 76 respondents in the
group of scenario 2. Further, the authors presuppose equal error variances across the
experimental groups. In the case of unequal sample sizes and unequal error variances,
the problem of over- or underestimation of the moderating effect may arise (Frazier et
al., 2004). In the case of consumer satisfaction as dependent variables, it can be
reported that sample sizes, as well as error variances®, were equal for the two

measurement levels.

Since the independent variable and the moderator variables are categorical and
discrete data, no standardization for the analysis was necessary (Frazier et al., 2004;
West et al., 1996). Nevertheless, to compensate for the potential problem with
multicollinearity, the moderators were mean-centered before conducting a multiple
regression. By subtracting the mean of the variable from the observations, the data is
converted from raw-score to deviation-score scaling. This mean-centering procedure
bears multiple advantages when performing a regression analysis. First, through
reducing the collinearity between main effects and the interaction term (the product of

the independent predictor variable and the moderator variable). This enhances the

% Levene’s Test: F(1,148) = 0.80, p > 0.05
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stability of the standard errors and the regression estimates. Second, the interpretation
of the interaction is simplified after mean-centering the variables (Little et al., 2007).
Even though research is inconclusive if mean centering addresses or prevents
multicollinearity issues and some argue that this procedure does not solve the
multicollinearity problem (e.g. Echambadi & Hess, 2007; Kromrey & Foster-Johnson,
1998), prior research of Vosgerau and Gatignon (2007) argues that mean centering
could help to tackle arbitrary origin problems of interval scales without defined zero

points. This includes Likert Scales, which are used in our model.

The independent predictor variable, referring to whether a respondent received
scenario 1 or 2, is a dummy variable. Hereby, scenario 1 is coded with 1, and scenario
2 is coded with 2. This dummy variable is used for the following multiple regression
analyses, to test for possible moderating effects regarding the direct effect of CSR as

a justification for stockouts on consumer satisfaction.

5.3.1 The Moderating Effect Self-Enhancement

The first multiple regression analysis investigates the possible moderating effect of
self-enhancement on the relationship between anti-food-waste ambitions (CSR) as a
justification for a stockout and consumer satisfaction. Self-Enhancement refers to the
tendency of a person to prioritize him- or herself over others and to look at the world
from a self-oriented point of view. First, only the dummy variable, as well as the
moderator variable, were included in the model. In the second step, the interaction
term entered the model. Table 3 shows the regression coefficients of the two multiple

regression and the changes of the models after entering the interaction term:
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Table 3: Moderating role of self-enhancement'®

Regression 1 Regression 2
F(2,147)=4.73** F(3,146)=4.05**
R?=.06 R?=.08
Scenario Manipulation A71* A73*
Self-Enhancement -.154* 247"
Scenario * Self-Enhancement -.420m

The interaction term in the second regression was not significant. Therefore, it can be
concluded that self-enhancement neither strengthens nor weakens the influence of
CSR as a justification for stockouts on consumer satisfaction. However, the results of
the first regression show that self-enhancement plays a role (as the regression
coefficient is significant) when it comes to consumer satisfaction, but as a predictor
variable. Further, the scenario manipulation is significant which supports the findings
that a CSR-related explanation for a stockout situation has a positive effect on

consumer satisfaction.

5.3.2 The Moderating Effect of Self-Transcendence

This regression was computed to check for a possible moderation effect of self-
transcendence on the relationship between anti-food-waste ambitions as a justification
for a stockout and consumer satisfaction. Self-Transcendence refers to the tendency
of a person to prioritize others over him- or herself and to look at the world from an

other-oriented point of view. The same approach as in chapter 5.3.1 was followed.

0 Table shows standardized regression coefficients; moderating variable was mean-centered
Dependent variable = Consumer Satisfaction

* = p<.05, ** = p<.01, ns = not significant

Significance level divided by two because of directional hypothesis

For Standard Deviation, see Appendix

Statistical Assumptions were met (see Appendix)
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Table 4 shows the regression coefficients of the two multiple regression and the

changes of the models after entering the interaction term:

Table 4: Moderating role of self-transcendence'’

Regression 1 Regression 2
F(2,147)=4.79** F(3,146)=3.21**
R?=.06 R?=.06
Scenario Manipulation .192** .192**
Self-Transcendence .155* 079"
Scenario * Self-Transcendence .080"s

The interaction term in the second regression is not significant. Therefore, it can be
concluded that self-transcendence neither strengthens nor weakens the influence of
CSR as a justification for stockouts on consumer satisfaction. However, the results of
the first regression show that it can be concluded that self-transcendence plays a role
(as the regression coefficient is significant) when it comes to consumer satisfaction,
but as a predictor variable. Further, the scenario manipulation is significant which
supports the findings that a CSR-related explanation for a stockout situation has a

positive effect on consumer satisfaction.

5.3.3 The Moderating Effect of CSR Skepticism

Based on the literature it was assumed that respondents with higher skepticism
towards CSR could moderate the effect of a CSR-related explanation of a stockout

situation on consumer satisfaction. Skepticism towards CSR refers to a person’s

! Table shows standardized regression coefficients; moderating variable was mean-centered
Dependent variable = Consumer Satisfaction

* = p<.05, ** = p<.01, ns = not significant

Significance level divided by two because of directional hypothesis

For Standard Deviation, see Appendix

Statistical Assumptions were met (see Appendix)
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tendency to doubt, disbelieve and question a company’s CSR efforts. Again, two
regressions were computed to determine the first-order effect and moderating effect of
CSR skepticism:

Table 5: Moderating role of CSR skepticism'?

Regression 1 Regression 2
F(2,147)=10.31** F(3,146)=6.95**
R?=.12 R?=.13

Scenario Manipulation .078ns 0770

CSR Skepticism .315** 180"

Scenario * CSR Skepticism 1420

From the results of the first regression, it can be concluded that CSR skepticism plays
a role (as the regression coefficient is significant) when it comes to consumer
satisfaction. Since CSR skepticism is coded (as mentioned above) from 1 (very
skeptical) to 7 (not skeptical at all), the data shows, that less skeptical consumers show
a higher satisfaction. By including the interaction term in the regression, no moderating
effect of CSR skepticism on the effect of CSR as a justification for a stockout on
consumer satisfaction could be identified. Followingly, CSR skepticism might have an
influence as independent predictor, but not as moderating variable. In this regression,
the influence of CSR as a justification for stockouts is not supported, since the scenario

manipulation is not significant.

2 Table shows standardized regression coefficients; moderating variable was mean-centered
Dependent variable = Consumer Satisfaction

* = p<.05, ** = p<.01, ns = not significant

Significance level divided by two because of directional hypothesis

For Standard Deviation, see Appendix

Statistical Assumptions were met (see Appendix)
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5.3.4 Influence of Control Variables

To gain further insights, the control variables of age, gender, income, and education
have been included in the conceptual model. In the following, the effect of these control
variables on the dependent variable, as well as their influence on the effect of CSR as

a justification for stockout situations on consumer satisfaction is tested.

Age
To test the influence of age on consumer satisfaction as well as its moderation on the

effect of CSR as a justification in a stockout situation on consumer satisfaction, two

regressions were computed.

Table 6: Moderating effect of age™

Regression 1 Regression 2
F(2,145)=3.26* F(3,146)=2.32"
R2?=.04 R2?=.05

Scenario Manipulation .202* 2010

Age .039"s .214ns

Scenario * Age -.184ns

The moderator effect of age regarding the effect of CSR as a justification for a stockout
situation could not be found. Age in general, also as a predictor for consumer
satisfaction, does not play a role. However, the regression coefficient for the CSR
manipulation was significant — even though only in the first regression — underlying the

effect of CSR as a justification for a stockout situation on consumer satisfaction.

3 Table shows standardized regression coefficients; moderating variable was mean-centered
Dependent variable = Consumer Satisfaction

* = p<.05, ** = p<.01, ns = not significant

For Standard Deviation, see Appendix

Statistical Assumptions were met (see Appendix)
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Gender

To identify whether the gender of respondents has either a direct influence on
consumer satisfaction or moderates the effect of CSR as a justification for stockouts

on consumer satisfaction, again two regressions were computed.

Table 7: Moderating effect of gender'*

Regression 1 Regression 2
F(2,147)=2.84" F(3,146)=1.91"
R2?=.04 R2?=.04

Scenario Manipulation .194ns .255n

Age -.006" .059"s

Scenario * Age -.098"s

The results reveal that gender has no influence on the consumer satisfaction of the

respondents, neither as moderator nor as an independent predictor.

4 Table shows standardized regression coefficients; moderating variable was not mean-centered
Dependent variable = Consumer Satisfaction

* = p<.05, ** = p<.01, ns = not significant

For Standard Deviation, see Appendix

Statistical Assumptions were met (see Appendix)
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Income

To evaluate the possible influence of income on consumer satisfaction or its
moderating effect on the relationship of CSR as a justification for a stockout situation

and consumer satisfaction, we performed two regressions.

Table 8: Moderating effect of income'®

Regression 1 Regression 2
F(2,143)=3.19* F(3,142)=2.28"
R2?=.04 R?=.05

Scenario Manipulation 175% 1750

Income -.092ns .082ns

Scenario * Income -.183"

Considering the results of the regressions we can conclude that the moderator effect
of income regarding the effect of CSR as a justification for a stockout situation could
not be found. Income in general, also as a predictor for consumer satisfaction, does
not play a role. However, the regression coefficient for the CSR manipulation was
significant — even though only in the first regression — underlying the effect of CSR as

a justification for a stockout situation on consumer satisfaction.

Education

As a final step, the possible influence of education on consumer satisfaction or as a

moderating variable was evaluated. Again, two regression were conducted.

5 Table shows standardized regression coefficients; moderating variable was mean-centered
Dependent variable = Consumer Satisfaction

* = p<.05, ** = p<.01, ns = not significant

For Standard Deviation, see Appendix

Statistical Assumptions were met (see Appendix)
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Table 9: Moderating effect of education'®

Regression 1 Regression 2
F(2,147)=3.31* F(3,146)=2.19"
R2?=.04 R2?=.04
Scenario Manipulation .184* .184ns
Education -.077m .075"
Scenario * Education -.002"s

The results indicate that the moderator effect of education regarding the effect of CSR
as a justification for a stockout situation could not be found. Education in general, also
as a predictor for consumer satisfaction, does not play a role. Nevertheless, the
regression coefficient for the CSR manipulation was significant. Even though it was
only significant in the first regression, it underlies the effect of CSR as a justification for

a stockout situation on consumer satisfaction.

6 Table shows standardized regression coefficients; moderating variable was mean-centered
Dependent variable = Consumer Satisfaction

* = p<.05, ** = p<.01, ns = not significant

For Standard Deviation, see Appendix

Statistical Assumptions were met (see Appendix)
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5.3.5 Overview of Hypothesis

Table 10: Overview of hypothesis

Accepted Rejected

H1: CSR as a justification for a
stockout situation has a
positive effect on consumer \/

satisfaction.

H2a: Self-Transcendence

positively moderates the effect X
of CSR justification on

consumer satisfaction in a

stockout situation.

H2b: Self-Enhancement

negatively moderates the X
effect of CSR justification on

consumer satisfaction in OOS

situations.

H3: The higher the CSR

skepticism the weaker is the

influence of CSR as X
justification for a stockout

situation on consumer

satisfaction.
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6 Discussion

The issue of food waste has gained a lot of attention in the past and is oftentimes
referred to as one of the most important issues of our time. Therefore, the effect of
CSR-related anti-food-waste ambitions on consumer satisfaction needs to be
evaluated. This study focuses on the impact of CSR-related anti-food-waste ambitions

as a justification for stockouts on consumer satisfaction.

6.1 Practical Implications

First of all, it was found that justifying the stockout with anti-food-waste ambitions
influences consumer satisfaction. More precisely, the results show that whether the
respondents obtained an explanation including CSR-related information, that states
that the goal is to prevent food-waste, or solely obtained the information that a product
was out of stock, influenced the respondent’s satisfaction. Respondents who obtained
the anti-food-waste related explanation showed a higher consumer satisfaction (Mcsr
= 4.27, SD = 1.35) than respondents who only obtained the information about the
stockout (Mgen = 3.77, SD = 1.20). This could tell us, that customers do appreciate a
firm’s effort to avoid food waste and therefore feel less dissatisfied facing a stockout

situation which is usually accompanied by inconvenience.

Further, it was aimed to test some potential moderating effects which might influence
the relationship between the justification of a stockout through anti-food-waste

ambitions and consumer satisfaction.

First, the influence of human value dimensions (more precisely self-enhancement and
self-transcendence) on the relationship between anti-food-waste-related justifications
for a stockout and consumer satisfaction was tested. Neither self-enhancement values
nor self-transcendence values of consumers influence this relationship. Based on this,
one could argue that the value system of a consumer (at least regarding these two
values) has no influence on how satisfied or dissatisfied a consumer is after obtaining

an anti-food-waste-related justification for a stockout.

Secondly, the influence of CSR skepticism on this relationship was tested. Again, no
effect on the relationship could be identified. Consequently, the extend of a consumer’s
skepticism towards CSR does not affect how satisfied the consumer is after obtaining

an anti-food-waste-related justification for a stockout.

57



Discussion

Regarding the control variables of age, gender, income, and education no moderating
effect was found either. This means that neither age, nor gender, nor income, nor
education influence consumer satisfaction after obtaining an anti-food-waste-related

justification for a stockout.

6.2 Theoretical Implications

From the theoretical point of view, the results of this thesis underline the importance of
anti-food-waste ambitions for consumers in stockout situations. Since further research
on how to reach a sustainable food system while keeping the customer satisfied is of
high interest and importance, this thesis lays the ground for further research in this
area. Following, the findings of this thesis add insights into the field of food waste
research, where research on the retail sector of this problem (Lebersorger &
Schneider, 2014) and especially the examination of practical intervention is still lacking
(Muth et al., 2019).

Additionally, this thesis contributes to the research field of OOS situations and their
consequences. Even though a reduction of stockouts may be desirable, stockout rates
over the last years have rarely changed. Therefore, further research on dampening the
negative effects of stockouts is necessary. The results provide insight into how anti-
food-waste-related CSR measures can reduce the negative consequences of

stockouts.

Further, the relevance of CSR initiatives and their positive effect on consumer
satisfaction is highlighted. Our findings are in high accordance with prior research,
confirming the positive impact of CSR on consumer satisfaction (e.g. Chung et al.,
2015a; Luo & Bhattacharya, 2006; Park et al., 2017) and also confirming the ability of
CSR efforts reducing negative consequences after a dissatisfactory incident (e.g.
Joireman et al., 2015; J. Kim & Park, 2020).

Moreover, the findings of our study underline the argument that CSR adds value to a
product or a service in the eyes of consumers. Since consumer satisfaction was higher
for the group receiving a CSR-related scenario (Mcsr = 4.27, SD = 1.35) than for the
group without a CSR explanation (Mgen = 3.77, SD = 1.20) it could be argued that the
feeling of acting socially responsible adds value for consumers. This supports the
findings of prior research such as from Sen and Bhattacharya (2001) or Peloza and
Shang (2011). Additionally, the results support findings of Aulia et al. (2016), Lee et al.
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(2007), and Slack et al. (2020) who found that perceived value enhances consumer
satisfaction. Nevertheless, it has to be mentioned that this thesis argues based on the
perceived value theory, but a measurement of whether the respondents perceive the

CSR initiative as an additional value did not occur.

Concerning the research on human values, the findings of this study are not in line with
prior research but still add insight. Even though Hunt and Vitell (1986), Romani et al.
(2013), or Gonzalez-Rodriguez et al. (2019) revealed an influence of self-
enhancement and self-transcendence on the perception of CSR, the results do not
show moderating effects for either of the values. Even so, the findings show that both

could work as predictors for consumer satisfaction.

Lastly, this study contributes to the literature on CSR skepticism. Again, contradicting
prior research, no moderation effect of CSR skepticism on the relationship between
CSR as a justification for a stockout situation and consumer satisfaction was found.
Based on previous research, e.g. Isa et al. (2019), who identified CSR skepticism as
a negatively moderating factor for ethical purchase intention, a different outcome was
expected. Still, the findings of this study suggest that CSR skepticism may work as a

predictor for consumer satisfaction.

6.3 Managerial Implications

Since the results show that a CSR-related (in this case anti-food-waste) initiative can
dampen consumer dissatisfaction in a stockout situation, it was shown that consumers
value these ambitions of retailers, which reflects in a higher satisfaction even in a
situation where the desired product is not available. Therefore, the findings of this study
suggest guidelines for a successful implementation of anti-food-waste initiatives in the
food retailing industry. Food retailers can easier contribute to fighting food waste by
reducing the abundance of supply. The feared dissatisfaction of consumers can be
mitigated through clear and upfront communication of the CSR-related reason. Due to
the retailers’ strong position in the sector of food production, the goal to reduce food
waste should be promoted and reflected in marketing strategies. Encouraging
consumers, to act favorably and to initiate sustainable practices while still being
economically successful, should be the goal and increases chances to gain
competitive advantage. This allows tackling this critical issue throughout different

stages of the food supply chain at the same time as the societal discourse on

59



Discussion

counteractive measures is intensified. Based on this, we recommend food retailers

engage in such initiatives and help to develop a sustainable food system.
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7 Conclusion

The current situation with an annual food waste between 40 to 45 mtons per year is
alarming (Gustavsson et al., 2011).. This results in severe environmental and societal
problems as well as causing a huge financial loss for retailers. The problem of food
waste is in big parts allocated at the end of the supply chain and linked to the
managerial decisions of retailers (Del Giudice et al., 2016). Prior research has pointed
out that evaluating consumers’ perception and their acceptance of measures against
food waste is needed (Willersinn et al., 2015). Because of the particular attributes of
food, strategies like reuse or recycling are not feasible. Therefore, the reduction is the
only possible strategy in the battle against food waste. The strategy of the reduction of
supply is rather under-researched since retailers fear that through restriction of the
product choice, consumers might be dissatisfied. As research shows, stockouts are a
crucial reason for consumer dissatisfaction. Since dissatisfied consumers are to be
prevented due to resulting negative attitudinal and behavioral responses from
consumers, it is necessary to evaluate measures that can dampen the dissatisfaction
of consumers when implicating anti-food-waste efforts. That is why the study focused
on the impact of CSR-related anti-food-waste ambitions as a justification for stockouts
on consumer satisfaction. This thesis is, to the knowledge of the thesis’ author, the first
research aiming to identify a way to fight food waste through a reduction of supply,
while taking into account consumers’ emotional reactions to the consequences of the

reduction.

This study aimed to get insights into the influence of CSR initiatives on consumer
satisfaction in a stockout situation. In detail, this study was carried out to answer the
research question: Can anti-food-waste efforts enhance consumer satisfaction in case

of a stockout?

In the conducted quantitative online survey, data was collected to research the four
hypotheses, regarding the influence of CSR-related anti-food-waste efforts on
consumer satisfaction in an OOS situation, and the moderating effect of self-

enhancement, self-transcendence, and CSR skepticism on that relationship.

As a conclusion of this research, it remains to be stated, that the main aim of the
research was reached, confirming that consumers feel less dissatisfied facing a
stockout situation if the stockout is due to anti-food-waste ambitions. However, the

values of self-enhancement and self-transcendence as well as the skepticism of
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consumers towards CSR did not show to influence the relation between the CSR-
related anti-food-waste ambition justificatio